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Abstract 

Agricultural trade plays an important role in the economic development of the nation. The agricultural sector 

has received special treatment in all countries at all stages of development due to health problems, food security, high 

dependence on population and political sensitivity. The sector therefore enjoys an important position in both developed 

and developing countries. 

Agricultural trading is one of the most important components of the commodity trade. In a developing nation like 

India, the agricultural sector is the engine of economic growth and human well-being largely depends on the functioning 

of the sector. The opposite is true in many developed countries as agriculture represents a small portion of its economy. 

 Agriculture is the backbone of the Indian Economy. India occupies only 2.4% of the world's land area and 4% of 

its water resources, but must feed about 17% of the world's population and 15% of livestock. Agriculture is an important 

sector in the Indian economy, accounting for 14% of gross domestic product (GDP), about 11% of its exports. 

Today, India is a major supplier of several agricultural products such as tea, coffee, rice, spices, cashew, fatty 

foods, fresh fruits, fresh vegetables, meat and its preparations and seafood products in the international market. 
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1.1 - Introduction: - 

The economic transformation in India was 

introduced in 1991 by the ANC government led by 

Mr.P.V.Narasimha Rao. That time India was faced 

with the economic crisis, India went to the IMF for a 

loan, the IMF provided a loan, which is a conditional 

loan, accompanied by a change in economic 

structure. . The government ushered in a new era of 

economic transformation based on these conditions. 

These changes can be broadly divided into three 

categories: liberalization, autonomy and 

globalization. 

The performance of the Indian agricultural 

sector contributes to the growth of the Indian 

economy. It accounts for only 17 percent of the 

global population and covers only 2.4 percent of the 

world's population. The world's leading producers of 

many major crops such as paddy, wheat, rice, pulses, 

sugarcane, etc. 

Agricultural trade plays an important role in 

the economic development of the nation. The 

agricultural sector has received special treatment in 

all countries at all stages of development due to 

health problems, food security, high dependence on  

 

population and political sensitivity. The sector 

therefore enjoys an important position in both 

developed and developing countries. 

Indian agriculture has greatly contributed to 

foreign trade even in its traditional form. Indian 

agricultural products have been facing stiff 

competition from Asian countries for a long time. 

Due to globalization and democracy, the competition 

is likely to increase and new initiatives in 

agricultural development must meet emerging 

challenges. Agricultural performance after 

integration with global markets has been linked to 

successful export exports. In an effort to increase 

exports, the Indian government has decided to 

achieve this goal by intensifying the production and 

export of agricultural goods. Agriculture has been a 

source of foreign exchange in India in the past. 

Agricultural trading is one of the most important 

components of the commodity trade. In a developing 

nation like India, the agricultural sector is the engine 

of economic growth and human well-being largely 

depends on the functioning of the sector. The 

opposite is true in many developed countries as 

agriculture represents a small portion of its 

economy. 
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1 .2: Objectives of Paper: 

The purpose of this paper is to divide the 

following sections, such as: 

1 Analyzing performance of gross value added 

agricultural and allied Sector 

2 Obtaining the contribution of agricultural 

exports 

 

1.2.1 - Growth in the Agricultural Sector: 

The importance of agriculture in the Indian 

economy is measured as an additional value of the 

agricultural sector as a percentage of GDP. 

Agriculture includes forestry, hunting, fishing, 

horticulture and livestock production. Growth in the 

agricultural sector has fluctuated throughout the 

program. Annual growth rate for the agricultural 

sector and multi-sectoral structures during the 11th 

year the five-year program by 2.7% has dropped to 

4%. This growth rate is significantly higher than the 

annual growth rate of 2.1% and 2.3% achieved in the 

9 and 10 year plan. 

Agricultural growth has been volatile as 

Indian agriculture is still dependent on rainfall and 

rainfall in the southwest (June to September). 

Rainfall affects agricultural production and 

productivity. More than half of the arable land 

depends on the tropics. 

The agricultural sector and affiliated 

organizations have proven to be strong against 

Covid-19 shocks as they recorded 3.6 percent 

growth in 2020-21 and improved to 3.9% in 2021-

22, furthering the real GDP growth of the Indian 

economy. 9.2 percent in 2021-22, according to the 

Economic Survey 2021-22. 

 

Table No: 1.1 

GVA of Agriculture and Allied sectors and its 

share in total GVA of the country at current 

prices (In Crore ) 

Items Years 

 
2015-

16 

2016-

17 

2017-

18 

2018-

19 

2019-

20 

GVA of 

agricult

ure and 

allied 

sectors 

22,27,

533 

25,18,

662 

27,96,

908 

29,22,

846 

32,57,

443 

Per 

cent to 

total 

GVA 

17.7 18.0 18.0 17.1 17.8 

Source: Annual Report of Ministry of Agriculture & 

Farmers Welfare: Government of India 2020-21 

 

Table No: 1.2 

Growth (over the previous year) in the 

total GVA of the Economy and that in the GVA 

of Agriculture and Allied sectors at 2011-12 at 

base prices  (In Percentage) 

Ye

ar 

Total 

Econ

omy 

Agricu

lture 

& 

Allied 

Sector 

Cr

ops 

Lives

tock 

Fore

stry 

& 

Logg

ing 

Fish

ing 

20

15-

16 

8.0 0.6 -2.9 7.5 1.7 9.7 

20

16-

17 

8.0 6.8 5.3 10.0 5.5 10.4 

20

17-

18 

6.6 5.9 4.4 7.4 6,2 14.7 

20

18-

19 

6.0 2.4 -1.0 8.1 0.4 
12.0

0 

20

19-

20 

3.9 4.0     

Source : Annual Report of Ministry of Agriculture 

& Farmers Welfare: Government of India 2020-21 
 

The agricultural sector plays an important 

role in enriching the Indian economy. Agriculture 

accounted for approximately 17.8% of India's Gross 

Value Added (GVA) for 2019-20. According to the 

World Bank's development indicators, the 

employment rate in India's agricultural sector stands 

at 41.5% by 2020. From a socio-economic point of 

view, agriculture is an important sector that needs to 

focus and raise awareness at all levels. In recent 

years, the agricultural sector has faced a number of 

challenges such as crop yields, soil erosion, water 

stress, high oil seed purchases, malnutrition, 

fluctuations, inadequate infrastructure connectivity, 

post-harvest losses, and information asymmetry. 
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However, climate change is still one of the most 

important challenges facing the sector. 

1.2.2 - Agricultural Export: 

India's agricultural sector currently 

contributes about 14.1 percent of Gross Domestic 

Product (GDP) and two thirds of its population is 

still employed in agriculture. GDP from agriculture 

grew by 69.8 percent from 1991-92 to 20011-12. 

The slow growth rate of agricultural production in 

India is slightly higher than population growth. 

Therefore, it is necessary that the growth rate of the 

agricultural sector requires significant acceleration. 

Increasing the growth rate of the agricultural sector 

is necessary not only for grain production but also 

for producing enough surplus exports. The share of 

agricultural exports to India's GDP (both gross 

domestic product and GDP from agriculture) will 

reflect three major factors, namely, 

 (a) The level of openness or exclusion of the 

agricultural sector in relation to export; 

 (b) The type of agricultural trade strategy adopted 

in the country; and 

 (c) Providing agricultural sector skills in foreign 

trade. 

After a small increase in agricultural sales shares in 

GDP and total GDP from the agricultural sector in 

the 70s, both shares declined in the 1980s. However, 

since the early nineties there has been a dramatic 

increase in these stocks. 

Exports of agricultural products increased slightly 

compared to exports. India's exports have increased 

since the 1991 revolution. In the post-reform period 

the annual growth rate of imports was almost 10 

percent and the Indian share in exports increased 

from 0.5 percent in the first half of 1990 to 0.7 

percent. 2000-01. 

 

Table No: 1.3 

Share of Agriculture and Non-agriculture  

export in total Exports of India 

 

Y

Year 

Total 

Exports 

 (Million 

USD) 

 

Agricultu

re and 

allied 

products 

Export  

(Million 

USD) 

Percentag

e Share of 

Agricultu

ral 

Export 

Percenta

ge Share 

of Non-

agricultu

ral 

Export 

1991-

92 
1786.4 3202.5 17.9 82.1 

1992-

93 18537.2 3135.8 16.9 83.1 

1993-

94 22238.3 4027.5 18.1 81.9 

1994 

-95 26330.5 4226.1 16.1 83.9 

1995 

-96 31794.9 6081.9 19.1 80.9 

1996-

97 33469.7 6862.7 20.5 79.5 

1997-

98 35006.4 6626.2 18.9 81.1 

1998-

99 33218.7 6034.5 18.2 81.8 

1999-

2000 36822.4 5608 15.2 84.8 

2000-

01 44560.3 5973.2 13.4 86.6 

2001-

02 43826.7 5901.2 13.5 86.5 

2002-

03 52719.4 6710 12.7 87.3 

2003-

04 63842.6 7533.1 11.8 88.2 

2004-

05 83535.9 8474.7 10.1 89.9 

2005-

06 103090.5 10213.8 9.9 90.1 

2006-

07 126361.5 12683.5 10.0 90 

2007-

08 159006.7 19398.8 12.2 87.8 

2008-

09 173865.3 17774.5 10.2 
 

89.8 

2009-

10 184770.0 19572.4 10.6 89.4 

2010-

11 193570.0 
         

203248.5 

            

10.5 

           

89.5 

2016 

– 17 

              

275852.4

3 

          

22,916.66 

             

8.31 

              

91.69 
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2017 

– 18 

           

3,03,526.

16 

        

26,101.10 

            

8.60 

             

91.4 

2018 

– 19 
3,30,078.

09 
26,949.55 8.16 91.84 

2019 

-20 
3,13,361.

04 
23,227.00 7.41 92.59 

2020 

– 21 
2,91,105.

77 
29,814.45 10.24 89.76 

       Source: Directorate General of Commercial 

Intelligence and Statistics, Government of India       

 

The gradual increase in agricultural exports 

requires a major overhaul of India's agricultural 

strategy in order to achieve higher crop production 

rates where India is relatively profitable and 

produces more exports. The government's 

commitment to agriculture is reflected in the target 

of a 4% growth target under the Eleventh program. 

In its quest for rapid growth, India must increase its 

agricultural growth rate by 2.0 percent to reach a 

long-term level of about 4% per annum. The 

contribution of agricultural products exported to 

India in full exports to India in 2009-10 stood at 9.4 

percent. There is an increase in agricultural sales 

volume from 3130.08 million USD in 1991-92 to 

16753.23 in 2009-10. 

   Despite the economic downturn that 

followed during the violence, FY 2020-21 foreign 

trades saw a growing trend in certain sectors and 

areas due to unique market demand and supply 

disruption. Products between 2020-21 grew by 10.24 

percent to 29,814.45 million. In 2018-19, they 

traveled approximately 26,949.55 million, after 

which they dropped to 23,227.00 million in 2019-20. 

The growth was due to the opportunities offered by 

Covid-19. It was also due to various programs 

emerging from the agricultural policy that came into 

effect in December 2018. It was used in districts and 

collections. Many collections and regions that have 

not exported before have begun to do so now. India 

is seeing growth in exports of grain, non-basmati 

rice, wheat, sorghum, maize, and other grains. The 

major markets for Indian agricultural products are 

the US, China, Bangladesh, UAE, Vietnam, Saudi 

Arabia, Indonesia, Nepal, Iran, and Malaysia. 

 

 

1.3: Conclusion: 

In India, the agricultural sector's GDP share 

has declined since independence. However, the 

sector accounts for about 14.1 percent of GDP. It is 

noteworthy that the share of the agricultural sector in 

India is very high compared to other nations. 

In terms of agricultural exports, there is a 

gradual decrease in the percentage of the first 

product share in export value from 17.9 percent to 

10.5 percent during the study period. This is an 

indication of the slow growth of agricultural exports 

compared to exports. There has been a tremendous 

growth in agricultural exports since the beginning of 

globalization and freedom. The rate of agricultural 

exports to India through agricultural exports 

increased during the study period. 

The Indian government needs to take 

practical steps to increase agricultural exports in the 

future. Although the government has taken many 

steps and implemented a policy of many reforms 

regarding agricultural trade. The government has 

also tried to improve the quality and quantity of its 

agricultural products but it is not enough. These 

policies and strategies must be applied with great 

accuracy and control. Only then will India be able to 

achieve the highest share of agricultural exports. 
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ABSTRACT 

Financial literacy is the capacity to apprehend and efficaciously use quite a few monetary skills, consisting 

of non-public finances, budgeting, monetary management, saving, investing, borrowing, and asset 

protection. It`s now no longer pretty much understanding a way to stability your check-book; it is 

approximately making knowledgeable selections that may have a substantial effect on a person's monetary 

well-being. 

Financial literacy is a fundamental life skill that gives people the knowledge and skills to make informed 

financial decisions. It involves understanding different aspects of personal finance, from budgeting and 

saving to investing and managing debt, so that people can confidently face the financial challenges of 

everyday life. With financial products more accessible than ever before, financial education is essential to 

managing money wisely, reaching financial goals and ensuring long-term financial well-being. 

 

Keywords: Financial literacy, monetary skills, borrowing, financial education 

 

1. Introduction: 

In today`s fast paced and complicated world, economic literacy has come to be a critical talent for all 

individuals. It performs a key position in poverty prevention through offering humans with the expertise 

and gear they want to make knowledgeable economic decisions, construct self-confidence, and make sure 

a greater solid future. In this blog, we discover the significance of economic education, budgeting, 

assisting families, know-how information, stopping fraud, and submitting profits taxes, especially for low-

profits earners. 

Financial literacy refers to the capability to comprehend and utilize a range of financial skills proficiently, 

such as managing personal finances, budgeting, and investing. Being financially literate provides you with 

a critical foundation for developing a healthy relationship with money. This can initiate a lifelong quest to 

understand the financial dimensions of your life. The sooner you begin to understand financial concepts, 

the more advantageous it will be for you, as education is essential for achieving a prosperous financial 

future. 

 

2. Objectives: 

1. To understand the concept and key elements of financial literacy. 

2. To analyse the need of financial literacy. 

3. To understand the benefits and importance of financial literacy. 
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2.1. What is Financial Literacy: 

Financial literacy refers to the knowledge and skills related to financial aspects such as budgeting, invest- 

ing, borrowing, taxation, and managing personal finances. The lack of these skills is known as financial 

illiteracy. Financial literacy encompasses various financial aspects and skills that enable a person to 

understand how to manage money and debt effectively. 

 

2.2. Elements of Financial Literacy: 

Here are the essential elements of financial literacy 

Financial Planning 

In budgeting, money can be allocated primarily in four ways: for spending, investing, saving, and 

donating. Establishing an appropriate balance in the main uses of money enables individuals to manage 

their income more effectively, leading to greater financial stability and success. 

Investment: 

To achieve financial literacy, a person needs to understand the essential aspects of investing. Key factors 

to understand for making successful investments include interest rates, price levels, diversification, risk 

management, and market indexes. Understanding key investment elements enables individuals to make 

informed financial choices that could lead to higher income levels. 

Lending or obtaining resources temporarily: 

In many instances, nearly everyone will need to take out a loan at some stage in their lives. To borrow 

effectively, it's essential to grasp concepts such as interest rates, compound interest, the time value of 

money, payment schedules, and loan structure. If the aforementioned criteria are well understood, a 

person's financial literacy will improve, leading to practical borrowing principles and a decrease in long-

term financial strain. 

Taxation 

Understanding the various types of taxation and their effects on a person's net income is essential for 

achieving financial literacy. Different sources of income, such as employment, investments, rentals, 

inheritance, or unforeseen earnings, are subject to varying tax rates. Understanding the various income tax 

rates fosters economic stability and enhances financial performance through effective income 

management. 

Personal Finance Management: 

The key factor in personal financial management encompasses a comprehensive blend of all the 

components mentioned earlier. Financial security is achieved by optimizing the combination of financial 

elements to strengthen and grow investments and savings, while minimizing borrowing and debt. Gaining 

a thorough understanding of the financial elements mentioned earlier ensures that a person’s financial 

literacy improves. 

 

2.3. Need of Financial Literacy: 

Supporting Financial Stability 

People who are financially knowledgeable are more likely to save regularly, pay off debts properly, and 

make more sustainable decisions. By decreasing defaults and encouraging a culture of prudent saving and 

spending, this helps to maintain economic stability. 

Handling Individual Money in a Complicated Economy 

A vast array of products are available in today's financial environment, including credit cards, investments,  
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insurance, and loans. People may find it difficult to comprehend these possibilities and make wise 

decisions if they lack financial literacy. 

Getting Ready for Emerging Issues 

Financial literacy emphasizes the value of an emergency fund in today's uncertain environment, which is  

characterized by global health crises and economic downturns. It enables people to comprehend the 

necessity of saving money in order to pay for unforeseen costs without incurring debt. 

Rising expenses for life 

Given the growing costs of necessities like housing, healthcare, and education, financial literacy enables 

people to prioritize their expenditures, properly manage their expenses, and accumulate savings in order 

to preserve their financial stability. 

Making Knowledgeable Making an investment Choices 

Building wealth over time requires people to be able to assess different investment opportunities, 

comprehend risks, and diversify their portfolios, all of which are made possible by financial literacy. 

Managing Online Financial matters 

Financial literacy is essential for comprehending and safely utilizing the growing number of digital 

banking, mobile payments, and online financial activities. In the digital financial sector, it also aids in 

preventing fraud, scams, and cybersecurity threats. 

Reaching Protection and Economic Freedom 

Setting financial objectives, making plans for future needs like retirement, and pursuing financial freedom 

are all made possible by financial awareness. It encourages individuals to start investing early and plan 

for a secure future. 

Keeping Debt From Building Up 

To effectively manage debt and comprehend its true cost, one must be financially literate. This includes 

being aware of interest rates, loan conditions, and how to stay out of high-interest debt traps, which are 

particularly common with personal loans and credit cards. 

Developing the Next Generation 

The younger generations can learn these skills from financially educated people, which benefits society 

as a whole. Young individuals who possess this information are better equipped to manage their money 

sensibly and confidently confront financial obstacles. 

Financial literacy has become essential for living a stable, secure, and prosperous life in the quickly 

evolving financial landscape of today. 

 

2.4. Benefits of Financial Literacy:  

In general, financial literacy enables individuals to make wiser choices regarding their financial matters.  

1Being financially literate can help avoid serious financial errors:  

Floating rate loans can have varying interest rates every month, while contributions to a traditional 

individual retirement account (IRA) are not accessible until retirement. For someone who is not familiar 

with these and other financial realities, seemingly harmless financial choices could lead to long-term 

consequences that may result in financial losses or affect their life plans. Financial literacy enables people 

to steer clear of errors in managing their personal finances. 

Financial literacy equips individuals to handle financial crises: 

 Understanding concepts like saving and emergency planning helps people prepare for unpredictable 

situations. While losing a job or facing a significant unexpected expense can have serious financial conse- 
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quences, a person can ease the impact by saving consistently. 

Financial literacy enables individuals to achieve their objectives:  

With a clearer understanding of budgeting and saving, people can develop plans that outline their 

expectations, ensure accountability for their financial decisions, and establish a pathway to attain 

significant financial goals. Even if someone can't afford their dream right now, they can develop a plan to 

help achieve it in the future. 

Financial knowledge fosters confidence:  

Picture having to make a significant financial choice without having all the relevant details. Having an 

understanding of finances allows individuals to tackle significant life decisions with increased assurance. 

They will be more likely to attain their desired results and less prone to experiencing surprises or negative 

effects from unexpected developments. 

Methods for Improving knowledge of finance : 

Cultivating financial literacy includes acquiring and applying skills related to budgeting, handling, and 

eliminating debts, among other aspects. It refers to the ability to comprehend and effectively utilize credit 

and investment products. The positive takeaway is that regardless of your current circumstances or 

financial situation, it's always a great time to begin adopting sound financial practices. 

Cultivating financial literacy: 

 includes acquiring and applying skills related to budgeting, handling, and eliminating debts, among other 

aspects. It refers to the ability to comprehend and effectively utilize credit and investment products. The 

positive takeaway is that regardless of your current circumstances or financial situation, it's always a great 

time to begin adopting sound financial practices. 

 

2.5. Importance of Financial Literacy: 

Enhancing Life Quality 

A financially knowledgeable person is less stressed about money and is better equipped to accomplish life 

goals, such as saving for the future, buying a home, or paying for school. This mental train quality can 

improve general health. 

Efficient Savings and Budgeting 

People can more effectively distribute their income to cover both necessary and optional spending if they 

know how to budget. Saving money for unforeseen crises and future needs is another benefit of this 

preparation. 

Boosting Economic Development 

By raising savings rates, lowering default rates, and making investments that encourage economic 

expansion, financially savvy citizens help to create a more stable economy. 

Creating Financial Stability  

Long-term financial security can be facilitated by understanding how to invest and save. A secure future 

and financial freedom can result from wealth-building techniques that are encouraged by financial literacy. 

Developing the Next Generation -  

In order to help the next generation, make better choices regarding their finances, financially literate 

people can spread our knowledge and encourage a cycle of financial literacy throughout their communities 

as well as their families. 

Making Well-Informed Decisions 

People that are financially literate are able to make wise financial judgments. People can make wiser deci- 
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sions by using it to better grasp complicated ideas like interest rates, loans, savings, and investments. 

Preventing Financial Obstacles 

In order to avoid borrowing, build up or the dangers of high-interest loans, credit card debt, and other 

financial obligations, financial education emphasizes the value of prudent credit management. 

 

3. Conclusion: 

Financial literacy is an important skill that everyone needs in today’s world. It helps people make smart 

choices, handle their money well, and become financially independent. Financial knowledge helps keep 

the economy stable, reduces poverty and inequality. 

Both short-term and long-term financial goals are covered in the knowledge of finances. The approach 

you take will be influenced by various factors, including your age, the length of time you plan to invest, 

and your willingness to take risks. Financial literacy includes understanding how your current investment 

choices will affect your tax obligations down the line. Financial literacy can aid in safeguarding individuals 

from falling prey to financial fraud, a crime that is increasingly prevalent. 

Getting better at managing money is an ongoing journey. It involves having the right learning materials, 

using what you learn, getting help from experts, and using financial tools. By learning more about money 

and managing it well, people can improve their financial future and help the world economy. 
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ABSTRACT 

Economic stability is mediated by the financial sector. The expansion of the financial sector is critical to the 

country's development. It can be accomplished by offering financial services to every Indian citizen. RBI, 

the Ministry of Finance, and the Central Government putting effort over the past few years to promote 

equitable economic growth. The current analysis is mostly based on an overview of India's financial inclusion 

situation over the previous few years. The study emphasizes how the number of banking locations has 

increased and how popular the government of India's social security programs have become in recent years. 

Numerous reports from the Finance Ministry, RBI, IRDA, and NABARD have been examined in order to 

analyze these facts and numbers. A large portion of India's population has access to banking services thanks 

to financial inclusion, which is crucial for the socioeconomic growth of the lower income group. However, 

the government must take various actions to make them contribute to the growth of the economy in order to 

attain the desired level of outcomes and inclusive growth of various class of people. 

Keywords: Government, financial inclusion, finance ministry, socioeconomic growth 

 

1. Introduction: 

Financial inclusion is the process by which regulated institutional entities provide financial services and 

products to low-income and disadvantaged segments of society at a reasonable cost in an equitable and 

transparent manner. 

 The Government of India's Financial Inclusion Committee has defined “Financial inclusion involves 
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ensuring that those who are vulnerable, such as those in low-income or weaker communities, can access 

financial services at the appropriate time and at a reasonable cost. 

With the nationalization of banks in 1969, India began the process of achieving financial inclusion. Pradhan 

Mantri Jan Dhan Jojana is a recent initiative that is a positive step toward achieving financial inclusion. The 

move to link an Adhar account to a bank account will expedite and increase transparency. A few of India's 

financial inclusion milestones are: 

Five Areas of Financial Inclusion: 

A – Banks: 

Financial inclusion in the banking industry refers to giving low-income people access to financial services. 

Although the general public is the target audience for banking services, it is imperative that these services be 

made available to everyone, without exception. Encouraging economically disadvantaged people of society 

to access affordable financial services is the fundamental objective of financial inclusion. In order to offer 

banking services to every Indian, the concept of financial inclusion was developed. In order to successfully 

implement financial inclusion, particularly in rural regions, both main-stream (SBI and other PSUs) and non-

main-stream (Rural & Cooperative banks) institutions must collaborate for the benefit of the populace. 

B- Credit provision: 

 Low-income groups can readily obtain low-cost loans through financial inclusion, giving them the money 

they need to live comfortably. The primary component of financial inclusion is credit provision.  

The lender's assessment of risk typically determines the cost of credit. Before granting a loan to any 

individual, financial inclusion typically takes into account their age, credit history, salary, and ownership of 

a home, among other things.  

C – Insurance:  

Insurance is a kind of financial protection that people can use to help them deal with life's unexpected events 

and losses. They can safeguard their health, lives, and other loss compensation products using insurance. 

Insurance assists those with lower incomes in shifting the risk they incur and making up for any losses 

resulting from damages. 

D – Savings: 

Savings support to the national economy and the financial well-being of each individual. When people don't 

have enough savings, they have a difficult time finding work or require money. 

E – Advice: 

 A very informal chat about the fundamentals of finance might serve as advice. 
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Numerous initiatives and policy measures for financial inclusion have been made by the RBI and GOI. These 

programs and directives include: 

 

No-frill accounts  Business Correspondents (BCs) and 

Business Facilitators (BFs) Model  

Overdraft facility in savings account  SHG Bank-Linkage Programme  

 Financial Literacy programs  Opening of branches in unbanked rural 

locations  

 Simplification of Know Your Customer 

(KYC)  

Use and promotion of ICT in Banking  

 Simplification of Savings Bank Account 

Opening Form  

Branch Expansion/Coverage of villages  

 Simplified branch authorization General 

Credit Cards  

Rural Infrastructure Development  

Kisan Credit Cards (KCCs) Creation of Funds for Financial Inclusion 

2. Objectives of the Study: 

This research paper aims to provide an overview of the government's efforts towards achieving financial 

inclusion and to determine the current state of financial inclusion in India. 

3.Research Methodology: 

 The nature of the study is descriptive. A variety of officially recognized online sources, books were consulted 

and documented. Secondary data that is accessible. The study made considerable use of reports from the 

Ministry of Finance and Reserve Bank of India. The secondary data is described using percentage and ratio 

analysis, which illustrates the trend and state of financial inclusion over the previous few years.  

4.Review of Literature:  

In (2015) , Dr.S.Hari Babu in his article "Financial Inclusion Challenges and Opportunities in India," the 

RBI is making a commendable attempt to connect the unbanked with the banked through financial inclusion. 

The financial sector has consistently improved the lives of low-income households by serving as a means of 

exchange for numerous government initiatives aimed at promoting sustainable development. Many 

previously unbanked people are now covered by banks thanks to financial inclusion. The story of financial 

inclusion is not exempt from difficulties, though. Advocates for policies and regulators must seize chances 

from these obstacles. In the study, the steps taken to promote financial inclusion are highlighted.  

In 2017, Nirvikar Singh presented some fundamental ideas on financial inclusion, such as digital payments, 

banking accessibility, and financial literacy. markets for microfinance/microcredit, small business financing, 

agricultural credit, health insurance, and crop insurance.  

The current study concludes that in order to achieve financial inclusion in multiple dimensions, ensure that 

it is done efficiently, and link financial inclusion to positive outcomes in health, education, productivity and 

employment, collaborations and coordination between policymakers, practitioners, and researchers can be 

crucial. 
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In 2018, Paramjit Sujlana and Chhavi Kiran proposed that while efforts to promote financial inclusion are 

progressing, many regions of the country are falling behind. The 

The primary focus of the current study has been branch penetration as a component of financial inclusion. 

The use of mobile banking, Immediate Payment Service (IMPS), and ATMs has increased. To put it briefly, 

India is moving quickly towards achieving financial inclusion. 

5 : Scope of the Study : 

This research paper examines the path towards financial inclusion in India, focusing on the banking sector 

and placing special emphasis on Scheduled Commercial banks in relation to the number of bank branches, 

ATM growth rate, and credit deposit ratio as well as how these factors affect GDP development. With these 

arguments in favour, the current study examines the years 2014 to 2023. 

Data Analysis and Interpretation:  

Empirical research indicates that the formulation of effective financial inclusion programs requires the 

definition of certain metrics. "Key indicators of financial inclusion in a nation's economy have been 

established by experts from the World Bank, the International Monetary Fund, and numerous other 

international organizations. Some of these broad indicators are the quantity of bank branches, installed 

ATMs, bank deposits, and bank credit. 

Table No. 1.1 

Schedule Commercial Bank Branches from 2014 to 2022 

Year Rural  Semi-urban Urban  Metropolitan Total 

2014 41480 32383 20967 22541 117371 

2015 45122 34835 22511 24056 126524 

2016 48256 37492 24078 25533 135359 

2017 49847 38910 25122 26556 140435 

2018 50852 39595 25479 26560 142486 

2019 51596 41011 26425 27128 146213 

2020 52368 42194 27345 28158 150065 

2021 52639 42417 27474 28082 150612 

2022 53195 42425 27467 28217 151304 

2023 54228  43704  28006  29045  154983 

Total 499583 394966 254874 265876 1415299 

Min 41480 32383 20967 22541 117371 

Max 54228 43704 28006 29045 154983 

Average 49958.3 39496.6 25487.4 26587.6 141529.9 

MEAN 49958.3 39496.6 25487.4 26587.6 141529.9 

S.D. 3991.125073 3479.6821 2234.982828 1938.63587 11411.88702 

CAGR % 

(RRI 

Function) 

3% 3% 3% 3% 3% 

(Source: Handbook of Statistics on the Indian Economy 2022-23, P.N,109) 

This data provides a starting point for understanding how scheduled commercial banks are expanding their 

reach in India. Data suggests a steady increase in total SCB branches across categories (rural, semi-urban, 

urban, metropolitan) from 2014 to 2023. This indicates an expanding banking network, making banking 
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services more accessible. The rise in rural branches is significant, suggesting efforts towards financial 

inclusion. This could be driven by government policies promoting financial access in underserved areas. 

ATM in India : 

White-label ATMs (WLAs) accounted for the majority of the 3.5% growth in the overall number of 

Automated Teller Machines (ATMs) in 2022–2023, including on-site and off-site. By the end of March 2023, 

the percentage of PSBs and PVBs among the ATMs run by SCBs was 63% and 35%, respectively. 

 PSBs' ATMs were spread more evenly throughout regions by the end of March 2023 than those of other 

bank groupings, which had a greater concentration of their ATMs in urban and metropolitan areas. On the 

other hand, a greater proportion of WLAs (51%) were found in rural areas, where their number rose by 

68.2%, partially as a result of improved complaint filing procedures.  

Table No. 1.2 

No. of ATMs in India as on 31st March, 2023 

Year 2022 2022 Total 2023 2023 Total 

Bank Group On Site Off Site   On Site Off Site  

Public Sector  75,653  

(64%) 

59,804 

(46%) 

135547 

(54%) 

78,777 

(64%) 

59,646 

(45%) 

138423 

(54%) 

Private Sector 

Bank 

38,254 

(33%) 

37,289 

(29%) 

75543 

(31%) 

41,426 

(34%) 

35,549  

(27%) 

76975 

(30%) 

Foreign Bank 701 (1%) 1,082 

(1%) 

1783 

(1%) 

619 

(1%) 

612 

 

1231 

Small Finance 

Banks 

2,185 

(2%) 

22  2207 

(1%) 

2,797 

(2%) 

24 2821 

(1%) 

Payments 

Banks 

1 70 71 1 62 63 

White Label 

ATMs 

0 31499 

(24%) 

31499 

(13%) 

0 35791 

(27%) 

35791 

(14%) 

Total 1,16,794 1,29,766 246650 1,23,620 1,31,684 255304 

(Source:  Report on Trend and Progress of Banking in India 2022-23,P.N -75) 

Table No. 1.3 

 No. of ATMs in India as on 31st March, 2023 

Bank 

Group 

Rural  Semi-urban Urban  Metropolita

n 

Total 

Public 

Sector  

29,293(21%)   

(81%) 

40,334 (29%) 

(66%) 

35,218 (25%) 

(64%) 

33,578 (24%) 

(51%) 

1,38,423 

(63%) 

Private 

Sector Bank 

6,415 (8%)   

(18%) 

19,328(26%)   

(32%)  

18,897(25%)   

(34%)  

30,903(41%)   

(47%)  

75,543 

(35%) 

Foreign 

Bank 

136 (8%)   

 

373 (21%)   

(1%) 

450 (25%)   

(1%) 

838 (47%)  

(1%) 

1,797 

(1%) 

Small 

Finance 

Banks 

217 (10%)   

(1%) 

740(33%)   

(1%)  

722 (32%)   

(1%) 

583 (26%)   

(1%) 

2,262 

(1%) 

Payments 

Banks 

9(13%)   14(20%)   27(38%)   

 

21(30%)   71 

Total 36,070 

(17%)   

60,789 

(28%)   

55,314 (25%)   65,923 

(30%)   

2,18,096 

MAX 29,293 40,334 35,218 33,578 1,38,423 
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MIN 9 14 27 21 71 

AVERAG

E 

7,214 12,158 11,063 13,185 43,619 

MEAN 7214 12157.8 11062.8 13184.6 43619.2 

S.D. 12640.1 17762.53 15701.92 17423.77 61973.48 

(Source:  Report on Trend and Progress of Banking in India 2022-23,P.N -76) 

Pradhan Mantri Jan Dhan Yojana (PMJDY) : 

The government launched the Pradhan Mantri Jan Dhan Yojana (PMJDY), the National Mission for 

Financial Inclusion (NMFI), in August 2014 with the goal of offering universal banking services to all 

unbanked households. The program is based on the tenets of banking the underbanked, securing the 

unsecured, funding the unfunded, and providing services to unserved and underserved areas. 

Table No. 1.4 

Progress of PMJDY till March 2024  

                                                                                                   (figures in Crore) 

Bank  Number of 

Beneficiarie

s at 

rural/semi 

urban 

centre bank 

branches 

Number of 

Beneficiarie

s at urban 

metro 

centre bank 

branches 

No Of 

Rural-

Urban 

Female 

Beneficiarie

s 

Number of 

Total 

Beneficiarie

s 

Deposit  Debit Card 

issued  

Public 

Sector 

25.46 

  

15.13 22.33 

(77%) 

40.59 178919.79 30.65 

Regional  

Rural Bank 

8.34  1.37  5.63 

(19%) 

9.71 43944.96 3.48 

Private 

Sector 

0.74  0.85  0.84 

(3%) 

1.59 6760.59 1.29 

Rural 

Cooperative 

Banks 

0.19  0.00  0.10 0.19 0.01 0.00 

Total 34.73  17.35  28.91 52.08 229625.35 35.42 

MAX 25.46 15.13 22.33 40.59 178919.79 30.65 

MIN 0.19 0 0.1 0.19 0.01 0 

AVERAG

E / MEAN 

8.6825 4.3375 7.225 13.02 57406.3375 8.855 

S.D 11.78710701 7.217124889 10.36402271 18.85307048 83281.0622

7 

14.6008321

7 

(Source : Department of Financial Service : Ministry of Finance, Government of India)  

 Advancement of Financial Inclusion Plan: 

The Reserve Bank's 2010 introduction of Financial Inclusion Plans (FIPs) provides a crucial benchmark for 

evaluating banks' advancements in the area of financial inclusion. In order to increase financial inclusion at 

the local level, the BC model has proved essential. The greater percentage of basic savings bank deposit 

accounts (BSBDAs) that are still routed through BCs is indicative of this.  

Comparably, the Business Correspondents - Information and Communication Technology (BC-ICT) model 

had a 26% increase in transaction value in 2022–2023 compared to a 6.5% increase in 2021–2022 
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Table No. 1.4 

Advancement of Financial Inclusion Plan 

Sr.No. Particulars March 

2010 

March 

2021 

March 

2022 

March 

2023 

CAGR 

1 Rural locations 

Bank Branch 

33378 55112 53287 55802 17% 

2 Rural locations 

Banking Outlets 

(Branchless 

mode) 

34174 1190425 2218470 1625882 262% 

3 Banking outlets 

(Total) 

67552 1897981 1732385 1681684 192% 

4 Urban locations 

(Through 

Business 

Correspondence) 

447 426745 1295307 415218 876% 

5 Total Kisan 

Credit Cards 

(No. in lakhs) 

240 466 473 493 27% 

6 Kisan Credit 

Cards -Total 

(Amount in 

crore) 

124000 672625 710715 768339 84% 

7 Total General 

Credit Cards 

(No. in lakhs) 

10 202 96 66 88% 

8 GCC-Total 

(Amount in 

crore) 

3500 155826 905552 190568 279% 

 TOTAL 195749 2501401 5183900 3056368  

 MAX 124000 1190425 2218470 1625882  

 MIN 10 202 96 66  

 AVERAGE / 

MEAN 

27964.1429 357343 740557.14 436624  

 S.D. 45086.0431 444430.077 825473.11 593182.06  

(Source: : Report on Trend and Progress of Banking in India 2022-23,P.N -81) 

Above table shows journey of financial inclusion plan from march 2010 to March 2023. In March 2010, the 

banking outlets in rural locations with branches was 33378 and an increasing trend has been marked till 

March 2023 (55802). In the same manner the branchless mode of banking outlets in the rural area is also 

increasing from March 2010 (34174) to March 2023 (1625882). It is evident from the table that the rural 

banking system is consisting of both branch outlets and branchless outlets with almost equal proportions. 

Total KCC distribution was 240 lakh in March 2010, while it has increased to 493 lakh in March 2023. In 

case of GCC it is also showing the same trend as KCC from March 2010 (124000 crore) to March 2023 

(768339 crore). Scheduled Commercial Banks (SCBs) play a crucial role in the Indian economy by extending 

credit to various sectors. Here's a breakdown of key aspects related to credit for SCBs: 
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Table No. 1.5 

Population Group Wise Credit of Scheduled Commercial Banks 

                                                                   (No. of Accounts in Thousand & Amount in Crore) 

Year Rural Semi-Urban Urban Metropolitan 

No. of 

Accounts  

Amount 

Out 

standing 

No. of 

Accounts  

Amount 

Out 

standing 

No. of 

Accounts  

Amount 

Out 

standing 

No. of 

Accou

nts  

Amoun

t Out 

standin

g 

2014 48343 566705 39094 717764 25379 1061470 25934 393614

4 

2015 52777 655361 39526 796609 23777 1179094 28160 424740

8 

2016 57297 735783 44832 936328 28014 1296576 32231 455395

7 

2017 58864 774024 47019 975665 28795 1287293 37706 488088

7 

2018 59197 837817 53245 123939

7 

37204 1493146 47330 519661

2 

2019 66579 902877 61290 126848

1 

43801 1669334 60632 605690

3 

2020 79366 958136 68832 136716

6 

52714 1951392 71609 624211

7 

2021 87531 1081743 75334 151477

2 

58827 2236786 76643 624474

9 

2022 91597  1200526  79455 171585

9  

60074  2473746 89720  686861

8 

2023 96501  1363232  85270 201386

9  

64436  2626094 114036 819481

1 

TOTAL 698052 9076204 593897 125459

10 

423021 17274931 584001 564222

06 

MAX 96501 1363232 85270 201386

9 

64436 2626094 114036 819481

1 

MIN 48343 566705 39094 717764 23777 1061470 25934 393614

4 

AVERA

GE/ 

MEAN 

69805.2 907620.4 59389.7 125459

1 

42302.1 1727493 58400.

1 
564222

1 
 

S.D 17457.421

18 

249081.7

24 

17089.942

68 

414606.

12 

15746.708

51 

563321.69

67 

29425.

38 

132217

7 

CAGR% 8% 10% 9% 12% 11% 11% 18% 8% 

(Source: Reserve Bank of India: Handbook of Statistics on The IndianEconomy2022-23 P.N.104) 

SCBs can offer targeted credit products to promote financial inclusion for underserved segments like small 

businesses or farmers. The above table indicates that, in 2014 the number of accounts in rural areas was 

48343, having an outstanding credit of Rs.566705 crores. While in case of semi urban, urban and 

metropolitan areas, the number of accounts was 39094, 25379 and 25934 respectively and their outstanding 

credit was 717764, 1061470 and 3936144 crores respectively. It means though the rural area has highest 

number of accounts still the credit is only 1/5th of metropolitan areas. It indicates inefficient mobilization of 

rural resources. The same trend continues till 2017. Hence the banking sector should provide more credit 
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access to the rural areas otherwise even after the implementation of different policies, those areas will lag 

behind in different aspects. 

Table No. 1.6 

Population Group-wise Deposit of Scheduled Commercial Banks 

(No. of Accounts in Thousand: Amount in Crore) 

Year Rural Semi-Urban Urban Metropolitan 

No. of 

Accounts  

Amount 

Out 

standing 

No. of 

Accounts  

Amount 

Out 

standing 

No. of 

Accoun

ts  

Amount 

Out 

standin

g 

No. of 

Accoun

ts  

Amount 

Out 

standing 

2014 406624 787151 340522 1141077 231521 171401

0 

248043 4313483 

2015 493970 915676 404661 1317251 266228 196490

1 

275033 4724283 

2016 576171 1008941 270711 1477212 297715 215057

6 

301519 4962802 

2017 604231 1121967 540511 1730689 317462 224891

8 

364448 5628455 

2018 642225 1209786 568454 1851369 327038 243749

8 

373787 5935798 

2019 667461 1357293 588848 2060748 338747 269705

3 

377664 6523914 

2020 704881 1505454 616679 2268968 350190 296947

3 

397298 7004760 

2021 725661 1665438 632368 2497921 356362 325381

9 

402135 8026332 

2022 775026 1802048 673399 2739676 380119 364519

2 

426456 8821879 

2023 806975 1966609 711668 2955114 443865 402982

8 

561297 9790760 

TOTAL 6403225 1334036
3 

5347821 2004002
5 

330924
7 

271112
68 

372768
0 

65732466 

MAX 806975 1966609 711668 2955114 443865 402982
8 

561297 9790760 

MIN 406624 787151 270711 1141077 231521 171401
0 

248043 4313483 

AVERAG

E/ MEAN 

640322.5 1334036.
3 

534782.1 2004002
.5 

330924
.7 

271112
7 

372768 6573246.6 

S.D 124526.08
85 

394284.5
15 

147280.96
67 

610553.
88 

59274.
3 

754742.
6 

88298 1829588.1
89 

CAGR% 8% 11% 9% 11% 7% 10% 9% 10% 
(Source: Reserve Bank of India: Handbook of Statistics on The IndianEconomy2022-23 P.N.103) 

As compare to the credit outstanding of scheduled commercial banks the deposit side is showing a very 

surprising result. The table above indicates that the deposit in rural areas is relatively small compared to 

urban and metropolitan areas, despite having a higher number of accounts. This condition is still prevailing. 

A solution to these problems can be attained by implementing more financial literacy programs, overall 

education facilities and technical knowledge as well as investing awareness programs. This clearly indicates 

a lack of trust in banks among the rural population. 
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Conclusion:  

The overview of status of financial inclusion can be studied under numerous financial indicators like credit 

deposit ratio, technology enabled services etc. Rapidly developing technology has also played a vital role in 

bridging the inclusive growth of the nation. More number of people have started using ATMs, Immediate 

Payment Service (IMPS) and mobile banking. It can be said that India is at a fast pace towards achieving 

financial inclusion and this can be speeded up by collaborative efforts of Government, Reserve Bank of India 

and Citizens of the country. 

Financial inclusion has empowered many previously excluded sections of society, allowing them to save 

money securely, access credit, and manage their finances better. Increased financial inclusion can contribute 

to economic growth by promoting entrepreneurship, facilitating investments, and reducing dependence on 

informal lenders. 

Financial inclusion in India is a work in progress, but the journey so far has been encouraging. By addressing 

the existing challenges and capitalizing on the opportunities, India can create a more inclusive financial 

system that benefits all sections of society. 

An inclusive financial system has several benefits. The economically disadvantaged segment of our 

population does not have easy access to banking services. The steps for providing banking outlets in the form 

of "Brick-Mortar Branch," Extension Counters, Satellite Branch, and Ultra-Small Branch, etc. were initiated 

centuries ago and are still in place today. In India, the basic concept of financial inclusion is exhibited in a 

saving or current account at any bank. In reality, it includes loans, insurance services, and much more, for 

all members of an economy. 

Suggestion: 

 Mobile Banking and Digital Wallets: Promote mobile banking and digital wallets by simplifying user 

interfaces, offering offline functionalities, and ensuring data security. This can increase accessibility, 

especially in rural areas with limited internet connectivity. 

 Financial Technology (Fintech): Partner with fintech companies to develop innovative solutions like micro-

loans, digital payments for small businesses, and USSD-based services for feature phone users. 

 Financial Literacy Camps: Organize financial literacy camps in rural areas, targeting specific 

demographics like women and small business owners. Partner with NGOs and local community leaders for 

wider outreach. 

 School Curriculum Integration: Integrate financial literacy modules into school curriculums to equip 

younger generations with essential financial knowledge. 

 Micro-savings and Micro-insurance Products: Design micro-savings and micro-insurance products 

tailored to the needs of low-income households, offering flexibility and affordability. 

 Simplified Account Opening: Simplify account opening procedures for the underbanked, minimizing 

documentation requirements and leveraging biometric verification. 

 Financial Products for Women: Design financial products addressing specific needs of women 

entrepreneurs, like collateral-free loans and mentorship programs. 
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 Government Incentives: Provide incentives for banks to open branches in underserved areas and offer 

financial products catering to low-income segments. 

 Relaxed Regulatory Norms: Consider relaxation of certain regulatory norms for Business Correspondents 

(BCs) operating in rural areas to enhance reach and service delivery. 

 Data Privacy and Security: Ensure robust data privacy and security frameworks to build trust and 

encourage digital adoption of financial services. 

 Public-Private Partnerships: Foster public-private partnerships between government agencies, banks, 

fintech companies, and NGOs to leverage each other's expertise and resources. 

 Self-Help Groups (SHGs): Partner with Self-Help Groups (SHGs) to provide financial literacy training and 

facilitate access to credit for their members. 

By implementing these suggestions and continuously monitoring progress, India can make significant strides 

towards achieving full financial inclusion, empowering all sections of society to participate in the formal 

financial system. 
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Abstract 

One paradigm for economic growth that is growing is financial inclusion, particularly in developing nations like 

India. Given that India is home to the biggest population of rural people worldwide, financial inclusion is a 

novel idea that uses creative methods to encourage rural residents to develop banking habits. Providing banking 

and financial services to everyone in a fair, transparent, and equitable manner at a reasonable cost is the goal of 

financial inclusion.  Because it offers policy solutions to remove the obstacles preventing people from accessing 

financial markets, financial inclusion is essential to inclusive growth. The goal of inclusion is to provide 

underprivileged groups, such as lower-class individuals, with timely and enough credit access as well as 

reasonably priced access to various financial services. 

Keywords: sustainable growth, inclusive financial inclusion, financial service 

1. Introduction: 

 Financial inclusion is a relatively new idea that works with financial institutions to reach the unreached 

population with financial services in order to support the nation's sustainable growth. Adults who are financially 

included can obtain and utilize a variety of suitable financial services. Such services must be offered in a well-

regulated setting, ethically, safely, and sustainably to the provider. Having a deposit or transaction account at a 

bank, other financial institution, or through a mobile money service provider, which can be used to make and 

receive payments, is the first step toward financial inclusion to accept payments and to hold or conserve cash. 

The concept of financial inclusion is complex. 
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2 – Objectives: 

1 – To understand the concept of inclusive growth and financial inclusion. 

2 – To know about schemes of financial inclusion and its objectives. 

3 – To study the significance of financial inclusion index. 

3.1 - Inclusive Growth and Financial Inclusion 

3.1.1:  Inclusive Growth:  

Economic expansion that reduces poverty and generates job opportunities is known as inclusive growth. It 

refers to the impoverished having access to basic health and educational services. It entails granting people 

equitable opportunities and empowering them via skill development and education. It also includes an 

environmentally friendly growth process, strives for good governance, and aids in the development of a society 

that is sensitive to gender issues. 

By emphasizing the fair distribution of resources, lowering poverty, and granting access to opportunities and 

basic services for all citizens—especially marginalized groups like the poor, women, and underprivileged 

communities—inclusive growth seeks to address the nation's socioeconomic disparities. 

3.1.2: Financial Inclusion:  

Ensuring vulnerable populations have affordable access to financial services is known as financial inclusion. 

Because financial inclusion fosters a culture of saving, which starts a positive feedback loop of economic 

development, it is essential for inclusive growth. Financial inclusion helps to manage day-to-day resources, 

enhance quality of life, guard against vulnerability, make investments that increase productivity, and leverage 

assets. It also makes economic transactions easier. 

3.2: Financial Inclusion Schemes and Their Goals: 

By having access to practical, reasonably priced financial services and products that suit their needs—

transactions, payments, savings, credit, and insurance—and are provided in an ethical and sustainable manner, 

people and businesses are said to be financially included. 

3.2.1. Indian Financial Inclusion Programs 

The Indian government has been implementing a number of exclusive programs with the aim of promoting 

financial inclusion. The goal of these programs is to give social security to the least fortunate members of 

society. Following extensive preparation and study by numerous financial specialists and legislators, the 

government introduced programs with financial inclusion in mind. These programmes were introduced in a 

variety of years. Here is a list of the nation's financial inclusion initiatives: 

Stand Up India Scheme;  

Pradhan Mantri Mudra Yojana (PMMY);  

Pradhan Mantri Suraksha Bima Yojana (PMSBY);  

Pradhan Mantri Jan Dhan Yojana (PMJDY);  

Atal Pension Yojana (APY);  

Pradhan Mantri Vaya Vandana Yojana (PMVVY);  
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Sukanya Samriddhi Yojana 

Suraksha Bandhan Yojana Jeevan 

Scheduled Credit Enhancement Guarantee Scheme (CEGS) 

3.2.2. Financial Inclusion's Goals: 

 • The goal of financial inclusion is to assist individuals in obtaining affordable financial services and goods, 

such as loans, insurance, deposits, fund transfer services, and payment services. 

• Its goal is to create appropriate financial institutions to meet the impoverished people's demands. These 

organizations ought to be subject to precise rules and uphold the same strict standards as the banking sector. 

• The goal of financial inclusion is to create and preserve financial sustainability so that those who are less 

fortunate can count on having the money they need when they need it most. 

• The goal of financial inclusion is to raise the economically disadvantaged segments of society's knowledge of 

the advantages of financial services. 

• The goal of financial inclusion is to develop financial solutions that are affordable for those who are less. 

• Financial inclusion aims to raise the nation's level of financial literacy and awareness while also working to 

create financial products that are appropriate for the less fortunate members of society. 

• Financial inclusion seeks to bring digital financial solutions to the nation's economically disadvantaged 

citizens. It also plans to bring mobile banking or financial services to the poorest citizens who live in the most 

remote areas of the nation. Lastly, it seeks to provide the poor with • financial solutions that are specifically 

tailored to their needs, preferences, household needs, and income levels. 

3.3. Financial Inclusion Index:  

Every year in July, the RBI releases the Financial Inclusion Index, a thorough depiction of the level of financial 

inclusion in India, in collaboration with the government. Put simply, it refers to the degree to which financial 

services and products are accessible to and utilized by the general public, especially the marginalized and 

isolated segments of society. 

The RBI publishes a comprehensive indicator called the Financial Inclusion indicator, or FI Index, to evaluate 

the state of financial inclusion in the country. It covers the extent to which financial services and products are 

accessible, affordable, and available to the Indian populace as a whole. The first edition came out in 2021. Its 

first report was made available in 2021, and its second report followed in 2022. Financial inclusion was 

measured by the 2022 index at 56.6, up from 53.9 in 2021. 

3.3.1: The Financial Inclusion Index's Objective 

1. Tracking financial inclusion across all financial sectors and geographies is the goal of the Financial Inclusion 

Index. 

2.The Financial Inclusion Index evaluates the degree to which regular people can obtain financial services and 

products. 

3. Since the FI index has no base year assigned, it represents the overall result of all the sectors of the Indian 

economy when examining the overall performance of the economy in terms of financial inclusion. 
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4.To play a major role in advancing inclusive and sustainable development objectives. 

5. In 2020, the RBI published the National Strategy for Financial Inclusion (2019 to 2024), which outlines the 

goals the bank hopes to accomplish. 

3.3.2: The Financial Inclusion Index's parameters 

Three main factors—Usage, Access, and Quality—are used to produce the Financial Inclusion Index, with a 

certain amount of weight allocated to each. The following weights have been assigned: 

1- Usage = 45%  

2 - Access = 35% 

3 - Quality = 20% 

Under three general parameters, some of the important dimensions are as follows: 

Usage Access Quality 

Use Standard bank accounts 

 

Adults who have earned credit 

through  

 

official establishments 

 

Adults who are covered by 

insurance 

 

Frequency of account usage 

Remittances 

 

Transactions without cash 

The physical point of service, 

or pos. 

POS (point of service) digital 

 

 

 

 

 

 

 

Knowledge of finances 

 

Service for Redress of 

Grievances 

 

Since there is no base year for 

the financial inclusion index, 

it may represent the total 

effect of all the stakeholders' 

efforts made during a given 

year to promote financial 

inclusion in the nation. 

3.3.3 The Financial Inclusion Index's Significance 

1. The Financial Inclusion Index will assist the government in developing policy. 

2. It will assist in monitoring the results of financial inclusion-related government policies and initiatives. 

3. It will assist the government in making the required adjustments to its policies and initiatives. 

In order to make extra efforts, the Fi index will assist in focusing on financial inclusion sectors that are behind. 

4. It will assist India in meeting the G20 Financial Inclusion Indicators standards. 

4 – Conclusion: 

 The Indian government, state governments, and local governments should persist in their efforts to eradicate 

poverty and attain sustainable development to enhance the quality of life for the people of India. Inclusive 

growth can aid in the empowerment of marginalized and vulnerable groups, enhance livelihood opportunities, 

and support women's skill development. Financial inclusion fosters inclusive growth by providing financial 
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services, such as credit and other safety nets, to the lowest rungs of the economic pyramid. These efforts also 

reinforce financial stability. Financial inclusion is pursued in the pursuit of a sustainable future for all. In order 

to improve the inclusive development of the nation, the RBI has released the Financial Inclusion Index as a 

reform initiative. It will make the financial products and services more inclusive so that the vulnerable sections 

can also come into the mainstream and benefit from economic growth. An expedited universal reach of bank 

accounts is necessary, as is access to financial products relating to credit, investment, insurance, and pensions. 
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Abstract 

Education is the process of teaching each child according to their interests and abilities because each student 

possesses a distinct quality like strength, personality, and inner talent and ability. We must develop an activity-

based curriculum for the students in order to take advantage of this unique quality. In the process of student 

development and the teaching-learning process, the syllabus plays a crucial role. The primary focus of education 

is on the development of student. In this scenario, the level of competition is getting worse every day. As a 

result, we are concentrating on the curriculum for children as well as co-curricular activities both inside and 

outside of school and college. The primary requirement of the syllabus is to reduce in significant part according 

to subject and provide ample room for critical thinking in subject content and pedagogy. Additionally, the 

curriculum must be holistic and based on discovery and discussion. These educational program boundary and 

perspective satisfy just a single word that is comprehensive turn of events.  

Key Words: holistic development, primary requirement, education 

1.Introduction: 

Holistic development it encourages students' physical, emotional, intellectual, and social development and 

encourages higher-order skill improvement. The enhancing education model of empowering students' 

performance and teacher strategies in various areas constitute holistic development. These standards will 

strengthen the nation-building process of achievement, and its benefits help raise the standard of education. 

All-encompassing advancement is the general improvement of kid that implies social, close to home, physical, 

mental and scholarly development of the individual. Comprehensive improvement in schooling implies focusing 

on the youngster by and large development in different way/viewpoints. All-encompassing advancement 

advances self - certainty, mindfulness and expanding better than average of liability in every single work. 

Students will acquire strong critical thinking skills and a problem-solving mindset through the holistic 

development process. 
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2 – Objective of the Study: 

1 – To understand the concept of holistic development. 

2 – To study the need of holistic development. 

3 - To study the importance of holistic development. 

2.1: What is Holistic Development: 

The educational philosophy and practice of holistic development places an emphasis on an individual's holistic 

development in all dimensions—physical, emotional, social, intellectual, and spiritual. It focuses on creating a 

person who is balanced and capable of thriving in a variety of settings.  

2.2: Need of Holistic Development: 

All including instruction is dynamically recognized as a crucial approach in display day instruction systems. It 

addresses the multifaceted progression of understudies, indicating to arrange them for both person fulfillment 

and societal commitments.  

1. Arranging for a Complex World 

The world is more interconnected and complex than ever, requiring individuals who can think fundamentally, 

collaborate, and alter to contrasting circumstances. All including instruction enables these capacities, arranging 

understudies to meet the demands of a globalized society. 

2. Cultivating Emotional Intelligence 

Emotional Intelligence (EQ) is as basic as cognitive insights (IQ) for victory. All-encompassing instruction 

emphasizes enthusiastic development, making a difference understudies get it their claim feelings, empathize 

with others, and oversee connections successfully. This leads to made strides mental wellbeing, strength, and 

interpersonal aptitudes. 

3. Empowering Long Lasting Learning 

In a quickly advancing world, the capacity to memorize, unlearn, and relearn is key. All-encompassing 

instruction supports interest and a cherish for learning, empowering understudies to proceed individual 

development all through life and adjust to unused challenges and openings. 

4. Creating Ethical and Moral Values 

All-encompassing instruction incorporates moral and ethical improvement, ingrains values such as astuteness, 

regard, and social duty. Understudies learn to consider the effect of their activities on others, cultivating a sense 

of reason and a commitment to making positive commitments to society. 

5.Advancing Physical and Mental Wellness 

Wellbeing and wellness are foundational for successful learning. All-encompassing instruction emphasizes 

physical movement, mental wellbeing back, and adjusted living, educating understudies to prioritize their well-

being and make solid way of life choices. 

6.Supporting Imagination and Advancement: 

Inventiveness is basic for problem solving and advancement, both of which are fundamental in today’s world. 

All-encompassing instruction bolsters inventive expression through the expression through the expressions, 

experimental learning and project – based exercises, permitting understudies to investigate their abilities and 

think exterior the box.  
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7. Empowering Social Mindfulness and Duty 

All-encompassing instruction energizes understudies to lock in with and contribute to their communities. 

Through community benefit, natural instruction, and social equity activities, understudies create a sense of 

obligation toward society and the environment, making a difference to make compassionate and dynamic 

citizens. 

8. Adjusting Scholastic Accomplishment with Individual Fulfillment 

Conventional instruction frequently emphasizes scholastic comes about over all else, in some cases at the cost 

of students' mental and passionate well-being. All-encompassing instruction looks for to adjust scholarly victory 

with individual bliss and self-awareness, cultivating well-rounded individuals who are way better arranged to 

attain both career victory and individual fulfillment. 

2.3: Importance of Holistic Development: 

The term holistic development refers to an individual's holistic growth, which encompasses a variety of well-

being dimensions. The key boundaries includes: 

1. Physical Development:  

The child's physical development and health are among the most significant and crucial facets of holistic 

development in the early years. For their general wellbeing, it is really necessary. In addition to improving 

physical development, some physical activities, such as participating in outdoor sports, give kids the chance to 

develop emotionally and socially. Physical activities assist youngsters develop their motor skills, coordination, 

balance, strength, and endurance. Children's physical health depends on all of these factors. These abilities are 

needed for many other everyday tasks. 

Spotlights on the development and improvement of the body. This includes motor skills, fitness, nutrition, 

physical health, and overall well-being. 

2. Emotional Development:  

Emotional development is a significant component that may be integrated with social development. Emotional 

skills development is necessary for children to be able to communicate their feelings in a healthy way. As 

adolescents grow emotionally, they also learn to control their own emotions and comprehend those of others. 

Social development and emotional development are closely related concepts. Children learn to establish 

relationships as they develop their communication and social skills. Children learn how to cope with stress and 

challenging emotions like fear and anxiety with the aid of emotional development. 

Understanding and managing one's emotions, developing empathy, resilience, and the capacity to cope with 

stress and setbacks are all components of emotional development. 

3. Social Development:  

Developing socially is a crucial component of early childhood holistic development. Children learn how to 

collaborate, communicate, and work together with others with the aid of social development. As children grow 

socially, they also learn how to make friends, create connections, and feel like they belong. Because it fosters 

the development of safe, nurturing interactions that help kids grow in empathy and understanding—two lifelong 

abilities. 
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Social development refers to one's capacity for effective social interaction, the development of healthy 

relationships, an understanding of social norms, and improved communication skills. 

4. Cognitive Development:  

Cognitive development in the early years of infancy is another crucial component of holistic development. The 

acquisition and comprehension of language, numbers, and symbols are all part of this developmental 

component. We should be aware that every cognitive process causes a certain area of the brain to become active. 

Children's cognitive capacities grow at varying rates, much like other elements. Children's cognitive 

development enables them to relate to and comprehend the world around them. Children acquire the ability to 

reason, think, and solve problems through cognitive development. 

Cognitive development includes intellectual development, the capacity for lifelong learning, creative thinking, 

and problem-solving skills. 

5. Creative Development: 

One of the key components of early childhood holistic development is creative development. Children that 

possess this capacity are better able to express themselves creatively, explore their imaginations, and hone their 

artistic abilities. Engaging in creative activities teaches people how to think creatively and express themselves 

in novel and remarkable ways. One may argue that holistic development helps your child develop their creative 

side, which will help them become effective individuals in the future.  

3.Conclusion:  

We must comprehend what children require from education—not only academic development but also 

continued growth beyond the curriculum, such as extracurricular activities. Each parent's rationale to send their 

child in school or college for need to become familiar with a few specific things and improvement of future and 

furthermore preparing for all encompassing development (Social, Scholarly, Physical, Close to home and 

Mental)  

The require for all encompassing instruction stems from its comprehensive approach, which develops mental, 

passionate, social, physical, and moral development. By centering on the full individual, all encompassing 

instruction makes flexible, compassionate, and able people who are prepared not as it were to succeed in their 

careers but too to lead important, adjusted, and socially mindful lives. 

A significant shift in education is holistic development, which recognizes the necessity of preparing students 

for a multifaceted world. The fact that education encompasses cognitive, emotional, social, physical, and ethical 

dimensions is acknowledged by this strategy. Instructive organizations embracing this way of thinking are 

supporting mental abilities as well as cultivating the capacity to understand people at their core, interactive 

abilities, actual prosperity, and moral qualities. A generation of well-rounded individuals who are prepared to 

thrive in a diverse and complex world is the result. 
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Abstract: - 

  It is through online education the new trends of education 

have become a normal procedure. Through the onset of COVID-19, 

we could understand, that this new technology has evolved and has 

a far-reaching depth among the updated audiences. It has become a 

new trend of liberty in the art of social and cultural field which has 

broken the threshold of a new dimension. Its impact among the 

audience has a far-reaching effect and it has broken a new standard 

of dimensions. Its growth among the society has a great impetus 

and day by day the updated version of Google Meet has taken place 

its horizon which has broken shackles through all other online 

applications. Through this paper, the author will describe the online 

features of Google Meet Platform: the new normal technique. 

Keywords: - COVID-19, far-reaching, society, Google Meet and online education 

Online education is a type of education that can be implemented through the 

internet. It can help us to provide and promote through the process of digital 

platforms. Google Meet is an online application software were lots of things can 

be implemented and supplemented as per  the user‟s choice and notifications. 

 

Figure 1: A blank Google Meet image on the screen 
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The Process to open Google Meet Platform 

Google Meet is an online application software where communication takes place 

through an online platform if the user has an e-mail connected with Gmail. It is 

fast and reliable and it contains lots of options and information as to its source. If 

we have a laptop/desktop and take into account, we are the teacher, we may log 

in to Gmail. On the top left-hand side, there is an option named Meet, we click 

on “New Meeting”. A window will open where we can share the meeting link and 

copy and share it with those users to whom we would like to enter in our Google 

Meet. If we click on Start now, Google Meet will open in the new window. 

 

Figure 2: Picture of different buttons in Google Meet. 

Buttons in Google Meet 

When we open Google Meet through a laptop, we can see a plethora of buttons. 

We can have the microphone button switch which has the shortcut key from the 

keyboard, Ctrl  + D. If we turn on or off the microphone, we can press that switch 

simultaneously. We can have the camera button switch which has the shortcut 

key from the keyboard, Ctrl + E. Similarly, if we turn on or off the camera, we 

can press that switch simultaneously. We also have the captions switch. A 

shortcut key for it is “C” alphabet from the keyboard. We also have a present 

screen option where users can share the computer/laptop screen of their devices. 

There is a button called more option and it describes more options on the 

computer or laptop. 
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Figure 3: From this option, a user can create a whiteboard, change lay out, can 

apply full screen, apply visual effects and can act many of its features. We can 

also see the end call option and it helps to end a particular call when the meeting 

gets over in Google Meet. We can see how many participants are present through 

the present option. On the right-hand side, there is an option related to meeting 

details where a user can click on it and can copy the shared link and can add 

several participants through the Google Meet room. Another option called show 

everyone is placed next to the Meeting Details. It shows us the number of 

participants that can be present in the Google Meet room. We should note the 

maximum number of participants that can lead to the Google Meet classroom is 

100. Participants can join as per the accommodation of the other participants. In 

higher conferences and workshops when one can log in through Google Suite, the 

maximum number of participants in the Google Meet classroom is 250. The Chat 

with everyone button is an option which helps the user to connect with other 

participants and thus it helps to communicate with a larger audience. Here, the 

user can send a message and it is directly sent to all the receivers inside the 

group so that all the receivers from different locations can have the ability to 

connect through this platform. In the Activities button, we can find different 

activities that can take place through this Google Meet platform. Whiteboarding 

is an option through which a user can use a whiteboard and act accordingly.  A 

Jam board is created through a new process of clicking on whiteboard. 

 

Figure 4: Picture of a Jam board in Google Meet 
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In the picture of Jam board, a user can share screen option, so that the audience 

or the students can find it easy to look at the Jam board. The teacher may teach 

complicated topics through the Jam board. The pen option can also be changed to 

a highlighter or a marker and a brush. Six different shades of colours are there 

in the option. The user can use an eraser option if he/she feels some things have 

to be deleted or erased and some new things could have been added to the Jam 

board.  

There is also an option called select option where the user can select any 

objects as per as he/she choose accordingly. The user can also browse and add an 

image and such images are been browsed as per the choice of the user. From 

Google Drives to Google Photos, from Google Image Search to Camera, anything 

can be searched by the user as per his convenience. This shows that through the 

Google Jam board any sorts of images can be used to search and be inserted in a 

manner in such a way so that they can be seen and be visibly effective. This is a 

new perspective that was not been popular in the normal activities of the 

Internet throughout the process. 

Through Google Jam board, a user can draw a circle, triangle, diamond shape or 

any other form of artwork according to his/her choice. This artistic view of 

description can help a user to prepare things accordingly. Textboxes are made 

and the user has to write in such a way so that they can add some more 

information in the textboxes. We should note textboxes are created to ease the 

topics so that the learners can find an easy solution to their problems. 

The laser button helps us to point out the key items so that the teacher can help 

the learners understand and modify simple statements easier and make things 

simplifier as far as possible.  

We can also set different backgrounds in the Jam boards so it makes us 

things easier. We can also create many Jam boards as much as possible before 

the beginning of the class. When the class takes place, we can share the Jam 

board and explore the topics with the learners so that the learners get a sigh of 

motivation and interest that makes them concentrate on their lessons well. It 
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can also help us to manage the classroom environment smartly and effectively by 

the teachers skilfully. There is also another option called the Host Controls 

where the host has the power to control everything accordingly and every step 

have been equally controlled by the Host. The Host thus controls everything and 

in this way, the meeting works skilfully well.  

To end the call in Google Meet 

For ending the calls in Google Meet, the user has to click leave the call. Then 

there will be two options: Just leave the call or end the call for everyone. The 

user must click on it to end the call for everyone so that every meeting turns off 

automatically for all the users. It must be noted as the user clicks to end the call 

for everyone, everyone‟s call gets automatically off accordingly without any 

delay. 

Some other features of Google Meet 

When we access Google Meet, simultaneously, if we access YouTube website, 

Google Meet Attendance Extension has blocked videos from playing. 

 

Figure 5.  If we click allow videos to play, videos will be played in YouTube while 

Google Meet is on. We also have another feature of Google Attendance, where 

Google Attendance automatically calculate the attendance of each of the 

participants and it will be displayed on the Chrome Window when the meeting is 

off. It mentions the time of the participant‟s arrival, departure in between (if) 

and then the arrival and departure. We can take any sorts of quiz in the Google 

Form or we may send some important links in the “Google Chat with everyone” 

option. This shows that students can work on Google with no sort of dispute 

randomly without any sort of problems and this helps Google Meet an easy 

platform where they can work together easily. Various other apps like Zoom 

apps, Skype apps and others are also are in large number and it is pointless to 

compare one app to another as they connect human beings through different 
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channels. “Unlike business calls with Meet, consumer calls are not recorded and 

stored, and Google states that consumer data from Meet will not be used 

for advertisement targeting. While call data is reportedly not being used for 

advertising purposes, based on an analysis of Meet's privacy policy, Google 

reserves the right to collect data on call duration, who is participating, and 

participants' IP addresses.” (Wikipedia) An article „Google expands access for 

noise cancellation in Google Meet‟ was updated on March 26, 2022.  

“These features give administrators more control over how Google Meet is 

used in their organization. For example, in a school, these settings allow you to 

control whether or not students can present or send chat messages during video 

meetings. In business settings, specifically at large company meetings, giving the 

event host control over whether or not to conduct polls or Q&As during video 

meetings is a useful feature,” it explained.  

Thus, Google Meet has lots of features and it connects a lot of people throughout 

the globe. The most important thing is through our home we get connected to 

numerous people and that is a great achievement through this platform. It has 

multiple numbers of users and it helped during the time of the COVID-19 

pandemic as it was undoubtedly a boon towards new success. 
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Abstract :  

Adolescent Girls and Women face many   physical, 

psychological and social  issues in  life with respect to menstruation. 

Good menstrual hygiene management (MHM)  which is basic 

human right  which ensures dignified and healthy life. Recently  

use of hygienic products like sanitary napkins, tampons etc has 

increased over period for easy availability, low cost  and good 

marketing. But  many government schemes products or other 

alternatives  in compared to the well marketed products  hardly 

reaches to masses due to lack of marketing . Author has reviewed 

current guidelines and various products available which still need 

to reach to masses via marketing .This  will help ensure  better 

menstrual hygiene management (MHM) . 

Keywords : Sanitary pads, menstrual hygiene , marketing 

Introduction : 

Beginning of menstruation is very important step for any adolescent girl  . 

Girls undergo many physical and psychological changes during this process. 

Menstruation is still taboo in India and many countries in the world. Many girls 

and women  feel ashamed even to  discuss about it . They tend to skip school , 

work and tend to sit at home (1) . Thus managing menstruation hygienically is 

basic need for well being of any girl or woman. Across the globe and almost in all 

religious followings menstruating women are considered dirty or impure. This 

affects the social wellbeing of female the population. Ahead lack of awareness 

about menstruation till menarche, myths and unscientific attitude makes girl‟s 

and women‟s life still more miserable. WHO /UNICEF defined Menstrual 

Hygiene Management  MHM as “Women and adolescent girls are using a clean 

menstrual management material to absorb or collect menstrual blood, that can 

be changed in privacy as often as necessary for the duration of a menstrual 

period, using soap and water for washing the body as required, and having 
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access to facilities to dispose of used menstrual management materials ”(2). 

United nation‟s all state members are have to follow sustainable development 

goals. Sustainable Development Goal (SDG ) 6.2 acknowledges „right to 

menstrual  health and hygiene‟. It states that “By 2030, achieve access to 

adequate and equitable sanitation and hygiene for all and end open defecation, 

paying special attention to the needs of women and girls and those in vulnerable 

situations”(3). May 28 is observed as „Menstrual Hygiene day  to raise awareness 

and change negative social norms surround MHM. This is because in general the 

women cycle is of 28 days and most women menstruate for 5 days a month. Thus 

28th day of fifth month is  followed as  Menstrual Hygiene day worldwide (4). For 

absorption of menstrual fluid centuries together women have used various 

means .Various products are used as unhygienic means of menstrual absorbent 

in different parts of the world .These includes natural  material like mud, cow 

dung, leaves cotton wool , tissue paper , newspapers, plastic bags , strips of saree 

, towel etc. While reusable napkins, commercial reusable sanitary napkins and 

commercial disposable sanitary napkins are hygienic means of menstrual 

absorbents .(5). Government of India  is trying hard for all women and girls 

especially in rural areas to  have easy access to sanitary napkins .Latest report 

of National Family Health Survey 5  (NFHS-5 2019-20 ) says 90.2 % of urban 

and 80.1% rural women and total average of 84.8 % women from Maharashtra 

state use hygienic means of menstruation .While previous Survey 4(NFHS 4 

2015- 16) says total average of  66.1% women used hygienic products in 

Maharashtra(6) .Due to rapid urbanization , rising income and easy availability , 

use of sanitary napkins is increasing rapidly. 

Freedays Pads – 
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Govt has run the scheme to distribute free sanitary pad  „Freedays‟ in rural areas 

under Menstrual hygiene scheme. Ministry of health and family welfare 

introduced scheme for promotion of menstrual hygiene in adolescent girls ( 10 to 

19 years ) in rural areas. Sanitary pad „Freedays‟  were provided to rural girls at 

06 rupees .Now since 2014 , funds are provided to states and union territories  

for providing girls sanitary napkins at subsidized rate of  Rs 6 under National 

Health Mission . Accredited Social Health Activists (ASHA)  of Anganwadi 

centre focus on Menstrual Hygiene issues (7).  MHM is  integral part of Swachh 

Bharat Mission and Ministry of Drinking water and Sanitation has published 

guidelines to be implemented by the State Government , District level officials , 

engineers and teachers.  

There is no doubt commercially available disposable pads have made 

women and girl‟s menstruation hygienic and comfortable. These pads have 

devastating effect on environment. As use of Sanitary Pads  has increased , the 

concern of  disposal and management of menstrual waste is on rise. In India we 

lack mechanism for collection and disposal of menstrual wate. In India its 

estimated that 1.02 billion pads are disposed monthly leading to 113000 tonnes 

of menstrual waste generated annually(8). Classification of the menstrual waste 

in dry waste , wet waste or biomedical waste is highly confused. These used 

sanitary pads goes in sewage, landfills and water bodies and create 

environmental problem(9). 

Sanitary waste falls within two categories plastic and biomedical waste. They 

are classified as biomedical waste due to presence of blood. Thus it needs to be 

pre treated before disposal by the process of incineration. WHO recommends the 

incineration of sanitary waste at temperature above 800 degree. In India most 

incineration is done at low temperature incinerator. Burning of these sanitary 

pads produces harmful toxins (10). 

Raw material used for sanitary napkin is considered to be cotton and plastic .  

Once thrown in environment these plastic takes more than 500 years to degrade.  

They break into smaller pieces   called microplastic is found everywhere in 

various flora and fauna especially tissues of fish aand shellfish and gets 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

261 

 Kamat Vanita 
 

 

bioaccumulated (10) Sanitation workers are also  affected  as they handle the 

waste bare handed. They are exposed to many health hazards.  

Due to taboo involved around Menstruation, most women do not get access to 

clean cloth and sunlight to dry reusable cloth . Many of them dry their menstrual 

cloth in damp corners of houses which makes them susceptible to infection. 

Many women tend to throw in open spaces like rivers, wells and even roadsides 

due to lack of awareness and unavailability of safe options. In rural area  people 

tend to burn  , bury or flush  the sanitary waste in water bodies.  

To address this issue Govt of India has promoted use of incinerators . Thus mini 

incinerators are put for institutions , school and housing society etc . Burning is 

uncontrolled and unregulated while incineration is controlled burning at specific 

temperature in contained space with monitored emissions. Burning plastics at 

less than 800 degree releases dioxins which are carcinogenic chemicals linked to 

problems of reproductive health and child development. Due to incineration 

process , mass of plastic waste is decreased . The remaining ash , some of it is fly 

ash , needs disposal and is put in landfills(10). 

There should be appropriate solution to minimize the adverse effect on health of 

girls and women , sanitation workers   and further environmental consequences. 

There are few products available in the market which may surely help to reduce 

the burden of non degradable waste generated . They are as follows – 

Reusable pads : 

 

Such pads are  made up of organic materials like cotton Eg: Ecofemme company 

has pack of 7 pads   which can be washed 75 to 100 times  and used for 3 to 5 

years .Rinsing with water , washing with soap and sun drying is required to 

ensure sanitization.  But these kind of companies which create such reusable 
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pads hardly reach to people due to lack of advertising. Also they are costly 

products hence its use is still less. 

Oxo Biodegradable pads : 

 

Jan Aushudhi Suvidha Sanitary Napkin  is  given at Rs 1 under Pradhan Mantri 

Bhartiya Jan Aushadhi Pariyojana  is Government Initiative to reach out to 

rural girls where pack of 4 is sold at Rs 10.This is oxo biodegradable sanitary 

napkin i.e. 100 % biodegradable as it reacts with oxygen  when discarded  (12). 

Such kind of products need to reach till poorest of the women and hence 

advertising of these types of pads has to happen at the grassroot level. 

Compostable Pads : 

 

They are compostable i.e. capable of disintegrating naturally in compost 

environment ( within 90 – 180 days). Eg : Anandi Compostable pads which are 

first fully compostable sanitary napkin which provides women and girls in rural 

areas and urban slums a environmentally sustainable solution. ( Pack of 8 Pads 

costing rs 40 ). Company suggest they should be buried in pits and wait for 

compounds to decompose(13). Various companies are using  plant based 

materials  instead of plastic . After one disposes in waste bins, they degrade 
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within 6 months. Many companies are available in market with different costs 

like Sathee pads  ( Banana fiber) ,Azah  pads ( organic cotton) , Pee Safe pads    

(Cotton and Bamboo fiber).  These kind of pads are not reaching to masses  due 

to lack of easy availability and marketing. Users at large are sceptical to use it 

due to lack of proper advertising. Also according to raw material used its price 

varies and in compared to readily available plastic based pads they are sold at 

higher price. This also hampers its purchase and use . 

Menstrual cup:  

 

Its soft bell shaped cup which is worn internally. Eg SheCup Company . This 

menstrual cup is  made up of silicone holds upto 28ml of liquid, reusable , gives 

10 hours protection . Before and after use of each cycle , it has to be boiled and 

immersed in hot water for 5 to 6 mins. Little water is needed to clean . It is 

advisable to be used by rural women where there is scarcity of water. It can be 

used upto 10 years(15). Such products are costly and they need training for its 

use. Thus its use is limited. 

Green Dispo – Incinerator : 

 

Scientist at International Advanced Research Centre Powder Metallurgy and 

New Materials ( ARCI ) Hyderabad, under DST & CSIR , NEERI – National 

Environment Engineering Research Institute developed incinerators named 

Green Dispo. This incinerator instantly heat up to temperature greater than 800 
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degree Celsius and helps to complete combustion of sanitary pad waste with min 

gas emission (16). Many units are established in various schools, colleges, 

government and public places. More and more advertising is needed and such 

kind of Incinerators needs to be installed and maintained which will help in  

better menstrual hygiene management.  

Conclusion : 

 Various products  of sanitary pads are available in market with different 

price ranges. Marketing of such products are limited in compared to regularly 

sold plastic based cheaper pads. Initiatives needs to be taken so that wide choice 

is available for use of sanitary pads. This will surely help Good menstrual 

hygiene management (MHM)  which improves health , gives confidence and self 

esteem to women. For overcoming menstrual waste management issues there is 

urgent need of intensive action  from all stake holder to change the menstrual 

hygiene in India. 

Recommendations: 

1. Government should frame policy for availability of cheaper , high standard 

biodegradable pads by removing the good and service tax on sanitary napkins  

2. Marketing of such products needs to rise to reach to masses. 

3. Awareness and policy making for classification of menstrual waste as solid or 

biomedical waste  and prioritising separation from rest of the  waste. 

4. Transport of such waste and appropriate treatment for urban and rural 

setting. 

5. Planning for disposal of Sanitary pads , biodegradable  and compostable pads.  

6. Setting up of large number of production units for compostable disposable 

pads that would be run by  community based organisation and self help 

women groups. 
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Abstract :  

The world has already successfully overcome many pandemic 

situation. The pandemics of covid-19 affected people locally and 

globally. The impact of the pandemic on social, economic and 

political life of human beings has been seen to be affecting the 

economy of all the countries of the world. Human resources, 

corporate sectors, education, transportation, environment, Law, 

film industry ect. seen to have been affected which has seen the 

pandemic in a positive light and recognized that we have great 

potential in it. Uncertainty is seen in all sectors, many have lost 

their jobs. Consumers have changed their behaviour. Everyone has 

started staying at home. The effect of adherence to traditional 

marketing seen to have been to increase the number of contacts 

that sellers have already had with digital marketing. Today, digital 

marketing is one of the most emerging technology in information 

sectors. The paper is made with attempt analysis and understand 

the impact of covid-19 pandemic on digital marketing. Keywords: 

Digital Marketing, Covid-19, Pandemic, Technology, 

Introduction: 

Digital Marketing is a branch of traditional marketing. Connected to the 

internet and digital technology. As Computer, Mobile Phones, Websites, Social 

Media, Software, e-mail, Digital Marketing developed in 1900's and 2000's. 

Digital Marketing makes it easy to focus on a specific segment of the customer. 

Digital Marketing is interconnected as traditional marketing techniques. It can 

use Twitter, Facebook, Instagram and Blogs, Yelp, WhatsApp, Linked in, 

Google+, AI to reach customer an is essential  in today's pandemic situation. 

Objective of Study: 

The Main objective of study are.                                 

1. To study the role of Digital Marketing in Indian Scenario.                

mailto:kbjadhav2012@rediffmail.com
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2. To analyse the future role of Digital Marketing Post Covid-19.                              

3. To analyse the impact of Covid-19 on Digital Marketing.             

4. To Study the various concepts of Digital Marketing 

Scope of Study:- 

1. Understanding the concepts of digital marketing.     

2. Understanding the impact of covid-19 on digital marketing.  

3. Understanding the future of digital marketing after covid-19. 

Research Methodology:- 

The study is based on secondary sources such as Textbook, Journals, 

Magazine,Blog, Published Articles in Website. 

Limitations of Study-  

1. The information in this study is not disclosed to everyone.  

2. This data has been collected keeping in view the time limit  

3. Only secondary data were used in the study. 

Tools of Digital Marketing:-  

1. Influencer Marketing:- Companies use You Tube stars Tik To stars an 

influential social media company to promote their products  

2. Mobile Marketing:- To take advantages  of the rapidly growing number of 

Smart  phone  users in the world, the marketers used Mobile-apps, e-mails, 

Websites and social media Vig mobile phones  

3. e-mail marketing:- The marketers communicated directly with the customer 

through this tools and send promotional messages of the products to the 

potential customers and there b generates for the goods and  services  

4. Social Media Marketing:- Marketers promotes products and services through 

social Networking Sites like Twitter's, Facebook, Instagram, Snapchat.  

5. Video Marketing:- Consumer are rapidly connecting to Social Media 

Marketing, such as You Tube, Tik To, Vigo Video and marketers have taken 

advantages  of this opportunities to promote their products and services. 

Impact of Covid-19 on Digital Marketing:- 

The increasing prevalence of Covid-19 pandemic has created a negative 

consumer sentiment towards actual marketing and led consumers to turn to 
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digital marketing. The effect of Covid-19 on digital marketing can be explained 

on the basis of the following points.                   

 Increase demand for Video and Micro Video content-.                             

Due to the pandemic of Covid-19 the government forced people to stay at 

home, so people started spending more time on social media like You-Tube,Micro 

Video content so the demand increased.And marketers see this as an 

opportunities to promote their products and services.                          

 Increase Product Research among customers-.                          

The effect of covid-19 was to give consumer time  to research goods and 

services so marketers constantly strive to protect their reputation and responds 

to consumer requests 

Experimental Marketing-  

Lockdown allows consumers to spend more time online, so marketers need 

to focus more on online attractiveness.                 

Increased Importance of Chat bots-.                           

The importance of Chat-bots has increased as people have been staying at 

home for most of the time during lockdown and have started doing office work 

from home and hence people have started focusing on online work.                      

Maintaining Online Reputation:-.     

As customer spend more and more time online, information about any 

wrongdoing by companies spreads  quickly and responds quickly, making it 

difficult for companies to maintain their reputation. 

Conclusion:-                  

In the current global covid-19 highway situation, companies have become 

a digital marketing tools for deciding their marketing strategy.While other areas 

have been hit hard be pandemic.Digital Marketing has got an opportunity and 

boost.Companies put digital marketing at the forefront.Also this pandemic is a 

nutrient for the digital marketing. 
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Abstract:  

The Banking Business is considered to be an important 

business in the economy of each country. Banks have an important 

role to play in the economy, both in developed and underdeveloped 

countries. Citizens of the country get into the habit of saving for the 

sake of banking. Banks provide loans to needy merchants and 

individuals to meet their financial needs. Banks create credit in the 

country by accepting deposits and lending. Looking back at the 

history, it is seen that in the ancient times, interest was obtained by 

mortgaging goods with gold and the goldsmith was lending money 

to us. But since goldsmith alone could not sustain the growing 

trade, a collective capital bank was set up by raising more capital 

collectively. Thus the modern commercial bank was established and 

the modern banking system was started. Currently, going to 

crowded places in the Corona epidemic situation has become a 

tension. That is why digital services are so important. This study 

examines the various digital functions of a commercial bank for the 

purpose of increasing the value of commercial banks in society. 

Keywords: Indian Economy, Bank Transaction, Digital Functions and SD 

Introduction:  

Banks are important for the development of any economy. After 

independence, the importance of commercial banks was increased. There is a big 

difference between the functioning of commercial banks established in India 

before independence and the functioning of post-independence banks as well as 

after the nationalization of banks. Commercial banks in India used to perform 

traditional functions before independence. Now, at the same time, these banks 

have to carry out development work. In every part of the 21st century, the term 

economic development has become important in the economy. Economic growth 
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has found a lion's share in commercial banks. After 1991, when India adopted 

the policy of privatization, liberalization and globalization, while some banks 

have been hit hard by the recession, Indian commercial banks have emerged 

unscathed from the recession. The performance of the commercial bank was 

found to have increased significantly.  

At present, commercial banks, agriculture, industry, services, education, trade 

and tourism in India are playing an important role in various fields. State Bank 

of India, Bank of Maharashtra, Panjab National Bank, Central Bank of India, 

Bank of India, Canara Bank, Bank of Baroda, Union Bank, IDBI, Syndicate 

Bank, Indian Overseas Bank, YES Bank, ICICI Bank, Inducind Bank, HDFC 

Bank are some top commercial banks in India. Digital banking serves customers 

anywhere and anytime. That is why it is so popular. In commercial banking, the 

importance of digital banking has increased tremendously. Digital banking saves 

money and time as well as gives environmental protection. 

Objectives: - To study the functions of Banking and To Study the Impact of 

Digital Banking on Environment 

Classification of Commercial Banks:- 

 

Table No.1 Differences between Scheduled and Non-Scheduled Bank 

Difference Scheduled Bank Non -Scheduled bank 

Share 

Capital 

The share capital of this bank is 

more than Rs. 25 lakhs 

These banks are not included in Schedule 

2 as they are not regulated by the Reserve 

Bank 

Ratio The cash provision ratio is 

maintained by the Reserve Bank 

The cash provision manages the ratio 

itself 

Borrow 

Money 

There is a facility to borrow money 

from the Reserve Bank for certain 

banking needs. 

Non-scheduled banks cannot borrow 

money from the Reserve Bank. 

Time 

Bonding 

Scheduled banks are bound to 

provide information to the Reserve 

Bank from time to time. 

There is no such restriction. Thus 

reducing reliability. 

Membership Become a member of the Clearing 

House. 

Cannot become a member of the Clearing 

House. 
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Scheduled Bank: Scheduled Bank is the second scheduled inclusive bank under 

the Reserve Bank Act, 1934. The scheduled bank has to report its transactions to 

the Reserve Bank on a weekly basis. The Reserve Bank is keeping a close watch 

on the scheduled banks to protect the depositors. Non -Scheduled bank: Non-

Scheduled Bank are not adhere under RBI Regulation Act 1934. 

Function of Commercial Banks: A bank is a person who, in his day-to-day 

transactions, accepts money from a customer on a current account and pays for the 

orders he has issued. It is a bank that works to complete mutual transactions. There 

are three main types of commercial banks. At present in India commercial banks are 

doing important work in various fields like agriculture, industry, services, 

education, trade and tourism. 

Primary function:  This includes accepting deposits from its members, 

lending money, generating money and providing banking services. 

Accepting Deposits- The most important function of this bank is to accept 

deposits from the members and from the account holders and to pay interest on 

these deposits at a low rate. 

1. Current Account - The current account is very important for business people 

to complete banking transactions at all times. 

2. Saving Account- The account is operated to collect small savings of low and 

middle income customers. Interest is usually paid to the member account 

holders at the rate of three to five per cent on the balance on the account. 

3. Fixed Deposit Account- These accounts are generally accepted for a term of 

three months to five years or ten years at an interest rate of seven to ten per 

cent. If you want to repay the deposit before the due date, the interest rate is 

reduced. 

4. Recurring deposit- Normally this type of account is useful for salaried 

retailers, mobile vendors, hired artisans, etc. The account can be started in a 

specific period of 3,5,7 ten years for help. 

5. Other deposit accounts- Commercial banks offer various types of deposits to 

inculcate the habit of saving for the poor and people below the poverty line in 

the society. It offers attractive interest rates on deposits such as Pygmy 

Deposit, Good Luck Deposit, Educational Deposit, Lakhpati Deposit, etc. 
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Lending money advance. Commercial banks are money received from their 

area of work. They are small scale entrepreneurs in the area. They will be 

industrialists. 

Loans: Commercial banks in India lend shares of various companies, 

government bonds, development of Sir OK, movable property, etc., and lend a 

certain amount for a certain period of time to the right person in the name. 

Loans are generally approved for 70 to 80 percent of the collateral. 

1. Cash loan- To meet the working capital requirement of general farmer 

members, traders, entrepreneurs, etc., 50 to 75 per cent of the youth's loan 

amount is given as collateral on the mortgaged goods. 

2. Overdraft facility- Eligible and eligible account holders who have a current 

account with a commercial bank can avail of higher cost concessions. Eligible 

and eligible account holders can avail higher cost concessions. Shares and 

Debt Insurance Policy Development and Debt Approval on Bonds or 

Individual Spouses is a short term loan on which interest is charged. 

3. Accepting and deducting bills expecting and discounting bills and exchange- 

Merchant banks accept this type of loan for a short period of 90 days by 

accepting a bill from their members. Many trades are run on credit and trust. 

4. Other loans- Commercial banks are currently offering loans to their account 

holders for the purchase of housing vehicles, purchase of plots for tourism for 

educational reasons, attractive interest rates on these loans. 

5. Creation of credit money- At present, money laundering is considered to be 

the major function of a commercial bank. 

Secondary functions- Nowadays, individuals carry out tasks in the social 

economy and capital markets. 

Agency Services- Commercial banks have to act as the account holder's 

representative for example- To recover money by check drops, bill, promissory 

note etc., Do regular research, Deposit on behalf of the customer etc. 

Suitable functions Service functions- In modern times, productive 

consumers, entrepreneurs, consumers, merchants and businesses that are 

provided with a variety of services are called useful petitions. Like Keeping 
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valuables safe, providing passenger check facility, Issuance of guarantee letter, 

working as a part insurer etc. 

Social functions- following to see what kind of work the commercial bank does 

to the growth agent to bring about economic and social change. 

1. Acting as an agent of economic growth 

2. Accelerate capital formation 

3. Promoting international trade 

4. To help the economically weaker sections of the society. 

5. Promote self-employment growth. 

6. To help social and educational institutions. 

Commercial banks operate as above. Following the adoption of a new economic 

policy by India after 1991, following the recommendations of the Narasimha 

Committee, new opportunities in knitting in the 21st century have emerged 

locally and internationally. 

Table 2.Regional Wise Data of Deposits in Scheduled Commercial Banks 

in India 
(At the end of the march 2021)(Rs. in Crore) 

Year Northern 

Region 

 (Rs.) 

North-

Eastern 

Region 

(Rs.) 

Eastern 

Region 

(Rs.) 

Central 

Region 

(Rs.) 

Western 

Region 

(Rs.) 

Southern 

Region 

(Rs.) 

All India 

 (Rs.) 

2011 11,56,600 93,000 6,16,800 6,15,100 17,47,300 11,60,800 53,89,600 

2021 32,15,617 2,83,662 19,22,787 20,69,799 40,90,626 38,61,018 1,54,43,510 
(Source  - India Reserve Bank Statistics -link 7) 

There is a total deposits in 2011 are Rs. 53, 89,600 and in 2021, it is 154, 43,510. 

So there is an increasing rate in region wise rate of deposits in India. There is 

growth in deposits by 34.90% in 2021 as compare to 2011. 

Digital Banking- The term digital banking and online banking have the same 

meaning as internet banking. Internet banking is also known as net banking. 

Digital banking is an electronic payment system that is offered by banks and 

financial institutions to the customer for financial transactions through the 

financial institution's website. That is, digital banking helps the customer to 

make financial and other financial transactions from the bank account. The 

Internet is a medium that makes technology possible. Due to Corona, banks are 

getting banking facility sitting at home. You can withdraw money from ATM 
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machine even without ATM (Cardless Transaction), Used by Internet banking 

browsers and applications with digital banking, you can do recharging, 

electricity bill payment, etc. from home. The usual old account holders have to 

fill up the online form and attend the bank in person to start net banking. Some 

banks offer you digital banking only when you create a new account. 

Types of Digital Banking-  

NEFT (National Electronics Fund Transfer)- NEFT is a form of transaction. 

In this mode, the survey transaction is completed in batch wise processing. Due 

to that, this process works slowly. When you make a transaction through NEFT, 

it is added to Batch. The transaction is completed when your batch number 

arrives. 

RTGS (Real Time Gross Settlement)- Transactions made in RTGS are done 

in real-time. If you report a transaction to someone, they will be notified 

immediately by the bank. And the transaction is completed. 

 IMPS (Immediate Payment Service)- Transactions made in IMPS are 

immediately credited to the account of the person in front. All transactions are 

completed in realtime. E.g. If you send money to someone, the transaction is 

immediately handled independently and immediately appears in the person's 

account. This is how the transaction is completed. Time to do IMPS: 24 * 7 (day 

and night).We can transact anytime in 24 hours and seven days a week. Limit 

for IMPS: Rs. 2 lakhs Per day. 

Platforms of Digital Banking- There are many platforms in India which are 

uses by peoples in banking systems. So, regular transactions are become very 

effective and it’s directly impact on our environment. This is paperless 

transactions, so there is savings about many trees. ATM, Internet and Mobile 

Banking, Tab Banking, Phone Banking, e-Corner, Pos Machine, KIOS, Cash 

Recycler these are some Banking Digital Platforms available in India. 

Digital Banking and Sustainable Development- Banking Sector is very 

important sector in our economy. Come to Gandhi's Village is a concept that is 

very close to sustainable development. Today, the reverse would be more 

feasible, as technology has brought the world closer together; so many things are 
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not limited to cities. Environmental problems are on the rise and it is imperative 

to create a plastic free and paper free world. In some cases, man himself must be 

careful not to waste his natural resources. Digital innovation and digital banking 

have made a significant contribution to sustainable development. Everyone must 

use digital platforms to save our environment. The online banking system seems 

to have expanded from 2007 to 2020. By 2020, 4 out of 5 Brits online banking 

services are expected to be in use. 

The Asian market currently has over 800 million online banking users. Again, 

this is likely to increase. In 2022, that number is 398 million. By 2024, that 

number could reach 435 million. The following table shows some data:- 

Table No. 3 the total number of active online service users in the world. 

Year East 

and 

Chine 

(Million) 

North 

America 

(Million) 

Europe 

(Million) 

Latin 

America 

(Million) 

Rest of 

World 

(Million) 

2020 805.1 240.1 361.7 109 387.3 

2021 844.4 250.5 379.9 126.4 441.8 

2022 885.6 261.4 398.1 146.7 504.9 

(Source link no.5) 

From above table, it shows that 2022 highest number of internet users is 885.6 

million. That is east and china is taken place at first point and that of least is 

Latin America. 

Conclusions: -  

The role of commercial banks has always been remarkable in India. The 

commercial bank is the backbone of the Indian economy. The bank has gained 

popularity from rural to urban areas by providing financial assistance to 

Indians. After independence, the Indian economy was strengthened by the 

Commercial Bank. Due to the various functions of the bank, many functions of 

the public could be accomplished such as providing loans, accepting deposits. 

There are scheduled and non- scheduled banks which are very helpful to 

customer for maintain their balance by economically. There are 34.90% deposits 
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in Commercial Banks in India in 2022. The highest number of internet users is 

885.6 million in 2022. Digital Banking is one more new application of commercial 

banks which is helpful in saving time and money. The paperless transaction is 

helpful to control environmental issues. 

References:- 

1. http://www.iraj.in/journal/journal_file/journal_pdf/14-358-14982087631-4.pdf 

2. https://www.virtanews.in/2021/12/commercial-bank-information-in-

marathi.html 

3. https://www.virtanews.in/2021/12/commercial-bank-information-in-

marathi.html 

4. https://marathitkahitri.com/digital-banking-in-marathi/ 

5. https://bankexamportal.com/article/the-importance-of-digital-banking-in-the-

changing-financial-environment 

6. https://www.finder.com/uk/digital-banking-statistics 

7. https://m.rbi.org.in/scripts/PublicationsView.aspx?id=20797 

8. Dr.Kodak .V.B., 2013, “Recent Trends in Commerce and Management”-

Recent Trends in Commerce and Education, ABS Publication Varanasi. 

pg.no.79. 

9. Dr.Mithani, D.M. 2015, “Principles of Economics”-Consumer’s Behaviour,  

Himalaya Publishing House, pg.no.47-80 

10. Dr Durge.Asavari and Bele Akash, 2018, “Marketing Management”-

Consumer, Industrial and Market, Sai Jyoti Publication, Nagpur pg.no.62-86. 

11. Dr Durge.Asavari and Bele Akash,, “Marketing Management”-Consumer 

Behaviour, Sai Jyoti Publication, Nagpur,  pg.no.198-218 

12. Dr Durge.Asavari and Bele Akash,, “Marketing Management”-E-Marketing, 

Sai Jyoti Publication, Nagpur pg.no.303-304. 

13. The Hitwada, Nagpur, Business, Sat, 6th November 2021, pg.no.7. 

14. The Hitwada, Nagpur, “Amazon India to empower women entrepreneurs”, on 

Business, Sat, 20th November 2021, pg.no.7. 

15. Business Ethics And Corporate Governanace,-Social Sustainability and 

Business., MBA 201. Yashwantrao Chavhan Maha. Open University. Book 

Code  MBA 201, pg.no.77 -78. 

http://www.iraj.in/journal/journal_file/journal_pdf/14-358-14982087631-4.pdf
https://www.virtanews.in/2021/12/commercial-bank-information-in-marathi.html
https://www.virtanews.in/2021/12/commercial-bank-information-in-marathi.html
https://www.virtanews.in/2021/12/commercial-bank-information-in-marathi.html
https://www.virtanews.in/2021/12/commercial-bank-information-in-marathi.html
https://marathitkahitri.com/digital-banking-in-marathi/
https://bankexamportal.com/article/the-importance-of-digital-banking-in-the-changing-financial-environment
https://bankexamportal.com/article/the-importance-of-digital-banking-in-the-changing-financial-environment
https://www.finder.com/uk/digital-banking-statistics
https://m.rbi.org.in/scripts/PublicationsView.aspx?id=20797


IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

279 

 Dr. M.P.Morghade  Dr. S.B.Borkar 
 

 

16. Marketing Management,-Rural Marketing., MBA 204. Yahswantrao Chavhan 

Maha. Open University. Book Code  MBA 204, pg.no.163-170. 

17. Patel Bimal N (2018), “Sustainable Development and India”, OXFORD 

University Press Publication.pg.no.11 and 29. 

18. Ossewaarde Matin J. (2018), “Introduction to Sustainable Development”, 

SAGE Publication Indian pvt.ltd.pg.no. 251 

19. MED-008(2018), “Globalisation and Environment”, Gullybaba Publishing 

House (P)ltd.pg.no.183. 

20. O Level Module 4, module M4:R5(Jan 2020), “Internet of Things(IoT) and its 

Applications, T Balaji Publication,Uttar Pradesh. pg.no.1 

 

 

 

 
 



International Journal of Advance   ISSN – 2347-7075 

and Applied Research (IJAAR)   Impact Factor –7.328 

Peer Reviewed Bi-Monthly                Vol.9 Issue. 3 Jan-Feb-2022      

280 

www.ijaar.co.in 
 

 

 

                 A STUDY OF ONLINE BUYING BEHAVIOR OF 

CUSTOMERS 
 

 

Dr. Prakash Krishna Tone 1 Mr. Naganath Dnyanoba Banasode2 
1,2 Assistant Professor, Savitribai Phule Mahila Mahavidyalaya, Satata 

Email Id: tonepk76@gmail.com 

Email Id: nbanasode@gmail.com 
 

 

Abstract 

 This study examines the consumer buying behavior through 

online market. Objective of this study is concept of online marketing 

and online buying behavior of consumer/customers. Both primary 

and secondary sources have been used for this study. Primary data 

collected from respondent with the help of interview schedule. For 

the analysis purpose 37 have been selected as a sample through 

convenient sampling method.  Researcher find out that 46% 

respondent purchase electronics product through online websites. 

Researcher conclude that most of customer buy goods and services 

through on online website also they prefer cash on delivery services 

and the customers are satisfied online services. 

Key Words: Online Marketing, Online consumer buying behavior, Customer 

satisfaction. 

Introduction: 

Recently online shopping has become very popularly increase due to 

convenience. Consumers are buy and shop goods and services by using internet. 

By using internet marketing Many companies using marketing strategy for cost 

saving.  Online shopping has its disadvantages  too, we cannot touch and feel the 

item, delay in shipping, shipping charges make product costly specially in low 

cost items, risk of down your money, Stolen your card details etc. Online 

buying/Purchasing is the process whereby consumers/customers directly buy 

goods or services from a seller in real time without any intermediate person 

through the internet. It is a platform of electronic commerce. The total selling 

and purchasing transaction is completely electronically in real time. Some time 

intermediary may be present in some transaction and websites.   A large 

percentage of electronic commerce is conducted completely in electronic form for 

essential items such as access to premium content on a website, but regularly 
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electronic commerce involves the transportation of physical items in some way. 

Online retailers are sometimes known as e-trailers and online retail is 

sometimes known as e-tail. Almost all big retailers are currently electronically 

currently on the World Wide Web.  

Objectives:  

1. To study the concept of On-line Buying. 

2. To study the consumer behavior online buyers. 

 Significance of the study: 

1. This study is useful to the business man which is related to online marketing. 

2. This study is useful to people that people he doesn’t know about online 

purchasing. 

Research Methodology: 

The investigation is based mainly on primary data.  Researcher selected 

37 respondents from the study area.  ‘Convenient Sampling Method has been 

used for the purpose of sample. Present researcher has collected data through 

structured interview schedule and personal observation.  In addition the 

necessary secondary information collected from periodicals, books, websites and 

internet. 

Conceptual Framework:  

Definition of Online Buying Behaviour  

Use of the Internet for trade shopping has extended massively in recent years 

and has had a profound influence on the shopping process for many consumers. 

Online buying behaviour is a type of behaviour which is exhibited by customers 

while Browsing websites of an e-tailer in order to search, select and purchase 

goods and services, in order to fulfill their needs and wants. It’s basically a 

behaviour which is reflected by the buyer for the duration of the process of 

buying through the internet websites. 

Data Analysis and Interpretation:  

Table No 1 What do you like most about online shopping 

Sr. 

No Particulars Frequency 

Percentage 

1 Save Time 9 24% 
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2 Choice 8 22% 

3 Superior selection/Availability 5 13% 

4 Cheaper price/Discounts 8 22% 

5 Convenience 4 11% 

6 Product comparisons 3 8% 

 Total 37 100% 

(Source: Field Work) 

Table 1 showing online shopping. 24% respondent are like online shopping 

because of save time. 8% respondent like online shopping because of in online 

shopping product can be compare each other at different approach such as price, 

quantity, quality, features etc. 

Table 2 Satisfied about online shopping 

Sr. 

No Particulars Frequency 

Percentage 

1 Satisfied 20 54% 

2 Highly Satisfied 8 22% 

3 Neither satisfied nor dissatisfied 7 19% 

4 Dissatisfied 2 5% 

5 highly dissatisfied 0 0% 

 Total 37 100% 

(Source: Field Work) 

Table 2 showing satisfaction about online shopping 20 respondent are satisfied 

about online shopping that mean they can satisfy about online services i.e., 54%. 

5% respondents are dissatisfied about online buying. 

Table 3 Sides using for online buying 

Sr. 

No Particulars Frequency 

Percentage 

1 Flipkart 21 57% 

2 Snapdeal 2 5% 

3 Amazon 14 38% 

4 Home shop 18 0 0% 

5 Ebay 0 0% 

6 Croma 0 0% 

7 Ezone 0 0% 

8 Indiatimes 0 0% 

 Total 37 100% 

(Source: Field Work) 

Table no 3 showing side using for online purchasing.21 Respondent i.e. 57% are 

using Flipkart web site. The Flipkart was founded by Sachin Bansal and Binny 
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Bansal students of Indian Institute of Technology, Delhi in 2007, currently very 

popular website for online purchasing product and services. 

Table 4 Where do you discover for product 

Sr. 

No Particulars Frequency 

Percentage 

1 Specific site for specific product 

categories 13 

35% 

2 Google search 14 38% 

3 Social media 4 11% 

4 Price aggregator sites 2 5% 

5 Others 4 11% 

 Total 37 100% 

(Source: Field Work) 

Table 4 showing discover product information on web site at the time of 

Using Internet the advertisement notifications are receive in your screen. Most 

of internet user using Google search engine and it is very popular and large 

number of internet user’s use for searching other information. sometime other 

information search on net then product and services notification receive and the 

customer can go on that website. 38% are using Google search engine for the 

purpose of online buying. 5% respondents are use for online buying at price 

aggregator sites. 

Table 5 Is shopping online- Safe 

Sr. No Particulars Frequency Percentage 

1 Depends on the store 23 62% 

2 Safe 8 22% 

3 Unsafe 6 16% 

 Total 37 100% 

(Source: Field Work) 

Table 5 showing information about online buying safe or not. 23 respondent 62% 

are respond that online buying is safe or not is based on store. Some online store 

are safe and they provide correct information/ services to the customer hence the 

customer also feel safe at the time of buying goods and services. 16% are respond 

online shopping is not safe i.e. Unsafe. 

Table 6 Frequency of online shopping 

Sr. No Particulars Frequency Percentage 

1 As needed 23 62% 
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2 Once a month 8 22% 

3 Once a week 4 11% 

4 Once in few days 2 5% 

 Total 37 100% 

(Source: Field Work) 

Table 6 showing information about frequency of online shopping.  62% are 

purchase online product whenever they need product and services they 

purchase.11% are purchase goods in once a week. 

Table 7 With whom do you shop online 

Sr. No Particulars Frequency Percentage 

1 Alone 11 30% 

2 With Friends 13 35% 

3 With Family 8 22% 

4 Any other 5 13% 

 Total 37 100% 

(Source: Field Work) 

Table 7 show with whom do you shop product online. 35% respondent are buy 

goods with friends that means some people does not know about product or 

services information and they feel uncomfortable at the time of buying process in 

online. 30 respondents buy product Alone. 

Table 8 Most frequently purchased category 

Sr. 

No Particulars Frequency 

Percentage 

1 Electronics 17 46% 

2 Clothing & Fashion 6 16% 

3 Books & Media 2 6% 

4 Accessories 2 5% 

5 Home décor/ Furniture 2 5% 

6 Deals from local service Providers 0 0% 

7 Other 8 22% 

 Total 37 100% 

(Source: Field Work) 

Table 8 showing information about most frequently purchased category 

product and services. 46% respondent purchase electronics product currently the 

electronic product selling growth is higher than other product and services. Only 

5% respondent purchase furniture and accessories. Furniture is easily available 

from local service provider hence the people don’t purchase furniture and 

accessories goods.  
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Table 9 What are the payment methods you generally use for Online 

Purchases 

Sr. 

No Particulars Frequency 

Percentage 

1 Credit Card 2 5% 

2 Debit card 6 16% 

3 Net Banking 1 3% 

4 Cash on Delivery 27 73% 

5 Gift Cards & Promotional codes 1 3% 

 Total 37 100% 

(Source: Field Work) 

Table 9 show payment methods generally use for online purchasing. The 

higher number of respondent purchase goods and when delivery has been receive 

than payment can be give. 73% respondent are use cash on delivery services for 

online purchasing process. Only few respondents i.e., 3% are using net banking 

and gift cards & promotional codes services use for purchasing product.  

Table 10 Most amount spend in single transaction 

Sr. 

No Particulars Frequency 

Percentage 

1 Rs.250-1000 22 59% 

2 Rs.1001-2000 8 22% 

3 Rs.2001-10,000 2 5% 

4 Rs.10, 001-50,000 5 14% 

5 Rs.50, 001-100,000 0 0% 

 Total 37 100% 

(Source: Field Work) 

Table 11 show information about spend amount in single transaction. 59% 

respondent purchases goods for rupees only 250 to 1000 rupees only they cannot 

believe on online product hence they purchase only low price product. Only 14% 

respondent are purchase goods rupees 10001 to 50,000 rupees amount that mean 

the customer are well aware about online marketing and they are believe on 

online marketing, some time they get more discount and less price.  

Finding: 

1. In this survey 46% respondent purchase electronics product through online 

websites.  

2. 73% respondent is use cash on delivery services for online purchasing process. 
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3. 59% respondent purchase goods for rupees only 250 to 1000 rupees.  

4. 21 Respondent i.e. 57% are using Flipkart web site for the purpose of online 

purchasing. 

5. satisfaction about online shopping 20 respondent  are satisfied about online 

shopping that mean they can satisfied about online services i. e. 54% 

7. Suggestion: 

1. The online selling companies provide fair services to the customers. The 

companies can sell their product with lower price but they can 

maintain/provide qualitative product to customers. 

2. At the time of buying the goods and service the customer should aware about 

website and they read all instruction about that goods and services and prefer 

cash on delivery services because in cash on delivery process you should check 

you product and service at the time of delivery and then give payment of that 

person. 

 Conclusion:  

Researcher conclude that online marketing is in future mandatory to all 

business organization because the customer needs are increasing trends.  Today 

customer is very fast they need product and services immediate without any time 

consuming and lower price.  There are various online side for purchasing goods 

and services and also, they provide cash back services, discount, home delivery, 

less cost, post purchase services, cash on delivery, loan facility, credit card 

facility etc. But the customer some time can’t believe on online website hence 

they purchase only low price product. 
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Abstract : 

E-commerce is the buying and selling of goods and services 

over the4 internet. It is conducted over computers, tablets, smart 

phones, and other smart devices. Almost anything can be purchased 

through e-commerce today. It can be a substitute for brick-and-

mortar stores, though some businesses choose to maintain both. 

This discuss the e-commerce challenges which effect the economy 

directly. In this paper we used secondary data like website, articles 

etc. 

Key words :  E-commerce, Challenges, Economy, Impact, Growth, Business 

Introduction : 

Day-by-day, the growth of the e-commerce market in India is expanding as 

it attracts lots of retailers to have an online store to boost their business 

worldwide. We all know that India is the second-most populous country in the 

world, and it is the home of 1.2 billion people. It is true that India’s per-capita 

purchasing power is low, but still, the country is the most attractive emerging 

market for the e-commerce industry. 

The major problem is the e-commerce business or retailers are facing various 

challenges in the Indian market, and it is  not easily possible for them to study 

their legs in the market and do business. Below, Here are the challenges that e-

commerce businesses face in India. 

1st Challenge – In India, Cash on delivery : 

Cash on delivery is the preferred payment mode. Indian buyers still believe that 

money should be paid only when item is in hand. It may be on line of a physical 

shop. Indians have tendency to keep cash in hand while paying on line. Indian 

buyers are not confident whether money has reached to the seller and whether 

the purchased item will be delivered or no. COD system discourage the online 

payments. 
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In India, most people prefer to pay cash on delivery due to the low credit card 

diffusion and low trust in online transactions. Not like electronic payments, 

manual cash collection in quire perilous , expensive and laborious. 

According to Nielsen’s Global Connected Commerce Survey1(Business Insider) 

about 83% consumers in India preferred using cash on delivery as a mode of 

payment for online purchases. Consumers still either to use credit cards du to 

online fraud risks. A report highlights that majority mode of payment made by 

consumers for online sites like Flipkart was COD,72% from major cities and 90% 

from smaller towns, most of the buyers still prefer Cash-On-Delivery payment 

model. Payment options like Net-Banking , Credit & Debit Cards and E-wallets 

combined contribute to only about 30% of all online purchases, as compared to 

Cash On Delivery (COD) 

COD is convenient for buyers but extremely inconvenient for retailers and 

vendors. It hinders cash flow as such orders take longer to close. It often takes 

months for the money to reach the seller, that too if there’s no refund/return 

request. This makes it difficult for them to gauge or maintain daily operations. 

Although Government of India along with financial organization has been  trying 

their best to reduce cash transactions and boost digital payments to improve 

economy.  

2nd Challenges – Internet penetration is low : 

In India, Internet penetration is quite low as compared to several western 

countries like the USA,UK, France, and more. Still the country is a small 

fraction of what other countries are getting.  

Internet penetration in India is still a small fraction of what you would  find in 

several western countries. On top of that, the quality of connectivity is poor in 

several regions. But both these problems are fact disappearing. The day is not 

when connectivity issues would not feature in a list of challenges to e-commerce 

in India. 
                                                           
1
 https://onlinesales.ai/blog/cash-on-delivery-ecommerce-growth-india 
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3rd Challenges -  Indian customers return much of their products they 

buy online : 

It is true the e-commerce in India has lots of first-time buyers. It means, 

they are still not sure about what to expect from e-commerce websites, thus 

purchasers fall prey to hard sell. Finally, when the product is delivered, they 

started feeling regret and return the goods. Therefore, customers’ regret is the 

biggest problem majorly in India. This creates a hole in a seller’s, the logistic 

company’s and marketplace’s pocket. 

for e-commerce retailers, returns are extremely expensive as it shows some 

unique challenges and it becomes more difficult in cross-border e-commerce. 

A study2 conducted by RedSeer in 2017 says that e-commerce firms especially 

sellers listed on these sites are losing out due to high returns of around 30% of 

GMV which may increase to 40% for apparel according to a study conducted by 

RedSeer in 2017. These numbers reach their peak during festivals and sales.  

e.g. Amazon incurred a loss of 5,849.2 Cr in FY20 despite revenue growth by 

43%(Moneycontrol,2020), similarly Flipkart reported a loss of Rs 3150 Cr3 

4th Challenge-Many times, postal addresses are no consistent : 

Once if you place as online order, you will get a call from the company, 

asking about your exact location. The given address is not enough because there 

is always a little standardization while writing post addresses. It is one of the 

biggest challenges faced by e-commerce in India. The logistics challenge in India 

is not just about the lack of standardization in postal addresses. Given the large 

size of the country, there are thousands of towns that are not easily accessible. 

Metropolitan cities and other major urban centers have a fairly robust logistics 

infrastructure. But since the real charm of the Indian market lies in its large 

                                                           
2
 Mukul, P. (2018, April 6). E-commerce firms losing over 30 per cent of GMV due to cancellations/returns. The 

Indian Express. https://indianexpress.com/article/business/business-others/e-commerce-firms-losing-over-30-

per-cent-of-gmv-due-to-cancellations-returns-5125471/ 

 

https://indianexpress.com/article/business/business-others/e-commerce-firms-losing-over-30-per-cent-of-gmv-due-to-cancellations-returns-5125471/
https://indianexpress.com/article/business/business-others/e-commerce-firms-losing-over-30-per-cent-of-gmv-due-to-cancellations-returns-5125471/
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population, absence of seamless access to a significant proportion of prospective 

customers is a dampener. 

5th Challenge-Security and privacy : 

These days, the more pressing issues related to e-commerce are privacy and 

security. There is no protection offered either by site or outside watchdogs 

against problems created by endangering  

6th  Challenge-Supply chain issues : 

Many a time timely delivery is a major challenge faced based upon the 

infrastructure, location and unavoidable roadblocks during transitions that lead 

to the cancellation of orders. An annoyed customer is a lost cause if the product 

is no delivered on time. This is a tedious procedure that requires a lot of R & D 

on part of all the e – commerce platforms selecting the supply chain model. So, 

there were the top challenges that majorly faced by e-commerce business in  

India. It is also important to note that e-commerce giants are increasing in India, 

and many cross-border e-commerce to India is also expanding. So, if you also 

want to make an online store for your business, you should hire a professional e-

commerce developer. 

So, these were the top challenges that majorly faced by e-commerce businesses in 

India. It is also important to note that e-commerce giants are increasing in India, 

and many cross border e-commerce to India is also expanding. 

7th Challenges Future phones still rule the roost : 

Though the total number of mobile phone users in India is very high, a 

significant majority still use feature phones, not smartphones. So, for all 

practical purposes this consumer group is unable to make ecommerce purchases 

on the move. Though we are still a couple of years away from the scales tipping 

in favor of smartphones, the rapid downward spiral in the price of entry-level 

smartphones is an encouraging sign. I expect that the next few quarters will 

witness announcements of new smartphones in India at the $30-40 price point. 

That should spur growth in smartphone ownership.  

Conclusion and Suggession: Everyday e-commerce is becoming more complex.  

Over the last 5 years, the Indian e-commerce industry has witnessed an upsurge 
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with a significant headroom for future growth. According to recent report, the 

Indian e-commerce market is predicted to reach 300 to 350 million buyers by 

2025. In today’s convenience-oriented society, consumers no longer want to 

venture around the city for items but want to shop in their homes, making e-

commerce a flexible solution for both business and shoppers. 

  While Smartphone and other new devices have allowed users to shop and 

communicate seamlessly with the brands, it is also surrounded by privacy 

controversies and concerns revolving personal data. Consumers are increasingly 

getting worried about access to their data and the fact that almost the entire 

data generated by them is owned by just 4-5 large companies in the world. 

E-commerce companies process a huge amount of data every day ranging from 

user clicks to personal credit card or financial information.       

This sensitive data can be misused for advertising purposes or handed to other 

third parties for financial gains. 

Some of the widely know examples of data breaches and privacy abuse include 

Cambridge Analytic , the British Airways, and the most recent closer–to-home, 

Big basket is October 2020, which impacted around 20 million Indian users.  

Some of steps can be taken to deal  with challenges  are : 

1. Encouraging digital wallets through exclusive offers. 

2. Tying up with banks for special cash-back and discount offers when paid 

using card. 

3. Charging extra for COD orders. 

4. Payment through card upon delivery 

5. Putting a cap on acceptable COD order value, quantity and product type. 

6. Avoiding public wi-fi networks for their data security and privacy. 

7. Hire a professional e-commerce developer. 

8. Need to make a strong law and its Strictly  implementation  

9. Need to make a strong law and its Strictly  implementation.: 

10. Stricter data privacy laws and policy frameworks are now being vehemently 

advocated to ensure fair competition and consumer protection in the world’s 

fastest-growing e-commerce market. Data protection Bill and India’s e-
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commerce policy will help standardize data privacy laws across the EU, 

Canada, California, and India. 

11. E-commerce companies will have to store sensitive and critical data in servers 

located in India only. 

12. If e-commerce companies want to process sensitive process sensitive personal 

data outside India, they’ll have to take explicit permission of the users before 

transferring the information. 
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Abstract 

India is one of the prominent agricultural centered Nations 

approximately more than 58 % of the population related to 

agricultural sector. It is the crucial importance of agriculture in 

Indian Economy pertaining to economic growth. Before 

Independence, in the British era there was pressure to food security 

due to uncontrolled population growth and frequent natural 

calamities like droughts. Government of India was given focus to 

agriculture sector in first five year plan (1951-56). Hence the chief 

objective of first five year plan was to restore the disequilibrium 

created by the Second World War and the Partition. In 1961 The 

Indian Government has been adopted Green Revolution farming 

practices by using chemical fertilizers for cultivation diseases and 

weed management. (https://en.wikipedia.org/wik) 

  There was increase in production and productivity due to chemical or 

conventional farming and our country was able to satisfy partly the food security 

with raising ample food grain production. But after 40 years of independence 

productivity of Indian agriculture declined drastically with high input cost for 

marginal farmers. It turned to be unfavorable occupation with high water 

consumption, unfavorable price number of natural and manmade issues. In this 

condition people are thinking on Natural Farming which is sustainable.  

In this paper, study is done about types of farming, present status, 

productivity, and its impact on human health. The predominant question then is 

how can the farmers shift from a chemical-intensive agriculture to one that is 

based on the utilization of natural systems, and still maintain their economic 

Viability. It is encouraging that there are some efforts now underway by 

university researchers, the Indian government, and the private sector to develop 

nature farming as an alternative to chemical based agriculture. 
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Introduction 

The share of agriculture in GDP registered a steady decline in 50% in 

1950-51, 36.4% in 1982-83, 18.5% in 2006-07, and 13% in 2008-09. Even through 

large number of farmers and farm labours are migrating from this sector, 52% of 

the people are still in farming contributions only 13% to GDP.this reveals clearly 

that there is no change to have growth in income of farmers and farm labours. 

The existing Chemical Fertilizer holds 98% of share in farming. Prior to 1965, 

our country followed 100% Natural Farming practice without chemicals 

fertilizers and pesticides. ( K. Guruswamy 2010). The importance of the natural 

farming in human life is that it deals with various health issues. Due to this 

developed countries are returning to undisruptive Natural Farming practice. But 

in India, Natural Farming practice is less than 2% since government institutions 

are not supported to Natural Farming. Natural Farming in India is still at an 

emerging stage. To extent it into a mass movement, government must take big 

steps. Natural Farming will address the ecological and economic crises in Indian 

agriculture. Only by using farming methods that are sustainable in the long run 

will Indian agriculture, and India, become truly independent. Natural Farming 

or Zero Budget Natural Farming (ZBNF) has become a revolve point of 

discussion among the agricultural scientists, government, farmers and several 

other informal groups engaged in agriculture in respect of prices. Agriculture in 

India has witnessed several technological advancements.  In mid 1960 „Green 

Revolution‟ (GR) transformed India from food scarce country to food surplus. 

However, it also leads to unfavorable impacts like, soil degradation, biodiversity 

losses, rising cost of cultivation, and consequently rise in prices. Etc. Rising 

application of chemical fertilizers and pesticides with stagnating/ declining crop 

productivity dovetailed with uncertain market conditions and climate change 

effect resulted into unremunerative agriculture. Consequently, large number of 

farmers falling into debt trap and distress in farming sector became pervasive. 

In due course, organic farming started gaining importance. 

(https://www.cseindia).  In view of these developments, efforts are now underway 

to evaluate nature farming as an alternative, mainly; the research being 
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conducted is focused on the input side of production. This research is directed 

toward minimizing or reducing the input costs of production. This is referred to 

as Minimum Input Farming. The objectives of the research are twofold: to 

determine how best to minimize the use of chemical fertilizers and pesticides. 

The following research is directed toward minimizing the use of chemical 

fertilizers. 

Farming System in India: 

In Indian Economy Farming system are deliberately adopted, according to 

the regional atmosphere where they are most suitable. The farming systems that 

drastically contribute to the Indian Economy are Subsistence farming, Chemical 

Farming, Organic farming, Industrial farming and Natural farming. 

Subsistence Farming: it occurs when farmers grow food crops to meet the 

needs of themselves and their families. 

Chemical Farming: Chemical farming is done by using chemical pesticides, 

fungicides and by using artificial fertilizers which not only harms plants but can 

also pollute the surrounding environment, if put in excess. Also if these 

chemicals are used over a land for a long time the land starts losing all its 

minerals and other useful stuffs hence leaving the land useless. 

Organic Farming: it is an agriculture system that uses fertilizers of organs 

origin such as compost manure, green manure. While organic farming is done 

with minimum use or no use of chemicals. In this type of farming, manure and 

natural fertilizers are used which are biodegradable and thus do not pollute the 

environment. Also, it has an advantage over land that land is always fertile. 

https://www.answers.com/Q/What_is_chemical_farming 

Industrial Farming: it is a form of modern farming that refers to the 

industrialized production of crops and animals like eggs or milk. 

Natural Farming:   

Natural farming is a system where the laws of nature are applied to agricultural 

practices. 

https://www.google.com/search?q=Why+is+natural+farming 
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Zero Budget Natural Farming in Perception of Shri. Subhash Palekar: 

India is projected to be the heavily populated country in the world by 

2030, with 1.51 billion people. In this situation ensure food security for all people 

is the biggest challenge in front of the policy makers and government. Thus 

adopting better farming practices at large scale without assessing its scientific 

capability will be negative impact on crop yield and food and nutritional security. 

In 19 61 Indian Government had adopted “Green Revolution” (intensive use of 

HYV seeds, chemical fertilizer and irrigation) which given result in overcoming 

the food shortage in the country. However, it led to considerable adverse 

environmental impacts, such as soil degradation, greenhouse gas (GHG) 

emissions and biodiversity losses etc. With studying these drawback of 

Conventional Farming practices, In 1990s Shri. Subhash Palekar promoted Zero 

Budget Natural farming which is a unique Chemical free farming practice that is 

considered to be agroecology-based diversified farming system. According to Sh. 

Subhash Palekar, the ZBNF/NF has following 4 essential components: 

 Jeevamritha: Ensuring soil fertility through Cow urine, Cow dung, intact soil, 

pulses flour, and jaggery. 

Beejamritha: seed treatment with cow dung, urine and lime based 

formulations. 

Mulching: Using polycropping and different mulches with trees, cropbiomass to 

conserve soil moisture and adding organic carbon. 

Whapsa: water Vapour condensation through activating available earthworms. 

Subhash Palekar, promoter of the concept Zero Budget Farming 

eliminated the labour shortage problem and reduces the input cost to the bear 

minimum. He claims that „Green Revolution had poisoned air water and food 

because of the application of chemical fertilizers and pesticides. It also polluted 

the soil forcing the farmer to add more and more fertilizer and had finally 

denuded the land to the extent that productivity has started coming down. The 

repeated use of fertilizer and pesticide pushed farmers into debt trap and unable 

to come out of the clutches of money lenders, many farmers committed suicide. 

The only alternative for farmers is to reduce the cost of cultivation will come 
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down. Soil, water, crops and the produce firm healthy, making agriculture, a 

profitable occupation for farming. Indian agriculture for long remained 

sustainable only because of the low external input factor and that it turned bad 

only after the advent of foreign companies which sold “poisons” by marketing 

them at medicines. Zero Budget farming appears to be superior to both 

Conventional Farming and organic farming since it solves the problem of labour 

shortage and marketing which are perennial problem in agriculture. Further 

study can be undertaken comparing all the three types of farming practices to 

arrive the lest one for India. 

Objectives of the study 

1. It generates full time employment for farmers and agricultural labourers. 

2. It improves water holding capacity of soils. 

3. Draught resisted seeds are available to overcome irregular seasonal rain and 

considerably more climate friendly. 

4. No loss of life due to least debt and better price. 

5. It is labour and knowledge intensive. 

Hypothesis 

Prices in Natural farming are cost intensive and quality scarceness. 

Natural Farming is alternative to Organic and Chemical farming. 

Methodology 

This paper presents the results of the secondary data which is university-

based research initiative on natural farming, including a discussion of its 

implications and some policy imperatives. We hope the paper will answer some 

of the critical questions pertaining to Natural Farming. However, at the same 

time, it also opens new vistas for research with many key researchable questions 

which need to be systematically investigated to understand the causality and 

long-term impact of Natural Farming. The secondary data regarding agricultural 

status of the districts was collected through document review and through the 

websites such as Science direct, Springer, Scopus, World Bank, etc. 
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Conclusions 

Thus from a policy perspective, there is a need for public and private initiative 

On several fronts-increased investment in resource management, research and 

extension, The shift from chemical agriculture to nature farming systems 

requires a change in the farmers attitude and philosophy of life. It requires 

changes in his life style, consumption pattern, and value orientation. But it will 

take more than this. Hence, the pronouncement‟ turn waste into useful products‟ 

was a necessary survival strategy. It mentions that Natural Farming may not be 

yield enhancing but helped in improving farmers‟ income by reducing cost of 

cultivation, and attracting better product price. It improved significantly owing 

to less input cost and attracting premium price for chemical-free produce. Thus 

the paper put forward suggestions like natural farming as an alternative option 

for the producers & the consumers for chemical-free produce. (https://naarm.org.) 

Suggestions and Recommendations 

1. The farmers should be provided specific information about Natural Farming 

2. Government has to provide scientific information in less cost to farmers. 

3. Need of research institution for the research of nature Farming. 

4. Need of organize conferences, workshops and study tours to farmers on 

Natural Farming. 
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Abstract 

  The present paper highlights study role of language in digital 

marketing. Now a day marketing is the key in the new consumer 

base market in order to get success. There are many new techniques 

in the new situation to advertise the products and the language in 

the situation plays vital role. This paper tries to focus on different 

facts about the language used in the advertisement. There are 

varieties of medium to advertise the products like social media face 

book, what sup, instagram, Radio, television, digital board, cable 

system in the home on television, news papers, and magazines. 

e.t.c. It is very interesting to know that there are many variations 

regarding language used in the above mentioned mediums for 

advertisements. It is the effort of the researcher to study the 

languages used in the advertisements In short the present study 

focuses on the language used in the social media and mobile phones 

for digital marketing of any kind of productions. Digital marketing 

refers to marketing process which appears on laptop, computer and 

mobile phones, this research paper focuses on the language used in 

such devices for advertisements. It is studied in this research that 

how language s deviated from their traditional uses in the digital 

marketing.   

 Introduction: 

  India is now one of the fast developing nations in the digital 

marketing areas. Many national multinational companies are involved in the 

digital marketing field because it is the fast result medium for the companies to 

sell their productions. But in reality it is found that the success for marketing is 

not only digital marketing but proper use traditional marketing and digital 

marketing In Digital Marketing the intention of the promotional advertisement 

is to promote the particular production in such way that there must be increase 

in the sell of that specific production and it must enhance production and make 

it popular. The experts in that particular area think about the local culture and 

the local language for promotion of that particular production. If they avoid 

mailto:Amarpowar176@yahoo.in
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about the culture and language of that area where production is going to sell 

then it will surely impact on the sale ratio of the production. Therefore the local 

culture and the language used in that area need to consider while promoting any 

kind of production. Digital marketing studies in detail the customer, their age 

group, their interests, their hobbies, their choices in the market and all these 

details are considered while promoting any products in the markets. There is 

very systematic study of the market and after that the products are launched 

with some proper strategies of the advertisements. 

  We all thought that there is only one language exists in the internet that 

is English, but that is not the case English language used on the internet or in 

the promotional advertisements is literally hybrid language which is mixture of 

two or three languages. English language purely does not exist in the internet or 

in digital marketing. There are many linguistic changes found in the history of 

English language in today’s digital marketing, social media internet or 

traditional marketing. The today’s generation has grown up with internet, 

computer and mobile phones and by their side they have also developed the 

special language, dialect and slang of English language which is very away from 

the traditional English language. These new generation have deviated from the 

old traditional English and they have taken many advanced steps in the creation 

of tone and pitch to convey their messages, emotions and passions, by 

experimenting with old traditional English language and mixing it with regional 

languages like Punjabi, telgu, Marathi, kannada or Gujrati. Therefore it is 

interesting to know the changes taking place within the language in the new 

area of internet and digital marketing.   

  Digital Marketing:  

  Digital marketing is any kind of marketing where electronic devices 

like T.V. Computer, mobile phones, laptop, tab, are involved. Digital marketing 

can be both online as well as offline marketing. According to institute of direct 

marketing- “the use of internet and related digital information and 

communication technologies to achieve marketing objectives is consider as digital 

marketing.” Digital marketing is always compared with the traditional 

marketing like news papers, bill boards, direct emails, pamphlets etc. Digital 
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marketing is also connected with the social media, online videos, display ads, 

search engine marketing and popup advertisements on social media. Digital 

marketing is online connection with the potential customers for the promotion of 

productions using internet and other forms of communication. There are some 

strategies in the digital marketing like they finalize the goal first then decides 

use of available tools which will effectively reach at the target customers. 

According to C.A.M. foundation -“Digital marketing is broad discipline, bringing 

together all forms of marketing that appears through electronic devices- online, 

on mobile, on screen.  

Types of Digital Marketing  

There are many kinds of Digital Marketing as researcher we considered 

the type of digital marketing as follows. 

Search Engine Optimization:  

 Search engine optimization is technically a marketing tool than form of 

marketing itself, this is art and science of making attractive web pages for 

search engine.  

 Content Marketing:  

Search Engine Optimization is important part of content making; it is 

kind of strategies to distribute relevant and important information to target 

audience. The goal of content is to attract the lead that ultimately converts in to 

customers.    

Social Media Marketing:  

One of the most popular marketing is social media marketing where many 

number of target customers are found interlinked together. The most popular 

platforms for social media marketing are face book, twitter and instagram, with 

LinkedIn and you tube. Social media is fast developing marketing tool and it is 

mostly used by the customers. 

 Pay Per Click Marketing:  

 Pay per click is posting an ad on platform and paying every time someone 

clicks on it. 

Affiliate Marketing: Affiliate marketing is someone making money by 

promoting another person’s business. You could be either the promoter or the 
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business who works with promoter, but the process is the same in either case. 

Some affiliate marketers choose to review the products of just 01 company, 

perhaps on a blog or third –party site. Others have relationships with multiple 

merchants.  

Native Advertising:  

  Native advertising is marketing is disguise. Its goal is to blend in with its 

surrounding content so that it’s less blatantly obvious as advertising. Native 

advertising was created in reaction to the cynicism of today’s consumers toward 

ads.  

 Email Marketing:  

 The concept of email marketing is simple. They send a promotional 

message and hope that your prospect click on it. first of it is observed that emails 

are wanted Email marketing is a proven, effective technique on all its own : 89 % 

of surveyed professionals named it as their most effective lead generator.  

 Role of Language in digital Marketing: 

 There are many languages all over the world advertisement agencies are 

using them for advertising products but there are somehow twenty major 

languages all over the world use to communicate with 80 % of the world’s online 

population, but most of the communication is carried in English languages. 

English is one of the prime language of the web or internet 

 The use of language in marketing is very important factor. The age group 

on the internet is mostly 18 to 38 age, it is found that, more than fifty percent 

people prefer English language than any other in the world. Most of the buyers 

prefer to buy products if they found their own language in the advertisments.In 

short they support the products if the mother tongue is used for advertising the 

products. It is seen that most of the consumers expect the details of the 

production at their devices, means they want easy and fast access of the 

information of the production.  

 Some Important Slogans for Advertising products: There are many 

production companies in India they uses perfect slogans for advertisement 

purposes in marketing field which are effective and everlasting in the mind of 

consumers, here are some of them. 
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1. “Just do it” – Nike  

2. “Think Different”- Apple  

3. “Its Finger Lickin Good” – KFC 

4. ”Share a Coke” – Coca Cola  

5. “Have a Break Have a Kit Kat” – Kit kat  

6. “A Better Life, a Better World”- Panasonic  

7. “The Happiest Place on The Earth”- Disney 

8. “Smell Like a Man, Man”- Old Spice  

9. ” It’s Everywhere You Want To Be”- Visa  

10. ”Grace, Space, pace”- Jaguar   

11. “I’ m Lovin’ It” – Mc Donald’s   

12. “Quality Never Goes Out of Style” – Levis                              

   Conclusion: 

Whenever we heard about any brand we are immediately able to recall the 

slogan used in that particular brand. the language of such slogan is very catchy, 

it is not in the full sentences it is incomplete, grammar is not cared, tenses, 

punctuation marks are also not that much cared, their intention is to make 

slogans used in the advertisement must be attractive and consumer should 

remember it forever. There are many changes regarding syntax rules of English 

Language and they are the most eye catching and meaningful and it repeated 

before customers many times to remember it for them. Therefore the language 

used in the advertisements is very interesting and it is part of research study for 

the researchers. There is no any fixed structure for use of language in any kind 

of advertisements but experts they are trying to make it more eye-catching, and 

best one.      
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Abstract: 

Today’s world is digital world where the security and 

protection is the complex but the utmost needed aspect. In the 

context under the data protection laws the rights of users should be 

effectively ensured as well as implemented in true sense. To achieve 

this legal object, the principle of individual participation and right 

to be forgotten play crucial role. This simply means transparency 

while processing of personal data and where data should be capable 

of being influenced by the data subject. The data protection law 

should allow the users to practically participate in and persuade / 

effect the mode and way in which one’s data can be used by the data 

controllers and other stakeholders. No doubt the users need to give 

consent for using one’s data but mere consent is not effective mode 

of ensuring total protection. Self-participation and direct self-right 

to delete once own data would serve means to have privacy with 

self-control. No doubt we have few relevant laws and policies in this 

context but smooth, effective and updated legal system which not 

only ensures the rights but also the effectual execution of the same 

is the foundation key of present era of digitalisation and 

globalisation. No doubt the internet era and digital world are full of 

complications but it can never the ground to let the laymen be 

victim of misuse of tools by the delinquents having culpable mind. 

The adoption of new rights such as right to participation and right 

to be forgotten is a mean to achieve this object. However, it needs 

an active and positive role and involvement of all the concerned 

stakeholders i.e. law makers, service providers, controllers, users, 

consumers and other government agencies involved in the 

functioning of digital system. 

Rationale of the study: As the world is being rapidly globalised and digitalised 

the basic rights of the centralised phenomena i.e. users or sharer of data on 

internet should also be updated and reformed time to time. 
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Objective of the study: To know the nature, importance and need of crucial 

rights i.e. right to participate and right to be forgotten. 

Hypothesis: In India we do not have adequate legal provisions ensuring the 

right to participate and right to be forgotten. 

Methodology: Doctrine method has been adopted to do the complete justice 

with the topic and to have the basic complete theoretical knowledge of the 

subject. 

 Full Paper: 

Today’s world is digital world where the security and protection is the 

complex but the utmost needed aspect. In the context under the data protection 

laws the rights of users should be effectively ensured as well as implemented in 

true sense. To achieve this legal object, the principle of individual participation 

and right to be forgotten play crucial role. This simply means transparency while 

processing of personal data and where data should be capable of being influenced 

by the data subject. The data protection law should allow the users to practically 

participate in and persuade / effect the mode and way in which one’s data can be 

used by the data controllers and other stakeholders. No doubt the users need to 

give consent for using one’s data but mere consent is not effective mode of 

ensuring total protection. Self-participation and direct self-right to delete once 

own data would serve means to have privacy with self control. 

 Origin of Principle of Participation: 

This concept is recognised under FIPPS (Code of Fair Information Practices 

based on Fair Information Practices Principles)1.  It emphasise that - 

1. Users should be able to decide what personal data should be in record and 

that who should be allowed to use shared personal data i.e. including 

controllers of online platform, service providers and relevant stakeholders.     

2. One should be able to change or make corrections/amendments in shared 

record of information about oneself. 

                                                           
1
 Paul M. Schwartz, Privacy and Democracy in the Cyber Space‘, 52 Vanderbilt Law Review 1609 (1999). 
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3. Individual should have right to allow or deny the use of one’s information 

collected for one reasons as to be used for some other purpose with or without 

consent. 

In 1980 the Organisation for Economic Cooperation and Development Privacy 

Guidelines (OECD Guidelines)2 also supported the importance of participation of 

individuals in the context of data sharing digitally.  These guidelines focussed on 

three rights i.e. 

1. The right to ask for verification of self processed data.   

2. The right to access once personal data. Including the basic rights such as 

right - 

1. To know about the purpose of processing the data 

2. To know the period for which the data would be stored  

3. To know about the mode of processing the data. 

4.  To file grievances in case of misuse of personal data without consent or 

otherwise. Etc. 

3.  The right to confront the correctness of one’s personal data. 

Hence, saying that principle of individual participation is the base of rest of 

rights in the context of digital data would not be wrong.  With above background 

the data protection laws should ensure this right.  

Possible Challenges:  

However, there are certain challenges to ensure this right. These are like:  

Expensive Execution: The practical implementation of this right is too 

expensive for data controllers. While replying the request from the side of data 

users/individuals fee may be imposed as per existing data protection law. It may 

be a burden on the only users. 

                                                           
2
 OECD Guidelines on the Protection of Privacy and Transborder Flows of Personal Data‘ (2013), available at: 

http://www.oecd.org/sti/ieconomy/oecdguidelinesontheprotectionofprivacyandtransborderflowsofpersonald

ata.ht  m  

(last accessed 31 October 2017). 
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Technological Challenges: Managing a large quantity of data in a systemic 

mode is itself a challenge for any data controller or service provider. The data is 

needed to be maintained in various formats and also in mixed variations. Even 

the inter connectivity amongst data is also a fact that must be managed 

effectively.  

Restricted Rights: Users are generally not able to guess the impact of use, 

collections of data and misuse of data in current digital world. This also due to 

low level of understanding about legal provisions and their legal impacts and 

also low awareness about enforcing mechanism of data protection laws and 

provision. These facts certainly result into restrictive exercise of rights by users. 

 Other rights centralised to Right to Participation: 

The importance and scope of right to participation is very huge. In addition to 

right to verification, right to access and right to confront, it also creates few other 

basic rights such as: 

The right to raise objections as to processing: Even where the data has 

been processed by complying with the legal requirements the same may be 

objected if it is inconsistent with the recognised rights and interests of user or 

individuals as against the data controller.  Usually such objections can be taken 

on the reasonable grounds like - 

1. Data has been processed ultra viresly i.e. beyond the authorised limits. 

2. Data has been process against public interest at large. 

Right in case of direct marketing: A communication which is directly 

connected with specified individuals that is used for marketing is known as 

direct marketing. Here users may not be aware of or not consented to such direct 

communication because the marketers may assemble the personal data from 

various online sources without any prior message.  

Right in respect of an automated processing: Automated decisions are 

those decisions where there is no role of any human intervention. Such decisions 

may be defective or unfair because of not any uniformed or not any standard 

mechanism of sampling process. It would certainly affect the transparency of 

data processing denying the basic rights of users.    
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Right to prohibit/stop Processing:  This right is required to be exercised 

immediately as provisional remedy  is situations like :  

1. When the correctness of data is in the dispute.   

2. Where the processing is unlawful. 

3. Unauthorised use of collected data for the purpose other than the consented 

one.   

 Right to Portability of Data: With this right the user can easily shift, carry or 

spread once personal data from one platform to another digitally. This would 

ensure protection against being locked into a particular service. It further 

requires two important aspects i.e. 

1. The individual / user should be entitled to obtain the personal data provided 

by the individual to the controller in a universally used machine readable 

format. 

2. The individual / user should be entitled to convey personal data from one 

system/controller to another.   

Possible Challenges:   

1. Expensive operation and execution of such rights. 

2. Vague scope and functioning of rights. 

3. Inappropriateness for Indian system. 

4. Overlie with other segment / definite regulations. 

5. Computerized assessment process 

 Right to be forgotten: 

This right entitles the individual users to request the controller or 

organisations to delete any data about him existing in the digital world / system.  

This right shows a substantial development in the accessibility and openness of 

information connected with the digital world.  Once the data is uploaded or 

released on the internet there is every possibility that the users wants to 

withdraw or remove the same from the internet. One may letter on wishes to 

keep it secret again or not to continue the open accessibility of once personal 

data. No doubt it is usually said that once data is made available on the internet 

it cannot be truly forgotten or removed. The problem is that once the personal 
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data is available on internet the basic object / aim of uploading the same is lost 

because the data would be openly available for anybody for any purpose at any 

time. It may results into humiliation and loss of name of the users / individuals. 

For example in Google Spain Case3, previous data relating to an attachment and 

garnishment action against a Spanish individual was all the time the first link 

whenever anybody do search on internet of this individual’s name. This 

definitely caused defamation of such user.  

The Apex Court of India in the case of Sri. Vasunathan4 acknowledged the right 

to be forgotten. The court recognised this right to protect the users in crucial and 

critical matters involving the women image and status or offences against 

women or other vulnerable groups like rape, modesty of child defamation cases 

etc. Even in Justice K.S. Puttaswamy case5 our Apex Court observed that the 

effect of sharing data on internet era is perpetual. Any attempt even from an 

expert to delete permanently such digital data from the internet world cannot be 

assured. Human beings are not inactive and are flexible ever are constantly 

growing. One should be entitled to re-invent oneself and change past actions. It 

simply means to ensure the right to protect self-data and personal data shared 

on the internet. This right is a part of right to privacy and right to life under 

Article 21 of the Indian Constitution. 

Possible Challenges:  

Balance with the fundamental freedom of speech: Prima facially right to be 

forgotten implies three different categories of rights that seems to be 

inconsistent with the freedom of speech and expression6.  

These rights are : When the data is shared in internet world then the 

individual/user sharing the data should possess the right also to delete the same 

from the internet.   
                                                           
3
 Google Spain SL and Google Inc. v. Agencia Española de Protección de Datos (AEPD) and Mario Costeja 

González, Case C131/12, (2014), European Court of Justice. 

4
 Sri Vasunathan v. The Registrar General, 2017 SCC OnLine Kar 424. 

5
 Justice K.S. Puttaswamy (Retd.) & Anr. v. Union of India & Ors., (2017) 10 SCALE 1 

6
 Jeffrey Rosen, The Right to be Forgotten‘  64 Stanford Law Review 90 (February 2012). 
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Re-sharing of data: When the data is shared in internet world and same has 

been copied by some other and if same has been re-shared on internet by such 

person i.e. re-shared in once own name and concerned field. They who would 

have the right to delete that data? Unfavourable Reviews: After sharing the 

personal day if anyone has posted some comment on once data or if the data has 

been posted on the internet for me by someone else without my consent and 

knowledge. Would the right to delete would be there? 

Third Parties Liability: The liability of third party e.g. controller or search 

engines or other service providers is a complex issue to be considered while 

deciding the scope and implementation of right to be forgotten. But transparency 

requires the accountability of all the concerned stakeholders.  

Relevant Laws in India: 

At present we have various laws in India that contain express provisions that 

deal with the handing out / processing of personal data. Data may be personal 

data or and sensitive personal data. But now there is a need to re-examine and 

re-frame or made changes in existing laws in the context of new era of data 

protection fields.  Such laws are dealing with deferent aspect such as:  

Financial segment: It includes laws like Banking Regulation Act, 1949, Credit 

Information Companies (Regulation) Act, 2005, Credit Information Companies 

Regulation, 2006, The Insolvency and Bankruptcy Code, 2016, Payment and 

Settlement Systems Act, 2007 and Reserve Bank of India Act, 1934 etc. 

Health segment: It covers legislations like The Indian Medical Council 

(Professional Conduct, Etiquette and Ethics) Regulations, 2002, Pre-Conception 

and Pre-Natal Diagnostic Techniques (Prohibition of Sex Selection) Act, 1994 

and The Mental Health Act, 1987 etc. 

Information Technology and Telecommunications segment: It includes 

laws such as  The Indian Telegraph Act, 1885, The Telecom Regulatory 

Authority of India Act, 1997 and Information Technology Act, 2000 including it’s 

Rules and Regulation etc.   

Other Miscellaneous Laws: In addition to above referred laws few other laws 

are also directly or indirectly connected with the data sharing process. Such laws 
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are like The Aadhaar (Targeted Delivery of Financial and other Subsidies, 

Benefits and Services) Act, 2016 including Regulations, Census Act, 1948, 

Collection of Statistics Act, 2008, Consumer Protection Act, The Act of 1986, 

Right of Children to Free and Compulsory Education Act, 2009 and Right to 

Information Act, 2005 etc. 

Foreign Provisions: 

Sufficient legal protection can be easily traced in other countries that ensure 

safety of individuals who shares data on the internet world.   

European Union: 

The General Data Protection Regulation, 2016 at European Union ensures the 

right to obtain information relating to - 

1. Complete details and status of the data controller and service provider.  

2. The use of processing information, storage time period, methods and process 

of automatic decisions.  

3.  The legality of processing information method and platform. 

4. The nature and scope of other legal rights of user sharing the information.  

5. The right to access once personal information including the right to 

authenticate once shared private information… etc.   

 United Kingdom: 

The Data Protection Act (DPA), 1988 was enacted at United Kingdom to 

ensure and safeguard basic rights of the data sharer. It contains rights such as 

right to access self information, right to be aware about when and to what extend 

shared information would be processed and for what purpose it would be used. 

Even it has recognized right to know the reasoning i.e. the basis of decisions in 

case of automatic decisions. In case of erroneous personal details or personal 

data represented in wrong manner the data sharer should be entitled to take 

recourse of the courts to seek remedies like making required corrections in the 

data, delete the data for a period or permanently and to get substantial 

compensation in case of injury sustained due to mistake of service providers or 

controller or other involved agencies.  
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 Canada: 

The Personal Information Protection and Electronic Documents Act (PIPEDA), 

2000 has provisions regarding the individual’s right to access.  Through these 

provisions the information sharer can request to know about the existence, 

purpose of disclosure of once personal information. And if the data is tempered or 

manipulated same can be challenged to get legal remedy.  

The similar legal protection is available in Australia7  and South Africa8 for 

safeguarding the basic rights of individual sharing the data on the internet. 

Recommendation: 

1. Personal Data Protection Bill, 2019 should be adopted at the earliest. 

2. Periodical public awareness programmes at the large level should be a 

mandatory provision that to be complied with the service providers and 

controllers. 

3. Periodical assessment of legality of data processing mechanism is a need of 

time and the report of the same must be made published in the public.  

4. The educational institutions should also paly positive and active role in 

making public awareness events. 

Conclusion:  

Smooth, effective and updated legal system which not only ensures the 

rights but also the effectual execution of the same is the foundation key of 

present era of digitalisation and globalisation. No doubt the internet era and 

digital world are full of complications but it can never the ground to let the 

laymen be victim of misuse of tools by the delinquents having culpable mind. The 

adoption of new rights such as right to participation and right to be forgotten is a 

mean to achieve this object. However, it needs an active and positive role and 

involvement of all the concerned stakeholders i.e. law makers, service providers, 

controllers, users, consumers and other government agencies involved in the 

functioning of digital system. 
                                                           
7
  The Privacy Act, 1988 and the Freedom of Information Act, 1982 

8
 Protection of Personal Information Act (POPI Act) – POPIA, 2013 
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Abstract  

Education is the first step to learning anything, the learned 

thing must be useful in our life in making our life. It is not possible 

to catch government jobs for all people in the state. The government 

of Karnataka has taken several steps for youth to be able to fit in 

the sector where they are interested. Kaushlya Karnataka- Kushala 

Karnataka is Skill Development Programme that aimed to give 

formal and informal training to youth in the way to employability. 

The study is on the next plan of the Kaushlya Karnataka- Kushala 

Karnataka, Skill Development Programme of Karnataka 2017 to 

2030 plans. In this study researches studies, the employability of all 

the sectors who going to lead in up-coming years and our youth can 

choose the best one for their lives. The study is purely based on the 

secondary data, data collected from the report of Karnataka Jnana 

Aayoga, Karnataka Knowledge Commission, Department of Skill 

Development, Entrepreneurship and Livelihood, Karnataka, 

Google, related websites to the Government of Karnataka. The 

outcomes will be positive and most probably Karnataka in 4th in 

providing employability compared to the other ten states of India.  

Keywords: Skill Development, Kaushlya Karnataka, Employability, Training, 

Hiring Capacity       

Introduction  

Modern Education gives only bookish knowledge not practical knowledge. 

Through modern education, youth preparing for acquiring jobs only they don’t 

motivate to offer jobs. Youth is the hope of our future; therefore, it is very 

important to equip them with the necessary skills to become an entrepreneur 

and offer jobs. In 2016 the Karnataka Government establish the Department of 

Skill Development, Entrepreneurship, and Livelihood to enable the youth to 

acquire necessary skills for employment and livelihood promotion1.  

 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

317 

 Shweta Maruti Hulkunda 
 

 

Goals of Department of Skill Development, Entrepreneurship, and 

Livelihood 

1. Provide necessary and needed skills to youth, women physically challenging 

persons, and other communities for better livelihood.  

2. Planning, regulation, standardization, promotion, implementation, and 

monitoring of all skill development initiatives in Karnataka state.2  

3. Merge all the skill-related programs or schemes in only one department for 

betterment. 

4. Act as a nodal agency to provide industry interface, quality benchmarks, 

national/international best practices, monitoring, and impact.3  

Skill development in India  

On 15th July 2015 NDA Government launched National Skill 

Development Mission. The mission fixed target is to train 500 million skilled 

laborers in India by 2022. In these 500 million, 150 million laborers are trained 

by National Skill Development Corporation (NSDC), 100 million laborers are 

trained by the Ministry of Labour, 50 million by the Ministry of Human Resource 

Development (MHRD), and the remaining 200 million are trained by 21 

Ministries and other departments. Now Ministry of Skill Development and 

Entrepreneurship (MSDE) oversees all the arrangements relating to skill 

development. National Skill Development Corporation (NSDC) is the nodal 

agency of MSDE which is a Public-Private Partnership body. NSDC has 31 skill 

development sectors to provide training and the curriculum of the training is 

decided by Sector Skill Councils (SSCs). In 2015 Pradhan Mantri Kaushal Vikas 

Yojana (PMKVY) was launched by NSDC to train students in any of the 29 

identified sectors. Other than UDDAN also launched for providing skill training 

in Jammu and Kashmir.       

Sector-wise contribution to GSDP and Employment Table- 1 

Contribution to GSDP and Employment (in percentage) 

Sectors  2015-16 2017-18 2021-2022 

GSDP Employment GSDP Employment GSDP Employment 

Agriculture  18 52.2 16.98 49.2 17.04 45.2 

Industry  27 19.9 23.94 21.2 22.79 23.0 

Service  55 28.0 59.08 29.6 60.17 31.8 
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(Source: desktop/skill%20development/kjarecommendationskilldevelopment.pdf) 

GSDP and Employment percentages have been calculated based on inputs from 

experts. The GSDP for Agriculture had been increased to 8% and that of 

Industry and Services at 14%. Agriculture’s contribution to employment is 

assumed to be reduced at 1% each year which is then assumed to be absorbed by 

the Industry and Services at ration 45:554. 

Vocational Education in Karnataka Table-2 

Training Institutions in Karnataka 

Ownership  NCVT SCVT Total  

Government  142 116 258 

Aided  196 - 196 

Unaided  1155 168 1323 

Total  1493 284 1777 

(Source : 2017, report of Karnataka Jnana Aayoga, Karnataka Knowledge 

Commission, GoK) Vocational Education and Skill Development in Karnataka is 

the responsibility of the Department of Education and Training (DET). It gives 

institutional training through more than 1700 Industrial Training Institutions 

(IITs) overall the state. These IITs are includes National Council for Vocational 

Training (NCVT) and State Council for Vocational Training (SCVT). Department 

of Education and Training has a total of 1777 training institutions in these all 

258 are government-owned and 196 are private aided and 1323 are private 

unaided with the capacity of 2 lakh students.  

Training schemes of Department of Education and Training 

Craftsmen Training Scheme (CTS) 

This training is provided to youth to prepare semi-skilled workers for 

industries. The training provided in 46 trades and Karnataka for market Fitter, 

Electrician, Plumber, Driver cum mechanic, Mechanic Refrigeration and Air-

conditioning etc5 for two years. Who is interested to take CTS training has to 

fulfill the criteria of minimum qualification with 8th or 10th fail or pass. After 

successful completion of the training, students have to give an exam, and those 

who qualify for the exam are awarded State Trade Certificate.    

Apprenticeship Training Scheme (ATS): This is an Apprenticeship program 

for youth who have passed 10th or ITI. It is a full-term apprenticeship course for 
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3 years and candidates are provided 100% concession on the number of years 

training by NCVT courses and 50% for SCVT courses. At the end of the course, 

candidates have to attain an exam and after successful completion of the exam, 

National Apprenticeship Certificate (NAC) is provided. Candidates who receive a 

certificate of NAC can be appointed as skilled craftsmen in industries and they 

can start their businesses.        

Modular Employable Skills (MES) 

Under the Skill Development Initiative, DET implemented the Modular 

Employable Skills (MES) for school dropouts, ITI pass outs, and workers to 

improve working ability and employability. Under 68 sectors above 800 

Vocational Training Providers (VTP) are providing more than 500 courses in 

Karnataka.      

Special Training Scheme (SPL-TRG) 

To improve the quality of production and self-employment in youth the 

department conducting several special training programs in ITI institutions viz. 

1. Motor Driving Training Scheme (MDTS) 

2. Advanced Vocational Training System (AVTS) 

3. Hi-Tech Training Programmes  

4. Training Programme for Tribals.    

Training of Trainers  

Only providing vocational education is not sufficient. The training is 

updated and the quality is more important. Trainers should be updated by the 

changes and requirements of changing generations. Therefore, the government of 

Karnataka started three staff training institutions namely, State Training and 

Research Centre (STARC)- to train technical and nontechnical persons, Institute 

of Training the Trainers (IOTTs), and Bharat Ranta Mokshgondam 

Vishveshwaraya National Training Facility for Skills for All (BMVNTFSA). The 

Training of Trainers (ToT) model is intended to engage trainers in coaching new 

trainers that are less experienced with a particular topic or skill with training 

overall. It can build a pool of competent instructors who can then teach the 

material to other people6.  
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Goals and Objectives of Training of Trainers model 

Goals of Training of Trainers 

model 

Objectives of Training of Trainers 

model 

1. To prepare instructors to present 

information effectively, respond to 

participant questions, and lead 

activities that reinforce learning.  

2. Direct participants to supplementary 

resources and reference materials. 

3. Lead discussion. 

4. Listen effectively 

5. Make accurate observation  

6. Help participants link the training to 

their jobs 

7. Trainer participants also learn the 

importance of maintaining eye 

contact, presenting a positive attitude, 

speaking in a clear voice, gesturing 

appropriately, and maintaining 

interest and dispelling confusion.  

 

 

1. Apply current practices in delivering a 

training on a selected evidence-based 

program. 

2. Deliver proven facilitative skills to 

promote learner engagement, 

reflective practice, critical thinking 

and skill acquisition 

3. Show mastery in delivering key 

training strategies commonly used, 

such as brainstorming, processing, 

roleplays and practice sessions. 

4. Use appropriate levels of intervention 

when managing difficult training 

situations, including disruptive 

learning behaviour.  

5. Initiative a personal plan of action to 

strengthen their trainings and 

facilitation skill.  

 

(Source:https://www.cdc.gov/healthyschools/professional_development/documents

/17_279600_TrainersModel-FactSheet_v3_508Final.pdf) 

Educational structure in Karnataka Table-3 

Educational structure in Karnataka 

Education  No. of 

institutions 

Enrolment 

capacity  

Enrolment  Pass  

SSLC 15140 1774264 887132 685152 

PUC 4789 643532 516506 369479 

B.E/B.Tech 206 93365 69974 50834 

BA 732 138893 138893 77284 

BSc  30344 30344 21451 

B.com/ BBM 120175 120175 77395 

Agriculture  29 2921 2680 2231 

MBBS/Nursing/AYUSH 512 32551 24063 16670 

Total  1479 418249 386129 245865 

Formal Vocational Trainings 

Polytechnic  295 75000 60000 49000 

ITI 1777 106000 73000 59000 

D.Ed./ pre-primary   78 16986 16986 7404 

Arabic /Open 

Schools/Computer  

140 19957 19957 11861 
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Drama/ Music / Film 53 11152 11152 9356 

Drawing  241 38914 38914 38914 

Nursing/Pharma 783 13886 10548 7027 

Agriculture/ Horticulture 13 50 50 36 

Lather/ Plastic   2 2065 1947 418 

GTTC 21 1210 843 682 

KGTTI (Karnataka German 

Technical Training) 

4 2456 2456 659 

Total  3407 287676 235853 184357 

Informal Short-Term Trainings 

Textile  36 19523 19523 19523 

Technical Education 91 40000 15000 15000 

Karnataka Vocational 

Training and Skill 

Development Corporation 

(MES Centres) 

213 25000 16000 16000 

National Rural Livelihood 

Mission (NRLM) 

77 17500 2322 2322 

National Urban Livelihood 

Mission (NULM) 

323 45000 22000 8336 

Women Development 

Corporation  

- 6590 3833 3833 

Construction academy centres 12 30000 3000 3000 

Leather  01 564 564 564 

Motor Vehicle driving   176 401 401 401 

Total  929 184578 82643 68979 

(Source: Department of Skill Development, Entrepreneurship and Livelihood, 

Karnataka)  

State Wise High Employability and Most Preferred States to Apply 

Internship Table-4 

State Wise High Employability (in percentage) 
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Chart-1 and 2 

 

Government implementing number of programs to impart skills and prepare 

youth for self-employment and recruit as well skilled worker in reputed 

industries. We see that almost all the vocational and non-vocational training are 

well doing their tasks. It is very important to successful implementation, 

running, and reliable outcomes of the concerned program. Here, the above table-

4 and chart-1,2 show the scenario of State Wise High Employability and the 

Most Preferred States to Apply for Internship. Most of the ten states list given, 

who apply for an internship. In these states Karnataka preparing 10th in 

applying for an internship it is 86.79 percent of its percentage but when we 

compare it with other states it is 10 percent. In employability, Karnataka prefers 

4th with its percentage of 51.21 but when we compare it with other states it is 11 

percent which is progressive. It will be considered as the government moving 

towards the great success of the skill development programs in generating 

employability.          

Sector wise hiring capacity from 2015 to 2021 

Sectors   Year  Changes in 

hiring intent 

per year (in 

percentage) 

Employability 

changes per 

year (in 

percentage) 

Hospitality and Tourism, 

BFIC, Core Sector (Oil, 

Gas, Steel and etc) 

2015 23 37.22 

Retail, E-Commerce and 2016 14 38.12 
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Sector wise hiring capacity from 2015 to 2021 in India                  

Table-5 

                           (source: https://indiaeducationforum.org/pdf/ISR-2021.pdf) 

Analyses of Skill Gap To implement any policy relating to Skill Development the 

analysis of the skill gap is very necessary. Here we going to analyze the sector-

wise skill gap in Karnataka.  

Labore demand for banking sector Table-6 

Labore demand for banking sector 2015 to 2030 

Year Officers Clerk Subordinates Total 

2015 45552 34952 12048 92551 

2018 55298 40574 11989 107862 

2020 61796 44323 11950 118069 

2022 68294 48072 11911 128276 

2025 78041 53695 11853 143588 

2028 87787 59317 11794 158899 

2030 94285 63066 11755 169106 

(Source : 2017, report of Karnataka Jnana Aayoga, Karnataka Knowledge 

Commission, GoK) The banking sector is most demanding in modern days. From 

the given data it is clear that year by year rate of labor demand is increasing. In 

the year 2015 demand for officers is 45552 which is assumed to be increasing to 

94285 in 2030. In the year 2015 demand for clerks is 34952 which is assumed to 

Transport, Pharma and 

Health care   

Core Sector (Oil, Gas, 

Steel and etc), Software, 

Hardware, Auto 

Ancillary 

2017 7 40.44 

BSFI, Retail 2018 10 45.60 

BSFI, Software, 

Hardware, 

Manufacturing  

2019 15 47.38 

BSFI, BPO, KPO, ITeS 

and Internet Business 

2020 10 46.21 

BSFI, Software, 

Hardware, IT and 

Internet Business 

2021 10 45.9 

https://indiaeducationforum.org/pdf/ISR-2021.pdf
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be increasing to 63066 in 2030. In the year 2015 demand for subordinates is 

12048 which is assumed to be increasing to 11755 in 2030. In the year 2015 

demand for a total is 92551 is assumed to be increasing to 169106 in 2030. The 

rate of demand for banking labors increasing above 20 percent a year by year it 

is a good intimation to candidates who preparing to a bank employee in future 

days.     

Labore demand for Insurance sector 2015 to 2030                                   

Table-7     

Labore demand for Insurance sector 2015 to 2030 

Year Private LIC Total 

2015 69210 85065 154276 

2018 76832 87199 164031 

2020 81913 88622 170535 

2022 86994 90044 177039 

2025 94616 92178 186794 

2028 102238 94312 196549 

2030 107319 95734 203053 

(Source : 2017, report of Karnataka Jnana Aayoga, Karnataka Knowledge 

Commission, GoK) 

As banking sector Insurance sector is also in demand for laborers in the private 

sector and LIC. In the year 2015 demand for Private sector labor is 69210 it is 

assumed to be increasing to 107319 in 2030. In the year 2015 demand for labor 

for the LIC sector is 85065 it is assumed to be increasing to 95734 in 2030. Total 

demand including the private sector and LIC is 154276 in 2015 and 203053 in 

2030. The rate of Insurance workers' demand is more than Banking sector 

workers. It is appreciated that candidates have a chance in both private and 

public sectors same demand in the insurance sector. 

Labore demand for construction workers 2015 to 2030 Table-8 

Labore demand for construction workers 2015 to 2030 

Year Male  Female  Total  

2015 147532 51953 199485 
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2018 155325 72733 228058 

2020 158623 85435 244058 

2022 161882 97993 259874 

2025 168466 119894 288359 

2028 174768 141290 316059 

2030 178877 155389 334267 

(Source : 2017, report of Karnataka Jnana Aayoga, Karnataka Knowledge 

Commission, GoK) 

Construction is a continuous process and has a continuous demand for laborers. 

It is also one of the most demanding sectors for employability. Male workers 

have more demand than female workers, in the above table, it is very clear the 

demand for construction laborers is increasing year by year. Male is in demand 

over 147532 for the year 2015 and 178877 for the year 2030, females are in 

demand over 51953 in 2015 and 155389 in 2030. The total demand is estimated 

at 334267 for 2030. Therefore, the construction sector also has future demand, 

who interested can prepare for their future.    

Man power demand in health sector 2015 to 2030, Table-9 

Man power demand in health sector 2015 to 2030 

Year Staff nurse  Para-

medical 

staff 

Administrative 

staff 

Doctors  Total  

2015 102723 70765 27393 66199 497636 

2018 1357 935 362 874 3528 

2020 1392 959 371 897 3619 

2022 1248 860 333 804 3245 

2025 1291 890 344 832 3357 

2028 1336 920 356 861 3473 

2030 1367 941 364 881 3553 

(Source : 2017, report of Karnataka Jnana Aayoga, Karnataka Knowledge 

Commission, GoK) The demand for manpower in the health sector is estimated 

based on 100 beds and the needed workforce including doctors, nurses, 
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paramedical and administrative staff. Per 100 beds the estimation is as, 29 

Doctors, 45 Staff Nurse, 31 para medicals, 12 administrative staff therefore, the 

total strength for 100 beds is estimated at 117. As per the estimation, the rate of 

demand for health workers is very low as compared to 2015 and 2030.  

Major employment sectors as per skill development 2030  

 Table-10 

  Major employment sectors as per skill 

development 2030 

Major sectors Numbers  Percent  

Tourism 5000000 30.12 

Information Technology 

/Biotechnology, Environmental 

Science 

4000000 24.10 

Construction 2000000 12.05 

Human Resource Export 1500000 9.04 

Education 1000000 6.02 

High-Tech Industries 1000000 6.02 

High-Tech Agriculture 1000000 6.02 

Health Care 500000 3.01 

Banking, Finance, Insurance 300000 1.81 

Textile 300000 1.81 

Total 16600000 100 

(Source: Karnataka Knowledge Commission, Vision 2030) 

Above is a list of major sectors who going to employ or hire more workers, first 

five sectors are Tourism, Information technology, Construction, Human Recourse 

Exports, and Education. The majority is of tourism by 30, second Information 

Technology with 24 percent and construction sector by 12 percent.  

Training programmes in Karnataka by DSDEL and other Departments 

S.no Departments Numbers of 

participants 

Skill development programmes conducted by Department of Skill 

Development, Entrepreneurship and Livelihood 
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1 Skill Development Programmes 105000 

2 Karnataka Vocational Training and Skill 

Development  

26000 

3 Deen Dayal Upadyay Grameen Koushalya Yojana ( 

NRLM) 

39000 

4 Employment through Skill training and placement 

(NULM) 

50000 

5 Karnataka Building Construction Academy 30000 

6 PMKVY 70000 

 Total  320000 

Informal Training Programmes implemented by Other Departments 

7 Information and Bio Technology 6000 

8 Handlooms and Textiles 43200 

 Technical Education  582 

9 Lather Industries  50 

10 Youth Service  500 

 Tourism 7000 

11 Energy  10000 

12 Transport  10000 

13 Karnataka Milk Federation 20000 

14 RUDSETI 29000 

15 CEDOK 17000 

 Total  143332 

     (Source: Department of Skill Development, Entrepreneurship and Livelihood, 

Karnataka)  

Conclusion  

To create employability both formal and informal education systems are 

playing a very important role. Majorly Skill Development Programmes, KVTSD, 

NULM, NURM, PMKVY, RUDSETI, CEDOK are promoting numbers of 

candidates per year. The two years follow-up was also conducted by the above-

listed programming institutions and also, they solved their problems by 

providing some facilities like marketing, shedding, financial assistance from 

banks, etc.       
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Abstract: 

Customer satisfaction is an important part of any business, 

in hotel industry customer is a main pillar of business so hotel 

industry knows what the demand from customers, what are the 

requirements of customers. They can change or update accordingly 

customer demand. The study main aimed to assess the customer 

satisfaction in hotel industry at selected hotels. Survey design was 

adopted for the study. A structured questionnaire was administered 

to 50 customers in hotel. The data collected were analysed with 

descriptive statistical. The finding of the study some of hotels are 

provided e-payment transaction but not provide prompt services in 

hotel. They suggested provided different type of food for customer, 

don’t waste food it give to the poor people and also give toys for kids 

for entrainment purpose.  

Keywords: Hotels, e-payment, Servicers, Quality 

Introduction:  

Full form of Hotel is Hospitality Offered to Every Labourer, Hotel means 

large building with numbers of rooms, people can stay one or more days it’s like 

a home but actually it is not a home. The main or primary purpose of hotel is to 

provide food, Travellers with shelter, refreshment and same services and goods. 

There are numbers of types in hotel such as small hotel, medium hotel, Large 

hotel, very large hotel, this different types depends upon the area. In this paper 

researcher want to study the customer satisfaction towards hotel industry. It 

means now need to change our thinking an every business or management its 

need to customer satisfaction. What customer wants, desire its important part of 

any business. Customer satisfaction measures in three bases its price, services, 

quality. Now in weekend or holidays people are going to same were to change in 
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routing life or trip that time they want very special hotels. Those people are 

coming from urban areas they prefer dhaba style hotel. Now people are most 

prefers going to the hotels in any occasionally like birthday, anniversary party. 

Customer satisfaction is the part of internal assessment it may satisfy or 

dissatisfied. Every customer has different thinking from others. Customer 

satisfaction can gives to the hotel some advantages which can directly affected to 

the profitability and growth of hotel. “Customer satisfaction is defined as a 

measurement that determines how happy customers are with a company’s 

products, services, and capabilities. Customer satisfaction information, including 

surveys and ratings, can help a company determine how to best improve or 

changes its products and services.”( https://asq.org/quality-resources/customer-

satisfaction)  

Objectives of the study: 

1. To study the Customer Satisfaction in Hotel industry.  

2. To know the problems of Hotel Industry. 

3. To gives some suggestion of customer satisfaction toward Hotel Industry. 

Review of literature: 

Gandolfo Dominici (2010) the main focus of this study customer satisfaction in 

hotel industry to improve customer loyalty and also increase the efficiency of 

employees. He performs a qualitative analysis of a hotel of Sicily. In this paper 

he evaluates the overall customer satisfaction management of hotel. He was 

finding that the customer satisfaction is increased. 

Dr.Dil Pazir (2015) it was studied that the customer satisfaction is the main 

part of any organisation. The Services providers know to the customer want, 

expectation, requirements, design etc. The main purpose of this study is ti 

measure customer satisfaction in the hotels. for this studied researcher use a 

well structures questionnaire for collected primary data from the respondent. It 

was used simple random sampling method. The finding are 40% of the customer 

are fully satisfied and 20% are fully dissatisfied of services.  

Okocha (2021) it’s explored that the relationship between customer satisfaction 

and services quality and also behaviour intension of customer. They selected 3-

https://asq.org/quality-resources/customer-satisfaction
https://asq.org/quality-resources/customer-satisfaction
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star hotels in Onitsha. They adopted survey method for this study and collected 

200 guest samples for the study. The data analysed of descriptive statistics and 

tested Persons correlations. The found that the equally revealed that both had a 

strong relationship with behavioural intensions. The guest are gives positive 

reviews they satisfied with the services of hotels and recommended to revisit the 

hotel. 

Hypothesis of the study: 

Customers are fully satisfied towards Hotel Industry. 

Scope of the study: 

The study is conducted only to the for customer satisfaction of Hotel industry. 

The functional scope is finding out the satisfaction level and also suggests the 

reason for the poor practices of services quality of hotels, charges of prices and 

quality of products. The study only limited for Khatav Tehsils.  

Research Methodology:  

For this study researcher collect a well-structured questionnaire form customers 

for primary data and also collected some secondary data from articles, 

newspaper etc. The study use simple random sampling method. For the study 80 

questionnaire collect from customers actually 50 respondent.  

Analysis of the study: 

Variables Option Frequency Percentage 

 

Gender 

Male 29 58 

Female 21 42 

 

Age 

Below 25 19 38 

25-35 10 20 

35-50 15 30 

Above 50 6 12 

Marital Status Married 22 44 

Unmarried 28 56 

 

 

Occupation 

Employed 29 28 

Self employed 5 10 

Student 10 20 

Other 6 12 

 

Monthly Income 

Below 20000 5 10 

20,000-40,000 17 34 

Above 40,000 12 24 

No Income 16 32 

 

Frequency of  visit to  

hotel 

Daily 8 16 

Once in weak 12 24 

Once in Month 21 42 

Uncertain 9 18 
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Types of Hotels 

Veg  8 16 

Non-veg 16 32 

चायनीज  2 04 

Restaurant 4 08 

ढाबा (चुलीवारचेजेवण) 20 40 

The above table shows that the demographical information such as gender, age, 

marital status, occupation, monthly income, frequency of visit to hotels and types 

of hotels they like.  

Quality of the food: 

 

The Above table shows that the 46% hotels are provided excellent food for 

customers, 36% hotels provided good quality and 9% are very good and fair 

quality provided to customer.  

 

The above table shows that the 63% hotels are provided entertainment facilities 

for kids and 37% are not provided these facilities.  

Option Yes No 

Parking facilities  82 18 

Cleanliness and comfort 80 20 

Staff performance 73 27 

Price charged by the 

hotels  

65 35 

Prompt services provided 68 32 
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e-payment transaction 90 10 

    The above table shows that the 82% hotels are provide parking services for 

customers 18% are not provide parking facilities. 80% provide cleanliness and 

comfort services for customer. 68% customers provided prompt services for 

customer. 90% hotels provide e-payment transactions for customers.  

Conclusion:  

Now customer satisfactions are the most important part of any hotel 

industry and day by day it changes in demand of customers, they want different 

types of services from hotels also improve their staff performance, they provided 

entrainment facilities for kids, they charge different type of rate for different 

goods and main think of that maintain quality of good to the customer.   

Suggestion: 

1. Hotel management wants to give the food to poor people. 

2. Keep the toys entrainment facilities for children's. 

3. Verity of food provide for customers.  

4. Maintain quality of food for customer.  
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Abstract   

The banking sector in India has played a major role in socio-

economic development and has always been the backbone of the 

Indian economy. Electronic banking is another boon to customers 

which enables them to carry out transactions remotely, which would 

have otherwise required them to visit the branch in traditional 

banking. The study mainly focuses on how the banking sector has 

undergone a sea of change in the last 7 years (2014-2021) with 

automation and has resulted in technology-driven banking as 

against traditional manual banking. Automation involves 

performing banking transactions electronically through the use of 

smart technology. The study also highlights the factors that lead to 

this dynamic change from manual processing to automated 

processing and increased competition among the bankers and the 

trend of increasing adaptation by customers to new innovative 

methods of banking during the period. The analysis of the trend 

growth and performance of innovative methods like electronic 

NEFT, RTGS, Mobile banking, online bill payment is a part of the 

study. From this study, there is clear visibility of how certain events 

during this period acted as catalysts for increased adaptation and 

switching by customers from the traditional banking system to 

electronic platforms to perform banking transactions and which led 

to steady growth of all types of electronic internet banking. 

Key Words: - Electronic Banking, Automation, Smart Technology, NEFT, 

ATMs, RTGS, Mobile Banking  

Introduction 

  The banking sector in India has evolved from time to time with 

advancements in process & technology and innovation. In the earlier days 
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banking was constricted to branch banking. The customers had to frequently 

visit from time to time to carry out their transactions and full fill their needs. 

(e.g.: statement, updating of passbook, getting new cheque book, withdrawal and 

deposit of cash, etc). Moreover, the banks in those days were selected based on 

location. Traditional banking provided the customers with one-to-one services 

and the staff's ability to persuade them. In the past decade, the banking sector of 

India has made tremendous progress with the development of financial 

technology, through the introduction of information communication technology 

(ICT), and has led to the rapid development of new and innovative services. Due 

to this, the customers have been benefited from quick responsive error-free 

service. Thus, traditional banking has been overtaken by dynamic IT, electronic, 

and fin-tech.   

In the middle and late 90s, there was a rush of financial reforms, 

innovation, de-regulation by the Government, introduction to LPG followed by 

advancement in communication technologies like the internet, mobile phones, 

etc. Due to these reforms, banking in India was redefined from a mere financial 

intermediary to a service provider of various financial services under one roof 

like a financial supermarket. The inclusion of private and foreign banks brought 

new technologies in the market which rendered its customers with services like 

ATMs, Credit and debit cards, internet banking, and increased competition 

among the banks. To keep pace and compete with the private and foreign banks 

the public sector banks had no option but to adopt and adapt new and innovative 

technologies. 21st-century banking in India can be called Innovative Banking. 

Some of the innovative technologies utilized by the banks are ATMs, ECS, IFSC 

code, UPI, MICR cheques, 24/7 Electronic Digital Banking, Video banking, 

Internet Banking, Mobile Banking, and Card banking to mention a few.  

The banking sector covers various activities for deposits, payments, data 

collection, and digitized processes like contactless payments, credit scoring. 

Through online banking customers could get their account information, bank 

statement, open and close Term deposits, do money transfers, make bill 

payments, request for new credit and debit cards, account information change, 
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request cheque books, and get small value loans. The CDS and ATMs are 

electronic banking outlets that allow people to deposit and withdraw money and 

check balances without going into a branch of their banks. Kiosks allow the 

customers to deposit cheques and update passbooks. Electronic banking is 

another boon to customers which enables them to carry out transactions that 

would have required them to visit branches in traditional banking. 

Objectives 

1. To analyse the Growth and Performance Trends of automation in the Indian 

banking sector. 

2. To understand the various technological advancement concerning automation 

in the banking sector of India. 

Research Methodology  

 The study uses secondary data that has been taken through various sources like 

journals, articles, survey reports, reviewed other research papers and websites 

like the Reserve Bank of India 

Role of Automation in the Banking Sector 

The Indian banking sector has undergone expeditious changes over a 

period of time with the introduction of Electronic Banking. The influence of 

electronic banking has now made people tech-savvy and has created an 

environment of eagerness among the population to adapt and adopt smart 

banking. Automation has also created transparency along with a faithful and 

trustworthy relationship between the banks and their customers. It has made 

the process of giving and receiving, easy, convenient, and error-free at all times. 

With automation, electronic banking services are available 24/7 for people to 

carry out their transactions without any boundaries of time and location. 

Moreover, every bank adopting and adapting automation has been able to attract 

more customers to utilize these services. This change has resulted in a new 

outlook in the service and trading sectors and has tremendously benefited the e-

commerce industry. E.g.: a virtual market and showroom are created by the likes 

of Amazon, Flipkart, Myntra, pepper fry, etc where customers have the facility to 

do seamless transactions of buying their needs and paying using electronic 
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banking. Similarly, entities like Zomato, Swiggy, Uber eats are delivering food to 

customers from their chosen restaurants and collecting payment electronically. 

Similarly, this process has been extended to the purchase of daily needs, 

groceries, milk, medicine, etc.  

Electronic Banking transactions have been by and large adopted in all 

trading sectors, shops, petrol bunks restaurants, etc. With electronic banking, 

the banks can reach the rural areas and bring them to the urban markets. They 

provide a medium to carry out receipt and payment between producer and trader 

and consumers. Electronic transactions and banking have been a great boon to 

bank customers. The customer can seamlessly carry out all his transactions 

paperless and without physically visiting the bank branch which resulted in a 

saving of time. E.g.: Money transfers, payment of bills, request for a statement of 

accounts, open and close of accounts, open and close of term deposits, request for 

new debit and credit cards, blocking of cards, change of address, request and 

change of ATM PIN and card PIN, etc.   

ATM (Automated Teller Machines) & CDM (Cash deposit machine)  

An ATM & CDM are electronic banking outlet that enables people to 

quickly withdraw money anytime during the day without the aid of a branch 

representative or a teller. Like an ATM, CDM allows customers to deposit cash 

anytime during the day as well as withdraw. As per RBI (Reserve Bank of India) 

guidelines, each bank is required to provide a minimum of 3 free transactions in 

ATM/CDM without any charges to customers. Beyond 3 transactions it is left to 

the discretion of the individual banks to decide when to charge. The levy as per 

RBI guidelines is RS 21 per transaction after the free limit is exhausted. 

However, the charges are not arbitrary and are left to the bank’s discretion. The 

data of the number of ATMs for a period of 7 years (2014- 2021) is depicted in 

Table 1 below   

Table 1.1 Number of ATMs during 2014- 2021 

 

 

 

Year 2014 2015 2016 2017 2018 2019 2020 2021 

No of 

ATMs 

(In 

Million) 

1.99 3.06 3.30 2.39 2.47 2.48 2.52 2.34 
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It can be seen from above table in 2015 there was a significant increase in 

the number of ATMs as compared to 2014. However, 2016 did not see any 

significant growth However subsequent years saw a considerable decline in the 

number of ATMs and this is attributed to demonetization and the thrust to use 

electronic banking for day-to-day transactions in the number of ATMs. After 

2017, in the subsequent years, the number of ATMs has remained stagnant. One 

of the contributing reasons for this has been the adaptation and shift of 

customers at large to internet banking using smartphones Cashless payments 

could be made through smart applications using smartphones. 

RTGS- (Real-Time Gross Settlement) 

RTGS is a method of fund transfer through which money is sent from the 

payer's account to the payee's account of the same bank or another bank 

electronically in a short time 24/7 365 days. RTGS is mainly meant for larger 

value transactions and the minimum amount that can be transferred through 

this mode is Rs.2 lakh maximum limit will depend on the account type of the 

customer. Requests for RTGS can be given manually visiting the bank branch or 

can be carried out by the customer thru internet banking. Transfers can be 

scheduled in advance as well. To send money via this mode one requires the 

bank details like the IFSC code, account number, name of the payee, and the 

payee bank. This mode of payment is the most convenient as it provides safety 

and security, is backed up by RBI, there is an immediate clearing of 

transactions, and is very reliable as the funds are credited on a one-on-one basis. 

RTGS is used by the Central Bank to minimize the risks that were involved 

while carrying out high-value transactions. Charges for RTGS are levied to 

customers and the amount is left to the discretion of the individual banks. 

NEFT- (National Electronic Funds Transfer) 

NEFT is another electronic payment mode that facilitates direct one-to-

one payments across the country. Using this facility, a payer can electronically 

transfer funds from one's bank branch to the payee's account in the same bank 

as that of the payer or another bank in the country that is a part of the NEFT 

scheme. To send money via this mode one requires the bank details like the IFSC 
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code, account number, name of the payee, and the payee bank. NEFT enables 

transactions 24/7 and 365 days. NEFT is seamless, reliable, secure, and 

convenient, is processed every half an hour, and credit happens to the payee's 

account within 2 hours of the payer executing the transaction. NEFT allows the 

transfer of any value >= Re 1. However, some banks have set a maximum limit. 

The request for NEFT similar to RTGS can be done manually by visiting the 

bank or using internet banking. Charges for NEFT are levied to customers and 

the amount is left to the discretion of the individual banks. The data represents 

the value of RTGS & NEFT value in billion and its % Growth value for a period 

of 7 years (2014- 2021) is depicted in table 1.2 below, 

Table No 2 Transaction value of RTGS and NEFT 

Year Value of 

RTGS in 

bn 

% Growth 

Value of 

RTGS  

Value of 

NEFT 

in bn 

% Growth 

Value of 

NEFT  

2014 743993.6  - 55339.51  - 

2015 794160.6 6.74% 75985.8 37.31% 

2016 943727.9 18.83% 106103.8 39.64% 

2017 1116611 18.32% 157997.3 48.91% 

2018 1296190 16.08% 216347.9 36.93% 

2019 1388670 7.13% 232966.4 7.68% 

2020 1053160 -24.16% 238494.9 2.37% 

2021 1105378 4.96% 249532 4.63% 

 

   From the above table, it is observed that the value of RTGS transactions 

has stabilized in the range of 1100k bn to 1300k bn. The reason for the RTGS 

transaction degrowing in 2020 over the previous year can be attributed to the 
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pandemic situation in the globe. The primary reason for the growth in RTGS 

transactions in the period from 2016- 2018 can be attributed to demonetization, 

restrictions introduced in cash transactions, (Payment exceeding 20K has to be 

done by cheque or account transfer) and customers shifting paperless internet 

banking, mobile banking and use of cards. 

 It is observed that in 2015 there was a tremendous increase in the usage of 

NEFT transactions as compared to 2014. From 2016 to 2018 the NEFT 

transactions were comparatively very high. However, over a while, their growth 

% over the previous year has reduced. The value of the transaction has stabilized 

in the range of 24K bn to 25K bn. The reduction in the growth % of NEFT & 

RTGS can be attributed to  

1. People shifting to mobile banking.  

2. Introduction of new smart applications with offers, cashback, and discounts  

3. People increasing usage of credit and debit cards, payments through 

applications like Google Pay, Paytm, Phonepe, BHIM UPI, etc. 

Mobile Banking   

Mobile banking is another mode of payment that enables customers to 

make payments through smart mobile phones using mobile applications. The 

innovation in mobile banking is a boon for the Indian economy as its acceptance 

by payers and payees is significant in recent years. Competition among the 

traders and retailers has intensified with mobile banking. It is a big boon for the 

E-commerce industry and the e-commerce business has grown many folds due to 

the mobile banking facility. Individual banks have their respective mobile 

application through which the customers can link their bank accounts with their 

smartphones and carry out the transactions. Along with the application of the 

respective banks, there are other applications e.g., Paytm, Google Pay through 

which the payments can be carried out by scanning a QR code. Mobile banking 

allows customers to perform their transactions online 24/7 at all trading outlets. 

 The customers can carry out activities sitting at home or place work 

which earlier required them to take time off and spend the same to visit the 

trading or servicing location and wait for their turn. (e.g.: booking plane and 
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train tickets, payment of electricity bills telephone bills, gas bills, rent, mobile 

bills, recharging of sim cards, etc etc). Mobile banking is secure safe and 

seamless. however, the customer needs to be careful in terms of keeping safe and 

not sharing the OTP, CVV, passwords, PIN. Finally, customers realized the 

immense benefits of Mobile during the current pandemic situation in the globe 

as they could perform all transactions to satisfy their needs using their mobile 

and fingertips and without physically moving out. The data of the value of 

Mobile Banking transactions for a period of 7 years (2014- 2021) is depicted in 

Table 1.3 below, 

 

Table no 1.3 Mobile transaction 

year value in bn % Growth 

Value 

2014 666.22   

2015 2862.57 329.67% 

2016 10288.90397 259.43% 

2017 15466.67 50.32% 

2018 22840.45 47.68% 

2019 52549.50 130.07% 

2020 75,451.23 43.58% 

2021 122618.03 62.51% 

From the above table and graph, it is observed that mobile banking is very 

popular in the last 7 years among the customers and continues to grow leaps and 

bounds due to ease of performing a seamless transaction and quick settlement to 

the payee. The contributing factors are demonetization, restrictions in value of 

cash transactions, the introduction of mobile payment apps, (google pay, phone 

pe, BHIM UPI, Jio pay, amazon pay), use of internet banking, credit cards and 
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debit cards thru mobile, and finally acceptance by the payees across all forms of 

business. 

Conclusion and Suggestions 

To conclude, the banking sector has undergone significant change in the 

last 7 years and these changes have greatly benefited customers, banks, and the 

economy of the country and have acted as a catalyst to economic development. 

With technology, the process of giving and receiving money has become seamless, 

secure, quick, contactless, and safe. This has eased the process of trading & 

distribution and the service sector. Moreover, this reduces the footfalls of the 

customer to the bank branch and also reduces manual banking. This has 

encouraged competition among the banks to attract customers and increase 

turnover. While the manual banking process continues to exist it has gone 

downhill, and internet banking has become customer friendly and easy to adapt 

and adopt. 

The banking industry in India has on the whole conquered the world of 

automation and thereby created its benchmark in the Global Economic Market. 

To ensure greater reach, education and awareness about the benefits of 

automation and internet banking are a must using all mediums of 

communication. It is also necessary that the use of technology in the banking 

industry in India reaches greater heights of glory while spreading in the length 

and breadth of the nation. 

Bibliography:  

1. Prof. Parvathy V K (March 2019). The developments in the Indian banking 

sector with special reference to financial technology, International Journal for 

Research in Engineering Application & Management (IJREAM 66-70 

2. Reeshma (November 2016). PDF) Technology in Indian Banking Sector | 

IJMTST - International Journal for Modern Trends in Science and 

Technology (ISSN:2455-3778) retrieved  from - 

Academia.eduwww.researchgate.net/publication/344340972_Analysis_of_Ban

king_Sector_in_India_Post_Covid-19 

https://www.academia.edu/29939373/Technology_in_Indian_Banking_Sector
https://www.academia.edu/29939373/Technology_in_Indian_Banking_Sector
https://www.academia.edu/29939373/Technology_in_Indian_Banking_Sector
https://www.academia.edu/29939373/Technology_in_Indian_Banking_Sector
http://www.researchgate.net/publication/344340972_Analysis_of_Banking_Sector_in_India_Post_Covid-19
http://www.researchgate.net/publication/344340972_Analysis_of_Banking_Sector_in_India_Post_Covid-19


IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

343 

 1Ms. Meghna Neelakantan   Dr. Sunil Bhaskar Chandanshive 
 

 

3. V, Radha. (March 2015). A study on the technological innovations in the 

banking sector in India. Global research review in Business and Economics.  

38-41 

4. World retail banking report 2017. (2017). Capgemini & EFMA whitepaper 

5. N.M. Nair, (March 2014). Role of Information Technology in Banking Sector 

in India. IBMRD's Journal of Management and Research 334-346 

6. www.rbi.org.in 

 

 

 

 

 

 

  

  

 
 

http://www.rbi.org.in/


International Journal of Advance   ISSN – 2347-7075 

and Applied Research (IJAAR)   Impact Factor –7.328 

Peer Reviewed Bi-Monthly                Vol.9 Issue. 3 Jan-Feb-2022      

 http://www.ijaar.co.in/ 
 

 
 

344 
 

 

                 AN EXPLORARTION FOR PROTECTIVE EFFECT OF 

RHIZOME EXTRACT OF IRIS PSEUDACORUS L.AND SEED 

EXTRACT OF DOLICHOS BIFLORUS L. IN SODIUM 

OXALATEINDUCED UROLITHIASIS IN RAT MODEL 
 

 

Sarita Sharma1, Dr. (Prof) Amit J. Raval2, Dr. (Prof) Raju Koneri3 
1PhD Research Scholar, Pacific Academy of Higher Education and Research 

University, Udaipur, India 
2Professor, Pacific Academy of Higher Education and Research University, 

Udaipur, India 
3Professor and Dean, Karnataka College of Pharmacy, Bangalore, India   

 

Abstract 

The aim of our presented study is to assess the effect of Rhizome 

extract of Iris pseudacorus L. and seed extract of Dolicos biflorus L. as 

preventive agent in experimentally induced urolithiasis model in rats. 

Rats were administered Sodium Oxalate (70 mg/kg, i. p.) in drinking 

water for 28 days in drinking water. In addition to this, Saponin extract of 

Iris pseudacorusand Dolicosbiflorusof low dose and high dose were 

administered along with Sodium Oxalate on 14-28th day. After the 

experimental period, blood samples were collected by cardiac puncture to 

analyse for Creatinine, Calcium, Blood Urea Nitrogen (BUN), Phosphorus, 

Uric acid, Alkaline Phosphate, Potassium, and Alanine Amino 

Transferasesfollowed by various antioxidants and kidney histopathology. 

The ethylene glycol feeding resulted in an increased level of all 

parameters evaluated compared to normal rats.  All these conditions were 

reversed with plant extract treatment. Histopathological analysis also 

showed that rats treated with Sodium Oxalate had large deposits of 

calcium oxalate crystals, and that deposits were reduced in rats treated 

with plant extract. Results were also compared with the marketed product 

cystone as a standard. These data suggest that Iris pseudacorusand 

DolicosbiflorusSaponin extracts has a protective activity against 

urolithiasis. 

Keywords:Calcium oxalate, Kidney stone, Antiurolithiatic, Iris pseudacorus, 

Dolicosbiflorus. 

Rationale of the Study: 

Urinary calculi are the third most common urinary system problem. Urinary tract stone 

disease affects almost 10% of the population of the industrialised world, according to 

estimates. In developed countries, kidney stones represent for 0.5 to 1.9 percent of 

clinical cases.1 Urinary calculi can lead to urinary tract blockage, hydronephrosis, 
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infection, and bleeding.2To remove the calculi, surgical procedures, lithotripsy, and local 

calculus disruption with a high-power laser are commonly utilised. These operations, 

however, are costly, and recurrence is prevalent.3 

Various therapies are being employed to try to prevent recurrence, including 

thiazide diuretics and alkali-citrate, but empirical evidence for their efficiency is 

lacking.4Traditional remedies, on the other hand, have supplied a substitute for many 

ailments as well as some additional information on disease pathogenesis.5 

 As a result, the hunt for new antilithiatic therapies derived from natural sources 

has become more important, as herbal medicines are less expensive and have less 

adverse effects.6 

Iris pseudacorus(Iridaceae) and Dolicosbiflorus (Fabaceae) is reported to be used in 

Urinary complaints.11There is no work reported on the antiurolithiatic activity of Iris 

pseudacorusandDolicosbiflorus, hence the present investigation has been undertaken. 

 Objectioves of the Study: 

1. Collection and Authentication of Iris pseudacorus L. and Dolichos biflorus Linn 

Plants 

2. To Study the Taxonomical Characters of the Plants and Investigation of 

Morphological and Microscopical characters of the drug. 

3. Extraction, and Preliminary Phytochemical(s) Study of Iris pseudacorus L. Rhizome 

and Dolichos biflorus Linn Seeds. 

4. Isolation, Identification and Purification Phytochemical(s) of Iris pseudacorus L. 

Rhizome and Dolichos biflorus Linn Seeds. 

5. Acute Toxicity Studies as per OCED guidelines 425. 

6. To study Pharmacological Effects of Phytochemical(s) Extracted from Iris 

pseudacorus L and Dolichos biflorus Linn Plants for Anti-Urolithiatic activity. 

Materials and Methods: 

 Collection of plant material 

The Iris pseudacorus L. Rhizome was procured from Iran and Dolichosbiflorus 

Linn Seeds were procured from Bangalore, Karnataka. Dr.Geetanjali (HOD of Botany 

Department SreeSiddaganga College Tumkur University, India.) has identified and 

authenticated the sample (Reference No. 507/20-21). 

Extraction of the plant material and sample preparation 

The Rhizome of Iris pseudacorus L. is sliced into small parts and dried under 

shades for 7 days at room temperature. The dried rhizome of Iris pseudacorus and seed 
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of Dolichosbiflorus were powdered, then the sieved (10/40). The powder was used for 

preparation of methanol extraction. The 1000 ml methanol reflux condenser extracted 

every 100 g powder for 3 periods of 7 hours till it gets half. After completion of 

extraction, the extract was filtered by using Whattman No.1 paper and evaporated to 

get dryness at room temperature. Methanolic extract was subjected to preliminary 

phytochemical screening.12-15 

 Isolation and purification of Saponin from Methanolic extraction of Iris 

pseudacorus L. Rhizome and Dolichosbiflorus Linn Seeds 

Extraction of Saponin was done by TLC fractionation method. 5gms of 

methanolic extract was subjected to saponification in 50ml of 20% ethanol. Followed by 

filtrations and residues was once again extracted with 20%/50ml ethanol and filtered. 

Both the filtrates combined together and heated to residue the volume to 40ml at 900C. 

Fractioned with 40ml of diethyl ether in separating funnel (Repeated twice) and ether 

layer was recovered. Aqueous layer was fractionated with 60ml of n-Butanol in 

separating funnel (Repeated twice) and aqueous layer recovered.  

N-Butanol layer was washed with 5% NaCl solution, dried and weighed. Finally, 

10 ml methanol was added and methanol layer and white powder separated. White 

powder assumed that highly purified. Solubility and chemical tests were conducted to 

confirm the presence of Saponin. And this sample (Saponin) is used for all further 

experimentations. 

Experimental animals: 

Wistar rats (Both sex, 5-6 weeks old) weighing 150-200 gm and Albino mice (Male, 5-6 

weeks old) 20-25 gm have been used for the current study. All the work carried out on 

the animals was in accordance with the CPCSEA guidelines and the Research protocols 

have been approved by the IAEC, KCP, and the Sl. No. was KCP/IAEC/08/20-21/16/13-

03-21.  

 Drugs and Chemicals: 

All the chemicals used for the study was procured from Himedia, Mumbai and 

Merck, India. Equipment’s were used was purchased from Analytical Technologies 

limited, India and Thermo Scientific, USA. Acute toxicity test on the pure active 

SaponinIris pseudacorus L. Rhizome and Dolichosbiflorus Linn Seedsas per OECD 

guidelines No. 425; Albino mice (Female, 5-6 weeks old) with a weight of 20-25 gm were 

fasted overnight and limit and test is carried out with an initial dose of 175mg/kg/b.w. 

The following order is followed: 175, 550, 1750 and 5000 mg/kg /b.w. All the Animals 
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have been observed during the time being especially first 30 minutes to 24 hours. The 

special attention is required during the first 4 hours and then every day up to 14 days. 

 Model : Sodium Oxalate (70 mg/kg, i. p.) Induced Urolithiasis Rat Model16 

 Experimental Methods 

42 Wistar rats age 5 to 6 weeks weighing (150-200g) have been divided in to 

following groups, with 6 animals in each group (n=6), in the following manner: 

Group 1 Normal control Vehicle for 28 days. 

Group 2 Disease control 
Sodium Oxalate (70 mg/kg, i. p.) in drinking 

water for 28 days. 

Group 3 Standard group 
Sodium Oxalate (70 mg/kg, i. p., 28 days) + 

Cystone (750 mg/kg, p.o.) on 14th -28th day. 

Group 4 Test group 1 

Sodium Oxalate (70 mg/kg, i. p., 28 days) + 

Saponin of Iris pseudacorus at low dose (X mg/kg, 

p.o.) on 14-28th day. 

Group 5 Test group 2 

Sodium Oxalate (70 mg/kg, i. p., 28 days) in 

drinking water for 28 days + Saponin of Iris 

pseudacorus at high dose (Y mg/kg, p.o.) on 14-

28th day. 

Group 6 Test group 3 

Sodium Oxalate (70 mg/kg, i. p., 28 days) + 

Saponin of Dolichosbiflorus at low dose (X mg/kg, 

p.o.) on 14-28th day. 

Group 7 Test group 4 

Sodium Oxalate (70 mg/kg, i. p., 28 days) in 

drinking water for 28 days + Saponin of 

Dolichosbiflorus at high dose (Y mg/kg, p.o.) on 

14-28th day. 

Parameters to Be Evaluated: 

 Biochemical Parameters: 

 Collection of Blood Samples 

After the experimental period, blood samples were collected by cardiac puncture 

under mild pentobarbital anesthesia. Collected blood samples were allowed to clot for 10 

mins at room temperature and Serum was separated by centrifugation at 10000×g for 

10 minutes and analysed for Creatinine, Calcium, Blood Urea Nitrogen (BUN), 

Phosphorus, Uric acid, Alkaline Phosphate, Potassium, and Alanine Amino 

Transferases.  

Histopathology Studies & Kidney Homogenate Analysis 

At the end of the experiment, on day 28th the rats were sacrificed by high dose of 

pentobarbital and kidneys excised, isolated kidneys have been cleaned off extraneous 

tissue and rinsed in ice cold physiological saline. After paraffin infiltration the Tissue 

pieces were sectioned at 5μm and stained with haematoxylin and eosin for 

Histopathological examination.17-19 
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Analysis of Tissue Antioxidant Enzyme 

The remaining half portion of the right kidney was used for the estimation of 

various marker enzymes like MDA or LPO, GSH and LDH. 10% homogenate of the 

tissues were prepared in 0.1M Tris HCL buffer (pH 7.4) in a homogenizer. The 

homogenate was centrifuged at 12000 × g for 30 minutes. The supernatant obtained 

after centrifugation were used for the estimation of various marker enzymes.20, 21 

 Statistical Analysis: 

The data were presented as Mean ± S.E.M. from N = 6 rats in each group and 

analyzed using one way of Variance ANOVA followed by Tukey multiple comparison 

tests. P value <0.05 was considered statistically significant. Graph pad Prism 5.0 and 

Excel software were used for statistical analysis. 

Results: 

 Figure: Effect of oral administration of SIP and SDB on Sodium Oxalate (70 

mg/kg, i. p.) Induced Urolithiasis Rats on Creatinine,Ca, Phosphorus, Uric acid and ALP 

Analysis after 28 days of treatment 
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Values are expressed as Mean ± SEM, n = 6 in each group 

Figure: Effect of oral administration of SIP and SDB on Sodium Oxalate (70 mg/kg, i. p.) 

Induced Urolithiasis Rats on BUN, Potasium, AAT, and Oxalate Analysis after 28 days 

of treatment. 
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Values are expressed as Mean ± SEM, n = 6 in each group 

Figure: Effect of oral administration of SIP and SDB on Sodium Oxalate (70 mg/kg, i. p.) 

Induced Urolithiasis Rats on tissue histology (Kidney) after 28 days of treatment 
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1. Disease control - 

2. Standard Drug – Cystone: 

3. Test Group 1 - SIP (100mg/kg): 

4. Test Group 2 - SIP (200mg/kg): 

5. Test Group 3 - SDB (250mg/kg): 

6. Test Group 4 - SDB (500mg/kg): 

Conclusion: 

Elevated creatinine, Serum ALP levels and presence of Uric acid crystals 

signifies impaired kidney function. As the kidneys become impaired for any reason, all 

these papameters in the blood will rise due to poor clearance of creatinine by the 

kidneys.  

Calcium and phosphorous usually keep each other in check. With the progression 

of kidney disease, high phosphorus levels may lead to low serum calcium by depositing it 

onto the bones and other tissues. An excess BUN, potassium and serum enzyme 

(Alanine amino Transferases) indicates the decline in kidney function due to a disease or 

kidney damage which can be advanced stages of chronic kidney disease.Elevated lipid 

peroxides, LDH and decreased glutathione (GSH) indicates some form of tissue damage. 

An excess amount of oxalate can combine with calcium in the urine and cause kidney 

stones and crystals to form. Recurrent kidney stones and crystals can damage the 

kidney and lead to kidney failure. 

In conclusion, the presented data indicate that administration ofSaponin Iris 

pseudacorus L. Rhizome and Dolichosbiflorus Linn Seedsto rats with Sodium Oxalate 

induced lithiasis reduced the growth of urinary stones by reversing all the abnormal 

parameters, thus supporting folk information regarding the antiurolithogenic activity of 

theplant. The mechanism underlying this effect is still unknown, but is apparently 

related to increased diuresis and lowering of urinary concentrations of stone 

constituents as detergent nature of saponines.  
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Abstract:- 

  Marketing refers to any exercises that an organization uses 

to advance its items and administrations and further develop its 

portion of the overall industry. To find true success, promoting 

requires a mix of publicizing astute, deals, and the capacity to 

convey merchandise to end-clients. Customarily, enterprises zeroed 

in on showcasing through print, TV, and radio. Albeit these choices 

actually exist today, the ascent of the web prompted a change in the 

manner organizations arrived at customers. That is the place where 

computerized showcasing became an integral factor. This type of 

promoting includes the utilization of sites, web-based 

entertainment, web search tools, and applications - whatever fuses 

advertising with client input or a two-way connection between the 

organization and client. Email was a popular marketing tool in the 

early days of digital marketing. That focus shifted to search engines 

like Netscape, which allowed businesses to tag and keyword stuff to 

get them noticed. The development of sharing sites like Facebook 

made it possible for companies to track data to cater to consumer 

trends. Smartphones and other digital devices are now making it 

easier for companies to market themselves along with their 

products and services to consumers. Studies show that people prefer 

using their phones to log on to the internet. Digital marketing can 

be interactive and is often used to target specific segments of the 

customer base. At this stage, digital marketing is vital for your 

business and brand awareness. It seems like every other brand has 

a website. And if they don't, they at least have a social media 

presence or digital ad strategy. The challenge of capturing and 

using data effectively highlights that digital marketing requires an 

approach to marketing based on a deep understanding of consumer 

behavior. For example, it may require a company to analyze new 

forms of consumer behavior, such as using website heat maps to 

learn more about the customer journey. 
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 Introduction:  

           Marketing refers to any exercises that an organization uses to advance its 

items and administrations and further develop its portion of the overall industry. 

To find success, showcasing requires a mix of publicizing clever, deals, and the 

capacity to convey products to end-clients. This is typically attempted by 

unambiguous experts or advertisers who can work inside (for organizations) or 

remotely with other promoting firms.Customarily, partnerships zeroed in on 

advertising through print, TV, and radio. Albeit these choices actually exist 

today, the ascent of the web prompted a change in the manner organizations 

arrived at purchasers. That is the place where advanced showcasing became an 

integral factor. This type of advertising includes the utilization of sites, web-

based entertainment, web search tools, and applications - whatever joins 

showcasing with client criticism or a two-way connection between the 

organization and client. 

         Expanded innovation and fresher patterns constrained organizations to 

significantly alter the manner in which they showcased themselves. Email was a 

famous advertising instrument in the beginning of advanced showcasing. That 

center moved to web search tools like Netscape, which permitted organizations to 

tag and catchphrase stuff to get them taken note. The advancement of sharing 

destinations like Facebook made it feasible for organizations to follow 

information to take special care of purchaser patterns.  Cell phones and other 

advanced gadgets are currently making it more straightforward for 

organizations to showcase themselves alongside their items and 

administrations to purchasers. Concentrates on show that individuals 

favor utilizing their telephones to sign on to the web. So it ought to 

shock no one that 70% of people settle on purchasing choices (for the 

most part on their telephones) before they really hit the buy button.  
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Definition: -  

1. Digital marketing, also called online marketing, refers to all marketing 

efforts that occur on the internet. Businesses leverage digital channels such 

as search engines, social media, email, and other websites to connect with 

current and prospective customers. This also includes communication 

through text or multimedia messages. 

2. Digital marketing involves some of the same principles as traditional 

marketing and is often considered a new way for companies to approach 

consumers and understand their behavior. Companies often combine 

traditional and digital marketing techniques in their strategies. 

3. Digital marketing is defined by the use of numerous digital tactics and 

channels to connect with customers where they spend much of their time: 

online. The best digital marketers have a clear picture of how each digital 

marketing campaign supports their overarching goals. And depending on the 

goals of their marketing strategy, marketers can support a larger campaign 

through the free and paid channels at their disposal 

4. The term digital marketing refers to the use of digital channels to market 

products and services in order to reach consumers. This type of marketing 

involves the use of websites, mobile devices, social media, search engines, and 

other similar channels. Digital marketing became popular with the advent of 

the internet in the 1990s. 

          Digital marketing /Computerized promoting can be intelligent and is in 

many cases used to target explicit fragments of the client base. At this stage, 

advanced showcasing is fundamental for your business and brand mindfulness. 

It seems like each and every other brand has a site. Also, in the event that they 

don't, they essentially have a web-based entertainment presence or advanced 

promotion technique. Computerized content and showcasing is normal to the 

point that purchasers presently expect and depend on it as a method for finding 

out about brands. Since advanced advertising has such countless choices and 

procedures related with it, you can get imaginative and explore different avenues 

regarding an assortment of promoting strategies on a tight spending plan. 
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Features of the Digital Marketing  

1. Digital marketing involves marketing to consumers through any number of 

digital channels. 

2. This form of marketing is commonly executed on websites, mobile devices, 

and social media platforms. 

3. This form of marketing is different from internet marketing, which is 

exclusively done on websites. 

4. Digital marketing is a broad field, including attracting customers via email, 

content marketing, search platforms, social media, and more. 

5. One of the biggest challenges digital marketers face is how to set themselves 

apart in a world that is oversaturated with digital marketing ads. 

Types of Digital Marketing  

 The following are eight of the most common avenues that companies can take                    

to boost their marketing efforts.  Some companies may use multiple channels in 

their efforts. 

 Website Marketing 

           A site is the focal point of all computerized promoting exercises. It is an 

exceptionally strong channel all alone, but at the same time it's the medium 

expected to execute an assortment of web based advertising efforts. A site ought 

to address a brand, item, and administration in a reasonable and noteworthy 

way. It would be ideal for it to be quick, versatile, and simple to utilize. 

 Pay-Per-Click (PPC) Advertising 

              Pay-per-click (PPC) publicizing empowers advertisers to arrive at 

Internet clients on various computerized stages through paid promotions. 

Advertisers can set up PPC crusades on Google, Bing, LinkedIn, Twitter, 

Pinterest, or Meta (previously Facebook) and show their promotions to 

individuals looking for terms connected with the items or administrations. PPC 

missions can section clients in light of their segment attributes, (for example, by 

age or orientation), or even objective their specific advantages or area. The most 

well-known PPC stages are Google Ads and Meta Ads. 
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Content Marketing 

            The goal of content marketing is to reach potential customers through the 

use of content. Content is usually published on a website and then promoted 

through social media, email marketing, search engine optimization, or even PPC 

campaigns. The tools of content marketing include blogs, e-books, online courses, 

info graphics, podcasts, and webinars. 

 Email Marketing 

        Email marketing is still one of the most effective digital marketing 

channels. Many people confuse email marketing with spam email messages, but 

that’s not what email marketing is all about. This type of marketing allows 

companies to get in touch with potential customers and anyone interested in 

their brands. Many digital marketers use all other digital marketing channels to 

add leads to their email lists and then, through email marketing, they create 

customer acquisition funnels to turn those leads into customers.  

1. Blog subscription newsletters. 

2. Follow-up emails to website visitors who downloaded something. 

3. Customer welcome emails. 

4. Holiday promotions to loyalty program members. 

Social Media Marketing 

          The essential objective of a virtual entertainment showcasing effort is 

brand mindfulness and laying out friendly trust. As you go further into virtual 

entertainment advertising, you can utilize it to get leads or even as an 

immediate deals channel. Advanced posts and tweets are two instances of virtual 

entertainment showcasing. 

 Affiliate Marketing 

           Subsidiary showcasing is probably the most established type of 

advertising, and the web has carried new life to this old reserve. With partner 

advertising, powerhouses advance others' items and get a commission each time 

a deal is made or a lead is presented. Some notable organizations like Amazon 

have member programs that compensation out large number of dollars each 

month to sites that sell their items. 
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 Video Marketing 

           YouTube is one of the most famous web search tools on the planet. A ton of 

clients are going to YouTube prior to settling on a purchasing choice, to learn 

something, read a survey, or just to unwind. There are a few video promoting 

stages, including Facebook Videos, Instagram, and even TikTok to use to run a 

video advertising effort. Organizations make the most progress with video by 

incorporating it with SEO, content showcasing, and more extensive online 

entertainment promoting efforts. 

 SMS Messaging 

          Companies and nonprofit organizations also use SMS or text messages to 

send information about their latest promotions or give opportunities to willing 

customers. Political candidates running for office also use SMS message 

campaigns to spread positive information about their own platforms. As 

technology has advanced, many text-to-give campaigns also allow customers to 

directly pay or give via a simple text message. Internet marketing differs from 

digital marketing. Internet marketing is advertising that is solely on the 

internet, whereas digital marketing can take place through mobile devices, on a 

subway platform, in a video game, or via a smartphone app. 

 Native Advertising 

Native advertising refers to advertisements that are primarily content-led and 

featured on a platform alongside other, non-paid content. BuzzFeed-sponsored 

posts are a good example, but many people also consider social media advertising 

to be "native" i.e. Facebook advertising and Instagram advertising. 

 Marketing Automation 

      Marketing automation refers to the software that serves to automate your 

basic marketing operations. Many marketing departments can automate 

repetitive tasks they would otherwise do manually, such as: 

1. Email bulletins: Email computerization doesn't simply permit you to send 

messages to your endorsers naturally. It can likewise help you recoil and 

extend your contact list depending on the situation so your pamphlets are 

simply going to individuals who need to see them in their inboxes. 
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2. Web-based entertainment post planning: If you need to develop your 

association's presence on an interpersonal organization, you want to regularly 

post. This makes manual posting a digit of a wild interaction. Virtual 

entertainment booking instruments push your substance to your web-based 

entertainment channels for you, so you can invest more energy zeroing in on 

happy system. 

3. Lead-supporting work processes: Generating leads, and changing over those 

leads into clients, can be a long cycle. You can mechanize that interaction by 

sending leads explicit messages and content once they fit specific models, for 

example, when they download and open a digital book. 

4. Crusade following and detailing: Marketing efforts can incorporate a huge 

load of various individuals, messages, content, website pages, calls, and that's 

only the tip of the iceberg. Showcasing computerization can assist you with 

arranging all that you work on by the mission it's serving, and afterward 

track the presentation of that mission in light of the headway these parts 

make over the long run. 

  Online PR 

          Online PR is the act of protecting acquired web-based inclusion with 

computerized distributions, web journals, and other substance based sites. It's 

similar as customary PR, however in the internet based space. The channels you 

can use to expand your PR endeavors include: 

1. Columnist outreach by means of web-based entertainment: Talking to writers 

on Twitter, for instance, is an extraordinary method for fostering a 

relationship with the press that produces procured media open doors for your 

organization. 

2. Connecting with online audits of your organization: When somebody surveys 

your organization on the web, whether that survey is fortunate or 

unfortunate, your intuition may be not to contact it. In actuality, drawing in 

organization surveys assists you with adapting your image and convey strong 

informing that safeguards your standing. 
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3. Connecting with remarks on your own site or blog: Similar to the manner in 

which you'd answer audits of your organization, answering individuals who 

are perusing your substance is the most ideal way to create useful discussion 

around your industry 

   Inbound Marketing 

            Inbound advertising alludes to a showcasing approach wherein you draw 

in, connect with, and amuse clients at each phase of the purchaser's excursion. 

You can utilize each advanced advertising strategy recorded above, all through 

an inbound showcasing procedure, to make a client experience that works with 

the client, not against them. Here are a few exemplary instances of inbound 

advertising versus customary showcasing: 

1. Writing for a blog versus spring up advertisements 

2. Video advertising versus business publicizing 

3. Email contact records versus email spam 

 Web search tool Marketing (SEM) 

            At the point when a potential lead is looking for an item or business that 

is connected with yours, it's an incredible chance for advancement. Paid 

publicizing and SEO are two extraordinary systems for elevating your business 

to gain by those future leads. Internet searcher advertising is one more method 

for expanding site traffic by putting paid advertisements on web indexes. The 

two most well-known SEM administrations are Bing Ads and Google Ads. These 

paid promotions fit consistently on the highest point of web index results pages, 

giving moment deceivability. This is likewise an illustration of powerful local 

promoting. 

Challenges of Digital Marketing:- 

               Digital marketing poses special challenges for its purveyors. Digital 

channels proliferate rapidly, and digital marketers have to keep up with how 

these channels work, how they're used by receivers, and how to use these 

channels to effectively market their products or services. The challenge of 

capturing and using data effectively highlights that digital marketing requires 

an approach to marketing based on a deep understanding of consumer behavior. 
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For example, it may require a company to analyze new forms of consumer 

behavior, such as using website heat maps to learn more about the customer 

journey 

Not losing all sense of direction in the volume 

            The computerized world is blasting, and pretty much every business out 

there has taken its items/administrations online to contact the majority. As per a 

report by Experian, most advertisers are presently confronting the test of 

making their image hang out in the volumes accessible on the web. This 

ultimately prompts the trouble of running a brand mindfulness mission or 

obtaining new clients. 

Driving important traffic to the site 

           Progressing forward with the point above, advertisers today are reliably 

confronting a test in spreading brand mindfulness in the right objective market. 

This additionally makes it harder for them to drive the best traffic to their 

business sites. In this way, understanding which channel to take advantage of 

and driving the pertinent crowd to your site to transform them into clients is 

turning into a continuous test for advertisers 

 Focusing on the right crowd actually 

            The most importantly thing that a viable advertiser would do is 

distinguish their ideal interest group on the lookout. With the quantity of web 

clients expanding continuously and their requirements changing consistently, 

focusing on the right crowd has become probably the greatest test for 

advertisers. Remembering what your business brings to the table and what sort 

of issues it would tackle when put to utilize, make your offer. This will assist you 

with recognizing who for sure socioeconomics would reverberate with it the most 

when designated. 

 Lead age utilizing virtual entertainment 

         With regards to the different social channels, most organizations and 

advertisers don't have the foggiest idea how to stay predictable. A large portion 

of them feel that everything revolves around the paid missions they should run 

for brand mindfulness and lead age. Albeit, the two of them is a steady test with 
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the always expanding market rivalry. Despite the fact that extensive promoting 

spending plans are saved by organizations, most advertisers can't run their 

commitment into income. Yet, you mustn't simply construct your social following 

- you really want to get transformations that amount to the general business 

objective. 

Streamlining showcasing spending plans and ROI 

            With the increment of computerized channels and progressed 

investigation instruments, advertisers are currently expected to upgrade the 

showcasing financial plans and the ROI to best suit the business' requirements. 

He is supposed to quantify every work and its worth to accomplish the ultimate 

objective - the quantity of leads produced or the income raised. 

 Staying aware of the changing patterns 

             The computerized market and showcasing strategies have changed 

definitely throughout the most recent couple of years. What's more, it keeps on 

changing even today to take special care of the current addressable market 

needs. Consequently, advertisers need to keep awake to-date with this multitude 

of changes. Be it the sendoff of another online entertainment stage or an 

innovation that would put forth an advertising attempt more vigorous, 

advertisers need to stay in control to guarantee their business doesn't miss out 

on potential transformations. 

 A Check on Increased Security Risks 

                  We have come across cases wherein online security has been 

compromised.  The news and media keep it afresh. Since more information is 

shared online, hackers get more incentives to find ways to get through security. 

Shopping, bill payment, application submission, order copies, certificates, and 

other essential documents, and so much more are stored online for easy access – 

making these spaces a treasure trove for hackers and thieves. Venturing into 

digital marketing sure comes with its cost of security getting compromised as 

most of the work remains online. 
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 Lesser Focus on Keywords 

         Catchphrases were the bread and butter of SEO at some point in the 

prompt past. You simply expected to observe the right catchphrases and use 

them right, and your site could shoot up to the top in the query items assisting 

you with more openness and traffic.Now Google has changed calculations 

making the watchwords less basic. Nonetheless, they are still to be utilized yet 

are not the concentration. All things being equal, it has turned into an effective 

methodology as opposed to looking for and observing one, implying that Google 

initially gets a general extent of your site. 

 Successful Ad Copies for PPC Campaigns 

                   Gone are the days when you could type in a 'surmise' catchphrase in 

the PPC account, load a few spending plan and empower a mission. That used to 

be adequate! It is an alternate world now for the PPC promotion crusades. Your 

duplicate needs to appear to be legit as well as needs to stand apart to be seen by 

the sought after 'clickers.' Below are a few hints to remember while composing 

PPC advertisement duplicates (Google) for your online business site and items; 

1. Make H1 infectious - Using trust-implementing terms like Top, best, grant 

winning, and so on, in the principal feature is basic. This either catches the 

client's consideration in a brief instant. E.g., Most Awarded Cosmetic Store or 

Top Camping Vendor are some that will function admirably. 

2. Save H2 and H3 for Solution and Benefit - Your H2 should convey the 

arrangement in one fresh sentence, and H3 ought to expect to feature a basic 

advantage. E.g., for a telephone frill brand, H2 can be Latest iPhone 

Accessories, and H3 can be the Best Price Guarantee. 

3. Use Site connect Extensions actually - Many web based business brands, 

particularly those simply beginning, don't involve website interface 

expansions in their PPC crusades. Site link expansions are those interactive 

promotion connects that immediate the client to explicit interior pages.  

       E.g., Today's Deals, Contact Us, Sign-Up, and so on. The principle advantage 

of utilizing site joins is that Google tracks its investigation independently. In this 

way, you'll continuously know which expansion interface is getting more snaps 
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and how would they contrast with your general advertisement's exhibition. Then, 

at that point, you can change the duplicate and connections likewise. 

Conclusion: Today’s world is Digital so anywhere, everywhere only Digital 

tractions.  Save time, safe tractions, save energy with stay home and leave sound 

life with digitalization.    
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Abstract: 

Social media are interactive technologies and digital channels 

that facilitate the creation and sharing of information, ideas, 

interests, and other forms of expression through virtual 

communities and networks. In Agriculture sector it provides 

growers (Farmers) with a quick and easy way to build relationships 

and interact with people in agriculture.  Social media marketing is 

the use of social media platforms and websites to promote a product 

or service and also to establish a connection with its customers. 

Social media marketing has increased due to the growing active 

user rates on social media sites.  In India, Instagram is the most 

used social media platform in 2022 with 76.50% of the social 

media users enrolled. Few other social media platforms in India 

are Twitter, Facebook, WhattsApp, Linkedin, Telegram, Youtube, 

Blogs, Snapchat,etc.  Social media is very useful tool in agricultural 

marketing. It saves time and cost for getting information to the 

farmers regarding Markets, arrival of commodities, supply, 

demand, etc. 

Digital marketing is the component of marketing that uses 

the Internet and online based digital technologies such as desktop 

computers, mobile phones and other digital media and platforms to 

promote products and services. Agricultural marketing brings 

producers and consumers together through a series of activities and 

thus becomes an essential element of the economy. Agricultural 

marketing system is an efficient way by which the farmers can 

dispose their surplus produce at a fair and reasonable 

price. National Agriculture Market or eNAM is an online electronic 

trading platform for agricultural commodities in India. The market 

facilitates farmers, traders and buyers with online trading in 

commodities. The market helps in better price discovery and 

providing facilities for smooth marketing of produce. 

https://en.wikipedia.org/wiki/Content_creation
https://en.wikipedia.org/wiki/Information_sharing
https://en.wikipedia.org/wiki/Virtual_communities
https://en.wikipedia.org/wiki/Virtual_communities
https://en.wikipedia.org/wiki/Network_virtualization
https://en.wikipedia.org/wiki/Marketing
https://en.wikipedia.org/wiki/Internet
https://en.wikipedia.org/wiki/Online
https://en.wikipedia.org/wiki/Desktop_computer
https://en.wikipedia.org/wiki/Desktop_computer
https://en.wikipedia.org/wiki/Mobile_phone
https://en.wikipedia.org/wiki/Digital_media
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Social media is helping to raise awareness, strengthen 

communities, increase access to education and resources, change 

and influence cultures, and bringing economic opportunities. 

KeyWords:- Social Media, eNAM-National Agriculture Market, Digital 

Marketing , Agricultural Marketing, Electronic Trading, economic opportunities. 

Introduction:- 

Agriculture plays a vital role in the Indian economy. Over 70 per cent of 

the rural households depend on agriculture. Agriculture is an important sector of 

Indian economy as it contributes about 17% to the total GDP and provides 

employment to over 60% of the population. India’s economic sector is based on 

different activities in agricultural sector which plays a vital role in the national 

development. Agriculture and allied activities contributes country's largest 

employment source and a significant piece of its overall socio-economic 

development. 

The key success of Indian agriculture largely depends upon infrastructure 

facilities such as irrigation network, flood control system, electricity supply, 

production capacity, cold storage facilities, user of information and 

communication technology, use of digital marketing and Social Media Platform 

in Agricultural Marketing.  The term agricultural marketing comprises of two 

words- Agriculture and Marketing. Agriculture, generally means growing and/or 

raising of crops and livestock while, marketing encompasses a series of activities 

involved in moving of goods from the point of production to point of consumption. 

Farmers in India are using various ICT Information and Communication 

Technology platforms viz. mobiles, web-portals, information kiosks, e-markets, 

etc for marketing their produce. ICT platform adds market knowledge and give 

farmer greater confidence in understanding the demand and enhance ability to 

the control production and manage supply chains. Information and 

Communication Technology (ICT) supports farmers by facilitating access to 

markets by providing information and real-time data on market prices, weather 

forecasts, information on pests, seed varieties, planting techniques,etc. ICT 

application in the agriculture sector has started bringing transformation in the 

Indian agriculture by ensuring the free flow of information to the farmers 
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regarding the newer and better production techniques, agri management, 

commodity prices and agri marketing etc. 

Major problems and challenges faced In agricultural marketing system in 

India are transportation cost, inadequate market infrastructure, lack of market 

information, lack of processing units, storage facility, price fluctuation, etc. 

The primary dairy cooperatives are positively influencing the development of 

villages in India   especially in   Maharashtra. This   paper highlights   the 

important   position of  dairy   industry   in   India’s   rural   economy. The 

primary dairy cooperatives are positively influencing the development of villages 

in India   especially in   Maharashtra. This   paper highlights   the important   

position of dairy   industry   in   India’s   rural   economy. The primary dairy 

cooperatives are positively influencing the development of villages in India   

especially in   Maharashtra. This   paper highlights   the important   position of  

dairy   industry   in   India’s   rural   econo 

Objectives: 

1. To highlight the use of social media platforms in Marketing of Agricultural 

Commodities in India. 

2. To examine the various challenges faced in utilization of social media 

platforms, Digital Marketing. 

 Results & Discussions: 

 To Highlight the use of social media platforms in Marketing of 

Agricultural Commodities in India. 

Digital marketing and use of social media platforms in the agriculture 

industry in India is not so popular, due to lack of education, lack of knowledge on 

how digital marketing will help their business in the new era of marketing.  

Digital marketing and use of social media platforms in Marketing of Agricultural 

Commodities will provide Good opportunity to the producers, processors, traders, 

etc to market their products not only to local and national but also in global 

market. Major benefit of use of social media in agricultural marketing is ability 

to gain wealth of knowledge and ideas, opportunity to establish key partnership, 

opportunity to reach wider consumers, experts in the field of Agriculture and 
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Allied sector. Different types of Social media platforms: Blogs, Microblogs 

(Twitter), Social Photos, Social Networking (Facebook, LinkedIn, Instagram, 

Snapchat), Video Sharing (YouTube). The use of social media in the field of 

agricultural marketing offers great opportunities for the buying, selling of 

agricultural commodities. 

Digital marketing platforms are helpful to the farmers as they increase the 

selling price and reduce the marketing cost of their agriculture (products) output 

like cotton lint, paddy, maize grains, pulses, vegetables etc. Information, 

particularly through social media, has become an important commodity in 

today’s digital world.  

To examine the various challenges faced in utilization of social media 

platforms, Digital Marketing. 

Social media is now a mainstream form of communication around the 

world, and continues to grow in popularity with the increase in the number of 

smart phones.Challenges faced in utilization of social media platforms, Digital 

Marketing are:- 

-Adoption of social media as tool of marketing. -Most of the people are less 

trusted on e-buying, e-selling of agricultural commodity on social media. -Lack of 

knowledge of Electronic Medias. -Some of the farmers do not have computer 

knowledge & unable to operate android mobiles. -Risk of security Issues such as - 

Sometimes farmers may face risk of fake websites or fake   online portals. -High 

risk factor in marketing of Farm products and manufactured products. As Farm 

products are produced in a particular season; they cannot be produced 

throughout the year. In the harvest season, prices fall, Perishable in nature.But 

the supply of manufactured products can be adjusted or made uniform 

throughout the year. Their prices therefore remain almost the same throughout 

the year. 

Conclusion: 

Using internet or electronic trading platforms and social media platforms 

in selling of agricultural products is changing marketing channels in the 

agribusiness industry. Now farmers will be able to sell their produce through 
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various e-market platforms, Digital Marketing. The pandemic of Covid-19 has 

created a platform to adopt innovative practices  in marketing of farm products, 

fresh agricultural commodities through use of social media platforms. 

Social media is helping to increase awareness, strengthen communities, increase 

access in education and resources, change and influence cultures, and bringing 

economic opportunities. Due to rapid growth in users of android mobile phone 

there is huge increase in social media users which has increased the scope of use 

of social media in various sectors of Development, Infrastructure, Digital 

Marketing, Education, Employment, Communication, etc. Social media 

platforms can be efficiently used among different stakeholders in agriculture and 

allied sectors through proper communication, to communicate and deliver all 

forms of information, data and to build a effective relationship among them. 

Social media plays an influential role and is very useful tool in agricultural 

marketing. It saves time and cost of the farmers for getting information related 

to various parameters in agricultural marketing. It enables Networking of 

(Farmer –Farmer) which can Reduce social isolation of farmers. Enable farmers 

& agribusinesses professionals to meet and create effective relationships and 

network with other farmers, producers, different stakeholders in agribusinesses 

and consumers at domestic or global level.  Social media is the fastest way to 

communicate worldwide. Facebook is the most preferred social media platform 

by a large majority followed by Whatsapp, Google Plus, Twitter, Blogs and 

YouTube. YouTube is the most popular social media platform for agriculture 

professionals about 51% of farmers that use the site. 
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Abstract:  

Today’s era is changing very fast, so everyone needs to know 

what digital marketing is. The world is becoming digital and 

everyone needs it. Many companies now hire digital marketing 

experts so that they can spread their business digitally as well as 

marketers are faced new challenges and opportunities within this 

digital age. Digital marketing is the utilization of electronic media 

by marketers to promote the products or services into the market.  

The key objective of digital marketing is attracting customers and 

allowing them to interact with the brand through digital media. 

This article throws light on importance of the digital marketing for 

both marketers and consumers. Furthermore this article focuses on 

the components of the digital marketing. 

Keywords: Digital marketing, Traditional marketing, Importance, Components. 

Introduction:  

Today’s era is changing very fast, so everyone needs to know what digital 

marketing is. The world is becoming digital and everyone needs it. Many 

companies now hire digital marketing experts so that they can spread their 

business digitally as well. But there is also the question of how to learn digital 

marketing. Those who know this already know how to make money from it. 

Many people still do not know its significance. Everyone is aware of education, 

but many parents still do not know much about digital marketing and that is 

why they tell their children to focus on traditional studies. Digital marketing is a 

modern way to spread your business and increase its brand value, so today every 

company builds its website with its business name and does digital marketing 

through it. When a company starts a new business or a new product, so after 

that, to make it successful, its marketing is the most important. Because 

marketing is the only way business product can reach as many people as 

possible. More than half the world's population uses the Internet, and the 

number is growing speedily. This is why digital marketing is expanding so fast. , 

mailto:balwantgiri09@gmail.com
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If you look at the market statistics, there are about 80% of shoppers doing online 

research before buying a product or service. In such a scenario digital marketing 

becomes an important tool for any company or business. Day by day the number 

of internet users in India is increasing. There are now 624 million Internet users 

in India in 2021 and this number is expected to reach 820.99 million next year. 

Therefore, the future of digital marketing in India is going to be very big. 

Objectives of The Study: The objectives for this study have been determined 

as follows, 

1. To know the importance of digital marketing. 

2. To highlight the traditional marketing and digital marketing. 

3. To focus on the various components of the digital marketing. 

3. Research Methodology of the Study: 

The present study is based exclusively on secondary data source. Secondary 

source is a source from where we collect data that has been already collected by 

someone. For present study we have gleaned secondary data from various books, 

National & International Journals and public and private publications available 

on various websites and in libraries focusing on this respective research work. 

Collected data and information has been organized and explained in descriptive 

manner. 

What is Traditional Marketing? 

Traditional Marketing: When any company or business advertises its products 

and services through television, newspapers, radio, hoardings or banners is 

called as traditional marketing. Traditional marketing is an old form of 

marketing, and it is also very expensive. Traditional marketing takes more time 

and more money to advertise. It takes a long time to get back the money you 

spent on marketing. In this century of traditional marketing you can't expand 

your business much. Now is the digital age, and our India is also going digital. So 

in this 21st century, you need digital marketing to grow your company. Let us 

see what digital marketing is? 

What is Digital Marketing? 

Digital Marketing: When any company or business advertise their products 

and services on the Internet through online platforms such as Website, 
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Facebook, Instagram, WhatsApp, Tweeter, YouTube, this marketing is called 

digital marketing. Digital marketing is a new and cheaper method. Digital 

marketing is very useful for getting customer orders online and creating brand 

awareness and building brand community in the market. It takes a very short 

time to get back the money you spent on marketing. Digital marketing is less 

expensive and has a higher impact, e.g. 

1. Business growth in less time. 

2. Help to get more local and non-local customers. 

3. Business can be run 24 * 7. 

Traditional marketing Versus Digital Marketing 

Traditional marketing is the well known type of marketing. It is non-digital way 

used to promote the product or services of the business organization. Whereas 

digital marketing is the marketing of products or services utilizing digital 

sources to reach customers. Some comparisons are presented below. 

Table 1: Traditional marketing and digital marketing comparison 

Traditional Marketing Digital Marketing 

          Traditional marketing is a marketing w  

hi      ch  includes print, broadcast, direct 

mail, and telephone 

Digital marketing is a marketing which  

includes online advertising, email 

marketing, social media, text messaging, 

affiliate marketing, search engine 

optimization, pay per click 

In traditional marketing there is no 

interaction with the audience 

Whereas in digital marketing there is 

interaction with the audience 

In    traditional marketing  the results are 

easy to measure 

But in digital marketing results are to a 

great extent easy to measure 

 In traditional marketing advertising 

campaigns are planned over a long period of 

time. 

On the other hand in digital marketing  

advertising campaigns are planned over 

short period of time 

T      traditional marketing is expensive and 

time-consuming process as compare to digital 

marketing. 

But  digital marketing  is reasonably cheap 

and rapid way to promote the products or 

services 

In    traditional marketing success strategies 

can be celebrated if the firm can reach large 

local audience 

In digital marketing  success strategies can 

be celebrated if the firm can reach some 

specific number of local audience 
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T      Traditional marketing One campaign 

prevails for a long time 

Digital marketing  campaigns can be easily 

changed with ease and innovations can be 

introduced within any campaign 

Lim  ited reach to the customer due to limited 

number of customer technology 

Wider reach to the customer because of the 

use of various customers technology 

In  traditional marketing  24/7 year-round 

exposure is not possible 

In digital marketing  24/7 year-round 

exposure is possible 

I       Traditional marketing  there is no 

ability to go viral 

In digital marketing  there is huge ability to 

go viral 

Traditional marketing  has one way 

conversation 

Digital marketing has two ways 

conversation 

In     traditional marketing  responses can 

only occur during work hours 

In digital marketing  response or feedback 

can occur anytime 
 

Advertising mediums that might be used as part of digital marketing strategy of 

a business that could consist promotional efforts made by way of Internet, social 

media, mobile phones electronic billboards and via digital television and radio 

channels for the placement of products e.g. downloadable music, initially for 

communicating with stakeholders e.g. customers and investors about brand, 

products and business progress. 

Now we need to understand why digital marketing is important. 

From last three years we are facing Kovid-19 virus. This is extremely 

detrimental to small to large businesses. Many industries have come to a 

standstill due to this Kovid-19 virus. Lockdown has been made mandatory in the 

market. As a result, consumers are unable to enter the market and businesses 

are automatically shutting down. To do business effectively, businesses need to 

take advantage of all the digital marketing resources and technology and do 

business using the internet in the modern world. This will make every business 

digital. So need to understand the importance of digital marketing. Let's take a 

look at the reasons for doing digital marketing. 

 Online Presence: You can start your business online but through Website, 

What’s App business. Website is your online shop. If you market your business 

digitally, the online presence of your business grows and your business is known 

to more and more people. The online presence of your business grows and people 
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understand your business. In this way more customers are added to your 

business. 

Look Professional: There is a saying in English, “first impression is last 

impression” Whether your business is on social media or business website, your 

business looks professional and it attracts customers to your business. 

Flexibility: Digital marketing allows you to provide flexibility to your business. 

You can maintain a stable and strong relationship with your customers. Thus 

the feature of flexibility plays an important role in maintaining the strong 

relationship with customers. 

Tracking: With digital marketing, you can track your business. You can use 

these tools to keep track of how much and how little your business is growing. 

You can maintain all your customer records. But you can also keep track of your 

products and move your business in the right direction. 

Business Run 24 * 7: Your company may have work in shifts, but your online 

presence runs your business 24 * 7. Anyone can contact you anytime through 

your website if the customer needs it. This will increase the sales of your 

product. Customers can buy your product 24 * 7 and your business grows. 

Therefore, digital marketing is very important.  

Let's take a brief look at how digital marketing works and what types / 

components of digital marketing are? 

Various components of Digital Marketing: 

The Internet is the only digital marketing tool. We can do digital marketing 

through various websites on the internet. We are going to discuss about some of 

its types / components of digital marketing: 

Search Engine Optimization (SEO): Search engine optimization allows you to 

rank your blog or website at the top of search engines, which will get more 

visitors to your website. There are two types of SEO: on-page SEO and off-page 

SEO. 

Search engine marketing: Search engine marketing, which we call SAM for 

short, is a process by which we purchase advertising space in the search engine 

results page. For this we use some platforms like Google ads etc. 
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Social media marketing: Nowadays social media has become very important 

for marketing. It gives you a very easy way to reach customers. Using it you can 

get valuable customer feedback and through which you can provide products and 

services to your customers in one way or another. Best Platforms for Social 

Marketing Instagram, TickTock WhatsApp Facebook YouTube Twitter etc. 

When you post your best product, you can reach most people through social 

media marketing. This way, the way you can spread your business through social 

media is called social media marketing. When you're on Twitter, Facebook or 

Instagram, it's all called social media marketing. 

Content marketing: When we create very good quality content for our users so 

that the product can produce good sales. It also increases your brand value and 

customers. Content marketing works great because it covers both search engine 

optimization and social media marketing. 

Pay Per Click (PPC): PPC Marketing is Pay Per Click Pay Per Click is a great 

way to get customers to your website. In PPC marketing, advertising is done 

through Google Ads.  In which publishers are paid per click on advertising. For 

this, most people use Google ads, in which companies pay Google per click to visit 

the site. PPC is a part of Social Media Marketing. 

 Video Marketing: Video marketing means making videos and advertising on 

Youtube, Instagram, Facebook. Video marketing has increased a lot in recent 

times. Big companies advertise their products on the YouTube platform and they 

get good response from it. 

Affiliate Marketing: Affiliate marketing is when you ask people to buy or sell a 

product or service of a company and sell that product or service to the people and 

you get a few percent commissions from the product or service that is sold, this is 

called affiliate marketing. You can select niche according to your skill or 

preference. E.g. you can choose topics like health, cooking, digital marketing, 

game, technology etc. It is important to decide which product or service you are 

going to affiliate. If you are new to affiliate marketing, you should choose only 

one niche (subject) and affiliate the product from it. By choosing a niche, your 

full focus is on that niche and so you can study about it well and do affiliate 

marketing of that product in the right way. You can affiliate their products by 
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joining affiliate programs of different companies. Thus in affiliate marketing, you 

promote a product or service of a company and you get commission for it. 

Suppose your friend wants to buy mobile from Amazon, then you can get him to 

buy it with your affiliate link and you will get some percentage commission for it. 

If you have a lot of companies that sell products like website hosting, gadgets, 

electronics, fitness food then you can join their affiliate program and become 

their affiliate partner. Some Affiliate Marketing Websites are as below, 

Associ Amazon associates 

Flipkart associate 

Ho Bluehost affiliate 

 Go-daddy affiliate 

eBay Partners 

Shopify Affiliate Program 

Ban Clickbank 

Mail Email marketing affiliate 

JVZoo 

Influencer marketing: Influencer marketing is a new form of digital 

marketing, in which such people are used. People who follow a lot of people, and 

they can tell their followers about your product on social media which can 

increase your sales. 

Email marketing: Email Marketing can mail all the email lists you have, you 

can mail them information about your product, or you can mail them offers to 

buy. 

Findings: 

Digital marketing is a new and cheaper method.  

Digital marketing is very useful for getting customer orders online and creating 

brand awareness and building brand community in the market.  

It takes a very short time to get back the money you spent on marketing. 

 Digital marketing is less expensive and has a higher impact, e.g. business 

growth in less time. 

Digital marketing helps to get more local and non-local customers. 

Business can be run 24 * 7. 
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Conclusion: 

The way of marketing in the form of digital in today’s challenging 

marketing has become essential part of strategy of many companies. Even for 

small business owners there is a very cheap and efficient way to market business 

products or services. Digital market has no limitation of boundaries. Any 

company has lot of devices to utilize such as Smartphone, tablets, laptops, 

televisions game consoles, digital billboards and media like as social media, SEO 

(search engine optimization), videos, e mail and lot more to promote company 

itself and its products and services. Thus any may be small or big business entity 

needs to be the heart of all digital marketing initiatives. Business should create 

innovative customer experiences and specific strategies for media to find out the 

best way for increasing digital marketing performance. The number of internet 

users in India is increasing. Therefore, the future of digital marketing in India is 

going to be very big. There are now 624 million Internet users in India in 2021 

and this number is expected to reach 820.99 million next year, but digital 

marketing will be very important in the future. Therefore there is a huge 

opportunities to the marketers in digital marketing in order to drive up 

performance of the business. 
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Introduction 

The techniques of marketing have evolved as the ways 

in which consumers get information change. Radio advertising led 

to TV advertising, which then shifted to digital marketing with the 

rise of the internet. Nowadays most of the consumers are using 

smart phones and search products online before buying. The digital 

marketing strategies are also becomes more crucial to businesses. 

Hence the companies across the globe are adopting the various tools  

and techniques of digital marketing to target their audiences. The 

aim of the present research paper is to put light on various reasons 

which are responsible for rapid growth of digital marketing. 

Further this paper focuses on the strategies and examines the 

prospects of digital marketing in a business perspective. 

Objectives and Methodology of the paper 

The objectives of the present research paper are as follows: 

1. To explain the term digital marketing 

2. To find out and discuss the causes of growth in digital marketing 

3. To suggest the more appropriate strategies of digital marketing 

The present research  paper is based on secondary data. The necessary 

secondary data is collected from internet and web sites related to digital 

marketing. The earlier part of the part of the paper explains the term digital 

marketing and the latter deals with growth and strategies of digital marketing. 

What is Digital Marketing 

According to David Edelman and Jason Heller (2021),digital marketing 

operations involve the application of capabilities .process, structures and 

technologies to cost effectively exploit and scale the targeting personalization 

and optimization of digital channels. Digital marketing is not merely adding 

channels to the media mix but it is about integrating digital to all facets of 

marketing Digital marketing strategy is not like traditional marketing avenues 

of years past. It is driven by data and analytics; focused on personalization 
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rather than a one-size-fits-all approach; delivered via both social media 

marketing and broadcast media; interactive and “always on” rather than static 

and periodic; and iterative rather than pumped out as a single campaign. 

Digital Marketing:   

Reasons Behind the Growth The present research paper put light on the several 

causes which pave the way for the growth of digital marketing in the recent era. 

1. Restrictions laid down by the government during the COVID-19 pandemic. 

2. Tremendous growth in Mobile and Internet users. 

3. Customers are now spending more time and resources on owned-media 

channels such as websites, mobile apps, and customer-service channels. There 

is also a noticeable increase in customer-conversion rates, with social and 

digital video channels driving the highest ROIs. 

4. According to McKinsey, companies are responding to accelerated marketing 

trends by diversifying their spend across paid and owned media. As a result, 

digital marketing has never been more important. This report also indicates 

that some financial institutions have seen up to a fivefold increase in digital 

sales, while tele companies can reduce absolute churn by 15 to 40 percent and 

retailers can significantly increase sales. 

5. Digital marketing is crucial for business because it provides several 

advantageous in the terms of wide reach to the customer ,cost effective 

advertising ,cost effectiveness, better revenue and improved ROI that can 

help grow the business: 

Beside these prime causes another reasons of growing digital marketing shall 

include 

Digital Marketing Costs Less 

Traditional marketing campaigns, including print and television, are more 

costly because of pricey resources and the difficulty of tracking ROI. Digital 

marketing uses targeted research and analytics to quickly determine which 

approaches are working well and which aren’t worth the cost or resources. So, 

most digital marketing channels tend to be less costly from the start and prevent 

overspending on underperforming campaigns. 
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More opportunities to improve competitiveness 

Digital marketing closes much of the gap between large, medium, and 

small companies because it avails each level with many of the same resources. 

While big companies with larger budgets will be able to spend more on paid ads 

and advanced software, digital marketing gives SMBs more opportunities to 

compete, improve brand awareness, and build an audience. 

ROI Measures Program Results 

  The Return on Investment (ROI) is critical and essential metric in digital 

marketing which measures the successes of the campaign . The operations of 

digital marketing can target specific audiences; it is easier to determine which ad 

led to which sale. Other methods of measuring ROI are attribution across 

multiple programs and people, test and control groups, and market mix 

modeling. 

Easier A/B Testing Hones Communications 

One of digital marketing’s best allowances is the ability for a company to 

experiment with almost every aspect of a marketing campaign. A/B testing the 

location of an email sign-up CTA, the color of a promotional banner, a subject 

line, etc., is much easier—and results are available much faster—on digital 

channels. With some diligence, simple changes can be tracked and used to target 

customers more effectively. For example, testing can be used to better engage a 

target audience, improve CTRs, help drive buyers through their journey and 

more. The results of A/B testing can be used to improve targeting of print ads as 

well. For example, if a company is targeting the same audience on Google as it is 

in a print magazine ad, the same language will be effective for both. 

Mobile Marketing Increases Engagement 

Mobile marketing opens up a whole world of opportunities for increased 

engagement, from creating a more personalized user experience to reaching new 

users. According to Global Web Index, more than 80% of internet users own a 

smart phone, and   90% of the time spent on their smart phone is devoted to apps. 

Mobile marketing—from email and social ad design to SEO to branded apps—

allows you to reach users in their most native environment. 
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Analytics Improve Business Models 

Measuring digital analytics helps companies make informed decisions 

about where to invest their resources, improving efficiency. Gathering numbers 

for traditional marketing channels is a manual process, while most digital 

platforms, including social media and marketing automation, have built-in 

analytics dashboards with all of the data automatically available. View reports on 

dashboards for easy visuals, and map the customer journey, measuring 

performance metrics at each step. 

Digital Delivers Personalized Attention 

Tech-savvy marketplaces have led customers and buyers to expect 

individual, personalized attention. Click To Tweet Digital marketing eliminates 

the old “one size fits all” approach to marketing by giving companies better 

insight into segmentation. Using results from customer behavior tracking to 

personalize outreach creates the ideal customer experience. A better customer 

experience means increased trustworthiness and loyalty, more closed accounts, 

and a growing team of brand advocates. 

Account-Based Marketing Closes Big B2B Accounts  

             Digital channels and tools have enabled a new strategy, account-based 

marketing, which uses highly, personalized messaging to communicate with 

individual prospect accounts as markets of one. Account-based marketing is 

extremely targeted, which results in a more efficient use of resources and more 

significant B2B accounts. 

Marketing Automation to Grow Big Than Ever 

Many simple, routine marketing tasks such as reporting can be automated 

when they’re done digitally, by a robust marketing automation platform. This 

allows managers and marketing teams to focus on creating effective strategies 

and measuring meaningful analytics. These systems let marketing and sales 

teams focus on their expertise, and optimizing strategies, without wasting 

resources on smaller tasks. 
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Email Marketing Still Communicates Best 

E mail marketing is being consider as a good digital marketing strategy with 

average ROI of 42:1 cater to the audience’s preferences. Most people, 72%, in fact, 

prefer to hear from brands via email, making a strong case for an engaging email 

marketing strategy. Email marketing puts targeted messaging right in front of 

customers and potential customers. When automated, trigger emails can even be 

sent automatically based on customer activity, further personalizing 

interactions. 

Social Media Builds Trust 

A referral from a friend instantly makes a company seem more 

trustworthy to potential customers. Digital advertising leverages social media to 

make “likes” and other online reviews visible to friends of customers. 

Recommendations make a company stand out from the competition, 

automatically building trust. 

Brand Promotion 

Everyone uses Google. In fact, 81% of B2B purchase cycles begin with a 

web search. That may be why search engine optimization (SEO) has the best ROI 

(22:1) of any digital marketing channel. SEO, a tool of digital marketing, puts 

the Brand where the audience can easily find It .For a company to be seen on 

Google, it must show up on the search engine’s first page. A solid SEO strategy is 

used to improve a company’s Google        ranking. 

Digital Marketing Strategies and Meeting Business Goals 

A better cost efficiency, more data to inform better decisions, and building 

on customer trust are the advantages that can be gained from digital marketing. 

A set of strong digital marketing strategies will serve as the path to reaching 

business goals 

, finding success and gaining the advantages of digital marketing. Successful 

long-term digital marketing strategies can include 

1. Tracking and analyzing the consumer behavior 

2. Designing the customer journey based on insights 

3. Setting a protocol for piloting a new technology sharing data across the 
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business and manage the external capabilities 

4. Employing flexible and multiple ecosystem 

5. Selecting the appropriate technology 

6. Enhancing customer experience with performance marketing 

7. Be sensible about martech capabilities such as Campaign execution, Audience 

management and Data analytics and performance 

8. Form agile marketing and tech squads to target key performance indicators 

9. Defining balance spend allocation through use of behavioral & income data 

define and design specific campaigns with balance spending 

10. .Be responsible with audience’s trust and first-party data management 

Conclusion 

Digital marketing is more affordable, flexible, and engaging than 

traditional marketing methods. Even top-performing small and mid-sized 

companies are finding better competition, improved best practices, and increased 

engagement through digital marketing. The digital marketing stream is not 

reserved for large corporations. Regardless of size, industry or geography, digital 

is a necessity for growth and business innovation. The digital marketing 

operations can transform business. The above stated strategies of digital 

marketing will certainly help businesses to transform their business into a more 

tech savvy and competent environment .Just they may recognize the capabilities 

of digital marketing strategies in the area of customer insight and experience, 

key performance indicators and measurement and marketing technology and 

infrastructure. 
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Abstract -:  

The main objective of the present paper is to analyzing the 

people are too much dependent on cash, whether they are living in 

urban as well as rural areas regularly use cash in their 

transactions. Peoples are living in villages, towns; small cities are 

facing problems of hard cash. In this study opinions of 120 regular 

retail customers to the shop were selected from Beed District, which 

comes under semi urban area. The result shows that peoples were 

not completely aware about cashless transactions. 

Keywords: Cashless transaction, physical currency, Mobile banking, E- banking  

Introduction: 

A Cashless Economy is an economy in which all types of transactions are 

carried out through digital means. Since the removal of the notes, the 

government has been working hard to promote digital payment systems to 

consumers, proactively offering different incentives and rewards. So far, it seems 

to be working: the government has reported a 400-1,000% increase in digital 

transactions since the demonetization. It includes e-banking (Mobile banking or 

banking through computers), debit and credit cards, card-swipe or point of sales 

(POS) machines and digital wallets. 

Cashless transaction is a process of buying goods and services against 

money where there is no physical currency is involved. The physical currency is 

replaced by a number of methods that are powered by digital information 

technology and are capable to transfer money from one person’s bank account to 

another person’s. All these money transfer 3 methods have their own, features, 

qualities, and mechanisms that work together with other devices or equipment’s 

therefore they are termed as “systems” 
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Modes of cashless Payments  

For making India cashless, these are the various modes available in the form of 

digital transactions. These can be highlighted as follows:  

Banking Cards- Banking cards offer consumers more security, convenience, 

and control than any other payment method. The wide variety of cards available 

– including credit, debit and prepaid – offers enormous flexibility, as well.  

Banks Prepaid Cards- For this service, a bank account is there with wallet or 

a pre-paid card and a smart phone to generate the MPIIN.  

USD (Unstructured Supplementary Service Data): The innovative payment 

service *99# works on Unstructured Supplementary Service Data (USSD) 

channel. This service allows mobile banking transactions using a basic feature 

mobile phone; there is no need to have an Aadhaar Enabled Payment System  

AEPS- AEPS is a bank led model which allows online, interoperable financial 

transaction at the POS (Point of Sale / Micro ATM) through the Business 

Correspondent (BC) /Bank Mitra of any bank using the other authentication. 

mobile internet data facility for using USSD based moba basic feature mobile 

phonents Interface (UPI) is a Aadhaar Enabled Payment System accounts into a 

single mobile application (of any participating bank), merging several banking 

features, seamless fund routing & merchant payments into one hood. It also 

caters to the “Peer to Peer” collect request which can be scheduled and paid as 

per requirement and convenience.  

Mobile Wallets: A mobile wallet is a way to carry cash in digital format. Most of 

banks have their e-wallets and some private companies. Such as. Amazon pay, 

Paytm, Mobikwik, Oxigen, Rupee, Airtel Money, Jio Money, SBI Buddy, Citrus 

Pay, Vodafone M-Pesa, Axis Bank Lime, ICICI Pockets, Speed Pay etc.  

Point of Sale: A point of sale (POS) is the place where sales are made. On a 

macro level, a POS may be a mall, a market or a city. On a micro level, retailers 

consider a POS to be the area where a customer completes a transaction, such as 

a checkout counter. It is also known as a point of purchase.  

Internet Banking: For this type of digital service to take benefit of, the 

individual must hold a bank account and opt for the online service same.  
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Electronic Fund Transfer Systems: Two popular methods RTGS and NEFT 

are increasingly used by people on a large scale for making funds transfer from 

one bank to another leading to less time and economy in operations. 

Review of Literature:  

Olatokun and Igbindion (2009) “discovered that the limitations of Relative 

Advantage, Complexity, Observe Capacity, Compatibility, and Trial Capacity 

were positively linked to the Indian attitude towards using ATM cards”. In its 

qualitative survey, Morufu and Taibat (2012) “suggest that bankers in India 

perceive electronic banking as a toolto minimize difficulties, reduce transaction 

costs, alter customer queuing patterns and save customer banking time”. 

Alawiye Adams Adewale (2013) has explained that the cashless payment 

systems have a great impact on the economy and the part of the population 

which is illiterate cannot access these methods. Jashim and Margaret (2014) 

revealed that when a credit card based payment is used, the volume, value and 

type of products purchased increase. This is due to the credit element, or to the 

cashless element of the transaction. The perception may well have a direct 

impact on purchase behavior of customers. D. Kumari, (2016), studies of cashless 

transaction its different methods, advantages and challenges. Her paper will 

help to understand the basic of the cashless transaction.   

Statement of the Problem: 

The current study work is therefore aimed at filling the gap in the current 

body of information on changing retail customer’s perception of cash-to-cash-free 

transaction. This element is similarly crucial when one thinks about the 

country's cashless economy and contributes to the Digital India Programme.  

Objectives of the Study: 

The present study has been conducted on the following concrete objectives. 

1. To study the issues and challenges of cashless transaction  

2. To study the present socio-economic status of  customers in Beed district 

3. To analyzed the cashless payment and retail customer behaviour in Beed 

districts  
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Research Methodology: 

The study was mainly based on primary data. The required data was 

collected from the people of the rural, semi urban and urban area of Beed district 

and the Secondary data- The data collected from various book and research 

journal and government agencies. This study is based on the field survey 

conducted with the help of a well-structured questionnaire and interviews with 

retail customers. The study is confined to Beed district in Maharashtra state and 

the primary data was collected from deliberate sampling method and 120 

respondents had been selected from Beed district.  

Limitation of the study  

Research was based on small sample size and was limited to Beed district 

only. It is limited to filed survey year of 2020-21 

Result and discussion  

Demographic Profiles of Respondents  

It was observed from table 1.1 Age wise distribution of the respondents 

indicated that majority of the respondents i.e. 46.67 per cent were in the age 

group 25-35 years, working and dynamic group age of the respondents. As 

regards to marital status of the respondents, it was found that 76.67 per cent of 

the respondents were married and 23.33 per cent respondents were unmarried. 

It was noteworthy that majority of married respondents contribution in the 

study. With regard to literacy level, the study disclosed that majority of the 

respondents i.e. 92.50 per cent were literate whereas 7.50 per cent respondents 

were illiterate.  

Table 1.1 Demographic Profiles of Respondents 

Sr. 

No. 

Demographic Variables                                                    ( Sample 

size 120) 

1. Age  (Years) No. of 

Respondents 

Percentage 

 Below  25 9 7.50 

 25 - 35 56 46.67 

 35 – 45 29 24.17 

 45 – 55 21 17.50 

 Above 55 5 4.17 

 

2. Marital status No. of 

Respondents 

Percentage 

 Married  92 76.67 

 Unmarried 28 23.33 
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Source:  Field Survey - 2020-21 

It was also observed that majority of the respondents i.e. 34.17 per cent 

were farmers, 30.00 per cent respondents were labors/workers and 24.17 per cent 

respondents were business man. It was noticed that the earnings of these 

respondents were uncertain and irregular, 11.67 per cent respondents were 

engaged in services.  

 Table 2 Respondents using cashless modes for payments 

Source:  Field Survey - 2020-21 

From the above table 2 indicated that the no. of respondents using 

cashless modes for payments. It was found that (61) 50.83 per cent of 

respondents were not using cashless modes for payments; (36) 30.00 per cent 

respondents were always using cashless modes for payments and only (23) 19.17 

per cent respondents were sometimes using cashless modes for payments.  

 

 

 

3. Gender  No. of 

Respondents 

Percentage 

 Male  86 71.67 

 Female  34 28.33 

 

4. Literacy level No. of 

Respondents 

Percentage 

 Illiterate 9 7.50 

 Higher secondary 12 10.00 

 Graduation 66 55.00 

 Post Graduation 33 27.50 

 

5. Occupation No. of 

Respondents 

Percentage 

 Agriculture  41 34.17 

 Labour/ Worker   36 30.00 

 Service  14 11.67 

 Business  29 24.17 

Particulars  Yes always  Some time  No  Total  

No. of Respondents 36 23 61 120 

Percentage  30.00 19.17 50.83 100.00 
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Figure 1 Respondents using cashless modes for payments 

 

Table 3 Reasons behind not using modes of cashless service for payments 

Source:  Field Survey - 2020-21 

It was observed from table 3 that the most 47.54 per cent respondent’s not 

using modes of cashless service for payments because of fair of fraud; 21.31 per 

cent respondent’s not using modes of cashless service for payments because of 

they don’t know how to use it; 18.03 per cent respondent’s not using modes of 

cashless service for payments because of they not trust on classless it; 9.84 per 

cent respondent’s not using modes of cashless service for payments because of 

they not using internet banking and only 3.28 per cent respondent’s not using 

modes of cashless service for payments because of they don’t having bank 

Account.  

Table 4 Types of cashless mode using of respondents 

Source:  Field Survey - 2020-21 

Reasons  No. of 

Respondents 

Percentage 

Don’t have bank Account  2 3.28 

Not using internet banking  6 9.84 

Not trust on classless  11 18.03 

Fair of fraud  29 47.54 

Don’t know how to use 13 21.31 

Total  61 100.00 

Modes of cashless payment  No. of 

Respondents 

Percentage 

Internet Banking  5 8.47 

Debit/ Credit card  15 25.42 

UPI 34 57.63 

Mobile Wallets 5 8.47 

Total  59 100.00 
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It was noticed from table 4 that 120 respondents out of these 59 

respondents were using cashless payment modes, it was found that most of 57.63 

per cent respondents using UPI; 25.42 per cent respondents were using 

debit/credit card; 8.47 per cent respondents were using internet banking and 

8.47 per cent respondents were using mobile wallets for cashless transactions.  

Conclusion: 

With above discussion concluded that the cashless payment systems have 

a great impact on the economy and the part of the population which is illiterate 

cannot access these methods. This illiterate part of the society plays an 

important role in the success of the cashless economy of a country. It is also 

observed that there is not too much awareness of cashless transactions and that 

a significant proportion of people are actually waiting for the cashless 

transaction to be introduced. The outcome indicated that the cashless economy 

has a beneficial effect on preventing money laundering and stimulating economic 

growth, but the research area's people are not conscious of the cashless 

transaction due to many of the problems mentioned above. 
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Abstract: 

An ethno botanical study deals with different wild edible 

plant use by tribal peoples as a food. The field survey was carried 

out in Khed region of Pune district. Local people were using plants 

to use food in terms of the nutritional content of wild edible plants 

used commonly occurring in this area. Total 73 plant species 

belonging 45 families were documented uses food in the region. 

Key Words: wild edible, fruit, food, consumed.  

Introduction: 

All of today's common vegetables and fruits were previously wild plants 

that were cultivated and enhanced for their nutritional value. Wild edible plant 

species used as a food ( Kiran et al., 2019). For vegetarians, eating wild edible 

plants is a major source of vitamins and micronutrients. The diversity of wild 

food plants available for usage was noted throughout these studies, which 

included data on wild uses of the plants consumed by people. Earlier investigations 

on wild edible plants and their uses were conducted by a variety of researchers. Kar A 

and Borthakur SK, (2008), Kuvar S D and Shinde R D (2019) , Deshpande, S., 

Joshi, R., and Kulkarni, D. K. (2015), ,Sinha, R. and Lakra V., (2005), Patil M. V 

.and Patil D. A. (2000), Mishra A., Swamy S.L., Thakur, T.K.; Bhat R., Bijalwan 

A., Kumar, A. (2021), Panta S., Parajulee D., Subedi G. Giri B. (2021).  

 

 

 

mailto:namdeoadmuthe@gmail.com


IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

394 

 Admuthe N. B. and1 Pokale S. T.2 
 

 

Methodology: 

Study Area:  

Khed tehsil is situated in the Pune District and lies between Lat. 180 37’ 

1”- 190 17’4” N and Long.730 30’ 51” –740 3’ 5” E on the north –western part of 

Deccan plateau and is composed of undulating hilly country. It is bounded on the 

north by Ambegaon tehsil, on the south by Maval and Haveli tehsils and on the 

east by Shirur tehsil. The western boundary is formed by the range of Sahyadris. 

Bhimashankar, Vandra, Tambarvadi etc. are some of the areas covered by 

Sahyadris in the tehsil. In Khed tehsil total villages are 98. The human 

population according to the 2001census approximate 3,43,214, and tribals 

population 38,272 percentage of total population to the tribal population 11.15 %. 

Tribals are found in large number in this region. 

The present study has been conducted in two steps:  

Step I- A survey was conducted among the tribal peoples of Khed  region 

Pune district during 2019- 2021 to gather knowledge on wild plants used for 

food.  

Step II- Plants of flowering and fruit were identified by the help of Cooke, T. 

(1958), Hooker, J. D. (1872-1897). The tribals of Khed tehsil shared their 

expertise of plant applications and plant species that they utilized for food. 

Results and Disscussion:  

The present study brought knowledge of tribal for use of wild edible plants.  

The plant specimens have been identified by the flora and the plants species are 

alphabetically arranged.   

1. Alternanthera sessilis (L.) R. Br. ex DC. Family- Amaranthaceae, Local name-

Matala, Part used-Leaves, Use- Leaves are used as vegetable.  

2. Amaranthus spinosus Family- Amaranthaceae, Local name- Katerimath, Part 

used-Leaves, Use- Leaves are cooked and eaten as vegetable.  

3. Amorphophalus paeonifolius Dernst Family-Araceae, Local name- Suran, 

Part used- Corm, Use-The corm is cooked as the vegetable and eaten as food. 

4. Ampelocissus latifolia (Roxb.) Planch Family- Vitaceae, Local name-

Bahinicha vel, Part used-Fruit, Use- Fruits are eaten. 
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5. Antidesma acidum Retz. Family- Euphorbiaceae, Local name- Surpela, Part 

used- Fruit, Use-Ripened and semi-ripened fruits are eaten. 

6. Bombax ceiba L. Family-Bombacaceae, Local name- Kate Savar, Part used- 

Flower, Use- Flower is used as vegetable.  

7. Boerhavia diffusa (L.) Hook. Family- Nyctaginaceae, Local name- Punarnava, 

Part used- Leaves, Use-Leaves are cooked as a vegetable.  

8. Bridelia retusa (L.) Juss. Family-Euphorbiaceae, Local name-Asan, Part 

used- fruits, Use- Ripe fruits are eaten. 

9. Caesullia axillaris Roxb. Family-Asteraceae, Local name- Bondala, Part used-

Leaves, Use- Leaves are used as vegetable. 

10. Capparis zeyalinica L. Family- Capparidaceae, Local name- Waghati, Part 

used- Fruit, Use- Cooked fruits are eaten as vegetable. 

11. Canavalia gladiata (Jacq.) DC. Family- Fabaceae, Local name -  Jungli abhui, 

parts used- Fruit, Use- Fruits are used as vegetable.  

12. Careya arborea Roxb. Family-Lecythidaceae, Local name- Kumbhi, parts 

used- Fruit, Use- Fruits are eaten.  

13. Carissa carandas L. Family- Apocynaceae, Local name- Karvand, Parts used- 

Fruit, Use- Fruits are eaten.  

14. Casearia graveolens Dalzell Family-Flacourtiaceae, Local name-Kirmira, Part 

used- Fruit, Use: Fruits are eaten. 

15. Cassia tora L. Family- Caesalpiniaceae, Local name-Tarota, Part used- 

Leaves, Use-Tender leaves are cooked as a vegetable.  

16. Celastrus paniculatus Willd. Family- Celastraceae, Local name- Pimpli cha 

baar, Part used-Flower, Use-Flowers are boiled and water is removed and 

cooked as a vegetable.  

17. Celosia argentea L. Family- Amaranthaceae, Local name- Kurdu, Parts used- 

Leaves, Use- Leaves are used as vegetable. 

18. Centella asiatica (L.) Urban Family- Apiaceae, Local name- Bramhi, Part 

used- Leaves, Use-Leaves are crushed to paste and pinch of Pepper and salt is 

added and mixed to make chutney be eaten. 
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19. Cheilocostus speciosus (J. Konig) C. Specht Family- Costaceae,  Local name- 

Pewda, Parts used- Tuber, Use- Tuber is used as vegetable.  

20. Chenopodium murale L. family- Chenopodiaceae, Local name- Chilni bhaji, 

Parts used-Entire plant, Use- Entire plant is used as vegetable.  

21. Colocasia esculenta L. Family-  Araceae, Local name- Tera, Part used- 

Leaves, Use-  Leaves and core of petioles are cooked and eaten a vegetable. 

22. Commelina forkalae Vahl Family- Commelinaceae, Local name- Kulu, Part 

used- Leaves, Use- Leaves are cooked and eaten as vegetable 

23. Corchorus capsularis L. Family- Tiliaceae, Local name- Fotakani, Part used-

Leaves, Use-Young and tender leaves are cooked as a vegetable.  

24. Cordia dichotoma Forst. f. Family-Ehretiaceae, Local name-Bhokar, Parts 

used- Inflorescence and fruits, Use- The inflorescence is used as vegetable 

and fruits are eaten.  

25. Cucumis setosus Cogn. Family-Cucurbitaceae, Local name- Mekkha, Parts 

used- Fruits, Use- Fruits are used as vegetable. 

26. Curcuma pseudomontana Graham Family- Zingiberaceae, Local name- Ran 

Halad, Parts used- Rhizome, Use- Rhizomes are used as vegetable.  

27. Diasporas wallichii Hook f. Family- Dioscroreaceae, Local name- 

Chaichamur, Part used- Leaves and inflorescence, Use-  Leaves and young 

inflorescence are used as vegetable. 

28. Digera muricata (L). Mart. Family-Amaranthaceae, Local name- Tanduli – 

Matala, Part used- Leaves, Use-Leaves are used as vegetable. 

29. Diospyros melanoxylon Roxb. Family-Ebenaceae, Local name- Tembhurni, 

Parts used- Fruit, Use- Fruits are eaten. 

30. Diplocyclos palmatus (L.) C. Jeffrey Family-Cucurbitaceae, Local name- 

Mahadevpind, Part used- Leaves, Use- Leaves are used as vegetable.  

31. Dioscorea bulbifera L. Family-  Dioscoreacene, Local name- Kadukand, Part 

used- Tuber, bulbils, Use-  Boiled tubers and bulbils are eaten. 

32. Dioscrorea oppositifolia L Family- Dioscoreaceae, Local name- Chaiken, Part 

used- Leaves and inflorescence, Use-  Leaves and young inflorescence are 

used as vegetable. 
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33. Embelia basaal (Roem. & Schult). A. DC. Family-Myrsinaceae, Local name- 

Ambati, Parts used- Fruit, Use- Fruits are eaten. 

34. Ensete superbum (Roxb.) Cheesm Family-Musaceae, Local name- Ran-Keli, 

Part used- Inflorescence, Use- Inflorescence is used as vegetable. Rhizomes 

are eaten.  

35. Ficus amplissima Sm. Family-Moraceae, Local name-Payar, Part used-Fruit, 

36. Use- Fruits are eaten. 

37. Ficus racemosa Linn. Family- Moraceae, Local name- Umber, Part used- 

Fruit, Use-Ripened fruits are eaten.  

38. Flacourtia indica (Burm.f.) Merill Family-Portulacaceae, Local name- Bam, 

Part used- Whole plant, Use- Whole plant is used as vegetable. 

39. Flueggea leucopyrus Willd. Family-Euphorbiaceae, Local name- Pichrun, Part 

used- Leaves and fruits,Uses: Leaves are used as vegetable and  fruits are 

eaten.  

40. Gmelina arborea Roxb. Family-Verbenaceae, Local name- Shivan, Part used- 

Fruits, Use- Ripe fruits are eaten. 

41. Grewia hirsuta Vahl. Family-Tiliaceae, Local name- Kirmid, Part used-

Fruits, Use- Ripe fruits are eaten. 

42. Holoptelea integrifolia (Roxb.) Planch. Family- Ulmaceae, Local name- 

Papada, Part used- Seeds, Use-Seeds are roasted and eaten as food.  

43. Holostemma ada-kodien Schult. Family-Asclepiadaceae, Local name- Shiri, 

Part used- flower,Use- Flowers are eaten.  

44. Indigofera cordifolia Heyne ex Rot Family- Papilionaceae, Local name- 

Barbada, Part used- Seeds, Use-  Dried seeds are ground, chapattis made 

form flour are consumed. 

45. Ipomoea aquatica Forsk. Family-Convolvulaceae, Local name- Nali, Parts 

used- Leaves, Use- Leaves are used as vegetable. 

46. Ipomoea nil (L.) Roth. Family-Convolvulaceae, Local name- Nilya, Part used- 

Leaves, Use- Leaves are used as vegetable. 

47. Ipomoea turbinata Lag. Family-Convolvulaceae, Local name, Phang, Part 

used- Leaves, Use- Leaves are used as vegetable. 
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48. Jasminum malabaricum Wight Family- Oleaceae, Local name- Kanser, Part 

used- Fruit, Use- Fruits are sour in taste, they are boiled and eaten as 

vegetable. 

49. Lantana camara L. Family- Verbenaceae, Local name- Kaamoni, Part used-

Fruits, Use-Ripened fruits are eaten.  

50. Limonia acidissima L. Family-Rutaceae, Local name – Kavath, Part used- 

Fruit, Use- Ripe fruit is eaten. 

51. Madhuca longifolia (Koen.) Mac Bride, Family- Sapotaceae, Local name- 

Moha, Part used- Flower, fruit, Use- Fleshy flowers and fruits are eaten. 

52. Manilkara hexandra (Roxb.) Dub. Family- Sapotaceae, Local name-Khirni, 

Part used-Fruit, Use- Ripened fruits are eaten.  

53. Merremia hederacea (Burm. f.) Hall. Family- Convolvulaceae, Local name- 

Diwati, Parts used- Seeds, Use-Seeds are eaten raw and roasted. 

54. Momordica dioica Roxb. ex. Willd. Family-Cucurbitaceae, Local name- 

Kartule, Part used- Fruit, Use-Fruits are used as vegetable. 

55. Moringa concanensis Nimmo ex Dalz. and Gibs. Family-Moringaceae, Local 

name- Jungli Shewaga, Part used- Fruit, Use- Fruits are boiled in water and 

used as vegetable.  

56. Mucuna pruriens L. Family-  Papilionaceae, Local name- Khajol, Part used- 

Leaves, Use- Leaves are cooked and used as vegetable 

57. Mukia maderaspatana (L.) Roem. Family-Cucurbitaceae ,Local name- Math 

Ghughri, Part used-Fruit, Use- Ripe fruits are eaten. 

58. Nicandra physalodes (L.) Gaertn. Family-Solanaceae, Local name- Ran 

popati, Part used- Fruit, Use- Fruits are eaten. 

59. Oroxylum indicum (L.) Vent. Family- Bignoniaceae, Local name-Tattu, Part 

used- flower and fruit, Use-Flowers are boiled and cooked as a vegetable. 

Fruits are chopped to small pieces and used to make pickle. 

60. Oxalis corniculata L. Family- Oxalidaceae, Local name-Chihoda Bhaji, Part 

used- Leaves, Use-Leaves are cooked as a vegetable. 

61. Persicaria glabra (Willd.) M. Gomez. Family-Polygonaceae, Local name: 

Mendi, Part used- Leaves, Use-Leaves are used as vegetable.  
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62. Phyllanthus reticulatus Poir. Family-Euphorbiaceae, Local name- Pichrundi, 

Part used- Fruit, Use- Ripe fruits are eaten. 

63. Physalis minima L. Family-Solanaceae, Local name- Phuga, Part used- Fruit, 

Use- Fruits are eaten. 

64. Portulaca oleracea L. Family-Portulacaceae, Local name-Bam, Part used- 

Whole plant,Use- Whole plant is used as vegetable. 

65. Pueraria tuberosa (Willd.) DC. Family-Fabaceae,  Local name- Shirvala, Part 

used- Tubers, Use- Tubers are eaten. 

66. Rivea hypocrateriformis Choisy Family-Convolvulaceae, Local name- Phang, 

Part used- Leaves. Use-Leaves are used as vegetables.  

67. Schrebera swieteniodes Roxb. Family-Oleaceae, Local name- Mokha, Part 

used- Leaves and fruit, Use- Leaves are used as vegetable and fruits are 

eaten. 

68. Schleichera oleosa (Lour.) Merr. Family-Sapindaceae, Local name-Koshimb, 

Part used- Fruit, Use- Fruits are eaten. 

69. Semecarpus anacardium L. f. Family-Anacardiaceae, Local name- Biba, Parts 

used- Flower thalamus, Use-Ripened thalamus is eaten.  

70. Senna tora (L.) Roxb. Family-Caesalpiniaceae, Local name- Turtha, Part 

used- Leaves, Use- Leaves are used as vegetable. 

71. Smilax zeylanica L. Family- Smilacaceae, Local name- Sherdire, Part used- 

Shoots, Use-Young tendril and shoots are boiled and cooked as vegetable. 

72. Smithia conferta J.E. Sm Family- Papilionaceae, Local name- Kawali, Part 

used- Leaves, Use- Leaves are cooked and used as vegetable. 

73. Sphaeranthus indicus L. Family-Asteraceae, Local name- Bothada, Part 

used- Leaves, Use- Young shoots and leaves are used as vegetable. 

74. Terminalia bellirica (Gaertn.) Roxb. Family- Combretaceae, Local name- 

Behada, Part used -Seed, Use-Seed testa is removed and cotyledons are eaten 

as food.  
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Conclusion: 

Ethno-botanical research work is an enlist the wild edible plants for 

consumption by tribals. In this investigation 73 plants belonging 45 families 

have been documented. The wild vegetables provide better taste and good health.  
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Abstract-  

   Digital technology is a technology, which use of digital or 

computerised devices, methods and systems etc. use this technology 

was to start in 20th century, in the beginning it is limited use by 

various sectors. In 21st century it is used for various purposes. 

Nowadays, digital technology has adopted by every sector in the 

world. Without digital technology, we can’t do anything. In India 

Digital technology acquire every sector, Finance sector is not 

exception of to use digital technology. To using of digital technology 

money transfer is very easy and efficient way. Digital economy word 

to firstly coined by Japanese professor and research economist in the 

midst of Japan recession of the 1990s. The digital economy referred 

to wide range of economic activities that use digitised information 

and knowledge as key factor of production. To use of digital economy, 

people are more cheaply access of products and services from any 

location. Every sector is friendly with digital economy. Due to digital 

economy, the people effortlessly transactions of money from any place 

to another. Digital economy is developing rapidly worldwide. In 

digital economy, most of the transactions and payments are online 

modes. For support of digital economy, there are so many apps are 

emerged. These are Google Pay, Phone Pay, YONO, Bhim, Paytm 

and many more. The UPI system is also a main gateway of online 

transaction. 

Introduction:  

    The digital economy make easier to the customers and businesses for 

receiving their products and order also. The digital economic grades many more 

benefit to the people. Digital technologies have a potential to boost more 

inclusive and sustainable growth by spurring Innovation. Digital economy based 

on the computing. Computing technologies, banking cards. UPI, Mobile wallets, 

Bank Prepaid Cards, Point of Sale, Internet banking, Mobile Banking and Micro 

ATMs are the mode of digital payments. These modes are promoting the cashless 

transaction and converting less cash society. 
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Status of digital economy in India: 

                 India is the second largest country in the world in terms of population. 

More than 60% population live in rural area. The rural area population is not 

literate of computer knowledge and also they do not have sufficient smartphones 

with compare to urban population. Digital India is a flagship program of Indian 

government due to this Program day by day increases the use of digital economy 

by the citizens, Cashless or digital economy belong to no physical cash is 

circulated, all types of monetary transactions are done through digitally like E-

wallet, Internet Banking, Debit or Credit Cards, Electronic Fund Transfer, 

Mobile Payments, etc. According to RBI in the finance year 2020-21 the digital 

payments growth recorded 30.19%. Following table shows the growth rates in 

selected payment methods. 

Table 1. Growth Rates in Selected Payment System 

Sr. 

No. 

Payment 

Systems 

Transaction Volume 

Growth  

      (YoY, per cent) 

Transaction Value Growth  

      (YoY, per cent) 

Jan 

2021 

Jan 

2022 

Feb. 

2021 

Feb. 

2022 

Jan 

2021 

Jan 

2022 

Feb. 

2021 

Feb. 

2022 

1 RTGS 14.1 15.7 18.4 14.3 -7.2 13.9 0.7 14.1 

2 NEFT 10.3 26.2 13.6 28.8 12.3 12.8 15.1 15.1 

3 UPI 76.5 100.5 73.0 97.5 99.4 93.0 91.0 94.5 

4 IMPS 33.5 27.0 28.7 32.0 33.1 34.1 28.3 39.7 

5 NACH -14.6 28.8 -18.4 28.0 11.6 26.4 -1.3 30.2 

6 NETC 60.4 54.8 44.3 53.3 48.1 50.0 38.8 42.0 

7 BBPS 84.0 130.2 89.1 121.2 106.0 148.8 115.7 136.2 

Source: RBI Bulletin March 2022. 

        Above table reflects that how transaction volume and value growth per cent 

changes in January and February 2021 and January and February 2022 of 

various methods of digital transactions like Real Time Gross Settlement (RTGS), 

National Electronic Funds Transfer (NEFT), Unified Payments Interface (UPI), 

Immediate Payment Service (IMPS), National Automated Clearing House 
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(NACH), National Electronic Toll Collection (NETC) and Bharat Bill Payment 

System (BBPS). 

Table 2 NEFT, RTGS and Mobile Banking Transactions. 

National Electronic Funds Transfer (NEFT) - February 2022 

Total 

Number of 

Banks 

Total Outward Debits  Received Inward Credits 

No. Of 

Outward 

Transactions. 

 (in Lakh) 

Amount 

(Rs. Crore) 

No. Of 

Inward 

Transactions. 

 (in Lakh) 

Amount 

(Rs. Crore) 

226 3632.6 2477058.6 3632.6 2477058.6 

Source: RBI Report February 2022 

 RTGS 

Tota

l No. 

of 

Ban

ks 

Bank Wise RTGS Inward and Outward - February 2022 

Inward Outward 

Volume Value (in Rupees 

Crore) 

Volume Value (in Rupees 

Crore) 

Int

erb

an

k 

Cus

tom

er 

Tot

al  

% Int

erb

an

k 

Cus

tom

er 

Tot

al  

% Int

erb

an

k 

Cus

tom

er 

Tot

al  

% Inte

rba

nk 

Cus

tom

er 

Tota

l  

% 

238 113

068 

179

154

84 

18

02

85

52 

1

0

0 

10

47

26

2.0

6 

927

735

5.75 

103

246

17.8

2 

1

0

0 

11

30

68 

179

154

84 

18

02

85

52 

1

0

0 

104

726

2.06 

927

735

5.75 

1032

4617

.82 

1

0

0 

Source: RBI Report February 2022 

Mobile Banking 

Mobile Banking Transactions For The Month Of February 2022 

Total Number of 

Banks 

Volume (in Lakh) Value (in Crore)   

462 48508  1395093 
Source: RBI Report February 2022 

       Above table’s reveals that the fund transfer in February 2022 by Indians 

using NEFT, RTGS and Mobile Banking.  
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Digital Payment across India: 

 

Source: Statista. 

  According to above graph total number of digital payment across India in 

financial year 2018 was 14.59 to 43.71 in financial year 2021. This pattern shows 

to continue increases of digital payments in the country.  

Benefits of Digital Economy:  

 There are so many benefits of digital economy, here are several important 

benefits. 

Faster Payment:  

         In digital economy electronic payment system use for money transaction. It 

is a faster and instant payment method. There is no need to wait for 

transactions. The traditional transaction methods are too much lengthy. Now 

you don’t need to line up for payment. Everyone can make payments at any time 

from any location. 

Security:  

            Digitally transfer money is more secure than the traditional methods. To 

carry cash is a risky because of thefts and other reasons, but electronically 

transfer money is more secure because electronic payment uses secure gateway 

which are very hard to tamper and no need to carry physical cash. 

Wide Range of Options:  

         Traditionally limited ways to transfer and withdraw money, but in digital 

economy there are so many ways to transfer money, like different cards, e-
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wallets, different apps and many more. To use of this options people no need to 

line up for payment transfer and withdraw. More options are helps to faster 

payments. 

Easily Track:  

          In online or digital payments all online transaction activities stored in 

merchants database, due to this merchant and customers are easily track online 

transactions. This helps to avoid confusions of payment transactions.  

Convenient:  

          digital payments are more convenient with compare to traditional 

methods. Everywhere and anytime you don’t need to carry physical money for 

any purpose. Digitally you transfer money for any task.  

Save Processing Cost:  

           When we use traditional methods we need to spend some money for 

transaction, the bankers charge processing fee for transactions and this charges 

are depend on the how amount is for transfer. But in electronic mode we don’t 

need to spend some money as a processing fee. This is a most important benefits 

for customers as well as merchants.    

Transparency: 

          In every field transparency is an essential for trust. Traditionally it is 

lengthy method to detect payments for merchants, to use of electronic payment 

methods no worry about payments. Every record of credit and debit are 

electronically save on the servers. Merchant and customers easily access this 

record. Due to this maintain transparency in payment transactions.  

User Friendly:  

             Traditional payments methods are complex and not easy to understand 

for common people. The new and advanced electronically or digital payments 

methods are very easy and user friendly. This method provide various range of 

payment facilities and also users view their payment details. 
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Abstract: 

Omnichannel retailing refers to the use of various sales 

channels (physical and digital storefronts) to create a unified, 

seamless brand experience for consumers on any platform, at any 

time. When done effectively, users should be able to move freely 

from one channel to the next, building a relationship that improves 

the overall buying experience and encourages brand loyalty. 

Advancement in technology and emergence of new technologies like 

artificial intelligence, IoT, chatbots, robotized customer service, 

augmented reality is uniting the physical and digital world of 

shopping. Further, in-store digital payment options are blurring 

lines between the brick-and-mortar and e-commerce model, leading 

to hybrid retailing and improved user experience. In addition to 

traditional physical and online stores, new channels, such as smart 

phones and social media, are changing user habits, shopping 

behavior and transforming their buying process.  

Key words: Omnichannel, retailing, seamless, social media, retention.  

Introduction:  

Omnichannel retailing refers to transacting across multiple channels, 

which may include    market places, social media, bricks and mortars and more. 

Omnichannel has become a popular buzzword, but it’s not just another way of 

saying that you sell on multiple channels. There are many different channels 

available for omnichannel organizations to participate in, from digital 

marketplaces to social media platforms. Omnichannel commerce is a strategy 

that provides a seamless shopping experience from the first touch point to the 

last. Consumers are discovering brands in brand new ways and seeking 

contemporary conveniences to guide their shopping decisions. Today, India’s 

hyper-connected consumers are rapidly entering into an era where they expect 

brand owners to provide consistent and unparalleled service across all touch 
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points. They are not only looking for the right product that suit their needs but 

are also seeking a smooth journey in finding the product irrespective of various 

platforms that they use, buying it from and get it delivered at their doorstep. 

However, to better integrate in-store and online shopping experience, brand 

owners and retailers encounter multiple challenges to successfully execute the 

omnichannel strategy.  This article covered the integration of online and offline 

channels. 

 

 

 

 

 

 

 

 

 

Fig. 1: Scope of Omnichannel Retailing. Source: https://medium.com 

Review of literature: 

Banerjee M. (2019) states that omnichannel term originates within the 

business house and practitioners. However, of late, it has drawn more attention 

in the academic field as well. It has completely changed the retailing concept and 

perceptions of changing consumer habits and shopping manners of the prevailing 

retailing wave. Ozturk & Okumus, (2018) states that digital technology has 

provided many relevant success features, along with several opportunities and 

challenges to implementing with strategic use of omnichannel systems. With 

high-quality digital technologies, many omnichannel system initiatives, these 

issues have surfaced to provide values and importance of omnichannel 

marketing to achieve excellence in the omnichannel system.   

Verhoef, Kannam & Inman, (2015) states that companies competing in the global 

scenario have already transformed the entire markets, with their new marketing 

concepts and advanced technology.  
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Statement of Problem: 

Omnichannel retailing refers to the use of various sales channels (physical 

and digital storefronts) to create a unified, seamless brand experience for 

consumers on any platform, at any time. In India there are heterogeneous groups 

of buyers based on age, education, economically etc. Some persons are very much 

techno savvy and some persons are technically not sound. The people from 

different groups think differently, and therefore, the retailers adopt different 

selling techniques to reach to the customers and increase the sales. Therefore, 

there is need to study the omnichannel retailing.    

Objectives of the study: 

1. To know the concept of Omnichannel retailing. 

2. To know the importance of Omnichannel retailing. 

3. To understand the need of Omnichannel retailing. 

Importance of Omnichannel Retailing: 

Omnichannel retailing refers to a multi-channel approach that allows 

customers not only to shop across channels, but also to interact with the brand. 

It provides them with a unique, complete and seamless shopping experience, 

breaking down barriers between virtual and physical stores, and offering exactly 

what they need, the moment they need it.  According to a study by CMO Council, 

94 percent of marketers believe that providing an omnichannel experience is 

crucial to business success and customers are retained by companies who work 

with such omnichannel engagement strategies. Advancement in technology and 

emergence of new technologies like artificial intelligence, Internet of Things(IoT), 

chatbots, robotized customer service, augmented reality is uniting the physical 

and digital world of shopping. Further, in-store digital payment options are 

blurring lines between the brick-and-mortar and e-commerce model, leading to 

hybrid retailing and improved user experience. In addition to traditional 

physical and online stores, new channels, such as smart phones and social 

media, are changing user habits, shopping behavior and transforming their 

buying process. Staying in the game will require a holistic approach by retailers 

and brand owners, where the focus will need to be on customer engagement and 
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fulfillment. To serve their customer in a delightful manner, brands require 

creating customer personas and marketing products basis the personas. 

Integration of technology, in-store operations, omnichannel retailing and 

merging physical & digital experiences will provide customers an inclusive and 

interactive retail experience. Further, certain common consumer challenges 

faced by brand owners can be resolved through discussions under dedicated 

forums for retailers and FMCG companies. Going forward, given the strong 

consumer outlook and changing retail landscape, India is expected to witness 

redefining trends as the markets mature. The omnichannel strategy will not only 

make it easier for brands or retailers to converse with their customers but will 

also help customers to have better experiences. 

Research Methodology: 

This paper is based on the secondary data. Data is collected from various books, 

articles and through websites. 

Need of Omnichannel retailing:   

Omnichannel retail involves creating a consistent customer experience 

across mobile commerce, websites, social media advertisement and physical 

stores. Omnichannel allows retailers to achieve more availability, drive sales and 

traffic and integrate digital touch points. Omnichannel retail strategy improves 

the customer experience and provides more channels for customer purchase 

whether it is on mobile, web or in store. All a business communication and 

marketing channels feed into one another to provide the customer with a 

seamless and positive view of the brand. One of the main benefits of an 

omnichannel strategy is that it tracks the customer’s journey and continues, 

rather than restarts it, across various touch points. 

There are some crucial advantages of omnichannel retailing which one can 

capitalize these are: 

1. High customer retention and loyalty. 

2. Smoother customer journey. 

3. Instant revenue growth. 

4. More integrated business. 
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5. Better customer insight.  

The Omnichannel Retail marketing in India provides research insights on 

digital, Information and Communication Technology (ICT), displays 

Multichannel-Omnichannel concepts, sprouting retailing landscape and 

emphasizes on Multichannel to Omnichannel retailing transformation.  The new-

age Indian customer wants to purchase products from different platforms - all 

effortlessly and seamlessly. They are comfortable shopping directly from social 

media or in-store and expect retailers to adapt to newer technologies. That 

acceleration due to COVID-19 ―has forced everyone to operate at a much higher 

level of digital maturity,‖ said Sharon Gee, General Manager, Omnichannel at 

Big Commerce. ―To succeed today, retailers need to put a stake in the ground 

and define a unified channel strategy from a digital and physical perspective.‖ 

Conclusion: 

 It is very important to know the concept, importance and need of 

Omnichannel retailing for betterment of business. In an era of pandemic 

situation it is necessary to adopt all the marketing strategies i.e. physical and 

digital storefronts. Several companies have already investigated the retail 

marketing technology very effectively and carefully. Companies using the 

omnichannel strategies assert that the company enhances the customer values 

by having the ability to remain in regular contacts with customers. 
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Introduction 

Agriculture is the backbone of the Indian economy. India is 

the country with 70% population living in the villages and having 

agriculture as the major earning source. The farmer’s lot is reeling 

under poverty since ages. The successive government has cared to 

increase the productivity. The new techniques thus invented and 

practiced elsewhere. Should be introduced for the poor farming 

community in our country to enhance the production and also bring 

down the skyrocketing prices of agriculture products. 

  Agricultural production improvement, cropping practices and 

maximizing the harvest are perhaps the oldest of human 

occupation, which continue to be of highest priority in most region 

of  the world till date , because hunger continues to exist, at times 

in many parts of the world ,crop production trends economics of 

cultivation distribution  and consumption demand of different crops 

however naturally uneven depending on the geographical area and 

population growth even in within and area it has fluctuated during 

a decade, year of seasons hence during recent decades there has 

been a concentrated effort all over the globe to make each specific 

zone self-sufficient in terms of food requirements. We have 

accumulated knowledge of production of improved legumes, oil-

seeds, fiber crops sugar and search crops and narcotics, greater 

emphasis has been placed on aspect such as global distribution 

climatologically requirements land preparation, agronomic practices 

availability of improved verities and post harvested technologies. 

Objectives 

1. To identify the new Agriculture technology. 

2. To study the effects of new technology on Agriculture production.  
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Significance of Study 

India’s the total population depends upon the Agriculture sector. The 

farmers are using the traditional method of agriculture. It has effected on the 

productivity of agriculture.  In the present era, new agricultural technologies are 

invented. But majority of the farmers are unknown about such agricultural 

technologies. In the light of this, present study has been undertaken. 

Data Base & Methodology 

The present study is a theoretical study. The study is depends upon secondary 

data. The Data is collected through references books, research magazines and 

unpublished environmental Projects. The researcher has discussed with the 

farmers. 

Discussion: 

The use of hybrid seeds, irrigation and modern practices of agriculture has 

changed the farming picture. Now with more yield of crop per acre, you can see 

variety of threshing machines operating in the farms during harvesting time. 

While talking about farm machinery let us look to the alarming figure of farm 

accidents. Due to either negligible or over confidence operators of these machines 

give scant respect to safety. Many farmers have got their fingers cut, just for not 

ensuring cover over moving parts. And yes there are many tractor accidents as 

tractors and trolleys have become preferred mode of travel particularly for 

marriage parties. As far as micro irrigation systems are concerned all the 

advanced world class technologies in drip, sprinkle and other systems are 

available in India. Non-conventional energy sources like Gobar gas, wind energy, 

solar pumps and protection systems of electrified fences can be seen at many 

places. Thanks to IREDA and their state agencies. Agricultural engineering 

institutes in the country have developed various tools and invented new 

equipments to meet the needs of common farmer. Indian scientists and small 

entrepreneurs do not lag behind. They have developed many small tools, which 

are invented by scientists in developed countries. CFTRI, Mysore is a leading 

organisation in food processing. They have developed a host of technologies to 
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suit modern life style. Defense research organisation has developed various food 

technologies to meet the needs of defense personnel. 

Imact of Mod Rn Agricultural Techniques 

1. Management of Tillage 

2. Methods of Irrigation-Sprinkler, Drip, water Storage 

3. Rain water harvesting 

4. Selection of seeds and plants 

5. Use of integrated weed management 

6. Use of proper Fertilizers, pesticides and Herbicides-Nonorganic-Organic 

farming 

7. Methods of Harvesting 

8. Storage facilities 

9. Greenhouse technology 

 Management of Tillage 

10. To make soil loose and porous 

11. To operate the soil 

12. To have the repeated exchange of atmospheric air with soil air 

13. To increase the soil temperature 

14. To control the weed 

15. To remove the sutbbes of previous crops 

16. To destroy the insect 

17. To incorporate organic manure and fertilizers in the soil 

18. To invert the soil to improve fertility 

 Methods of Irrigation-Sprinkler, Drip, water Storage 

1. Flood Irrigation 

2. Overhead Irrigation 

3. Sprinkler, Drip 

4. Water Storage 

Rain water harvesting 

1. To reduce run off loss  

2. To avoid Flooding of roads 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

417 

 Dr. Ashok Shamrao Patil 
 

 

3. To meet the increasing demands of water 

4. To raise the water table by recharging ground water 

5. To reduce ground water contamination 

6. To supplement water supplies during lean seasons 

Rainwater can be mainly harvested by anyone of the following methods 

1. By storing in tanks or above or below ground 

2. By constructing pits, tube wells, lagoons, trench or check dams on small 

rivulets  

3. By recharging he ground water 

Advantages of Rainwater Harvesting 

1. Low cost 

2. Little maintenance cost 

3. Helps in recharging aquifers, improves ground water quality. 

4. Helps in improving soil moisture and reduces soil erosion by minimizing 

runoff water 

 Selection of seeds and plants 

 Any material used for planting propagation, whether it is in the form of seed of  

food fodder, fiber and vegetable crop or seedlings,  tubers, bulbs, rhizomes, roots, 

cutting or grafts and other vegetative propagated  material is defined as seed  

Types of seeds        

1. Hybrid seed 

2. Composite seed 

3. Mutants 

4. HYV 

5. Tissue culture 

6. Nano culture 

 Use of integrated weed management 

1. Prevent weed resistance to herbicides 

2. Shift in crop-weed competition in favor of crops 

3. Prevent weed shift towards perennial nature 

4. Danger of herbicides reduce in soil or plant can be minimized 
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5. Minimum environment pollution. 

6. Contributes to Economic crop Production 

Use of proper Fertilizers, Pesticides and Herbicides-Nonorganic-

Organic farming 

 Bio-fertilizers are the preparations containing live or latent cells of 

efficient strains of nitrogen fixing, phosphate solubilizing or cellulolytic micro-

organisms used for application to seed or composting areas with the objective of 

increasing the numbers of such micro-organisms and accelerating those 

microbial processes which augment the availability of nutrients that can be 

easily assimilated by plants. Bio-fertilizers harness atmospheric nitrogen with 

the help of specialized micro-organisms which may be free living in soil or 

symbiotic with plants. ‘Microbial inoculants’ are carrier based preparations 

containing beneficial micro-organisms in a viable state, intended for seed or soil 

application, designed to improve soil fertility and help plant growth by 

increasing the number of desired micro-organisms in plant rhizosphere. 

Microbial Inoculants- In soil the activities of Nitrogen fixation, mobilisation of 

plant nutrients and degradation of ligno-cellulotic wastes are being carried out 

by a large number of micro-organisms. Artificially multiplied cultures of selected 

micro organisms augment the natural recycling of organic resources. There are 

different types of microbial inoculants. 

Nitrogen fixers 

Symbiotic- Rhizobium, inoculants for legumes.  

Non-symbiotic- For cereals, millets, and vegetables.  

 Bacteria- 

1. Aerobic- Azatobacter, Azomonas, Azospirillum. 

2. Anaerobic- Closteridium, chlorobium 

3. Facultative anaerobes- Bacillus, Eisherichia 

Blue green algae- 

1. Anabaena, Anabaenopsis, Nostoe 

2. Phosphate solubilizing micro-organisms. 

3. Cellulolytic and lignolytic micro-organisms. 
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4. Sulphur dissolving bacteria. 

5. Azolla. 

 Rhizobium Inoculant 

  Agronomic importance- Response to Rhizobium inoculation has been 

amply demonstrated with most of the legumes- ahar, urd, mung, gram, soybean, 

etc. Besides, legume cultivation also leaves behind a naturally nitrogen enriched 

soil for subsequent cultivators. 

 Azotobacter Inoculants        

 Azotobacter inoculants on onion, wheat, rice, brinjal, tomato, cabbage, 

sugarcane, oat, barely, maize, potato can increase 7-12 % crop yields.  

Blue Green Algal Inoculants 

  These algae also possess photosynthetic activity. Besides they excrete 

vitamin B12, auxins and ascorbic acid which contribute to growth of rice plants.  

Azolla-an Organic Manure 

 Crop response- Soil application is more beneficial than dual culture method; 10 

tonnes fresh Azolla/ha is equivalent to 25-30 kg N/ha and increasing application 

rate from 5-20 tonnes/ha has direct response in grain yield of paddy. 

Pesticides and HerbicidesPesticides-  

Role in agriculture to improve crop yield, role of controlling disease Herbicides- 

The chemicals used for Killing the weed or inhabiting growth weeds are called 

Herbicides 

Nonorganic-Organic farming 

 Organic farming for reducing the cost of cultivation and to increase the 

profitability could use acid-delinted seeds in order to avoid seed borne pathogenic 

infections and achieve optimum plant stand. If fuzzy seeds are used, however, 

higher seed rate is to be used in order to achieve the same goal. 

Methods of Harvesting 

 Harvesting is the process of gathering mature crops from fields, 

physically removing the crop, cooling, storing, cening, soaring, packing up to the 

point of farm processing or shipping to the wholesale or consumer market, 

Tractor harvesting. 
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 Storage Facilities 

1. Room Storage- The room should have high plinth and good ventilation. 

2. Pit Storage- 60-75 cm deep, 2.5 m long and wide, some cool, shady places, 

water sprinkled inside the pits to cool it. 

3. Cold Storage- This is the best method of storing as temp and humidity can be 

regulated in such storage. R.F. for cold storage. 

Greenhouse Technology 

This technology is advanced artificial and manmade technology that 

technology is any season any crop production available for any time green house 

technology a very  important present day 

Conclusion & Suggestions 

After adapting the modern techniques of agriculture, the productivity of 

agriculture has been increased. Due to the increase in the productivity, it has 

been possible to fulfill the need of food of increasing population. Taking 

agricultural practices the farmers should aware the land as a natural resource to 

be transmitted the next generations in the healthy form. The traditional farming 

farmers are unable to get the production as per the requirement. Due to the lack 

of knowledge about properties of soil, fertilizers, irrigation facilities to over come 

these problems modern agricultural practices are introduced which consists of 

following things- 

1. Use of modern equipment’s for plugging. 

2. Selection of proper seeds, irrigation facilities. 

3. Use of proper fertilizers, pesticides, manures. 

4. Use of machines for harvesting. 

5. Use of modern methods for storage of seeds, farm products. 

6. Use of organic agriculture should be followed on large scale. 

7. Use of Green House technology. 

8. Use of integrated weed management. 

9. Use of Bio-fertilizers, Bio-pesticide. 
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Abstract: 

The 21st century man is also running at the speed of internet.  He is 

willing to pay for everything he wants.  In the online market, many companies 

deliver electronics, clothing and other useful items in attractive 

packaging; Therefore, there is a huge scope for farmers' goods.  Today's smart 

farmer is trying to increase agricultural production in the current digital age by 

embracing modern technology and implementing new experiments in 

agriculture.  Many young farmers are absorbing the latest information in the 

field of agriculture through new media like what’s app, Facebook, Internet, 

Android Mobile. 

Key Words: Digitalization, Digital, Agricultural, Indian Agricultural.. 

Introduction:  

Agriculture has been the livelihood of the Indian people since ancient times and is still 

the largest source of livelihood for the Indian people.  In 2019-20, agriculture and allied 

sectors accounted for 16.5 per cent of GDP.  According to the 2011 census, agricultural 

workers constitute 54.6 per cent of the total workforce in the country, which means that even 

today more than half of the population is dependent on agriculture for their livelihood.  In 

2018-19, the share of agriculture in India's total exports and imports was 9.9 per cent and 4.9 

per cent, respectively, while India's share in global agricultural exports was 2.15 per cent and 

1.54 per cent in global agricultural imports.  Similarly, the food supply to the country's 

population of over 125 crore is from this sector. Considering the importance of agriculture in 

the country, Hon'ble Prime Minister Narendra Modi had said that his government was 

committed to double the income of farmers by 2020.  For this, various schemes are being 

implemented by the government for the farmers.  All these schemes are definitely benefiting 

the farmers in the country and will continue to do so.  But for that, accurate and fast 

dissemination of information about these schemes needs to reach the farmers.  For this, the 

importance of digitization in agriculture has increased uniquely.  In addition, the farmer can 

sell his vegetables based on cash on delivery, which will help in getting some of the expected 

rates and avoid loss of agricultural produce.  
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Objective and mythology of study:  

The purpose of this study is to understand what digitalization is, to explain the need 

for digitization in Indian agriculture, to study the components of digitalization in Indian 

agriculture and to explore mobile applications related to agriculture.  The study presented is 

holistic and descriptive.  The material required for the study is obtained by the second fact-

finding method.  It has collected facts from various sources such as various reference books, 

dissertations, research dissertations, annual reports of the Ministry of Agriculture, annual 

reports of NABARD, various articles in Shetkari and Baliraja Magazine. 

Analysis and findings of Study 

Digitization promotes expansion and development of any sector.  The agriculture sector is 

no exception. The use of computer in the work of agriculture department at the government 

level, use of computer and internet in the office from state to taluka level as well as use of 

various software and apps has started.  

Department of Agriculture website  

The Department of Agriculture's website provides up-to-date information on technology, 

various initiatives implemented in agricultural schemes, and statistical information. 

 Kisan Call Center 

Kisan Call Center is a central government service for farmers through IFFCO.  For this 

toll free number 1800-180-1551 has been provided.  The service runs daily from 6 am to 11 

pm.  This number communicates with farmers in 22 different local languages across the 

country.  Farmers' questions are answered in Marathi and Konkani from the Kisan Call 

Center at the Pune headquarters for the two states of Maharashtra and Goa.  The work is 

carried out in two shifts daily with the help of seventy two subject matter experts.  Along 

with technology and information in the field of agriculture, counseling is also given on the 

economic and social problems facing the farmers. 

Mahakrishi Sanchar 

Mahakrishi Sanchar-1 Yojana was started in 2010 through Bharat Sanchar Nigam 

Limited, Department of Agriculture, State Government.  Also in 2012 Mahakrishi Sanchar-2 

scheme was newly launched and a total of 14 lakh 87 thousand farmers in Maharashtra are 

not benefiting from these two schemes.  Considering the response of farmers to this scheme, 

in March 2014, the Department of Agriculture has started Mahakrishi Sanchar-3 scheme.  

The scheme provides 300 minutes free for BSNL network, 100 minutes free for other 

networks, 200 free SMS for BSNL network and 100 free SMS for other networks at the rate 
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of Rs. 128 per month.  In addition, up to 200 MB of free internet access is provided.  It is 

planned to provide crop related advice to the registered farmers in Mahakrishi Sanchar 

through Kisan SMS service as well as to provide information about various schemes of the 

Department of Agriculture.  For this, work is in progress to increase the registration of 4.50 

lakh registered farmers to 20 lakh.  Both Kisan MMS and Krishi Sanchar Seva provide 

farmers with information on agriculture at home and easily, which is definitely beneficial for 

them to plan for the season. 

Collective All India Radio Centres:  

Five Collective All India Radio Centres have been set up in Maharashtra under the 

program 'Assistance for Improvement of Agricultural Extension Programs in the State'.  

These include Krishi Vigyan Kendra Babhaleshwar (Ahmednagar), Krishi Vigyan Kendra, 

Jat (Sangli), Krishi Vigyan Kendra, Karda (Washim), Krishi Vigyan Kendra, Baramati 

(Pune), and Krishi Vigyan Kendra, Durgapur (Amravati).  Success stories of successful 

farmers are told through these radio stations to inspire the farmers. 

Mahakrishi Sanchar: 

Mahakrishi Sanchar is a cheap mobile service made available to farmers from 01 July 

2010 for easy access to the officials and staff of the Department of Agriculture, experts and 

successful farmers in the University of Agriculture.  Beneficiaries get 1.5 GB of data and 

unlimited calls at a cost of Rs.  At present 11.50 lakh farmer officers, employees, scientists 

and vendors in the state are availing this service. 

M Kisan Portal: 

 The M Kisan Portal has been developed by the Central Government since May 25, 

2013 with the objective of sending SMS to farmers on weather and rainfall forecasting, 

technology, pest control, market prices as well as animal husbandry, fisheries and silk 

industry via SMS.  Maharashtra State has the highest share of 11.82 per cent.  

Mobile Applications:  

Through mobile messaging technology, various types of information are also being 

made available to the farmers in the agribusiness.  A wealth of agricultural information is 

available from a variety of mobile apps.  This information can be obtained from this app in 

Hindi as well as English language in local language.  Farmers are using the app developed by 

Maharashtra State Government, Farmers Magazine, CropSap, Crop Clinic, Krishi Mitra.  

Here you can find information about some of the mobile apps available for farmers 
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 Farmers Portal India: 

 A mobile app developed by the Ministry of Agriculture, Government of India to 

provide farmers with information on agriculture, meteorological information, horticulture, 

animal husbandry as well as market prices of various crops, pest and disease control, soil 

testing, fertility, mapping, import-export and livestock census. Can be obtained. 

Krishik App:  

Krishik Application has been launched on 8th November 2016 through Krishi Vigyan 

Kendra Baramati of 'Agriculture Development Trust'.  The agricultural app includes weather 

forecasts for farmers, agricultural advice, latest agricultural news, market prices of major 

commodities, agricultural expert guidance, improved cropping practices, estimated cost of 

drip design, ideal fodder for animals, number of seedlings per acre, cost and other 

agricultural  Useful information is provided.  The agriculture app provides taluka wise 

weather forecast for the next seven days as well as agricultural advice on weather based 

seasonal kharif, rabi, summer crops, vegetable and fruit crops.  The app also offers advice on 

agribusinesses such as goat rearing, poultry rearing and dairy management. 

Agrowan:  

Agricultural news, latest agricultural developments, market prices of various crops, 

success stories of successful farmers, information on agro-agro technology, agri-supplement 

business, agro-processing industry, editorial special articles, agro guide, agricultural advice, 

rural development  Helps to get information about agricultural education, agricultural laws, 

government decisions etc. 

Dee Pdkv- Transfer of Technology:  

Through this app developed by Dr. Punjabrao Deshmukh Krishi Vidyapeeth Akola. 

PDKV- WEED MANAGER: This app developed by Dr. Punjabrao Deshmukh Krishi 

Vidyapeeth Akola.  Farmers have been informed about control, use of organic farming 

management research recommendations, use of herbicides in intercropping system.  

 Phule Krishidarshani:  

Developed by Mahatma Phule Krishi Vidyapeeth Rahuri, this app provides 

information on agro-climates, crop information, water conservation, animal husbandry, drip 

irrigation, pest and disease management, agricultural implements, silk production, earthworm 

farming, soil testing, etc. Apart from this, many government and private organizations have 

developed various types of mobiles in the Daily Market Price developed by the Ministry of 

Agriculture, Government of India, Shetkari Monthly developed by the Department of 
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Agriculture, Government of Maharashtra, Satbara Utara, Maharashtra Agriculture India, 

Agriculture Student, CCRI Agriculture, Kisan Seva,  Silk Brothers, Missionary Guide, Crop 

Advice, Digital Market, Guide Market, Price Skill Development Scheme, Organic Farming, 

Agro Connect More than 50 mobile apps are currently available. 

Conclusion:  

The above analysis of the study shows that the increased use of improved agricultural 

technology due to the hard work and digitization of farmers has helped in improving the 

economic condition of farmers and rural development.  Farmers will also be able to reap 

maximum benefits if they use the digitalization tool not only for entertainment but also for 

various activities in their farming business.  
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Abstract:  

In Today's modern world, technology is getting advanced day 

by day. Due to which our life has become easier. Media and 

technology are interrelated with each other. Media are channels 

which are used to transmit information or by which communication 

takes place. Technology refers to all the tools or devices used in our 

daily life. These devices are the result of advancement of science 

and technology. Change in information technology had made the 

information process speedy. News and information can be sent or 

shared in a flash of time to any corner of the world. Before, when 

printing press was not invented at that time newspapers were 

produced in handwritten form. Now because of new technology, 

online newspapers are also available. Advertising Industry has also 

changed due to technological advancement. As it is the age of 

information technology, the technology has brought a dramatic 

change in every field especially in the field of mass media.  

Keywords: Media, Technology, Information, Communication, Advance.  

Introduction:  

Rationale of the Study:  

Media are channels for Information that is transmitted or which helps the 

communication to take place. Technology is the application of Scientific 

Knowledge to fulfil the practical aims in human life. Technology creates Media. 

Technology plays a big role in making the mass media more accessible to the 

people. Technology makes communication easier, quicker, and more efficient. 

Mass Media techniques such as televisions, radio, newspapers, journals, etc. help 

us to reach out to millions of people because of technologies which are used by 

them. Advertisement is also impacted by the changes with technology. New 

means of mass media enables the consumers to bypass traditional advertising 

fields and makes companies to be more innovative and gain expertise to appeal 

to the attention of millions. Technology speeds up the communication between 

people, and it provides various convenience to communicate such as Email, Chat 
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messengers, Video calls, social media, Video conferencing, Videos, Images, 

Diagrams, Symbols, Charts etc.   

Information Technology (IT) has changed the way of communication and 

connection with the world in almost all areas. It includes the rapid changes and 

upgrades of technologies into the fields of telecommunications and related 

technologies, cable television, fibre optics, satellites, compact disk, video 

cassettes, computerized Image, and other computer and digital technology and 

many more. Therefore, Information Technology has brought drastic change in 

the field of mass media industry. Means of communication has been changed in 

the recent past because of technological advancement. The medium of 

communication has been changed and also it has become innovative. Latest 

Media such as television, computers, laptops, iPad are called Electronic Media. 

Fibre optics in the television and satellite technologies has introduced new 

products which are used in media and media transmission of variety of 

programs. Talking about the Electronic media, Now-a-days most news are read 

and spread electronically and same are the advertisements. Electronic media 

makes communication easier for the people to communicate or connect with each 

other only because of this media facility. It is the media which transmit 

information via electronic means to the audience. The mass media are the 

technology which was created with the intension to reach the large number of 

audiences through mass communications. The print media also circulates its 

information to a large number of the people across the globe.   

Objective of the Study:  

1.To know the meaning of technology and media  

2. To review the impact of technology in media 

3. To understand the use of technology 

4. To understand new media  

5. To understand social media  

 Research Methodology: 

For this research paper, secondary data has been referred and on the basis of 

conversations with college students, the article has been written. It i9s on the 
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basis of observational methods, the topic is analyzed. Everyday we watch movies 

and spend time in front of TV etc. which has been used as a practical method of 

learning about media in everyday life. 

Review of Literature: 

1. The research is done with the help of following article related to the topic. 

2. By Prabhjeet Bhatla December 17, 2020 How Social Media Is Changing Technology. 

3. Abraham Das May 2020, IMPACT OF DIGITAL MEDIA ON SOCIETY.  

4. Ruth A. Harper 2010, The Social Media Revolution: Exploring the Impact on 

Journalism and News Media Organizations 

The Pre 21st Century Of Mass Media:   

The pre 21st century Mass Media is classified as Indigenous and traditional since 

it does not “Incorporate Information Technology” into its operation. It will be 

classified as Indigenous because of media which was used by society and to 

enhance the self-pride of indigenous people. In the earlier days, humans had 

intimate connect, through self-representation, indigenous people through folk 

tales, closeness with community and society acquire a collective memory. One of 

the techniques of an indigenous media is the Aboriginal Peoples Television 

Network (APTN).  

The traditional media ways of mass media include newspapers, 

magazines, Books, Movies, radio, television, telegrams and postage which were 

used to send out information to the audience. ‘I still remember the time when the 

movie shows in Malgudi days were the post master, and postman would occupy 

an important place to share news of a family member or a distant relative’. Since 

many years, this traditional media has been used in Advertising, Sales 

promotion, Public relations and Direct marketing by people using speakers on 

bicycle and hand-driven carts. Even election announcement was done in a most 

simple way and there are still many people who are using this traditional media, 

as many elders are not everyone is used to this World Wide Web.  But way before 

the classifications of these two-mass media ‘indigenous and traditional media’, 

there were other means of local, religious and cultural mass media for 

communication. We would often find ballards, tamasha, magic shows, circus 

mythological place which were often moving from village to village and cities to 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

430 

 Tisha Ashok Uchil 
 

 

cities. This broadcast was also done for a smaller group of people but was very 

popular. Both the kids and elders would enjoy such mass gatherings together 

and the women folk of the house would talk about it and wait for the next 

occasion. We even found that whenever a national leader would ask the people to 

come together to fight against the British tyranny, many people would run on 

foot to spread messages on national freedom movements. Many a times the visit 

to pilgrimages or attending a wedding would also be a way to communicate. 

Often the nears and dears would visit each other during festive seasons, stay 

with each other for longer time.  

Impact of Information Technology in Mass Media:  

Due to technological advancement involved in the transmission, the mass 

media has seen a lot of improvement. Information Technology has been an 

immense help in the development of mass media, as it invents technologies 

which uses the internet. In the field of mass media there is great role of Internet 

as it is used for many processes like delivering of news and information, 

publishing, broadcasting, digital conversations etc. Before, it was very common 

that lot of time was Consumed to prepare news, videos, bulletin etc. but now due 

to technological advancement it can be done in a short span. Invention of Mobile 

phone has made mass media to get lot more information from the people without 

using the traditional way. It had made life much more on going and easy. When 

computer had started to store the information, it was the best thing for human 

development. Before, the storage material like cassettes, CD’s etc were not able 

to store large quantities of information and also it last for short time. Now the 

trend has been changed. You can now store all your information in the computer 

even for the longer period of time. Talking about the advertising agencies, 

Information technology has developed the advertising processes. Advertising 

agencies depends on Information Technology for increasing their productivity as 

it can easily share the information to the customer or clients with the help of 

research from the internet. If the organization do not have enough capital to set 

up their own advertisement on products and services of their client it can be 

easily done with cheaper broadcast.   
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The New Media and Social Media:  

Information technology has helped with new media and social media. New 

media basically includes social networks, it is a technological advancement 

which allow people or group of people or the companies to connect and share 

information within short span of time. Social network form includes the 

companies such as Facebook, snapchat, and Instagram. Social media means the 

use of web as an interactive medium of communication, mainly with a huge 

number of audiences. New social media has largely benefited businesses. Social 

media helps the businesses to communicate with the customer in real-time and 

can respond to issue quickly as compared to manual system. This social media as 

well as the new media provide young people with lots of benefits and 

opportunities in various ways. Social media helps people to stay connected with 

each other.   

Conclusion:   

Digital media is digitized content that can be transmitted over the 

internet or computer networks. This  can  include  text,  audio,  video,  and  

graphics.   This means  that news  from  a  TV network, newspaper, magazine, 

etc. that is presented on a Web site or blog can fall into this category. Most 

digital media are based on translating analog data into  digital data. The 

Internet began  to grow when text was put onto the Internet instead of stored on 

papers as it was previously. Soon after text was put onto  computers images 

followed, then  came audio and  video onto the  Internet. Digital media has come 

a long way in the few short years to become as we know it today and it continues 

to grow. It has entered in all fields of everyday life and its role in media is very 

commendable. 

In this world of globalization, Mass media and Technology both play an 

important role in our life. Mass media has many advantages to communicate 

with large number of people anywhere around the globe. Obviously, information 

technology has made the transmission much easier and faster. Information 

technology has made mass media more interactive than before. Therefore, it is 

said that Information technology plays a huge role in the development of mass 

media.   
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Abstract: - 

In the present study researcher will be analyzed financial 

position, strength, performance and accounting practices adopted by 

goat farmer Maharashtra State. Along with this the present study 

will be identify the problems, future prospectus, current situation of 

their farms and problems in maintaining accounts and financial 

management practices. The researcher also reviewed literature 

about technical efficiency, socio economic status, aspects and 

prospectus of goat production as well as shepherds in rural area. 

The financial crunch was the foremost constraint for the tribal goat 

farmers it may because of widespread poverty amongst the tribal 

people in this area. As per their research, high cost of feeding, non-

availability of bank loan and fluctuating market price for inputs 

were main constraint faced by the goat farmers. Non availability of 

fodder during summer, lack of training and non-remunerative price 

for adult goats was another important constraint faced by the tribal 

goat farmers.                                                                                                                    

 Introduction: - 

In this researcher paper conducting reviews about goat farmers cooping 

strategy, sustainable livelihood security and its role in rural poor farmers‟ life, 

commercial goat farming, rearing practices, production performance, challenges 

and opportunities of goat production. The researcher also reviewed literature 

about technical efficiency, socio economic status, aspects and prospectus of goat 

production as well as shepherds in rural area. This chapter focused on supply 

chain management, constraint, feasibility for sustainability and profitability in 

goat farming and production. The reviews also related with animal health, 

milking hygiene and raw milk quality.  
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Research objectives:  

The following are the main objectives of this research paper.  

1. To study the conceptual framework, present condition and financial problems 

of goat farming in Maharashtra.  

2. To take the reviews of study and offer recommendations for the improvement 

of problems in goat farming in Maharashtra. 

 Research Methodology: - In this present research work researcher was 

decided to take data from the secondary sources. The secondary data will be 

collected from published literature, website and relevant information published 

in journals and books of various authors, relating to the topic selected from 

different libraries. 

 Review of Literature:- 

Mr. Sarnaik D. G. (2015) he has submitted a research project namely “A Study 

on Goat Rearing Management Practices Followed by Goat Keepers in Kolhapur 

District.” He has studied that the gap between recommended management 

practices of goat rearing and actual practices followed by the goat keepers.  

Matawork Milkias Gobena (2016) he published research namely „Production 

Performance, Challenges and Opportunity of Goat Production in Ethiopia‟. In 

this paper, he conducted reviews about production performance, challenges and 

opportunities of goat production.  The aim of this study was to deliver 

summarized and synthesized information for the beneficiaries and users. He 

conducted review about goat production systems, mixed crop-livestock farming 

system, agro pastoral and pastoral system and urban and per-urban (landless) 

goat production system in Ethiopia. According to this study, he found feed 

shortage, diseases and parasites occurrence, marketing problem and lack of 

appropriate breeds and breeding technology were the key challenges in study 

area.  

Kristina Linderot de Cardona, Abelardo De Gracia Scanapieco, and 

Peggy G. Braun (2017) they published a research paper on „Goat Production in 

El Salvador: A Focus on Animal Health, Milking Hygiene, and Raw Milk 

Quality‟. The study assessed the general health of Salvadoran goats, national 
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husbandry systems and goat products and milking hygiene. They selected 178 

farmers from 43 cantons using random sampling method with an existing goat 

population was carried out between May2013 and May 2014. Out of these, 178 

farmers only kept a few animals per establishment, 13 large herd animal owners 

that sell milk for a commercial purpose entered the study. Totally, they were 

interviewed 191 goat owners on animal management and production whereas 

434 goats were undergone a basic clinical exam, and raw milk samples which 

was taken from 60 lactating does.  

Sarveshwar Koma, Sariput Landge, Vaishali Banthiya and Giridhar 

Shende (2017) they published a research paper on „Constraint in Goat Farming 

for Tribal Goat Keepers in Maharashtra‟. The study selected 150 goat keepers 

from five villages from Korchi, Kurkheda, and Dhanora talukas. The selection 

was based upon the highest number of goat keepers out in the tribal area of 

Gadchoroli district. The villages and Taluka were purposively selected for the 

present study due to large goat population and they selected 10 goat keepers 

from each village were selected as per random sampling.  

 P M Mandavkar, A A Hanmante and M S Talathi (2015) they published a 

research paper on „Status of Goat Farming Practices, Knowledge and Adoption 

Status of Technologies in North Konkan Coastal Zone of Maharashtra‟. For this 

study purpose they selected 30 respondents out of 100 participants who attended 

vocational training on goat rearing organized by Krishi Vigyan Kendra, Roha- 

Raigad and technological interventions provided to goat rearing farmers in 

between 2010 to 2012 years. This study conducted in Raigad district of North 

Konkan Coastal Zone of Maharashtra.  The data collected with help of well 

structure interview schedule. The aim of this study was to know the status of 

goat farming practices the knowledge and adoption level of technologies learned 

during training programme by the goat keepers in study area.  

S. G. Shirsat, S. R. Kolhe, M. P. Nande, A. V. Khanvilkar and T. C. Shende 

(2019) they published a research paper on „Socio Economic Status and Sheep 

Husbandry Practices of Migratory Shepherds in Western Maharashtra.‟  The 

objective of this paper was to assess the socio-economic status of migratory 
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shepherds and sheep husbandry practices of sheep in Western Maharashtra. 

They selected Pune and Sangli district of Western Maharashtra as research 

area. They used purposive random sampling 60 migratory shepherds were 

selected from each district. They collected data through the structured schedule.  

Mahmoud Abdel Aziz (2010) he wrote a research paper on “Present Status of 

the World Goat Populations and Their Productivity.”In this research article he 

studied the present status of goat populations and their productivity. The data 

collected and discussed number of goats in different parts of the world and the 

top countries having goats. The aim of this article was to review the status of 

goat milk and meat production. Genetic improvement programs for milk and 

meat were discussed giving some examples of the reputable goat breeding 

projects. He also discussed advantages of goat keeping, reasons of their 

expansion and reminding to goat farmer. There should careful management for 

avoiding irreversible damage to the vegetation and environmental degradation. 

 C. Nimbkar () he published a research paper on “A Village Goat Cross-

Breeding Project in Maharashtra, India”. The proposal of a comprehensive 

project to enhance the income of rural goat-keeping women in Phaltan taluka 

(shire) by improving the productivity of their goats was submitted in 1991 to the 

funding agency of Government of India, the Council for Advancement of People‟s 

Action and Rural Technology (CAPART). The objective of this research was in a 

wide range of agricultural activity to improve the quality and quantity of 

agricultural produce and to bring genetic improvement in local goats and sheep 

to increase their productivity and efficiency. This survey was made in the middle 

of the third year of the project. The data was collected depends on only the first 

kidding of the cross-bred.  

Eduardo Morales-Jerrett1, Juan Manuel Mancilla-Leytón2 , Manuel 

Delgado-Pertíñez1 and Yolanda Mena1 (2020) they published a research 

paper “The Contribution of Traditional Meat Goat Farming Systems to Human 

Wellbeing and Its Importance for the Sustainability of This Livestock Subsector” 

The main purpose of this research paper is to analyze the current situation of 

those systems, focusing on their connection with human wellbeing, and to 
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formulate proposals which can contribute to guaranteeing their profitability and 

continuity. Secondary object is that analyses limiting factors affecting the 

subsector and technical-economic and environmental study of a sample.  

A. S. Rahane1, R. D. Shelke2* and V. S. Thombre1 (2020) they published a 

research paper on “Profitability of Goat Rearing in Ahmednagar District of 

Maharashtra, India” This study was conducted to collect the information from 

the 60 goat rearers with through personal interview using a well-structured 

questionnaire regarding profitability of goat rearing in Ahmednagar district of 

Maharashtra during year 2019-20. They were identified three groups of farmers 

on the basis of flock size like small, medium and large.  

Khushpreet Singh1*, Ravdeep Singh1, Rajesh Kasrija1, Kulvinder 

Singh1, S. K. Kansal1 and H. K. Verma2 (2020) they wrote a research paper 

on “Impact of Specialized Goat Training Programme on Knowledge Level of 

Farmers” The main purpose of this research was to assess the effectiveness of 

specialized goat training programme in improve knowledge.   

 Findings, Suggestions and Conclusion:- 

Findings:-  After analyzing above secondary data, researcher found following 

findings and suggestions.  

1. The goat keepers in Kolhapur district were middle age group, educated up to 

secondary school level, possessed marginal holding and medium level of 

annual income, source of information and social participation.  

2. The opportunities of goat production in the Metema district of Amhara region 

there are enough grazing land which is not utilized for growing food crops. If 

this grazing land was properly managed, it could be a good source of good 

quality feed to boost goat production in the area.  

3. In the world market, the demand for mutton and goat meat have been 

increasing due to an increase in income and population hence there is a 

growing demand for goats in both the domestic and export markets. Young 

male flocks have huge demand by the export abattoirs.   

4. This study revealed the necessity of development programs in Salvadoran 

goat husbandry. The literacy rate of goat farmers was improved; accessibility 
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of veterinary services as well as promotes animal health, wellbeing and 

enhances goats‟ productivity.  

5. The financial crunch was the foremost constraint for the tribal goat farmers it 

may because of widespread poverty amongst the tribal people in this area. As 

per their research, high cost of feeding, non-availability of bank loan and 

fluctuating market price for inputs were main constraint faced by the goat 

farmers. Non availability of fodder during summer, lack of training and non-

remunerative price for adult goats was another important constraint faced by 

the tribal goat farmers.  

6. This study also revealed that the tribal goat keepers facing constraints like 

non-availability of good quality buck, lack of government schemes, lack of 

extension support and non-availability of veterinary service in time.  

7. The study revealed that migratory shepherds had medium level of 

socioeconomic status and medium level of extension contacts and least social 

participation. Whereas women were actively involved in care and 

management of sheep and village level market was preferred mostly for 

marketing of sheep and sheep byproducts.  

8. According their research they found some advantages of goat farming like 

great adaptability to adverse climatic and geophysical conditions efficiently 

utilize poor quality forage and cover long distances looking for food, peculiar 

feeding habits, faster reproduction contributes to the genetic progress.   

9. He revels that in his project the absence of libido in some bucks and variation 

of libido in others were major problems. There was uncertain whether any 

treatment was effective in such cases and the buck-keepers always considered 

it a prestige issue. He also found that the butchers spread propaganda that 

the meat of cross-bred kids is not as tasty as that of local kids and offered 

lower prices for cross-bred animals in study area.  

10. This study observed that reduction of the number of farms because of the low 

income derived from the sale of kids, the role of those systems as suppliers of 

presently non-remunerated ecosystem services becomes more relevant 

identified the problems of lack of acknowledgement, remuneration of some 
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services like environmental and cultural, provided by those systems and the 

low selling price of kids standing are the main threats. They observed that 

decline traditional livestock practices in worldwide and large implications for 

the sustainability of grazing agro-ecosystems. 

11. This study reveals that goat rearing is the profitable business in their study 

area and it provides regular opportunity of income and employment to the 

small, marginal and landless farmers.  

12. The study found that training program has played tremendous impact in 

knowledge gain on scientific practices of goat rearing. It is observed that Lack 

of knowledge is one of the main factors restraining in adoption of scientific 

goat farming and the scientific knowledge about any enterprise is crucial for 

success. According to this research the farmers has great interest in the 

handling, first aid, preventive measures and value addition training 

programme and majority (88.13%) farmers improved knowledge level.  

 Suggestions:-  

1. The government should make available veterinary services and medical 

treatment for goat keepers in their village with free of cost. They also provide 

the information of vaccination, credit facility, and quality improvement of 

goat breed, shelter facility and training of advance rearing management. 

2. They use modern production system with improved technology in urban and 

per-urban area and Producer should use feed storage systems for dry seasons 

and cultivate forages through irrigation. 

3. They recommended that a better management system implies an advanced 

subsistence of rural households that own goats and the implementation of 

official microbiological controls of goat milk. 

4. They recommended that availability of veterinary doctors in these remote 

tribal villages were ensured by the recent appointment of veterinary doctors 

in the region. Similar constraints were also reported by other researcher with 

varying difference in terms of the various factors 

5. They recommended that for overall improvement in status of goat 

management practices in enrichment or gain in knowledge and increase in 
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adoption of improved technologies, increase in employment and increase in 

total income was possible by organizing trainings and technological 

interventions through diagnostic visits, animal health camp, farm and home 

visits by the subject matter experts in the rural area at the door step of the 

poor farmers. 

6. They suggested that if want to build capacity of migratory shepherds should 

organization of appropriate farmers training and awareness campaign which 

is amplify the level of adoption of sheep husbandry practices.   

7. Goats broad range of products and socio-economic services which played an 

important role in their social life of many people being used as gifts, dowry, in 

religious rituals and rites of passage. Goats were playing important role and 

an ideal species for poverty reduction and economic development for the poor 

in developing countries. 

8. NARI suggested that to the goat-keepers that they slaughter a couple of 

cross-bred kids themselves to see if they could note any difference in the taste 

of the meat. Goat-keepers were convinced that the meat tasted the same and 

then insisted on getting the same price for cross-bred kids.  

9. They recommended that future policy measures must pay more attention to 

local characteristics and needs which will help to develop future scenarios to 

address imminent challenges in ecosystem service. 

10. They suggest that the socio-economic conditions of goat rearers could be 

improved with combination of modern and indigenous knowledge of goat 

rearing which will not only generate income for their livelihood but also 

contribute much to the nutritional and health security. 

11. They suggested that they want research programmes for increase milk 

production by developing crossbred goats and value-added products for 

financial profitability and strengthening of extension professionals and 

training system has to be done for taking up more training programmes to 

make the farmers knowledge rich, which in turn leads to adoption of scientific 

rearing practices.  
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Conclusion: - 

After conducting reviews of goat researcher studied about farmers cooping 

strategy, sustainable livelihood security and its role in rural poor farmers‟ life, 

commercial goat farming, rearing practices, production performance, challenges 

and opportunities of goat production. The researcher also reviewed literature 

about technical efficiency, socio economic status, aspects and prospectus of goat 

production as well as shepherds in rural area. This research paper focused on 

Financial Problems of goat farming, supply chain management, constraint, 

feasibility for sustainability and profitability in goat farming and production. 

The reviews also related with animal health, milking hygiene and raw milk 

quality. After detail and sincerely study of all review of literature related to 

research topic the researcher revels that the present study is differ from the 

existing research. This study also revealed that the tribal goat keepers facing 

constraints like non-availability of good quality buck, lack of government 

schemes, lack of extension support and non-availability of veterinary service in 

time. The financial crunch was the foremost constraint for the tribal goat 

farmers it may because of widespread poverty amongst the tribal people in this 

area. As per their research, high cost of feeding, non-availability of bank loan 

and fluctuating market price for inputs were main constraint faced by the goat 

farmers. Non availability of fodder during summer, lack of training and non-

remunerative price for adult goats was another important constraint faced by the 

tribal goat farmers. The study revealed that migratory shepherds had medium 

level of socioeconomic status and medium level of extension contacts and least 

social participation. Whereas women were actively involved in care and 

management of sheep and village level market was preferred mostly for 

marketing of sheep and sheep byproducts.  
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Abstract: 

With rinsing population of the world, rising world income, 

growing demands for varieties of goods & services & growing 

globalisation, there is huge potential for business to grow. However 

the decision on what, how, how much to produce & whom to sell in 

this globalised world Industry 4.0 needs the support of Information 

& communication technology. ICT plays very important role in 

collecting & analysing information of the market which helps 

industries in rational decision making about production, sales, use 

of resources in the production etc. Global consumers with greater 

income in the hands are looking for better quality unique products 

along with better quality customer care services. This all needs a 

direct information transmission from customers to producers. If the 

world wishes to see 4th industrial revolution with limited resources, 

demand for better quality customised good & services then we need 

technological revolution to support it. A shift from fordist to post 

fordist era has made world to experience a shift from assembly line 

of production to decentralised project based production process. This 

new production system is data intensive & so we need technology 

which can collect, process & analyse data fast so as to bring changes 

in the production accordingly. The latency and speed limitations of 

current technologies (4G and wired networks) are the predominant 

reasons hindering the ability of enterprises to move toward a 

decentralized workforce. 5G can fully support a decentralized 

workforce and thereby reduce the non-productive workspace and 

support real time interactions. 

Introduction:  

Most of the countries especially developed countries are operating with 4 

G technology but industries now need 5th generation of wireless network to 

support further industrial growth. Covid 19 have highlighted the pressing need 

of 5G technology. Covid 19 crisis have made us realise that how deeply we rely 

on internet in every aspects of our modern life. Our activities in day to day life 

can be performed even better with the help of internet. Countries like China, 

Republic of Korea, Japan, USA & Eurpoe has already taken steps to create 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

445 

Dr. Shubhangi B. Patil 
 

 

infrastructure & awareness about 5 G technology. Taking view of the benefits 5G 

can bring to the entire value chain across consumer and business, Government of 

India (GoI), through Department of Telecom (DoT) has released the Draft 

National Digital Communication Policy (DNDCP), and emphasised on creating 

an actionable plan for the rollout of 5G application and services. To address 

timely development of 5G infrastructure, DoT has also setup a high level forum 

’5G India 2020’ to develop the roadmap for operationalising 5G services in India 

by the year 2020.(Deloitte Report 2018) The current businesses & industry are 

using AI, IOT, Big data these are impossible to perform efficiently in the absence 

of 5G technology. The 5th Generation Wireless Network brings with it 

impressive data speeds and latency rates thereby benefiting many sectors in the 

economy. Some of the benefits to the sectors are as follows: 

Benefits of 5G to business – 

Business can explore their potential better by using IOT, Big Data which 

can be supported by 5G. 5G helps in impressive data speeds & Latency rates. 

Businesses can take the benefits of 5G technology in its digital marketing. 3G & 

4G technology were not able to support mobile video advertising. But 5G 

technology enable quicker & easier loading of content allowing for seamless 

integration across various social media platforms. Thus businesses now need to 

create innovative content creating technologies including AR & VR. 5G will also 

help in improved personalisation & customization as this technology will help in 

collecting user data in real time.5G will also allow more interactive experience 

for consumers & producers. Interactive advertisement are heavy & data 

intensive. Thus existing digital technology can be made more accessible with the 

help of 5G technology. 

Benefits to industry –  

Introduction of new technology in production like use of robotics which can 

perform labour intensive work requiring precision as well as work in hazardous 

environment with better process quality & less time in production. 

Benefits to agriculture & allied industry- India is although called an 

agrarian economy, this sector is however able to explore only 50-60 % of its 
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potential. The main causes for the remaining unrealised potential can be 

attributed to uneven agro climatic conditions, mismanagement of water & land 

resources, infrastructural bottleneck, asymmetric information & lack of data 

capture & analysis. Introduction of digitalisation with IoT, Big Data, AI & 

Drones will help in overcoming most of the above obstacles in efficient production 

& distribution of farm output. 

Benefits to automotive industry – 

 In automotive industry where one vehicle with other elements like devices, 

infrastructure, other vehicles etc. could enable real time traffic routing, 

emergency breaking. To use all these potentials of this industry however needs 

high speed network. 5 G technology can definitely support growth of such 

industry. 

Benefits in terms of sustainable global growth-  

Use of 5G technology with digitalisation of energy sector will enable better 

utilisation of energy resources helping in attainment of environmental 

sustainability. Smart power generation, smart meters for homes, remote sensing 

of energy sites to avoid human error & identify energy leakages are some of the 

benefits that will accrue with digitalisation associated with 5G technology. 

Benefits to health care industry – 

 Use of 5G technology in healthcare industry will help in attaining 

inclusiveness of health care sector in remote areas where medical facilities can 

not reach easily. Doctors can remotely diagnose patient & thereby provide quick 

expert treatment to cure patient’s illness. Online consultation with high data 

speed will help to reduce long waiting time for the patients. During covid 19 

Vaccination data was centralised & drive was successfully implemented because 

of digitalisation of its administration. We could have reduced no. of death due to 

lack of supply of oxygen cylinder wherever required if we would have digitalised 

this data with high speed network  

Benefit to Media & entertainment sector – 

This sector is very sensitive to consumer preference. Thus maintain the 

quality of service is the main task of the business in this sector. Increasing 
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popularity of Netflix, Sonyliv with increasing numbers of short films & web 

series entertaining viewers is showing bright future for media industry. 

However, all this needs low latency period & high internet speed which can be 

fulfilled by 5G technology. People enjoy watching IPL match on television as it 

provides enriching experience to viewers through it features like replay, real 

time language translation, players view from different angles etc.5G network 

will enable live streaming of events which will help in increasing viewers & 

thereby media business. 

Benefit to retail industry – 

 With growing income, living standards & consumerism retail industry is 

likely to have bright future. Consumers with high income but less time available 

for shopping in crowded city, retail industry can explore its potential business 

through online shopping. Even interactive magic mirrors in the shopping mall 

can help in sending customised alerts regarding discounts or most suitable 

product for every particular customer on real time basis which helps in 

enhancing shopping experience & boost sales. Thus 5G will enable online 

retailers to gather more data & create more business opportunities, increase 

revenues & sales & gain consumer loyalty. 

Benefit in terms of smart cities – 

Rising national income with rising per capita income creates pressing 

demand for better quality of life by citizens. Video surveillance & analytics, GPS, 

intelligent traffic & transport management, smart grid & metering system, 

intelligent solid waste management are assumed to be features of smart city. 

Attaining all these features of smart city needs use of 5G technology. 

Digitalisation with 5G technology of such smart city will help in reducing 

operating & maintenance cost & improve the quality of municipal services of 

such cities. Given all these benefit of 5G technology in this digital world, every 

country needs to build up infrastructure to enable 5G technology to function. 

India has already steped in 2017 to develop 5G technology. Government of India 

is also seen keen to undertake various measure for the implementation of 5G 
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technology. However India faces following challenges in implementation of this 

technology. They are as follows: 

Lack of uniformity in policy framework-It has been observed that in 

different states of India, different levies & charges are imposed on telecom 

service providers. Non uniform policy framework hampers the rolling out of 

optical Fiber Cables & towers. As mentioned above the benefits of 5G technology 

to so many sectors, it necessitates extensive infrastructural development which 

is delayed due to lack of public funds. 

Limited giga backhauling – To bring 5G technology in India, a strong 

backhaul network is required which needs support of broadband network, IoT, 

Big data, cloud. But all these are capital intensive in nature. India atleast need 

approximately USD 8 billion to provide tower assets in cities. E band & V band 

which are cost effective solutions for 5 G technology are yet to be introduced in 

India. 

Lack of digital literacy – Implementstion of 5G technology is hindered by lack 

of digital knowledge among employees. Education system of the country need to 

transformed to suit the need of job market so as to supply digitally intelligent 

workforce to the market. Along with this India suffers with digital divide 

between rural & urban India which may reduce its uses. 

Human factors – lack of political will, ego,fear of losing jobs & skeptism are 

some of the human barriers in the implementation of 5G in India. 

Conclusion:  

India having rising national income with rising standard of living of 

people, there is scope for India to benefit from 5G technology. India being a part 

in global supply chain may lose its share if it does not upgrade with 5 G 

technology. Indian government need to carefully plan with cost benefit analysis 

the implementation of this technology. With lack of resources, Govt needs to 

population & end users to be covered, identification of cities for rolling out of 5G, 

provision of cybersecurity, minimization of cost of digitalisation etc.  
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Abstract: 

  Digital marketing is such a ground which acquire and got lot 

of significance due to  Covid-19 because each and every segment of 

marketing need to develop the skill of online means of work for 

marketing and digital marketing and various online resources and 

tools. 

Keywords: Digital marketing, Employment opportunities 

Introduction: 

During covid 19  all world shift to digitalization as all physical interaction 

were not allowed and people learn the concept of online 

transaction,payment,money transfer and all types of marketing done 

electronically through online mode and each and every business at that time and 

now a days also tried to develop online presence which is made popular by using 

different kinds of digital resources and concept of digitalization become very 

significant and important for all, and everybody started learning it through 

various webinar,conferences , workshop and training. Digital marketing leads to 

increase in the online job opportunity, online employment opportunities for the 

large number of people.In this review paper , what are the past,present and 

future concept and trends of marketing are mentioned. How does digital 

marketing made this world so fast and it creats the connectivity among all 

people in the world. From digital marketing concept we can understand the 

nature of business in the world and there will be much transparency as all data 

and documents are generated electronically so there will be no question of any 

fraud or cheating as documentary proofs are available within a second. For 

writing the this review article ,  various research article is been studied and 

reviewed. Far-reaching changes are observed in India due to process of 
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digitalization. There are traditional or conventional method of marketing also 

but the traders prefer and find more easy the use of internet for any kind of 

business deal. Digital marketing definitely creates a benefit in business as it 

possess different kinds of marketing search engine and tools like search engine 

marketing (SEM), search engine optimization (SEO), influencer marketing, 

content marketing, content automation, campaign marketing, e commerce 

marketing and social media marketing, social media optimization, e-mail direct 

marketing, display advertising, optical disks, e–books, and games and are 

becoming more and more common in our advanced technology. Attraction of 

customer all over the world by using watsapp group,telegram group,face book 

and other different type of online platforms and alarming use of social media are 

now a days significant,very common and business also , these all are responsible 

for creating novel opportunities for digital marketer.Great commercial impact on 

business is due to digital marketing which is cost effective. Company’s target 

market as social media sites utilizes is another key factor in assuring that online 

marketing will be flourishing and successful. Different business can be analyzed 

with respect to the effectiveness of Internet marketing[1].  

Rationale: 

The term Marketing has many definitions. One of the most well-known 

definition says that “Marketing is the social process by which individuals and 

groups obtain what they need and want through creating and exchanging 

products and value with others. By connecting these two fields “We can apply 

marketing principles within the internet area. This can be done mainly by 

creating a web pages, internet advertising, and also marketing research on the 

internet, electronic commerce etc. However internet marketing demands a little 

bit different approach in certain aspects than traditional marketing. Simply 

speaking internet marketing, also referred to as online-marketing, web-

marketing, e-marketing, or i-marketing, is the marketing of products or services 

over the Internet[1]. 

Large companies are regarding social media sites as strategic tools and some 

businesses are even hiring employees to oversee their social media pages. Social 
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media should be regarded as an integral part of an organization’s integrated 

marketing strategy and should not be taken lightly. It is demonstrated that we 

all are connected through whatsapp and facebook and the increasing use of social 

media is creating new opportunities for digital marketers to attract the 

customers through digital platform. Awareness of consumer’s motives is 

important because it provides a deeper understanding of what influences it has 

on users to create content about a brand or store [1].  

The future of digital marketing will be integration of successful past technology 

and growing interest to personalise and customise need of individual. It has 

changed most in last 5 years than the shift seen in last 50 years. It has resulted 

owing to change in human lifestyle and their interest on technology. Every 

individual business is now tech-savvy and wishes to be more productive and 

profitable in shortest possible time. Optimization is happening all around, and 

deliverable made to happen within available resources. Every industry and its 

segment want to gain and prove his product best in class with superior quality. 

The real difference in past and future scenario is not the quality of product 

someone delivering but the service someone offering along with the product will 

create differentiating factor and put him ahead in business race. Service of 

delivery and need based customization is the future of all and any product. The 

digital transformation trends and strategies are evolving in data cloud, internet-

based platform where script post is changing to voice search dominated with 

artificial intelligence. There are majorly four factors contributing to the 

transformation of digital marketing [2,3]. 

This volume presents a pragmatic approach to understanding and 

capitalizing on contemporary m-commerce trend. It comprehensively 

encapsulates the evolution, emergent trends, hindrances and challenges, and 

customer perceptions about various facets of how physical and online retail 

channels are merging, blurring, and influencing each other in new ways.The 

rapid rise of m-commerce (or mobile commerce) has led to the emergence of 

new paradigms in the marketplace. The difference between physical and 

digital retail is diminishing, and a new “phygital retail” phenomenon is on the 
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rise. Marketers need to understand this emerging paradigm and consider the 

new opportunities and challenges involved. This volume, M-Commerce: 

Experiencing the Phygital Retail, provides a comprehensive discussion of the 

contemporary m-commerce concepts along with the emerging paradigms in a 

pragmatic way. It presents empirical analyses and reviews on the myriad 

aspects of m-commerce, including both contemporary academic and business 

research[4].Use of face book as social media is mentioned[5]. 

Substantial attention is received by Academic social networking sites 

(ASNS) in recent years. The information quality and tools of academic resources 

are crucial to users. In order to develop the users information quality experience, 

it is essential to understand how users recognize information quality in 

Academic social networking sites and what factors or relations affect their 

results of information quality insight. Drawing on the approach of the means-end 

chain, our study implemented a laddering interviews with users of Academic 

social networking sites. Elucidation of various factors influencing information 

quality perception and constructed a hierarchical value map, all of the complex 

associations were quantitatively premeditated and represented in a hierarchical 

structure. This leads to identification of various relation. This study contributes 

by addressing the process of users’ information quality perception in the 

Academic social networking sites and by giving a deep and clear understanding 

of the factors affecting information quality. This is different from prior research 

that mainly focused on information quality evaluation. The results not only 

enrich the information quality research but also can be used to guide Academic 

social networking sites platform design and management . This academic social 

network sites also connects the people to each other through online mode and 

leads to creation of numbers of groups, channels where people can exchange and 

interact with each other[6]. 

Identification of the extent of usage and perceived effectiveness of various 

online marketing tools among Business-to-Consumer (B2C) firms in Singapore 

are discussed. It is been explained and understand that there are some 

significant differences between the extent to which websites utilizes the various 
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online marketing tools and the apparent efficacy of such tools. Implications of 

the Business-to-Consumer (B2C) firms should be useful in helping B2C firms 

and it decide on the appropriate marketing tools to implement which leads to an 

increase in job opportunities, it is also one of the important and significant 

parameters in employment and this also result in the customer attraction, 

demand, interest and increase in online business [7]. 

Objective: 

The digital marketing and opportunities for employment are significant 

for every organization very clearly indicated by alarming use of social media and 

internet. Expanding threat to many companies are the power of smart phones in 

combination with social media. Another factor is more and more excessive use of 

electronic means of communication and marketing  by children, adolescents, and 

teenagers. So one can study and understand through this study that internet 

marketing is much successful in today’s era which creates an awareness 

regarding traditional and digital marketing and advantage of using internet 

marketing than traditional or conventional marketing for different work 

marketing sector and companies. 

Methodology: 

Internet marketing involve use of internet in which all the computer 

devices are interconnected globally with each other , it is net work of computers 

which are attached with each other throughout the world. This network possess 

billions of private, public, academic, business, and government networks. 

Internet is the largest and biggest source of information that was not thought by 

mankind even before. Foundations of more information channels than people 

have created until the 20th century is because of internet. By application of 

technology involving use of computers, internet, the online marketing and digital 

marketing become very easy and is been carried out throughout the world and by 

the methodology of advanced technology the employability and job opportunities 

also increases. 

Conclusion: Digitalization leads to change in the world, more comprehensive 

changes are observed in the country of India due to digitalization.As compared to 
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traditional method of marketing, in current era due to digitalization process of 

marketing ,demand for the job opportunities also increases as demand for the 

product also increases due to feasibility of product to be seen ,selected by the 

consumers which leads to increase in the job opportunities as consumers are not 

suppose to take any efforts to go out in market and to select and see the 

products. The work of marketing for the companies, shopkeepers,become easy 

and also it become convenient to the consumer also. And this result in the 

increase in job opportunities. Businesses can really benefit from Digital 

marketing such as search engine optimization (SEO), content marketing, search 

engine marketing (SEM), influencer marketing, e-commerce marketing, content 

automation, campaign marketing, and social media marketing, e-mail direct 

marketing, social media optimization, display advertising, e–books, games , 

optical disks and are becoming more and more common in our advanced 

technology.  
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Abstract :  

                      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 “digital learning” - the 

umbrella term for any learning that takes place across digital and 

not in a traditional classroom. Constant working hours, extra 

workload, fear of job security, job dissatisfaction, lack of rights and 

responsibilities, lack of morale and motivation all affect the health 

of teachers both mentally and physically. This negatively affects the 

productivity of the workplace and affects the development and 

progress of the workplace. Stress is a worrying factor for a teacher. 

The purpose of this study is to educate the community about the 

stresses that come upon the teacher while teaching the class online. 

Key Words: E-Learning, Digital Learning, Stress, Perception etc. 

Introduction:  

Coronavirus epidemic has affected the economy of the whole country. This 

includes economic, social and educational sectors. Both teachers and students 

have had to endure many hardships in the field of education. This includes 

millions of enrolled students and teachers. Regular classes were closed during 

the Corona period. Students and teachers were stranded in their homes due to 

the epidemic. To continue the learning process, online classes were introduced in 

most countries, including India. In this mode, both teaching and learning are 

done by electronic devices. The education sector is a business sector which seeks 

to enhance mental capacity. Increasing competition among students to achieve 

their goals raises awareness about education, putting more pressure and stress 

on teachers. This study focuses on the factors that create stress in teachers 

Objective: 

1. To know about online teaching & learning & stress.  

2. To study online educational stress creator factors of teachers. 
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Review of Literature:   

1. Lewis (1999) in his study on „Teachers Coping with the Stress of Classroom 

Discipline‟ examined that they would prepare overall maintaining discipline 

emerged as a stressor with those worst affected teachers who placed 

particular emphasis on pupil empowerment. 

2. Singhal (2004) in their study on job satisfaction among female teachers 

reveals that anxiety, high pressure of job creates maximum stress among it 

compare to male teachers.   

3. Sargent (2005) in their study on „keeping Teachers Happy job Satisfaction 

among Primary School Teachers in Rural North-west China‟. The finding s of 

the study shows that, high workload creates negative satisfaction among 

teachers. It‟s also impacts on their productivity.  

4. Ch. Lakshmi Narahari & Kalpana Koneru (2015) in their study a Study on 

Stress Management among College Teachers found that Workplace stress 

occurs when there is an imbalance the demands and perceived pressures of 

the work environment and a specific ability to cope. 

Concept of Stress: 

Stress is a situation one is not able to cope up with. It is a critical part of 

our life. It affects our mental as well as physical health. Stress is a part of 

everyone‟s life which is difficult to avoid in certain situations. It creates an effect 

on one‟s physical, mental as well as emotional state of mind. Stress has been on a 

rise in this era of hightechnology speed, global competition, and consumerism. 

Taking its toll on the physical and psychological health of the employees, it is 

affecting the productivity and functioning of an organization. The relationship 

between stress and employee performance has been to show that increased levels 

of stress can negatively affect work performance.  

Stress in the workplace is increasingly a critical problem for teachers. 

Stress is associated with impaired individual functioning in the workplace. 

Stress is the way human beings react both physically and mentally to changes, 

events, and situations in their lives. Occupational stress is a growing concern of 

today in comparison to three decades ago. It has become a key problem not only 
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for individuals working within an organization but also for the organization 

itself. 

Online Teaching & Learn 

 Online learning is the newest and most popular form of digital education 

today. Within the past decade it has had a major impact on postsecondary 

education and the trend is only increasing. Online learning is education that 

takes place over the Internet. It is often referred to as “elearning” among other 

terms. However, online learning is just one type of “digital learning” - the 

umbrella term for any learning that takes place across distance and not in a 

traditional classroom. Online learning is catalysing a pedagogical shift in how we 

teach and learn. There is a shift away from top-down lecturing and passive 

students to a more interactive, collaborative approach in which students and 

instructor co-create the learning process. 

Online learning meets the needs of an ever-growing population of students 

who cannot or prefer not to participate in traditional classroom settings. These 

learners include those unable to attend traditional classes, who cannot find a 

particular class at their chosen institution, who live in remote locations, who 

work full-time and can only study at or after work, and those who simply prefer 

to learn independently. The minimum requirement for students to participate in 

an online course is access to a computer, the Internet, and the motivation to 

succeed in a non-traditional classroom. 

 Online courses provide an excellent method of course delivery unbound by 

time or location allowing for accessibility to instruction at anytime from 

anywhere. Learners find the online environment a convenient way to fit 

education into their busy lives. The ability to access a course from any computer 

with Internet access, 24 hours a day, seven days a week is a tremendous 

incentive for many of today‟s students. 

Benefits of Online teaching & Learning:  

Some of the main advantages of online learning explained as follows. 
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Diagram: 1 

 

Convenience: Online education is convenient twenty-four hours. It is flexible to 

all the time. It is access from any online computer.  

Enhanced Learning skills:  Online learning plays the major contribution to 

increase enhance learning capacity. It is emphasis on writing skills, technology 

skills, and life skills like time management, independence, and self-discipline. 

Shy students become knowledgeable: it increases the learning capacity of 

shy students. Students can take more time to think and reflect before 

communicating. 

Student’s centric learning environment: online teaching creates a student‟s 

centric environment. It less passive listening and more active learning. It 

increases student to teacher and student to student interaction and discussion.  

Innovative teaching: online learning is innovative method of learning for the 

students to obtain knowledge. It increased variety and creativity of learning 

activities; address different learning styles. 

Improved Administration: it increases the storing capacity of document and 

maintains records immediately.  

Increase the student’s satisfaction:  as more data available for students to 

concept building, they get more satisfied  

Online Education Stress Factors: 

 In online education teaching mode, there are various types of stress factors 

which is explained as follows.  
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   Diagram: 2 

 

Computer Illiteracy: Due to computer illiteracy teachers have face mental 

stress.   

Lack of Infrastructure: Sometimes due to lack of infrastructure teachers have 

considered economical stress.  

Non – Conveniently: Some teachers have realised that, they are not teach 

conveniently in online education system.   

Lack of Perception: a lot of teachers have assumed, lack of perception 

regarding to online teaching leads to increasing stress among teachers. 

Not interested in online education mode: Some teachers have not interested 

to teach in online education mode, so he face psychological stress.  

Expensively / Costly: Some teachers have assumed that online education mode 

has expensively, so he faces economical stress.   

Problems of adjustment in on line education technology: Some teachers 

have face problems in adjustment of online education technology. So he faces a 

lot of mental stress.  

Communication gap between teachers & students: In online education 

teaching mode, there is big communication gap ad eye coordination between 

students and teaches, so he faces mental stress.  

No fixed working hours: In online education teaching mode, working hours 

are not fixed, teachers realised physical stress.  
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Headache and eye-sight problems: In online education teaching mode, they 

are teaching consistently so they faces some health issues such as headache and 

eye sight problem. 

Irritability, loss of temper: Due to online education teaching, the behaviour of 

teachers is slightly changed. Some symptoms found in their nature such as 

insomnia, irritability and loss of temper.  

Higher student absenteeism: In online education teaching, the level of 

student absenteeism is high. Due to high percentage of absenteeism, teachers 

realised mental stress.  

Analysis of Online Education Stress Creator Factor:  

The questions inquired about various aspects of online classes such in various 

aspects. The questionnaires were circulated electronically as google forms. The 

responses were received from the 50 teachers / professors of Arts, Commerce & 

Science college considering all courses. 

Table :1 Analysis of Online Education Stress Creator Factor 

Sr.N

o. 
Factors 

No of Respondents 

Agree Disagree No 

Response 

Total 

1 Computer Illiteracy  30 

(60%) 
18 (36%) 02 (4%) 50 

2 Lack of Infrastructure  26 

(52%) 
20 (40%) 04 (8%) 50 

3 Non - Conveniently 22 

(44%) 
22 (44%) 06 (12%) 50 

4 Lack of Perception 25 

(50%) 
23 (46%) 02 (4%) 50 

5 Not interested in online 

Education  

25 

(50%) 
17 (34%) 08 (16%) 50 

6 Expensively / Costly 26 

(52%) 
20 (40%) 04 (8%) 50 

7 Problems of adjusting in 

technology  

25 

(50%) 
15 (30%) 10 (20%) 50 

8 Communication gap 

between teachers & 

students  

35 

(70%) 
10 (20%) 05 (10%) 50 

9 No fixed working hours 30 

(60%) 
17 (34%) 03 (6%) 50 

10 Headache and eye-sight 

problems 

24 

(48%) 
19 (38%) 07 (14%) 50 
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11 Irritability, loss of 

temper 

25 

(50%) 
19 (38%) 06 (12%) 50 

12 Higher student 

absenteeism  

27 

(54%) 
19 (38%) 04 (8%) 50 

(Source: Primary Data) 

The above table shows that online educational stress factors of teachers in 

higher education. 60% of the teachers of higher education assume computer 

illiteracy, 52% teachers assume     online education infrastructure has not 

available on higher education level. 44% teachers has considered as inconvenient 

for online teaching mode. 50% teachers have assumed, lack of perception about 

online education mode of teaching. 50% teachers have not interested in online 

education in mode. 52% teachers think that online education is costly. 70% 

teachers assume that communication gap create between teachers and students 

due to online education teaching mode. 60% teachers have considered there are 

no fixed working hours in online education teaching mode. 48% teachers have 

faced headache and eyesight problems , 50% teachers also face Irritability and  

loss of temper problems and 54% teachers has considered higher level students 

are absent in online education teaching mode.  

Graphical Presentation: 

Graph: 1 Graphical presentation of online education stress factors 

 

The above diagram shows that communication gap between students and 

teachers, computer illiteracy and working hours of teacher create maximum 

mental, physical & psychological stress to teacher. Due to this stress teachers 
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are not efficiently working, its effects on their productivity. Average teachers 

have face problems regarding to lack of infrastructure, lack of perception, 

adjustment of technology, Headache and eye-sight problems, Irritability, loss of 

temper and higher student absenteeism. 

Findings:  

1. Online /digital education creates mental, physical and psychological stress to 

teacher. 

2. Online /digital education stress factors affects on the working efficiency of 

teacher in higher education 

Conclusion:  

The epidemic of Covid 19 caused many radical changes in the field of 

education. As the situation changed, the teacher started teaching the students 

using various online tools. Although there is some relief in learning / teaching at 

home, various technical problems are constantly created in it, and its mental 

stress has to be borne by the teacher many times. It includes such as Computer 

Illiteracy, Lack of Infrastructure, Non – Conveniently, Lack of Perception, Not 

interested in online Education, Expensively / Costly, Problems of adjusting in 

technology, Communication gap between teachers & students, No fixed working 

hours Headache and eye-sight problems, Irritability, loss of temper and Higher 

student absenteeism etc. All those stress factors impacts on the productivity of 

teacher‟s performance. 
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Abstract 

Digital marketing is an umbrella term for the marketing of 

products or services using digital technology, especially online, but 

also for mobile phones, advertising and any other digital terms. 

Digital marketing, also called online marketing, promotes product 

promotion to potential customers using the Internet and other 

forms of digital marketing. Any marketing that uses electronics and 

can be used by marketing professionals to convey promotional 

messages and measure its impact on your customer journey. In fact, 

digital marketing usually refers to marketing campaigns from your 

computer, phone, tablet, or other device. It can take many forms, 

including online video, display ads, search engine marketing, paid 

social media and social media posts. Digital marketing is often 

compared to normal marketing such as magazine ads, bill boards, 

and direct mail. Television is often linked to mainstream 

marketing. 

Keywords: digital marketing, promotional message, campaign, internet 

 Introduction: 

Digital marketing also known as Internet marketing, product promotion to 

connect with potential customers using the Internet and other forms of digital 

communication. This includes not only emails, social media, and web-based 

advertising, but also mixed text and media messages as a marketing channel. In 

fact, if a marketing campaign involves digital communication, digital marketing. 

Objective: 

1 - Understanding digital marketing 

2 - Discovering Resources for digital marketing 

Methodology:  

The present study is essentially based on published secondary data, and it will 

be collected from various report, book, journal and website. 
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Discussion: 

What is digital marketing? 

  Digital marketing actually uses all marketing methods on digital 

channels. A variety of sources can be used to improve services and products such 

as SMS, search engines, email, websites, social media and mobile devices. The 

digital environment of this marketing approach makes it an inexpensive way to 

grow one's business. Digital marketing means more than just having a website. 

A website needs to be attractive and easy to navigate, and it also needs quality 

content to show the type of business. 

Source or Types of Digital Marketing 

Digital Marketing is divided into 12 categories. Here is a list of the 

different types of digital marketing you should know 

Search Engine Optimization (SEO) 

SEO stands for search engine optimization and optimization as the name 

suggests that the science and art of finding web pages rank high on a search 

engine results page. There are many ways to approach SEO in order to generate 

relevant traffic to your website. These include: 

One SEO page: 

This type of SEO focuses on all the content on the "page" when you look at 

a website. 

Closed SEO page: 

This type of SEO is focused on every activity that happens “off the page” if you 

want to improve your website. 

Technical SEO: 

This type of SEO focuses on the back of your website, and how your pages 

are coded. Image compression, structured data, and CSS file development are all 

types of SEO techniques that can increase the loading speed of your website - an 

important aspect of eye quality in search engines like Google. 
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Pay Per Click (PPC) 

Pay per click on marketing with paid search results on Google and 

involves bidding on certain keywords that will be the best web traffic player for 

you. 

Other channels where you can use PPC include: 

Paid Ads on Face book: 

  Users can pay to customize a video, photo post, or slideshow, which Facebook 

will publish on the news feed of people like your business audience. 

 Twitter ad campaigns: 

 users can pay to place a series of posts or profile badges on specific 

audience news feeds, all dedicated to achieving a specific goal for your business. 

This policy could be website traffic, more Twitter followers, tweet engagement, or 

app downloads. 

LinkedIn Messages: 

Here, users can pay to send messages directly to specific LinkedIn users based 

on their industry and domain. 

Social Media Marketing (SMM) 

This practice enhances your brand and content on social media channels 

to increase brand awareness, drive traffic, and generate leads for your business. 

Channels you can use in social media marketing include: 

Facebook, Twitter, LinkedIn. Instagram, Snapchat, Pinterest 

Content Marketing 

This term refers to the creation and promotion of content assets for the purpose 

of product awareness, traffic growth, high productivity, and customer 

satisfaction. 

Channels that can participate in your content marketing programs include: 

Blog Post: 

  Writing and publishing articles on a company blog helps you showcase 

your industry expertise and generate search traffic for your business. This 

ultimately gives you more opportunities to turn website visitors into leaders of 

your reseller team. 
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E books and white papers: 

E - books, white papers, and similar long form content help continuously educate 

website visitors. It also allows you to exchange content for student contact 

information, generate leads for your company and lead people on a customer trip. 

Infographics: 

 Sometimes, students want you to show up, not say. Infographics is a type 

of visual content that helps website visitors visualize an idea you want to help 

them learn. 

Audio or visual content: 

Television and radio are popular digital marketing channels. Creating 

content that can be shared online as video or heard on the radio by your audience 

can greatly increase your audience. 

 Email Marketing: 

 Email marketing is the process of sending marketing messages to a group of 

people by email. 

Types of emails you can send to an email marketing campaign include: 

   A - Newsletters for blog subscriptions.   B - Tracking emails for website visitors 

to download something.   C - Customer acceptance emails.  D - Holiday 

promotion for members of the loyalty program.  E - The same series of tips or 

emails for customer growth. 

 Influencer / Affiliate Marketing 

This is a type of performance-based advertising where you find a 

commission to advertise the third party products or services on your website. 

Related affiliate marketing channels include: 

A - Managing video ads through the YouTube Partner Program. 

B - Sends relevant links from your social media accounts. 

Viral Marketing 

Viral marketing means any strategy that encourages people to pass on the 

marketing message to others, creating opportunities for significant growth in the 

presentation and impact of the message. 

 Mobile Marketing: Mobile phone marketing is a form of SMS marketing. 
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Indigenous Advertising 

Indigenous advertising refers to ads that are primarily based on content 

and that are displayed on the platform next to other, non-paid content. Buzz - 

Feed-sponsored posts are a good example, but many people also look at social 

media advertising as "native" - Facebook advertising and Instagram advertising, 

for example. 

Online PR 

Online PR is a practice for discovering online instances gained through 

digital publications, blogs, and other content-based websites. It is very similar to 

traditional PR, but in the online space. Channels you can use to maximize your 

PR efforts include: 

Journalist access via social media: 

Talking to journalists on Twitter, for example, is a great way to develop 

relationships with the media that generate media opportunities gained in your 

company. 

Online reviews of your company: 

When someone reviews your company online, whether that review is good 

or bad, your natural instinct may be to not touch it. In contrast, affiliate 

marketing reviews help you personalize your product and deliver powerful 

messages that protect your reputation. 

Involvement comments on your personal website or blog: 

Similar to how you would respond to reviews of your company, responding 

to people who read your content is the best way to generate productive 

conversation in your industry. 

Other Marketing Sources 

Radio and TV commercials 

Radio and TV ads are a form of marketing that uses Radio or TV ads as a 

marketing source. 

Electronic Billboard Boards 

  Depending on the location of the electronic advertising board, your 

advertising competition and features (additional flashing lights, life-size 
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statistics of mascots or product agents, etc.) you want to include, of course. 

However, many argue that the popularity of digital collections is lost in modern 

times when everyone has their nose buried in their phone and completely 

oblivious. 

Conclusion: 

       Marketing is about communicating with customers in the right place and 

at the right time. In the last few years, with the advent of the Internet and 

smart phones, information has often been conveyed by television, radio, 

newspapers, and word of mouth. These were also often popular marketing 

methods. Nowadays, however, the internet brings in more employers and 

potentialcustomers in the same area.  

                  Digital marketing has no limits. The company can use any devices such 

as smartphones, tablets, laptops, televisions, game consoles, digital boardboards, 

and media such as social media, SEO (search engine optimization), videos, 

content, email and much more to promote the company itself. and. its products 

and services. With your favorite digital marketing more than anything else, it is 

important to spread your marketing efforts and track campaign results from 

time to time. Having a team of digital marketing professionals, whether indoors 

or otherwise, who are unfamiliar with the company's mission and vision is also 

essential.  

                 If you have a question about digital marketing or proposals for future 

posts, let us know. And for all that related to the latest trends in online 

marketing and news, keep checking out our Digital Marketing blog. 
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Abstract 

Digital marketing, at its most basic level, is advertising 

distributed through digital channels like as search engines, 

websites, social media, email, and mobile apps. Digital marketing is 

the process of organisations endorsing goods, services, and brands 

through the use of these online media channels. In marketing, the 

digital channel has become an important aspect of many 

organisations' strategies. Even small business owners can now sell 

their products or services in a highly cost-effective and efficient 

manner. There are no limits to digital marketing. All companies 

have recognised the value of digital marketing, and it is currently 

growing at a quicker rate with each passing day. Small firms will 

soon be able to compete with large-scale competitors on the same 

platform. As technology advances. Digital marketing, social media 

marketing, and search engine marketing are all becoming more 

popular. Digital marketing is a component of the promotion that is 

frequently overlooked in the overall marketing. Internet users are 

continuously expanding, and digital marketing has reaped the 

biggest benefits due to its reliance on the internet. 

The buying habits of consumers are evolving, and they are 

becoming more receptive to digital marketing rather than 

traditional marketing. The purpose of this research paper is to 

study the challenges and opportunities of digital marketing in 21st 

century. 

Keywords 

Digital Marketing, Opportunities, Challenges, Costumer, Technology. 

Introduction 

Digital selling or marketing may be a kind of selling that's ordinarily wont 

to promote product or services and reach resolute customers via digital channels. 

Digital selling includes retailers that don't need the employment of net the web 
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the net additionally to internet selling. Mobile phones (including SMS and 

MMS), social media selling, show advertising, program selling, and a 

spread of different digital media area unit all a part 

of it. Shoppers will get data through digital media at any time and from any 

location. shoppers will not solely consider suppose deem trust admit accept have 

confidence have faith in place confidence in what the firm says about 

their whole, however conjointly on what the media, friends, associations, 

peers, et al. area unit oral communication regarding it, due to the appearance of 

digital media. Digital selling may be a broad word that refers to a spread of 

promotional ways that use digital technologies to succeed 

in purchasers. additionally to mobile and ancient TV and radio, 

digital selling encompasses a good vary of service, product, 

and whole selling ways that primarily leverage the net as a basic promotional 

channel. 

Elements of Digital Marketing  

Online Advertising:  

The importance of online advertising in digital marketing cannot be overstated. 

It's also known as online advertising, and it's a way for a firm to spread the word 

about its products or services. Consumer interests are best served by internet-

based advertising, which gives the most relevant content and advertisements. 

Publishers post information about their products or services on their websites so 

that customers or users can learn more about them for free. 

Email Marketing:  

Email marketing is described as sending a message about a product or service to 

a current or potential customer via email. Direct digital marketing is used to 

convey advertisements, increase brand and consumer loyalty, increase customer 

trust, and raise brand exposure. This part of digital marketing allows a company 

to quickly promote its products and services. 

Social Media:  

Today, one of the most essential digital marketing channels is social 

media marketing. It's a computer-based application that lets individuals create, 
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share, and exchange information and images about a company's products and 

services. Internet users continue to spend more time on social networking sites 

than any other category, according to Nielsen. Facebook, Twitter, LinkedIn, and 

Google+ are examples of social media marketing networks. Companies can use 

Facebook to promote product and service events, run promotions that adhere to 

Facebook's guidelines, and explore new prospects. Companies can boost brand 

awareness and visibility by using Twitter. It is the most effective instrument for 

promoting a company's goods and services. Professionals create profiles on 

LinkedIn and share information with others. A company's LinkedIn page can be 

developed so that professionals can examine and learn more about the company's 

products and services. 

Text Messaging:  

It is a method of sending product and service information from cellular and 

smart phone devices. The company can communicate information in the form of 

text (SMS), photos, video, or voice utilising phone devices (MMS). Text messages 

can be used to convey order confirmations and shipping alerts. SMS campaigns 

yield faster and more significant results. Companies can use this technology to 

deliver marketing messages to their customers in real time, at any moment, and 

know that they will be viewed.  

Affiliate Marketing:  

Affiliate marketing is a type of pay-per-click advertising. A firm rewards 

affiliates for each visitor or customer they bring to the company through 

marketing efforts they create on behalf of the company in this sort of marketing. 

The merchant (also known as "retailer" or "brand"), the network, the publisher 

(also known as "affiliate"), and the client are the four main participants in the 

industry. The business has become so sophisticated that a secondary tier of 

companies has emerged, including affiliate management organisations, super-

affiliates, and specialised third-party vendors.  

Challenges of Digital Marketing at present time  

Digital marketing is a corporate expansion tool, but it faces several obstacles and 

roadblocks. Few challenges are:  
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Limited Internet Access  

The internet plays an important role in digital marketing. Consumers may not 

be able to access the internet in some remote places or may have bad internet 

connections. In locations where there is no or limited internet connectivity, 

digital marketing may be unsuccessful over there. 

Competition  

When a consumer searches the internet for a certain product from a specific firm, 

many competing goods and services with similar marketing methods emerge on 

the customer's home page. Customers are displeased, and a cheaper and higher-

quality product from another company is offered as an alternative. As a result, 

some customers don't believe a lot of adverts that appear on a website or social 

media, mistaking them for fraud and making the company appear dishonest. 

Advertisement for limited Products  

Another disadvantage of digital marketing is that it is only useful for consumer 

products. Digital channels cannot be used to promote industrial items or 

pharmaceutical products. The preceding data may aid digital marketers in 

comprehending the benefits and drawbacks of digital marketing. Visit the links 

under related posts to learn more about digital marketing. 

Risk of Hackers  

One of the hazardous disadvantages of digital marketing is that the risk of a 

company's promotion efforts being hacked always falls on digital channels. 

Hackers or competitors can simply track and copy a well-known company's 

valuable promotional methods, which they can then use for their own goals. 

Opportunities of Digital Marketing  

Digital selling or marketing is fortunate and opportunities when utilizing 

completely different tools and techniques. These tools facilitate marketers to 

induce most edges of digital selling such as: 

Direct Advertisement  

Digital marketing allows for direct advertising and raises product or brand 

awareness. Companies can now effortlessly display product and service 

marketing across various digital media. However, in a highly competitive 
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marketing climate, a smart online advertising strategy and promotional tools 

can help digital marketers perform successfully. 

Easy Promotion 

With the advancement of new technology and the widespread use of the internet 

in business, brands can effectively engage with their customers. 

Marketing Activity Accountability 

Digital marketing allows businesses to track their marketing actions, such as 

whether or not digital marketing is working, how much activity is being 

generated, and how much dialogue is being generated. Digital marketing also 

aids marketers in evaluating and auditing the quality of their online material. 

Ads displayed indefinitely 

Advertisements are more available to target customers at any time and from any 

location thanks to digital marketing. Prospects can visit any website and read 

ads at any time and from any location. The constantly displayed adverts entice 

prospects to contact you and learn more about the items and services that they 

require. However, in order for these adverts to appear on a webpage, they must 

be successfully managed. Also, take a look at the four-step procedure for 

displaying ads on a webpage. 

Simple customer accessibility  

Digital marketing is an effective approach for businesses to communicate with a 

large number of potential customers at once. Using the internet as a marketing 

channel is a rapid way to reach out to a large number of potential customers and 

prospects all around the world at the same time. These marketing operations on 

social media platforms such as Facebook, Twitter, LinkedIn, and Pinterest have 

also been transformed by social media marketing. 

The Convenience of Online Shopping for Consumers 

Customers have found it easier to shop online at any time, whether the stores 

are over or across borders, as digital marketing has grown in popularity and 

capability. Digital marketing has given businesses and shops the ability to direct 

customers to an online store's outlet. 
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Conclusion 

In the last half-decade, digital marketing has become a buzzword. E-

commerce has elevated the company notion from the physical part of delivery to 

the virtual aspects of marketing and selling. Digital marketing and sales 

activities are becoming a more vital aspect of any marketing and sales plan. 

From the old approach to the E-commerce model, there has been a fundamental 

shift in how business is conducted. Products and markets are expanding, and at 

the same time, obstacles are arising to make players more competitive in the 

industry. Most businesses are either considering or pursuing digital 

transformation initiatives nowadays. Every business has a website, and few 

marketing plans are complete without a mention of social media. While social 

media is an important part of any digital strategy, a comprehensive reaction to 

the digital transition requires much more. 

The world is changing because of digital, and progress is not always linear. In a 

world where a Smartphone is no longer simply a Smartphone, but a possible 

revolution, we encourage businesses to consider the implications of digital 

advancements for themselves and their stakeholders. We agree with executives 

who see digital as an opportunity to be capitalised on rather than a risk to be 

avoided. Not every digital endeavour will be successful for every company, so it's 

critical to assess competence and change readiness before implementing a digital 

strategy. However, the more comprehensive the initiative, the better the chances 

of success. We believe that those who take a holistic approach and act quickly 

will have the most competitive edge. 
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Abstract 

 E-marketing means to connect the people and processes 

through Internet and Web, which is cost effective strategy.  E-

marketing provides unique insight into Global village. Internet and 

Web help to steamline process and new types of  Marketing 

opportunities.  Internet offers sites that helps to keep up with new 

development in never ending race to find and retain customers.  E-

marketing is evolving rapidly every thing from advancing 

technology to heightened competition to growing power of the 

customer.  Internet helps marketing professionals to keep up with 

new developments in never ending race to find and retain 

customers. Internet is rich resource for information on your 

markets, competitors and customers, feed back on your services.  E-

mail is the stealth vehicle of interactive marketing. TQM is an 

effort of continuous quality improvement of all process products and 

services through increasing customer satisfaction and immoved 

marketing results. To face the competition to produce best product 

through constant innovation but total quality is an be achieved with 

improvement in purchasing, marketing after sales. Today quality 

means more than conformance of standards  for purpose of 

reliability.  E-marketing evaluates the level of quality which 

customer wants and pay for it.  E-marketing is an integrated 

approach in delighting customer by meeting their expectations on 

continuous basis through everyone involved within the organization 

working on continuous basis towards improvement in quality of 

work understanding customer needs and satisfy their needs.  E-

marketing is the new way to do business.  A well supply chain helps 

manufacturer to deliver the goods in time Relationship market is an 

new concept in marketing management.  Building relationship 

programmes has expanded concept of lifetime customer.  Computer 

systems have become a vital component of successful marketing.  

Internet has become necessity for all commercial and professional 
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activities. An efficient supply chain management insure smooth and 

good from manufactures to customers. 

Introduction  

 Supply chain management is a business strategy that creates new 

opportunities and helps to diagnose company's supply chain problems and there 

are essential steps to setting up company's e-supply chain architecture to gain 

competitive advantage.  To improve efficiency engineering of the business 

process is necessary.  It includes spending time to market, reducing distribution 

cost, getting right product at right place.  

 The supply chain is the process under which products are created and 

delivered to customers from a structural point a supply chain refers to the 

network of relationship that organization maintain trading partner to 

manufacture and deliver products.  In competitive field, manufacturer reduce 

costs, minimize order cycle times and improve manufacture efficiency and 

logistics operations while responsive to market conditions bond customers 

demand.  

Objectives of the study  

1. To study concept of  Digital Marketing.   

2. To study concept of E-supply chain management through E-marketing.  

3. To study new opportunities in Supply chain management. 

Research Methodology 

 This research paper is based on secondary data. Which is collected from 

various reference books, related to E-marketing, Internet Marketing and also 

various research journals, and various websites.   

What is E-marketing ? or Digital Marketing - 

1. E-marketing means to connect the people through Internet and Web which is 

cost effective strategy.  

2. Internet and Web helps to steamline process and new types of marketing 

opportunities.  

3. E-marketing is web enabling existing business process to conduct the 

transactions over the Internet.  E-marketing provides unique insight into 

global village.  
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The supply chain is a collection of physical entities linked together into process 

that supply goods or services from source through consumption. The physical 

entitled in supply chain consists supplier's, manufacturers, distributors, retail 

outlets and consumers. The following diagram shows that flow of goods through 

supply chain starting with supplier and ending with consumer.  

 

Supplier  Manufacturer  Distribution        Consumer     Retail Outlet             

 

   Reoter1996 

While using raw material, manufacturer convert it into finished products.  These 

are transferred to distribution center.  The distributor delivers them to retail 

outlets, such as grocery and departmental stores, then store the goods until, 

purchased by the consumer. 

Facilitating Supply Chain Management with E-Business 

 To efficiently manage the supply chain, all functions and entities of the 

supply chain must be fully integrated. This integration can be made possible 

through the use of communications networks, which allow collaboration among 

the various entities and functions of the supply chain.  This communications 

network is the heart of ebusiness.  
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Food Supply Chain Cluster 

 

 

 

 

 

The Cold Chain  

 It is a logistic system that provides a facilities for maintaining ideal 

storage conditions for perishable from point of origin to point of consumption in 

food supply chain. Chain strarts from farm level to consumer level.  A well 

organized cold chain reduces spoilage, retains quality of products.  The main 

prefare of the chain is that if any of the link is missing or is weak, the whole 

system fails. The cold chain infrastructure consists pre-cooling facilities, cold 

storage, packaging, Refrigerated camiers, warehouse, financial and Insurance 

institutions fast food, ready meals and broze products have increased market 

share in recent year.  The range of temperature is dependent on product cold 

Retail  

Chains 

 

Restaurants  
Kirana  

Stores 
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chain management involves maintaining appropriate temperature, when product 

travels.  

Supply Chain Expert  

There is need to concept of self client / consumer response introduces in United 

status in 1990.  ECR referes to set of strategies. The food chain cluster are 

formed with all stakeholders, such as farmers, merchants, wholesaler, retailer, 

etc. recent advances in RFID technology will have tremendous impact in 

management of  Food chain for source identification and also in providing supply 

chain visibility. 

Supply Chain Expertise  

There is need to know the concept of Efficient Customer Response. ECR refers to 

set of strategies, that aims to supply better goods at lowest cost tom customers.  

Food Packaging  

Package has become a competitive tool to reach the customer efforts should be 

made to reduce these costs through the use of manufacturation and economics of 

scale. 

Standard  

Standardization is a powerful tool for improving supply chain efficiency.   

Food Safety and Hygiene  

Need of food safety growing day by day Greater assurance about safety and 

quality of food to consumers is most important. 

Training  

Training, Coaching, Counseling, mentoring extended to all the parties in supply 

chain.  It is important to conduct training sessions on cold chain management.  

Opportunities for Research in Food Supply Chain 

 In India fresh food stuffs, wasted away and have a very large local market, 

Govt. can invite processed food manufactures to set up mass production shops in 

country which may be marketed through fair price shops. Another important 

area of research is to develop predective models, such as what happens it 100% 

FDI is allowed intail "ROI models for establishing cold chain  infrastructure.  
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Opportunities for improving food supply chain  

Cold Chain Infrastructure  

 Investment in real estate and cold chain infrastructure are capital intensive and 

it will slow returns, however 100%, Foreign Direct Investment. The 

infrastructure consists coolers, warehouses, Refrigerated trucks, shopping malls 

etc. are needs to study the potential risks.  

         Third Party Logistics  

  The food supply chain is temperature sensitive and manual handing 

reduce produce quality and life.  Logistics provides air conditioned trucks, 

automatic handling equipments and trained manpower will provide end to end 

support. Cross docking reduce transit time and inventory.  

       Food Processing Inventory  

 The Govt. of India allows 100% FDI in this sector.  There are incentives for 

setting up processing plants in Agri zones.  

 Conclusion  

Supply chain management is a business strategy that creates new 

opportunities and helps to diagnose company's supply chain problems, and there 

are essential steps to setting up company's e-supply chain  architecture to gain 

competitive advantage. India is all set to become food supplier of world.  In all 

seasons varities of fruits and vegetables, well developed Agricultural business 

that works in it's own way.Rapid growth of economy, technological innovations in 

home appliances, like Refrigeration, Microwave - oven, increasing in care and 

changing food happits, all points increasing need for healthy food.   
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Abstract: 

Covid-19 pandemic has affected all the countries of the world. 

In this situation many businesses had to face difficulties. Millions 

lost their jobs. While this is true, there is significant impact on the 

health care industry. It creates challenges to India as well as 

opportunities in India for development in Health Care Industry. It 

is immediately and extensively expanded across the India. 

Everyone is aware of the stress on the healthcare industry in 

pandemic situation but there is a lot of scope for development in 

this sector. This paper will talk about development, challenges of E-

pharmacy which is part of the health care industry. 

Key Words: Digital Marketing, Health care, Tele-medicine, E-Pharmacy 

Introduction:       

Covid 19 imposed lock down restrictions everywhere. In this situation 

many businesses had to face difficulties. Many lost their jobs.  But some 

businesses got boosted in Pandemic situation e.g. online banking, online 

shopping- online grocery, online electronics, Telemedicine etc.  With increasing 

online services and smart phone apps availability, people have started 

purchasing most of their requirements by online deliveries. Digital marketing is 

a element of marketing which uses internet and online based technologies like 

mobile phones, computers to promote products and services. Government of 

India launched Digital India campaign to ensure the Government services by 

improved online infrastructure and by increasing internet activity. 

There were 624.0 million internet users in India in January 2021. The number of 

internet users in India increased by 47 million (+ 8.2%) between 2020 &2021. 

Internet penetration in India stood at 45% in January 2021.Out of the total 

internet connections, 61% connections were in urban areas. The Indian E-
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commerce market is expected to grow to US$ 111.40 billion by 2025 from US$ 

46.2 billion as of 2020. By 2030, it is expected to reach US$ 350 billion. (1) 

Objectives of the study: 

1. To understand the sectors of healthcare industry in India. 

2. To assess the trends and growth of E-pharmacy in India. 

3. To study the challenges in E-pharmacy. 

Limitations of the study: 

Indian health sector have various sectors like medical devices, hospitals, 

Telemedicine, clinical trials etc. For this study, E-pharmacy aspect of health care 

industry has been considered. The study mainly focused on E-pharmacy in 

healthcare industry.  

Research Methodology: 

The major thrust area of present study is E-pharmacy in India. This paper is 

theoretical and based on secondary data. Research papers, journals, websites, 

Government records and publication of commercial institution used for the 

collection of secondary data.  

India’s Healthcare Industry: 

.  

Source: Medical Device Manufacturing in India – A Sunrise 

Telemedicine:  

               World Health Organization has defined telemedicine as, “The delivery 

of health care services, where distance is critical factor, by all health care 

professionals using information and communication technologies for the 
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exchange of valid information for diagnosis, treatment and prevention of disease 

and injuries, research and evaluation, and for the continuing education of 

healthcare provides, all in the interests of advancing the health of individual and 

their communities.” Telemedicine technologies includes like video conferencing, 

internet, telephones etc. Health care providers such as e-pharmacies and 

hospitals have integrated tele medicine platforms and scaled up their existing 

digital offerings. E-pharmacy platforms have showed a steep growth in adoption 

by both doctors as well as patients. 

Tele consultation and e pharmacy markets in India  

 

(Source: EY analysis) 

Across the world, Pharmacies followed a basic business model which underwent 

a little change over the last 2-3 decades. The first E-pharmacy was started in the 

US in late 1990s which focused solely on selling drugs. E-pharmacies in India do 

not offering drugs to patients without prescription. If a patient does not have a 

prescription and they cannot upload it to the pharmacies portal. In such a 

situation the pharmacies have their own doctor consultants who advices the 

patient then generates the prescription for the patient. After that, patients 

upload it on the E-pharmacy app or website. Then place an order.  The number 

of E-pharmacies has increased in coronavirus pandemic to avoid unnecessary 

interaction and practicing social distancing in India. India is significant and 

rising player in the global pharmaceutical sector. India E-pharmacy market is 

segmented into: 

1. On the basis of Drug: E-pharmacy market can be divided into Prescription 

drugs and over the counter (OTC) drugs. 

2. On the basis of Product: Chronic Diseases, Skin care, Medical Equipment, 

Nutritional supplement etc. 
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3. On the basis of Business Model: Inventory based model, market place based 

model 

4. On the basis of Region: South, North, East, West. 

:

0

50

100

150

Year 2021 Year 2024 Year 2030

Indian pharmacetical Market (US$billion)  

 

(Source: Indian Pharmaceutical Industry: IBEF) 

According to the Indian Economic survey 2021 the domestic market is expected 

to grow 3× in the next decades. India’s domestic pharmaceutical market is 

estimated at US$ 42 billion in 2021 and likely to be reaching US$ 65 billion by 

2024 and further expand to reach US$ 120-130 billion by 2030.(2)  Investors also 

invest their funds in e-pharmacy channels. Collaboration, agreements mergers 

and acquisition are happening in e-pharmacy market. 

The major players operating in E-pharmacy market in India: 

1. API Holding pvt. 

Ltd(PharmEasy)     

4.Tata digital Limited (1 mg Technologies 

Pvt.Ltd) 

2. Apollo Pharmacy Pvt.Ltd                     5..Net meds Marketplace Ltd. (Reliance 

Retail) 

3. CareOnGo 6.Medilife   7.Myra 

Benefits to consumers: 

Convenient: 

Consumers can order their medicine through any internet support gadget from 

anywhere.This is beneficial for elderly and patients that may difficulty to go local 

medical store.  

Consumers got medicine at home delivery. 

Consumers place order anytime and anywhere.24*7 online customer support 

they got medicine at home. 
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Lower affordable cost with discounts. 

E-pharmacy provides medicine at lower cost because it comes from directly from 

manufacturer in store. It also provides discount. There are no middlemen in 

distribution channel. 

More accessible to find medicine & Digital payment facility. 

Local medical stores have limited stock. E-pharmacy allows consumers to 

purchase medicine from highly organized platform, digital payment 

infrastructure from anywhere. 

Value added information related medicine. 

E-pharmacies provide information about side effects of medicine, substitutes of 

lower cost etc. 

Genuine Authentic medicines. 

E-pharmacies ensure supply variety of medicines which is safe for consumption.. 

Challenges:-  

Threats of personal Data misuse: 

The online highly organized platforms available for digital marketing but it 

depends on valuable insights derived from customer’s personal details. So there 

is risk of misuse of personal information of customers. 

Need for technology up gradation. 

Industry that use digital marketing platform depends on strong technical 

infrastructure. For the success E-pharmacies need to focus on utilizing latest 

technological advancement.  

Need for special legal framework: 

E-pharmacies involves the health of people so it must be regulated a special legal 

framework. 

Need rural population awareness & Lack of internet connectivity. 

Peoples in rural areas still face many problems like electricity problem, poor 

internet connectivity.     

Increasing in rates of smart phone and internet use. 

There is constantly increasing in rates of smartphones and internet use. It is not 

affordable to economically backward peoples.   



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

490 

Mrs. Anagha P. Bartakke1 Dr. Mrs. Sharvari S. Kulkarni2 
 

 

In emergency it is not useful for patients. 

Most important challenge of e-pharmacy is in emergency it is not useful for 

patients. E-pharmacies take more time for delivering medicines in emergency.  

Findings & Conclusion: 

1. Due to pandemic, Digital marketing has grown rapidly.  Health awareness is 

increase among the people. Various sectors of healthcare industry rapidly 

grow in covid pandemic situation. Telemedicine consultancy increased 

tremendously to avoid unnecessary interaction and practicing social 

distancing in India.  

2. The government launched various schemes and programs for the 

development health care sector. For the ensure acceptability, accessibility and 

affordability of quality medicines for the poor Jan Aushadi program launched 

by the government. . India’s pharmaceutical market is likely to be reaching 

US$ 65 billion by 2024 and further expand to reach US$ 120-130 billion by 

2030. There is scope for development of E-pharmacies in India. 

3. E-pharmacy needs constant regulation and innovation. Increasing global 

competition, development of digital marketing, advanced technology is 

positive impact on this sector. Ultimately, every segment of the health care 

industry needs to take a developmental approach. 

Suggestion: 

The E-Pharmacy has observed increased number of private players setting 

up specialized health care facility. Considering the scope of the e-Pharmacy, 

Qualified pharmacists team essential in E-Pharmacy for validation of 

prescription and for handling any drug related queries from the patients. To 

develop the e-pharmacy system, special set of regulations established for e-

pharmacies must be in India as early as possible.   

 E-Pharmacy provided information such as the side effects, cheaper substitutes. 

Online pharmacy will give boost to self-medication. Online pharmacy gives 

access 24 × 7 along with information and offers. . Peoples in rural areas still 

don’t have gadgets, poor internet connectivity. There is need of awareness among 
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the people about online shopping. Govt. of India need to take initiatives in rural 

area for Digital India then India will become a self-sufficient country. 
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Introduction    

Agriculture and its allied activities are the main source of 

income and food for more than seventy percent population. It have 

need various man-power to doing a work but these days agriculture 

is not very rewarding enterprise especially for marginal and small 

farmers with small land holdings. On the other hand, allied 

agricultural sectors such as vegetable cultivation, floriculture, dairy 

farming, Poultry and Beekeeping etc. have greater potentialities for 

uplifting the growth and livelihood sustainability. India has 

achieved a rapid and remarkable growth in agriculture during last 

few decades. But we facing the challenging task of maintaining food 

security, and how to meet the demand of its ever over growing 

population. India is a high densely populated country and 

maximum people live in villages. Out of them are involved in 

agriculture. Most of people infected with the COVID-19 virus will 

experience mild to moderate respiratory illness and recover without 

requiring special treatment. The impacts of that virus on people 

various sectors; mostly in agricultural & economy. Present research 

paper shows that the corona lockdown impacts on economy in 

Sangavi Village. Incomes sources are very low in that period, so 

most of the peoples affected & their problems to loss of money. 

 Covid-19 Lockdown 

 Coronavirus disease Covid-19 is an infectious caused by a newly 

discovered coronavirus. The global pandemic of Covid-19 lockdown is suffering in 

a Satara district as well as Phaltan tehsil. Sangavi village have same condition 
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as like headquarter. In the first phase of (March 2020) the Corona affection in 

lesser than the second phase of (March 2021). Because of the precaution taken by 

each and every people of each limit, but nowadays people are taking it easily and 

the effects of this is on eye.  

  

Study Region 

            The Sangavi village is located in Phaltan tehsil of Satara district in 

Maharashtra State (Fig. 1). It is situated on bank of Nira river; It is situated 10 

km away from sub-district headquarter Phaltan and 75 km away from the 

district headquarter Satara. As per 2020 stats, Sangavi village is also a Gram-

Panchyat. The total geographical area of village is 1762.88 hectares. Sangavi has 

a total population of 6,195 peoples there are about 1,267 houses. Boundaries of 

village are Nira River in North Side, South boundary is bounded by Vidni 

Village, Eastern side is bounded by Songaon and Western side bounded by 

Somanthali Village. Sangvi village promoted by the Gram-Panchyat is a main 

administration center.  

 

Fig. 1: Location Map of Sangavi Village 

Objective 

1. To study the COVID-19 lockdown impact on rural economy of Sangavi village. 
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Database and Methodology  

The proposed research paper work researcher are collected the primary 

and secondary data. The primary data obtained by observations, direct 

interviews of respondents through questionnaire. All the primary data are 

collected in February to May 2021. In a secondary data sources researcher 

obtained a Sangavi village .shp file (Village area boundary) from USGS data 

bank, household record of study area are collected from Sangavi Gram-Panchyat 

office. Out of the total households, for the details study researcher are selected 

those households who are affiliated to mentioned activities of the study region. 

250 households are selected for sample basis. These samples are based on 

random sampling method. The sample size is 20 percent of the total household’s. 

The obtained data are calculated by using simple percentage method.   

Discussion        

Researchers discussing the Sangavi village scenarios of rural population, 

family size, mode of workers, daily income, per capita income, etc. Here, the 

covid-19 lockdown impact on economic conditions of rural people in study region. 

Agronomy of Sangavi Village 

         Sangavi village is the vibrant village in agronomy especially in dairy 

activity and fresh vegetables production in key activities. It have a two private 

milk unions and one chilling center in a village limits and vegetable market 

centers are between 10 km limits. Dairy Farming and vegetable products are 

supporting of each and every families to managing their daily routine. A Cow 

play a crucial role in Dairy Farming, more than 700 cows are in-milk condition. 

The Tomato, Chili, Karla, Cauliflower, Cabbage, Lady Fingers, Potato, 

Cucumber, Onion are key vegetables of the village; these vegetables have daily 

fresh market.  

Table 1: Daily Activity of Rural Populations in Sangavi Village 

Sr. 

No 
Activity 

People 

Engaged 

People Percentage 

1 
Agriculture 

Worker (Labours 

Male  86 6.75 

Female 66 5.18 
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Total 152 11.93 

2 

Sales Worker 

(Agricultural 

Products 

Male  86 6.75 

Female 87 6.83 

Total 173 13.58 

3 
Animal 

Husbandry 

Male  147 11.54 

Female 80 6.28 

Total 227 17.82 

4 Poultry Farming 

Male  25 1.96 

Female 25 1.96 

Total 50 3.92 

5 Goat Farming 

Male  47 3.69 

Female 0 0.00 

Total 47 3.69 

6 Private Job 

Male  214 16.80 

Female 66 5.18 

Total 280 21.98 

7 Government Job 

Male  24 1.88 

Female 1 0.08 

Total 25 1.96 

8 Own Business 

Male  37 2.90 

Female 0 0.00 

Total 37 2.90 

9 

Education 

(Enrolled 

Students) 

Male  130 10.20 

Female 153 12.01 

Total 283 22.21 

Total Sampled People 1274 100.00 

Source: Based on field work, February to May-2021 

Out of the total sampled population (1274) more than 50 percent (649) 

population of direct engaged in agronomical activity. Remaining is based on 

Jobs, Business or educational activity. The highest working populations (22 %) of 

the village are engaged in private job. 22 percent young generation are engaged 
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in obtaining a knowledge within a school and colleges of the nearest cities. It is 

interesting picture shows that more than 50 percent populations sharing in 

agricultural & agro allied activities. 

Before Lockdown: Family Income Status (February 2021) 

 The Income is money what an individual or business receives in exchange 

for providing labor, producing a good or service or through investing capital. 

Individuals most often earn income through wages or salary. Businesses 

earn income from selling goods or services above their cost of production. In the 

Sangavi village, there 78 percent people are obtaining a money doing any 

mentioned economic activity. More than 50 percent populations are engaged in 

agriculture and its allied activity.  

Table 2: Sampled Households Family Income of February, 2021 

Sr. 

No 

Income Class 

(In Rupees) 

Income 

Group 
Families Percent 

1 

Less than 

25000 

Very Low  

13 5.2 

2 25001 to 50000 Low  27 10.8 

3 

500001 to 

75000 

Moderate  

144 57.6 

4 

750001 to 

100000 

High  

53 21.2 

5 

More than 

100001  

Very High  

13 5.2 

 

Total  250 100 

 Source: Based on field work, February to May-2021 

In the above mentioned table 2 shows that the family income of February 

month. Out of the total surveyed families population more than 55 percent 

populations are obtaining moderate income after that the 21 percent families are 

obtained high income. 16 percent families are getting low and very low income. 

Only 5 percent families are obtaining more than 1 lakh family income in 

February month that is before lockdown period in study region. 
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Fig. 2: Sampled Households Family Income of February, 2021 

In Lockdown: Family Income Status (March to May 2021) 

The lockdown of the Sangavi village are started in first week of the march 2021 

because of the corona infections are spread over the village limits. The 

remarkable patients are found in that time so local government is decided to 

lockdown the village for 15 days.  

 Family Income Status: In Lockdown (March, 2021): The first week of the 

March 2021 village workers passed in regular type but after that the working 

days are come down due to mentioned lockdown. The officials are doing their 

work from home but agriculture and business workers are breakdown their 

work. The incomes of peoples are stepped down.  

Table 3: Sampled Households Family Income of March, 2021 

Sr. 

No 

Income Class 

(In Rupees) 

Income 

Group 
Families Percent 

Changes in 

Family 

Over Feb. 

2021 

1 

Less than 

25000 

Very Low  

23 9.2 

10 

2 25001 to 50000 Low  131 52.4 104 

3 

500001 to 

75000 

Moderate  

83 33.2 

-61 
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4 

750001 to 

100000 

High  

10 4 

-43 

5 

More than 

100001  

Very High  

3 1.2 

-10 

 

Total  250 100 0 

Source: Based on field work, February to May-2021 

The large number of families are comes under the low income group. They have 

131 families (52 %), they earned 25000 to 50000 rupees monthly income after 

that 33 percent family (83 Families) are comes under the moderate group of 

income; this group having 50000 to 75000 rupees per month income. Only 4 

percent families are having 75000 to 100000 rupees income per month that is 

high. Less than 10 percent (23 families) are earned in less than 25000 rupees 

very low income group in March, 2021. 

 

Fig. 3: Sampled Households Family Income of March, 2021 

As compare to February month, there are drastic changes in monthly 

income of March, 2021. The 10 families are losing their previous month position 

and come under the very low (less than 25000 rupees) group. The 104 families 

are behaving as like same trend and come in the low income group (25000 to 

500000 rupees). In the moderate income group families are changes; the 

February month (144 families) trend and they comes down to 83 number family 

earned monthly income between 50000 to 75000 rupees in March, 2021. In the 

high income group (53 families) these families are comes down in less than 75000 

to 100000 rupees income group. In the March 2021 only 10 families are denotes 

this income group. 
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 Family Income Status: In Lockdown (April, 2021)  

 In the month of March 2021, the lockdown are follows a very strictly by 

government as well as local peoples for the breaking the chain of corona spread. 

In this month all economic, social and political activities are stepped down. So 

the incomes of individual person as well family are come down and the economic 

balance of family as same as society is slow down and the people facing economic 

crisis with social emergency.  

Table 4: Sampled Households Family Income of April, 2021 

Sr. 

No 

Income Class 

(In Rupees) 
Families 

Income 

Group 
Percent 

Change 

in 

Family 

Over 

Feb. 

2021 

Change 

in 

Family 

Over 

March, 

2021 

1 

Less than 

25000 83 

Very Low  

33.2 

70 60 

2 25001 to 50000 155 Low  62 128 24 

3 50001 to 75000 11 Moderate  4.4 -133 -72 

4 

75001 to 

100000 1 

High  

0.4 

-52 -9 

5 

More than 

100001  0 

Very 

High  0 

-13 -3 

 

Total 250  100 0 0 

Source: Based on field work, February to May-2021 

In the month February, 2021 near about 40 percent families of their monthly 

income are come down in below the 50000 rupees. With respect to March month 

238 families (95 %) are come down to low and very low income category from its 

high & very high category in April, 2021. More than 50000 rupees income group 

maintained by only 12 families (4.4 %).  



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

500 

Mr. Kadam Rajaram1, Mr. Shende Popat2, Dr. Jadhav Ashish3 
 

 

 

Fig. 4: Sampled Households Family Income of April, 2021 

 Family Income Status: In Lockdown (May, 2021)           

 In the May, 2021 the Covid-19 condition of the village are slightly coming 

on the track with taking care of social distance, making quarantine system and 

the office work are starting with optimum workers in presence. The working 

places again flowing with workers. The agriculture workers are taking care of 

wearing a mask, using hand wash, using self-water bags and important things is 

that they are making a specific distance during a work. In the month of April the 

income trend are same in condition. The families are not changed their position 

in the income category. Slightly one or two families are changed position 

otherwise all is well. 

Table 5: Sampled Households Family Income of May, 2021 

Sr. 

No 

Income Class 

(In Rupees) 
Families Percent 

Change 

Over Feb. 

2021 

Change 

Over 

March, 

2021 

Change 

Over 

April, 

2021 

1 

Less than 

25000 84 33.6 71 61 1 

2 25001 to 50000 154 61.6 127 23 -1 

3 50001 to 75000 10 4 -134 -73 -1 
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4 

75001 to 

100000 2 0.8 -51 -8 1 

5 

More than 

100001  0 0 -13 -3 0 

 

Total 250 100 0 0 0 

Source: Based on field work, February to May-2021 

 

Fig. 5: Sampled Household Family Income of May, 2021 

Income Status: Compare to District 

In the Sangavi village, below mentioned table 6 show that the income loos details 

of sampled households to Satara district within the February to April, 2021 

months period. Per capita incomes of sampled households are drop down from 

12632 to 5899 Rs. per month. The loss of each people between these mentioned 

periods is 6733 Rs. but with respect to Sangavi Grampanchyat this income the 

loss are goes to near about 66 lakh. With respect to Vidni Mahsul Vibhag the 

income loss are marked 18 Cr. We are calculating income as a Phaltan tehsil this 

loos may goes to 226 Cr. If we calculate the district level loos of income it will be 

marked position 1783 Cr. 

Table 6: Income Status Compare to District of Sampled Households 

Family in February to May, 2021 

Description 
 

Popn 

Per Capita Income (in Rupees) 

February March April May 
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(Approx.) 

Sampled 

Households 

of Sangavi 

Village 

(2021) 

1274 12632 9678 5791 5899 

Monthly 

Income 
16,093,168 12,329,772 7,377,734 7,515,326 

Sangavi 

Village 

(2021) 

5915 12,632.00 9,678.00 5,791.00 5,899.00 

Monthly 

Income 
74,718,280 57,245,370 34,253,765 34,892,585 

Vidni 

Mahasul 

Mandal  

(7 Villages) 

30557 12,632.00 9,678.00 5,791.00 5,899.00 

Monthly 

Income 
385,996,024 295,730,646 176,955,587 180,255,743 

Phaltan 

Tehsil (128 

Villages) 

383667 12,632.00 9,678.00 5,791.00 5,899.00 

Monthly 

Income 
4,846,481,544 3,713,129,226 2,221,815,597 2,263,251,633 

Satara 

District   

(11 Tehsils, 

1722 

Villages) 

3023741 12,632.00 9,678.00 5,791.00 5,899.00 

Monthly 

Income 
38,195,896,312 29,263,765,398 17,510,484,131 17,837,048,159 

 Source: Based on field work, February to May-2021 

Conclusion 

 Most of people infected with the COVID-19 virus will experience mild to 

moderate respiratory illness and recover without requiring special treatment. 

The impacts of that virus on people various sectors; mostly in agricultural & 

economy. Present research paper shows that the corona lockdown impacts on 

economy in Sangavi Village. Incomes sources are very low in that period, so most 

of the peoples affected & their problems to loss of money. Within the study this 

four months period of global pandemic (Covid-19 Lockdown) creating very 

immoral economic scenario crisis. If this pandemic are suffer single year what is 

the condition of rural economy as well as rural people those who are based on 

agriculture and its allied works. The conclusion is that, the global pandemic 

(Covid-19 Lockdown) is not beneficial to rural as well as urban economy. For 

breaking this virus’s people should be aware about the Precaution is better than 

illness. 
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Abstract 

Banks play an important role in the financial system of an 

economy by facilitating the creation and maintenance of a robust 

payment system to meet the requirements of government and 

general public. The modernization of banking sector , after the 

introduction of IT & Technology has benefited both customers and 

banks . The banking now is not just limited to the physical 

transactions in banks but has made its way into hand held devices. 

This current phase of banking is aptly called as „Digital Banking‟. 

The ongoing COVID-19 pandemic has made the need for digital 

banking greater than ever. This pandemic has forced consumers to 

access their funds and use banking services only through digital 

channels. This change has left banks rushing to ensure that they 

have the technology infrastructure set up , which can give start to 

finish contributions of administrations and items, by means of 

advanced channels. This paper discusses the impact of COVID-19 

on digital banking in India. The present study is descriptive and 

uses secondary data to study the challenges and opportunities using 

digitalized banking.  

Keywords- Digital Banking, COVID-19, Technological infrastructure 

Introduction   

Defining ‘Digital Banking’ 

Digital Banking also known as E-banking or online banking or internet banking 

is a system which enables banking transactions like payments, deposits, 

withdrawals of cash virtually with the help of internet rather than physically 

visiting the bank branches. Digital banking is a term which is synonym to the 

frequently used term e-banking. Both these terms are used in place of each other 

mailto:anugya.d23@gmail.com
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many a times stating no or very minimal use of paper cash and shifting to plastic 

money Jain et al (2020).   

Modernization of banking 

Modernization of banking sector and shifting to digitization   is a ceaseless 

cycle that influences both the outside and inside environment by updating inner 

cycles and existing techniques. There are many reasons that digital 

transformation happens, for example, overhauling far off regions without 

physical branches, separation from contenders or decrease of working expenses. 

Regardless, there are a great deal of questions about the acceptance of digital 

technologies (Kitsios, Giatsidis, & Kamariotou, 2021). The patterns and progress 

in the Indian Banking the innovation advancements area is show: The send off of 

United Installments Interface (UPI) in April 2016 and Bharat Interface for 

Money in December 2016 by Public Payments companies of India (NPCI) are 

huge strides for development in the installment framework space (Jain, Sharma, 

Kumar, & Kansal, 2020).  

UPI is a portable connection point where individuals can make moment 

subsidizes move between accounts in various banks based on virtual location 

without referencing the financial balance. In August 2016, around 93,000 UPI 

exchanges occurred through 21 banks. This, in July 2018, increased complex to 

23.5 crore exchanges  through 114 banks. The shift towards UPI accumulated 

pace post-demonetization, when there was a shortage of money on the lookout. 

BHIM application, which was sent off in December 2016, has additionally seen a 

tremendous leap in the exchanges from a simple 43,000 toward the starting to 

1.64 crores in July 2016 (Jain, Sharma, Kumar, & Kansal, 2020). 

Covid-19 and Digital Banking  

Coronavirus has altogether changed our way of life on numerous fronts. 

From the manner in which we take care of our expert responsibilities, approach 

our day to day obligations to arranging or overseeing funds, we as a whole have 

been pushed to embrace digital technologies. ATM cash withdrawals and footfall 

at actual bank offices are down, while online business and contactless 

installments have expanded altogether. The information shows a significant 
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expansion in advanced reception during the hour of COVID-19, the monetary 

foundations should constantly audit the necessities of retail client portions and 

make it simple for their clients to embrace the computerized innovations 

Sharma, B. & Gupta (2017).  

Banks can take a gander at the computerized reception across fragments 

and gadget means to build the reception rate. The Essential Banking needs like 

survey records and exchanges, making installments, benefiting advance and 

credits, stay comparable for various sections in spite of the pandemic. The 

pandemic has essentially affected how much traffic to branches, and money 

withdrawals from ATMs. It has likewise brought about a flood sought after to 

utilize computerized channels to do fundamental banking, look for virtual help 

assuming there are issues and furthermore have online instructional exercises to 

assist clients with understanding how to utilize web based financial devices. 

Furthermore, the pandemic has affected the monetary prosperity of the retail 

client portion, driving interest for difficulty help, extra credit, and ordinary cash 

the executives instruments on the web,  Sharma(2021). 

Rationale 

COVID-19 has recently hit the Indian economy and has impacted digital 

banking in this respect. Many research works are conducted in the field of digital 

banking nationally and internationally but only a handful are done in the field of 

digital banking with respect to COVID-19 scenario. Therefore , the presented 

descriptive study will help in identifying and analyzing the impact of pandemic 

on digitization and to provide further with different opportunities and challenges 

in the adoption of digital banking.  

Review of Literature 

Jain et al. (2020) examined the development of Digital financial scene in 

India and the difficulties which are lying ahead, which should be handled so the 

country can go on in the way of becoming digitalized economy. Kitsios et al. 

(2021)shown the view of bank representatives concerning new advancements and 

gave a commonsense commitment to chiefs of Greek financial associations to 

plan designated instructive projects to work with the progress to the new 
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computerized period for their workers. Shettar et al. (2019)studied the role of 

digitization in Indian Banking and found that the overall operating costs of 

banks is reduced due to digital shift. ( Lakshmi & Kavitha, 2020) studied the 

demographical profile of customer using digital banking and found the level of 

customer satisfaction on digital banking. Joshi et al. established the fact that 

customers are in the process of getting acclimatised with the notion of digital 

banking and that despite all the challenges, their perception towards 

digitalization is fast changing. (C.B & V, 2020) examined recent trends in digital 

banking services, benets, opportunities, hurdles and challenges of Digital 

Banking System in India. 

Objective 

1- To analyse the impact of Covid 19 on digital banking in India. 

2- To study the challenges and opportunities using digitalised banking. 

Hypothesis 

Covid-19 Pandemic has increased the number of users on the digital platforms.  

Methodology 

The paper analyzes the impact of COVID-19 on digital banking platforms 

and presents some opportunities and challenges pertaining to this field. The 

research is based on secondary data and the paper has used explorative method 

to draw conclusions and come up with the suggestions and recommendations. 

The information is collected from various authentic websites, journals, articles 

and e-support. The major information is collected from the government 

publication also.  

Findings 

Digital banking has become increasingly more throughout the long term, 

and the COVID-19 pandemic just underlined the requirement for helpful, sans 

contact monetary foundations. Customers presently expect that advanced 

financial will be accessible to them, paying little heed to where they do their 

banking. That request has placed tension on many banks to extend their 

advanced contributions and stay up with the quick changing monetary 

administrations industry. Advanced banking conveys various advantages to the 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

508 

 Dr. Bhavna Sharma ,Ms. Anugya Dubey 

 

 

business in general, like simpler and more helpful exchanges with clients. All 

things considered, advanced financial carries its own arrangement of difficulties 

to monetary establishments, as well, for example, greater online protection risk 

and a more noteworthy requirement for dependable, "on all of the time" IT 

frameworks. Banks need to consider that large number of difficulties and open 

doors cautiously to execute an effective advanced change.  

 

Convenience-  

The capacity to bank any place and anyway you need is one of the 

principle advantages of portable and web based financial arrangements. Our cell 

phones and PCs are ordinarily promptly accessible, permitting day in and day 

out account admittance to deal with quite a few financial undertakings rapidly. 

Versatile banking applications. Simultaneously, you can check your equilibrium, 

move assets and set up a notice to alarm you in the event that you overdraft your 

record all without the need to visit a branch. It's an ongoing saver. Computerized 

banking additionally offers longer-tail comforts.  

Paying with cash isn‟t as convenient as an electronic transaction. 

Electronic transactions are more secure (you aren‟t carrying cash), they‟re better 

from a cleanliness standpoint (you aren‟t touching cash) and you can track what 

happens with your transaction electronically. “A cashless society with digital 

transactions is much more efficient and it allows for much better management of 

your financial resources". 

Features-  

Many banks' portable and online encounters are rich with highlights. "Banks 

could offer customized monetary counsel, reserve funds apparatuses, huge buy 

Figure 1 
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mini-computers or even menial helpers who can assist them with concluding 

what goes overboard they can really bear, all inside the accommodation of an 

application". Versatile really look at store. Finding close by ATMs, cardless  ATM 

withdrawal and planning and following instruments are advantages your 

portable application might propose too. "Buyers ought to search out banks that 

focus on offering a human touch even in their advanced channels, finding some 

kind of harmony between the human component and computerized 

computerization". 

Security- 

 "Security is a No. 1 need for monetary organizations" . Also, that reaches 

out to versatile and internet banking. Dangers, obviously, exist all over the 

place, including inside the bank office. Luckily, many banks make it simple to 

play it safe. For instance, your bank might permit you to add multifaceted 

validation to your versatile application and online financial balance. Numerous 

versatile banking applications presently permit you to utilize biometric 

confirmation to sign in. Axis Bank's application. In general, you might be safer 

than you suspect utilizing computerized banking. "It's been accounted for that 

advanced instalments and e-wallets really offer more security sometimes than an 

actual card, giving a few clients significantly more motivation to utilize 

computerized financial devices". 

Control-  

Having command over your funds with the capacity to self-serve is one 

more critical advantage of advanced banking, as is constant admittance to 

oversee and move cash as you see fit. "The universe of innovation is offering the 

potential chance to have the option to get cash and to burn through cash in 

manners that are a lot more straightforward than they were in previous times". 

Banks are proceeding to propel the highlights presented on their advanced 

financial stages. Computerized reserve funds instruments and pop-up message 

alarms for things like low adjusts or overdrafts are typical. At times, you could in 

fact actuate another charge or Visa from your application. 
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Benefits beyond banking-  

Digital banking offers a large group of significant advantages for buyers 

that can make their lives more straightforward and make them better stewards 

of their cash. In any case, on a lot bigger scope, he says we can utilize this freshly 

discovered network that we have in our general public to make monetary, social 

and financial change. "This internet banking item takes into account a more 

extensive base of correspondence that can be utilized for things like showing 

monetary proficiency”.  

 

 

The opportunities lying in the pathway of digital banking may be impressive , 

but there are certain challenges that follow the process: 

Security concerns 

 This is quite possibly the most basic worry with the computerized switchover to 

the digital banking . Different organizations and foundations have observed 

network safety as the worry that they have not had the option to totally survive. 

Utilization of complex programming that intends to safeguard information can't 

give 100 percent security from phishing, con artists, programmers etc. 

Services 

The present moment, there are not an excessive number of banks that give an 

assortment of online administrations. They might in any case require the actual 

presence at the customary bank offices. 

 Transactions 

For making complex exchanges, the physical presence might be expected at the 

bank offices. In addition, worldwide transactions are as yet impractical with all 

digitalised banks . 

Figure 2  
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Technologies  

The digitalized banking system gives online based financial services which 

should be consistently refreshed so they might have a satisfactory security level. 

The banks should set up a definite system and select proper innovations to 

transform thoughts into the real world. The course of digital transformation is 

perpetual as technologies keep on upgrading every day; therefore, it's significant 

is to remain refreshed. This is a challenge with digital banking. New advances 

will achieve new administrations that should be overhauled and constantly 

upheld. 

Conclusion 

The computerized change of banking establishes perhaps the best 

development lately. At a worldwide level, the digitalization of all cycles is 

relentless, including the utilization of cutting edge innovations and the execution 

of programming to streamline their activities. For this to occur, nonetheless, it is 

critical to comprehend that there are difficulties that should be met. The first is 

to acknowledge that the advanced change of banking is a framework wide 

interaction and in addition to a business elective. Indian economy has progressed 

significantly from late 1980s when the computerization in financial area has just 

started to the current time of advanced financial where PDAs are administering. 

There is little uncertainty that advanced banking has acquired astonishing client 

experience with critical improvement in the conveyance of banking 

administrations. Nonetheless, Indian financial area should survive many 

difficulties to make advanced banking inescapable. Web network and related 

advanced foundation is to be guaranteed for making the computerized dream a 

reality.  

Then there is the gamble of digital dangers which might cause huge 

disturbances in the financial administrations separated from gambles with 

connected with delicate client data and web cheats. It will be intriguing to 

perceive how these difficulties are managed by the financial area. The public 

authority and different partners play a significant part to play here. That will 

choose the speed and course of the advanced excursion of our country. 
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Suggestions/Recommendations 

The banking industry needs to move past observing the ideal channel 

blend to figuring out what turns out best for every individual client. It is likewise 

about a consistent coordination between contact focuses. Sadly, not very many (if 

any) associations can uphold the starting of an excursion on one channel and the 

finishing on another. This turns out to be particularly obvious during the 

onboarding phase of commitment at banks and credit associations. o serve the 

advanced purchaser, monetary establishments should move past FAQs to 

chatbots and intuitive substance (particularly video). Both of these innovations, 

when utilized related to cutting edge knowledge (AI) and AI, will work on the 

conveyance of administration while bringing down costs. "Secure chatbots will 

turn into a center part of numerous advanced banking propositions. While there 

are very few models today, progress is being made across the financial business 

and particularly outside banking). "Past chatbots, the mix of voice banking might 

be one of the most thrilling development regions for a superior client experience. 

“To handle the uncertainty of the future, banks need to make sure that they 

future-proof, both in terms of digital proposition and organizational structure”.  
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Abstract  

Integrating technology in education is the prevalent 

emergence witnessed in recent years. Digital education had not 

been possible without technology. Technological advancements have 

played important role in incorporating digitalization in the field of 

education. From three dimensional objects used as learning 

materials, to using photographs for education, to having audiovisual 

devices in the classrooms, technology has made rapid advancement 

feasible in pedagogy. Apart from technology digital education also 

involves instructions and digital content. Besides everything else 

that has been endowed with digitalization, distant learning 

programs have also been made possible through the digitalization of 

education. Even though the concept of digital education has been 

around for quite some time, its importance has been accentuated in 

the past few years due to the pandemic. The study recapitulates the 

merits and demerits of digital education. This paper is an attempt 

to discuss the merits and demerits associated to the application of 

digital methods in education. 

Rationale of the study 

In today's environment, digital learning has become commonplace. With 

the advent of the internet, the modern world has been presented with a plethora 

of opportunities. Learning in schools was revolutionized by the digital education 

system, which replaced the conventional chalk and board method. It has made 

learning more mobile, dynamic, and engaging, encouraging students to pursue 

and sustain an interest in digital learning. Because of the current situation, most 

schools and institutions are adopting this technology as a remedy while the 

traditional education system is suspended for a period of time, hence the merits 

and demerits of digital education are discussed in this paper. 

Objective of the study 

This study aims to find in what way the digitalisation in education has impacted 

the traditional learning method by listing its merits and demerits 
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Methodology 

The research methodology was completely based on secondary sources obtained 

from the internet.  

.Introduction  

Digital education puts into operation various technological contraptions 

like computers, smart phones, tablets, and more of the similar electronic 

hardware and software. It makes use of these technological gizmos to 

disseminate the andragogy to the students. Digitalization in education 

incorporates dimensions which are individuals, methodology, ideas, gadgets, and 

institutions to identify the challenges, formulation of plans, implementing them 

and managing solutions to those problems with a setup with purposeful and 

systemized learning.  

The digitalization of education has witnessed a great amount of augmentation 

since the integration of technological gadgets with education and it is still 

moving forward. The application of digital equipment for education began in 

twentieth century by introducing silent films for instructional purposes. It was 

made feasible for the schools in 1910 to rent Catalogue of Educational Motion 

Pictures which had more than 1000 titles of films, published by George Kleine. 

Subsequent to 1931, films were an acceptable medium of education in schools, 

although it were never utilized to the maximum extent owing to the facts that 

the teachers were either lacking skills to operate the devices, or were unable to 

find suitable films to present. The cost of films, devices, and their upkeep, were 

another reason for the negligible utilization of films by the teachers.  

The next technology to play the part in earlier years of digital education 

was the radio. Commercial and educational stations were first licensed by the 

Radio Division of the United States Department of Commerce in 1920. Schools 

began to receive radio programming from schools, colleges, departments of 

education, and commercial stations. In 1923, Haaren High School in New York 

City was the first to broadcast accounting classes over the radio. Similarly to the 

films, radio in like manner failed to play a noteworthy part as an agency for 

education. the reason being poor audio receptors and the equipment costing at 
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inestimable value. The efforts to implement the use of radio instructions in 

schools were later given up on completely with the expanding availability of the 

television.  

The audio visual education gained rising demand during the world war 2. 

The projectors were utilized as means to train the military recruits and new 

occupational workers. The military also used overhead projectors for lectures, 

slide projectors for ship and aircraft recognition training, and audio equipment 

for teaching foreign languages in addition to films. The knowledge gained from 

the use of these media in wartime fueled their usage in classrooms in the 

decades that followed. Instructive television, on the other hand, seemed to thrive 

mainly in areas where there was strong public, corporate, or commercial support. 

Schools struggled to cover the high expenditures of programme development, as 

well as the acquisition and upkeep of equipment. Furthermore, despite 

numerous attempts, broadcasting lessons particular teachers required it proved 

practically impossible. Computers were the next players to participate in the 

field of digital education. Many schools and government officials did not become 

passionate about computers until the 1980s, when microcomputers first 

appeared. By January 1983, computers were being used in 40 percent of all 

primary schools and 75 percent of all secondary schools in the United States for 

educational reasons. However, these figures can be deceiving. In most situations, 

students had only limited access to computers, which was usually limited to an 

hour or so every week in a computer lab. The Office of Technology Assessment 

assessed in 1995 that a five-to-one computer-to-student ratio was optimal, while 

the National Center for Educational Statistics stated in 2000 that there was an 

average of one computer for every five students and 97 percent of the schools had 

internet connections.  

Merits 

Availability of contemporary data 

Digitalization is conducive to provide contemporary set of data which was an 

uphill battle before the coalition of technology with education.  Before 

digitalization it was like getting blood out of a stone to get one’s hands on 
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resuscitated data for the populace. In today’s bustling world it has become 

conforming to accepted standards to acquire up-to-the-minute cognizance.   

Active participation 

Getting the modern day learners to skip out on their gadgets is like herding cats. 

Hence it is preferable to use those gadgets for learning itself. The conventional 

classroom only extended to three factors: the textbooks, students and the 

pedagogues which is not the case in digital education. Digital education gathers 

together technological tools that goes as far as digital images, videos, virtual 

reality etc. which assists in making digital learning more monopolizing.  

Blotting out confinement of students entirely to classrooms 

In traditional education system, the learners were bound to classrooms which 

have been totally transubstantiated in the scenario of digital education. Digital 

education provides liberty to the learners to learn everywhere possible.  It 

provides the learners and the educators the option to participate from any place 

of their liking, as it maybe their home, institutional campus, or an amusement 

park for that matter. 

Constricting the disparity 

There are rich countries and developing countries, countries with easily 

accessible schools and countries with failing education systems in our planet. 

Digitization helps to level the playing field in education around the world by 

delivering current technologies to the most remote locations. 

Gearing up for the future 

With greater technology entering the marketplace, the application of 

digitalization in teaching helps to prepare pupils for a long-term future. 

Important skills such as focusing on preparing a presentation, maintaining good 

etiquette, composing emails, and so on can be instilled in the classroom. It raises 

learners' awareness of the corporate world ahead of them, albeit at a slow rate. 

Demerits  

Generation gap 

Teachers, especially older teachers, may be less prepared for digitization 

than students and even parents. Professors must begin employing technologies 
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that they are typically less familiar with than their pupils, as some techniques 

that they have used for years have become obsolete. It leads to conflict and 

ineffective use of new technologies. The technologically educative school network 

is often a generation behind the student's parents. Due to a lack of technology, 

parents of students will be unable to assist them in providing the necessary 

supervision. Due to a lack of awareness and understanding in the home 

digitalization of their learning procedures, children will be completely at a loss 

when they are unable to rely on their parents for their educational needs or 

fundamental necessities such as schoolwork. 

Lacking social skills 

Digital teaching gadgets are used as coaching equipment in smart 

learning. Students who are accustomed to learning through smart technology 

will lose touch with their teachers. The value of a skilled instructor diminishes 

as a result of this shift in learning. Students will be riveted to their computers 

and laptops, treating professors as if they were a simple entity in their opulence. 

It's as simple as that: the more time kids spend with devices, the less time they 

spend with each other, communicating openly and working in groups. 

Dependency on technology 

The failure of an electronic device is sufficient to justify the loss of 

instructional hours. Because some of these are fragile gears, restoring them to 

working order requires time and money. Teachers are required to return to the 

conventional blackboard approach of training in such circumstances. which 

might cause dissent from the students.  Such technical issues can detract from 

the learning environment and put a strain on teachers. Teachers must not only 

prepare for the day's topic but also switch between the two forms of teaching 

suddenly and forcibly in such an unforeseen situation. More severe situations 

can also lead to reversal of the educational development for about a decade back.  

Cost of updation 

We have witnessed the hesitancy  of the schools in the past to fully 

embrace a technology in education due to its high updation cost.  Digital learning 

can be quite costly, and school administrators may have to dig deep into their 
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resources to keep their institution up to date with new teaching technology. A 

new version of software is released every day, making it challenging not only to 

keep up but also to fund these assets. Budgetary concerns arise when 

universities spend money on training their faculty, given that all types of 

instructors are unable to adapt to the usage of electronic teaching aids. When 

instructors are not knowledgeable about the latest coaching technology, pupils' 

learning can suffer significantly. 

Conclusion 

It can be concluded that no matter how much development transpires in 

the field of digital education, its a long way from replacing the traditional 

student-teacher relationship. Digital education can be viable to take the 

traditional way of learning t the next level. But it can in no near future will be 

able to replace teachers.  

Suggestions/ recommendations 

Although technology has become the integral part of the recent education 

system, it is not recommended to abandon the traditional methods completely. 

Traditional way of education is also necessary to carry out the education process 

successfully.  
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Abstract                     

The paper discusses on Consumer Perception towards Online 

Shopping. Online shopping is the process by which consumers buy 

products/ services over the Internet. Online shopping is a modern 

phenomenon in business world. Online shopping is a type of web 

commerce which allows consumers to purchase products and 

services from a particular seller through the internet using web 

browser. Online shopping becomes a modern phenomenon in 

business world. Online shopping consumers are the people who 

depends on technologies to buy and sell products, viewing contents 

online. With the birth of internet and technology, it made every one 

of us digital consumers. Besides, changes in lifestyle of people clear 

the way for online shopping which is profitable convenient venture 

to purchase desired product. While online shopping the consumers 

can be performed through tablet, smart phone, and personal 

computer. As traditional shopping is time-consuming that’s why 

consumers prefers online shopping. The perception of online 

consumers is influenced by consumer attitude, product information, 

online payment, accessibility, convenience and variety, flexibility, 

price, consciousness etc. This paper will highlight on consumer 

satisfaction with regard to online shopping. 

Keywords:  Consumer, Perception, Online shopping, Cyber laws 

 Introduction 

Online shopping is a new e-commerce innovation that is sure to be a 

shopping future worldwide. Online shopping is a recent trend in web commerce 

which allows to directly purchase goods or services from a seller over the internet 

using a web browser or a mobile app. The term online shopping is also known as 

online marketing, internet marketing, web marketing. Consumers can buy 

online using a range of different computers and devices, including desktop 

computers, laptops, tablet computers and smartphones. An online shop, e-shop, 

e-store, internet shop, web shop, web store, online store, or virtual shop evokes 

the physical analogy of buying products or services in a shopping center. In order 
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to shop online, one must be able to have access to a computer, Android mobile, 

Laptop, bank account and debit card. The tremendous use of Internet in India 

provides wide ranging opportunities for online shopping from both customer and 

seller perspective. Online shopping plays a very crucial role in attracting and 

retaining customers who always prefer a particular branded product for use. 

From groceries and greeting cards to cell phones and ringtones for the mobile 

phones, everything can be purchased online by the consumers.  Consumers can 

visits more sites via search engines and compare the price on various sites, 

which significantly reduce search costs, to find and compare many different 

offers for the same product. And even online market allow consumers to shop at 

anytime from anywhere, avoiding the problem of opening hours, distance to shop 

or availability of items.  In fact online shopping is mostly affected by several 

factors like technology, personal factors and external factors. Therefore, due to 

an uncertainty in understanding consumer awareness, problems and 

expectations which effects on changing consumer satisfaction in online shopping. 

No doubt many consumers will perceive online shopping as it is a very 

alternative way of purchasing.  

Objectives of Study: 

1. To examine the consumer awareness level on online shopping. 

2. To find out the satisfaction level of consumer towards online shopping. 

3. To assess the different problems faced by the consumers in online shopping 

and access their expectation in online shopping. 

4. To offer suitable suggestions to the online marketer in order to improve the 

current situation. 

 Advantages of Online Shopping: 

Convenience: 

In online shopping online shops give the opportunity to shop 24/7. Consumer can 

buy any products in a couple of clicks online rather than spending hours 

browsing through multiple shops. Online shopping is also convenient to shop 

from where you are located.  
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Comparisons: 

There are wide range of products and variety of choices in online shopping. It 

enables the consumers to choose from a variety of products after comparing the 

finish, features and price of the products on display. Sometimes price 

comparisons are also available online. 

More Variety: 

In online shopping there are much amazing choices. The consumer can find more 

varieties, brands, latest trends etc. at different sites. And as the stock is much 

more plentiful in colors, sizes which makes the consumers to choose the best.  

 Time Saving: 

At the time of offline shopping one have to wait in a ling queue at any grocery 

store even for small things. But in online shopping consumer can buy anything 

they want by sitting at home. And also there is no time restrictions to shop 

anytime and from anywhere. Customers no need to waste their energy by going 

to physical stores and bargaining.  

 No Crowds: 

It may be rush at shops on the occasion of festivals, holidays, or on weekends 

which makes huge headache. And even customer have to battle for a parking 

place. All of these problems can be avoided in online shopping.  

Better Prices: 

In online shopping the customer get the products by cheap deals and better 

prices because he buy the product direct from the manufacturer or seller without 

involving middlemen. Some online shopping sites allows discounts and free 

shipping for purchase a certain amount.  

 

                                                            

 

 

Convenience 

Comparisons 

 More 

Variety 

Time 

Saving 
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Disadvantages of Online Shopping: 

 Risk of Fraud: 

The most disadvantage of online shopping is risk of fraud. Some fake online 

shopping portals display some great products on the website and attract 

customers to buy the product. It may be the risk to customers will either receive 

the fake product or sometime it will not receive the products at all.  

 Delay in Delivery: 

In case of offline shopping, customer can receive the product immediately after 

shopping. And in online shopping it hardly take 10-15 minutes to buy the 

product but the delivery of the product would take more than 4-5 days. So it 

frustrates the consumer which prevents them shopping online.  

Lack of Handling: 

The most demerit of online shopping is that the customer cannot touch the 

product and feel how it is. Customer can just see the image and read the 

description. Online shopping is not suitable for those consumers who wish to buy 

the product only after trying it or by touching it.  

Loss or Damage of Goods: 

In online shopping products bought online stores may be damaged or destroyed 

at the time of shipping or transportation. It may happen due to delay in the 

delivery, accident or negligence of the shipping or logistics Company.  

Cyber Crime: 

Online consumers may have chances to be targeted by the fraudsters and 

hackers. They may fall victim to credit card fraud, phishing sites etc. in the 

course of shopping.  

 

 

Advantages of 

Online Shopping 

Better Prices No Crowds 
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Disadvantages of Online Shopping 

Conclusion and Recommendations: 

Shopping has evolved drastically over the past several decades, 

providing consumers with more choice and convenience either they shop 

offline or browse online for their purchases. Online shopping is a modern 

concept, saving time, becoming available easily, varied and more fascinating. 

Availability of product is found everywhere but it is very hard to select a 

store to purchase all kinds of product. It is very hard to any physical shop 

retailers to market all products in one roof but it is possible in online shop. 

Now a day’s online shopping is growing all over the world and the consumers 

get the special brands, products easily available online. In spite all this the 

consumer should be aware at the time of online shopping. The consumer 

should get advice and recommendations about good sites from third parties, 

should collect ample information about the company and its background for 

avoiding online frauds. As well as the consumer should also analyze and find 

out the hidden cost before purchasing goods through the web. And the very 

important thing is that he should aware of cyber laws related to online 

shopping.  
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Introduction: - 

  Digital marketing is the used for the targeted, measurable 

and interactive marketing of products or services using digital 

technologies to reach the viewers. Digital marketing is called as 

online marketing is the promotion of brands to connect with 

potential customer using the internet and other forms of digital 

communication In the modern world, we are surrounded by digital 

media. We use our smart phones, computers, tables, TVs and games 

consoles to access the internet for all kinds of reasons. If you have 

always faced getting started in digital marketing this is the article 

for you. In the past, every major company used tools like TV, 

newspapers, magazines, radio, paper posters and banners o carry 

out their marketing campaigns, and man companies went from 

house to house talking about their product. But over time, that is 

likely to change.  

Now the internet has become the largest marketing space in 

the world. Everybody uses the internet for marketing now big or 

small. This marketing option is called digital marketing. More than 

half of the world’s people use the internet, and the number is 

growing. This is why digital marketing is growing so fast. 

Key Words :-  Current Trend , Business , Internet , Network , Security , IOT , 

Framework , Technology . 

Definition:-   

“Digital marketing is the promotion of brands to connect with potential 

consumer using the internet and other forms of digital communication.” 

“Digital marketing is a form of direct marketing which links consumer 

with sellers electronically using interactive technologies like emails, websites , 

online forums and news groups , interactive television , mobile communication 

etc.” 
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Objective of study: - 

1. Suggest solutions to increase the use of digital marketing. 

2. Explain the concept of digital marketing  

3. Digital marketing and e-commerce training for adults in dealing with digital 

marketing online  

4. Study of the relationship between digital marketing and consumer. 

Methodology of study:-  

Digital marketing is the new method of marketing commodities using 

digital technology, mostly through internet. Digital marketing is built on the 

internet that can create and convert brand value from producer to the potential 

customer by various digital networks. In marketing, sales and other business 

growth methods, methodologies give you guidance to define your goals for growth 

and the processes to achieve them. They help to fit in everything from 

departments and individual job roles or tasks all the way to the use of tools and 

services to achieve those goals. 

Objective of digital marketing:-  

Digital marketing is important in many states. With digital marketing you 

can easily tell your customers about your product. Digital marketing is product 

marketing on the internet using digital marketing. One of the major benefits of 

digital marketing is that you can get your content or product to people at home 

with digital marketing you can easily tell your customers about your product. 

You can create your own brand by bundling your content or product through 

digital marketing. You can blog emails or comments from your customer’s r 
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consumers. Anyone who uses it can find out the result of your product by reading 

it. 

Importance of digital marketing:- 

Digital marketing is important in many states. With digital marketing you 

can easily tell your customers about your product. Digital marketing is product 

marketing on the internet using digital marketing. One of the major benefits of 

digital marketing is that you can get your content or product to people at home 

with digital marketing you can easily tell your customers about your product. 

You can create your own brand by bundling your content or products through 

digital marketing you can blog emails or comments from your customers or 

consumers. Anyone who uses it can find out the result of your product by reading 

it. 

Types of digital marketing:- 

1. Search Engine Optimizations or SEO: 

2. It is a technical medium that puts your website at the top of the search 

engine results which increases the number of visitors. For this we have to 

make our website according to the keywords and SEO guidelines.  

3. Social Media:  

4. Social media is made up of many websites - like face book, twitter, instagram 

Linked in, etc. One can put ones thoughts in front of thousands of people 

through social media. You know we visit this site, we see ads on it at regular 

intervals, and this is an effective and efficient way for advertising. 

5. E-mail Marketing: 

6. E-mail marketing is when any company deliver its products via-e-mail email 

marketing is a must have, for any affiliate, promoting any program. 

7. Apps Marketing: 

8. App marketing is the process of reaching out to people and promoting your 

product on the internet by creating different apps. This is a very good way of 

digital marketing. Nowadays a large number of people are using smart 

phones big companies build their apps and deliver the apps to the people 
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Need of digital marketing: 

  In today’s world everything is online. The internet has made our daily 

lives easier. You can enjoy any facilities from internet only through mobile or 

laptop. Whether they can avail the facility of online shopping, ticket booking, 

movie ticket, recharge, online transaction, bill payment etc. Through phone or 

laptop. Everyone is using social media ( what’s app, face book, instagram, 

twitter.) If you ask a friend to meet him, he will agree but talk on the same 

what’s app chat day and night , he will never agree. This means that in today’s 

internet age no one has time. 

 

Merits of digital marketing :- 

1. The great advantage of digital marketing is that you can reach you content or 

product to the  people sitting at home through it. 

2. With digital marketing you can easily tell your customers about your 

products.  

3. Through digital marketing, you can create your own brand by branding your 

content or product.  

4. In this you can also make your brand popular through social media. 

5. Through digital marketing you can give notification of any of your new 

product to your customers.  

6. In digital marketing you can create your own blog and give time FAQs related 

to your new product to your customer. 

7. Any user can find out about our product by reading it reviews. 

8. You stay connected to your client or user via email or blog commenting. 
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9. Through reviews, you can know the shortcoming of any of your products or 

content.  

10. In digital marketing you can tell your customer or user about yourself 

through the created     page on your website or blog. 

Demerits of digital marketing:-  

  The traditional way of digital marketing cannot go completely. As easy 

and simple as digital marketing. The biggest disadvantage of this is that it has t 

be digital i.e. in this marketing you have to be completely dependent on 

technology. It is through technology that we go to the digital way where we have 

to do digital marketing of our products if failed then we will not be able to convey 

our massage to the customer. In additional to this, sometime there are issues 

regarding security and privacy, you cannot bargain the price f he product in 

digital marketing, you have to pay special attention to the price fluctuations, 

otherwise you product will lag behind the other, so you complete. You can’t 

depend on digital marketing you have to keep using marketing and other 

methods. 

1. Some people steal your personal data illegally through social media. It falls in 

the category of a crime.  

2. Some social media hackers can hack your social media account, giving them 

your confidential  information so people on social media need to be careful in 

this regard. 

3. Nowadays the craze of social media has increased a lot .He spends a lot of 

time on social  media every day, which has a bad effects of study’s.  

4. School children’s have also become more interested in social media, as they 

are seen chatting  with there’s friends and uploading pictures throughout the 

day .a parents need to take a hard line in situations.  

5. Addiction is when you get in to the habit of doing more than you need to .I 

would not be wrong to say that social media addiction has spread among the 

youth. 

6. Cyber fraud is taking place on social media this type of complete should be 

reported to the cyber bureau. 
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7. Privacy is not always kept on social media. on facebook people put a picture 

on their personal profile . 

8. Any anon person can steal your picture with the wrong mind and you can get 

in trouble so it is important to be careful. 

Conclusions:- 

 In the digital age digital marketing not only allows brands to market 

their products and services, but also allows online customer support through 

services at all ties to make customers feel supported and valued. Using social 

media interactions, brands can get positive and negative feedback from their 

customers. As such digital marketing has become a growing benefit for brands 

and businesses. It is how common for consumers to respond online to their 

experience with a product or brand through social media sources, blogs and 

websites. It has become increasingly popular for businesses to use and encourage 

these conversations through i direct contact with customer and manage the 

response they receive appropriately. 
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"Each time a woman stands up for herself, without knowing to possibly, without 

claiming it, she stands up for all women."  

          - Maya Angelou  

Abstract :  

 Women Leadership seeks to encourage women participation 

in every decision making. United Nation, various conventions, 

treaties played an important role in bring a change in the society. 

Indian Constitution as fundamental law of the land contains 

various provisions for the overall development of women. Economic 

empowerment allows women to control & benefit from resources, 

assets & income. It also aids the ability to manage risk and improve 

women's well being. It can result in approaches to support 

trivialized genders in a particular political, economic & social 

context. In this paper, researcher focuses on most successful & 

influential women in India & their contribution for the development 

of the nation.  

Keywords :  

Women Leadership, Economic empowerment, contribution, development. 

Introduction : 

 Women have been dominated over years. Women's empowerment is 

basically a process of empowering women. First and foremost, if women are 

consulted at home for taking decision by their family members in India, one 

would easily agree that women are empowered at home. If women get 

recognition from the society for their talents, skills and leadership abilities, there 

will not be any conflict and violation of human rights. 

 International Instruments such as CEDAW (1993), Mexico Plan of Action 

(1975) Beijing Declaration etc. specified clearly equal rights to women. Vienna 

conference 1993 also urges the full & equal enjoyment by women of all human 

rights & that this be a priority for Governments. Constitution of India also made 
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various provisions under Article 14,15,16 etc. for gender equality. Due to 

globalization, liberalization & technological development, the women literacy 

rate was increased in Modern Era. Today we have seen Women Chief Minister, 

Presidents, Advocates, Bureaucrats, Political Leaders, well established 

businessmen etc. It shows that the society in on its footsteps in empowering 

women & giving them equal status.  

International Concern : 

 Article 1 of Universal Declaration of Human Rights stated that "All 

human beings are born free & equal in dignity & rights". All civil, political, 

social, economic rights of everyone is also protected by the Declaration. Article 11 

of Convention of the Elimination of All forms of Discrimination against Women, 

1979 (CEDAW) & Vienna Declaration stated that the State parties are required 

to take all appropriate measures to eliminate discrimination against women in 

the field of employment in order to ensure social security, free choice of 

employment, equal remuneration, right to protection of health etc.  

 The Beijing Platform for Action was the first UN world conference on 

women to include a specific focus on the girl child and young women’s rights and 

needs and was the most comprehensive and progressive blueprint. This action 

was carried out in 1995. In addition to that, in 1995 The World Program of 

Action for Youth provided for a framework and practical guidelines for national 

action and international support to improve the situation of young people around 

the world with special emphasis on girls and young women. The World Summit 

for Social Development Copenhagen recognise that empowering people, 

particularly women, to strengthen their own capacities is main objective of 

development and its principal resource. The millennium declaration 2000 also 

emphasised on equality in men and women. 

National Concern:  

 It is significantly important to note that the Government of India has 

contemplated enough through discussion, research and finally ratified various 

international conventions and human rights instruments committing to secure 

equal rights to women. The principle of gender equality is enshrined in the 
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Indian Constitution in its Preamble, Fundamental Rights, Fundamental Duties 

and Directive Principles. Article 14 of the Constitution of India guarantees 

equality before law. Article 15 prohibits discrimination on the grounds of sex. 

Article 16 states about equality of opportunity for all citizens in matters relating 

to employment. In  India,  the  Ministry  of  Human  Resource  Development  

(MHRD-1985)  and  the  National Commission for Women (NCW) have been 

worked to  safeguard the rights  and legal entitlement of women. The 73rd &74th 

Amendments to the Constitution of India have provided reservation of seats to 

33% in local self Govts. & Municipalities  for women. 

 The Government has  been adopted different schemes and programs i.e. 

the National Credit Fund for Women (1993), Food and Nutrition Board (FNB), 

Information and Mass Education (IMF) etc. favouring the women. 

 Justice Bhagwati in Meneka Gandhi Vs Union of India1  pointed out that " 

The fundamental rights represented the basic values cherished by the people of 

India since the vedic times & they are calculated to protect the dignity of the 

individual & create conditions in which every human being can develop his 

personality to the fullest extent. 

 Article 39(d) directs the state to secure equal pay for equal work for both 

men & women. At the central and state levels too women are progressively 

making a difference. The framers of the constitution of India included certain 

general as well as special provisions for upliftment of the status of women.  

Women holding various important positions & their contribution :  

 There have been many examples where women have played an important 

role in the development, freedom fighting & other circumstances. They have 

become a role model for many & have been contributing to the development of 

the society. Of late, women are getting leadership positions. In 2017, the cabinet 

committee on security has included two women ministers, Minister of External 

Affairs Sushma Swaraj & Minister of Defence Nirmala Sitharaman, the four 

                                                           
1
 AIR, 1978 SC 597. 
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main high courts were headed by women chief justices & the three powerful 

administrative agencies i.e. (Lal Bahadur Shastri National Academy of 

Administration in Mussorie, Sardar Vallabhbhai Patel National Police Academy 

in Hyderabad & the Bureau of Police Research & Development in Delhi) are, for 

the first time, headed by women officers. 2 

 Today we have seen women in many fields. There were many areas such 

as Army, RAW, Intelligence Bureau etc. were often closed to women but at 

present women shows their ability & compel the government to assign work to 

women also in these fields. Now a days there are reservations in these fields for 

women also. 

 It is good to note that there are 25 most successful and influential women 

in India. They are namely: Nehwal for Badminton, Kareena Kapoor Khan for 

Acting, Reshma Shetty, the Managing Director of Matrix India Entertainment 

Consultants, Ekta Kapoor, Joint MD of Balaji Telefilms, Chitra Ramakrishna, 

Joint MD of National Stock Exchange, Zia Mody, Managing Partner of AZB & 

Partners, Indra Nooyi, Chairman & CEO Pepsi Company, Vandana Luthra, 

Founder of VLCC Health Care Ltd.,  Kiran Mazumdar-Shaw, Chairman and MD 

of Biocon Ltd., Shikha Sharma, CEO of Axis Bank, Chanda Kochhar, Ex. MD, 

CEO of ICICI Bank, Vinita Bali MD of Britannia Industries, Nita Ambani, 

Chairman, Dhirubhai Ambani Foundation, Vanitha Narayanan, MD of IBM 

India, Kumud Srinivasan, President of  Intel India, Naina Lal Kidwai, President, 

FICCI &  Country  Head  for HSBC, Roshni Nadar Malhotra, CEO for HCL 

Corporation, Rakhee Kapoor, Business Manager for Yes Bank, Nisaba Godrej, 

President, Human Capital and Innovation for Godrej Industries, Jayanti 

Chauhan, Director for Bisleri Group, Aruna Jayanthi, CEO for Capgemini India, 

Zahabiya Khorakiwala, MD for Wockhardt Hospitals, Aisha De Sequeira, MD for 

Morgan Stanley India Investment Banking, Mallika Srinivasan, CEO of TAFE, 

Kirthiga  Reddy, Head  for  Facebook  India, Neelam Dhawan,  MD  for Hewlett  

Packard  India,  Abanti Sankaranarayanan, Managing Director of Diageo. These 

                                                           
2
 Amita Singh 'What Women Want' India Legal stories that count, January 22, 2018 Pg. 40 
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entrepreneurs are living proof that women can do anything they want to. 

Generations of women to come will be impacted by their work and success.3 

 In the political arena too, we could find that some women excelled in the 

past and still some of them are in their peak of glory and success because of their 

boldness and leadership qualities.   The most notable amongst these are: Mrs. 

Protibha Devi Singh Patil, the Ex President of India, Shila Dixit, the Ex-Chief 

Minister of Delhi,  Ms. Jayalalita, Chief Minister of Tamil Nadu,  Mayawati, the 

Chief Minister of Uttar Pradesh (UP), Sonia Gandhi, President of the Indian 

National Congress Party since 1998, Binda Karat, the General Secretary of the 

All India Democratic Women's Association (AIDWA) from 1993 to 2004, and 

thereafter its Vice-President , Late Sushma Swaraj, former lawyer and Ex. 

Minister of External Affairs of India, Mamta Benarji, the founder the party All 

India Trinamool Congress (AITMC) and at present Chief Minister of West 

Bengal since 2011, Indira Gandhi, India's Ex. Prime Minister from 1966 until 

1984 etc.  

 Women are also involving in human development issues of child rearing, 

education, health, and gender parity. Many of them have gone into the making 

and marketing of a range of cottage products, pickles, tailoring, embroidery etc. 

The economic empowerment of women is being regarded these days as a sine-

quo-non of progress for a country; hence, the  issue  of  economic empowerment of 

women  is  of  paramount importance to political thinkers, social thinkers and 

reformers.  

Fortune India Most Powerful Women 20214 

1. Nirmala Sitharaman  - Union Minister of Finance 

2. Nita Ambani - Reliance Foundation Chairperson & 

Goodwill Ambassadar 

3. Soumya Swaminathan  - Chief Scientist WHO 

4. Kiran Mazumdar - Shaw - Executive Chairperson Biocon  

 

                                                           
3
 Fincash.com/I/investment last visited on 29 March, 2022 

4
 http://currentaffairs.adda247.com., last visited on 28

th
 March 2022. 
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Conclusion :  

 Thus from above we can conclude that the concept of women 

empowerment basically deals with empowering women and treating them 

equally like men. It has been a topic which was never considered in the past. 

However, due to changing dynamics and society, awareness has been created and 

the society in on its footsteps in empowering women and giving them equal 

status like men. Women Leadership mainly focuses on encouraging & enabling 

women to be independent & self reliant in all the aspects. Equality of access to 

and attainment of educational qualifications is necessary if more women are to 

become agents of change. 
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Abstract:  

Society is dynamic. Man is a social animal. There is a need 

for change. Progress was also the key idea in 19th-century theories 

of social evolution, and evolutionism was the common core of social 

evolution, and evolutionism was shared by the most influential 

social theories of that century. The paper is very much relevant to 

the theory of evolution.  Digital marketing is quickly developing in 

front of our eyes and it is almost impossible to reject and hide from 

this new system of media. Digital technology has transformed the 

way we live and work and has impacted every industry from retail 

to healthcare. Whoever controls the door to the internet, controls 

the internet and now search engines have become the default entry 

point to the internet. Google’s knowledge Graph tries to understand 

searcher’s intent while anticipating their end goals. The Facebook 

platform has exploded over the past 10 years as a social and 

marketing tool for millions of people around the world. Users can be 

reached 24 hours a day, 7 days a week. The objective of the paper is 

to study the impact of digital marketing on youth. The paper tries to 

highlight the shopping behaviour in the present digital age .The 

paper is based on goggle survey and secondary sources of data 

Keywords-Social Change, Digital marketing, Youth, Shopping mode 

Introduction 

Digital marketing is quickly developing in front of our eyes and it is 

almost   impossible to reject and hide from this new system of media. Digital 

technology has transformed the way we live and work and has impacted every 

industry from retail to healthcare. Whoever controls the door to the internet, 

controls the internet and now search engines have become the default entry 

point to the internet. Google’s knowledge Graph tries to understand searcher’s 

intent while anticipating their end goals. It tries to help people discover key 

information about a particular business that they may not have been able to 
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discover through an organic listing. Understanding your customers is the 

cornerstone of every successful business which is why search marketing is such 

an important medium for gathering customer insight with every search, users 

leave small crumbs of personal information behind. The Facebook platform has 

exploded over the past 10 years as a social and marketing tool for millions of 

people around the world. Users can be reached 24 hours a day,7 days a week. 

Facebook is one of the best platforms to engage people. 

Objective/Hypothesis  

1. To study about the impact of digital marketing on the youth. 

2. To study the impact of the internet on the shopping behaviour of the youth. 

3. To study the impact of internet on the shopping behaviour of the senior 

citizen 

Sources of data collection 

The paper is based on the primary and secondary sources of data. A goggle 

survey was done to study the impact of the internet on the shopping behaviour of 

the youth and senior citizens. It covers the city of Mumbai. The study has a 

small sample. This is the limitation of the paper. 

 Society is dynamic. Man is a social animal. There is a need for change. 

Progress was also the key idea in 19th-century theories of social evolution, and 

evolutionism was the common core shared by the most influential social theories 

of that century. The paper is very much relevant to the theory of evolution. In 

traditional society barter system was practiced. Later on goods were sold for 

money. Digital transactions have brought about revolutionary changes in our 

society. Evolutionism implied that humans progressed along one line of 

development that this development was predetermined and inevitable, since it 

corresponded to definite laws, that some societies were more advanced in this 

development than were others, and that Western society was the most advanced 

of these and therefore indicated the future of the rest of the world’s population. 

Karl Marx and Frederick Engels were influenced by revolutionary ideas. 

Any marketing that uses electronic devices and can be used by marketing 

specialists to convey promotional messaging and measure its impact through 

your customer journey. In practice, digital marketing typically refers to 

https://www.britannica.com/topic/cultural-evolution
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marketing campaigns that appear on a computer, phone, tablet, or other device. 

It can take many forms including online video, display ads; search engine 

marketing, paid social ads and social media posts. Some marketing experts 

consider digital marketing to be an entirely new endeavour that requires a new 

way of approaching customers and new ways of understanding how customers 

behave compared to traditional marketing. Digital marketing is the use of the 

internet to reach consumers. Digital marketing is a broad field including 

attracting customers via email, content marketing, search platforms, social 

media and more. Digital marketing can take place through mobile devices, on 

subway platforms, in a video game, via a smartphone app.  At a high level, 

digital marketing refers to advertising delivered through digital channels such 

as search engines, websites, social media email and mobile. Digital marketing is 

defined as a marketing approach that primarily relies on the internet to connect 

with the target audience through various digital media channels and platforms. 

Digital marketing is a form of direct marketing which links consumers with 

sellers electronically using interactive technologies. The Social Web visibly 

connects your business or organisation and its stakeholders-customers, suppliers 

and influencers, each of whom have defined new roles for themselves very much 

in control of the information they share as they evaluate competing options. 

Online marketing is the practice of leveraging web-based channels to spread a 

message about a company’s brand, products or services to its potential titles in 

customers. Digital marketing is the engine that drives today's business, big or 

small. Effective digital marketing is the marketing that bridges electronic 

technology with psychology in the market place. 

With online shopping, shoppers no longer have to suffer the costs and 

incomplete information of traditional hierarchical search, making product 

searches easier and more effective. For example, a shopper is able to search over 

3 million titles in Amazon.com from the computer screen at average of 80,000 

titles The use of the internet as a shopping medium has empowered shoppers 

with advantages over traditional store front shopping. Shopping via the internet 

especially for computer hardware software, books, music cassettes and compact 

discs is becoming common place among internet uses. Shopping on the internet 
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offers convenience traditional brick- and mortar stores. Changing consumer 

lifestyles and lack of time may make it more difficult for customers to shop at 

physical locations such as stores and shopping malls. Shopping on the internet 

addresses this problem as shoppers can shop in the comfort and convenience of 

home. Shoppers can expect to browse and purchase goods on the internet 

anytime, unlike traditional storefronts that have fixed opening hours. Shoppers 

can also purchase goods that are unavailable at their location, and are able to 

bypass restrictive import policies, as the internet allows shoppers to make 

purchases from vendors in other locations around the world. Ernst and Young’s 

reports ‘Internet shopping’ and ‘Global online Retailing’(1998,2000) noted that in 

comparison to brick-and-mortar stores, when shopping on the internet, there 

were no store lines, surely clerks, pickpockets or panhandlers to contend with, no 

bad weather to travel under, nor any transportation cost involved, the internet 

allows the shoppers to develop their own timetables for research and purchasing. 

Shoppers are able to use the internet as a powerful research instrument in the 

purchasing process. The study by Grayson1998) indicated that there was no tax 

in e- Commerce, the higher the income group of customers who always transact 

via- e-commerce would enjoy high tax- saving in the long run. Another aspect of 

e-.commerce is security. Lack of security can be the leading barrier to 

widespread shopping on the internet due to inherent openness of the web 

(Wen2001) 

  Findings: 

1. Around 66.4% of the respondents said that they were aware of the cashless 

transactions. 

2. Around 54.5% of the respondents said that they used cashless mode for 

payment. Though the digital payments started long ago but presently we can 

visualise these changes in our society. 

3. Around 46% of the respondents said that they used debit and credit card 

frequently.40% of the respondents said that they used UPI.36% of the 

respondents reported that they used net banking .36% of the respondents 

used NEFT while resorting to online purchases. 
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4. 36.6% of the respondents said that they were very comfortable in using 

cashless transactions.8.2% of the respondents said they were not comfortable 

in using cashless transactions. Around 2.7% of the respondents informed that 

they found cash transactions very uncomfortable. 

5. Around 75.5% of the respondents said that the pandemic has increased their 

usage of digital payments. —-revolution 

6. Around 72.7% of the respondents reported that they felt that cashless 

transactions were more convenient than cash transactions. The study 

indicates that digital shopping is more safe and secure. It is less tiring and 

easy to make the payments. 

7. Around 47.3% of the respondents said that they did not use cashless payment 

due to security reasons. 24.5% of the respondents said that they were not 

using cashless payment method due to connectivity issues.23.6% of the 

respondents reported that they were not using cashless payment method due 

to lack of technical knowledge. 

8. 39% of the respondents reported that they were using online payment method 

as it was time saving.27.3% of the respondents said that they were using 

online payment due to safety .19.1% said that they used online payment 

method due to discount offers. This motivates them to make more online 

purchases. Around 13.6% of the respondents said that they used online 

payment method due to shortage of cash. 

9. Around 43.6% of the respondents reported that they make online payment 

once a month.13.6% of the respondents said that they used the digital 

payment fortnightly.14.5% of the respondents said that they make online 

payment weekly.17.3% of the respondents said that they use online payment 

method 2 to 3 times a week. Around 10 % of the respondents said that they 

make online payment daily. 

10. 64.5% of the respondents said that they would continue to use % of the 

respondents said that they learnt about the digital payments on their 

own.24.5% reported that they learnt from their parents and children about 

digital payments.12.7% of the digital payments even in the post pandemic 

period .Around 35.5% of the respondents said that they would not continue 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

544 

 Dr. Hina Shah, Ms. Shanthi Seshadri, Smt. Maniben MP Shah 

 

using digital payment methods in the post pandemic. It has been observed 

that social change is very easily accepted by the young generation. 

11. 34.5 respondents said that they learnt about cashless payments from their 

friends.64% of the respondents said that they learnt about digital payments 

from their spouse.21.8% of the respondents said that they learnt about digital 

transactions from others. 

12. 29.1% of the respondents said that going cashless will uplift the standard of 

living in the society.59.1% of the respondent said that cashless transactions 

will improve the standard of living. Around 11.8% of the respondents did not 

agree that going cashless will uplift the standard of living. The study shows 

the young generation plays a pivotal role to embrace the changes brought 

about by cashless transactions. 

  Swoc analysis  

 Strengths: Cashless transactions on a large scale signify that people are ready    

for the change. It saves time and it is more convenient. 

Weaknesses: The study does not cover children. The paper doesn’t have gender 

bias. The sample size is small. The study is not specific. 

Opportunity: Digital transactions provide more opportunities for the buyer as 

it can be done from anywhere and anytime. 

Challenges: 

Digital marketing poses special challenges for its Purveyors. Digital 

channels are proliferating rapidly, and digital marketers have to keep up with how 

these channels work, how they are used by receivers, and how to use these 

channels to effectively market their products or services. In addition, it’s becoming 

more difficult to capture the receiver's attention, because the receivers are 

increasingly inundated with competing ads. Digital marketers also find it 

challenging to analyse the vast troves of data they capture and then exploit this 

information in the new marketing efforts. The challenge of capturing and using 

data effectively highlights that digital marketing requires an approach to 

marketing based on a deep understanding of consumer behaviour.  
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Abstract 

  The present paper highlights study of woman in different 

area especially in corporate area and their achievement is 

discussed. In today’s situation of globalization there are many 

opportunities available to the women as well as male, but women 

are making great progress in every aspect of the life. Women are 

found vanguard in the sports, politics, industries, service sector, 

education, Science and technology, military forces, media, social 

work, management, advertisement and digital marketing. Their 

advancement is not that much easier, they have struggled due to 

conventional limitations on them. Women having great potentials 

and played varieties of the role in the family, and in the service 

place as well. There are many women in Indian context have 

acquired success and these women are discussed in this research 

paper. This research paper focuses on the accomplishment of some 

of the frontierswoman in Indian perspective. Women are the 

greatest human resource having excellent potential of leadership in 

the family as well as their working position. A woman is the source 

of inspiration for the family especially for her life partner, she is key 

to create positive energy and environment in the family A woman is 

effective administrator in the family and it is applied the same at 

her working place. Therefore it is interesting to know that how a 

woman has achieved such success in all aspects of life.               

Introduction: 

  Leaders are very effective by setting their own examples, they are 

able to share their vision, leaders must be effective communicator, and he must 

mailto:sunitapowar1979@gmail.com
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be hard decision makers, need to find the success and must be able to find 

capable people. There are many effective leaders in the India and among them 

some women leaders are also there. Women are traditionally dominated by 

customs and traditions in the religious perspectives, but in the new modern 

situation there are many new emerging women faces that have done something 

exceptional in the development of nation. This research paper trying to focus on 

such emerging women leaders in different area of the nation. It would be 

interesting to know some important aspect of leadership in the context to women 

because as compared to male they have work with more expectations of male as 

well as female. Women leaders compare to male leaders facing many larger and 

enormous challenges than male leaders because they have to fight against the 

perception also. Women have to work balance both work as well as home and 

again with unshakeable pressure to prove themselves. Therefore it is interesting 

to understand some of the women as leaders in the different aspects of the 

nation; it is explored here in this research paper.      . 

  There are many areas where women have worked effectively likewise 

sports, industry, education, politics, media, service sector, film industry, 

management, military forces, medical profession and advertisements.etc. Let’s 

discuss in the detail regarding such effective women leaders.      

 Leadership:  

  Leadership is most discussed concept in the new modern area. 

Leaders are the people who work together with the group in order to achieve the 

targets or the goal of the organization. According to Kevin Kruse- Leadership is a 

process of social influence, which maximizes the efforts of others, towards the 

achievement of the goal. In any kind of organization there is need of combine 

efforts to achieve the goal or the target productions and leader plays vital role. 

Wikipedia Define leadership as a  process of social influence in which one person 

can enlist aid and support in the accomplishment of  a common task. There are 

always such discussion about leadership is that seniority is important but it is 

same with leadership because senior person may not be capable to lead the team. 

Management is also not connected with the leadership; leaders are leading the 

team in the organization. Leaders are such people who transfer their visions into 
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the reality. Leaders are effective motivators to the common employees towards 

the target of the organizations In short leaders are good with planning, 

inspiration, controlling, coordinating, supervision, community relations and 

monitoring productions or services.           

 Women Leaders: 

 There are many women leaders in the every sector of the nation let us see 

in detail the effective women leaders. There are many sports events and 

everywhere we are able to find the effective women leaders.  

 Sports:    

 In sports some effective leaders are found who have successfully 

represented the events. In tennis- Sania Mirza, Boxing- Mary Kom, Cricket- 

Mithali Raj, Badminton- Saina Nehwal and P.V. Sindhu, Wrestling- Geeta 

Phogat and Sakshi Malik, Archery-Deepika Kumari, Gymnastics- Dipa 

Karmarkar, Chess- Tania Sachdev, Hockey- Rani Rampal, Squash-Deepika 

Pallikal, These are some of the effective representative in above mentioned 

sports events.  

Film Industry:  

 Film industry from India is one of the glamorous sector which attracts 

everyone around the nation women are also no exception for this, Actress- 

Radhika Apte, Priyanka Chopra, Anushka Sharma, Zoya Akthar,Kira 

Advani,Madhuri Dixit, Aishwarya Roy, Kajol, Tabbu, Mumtaz, 

Madhubala,Rekha, Sharmila Tagore, Sridevi, Hema Malini  singing- Lata 

Mangeshkar, Asha Bhosale,Shreya Ghosal, Alka Yadnik, Neha Kakkar, 

Anuradha Paudwal,Sunidhi Chauhan Directors- Ekta Kapoor, Charuvi Agrwal, 

Pooja Bhatt,  Tanuja Chandra,Nandita Das,Priyanka Raina 

Politics:  

  There are many impressive political leaders in the country they are 

Indira Gandhi, Jaylalita, Mamta Banerjee, Mayawati, Sonia Gandhi, Sushma 

Swaraj, Sushma Swaraj,Shila Dixit,Vasundhara Raje Sindhia, Ambika Soni, 

Supriya Sule, Agatha Sangama, Brinda Karat, Chhavi Rajawat, Priyanka 

Gandhi,Maneka Gandhi,Mehbooba Mufti Sayeed, Nirmala Sitaraman, Smruti 

Irani  
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 Social Activity: 

 Social reformation is one of the important aspects where women have 

made impressive contribution Mother Teresa, Medha Pathkar, Aruna Roy, 

Arundhati Roy, Ifrom Sharmila, Manasi Pradhan, Pramila Nesargi, Amla 

Akkineni, Laxmi Agrwal, Shaheen Mistri and Sindhutai Sankpal.  

 Industry:  

 Indian industry sector is one of the fast developing fields in the world; 

women have made remarkable contribution to industries as well. Nirmala 

Sitaraman- Finance minister, Nita Ambani- Reliance Foundation, Soumya 

Swaminathan- Chief Scientist WHO,  Kiran Mazumdar-Shaw- Executive 

chairperson- Biocon,Suchitra Ella- Co- Founder Bharat Biotech, Arundhati 

Bhattacharya- General Manager SBI, Gita Gopinath- Chief Economist 

International Monetary Fund, Tessy Thomas- Director General DRDO, Rekha 

M. Menon-MD Accenture in India, Reddy Sisters- MD Apollo Hospital, Anshula 

Kant- MD World Bank, Renu Sud Karnard- MD HDFC, Shobhana Bhartia –

Director HT Media, Kallie Puri- Vice chairperson India Today group, Revathi 

Advaithi-CEO Flex, Lena Nair- Chief Human Resource officer Unilever, Malika 

Srinivasan- MD –TAFE, Swati Piramal- vice chairperson Piramal Group. These 

are the some of the female’s major achievement in the different fields of the 

nation.                    

 Conclusion:  

There are many Indian women leaders in new modern situations, in every 

area women are emerging as new global leaders of the nation. Women are 

stronger leaders and they have proved themselves while carrying the burden of 

social responsibility and tradition against women. There are many successful 

area for women in the country and they are trying to acquire new area to accept 

the challenge of leadership, list discussed here in the paper  is very limited and 

still there are many women leaders  other than discussed here. There is always 

lower status given to women than men. There many measurements taken in to 

consideration for the empowerment of women and therefore we are able to find 

that many emerging women leaders are found everywhere in the India. Women 

should be given the rights of education, rights of their family responsibilities, 
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developments for their personal carrier, freedom for their carrier selections and 

need to reduce their family responsibilities in order to focus their attention on 

their carrier. In short there are many women who have contributed for the 

development of nation, and it is remarkable achievement as leader in different 

area.        
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Abstract: - 

Digital Banking, the robotization of conventional financial 

administrations, is the way to client commitment, better 

productivity, and control. Its reclassified banking by subbing a 

bank's actual presence with an internet-based presence and getting 

rid of the client's need to visit a branch. Computerized banking 

empowers clients to execute through various got advanced channels 

while the bank deals with information security, related risk 

alleviation, and administrative viewpoints. This is finished by 

incorporating on the web and portable financial administrations 

with the most recent advanced advances like investigation, web-

based entertainment, creative installment arrangements, and 

versatile innovation and surpassing client assumptions, comfort, 

and experience. 

Keywords: -digital, economy, finance, future, banking 

Introduction: - 

 Digital Banking is the computerization of customary financial 

administrations. Advanced banking empowers a bank's clients to get to banking 

items and administrations by means of an electronic/online stage. Computerized 

financial means to digitize all of the financial activities and substitute the bank's 

actual presence with a never-ending web-based presence, wiping out a shopper's 

need to visit a branch. We can define the digital banking as banking done 

through the digital platform, doing away with all the paperwork like cheques, 

pay-in slips, Demand Drafts, and so on. It means availability of all banking 

activities online. In India, to continue on from actual check for KYC, video-based 

confirmation might be presented by the market controller for a superior cycle. 

Computerized investment accounts are additionally being presented by a few 

banks. These records are like the essential investment account, offering full 

financial offices to clients without keeping a base equilibrium, with a virtual 

check card convertible to an actual charge card. 
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The objective of the Study: - 

1. To analyze the future of banking in various aspects. 

2. To study the digital banking and it’s features. 

Research Methodology: - 

Research Methodology is a systematic and organized medium through 

that a selected case or drawback may be explained. It refers to the scientific 

procedure for getting information supported by empirical observation and logical 

reasoning and its analytical, descriptive, and quantitative analysis. 

Data Collection:- 

Widespread secondary and primary data sources had been used for this 

research.  A secondary source contains books, journals, newspapers, and 

information from Internet websites. The Secondary sources, explain the 

theoretical and conceptual concepts towards the future and features of digital 

banking in Indian economy. A detailed description of all the topics is taken into 

consideration. 

Evolution of Digital Banking in India: -  

In India, computerized banking began coming to fruition in the last part of 

the 1990s with ICICI Bank being the first to carry the support of their retail 

clients. Advanced banking became standard just in 1999 as web charges were 

diminished and there was expanded mindfulness and entrust concerning the 

web. Technology has revolutionized the banking industry around the world over 

the last two decades. Internet and mobile access have reached the furthest places 

in the world and connected people and organizations. This has changed customer 

expectations and organizational capabilities. With mobile connectivity and the 

associated infrastructure, fintech technology companies have entered the 

banking sector and launched a variety of customer-friendly products. To catch up 

with it, banks had to overhaul their processes and products to retain their 

customers. This led to the advent of ATMs (automated teller machines) and the 

beginning of digital banking. The next step was to meet the expectations of new 

customers. This has allowed banks to create better innovations, products and 

services. At the end of the 20th century, banks used technology to provide their 
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customers with 24/7 service. Today, customers can get bank details on their 

smartphones anytime, anywhere without the involvement of bank staff. In 

digital banking, all records are kept in digital format, and analytical techniques 

are applied to interpret the data into useful information, improve customer 

retention, and generate more business through customer-specific interactions. 

All of this leads to higher operational efficiency and higher profitability for 

banks. The Indian government's vision for a cashless economy is being 

accelerated by deploying Internet access nationwide, and online banking needs 

an hour thanks to COVID-19. 

Types of Digital Banking Payment: - 

 Bank Cards:  

Cards are used not only to withdraw cash, but also to enable other forms 

of digital payments. The card can be used for online transactions and point-of-

sale (POS) machines. Prepaid cards can also be issued by banks. Such cards are 

not connected to your bank account, but will process the money loaded into them.   

Unstructured Supplementary Service Data (USSD):  

You can perform mobile transactions without an application or internet 

connection by dialing the number * 99 #. This number is national and promotes 

local financial inclusion. This service allows callers to browse an interactive voice 

menu and select the desired option on the mobile screen. The only pitfall is that 

you need to link the caller's mobile number to your bank account.  

Aadhaar-enabled payment system "AEPS":  

AEPS allows customers to successfully verify their Aadhaar number 

before initiating a bank transfer.  

Unified Payments Interface (UPI):  

UPI is currently the trendiest form of digital banking. UPI uses Virtual 

Payment Addresses (VPAs) to allow users to transfer funds without having to 

enter bank account details or IFSC codes. Another great feature of UPI is that 

you can use the application to consolidate all your bank accounts in one place. 

Funds can be sent and received 24 hours a day, 7 days a week, with no time 

limit. UPI-based apps in India are BHIM, PhonePe and Google Pay. The BHIM 
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application not only allows you to transfer funds to other virtual addresses and 

bank accounts, but also allows users to transfer funds to another Aadhaar 

number. More importantly, UPI-based payments are free. 

Mobile Wallet:  

With a mobile wallet, you don't have to remember your 4-digit card PIN, 

enter CVV details, or carry cash with you. Mobile wallets store bank account and 

card details, easily add funds to your wallet and pay to other merchants with a 

similar application. Popular mobile wallets include Paytm, Freecharge and 

Mobifik. However, mobile wallets usually have a limit on how much you can 

deposit in your wallet. In addition, there may be a small fee for depositing money 

from your mobile wallet to your bank account.   

PoS terminals:  

Typically, PoS machines are portable devices that read a card to authorize 

and complete the payment. Supermarkets and gas stations opt for this method of 

payment. However, with digital banking thriving, PoS terminals have evolved 

into more than physical PoS devices. Virtual and Mobile PoS terminals have 

surfaced, which makes use of the mobile phone`s NFC feature and web-based 

applications to initiate payment.   

Internet and Mobile Banking:  

Commonly known as e-banking, internet banking refers to obtaining 

certain banking services over the internet, such as fund transfers, and opening 

and closing accounts. Internet banking is a subset of digital banking because it is 

limited to core functionality only. Similarly, mobile banking uses banking 

services through mobile-based applications. 

Advantages of Digital Banking: 

The benefits of advanced financial expansion the degree of productivity 

and execution of the bank, save time and exertion for the clients as well as the 

representatives of the bank, as well as available 24 hours administration, 

including public occasions, and severe control of banking exercises, and sending 

and getting records rapidly. 
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1. Save exertion and time where the client can lead banking exercises without 

going to any bank central command, where he can keep it at home or in the 

library, which saves his time and exertion. 

2. Simplicity of banking exchanges in electronic banks and speed of dealing with 

them. 

3. Notwithstanding the dependability of income and the speed of income, give 

higher security and lower hazard of actually take a look at control. 

4. Computerized banking is portrayed with cash installments of the 

organization/association, which adds to the concurred time for the translation 

date and sets up for the installment of the monetary exchange. 

5. To go through with monetary exchanges at YUSR because of the dropping of 

the programmed trade process, which requires the client to visit the bank to 

store the expense of his exchange. 

6. Decreasing dependence on paper shapes, as all exchanges are done 

electronically, adds to the decrease in the expense of paying their 

authoritative expenses for natural banks and clients. 

Disadvantages of Digital Banking: 

Mobile banking with that technology is still at risk, as new technologies 

can certainly be risky and economists warn about the potential dangers of mobile 

banking system transactions, including:  

1. Difficulty in determining the liquidity of an electronic bank, which cannot 

know or limit internal and external transactions of the bank. 

2. It is easy to hurt the national economy of a country that cannot monitor 

banks significantly and can send money at the push of a phone button.  

3. Forging some cards can be a victim of fraudulent transactions. Professional 

computer technicians can remove information from sensitive structures by 

accessing your account or copying someone else's information.  

4. Fraud is always expected to affect the loss of operations and accounts across 

banks and cause technical errors that can become viruses that infect 

electronic devices and destroy systems.  



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

556 

 Dr. Vivek V. Patil 

 
 

 

5. Widen the gap between customers and banks. It can act as a bullion without 

proper collateral or bank fraud. 

Future of Digital Banking: 

According to a Deloitte research report on absolute necessities for a 

completely advanced bank, each bank endeavoring to turn out to be completely 

computerized require the accompanying as the critical drivers for their 

prosperity 

1. Choice to arrange cash 

2. Adjustable standing choices 

3. Accounts connected to burden exceptions status 

4. Card obstructing highlight 

5. Development toward security vaults 

6. Mix with securities exchange speculation channels 

7. Monetary administration examination 

8. Empower gathering of records of various banks 

9. Effectively available help 

An undeniable supplanting of actual branch keeping money with advanced 

financial right currently appears to be an unrealistic dream. Computerized 

financial proves to be useful for repeating banking fundamental capacities. 

Nonetheless, clients lean toward human communication for more significant and 

unpredictable choices, for example, while taking a credit or arranging the 

provisions of the advance. 

Conclusion: -  

As clients keep on searching for helpful choices, computerized financial 

remaining parts an unflinchingly famous decision. While banks look to 

computerized to give security and cost-proficiency, the genuine worth of 

digitalization is what it can offer customers. This possibly raises contest among 

banks to remain applicable in the computerized scene, however as indicated by 

Raconteur, conventional banks enjoy a benefit in the reach and intricacy of items 

they offer, as well as a current customer. Not with standing which monetary 
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foundations will pull ahead in the race for business, obviously the ideal 

opportunity for digitizing is presently. 
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Abstract :  

Digital marketing is a non-conventional virtual platform 

basically on internet for promoting Products,Services,Connecting 

customers,Identifying and understanding needs of user using 

digital technologies and devices. It is one of most effective and 

prominent strategy to promote business online for brand awareness 

and business development. Digital media has become so wide 

spread that anybody can access information anytime anywhere. 

This gives marketers more ways to promote products and services 

through blogs, websites and social media channels. Marketers can 

also see what is trending through various tools available, what is 

the unique selling point of a product and why and when people 

search for a product or service for better targeting. This paper 

covers opportunities and challenges of digital marketing in 21st 

century 

Keywords: Opportunities,Challenges,Digital Marketing, Online, 

Introduction 

        Digital marketing is a broad term that refers to various promotional 

techniques deployed to reach customers via digital technologies. Digital 

marketing embodies an extensive selection of service, product and brand 

marketing tactics which mainly use Internet as a core promotional medium in 

addition to mobile and traditional TV and radio.  

Nikon photo Gateway helps consumers share their digital photos with friends 

online. Titans brand Raga uses email newsletters to keep in touch with 

customers and hence tries to strengthen customer brand loyalty. Magazine 

publishers can activate and drive their customers into Internet with e-mails and 

SMS messages to improve re-subscription rate for Example Film fare Magazines. 

Marketers increasingly bring brands closer to consumers‟ everyday life. The 
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changing role of customers as co-producers of value is becoming increasingly 

important (Prahalad and Ramaswamy, 2004). Khan and Mahapatra (2009) 

remarked that technology plays a vital role in improving the quality of services 

provided by the business units. According to Hoge (1993), electronic marketing 

(EM) is a transfer of goods or services from seller to buyer involving one or more 

electronic methods or media. E-Marketing began with the use of telegraphs in 

the nineteenth century.  

 With the invention and mass acceptance of the telephone, radio, television, 

and then cable television, electronic media has become the dominant marketing 

force. McDonald‟s uses online channel to reinforce brand messages and 

relationships. They have built online communities for children, such as the 

Happy Meal website with educative and entertaining games to keep customers 

always close to themselves (Rowley 2004). Reinartz and Kumar (2003) found that 

the number of mailing efforts by the company is positively linked with company 

profitability over time. The primary advantages of social media marketing is 

reducing costs and enhancing the reach. The cost of a social media platform is 

typically lower than other marketing platforms such as face-to-face sales or sales 

with a help of middlemen or distributors. In addition, social media marketing 

allows firms to reach customers that may not be accessible due to temporal and 

locational limitations of existing distribution channels. Generally, main 

advantage of social media is that it can enable companies to increase reach and 

reduce costs (Watson et al. 2002; Sheth& Sharma 2005). 

According to Chaffey (2011), social media marketing involves “encouraging 

customer communications on company‟s own website or through its social 

presence”. Social media marketing is one important technique in digital 

marketing as companies can use social media form to distribute their messages 

to their target audience without paying for the publishers or distributor that is 

characteristic for traditional marketing. 

 Digital marketing, electronic marketing, e-marketing and Internet 

marketing are all similar terms which, simply put, refer to “marketing online 

whether via websites, online ads, opt-in emails, interactive kiosks, interactive 

TV or mobiles” (Chaffey & Smith, 2008). Giese and Gote (2000) finds that 
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customer information satisfaction (CIS) for digital marketing can be 

conceptualized as a sum of affective response of varying intensity that follows 

consumption and is stimulated by focal aspects of sales activities, information 

systems (websites), digital products/services, customer support, after-sales 

service and company culture. Waghmare (2012) pointed out that many countries 

in Asia are taking advantage of e-commerce through opening up, which is 

essential for promoting competition and diffusion of Internet technologies. Zia 

and Manish (2012) found that currently, shoppers in metropolitan India are 

being driven by e-commerce. 

These consumers are booking travels, buying consumer electronics and 

books online. Although spending per online buyer remains low, some 60% of 

online consumers in metropolitan India already make purchases online at 

least once in a month. Dave Chaffey (2002) defines e-marketing as “application of 

digital technologies - online channels (web, e-mail, databases, plus 

mobile/wireless & digital TV)  

to contribute to marketing activities aimed at achieving profit acquisition 

and customers retention (within a multi-channel buying process and customer 

lifecycle) by improving customer knowledge (of their profiles, behavior, value and 

loyalty drivers) and further delivering integrated communications and online 

services that match customers‟ individual needs. Chaffey's definition reflects the 

relationship marketing concept; it emphasizes that it should not be technology 

that drives e-marketing, but the business model.  

All types of social media provide an opportunity to present company itself or its 

products to dynamic communities and individuals that may show interest 

(Roberts &Kraynak, 2008). According to Gurau (2008), online marketing 

environment raises a series of opportunities and also challenges for social media 

marketing practitioners. 

    The main objective of this paper is to identify the Overall Impact of digital 

marketing in today‟s Digital competitive market where everything is setting up 

Digitally active. The supportive objectives are following: 

1. To show the various elements of digital marketing; 

2. To focus on the basic comparison between traditional and digital marketing; 
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3. To discuss the effects of various forms of digital marketing on the firm‟s sales 

and other activities; 

4. To show the various advantages of digital marketing to the customers 

Theoretical and conceptual framework 

Traditional Marketing vs Digital Marketing 

Traditional marketing is the most Common and recognizable form of 

marketing. Traditional marketing is non-digital way used to promote the product 

or services of business entity. On the other hand, digital marketing is the 

marketing of products or services using digital channels to reach consumers. 

Advertising mediums that might be used as part of digital marketing strategy of 

a business could include promotional efforts made via Internet, social media, 

mobile phones, electronic billboards, as well as via digital television and radio 

channels. 

 Digital marketing is a sub branch of traditional marketing and uses 

modern digital hannels for the placement of products e.g. downloadable music, 

primarily for communicating with stakeholders e.g. customers and investors 

about brand, products and business progress.(2016).NachiketS.Sangvikar (2016) 

Various elements of digital marketing. 

There are various elements by which digital marketing is formed. All 

forms operate through electronic devices. The most important elements of digital 

marketing are given below: 

Online advertising 

Online advertising is a very important part of digital marketing. It is also 

called internet advertising through which company can deliver the message about 

the products or services. Internet-based advertising provides the content and ads 

that best matches to consumer interests. Publishers put about their products or 

services on their websites so that consumers or users get free information. 

Advertisers should place more effective and relevant ads online. Through online 

advertising, company well controls its budget and it has full control on time. 

Email Marketing 

When message about the products or services is sent through email to the 

existing or potential consumer, it is defined as email marketing. Direct digital 
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marketing is used to send ads, to build brand and customer loyalty, to build 

customer trust and to make brand awareness. Company can promote its 

products and services by using this element of digital marketing easily. It is 

relatively low cost comparing to advertising or other forms of media exposure. 

Company can bring complete attention of the customer by creating attractive mix 

of graphics, text and links on the products and services. 

Social Media 

Today, social media marketing is one of the most important digital 

marketing channels. It is a computer-based tool that allows people to create, 

exchange ideas, information and pictures about the company‟s product or 

services. According to Nielsen, internet users continue to spend more time with 

social media sites than any other type. Social media marketing networks include 

Facebook, Twitter, LinkedIn and Google+. Through Facebook, company can 

promote events concerning product and services, run promotions that comply with 

the Facebook guidelines and explore new opportunities. Through Twitter, 

company can increase the awareness and visibility of their brand. It is the best 

tool for the promotion of company‟s products and services. 

 In LinkedIn, professionals write their profile and share information with 

others. Company can develop their profile in LinkedIn so that the professionals 

can view and can get more information about the company‟s product and 

services. Google+ is also social media network that is more effective than other 

social media like Facebook, Twitter. It is not only simple social media network 

but also it is an authorship tool that links web-content directly with its owner. 

Text Messaging 

It is a way to send information about the products and services from 

cellular and smart phone devices. By using phone devices, company can send 

information in the form of text (SMS), pictures, video or audio (MMS). Marketing 

through cellphone SMS (Short Message Service) became increasingly popular in 

the early 2000s in Europe and some parts of Asia. One can send order 

confirmations, shipping alerts using text message. Using SMS for campaigns get 

faster and more substantial results.  
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Under this technique, companies can send marketing messages to their 

customers in real-time, any time and can be confident that the message will be 

seen. Company can create a questionnaire and obtain valuable customer 

feedback essential to develop their products or services in future. 

Affiliate Marketing 

Affiliate marketing is a type of performance-based marketing. In this type 

of marketing, a company rewards affiliates for each visitor or customer they 

bring by marketing efforts they create on behalf of company. Industry has four 

core players: the merchant (also known as “retailer” or “brand”), the network, the 

publisher (also known as “the affiliate”) and the customer. The market has 

grown in such complexity resulting in the emergence of a secondary tier of 

players including affiliate management agencies, super-affiliates and specialized 

third party vendors. There are two ways to approach affiliate marketing: 

Company can offer an affiliate program to others or it can sign up to be another 

business‟s affiliate.  

If company wants to drive an affiliate program, then, the company owner 

has to pay affiliates a commission fee for every lead or sale they drive to company‟s 

website. Company‟s main goal here is to find affiliates who can reach untapped 

markets. For example, a company with an e-zine may become a good affiliate 

because its subscribers are hungry for resources. So, introducing one‟s offer 

through “trusted” company can grab the attention of prospects which might not 

have otherwise reached. 

Search Engine Optimization  

Search engine optimization is the process of affecting the visibility of a 

website or a web page in a search engine‟s “natural” or un-paid (“organic”) search 

results. In general, the earlier (or higher ranked on the search results page), and 

more frequently a website appears in the search result list, the more visitors it 

will receive from the search engine users. Search engine optimization may target 

different kinds of search including image search, local search, video search, 

academic search, news search and industry-specific vertical search engines. 
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Pay Per Click (PPC) 

Pay-per-click marketing is a way of using search engine advertising to 

generate clicks to your website rather than “earning” those clicks organically. 

Pay per click is good for searchers and advertisers. It is the best way for 

company‟s ads since it brings low cost and greater engagement with the products 

and services. 

Opportunities And Challenges Of Digital Marketing 

 Opportunities of Digital Marketing: 

 Digital marketing has the following opportunities - 

Easy Brand Promotion 

With the development of new technologies and use of internet in business, the 

brands may take a great advantage of customer‟s reach and communicate its 

clients successfully. 

 Cost Effective Channel 

Using the internet, Digital Marketing is found cost-effective and cheaper 

source of advertising as compared to traditional marketing channels like T.V, 

Radio, Magazines, Newspapers, and Banners etc. Digital marketing allows 

marketers to set their advertising campaigns subject to availability of their 

budget. Mostly, the websites and business profiles (displaying ads and 

information about products or services) generate huge traffic for free. Social 

media, with its numerous benefits has played a vital role in promoting digital 

marketing activities.  

Social Media Marketing platforms such as Facebook, Twitter, Google+, 

LinkedIn, WhatsApp, Blogs, Yelp, Instagram, and YouTube etc. also provide a 

huge traffic source. 

Consumer’s Convenience to Shop Online 

Due to more popularity and capabilities of digital marketing, customers 

have become more convenient to shop online at any time (24/7 basis) whether the 

shops are over or across the borders. Digital Marketing has opened-up an 

opportunity for companies and retailers to direct its customers to an outlet of the 

online store. 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

565 

  Mr.Ashok R.Herwade, Dr.R.N.Shendage 

 

Accountability of Marketing Activity 

Digital Marketing enables the companies to measure their marketing 

activities such as digital marketing is working or not, the amount of activity, and 

the conversation that is involved. Digital marketing also helps marketers to 

evaluate and audit their online contents for quality purposes. 

 Easy Consumer Reach 

Digital Marketing is an effective way of communication for companies to 

target a large number of potential consumers at the same time. Using the 

internet channel for marketing is a quick approach to target a number of 

potential consumers and prospects at same time all over the world. Social Media 

Marketing has also revolutionized these marketing activities on different social 

media platforms such as Facebook, Twitter, LinkedIn, Pinterest etc. 

Direct Advertising 

Digital Marketing enables direct advertising and creates awareness about a 

product or a brand. Now the companies can easily show their advertisements for 

products and services on different digital channels. But a good online advertising 

strategy and promotional tools can help digital marketers to perform well in 

highly competitive marketing environment. 

Perpetually Displaying Ads 

Digital Marketing makes advertisements more accessible to target 

customers at any time or any place. There is no time and place limitation for the 

prospects to visit any website and view ads. The perpetually displayed ads 

attract the prospects to get in touch with you and find the products and services of 

their need. But these ads should be managed efficiently to display on a webpage. 

See the four-step process to display Ads on a webpage as well. 

 Challenges of Digital Marketing: 

The digital marketing has the following challenges - 

Risk of Hacking Strategies 

The risk of hacking promotion strategies of a company always rests on 

digital channels (internet) that is one of the drawbacks of digital marketing. The 

hackers or competitors can easily track and copy the valuable promotional 

strategies of a well- renowned company and can utilize for their purposes. 
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 Anti-Brand Activities (Doppelganger) 

Another drawback of digital marketing is that even a person or group of 

persons can harm the image of a recognized brand through 'Doppelganger'. 

Anti-brand activists, bloggers, and opinion leaders spread the term 

„Doppelganger‟ to disapprove the image of a certain brand. 

Advertisement for Limited Products 

Another practical drawback of Digital Marketing is that it is only 

beneficial for consumer goods. The industrial goods and pharmaceutical products 

cannot be marketed through digital channels. The aforementioned information 

may help digital marketers to understand the strengths and weaknesses of 

Digital Marketing. To learn more about digital marketing, visit the links under 

related posts. 

 Limitation of Internet Access 

The Digital marketing is closely reliant on internet. In some areas, 

internet facility may not be accessible to the consumers or with poor internet 

connections. The Digital Marketing can be unsuccessful in those areas having no 

or limited internet accessibility. 

 Limited Consumer Link and Conversation 

As digital marketing is highly dependent on internet, so the marketers 

may find it hard to make their advertisements more comprehensive and start a 

conversation with their consumers about the company brand image or products. 

 High Competition of Brands 

Digital Marketing has a drawback when a customer searches for a specific 

product of a specific company on internet, many competing goods, and services 

having same marketing strategies appear on the customer‟s home page. This 

conflicts the customers and provides an alternative option to choose cheaper and 

better quality product of another company.  

As a result, some customers lack the trust on a lot of advertisements that 

appear on a website or social media and consider it as fraud and look like a 

dishonest brand. 
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Conclusion: 

This study reveals that digital marketing have the potential to reach 

customers in a speedy and low cost – manner and can provide promotion to a 

wide range of products and services. The development of digital marketing and 

social media advertising has led to many business opportunities in 21st century 

despite globalization speed and the extent of opportunities that can be gained 

from digital marketing. It is filled with many challenges that can put you off 

track.  
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Abstract: 

Digitalization through e-commerce sites plays very important 

role in the travel and tourism sector. Travel and tourism technology 

is the application of information technology in the travel, tourism 

and hospitality industry.   There are number of forms of digital 

applications in tourism industry such as airline booking, ships 

bookings, hotels and buses bookings, car rentals, hotels booking, 

leisure travel plans etc.     It has originally initiated with the 

computer reservations system of the airlines industry. Online 

transactions in the travel and tourism industry are continuously 

increasing. About 80% of e-commerce market is travel related i.e. 

airline tickets, railway tickets, hotel booking etc.  This paper covers 

the forms of e-commerce and travel and tourism in India.   

Keywords: digitalization in hospitality, E-Commerce, tourism, e-commerce 

websites   

 Introduction 

 Hospitality Industry is pillar of economy in developed, developing and 

underdeveloped countries and one of the major source  of foreign exchange. 

Countries like Thailand, Switzerland, Austria are mostly dependant on tourism 

industry. This industry is growing very rapidly and millions of people are 

directly and indirectly related with this Industry. With rise of internet usage on 

people's daily life, tourism industries are acquiring business through E-

Commerce. Online travel booking or online tourism reservation is the specific 

business to-customer (B2C) transaction in the perspective of online tourism. 

Online travel booking includes online booking for single or packaged tourism 

products such as airline or train services, hotel rooms, vacation packages, car 

rentals, and so on.  There is usually no physical distribution after online booking, 

which is different from online shopping for commodities.  
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 The IT sector especially internet made major contribution in the tourism 

and hospitality industry. Today, anybody can individually arrange personalized 

tours through internet within the country or abroad. The services booked online 

are consumed in the offline environment which is different from online services 

such as online finance and online entertainment. For the travel enterprises, it is 

the expected choice to provide online booking for improving service efficiency, 

improving service quality and gaining competitive advantages.  

 With the broad adoption of third generation to fifth generation (3G,4G and 

latest 5G) technology, mobile has become the third screen alongside the desktop 

and the laptop. Business travelers now use smart phones to find local 

attractions, get navigation assistance, have access to   supplier sites, read user 

reviews, and access social networking. Over 2000 travel-related mobile 

applications are available in the market today. Websites, blogs, online 

advertising, social media, online ordering and information repositories, cookies 

all helps influencing customers to choose a location or business, reservations 

systems. There are various benefits of using internet in tourism as it is fast and 

easy to access destination, receive price, search popular destinations and get 

information about destination etc., as well as it generates income for many 

people around the world. It is essential for travel and tourism industry to adopt 

E-Commerce for their growth and success.   

 Objectives of the Study: 

1. to review tourism and  hospitality industry in 21st century 

2. To know the systems of E-Commerce in tourism and hospitality industry. 

3. To study the relationship between E-Commerce and travel & tourism 

4. To evaluate the role of Indian E-Commerce players in  Tourism Industry 

Methodology 

1. As it is an analytical research, secondary data is used as methodology 

2. The researcher has to rely upon the data through websites, internet 

3. Even on the websites of ministry of travel and tourism, specific data is not 

available related to e-tourism 
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4. Due to COVID situation in last two   years, there are limitations on current 

data 

Limitations 

1. There are limitations on the data collected 

2. As this sector changing rapidly, there are limitations to keep pace with the 

data. 

3. There are limitations on the reliability of data. Different websites share 

different data, there is no authentic data from ministry of tourism. 

Forms of Electronic-Commerce 

 Business to Customer (B2C): B2C stands for business-to customer  and 

applies to any business or organization that sells its products or services to 

consumers over the internet. It refers to the online selling of products in which 

the manufacturers or retailers sell their products directly to consumers over the 

Internet.   

Business to Business (B2B): The term "Business to Business" was initially 

used to describe electronic communication businesses. B2B E-Commerce is 

simply defined as E-Commerce between companies.   

Customer to Customer (C2C):  Consumer to Consumer C2C), E-Commerce 

involves electronically-facilitated transactions between individuals, often 

through a third party. One common example is online auctions, such as E-bay, 

where an individual can list an item for sale and other individuals can bid to 

purchase it. 

Customer to Business (C2B): in Consumer to Business (C2B) is the most 

recent E-Commerce business model. In this mode individual customers offer to 

sell products and services to companies who are prepared to purchase them.   

Mobile commerce (M-Commerce) :Mobile commerce refers to the buying and 

selling of products and services through wireless handheld devices such as 

cellular phones, personal digital assistants, laptops, tablets etc. 

Relationship Between E-Commerce And Travel &Tourism 

Over the last decade, the Internet has changed the way people buy and 

sell goods and services. Online retail or E-Commerce is transmuting the 
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shopping experience of customers. The sector has seen significant growth 

especially in the last two years. The adoption of technology is permitting the E-

Commerce sector to be more reachable and efficient. Devices like smart phones, 

tablets and technologies like 4G, 5G with high speed broadband is helping to 

increase the number of online customers. Banks and other players   are 

providing a secured online platform to pay smoothly via payments gateways 

Motives Behind The Growth Of E-Tourism  

Incomparable transparency: The Internet has offered customers 

unparalleled transparency into schedules and fares offered by suppliers. A 

growing number of customers believe that booking hospitality online fulfills two 

primary needs – convenience and the ability to find the best value for their travel 

needs. 

Consumer Awareness: Over the past decade, there has been a significant 

growth in the tech-savvy online buying population. Major contributors to this 

trend are the ‘Generation Y’ population born between 1978 and 2000. These 

consumers grew up in the Internet era and see it as part of their environment 

rather than as new technology. 

Consumer created media: Social networking with consumer generated media 

(CGM), as a source of travel research, has changed travel consumption patterns 

and become mainstream. There are several categories of web-based communities 

that have promoted interactivity, collaboration and sharing among users. 

Websites: Websites that focus on traveler reviews such as TripAdvisor, IgoUgo, 

and RealTravel are influential. Hotel reviews available on OTAs such as 

Travelocity, Expedia, Orbitz, Priceline, bookings.com and hotels.com are growing 

to be more important than brand in influencing bookings.  

Journals and Blogs: Online travel journals or travel blogs, such as Lonely 

Planet and Frommers, are popular. Finally, there are sites that are focused on 

building communities and CGM around travel, such as Yahoo! Travel's Trip 

Planner and TravelMuse. 

Flare-up of mobile usage and state-of-the-art mobile travel apps are the 

key growth drivers: Technology has changed the way people communicate and 
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travel, worldwide. With developing technology and increasing use of mobiles, 

easy and efficient methods are being developed to make traveling easy and 

comfortable 

Mobile Apps: Mobile travel apps are gradually acquiring pace in the market 

and are preferred by travelers to make their travel arrangements. Easy 

accessibility and hassle-free turning through online travel sites are major 

reasons for the market growth.   

Participants In Hospitality & Tourism Industry In India 

Make My Trip 

 MakeMyTrip.com, India’s leading online travel company was founded in 

the year 2000 by Deep Kalra. Created to empower the Indian traveller with 

instant booking and comprehensive choices, the company began its journey in 

the US-India travel market. It aimed to offer a range of best-value products and 

services along with cutting-edge technology and dedicated round-the-clock 

customer support After consolidating its position in the market as a brand 

familiar for its reliability and transparency, MakeMyTrip followed its success in 

the US by launching its India operations in 2005. With constant innovation and 

determination, MakeMyTrip proactively began to diversify its product offering, 

adding a variety of online and offline products and services. Today, MakeMyTrip 

is much more than just a travel portal or a famous pioneering brand - it is a one-

stop-travel-shop that offers the broadest selection of travel products and services 

in India   with dedicated 24x7 customer support and offices in 20 cities across 

India and 2 international offices in New York and San Francisco   

MakeMyTrip’s Products: 

1. International and Domestic Air Tickets, 

2. Holiday Packages and Hotels 

3. Domestic Bus and Rail Tickets 

4. Private Car and Taxi Rentals 

5. B2B and Affiliate Services 
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Irctc 

 Indian Railway Catering and Tourism Corporation Ltd. (IRCTC) is a 

Public Sector Enterprise under Ministry of Railways.   IRCTC was incorporated 

on 27th September, 1999 as an extended arm of the Indian Railways to upgrade, 

professionalize and manage the catering and hospitality services at stations, on 

trains and other locations and to promote domestic and international tourism 

through development of budget hotels, special tour packages, information & 

commercial publicity and global reservation systems. 

 Services provided: 

1. Food Plazas on Railway premises,  

2. Private Railways(Tejas Express) 

3. Railneer – Manufacturing Packaged Drinking Water   

4. Rail Tour Packages  

5. Internet Ticketing      

6. Refreshment Rooms,  

7. AVMs,  

8. Book Stalls,  

9. Milk Stalls, Ice Cream Stalls  

10. Hotels  

11. On Board Catering Services   

Goibibo 

 GOIBIBO is a B2C online travel aggregator. It is part of the GOIBIBO 

travel organisation. GOIBIBO.com was developed and launched by GOIBIBO 

Group in 2009.The platform enable travellers   to search, compare and buy from 

across categories and width of travel suppliers for air tickets. GOIBIBO is a B2C 

online travel aggregator. It is part of the GOIBIBO travel and bus tickets. It 

access via mobile app and is available on IOS, Android and Windows. It provide 

search and booking features for fights, hotels and bus tickets. GOIBIBO is the 

largest online hotels booking engine in India and also one of the leading air 

aggregator. GOIBIBO is also the number one ranked mobile app under the travel 

category. GOIBIBO’s core value differentiator is delivery of the fastest and the 
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most trusted user experiences, be it in terms of quickest search and booking, 

fastest payments, settlement and refund processes. GOIBIBO has grown its 

hotels booking volumes by times in 2015 over the previous year. Seventy percent 

of hotel bookings take place on GOIBIBO’s mobile app. 

Yatra  

 Is an Indian online travel agency and a travel search engine based in 

Gurgaon Haryana, founded by Dhruv Shringi, Manish Amin and Sabina Chopra 

in August 2006.In April 2012, it was the second largest online travel website in 

india, with 30% share of 370 billion doller market for online travel-related 

transactions., it also launched a "holiday-cum-shopping card" with State Bank of 

Indio(SBI), India's gst bank. Acquisition-Yatra.com has made three acquisitions l 

now-ticket consolidator Travel Services International(TS) in October 2010, global 

distribution system.    

 Cleartrip 

 Cleartrip Pvt. Ltd. is an Indian online travel company providing online 

booking services for flights and train tickets, hotel reservations, and domestic 

and international holiday packages. it is amongst the top Online Travel agencies 

in India. Apart from India, it is also featured as a leading Online Travel agency 

in Gulf Region. it was founded by Mathhew Spacie, Hrush Bhatt & Stuart 

Crighton in 2006. Following slogan ‘Making Travel Simple’, it provides easy 

booking to travellers along with useful travel tips through their website.   

Cleartrip launched its first overseas venture in the UAE. In May 2012, it started 

services to the Gulf nations of Oman, Qatar, Kuwait, Bahrain, Saudi Arabia. In 

August 2014, Cleartrip established booking contracts with over 15,000 hotels 

across the globe and reported approximately 15,000 air transactions and 2,000 

hotel bookings on its portal  

Products and Services 

1. Flight and Retail Booking 

2. Cleartrip Mobile 

3. Hotel Reservation 

4. Cleartrip for Business 
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5. Hotel Packages 

Review of online hospitality industry: 

   Indian domestic travel market is rising to become a $48 billion industry 

by 2020 says a new report published by Google India along with Boston 

Consulting Group (BCG). As per the report, Indian travel market is projected to 

grow at 11-11.5% to $48 billion by 2020 with the biggest contributor, air travel 

expected to grow at 15% to $30 billion. Hotels will grow at 13% to $13 billion by 

2020 while railways will remain largely stagnant at $5 billion.  Additionally, as 

more people come online, Smartphone penetration improves and use of digital 

payments goes up, the report estimates that India’s online hotel market will 

grow to US$4 billion with 31% penetration at a CAGR of 25%  Online travel 

providers aim to ease travel planning and bookings for travelers. The online 

travel market is driven by quick and convenient flight and hotel bookings, rise in 

customers’ trust in online payment, and ability to compare various available 

travel options. These days market players are extensively offering travel services 

through mobile websites and apps, as it is one of the most preferred mediums of 

travel bookings, particularly among the young professionals. Travel is a high 

investment – both monetary and emotional - category. Technology has led to 

democratization of travel through better information and price discovery.   

Conclusion: 

Online tourism industry is increasing very rapidly and millions of people 

are directly and indirectly associated with this industry. E commerce plays key 

role in tourism industry across the world. In India, with the emergence of smart 

phones, tablets, laptops and especially internet, one could see drastic changes in 

this industry. Especially in flight bookings and hotel bookings, these e-commerce 

sights play vital role. There is enormous growth potential for this industry. 

Market players are introducing new and enhanced versions of mobile apps, 

which offer great travel deals and hassle-free booking to attract young travellers. 

The growth is attributed to the increase in disposable income, rise in middle-

class segment, and greater penetration of Internet facilities. 
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Abstract 

 Digital marketing is also the type of marketing that promotes products 

and services by utilizing the internet and online – based digital technology 

such as mobile phones, computers and other digital media platforms. Digital 

marketing is a role that continues to evolve, with new trends appearing year 

after year, with new trends appearing year after year, leaving advertisers with 

a plethora of options. Though reaching the right audience with relevant 

material that at the right time remains a significant problem of marketers, the 

sheer amount of digital tools and methods available may make digital 

campaigns incredibly complicated. The impact of digital marketing in today’s 

world are highlighted in this article.  

Keywords 

Digital, marketing, opportunities, challenges  

Introduction  

 The promotion of brands to engage with potential customers via the internet and other 

types of digital communication is known as digital marketing, sometimes known as online 

marketing, sometimes. This includes text and multimedia messages as well as email, social 

media and web-based advertising. However digital marketing is defined as any marketing 

campaign that utilizes digital communication. Digital marketing tools are used to convert the 

prospects in the aspect of increasing the demand of the commodity and its reputation. A 

company’s digital marketing strategy may include numerous channels or focus solely on one.  

 For good reason, digital marketing and inbound marketing are frequently conflated. 

Many of the same techniques that are used in inbound marketing that are used in digital 

marketing , including email and web content, to mention a few. Both exist to attract attention 

of the customers and convert into profit during the buyer’s journey.  

 Almost every business attempted to build an online presence that needed to be 

popularized through digital resources during Covid 19, which boosted the area of digital 

marketing significantly. Digital marketing is an industry that increase the job opportunities 

which helps to destroy unemployment in the society. In the term of new communication the 

demand for qualified employees to were increased. The growing trend of business 

digitization has necessitated the hiring of professionals who are familiar with both the 
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business and workings of digital marketing. When the concept of marketing was first 

introduced, schools and institutions began offering post-graduate marketing degrees. With the 

advancement of the concept of digital marketing, many universities are now offering online 

digital marketing degrees, when it comes to the best online marketing packages, there is a lot 

to pick from. However the digital economy has pervaded every aspect of our lives, and it 

shows no signs of abating. In comparison to traditional marketing, there is currently a 

substantial expenditure allocated to digital marketing. 

 Right now, digital marketing is exploding. Many digital marketing businesses are 

looking for good and creative personnel as they grow. Some people are drawn to the field 

solely because they possess a creative mind. In some aspects, digital marketing is similar to 

traditional marketing, which have a product to sell and are seeking for ways to communicate 

with customers in order to create brand awareness and ultimately close a deal. Digital 

marketing now encompasses more responsibilities and abilities than ever before, and it is the 

business’s adaptability and versality that makes it so fascinating and engaging.  

Conclusion 

 Digital technology is a driving force in society. The influence is so great that there are 

locations on the planet where people do not have access to clean water but do own 

smartphones. Digital marketing has a huge impact on people’s lives nowadays. It has an 

impact on how people socialize, work, shop, and live. Everyday, around 3 billion people 

utilize social networking sites around the world. People are more likely to follow brands on 

social media than celebrities, according to a survey done by a marketing firm. Around 80% of 

users on the photo sharing platform(Instagram) follow at least one brand. As a result, its long 

past time for digital media to be used to improve a brand’s image, as well as other business-

related tasks. It is less difficult than traditional marketing and it aids in the acquisition of 

more clients, resulting in a rise in profit. 
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Abstract: 

Today‟s age is digital marketing. It is a reliable means to 

reach implied customers. Digital marketing is certainly a boundless 

part of today‟s marketing span. Localization is the grit of any 

marketing. There is a variety of components that marketers look 

forward to and language is one of them. India is a country with 121 

languages and 270 mother tongues. Most Indians prefer to read, 

write and communicate in their regional language. English is 

however invincible language in various fields. But now day‟s 

consumers are extensively discrete. Regional language use in online 

content can help brands acquire an enhanced amount of user 

commitment and response. It is needed to confine content for 

accumulation embracing in digital marketing. With local language 

advertising, brands get a chance to attain the utmost consumers at 

a reasonably less significant price. 9 out of 10 new internet users in 

India over the next 5 years are likely to be Indian language users. 

Keywords: digital marketing, regional language, social media, internet 

Introduction: 

Digital marketing is one of the most important parts of the marketing 

spectrum today. Digital marketing has ample scope, but the language is the 

primary blemish in it. The English language is especially used on the internet. 

According to Comscore data, from March 2020 to March 2021, there have been 

nearly around 62 million new internet users from the regional markets of India. 

Reasonable mobile phones with cost-effective data plans and the easiness of 

using local language keyboards are some of the factors that are foremost to this 

upsurge and along with it, the growth of regional or Indian language content 

consumption. Making use of regional language in digital marketing will benefit 

companies and brands to get an exceptional amount of consumer feedback. India 

is a country of different religions, great heritage, and a varied assortment of 

languages like Hindi, Tamil, Telugu, Marathi, Malayalam, Gujarati, Sindhi, and 
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Urdu. The internet users in India are increasing gradually. Smartphone users 

are also rising in India‟s rural areas and that is the cause of digital marketing 

acquiring importance in regional languages. Nowadays, different brands acquire 

the market using the proper regional language marketing. In digital marketing 

Regional language helps to engage customers emotionally attached. Different 

components of digital marketing like Search Engine Optimization (SEO), 

Content marketing, and Social media are taking advantage of the regional 

language marketing and catching the customers. Today it is essential to focus on 

the customers consistent with locations with regional digital content. 

Objectives of the Study: 

The objective of this study is: 

1. To analyze the impact of regional languages in digital marketing 

2. To study the use and  importance of Indian regional languages in digital 

marketing 

Methodology:  

This research paper is expressive and entirely based on secondary data. The 

essential data is collected from the different published articles, websites, 

national and international journals, government reports, books, newspapers, and 

blogs. 

The exploration of the domain of vernaculars from the digital 

marketing perspective: 

Digital Marketing advantage: High rate of consumer response & 

engagement: 

“If you talk to a man in a language he understood, that goes to his head. If you 

talk to him in his language, that goes to his heart”- Nelson Mandela. In digital 

marketing the most important thing is to target the consumer. Language is one 

of the primary components of digital marketing to upsurge it. The English 

language is virtuous on a worldwide basis, but it comes to India it is fairly 

challenging. Most digital marketing websites are indeed in English. But it is 

necessary to make use of regional language to reach out to more consumers. 

India is a country with diversity and rich cultural traditions. The amount of 
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digital content in a regional language is barely comparable to its consumers. 

With native language advertising, brands have the opportunity to reach a 

maximum audience at a comparatively lower cost.   

Use of regional language in Digital marketing:  

Google Search Engine Optimization (SEO): 

According to research with CSA‟s “Can‟t Read Won‟t Buy”, 68 % of internet users 

found to prefer the regional language in digital content as more reliable. And 

88% of users retort to a digital advertisement in their regional language. Google 

search engine supports the nine Indian languages Hindi, Tamil, Telugu, Bengali, 

Gujarati, Marathi, Kannada, Malayalam, and Punjabi. It is also possible to hear 

results in the Indian language. The business will successfully grow, capture the 

local market, and get benefited via technical SEO strategy. 

 Adoption of Regional language by Social Media: 

Ultimate popular social Media like Facebook, WhatsApp, Twitter, Instagram, 

and YouTube are started to adopt this digital marketing strategy. This will fetch 

further stroke in the future. The early endorser brands will have a first-mover 

advantage, but the dawdlers may never take off.  

Facebook:  

Facebook also enables internet users to use the language of their choice. Users 

can choose any one Indian language and create content using it and run 

campaigns on Facebook. This approach will help to get extra freight to the 

business site and get more sales. 

YouTube 

At present, there are 467 million YouTube users in India. Video 

consumption and use of Indian regional languages on the YouTube platform is 

also sighted increasing numbers of content creators and viewers including 

languages like Hindi, Tamil, and Bengali. Some regional language YouTube 

stars such as Nisha Madhulikas is a chief and started nishamadhulika Hindi 

language YouTube channel, at present having 12.6 million subscribers and 

approximately 2.5 crores annual income, Madhura Bachal is also a chief and 

started Madhuras recipes Marathi language YouTube channel in 2016 and till 
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6.2 million subscribers with 1.5 crores annual revenue. Sandeep Maheshwari is a 

motivational speaker in the Hindi language on YouTube has 22.4 million 

subscribers and around 30 crores annual income.  

Instagram:  

Instagram is one of the key social networks in digital marketing. It currently 

supports the Bengali, Gujarati, Hindi, Kannada, Malayalam, Marathi, Punjabi, 

Tamil, and Telugu languages of India. It is possible to promote personal brands, 

small businesses, and large organizations.            

 Twitter: 

Manish Maheshwari as Twitter India head, the microblogging network has now 

restructured its website to help users localize content in seven Indian languages 

Marathi, Hindi, Gujarati, Urdu, Tamil, Bengali, and Kannada. So Indian people 

can join and connect people in their language. 

The Secret of Success: Brands benefited from advertising in regional 

languages: 

In India, the use of regional languages has been a crucial part of a brand‟s social 

consequence and consumer response. Language usage growing in popularity 

online and benefit to set up language first digital brand campaigns at scale. 

 Following are some successive brands stories promoted advertising in regional 

language: 

 Policy Bazaar:  

It is India‟s leading online insurance marketplace. Policy Bazaar uses the Google 

trends such as Jivan Bima Plan (life insurance plan), sabse sasta term plan (the 

cheapest term plan), and tailored creative messaging around search interest for 

these terms. This strategy leads Policy Bazaar‟s cost per lead to be 18% lower, 

leading to a 4% increase in incremental leads, and an 11% increase in clicks 

through local-language keywords in comparison to the English language 

advertisement. 

Kotak Mahindra Bank: 

Kotak Mahindra Bank: Kotak 811 is a brand new instant bank financial savings 

account presented with the aid of using Kotak Mahindra Bank that lets 
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customers open financial savings account through their app or online. The brand 

sought to improve the profitability of the accounts opened by increasing the 

number of new accounts while maintaining its cost per account opening.  

#smarthotohrapido: Rapido Bike-Taxis 

This advertisement is most popular in the Telugu language to show how the bike 

is for quick, comfortable rides at a low cost. Rapido is the first and fastest-

developing Bike taxi application in India and at present runs operations in more 

than 100 cities. Bike taxi platform, Rapido has introduced the release of its new 

360-diploma advertising campaign „Go Ohh with Rapido‟, highlighting the 

advantages of the use of the Rapido service. 

 Toofan wahi jo sab # PalatDe 

As India steps into the 100th anniversary of the Olympic Games, the digital 

marketing campaign welcomes and celebrates Thumps up Heroes with a new 

advertisement.  “Toofan Wahi jo sab palat de” is a new campaign, that 

encourages the people and the whole kingdom closer to the Olympics. The story 

of adaptability and strength ruled the social media platforms for ample likes and 

views. 

 Conclusion: 

India, with a population of 136.6 crores in 2021 has witnessed a huge 

179.8 percent boom in its social media consumer base since the beginning of the 

Digital India Campaign, launched in 2015. It is expected to grow its consumer 

base by 12 percent through 2023. So there is a need to grow business with a 

regional language. Brands need to develop their digital marketing strategies. 

Customers prefer to involve further with the content in their local language and 

this enhances the element of consistency along with personalized experience. 

With the growth in digital literacy and smartphone adoption, especially in rural 

India, adapting regional content and communication will play a key role in 

driving growth in India. 

 Suggestions: 

Currently, 54.9% of the top 10 million websites are in English. Hindi-language 

sites account for only 0.1% of all websites. That is expected to change soon. 
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Indian consumers cannot only be reached through English. In India, the demand 

for regional languages will increase as more users go online. The language 

diversity in India makes it necessary to develop a multilingual Indian SEO 

strategy to maximize the potential of the Indian market. It's a challenge that's 

worth the effort. 
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Abstract: 

Digital marketing has brought the business a new vision with 

the new marketing technique which transformed the traditional 

method into digital marketing style. This also impacted on 

consumer buying decision behavior. Digitization and easy access to 

the internet has made tremendous growth into the business and 

also consumer become aware before purchase of any goods & 

services. Social media is a boom in 21st century. Companies are 

always looking for a new marketing strategy for the business 

growth & profit. Digital marketing provide opportunity to the 

consumer to get complete information regarding the product or 

services provided by company. And to compare with the other 

product & can place order at any time 24*7 from any place. This 

research is to study the impact of digital marketing on consumers’ 

behavior. And the result shows digital marketing has positive 

impact on consumer’s behavior of all ages. Digital marketing grab 

all the focus than traditional marketing in 21st century. 

Keywords: Digital Marketing, Consumer Behavior, 21st century, Marketing, 

Online Shopping, Technology 

Introduction 

Digital marketing is also called as online marketing. This helps in 

marketing of products & services done by electronic devices like mobile phones, 

computer, laptop, tablet or other devices. Complete marketing is done through 

the internet to reach out to maximum customers in less time with the help of 

social media, mails, blogs, websites etc.to create a brand of your product and 

Services Company has to use digital marketing strategy to sustain in the 

competitive market for a longer period of time. It will help to create good 

relationship and communication with the consumer. 

Understanding the consumer behavior is important factor of marketing. As in 

this field customer is the king. You have to analyze what the need or 
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requirement of customer. What & when customer wants the things that should 

be studied by the business strategies. So to attract maximum consumer towards 

your brand. And retain them for longer period of time. Consumer behavior is 

affected by psychological, personal & social, cultural, marketing, situational 

factors. The simple definition is consumer behavior is the decision making 

process while buying any product or service on the basis of their liking to satisfy 

their needs & wants. 

Objectives: 

1. The objective is to determine the impact of digital marketing on consumer 

behavior. 

2. The objective is to determine how the digital marketing helps to create the 

brand name of the product or services. 

3. The objective is to find out how digital marketing becomes more important for 

business growth & profit. 

4. The objective is to find how traditional marketing has shifted over digital 

marketing. 

5. The objective is to determine whether consumer is aware about digital 

marketing. 

Traditional Marketing  V/S  Digital Marketing: 

The main difference between traditional marketing & digital marketing is 

the medium through which the consumer gets the information regarding the 

product and services. While traditional marketing uses traditional media like 

newspaper, magazines, pamphlet and digital marketing uses digital media like 

social media, websites and blogs. There should be right balance between both the 

strategies. As both pay important role in business marketing. Digital marketing 

is less time consuming and less costly compare to traditional marketing. You can 

grab maximum audience in less time and price than through digital marketing 

than traditional marketing.  

Challenges & Oppourtunites in Digital Marketing: 

As digital marketing is a buzz word in 21st century so there are number of 

challenges and opportunities in this digitization era. Digital marketing has 
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become powerful tool for communicating with existing and new customers. As in 

this pandemic situation there are number of changes in the consumer behavior. 

Due to this Covid situation there are various restrictions on our daily lives. 

People are forced to live differently in this pandemic, make the business to find 

out different strategies to reach their targeted customer. Challenges are to 

constantly know the need and expectations of customer and fulfill those 

requirements to stand in the market. To showcase your products & service brand 

through various ways using digital marketing to attract the maximum consumer. 

And to retain that consumer is the another challenge.as there is tremendous 

competition in the market.as digital marketing uses internet and online 

shopping through using Google pay, NEFT, Phone Pay etc.so security while data 

sharing must be maintained. Now a day’s customer is aware of all the product 

and services before buying any goods. They review all the information before 

making decision of purchasing any product. They see the reviews and comments 

of different consumers and then decide to buy. So this is one of the challenges to 

give quality of goods and service to attract the consumer. 

Regarding the opportunities of digital marketing as customer is now 

aware of internet technology so it becomes easy to attract the customer through 

social media, websites and blogs by creating advertisements through digital 

medium. In this pandemic situation digital marketing help new entrepreneurs to 

do their start up.it helps in freelancing in this Covid situation helps in making 

economic growth. As an opportunity digital marketing has given job opportunity 

for the job seekers like SEO, freelancer, social media marketer and etc.it helps to 

change the working style in the industry. It helps to grow the business 

internationally via digital marketing. Digitization gives the opportunity to reach 

to maximum number of customer with different products and services of 

company through online platform or e-commerce. Digital marketing is the 

customer centric process which gives opportunities to the business to create their 

image, reputation and brand in the mind of consumer. And with the view of 

consumer, digital marketing gives you opportunity to get all the information 
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before buying any product or service according to your need and wants which has 

impacted on consumer buying behavior. 

Hypothesis: 

As hypothesis is related to objective of research. Hypothesis might be as 

follows: There is significant positive impact of digital marketing on consumer 

behavior in 21st century. 

Methodology 

Random sampling technique with 21 respondent’s data was collected for study. 

Primary Data: Questionnaire with Google form circulated for response. 

Secondary data: library books, internet, websites. 

Limitations: This study intends to cover on sample data of 21 respondents 

collected from my area, relatives and friends. It may not give same results 

generalized to other area. 

Data Analysis and Interpretation: 

Findings of the study on questioner are as follows: 

1. Questionnaire regarding do you like to do shopping through the use of digital 

marketing? 19% No and 81% Yes. 

2. What do you like: Traditional marketing or Digital marketing: 52.4% Digital 

Marketing and 47.6% Traditional Marketing. 

3. Do you think digital marketing is convenient & easy to use? 76.2% Yes and 

23.8% No. 

4. Do you think digital marketing is price & time saving? 76.2% Yes and 23.8% 

No. 

5. Do you think digital marketing is secured?: 52.4 Yes and 47.6% No 

6. Do you think information regarding the products you get is satisfactory?: 

61.9% Yes and 38.1% No 

7. Do you think digital marketing made impact on consumer buying behavior? 

90.5% Yes and 14.3% No 

8. Do you collect information before purchasing the product? 95.2%Yes and 

4.8%No. 
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9. How often do you buy products using digital channel? 47.6% sometimes, 

47.6% frequently, 4.8% Never, 0% rarely. 

10. Are you satisfied with the product bought through digital channel? 90.5% 

Satisfied and 19%Not Satisfied 
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Conclusion: 

1. According to study of sample data collected & the hypothesis the consumer 

likes to do shopping with the help of digital marketing. 

2. According to consumer it is easy and convenient to use and it is price & time 

saving. 

3. According to the response got from consumer they feel digital marketing is 

secure and the information we get about the product and services is 

satisfactory. 

4. According to response there is a impact of digital marketing on consumer 

buying behavior. 

5. According to study consumer collect the information before purchasing the 

product. 

6. According to study most of the consumer frequently buys the product using 

digital channel. 

7. Study shows that consumer is satisfied with the product they bought through 

digital channel. 

Suggestion: 

1. In this pandemic situation digital marketing help the people in many ways to 

overcome the barriers coming in day to day basis while living in restricted 

situations.so digital marketing should be adopted by all age groups. 

2. Awareness regarding the use and importance of digital marketing should be 

created among youth and all the stakeholders of the company. 
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3. Regarding security issues should be guided while using digital marketing 

strategy. 
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Abstract 

Interest is a valuable tool that motivates us to work hard. 

Interest levels are a better measure of good instruction. Teacher 

educators must encourage lifelong learning in their students and 

encourage them to explore what makes them unique so that they 

can construct a life around their passions. The objective of the study 

was to measure the interest in teaching of male and female 

secondary teacher trainees as well as secondary teacher trainees of 

Arts and Science stream. The sample was chosen at random by the 

researcher, and 148 Secondary teacher trainees were chosen. The 

researcher used the Interest in Teaching Scale Test to collect data. 

Developed by a researcher. The study's main finding was that male 

secondary teacher trainees have a lower interest in teaching (20.25) 

than female secondary teacher trainees (21.93), and secondary 

teacher trainees in the arts stream have a higher interest in 

teaching (22.09) than secondary teacher trainees in the science 

stream (21.12). 

Key words: Interest, Effective teaching, Lifelong learning, Motivate for their 

trainees, Build a life. 

Introduction   

Interest is a crucial factor in deciding whether or not to pursue a career as 

a teacher. Teacher trainees cannot give their dedication to teaching if they are 

not interested. Attention and interest are inextricably linked. Other persons 

have stronger interest in a matter of highest importance, as defined by interest 

as a sense of attachment or attractiveness toward a particular interest in 

reading books. Interest plays a unique role and has a unique location in the 

educational process. For teaching to be successful, interest is one of the criteria 

of learning that must exist in both the teacher and the trainees. Every process 

has some forms of interests and some likings, and each process delivers 
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temporary performance based on attitude and aptitude. Every person has a 

unique set of interests and experiences. The ancient and emphasise light and 

shadow, background and foreground comprehensible perspective in the world is 

given by interest alone. 

Interest is a natural element of being human. The word 'interest' has now 

acquired a distinct meaning for him. According to Fryer, there are two types of 

interest: subjective and objective. 'Interest is the propensity by which, after 

becoming interested in a specific experience, we wish to continue in it, interest in 

a latent attention, and attention is interest in action,' according to William. 

'Interest is an active form of some inclination,' according to driver. 

Interest is a powerful internal state. It makes the teacher educators feel 

energetic and excited, fully engaged and focused on their teaching and pay more 

attention. Teacher trainees tend to engage with it at a deeper level critical 

thinking, make connections between old and new knowledge. Interest helps to 

get exploring and interested in new things. Interest plays the role in determining 

the quality of the educational experience and teaching in COVID period. Interest 

of teacher trainees is a major issue in national, state, and local educational 

policy. Strong interest can help teacher trainees in find out the academic 

difficulties and perceptual disabilities because interest increases attention, recall 

and levels of effort and interest correlates with both academic and classroom 

performance.  

Internally, interest is a tremendous force. It makes teacher educators feel 

energised and enthusiastic about their work, totally involved and focused on 

their lessons, and more attentive. Teacher candidates are more likely to engage 

in critical thinking and establish connections between old and new knowledge. 

Exploration and interest in new things are aided by interest. In the COVID 

phase, interest plays a role in influencing the quality of the educational 

experience and teaching. Teacher education policy at the national, state, and 

municipal levels is dominated by the interests of teacher candidates. Because 

interest enhances attention, recall, and effort levels, and interest correlates with 

both academic and classroom performance, it can assist teacher trainees in 
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identifying academic issues and perceptual disorders. Interest's relevance as a 

motivator and the critical role it plays in education, particularly in affecting 

accomplishment and learning, has long been acknowledged. What people paid 

attention to and recalled was heavily influenced by their interests. Interest, 

according to John Dewey, aids learning, promotes comprehension, and 

stimulates effort as well as personal participation (Dewey, 1913). 

Literature Reviews 

According to United Nations (2020), “As of July 2020, 98.6% of learners 

worldwide were affected by the pandemic, representing 1.725 billion children 

and youth, from pre- primary to higher education, in 200 countries. Therefore, 

making learning possible and available from home-schooling has been the need 

of the hour. The shock of the COVID-19 crisis on education has been 

unprecedented. It has set the clock back on the attainment of international 

education goals, and disproportionately affected the poorer and most vulnerable. 

And yet, the education community has proved resilient, laying a groundwork for 

the rebound.” The Secretary-General of UNO, Mr Antonio Guterres (2020), said 

that “Education is the key to personal development and the future of societies. It 

unlocks opportunities and narrows inequalities. It is the bedrock of informed, 

tolerant societies, and a primary driver of sustainable development. The COVID-

19 pandemic has led to the largest disruption of education ever.” 

According to Hodges, Moore and Lockee (2020), “well- planned online 

learning is totally different from shifting online in response to a crisis, as the 

speed with which this shift is done could be shocking to faculty members and 

learners”. As per Petrie (2020), “As schools have been closed to cope with the 

global pandemic, students, parents and educators around the globe have felt the 

unexpected ripple effect of the COVID-19 pandemic. While governments, 

frontline workers and health officials are doing their best slowing down the 

outbreak, education systems are trying to continue imparting quality education 

for all during these difficult times. Many students at home/living space have 

undergone psychological and emotional distress and have been unable to engage 

productively. The best practices for online homeschooling are yet to be explored.” 
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The teacher should explore the interest, attitude, capacities, competencies 

and needs of the teacher trainees and guide them accordingly. A good teaching is 

not merely to impact information to the students but it is also to arouse self-

learning in them. From this point of view the teaching should be natural and 

interesting, so that their students get motivated for self-learning and enabling 

them for establishing the contact with different subject of the curriculum and 

environment themselves.   

Objective of the study   

1. To compare the interest in teaching between male and female secondary 

teacher trainees.  

2. To compare the interest in teaching of secondary teacher trainees between 

Arts and Science stream.   

Research Hypothesis  

1. There is significant difference in interest in teaching between male and 

female secondary teacher trainees.  

2. There is significant difference in interest in teaching of secondary teacher 

trainees between Arts and Science stream.    

Null Hypothesis  

1. There is no significant difference in interest in teaching between male and 

female secondary teacher trainees.   

2. There is no significant difference in interest in teaching of secondary teacher 

trainees between Arts and Science stream. Materials and methods were 

employed in this study to conduct a survey using the descriptive research 

method. 

Population and Sample: The whole population of secondary teacher trainees 

in Medchal District was considered, and 148 secondary teacher trainees were 

chosen at random for this study. 

Data collection tool- Interest scale in teaching was prepared by the researcher.   

Results Objective 1. To compare the interest in teaching between male and 

female teacher trainees.   
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Table 1. Mean, SD and t-ratio of interest of male and female teacher 

trainees. 

Group  N Maen S D 

t-

ratios 

Male 73 20.25 3.01   

Female 75 21.93 3.09 3.349 

Significant at .05 level of significance 

From the table 1 At the.05 level of significance, the estimated t-ratio of 

3.349 is bigger than the table value of t ratio. As a result, the null hypothesis 

that "There is no significant difference in interest in teaching between male and 

female secondary teacher trainees" is rejected at the 0.05 level of significance, 

and the research hypothesis that "There is a significant difference in interest in 

teaching between male and female secondary teacher trainees" is accepted. As a 

result, it is reported that male and female secondary teacher trainees have 

significantly different levels of enthusiasm in teaching. 

 

Fig 1.  Mean of interest in teaching of male and female teacher trainees   

Fig 1 shows that male secondary teacher trainees have a lower interest in 

teaching at 20.25 than female secondary teacher trainees, who have a higher 

interest at 21.93. At the.05 level of significance, the difference in interest in 

teaching between male and female secondary teacher trainees is significant. As a 

result, it is stated that secondary school males Objective 2. To compare the 

interest in teaching of secondary teacher trainees between Arts and Science 

stream.   
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Table 2. Mean, SD and t-ratio of interest in teaching of secondary teacher 

trainees of science and arts stream 

Group  N Maen S D 

t-

ratios 

Arts 76 22.09 2.98   

Science 72 21.12 2.81 2.16 

Significant at .05 level of significance 

From the table 02 At the.05 level of significance, the estimated value of t-

ratio 2.160 is bigger than the table value of t ratio. As a result, the null 

hypothesis that "There is no significant difference in interest in teaching of 

secondary teacher trainees between Arts and Science stream" is rejected at 

the.05 level of significance, and the research hypothesis that "There is significant 

difference in interest in teaching of secondary teacher trainees between Arts and 

Science stream" is accepted. As a result, it is reported that there is a 

considerable variation in secondary teacher trainees' interest in teaching 

between the Arts and Science streams. 

 

Fig. 2.  Mean of interest in teaching of secondary teacher trainees of Arts and 

Science stream. 

It is observed from Fig. 2indicates secondary teacher trainees in the Arts 

stream had a higher interest in teaching at 22.09 than secondary teacher 

trainees in the Science stream, who have a lower interest at 21.12. There is a 

substantial difference in secondary teacher trainees' interest in teaching between 

the Arts and Science streams at the 0.05 level of significance. As a result, 
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secondary teacher trainees in the arts stream have a higher level of interest in 

teaching than secondary teacher trainees in the scientific stream. Students who 

receive a science education are more likely to develop scientific skills that can be 

applied in the workplace afterwards. Problem-solving skills and critical thinking 

skills were among the parents' opinions of the benefits of science education for 

their children. It's critical for students to be able to use their science process 

abilities in their daily lives. Female teacher trainees' favourable attitudes and 

values regarding the subject of teacher education in order to pique their 

children's interest in teacher education-related jobs.  Sending children to teacher 

training classes, providing financial support for teaching activities, encouraging 

a culture of teaching values at home, and encouraging children to explore 

teaching-related careers are all examples of supportive efforts to promote and 

facilitate an interest in teacher education-related careers. 

Conclusion  

After analysing and interpreting the data, it is possible to conclude that 

male secondary teacher trainees have a lower interest (20.25) in teaching than 

female secondary teacher trainees (21.93), and secondary teacher trainees in the 

arts stream have a higher interest (22.09) in teaching than secondary teacher 

trainees in the science stream (21.12). This study found that a teacher trainee's 

interest in a teaching-related job can be crucial in building motivation. As a 

result, those in formal institutions, as well as informal and non-formal 

institutions, should be involved in the development of teaching curriculum 

through policies and programmes. One of the variables required for the 

successful implementation of a teacher education-friendly culture is the 

involvement of parents. Parents' backgrounds are thought to have an impact on 

how important it is to promote their children's education and teacher education. 

In terms of life adjustment and happiness, it is possible to regard interest to be 

essential. Being pleased and happy requires a high level of interest. Many 

colleges and universities now allow students to discover and follow their 

passions. Institutions are offering students a choice-based credit system 

depending on their interests. Teacher educators must instil a lifetime love of 
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learning in our students and encourage them to figure out what makes them tick 

so they can build a life around their passions. 
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Abstract: 

Artificial Intelligence in human resource management means 

enhancing the management of human resource workflow through 

adopting latest technologies and innovations in bring in great 

impacts on company. This study is to understand the base or 

evolution of human resource department in recruitment field using 

the secondary resources as sources of data. The study is to give 

pathway to work and explore more on Artificial intelligence in 

Human resource management and this topic on betterment or 

improvise of company’s efficiencies. 

Keywords: Artificial Intelligence, Human Resource Management, Recruitment. 

Introduction: 

Artificial Intelligence in Human resources helps in Scheduling with 

candidates, training sessions and other Human Resource Activities in another 

Area where Artificial Intelligence can help improve efficiency. This can help 

streamlining the entire process of scheduling on an organizational level. 

Candidate acquisition, scanning resumes without any bias, avoiding employee 

engagement, and answering real time questions that can help in the recruitment 

processes. Human Resource Chatbot is one of the major tools within Artificial 

Intelligence recruitment software that allows job seekers, employees to 

communicate through SMS, Website, other applications like WhatsApp. This 

application allows for meaningful exchanges without the need for Human 

resource managements to take their time. Workforce engagement aims to support 

operations planner, the team lead and agent. 

Impact of Artificial Intelligence in recruitment: 

1. The recruitment process has been significantly affected the organisation in 

identifying the suitable talent in brief period and how they will positively 

impact the business. 

2. This technology growth also has had a positive effect on automating the 
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repetitive, frequent processes in selection, were the entire process is 

enormously saving time and more effective. 

3. Reducing the line of recruiting workflow using the machine learning and auto 

screening resumes of candidates gives an upper hand to recruiters in more 

efficiency and help recruiters dedicate more time on other process and future 

steps. 

4. Database that can be generated through internet or using these technology 

advances has also been one key factor in revealing the effectiveness of 

selection and ease in future recruitment and hiring. 

5. The initial screening and verifying of candidate’s profile can be carried out in 

simplified manner, this can be very useful for both candidates to understand 

the status of each stage and where they can improve along with recruiters in 

their recruitment process and analytically in decision making processes. 

Review of Literature: 

Votto, Valecha, Najafirad and Rao (2021) in their study on Artificial 

Intelligence in Tactical Human resource management: A Systematic Literature 

Review in their Conceptual Study covers the evolutions of Recruitment, tactical 

human resource information systems components. The objective of the study was 

enhanced research developments within Human resource, information systems, 

and Artificial Intelligence. This study suggested Artificial Intelligence 

applications in managerial HRIS components, the academics and professionals to 

explore Artificial Intelligence, gain understanding for focusing their attentions to 

further grow. 

Oswal, Khaleeli and Alarmoti (2020) in their article on Recruitment in the 

era of industry 4.0: Use of artificial intelligence in Recruitment and Its Impact, 

the purpose of this article was to review the usage of Artificial Intelligence 

applications in the recruitment process, current usage of Artificial Intelligence 

for recruitment of high performing candidates most efficiently and effectively. 

The author’s presents this paper on conceptual studies and secondary resources. 

Authors concludes the paper through his suggestions on improving the overall 
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recruitment process by deleting the repetitive tasks done by Human Resource in 

recruiting and selection process through application of Artificial Intelligence. 

Geeta and Bhanu (2018) conducted research on Recruitment Through Artificial 

Intelligence: A conceptual study throws light on the techniques used by 

companies in Artificial Intelligence while recruitment. This study is based on 

secondary resources. It focused on what are the artificial intelligence currently 

used in Recruiting and its importance in recruitment.The authors concluded the 

paper on the growth of mart way of recruiting implementing the Artificial 

Intelligence and how it led to cost, time saving of organisation with more 

accuracy on entire recruitment. 

Nawaz (2019) in his study on artificial intelligence is transforming recruitment 

effectiveness in CMMI level companies based on primary and Secondary data. 

Primary data is collected through Questionnaire. The study covered areas of 

artificial intelligence providing opportunities, risk, and utilization in recruitment 

process. It was from Initial Stages of recruitment process that is Application, 

selecting and potential candidate for suitable job. 

Mirji (2021) paved her studies on Artificial Intelligence in Recruitment: 

Assessing Flipside. The purpose of this article is to assess the artificial applied in 

Recruitment Software. This article mainly focused on the barriers, challenges 

and inefficiency that was seen because of Human Resource professional absence 

in the process. The study was based on qualitative or conceptual in nature, Mirji 

also proposed there can tools designed that can help recruitment process that 

brings in Socio- Technical touch in the process. 

Method 

This study is completely on secondary data. The source of information is collected 

from articles, journals, research paper existing on the topic and websites from 

internet, existing data collected for the purposes of a prior study to pursue a 

research interest that is distinct from that of the original work. The qualitative 

data sets are collected through many approaches. 
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Objective of study 

The objective of this study is to understand the existing theories of Artificial 

Intelligence in Recruitment. 

Theories on AI in Human Intelligence. 

Meta Theoretical considerations of Artificial Intelligence is based on the 

wide theories accepted such as “The best Model of intelligence is Human brain”. 

The artificial intelligence theories develop and intuit good alternatives for 

human capitals. The Theory of AI is on laws of qualitative structure and 

simulation experiments. Computer areas are mostly complex operations, to 

simply and fit in the real world, many tools are available. 

Domain specific Knowledge and strategies initiate boundaries and 

theories to perform and incorporate mechanism. Boundaries lies on experimental 

questions on embedded programming convenience, more succinctly on qualitative 

structure. Designing, learning, and navigating external words anticipating 

domains and problem-solving concepts. Artificial Intelligence are boosting 

workflow and helps in forecast in management. This technology also improves 

organisational risk, mistakes and unusual patterns like frauds, unauthorized 

alerts by self- driven aspects and theories investing the human capitals and 

management. Many innovations have been helpful in enhancing the value of 

company on many ways, technologies have optimized operations and increase 

revenue and productivity of human resource management. The current AI in HR 

department has many tools such as Voice based chats and search like chatbots, 

Machine learning matching patterns, ATS, Assessment platform, cloud-based 

HR platforms, data workbench and many more. 

These tools and technologies had an effective impact on predictive analysis 

to automate recruitment and thus making the Human resource management 

easier and enabling efficiency in Human resource management. Technologies 

had benefited the companies in decision making process along with accuracy in 

workflow of companies. Minimizing bias, identifying best candidates, and 

eliminating unreliable assessments helping sort the domain, skills and 

technologies based on candidates’ interest on designations, skills, or necessities. 
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Conclusion: 

There are many tools and technologies that are important to improve the 

companies’ efficiencies. The changes in industry or economy have had a positive 

impact of technologies in Human resource management, Concepts like Diversity, 

inclusiveness and adopting the latest technologies in the human resource 

departments of companies has shown the lead in shift in companies’ strategies 

and operations. Adopting Artificial Intelligence in Human resource department 

has given the companies added advantage in easing the recruitment process. 

Recruiters have seen changes in recruitment lifecycle and candidate expenditure, 

this is all because the company is able to understand and make decisions based 

on the changes in the job market. 
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Abstract: 

In the 21st century marketing combines both traditional and 

digital networks to promote products and services. Before the 21st 

century, organizations had no advertising options other than 

conventional networks such as newspapers, television, radio flyers 

and pamphlet to reach their target customers. They focused on 

mass marketing campaigns to create awareness among the target 

market and influence latent customers to make purchasing 

decisions. The arrival of the internet transformed the concept of 

advertising into inbound marketing from outbound marketing.  

Introduction- 

Inbound marketing facilitates two-way interactive communication 

between organizations and customers through search engines and social media 

platforms, emails etc. whereas outbound marketing involves actively reaching 

out to consumers to get them interested in a product.Most of the brands in 

market keep working to find out the changing need of consumers, according to 

that needs developing suitable product and finding right market place to reach 

the right customer. The digital reform on internet has paved a new marketplace 

on Internet where everything and anything is available to explore and review 

and have a virtual feel. The article will bring focus on the scope of different 

digital trends. Due to COVID 19 pandemic and the lockdown restrictions, most of 

the businesses had to come up with urgent strategies to promote their product. 

And need a different approach to reach out to the target audience, other than the 

digital platforms. Small as well as big companies started promoting their brand 

on various digital media platforms. There was a extreme change in consumer 

behavior and due to this, the percentage of internet sales went higher than the 
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retail sales which leads to sudden shift from traditional marketing to digital 

marketing. 

Keywords: Digital marketing, Verticals of digital marketing, opportunities and 

challenges in digital marketing. 

Digital marketing 

Digital marketing is the form of marketing that uses the internet to 

promote its brand through digital platform. After realizing the power of the 

internet number of businesses started to shift from traditional ways of 

marketing to the digital world. Digital marketing is the best method to reach 

target audience in cost efficient manner and is easier to grow the business on 

faster rate. The Internet connects people from all across the world. So when you 

promote your brand over the internet, you are actually promoting it to the entire 

world. People from all over the world can see your product. So digital marketing 

offers global trade with low investments. In these days most of the customers use 

online shopping over going to the shops. Online shopping is feasible for both the 

customers as well as the brands, it makes easy to target a large audience in one 

space. Digital marketing is a constantly changing as it evolves very fast, changes 

could happen due to technological advancement, consumer’s behavior, etc. For 

the survival of business on the digital platform, it is important for companies to 

be updated with the latest trends and techniques in digital marketing. According 

to Statista.com in current scenario average user with internet spends 

approximately 3 h on internet platform daily and it makes it biggest platform to 

promote any brands to attract user or consumer. Daily time spent on social 

networking by internet users worldwide from 2012 to 2022:Source: Statista.com 
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Verticals of digital marketing 

Most of brands use digital marketing through various verticals which 

suits their product and means of communicating with their consumer. According 

to the statistics, 75% of marketers increased their company’s credibility and 

trust with digital marketing tactics. Choosing best vertical of digital marketing 

that give better ROI for brand is most important aspect in brand building. 

Widely used verticals of digital marketing are as follow. 

Content marketing  

It is the online content that the brands use to create interest and entertain the 

customer. Its main motive is just to keep the customer engaged. It is done for 

brand building and awareness purposes. 

Search engine marketing  

For example through Google AdWords one can promote their products through 

pop-up visuals like GIF, images etc. on search engine. 

Mobile Marketing  

 It is the way of reaching the audience through smartphone applications, social 

media platforms, emails, SMS, MMS, etc. 

Social Media Marketing  

It uses social media platforms like YouTube, Facebook, Instagram, Twitter, 

WhatsApp etc. to promote its business. It is termed as one of the efficient and 

cost effective way of digital marketing. 

Email Marketing  

Email marketing is the promotion of business by using email. It’s an old but 

effective and cost effective way of digital marketing. 

Influencer Marketing 

It endorses opinion influencers for promoting a particular business. Influencers 

help to build brand trust. According to statistics 49% of consumers claim that 

they depend on influencer recommendations on social media to inform their 

purchasing decision (Four communications, 2018). This means if the consumer 

feels confident about the review given by influencer, the chances of purchasing 

the product will be increased. 
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Affiliate Marketing  

It allows brands to promote their product through third party website to create 

traffic and publish information. This concept is also known as website marketing 

where commission to third party is received only on the sale of a product. 

Opportunities in Digital Marketing: 

AI in Marketing 

The world has been buzzing about how the Artificial Intelligence wave will 

take over every aspect of your lives in the future. Little do we realize, the change 

has already started, 60% of internet users have already interacted with an AI 

Chatbot for solving queries across multiple apps and websites like Flipkart and 

other shopping websites. Most of the content we consume on our social media 

platforms is finely-tuned by AIs to make us stay engaged for longer! AI is a 

complex algorithm that teaches itself by analyzing huge numbers of data about a 

certain field or topic and learns the patterns that work the best. The learning 

capabilities of the AI provide programmers with the ability to introduce effective 

changes in outcomes by letting the AI use the techniques it found works the best. 

AI can serve many functions and act as an extension to every digital marketer 

who knows how to use it. It is cost-efficient, precise, and extremely effective 

vertical. Nowadays so many enormous companies adopting these tools, every 

team must have a plan to incorporate AI in their array of tools. 

Chatbots 

A chatbot is a AI-based technology software application used to conduct an 

instant on-line chat conversation via text or text-to-speech, in lieu of providing 

direct contact with a live customer, and with site visitors. A Chatbot is a type of 

software that can help customers by automating conversations and interact with 

them through messaging platforms. Hence Chatbots are considered one of the 

top digital marketing trends. Businesses can benefit by the use of chatbots to 

engage with customers. Since there are number of users visiting the website at 

same time, so it beneficial to have a technology that answers hundreds of users 

simultaneously. The advantages of having chatbots are 24/7 customer service, 

instant responses to inquiries, and answers to simple questions. This virtual 

technological support provides excellent customer services, this means a 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

 

Komal Kamlesh Gaikwad 
612 

    

business can get rid of repetitive tasks and can focus on important work. 

Dominos has introduced a Facebook Chatbot to make the ordering process faster. 

The renowned restaurant offers the easiest way to order a pizza from 

“Anywhere”. 

 Today’s customers use different messaging networks to connect with a brand. 

These networks offer the benefit of ordering pizza from anywhere – through 

Facebook Messenger, texting, Amazon Alexa, Twitter, or a smartwatch. 

Augmented Reality 

By the definition of Wikipedia, Augmented Reality is an interactive 

experience of a real-world environment where the objects that reside in the real 

world are enhanced by computer-generated perceptual information. 

It consists of 3 basic features 

1. a combination of real and virtual worlds 

2. real-time interaction 

3. accurate 3D registration of virtual and real objects 

AR enhances both the real world and virtual reality while VR only  

enhances a fictional reality. Marketing experts foresee that AR will  

continue to outperform VR in terms of market share 

Source: Singlegrain.com 
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Brands are progressively using this AR technology to promote the consumer 

experience and increase sales. One such example is Lenskart, which has its own 

app that allows the users to take try on by themselves on their smartphones to 

test which specs, sunglasses, goggles suits them best. The users can move the 

face around to check out how the specs looks different from different angles. 

Voice Search Optimization 

According to research 60% of people use voice search at home, while 57.8% 

of people use voice search on their smartphones (Stone Temple, 2017). This 

massive adoption by the entire generation shows how popular voice search is 

going to be in future. This increasing adoption of voice search shows that the 

voice searches are increasing in accuracy, Google claims that their voice searches 

are 95% accurate. Global smart speaker sales reached an all-time high. In current 

scenario Amazon is the leading vendor in the global smart speaker market, with a 

market share of 26.4 percent in the third quarter of 2021, in the same quarter 

Google is Amazon’s closest competitor, with a share of 20.5 percent. With so many 

growth factors indicating the rise of voice search, making your website ready for 

voice search will be very crucial for the future. 

Programmatic Advertising 

Programmatic Ad Buying is the use of automated software to buy 

digital/media advertising. While the traditional Ad Buying method includes 

requests for proposals, human negotiation, and quotes while programmatic 

buying makes use of technology, algorithms and machines to buy ads. 

Programmatic Advertising is designed to replace human negotiations with 

machine learning and AI- optimization which helps to automatically buy and 

optimize digital campaigns, rather than buying directly from publishers. The 

objective is to increase efficiency and transparency for both the advertiser and 

the publisher. 
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Here’s how Programmatic Advertising works: 
Personalization 

If you want to outperform your competitors and want to stand out in the market, 

you must focus on personalizing content, products, emails, etc. Personalization is 

the next big trend that will soon become an industry standard. The best example 

to understand the power of personalization are Hotstar and Netflix, they have 

personalized recommended shows or movies for each user. 

Digital Marketing: Challenges 

Learning About Your Customers 

Targeting your audience will be more important aspect to grow your business in 

future. As SEO and paid promotion get more competitive, businesses can’t afford 

to waste time or money on content or keywords that are too comprehensive or 

poorly directed. One of the best tools for targeting the right audience is a buyer 

persona, which lets you visualize and helps to better understand your typical 

consumer. 

Creating Engaging Content 

Content marketing is very crucial aspect for digital marketers as it engaged and 

entertained consumers or viewers. Consumers and viewers are always starved 

for fresh content that educates them and points them in the right direction. 
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Content that will be especially popular in 2022 includes short- videos, live- 

streaming content, and Instagram and Facebook reels or short stories. 

Conclusion: 

Above article reveals that digital marketing is need of future. Through 

digital marketing companies and consumers can interact with each other by 

online mode which is time saving and cost efficient. In 21st century digital 

marketing evolves day by day which helps to scale business on grand level, 

which creates lots of opportunities in technological, digital media sector in 

future. 
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Abstract 

               Technology plays   a pivotal role as  a vehicle  for change in 

many discipline, especially in agriculture  sector new technology 

enhance productivity and food grain production on a  large extent. 

Agriculture has remained as a centerpiece of Indian economy, 

though it is a main source of livelihood for a majority of Indian 

population, it still stands as a technologically backward 

sector..Farmers  are tech savvy and are open to adopting new 

technologies  that can help them improve their income.  For 

instance, a  Face-book  group for organic farmers in India with a 

member strength of 25,000 has become an engaging platform for 

farmers to seek help or advice from other farmers.  Nowadays, 

technology is widely used in farming. Technology has enabled man 

to get rid of the manual efforts that he put into agriculture. Now 

there are machines to help him. We live in a world where 

technology is at the heart of our everyday lives. Similar to the 

transformations in other sectors, technology is sure to shape 

farming practices. Technology can transform Indian agriculture by 

addressing challenges related to quality, quantity, distribution and 

storage. Majority of Indian population still depends on agriculture 

as the main occupation. Not only is it the main source of livelihood 

for many but also the major   contributor to national GDP. Many 

farmers are still deprived of minimum facilities and that is one of 

the major reasons for low agricultural productivity in India. 

The Economic Survey 2017-18, highlighted that the percentage of 

agricultural workers of the total workforce would drop to 25.7 per 

cent by 2050 from 58.2 per cent in 2001. Therefore, there is a need 

to enhance the level of farm mechanization in the country. As a 

result, few startups are developing innovative ways to help and 

empower the farmer community. Farmers no longer have to apply 

water, fertilizers, and pesticides uniformly across entire fields. 

Instead, they can use the minimum quantities required and target 

every specific areas, or even treat individual plants differently. 

mailto:drtippannakolkar@gmail.com
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Benefits include Technology has played a big role in developing the 

agricultural industry.  

Introduction 

              The increasing rate of technological advancement across various 

disciplines, and in particular the agricultural sector, has resulted in increased 

efficiency and productivity. Recent advances in biotechnology research and 

development offer new prospects for increased food production and security in 

various jurisdictions. However, adoption and commercialization of existing and 

emerging technologies both at the farm and industry levels have been of great 

concern to governments and the food industry.   Nowadays, everything is 

modernized using technology. Technology has replaced even the most recent 

techniques for better and efficient outcomes. Earlier everything was manual; 

now everything is automatic and more advanced. Technology has been a great 

asset for human kind.  Presently one of the biggest needs of humanity for its 

existence is agriculture and   central stage is always occupied by the agricultural 

industry alone. This condition is irrespective of time and lifestyle changes. Few 

years back, the survival of agricultural industry was critical, but now the 

situation is contradictory where new developments in the industry have been 

made with the help of technology. The areas like productivity, cost and labour 

have been highly enhanced or supported with the help of technology. 

Categorizing   them, first comes the information technology which has played a 

vital role in circulating information in the field of agriculture. Agriculture has 

found its path sparking only after information exchange within it. Information 

here definitely means the data relating to market prices, demand, cultivation 

ideas and seasonal changes. Information relating to weather is the most 

important one which saves the farmer from any kind of losses in cultivation.  

Today Whatsapp groups are now used extensively by farmers to exchange 

knowledge and collaborate with peers. From ordering seeds online to seeking 

inputs on social media, there is rapid adoption of information technology by 

Indian farmers. Despite its importance to the economy, little has been done to 

revive the sector. From production challenges to financing inefficiencies, Indian 

agriculture is plagued by several issues. Inadequate farm equipments, lack of 
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access to fairly priced credit, distribution challenges due to intermediaries 

between farm to fork are some of the challenges facing the Indian farmer. 

Farmers are the sole risk bearers of all these challenges that arise in the farming 

cycle. Be it lack of quality tools, erratic monsoons or pest outbreaks, farmers 

have to face it all without any risk mitigation among other stakeholders. We live 

in a world where technology is at the heart of our everyday lives. Today   More 

and more agricultural practices have now been transformed using technology. 

Development of new innovations or  technologies require huge  amount of   

investment  in research and development  activities, But once innovation is 

accepted practically in agriculture  it is possible to grow crops even in a desert 

with the help of technology. 

Present Trend of   Production in Agriculture 

 Technologies that enable contract farming arrangements can help solve 

financing inefficiencies in the system. This reduces the farmer’s risk with 

guaranteed off-take arrangements and agri-inputs supplied by the contracting 

company. Apart from with this, technology can also help farmers avail crop 

insurance and credit that are rightly priced. This can be possible by analysing 

data from various sources including land records, weather analysis, historical 

and current satellite imagery and remote monitoring using drones. In spite of 

new technologies making their way into agriculture, some factors still hold back 

their adoption. Quite often, farmers can be hesitant to try out and invest in new 

technologies due to lack of clarity on ROI or lack of successful case studies of 

other farmers. Infrastructural issues like power supply and internet connectivity 

in remotely located farms can be a challenge while building connected farms or 

deploying   solutions. Last mile logistics, to get agriculture products, into the 

hands of farmers, is still a big challenge, and very often needs to rely on cash-

based traditional distribution channels, which are not nimble enough. Currently 

farmers choose crops on the basis of the trends of the last season. Technology can 

assist them in making right growing choices by carefully analyzing   demand, 

pricing and fluctuations in weather conditions. This will create a better balance 

between supply and demand. Technology enabled farming tools can be a boon for 
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small farms. Large machinery used in developed countries have  very little 

applicability in most of our small farms. The key is to build mechanized 

processes suitable for small farms, that reduces dependency on manual effort 

and results in better productivity. Technology based crop advisory around crop 

planning, pest control, disease mitigation can be very useful. Online 

marketplaces offering wide variety of authentic agriculture inputs that are 

backed by scientific agriculture -advisory can also help. 

Uses   of machines in farm holdings 

         Various types of modern agriculture machinery and technology are used in 

different agricultural operations nowadays. Different levels in crop production 

include – Primary and secondary level tillage of the soil, Seeding and planting, 

Cultivation, Fertilizer application and distribution, Pest control, Harvesting, 

Irrigation, Drainage , Transportation, Storage, Handling the residues of earlier 

crops etc. Since the olden times, animals were the primary source of energy when 

it was about tough jobs in farming. Later on, steam power started replacing the 

same. And then gas-powered tractors took over, followed by diesel engines. In the 

developed nations, it caused lowering the number of farm workers, however, 

farm production continuously increased with the use of agriculture machinery.  

Now a farmer can cultivate on more than 2 acres of land with less labor, and can 

cut costs even more when they are looking for a used tractor and other 

harvesting technology, versus new equipment. The use of planters and 

harvesters makes the process so easy. In agriculture, time and production are so 

important; you have to plant in time, harvest in time and deliver to stores in 

time. Modern agricultural technology allows  a small number of people to grow 

vast quantities of food and fiber in a shortest period of time. 

               Technology in agriculture has transformed and increased production 

and quality of produces. In modern times, farmers who are doing heavy works on 

farms using traditional and old agriculture tools are wasting their health and 

time. A tractor that used to be known as a technological genius in the 

agricultural field is old news now. The modern farm machinery has upgraded the 

agricultural industry for the best. Some of the essential and most used 

https://www.fastline.com/v100/listings.aspx?Category=Tractors
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machinery are Combine or Combine Harvester, Rotary Tiller, Plough or Plow, 

Tractor Trailer, Power Harrow, Leveler, water browser, ripper machine, and disc 

harrow. 

Cooling facilities 

           These are used buy farmers to deliver tomatoes and other perishable 

crops to keep them fresh as they transport them to the market. These cooling 

facilities are installed in food transportation trucks, so crops like tomatoes will 

stay fresh upon delivery. This is a win-win situation for both the consumers of 

these agricultural products and the farmers. How? the consumers gets these 

products while still fresh and the farmer will sell all their products because the 

demand will be high 

 Genetically produced plants 

          Like   potatoes, can resist diseases and pests, which rewards the farmer 

with good yields and saves them time. These crops grow very fast they produce 

healthy yields.  Since they are resistant to most diseases and pests, the farmer 

will spend less money on pesticides, which in return increases on their (RIO) 

return on investment. 

 Production and   Productivity in Agriculture 

        Since the introduction of economic planning in India, agricultural 

development has been receiving a special emphasis. It was only after 1965, i.e., 

from the mid-period of the Third Plan, special emphasis was laid on the 

development of the agricultural sector. Since then, a huge amount of fund was 

allocated for the development and modernization of this agricultural sector every 

year. In India the growth in gross area under all crops has increased from 122 

million hectares in 1949-50 to 151 million hectares in 1964-65 and then it 

increased to 188.4 million hectares in 2018-2019. Further, gross area under all 

food grains has increased from 99 million hectares in 1949-50 to 118 million 

hectares in 1964-65 and then to 138.2 million hectares in 2018-2019. Similarly, 

the gross area under all non-food-grains has also increased from 23 million 

hectares in 1949-50 to 33 million hectares in 1964-65 and then to 56.2 million 

hectares in 2018-2019. After the introduction of modern agricultural technique 
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along-with the adoption of hybrid seeds, extension of irrigation facilities and 

application of intensive method of cultivation in India, yield per hectare of all 

crops has recorded a steep rising trend. Agricultural production in India can be 

broadly classified into food crops and commercial crops. In India the major food 

crops include rice, wheat, pulses, coarse cereals etc. Similarly, the commercial 

crops or non-food crops include raw cotton, tea, coffee, raw jute, sugarcane, oil 

seeds etc. 

 Impact of Technology in Agriculture 

           Technology has had a great impact on agriculture. The productivity and 

yield of goods have increased, and at the same time, it has proved to be profitable 

for the farmers. Technology has not only made the farmers profitable but has 

brought us good products. It is a challenging task to meet the food demand of 

such a big population. In such a situation technology, has enabled the farmers to 

produce a much larger yield than ever before. With the advent of technology, we 

have got better and hybrid products. The nutritional value of crops has now 

increased, and plants are no more prone to diseases. Now our farmers no more 

depend on rainfall, they have pumps to irrigate their fields. Thus, the price of 

food items has gone down significantly. Scientists have prepared better DNAs of 

plants which are powerful enough to sustain any attack. Technology has 

primarily impacted this sector.                                                       

Impact of Technology  

Higher crop productivity Decreased  use of water, fertilizer, and pesticides, 

which in turn keeps food prices down Reduced impact on natural  Less runoff of 

chemicals into rivers and groundwater Increased worker safety 

Growth Trend of Food Grain  

            The government of India has set a target of record 285.2 million tonne of 

food grain production in the 2018-19 crop year despite deficit rains so far this 

monsoon. India harvested a record 284.83 million tonnes  of  food grain in the 

2017-18 crop year (July-June). The food grain  output in the 2017-18 crop year 

(July-June) is estimated at an all-time high 277.49 million tonnes, as per the 

second advance estimates released by the ministry in February. The record 
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production in last couple of years has led to fall in prices of agri-commodities and 

level of distress in farm sector. 

Year Production(Million Tonnes) 

2012-2013 257.13 

2013-2014 265.4 

2014-2015 252.2 

2015-2016 251.57 

2016-2017 275.11 

2017-2018 284.83 

Source: Department Of Agriculture Govt Of India Report (Jan-2018)  

Conclusion 

                 Majority of the poor in developing countries heavily depend on 

agriculture for survival, as a result, agriculture is considered as a key 

fundamental for stimulating economic growth, overcoming poverty, and 

enhancing food security. Productivity increases in agriculture can reduce poverty 

by increasing farmers’ income, reducing food prices  It is a good sign that 

technology has touched agriculture. The benefits that technology has provided in 

the agricultural sector are numerous. Technology has proved to be the perfect 

companion for farming. Global population has mostly been affected by the use of 

technology in agriculture. It is a real legacy and will be vastly useful in the 

future when we face scarcity in some of the most valuable natural resources the  

introduct i on  o f  technology  in  agri cul ture  has  led  to  a  massive  

increase  in  food productivity as well as removing any concerns 

relating to a scarcity of food in the future. Advancements in technology 

such as crop sensors, irrigation systems and fertilizers have all helped crop 

yields meet their maximum potential, and variable rate technologies have a l so  

ensured  that  fields  ob ta in  the  requi red  amount  o f  input  that  

wil l  as  a  resul t  l ead  to huge increases in production. History has 

shown that farmers have been relatively good down through the years 

at adopting new methods and technologies.  
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Abstract:  

 Social marketing utilizes commercial marketing strategies 

to improve the wellness of people by changing human behaviour for 

better living. The objective of the paper is to explore the role of 

digitalization for promoting social marketing. The paper is based on 

descriptive study, adopted historic research design and the 

researcher collected data through secondary method. The results 

shows that selling social marketing products by using digitalization 

as a tool helps to reach individuals of all ages across remote 

communities. 

Introduction 

 Social Marketing has the essential objective of accomplishing "social 

wellness". Social marketing is an approach used to develop activities aimed at 

changing or maintaining people's behaviour for the benefit of individuals and 

society as a whole. Commercial business advertising points are principally 

monetary; however, they can have positive social impacts too. Promoting the 

social marketing products such as contraceptives, anti-smoking like nicotex, 

anti-drug, promoting exercise and healthy eating, safe driving and so on through 

digital social media helps to grab the attention of the general public especially 

youths. 

Background: 

 The WHO defines health promotion as: “the process of enabling people to 

increase control over, and to improve, their health. It moves beyond a focus on 

individual behaviour towards a wide range of social and environmental 

interventions (NSMC, 2016).” With regards to general well-being, social 
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marketing would advance general well-being, bring awareness and induce 

changes in human behaviour. Social marketing is marketing designed to create 

social change, not to directly benefit a brand. Using traditional marketing 

techniques raises awareness of a given problem or cause and aims to convince an 

audience to change their behaviours (Huhn, 2019). Social marketing is a 

methodology used to develop strategies aimed at bringing expected changes in 

public behaviour for the advantage of combining individuals, groups, 

communities and society’s wellness. Merging the strategies from digital 

commercial marketing to promote social marketing became a demonstrated 

device for impacting the behaviour of targeted consumers in a cost-effective and 

manageable way. In this background, the present study has been taken. 

Statement of the Problem: 

A descriptive study is to understand the digitalization as a tool for promoting 

social marketing. 

Objectives of the Study: 

Explore the role of digitalization for promoting social marketing. 

Review of literature 

 Digital Marketing is growing at a rate of 25-30% in India annually. And, 

as per statistics, India has reached 500 million users of the internet at the end of 

2018. The high-speed digitization, digital portals, social media channels, etc lead 

to a growth of digital marketing in a trend par imagination (Kamble, 2019). 

“Instead of selling a product, social marketing “sells” a behaviour or lifestyle that 

benefits society, to create the desired change. This benefit to the public good is 

always the primary focus. And instead of showing how a product is better than 

competing products, social marketing “competes” against undesirable thoughts, 

behaviours, or actions”  (Huhn, 2019). Social media allow you to communicate on 

a personal basis with individual customers and groups (Business Queensland , 

2016). According to Marketing Sherpa, 95% of digital adults ages 18 to 34 are 

likely to follow a brand on social media. However, when users follow brands and 

engage with their social media profiles, it is because they find the content and 

information in these social media campaigns valuable (Smith, 2019).  
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Research Methodology: 

 The present is a descriptive study based on a historic research design. The 

researcher collected secondary data through various secondary sources such as 

journals, books, previous studies, and websites.  

Operational definitions 

Social Marketing: The definition applied in the study was by Philip Kotler, 

Nancy Lee, and Michael Rothschild (2006) “Social marketing is a process that 

applies marketing principles and techniques to create, communicate, and deliver 

value in order to influence target audience behaviours that benefit society (public 

health, safety, the environment, and communities) as well as the target 

audience.”  

Digital Marketing: The definition applied in the study was given by Kotler and 

Armstrong (2009), Digital marketing is a form of direct marketing that links 

consumers with sellers electronically using interactive technologies like emails, 

websites, digital forums and newsgroups, interactive television, mobile 

communications and so on (KB Manage). 

Social Products: In this paper, Social Products mean goods and services that 

are provided by the state or private for the benefit of the population and society. 

For social marketing, the "product" is a certain behavior you are trying to 

change. 

Social media hub: A social media hub or a social hub is a digital tool that 

collects content from various social networks and displays it all together (Miles, 

2017). 

Social Marketing  

 Social marketing was "born" as a discipline in the 1970s when Philip 

Kotler and Gerald Zaltman realized that the same marketing principles that 

were being used to sell products to consumers could be used to "sell" ideas, 

attitudes and behaviours. Kotler and Andreasen define social marketing as 

"differing from other areas of marketing only concerning the objectives of the 

marketer and his or her organization. Social marketing seeks to influence social 

behaviours not to benefit the marketer, but to benefit the target audience and 
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the general society." This technique has been used extensively in international 

health programs, especially for contraceptives and oral rehydration therapy 

(Weinreich). 

The 4 Ps of Social Marketing 

 The four essential elements for any marketing campaign, These “Ps” are 

product, price, place, and promotion, and they’re also known as the “marketing 

mix.” It need to define these factors before you design your social marketing 

campaign. 

Product: “The social marketing "product" is not necessarily a physical offering. 

A continuum of products exists, ranging from tangible, physical products (e.g., 

condoms), to services (e.g., medical exams), practices (e.g., breastfeeding, ORT or 

eating a heart-healthy diet) and finally, more intangible ideas (e.g., 

environmental protection). To have a viable product, people must first perceive 

that they have a genuine problem and that the product offering is a good solution 

for that problem” (Weinreich). 

Price: Minimize the “price” that your audience believes they have to “pay” for 

the desired social action to take place. This price isn’t all monetary. It’s also 

about minimizing the difficulty, time, and psychological/emotional costs that 

people will incur. So, when you’re designing a social marketing campaign, one 

needs to think about the obstacles that hinder your audience from performing 

the behaviour (Huhn, 2019) 

Place: "Place" describes the way that the product reaches the consumer. The 

questions need to answer such as how can you reach the target audience; do you 

need to recruit peers of your audience as “ambassadors,” to make the campaign 

more accessible to your audience? (Huhn, 2019). Are you going to limit the 

availability of your products only to digital or both digital and offline?  Another 

element of place is deciding how to ensure accessibility of the offering and 

quality of the service delivery (Weinreich).  

The place is where and when the target market will perform the desired 

behaviour, acquire any related tangible objects, and receive any associated 

services. Options include: 1. Physical locations 2.  Phone/Mobile devices 3. Mail  
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4. Fax 5. Internet 6. Mobile Unit 7. Where people shop 8. Where people hang out 

9. Home Delivery. (Kotler, 2011) 

Promotion: Finally, the last "P" is promotion. This one ties all 4 “Ps” together. 

Because of its visibility, this element is often mistakenly thought of as 

comprising the whole of social marketing. Promotion consists of the integrated 

use of advertising, public relations, promotions, media advocacy, personal selling 

and entertainment vehicles. The focus is on creating and sustaining demand for 

the product (Weinreich). Under promotion one need to finalize the channels and 

outlets will assist you with best to reach target audience and draw their 

attention to the social marketing campaign (Huhn, 2019).   

 Promotions are persuasive communications designed and delivered to 

inspire your target audience to action. Major social marketing communication 

channels include: 1. Digital selling 2. Advertising 3. Public Relations 4. Special 

Events 5. Printed Materials 6. Special Promotional Items 7. Displays 8. Personal 

Selling 9. Social Media 10. Popular/Entertainment Media. (Kotler, 2011) 

 At the same time, BUDGET Identifies price tags for strategies and 

activities with cost-related implications. 1. Product-related costs 2. Price-related 

costs 3. Place-related costs 4.  Promotion-related costs 5. Evaluation-related 

costs. (Kotler, 2011) 

Digital Marketing  

 Digital marketing is a set of tools and methodologies used for promoting 

products and services through the internet. Digital marketing includes a wider 

range of marketing elements than traditional business marketing due to the 

extra channels and marketing mechanisms available on the internet. Digital 

marketing is also known as internet marketing, web marketing, digital 

marketing and search engine marketing (SEM). (techopedia) Digital marketing 

can deliver benefits such as growth in potential, reduced expenses, elegant 

communications, better control, improved customer service, and competitive 

advantage. The broad digital marketing spectrum varies according to business 

requirements. Effective digital marketing programs leverage consumer data and 

customer relationship management systems. Digital marketing connects 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

 

Dr. Veda C.V  Mrs. Anitha.S 

 
629 

    

organizations with qualified potential customers and takes business 

development to a much higher level than traditional marketing. Digital 

marketing combines the internet's creative and technical tools, including design, 

development, sales and advertising, while focusing on the following primary 

business models: E-commerce, Lead-based websites, Affiliate marketing and 

Local search.  (techopedia) Digital marketing has several advantages, including:  

(techopedia) Low costs: Large audiences are reachable at a fraction of traditional 

advertising budgets, allowing businesses to create appealing consumer ads. 

Flexibility and convenience: Consumers may research and purchase products 

and services at their leisure. Analytics: Efficient statistical results are facilitated 

without extra costs. Multiple options: Advertising tools include pay-per-click 

advertising, email marketing and local search integration. Demographic 

targeting: Consumers can be demographically targeted much more effectively in 

a digital rather than an offline process. 

Social Product Marketing 

 “The Awareness-to-Revenue Customer Lifecycle includes a set of 

psychological transitions where customers become aware of, evaluate, like, 

advocate, and purchase a specific product or brand. A wise marketing team can 

track the number of individuals who transition through each phase and know 

how to implement programs that help increase the number of people who 

transition from one phase to the next”.  (Hinz, 2010) “Social media experts hope 

to leverage Facebook and other networks to increase awareness, but that only 

focus on awareness and disregard the other phases. By melding traditional 

marketing and social media into a single strategy called "Social Product 

Marketing," Social Marketing allows a company to use social collaboration to 

build communities of interest focused on their product or service and to build 

marketing programs to transition community members through the purchase 

lifecycle. The key is to build a social media hub focused on their product”. (Hinz, 

2010) 
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Results 

 Social marketing aims at the social goodness of people and society. Selling 

social marketing products by using digitalization as a tool helps to reach 

individuals of all ages as well as remote communities in the countryside. Social 

marketing is commonly used for causes like (Huhn, 2019). Health and safety, 

including Contraceptives, Anti-smoking, Anti-drug, Promoting exercise and 

healthy eating, safe driving, Railroad station safety environmental causes, 

including Anti-deforestation, Anti-littering, Endangered species awareness. 

Social activism includes illuminating struggles that people of color, people with 

disabilities, etc. face, then inspiring people to fight against mechanisms that 

create inequality, and anti-bullying. Non-profit organizations and philanthropies 

run the majority of social marketing campaigns. Government organizations, and 

emergency services (police, fire, ambulance) run them as well. But social 

marketing isn't feasible in case you're profit-oriented. Commercial brands and 

huge companies will sometimes run social marketing campaigns for causes they 

are passionate about or through corporate social responsibility activities  (Huhn, 

2019). The well-executed social marketing captures attention, and spreads 

awareness about a social issue, through creativity and emotion. Most 

importantly, it presents a compelling, simple way to make the world better, and 

makes this beneficial behaviour more desirable than any “competing” behaviour. 

Through these elements, social marketing can successfully “sell” a beneficial 

behaviour through digital or offline  (Huhn, 2019). 

Conclusion  

 Social marketing is predominately planned to promote social change more 

than selling just a product; it sells a behaviour change pr lifestyle that benefits 

society. Well-executed social marketing uses creativity and evokes emotions to 

motivate action, through visuals and catchy slogans  (Huhn, 2019). For those 

who are interested in promoting social products through digital, one must keep 

in mind the “4 Ps” product, price, place, and promotion of social marketing 

campaign. The promotion of social products through digital helps to reach the 

remote area of the country. The discoveries exhibited in this study presume that 
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even though digital-based marketing is more powerful than a traditional 

promotional channel, but it can't be executed without involving different types of 

traditional promoting channels.  

References 

1. Business Queensland . (2016, Nov 21st). Queensland government. Retrieved 

fromhttps://www.business.qld.gov.au/running-business/marketing-

sales/marketing-promotion/digital-marketing/social-media 

2. Hinz, P. (2010, oct 22). Commerce times. Retrieved from E-Business: 

https://www.ecommercetimes.com/story/71085.html 

3. Huhn, J. (2019, sept 5th). Retrieved from 

https://www.business2community.com/digital-marketing/what-is-social-

marketing-with-7-stellar-examples-02236451 

4. Kamble, O. (2019, june 18). The Growth of Digital Marketing in India. 

Retrieved from https://yourstory.com/mystory/the-growth-of-digital-

marketing-in-india 

5. KB Manage. (n.d.). Retrieved 2020, from 

https://www.kbmanage.com/concept/digital-marketing 

6. Kotler, N. L. (2011). Social Marketing: Influencing Behaviors for Good , 

Fourth Edition. SAGE. Retrieved from 

https://www.socialmarketingservice.com/site/assets/files/1010/socmkt_primer.

pdf 

7. Miles, K. (2017, sept 30). Taggbox. Retrieved from Event marketing: 

https://taggbox.com/blog/social-media-hub-for-website-event/ 

8. NSMC. (2016). Retrieved from https://www.thensmc.com/content/what-social-

marketing-1 

9. Smith, K. (2019, Aug 12th). lyfemarketing. Retrieved from 

https://www.lyfemarketing.com/blog/marketing-through-social-media/ 

10. techopedia. (n.d.). Retrieved January 2020, from 

https://www.techopedia.com/definition/26363/digital-marketing 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

 

Dr. Veda C.V  Mrs. Anitha.S 

 
632 

    

11. Weinreich, N. K. (n.d.). Weinreich communications. Retrieved January 2020, 

fromhttp://www.social-marketing.com/Whatis.html and 

http://dx.doi.org/10.4135/9781452224879.n4 

 
 



International Journal of Advance   ISSN – 2347-7075 

and Applied Research (IJAAR)   Impact Factor –7.328 

Peer Reviewed Bi-Monthly                Vol.9 Issue. 3 Jan-Feb-2022  

633 

www.ijaar.co.in 
 

 

 

  

ROLE OF SOCIAL MEDIA IN EFFECTIVENESS OF 

ADVERTISEMENT AND MARKETING 
 

 

Charushila Bhupal Tasgave 

Research Student, Shivaji University Kolhapur  

Email-tasgavecharushila@yahoo.in    

 

Abstract 

Today, we are in 21st century and people do not find time to 

come & interact with each other. Social media plays essential role 

in connecting themselves with social networking sites through 

which now people can stay far and yet remain connected. Social 

media allows people to freely interact with others and offers 

multiple ways for marketers to reach and engage with consumers. 

Information Technology‘s advancements are revolutionizing every 

firms and business. Social media marketing is the process of 

creating awareness, driving traffic and engaging your customers 

and prospects using social media channels. Despite the current 

boom of Social networking sites for marketing, this study reveals 

that effectiveness of advertising through social networking sites. 

However, a Social networking site provides the ideal platform for 

direct communication between organizations and customers. In 

recent days, internet advertising has taken new forms which have 

more advantages over the traditional mediums like print media, 

television and radio. Different strategies of communication are 

followed in various social networking sites like Facebook, Twitter, 

LinkedIn Orkut, what‘s app, you-tube and other sites. Social media 

has recently gained tremendous fame as a highly impactful channel 

of communication in these modern times of digitized living. 

Keywords: social media, marketing and advertisement. 

Introduction 

Over recent years, social media has grown to gain recognition as a 

pronounced and paramount marketing factor guiding the success of a 

product/service/business. claims that people in the early 1990s had begun 

forming opinions that the internet would become the next futuristic tool of 

relationship marketing. Most people regard social media as a mere platform 

available for sharing their daily updates and pictures on social networking sites 
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as Facebook and Twitter. In a more informed light, social media has proved itself 

to be a low cost information exchange platform available for one and all, be it 

consumers, businesses, organizations, governments, or any other entity, to learn, 

educate, share, build, market, advertise, and improvise on the central idea being 

circulated. No doubt social network is a significant new way of reaching people, 

but the market is far from being mature. 

Objectives of the study 

1. To study about Social Medias role in advertisement and marketing. 

2. To study factors influencing on social media advertisement and marketing. 

3. To study Advantages of Social media for advertisement and marketing. 

Research Methodology     

In order to study Role of Social Media on Effectiveness of Advertisement and 

Marketing Secondary data from different research papers, reports & articles 

data has been studied and analysed. 

What is social media? 

social media can be thought of in a few different ways. In a practical sense, it is a 

collection of software based digital technologies—usually presented as websites 

apps —that provide users with digital platforms in which they can send and 

receive digital information or content over some type of online social network. In 

this sense, we can think of social media as the major platforms and their 

features, such as Facebook, Instagram, and Twitter, what‘s app and you tube. 

We can also in practical terms of social media as another type of digital 

marketing channel that marketers can use to communicate with consumers 

through advertising 

Social Media Outlets/Platforms 

Social networking websites allow individuals to interact with one another and 

build relationships. When products or companies join those sites, people can 

interact with the product or company. That interaction feels personal to users 

because of their previous experiences with social networking site interactions. 

Social networking sites like Twitter, Facebook, Google Plus, YouTube, Pinterest 
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and blogs allow individual followers to ―retweet‖ or ―repost‖ comments made by 

the product being promoted. 

Cell Phones 

Cell phone usage has also become useful for social media marketing. Today, 

many cell phones have social networking facilities: individuals are notified of any 

happenings on social networking sites through their cell phones, in real-time. 

This constant connection to social networking sites means products and 

companies can constantly remind and update followers about their services, 

uses, importance, etc. Because cell phones are connected to social networking 

sites, advertisements are always in sight. Also many companies are now putting 

QR codes along with products for individuals to access the company‘s website or 

online services with their smartphones. 

Engagement  

In the context of the social web, engagement means that customers and 

stakeholders are participants rather than viewers. Social media in business 

allows anyone and everyone to express and share an opinion or idea somewhere 

along the business‘s path to market. Each participating customer becomes part 

of the marketing department, as other customers read their comments or 

reviews. The engagement process is then fundamental to successful social media 

marketing. 

Campaigns 

Adidas  

In 2007, Adidas, and their agency Carat, created a social media experience for 

soccer players. Adidas pitted two different cleat types against one another and 

asked people to ―choose your side.‖ The content focused on fostering an 

environment of friendly discussion and debate of Adidas‘ two models of elite 

soccer cleats/boots, Predator and F50 TUNIT. Visitors to the community had the 

opportunity to align themselves with one product ―team‖ and offer comments in 

support of their preferred model. The community included content about 

professional Adidas soccer players on each ―team,‖ rotational product views, 
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downloadable graphics, forum discussions, a link to additional product 

information, and a link to the adidas Mexico Fútbol profile page. 

Local Businesses  

Small businesses also use social networking sites as a promotional technique. 

Businesses can follow individuals social networking site uses in the local area 

and advertise specials and deals. These can be exclusive and in the form of ―get a 

free drink with a copy of this tweet‖. This type of message encourages other 

locals to follow the business on the sites in order to obtain the promotional deal. 

In the process, the business is getting seen and promoting itself. 

2008 Presidential Election  

The 2008 presidential campaign had a huge presence on social networking sites. 

Barack Obama, a Democratic candidate for US President, used Twitter and 

Facebook to differentiate his campaign. His social networking site profile pages 

were constantly being updated and interacting with followers. The use of social 

networking sites gave Barack Obama‘s campaign access to email addresses, as 

posted on social networking site profile pages. This allowed the Democratic Party 

to launch e-mail campaigns asking for votes and campaign donations 

tactics  

twitter  

Twitter allows companies to promote products on an individual level. The use of 

a product can be explained in short messages that followers are more likely to 

read. These messages appear on followers‘ home pages. Messages can link to the 

product‘s website, Facebook profile, photos, videos, etc. This link provides 

followers the opportunity to spend more time interacting with the product online. 

This interaction can create a loyal connection between product and individual 

and can also lead to larger advertising opportunities. Twitter promotes a product 

in real-time and brings customers in.  

Facebook 

 Facebook profiles are more detailed than Twitter. They allow a product to 

provide videos, photos, and longer descriptions. Videos can show when a product 

can be used as well as how to use it. These also can include testimonials as other 
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followers can comment on the product pages for others to see. Facebook can link 

back to the product‘s Twitter page as well as send out event reminders. Facebook 

promotes a product in real-time and brings customers in 

Blogs  

Blogs allow a product or company to provide longer descriptions of products or 

services. The longer description can include reasoning and uses. It can include 

testimonials and can link to and from Facebook, Twitter and many social 

network and blog pages. Blogs can be updated frequently and are promotional 

techniques for keeping customers. Other promotional uses are acquiring 

followers and subscribers and direct them to your social network pages. 

Instagram 

Facebook owns Instagram. Facebook and Instagram operates in similar ways. 

Instagram gives the low budget service for many companies. Instagram also 

offers different varieties such as fashion, beauty and lifestyles in add. Instagram 

is best platform for brand-recognition .60% audience says that they find new 

product on Instagram and 70% people take action after inspiring Instagram 

posts. Instagram is great friendly platform for marketing and advertisement.   

What’s app  

WhatsApp is the most popular messaging platform in the world. In 2020, its 

audience has grown up to 2 billion active users monthly. WhatsApp marketing is 

useful for stay in touch with your customers – a lots of WhatsApp users check 

the app every day.  people feel more connected to a brand if they use messaging 

what‘s apps. It makes WhatsApp marketing a bulletproof strategy for building 

long  relationships with customers. Maintaining such a connection, in turn, helps 

brands cut expenditures as customer retention is 5-25 times cheaper than 

acquisition. Higher conversion rate, Better sales and Lower cost of marketing 

these are benefits of this app. 

Highly Influential Factors on Social Media Marketing and 

Advertisement 

1. Content quality, not quantity 

2. Building trust and long-term relationship 

https://www.statista.com/statistics/258749/most-popular-global-mobile-messenger-apps/
https://sendpulse.com/support/glossary/relationship-marketing
https://sendpulse.com/support/glossary/customer-retention
https://hbr.org/2014/10/the-value-of-keeping-the-right-customers
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3. Offline community to extend their relationship and customers‘ loyalty 

4. Integration with other marketing platforms. 

 Advantages of Social Media for marketing and Advertisement  

1. Increased Brand Awareness. ... 

2. More Inbound Traffic. ... 

3. Improved Search Engine Rankings. ... 

4. Higher Conversion Rates. ... 

5. Better Customer Satisfaction. ... 

6. Improved Brand Loyalty. ... 

7. More Brand Authority. ... 

8. Cost-Effective. 

Conclusion 

The social media provides new opportunities and it is enhancing brand 

image ‗s of firms that need to put it in their top priority. Taking advantage of 

these types of social media platforms can help you build your community, make 

your marketing and advertising more effective. . Through the use of social media 

can easily reach the user-friendly interactive system, understanding customers‘ 

unique needs.   many firms believe that using social media extensively would 

cheapen the way of enhancing brand image businesses because evidences as 

available by checking out social media pages, blogs, forums and such we can 

understand that customer satisfaction has been increased. 
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Abstract 

Now a days Digital marketing is a rapidly growing sector and 

evolving several career paths. Customers have become smarter day 

by day. Due to digital marketing. They always prefer to search and 

compare the prices of product before they decide to buy. Digital 

Marketing is a modern way adapted by company to reach out to 

customers and convince them to buy their goods. This includes 

email marketing, blogging, online banner advertising, social media 

marketing, video marketing, Instagram etc. 

Key Words: Digital Marketing, Marketing Trend, Mobile, Internet, Search 

Engine. 

Introduction  

The traditional way of marketing involved businesses to advertise their products 

or services on print media, radio and television commercials, business cards and 

in many other similar ways where Internet or social media websites were not 

employed for advertising. Traditional marketing policies had limited customer 

reachability and scope of driving customers’ buying behaviour. 

In recent time of Internet has opened a door of vast variety of 

opportunities for businesses. Using social networks, one cannot only share a 

private picture of one’s birthday but also earn customers for one’s business and 

reach them conveniently. The speed and ease with which the digital media 

transmits information and help boost a business is amazing. 

Digital marketing encompasses a wide variety of marketing tactics and 

technologies used to reach consumers online. As a form of online marketing, it 

allows organizations to establish a brand identity and has revolutionized the 

marketing industry.in general Digital marketing is the marketing and 

advertising of a business, person, product, or service using online channels, 
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electronic devices, and digital technologies. A few examples of digital marketing 

include social media, email, pay-per-click, and more. 

Objective of the study 

1. To study the concept of digital marketing. 

2. To study the modes of digital marketing.  

3. To study the future of digital marketing in India. 

Research methodology  

To conduct the research study descriptive research method has been used. For 

the purpose of the study secondary data is used. It is collected from the 

published books, research papers in journals, annual reports and website. 

Methods of digital marketing 

1. Mobile Marketing 

2. Social Media Marketing 

3. Content Marketing 

4. Email Marketing 

5. Pay-per-Click (PPC) 

6. Marketing Analytics 

7. Affiliate Marketing 

8. Search Engine Optimization (SEO) 

Mobile marketing 

When it comes to mobile marketing, this means using mobile apps and SMS. In 

recent time, no one can sit without mobile that’s why help of digital marketing 

supplier try to reach to the targeted audience.  

Social Media Marketing 

It is the way of generating website or attracting viewers and customers through 

social networking websites such as Facebook, LinkedIn, Pinterest, Twitter, and 

so on. Social media marketing is a subset of digital marketing. All social 

networking websites support sharing of content, but all are not necessarily 

employed for digital marketing. While Facebook emphasizes on personal 

sharing and LinkedIn goes for professional networking, Twitter emphasizes on 

tweeting short messages about ones’ opinions or reactions, Pinterest motivates 

to market one’s ideas and online businesses. 
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Content Marketing 

It is a marketing strategy used to attract, engage, and retain an audience by 

creating and sharing relevant articles, videos, podcasts, and other media. This 

approach establishes expertise, promotes brand awareness, and keeps your 

business top of mind when it's time to buy what you sell. 

Email Marketing  

Email marketing is a form of marketing that can make the customers on your 

email list aware of new products, discounts, and other services. It can also be a 

softer sell to educate your audience on the value of your brand or keep them 

engaged between purchases.  

Pay-per-Click (PPC) 

It is an online advertising model in which an advertiser pays a publisher every 

time an advertisement link is “clicked” on. Alternatively, PPC is known as the 

cost-per-click (CPC) model. It is offered primarily by search engines and social 

networks e.g., Facebook Ads, Google Ads, Twitter Ads.  

Marketing Analytics 

Marketing analytics provides insights into customer behaviour and preferences. 

Businesses can then tailor their marketing initiatives to meet the needs of 

individual consumers. Marketing analytics enables real-time decision support as 

well as proactive management. There are three types of analytics that businesses 

use to drive their decision making; descriptive analytics, which tell us what has 

already happened; predictive analytics, which show us what could happen, and 

finally, prescriptive analytics, which inform us what should happen in the 

future. Analytics is more than just a nice extra. It’s one of the best ways to 

understand your customer journey and find out what’s working in your 

campaigns and what isn’t. And having that information is crucial for your future 

online marketing efforts. 

Affiliate Marketing 

Affiliate marketing involves referring a product or service by sharing it on a blog, 

social media platforms, or website It is an advertising model in which a company 

pays others to advertise their products and services and generate sales. (e.g., 

https://mailchimp.com/resources/how-to-create-campaigns-that-deliver-results/
https://mailchimp.com/resources/how-to-create-campaigns-that-deliver-results/
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bloggers) Affiliates place ads or market the products or services on their website, 

app, or blog. Commissions are paid on leads that convert to sales.  

Search Engine Optimization (SEO) 

In simple words, it is the process of improving your site to increase its visibility 

when people search for products or services related to your business in Google, 

Bing, yahoo, and other search engines.   

Conclusion  

Now this virtual age any one can sit one place and purchase a product 

throughout the world, so we are living in the concept of Vasudev kutumbakam . 

Our market is borderless that’s why every business can sell their product 

anywhere with the help of digital marketing.  
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Abstract: 

Nobody could have predicted how 2020 would change the face 

of marketing. The marketing change which will going to happen 

during and after covid 19 no one has imagined. There is a great 

scope for digital marketing but there are major challenges due to 

Covid 19 pandemic as well. The terminology of  “marketing” what 

we are knowing is constantly changing and becoming broader. 

People are becoming Tech-savy and ready to buy products and 

services through Digital modes Digital Marketer have to consider 

the change in digital marketing after Pandemic covid 19, 

opportunities and challenges the marketers face, and the strategies 

which digital Marketer have to adopt for various consumer post 

covid 19. Movements of customers can be understood by Customer 

Experience sharing, Putting reviews, Website Traffic, Employee 

Engagement, and Content Visualization etc. The change has turned 

into the solution for necessities and recreation for people locked in 

homes. 

Keywords 

Digital Marketing, Pandemic Covid 19, Challenges and opportunities,  

Introduction: 

Every coming era is the era of the customer. We‟re observing a great shift 

in beliefs about what marketing actually is. It is not only convincing people to 

work for you, and your organisations Instead, the priority has moved towards 

providing fantastic customer experiences that will keep people coming back for 

more.  

https://marketinginsidergroup.com/strategy/what-is-marketing/
https://marketinginsidergroup.com/content-marketing/how-to-create-a-powerful-customer-experience-strategy/
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It is not just bringing customer now but converting them as loyal customer 

and giving them customer delight. When you focus on building a positive 

business culture and providing great service, the marketing almost takes care of 

itself. Marketing has gone beyond promotion and advertising; marketers must 

work together with other departments to focus on building great customer 

experiences and engaging them for long-term relationships. 

  Never before in our generation have, we been forced to rethink our daily 

routines, spending habits, and social interactions, which have up until now 

required little thought. COVID-19 has made society re-evaluate the importance 

of most things in life. It‟s encouraged us to become more aware of the things we 

feel are necessary to survive in order to get through this challenging time. 

Consumer discretionary spending has slowed down or has abruptly halted and, 

as a result, caused a significant downturn in the economy.  

Social distancing laws have meant that businesses have either been forced 

to shut down or operate remotely. In doing so, most companies have seen sharp 

declines in sales and business inquiries. These swift reductions in sales and 

inquiries have seen businesses take drastic steps to save whatever they have left 

to keep their businesses afloat. 

For most, when the panic set in, advertising and marketing budgets were 

impacted. It‟s clear that digital marketing is evolving to keep pace with new 

technological innovations and changing consumer preferences, such as the 

expectation for ads and content to be increasingly personalized and relevant to 

the individual.  

Background of the study 

Understanding The change after CVID 19 

We will concentrate on its potential effect on key marketing principles, 

business circumstances and marketing strategies. Marketers have also promoted 

the benefits of identifying and generating positive consumer interest, satisfaction 

and loyalty assessments.  
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When a digital media agency is advised to pause all advertising and 

marketing, it stops a business's ability to secure new sales inquiries and cuts off 

the possible maximization of customer growth.  

What is most damaging with this approach is that the longer the cost-

cutting methods are implemented, the longer businesses will take to recover. The 

COVID-19 pandemic has shown that more and more people are searching for 

products and services online due to social distancing laws. Digital agencies 

across The consumer appetite for purchasing products and services continues to 

be very much alive, with a 300% increase in online sales. 

 This type of online growth has seen many businesses alter their supply 

chains, by switching from selling products in brick-and-mortar stores to selling 

products online. For service-based companies, business has been performed via 

video meeting platforms like Zoom, and as a consequence quote can be secured 

through new business ventures. 

 Review of Literature 

In February 2019 a study by eMarketer found that online spend had 

officially exceeded that of offline for the first time and now accounted for half of 

all global ad spend. The same study predicted that by 2023 digital ad spend will 

account for around two-thirds of total global media spend, a market estimated to 

be worth $333.25 Unlike other major global incidents, Covid-19 profoundly 

altered how we see the environment, how we perceive and how we live. In the 

human drama of lost lives, fractured families and scarred cultures, propound fact 

for us and future generations will be the economic and social pandemic lockout. 

 Physical, social psychological, and economic pain. Covid-19 is seen in 

many ways as similar to what Taleb calls a" black swan occurrence" (as many 

writers and academics have experienced in the same way), Mazzolini et al , 

2020.“COVID has been the catalyst for digital transformation at scale,” Publicis 

chief operating officer, Jo Coombes. 

 In a global survey of over 35,000 consumers by Kantar during lockdown, 

results showed that    only 8% felt brands should stop advertising during the 

pandemic and 74% felt brands should avoid exploitation of the situation. On the 
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flip side, 78% felt that brands had a responsibility to help them in their daily 

lives while 75% wanted brands to communicate what they were doing. Perhaps 

surprisingly, just 30% thought brands should be offering discounts and 19% 

thought more should be done to manage customer queries.  

 Impact of Covid -19 on Digital Marketing 

Mar-tech has evolved in response to COVID-19 

There has been a pleasing synchronicity in the requirement for the 

technology to manage this shift and the evolution of the tech to meet the need.  

While highly integrated CRM platforms, chatbots to support conversational 

marketing and intuitive email nurture functionality to help maintain buy-in and 

engagement are not new to the marketing toolbox, they have all come into their 

own in recent months.  

Tech is helping marketers establish and maintain their customer 

relationships even during this unprecedented time. The challenge to the 

marketer is to choose the tools they need, to integrate them effectively and to 

make the most of functionality and opportunity they offer.  

One of the more interesting tools to come into its own recently is Google 

Trends is feature that shows how frequently a term is searched for in Google. 

Helping marketers understand changes in lifestyle, behaviour and attitudes 

since lockdown. Search terms and how they have changed are offering marketers 

invaluable insight into the evolution of customer focus.  

For example, earlier in the lockdown period Google trends recorded spikes 

in search terms for recipes, comfort foods and cocktail ideas as people found they 

had time on their hands at home. Later on though, as the lockdown progressed, 

it seems perhaps people had overdone the home cooking when terms such as 

„how to lose belly fat‟ were seen to be on the rise! We have used spikes in specific 

searches to help clients stay relevant in lockdown and get a greater share of 

voice to their consumers.  

Using this data to create content around the right subjects and what 

people search for is vital to engage with your audience especially now and 
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moving into the future. Now, more than ever, content is king and organic search 

is the kingdom.  

 Present Scenario 

Digital shopping is here to stay 

Physical distancing and stay-at-home customs have forced whole consumer 

segments to shop differently. The dramatic rise in the adoption of e-commerce 

and omnichannel services sees no sign of abating. The latest data suggests that 

there will be a huge increase of 169% in e-commerce purchases, from new or low-

frequency users post-outbreak.  

Brand loyalty is eroding: 

This general change of behaviour in response to COVID-19 has also been 

reflected in a shattering of brand loyalties. Almost half of consumers are trying 

new brands, and a third are incorporating new private-label brands into their 

shopping repertoire. For marketers, this highlights the need to quickly become 

aware of when shoppers are migrating between brands.  

Marketing localization: 

With more consumers moving out of urban areas and to the suburbs and 

rural regions, localized marketing will become more prominent. Two-thirds of 

consumers, according to Accenture, are shopping primarily in neighbourhood‟s 

stores, or buying more locally-sourced products. Localized content and 

personalization will be more important than ever in order to strengthen a 

connection with the audience 

Every business either small or big has moved towards digital presence: 

 The pandemic has compelled businesses also to shift online to showcase 

their products and services which have prompted brands to create content that is 

contextual and relevant to garner larger mindshare from their customer base.  

The rise of the crib economy 

People are spending their at-home time on work and domestic activities. 

Usage of popular online entertainment platforms has skyrocketed. As economies 

reopen, almost three-in-four consumers say that they‟re hesitant to resume 

regular activities outside the home. They are concerned about going to a hair 

https://www.innovationvisual.com/insights/why-you-need-to-move-your-spend-from-ppc-to-seo
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salon, gym, or restaurant, but are especially worried about shared environments, 

such as the office, public transportation, ride sharing, air travel, and, generally, 

being in crowded spaces. Still, they have fear of wave of COVID-19 There are the 

future opportunities for companies seeking services.  

from digital marketing agencies during the pandemic: Digital agencies 

now have virtual inquiry forms to capture potential inquiries for customers who 

are not able to meet on-site;SEO services are now the most recommended digital 

service offered by digital marketing agencies 

Results and Discussion 

 'Pandemic compelled businesses to shift online, brands to create 

content that's relevant' The pandemic has compelled businesses also to shift 

online to showcase their products and services which have prompted brands to 

create content that is contextual and relevant to garner larger mindshare from 

their customer base.  

Both consumers and providers have changed behaviors’ 

 It is essential to understand that both consumers and providers have 

changed their behaviors and interacting accordingly as per the new norms. There 

may be a greater demand for digital marketing going forward, but this will be 

balanced out by greater competition and to stand out. 

The trends that will stay with us and change marketing after COVID-19 

 Digital marketing has become a solution as well as a means to 

satisfy needs as basic as food, but also contact with friends and family, 

entertainment and acquisition of information, goods, and services normally 

accessed physically and in person.  

 However, the arrival of lockdown has dramatically increased the 

size, availability, and profile of the digital audience and has changed their 

behaviors, expectations, consumption of content, and the way they expect to be 

interacted with as customers.  

Conclusion 

Digital Marketing Services after Pandemic means in following ways 

1. Our messaging-- needs to be more targeted now than ever before. 
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2. We need to understand the persona of the new consumer post-COVID-19. 

3. The content we deliver needs to have substance and provide true value. 

4. We still need to focus our efforts on long-term growth strategies. 

5. Building trust and recognition between brands and consumers is critical. 

6. Brands have now realized there are new ways to operate their businesses. 

7. Innovation should now be front and center in any business operation. 

8. SEO services are absolutely vital post-COVID-19 for long-term growth. 

9. Digital marketing services like Google Advertising should complement SEO, 

not dominate advertising budgets. 

10. Websites are more important now than ever before, as this is the first 

touchpoint. No arena of the marketing world has changed faster than digital 

marketing and credit goes to the COVID-19 pandemic. As 

Technology is changing our world at an astonishing pace, it becomes difficult 

to keep up with different new trends in the industry. With the arrival of the 

pandemic, people started spending more time online than ever before and 

enhanced their online presence widening the online business opportunity 

promising a bright future for digital marketing agencies. Undoubtedly, the 

future is bright for digital marketing agencies, but as ever, only for those that 

are able to convert pandemic to an opportunity and adapt accordingly.  
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Abstract   

 Marketing is the act of facilitating the exchange of a given commodity 

for goods, services, and/or money to deliver maximum value to the consumer. 

From a societal point of view, marketing is the link between a society’s 

material requirements and its economic patterns of response. Marketing 

satisfies these needs and wants through both the exchange processes and 

building long-term relationships. This paper concentrated direct and online 

marketing and how change conventional marketing in direct marketing. This 

study also identified forms of direct marketing, Online/ Digital Marketing 

Industry in India. The present research work would provide a road map for 

researcher. secondary data relating to direct and online marketing collected 

from website, research paper, journals, books, newsletter   

Keywords: Direct Marketing, Online Marketing, Telemarketing, Viral Marketing, Database 

Marketing. 

Introduction:  

Direct marketing is a type of advertising that seeks to achieve a specific 

action among a selected group of consumers (such as placing an order, visiting a website, 

or requesting information). The method of communication by the advertiser or marketer 

can take many different formats, like direct mail, telemarketing, or through social ads.  One 

of the most interesting methods is direct email marketing. An essential aspect of direct 

marketing is that the consumer response is measurable. For example, if you offer a 

discount for an online store, you should include some kind of cookie or pixel to let you 

know if the user has used the code. Direct marketing is a promotional method that involves 

presenting information about your company, product, or service to your target customer 

without the use of an advertising middleman. It is a targeted form of marketing that presents 

information of potential interest to a consumer that has been determined to be a likely buyer. 

Now every business   promotion of our product and services through the social media, like 

Facebook, Facebook and YouTube reels, Tik-Tok etc. For example, subscribers to teen 

magazines might be presented with Facebook ads for acne medication which, based on their 

age, they are likely to need.  

Objectives of the Study: 
1. To study difference between conventional marketing and direct marketing 

2. To study importance and advantages direct Marketing 

3. To study the forms of direct Marketing 

4.  To study Online/ Digital Marketing Industry in India 

Methodology: 
1. The present paper is based on secondary source of data 

https://www.cyberclick.net/numericalblogen/email-marketing-best-practices
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2. The secondary data has been collected from various website, research paper, journals, 

books, newsletter  

Difference Between Conventional Marketing and Direct Marketing. 

Sr.No Conventional Marketing Direct Marketing 

1. Conventional marketing is mass 

marketing 

DM is demassified marketing; it deals 

with customer one- to one 

2. CM deals with customer indirectly  DM deals with directly  

3. CM is a one-way activity  DM is interactive marketing, with two-

way communication 

4. CM relies heavily on marketing 

channels/ stores 

DM is channel less 

5. CM relies heavily on advertising/mass 

promotion 

DM does not involve them  

Defining of Direct Marketing  

Direct Marketing: The marketing without intermediaries is called direct marketing. In 

this type of marketing, the producer himself encourages or motivates the customers to buy 

goods or services. Direct marketing helps to establish relationship, strengthen, deepen and 

maintain it. Different writers have defined direct marketing. The important ones have been 

given as follows: According to William J. Stanton, Michaela J. Etzel and Bruce J. 

Walker, "Direct marketing as using advertising to contact consumers who, in turn, purchase 

products without visiting a retail store." 

According to Philip Kotler and Gray Armstrong, "Direct marketing is marketing 

through various advertising media that interact directly with consumers, generally calling for 

the consumers to make a direct response." Immediate reaction is expected from customers in 

direct marketing. Direct mail, catalogue, telephone, television and Internet etc. are widely 

used in direct marketing. Recently, direct marketing has become wide and popular. 

Producers, sellers, service companies, non-profit organizations, catalogue merchants etc. use 

direct marketing. 

Why is direct marketing important? 

1. It helps marketers reach customers fast 

2. It is an efficient promotion strategy 

3. Direct marketing can be customized 

4. Direct marketing allows measuring its efficiency 

Advantages of Direct Marketing. 

1. Targeted advertising 

2. Budget marketing 

3. Boosts sales to existing and lapsed customers 

4. Improves customer loyalty 

5. Helps in pushing new business 

6. Allows to measure product performance 

Forms of Direct Marketing. 

Direct marketing has several forms as it incorporates a variety of media and tools. Specific 

forms of direct marketing have emerged. For example, direct mail marketing is one form of 

direct marketing. Customised mailing through database and mail- merge’ facility of world 

processing is the medium/tool used here. It constitutes one way of reaching a mass of 

customers individually. Telemarketing is another form of direct marketing. While in the 

earlier days, direct marketing tools were confined to the mail and the telephone, today direct 

marketing use new age tools such as computer, mobile phone, and the internet for reaching 
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prospects/ customer individually. These tools actually permit more effective and more 

sophisticated direct marketing. Their availability at a low-cost and high-reach has 

substantially enlarged the direct market opportunities. 

Following are the forms of Direct Marketing 

1. Mail Order Marketing/Catalogue Marketing  

2. Direct Mail Marketing 

3. Direct Response Marketing 

4. Database Marketing 

5. Telemarketing 

6. Teleshopping (Home-Shopping) 

The new age direct marketing methods 

1. Marketing through social media  

2. Marketing through ATMs 

3. Viral Marketing 

4. Online Marketing/Marketing on the web 

Mail Order marketing/Catalogue Marketing-  
Mail Order Marketing also known as Mail Order Business and Catalogue Marketing is one of 

the established methods of direct marketing. Since mail order marketers normally use 

catalogue for communication with the consumer, this form marketing came to be referred to 

as catalogue marketing. In this method, the consumer become aware of a product through 

information furnished to them , the marketer through catalogue dispatched by mail. The 

entire marketing takes place by mail. Interested consumers   respond by placing a mail order 

on the marketer, the product is supply to the consumer by mail; payment by the consumer in 

also maid by mail, either by VPP or by cheques. 

Direct Mail Marketing: 

In direct mail marketing, not only letters/ broachers are mailed to the prospects, but free 

product sample, gifts and compliments are also mailed, depending on the context.  

Direct Response Marketing: 

Direct response marketing uses  different media (Including Letters/ Mailers), like telephone, 

radio, TV and internet. Some direct response marketing campaigns, for examples, rely totally 

on television ‘infomercials’ (Commercials which given information about products, benefits 

and usages aspects and obtain response) 

Database marketing 

Database marketing is a form of direct marketing. It involves collecting customer data like 

names, addresses, emails, phone numbers, transaction histories, customer support tickets, and 

so on. This information is then analysed and used to create a personalized experience for each 

customer, or to attract potential customers. 

Telemarketing 

Telemarketing involves contacting clients over the phone to sell them a product or service. 

With this form of direct marketing, companies can have employees or automated machines 

reach out to many individuals at one time. This is beneficial because it makes it easy to reach 

a broad audience within a short amount of time, which can boost productivity. 

Some examples of telemarketing include: 

Inbound calls: These are calls initiated by the customer, whether they call into the company 

directly or if they set up a time for the company to call them. 

Outbound calls: Also called cold calling, this is when a company calls a consumer directly. 
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Teleshopping (Home-Shopping): 

Teleshopping, alternatively no known as home shopping, is yet another form of direct 

marketing, Here the marketer hawks the product on air and the consumer watches it’s on TV 

screen at home, phone up the marketer and buys his requirement. Teleshopping networks sell 

their wares on the slogan; ‘The product you see on your screen are just a phone call away; 

you get some discount as well.   

The new age direct marketing methods 

Social Media Marketing: 

Social media marketing is the use of social media platforms to connect with your audience to 

build your brand, increase sales, and drive website traffic. This involves publishing great 

content on your social media profiles, listening to and engaging your followers, analysing 

your results, and running social media advertisements. The major social media platforms (at 

the moment) are Facebook, Instagram, Twitter, LinkedIn, Pinterest, YouTube, and Snapchat. 

There are also a range of social media management tools that help businesses to get the most 

out of the social media platforms listed above. For example, Buffer is a platform of social 

media management tools, which can help you achieve success with your social media 

marketing. Whether you want to build a brand or grow your business, we want to help you 

succeed. 

Marketing through ATMs/ Mobile Phone (using credit card) 

Electronics and tele-topping of pre-paid cell phone cards is an example. More customers now 

prefer to either call up on the phone or use the net or their ATM cards, to recharge their pre-

paid mobile accounts, instead of walking inti a retails stores and buying recharge coupons, 

Airtel is planning to generate nearly half its pre-paid business through this route. It already 

accounts for 22 per cent of its recharge business. For Hutch Vodafone and Spice too, e-

topping contributes a significant share  

Viral Marketing: 

Viral marketing generates interest in a brand or product (and therefore potential sales) 

through messages that spread quickly from person to person. The idea is that the users 

themselves choose to share the content. Due to their speed and the fact that they make 

sharing easy, social networks are the natural habitat of this kind of marketing. The most 

widespread example in recent times is the creation of emotional, surprising,  funny, or 

unique videos on YouTube, which are then shared on Facebook, Twitter, and other 

channels. However, virality can be a double-edged sword. It's important to remember that 

in this type of campaign, a large part of the control falls into the hands of the users and 

there is a risk that the message can be misinterpreted or parodied. On the other hand, a 

successful viral campaign can work miracles for your brand’s results.  

Online Marketing/Marketing on the web: 

Online marketing is a set of tools and methodologies used for promoting products and 

services through the internet. Online marketing includes a wider range of marketing 

elements than traditional business marketing due to the extra channels and marketing 

mechanisms available on the internet. 

Online marketing can deliver benefits such as: 

1. Growth in potential 

2. Reduced expenses 

3. Elegant communications 

4. Better control 

5. Improved customer service 

6. Competitive advantage 

https://www.cyberclick.net/numericalblogen/5-keys-for-viral-social-media-campaigns
https://www.cyberclick.net/numericalblogen/top-4-viral-video-marketing-techniques
https://www.cyberclick.net/numericalblogen/top-4-viral-video-marketing-techniques
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Online marketing is also known as internet marketing, web marketing, or digital 

marketing. It includes several branches such as social media marketing (SMM), search 

engine optimization (SEO), pay-per-click advertising (PPC), and search engine marketing 

(SEM). 

Online/ Digital Marketing Industry in India 

The earliest examples of online connectivity were demonstrated with the introduction of 

Michael Aldrich online shopping system. In the following years, the Thomson Holidays 

UK was launched, then came the India MART B2B in 1996. It was ultimately in 2007 that 

the launch of Flipkart, an e-commerce marketing website changed the structure of 

marketing in India. What followed was a rise in the number of people picking up mobile 

phones, online shopping, at-home delivery, and internet marketing as a means to 

popularize the brands. And over the years the Digital Marketing Industry has prospered 

into bringing a large percent of business online with its promising ability to create a global 

network and flourish even the small businesses internationally. 

According to the International Journal of Advanced Research Foundation, India is 

undergoing a golden period of digital marketing growth ever since 2013 and the trend 

continues till 2020 at least. 

Conclusion: 

The return on investment for businesses through digital platforms has exceeded than 

that from real life platforms. Companies are today shifting towards a more digitally 

empowered set-up to make the most of the golden period of digital marketing that India is 

witnessing. About 70-80% of the population is dedicated to making purchases online, and e-

commerce websites like Flipkart, Amazon, Myntra, etc are making waves with their influence 

over the market. And all of it in a country that still has about 2/3rd of the population with no 

access to the internet or smartphones. As the access to the internet over a larger population 

rises, India is to witness a revolution in terms of digitalization that will soon make India as 

one of the top markets in the world with the highest numbers of internet users. 
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Abstract 

The current and new developments in business development 

is required for any business organization to earn the profit and 

brand name. This paper highlights on the various new technology 

used and advances in business process. The field has evolved due to 

the convergence of multiple technologies, including ubiquitous 

computing, commodity sensors, increasingly powerful embedded 

systems, and machine learning. Traditional fields of embedded 

systems, wireless sensor networks, control 

systems, automation (including home and building automation), 

independently and collectively enable the Internet of things. In the 

consumer market, IoT technology is most synonymous with 

products pertaining to the concept of the "smart home", including 

devices and appliances (such as lighting fixtures, thermostats, 

home security systems and cameras, and other home appliances) 

that support one or more common ecosystems, and can be controlled 

via devices associated with that ecosystem, such 

as smartphones and smart speakers. The IoT can also be used 

in healthcare systems. There are a number of concerns about the 

risks in the growth of IoT technologies and products, especially in 

the areas of privacy and security, and consequently, industry and 

governmental moves to address these concerns have begun, 

including the development of international and local standards, 

guidelines, and regulatory frameworks. 

Keywords-  Current trend , Buisness , Internet , Network , Security , IOT, 

Farmework , Technolgy  

Introduction  

The Internet of Things is an emerging topic of technical, social, and economic 

significance. Consumer products, durable goods, cars and trucks, industrial and 

utility components, sensors, and other everyday objects are being combined with 

mailto:hinduraosankpal@yahoo.in
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Internet connectivity and powerful data analytic capabilities that promise to 

transform the way we work, live, and play. Projections for the impact of IoT on 

the Internet and economy are impressive, with some anticipating as many as 100 

billion connected IoT devices and a global economic impact of more than $11 

trillion by 2025. At the same time, however, the Internet of Things raises 

significant challenges that could stand in the way of realizing its potential 

benefits. Attention-grabbing headlines about the hacking of Internet-connected 

devices, surveillance concerns, and privacy fears already have captured public 

attention. Technical challenges remain and new policy, legal and development 

challenges are emerging. 

IoT Definitions 

The term Internet of Things generally refers to scenarios where network 

connectivity and computing capability extends to objects, sensors and everyday 

items not normally considered computers, allowing these devices to generate, 

exchange and consume data with minimal human intervention. There is, 

however, no single, universal definition. 

Enabling Technologies 

The concept of combining computers, sensors, and networks to monitor and 

control devices has existed for decades. The recent confluence of several 

technology market trends, however, is bringing the Internet of Things closer to 

widespread reality.  

Connectivity Models  

IoT implementations use different technical communications models, each 

with its own characteristics. Four common communications models described by 

the Internet Architecture Board include: Device-to-Device, Device-to-Cloud, 

Device-to-Gateway, and Back-End Data-Sharing. These models highlight the 

flexibility in the ways that IoT devices can connect and provide value to the user. 

Transformational Potential  

If the projections and trends towards IoT become reality, it may force a 

shift in thinking about the implications and issues in a world where the most 

common interaction with the Internet comes from passive engagement with 
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connected objects rather than active engagement with content. The potential 

realization of this outcome – a ―hyperconnected world‖ — is testament to the 

general-purpose nature of the Internet architecture itself, which does not place 

inherent limitations on the applications or services that can make use of the 

technology. 

IoT Explained in Brief :- 

A complete IoT system integrates four distinct components: 

sensors/devices, connectivity, data processing, and a user interface. Below I will 

briefly explain each component and what it does. 

 Sensors/Devices 

First, sensors or devices collect data from their environment. This could be 

as simple as a temperature reading or as complex as a full video feed. I use 

―sensors/devices,‖ because multiple sensors can be bundled together or sensors 

can be part of a device that does more than just sense things. For example, your 

phone is a device that has multiple sensors (camera, accelerometer, GPS, etc), 

but your phone is not just a sensor. However, whether it’s a standalone sensor or 

a full device, in this first step data is being collected from the environment 

by something. 

Connectivity 

The sensors/devices can be connected to the cloud through a variety of 

methods including: cellular, satellite, WiFi, Bluetooth, low-power wide-area 

networks (LPWAN), or connecting directly to the internet via ethernet. Each 

option has tradeoffs between power consumption, range and bandwidth (here’s a 

simple explanation). Choosing which connectivity option is best comes down to 

the specific IoT application, but they all accomplish the same task: getting data 

to the cloud. 

 Data Processing 

This could be very simple, such as checking that the temperature reading 

is within an acceptable range. Or it could also be very complex, such as using 

computer vision on video to identify objects (such as intruders in your house). 
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But what happens when the temperature is too high or if there is an intruder in 

your house? That’s where the user comes in. 

User Interface 

Next, the information is made useful to the end-user in some way. This 

could be via an alert to the user (email, text, notification, etc). For example, a 

text alert when the temperature is too high in the company’s cold storage. Also, 

a user might have an interface that allows them to proactively check in on the 

system. For example, a user might want to check the video feeds in their house 

via a phone app or a web browser. 

 However, it’s not always a one-way street. Depending on the IoT 

application, the user may also be able to perform an action and affect the system. 

For example, the user might remotely adjust the temperature in the cold storage 

via an app on their phone. And some actions are performed automatically.  

IoT Applications – Industrial Automation 

1. Factory Digitalization. 

2. Product flow Monitoring. 

3. Inventory Management. 

4. Safety and Security. 

5. Quality Control. 

6. Packaging optimization. 

7. Logistics and Supply Chain Optimization. 

Smart home 

Smart Home clearly stands out, ranking as highest Internet of Things 

application on all measured channels. More than 60,000 people currently search 

for the term ―Smart Home‖ each month. This is not a surprise. The IoT Analytics 

company database for Smart Home includes 256 companies and startups. More 

companies are active in smart home than any other application in the field of 

IoT.  

 Wearables 

Wearables remains a hot topic too. As consumers await the release of 

Apple’s new smart watch in April 2015, there are plenty of other wearable 
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innovations to be excited about: like the Sony Smart B Trainer, the Myo gesture 

control, or LookSee bracelet. Of all the IoT startups, wearables maker Jawbone 

is probably the one with the biggest funding to date. It stands at more than half 

a billion dollars! 

 Smart City 

Smart city spans a wide variety of use cases, from traffic management to 

water distribution, to waste management, urban security and environmental 

monitoring. Its popularity is fueled by the fact that many Smart City solutions 

promise to alleviate real pains of people living in cities these days.  

IoT solutions in the area of Smart City solve traffic congestion problems, 

reduce noise and pollution and help make cities safer. Mjaor cities are nowdays 

very keen to impelement the applications of IOT at various level.  

 

Source:-ttps://www.google.com/search?q=Internet+of+Things+for+Business+Dev 

Smart grids  

Smart grids is a special one. A future smart grid promises to use 

information about the behaviors of electricity suppliers and consumers in an 

automated fashion to improve the efficiency, reliability, and economics of 

electricity. 41,000 monthly Google searches highlights the concept’s popularity.  

However, the lack of tweets (Just 100 per month) shows that people don’t 

have much to say about it. 
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 Industrial internet 

The industrial internet is also one of the special Internet of Things 

applications. While many market researches such as Gartner or Cisco see the 

industrial internet as the IoT concept with the highest overall potential, its 

popularity currently doesn’t reach the masses like smart home or wearables do. 

The industrial internet however has a lot going for it. The industrial internet 

gets the biggest push of people on Twitter (~1,700 tweets per month) compared 

to other non-consumer-oriented IoT concepts. 

Connected car 

The connected car is coming up slowly. Owing to the fact that the 

development cycles in the automotive industry typically take 2-4 years, we 

haven’t seen much buzz around the connected car yet. But it seems we are 

getting there. Most large auto makers as well as some brave startups are 

working on connected car solutions.   

And if the BMWs and Fords of this world don’t present the next 

generation internet connected car soon, other well-known giants will: Google, 

Microsoft, and Apple have all announced connected car platforms. 

Connected Health (Digital health/Telehealth/Telemedicine) 

Connected health remains the sleeping giant of the Internet of Things 

applications. The concept of a connected health care system and smart medical 

devices bears enormous potential (see our analysis of market segments), not just 

for companies also for the well-being of people in general. Yet, Connected Health 

has not reached the masses yet. 

Prominent use cases and large-scale startup successes are still to be seen. 

Might 2015 bring the breakthrough? 

 Smart retail 

Proximity-based advertising as a subset of smart retail is starting to take 

off. But the popularity ranking shows that it is still a niche segment. One 

LinkedIn post per month is nothing compared to 430 for smart home. 
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Smart supply chain 

Supply chains have been getting smarter for some years already. Solutions 

for tracking goods while they are on the road, or getting suppliers to exchange 

inventory information have been on the market for years. So while it is perfectly 

logic that the topic will get a new push with the Internet of Things, it seems that 

so far its popularity remains limited. 

Smart farming 

Smart farming is an often overlooked business-case for the internet of 

Things because it does not really fit into the well-known categories such as 

health, mobility, or industrial. 

However, due to the remoteness of farming operations and the large 

number of livestock that could be monitored the Internet of Things could 

revolutionize the way farmers work. But this idea has not yet reached large-scale 

attention.  

Internet of Things for Business Development 

The Business in present days has become very dynamic in nature at all 

the levels of activities  of the business. The Use of IOT at maximum levels of 

activites is increasing day by day.  

Following are the major areas and disciplines in which IOT is used for the 

development of the business as a whole. 

1.Consistant Growth  

2. Increase in Profitability 

3. Increase in Comptition  

4.Wide Applications  

5. Customer Reach 

6. Good administration 

7. Maximization of use of Resources  

           All the activities are now having IOT applications various hardware , tools 

, software and various levels of management . The various experts are required 

to manage and maintain the systems of IOT to make it more functional.  
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IOT  Marketing Strategy. 

 

Source :- https://www.google.com/search?q=Interne 

IOT  Successful Business Model :- 

 

Source :- https://www.google.com/search?q=Int 

All steps are required for successful business the step onw is developing the IOT 

product , time to market , developing connected features . Second stage is 

developing the business model which involves market positioning , value chain 

and revenue model, Third stage involves pricing the IOT product , driving 

adoption rates and last to measure the success. 
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Business Development Services:- 

 

Source :- https://www.google.com/search 

The Business development services are having following major steps namely 

Invest in the right business devleloper , know your competition , build trust , find 

the difference between business development and sales , keeping pace with 

innovation and also know your capabilities .  

Limitations of IOT in Business Development:- 

1. Security and privacy. Keeping the data gathered and transmitted by IoT devices safe 

is  

2. challenging, as they evolve and expand in use. 

3. Technical complexity in IOT Implementation.  

4. Reliable Connectivity and power dependence.  

5. Integration of devioces at all the levels. 

6. Time-consuming and expensive to implement. 

Conclusion :- 

The main part in any business orgnasiation is its technology and 

advancecment in use of current techolgy for its operations . The IOT is new 

technology for various applications the above paper is decent contribution in 

creating the awareness amongst the stakeholders of the IOT and also  to the 

business organisations to go for implementation of IOT systems in the business 

organisations.  Considering the explosion of IoT-connected devices, perhaps 

you’re wondering, ―How does IoT affect business?‖ The short answer is, ―In every 
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way.‖Accessibility to big data sets, along with the autonomous collection and 

exchange of data, means that it is becoming easier to gain insights into things 

like customer behaviors and product performance. IoT also facilitates the 

continuous optimization of business processes and even impacts employee 

engagement and performance. In certain industries, IoT in business can instruct 

systems to autonomously execute transactions in supply chains when certain 

conditions have been met. The overall performance of the business acitivities .  
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साराांि: 

सदर सांिोधनपर लेखाचे शिर्तक "ग्राहक वततन: अथत, वशैिष्टय ेआशण प्रभाशवत घटक" 

असे  आह.े ग्राहक हा एक मानव त्याचप्रमाण े एक सामाशजक प्राणी सुद्धा आह.े त्याच े

शवचार, भावना, गरजा, आवड शनवड, आर्थथक कुवत, आचार, धमत, रूढी परांपरा या सुद्धा 

प्रत्येकाच्या वेगवेगळ्या आहते. त्यामुळे सध्याच्या काळात कोणता ग्राहक कसा वागेल ह े

साांगणे कठीण आह.े फक्त आपण एक अांदाज बाांधू िकतो की शवशिष्ट ग्राहक हा किा 

पद्धतीने वततन करू िकतो. सध्याच्या गळेकापू स्पधेच्या युगात ह ेजरी खरे असल ेतरी 

ग्राहक वततन समजणे अत्यांत आवश्यक आह.े अस ेम्हटल ेजात ेकी ग्राहक हा बाजारपेठेचा 

राजा आह े आशण या राजाच्या गरजा समजून आपण त्याला त्याच्या गरजेच्या वस्तू 

शवकल्या पाशहजे. पण जर ह ेसत्य असेल तर मग मात्र शवके्रत्यान ेअशधक जागृत असणे 

तेवढेच गरजेचे आह.े कारण ग्राहक राजा जर दखुावला गेला तर तो दसुऱ्या दकुानात 

जाईल आशण तुमच े त्याच्यािी कायमच े सांबांध तुटून जातील. असे होऊ नय े यासाठी 

शवके्रत्यान े ग्राहक वततनाचा अभ्यास करणे आवश्यक आह.े त्यासाठी शवके्रत्याला ग्राहक 

मानसिास्त्राचा सुद्धा थोडाफार अभ्यास असला पाशहजे. ग्राहक कोणत्या पररशस्थतीत 

कसा वागू िकतो याचा अभ्यास करणे म्हणजे ग्राहक वततनाचा अभ्यास करणे होय. "व्यक्ती 

शततक्या प्रकृती" अिी एक म्हण आह ेती लक्षात ठेऊन शवके्रत्यान ेग्राहकाांिी सांबांध शनमातण 

केले पाशहजे.  ग्राहकाांच ेसमाधान हचे प्रत्येक शवके्रत्याांच ेअांशतम लक्ष असणे आवश्यक आह.े 

कारण ग्राहक समाधानी असेल तर तो तुमच्या वस्तू खरेदी करेल आशण तुमची शवक्री 

त्यामुळे वाढेल. त्याचाच पररणाम तुमचा नफा वाढून तमु्ही स्पधेच्या या काळात रटकून 

राहाल. थोडक्यात असे म्हणता येईल की जो शवके्रता आपल्या ग्राहकाांच्या आवडी शनवडी, 

गरजा, त्याांच्या अपेक्षा आशण पे्ररणा समजतो म्हणजेच जो शवके्रता ग्राहकाांच ेवततन समजतो 

तोच आपला व्यवसाय िेवटपयतन्त रटकवून ठेव ूिकतो. प्रस्तुत पेपरमध्ये ग्राहकाांचे वततन, 

त्याांची वैशिष्टये आशण ग्राहक वततनाला प्रभाशवत करणारे घटक याांचा अभ्यास व वणतन केल े

जाणार आह.े सदर लेख हा दयु्यम सामग्री आशण माशहतीवर आधाररत आह.े सदर लेखाचा 
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उद्दिे हा ग्राहक वततनाचा अथत अभ्यासन,े त्याच े स्वरूप अभ्यासन े तिेच ग्राहक 

वागणुकीवर कोणकोणत्या बाबींचा पररणाम कसा होतो याचीही चचात सदर सांिोधन 

लेखात केला जाणार आह.े  

प्रमखु ककवा प्रधान िब्द: 

ग्राहक, वततन, ग्राहक वततन, वततणूक, प्रभाशवत घटक, पे्ररणा, स्पधात ई. 

प्रस्तावना: 

वततमान काळ हा स्पधेचा आशण तांत्रज्ञानाचा काळ आह.े प्रगत असे तांत्रज्ञान शवकशसत झाल्यामुळे 

आशण गळेकापू स्पधात असल्यान ेप्रत्येक व्यावसाशयकाला आपला ग्राहक रटकवून ठेवणे गरजेच ेझालेल ेआह.े 

कारण ग्राहक हा एकमेव असा घटक आह ेकी ज्याच्यामळेु व्यावसाशयक मोठा होतो आशण त्याच्याचमुळे तो 

नष्ट सुद्धा होऊ िकतो. कारण शवके्रता ग्राहकाला आपला माल शवकतो आशण त्यापासून नफा शमळवतो. मग 

अिावेळी ग्राहकाला रटकवून ठेवणे ही तारेवरची कसरत कायम शवके्रत्याला करावी लागते. ह ेकरताांना 

ग्राहक, त्याच्या आवडीशनवडी, आर्थथक कुवत, स्पधात, आचार, धमत, रूढी परांपरा आशण स्वभाव ई. शवचार 

शवके्रत्याला करावा लागतो आशण ग्राहकाांिी सांभार्ण करावे लागते. ह ेसवत करताांना ग्राहक आशण त्याची 

वततणूक याचाही सखोल शवचार आशण अभ्यास शवके्रत्याने करणे आवश्यक आह.े प्रत्येक व्यक्ती ककवा ग्राहक 

हा पशहल्या पेक्षा वेगळा आह ेअसे समजून व्यावसाशयकाने ग्राहकािी सांभार्ण करावे. मग त ेकरताांना तो 

ग्राहक कश्या स्वभावाचा आह ेह ेसमजून मगच शवके्रत्याने त्याच्यािी वातातलाप कराव.े पण ही प्रक्रक्रया 

काही िेकां दात होण ेगरजेच ेआह.े तुमचां म्हणणां ग्राहकाला पटलां पाशहजे तरच तो तुमच्या दकुानात थाांबेल 

ककवा वस्तू खरेदी करेल. त्यासाठी तुम्हाला त्या ग्राहकाला ओळखता आल ेपाशहजे आशण त्याच्या मनात 

वस्तू खरेदी करण्यासाठी ईच्छा शनमातण करता आली पाशहजे. ग्राहकाला अनेकदा उपभोक्ता सुद्धा म्हटल े

जात.े ग्राहक हा बाजारपेठेचा राजा आह ेअसे म्हटल ेजाते. त्यामुळे या राजाच्या गरजा ओळखणे ह ेप्रमुख 

कायत शवके्रत्याांचे आह.े फक्त गरजा ओळखून चालणार नाही तर त्या गरजेला खरेदीत पररवर्थतत करता आल े

पाशहजे. ग्राहकाांना त्याांच्या आवडी नुसार वस्तू पुरशवणे व समाधानी ठेवणे ह ेआधुशनक शवपणनाचे महत्वाच े

उक्रद्दष्ट्य आह.े  त्यासाठी शवके्रत्याला ग्राहक वततन समजून घेण ेसुद्धा गरजेचे आह.े  
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प्रस्ततु सांिोधन लेखाच ेउद्दिे: 

1. ग्राहक वततनाचा अथत अभ्यासणे. 

2. ग्राहक वततनाच ेस्वरूप आशण वैशिष्ट्ये अभ्यासणे. 

3. ग्राहक वततनाला प्रभाशवत करणारे शवशवध घटक अभ्यासणे. 

सांिोधन पेपर - गृशहतके: 

1. ग्राहक वततन ही सांकल्पना समजण्यास सोपी आह.े 

2. ग्राहक वततन ह ेवय आशण ललग नुसार बदलते. 

3. ग्राहक वततनाला प्रभाशवत करणारे शवशवध घटक आहते. 

4. जो शवके्रता ककवा व्यावसाशयक ग्राहकाांची वततणूक आशण मानशसकता ओळखू िकतो तोच    

    व्यवसायात रटकून राहू िकतो. 

प्रस्ततु सांिोधन पेपरची व्याप्ती व मयातदा: 

सदर सांिोधन लेख हा दयु्यम सामग्री व माशहतीवर आधाररत आह.े या पेपरमध्ये ग्राहक वततन, त्याचे 

वैशिष्ट्ये आशण ग्राहकाांच्या वागणुकीवर प्रभाव पाडणाऱ्या घटकाांचाच अभ्यास केला जाणार आह.े ईतर 

कोणत्याही बाबींचा समावेि सदर सांिोधन पेपर मध्ये होणार नाही. 

सांिोधन व माशहती गोळा करण्याची पद्धती: 

सांिोधनपर लेख ककवा पेपर सादर करताांना काही माशहती ककवा आकडवेारी गोळा केली जात.े ती माशहती 

दोन पद्धतीन ेतयार केली जाते. १) प्राथशमक पद्धती २) दयु्यम पद्धती 

सदर पेपर हा ईतराांनी गोळा केलेल्या माशहतीच्या आधारे म्हणजचे दयु्यम पद्धतीन ेतयार केलेला आह.े ही 

माशहती काही सांदभत पुस्तके, पाठ्य पुस्तके, वेबसाइट्स, वततमानपत्र ेआशण शनयतकाशलकाांमधून शमळशवलेली 

आह.े 

ग्राहक: अथत व व्याख्या - ग्राहक वततनाचा अभ्यास ककवा अथत समजून घेण्यापूवी ग्राहक म्हणज ेकाय ह े

आपण समजून घेऊ. ग्राहकालाच आपण अनेकदा उपभोक्ता असेही म्हणत असतो. दोन्ही िब्दात थोडा फरक 
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असला तरी या रठकाणी आपण एकाच अथातन ेवापर करणार आहोत. जो व्यक्ती दकुानात जातो, वस्तूची 

खरेदी करून उपभोग घेतो त्याला आपण ग्राहक ककवा उपभोक्ता असे म्हणतो. ककवा वस्तूची खरेदी 

करणारी व्यक्ती म्हणज े ग्राहक होय असेही आपण सोप्या भार्ेत म्हणू िकतो. खालील व्याख्येवरून 

आपल्याला ग्राहकाचा अथत अशधक स्पष्ट होईल. 

"जो व्यक्ती दकुानात जाऊन वस्तू ककवा सेवेची खरेदी करतो त्याला ग्राहक असे म्हणतात." 

ग्राहक वततन: अथत व व्याख्या – 

अथत: प्रत्येक वेळी म्हणजेच जेव्हा जेव्हा ग्राहक बजारपेठेत वस्तू ककवा सेवा खरेदी करण्यासाठी जातो तेव्हा 

तेव्हा त्याची वततणूक बदलत असत.े असे कधीच होत नाही की तो प्रत्येक वेळेस सारखाच वागेल. तो 

कोणत्या आशण किासाठी दकुानात ककवा बाजारात गेलेला आह े त्यावर त्याचे वततन अवलांबून असते. 

अनेकदा त्याच ेह ेवततन त्याचा स्वभाव, त्याचा मूड, ललग, गरज, व्यशक्तमत्व, कुटुांब, राहणीमान, धमत आशण 

परांपरा ई. अनेक बाबींवर अवलांबून असत.े त्यामुळे ग्राहकाच्या वततनाचा अभ्यास करणे आशण त्याला 

समजून घेण ेव्यावसाशयकाला गरजेचे आह.े कारण त्यामुळेच शवके्रता ग्राहकाची अपेक्षा समजू िकतो आशण 

त्याप्रमाणे वस्तू दाखवु िकतो आशण ग्राहकाच ेसमाधान करू िकतो. ग्राहक वस्त ूखरेदी करताांना कसा 

वागतो ककवा खरेदीबाबत शनणतय कसा घेतो, त्यासाठी तो ज्या प्रक्रक्रयेतुन जातो शतलाच ग्राहक वततन असे 

म्हटल ेजाते. ग्राहक वततन ह ेएक मानशसक आशण भावशनक बाब आह.े कारण तो वस्तू खरेदी करताांना या 

दोघाांचाही वापर करतो. ग्राहक वस्तू ककवा सेवा खरेदी करताांना शवशिष्ट पररशस्थतीत जसा वागतो त े

वागणे म्हणजेच ग्राहक वततन होय असेही म्हणता येईल. 

व्याख्या: काही तज्ञ व्यक्तींनी ग्राहक वततनाच्या व्याख्या खालील प्रमाणे केलेल्या आहते त ेही लक्षात घ्यावे 

लागेल. 

वॉल्टर आशण पाॅ ल: "ग्राहक वततन ही एक प्रक्रक्रया आह,े ज्यामध्ये व्यशक्तगत ग्राहक काय, केव्हा, कुठून, 

किी आशण कोणापासून वस्तू ककवा सेवा खरेदी करावयाची याचा शनणतय घेतो." 
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वबेस्टर: " ग्राहक वततन ही एक मानसिास्त्रीय, सामाशजक आशण िारीररक घटना आह,े ज्यामध्य ेग्राहक 

वस्तुचे मूल्याांकन, खरेदी, उपभोग आशण त्याबाबत ईतराांना साांगणे ह ेअशभपे्रत आह.े" 

 प्रा. नरेि सोनटके्क: "शवशिष्ट पररशस्थतीत वस्तू ककवा सेवा खरेदी करताांना ग्राहक जसा वागतो ते वागणे 

म्हणजेच ग्राहक वततन होय." 

वरील व्याख्याांवरून अस ेलक्षात येत ेकी, शवशिष्ट पररशस्थतीत ग्राहक वस्तू ककवा सेवा खरेदी करताांना ज्या 

पद्धतीने तो ती वस्तू खरेदी करतो शतच पद्धती म्हणजे त्याचे वततन होय असे आपल्याला म्हणता येईल. 

ग्राहक वततनाच ेस्वरूप आशण वशैिष्ट्य:े 

ग्राहक वततनाचा अथत अशधक स्पष्ट होण्यासाठी आशण त्याचे स्वरूप समजून घेण्यासाठी आपल्याला ग्राहक 

वततनाच ेवैशिष्ट्ये समजून घणेे आवश्यक आह ेते पुढीलप्रमाणे. 

अशस्थरता: ग्राहक वततन ह ेकधीच शस्थर नसत.े त ेपररशस्थतीनुसार बदलत असत.े गरज, भावना, प्रसांग, 

आर्थथक िक्ती आशण इतरही अनेक बाबींवर त्याचे वततन अवलांबून असत.े एवढेच काय तर एकच वस्तू खरेदी 

करताांना सुद्धा वेगवेगळ्या क्षणी त्याचे वततन बदलत असत.े याचाच अथत ग्राहक वततन ह ेकधीच शस्थर नसनू 

त ेनेहमी बदलत राहत.े 

ललगानसुार वेगळे: ग्राहक वततन ह ेललगानुसार सुद्धा वेगवेगळे असते. स्वभावानुसार स्त्री ग्राहक आशण पुरुर् 

ग्राहक ह ेवेगळे असतात. त्यामुळे साहशजकच त्याांचे वततन ह ेवेगवेगळे असणे स्वाभाशवकच आह.े 

गरजनेसुार वगेवेगळे: ग्राहकाचे वततन ह ेगरजेनुसार सुद्धा बदलणारे आह.े जर आपल्याला रटकाऊ ककवा 

दीघतकाळ चालणारी वस्तू हवी असल्यास आपण दहा रठकाणी त्या वस्तूची चौकिी करू आशण नांतर तुलना 

करून खरेदीचा शनणतय घेऊ पण जीवनावश्यक वस्तूसाठी जवळच्या दकुानात जाऊन आपण कोणतीही 

घासशगस न करता खरेदी करू. 

शवस्ततृ व जागशतक अिी सांकल्पना: ग्राहक सांकल्पना ही एक शवस्तृत आशण जागशतक स्तरावरील आह.े ती 

कोणत्याही एका व्यक्ती पुरती ककवा रठकाणा पुरती मयातक्रदत नाही. ती सतत चालणारी आशण पुढे जाणारी 

एक प्रक्रक्रया आह.े 
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ग्राहक वततन एक गुांतागुांत: ग्राहक वततन ही सांकल्पना एक गुांतागुांतीची बाब आह.े ग्राहक हा शवशिष्ट 

पररस्थीशतत शवशिष्ट पद्धतीनेच वततन करेल ह ेसाांगणे कठीण आह.े ग्राहक वततनाचा नेमका अांदाज बाांधणे 

अिक्य आह.े कारण त्याांचे वततन अनेक घटकाांमुळे प्रभाशवत होत असते. म्हणून असे म्हटल ेजात ेकी ग्राहक 

वततन ही सांकल्पना अशधक गुांतागुांतीची आह.े 

 एकटे आशण समहूात वगेवगेळे:  ह ेएक वैशिष्ट्य ग्राहक वततनाच ेआह.े ग्राहक एकटा असताना वस्तू खरेदी 

करताांना तो वेगळा वागतो. पण जर समूहान ेवस्तू खरेदी करण्यास गेला तर त्याच ेवततन आपल्याला वेगळे 

क्रदसून येते. 

ग्राहक वततनाला प्रभाशवत करणारे घटक: 

यापूवी साांशगतल्याप्रमाणे ग्राहकाच ेवततन ह ेवेगवेगळ्या क्षणी वेगवेगळे असते. म्हणजचे त्याच ेवततन ह े

एकसारख े नसत.े याला कारणे काय आहते याचाही शवचार करणे आवश्यक आह.े ज्या कारणामुळे 

ग्राहकाच्या वततनात बदल होतात ती कारणे म्हणजेच ग्राहक वततनाला प्रभाशवत करणारे घटक होत. ते घटक 

पुढीलप्रमाणे साांगता येतील. 

 साांस्कृशतक घटक: सांस्कृती ही सवातत महत्वाची एक बाब आह ेज्याच्या प्रभावाने व्यक्तींची गरज आशण वततन 

बदलते. सांस्कृतीमुळे अनेक मूल्ये, श्रद्धा, सवयी शनमातण होतात. त्यामुळे त्या मूल्याांची जोपासना 

करण्यासाठी अनेकदा व्यक्ती कुठल्याही प्रकारचा शवचार न करता वस्तूांची खरेदी करतो. ही सांस्कृती प्रयेक 

प्रदिेाची, राज्याची तिेच दिेाांची वेगवेगळी असते आशण ती एका शपढीकडून दसुऱ्या शपढीकडे सांक्रशमत 

होत असत.े त्यामुळेच ह ेवततन व्यशक्तपरत्वे आशण दिेानुसार वेगवेगळी असल्याने आपोआपच ग्राहक वततन 

वेगवेगळे असत.े 

 धार्थमक घटक: प्रत्येक धमातच्या, जातीच्या काही मान्यता आशण रूढी परांपरा असतात. तेव्हा त्या मान्यता 

आशण रूढी परांपराांचे पालन करताांना ग्राहक वततनात बदल होतो. वस्तू खरेदी करताांना या धार्थमक बाबी 

ग्राहकाांवर प्रभाव पाडत असतात. 
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 सामाशजक घटक: सामान्यतः प्रत्येक सांस्थेच्या ककवा समाजाच्या अांतगतत रचना ककवा वगतरचना  ठरलेली 

असत.े यामध्य ेउत्पन्न, शिक्षण, पेिा, सामाशजक प्रत ई.चा समावेि होतो. या सवाांचा पररणाम ग्राहक 

वततनावर झाल्याशिवाय राहत नाही. जास्त उत्पन्न असल्यास ग्राहक वस्तू खरेदी करताांना पैिाचा शवचार 

करीत नाही पण उत्पन्न कमी असल्यास माणूस वस्तूच्या ककमतीबाबत अशधक शवचार करतो. म्हणजेच 

उत्पन्नाचा प्रभाव ग्राहक वततनावर होतो असे क्रदसून येत.े शिवाय तुमचा पेिा काय आह,े समाजात तुमची 

प्रशतष्ठा काय आह ेह ेसुद्धा ग्राहक वततनावर प्रभाव पाडतात. 

सांदभत गट/गट प्रभाव: ही सांकल्पना सवतप्रथम १९४२ मध्ये हायमन याांनी माांडली. अनेकदा व्यक्ती एखादा 

शनणतय घेताांना दसुऱ्या व्यक्तीने ककवा गटाने सांदभत क्रदल्यास त्याच्यावर शवश्वास ठेऊन वस्तू खरेदी करण्याचा 

शनणतय घेत असतो. अनेकदा व्यक्ती इतरही गटाचा सभासद असतो. शिवाय वगतशमत्र, जवळच ेनातेवाईक, 

िेजारी आशण ओळखीचे लोक याांचा दखेील ग्राहकाांच्या खरेदी वततणुकीवर पररणाम झाल्याचे क्रदसून येत.े 

त्यामळेु जर ईतर गटाने  सांदभत क्रदल्यास त्याचा ग्राहकाच्या खरेदी शनणतयावर प्रभाव पडतो. 

 कुटुांब आशण सदस्य: अनेकदा व्यक्ती आपल्या कुटुांबाच्या फायद्यासाठी ककवा सदस्यासाठी काही शनणतय घेत 

असतो. कुटुांबातील व्यक्तींच्या आवडी शनवडी, जीवन जगण्याची पद्धती याचाही प्रभाव ग्राहक वततनावर 

झाल्याशिवाय राहणार नाही. 

व्यशक्तगत घटक: अनेक व्यशक्तगत घटक आहते जे ग्राहकाांच्या वततनावर प्रभाव पडत असतात. त ेव्यशक्तगत 

घटक पुढीलप्रमाणे. 

वय आशण जीवनचक्र: आपल्या जीवनभरात आपण अनेकदा वस्तू आशण सेवा खरेदी करताांना वेगवेगळ्या 

खरेदी करतो. अन्न, कपड,े फर्थनचर ई. वस्तू खरेदी करताांना वयोमानानुसार बदल होत असतो. वय बदलले 

की आवडी शनवडी बदलतात. जीवनाकड े बघण्याचा दषृ्टीकोन बदलतो आशण आपोआपच ग्राहक वततन 

बदलते. 

पेिा: माणूस आपले जीवन जगताना कुठला पेिा स्वीकारतो त्यावर सुद्धा त्याचे वततन अवलांबून आह.े 

एखादा व्यावसाशयक असल्यास तो मोठमोठ्या महागडी वस्तू खरेदी करतो. त ेकरताांना तो पैिाचा शवचार 
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करीत नाही. तेच एखाद्या सामान्य ग्राहकाचा शवचार केल्यास. तो कमी क्रकमतीच्या वस्तू खरेदी करण्याचा 

शनणतय घेईल. 

आर्थथक घटक/खरेदी िक्ती:  हा घटक फार महत्वाचा आह.े खरेदी शनणतय बहुदा तुमच्याकड ेअसलेल्या 

पैिावर अवलांबून आह.े शवके्रत्याच्या दषृ्टीकोनातून हा घटक अशतिय महत्वाचा आह.े पैसा उपलब्ध 

असल्यास अशधक वस्तू खरेदी करणार पण जर तुमच्याकड ेपैसा कमी असल्यास वस्तू करताांना क्रकमतीबाबत 

घासाशगस करणार आशण कमी वस्तू खरेदी करणार आशण पैसे नसल्यास ग्राहकाांची खरेदी करण्याची ईच्छा 

असून दखेील त्याांना वस्तूची खरेदी करता येत नाही. त्यामुळे पैसा हा ग्राहक वततनावर प्रभाव पाडतो असे 

म्हणता येईल. 

स्वभाव: वस्तू खरेदी शनणतय प्रक्रक्रयेत ग्राहकाचा स्वभाव फार महत्वाची भूशमका पार पाडत असतो. अनेक 

अभ्यासातनू ह ेशसद्ध झालेल ेआह ेकी स्वभाव आशण ग्राहक वततन यात सहसांबांध आह.े स्वभाव खर्थचक असेल 

तर ग्राहक पैसे साठवून ठेवण्यापेक्षा तो खची घालण्याचा प्रयत्न करेल आशण स्वभाव खर्थचक नसेल तर या 

उलट तो शनणतय घेईल. 

ग्राहक प्ररेणा: अनेक शवचारवांत आशण माणसिास्त्रज्ञाांनी मानवी पे्ररणा शसद्धाांत माांडले. अब्राहम मास्लो 

याांनी सुद्धा गरजाांचा शसद्धाांत माांडला आशण साांशगतल ेकी माणसाला गरजा किा पद्धतीने पे्ररणा दतेात 

आशण ग्राहक वततन बदलते. 

माशहती: ग्राहकाच्या वततनात बदल करणारा एक घटक म्हणज े त्याला प्राप्त माशहती. ग्राहक एखादी वस्त ू

खरेदी करण्यापूवी त्या वस्तू बाबत सवत माशहती प्राप्त करतो. त्या वस्तूची उपयोशगता, ककमत, शतचा वापर, 

शवके्रता इ माशहती तो इांटरनेट माफत त, वततमान पत्रातून, जाशहरातीद्वारे, वेगवेगळ्या माध्यमाद्वारे तिेच 

शमत्राद्वारे प्राप्त करीत असतो आशण नांतर तो वस्तू ककवा सेवा खरेदीचा शनणतय घेतो. 

पररशस्थतीजन्य घटक: अनेकदा ग्राहक पररशस्थती समोर नतमस्तक होऊन वस्त ूखरेदी करतो. ककवा असे 

म्हणावे लागेल की ग्राहकासमोर अचानक एखादी घटना घडते ज्यामुळे त्याला एखाद्या वस्तूची खरेदी करणे 

आवश्यक होत.े िारीररक आशण सामाशजक घटक एखादी असे वातावरण शनमातण करतात ज्यामुळे व्यक्तीला  

वस्तू खरेदीचा शनणतय घ्यावा लागतो. अश्या पद्धतीने अनेक घटक ग्राहकाला प्रभाशवत करीत असतात 

ज्यामुळे तो वस्तू आशण सेवाांची खरेदी करतो. 
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शनष्ट्कर्त: 

वरील सवत बाबींचा अभ्यास केल्यानांतर मी खालील शनष्ट्कर्ातप्रत आलेलो आह.े 

1. शवशिष्ट पररशस्थतीत ग्राहक कसा वागतो याचा अभ्यास म्हणजे ग्राहक वततनाचा अभ्यास  

होय.  

2. ग्राहक वस्तू खरेदी करताांना ज्या पद्धतीने वागतो ती पद्धती म्हणजेच ग्राहक वततन होय. 

3. ग्राहक वततन ह ेकधीही शस्थर नसत ेतर ते बदलते असत.े 

4. ग्राहक वततन ह ेललगानुसार, वयोमानानुसार, आशण गरजेनुसार बदलत असते. 

5. ग्राहक वततन ही सांकल्पना फार गुांतागुांतीची आह.े कारण ग्राहक कोणत्या वेळेस कसा वागेल   

ह ेकोणीही खात्रीिीर साांगू िकत नाही. 

6. ग्राहक वततनाला प्रभाशवत करणारे अनेक घटक आहते. त्या घटकाांचा पररणाम ग्राहकाांच्या     

वागणुकीवर होत असतो. 
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प्रस्तावना: 

ऄडलकडच्या काळात डडडिटल माकेटींगला ऄडधक महत्व अले अह.ेडडडिटल 

माकेटींगमुळे अर्थथक डवकासाचा वेग झपाट्याने वाढत अह ेतसचे बािारपेठेची व्याप्तीही 

वाढत अह.े अर्थथक डवकासासाठी अवश्यक ऄसणारी साधनं मोठ्या प्रमाणात व सहि 

ईपलब्ध होत अहते. अर्थथक डवकासाबरोबरच ईपभोक्त्यांच्या ईत्पनात वाढ होत अह.े 

त्यामुळे त्यांच्याकडून समग्र मागणी वाढत अह.े मागणीची पुतथताही एक क्षणात होत अह.े 

डवक्री खचथ कमी येत ऄसल्यामुळे वस्तूंच्या ककमतीही कमी ठेवणे डवत्यांना शक्य होत अह े

डशवाय ईत्पादनाच्या डनमीतीसाठी ऄत्याधुडनक यंत्र व तंत्रज्ञानाचा वापर केल्यामुळे 

वस्तूची व सेवांची गुणवत्ता वाढली अह.े त्यामुळे समािाच्या सवथच स्थरातून एकूण 

मागणी वाढून ईत्पादकांच्या डनव्वळ नफ्यात वाढ होत अह.ेअिच्या संगणक युगात 

ईत्पादनाच्या तसेच डवक्री व्यवस्थेच्या सवथच क्षेत्रात डडडिटल माकेटींगचा ऄवलंब केला 

िात अह.े भारतासह िगातल्या सवथ दशेांना डडडिटल माकेटींगची गरि भासू लागली 

अह.े कारण डडडिटल माकेटींगमुळे वस्तू व सेवांची डवपणनव्यवस्था गडतमान व कायथक्षम 

झालेली अह.े डडडिटल माकेटींगमध्ये आंटरनेटचा वापर मोठ्या प्रमाणात होत ऄसल्यामुळे 

वस्तू व सेवांची गुणवत्ता, त्याचे स्वरूपप अडण आतर बाबींची माडहती लोकांना एका क्षणात 

होत अह.े त्यामुळे लोक कोणत्या वस्तूंची खरेदी करावी अडण कोणत्या वस्तकूड े दलुथक्ष 

करायचे याचा डनणथय कमीत कमी वेळात घेतला िात अह.े अि ग्राहक कोणत्याही 

वस्तूंची खरेदी ऑनलाइनद्वारे करीत ऄसेल तर त्याअगोदर त्या वस्तूची पूणथ माडहती 

घेउनच खरेदी करतो अह.े त्यामुळे ग्राहकांचा वळे व पैशाची बचत होत अह.े 

त्याचबरोबर कंपन्याही अपल्या मालाची आंटरनेटच्या माध्यमातून डवक्री करण्यासाठी 

डडडिटल साधनांचा फार मोठ्या प्रमाणात अधार घते अहते. मोबाइल, लॅपटॉप, संगणक, 

आंटरनेट आ. साधानांचा वापर करूपन लोक घरी बसल्या बसल्या वस्तूंची मागणी ऑनलाइन 

पद्धतीने करीत अहते व व्यवसाडयक त्या ईत्पादनाची डवक्रक्र करीत अहते म्हणून 

अडलकडच्या काळात डडडिटल माकेटटगला सवाथडधक महत्व प्राप्त झाले अह.े 

ईक्रिष्टय े: 

१. डडडिटल माकेटटग या अधुडनक डवपणन पद्धतीच्या सकंल्पनेचा ऄभ्यास करणे. 

२. डडडिटल माकेटटगची अवश्यकता व भडवतव्य या संदभाथत चचाथ करणे. 

mailto:sangramshinde730@gmail.com


IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

677 

   .                   

 

 

सशंोधन पध्दती: प्रस्ततू सशंोधन पेपर डलहण्यासाठी दयु्यम साधनांचाच वापर केलेला अह.े ज्यामध्य े

आंटरनेट, संदभथ गं्रथ आ. 

अवश्यकता 

प्रस्तूत संशोधन पेपर हा प्रामुख्याने व्यावसडयक, ईद्योिक अडण संशोधक यांच्या दषृ्टीने फायदडेशर 

अह.े कारण या लेखामध्ये डडडिटल माकेटटगची प्राथडमक व मुलभतू माडहती क्रदलेली अह.े या माडहतीच्या 

अधारे ईत्पादकाला अपल्या व्यावसायाची व्याप्ती वाढवण्यासाठी, ग्राहकांची संख्या 

वाढडवण्यासाठीडडडिटल माकेटटगचा वापर करण्यास भाग पाडले अडण त्यामुळे पारंपारीक 

डवपणनव्यवस्थेची िागा डडडिटल माकेट घेइल यामध्ये या पेपरचे थोडया प्रमाणात का होइना 

हातभारऄसेल. ग्राहकांनाही डडडिटल माकेटींग काय ऄसते याची कल्पना या लेखामुळे येवू शकते. 

सशंोधन पध्दती 

प्रस्तूत संशोधन पेपर डलहण्यासाठी दयु्यम साधनांचाच वापर केलेला अह.े ज्यामध्ये आंटरनेट, संदभथ गं्रथ आ. 

डडडिटल माकेटटगचा पवूथआडतहास 

डडडिटल माकेटटगची सुरुवात तेंव्हाच झाली िेंव्हा सन १९७१ मध्य ेरे टॉमडलन्सनन ेपडहला इमेल 

पाठवला तेंव्हापासून लोकं अपल्या वेगवेगळ्या फाइल्स मशीनद्वारे ऑनलाइन पध्दतीने एका 

ठठकाणापासूनदसुया ठठकाणी पाठवू लागले व प्राप्त करूप लागले. पुढे चालून सन १९९० साली अची शोध 

आंडिन FTP साआट्ससाठी ऄणुक्रमडणका म्हणून तयार केले गेले. १९८० च्या दशकातच संगणकांची 

साठवणूक क्षमता बाढली. त्यामुळे कंपन्यानी मयाथक्रदत डलस्ट बोकरऐविी डाटाबेस माकेटटगसारखी 

ऑनलाइन तंञडनवडण्यास सरुुवात केली. या प्रकारच्या डाटाबेसने कंपन्याना ग्राहकांच्या माडहतीचा ऄडधक 

प्रभावीपणे परवानगी क्रदली त्यामुळे खरेदीदार व डवके्रता यांच्यातील संबंध बदलले. १९९० च्या दशकातच 

डडडिटल माकेटटग हा शब्दप्रयोग केला गेला अडण ऄल्पावडधतच हा शब्द लोकडप्रय झाला. सन २000 

मध्ये आंटरनेट वापरणायांचीसंख्या वाढली. याच दरम्यान अयफोनचा िन्म झाला. अयफोनद्वारे ग्राहक 

ईत्पादनासंबंधी माडहती घेउ लागलेअडण अपल्या गरिांची माडहती ऑनलाइन पध्दतीने घेउ लागले. सन 

२००७ MarketingAutomation चा डवकास झालाज्यामुळेडडडिटल माकेटटगचा डवकास व्हायला पे्ररणा 

डमळाली. डडडिटल माकेटटगला ऑनलाआन माकेटटग आंटरनेट माकेटटग ककवा वेब माकेटटग ऄसेही म्हटल े

िाते. डडडिटल माकेटटग हा शब्द कालांतरान े लोकडप्रय झाला अह.े यूएसए मध्ये ऑनलाआन डवपणन 

ऄिूनही एक लोकडप्रय शब्द अह.े आटलीमध्ये डडडिटल माकेटटगला वेब माकेटटग ऄसे संबोधल े िाते. 
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िगभरात डडडिटल माकेटटग ही सवाथत सामान्य संज्ञा बनली अह े डवशेषत: वषथ 2013 नंतर2010 मध्ये 

48% वाढीसह डडडिटल मीडडया खचाथसह वार्थषक 4.5 ठिडलयन ऑनलाआन िाडहराती क्रदल्या गेल्याचा 

ऄंदाि व्यक्त करण्यात अला. 

माकेटटगच ेप्रकार 

माकेटटगचे प्रामुख्याने दोन प्रकार पडतात १ िॅडडशनल माकेटटग अडण २. डडडिटल माकेटटग. 

िॅडडशनल माकेटटग ही िुनी पध्दत अह.े तसेच ती खर्थचक, वेळखाउ, कमी प्रभावी अडण सक्सेस रेट कमी 

ऄसणारी ऄशी ही पद्धत अह.े या पद्धतीत डवके्रता अपल्या वस्तू व सेवाची िाडहरात ही प्रामुख्यान े

न्यूिपेपर, टेडलडव्हिन, रेडडओ, बॅनर ककवा होडडग यांच्या मदतीने करतो तेंव्हा या पध्दतीला िेडडशनल 

माकेटटग म्हणतात. िॅडडशनल माकेटटगमुळे व्यवसायाचा डवस्तार करण्यावर मयाथदा पडतात. त्यामुळे या 

पध्दतीऐविी डडडिटल माकेटटग डवपणन व्यवस्थेत मोठ्या प्रमाणात लोकडप्रय होत अह.े 

डडडिटल माकेटटग म्हणि ेकाय? 

डडडिटल माकेटटग ही नवीन अडण कमी खचीक पध्दती अह.े या पद्धतीत डवके्रता अपल्या वस्तूची 

माडहती ग्राहकांना सहि व कमी वेळात तसचे कमी खचाथत दउे शकतो. तसेच या पद्धतीत स्वतःच्या 

व्यवसायाचा डवस्तार िलद गतीने करता यतेो. िेव्हा ईत्पादक अपल्यावस्तूची िाडहरात आंटरनेटचा वापर 

करूपन Website Facebook, Instagram, WhatsApp, Tweeter, YouTube या सारख्यासाधनांचा 

वापर करूपन करतो अडण अपली भाडगदारी डवपणन व्यवस्थेत वाढवतो, तेव्हा या पद्धतीला डडडिटल 

माकेटटग ऄसे म्हणतात. ऄडलकडच्या काळात Facebook, Instagram, Whatsapp, Tweeter, 

YouTube या सारख्या Social Media चा वापर लोक मोठ्या प्रमाणात करत ऄसल्याचे क्रदसते. 

साधारणतः लोकक्रदवसाचे तीन ते चार तास सोशल मीडीयावर वेळ घालतात. त्यामुळे ईत्पादकाने अपल्या 

ईत्पादनाची िाडहरात सोशल मेडडयावर टाकली तर त्यांच्या ईत्पादनाची माडहती दशेातच नाही तर 

िगातील आतर दशेांतील लोकांनाही होवू शकते. त्यामळेु त्यांच्या वस्तूनंा मागणी प्रचंड वाढून त्यांच्या 

व्यवसायाचा डवस्तार स्वतःच्या दशेाबरोबर आतर दशेातही होण्यास मदत होत.े 

डडडिटल माकेटटगची व्याख्या: 

डडडिटल माकेटटग या शब्दामधील डडडिटल या शब्दाला आंग्रिीत पयाथयी शब्द आंटरनेट अडण 

माकेटटग ला मराठीत डवपणन व्यवस्था म्हणतात. याचाच ऄथथ आंटरनेट बािार या दोन शब्दांनी डमळून 
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डडडिटल माकेटटग हा शब्द बनला अह.े आंटरनेटच्या साहाय्याने डडडिटल साधनांचा वापर करूपन वस्तूची व 

सेवांची खरेदी व डवक्रीज्या बािारात होत ेत्या बािाराला डडडिटल माकेटटग ऄसे म्हणतात. 

"                                                          ." 

"                                                                                 

                       ",  

“                                                                               promote 

                             ". 

डडडिटल माकेटटगमध्ये डडडिटल तंत्राचा वापर करूपन ग्राहकांशी संपकथ  साधण्याबरोबरच आतरही 

व्यवहार केले िातात. िस,े अयफोन ककवा लॅपटॉपद्वारे ऑनलाइन शॉडपग, डतक्रकट बुककग, ठरचािथ, डबल 

पेमेंटस, ऑनलाइन िान्िेक्शन आ. व्यवहार घरी बसून आंटरनेटच्या मदतीन े सहि करूप शकतो. िगातील 

मोठ्या कंपन्या त्यांच्या ईत्पादनाचा प्रसार करण्यासाठी आंटरनेटच्या माध्यमातून स्माटथफोन, कॉम्पूटर, 

टॅब्लेट अडण आंटरनेट या सारख्या डडडिटल साधनांचा वापर करूपन ग्राहकांशी सवांद साधतात अडण लाखो 

रूपपये खचथ करतात अडण ऄल्पावडधतच हा खचथ डडडिटल माकेटटगमध्ये भरूपन काढतात. 

डडडिटल माकेटटगची साधन े

 

डडडिटल माकेटटगच ेप्रकार 

डडडिटल माकेटटगमध्ये डवके्रत्यांना ककवा ईत्पादकांना ग्राहकापयंत पोहचण्यासाठी ऄनेक डडडिटल 

साधने अहते. त्याद्वारे डवके्रता अपल्या वस्तूची डवक्री करूप शकतो अडण ग्राहक घरी बसून Online वस्तु व 

सेवांची मागणी करूप शकतो ऄशा काही महत्वाच्या प्रकारांचा ऄभ्यास खालीलप्रमाणे करणार अहोत. 
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 सचथ आंडिन ऑडटटमायझेंशन (Search Engine Optimization ) 

SEO म्हणिे डवडशष्ट कीवडथ वापरूपन अपल्या Website ला गूगल सचथ आंडिनमध्ये सगळ्यात ऄव्वल 

स्थानावर नेणे होय. SEO म्हणिे ईत्पादकाला त्यांच्या  कंपनीच्या वेबसाइटला गुगलच्या पडहल्या 

पेिवरसवाथत वरच्या स्थानावर नेणे होय. त्यामुळे त्याच्या Website वर िास्त ग्राहक येतील अडण 

त्यामुळे व्यवसाय िलद गतीने वाढायला मदत होइल. 

SEO च ेप्रामखु्यान ेदोन प्रकार पडतात 

1. On Page SEO अडण 

2. Off Page SEO 

शोध आंडिन डवपणन (SEM) 

सचथ आंडिन माकेटटग म्हणि ेGoogle Page वर अपल्या वेबसाइटसाठी गुगलच्या सचथ आंडिनमध्ये िागा 

खरेदी करणे होय. यालाच पेड़ िाडहरात ऄसहेी म्हणतात. यात पेड िाडहरात करूपन अपली वेबसाइट 

गुगलच्या सचथ आंडिनमध्ये पडहल्या पेिवर अडण ऄव्वल स्थानावर घेउन िावू शकतो अडण ग्राहकांची गदी 

वाढवू शकतो. 

 सोशल मीडडया माकेटटग (SMM): 

ऄडलकडच्या काळात सोशल मीडडयाचा वापर करणाऱ्या लोकांची संख्या वाढत अह.े त्यामुळे ईत्पादकाला 

अपल्या ईत्पादनाची िाडहरात सोशल मीडडयावर टाकून प्रचंड डवक्री  वाढवता येते. SMM म्हणि े

WhatsApp, YouTube, Facebook, Instagram, Twitter, आत्यादींच्या मदतीने अपल्या प्रॉडक्टची 

िाडहरात करणे होय. तसेच ग्राहकांशीसंवाद साधणे, त्यांच्या अवडीडनवडी माडहत करूपन घेणे होय. 

कन्टेन्ट माकेटटग(Content Marketing) 

कन्टेन्ट माकेटटगमध्ये ग्राहकांना अकर्थषत करण्यासाठी व ग्राहकांची संख्या वाढवण्यासाठी ईत्पादक त्यांच्या 

ईत्पादनाबाबत ब्लॉग तसेच अवडतील ऄसे डव्हडीओ बनवून सोशल मीडडयावर share केले िातात. 

तसेच ग्राहकांना अवडले ऄशा डडझाइनमध्ये ईत्पादनासंबंधीची माडहती डलहून सोशल मीडडयाच्या सवथ 

टलॅटफॉमथवर टाकली िाते. त्यामुळे सुध्दा मोठया प्रमाणात वस्तू व सेवांची मागणी वाढू शकते. 
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 इमेल डवपणन(Email Marketing) 

इमेल माकेटटगच्या माध्यमातून अपल्या कंपनी अडण सवेांची माडहती इमेलमधून ग्राहकांना दउे शकता. इ 

मेलमुळे एकाच वेळी िास्त ग्राहकांशी संपकथ  ठेवता येतो अडण अपल्या व्यवसायाचा डवस्तार करता यतेो 

 

ऄक्रफडलएट माकेटटग ककवा सलंग्न डवपणन (Affiliate Marketing) 

ऄक्रफडलएट माकेटटग एखाद्या कंपनीच्या वस्त ूककवा सेवा अपण लोकांना डवकणे अडण त्यातून डमळालले े

कडमशन घेणे याला ऄक्रफडलएट माकेटटग ऄसे म्हणतात. ऄडलकडच्या काळात लोक ककवा कंपन्या ऄशा 

प्रकारचा व्यवसाय करूपन मोठया प्रमाणात पैसे कमवत अहते. ज्यात Amazon, 

Flipkard,Bluehostअडण आतर एिेंट लोक. 

 डव्हडीओ माकेटटग (Video Marketing ) 

डव्हडीओ माकेटटग म्हणिे ईत्पादनासंबंधीची माडहती, त्याचे गुणडवशेष आ. संबंधीचे डव्हडीओ 

बनवून Youtube Instagram, Facebook वर टाकणे अडण िाडहरात करणे अडण त्यातून 

डवक्रीवाढडवणे होय. YouTube वर प्रत्येकिण अपल्या कंपनीच्या ईत्पादनाची िाडहरात करत अह े

subscriber वाढवत अहते. तसेच Teaching, Learning व आतर माडहतीपर डव्हडीओ व आतर डवषयात 

डव्हडीओ तयार करूपन Youtube वर Share केल्यामळेु चांगली कमाइ होत अह.े 

PPC माकेटटग हा एक िाडहरातीचा चांगला मागथ अह,े ज्यातून कंपनीला ग्राहकाचंी सखं्यावाढवतायेते. 

मोबाइल माकेटटगद्वारेही वस्तूची खरेदी डवक्रीवाढवता येत अह.े स्पाटथफोनचा वापर करणाऱ्या लोकाचं े

प्रमाण वाढल्यामुळे मोबाइलवरील टेक्स मॅसेि अडण व्हॉटसऄप मेसेिच्या सहाय्याने कंपन्या ग्राहाकांशी  
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िोडल्या िात अहते, ग्राहकांशी संपकथ  करूपन अपल्या वस्तू व सेवांच ेमहत्व पटवून दउेन माकेटटग मोठया 

प्रमाणात केली िात अह.े 

डडडिटल माकेटटगची अवश्यकता 

 योग्य ग्राहकापंयतं पोहचण े

डडडिटल माकेटटगच्या माध्यामातून तुम्ही ज्यांच्यासाठी वस्तूंची डनमीती केली ऄसेल त्यांचा शोध 

घेउन त्यांनाच त्या वस्तूची महत्व पटवून दउेन त्यांनाच त्या वस्तूची डवक्री करता यतेे. वय, डलग, अवड, 

आ. चा डवचार करूपन त्या लोकांशीच सहि संपकथ  साधता येतो. यासाठी अगोदर ग्राहकांचे डवडवध गट करूपन 

ग्राहकांची डनवड करावी लागते. ईदा. कोल्हापूर शहरातील वय वषथ २५ ते ३० मधील फक्त मडहलांसाठीच 

वस्तूची डनमीती केली ऄसले तर त्याचंीच डनवड करूपन त्याच मडहलांना वस्तचूी िाडहरात करूपन त्या 

वस्तूची डवक्री त्यानंाच करता येते. यासाठी तुम्हाला मोठा डाटा गोळा करावयाची गरि नाही. 

िास्तीत िास्त ग्राहाकापयतं पोहचण ेशक्य होत.े 

अडलकडच्या काळात आंटरनटेचा सवाथडधक वापर होत अह.े त्यामुळे आंटरनेटच्या मदतीने तुम्ही घरी बसून 

िगातील कोणत्याही दशेात ककवा खेडयात वस्तचूी डवक्री करूप शकता. Youtube, Instagram, 

Facebook च्या मदतीन ेवस्तूंची िाडहरात डव्हडीओ बनवून ककवा ब्लॉक बनवून ग्राहकांची संख्या मोठ्या 

प्रमाणात वाढवता येते. तसचे इमेलद्वारे लाखो लोकांशी संपकथ  करूपन व्यवसायाचा डवस्तार करता यतेो. 

माकेटटगची स्िॅटेिी ठरवता यतेे 

डडडिटल माकेटटगमुळे ग्राहकांचे सवेक्षण करणे अडण त्याद्वारे ऄहवाल तयार करूपन डनष्कषथ काढणे 

शक्य झालेले अह.े डडडिटल माकेटटग ही संकल्पना सवथस्वी आंटरनेटशी िोडली गेल्यामुळे ग्राहकांसंबंधीचा 

डाटा गोळा करणे सहि शक्य झाले अह.े म्हणून अपली िाडहरात कोणी अडण क्रकती ग्राहकानंी पाडहली 

अह,े िाडहरातीवर कोणी कोणी डक्लक केल े अह,े वेबसाइट क्रकती िणांनी पाडहली अह,े क्रकती वेळ 

वेबसाइटवर थांबले अहते, कोणत्या शहरातनू कोणत्या प्रकारचे ग्राहक अपल्या वस्तूला पसंती दतेात आ. 

प्रकारची माडहती िॅककग करता येते अडण या माडहतीच्या अधारे पुढची रणनीती ठरवता येते. 

 कमी खचाथत िाडहरात करता यते े

पारंपाठरक माकेटटगमध्ये िाडहरातीवर प्रचंड खचथ करावा लागतो डशवाय वेळेचा ऄपव्यायही 

िास्त प्रमाणात होता. या माकेटटगमध्ये अपल्या वस्तूंची िाडहरात ही फ्लेक्स बॅनर बनवून करावी लागत े

ती खर्थचक बाब अह.े डशवाय फ्लेक्स बनवताना िर तुम्ही तुम्हचा मोबाइल क्रमांक चुकवला ऄसेल ककवा 
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आतर बाबी डलहावयाच्या डवसरल्या ऄसतील तर तमु्हाला तोसंपूणथ  फ्लॅक्सच बदलावा लागतो. म्हणि े

पुवीएवढाच खचथ करावा लागतो. याईलट डडडिटल माकेटटगमध्ये तसे होत नाही. कारण अपण एकदा 

बनवलेल्या फ्लेक्समधील काही मचकूर चुक्रकचा ऄसेल ककवा काही नडवन मचकूर फ्लॅक्समध्ये डलहायचा 

ऄसेल तर त्यात तमु्ही कोणताही खचथ न करता डलहू शकता ककवा त्यात क्रकतीही वळेा बदल करूप सकता 

ककवा एडडट करूप शकता त्यासाठी वेगळा खचथ करण्याची गरि नसते. 

 ग्राहकाशंी सवंाद साधता यतेो 

ग्राहकांच्या अवडीडनवडीचा डवचार करूपन वस्तूची डनमीती करणे अडण डवकणे ह े ज्यांना िमतं 

त्यांनाच डवपणन व्यवस्थेत अपले वचेत्व प्रस्थाडपत करणे शक्य होते ऄसे म्हटले िाते. पारंपाठरक माकेट 

व्यवस्थेत ग्राहकांच्या अवडीडनवडीचा ऄंदाि घेणे ऄशक्य होत.े परंतु डडडिटल माकेटटगमुळे ग्राहकांशी 

िवळीकता साधणे, त्यांच्याशी सवांद साधून त्याचं्या अवडीडनवडीची माडहत करूपन घेणे शक्य झाले अह.े 

त्यामुळे ईत्पादकाला वस्तूच्या डनमीतीबाबतचा डनणथय घणेे सहाि शक्य झाले अह.े 

कमी खर्थचक 

खर म्हणिे डडडिटल माकेटटगमुळे डवक्रीखचथ कमी झाल्यामुळे ईत्पादकाचा एकूणच ईत्पादन खचथ 

कमी झालेला अह.े पारंपाठरक बािारात िाडहरातीवर पंचड खचथ करावा लागत होता. परंतू डडडिटल 

माकेटटगमध्ये एवढा खचथ येत नाही कमी खचाथत िास्त लोकांना अपल्या वस्तू व सेवाचंी माडहती दतेा यतेे. 

खर म्हणिे यामध्ये ि ेग्राहक तमु्हच्या िाडहरातीवर डक्लक करूपन िाडहरात बघतात त्यासाठीच तमु्हाला 

पैसे द्यावे लागतात. 

डडडिटल माकेटटगच ेभडवतव्य 

डडडिटल माकेटटगला ईज्वल भडवतव्य अह.े िागडतकीकरणाच्या प्रवाहात स्पधेची तीव्रता वाढत 

अह.े िो कोणी या स्पधेत ठटकेल तोच बािारात वचेत्व प्रस्थाडपत करूप शकणार अह.े त्यामुळे बहुतके सवथ 

कंपन्या आंटरनेटचा वापर करूपन िाडहरातीवरप्रचंड खचथ करीत अहते. अपले ईत्पादन आतरांपेक्षा कस े

दिेदार व कमी ककमतीचे अह ेह ेदाखवून दणे्याचा प्रयत्न करीत अहते. यासाठी डडडिटल साधनांचा वापर 

मोठ्या प्रमाणात होत अह.े येणाऱ्या काळात संपूणथ डवपणन व्यवस्थाच डडडिटल होण्याची शक्यता 

नाकारता यते नाही. ऄस ेझाले तर घरी बसल्या बसल्या लोक वस्तु व सेवांची मागणी करूप शकतात अडण 

ही संख्या प्रचंड वाढू शकते. डडडिटल माकेटटग एक रोिगार डमळवून दणेारे साधन होत अह.े त्यामुळे 

युवक रोिगार डमळवण्यासाठी एम.बी.ए सारखी पदवी डमळवण्यावर भर दते अहते. आंटरनेटचा वापर 

करूपन व्यवसाय करण या लाखो कंपन्या अहते. या कंपन्याना डडडिटल माकेटटग मॅनेिरची अवश्यकता 

भासत े ऄशा ठठकाणी मोठया पगाराची नोकरीडमळू शकते. तसेच पयथटन,बँककग, ठरटेल, मीडडया, 
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हॉस्पटॅडलटी आ. कंपन्यानाही डडडिटल माकेटटग मैनेिरची अवश्यक ऄसते. ऄशाच प्रकारच्याjob 

डवदशेातही डमळू शकतात. त्यामुळे स्वतःच्या कायथक्षमतेत वाढ केल्यास डडडिटल युगात नोकरी डमळणे 

सहि शक्य अह.े थोडक्यात डडडिटल माकेटटगची व्याप्ती वाढायला ऄिनू भरपूर स्कोप अह ेअडण म्हणून 

ऄसे म्हणावे लागते की येणारा काळ हा डडडिटल माकेटटगचाच अह.े 

समारोपः 

वरील डवशे्लपाणावरूपन ऄसे म्हणता यतेेकी, डडडिटल माकेटटग ही अता काळाची गरि बनली 

अह.े ज्यांना अपल्या व्यवसायाची प्रगती अडण डवस्तार करावयाचा अह े त्यानंी डडडिटल माकेटटग 

डशकलपाडहिे अडण त्याचे ऄनुकरण अपल्या दनैंक्रदन डिवनात वस्तूचंी खरेदी व डवकी करण्यासाठी केल 

पाडहिे. िागडतकीकरानतंर डवकसीत दशेातील बलाढय ईद्योग िगाच्या कानाकोपऱ्यातऄसणाऱ्या लहान 

मोठया दशेात अपल्या वस्तूची डवक्री करण्यासाठी तत्पर अहते. Online च्या माध्यमातून या कंपन्या 

मोठया प्रमाणात वस्तु व सेवांची डवक्री करीत अहते तसेच ग्राहकाचं्या दररोि बदलणाऱ्या अवडी 

डनवडीचा डवचार करूपन ईत्पादनात बदल करत अहते. भारतीय ईद्योगानंीही डडडिटल माकेटटगमध्ये 

ईतरूपन स्पधाथत्मक युगात अपली कायथक्षमता वाढवली पाडहिे तरच त्यांचे ऄडस्तत्व ठटकून राहू शकेल 

ऄन्यथा पारंपाठरक माकेटटग पध्दतीनुसार व्यावसाय केला तर तुम्ही बािारपेठेच्या बाहरे फेकल ेिाल याची 

िाडणव ऄसू द्या. म्हणून िास्तीचा फायदा डमळवायचा ऄसेल तर काळानुसार अपल्यालाही बदलं पाडहिे 

ह ेनक्की. 
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साराांश: 

आजचे युग खूप वेगाने बदलत आह,े  म्हणूनच डडडजटल मारे्कटटग म्हणज ेर्काय ह े

प्रत्येर्काला माडहत असणे आवश्यर्क आह.े जग डडडजटल होत आह ेआडण प्रत्येर्काला त्याची 

गरज वाटू लागली आह.े बऱ्याच र्कां पन्या आता डडडजटल मारे्कटटग तज्ज्ाांना डनयुक्त र्करतात 

जेणे र्करून त े त्याांचा व्यवसाय डडडजटल माध्यमातून दखेील पसरवू शर्कतील. आपला 

व्यवसाय पसरडवण्याचा आडण त्याचे ब्ाांड वॅल्यू वाढवण्याचा डडडजटल मारे्कटींग हा एर्क 

आधुडनर्क मागग आह,े म्हणून आज प्रत्येर्क र्कां पनी आपल्या व्यवसायाच्या नावाने वेबसाइट 

बनवत.े पूवी प्रत्येर्क मोठी र्कां पनी आपली मारे्कटींग मोहीम राबडवण्यासाठी टीव्ही, वृत्तपत्र, 

माडसरे्क, रेडडओ, र्कागद, पोस्टर आडण बॅनर यासारख्या साधनाांचा वापर र्करीत असे आडण 

बर्याच र्कां पन्या घरोघरी जाऊन दखेील आपल्या उत्पादना बद्दल साांगत असत. परांतु आता 

र्काळानुसार मारे्कटींगचा मागग हा बदलला आहे. आता इांटरनेट जगातील सवागत मोठी 

मारे्कटींगसाठी जागा बनली आह.े  

प्रस्तावना: 

 मोठी र्कां पनी असो र्की छोटी र्कां पनी, आता प्रत्येर्कजण मारे्कटींगसाठी इांटरनेट वापरतो.  या 

मारे्कटींग पयागयाला डडडजटल मारे्कटींग म्हणतात. जगातील डनम्म्याहून अडधर्क लोर्क इांटरनेट वापरतात 

आडण ही सांख्या ददवसें ददवस वाढत आह.े हचे र्कारण आह ेर्की डडडजटल मारे्कटींग ह ेअडतशय वेगाने वाढत 

आह.े भारतातही डडडजटल मारे्कटींग वेगाने वाढत आह.े याचा मुख्य र्कारण म्हणजे भारतात इांटरनेट सेवाही 

खूप स्वस्त झाली आहे. त्याचमुळे भारतात इांटरनेट वापरणाऱ्याांची सांख्या प्रचांड वाढली आहे. भारत 

जगातील दसुर्या क्रमाांर्काचा दशे आहे, डजथे जगातील सवागडधर्क इांटरनेट वापरणारी लोर्कसांख्या आहते. तर 

डमत्राांनो, आज आम्ही तमु्हाला डडडजटल मारे्कटींग म्हणजे र्काय आडण डडडजटल कर्कवा ऑनलाइन मारे्कटींग 
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र्कसे र्करावे याबद्दल सांपूणग माडहती दणेार आहोत. ज्जया लोर्काांना ऑनलाइन आडण डडडजटल मारे्कटींग बद्दल 

जाणून घ्यायचे आह ेत्याांनी हा लेख सांपूणग नीट वाचा. 

डडडजटल मारे्कटटग म्हणज ेर्काय :  

डडडजटल मारे्कटटग मराठीमधे २ शब्द आहते. पडहलां डडडजटल म्हणजे इांटरनेट, र्कम््युटर व इलेक्ट्रॉडनर्क 

मीडडया आडण दसूरा मारे्कटटग म्हणजेच प्रचार. आता तुम्हाला याचा अथग थोडा स्पष्ट झाला असेल. हो, 

बरोबर डडडजटल मारे्कटटग म्हणजे इांटरनेट, र्कम््युटर आडण इलेक्ट्रॉडनर्क मीडडयावर प्रचार मोहीम राभवणे. 

डवदर्कपीडडयाच्या मते, जर आपण आपल्या सेवेचे कर्कवा र्कोणताही उत्पादनाची मारे्कटटग इांटरनेट सारख्या 

डडडजटल तांत्र्ानाचा वापर र्करून डवक्रीसाठी र्करत असू, तर त्याला डडडजटल मारे्कटटग असे म्हणतात. 

ऑनलाईन मारे्कटींग र्करण्याचे बरेच मागग आहते जे र्काळानुसार वाढत आहते. ऑफलाइन मारे्कटींग आडण 

ऑनलाइन मारे्कटटगमध्ये बरेच अांतर आह.े ऑनलाइन मारे्कटटगचा उपयोग र्करून आपण आपल्याला हव्या 

असलेल्या लोर्कां पयंत आपली सेवा व उत्पादनचा प्रचार र्करू शर्कतो. आपले उत्पादन योग्य लोर्काांपयंत 

पोहोचण्याचा डडडजटल मारे्कटटग हा एर्क वेगवान मागग आह.े मोठ्या र्कां पन्या त्याांच्या उत्पादनाांची 

ऑनलाईन जाडहरात र्करण्यासाठी लाखो रुपये खचग र्करतात आडण या रे्कलेल्या खचागच्या दु् पट त्याांना 

त्याांच्या डबझनसेमधे फायदा दखेील होतो. याचे सवागत मोठे र्कारण म्हणज ेहल्ली लोर्क इांटरनेटवर जास्त 

वेळ घालवतात. इांटरनेट वापरणारी व्यक्ती दररोज इांटरनेटवर ३ तास घालवत.े म्हणूनच इांटरनेट ही सवागत 

मोठी मारे्कटींगसाठी जागा बनली आह.े 

डडडजटल मारे्कटींगच ेमहत्व र्काय :  

र्कोणत्याही र्कां पनीसाठी मारे्कटटग दर्कती महत्वाचे आह े ह े आपल्या सवांना माडहत आह.े मारे्कटटगसाठी 

र्कां पन्या आपले स्वतांत्र बजेट तयार र्करतात. ऑफलाइन मारे्कटटग र्करणे खूप महाग आहे. या उलट ऑनलाइन 

मारे्कटटग ह ेस्वस्त आह ेआडण त्याचा फायदा दखेील हा जास्त आहे. तर चला जाणून घेऊ यात डडडजटल 

मारे्कटींगचे महत्व . 
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डडडजटल मारे्कटींग सरुू र्कस ेर्करावे: 

ब्लॉगगग: डडडजटल मारे्कटींगमध्ये जाण्याचाहा एर्क चाांगला पयागय म्हणज ेब्लॉगगग . डवशेष म्हणजे ह ेतुम्ही 

आगधी डवनामूल्य सरुू र्करू शर्कता. बरीच लोर्कां  अशी आहते ज्जयानी आपल्या डडडजटल मारे्कटटग र्कररयरची 

सुरवात ही ब्लॉगगगने रे्कली आहे. आडण ते आता या क्षेत्रातील डडडजटल एक्ट्स्पटग बनले आहते. 

सचग इांडजन ऑड्टमायझेशन : गूगल ह ेएर्क सचग इांडजन आहे. जर आपल्याला आपल्या वेबसाइटवर कर्कवा 

ब्लॉगवर गूगलद्वारे जास्तीत जास्त रॅदफर्क, डवडजटसग  हवे असेल, तर आपल्याला सचग इांडजन 

ऑड्टमायझेशन याचा ्ान असणे अत्यांत आवश्यर्क आहे. हचे र्कारण आह े र्कीबऱ्याच र्कां पन्या त्याांच्या 

वेबसाइटच्या सचग इांडजन ऑड्टमायझेशनवर हजारो, लाखो रुपये खचग र्करतात. जर आपण सचग इांडजन 

ऑड्टमायझेशन त् असाल तर तुम्हाला खूप चाांगल्या चाांगली पगाराची नोर्करी दखेील डमळू शर्कते. 

यटू्य ूबचनॅले : गूगलनांतर ज्जयाांचा नांबर लागतो ते म्हणजे यूट्यूब. हो यूट्यूब वर आजच्या र्काळात गूगल 

नांतर सवागत जास्त रॅदफर्क आहे. आज प्रत्यर्क व्यडक्त त्याला हवी असलेली र्कोणतीही माडहती तो गूगल कर्कवा 

यूट्यूबवर शोQa तो.  म्हणूनच यूट्यूबचे पण महत्व आता वाढले आह.े यूट्यूब हा डडडजटल मारे्कटींगचा एर्क 

असा पयागय आह े डजथे तमु्ही तुमच्या सेवेचा कर्कवा उत्पादनचा प्रचार हा डवडडयोद्वारे र्करू शर्कता. तुम्ही 

पाडहलां असेलच , हल्ली बऱ्याच र्कां पन्या आपल्या प्रॉडक्ट्टचा प्रचार र्करण्यासाठी मोठमोठ्या यूट्यूबरसला 

प्रॉडरु्कटररव्यू र्करण्यासाठी दतेात आडण त्याांना त्याच े पैसे सुद्धा ददले जातात. जर तुम्ही डवडडयो बनव ू

शर्कता, यूट्यूब चॅनल सरुू र्करू शर्कता, तर तुम्ही दखेील यूट्यूब वापरुन डडडजटल मारे्कटींग सुरू र्करू 

शर्कता. यूट्यूब चॅनल सुरू र्करणे ह ेडवनामूल्य आह.े 

सोशल मीडडया : डडडजटल मारे्कटींग र्करण्याचा हा सवागत सोपा आडण लोर्क डप्रयमागग आहे. बर्याच र्कां पन्या 

त्याांच्या जाडहरातीसाठी सोशल मीडडयाचा वापर र्करतात. फेसबुर्क, डववटर, इांस्टाग्राम वगैरे सोशल 

मीडडयावर बर्याच र्कां पन्याांच्या जाडहराती तुम्ही पाडहल्या असतीलच. 
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आपण गगूलद्वारे बर्याच प्रर्कारच्या जाडहराती चालव ूशर्कता: 

1. डडस््ले जाडहरात & टेक्ट्स्ट जाडहरात & इमेज जाडहरात & जी आय एफ जाडहरात 

2. टेक्ट्स्ट अँड इमेज जाडहरात & मॅचर्कां टेंट जाडहरात & डवडडयो जाडहरात 

3. पोप अप जाडहरात & स्पॉनसडग सचग जाडहरात 

अदफडलएट मारे्कटटग : ह ेर्कडमशन बेस्ड मारे्कटटग आहे. ऑनलाईन शॉगपग आडण प्रॉडक्ट्ट सेगलग र्कां पन्या असे 

अदफडलएट र्कायगक्रम चालवतात. याच्या अांतगगत आपण त्यावेबसाइटचे र्कोणतहेी उत्पादन डवरू्क शर्कतो. 

नांतर मग आपण डवर्कलेल्या उत्पादनावर आपल्याला र्कडमशन ददले जातात. हा डडडजटल मारे्कटटगचा 

स्माटगमागग आहे. याचा मधे वेबसाइटचा प्रचार होतो सोबत उत्पादन दखेील डवर्कले जातात. अदफडलएट 

मारे्कटटगमध्ये उत्पादन डवर्कल्यानांतर चर्कडमशन डमळते. 

मारे्कटटग : आपल्याला गूगल ्ले स्टोअरमध्ये सवग मोठ्या वेबसाइवसचे अॅ्स पहायला डमळतील. आजच्या 

डडडजटल जगात प्रत्येर्कार्कड े स्माटगफोन आह े आडण बर्याच लोर्काांना शॉगपग, मनीरान्सफर, ऑनलाइन 

बुकर्कग, न्यूज आडण सोशल मीडडयासाठी अॅ्सचा वापर र्करायला आवडतो. ह ेलक्षात घेऊनच र्कां पनी अ्स 

बनवते व त्याद्वारे दखेील डडडजटल मारे्कटटग मराठी व तर भाषेत र्करते. 

ईमले मारे्कटटग : र्कोणत्याही र्कां पनीला ह ेईमेल मारे्कटटग र्करणे खूप महत्वाचे आह.े याचे मुख्य र्कारण म्हणज े

र्कां पनी दते असलेली नवीन ऑफर आडण सवलत आपण आपल्या ग्राहर्काांना थेट ईमेलद्वारे त्याांच्या पयंत 

पोहोचू शर्कतो. आडण ग्राहर्काांर्कडून अडभप्राय दखेील डमळव ूशर्कतो. डडडजटल मारे्कटींगच्या इतर ही अनरे्क 

पद्धती आहते. परांतु आपल्याला अशी पद्धत डनवडायची आह े डजथून आपल्याला जास्तीत जास्त रॅदफर्क, 

डवडजटसग डमळतील. जेण े र्करून ते आपले प्रोडक्ट्टस पाहतील व त्याांची जास्त डवक्री होईल. वरील 

साांडगतल्या मागागने तुम्ही जास्तीत जास्त रॅदफर्क डमळवू शर्कता. 

डडडजटल मारे्कटींग डवषयी सांपूणग माडहती : आम्हाला आशा आह ेर्की डडडजटल मारे्कटटग हा लेख तुम्हाला 

आवडला असेल. या लेखात बद्दल आपल्याला र्काही शांर्का असल्यास कर्कवा त्यामध्य ेर्काही सुधारणा झाली 

पाडहजे असे आपल्याला वाटत असल्यास, यासाठी आपण डलहून आम्हाला साांग ू शर्कता. आपल्याला हा 
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लेख डडडजटल मारे्कटटग म्हणजे र्काय आवडला असेल कर्कवा र्काही डशर्कायला डमळाल ेअसेल तर रृ्कपया ही 

माडहती जास्तीत जास्त इतराांर्कड ेपोहचवा. फेसबुर्क , डववटर आडण इतर सोशल मीडडया साइवसवर ह े

शेअर र्करा.  

डडडजटल मारे्कटींगमध े र्कररयर: आजच्या या डडडजटल युगात , डडडजटल मारे्कटींगमधे र्कररयर र्करायला 

बऱ्याच सुवणग सांडध आहते. तसेच या क्षेत्रातील त् लोर्काांना पगार खूप चाांगला व इडच्छत डमळतो. 

सोशल मीडडया मारे्कटटग 

सोशल मीडडया मारे्कटटग मध्ये आपण सोशल मीडडया माध्यमाांचा वापर र्करतो. 

सोशल मीडडया माध्यमाांमध्ये 

1. फेसबुर्क 

2. डववटर 

3. यूट्युब 

4. गलर्कडइन 

5. गपटरेस्ट 

6. स्नॅपचॅट 

7. गुगल्लस 

सोशल मीडडया आपल्या पे्रक्षर्काांपयंत पोहचण्याचे, त्याांच्याशी सतत र्कनेक्ट्टेड  राहण्याचे  आडण  

त्याांच्याशी सतत सांवाद साधण्याचे एर्क प्रभावी माध्यम आह.े 

                 :  

 पेपर क्ट्लीर्क मारे्कटटगलाच नहेमी डपडपसी अस डह म्हांटले जाते. पेपर क्ट्लीर्क मारे्कटटग, हा ऑनलाईन 

मारे्कटटगचाच १ प्रर्कार असनु ज्जयामध्ये, डजतरे्क ग्राहर्क तुमच्या जाडहरातींवर क्ट्लीर्क र्करतील, डततरे्कच पैसे 

तुम्हाला द्यावे लागतात. यामध्ये जाडहरात दर्कती वेळा दाखवली, याचा जाडहरातीच्या खचागवर फरर्क पडत 

नाही, तर त्या जाडहरातीवर दर्कती वेळा डक्ट्लर्क रे्कले गेले आह े. यानुसार जाडहरातीचा खचग ठरवला जातो . 

                          ४                                 .                     

                               ,                                                      

   . 
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              : डडस््ले मारे्कटटग म्हणजे प्रॉडक्ट्ट कर्कवा सेवा याांची इमेज ऍड / बॅनरऍड / डडस््ले 

ऍडयाद्वारे मारे्कटटग र्करणे. डडस््ले जाडहराती कर्कवा या प्रायगसग तत्वावर चालवल्या जातात. 

डडस््ल ेऍड र्करण्याच्या पद्धती: 

1. गुगल ऍडस / गुगल ऍडवडगस: गुगल ऍडच्या ्लॅटफॉमग वरून रे्कलेल्या ऍड्स 

2. डायरेक्ट्ट ऍड खरेदी : पडब्लशरशी सांपर्कग  र्करून त्याांना पसैे दणेेची वेबसाईट, पडब्लशर वेबसाईट आह.े 

3. ऍडनेटवर्कग  : ऍड नेटवर्कग  या डतऱ्हाईत र्कां पन्याां असुन त्या डभन्न प्रर्काशर्काांवर र्कन्टेन्ट वेबसाइवस 

जाडहराती चालडवण्यात मदत र्करतात. 

4. प्रोग्रामॅरटर्कऍड्स : प्रोग्रामॅरटर्क ऍड्स म्हणजे डडस््ले ऍड्स / डवडडओ ऍड्स / ररच मीडडया ऍड्सयाांची 

चालू पररडस्थती तरर अलटाइम खरेदी डवक्री याांचे स्वयांचालन. तर मग गुगलच्या डडस््लेऍड आडण 

इतराांच्या डडस््ले ऍड यात फरर्क र्कसा ओळखायचा      ए                                

                   म्हणजे ती गुगलची डडस््ले ऍड आहे. 

र्कन्टेन्ट मारे्कटटग : र्कन्टेन्ट मारे्कटटग तुमच्या सेवा कर्कवा प्रॉडक्ट्वसच्या बद्दलचे महत्त्वाचे सांदशे एर्का 

स्वरूपात आडण आपल्या लडययत पे्रक्षर्काां सोबत सुरवाती पासून सांबांध तयार र्करण्यात  मदत र्करत.े 

आपल्या ग्राहर्काां सोबत सांबांध प्रस्थाडपत र्करण्यासाठी, एर्क उत्रृ्कष्ट र्कन्टेन्ट मारे्कटटगचा आरखडा बनडवणे खूप 

गरजेचे आह,े ज्जयाने शेवटी डबसनेसला सेल्सच्या रूपात फायदा होऊ होतो. 

र्कन्टेन्ट मारे्कटटगच्या वगेवेगळ्या पद्धती : 

1. ब्लॉग 

2. डव्हडडओध्वनीडचत्रफीत 

3. इन्फोग्रादफक्ट्स  

4. वेडबनासग 

5. पॉडर्कास्टस 

6. ईबुर्क 

7. व्हाईटपेपर 
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अदफडलएट मारे्कटटग अदफडलएट मारे्कटटग हा एर्कमारे्कटटगचा प्रर्कार आहे, ज्जया मध्ये आपण इतर 

र्कां पन्याांच्या उत्पादनाांची ऑनलाइन डवक्री र्करून त्यातनू र्कडमशन डमळवू शर्कता. यात आपण ब्ँडच्या वस्त ू

कर्कवा सेवा लोर्काांना डवर्कतो आडण त्याबदल्यात ब्ँड आपल्याला र्काही टके्क र्कडमशन दतेे. अनेर्क र्कां पन्याांनी डह  

धी उपलब्ध र्करून ददली असनू याद्वारे सवग सामान्य व्यक्ती ब्ँडचे प्रॉडक्ट्ट डवरू्कन त्याद्वारे पैसे र्कमावु शर्कतो. 

ऍदफलटे मारे्कटटगची र्काही उदाहरणे : 

1. डत्रवागो 

2. रु्कपनदडुनया 

3. रु्कपनराजा 

ऍदफलटे मारे्कटटगची परवानगी दणेाऱ्या र्कां पन्या : 

1. अमेझॉन 

2. डललपर्काटग 

3. अलीएक्ट्सपे्रस 

ई-मेल मारे्कटटग  : ई-मेल मारे्कटटग हा डायरेक्ट्ट मारे्कटटगचा मोठा भाग असून इथे ई-मेलचा वापर सांभाडवत 

ग्राहर्काशी सांपर्कग  र्करण्यासाठी होतो. ह ेई-मेल प्रचाराचे, प्रॉडक्ट्ट कर्कवा सेवेच्या माडहतीच,े कर्कवा सेवेतील 

झालेल्या बदला बाबतीत माडहती दणेारे असु शर्कतात. ई-मेल मारे्कटटग ह ेचाांगले मारे्कटटगचे मेडीयम आह े

र्कारण यात आपण सांभाडवत ग्राहर्काशी प्रत्यक्ष बोलू शर्कतो. ई-मेल मारे्कटटगद्वारे तुांम्ही ग्राहर्काांना व्यस्त ठेवू 

शर्कता, आडण सोबतच ग्राहर्काला तुमच्या ब्ँडशी नाते जोडायला भाग पाडता. ई-मेल मारे्कटटगला ड्रीप 

मारे्कटटग असे डह म्हणतात.  र्कारण यात तमु्ही रोपाला हळू हळू हळू पाणी ददल्याप्रमाणे ग्राहर्काच्या मनात 

ब्ँड बद्दल डवश्वास डनमागण र्करू शर्कता. 

ई-मले मारे्कटटगसाठी वापरल ेजाणारे सॉलटवअेर 

1. मेलगचप 

2. सेंडग्रीड 

3. र्कॉन्स्टन्टर्कॉन्टॅक्ट्ट 

4. हबस्पॉट 
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डवडडओ मारे्कटटग 

डवडडओ मारे्कटटग म्हणजे डव्हडडओच्या ध्वनी डचत्रदफतीच्या सहाय्याने तुमच्या ब्ँडची / प्रॉडक्ट्टची कर्कवा 

सेवेची मारे्कटटग र्करणे. युट्युब ह ेडवडडओ मारे्कटटगचे मुख्य साधन आह.े डवडडओ मारे्कटटग, सोशल मीडडया 

चॅनेलद्वारे दखेील रे्कले जात,े ज्जयामध्ये फेसबुर्क, इन्स्टाग्राम, स्नॅपचॅट, प्रोग्रामॅरटर्क डव्हडडओ इ. याांचा समावेश 

आह.े 

      - :  

1. rinteractives.com 

2. &    marathispirit.co.in 

3. &   digitaltree.co.in 

4. &   youtube.com 

4.5. & warren Buffett:The life Lessons & Rules for success 
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साराांश: 

         क   ग,   क   ग क  वह घ क ह            और स व   क     व  

     क         र    और            र          क  क    स     क    क     र, 

           और                   और          क      ग कर   ह   1990 

और 2000 क   शक क    र    सक   वक स         और  वस    क   व    क      

     गक  क      ग कर   क   र क  क              स -  स                       

स    क   ग        और र   र   क     ग     श     ह    ग , और   स -  स    ग 

    क   क     र      क                कर   क       स      ग कर   ग , 

         क   ग              ह  ग  ह ,    स                 श  ( सईओ) 

क  स      क          कर   ह   स          क   ग (SEM), क       क   ग, 

       सर   क   ग, क          श , क       क   ग,     -  व    क   ग, ई-क  स  

  क   ग, स श           क   ग, स श                  श , ई-       र    

  क   ग,          वर     ग, ई-  क    , और     क     क और ग      ह  ग  

ह            क   ग क   व   र ग र-   र           क ह                        

कर   ह ,   स       व  ,            ( स   स और      स), क    क, और 

  -ह            रग      ग र-   र          क   व   र          क   ग क  

        व     स    ग कर   ह   

   ह स - 

         क   ग क   वक स      गक   वक स स    व     ह    ह    ह व     घ        स  

 क 1971     ई,    र       स      ह   ई        , और   क   क  क      ग  क   व     श    

क        स             और     कर   क              क              र  क    ह     क,        

  क   ग क  श     क           क  ह            व   1990 ह      क  ह वह  गह     ह   
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       स     क       क      स क            स              ग       1980 क   शक   , 

क     र क      र        ह   स  ह               क   हक  क                 क र  स  ह   क  

   सक       क          स     स         क             स   क   ग   स          क  क  क  

      श   कर        स  क र क        स    क       क    हक  क     क र  क     क    व    ग स  

  क कर   क           ,  स  क र खर   र और  व     क      स      क            ह     क, 

                  क श   ह      

1990 क   शक   , Digital Marketing श    ह     र ग   ग       सर वर/       

  क    र क  श     और    ग  क     र  क    क      क  स  ,   हक स           (स  र  ) 

      ग  व         गक      क  ह व     क रक    ग  ह      कर              व      क       

स   व  र       क स व  श     कर   क          र  क  ,    हर  क     ,  व   ,      और स व  

      ग     र    क      क       व  क eCRM स   व  र   र   वश            हक      क  

 व    ह       स       क          हक  क    र   क       क        कर सक   ह  और          व 

क       क         कर सक   ह    सक  क र   ह      क कर           र  व     1994       व 

  ,                 र  "    व "           और  सक     व ह    क   ह     र  ह      ,  स  

  ख   व    स     ग     स  44%     व      र    क  क    

2000 और 2010 क   शक             क   ग और    क   र क   ह  गई,                   क 

          स     कर   क   स र        क  वक स  क    2012 और 2013        र  क  ग    क   

      ह   क          क   ग           रह      2000 क   शक          ,   स  क,       और 

  व र   स  स श         क   वक स क  स  ,            क   व                     स  र 

     क     र ह  ग    स   ,   ह        क     क र  ख     क       व              क सह  

    गक        व क              हक  वह र      रव        व         गक  क   व व  कर     

स   र  क             क   ग क  '         क   ग', '   र      क   ग'    'व     क   ग' क        
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             ह            क   ग श   क    क      स   क  स       ह   स     र        रक     

         क   ग         क   क    श   ह                    क   ग क  व     क   ग कह  

     ह           र             क   ग स स     श      ग   ह , ख सकर वष  2013 क       

              क   वक स क         4.5                व       र  ग    ग     ,   स   

2010                  ख      48% क  व     ई      व     क   क          ह स     र    

    गक     क       व         क              वह र  व     (OBA) क          कर   

व     वस    स       ह ,    क  OBA      क   वष  ह         ग        और      स र    

स श           क   ग क      - 

स श           क   ग क  स    व          श     ह : 

1. क       क     ,  व व   श क  क      ख   क     व       क              ह       र   रक  व    

  स      और ई        र   व     क        स   ह           सक   ह    

2.    क  श स श                   र   क   ग     क           कस    ग  क      ह -   सस  

 ह  ग ग  कस      क र क   वस   क      स    ह       ह    

3.  व श    स     क  और     र  क       कर   व       ग  और       व    क  

स        कर   ह    

4. क          हक  क  स   स        सक   ह ,   सस    ह              कर   और      क   ग ग 

  र   ह  कर   क               ह    

5.  क क     क          र    स     कर   क        श  व   वर             क    र     

   क र      कर   और           क     क     व       क  स    क                 क      

सक   ह    

6.       व  ,     और स    र  क     व       क      स श           क      ग  क      सक   

ह    
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7. व    र    क और     क           स ह       कर   क      स     क          क         ग 

 क      सक   ह   

       ग क         क          ग  क       व            र क -  

         क   ग र                   क             ग क         क       क       क 

             और  क  क  (ओ       ) क      ग श     ह  सक   ह   

       ग क   क                  ख   र क /  कर  श     ह  सक   ह : 

ख           क    ( सईओ) 

ख           क     क  क  क      ग स         ग-स       ख       क        वस   क 

व  स     और     -स       स     क            स   र क       क      सक   ह          ग क   

      क       सईओ क   ह व क  ख     र     क          व और   हक  वह र  र  वश ष    स  

   श       ,          और         सईओ   स  ख   स  व    क  स   सहस       कर   क      

कह       ह   

स          क   ग (SEM) 

SEM,   स      स   व     क                     ह ,    ख     र         और व  स     क  ऊ र 

   ख,                     व          क  खर   श     ह    ह   ख    ग   ह   क ख    व      

क        ह   ,   ग क   और      र   र सक र   क    व      ह     ग     क  ग   व      

 र    क कर   व    33% ख  क     स   स    कर   ह      क व  स          वश ष ख     र  क  

 व        ह   

स     क         व    70%  व  क स श                   र   क   ग क              र  क 

    क                    ग क   क  स      कर   ह     स  क,         ,   व र और       

व         स श           क   ग        र      ग  क       व    श ष           क        स      



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

698 

 Dr. Vibha Pandey 
 

 

ह   2021  क,        क    वस   क    व कग       क           रक         र  स स  

   क     ग  क       व    स श                     स   क क             ग   ह   

 वक स और र          

  र   रक   क   ग    ह    व            व     स   क "         क   ग क     "   ,  सस    र   रक 

  क   ग     स         व क     क   ह    क        क   ग र        क                   क 

         क   ग  क  क  र     र ह     ह  श   वक स  और      स      रह  ह ,          क   ग 

 वक स और र        स  स    स  व    क        क          ह    ह  ह स         और   स 

स   क            ग  क     रह      ख    ह      स क   ह        कर        ग कर   क   क 

   स ह    व    :  वस  -स - वस   और  वस  -स -                     व श      र  क  

     कर   क     ,          क   ग क     र  व      र    क           ग   ह          सर 

  क   ग: स       स       क     र  ह व        स क   ह    क       ह ,    ह         सर क        

          ह    ह            कर      क  ह व      व  र           रह  ह          सर       

क  स श         और      स  कई           र            श क  क            क              ह   

सश  क  व    ,   स   क Facebook  व        Google  व           ,      र क   sCRM 

(स     क   हक स          ) स   व  र,   स  SAP C4C, Microsoft Dynamics, Sage CRM 

और Salesforce CRM क        स     वश      ग   क        स  व ह   कई  व  व        

 र    क   र  र,    वश      ग  क      सग ई क  र         र      क     कर   ह   स       , 

             क   ग क            र  स       स    क   ग स     क     श कर   क   वश ष   

ह ,    क   श          क   ग    ह    ह      व  क  स स     क       स   श       ह    स  

   क       र  स       स     ग       ह           वह र  व     स   क  स       गक    क  

       ग   व   क    र        क र   क  कर   क      स ह , " कस   वश ष   व  स  र और 

 व   ,  स       व  स      र,  स     गक    क        और      क    क         व     
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 व  र  कर   क      "  स  रह क   व     स            कर   र     र  ह    ह  और     क 

    गक    क   वह र और       क     र  र    क      क       ह   सह  ग   क व   वर :    स, 

स स    स   कर ,    :       और स   र क     क     कर   क      स ग  ,      गक  स व        

और            स   क       क सह  ग  व   वर          क      सक   ह    सक      र , 

स ग          हक  क   ह   ह र   ग स  स            कर   क             कर रह  ह   क   क  

स व  क स  क            क   स     क      गक   -     स     कह       ह    स   स     क  श 

क     व  स     क        स       क        ह   ह   स ग     ग  क      व  र  क  स    कर   क  

           कर   ह     क        क  स    क          गक       र   क        ह   स स  

  क     व  र  क   कस     कस              क  और क     व    क        ह            कर   और 

          क   वक स  कर   क   स      क      ग कर   स  स ग   क         हक  क  स   स      

क     व      सक   ह  और स   ह      व  र  क              सक   ह     ह            ख  

 क      ग       स  क    ग  व     व     ह      क  ह स            स  ह    ह  और स ग   

क       व       ग      सक   ह       -स        व    :     गक      हक      क  र        हर 

क    र        क           कर   ह  और             -स               क        खर   र  क  

स             श क  क  स    कर   क       स      क      ग कर सक   ह     हक  क  ग        

क     गर  क      ,     गक     क                    स   क   क      सक   ह  (   हर : 

     हक  कस  व  स     र      ह , ई-         ह ,     कस       क            क       और 

   र    कर   ह ),      व    वक स           क  कर सक   ह -  व    हक स  र क,   स   क   क और 

     र    र  व    और स  र   और               स   स     ग   र     र    क   ग       स    

       क                     ह ,     -स        व           क        श क          व    र 

  हक  क  ख     और व    वक स       क        क    ग  स   र      कर   क      सश  

      ह ,        क   हक क     और क    क           क   स  गक ह    क र       र            
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स       क  ह व      व  र  ह ह   क          कर         र   र     क    क     क     

     ह   र   क   ग: र   क   ग          क   ग     क    ख     क         ह    ह र      

 व  क क   क               र   ष   श क  क  स           व      क   क  श  कर   क  

            ह ,    ह      र  र व      क    ख  क    कह       ह ,   ह           वश ष           

स व   क  ख   क  ह      कस        क       क व  स     र ग  ह   ग    व    : ग    व      स  

 व     ह    ह     क     र    व      ग            ह    ह     -ग    व     क  स स        हर      

स   क ख   क  ख        ख   व    ह   ग ह     -ग    व         -    क           स      क , क र    

क    क              श  ह  सक   ह     ग   ग          क  क              ह   

Reference-   

1. https://www.investopedia.com/terms/d/digital-marketing.asp 

 

 

 

 

 

 



International Journal of Advance   ISSN – 2347-7075 

and Applied Research (IJAAR)   Impact Factor –7.328 

Peer Reviewed Bi-Monthly                Vol.9 Issue. 3 Jan-Feb-2022      

 www.ijaar.co.in 
 

701 
 

 

                 राजर्षी शाहू परू्वकाळातील कोल्हापरू राज्यातील उद्योगधदं े
 

 

  .              

            ,                                 ,      
  

 

         – 

छत्रपती शशर्ाजी महाराजानी स्थापन केलेल्या हहदर्ी स्र्राज्याच े आठराव्या 

शतकाच्या पशहल्या दशकात महाराणी ताराबाई र् छत्रपती शाहू महाराज यांच्यातील 

संघर्षावतनू सातारा र् कोल्हापूर अशी दोन राज्य ेशनमावण झाली. महाराणी ताराबाईंनी सन 

१७१० मध्ये कोल्हापूर राज्याची स्थापना केली. कोल्हापूर राज्य ह ेदशिण संस्थानातील 

सर्ावत मोठे राज्य होत.े असे ह े कोल्हापूर राज्य कृशर्षप्रधान असले तरी एकोशणसाव्या 

शतकामध्ये राज्यात उद्योगधंद्याचा बराच शर्कास झाला होता. राज्यात उद्योगधंद्यांना 

शेतीइतकेच महत्र् होते. उद्योगधंद्यांसाठी लागणारी पररस्थीती तसेच कच्चा माल, कुशल 

कामगार, र्ाहतुकीच्या सोयी, इ. गोष्टी अनुकूल होत्या. या राज्याच्या सन १८८३ त े

१८९४ या आकरा र्र्षावच्या कालखंडातील उद्योगधंद्यार्र फारस े कोणी संशोधन केले 

नाही. ढोबळ मानान ेआजचा पुणव कोल्हापूर शजल्हा आशण कनावटकातील रायबाग तालुका 

यांचा समार्ेश कोल्हापूर राज्यात होत होता. अशा या कोल्हापूर राज्यात राजर्षी शाहूचं्या 

राज्यशभर्षेकागोदर अनेक उद्योगधंद े चालत. या उद्योगधंद्याची तुलना आजच्या 

औद्योशगककरणाबरोबर होत नसली तरी ह ेउद्योग राज्याच्या अथवव्यर्स्थेचा कणा होता. 

या उद्योगधंद्याचा कोल्हापूर राज्याचा आर्थथक शर्कासार्र चांगला पररणाम झाला होता. 

राजर्षी शाहू महाराजांच्या काळात कोल्हापूर राज्याची औद्योशगक प्रगती फार मोठ्या 

प्रमाणार्र झाली. कारण राजर्षी शाहूनंी या िेत्राकड े शर्शेर्ष लक्ष्य ददले होत.े यामुळे 

लोकांना रोजगार उपलब्ध झाला. कोल्हापूर राज्याची आर्थथक प्रगती करुन घेण्यासाठी 

उद्योगधंद्यांची र्ाढ महत्र्ाची होती याची जाशणर् शाहू महाराजांना झाली होती. पण 

त्यांच्या राज्याशभर्षेकापूर्ी कोल्हापूर राज्यात कोण-कोणते उद्योग चालत होत ेयाचा शोध 

घेण्याच्या दषृ्टीने येथे प्रयत्न केला आह.े कोल्हापूर राज्यात सन १८९४ च्या दरम्यान कुटीर 

उद्योग मोठ्या प्रमाणात चालत. काही शहरी व्यर्साय ग्रामीण व्यर्सायार्र आधारीत 

होत.े स्र्ार्लंबन ह े ग्रामीण व्यर्सायाच े ध्येय होत.े शेती हा ग्रामीण भागात मुख्य 

व्यर्साय असल्याने त्यार्र आधाररत अनेक व्यर्साय चालत. गार्ातील कारागीर 
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लोकांच्या गरजा भागशर्त. काराशगरांच ेस्थलांतर होऊ नये म्हणून गार्करी र् र्तनदार 

लोक काळजी घेत. कोल्हापूर राज्यात खालील उद्योगधंद ेचालत होत.े  

सोन्या-रुप्याच ेकाम – 

 कोल्हापूर राज्यात सन १८८३ च्या सुमारस सोनाराची १२०० कुटंुबे होती . यापैकी ४०० कुटंुबे 

सोनार काम करुन शेती करत होत.े मोठ्या बाजाराच्या गार्ी ककर्ा मोठ्या खेड्यात सोनारकाम चाल.े 

रुप्याच्या कामास दर तोळ्यास पाऊण आण्यापासून चार आण्यापयंत मजुरी शमळत होती.1 सन १८९४ 

मध्ये कोल्हापूर शहरात सोनाराची ९ ६ दकुाने होती.  

ताबंट काम- ( जनुी भाडंी दरुुस्त करणारे ) 

 कोल्हापूर राज्यात तांबटांची सन १८८३ च्या सुमाराला ७० कुटंुबे होती. यांच्या धंद्याला २० ते ५० 

रुपयांची हत्यारे लागत. तांबट ददर्साला ७-८ आणे शमळर्त. सन १८ ९ ४ मध्ये राज्यात फक्त २८ तांबट 

लोक होत.े त्यांची १८ दकुाने असून त्यांत ४४ कामगार काम करीत होत.े  

 कंुभारकाम – 

 कोल्हापूर राज्यात सन १८९४ च्या सुमारास १,०५५ कंुभाराच्या भट्टया होत्या. या भट्टयांमध्य े

३,३१२ कामगार काम करीत. साधनसामग्री खरेदीसाठी एकूण ३,८०५ / - रुपये भांडर्ल गंुतर्ल ेहोत.े 

कच्चा माल र् सरपण यार्र २१,७७५ / - रु. खचव केला होता. एका र्र्षावत १,१५,१७८ / - रुपय ेककमतीचा 

पक्का माल तयार केला होता. राज्यात २६१ रठकाणी कंुभारकाम चालत होत.े पन्हाळा, भुदरगड र् 

गडहहग्लज तालुक्यातील माती कंुभारकामासाठी चांगली होती. गडहहग्लज र् शेणगार् येशथल माती 

शर्टांसाठी चांगली होती.2 

बांगडी उद्योग – 

 बांगड्या तयार करण्याचा उद्योग पाडळी, फेशजर्ड,े गारगोटी, तासगार्, हत्तीगार्, र्ाकुड ेर् घोनसारी 

येथे चालत होता. गारगोटी येशथल बागंडी उत्तम प्रतीची होती. या बांगड्या मणेर ककर्ा कासार लोक 
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शर्कत घेत. पण मंुबई, पुणे, शमरज यारठकाणाहून कोल्हापूर राज्यात उच्च प्रतीच्या बांगड्या येऊ लागल्याने 

या धंद्यास फारसी तेजी नव्हती. 

 सतुार र् लाख काम – 

 कोल्हापूर राज्यात ५६७ रठकाणी सुतारकाम चालत होते. यामध्ये २,४५९ कामगार काम करत. पाटगार् 

येथे उत्तम लाकडी पाळणे तयार केले जात. भुदरगड तालुक्यातील पाटगार् र् शशर्डार् येथे लाखकाम 

मोठ्या प्रमाणार्र चाले. कोल्हापूर, शशरोळ र् हचचली येथेही लाखकाम चाले.3  

चमोद्योग – 

 कोल्हापूर राज्यात कातडी कमार्ण्याचा उद्योग २९ रठकाणी चालत होता. कातडी कमाशर्ण्याची १३४ 

कंुड ेहोती. र्र्षावला २९,७३१ रुपये ककमतीच ेकातड ेतयार केल ेजाई. हा व्यर्साय ढोर जातीच ेलोक करत. 

कातड ेकमाशर्ल्यानंतरच ते चामडी र्स्तू तयार करण्यासाठी योग्य होत असे. कोल्हापूर राज्यात १,२५९ 

रठकाणी चांभारकाम चाल.े या उद्योगात २,०५५ कामगार काम करीत. जोड,े चप्पल, मोटा, पखाली अशा 

कातडी र्स्तू चांभार बनशर्त. अळत े पेटयातील चांभार घोड्याचे लगाम र् घोड्याचा संरजाम तयार 

करीत.4  

शर्णकाम उद्योग – 

सतुी शर्णकाम 

 कोल्हापूर राज्यात सन १८९४ च्या सुमारास ३,०३२ हातमाग होत.े शर्णकर सुती तयार कापड 

शेजारच्या बाजारपेठेत शर्कत र् तेथून कच्चा माल खरेदी करत. शर्णकाम केल्यार्र शर्णकारास एक 

रुपयांमागे अधाव ककर्ा एक आणा नफा शमळत होता. मोमीन लोक यंत्री सुताचा उपयोग कापड 

शर्णण्यासाठी करत. रंशगत सुतापासून लुगडी तयार केली जात. कोष्टी लोक दरमहा १५ रुपयापासून ३५ 

रुपयांपयवत नफा शमळर्त. कोल्हापूरच्या मध्यर्ती तुरंुगात १७ हातमाग होत े त्यात हात पुसण्याचे जाड 

टारे्ल, टेबलार्रील जाड कापड तयार केले जाई. शर्लायती कापड येर्ू लागल्यापासून राज्यातील 
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हातमागाची संख्या कमी होत गेली. कोल्हापूर, कोडोली, हलकणी, उत्तूर, बशहरेर्ाडी, हमीदर्ाडा र् 

कापशी येथ े काठाची धोतरे तयार केली जात. हलकणी येथे कौशल्यपूणव साडी शर्णकाम केल े जाई. 

इचलकरंजी येथे कुशल शर्णकर होत.े  

घोंगडी शर्णकाम  

कोल्हापूर राज्यातील शशरोळ, हरेर्ाड, हचचणी, नांदणी, रायबाग येशथल धनगर घोंगडी तयार करीत. 

रायबाग महालामध्ये कौशल्यपूणव घोंगडी धनगर शर्णत. मुलाळ, हारळी, र्ाघापूर,पट्टणकोडोली र् र्ाशी 

येथे घोंगडी शर्णत. पट्टणकोडोली, हचचली, र्ाशी येशथल यात्रा ही रठकाण ेघोंगडी बाजारासाठी राज्यात 

प्रशसद्ध होत्या.  

 तले व्यर्साय –  

 कोल्हापूर राज्यात तेल काढण्यासाठी करडई, कोरटे, भुईमुग, अंबाडी, तीळ, जर्स, मोहरी यांचा र्ापर 

केला जाई. राज्याच्या पशिम भागात करंज्याच्या शबयांचे र् अळते ( सध्याचा हातकणंगले तालुका ) 

पेट्यात तंबाखूच्या शबयांचे तेल काढत. शेतकरी शिया एरंडीचे, शपर्ळ्या धोत्र्याच्या शबयांचे तेल काढत. 

एरंडीच्या तेलाचा जाळण्यास र् रेचक म्हणून उपयोग केला जाई. अंगार्र फोड आल्यास त्यार्र धोत्र्याच े

तेल लार्त.5 

कागद व्यर्साय – 

 कोल्हापूर शहरात कागद तयार करण्याच े चार कारखाने होत.े या प्रत्येक कारखान्यार्र सहा मजूर 

काम करत. हा कागद जाडा, खरबरीत पण बळकट र् मोहोरदार असा होता. कागद तयार करण्यासाठी 

लागणारा कच्चा माल बेळगार्, कोगनोळी र् इतर रठकाणाहून आणला जाई. या कागदाशशर्ाय कोल्हापूरात 

तीन प्रकारच ेसफाईदार कागद तयार केले जात. या चार कारखान्यात र्र्षावला ३००० रु. चा कागद तयार 

केला जाई. कोल्हापूरातच २७०० रु. कागद शर्कला जात होता. तर ३०० रु . कागद शमरज- सगलीकड े

शर्कला जाई. सन १८५३-५४ मध्ये कोल्हापूर राज्यात कागद तयार करण्याच े१८ करखान ेअसून त्यात 
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६६६ कामगार काम करीत. या कागदास दशिणी संस्थानात कायावलयीन कामासाठी चांगली मागणी होती. 

कोल्हापूर जेलमध्येही कागद तयार करण्याचा एक लहान कारखाना होता. मात्र युरोशपयन चांगले र् स्र्स्त 

कागद आल्यानंतर कोल्हापुरी कागदाची मागणी कमी झाली होती.  

 सगुधंी पदाथव 

 कोल्हापूर राज्यात सुगंधी पदाथव तयार केले जात. बुक्का, अगरबत्ती, उदले, दांतर्ण इ. पदाथव तयार 

केले जात. बुक्का तयार करण्यासाठी घोणेसरीची र्ाळलेली फुले, उद, चंदनी अत्तर, कस्तुरी यांचा र्ापर 

केला जाई. अगरबत्त्या तयार करण्यासाठी बाभळीचे कोळसे, कचोरा, तगरीची फुले, नागरमोघा, चंदन र् 

कस्तुरीचा र्ापर केला जाई. उदाचे र् शतळाच े तेल शमसळून उदले तयार केल े जाई. दांतर्ण तयार 

करण्यासाठी कात, शहरड,े मोरचुद, शबबे, आर्ळकाठी, नागकेशर, शहरडा र् लर्ंग या पदाथांची पूड तयार 

केली असता दांतर्ण तयार होई. बुक्का, अगरबत्त्या र् दांतर्ण शर्कण्याचा. व्यर्साय आत्तार लोक करत.6 

दोरखंड व्यर्साय – कोल्हापूर राज्यात दोरखंड तयार करण्याचा व्यर्साय करर्ीर, अळते, शशरोळ, 

पन्हाळा या पेट्यात मोठ्या प्रमाणर्र चालत होता. दोरखंड तयार करणाऱयांना नाड े मांग म्हटल े जाई. 

दोरखंड तयार करण्यासाठी अंबाडी, ताग, केकतीच्या बाकाचा उपयोग केला जाई. हा व्यर्साय उन्हाळ्यात 

मोठया प्रमाणार्र चालत होता. ज्या भागात शेतीला मोटेद्वारे पाणीपुरर्ठा केला जाई तेथ े दोरखंडास 

चांगली मागणी होती.  

शचरमरेु व्यर्साय – कोल्हापूर राज्यात नऊ रठकाणी शचरमुरे तयार केले जात. करर्ीर पेट्यात शनगर् ेर् 

शशरसे, भुदरगड पेट्यात र्ाळर्ा, कंुभारर्ाडी, शेणगार् र् शनश्नप, कागल जहाशगरीत यमगे, बार्डा 

जहाशगरीत राशशर्डे र् इचलकरंजी जहाशगरीत आजरा येथे हा व्यर्साय चाल.े पण शनगर्,े र्ाळरे् र् यमगे 

येथेच हा व्यर्साय मोठ्या प्रमाणार्र चाल.े हा व्यर्साय र्र्षावतून ९ -१० मशहने चाले. सन १८९४ च्या 

सुमारास राज्यात शचरमुरे तयार करण्याच्या १३९ भट्टया असून ३५९ कामगार काम करत होत.े7  
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गळु र् साखर व्यर्साय – कोल्हापूर राज्यात गुळ बनशर्ण्याचा व्यर्साय अळते, पन्हाळा पेट्यात र् आजरा 

महालात चाल.े या शशर्ाय यळगुड, शशरोली र् सांगरुळ येथेही गुळ तयार केला जाई. गुळाबरोबरच 

काकर्ीही तयार केली जाई. राज्यातून र्र्षावला अंदाजे १२९६ खंडी गुळ तयार होत असे. त्यांची अंदाजे 

ककमत १,२०,५३९ / - रुपये एर्ढी होती.8  राज्यात सन १८९३ मध्ये १० रठकाणी साखर तयार केली 

जात होती. सुळकूड र् रेंदाळ ही दोन रठकाण ेसाखरेसाठी प्रशसद्ध होती. शशरोली, सांगरुळ, हलगनूर येथेही 

साखर तयार केली जाई. कोल्हापूरी गुळाची शनयावत गुजरात राज्यात होत असे. कोल्हापूरची हर्ा, पाणी र् 

जमीन उसाच्या लागर्डीस योग्य होती. राज्यात तयार झालेला गुळ चर्दार र् रटकाऊ होता.9 "थोडक्यात 

कोल्हापूर राज्यात सन १८८३ ते १८९४ या कालखंडात र्रील उद्योगधंद े चालत होते. यातील कांही 

उद्योगांर्र त्यार्ेळीसुद्धा आयात मालामुळे पररणाम झाल्याचे ददसत.े उदा.- बांगडी उद्योग, कापड उद्योग, 

कागद उद्योगांमध्ये मंदी शनमावण झाली होती. इतर व्यर्साय मात्र चांगले चालत होत.े असे ददसत.े   
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 fMftVy ekdsZfVax% 21 O;k ‘krdkrhy efgyk usr`Rokiq<hy vkOgkus vkf.k la/kh 
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Lkgk- izk/;kid] jkts jkejko egkfo|ky;]tr ft- lkaxyh- 

Email- lokhandeanil143@gmail.com   

 

साराांश: 

fMftVy ekdsZfVax ejkBh e/;s nksu 'kCn vkgsr- ifgyk 'kCn fMftVy Eg.kts 

baVjusV] dEI;qVj o  bysDVª‚fud ehfM;k vkf.k nqljk 'kCn ekdsZfVax Eg.ktsp çpkj- 

tj vki.k vkiY;k lsosph fdaok dks.kR;kgh mRiknukph ekdsZfVax baVjusV] dEI;qVj 

vkf.k bysDVª‚fud ehfM;k lkj[;k fMftVy ra=Kkukpk okij foØhlkBh djr vlsy 

rj R;kyk fMftVy ekdsZfVax vls Eg.krkr- v‚uykbu ekdsZfVax dj.;kps cjsp ekxZ 

vkgsr ts dkGkuqlkj ok<r vkgsr- v‚Qykbu ekdsZfVax vkf.k v‚uykbZu ekdsZfVax e/;s 

cjsp varj vkgs- v‚uykbZu ekdsZfVaxpk mi;ksx d:u vki.k vkiY;k gO;k vlysY;k 

yksdkai;aZr vkiyh lsok o mRiknukpk çpkj d: 'kdrks- vkiys mRiknu ;ksX; 

yksdkai;aZr iksgksp.;kpk fMftVy ekdsZfVax gk ,d osxoku ekxZ vkgs-  eksBîkk daiU;k 

R;kaP;k mRiknukph tkfgjkr dj.;klkBh yk[kks #i;s [kpZ djrkr vkf.k dsysY;k 

[kpkZP;k nqIiV R;kauk R;kaP;k fctusl e/;s Qk;nk ns[khy gksrks- ;kps lokZr eksBs 

dkj.k Eg.kts gYyh yksd baVjusVoj tkLr osG ?kkyorkr- baVjusV okij.kkjh O;äh 

njjkst baVjusVoj nksu rs rhu rkl ?kkyors- Eg.kwup baVjusV gh lokZr eksBh 

ekdsZfVaxlkBh tkxk cuyh vkgs- v‚Qykbu ekdsZfVax dj.ks [kwi egkx vkgs ;k myV 

v‚uykbu ekdsZfVax gs LoLr vkgs vkf.k R;kpk Qk;nk ns[khy gk tkLr vkgs- 

bfrgkl& 

ifgyk fMftVy ekdsZVj xqfXyYeks ekdksZuh gksrk- ;kus 27 tqyS 1896 jksth nksu iksLV v‚fQl 

bekjrh njE;ku flXuy ikBowu ekdksZuhus vkiyh  ok;jysl rkj ç.kkyh (Public Transmission of 

Wireless Signals) ;'kLohfjR;k n'kZoyh- ok;jysl flXuYlps lkoZtfud VªkUlfe'ku çnf'kZr 

dj.kkjk rks ifgyk euq"; gksrk- ;kus jsfMvkspk 'kks/k ykoyk vkf.k bFkwup fMftVy ekdsZfVax LVªWVsthpk 

tUe >kyk- i.k brjkaP;k ers] 1971 e/;s fMftVy ekdsZfVaxps ;qx lq: >kys- tsOgk js V‚efyUluus 

Lor%yk ifgyk bZesy ikBoyk rsOgk R;k osGh brj dks.krsgh bZesy ijr vkys uOgrs- 1990 e/;s 

'kks/k baftupk tUe >kY;keqGs fMftVy ekdsZfVaxP;k bfrgklkr pkaxyh lq#okr >kyh- ifgyk fDyd 

dj.;k;ksX; cWuj 1993 e/;s FksV >kyk- g‚Vok;MZ ukokP;k daiuhus osclkbVoj tkfgjkr dj.;klkBh 

cWuj tkfgjkrh [kjsnh dsY;k-  v‚uykbu tkfgjkr vkyh gksrh-  ;kgwpk (yahoo) 'kks/k 1994 e/;s 

ykxyk- tsOgk yksd ekfgrhlkBh osclkbZVoj 'kks/kw ykxys- 21 O;k 'krdkr ek= [kwi eksBîk çek.kkr 

cny >kysys vki.k ikfgys vkgsr- vk/kqfud dkGkr ra=KkukP;k o lk/kukaP;k ek/;ekrwu fofo/k {ks=kr 

?kMwu vkysys cny gs vfr'k; egRokps vkgsr- R;kpkp ,d Hkkx Eg.kts fMftVy ekdsZfVax gk gks;- 

oSf'k"Vîks@egRo & 

1. vkiY;k lsok o mRiknukpk çpkj dj.;klkBh gk ,d ljG] lksik vkf.k osxoku ekxZ vkgs- 
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2. v‚uykbu ekdsZfVax gs v‚QykbZu ekdsZfVax is{kk LoLr vkgs- 

3. fMftVy ekdsZfVax vkiY;kyk pkaxyk ijrkok nsrs fdaok nsrks- 

4. fMftVy ekdsZfVax gs vkiys mRiknu vkf.k lsok ;ksX; yksdkai;aZr iksgkspfo.;kpk loksZÙke ekxZ 

5. vkgs- 

6. fMftVy ekdsZfVax e/;s vkiY;kyk vkiY;k lsok vkf.k mRiknukpk çpkj dj.;klkBh ;k  

7. ek/;ekrwu fofo/k ekxZ feGrkr- 

8. fMftVy ekdsZfVax eqGs vkiY;k daiuhps cz¡M ewY; fuf'pri.ks ok<rs- 

9. fMftVy ekdsZfVax P;k enrhus vki.k vkiY;k lsospk vkf.k mRiknukpk çpkj vkf.k çlkj  

10. tkxfrd Lrjkoj d: 'kdrks- 

11. vki.k vkiY;k mRiknukps fMftVy ekdsZfVax d:u vki.k vkiY;k mRikfnr ekykph@mRiknukph 

12. v’uykbu foØh ns[khy d: ‘kdrks- 

fMftVy ekdsZfVax vkf.k efgyk R;kaP;k iq<hy vkOgkus & 

fL=;kauk Q‚yks ¼follow½ djrkr& 

   lk/kkj.ki.ks l/;kP;k ;qxkr fMftVy ekdsZfVax {ks=kr dke dj.kk&;k efgykauk iq#"k oxkZdMwu 

Q‚yks dsys tkr vlrs- ek= dkykarjkus Q‚yksolZ ;kaP;kdMwu v'yhy desaV tk.khoiwoZd d:u vlk 

=kl fnyk tkrks- ;keqGs efgykauk gks.kkjk ukgd =kl fnyk tkrks- ijarq ;k efgyk d/khgh cnuke 

gks.;kP;k Hkhrhus O;ä djr ukghr- R;keqGs Q‚yksolZ dMwu Q‚yks d:u gks.kkjk =kl efgyk 

usr`Rokiq<hy ,d vkOgku vkgs- 

 fL=;kauk CyWdesy dsys tkrs & 

   fMftVy ekdsZfVax ;k {ks=kr [kktxh uksdjh dj.kkj~;k efgyk oxkZps çek.k vyhdMhy dkGkr 

eksBîkk çek.kkr ok<r vkgs- ek= dkekP;k fBdk.kP;k o dkekP;k O;kIrheqGs laidkZr vkysY;k iq#"k 

oxkZdMwu efgykauk CyWdesy dsys tkr vlY;kph vusd mnkgj.ks vki.k ikgr vlrks- ek= uksdjh 

fVdo.;klkBh ukbyktkus R;k lgu djrkr- gs ns[khy ,d vkOgku vkgs- 

QksVks e‚fQaZx ¼photo morphing½ djrkr& 

  vkiY;k O;olk;kpk çpkj vkf.k çlkj dj.;klkBh osxoxG~;k fMftVy ekdsZfVax ek/;ekapk 

okij dsyk tkrks- R;kosGh tkfgjkrh çHkkoh cufo.;klkBh efgykaP;k QksVksapk okij dsyk tkr vkgs- 

;k QksVksaP;k eqG #ikr cny d:u R;k e/;s fo—rhdj.k gksr vlY;kus ;k {ks=kr dke dj.;klkBh 

efgyk iq<s ;s.;kps /kkMl djr ukghr- dke dj.kk&;k efgykaph lektkr cnukeh gksrs o fryk 

ekufld] dkSVqafcd] lkekftd leL;kauk lkeksjs tkos ykxrs- 
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efgykaP;k ukokus iSls mdGrkr & 

fMftVy ekdsZfVax {ks=kr m|ksx o O;olk; ok<o.;klkBh vkf.k çHkkoh vaeyctko.kh 

dj.;klkBh efgykaP;k ukokapk okij d:u xzkgdkaph Qlo.kwd dsyh tkrs-  osxosxGh vkfe"ks nk[kowu 

iSls mdGwu 'kks"k.k dsys tkr vkgs- v'kh vusd mnkgj.ka ?kMyh vkgsr- ;k {ks=krhy efgyk oxkZyk 

uO;kus xzkgdkapk fo'okl laiknu dj.ks gs ns[khy efgyk usr`Rokleksjhy vkOgku vkgs- 

efgykapk vfrjsdh okij & 

  fMftVy ekdsZfVax {ks=koj çkeq[;kus iq#"kh oxkZph eäsnkjh vlysyh vki.kkyk ikgk;yk feGrs- 

ek= ;k {ks=krhy O;olk; ok<o.;klkBh efgykaP;k ukokapk] Nk;kfp=kapk vfrjsdh okij gksr vlysyk 

fnlwu ;srs- efgykaP;k Hkkoukapk] erkapk fopkj u djrk ;k xks"Vh lähus ?kMowu vk.kY;k tkrkr- 

vlk efgykapk vfrjsdh okij gs gh ,d vkOgku vkgs- 

efgykauk ;k {ks=kr dke dj.;kl  dqVqafc;kadMwu vlgerh@fojks/k & 

fMftVy ekdsZfVax ;k {ks=kr dke dj.kk&;k efgykauk Qksyks o CyWdesy dsys tkrs] QksVks 

e‚fQaZx dsys tkrkr] efgykaP;k ukokus iSls mdGys tk.ks ;klkj[;k leL;krwu efgykauk foukdkj.k 

cnukeh Lohdkjkoh ykxrs- ;keqGs dkSVqafcd Lrjkoj efgykauk fMftVy ekdsZfVax {ks=kr dke dj.;kl 

lgerh n'kZfoyh tkr ukgh fdaok dke dj.;kl fojks/k gksrks- ;klkj[;k leL;k ns[khy efgyk 

usr`Rokiq<hy vkOgkus vkgsr- 

efgykaps ekufld larqyu fVdowu dkekrhy ;ksxnku & 

vktP;k dkGkr efgykauh çR;sd {ks=kr Hkjkjh ?ksryh vlyh rjh fMftVy ekdsZfVax lg vusd 

{ks=kr dke dj.kk&;k efgykauk R;kfBdk.kh fuekZ.k gks.kk&;k =klkyk] cnukehl lkeksjs tkr vlrkuk 

lkekftd] dkSVqafcd Lrjkoj ekufld larqyu fVdo.ks vkf.k dkekr ;ksxnku ns.ks gh nqgsjh rkjsojph 

dljr gs ns[khy ,d egRoiw.kZ vkOgku vkgs-  

fMftVy ekdsZfVax {ks=kr efgyk usr`Rokl la/kh & 

 efgyk vl.;kpk Qk;nk & 

l/;kps ;qx gs tkfgjkrhps tx vkgs- tkfgjkrh ;k çHkkoh cufo.;klkBh iq#"k oxkZis{kk efgykaps çek.k 

,danjhr tkLr vlY;kps fnlwu ;sr vkgs- lk/kkj.kr% tkfgjkrhr efgykaph Hkwfedk gh çHkkoh Bjr 

vkgs- R;kekxps çeq[k dkj.k Eg.kts R;k efgyk vl.ks gs Qk;|kps Bjr vlysys fnlwu ;sr vkgs- 

efgykapk psgjk ldkjkRed ¼Positive½ & 

efgyk ;k tkfgjkr çpkj vkf.k çlkj djrkr-  tkfgjkr ;'kLoh vkf.k mR—"V Bjfo.;kps 

çHkkoh ek/;e gs ;k efgyk vkgsr- efgykapk psgjk gk usgeh ldkjkRed vkf.k xzkgdkauk vkdf"kZr 

djr vlrks- R;keqGs ;k fMftVy ekdsZfVax {ks=kr efgyk oxkZyk [kwi eksBh la/kh miyC/k vlY;kps 

fnlwu ;srs- 
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efgyk vkoktkrhy tkfgjkr çHkkoh & 

efgykapk vkokt gk lk/kkj.kr% dksey] e/kqj] vkf.k eatqG vlrks- R;keqGs ;k fMftVy 

ekdsZfVax {ks=kr O;kolkf;dkyk vkiY;k O;olk;kph] mRiknukph ekfgrh xzkgd oxkZi;aZr iksgpfo.;kps 

ek/;e Eg.kts efgykapk tkfgjkrhrhy vkokt gs ns[khy çHkkoh lk/ku Bjr vkgs-  vkoktkeqGs efgyk 

oxkZyk fMftVy ekdsZfVax {ks=kr [kwi eksBîk çek.kkr la/kh feGr vkgs- 

 'kkjhfjd Bso.k] ds'kHkw"kk] os'kHkw"kk tkfgjkrhoj çHkko & 

   efgykaps lkSan;Z gs ns[khy fMftVy ekdsZfVax ;k {ks=kr efgykauk O;olk;kph o pkaxY;k uksdjhph 

la/kh fuekZ.k d:u nsr vkgs- ;ke/;s çkeq[;kus efgykaP;k 'kjhjkph Bso.k gh vfr'k; O;ofLFkr] 

ds'kHkw"kk o R;kaph osxosxGh jpuk] os'kHkw"kk gk ns[khy tkfgjkr çHkkoh Bjfo.;kps çeq[k lk/ku L=h 

lkSan;Z vkgs-  

ra=KkukP;k {ks=kr efgykauk lqo.kZla/kh & 

 txkr vkt efgyk loZp {ks=kr iq#"kkaP;k [kka|kyk [kkank ykowu dke djr vkgsr- ra=KkukP;k {ks=kr  

efgykauh mPp f'k{k.k ?ksÅu dkekP;k ckcrhr vkiyk osxGk Blk meVoyk vkgs- l/;kP;k dkGkr 

ra=KkukP;k {ks=kr osxosxG~;k Lrjkoj efgykauk la/kh vkgs-  

efgykapk dkekrhy çkekf.kdi.kk o pks[k dke dj.;kph i/nr gh ,d la/kh & 

efgyk ;k vkiY;k dkekP;k ckcrhr pks[k vkf.k çkekf.kd vlrkr- R;k osGsyk tkLr egÙo 

nsÅu dkekps ;ksX; fu;kstu vkf.k dkVsdksji.kk ;kuqlkj dke ikj iMrkr- ;keqGs R;kauk fMftVy 

ekdsZfVax lg brj {ks=kr gh çkeq[;kus çk/kkU; fnys tkr vlY;kps ikgk;yk feGr vkgs- 

fMftVy ekdsZfVax çpkj vkf.k çlkj & 

daiuh@O;olk;hd@O;kikjh oxkZdMwu vkiY;k mRiknhr ekykph@oLrqaph tkfgjkr dj.;klkBh fMftVy 

ekdsZfVax ;k {ks=kr lks’ky feMh;kpk okij izeq[;kus gksrkuk fnlr vkgs- mnk- 

Qslcqd]fV~oVj]bULVkxzke]OgkWVl~vi] ;qV;qc pWuy ;k cjkscj besy ekdsZfVax usfVOg tkfgjkrh CykWxhax] 

lpZ baftu vkWIVhes’ku] vfQysV ekdsZfVax] lpZ baftu ekdsZfVax] xqxy vWMoMZl~ lkj[ks lkWIVosvj fdaok 

brj gh lk/kus okijyh tkrkr- ;keqGs tkfgjkrhpk izpkj vkf.k izlkj gks.;kl xrh izkIr gksrs ;kf’kok; 

vkWuykbZu oLrqaph@ekykaph [kjsnh fodzh gksrs ;keqGs vkWuykbZu O;ogkj gs lq[kdj gksow ykxysr- 

R;keqGs xzkgdkaaps izek.k ok<ys vkgs- xzkgdkauklq/nk ?kjiksp lsok feGr vlY;kus R;kapk osGsph cpr 

gksr vkgs- 

lekjksi & 

fMftVy ;qx gs Økarhps ;qx vkgs-  fMftVy lk/kus ;kaP;k ek/;ekrwu txkP;k osxosxG~;k 

{ks=krhy ekfgrh {k.kkr vki.kkl miyC/k gksr vkgs- R;keqGs vkt çR;sd {ks= çxrh iFkkoj vkgs- 

ekdsZfVax {ks=kus fMftVy lk/kukaP;k ek/;ekrwu vkiyh çxrh dsyh vlwu rs vR;qPp ;'kkP;k f'k[kjkoj 

tkÅu iksgkspys vkgs-  ;k fMftVy lk/kukaeqGs ekdsZfVax {ks=kyk pkyuk vkf.k çksRlkgu feGkys vkgs- 

O;kikjh& O;kolkf;dkauk vkiY;k O;olk;kph o mRikfnr oLrwaph ekfgrh xzkgdkai;aZr iksgkspfo.;klkBh 
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osxosxG~;k ikjaikfjd ek/;ekapk okij gk l/;kP;k ;qxkr [kfpZd vkf.k osGspk viO;; Bjr vkgs- 

;klkBh tkLr ifjJe ?;kos ykxr vkgs- l/;kP;k Li/ksZP;k ;qxkr vkiyk m|ksx & O;olk; 

ok<o.;klkBh o R;kph çHkkoh vaeyctko.kh dj.;klkBh fMftVy  ekdsZfVax pk okij dj.ks gh 

dkGkph xjt vkgs- dkj.k ;keqGs  osG] iSlk vkf.k Je ;kaph cpr gksÅu O;kolkf;dkpk mRikfnr 

ekykph o oLrwph tkfgjkr fMftVy lk/kukaeqGs gksrs- ;keqGs mRikfnr ekykph o oLrwph [kjsnh vkf.k 

foØh çfØ;k xfreku gksbZy- fMftVy ekdsZfVax {ks=kr dke dj.kkÚ;k iq#"k eaMGh cjkscj efgyk oxZ gk 

ns[khy egRokph Hkwfedk ctkor vkgs- iq#"kkais{kk ns[khy ,d ikÅy efgyk iq<s vkgsr- ek= efgyk 

oxkZyk loZ Lrjkoj vkOgkukapk@leL;kapk lkeuk djkok ykxr vkgs- ;k vkOgkuka'kh lkeuk d:u 

dr`ZRooku efgykauh ;k fMftVy ekdsZfVax ;k {ks=kr dkekP;k ek/;ekrwu vkiys ukoykSfdd feGoysys 

ikgk;yk feGr vkgs- Eg.kwu ek.klkus ladVkr] la?k"kkZr] vkOgkukr ns[khy la/kh 'kks/kyh ikfgts vkf.k 

frps lksus dsys ikfgts- 

lanHkZ xzaFk & 

1. lekpkj] ys[kd&t;nso MksGs- çdk'ku % yksdokM%e; x`g]  eqacbZ-  

2. ikaMsiqjk.kA tkfgjkrvkf.k eh ys[kd&ih;w"k ikaMs çdk'ku &euksfodkl çdk'ku ]iq.ks- vko`Ùkh & 

ifgyh 10 es 2017 

3. tulaidkZps varjax- M‚- johaæ fpapksfydj xzaFkkyh çdk'ku] iq.ks vko`Ùkh ifgyh02 Qsczqokjh 2014 

fMftVy tukZfy>e % ys[kd & M‚- f'kokth tk/ko çdk'ku& Cyw jks>] uoh fnYyh- vko`Ùkh& 

ifgyh ekpZ 2022  

4. fMftVy ekdsZfVax lgt lksis ys[kd & çQqYy lqrkj- çdk'ku efYVOgflZVh 
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                 पारंपाररक माकेटिंग व डिडजिंल माकेटिंग 
 

 

िॉ. दीपक वसतं चव्हाण 

    व व          व     ,       व ,   .    व ,   .        
  

 

साराशं: 

डिडजिंल माकेटिंग म्हणज ेकाय या प्रश्नाचं ईत्तर अपण या ब्लॉगमध्ये करणार 

अहोत. डिडजिंल माकेटिंगबद्दल सवव  माडहती जाणनन ेे्यासाीी तमम्ही हा लेपपनणव  वाचा. 

डिडजिंल माकेटिंग हा शब्द तमम्ही ऐकलाच ऄसेल पण अता मागील काही वषाांमध्ये 

डिडजिंल माकेटिंगची मागणी वाढल्याममळे डिडजिंल माकेटिंगचा प्रसार पनप होत अहे. तर 

अपल्या मराीी लोकांना ह े समज्यासाीी हा लेप अपल्या मराीी भाषेतनन मांिला 

अह.े डिडजिंल माकेटिंग हा एक माकेटिंगचा प्रकार अह.े माकेटिंग ममख्यतः दोन प्रकारात 

केली जात,े टॅ्रडिशनल माकेटिंग अडण अता डिडजिंल माकेटिंग. जेव्हा स्मािंव फोन, 

कॉम््यमिंर, िॅंब्लेिं अडण आंिंरनेिं सारख्या डिडजिंल ईपकरणांद्वारे जगभरातील लोकांना 

एपाद े ईत्पादन ककवा सेवेचा प्रचार केला जातो, तेव्हा या पद्धतीला डिडजिंल 

माकेटिंग म्हणतात. डिडजिंल माकेटिंग ह ेडिडजिंल म्हणजे आंिंरनेिं अडण माकेटिंग म्हणज े

बाजार म्हणज े आंिंरनेिं माकेिं या दोन शब्दांनी बनललेे अहे. जी सेवा ककवा ईत्पादन 

अम्ही डिडजिंल तंत्रज्ञान जसे आंिंरनेिं अडण आतर माध्यमांना डवक्यासाीी वापरतो 

त्याला डिडजिंल माकेटिंग ककवा  ऑनलाआन माकेटिंग म्हणतात. भारतातील डिडजिंल 

माकेटिंगचे भडवष्य: भारतामध्ये आंिंरनेिं वापर कर्याऱयांची संख्या वाढत चालली अहे. 

त्याममळे भारतामध्ये डिडजिंल माकेटिंगचे भडवष्य पनप मोीे ऄसणार 

अह.े अता २०२१ मध्ये भारतात ६२४ डमडलयन आंिंरनेिं वापरकते अहते अडण पमढच्या 

वषी ही संख्या ८२०.९९ डमडलयन हो्याची शक्यता अह,े  तर भडवष्यात डिडजिंल 

माकेटिंगला पनप महत्व ऄसेल. डमत्रांनो तमम्ही या ब्लॉग मध्ये डिडजिंल माकेटिंग म्हणजे 

काय ह ेबडेतल ंअह.े तर तमम्हाला हा लेपक सावािंला ते नक्की सांगा. अडण तममचे काही 

प्रश्न ऄसतील तर त े पण डवचार करावा भारतातही डिडजिंल माकेिंींग वेगाने वाढत 

अह े .याचा ममख्य कारण म्हणजे भारतात आंिंरनेिं सेवा ही पनप स्वस्त झाली अहे.

भारत जगातील .ऱयांची संख्या प्रचिं वाढली अहेत्याचममळे भारतात आंिंरनेिं वापरणा

  मांकाचा  दशे अहेदमसर् या, डजथे जगातील सवाव डधक आंिंरनेिं वापरणारी लोकसखं्या 

अहते. 
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                  व                         : 

                     

डिडजिंल माकेटिंग जाडहरातदारांना, वय, ललग, स्वारस्य, डवषय, कीविव , वेबसाआट्स, शहर, डपनकोि वगैरे 

आत्यादी सहजा डहरात िंागेिं कर्याची परवानगी दतेे. पारंपाररक माध्यमाच्या तमलनेत ह ेऄत्यंत सरळ सोपे 

अह ेडजथे श्रोत्यानंा डवडवध पद्धती नमसारऍि िंागेिं करणे कीीण अह.े  

                     

 डिडजिंल माकेटिंगद्वारे अपण अपल्या जाडहरात मोडहमांना ररऄलिंाआममध्ये बदलन शकतो म्हणज े

जर रणनीती कायव  करत नसेल तर अपण लगेच दमसयाव  धोरणाकि ेवळन शकतो, तर पारंपररक माकेटिंग 

मध्ये, एकदा अपण जाडहरात ददल्यानंतर अपण डतच्यात  मध्ये बदल करू शकत नाही . 

                 

 डिडजिंल माकेटिंगचा पररणाम मोजणे शक्य अह,े अपल्याला सहजपणे कळन शकत े की अपली 

जाडहरात दकती लोकांपयांत पोहचली अह,े दकती लोकानंी अपल्या जाडहरातींवर डक्लक केले अहे, दकती 

लोकांनी जाडहरातीतनन अपली सेवा ककवा वस्तम डवकत ेेतली अहे, लोक अपल्या वेबसाआिं वर दकती वेळ 

ेालवत अहते, ते दकती व कोणकोणती वेबसाआिंची पाने पाहत अहते , ग्राहक अपल्याकि ेवेबसाआिंवर 

अल्यापासमन त्या नेत्या सेवेच्या ककवा वस्तमच्या परेदीसाीी दकती वेळ ेेतला ह ेपाहु शकतो,  जे पारंपाररक 

माध्यमामध्ये मोजणे ऄशक्य अह.े 

           व   व  व  

 डिडजिंल माकेटिंग ब्रँड्सना त्यांच्या ग्राहकांबरोबर सोशल मीडियाच्या माध्यमातमन संवाद 

वाढडव्यास मदत करत.े ब्रॅ्ि सद्यपररडस्थतीत ग्राहकांशी कनेक्िं राहू शकतात अडण त्यांच्या परेदीच्या 

एकनण प्रवासा दरम्यान त्यांना ब्रँिच्या संवादात व्यस्त ीेवनन परेदीस मदत करू शकतात. 

व        व  :  डिडजिंल माकेटिंगचा सवाव त मोीा फायदा हा दक तमम्ही प्रत्येक ग्राहकाशी वेगयाया पद्धतीन े

संवाद साधन शकता. या प्रकारे प्रत्येक ग्राहकाची गरज लक्षात ेेउन त्याला पाडहजे त्या माकेटिंग संवादान े
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तमम्ही सेवा ककवा वस्तम ेे्यास प्रवृत्त करू शकता. यामध्ये त्यांची गरज लक्षात ेेउन,  त्यांना लागम होइल 

ऄसा संवाद करून तममच्या ब्रिँचे ईदद्दष्ट डमळवम शकता. 

         

        डिडजिंल माकेटिंग ऄत्यंत स्वस्त अह.े डजतके ग्राहक  तममच्या  जाडहरातींवर  क्लीक 

करतील, डततकेच पैसे तमम्हाला द्याव ेलागतात. तसेच कोणत्याही बजेिं नमसार तमम्ही समरवात करू शकता. 

ज्याने जाडहरातदारांना ककवा कंपनयांना थोड्या थोड्या बजेिंने  जाडहराती दउेन त्यांचा काय पररणाम 

होतो याची समडवधा डमळत.े तमम्ही कमीत कमी बजेिंमध्ये जास्तीत जास्त ग्राहकापंयेंत पोहचनन तममच्या 

एकनण माकेटिंग पचाव त कपात करून अणन शकता. 

    व                     

 पारंपररक माकेटिंगच्या तमलनेत डिडजिंल माकेटिंग कमी गमंतवणमकीमध्ये जास्त फायदा डमळवन दते े

कारण अपल्या ईद्योगास अवश्यक ऄसणाऱया ीराडवक लोकानंाच अपण जाडहरात दापवतो ज्याममळे 

त्यासाीी पचव  डह कमी लागतो. सोबतच डिडजिंल माकेटिंग मधमन तमम्ही भेिं दणेारे ग्राहकांचा मागोवा ीेवन 

शकता, अडण ते कोणत्या माध्यमातनन तममचे ग्राहक बनले यावर दपेील लक्ष दउे शकता. डिडजिंल 

माकेटिंगचे वगीकरण ऑनलाआन माकेटिंग अडण ऑफलाआन  माकेटिंग  ऄंतगव त  केले जाउ शकते. 

सचव  आंडजन ऑड्िंमायझशेन 

सचव  आंडजन ऑड्िंमायझेशनही सचव  आंडजनांचे ऑगेडनक/नॉन-

पेि सचव  पररणामांमध्ये सचव ररजल्िंमध्ये अपल्या वेबसाआिंचे रँककग कर्याची प्रद या अह.े वेबसाआिंचे 

रँककग ऑगेडनक सचव मध्य ेपालील ेिंकांवर ऄवलंबनन ऄसते 

1. कनिेंनिं स्टॅ्रिेंडज मजकन र योजना / अरापिा 

2. ऑनपेजऑड्िंमायझेशन 

3. ऑफपेज ऑड्िंमायझेशन 
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सचव  आंडजन माकेटिंग: सचव  आंडजन माकेटिंग म्हणजे तममच्या वेबसाआिंची दशृ्यता नैसर्गगक पद्धतीने ककवा 

पेि जाडहरातींच्या माध्यमाने वाढवणे थोिक्यात एसआओ नैसर्गगक पेि जाडहराती पेि सचव  पालील डस् न 

शॉिंमध्ये एस आ ओ सचव  ररजल्िं अडण पेि सचव  ररजल्िं या मधला फरक ऄडधक स्पष्ट होइल. 

डिडजिंल माकेटिंगची ऑफलाइन माकेटिंग माध्यमे 

िेंडलडव्हजन माकेटिंग 

 सेिं िंॉप बॉक्सच्या वाढलेल्या संख्येममळे अता िंीव्ही समद्धा डिडजिंल झाला ऄसनन तमम्ही वेगवेगयाया 

भागात एकाच वेळी वेगवेगळी जाडहरात अता दापवन शकता. ऄशा जाडहरातींची िंारगेटिंगनीिं नसत े

अडण जाडहरातदारांना माडहतीवर ऄवलंबनन राहून जाडहरातीच्या वेळा ीरवाव्या लागतात. येणाऱया 

काळात लवकरच िंीव्हीवर दपेील वैयडिक िंारगेटिंग होउ शकेल. पनप जाडहरातदार अता डिडजिंल 

डव्हडिओ ऍिकि ेवळत ऄसनन डतथं ऍिची िंागेटिंग जास्त स्पेडसदफक करता येउ शकते. अडण िंीव्हीच्या 

ऍिच्या तमलनते त्या स्वस्त दपेील ऄसतात. येत्या काळात ऄनेक जाडहरातदार डव्हडिओ ऍड्स, यमट्यमब, 

आनस्िंाग्राम अडण फेसबमकवर डव्हडिओ जाडहरात कर्यास समरवात करतील ऄशी ऄपेक्षा अहे. 

एस एम एस माकेटिंग 

 एस एम एस म्हणजे शॉिंव  मेसेलजग सर्गवस, ज्याचा मेसेजच्या अदान प्रदानासाीी वापर होतो. एस 

एम एस माकेटिंग हािायरेक्िं माकेटिंगचा प्रकार ऄसनन तमम्ही ग्राहकानंा वारंवार वगेवेगळे मेसेज पाीवन 

शकता जसे दक ऑफर, कम पन कोि अदी पण सध्या एस एम एस माकेटिंगचं प्रमाण कमी होइल ऄशी ऄपेक्षा 

अह,े कारण अता व्हाट्स ऄँपने, व्हाट्सऄँप फॉर डबसनसेनावाची सर्गव्हस समरु केली  अह,े  ज्यातमन ब्रँड्स 

अता ग्राहकांना िायरेक्िं मेसेज करू शकतात. 

रेडिओ माकेटिंग 

 रेडिओ हा पनवी फार महत्वाचा माकेटिंगचा पयाव य होता, कारण बाकी साधनांची ईपलब्धता फार 

कमी होती, पण रेडिओ मध्ये समद्धा तमम्ही ीराडवक लोकानंा कें द्रस्थानी ीेवनन ऍि करू शकत नाही अडण ऍि 

दकती लोकांपयांत पोहचली ते डह समजतना ही. रेडिओ ह े लोकानंा अपल्या ब्रँि बद्दल अीवण करून 

दे् यासाीी चांगले माध्यम अह ेकारण सध्या ७६% लोक मोबाइलमध्ये रेडिओ ऐकतात. 
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डबलबोिव  माकेटिंग 

 डबल बोिव  माकेटिंग डह आलेक्ट्रॉडनक फलकांच्या अधारे केली जात ेजस ेदकिंाआम्सचोक ककवा समपर 

बाउल जाडहराती. डबलबोिव  माकेटिंग डह पनवाव  पार चालत अलेली माकेटिंगची पद्धत अहे, अपण 

आथ ेऄचनक िंारगेटिंग करू शकत नाही अडण अपली जाडहरात दकती लोकांपयांत पोहचली ह ेडह अपल्याला  

समजत नाही. डबलबोिव  माकेटिंग ऄश्या रीकाणी केली जाते डजथ ेपनप लोक येतात ककवा अपली जाडहरात 

पाहतात . डिडजिंल माकेटिंग डह बदल त्या काळाची गरज अह.े  प्रत्येक व्यवसायात ईच्च फायदा प्राप्त 

कर्यासाीी डिडजिंल माकेटिंगचा अरापिा ऄसणे गरजेचे अह.े  पनप डबसनेसेस डिडजिंल माकेटिंग 

एजनसीला काम दतेात, पण काम दे् या अधी तममचा अरपिा तयार ीेवा म्हणज े कमीत कमी पचाव त 

  ज्यास्तीत जास्त फायदा होइल. 

डिडजिंल माकेटिंगमध्य ेकररयर दकती चागंल ेअह े:  

 डजओ ने अपली ४जी मोबाइल सेवा समरू केल्यानतंर ऑनलाइन डव्हिीओ पाहणाऱया लोकांची 

संख्या एका वषाव त दमपिंीने वाढली. २० कोिंींहून ऄडधक भारतीय व्हाट्सऄँप वर सद य अहते. दोन 

वषाांपनवी १जीबी ३जी मोबाइल ििेंा चे माडसक शमल्क २०० ते ३०० रुपयांच्या दरम्यान होत.े तोच अता 

ददवसाला १.५जीबी चा ४जी मोबाइल ििेंा ऄवघ्या सािपेाच रुपयांत डमळत अह.े अज भारतात ४ जी 

मोबाइल सेवेचा व्याप ९० % पयांत पसरला अह.ेभारतीय आंिंरनेिं व मोबाइल ऄसोसीएशन च्या 

ऄंदाजानमसार येत्या वषाव त कंपनयांकिनन डिडजिंल माकेटिंगवर होणारा पचव  एकनण जाडहरात पचाव च्या 

३०% पयांत जाइल. ही पनपच अश्वासक बाब अह.ेम्हणजेच डिडजिंल माकेटिंग मध्ये कररयर करणे ऄगदी 

ईत्तम अह.े 

डिडजिंल माकेटिंग का अवश्यक अह े:  

 ऑफलाइन माकेटिंग पेक्षा ऑनलाइन माकेटिंग स्वस्त अह.ेडिडजिंल माकेटिंग तमम्हाला चांगले 

पररणाम दतेे. डिडजिंल माकेटिंग मध्ये, तमम्हाला तममच्या सेवा अडण ईत्पादनाचा प्रचार कर्याच ेहजारो 

मागव  डमळतात. डिडजिंल माकेटिंगममळे तममच्या कंपनीच े ब्रँलिग मनल्य वाढते.हा एक मागव  अह े ज्याद्वारे 

अपण डिडजिंल माकेटिंगमध्ये कररयर दकती चांगल ेअह े डिडजिंल माकेटिंग म्हणज ेकायया प्रश्नाचं ईत्तर 

अपण या ब्लॉग मध्येकरणार अहो, डिडजिंल माकेटिंग हा शब्द तमम्ही ऐकलाच ऄसले पण अता मागील 

काही वषाांमध्ये डिडजिंल माकेटिंग ची मागणी वाढल्याममळे डिडजिंल माकेटिंग चा प्रसार पनप हो ह े
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समज्यासाीी हा लेप अपल्या मराीी भाषेतनन मांिला अहे. डिडजिंल माकेटिंग हा एक माकेटिंग चा 

प्रकार अह.े, टॅ्रडिशनल माकेटिंग अडण अता डिडजिंल माकेटिंग. 

टॅ्रडिशनल माकेटिंग: जवे्हा तमम्ही तममच्या प्रॉिक्िं अडण सर्गवससे ची जाडहरात िेंडलडव्हजन, नयनजपपेर, 

रेडिओ, होर्डिग ककवा बनॅर याचं्या माध्यमातनन करता ऄशा माकेटिंग ला टॅ्रडिशनल माकेटिंग 

म्हणतात.  टॅ्रडिशनल माकेटिंग ही  माकेटिंगची  जमनी पद्धत अह,े अडण ती पनप पर्गचक समद्धा अहअेताच्या 

शतकात टॅ्रडिशनल माकेटिंग करून तमम्ही तममच्या व्यवसायाचा जास्त डवस्तार करू शकत नाही, अडण 

अपला भारत दशे समद्धा डिडजिंली होत अहे. तर या २१व्या  शतकात तमम्हाला तममच्या कंपनी ची वाढ 

कर्यासाीी डिडजिंल माकेटिंग करणे पनप गरजेच े अहे .२०२१ च्या शतकात डिडजिंल माकेटिंग का 

महत्वाच ेअह े ह े तमम्हाला माडहत ऄसण ेअवश्यक अहे. अतापयांत सवव  कंपनया टॅ्रडिशनल माकेटिंग चा 

वापर करून ऄडधक डव ी ककवा ऄडधक ग्राहक डमळवत होते, परंतम २०२१ च्या शतकात ह े शक्य 

नाही.कारण Covid 19 या डवषाणन ने जगभरात बाहरे दफरायला भीतीचे वातावरण तयार केलेअह े

                         : तमम्ही तममचा व्यवसायेउेन जाउ शकता ते पण च्या माध्यमातन म्हणजे तममच 

दमकान डिडजिंल माकेटिंग केला, तर तममच्या व्यवसायाची ऑनलाइन पे्रझेनस वाढतो अडण तममचा व्यवसाय 

ऄडधकाडधक लोकांना माडहत होतो  .तममच्या व्यवसायाची ऑनलाआन ईपडस्थती वाढते अडण लोकांना 

तममचा व्यवसाय समजतो.  

 लमक प्रोफेशनल : आंडललश मध्ये एक म्हण अहे, म्हणजे पडहली छाप ती शेविंची छाप अहे  .त  ऄसल्यास 

ककवा तममच्या व्यवसायाची ऄसल्यास, तममचा व्यवसाय प्रोफेशनल ददसतो अडण तो ग्राहकांना तममच्या 

व्यवसायाकि ेअकर्गषत करतो. 

 लवडचकता :डिडजिंल माकेटिंग मनळे तमम्ही तममच्या व्यवसायाला लवडचकता प्रदान करू शकता.  

           टॅ्रककग :  डिडजिंल माकेटिंग केल्याममळे तमम्ही तममचा व्यवसाय टॅ्रक करू शकता टॅ्रकवापर करून तमम्ही तममचा 

व्यवसाययाची दकती अडण कशी वाढ होत अह ेयाची नोंद ीेवन शकता. तमम्ही तममच्या ग्राहकांचे सवव  रेकॉिव  

करू शकता. 
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डबझनसे रन :  

  तममच्या कंपनी मध्ये डशफ्िं मध्ये काम ऄसन शकते, परंतम तममची ऑनलाइन ईपडस्थती तममच्या 

व्यवसाय ग्राहकाला अवश्यक ऄसल्यास कोणीही तममच्या वेबसाइिंद्वारे तममच्यापयांत कधीही संपकव  करू 

शकतो .अपला व्यवसाय पसरडव्याचा अडण त्याच े ब्रांि वॅल्यन वाढव्याचा डिडजिंल माकेिंींगहा एक 

अधमडनक मागव  अह,े म्हणनन अज प्रत्येक कंपनी अपल्या व्यवसायाच्या नावाने, वृत्तपत्र, माडसके, रेडिओ, 

कागद, पोस्िंर अडण बॅनर या सारख्या साधनांचा वापर करीत ऄसे अडण बर् याच कंपनया ेरोेरी जाउन 

दपेील अपल्या ईत्पादनाबद्दल सांगत ऄसत  .परंतम अता प्रत्येकजण माकेिंींगसाीी आंिंरनेिं वापरतो.,डजथ े

जगातील सवाव डधक आंिंरनेिं वापरणारी लोकसंख्या अहते 

      -  

1. & marathispirit.com 

2. & digitalvipuk.com 

3. & en.wikipedia.org 

4. & 360marathi.in 

5. & warren Buffett : The life Lessons & Rules for success 
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 fMftVy vFkZO;oLFkk % volj ,oa pqukSfr;k¡ 
 

 

Mk0 lqjs[kk fiiykuh 

,lksfl,V izksQslj ¼vFkZ’kkL= foHkkx½ 

th0;w0 ¼ih0th0½ dkyst] cgsM+h ¼cjsyh½, lEc)% ,e0ts0ih :gsy[k.M fo0fo0] cjsyh 
 

 

lkj-la{ksi 

 Hkkjrh; vFkZO;oLFkk dk fMftVy :i esa ifjoZru ikjEifjd vo/kkj.kkvksa dks 

cny jgk gSA vkfFkZd fodkl ds {ks= esa fMftVy rduhd ds }kjk foxr dqN o”kksZa esa 

Hkkjr dh vkfFkZd xfrfof/k;ksa esa rhoz fodkl dh izo`fr n`f”Vxkspj gks jgh gSA orZeku 

esa fMftVy rduhd ,d lkekU; mn~ns’; ds :i esa mHkj jgh gSA ,sls dbZ {ks= tks 

vHkh rd rduhdh :i ls vN`rs Fks] tgk¡ ekuoh; gLr{ksi ds fcuk dk;Z gksuk 

vlEHko Fkk ysfdu vc rduhdh fodkl dh enn ls ogk¡ Hkh ?kj cSBs gh vkWuykbu 

rjhds ls dk;Z lEiUu fd;s tk jgs gSaA fMftVy rduhd ds dkj.k fofHkUu izdkj dh 

O;kikfjd xfrfof/k;kas ds lkFk-lkFk foRrh; ysu-nsu esa Hkh ljyrk vkSj Hkz”Vkpkj jfgr 

O;oLFkk dh Mxj vkxs c<+ jgh gSA orZeku le; esa fMftVy vFkZO;oLFkk izxfr dk 

i;kZ; cu pqdh gSA 

eq[; ‘kCn%- fMftVy] vFkZO;oLFkk] izkS|ksfxdh] dEI;wVj] fodklA 

izLrkouk 

 izkS|ksfxdh us Hkkjr dks cnyus dk volj iznku fd;k gSA ns’k esa fMftVy vFkZO;oLFkk ds 

fodkl ds fy;ss izkS|ksfxdh viukus dh n’kk esa vkewy-pwy ifjorZu ifjyf{kr gks jgs gaSA bu cM+s 

cnykoksa esa eksckby uSVodZ dk QSyko izeq[k Hkwfedk fuHkk jgk gS] ftlls vFkZO;oLFkk ds 

fMftVyhdj.k dks c<+kok fey jgk gSA fMftVy vFkZO;oLFkk ds fodkl ds fy;s ljdkj us ,d 

etcwr] lqjf{kr rFkk vf[ky Hkkjrh; fMftVy Hkqxrku ikfjfLFkfrdh rU= LFkkfir djus dh fn’kk esa 

dsfUnzr igy dh gS ftlls blds ykHk ns’k ds leLr oxksZa rd ig¡qpk;s tk ldsaA fujUrj ifjofrZr gks 

jgh thou’kSyh rFkk i zkS|ksxhdj.k ds dkj.k orZeku le; esa dEI;wVj lefFkZr izkS|ksfxfd;ksa ij vk/kkfjr 

fMftVy vFkZO;oLFkk dk egRo cgqr c<+ x;k gSA 

 fMftVy vFkZO;oLFkk ,d ,slh vFkZO;oLFkk gS tks dEI;wVj vk/kkfjr izkS|ksfxfd;ksa ij vk/kkfjr 

gksrh gSA ;g baVjusV ds ek/;e ls HkkSfrd O;olk;ksa dks lgtrk ls lapkfyr djus ds fy;s u;s 

midj.k iznku djrh gSA bl oSc vk/kkfjr vFkZO;oLFkk esa foRrh; ysu-nsu ØsfMVdkMZ] MsfcVdkMZ] 

b.VjusV cSafdax] eksckby isesUV rFkk vU; fMftVy rjhdksa ls fd;k tkrk gSA 

 fMftVy vFkZO;oLFkk ds ?kVd 

ifjofrZr gksrs ifjn`’; ds vk/kkj ij fMftVy vFkZO;oLFkk ds rhu eq[; ?kVd gSa-  

fMftVy vFkZO;oLFkk dk lcls igyk ?kVd fMftVy vk/kkjHkwr lajpuk gSA fMftVy vk/kkjHkwr lajpuk 

vFkkZr~ Hkkjr ds izR;sd {ks= esa fMftVy lsok,sa igq¡pkus ds fy;s ,d etcwr vkSj cqfu;knh <k¡pk rS;kj 

djukA blesa fo’ks”k :i ls xzkeh.k {ks=ksa ij vf/kd /;ku fn;k x;k gSA blds lkFk gh lkFk foRrh; 
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lekos’ku dks Hkh c<+kok fn;k x;k gSA gkbZ LihM okbZ-QkbZ lfgr fMftVy cqfu;knh <k¡ps rd 

ns’kO;kih igq¡p iznku djus dh ;kstuk us Hkkjr esa fMftVy vFkZO;oLFkk dks c<+kok fn;k gSA  

fMftVy vFkZO;oLFkk dk nwljk eq[; ?kVd fMftVy lsok dk forj.k djuk gSA rduhdh :i ls 

le>nkj ;qok ih<+h oLrqvksa dh [kjhn dk lcls ljy ek/;e vkWuykbu [kjhn dks gh ekurh gSA 

ftlls ns’k esa bZ- dkWelZ rFkk ,e- dkWelZ dk foLrkj gqvk gSA fMftVy bf.M;k dk;ZØe ds vUrZxr 

gq, mYys[kuh; lq/kkjksa esa ls ,d ljdkjh bZ- ekdsZV Iyl gS tks ljdkjh [kjhn ds fy;s ,d iksVZy gS 

tgk¡ M.S.M.E dks Ø; xfrfof/k;ksa esa Hkkx ysus dh lqfo/kk iznku dh tkrh gSA 

fMftVy vFkZO;oLFkk esa izR;ssd Lrj ij vkadM+ksa dh mi;ksfxrk c<+rh tk jgh gSA gekjh vFkZO;oLFkk 

bl izdkj ds vkadM+ksa dks le>us vkSj fo’ys”k.k djus ds nksSj ls xqtj jgh gSA blh ds vk/kkj ij Hkkjr 

ljdkj us viuk Lo;a dk MsVk iksVZy ykWUp fd;k gSA 

fMftVy vFkZO;oLFkk - ,d volj 

rduhdh izlkj ds lkFk Hkkjr vkfFkZd fodkl ds vk/kkj ij le`f) dh jkg ij vxzlj gSA ,d yEcs 

le; ls ns’k ftu lkekftd-vkfFkZd leL;kvksa dk lkeuk dj jgk Fkk] fMftVy rduhd ds }kjk mu 

vojks/kksa dks mRrjksRrj lekIr djus dk iz;kl fd;k tk jgk gSA fu%lUnsg dksfoM-19 ds nkSjku ns’k esa 

fMftVy vFkZO;oLFkk cgqr rsth ls vkxs c<+h gS] ifj.kkeLo:i ijEijkxr :i ls dh tkus okyh 

vkfFkZd xfrfof/k;ksa esa yxus okyk le;] /ku vkSj Je esa cpr gksrh gqbZ fn[kk;h ns jgh gSA b.VjusV 

rd igq¡p vkSj vk; Lrj esa o`f) ds dkj.k fMftVy vFkZO;oLFkk o”kZ 2030 rd 800 vjc Mkyj 

dk Lrj ikj dj ldrh gSA LekVZ Qksu] bUVjusV] e’khu yfuZax] vkfVZfQf’k;y baVsfytsal] DykmM 

dEI;wfVax] lsalj vkfn rduhdksa ds rsth ls fodkl ls fMftVyhdj.k izxfr dh vksj vxzlj gSA ns’k 

viuh egku lkaLd`frd ijEijkvksa dks rduhd ds lkFk tksM+dj ,d vk/kqfud Hkkjr ds fuekZ.k dh 

fn’kk esa vkxs c<+ jgk gSA gj {ks= esa vk/kqfud fMftVy rduhd ds mi;ksx ls vFkZO;oLFkk ubZ 

Å¡pkb;k¡ Nw jgh gSA odZ ÝkWe gkse rFkk vkmVlksflZax dks c<+kok feyus ls Hkkjr ds fMftVy dkjksckj 

dk egRo c<+k gSA fo’o dh izfl) dEifu;ksa ds lkFk gh vesfjdk dh VSd dEifu;k¡ Hkkjr esa 

LokLF;] f’k{kk] d`f”k rFkk [kqnjk {ks= ds bZ-dkelZ cktkj esa fuos’k ds fy;s vkxs c<+h gSaA fMftVy 

vFkZO;oLFkk ds fodkl dk ,d eq[; dkj.k ;g Hkh gS fd eksckby vkSj MsVk iSd lLrk gksus ds dkj.k 

bUVjusV ds mi;ksxdrkZvksa dh la[;k esa o`f) gqbZ gSA eksckby czkMcS.M bf.M;k VªSfQd ¼,echV½ 

b.MsDl 2021 ds vuqlkj MsVk mi;ksx c<+us dh j¶rkj lcls vf/kd Hkkjr esa gSA 

 oSf’od fMftVy dEifu;ksa ij yxk;s x;s djksa ds }kjk ns’k dh vk; esa o`f) gks jgh gSA bZ-

dkWelZ vkSj fMftVy vFkZO;oLFkk ds rsth lss c<+us dk lcls cM+k ykHk fMftVy lsok dj   ¼Mh-,l-

Vh-½ jk”Vhª; vk; dk u;k lzksr curk tk jgk gSA fMftVy vFkZO;oLFkk ds fodkl ds lkFk fMftVy 

lsok dj dh ek=k esa Hkh o`f) gks jgh gSA ctV 2022 esa opqZvy fMftVy djsUlh ij cM+k QSlyk 

fd;k x;k gSA fMftVy ifjlEifRr dk LFkkukUrj.k djus ij 30 izfr’kr dj nsuk gksxkA 
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 fMftVy vFkZO;oLFkk ds fodkl ds lkFk&lkFk ns’k esa uohu jkstxkj ds voljksa esa o`f) gks 

jgh gSA fo’o fo[;kr eSfdath Xykscy baLVhV~;wV ds }kjk izdkf’kr dh x;h fjiksVZ] ^fMftVy bf.M;k % 

VSDuksykWth Vw VªkUlQkeZ , dussDVsM us’ku* esa dgk x;k gS fd tgk¡ Hkkjr esa fMftVy vFkZO;oLFkk esa 

o”kZ 2025 rd yxHkx 6 ls 6-5 djksM+ jkstxkj ds u;s volj mRiUu gksaxs] ogha fMftVyhdj.k ds 

dkj.k yxHkx 4 ls 4-5 djksM+ ijEijkxr jkstxkj lekIr gks ldrs gSaA ns’k esa vkWVkses’ku] jkscksfVDl 

vkSj vkfVZfQf’k;y bUVsfytsUl ds dkj.k dbZ {ks=ksa ds jkstxkj rsth ls lekIr gks jgs gS] tcdh nwljh 

rjQ fMftVy {ks=ksa esa jkstxkj ds voljksa esa o`f) gks jgh gSA 

 fMftVy Hkqxrku izfØ;k dks vkSj vf/kd cy iznku djus ds fy;s ctV 2022 esa dbZ 

izko/kku x;s gSaA fMftVy Hkqxrku izfØ;k ds izlkj ds fy;s vuqlwfpr okf.kfT;d cSad ns’k ds 75 

ftyksa esa 75 fMftVy cSadks dh LFkkiuk djsaxsaA dksj cSafdax ls 1]50]000 Mkd?kjksa dks tksM+k tk;sxkA 

cSad ls Mkd?kj ds [kkrs esa iSlk vkWuykbZu LFkkukUrfjr fd;k tk ldsxkA ,-Vh-,e- dh lqfo/kk Mkd?kjksa 

ds fy;s Hkh miyC/k gksxhA fMftVy Hkqxrku ,d izdkj ls fMftVy bf.M;k dk;ZØe dk gh foLrkj gS] 

blesa foRrh; ysu&nsu dks vkSipkfjd :i ns dj Hkkjr dh vFkZO;oLFkk dks cnyus dh {kerk gSA 

orZeku ifjfLFkfr;ksa esa Hkqxrku ds ikjEifjd rjhds ckf/kr gksus ds dkj.k fMftVy ysu-nsu lsokvksa dk 

mi;ksx cgqr c<+ x;k gSA fMft/ku fe’ku dk izkjEHk twu 2017 esa Hkkjr ljdkj }kjk fd;k x;k]  

ftlls lHkh {ks=ksa esa fMftVy Hkqxrku dks izksRlkfgr fd;k tk ldsA m|ksx laxBu vkSj ih-MCY;w-lh- 

dh ,d fjiksVZ ds vuqlkj o”kZ 2023 rd ns’k esa fMftVy Hkqxrku esa okf”kZd 20 izfr’kr ls vf/kd 

dh o`f) gks ldrh gSA o”kZ 2019 ds vUr rd Hkkjr esa fMftVy ysu-nsu yxHkx 64-8 vjc MkWyj 

jgk gS vkSj ;g o”kZ 2023 rd nksxquk ls vf/kd c<+dj yxHkx  135-2 vjc MkWyj rd igq¡pus dh 

lEHkkouk gSA cSadks esa fMftVy ysu-nsu] djnkrkvksa }kjk djksa ds vkWuykbu fMftVy Hkqxrku rFkk 

vkWuykbu Ø; -foØ; us vFkZO;oLFkk ds fodkl esa egRoiw.kZ Hkwfedk fuHkkbZ gSA d`f”k {ks= Hkh viuh 

vkxrksa o cktkj ds fy;s fMftVy gks jgk gSA Qly ewY;kadu] Hkwfe vfHkys[k vkSj dhV uk’kdksa ds 

izlkj gsrq d`f”k {ks= esa Mªksu ds iz;ksx dks c<+kok fn;k tk jgk gSSA HkwvfHkys[kkas dss fMftVyhdj.k ls 

d`f”k ls tqM+h vU; xfrfof/k;ksa ds dk;Zdj.k esa rhozrk ,oa ljyrk ns[kus dks fey jgh gSA HkwvfHkys[kkas 

ds fMftVyhdj.k ls fdlkuksa dks d`f”k lEcU/kh fofHkUu lsok,sa vkWuykbu iznku dh tk;saxhA lHkh 

dsUnzh; eU=ky;ksa ds fy;s muds }kjk Ø; dh xbZ lkexzh gsrq isijySl ,.M Vw ,.M vkWuykbZu bZ-fcy 

izk.kkyh ‘kq: gksxhA 

 bl izdkj d`f”k] m|ksx] O;kikj] lsok] i;ZVu] cSafdax vkfn {ks=ksa esa ØsfMVdkMZ] MsfcVdkMZ] bZ-

isesUV] eksckby-cSafdx vkfn dk iz;ksx rhoz xfr ls c<+ jgk gSA bZ-dkelZ rFkk ,e-dkWelZ O;olk; ds 

{ks= esa ,d lekukUrj {ks= ds :i  esa mHkj jgk gSA  u;s LVkZVvi izfrfnu [kqy jgs gaS vkSj mudh 

la[;k esa yxkrkj o`f) gks jgh gSA c<+rh O;kikfjd lEHkkoukvksa ds chp nqfu;kHkj dh cM+h-cM+h 
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vkWuykbu dEifu;ksa ds lkFk-lkFk Hkkjr ds O;kikfjd laxBuksa }kjk Hkh LFkkuh; fdjkuk nqdkuksa o 

dkjksckfj;ksa dks vkWuykbu tksM+us ds iz;kl dh ubZ j.kuhfr cukbZ tk jgh gSA 

fMftVy vFkZO;oLFkk dh pqukSfr;k¡  

 vFkZO;oLFkk ds fdlh Hkh {ks= esa tSls-tSls voljksa es o`f) gksrh gS] oSls-oSls gh pqukSfr;k¡ Hkh 

nLrd nsrh gSaA ;|fi fofHkUu izksRlkguksa ds }kjk fMftVy vFkZO;oLFkk mRrjksRrj o`f) dh rjQ c<+ 

jgh gS ysfdu vHkh Hkh blds rhoz fodkl esa vkus okyh vusd ck/kk,sa ,oa pqukSfr;k¡ gSa] ftudk lkeuk 

ge lHkh dks fey dj djuk gSA 

 izkFkfedrk ds vk/kkj ij fo’ks”k :i ls xzkeh.k {ks=ksa dks fMftVy :i ls lk{kj cukuk gksxk 

vkSj lkFk gh fMftVyhdj.k ds fy;s vk/kkjHkwr vko’;d cqfu;knh lqfo/kkvksa dk tky fcNkuk gksxkA 

xzkeh.k {ks=ksa esa fo|qr vkiwfrZ dh deh cuh jgrh gS ifj.kkeLo:i eksckby czkWMcSaM dh mfpr LihM 

ugh feyus ds dkj.k fMftVy vFkZO;oLFkk dk fodkl ckf/kr gksrk gSA vr% bl ck/kk dks nwj djus ds 

fy;s ljdkj dks xzkeh.k {ks=ksa esa fo|qr vkiwfrZ dh i;kZIr igq¡p cukuh gksxhA b.VjusV ds iz;ksx dks 

lHkh ds fy;s lqyHk djkus gsrq vck/k fo|qr vkiwfrZ dh vR;Ur vko’;drk gSA ih-lh-vks- dh rjg 

gh ifCyd b.VjusV ,Dlsl IokbaV dh O;oLFkk lqn`<+ cukuh gksxhA ns’k esa vf/kdka’k xzkeh.k tula[;k 

vHkh Hkh fMftVy cSafdx O;oLFkk dh n`f”V ls ihNs gS vusd ckj LekVZ Qksu] cSad [kkrk rFkk 

ØsfMV@MsfoV dkMZ dh lqfo/kk u gksus ds dkj.k xzkeh.k turk ds }kjk vkWuykbu Hkqxrku ugha gks ikrk] 

blfy;s fMftVy vFkZO;oLFkk ds fodkl dks mRrjksRrj xfr nsus ds fy;s bu lqfo/kkvksa dks c<+kus dss 

vfHk;ku esa vf/kd rsth ykus dh vko’;drk gSA lkFk gh xzkeh.k turk ds vUnj bl izdkj dh 

O;oLFkk gsrq fo’okl tkxzr dj mUgsa ikjEifjd ysu-nsu ds LFkku ij fMftVy Hkqxrku ds rjhdksa dks 

viukus ds fy;s izsfjr djus dh Hkh vko’;drk gSA vkWuykbu /kks[kk/kM+h ls tqM+s vijk/kksa dks jksdus ds 

fy;s ljdkj }kjk lkbZcj lqj{kk etcwr djus gsrq vko’;d dne mBkus gksaxsa D;ksafd fMftVy Hkqxrku 

ds le; gksus okyh /kks[kk/kM+h dh c<+rh ?kVukvksa dss dkj.k yksxksa dk vkWuykbu ysu-nsu esa fo’okl 

de cuk jgrk gSA 

 fMftVyhdj.k dks c<+kok nsus ds fy;s eksckby czkWMcSaM LihM dks c<+kus ds fy;s ;q)Lrj ij 

iz;kl fd;s tkus dh vko’;drk gSA Hkkjr fo’o esa lcls vf/kd ;qok tula[;k okyk ns’k gS 

blfy;s cnyrs ifjos’k ds vuqlkj bl ;qok ‘kfDr dks vk/kqfud rduhd ls lEcfU/kr jkstxkj 

;kstukvksa esa n{k djuk gksxkA mUgsa muds mTToy Hkfo”; ds fy; s fMftVy vFkZO;oLFkk ls tqM+h lHkh 

fo/kkvksa esa ikjaxr gksus dh vko’;drk gSA vaxzsth Hkk”kk ,oa dEI;wVj dk vPNk Kku] rduhdh 

dq’kyrk] foKkiu {ks=] oSc fMTkk;fuax] lks’ky ehfM;k] oSc lEcfU/kr lkW¶Vos;j dk Kku] 

fo’ys”k.kkRed rFkk vuqla/kkukRed dkS’ky ds lkFk ns’k nqfu;k dh t:jrkas ds vuqlkj Lo;a dks rS;kj 

djus dh vko’;drk gSA ,slh gh rS;kjh ds lkFk ;qok ih<+h fMftVy vFkZO;oLFkk esa fNis voljksa dks 

[kkstdj vkfFkZd fodkl esa viuh Hkkxhnkjh lqfuf’pr dj ldrh gSA 
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fu”d”kZ 

 fu%lUnsg fMftVy vFkZO;oLFkk ekuo thou ds gj igyw dks izHkkfor dj jgh gSA tc Hkh ,d 

ikjEifjd vFkZO;oLFkk fMftVy vFkZO;oLFkk esa :ikUrfjr gksrh gS rks og voljksa ds lkFk dbZ 

pqukSfr;k¡ Hkh ys dj vkrh gSA ctV izko/kkuksa ds vk/kkj ij ;g vk’kk dh tk ldrh gS fd fudV 

Hkfo”; esa oSf’od fMftVy vFkZO;oLFkk esa ns’k ds ;ksxnku dks Li”V ekU;rk feysxh rFkk vkus okys 

le; esa fMftVy vFkZO;oLFkk ds dkj.k l`ftr gksus okys u;s jkstxkj ds volj vkSj vkfFkZd 

miyfC/k;k¡ Hkkjrh; ;qokvksa dks izkIr gksaxhA  
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गोषवारा : 

                     वृत्तपत्रे डह आजच्या युगात एक प्रभावी प्रसारमाध्यम ्हणून ळखखली 

जातात. अलीकडील काखात वृत्तपत्राांमध्येही व्यावसाडयकता यते जाऊन वृत्तपत्राांचे 

बाजारीकरण झाले. प्रचांड स्पधेत दजाा वाढडवताना ततवाांची तडजोड करण्यात 

आली.कॉ््युटरच्या शोधानांतर पत्रकारीतेतही कागद,पेनची जागा कॉ््युटरन े

घेतली.पत्रकाराांच्या काम करण्याच्या पद्धतीमध्येही बदल झाला. आता पत्रकार, सांपादक 

हा वाताापत्राांचे सांस्करण करण्याबरोबरीने क्पोझीटर, पु्रफरीडर, प्रोडसससगचे कायाही 

तोच करतो. नवीन तांत्रज्ञानामुखे तयाच्या काम करण्याच्या तांत्रात आडण गतीतही बदल 

झाला आह.े आता एकटाच पत्रकार वृत्तपत्रामध्ये सांगणकावारारे सवा प्ररियाया करतो. वृत्त 

पाठवण्यासाठी तयाच्याकड े लॅपटॉप, मोबाईल असतो. तयावारारे जलद गतीन े वृत्त 

आदानप्रदान करता यतेे.पुढचा ट्पा ्हणजे इांटरनेटवरती ऑनलाईन दडैनकाांची 

उपलब्धतता होय. आपली वतृ्तपत्रे जगभरात पोहोचावीत व व्यवसायामध्ये जाडहरातींच्या 

माध्यमातून फायदा डमखावा या हतेनूे वतामानपत्राच्या वेब आवृत्तयाांची डनर्ममती झाली. 

तयामध्ये वृत्ते क्षणाक्षणाला अपडटे केली जातात. वेब आवृत्तीमुखे दशेातील,राज्यातील, 

डजल्ह्यातील,गावातील बातमी क्षणात समजणे शक्य झाले.इांटरनेट आवृतयाांच्या वाढतया 

प्रभावामुखे भडवष्यात ‘कागदडवरडहत वतामानपत्र’ (Paperless Newspaper) डह 

सांकल्ह्पना पयाावरणपूरक आडण बदलतया कालानुरूप येणे अल्ह्पकाखातच शक्य आह.े 

ऑनलाईन पत्रकाररतचेे क्षते्र,स्वरूप, व्याप्ती, कामकाज पद्धत, रचना, माांडणी ही 

पारांपाररक पत्रकारीतेपेक्षा पूणा डभन्न ठरते. स्थाडनक स्तरावरील एखादा प्रश्न वृत्तपत्रे 

आपल्ह्या वेब आवृत्तीवारारे जागडतक पातखीवरती काही क्षणात प्रकाडशत करतात. तयामुखे 

भाडषक वृत्तपत्राांच्या भौगोडलक मयाादा ऑनलाईन दडैनकाांनी केव्हाच पार केल्ह्या आहते. 

स्थाडनक भाडषक वृत्तपत्राांना ऑनलाईन पत्रकाररतेमुखे डवदशेात मोठी मागणी असते. 

तसेच वाचकाांना थेट सहभाग ह े ऑनलाईन दडैनकाचे वेगखेपण असते. या ऑनलाईन 

आवृत्तयाांमधून सामाडजक, राजकीय, आर्मथक, धार्ममक, डवषयाांवरतीही मत व्यक्त करता येत े

रियकवा डवडवध प्रश्न डवचारून तयाबाबतीत वाचकाांच्या ऑनलाईन प्रतीरियाया घेता येतात. 

‘डवश्वसडनयतचेा अभाव’ हा सोशल डमडीयापुढील मोठा प्रश्न आह े आडण तेच वृत्तपत्राचे 

बलस्थान आह.े तयामुखे जोपयंत सोशल डमडडया डवश्वसडनयतेच्या आघाडीवर प्रगल्ह्भ होत 

नाही तोपयंत वृत्तपत्राांचे स्थान,महतव अबाडधत आह.े आधुडनक आव्हानाांना आधुडनक 

पद्धतीने उत्तर दणे्यातनू मुरियित माध्यमे भडवष्यातही प्रदीघा काख प्रभावी राहतील. 
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 प्रास्ताडवक-  

वृत्तपत्रे डह आजच्या युगात एक प्रभावी प्रसारमाध्यम ्हणून ळखखली जातात. आजच्या 

‘इलेक्रोडनक डमडीयाच्या’ युगात सप्रट डमडीयाने आपले स्थान अबाडधत राखले आह.े वृत्तपत्राांचा सांबांध 

सवासामान्य जनतेच्या थेट प्रश्नाांशी येतो. लोकाांचा कल,आवडीडनवडीनुसार आजची वृत्तपत्रे आपला चेहरा 

जास्तीत जास्त लोकाडभमुख करण्याचा साततयाने प्रयत्न करत असतात. तयामुखे प्रसारमाध्यमे समाजाचा 

अडवभाज्य भाग बनली आहते. भारतामध्ये ‘डहकीज गॅझेट’ नांतर वृत्तपत्राांच्या डवकासास प्रारांभ 

झाला.भारतात प्रादडेशक वतृ्तपत्राांची उत्तरोत्तर डनर्ममती,डवकास,डवस्तार घडून आला. स्वातांत्र्य लढ्यावेखी 

ही वाढ मोठ्या प्रमाणावर घडून आली. एका बाजसू लोकमत जागृत करणे आडण दसुऱ्या बाजूने लोकमताच े

सांघटीत दडपण शासनावर आणण्याची अवघड कामडगरी भारतीय पत्रकाररतने े केली आह.ेस्वातांत्र्य 

चखवखीत राष्ट्रीय नेतयाांनी एक प्रभावी साधन ्हणून वृत्तपत्राांचा वापर सुरु केला आह.े महाराष्ट्रात 

लोकमान्य रटखकाांनी केसरी,मराठा,महातमा गाांधीजीनी हररजन,यांग इांडडया,नवयुग,पांडडत नेहरूां नी नॅशनल 

हरेॉल्ह्ड,मौलाना आझाद याांनी ‘अल डहलाल’ ही वृत्तपत्रे सुरु केली. वृत्तपत्राांबाबत म.गाांधीजीनी मत व्यक्त 

केले रियक,’लोकाांना काय हवे,’ या प्रश्नाांचा सांपादक जसा डवचार करतात तसाच ‘लोकाांना काय रियदले पाडहजे’ 

याचा डवचार सांपादकाांनी करणे आवश्यक आह.े  

             वृत्तपत्राांची ताकद डिरटशाांना ज्ञात असल्ह्यामखेु तयाांनी इ.स १७९९ पासनू वृत्तपत्राांवरती अनेक 

डनबंध घातले. भारत स्वातांत्र्यानांतर भारतीय राज्यघटनते कलम १९ (१)‘अ’ नुसार सवा नागररकाांना भाषण 

व अडवष्कार स्वातांत्र्यात (फ्रीडम ऑफ स्पीच अॅण्ड एक्स्पे्रशन) वृत्तपत्र स्वातांत्र्याचा समावेश केला आह.े१ पुढे 

साततयान े शासकीय पातखीवर अनेक आयोग,सडमतया नेमून वृत्तपत्राांच्या डनयमन डवषयक धोरण 

आखण्यात आले. वृत्तपत्राांमध्येही व्यावसाडयकता यते जाऊन वृत्तपत्राांचे बाजारीकरण झाले. प्रचांड स्पधेत 

दजाा वाढडवताना ततवाांची तडजोड करण्यात आली. छपाई तांत्रामध्ये गती,तांत्र या बाबतीत अचूकता 

आणण्याचा प्रयत्न झाला. डशखापे्रस नांतर छपाई तांत्रात साततयाने बदल होत गेले.ऑफसेट,लेजर,डडडजटल 

या पद्धती महतवाच्या असून खर्मचक असल्ह्याने सद्या या पद्धतींचा वापर केला जात नाही.२ भडवष्यात या 

आधुडनक पद्धती स्वस्त झाल्ह्यास तयाांचा वापर सुरु होईल. 

सांगणक, इांटरनटेचा वाढता प्रभावी वापर –   सांगणकाचा अडवष्कार मानवी इडतहासामध्ये एक महतवाचा 

ट्पा ठरला. तयातच इांटरनटेच्या प्रभावी वापरामुखे सांगणकालाही वेगळ्या स्वरुपाची ळखख डमखाली. 

इांटरनेटचा उगम हा रडशया आडण अमेररकेतील शीतयुद्धध्याच्या पररणामातून झाला. अमेररकेचे तातकाडलन 

राष्ट्राध्यक्ष जॉन एफ केनेडी याांना क्युबा सांकटामुखे ही जाणीव झाली रियक, अमेररकेवर परमाणु बॉ्बच्या 

हल्ह्ल्ह्याची भीती आह.े अमेररकेस अशी भीती होती रियक, क्युबामध्ये रडशया मोठ्या प्रमाणावर अणुबॉ्ब 
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उतरवीत आह.ेजर अमेरीकेवरती परमाणु हल्ह्ल्ह्याचा प्रयत्न झाल्ह्यास तयाचा पररणाम ्हणून अमेररकेतील 

सांपका  माध्यमे ही प्रभाडवत होऊ शकतात ्हणून अमेररकेचे लष्करी मुख्यालय पँटागॉन येथील लष्करी 

तज्ञाांनी परमाणु हल्ह्ला झाला तरी प्रभाडवत न होणाऱ्या सांचार माध्यमाांची गरज डनमााण झाली. तयासाठी 

पँटागॉनच्या ‘एडव्हान्स ररसचा प्रोजेक्ट एजन्सी’ (ARPA) ने मोठी आर्मथक मदत केली. व तयातनू २ स्टे 

१९६९ मध्ये डलळनाडा रॉकच्या नेतृतवाखाली एका वैज्ञाडनकाच्या पथकाने आपले सांगणक ह ेरेरियफ्रजरेटरच्या 

आकाराच्या स्वीच, ज्याचे नाव ‘इांटरफेस मेसेज प्रोसेसर’ असे होते, तयाच्याशी जोडून सांदशेाचे आदान-

प्रदान सवाप्रथम केले. तयामुखे डलळनाडा रॉकला इांटरनेटचा जनक मानतात. आरांभी ARPA NET नावान े

ही कायापद्धती ळखखली जाते. 

 अशाप्रकारे लष्करी वापरासाठी झालेल्ह्या इांटरनेटचा वापर पुढील २५-३० वषाामध्ये सवासामान्य वगाात 

प्रचांड लोकडप्रय झाला यादर्यान सांगणक तज्ञाांनी सांदशेाचे आदान-प्रदान करण्यासाठी एका पद्धतीचा शोध 

लावला तयालाच ‘ई-मेल’ ्हणतात. तयामुखे जलद गतीन ेसांदशेवहन शक्य होऊन माडहती वहनाची प्ररियाया 

गडतमान झाली.३ माध्यमाच्या प्रभावी वापरामुखे तयाचा डवकासही वेगाने झाला.इ.स. १९७० च्या 

दशकामध्ये माशाल मॅकलुहान याांनी भडवष्य वतावल े होत े रियक, “भडवष्यात माडहती आदान-प्रदान, 

प्रसारणाचा वेग, स्वरूप इतके प्रचांड बदलेल रियक, जग ह े एक खेड े बनेल” तयावेखी मॅकलुहानच्या 

वक्तव्यावरती लोकाांना अडवश्वास वाटला परांत ुही भडवष्यवाणी इ.स. २००० नांतर खरी ठरल्ह्याचे रियदसते.४  

वतृ्तपत्र, पत्रकाराांच ेडडडजटलायझेशन -   

               पत्रकारीतेतही कागद,पेनची जागा कॉ््यटुरने घेतली आह.े पत्रकाराांच्या काम करण्याच्या 

पद्धतीमध्येही बदल झाला आह.े आता पत्रकार, सांपादक हा वाताापत्राांचे सांस्करण करण्याबरोबरीने 

क्पोझीटर, पु्रफरीडर, प्रोडसससगचे कायाही तोच करतो. नवीन तांत्रज्ञानामुखे तयाच्या काम करण्याच्या 

तांत्रात आडण गतीतही बदल झाला आह.े पूवी पूणा वतामानपत्रातील कमाचाऱ्याांचा एक गट बात्याांवरती 

सांस्करण करण्याचे काम करत असे. यापूवी पत्रकार, उपसांपादक बातमी डलहून क्पोझीटरकड े पाठवत 

असे. तेथनू बातमी कां पोझ करून पु्रफरीडरकड े जात असे. तयाच्याकड े तपासून पुन्हा क्पोझीटरकड े

सुधारणेसाठी पाठवून तो ती बातमी कां पोझ करून मेकअपमॅन तयाच्याकडून मशीनमॅनकड ेजात अस ेही सवा 

प्ररियाया डक्लष्ट, वेखखाऊ होती. परांतु आता एकटाच पत्रकार सांगणकावारारे ही सवा प्ररियाया करतो. वृत्त 

पाठवण्यासाठी तयाच्याकड ेलॅपटॉप, मोबाईल असतो. तयावारारे जलद गतीने वृत्त आदानप्रदान करता यतेे. 

पत्रकार  इांटरनेटवारारे वृत्तावर आवश्यक सांस्करण करून लगेच छपाईकरता पाठवू शकतो. या पुढचा ट्पा  

्हणजे इांटरनेटवरती ऑनलाईन दडैनकाांची उपलब्धतता होय.  
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वतृ्तपत्राांच्या वबे आवतृया -  

                  वतामानपत्रे डह सुरवातीला मुरियित स्वरुपाची असलेने जगभरातील वाचकाांपयंत वृत्तपत्र 

पोहोचवणे कठीण जात होते. तयातनूच आपली वृत्तपत्रे जगभरात पोहोचावीत व व्यवसायामध्य े

जाडहरातींच्या माध्यमातून फायदा डमखावा या हतेनू े वतामानपत्राच्या वेब आवृत्तयाांची डनर्ममती झाली. 

अमेररकेत सवाप्रथम ‘न्युयॉका  टाई्सने’ आपल्ह्या दडैनकाची वेब आवृत्ती सुरु केली. भारतात “The Hindu” 

या अग्रगण्य इांग्रजी वृत्तपत्राने इ.स. १९९५ ला चेन्नई येथून आपली पडहली ई-आवृत्ती सुरु केली. आडण 

भारतात ‘इांटरनेट पत्रकाररता’ सुरु झाली. मराठी वृत्तपत्रात सवाप्रथम द.ै केसरीन ेई-आवृत्ती सुरु केली. आज 

जगभरात ४००० हून जादा दडैनके इांटरनेटवरती आहते. भारतात ३०० हून अडधक, मराठीत १०० हून 

अडधक वृत्तपत्रे  इांटरनेटवर इ.स. २०१४ पयंत उपलब्ध होती. भडवष्यात यात वाढ होत जाणार आह.े 

वाचकाांच्या सवेनुसार भारतीय वृत्तपत्राच्या वेबावृत्तया ६५ दशेात पसरल्ह्या असनू अमेररका, कॅनडा, 

युरोपात राहत असलेल्ह्या अडनवासी भारतीयाांना आपापल्ह्या राज्यातील, डजल्ह्यातील, स्थाडनक वृत्ताांबाबत 

उतसुकता असते. सुरुवातीला दडैनकाच्या बात्या रात्री उडशरा ई-आवृतयाांवरती प्रडसध्द केल्ह्या जात असत. 

तयातील बदल रियकवा जादा वृत्त दसुऱ्या रियदवशीच अपलोड केले जात असत. तयामुखे अडनवासी भारतीयाांना 

ताजे वृत्त उडशरा प्राप्त होत असत तयामुखे ई-आवृतयात ‘वेब आवृत्ती’ हा प्रकार डनमााण झाला. तयामध्ये वृत्त े

क्षणाक्षणाला अपडटे केली जातात. वेब आवृत्तीमुखे दशेातील,राज्यातील, डजल्ह्यातील,गावातील बातमी 

क्षणात समजणे शक्य झाले. मराठीत दडैनक सकाख वृत्तपत्राच्या वाचक वगा २५ हून अडधक दशेाांमध्ये 

पसरला असून तयाच्या डहट्स दनैांरियदन लाखावर असतात. इांटरनेट आवृतयाांच्या वाढतया प्रभावामुखे 

भडवष्यात ‘कागदडवरडहत वतामानपत्र’ (Paperless Newspaper) डह सांकल्ह्पना पयाावरणपूरक आडण 

बदलतया कालानुरूप येणे अल्ह्पकाखातच शक्य आह.े  

ऑनलाईन वतृ्तपत्राांचा डवकास- 

                   ऑनलाईन पत्रकाररतेचे क्षेत्र, स्वरूप, व्याप्ती, कामकाज पद्धत, रचना, माांडणी ही पारांपाररक 

पत्रकारीतेपेक्षा पूणा डभन्न ठरते. स्थाडनक स्तरावरील एखादा प्रश्न वृत्तपत्रे आपल्ह्या वेब आवृत्तीवारारे जागडतक 

पातखीवरती काही क्षणात प्रकाडशत करतात. तयामुखे भाडषक वृत्तपत्राांच्या भौगोडलक मयाादा ऑनलाईन 

दडैनकाांनी केव्हाच पार केल्ह्या आहते. स्थाडनक भाडषक वृत्तपत्राांना ऑनलाईन पत्रकाररतेमुखे डवदशेात मोठी 

मागणी असते. तसचे वाचकाांना थेट सहभाग ह े ऑनलाईन दडैनकाच े वेगखेपण असते. या ऑनलाईन 

आवृत्तयाांमधून सामाडजक, राजकीय, आर्मथक, धार्ममक, डवषयाांवरतीही मत व्यक्त करता येते रियकवा डवडवध 

प्रश्न डवचारून तयाबाबतीत वाचकाांच्या ऑनलाईन प्रतीरियाया घेता यतेात.५ 
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मराठी वतृ्तपत्राांच्या डडडजटल आवतृया – 

                   मराठीमध्ये सवाप्रथम साखखी वृत्तपत्राांनी ई आवृतयाांना सुरुवात केली. २६ जानेवारी २००० 

मध्ये डवश्वाक सोल्ह्युशन, प्रा.डल. चेन्नई या कां पनीन ेद.ै सकाखची वेबसाईट डडजाईन केली. इ.स. २००३ 

मध्ये अमेररकेमधील गार्मशया डमडडया या कां पनीन ेआधुडनक पद्धतीन ेद.ै सकाखची वेबसाईट डडजाईन केली. 

अमेररकेतील माय डवश्व डॉट कॉम कां पनीन ेटेक्स्ट सोबत बात्याांच ेडव्हडीळही अपलोड केले. इ.स. २००९ 

नांतर कोल्ह्हापूर पासनू नागपूरपयंतच्या सवा आवृतया ऑनलाईन स्वरुपात उपलब्ध केल्ह्या. ई-सकाख 

वृत्तपत्रास भेट दणे्यात प्रथम ामाांक भारत, दसुरा अमेररका, डतसरा डिटन, चौथा सांयुक्त अरब अडमरात, 

पाचवा ऑस्रेडलया सहावा ामाांक ससगापूरचा लागतो. द.ै पुढारीने इ.स. २००८  पासून  अद्यावत 

ऑनलाईन सेवा डवकडसत केली. रियदल्ह्लीच्या फोर सी ्लस या कां पनीकडून द.ैपुधारीने वेब डडजाईन 

डवकडसत केली. सरुवातीला तयात कोल्ह्हापूर, गोवा, बेखगाव, साांगली, सातारा अशा आवृतया नांतर मुांबई, 

नाडशक या आवृतयाांचीही भर पडली. इ.स. २०१२ पयंत रोज २८० पाने अपलोड, अकरा आवृतयाांवारारे  

ऑनलाईन स्वरुपात द.ै पुढारी उपलब्ध आह.े आज सवाच लहान मोठ्या वृत्तपत्राांनी आपल्ह्या इांटरनेट 

आवृतया डवकडसत केल्ह्या आहते. तयामुखे मुरियित आवृत्तीपुवी इांटरनेट आवृत्ती प्रकाडशत करणे शक्य होते.  

वतृ्तपत्राांसमोरील आव्हान:े सप्रट त ेडडडजटल – 

                                                 .                                   
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                             .                                                     

                                          ६.                                  

                                             ,                        ,        

प्रसारणाकड ेलक्ष रियदले जाते.इलेक्टोडनक माध्यमाांचे मोठे आव्हान दडैनक वृत्तपत्रासमोर आह.ेपरांत ुतयाबाबत 

समीरण वाखवेकर ह े  इलेक्टोडनक क्षेत्रामध्य े कायारत जेष्ठ पत्रकार मत व्यक्त करतात रियक,” इलेक्टोडनक 

माध्यमे वतामानपत्राांच्या आधी सारे काही दाखवतील कुरघोडी करतील,पण डवचार करायला लावण्या 

इतपत प्रभाव टाकू शकणार नाहीत,ते काया वतामानपत्राांना करावे लागेल”७ वृत्तपत्र व्यवसायामध्ये अनेक 

राजकारणी,उद्योगपतींनी प्रवेश केलेला आह.े पररणामी लोकडशक्षणाच्या मुख हतेूपासून वृत्तपत्रे दरू जात 

आहते. प्रचांड आर्मथक गुांतवणूक,वृत्तपत्राांतगात स्पधाा यामुखे समाजाचा डवकास,भाषेची जडणघडण अशा 

नैडतक मुल्ह्ल्ह्याांऐवजी राजकीय फायदा,काहीजण उद्योगाांना सांरक्षण डमखावे या हतेनूे या व्यवसायामध्य े

आहते. आता तर उपभोक्तयाच्या गरजेप्रमाणे डनमााण होणाऱ्या बाजारपेठेतील घटक/उतपारियदत वस्तू ्हणून 

वृत्तपत्राकड े पाहतात. इांटरनेट,टी.व्ही,इतर प्रसारमाध्यामावारारे बातमी पाडहली,ऐकली जाते. परांत ु

डचरियकतसक सवासामान्य वाचक तयावर समाधान न मानता तया घटनेचा अडधक तपशील जाणून 

घेण्यासाठी,वृत्ताची माांडणी,डवशे्लषण जाणून घेण्यासाठी वृत्तपत्र वाचतो थोडक्यात वाचकाांची उतसुकता 

वृत्तपत्रे रटकवून आहते. 

                     दडैनकापुढे मोठी आव्हान े उभी असताना साप्ताडहके,पाडक्षके ही अडस्ततवाची लढाई लढत 

आहते. बहुताांश साप्ताडहकाांनी डनयमीतपणे साप्ताडहकाांच्या छपाई डशवाय इतर छपाईची स्थाडनक काम े

घेण्यास सुरुवात केली. काही साप्ताडहके बाहरेून छापून घेतली जातात. कारण ठराडवक डनयडमत 

वाचकाांडशवाय साप्ताडहकाांचा फारसा खप नसल्ह्याने मूलतः उतपन्न कमी डमखते. दडैनकामधील मोठे वृत्तपत्र 

समूह आडण काही प्रमाणात लहान वृत्तपत्रे नावीन्यातून कायारत राहत असतात. वाचकाांसाठी डवडवध 

सवलती,योजना,आडमषे यावारारे खप वाढडवण्याचा सतत प्रयत्न सुरु असतो. इ.स.२००० नांतर वृत्तपत्र 

व्यवसायामध्ये ‘ककमतयुद्ध’ भडकले. तोटा सहन करून परवडत नसतानाही नाममात्र एक रुपये,दोन रुपये 

दराने वृत्तपत्राांची डवाी सुरु झाली. यात मोठे वृत्तपत्रसमूह रटकून राडहले. स्थाडनक वृत्तपत्राांची मात्र या 

ककमतयुद्ध स्पधेत खूप डपछेहाट झाली  वृत्तपत्राांसमोर प्रचांड मोठी आव्हाने असताना ददुवेाने आज अांतगात 

स्पधेतून एकमेकाांना सहकाया करण्याऐवजी शत्रुभावनेने वतृ्तपत्र कायारत आहते. इ.स. १९९१ नांतर भारतान े

डस्वकारलेल्ह्या नवीन आर्मथक धोरणानसुार जागडतकीकरण,उदारीकरण,खाजगीकरण ह ेसवाच क्षेत्रात घडून 

आले. तयामध्ये वृत्तपत्र व्यवसायही मागे राडहला नाही. मोठी वृत्तपत्रे प्रचांड भाांडवलातून पूणा क्षमतेने या 

व्यवसायामध्ये उतरल्ह्याने स्थाडनक मोठ्या वृत्तपत्राांसमोर आव्हान तर लहान वृत्तपत्राांना अडस्ततव 
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रटकवण्यासाठी धडपड करण्याची वेख आली आह.े आपापसात स्पधाा करण्यापेक्षा डनतय नवीन आव्हानाांना 

एकडत्रतपणे हाताखणे गरजचेे आह.े मुरियित माध्यमाांच्या अडस्ततवावरती आव्हान येत असल्ह्याने वाचकाांच्या 

बदलतया गरजा मागणीनुसार वृत्तपत्राांमध्ये प्रभावी बदल करताना आकषाक माांडणी,उतकृष्ठ 

डवशे्लषण,डवश्वसनीय आकडवेारी,कमी शब्दात ज्यादा आशय माांडणीचे कौशल्ह्य,दगुाम-ग्रामीण भागापयंत 

प्रभावी वृतपत्र डवतरणाचे जाखे डनमााण करून वाचक सांख्या आडण एकूण वृत्तपत्राच्या खपामध्ये वाढ करणे 

आवश्यक आह.े 

              नमुना दाखल महाराष्ट्रामधील कोल्ह्हापूरातील वृत्तपत्राांचा आढावा घेता,कोल्ह्हापूर डजल्ह्हयामध्य े

१००० हून ज्यादा डनयडमत अडनयडमत वतृपत्रे आहते.तयामध्ये मोठ्या वतृ्तपत्रसमूहाची,पक्षीय 

डवचारसरणीचीस्थाडनक नेतयाांच्या प्रभावान े काया करणारी,स्थाडनक प्रश्नाांची माांडणी करणारी,गावातील 

जत्रा,यात्रा,डनवडणुका,वाढरियदवस अशावेखी प्रडसद्ध होणारी ततकालीक वृतपते्र आहते.परांतु ती अडनयडमत 

असलेने व काही हतेू,आर्मथक उद्दशेाने ठराडवक रियदवशी ककवा प्रासांडगक प्रडसद्ध होतात.२०१५ मधील 

शासनमान्य वृत्तपत्राांच्या यादीचा डवचार करता कोल्ह्हापूरमध्ये १७ दडैनके आडण १४ साप्ताडहके काया 

करतात.डह रियकमान डनकष पूणा करणारी आहते.८या स्थाडनक स्तरावर या दडैनकाांना,साप्ताडहकाांना अनेक 

समस्याांना सामोरे जाव े लागते.कोल्ह्हापूर डजल्ह्हा शासनमान्य यादीवर बेखगाव डजल्ह्हयामधील वृतपते्र 

असलेने शासनाच्या येणाऱ्या जाडहराती रोटेशन पद्धतीने डवभागल्ह्या जाऊन तयाचा आपसूक तोटा 

कोल्ह्हापूरमधील छोट्या स्थाडनक वृत्तपत्राांना होतो. शासनमान्य यादी खपडनहाय अ,ब आडण क शे्रणीवारारे 

अनुदान,जाडहराती डवतरीत करत असते.तयामुखे केवख खप असा डनष्कषा न लावता कोल्ह्हापूरमधील 

शतकोत्तर परांपरा लाभलेल्ह्या,समृद्ध इडतहासाचा वारसा असलेल्ह्या आडण कोल्ह्हापूरचे मुखपत्र ्हणून एक 

काख गाजडवलेल्ह्या वृत्तपत्रास केवख खपाच्या आधारे ‘क’ गटात समाडवष्ट करणे चकुीचे आह.े अतयाधुडनक 

साधने,भाांडवल छोट्या वृत्तपत्राांना परवडत नाही.तयामखेु खपाच्या डनष्कषााऐवजी समाजासाठी केलेल्ह्या 

कामडगरीचा डवचार करून डनयडमत,प्रामाडणकपणे नफा तोट्याचा डवचार न करता प्रडसद्ध होणाऱ्या 

स्थाडनक पत्राचा डवचार करून शासकीय यादी प्रडसद्ध करावी.२०१८ नांतर शासकीय जाडहरातींच ेप्रमाण 

कमी झालेने लहान वृत्तपत्राांवर तयाचा पररणाम झाला आह.ेदसुरी महतवाची समस्या भाषेची शुध्दता ही 

असून नवीन पत्रकाराांची डपढी वृत्त जलद दणे्याच्या गडबडीत भाषा शुद्धतेकड े दलुाक्ष करतात.तयामुखे 

वृत्ताच्या डशषाकाांमध्येही चकुा होत आहते.आतील मजकुराच्या चुका तर सराास होत आहते. मराठी 

भाषेमध्ये अनेक बोलीभाषा असून तयामध्ये वऱ्हाडी, अडहराणी, नागपुरी, कोकणी, मराठवाड्यामधील, 

कोल्ह्हापुरी, सातारी, पुणेरी, मुांबईकडील सहदी डमडश्रत अशा आहते.गरजेनसुार प्रमाण भाषेचा आग्रह न 

धरता बोलीभाषेमधून वतामानपत्राची छपाई होणे गरजेचे आह.ेआज मराठी वृत्तपत्रामध्ये भाषा डमश्रणाची 

गांभीर समस्या डनमााण झाली आह.ेअनेक वृत्तपत्रामधून मराठीस सक्षम पयाायी शब्द असताना इांगजी 
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शब्दाांचा वापर वाढला आह.े९  इ.स २००० नांतर वतृपत्रे अडचणीमधून मागाामण करत आहते दडैनकाांमध्य े

अांतगात स्पधाा प्रचांड मोठ्या प्रमाणात असलेने प्रसांगी कमी रियकमतीत वृत्तपत्राची डवाी करावी 

लागते.वृत्तपत्राच्या डवस्तार,वृद्धीसाठी मोठे भाांडवल लागते जे मोठे वृतपत्रसमूह उभे करू शकतात परांत ु

लहान दडैनकाांना मयाादा असलेने अशी पत्रे या स्पधेमधून बाहरे फेकली जातात.तसेच इतर समस्याांना तोंड 

द्यावे लागते.तयामध्ये उतकृष्ट कायाक्षम मराठी भाषेवर प्रभुतव असलेल्ह्या पत्रकाराांची वानवा,वृतपत्रामध्ये 

प्रडशडक्षत कामगार वगााची वानवा,छपाईसाठी लागणाऱ्या कागदाांच्या सतत वाढणाऱ्या रियकमती,छपाई 

यांते्र,शाईच्या दरात सतत होणारी वाढ,शासकीय बांधने,शहराबाहरे वृतपत्रवहन करणाऱ्या वाहनाांची 

भाडवेाढ अशा अनांत अडचणीमधून वृतपते्र जात आहते.वाचकाांसाठी डवडवध सवलती,योजना,आडमष े

यावारारे खप साततयान ेवाढडवण्याचा प्रयत्न सुरु असतो.तयातून इ.स २००५ दर्यान वृत्तपत्रामध्ये ‘ककमत 

युद्ध’ भडकले.प्रचांड आर्मथक तोटा सहन करून नाममात्र एक रुपया दरान ेद.ैपुढारी,द.ैसकाख या वृत्तपत्राांनी 

आपल्ह्या दडैनकाची डवाी सरुु केली.या स्पधेमधून अग्रलेख,डवशेष लेख,बात्या डलहून परस्पराांच्या अांतस्थ 

गोष्टी साांकेडतक भाषेत उघड करण्याची स्पधाा या दोन मोठ्या दडैनकामध्ये सुरु झाली.तयामुखे वाचकवगााचा 

आर्मथक फायदा,मनोरांजन झाले.परांतु वृतपत्रीय नैडतकता,सांकेत पायदखी तुडवले गेले.तयामुखे अशा मोठ्या 

वृतपत्रसमूहाांनी अगोदरच डनतयनुतन सांकटे असताना आपापसातील स्पधेमधून टीकेची डनचतम पातखी 

गाठणे या व्यवसायास आतमपरीक्षण करण्यास लावणारी गोष्ट आह.ेइ.स १९४३ दर्यान बांगाल 

दषु्काखावेखी द.ैसकाखने मदतडनधी गोखा करण्यासाठी प्रयत्न सुरु केले.तेव्हा सकाखकाराांच्या या सामाडजक 

कायााचे जाहीर कौतकु ‘सकाखकाराांचा स्तुतय उपाम’ असा अग्रलेख डलहून कौतुक केले.आडण 

कोल्ह्हापूरमधील सकाख वृतपत्राची मदत पुढारीच्या कोल्ह्हापूर कायाालयात गोखा केली.कै.ना.डभ परुखेकर 

आडण कै.ग.गो जाधव याांनी पत्रकारीतेची मुल्ह्ये साांभाखताना राष्ट्रकायाामध्ये एकमेकाांना सहकायााची 

भूडमका घेतली.ददुवेाने आजच्या एकडवसाव्या शतकात अांतस्थ स्पधेमधून सहकायााऐवजी शत्रुभावनेने ही 

वृतपते्र कायारत आहते. 

                       ४०० त े ४५० वषााच्या वैभवशाली परांपरेमुखे वृत्तपत्रसृष्टी प्रगल्ह्भ झाली आह.े तया 

तुलनेत ३० ते ४० वषाापूवी अडस्ततवात आलेल्ह्या सोशल डमडीयाच्या आव्हानापुढे गोंधखून न जाता 

मागाामण करणे गरजेच ेआह.े ‘डवश्वसडनयतेचा अभाव’ हा सोशल डमडीयापुढील मोठा प्रश्न आह ेआडण तेच 

वृत्तपत्राचे बलस्थान आह.े तयामुखे जोपयंत सोशल डमडडया डवश्वसडनयतेच्या आघाडीवर प्रगल्ह्भ होत नाही 

तोपयंत वृत्तपत्राांचे स्थान,महतव अबाडधत आह.े मुरियित माध्यमाांसोबत ऑनलाईन वृत्तपत्राांसारखे प्रयोग 

करून डचत्रे, छायाडचत्रे, व्हीडीळ आकषाक आडण वाचनीय मजकूर,क्षणाक्षणाला बदलती वृत्ते,डवश्वसनीय 

पद्धतीने वृत्ताांची माांडणी अशा नवीन पद्धतीने मुिीतचे इांटरनेटवारारे प्रसारणाकड े लक्ष दऊेन आधुडनक 

आव्हानाांना आधुडनक पद्धतीने उत्तर दणे्यातून मुरियित माध्यमे भडवष्यातही प्रदीघा काख प्रभावी राहतील. 
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            .                                                                         

                                         ही             .                             

                           पुरतवता                                             

           ाी.                                                                         

       ,                                .  महाराष्ट्रा पुढे ज्या महत्त्वाच्या अतण तबकट समस्या 

होत्या त्यापैकी मंुबइची ऄतोनात वाढणारी गदी ही महाराष्ट्र सरकारची मोठी डोकेदखुी होती. साऱ्या 

भारतातून  नोकरयांच्या शोधात मंुबइकड ेलोकांची रीघ लागली होती. रोज शंभर लोक मंुबइमध्ये वसाहत 

करण्या करता येत होते व वाढत्या गदीमुळे पाणीपुरवठा, अरोग्य, राहण्याची जागा,          गदी, 

झोपडपट्ट्या ऄसे ऄनेक प्रश्न तनमायण झाले .त्यांना तोंड दणे्यासाठी अतण मंुबइची गदी कमी करण्यासाठी 

नव्या मंुबइची कल्पना पुढे अली. वसंतराव नाइक यांनी या योजनेचा नेटाने पुरस्कार केला.ती           

                              .या योजनेत ईद्योगधंद्यांचे तवकें द्रीकरण करून प्रत्येकी ऄडीच 

लाखाहून कमी वस्तीची स्वयंपूणय नागरी कें द्र ेस्थापन करून मंुबइ समुद्रा पतलकडील टापंूचा  तवकास करणे 
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व त्याद्वारे मंुबइच्या वाढत्या लोकसंख्येस अळा घालण ेह े हतेू समोर ठेवून या ईद्दशेाने वसंतराव नाइक 

यांनी 18 माचय, 1970 ला 'तसडको'(                           )                           

    .    86                  (                         ) 95                     

                                                ाी.                  अराखड्याचे 

           1971 ला हाती घे             .²                                        . 

नवी                        - 

                                                                            , 1968      

                .                                                      .        17/ 6 

/1970                                                                                    

    .                                        .                              .                

                    णया            .         "                     " "            

      "                         . स्थातनक                     .                        

           .                         .                                                 

   .                                            -             .             -               

                                                         .                          

           ,       नागररकांवर ऄती               च     ाील.          ,          , 

      ,      ,     -     ाे                                जाइल.                   

                                                                                    

                                    .                                           

   .                                                                 .³               

                                 11     ,1972                            ,"          

                                                                       .                
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                          वू                                            .     

                               .                                .                    

                                                                         .         

                              ."⁴ ऄशा                      ,                         

                                                                .                   

                                                                                   

                                    . 

नव्या                    - 

तसडकोने नवी मंुबइच्या तवकासाच्या योजनेचा मसुदा तयार करून तो कदनांक 11,ऑक्टोबर 1974 रोजी 

जनतचे्या सूचना व अक्षेप तमळवण्याकरता वसंतराव नाइक यांनी प्रयत्न केला होता सूचना व अक्षेप 

अठवण्याची मदत सुरुवातीला 60 कदवसांची ठेवण्यात अली होती. नंतर त्यामध्ये अणखी 60 कदवसांची 

मुदत वाढवण्यात अली. या ऄवधीत अलेल्या सूचना                                       

                                        ाी.                                          

   1991      20                              .                                   

                   50                                                 ,             , 

    ,       ,                                  .                                          

     .                                            .                                 

                                       .   घव                            वलयात  

          व्यापारी कें द्र ेऄसतील⁵ ऄशी ही योजना होती.           "          "                   

                                                                            . 

समारोप- मंुबइची भरमसाठ झालेली वाढ,         ,    ाे अतण          ,                    
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           .                  नव्या अ     ाेची             .                         

                                              .50                                         

                           .                                               !     

                                                     ईत वू        .          

                        .                                                               

                           .                               .              यास जाउ 

   ले.                              .             ,              ,          ,         

                      .       50                                            ाो  

अ  .                                      .                                        .    

                                                                                  . 
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Abstract:  

Role of irrigation in agricultural productivity is very 

important in drought prone area. Irrigation is the watering of land 

by artificial means to foster plant growth Drip irrigation is designed 

to water the crop and not to the whole area on which the crop is 

planted. Drip irrigation is irrigation methods, which save water, 

fertilizer. In the present day drip irrigation is most essential 

technological factor due to shortage of water resources. Drip 

irrigation method is one of the important inputs, which is useful to 

increase area under irrigation and to save water resources as well 

as to increase agricultural production. Therefore an effort is made 

here to examine impact of drip irrigated area on income of farmers. 

The paper is mainly based on primary data sources. To examine the 

impact of drip irrigated area on income of farmers the Karl 

Pearson‟s coefficient of correlation techniques, Coefficient of 

determination and regression equation technique has been 

employed. The study reveals that increase of one hectare drip 

irrigated causes for increase of income of farmers 85500 rupees per 

year in village Kavhe. 

Key wards: Drip irrigation, Correlation, regression.  

Introduction: 

The Agricultural productivity is a combine effect of physical and manmade 

factors.  Among the role of irrigation in agricultural productivity is very 

important in drought prone area. If agricultural is only rain fed, it resulted into 

crop failure.  The crop failure resulted into poor economic condition of farmers as 

well as lower economic status in turn resulted into suicide of farmers. The 

economic status of farmer is improved only after if farmers cultivate crops with 

irrigation and doing animal husbandry as well as poultry as a sideline for 

farming. Irrigation is identified as a decisive factor in Indian agriculture due to 

high variability and inadequacy of rainfall. Irrigation is imperative for successful 

agriculture particularly in the arid, semi arid and sub humid areas, which are 
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prone to drought and famine conditions due to partial failure and delayed arrival 

or early withdrawal of Monsoon (Reddy & Reddy, 1992). Irrigation is the 

watering of land by artificial means to foster plant growth (Merrium Webster‟s 

Collegiate Dictionary, 2004, p.663). Irrigation means the supply of water to the 

land by means of channels, streams, and sprinklers in order to permit the growth 

of crops (Susan Mayhew, 2004, P. 280).  In drought prone area drip irrigation is 

better than flood irrigation. Drip irrigation is designed to water the crop and not 

to the whole area on which the crop is planted. Drip irrigation is irrigation 

methods, which save water, fertilizer by allowing water to drip slowly to the 

roots of plants, either into the soil surface or directly on the root zone, through 

the network of valves, pipes, tubing and emitter.  

 In the present day drip irrigation is most essential technological factor due 

to shortage of water resources. Drip irrigation method is one of the important 

inputs, which is useful to increase area under irrigation and to save water 

resources as well as to increase agricultural production. Irrigation particularly 

drip irrigation method gives assure agriculture production. The labour 

requirements for drip irrigation are low; the system is easily automated or could 

be operated manually with little effort with proper design. It promotes improved 

plant growth and productivity, larger yield, better crops are important benefits 

to the grower, whose livelihood depend on the irrigation system. Drip irrigation 

positively affects on income of farmers so it can be hypothised that higher the 

drip irrigated area more is the income of farmers, therefore attempt is made here 

to study impact of drip irrigated area on income of farmers. 

Study Region: 

The study area is located in North East part of Madha tahsil. The absolute 

location is 170 15‟ 35” North latitude and 750 45‟ 42” East Longitude. The study 

area is 11 Kilometer from Kurduwadi city and just 22 Kilometer from Madha 

tahsil head quarter. The geographical area of the study area is 2392 hectares, 

Out of them 90.47 per cent is under Cultivation. The population of the village is 

6536. The percentage of cultivators and agricultural labours are 65.2 and 28.2 
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respectively, as per 2021 census, indicates that farming is the main occupation of 

the Village.  

 

Fig. No. 1 

Objectives: 

Following are the main objective of this paper. 

1. To examine the influence of drip irrigated area on the income of farmers  

2. To estimate the rate of change in income in relation to drip irrigated area. 

Data Collection And Methodology: 

In order to meet these objectives the relevant information and data 

regarding drip irrigated area and income from sugarcane cultivation are 
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collected and used for the year of 2018 are mainly based on primary sources. The 

primary data is the first hand data collected through different sources for which 

special questionnaires (schedule) were designed. During field survey 65 farmers 

out of 130 farmers are assessed, which constitute 50 percent of total farmers 

those have drip irrigation facility. Systematic sampling method is applied for the 

collection of primary data, every second farmer is considered for village Kavhe. It 

has helped to understand the drip irrigated area and income of farmers from 

sugarcane cultivation. Information also collected from Talathi office. The 

information regarding physiography and drainage system also been obtained 

from Toposheet. After the collection of data different statistical techniques have 

been employed. To examine the impact of drip irrigated area on income of 

farmers the Karl Pearson coefficient of correlation technique of has been 

employed. The functional form of linear relationship has been measured by using 

regression equation „Y‟ on „X‟ i.e. Y = a + bx. The rate of change in dependant 

variable has been estimated with the help of „b‟ coefficient, which is the line of 

best fit. The „T‟ test is used with the view to understand the confidence level. The 

analysis of the study has been made with the help of the statistical techniques 

and on the basis of this techniques result and conclusions are drawn. 

Drip irrigated area and income of Farmers: 

The table-1 indicates that the drip irrigated area of farmers in village 

Kavhe is ranging from 0.2 to 15 percent to total area under sugarcane in 2017-

18. There are 13.43 percent farmers those having less than 1 hectare drip 

irrigated area under sugarcane, 25.37  per cent  farmers those having 1 to 2 

hectare drip  irrigated area. In Village Kavhe, there are 37.31 per cent farmers 

those have above 2 to below 4 hectare drip irrigated area, 17.91 percent farmers 

those have 4 to 8 hectare drip irrigated area, while only 5.97 percent farmer 

those have more than 8 hectare drip irrigated area under Sugarcane. 

Table no. 1: Drip irrigate area and income of farmers 2018 

Sr. No. Drip 

irrigated 

Income in 

Rupees 

Sr. No. Drip 

irrigated 

Income in 

Rupees 

1 2.8 300000 35 8 1200000 

2 6 1000000 36 1 300000 

3 2.8 400000 37 2 144000 
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4 4.8 800000 38 2 320000 

5 1.2 200000 39 2 400000 

6 2.4 400000 40 8.8 2000000 

7 0.6 100000 41 1 250000 

8 2.2 500000 42 4 700000 

9 0.8 120000 43 6 600000 

10 1.2 400000 44 1 100000 

11 2.4 800000 45 1 100000 

12 2.5 160000 46 1 80000 

13 0.8 160000 47 3.6 400000 

14 2.4 520000 48 3.2 180000 

15 1.6 260000 49 3.6 180000 

16 3 500000 50 1.6 70000 

17 1.2 200000 51 3.2 140000 

18 4 1100000 52 2 300000 

19 4 800000 53 1 100000 

20 1.77 400000 54 0.8 100000 

21 0.77 100000 55 0.8 80000 

22 2 400000 56 4.8 60000 

23 1 160000 57 1.4 80000 

24 1.6 500000 58 2.8 40000 

25 3 400000 59 4 60000 

26 0.8 240000 60 10 600000 

27 2 420000 61 5 150000 

28 2 500000 62 14 1000000 

29 2.8 470000 63 3 90000 

30 0.4 100000 64 5 200000 

31 1.2 420000 65 15 800000 

32 4.6 1200000    

33 2.8 800000  Ave, 

Income 

85500 

34 0.2 360000 r = +0.608056 

Coefficient of Determination= 0.369732 

Source: compiled by author. 

The table no.1 indicates that there are 52.24 per cent farmers those have 

up to 3.225 lakh rupees income from sugarcane cultivation by using drip 

irrigation method in village Kavhe. The 28.36 per cent farmers have 3.225 to 

6.15 lakh rupees income from sugarcane cultivation by using drip irrigation 

method. In Village Kavhe there are 10.45 percent farmers those have 6.15 to 

9.075 lakh rupees income from sugarcane cultivation by using drip irrigation 

method, while 8.96 per cent farmers those have above 9.075 rupees income from 

sugarcane cultivation by using drip irrigation method.  
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The moderate positive correlation between drip irrigated area and income 

of farmers. The coefficient of correlation in this regard is +0.608056. The degree 

of linear association between these two variable obtained by using the coefficient 

of determination (r2) is found to be at 0.369732, which reveals that the 

independent variable (X) i.e. drip irrigated area are explaining 36.97   per cent of 

the total variations in dependant variable (Y) i.e. income of farmers from  

sugarcane cultivation in the study area. It is a good explanation because 36.97 

per cent of variation in „Y‟ income of farmers from sugarcane cultivation to be 

influenced by the variable „X‟ i.e. drip irrigated area and about 63.03  percent of 

variation is left to be influenced by other variables.  The functional form of linear 

relationship of „Y‟ on „X‟ found to be at y = 1.58 + 776x. The line of best fist is 

shown in figure 4.2. The regression coefficient indicates that increase of one 

hectare irrigated area causes for increase of income of farmers from sugarcane 

cultivation by 0.776 lakh rupees in study area. By testing the significance of 

regression coefficient (a test of significance), the validity of this causal 

relationship has been confirmed, 

The equation used t = (b-β) √(n-2)Σ(Xi-X‾) 2  † Σ (Yi-yi) 2 

The calculated value of „t‟ in this exercise is found at 5.62 It is observed that 

this calculated value is higher than the tabulated value of „t‟ (2.70) at the 65 

degree of freedom (df = n –2, where „n‟ is 67) even at 1 per cent level of 

significance. In order to understand the degree of fit of regression equation and 

the accuracy level of predicted values (y) income of farmers of Kavhe the 

standard error (SE) of estimate is being done with the equation SE (Y) = SY √1-

r2, where SE (Y) is the standard deviation of residuals (Y-y); and „SY‟ is the 

standard deviation of „Y‟. The confidence interval of the predicted values are 

worked out at Y ± SE (Y)  (The SE (Y) for the present exercise is 2.86 and SY is 

the 3.61). Thus it is assumed that if the values of „Y‟ (Y-y) lie within the range of 

Zero to ± SE, the prediction could be expected to be accurate. In other words, the 

role of independent variables in explaining the change in dependent variable can 

be accepted as correct. In this context it has been observed that the predicted 

values (given in table- 2) of 50 out of 67 farmers  in the present study lie within 
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the range of ± SE, 14 within ± SE to ± 2 SE and 3 above ± 2 SE.  Now the obvious 

inference is that the 74.63 per cent of the total number of observation (n is 65) 

the regression is a good indicator meaning thereby that the variations in income 

of farmers in village Kavhe is the function of the variations in drip irrigated 

area. In the case of other farmers with residuals between > ± SE to ± 3 SE the 

situation is different because here the regression is a poor indicator. It clearly 

indicates that these are the farmers whom the influence of variables other than 

the independent one. The variations in income of farmers in the latter case may 

be due to the variation in soil, variation in use of fertilizer and variation in 

consciousness of farmers.  

Table No. 2 Residuals from regression of income. 

Sr. 

No. 

yi Yi-yi Sr. No. yi Yi-yi 

1 3.75 -0.75 35 7.79 4.21 

2 6.24 3.76 36 2.36 0.64 

3 3.75 0.25 37 3.13 -1.69 

4 5.30 2.70 38 3.13 0.07 

5 2.51 -0.51 39 3.13 0.87 

6 3.44 0.56 40 8.41 11.59 

7 2.05 -1.05 41 2.36 0.14 

8 3.29 1.71 42 4.68 2.32 

9 2.20 -1.00 43 6.24 -0.24 

10 2.51 1.49 44 2.36 -1.36 

11 3.44 4.56 45 2.36 -1.36 

12 3.52 -1.92 46 2.36 -1.56 

13 2.20 -0.60 47 4.37 -0.37 

14 3.44 1.76 48 4.06 -2.26 

15 2.82 -0.22 49 4.37 -2.57 

16 3.91 1.09 50 2.82 -2.12 

17 2.51 -0.51 51 4.06 -2.66 

18 4.68 6.32 52 3.13 -0.13 

19 4.68 3.32 53 2.36 -1.36 

20 2.95 1.05 54 2.20 -1.20 

21 2.18 -1.18 55 2.20 -1.40 

22 3.13 0.87 56 5.30 -4.70 

23 2.36 -0.76 57 2.67 -1.87 

24 2.82 2.18 58 3.75 -3.35 

25 3.91 0.09 59 4.68 -4.08 

26 2.20 0.20 60 9.34 -3.34 

27 3.13 1.07 61 5.46 -3.96 
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28 3.13 1.87 62 12.44 -2.44 

29 3.75 0.95 63 3.91 -3.01 

30 1.89 -0.89 64 5.46 -3.46 

31 2.51 1.69 65 13.22 -5.22 

32 5.15 6.85    

33 3.75 4.25    

34 1.74 1.86    

                          Source: Compiled by Researcher on the basis of field survey 

Conclusions:  

The study reveals that there is moderate positive correlation between drip 

irrigated area and income of farmers from sugarcane cultivation in village 

Kavhe.  The coefficient of determination reveals that the independent variable 

(X) i.e, drip irrigated area is explaining 36.9 per cent of the total variations in 

dependent variable (Y) i.e. income of farmers from cane cultivation in the village. 

It is a good explanation because 36.9 per cent of the variations in (Y) income of 

farmers from cane cultivation to be influenced by the variable (X) drip irrigated 

and about 63.1 percent of the variation is left to be influenced by other variables 

i.e variation in soil type, variation in use of fertilizer, variation in high yielding 

varities and variation consciousness of farmers. The drip irrigated area is found 

to be more effective than the other variables considering income of farmers. It is 

found that increase of one hectare drip irrigated area causes for increase of 

85500 rupees yearly income of farmers in village Kavhe. Therefore it is to be 

stated that the high drip irrigated area is helpful to improve economic status of 

farmers. Public awareness should make regarding use of drip irrigation, water 

saving to increase yearly income as well as standard of living.   
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Abstract 

Green Marketing & Green Packing has become essential due 

to increasing environmental problems and challenges. Green 

Marketing is broad and wide area of activities and actions over 

different objects and areas in a business operation while green 

packing is a very specific activity with specific results. Green 

Marketing involves general greenand green marketing practices 

and varies in the impact depending upon the object involved and 

the time frame of the implemented green activity. The necessity of 

going green is un-doubtable, the increasing pollution increasing 

carbon emissions and greenhouse gases as well as industrial 

wastage and nuclear threats are imminent and would be leading 

towards the destruction environmentGreen Marketing and Green 

Marketing Practices have vast untapped potential scope. For a 

developing Country like India, thus the article is tried to know the 

roll and impact ofgreen marketing on packing industry. 

Key words: Green Marketing, Packing industry, packaging material, pollution 

etc. 

Introduction  

Packaging has an annual global turnover of about $800 billion, and India’s 

share is about $18.5 billion per annum. According to a recent McKinney report, 

there will be a ten-fold increase in India’s middle-class population by 2025, which 

will further trigger the increased consumption of packaging materials. This will 

bring another growth in requirement ofpackaging;the report also notes that the 

mailto:smitapakdhane@cidcocollegenashik.ac.in
mailto:manishadchavan17@gmail.com


IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

759 

 Dr. Smita N.Pakdhane   Dr. Pournima D. Chavan 
 

 

country needs more packaging professionals. According to the Packaging 

Industry Association of India (PIAI), packaging  is one of the fastest growing 

sectors, partly because it spans almost every industry segment, right from 

packaging of food and beverages, fruits and vegetables, drugs and medicines, to 

highly dangerous products and other industries. According to a report ofNew 

Delhi based Centre for Market Research & Social Development, packaging in 

India is highly fragmented and has 22,000 firms, including raw material 

manufacturers, machinery suppliers, and providers of ancillary materials and 

services. Moreover, 85% of these firms are Micro, Small & Medium Enterprises 

(MSMEs). The Indian packaging industry’s total worth is about USD 24.6 billion. 

The average annual growth rate is about 13 - 15%. However, there is great 

growth potential since India’s per capita consumption of packaging is only 4.3 

kgs whereas neighboring Asian countries like China and Taiwan show about 6 

kgs and 19 kgs, respectively. This clearly indicates that there are many more 

commodities which need to be marketed in packaged condition and thus, a great 

business opportunity stands for the Indian packaging industry.Moreover, the 

Indian retail market is the 5th largest retail destination. 

Current State of Packaging Industry in India shows that - 

India is the eleventh-largest packaging market in the world, with sales of 

US$24.6 billion in 2011.  The packaging industry is expected to grow at a CAGR 

of 12.3% during the forecast period, to become the fourth-largest global market, 

with sales of US$43.7 billion in 2016. The Indian food processing market is one 

of the largest in the world in terms of production, consumption, and growth 

prospects. However, the Indian fascination for rigid packaging remains intact. It 

is estimated that more than 80% of the total packaging in India constitutes rigid 

packaging, which is the oldest and the most conventional form of packaging. The 

remaining 20% comprises flexible packaging. Rigid packaging constitutes glass 

bottles, metal cans, aerosol cans, battery cell cans, aluminum collapsible tubes, 

injection molded plastic containers made of PVC, PET, HOPE, and barrels made 

from HOPE, paperboards, and corrugated boxes. Although substrates like plastic 
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have gained vast acceptability, attractiveness of paper and paperboard 

consumption remains.  

Packaging industry serves the following purposes in India: 

Containment: To function successfully, the package must contain the product. 

Faulty packaging led to spillages, major losses and serious damage. 

Protection and Preservation: Packaging plays a vital role in protecting 

products. The product is protected during transport from climatic effects, from 

hazardous substances and contaminants. 

Supplementary Product Protection: This may be achieved by forms of 

cushioning such as papers, sheets of corrugated paperboard, foamed plastic, or 

wrappings. Thus, Packaging contributes to food safety, quality, and nutrition.  

Communication: Modern methods of consumer marketing would fail were it 

not for the messages communicated on the package. The information provided on 

packaging allows the consumer to make informed decisions on the product’s 

purchase and use. 

Convenience: Packaging plays an important role in allowing products to 

respond to the demands and needs of modern consumers.  

Environmental Aspects: When the food is packaged, the unwanted portions 

such as skins, outer leaves and trimmings, remain at the processing point where 

they can be economically recovered and used in the manufacture of valuable 

byproducts. 

Marketing Trends: Marketing trends are placing increasing emphasis on the 

look, sales appeal, and quality of retail packaging. Packaging helps sell products 

by providing product differentiation and presentation, greater brand awareness 

and convenience.  

Green Marketing Concept & Definitions:  

Walker, R.H. & Hanson, D.J.(1998)Green Marketing and Green Places: A 

Taxonomy for the Destination Marketer.  Journal of Marketing Management, 

July, pp. The  article cites those green precautions or so-called green 

imperatives, or compulsory elements are different from marketing terminologies 

and that when used in destination marketing they acquire a larger meaning and 
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place in the marketing context. A complete list of such terms and references has 

been developed by the author for the destination marketers with Tasmania as 

the marketing destination. The article thus provides a completely new context to 

the green marketing bundle and its utility. 

J.Ottoman(2004), clarifies that Green Marketing also possesses certain 

challenges because first of all Green Marketing Concept itself is very broad and 

diversified and consumers as well as manufacturers do not understand exactly to 

what extent they have to “go green”, there is a lot of confusion and chaos in the 

market and consumers are not even aware of the Eco-labels and what do they 

mean , also consumers do not trust the labeling and certifying authorities . Due 

to lack of knowledge on the part of customers, some marketers take undue 

advantage and make false or exaggerated green claims, this is called as Green 

washing phenomenon. 

Green Marketing Process - The different stages of green marketing process 

have been explained as below- 

Targeting: A Company needs to focus on the market comprising of the green 

consumers. The company can run advertisement for its products in green focused 

media. It can also innovate of a new green product along with its existing 

products. Further, it can altogether launch a new strategic business unit aimed 

at green.  

Green design or New Product development: Developing a New Generation of 

Green Product Insufficient production processes and poor designing of products 

can be very harmful for the environment thus the companies should consider 

possible negative effects on the environment and minimize them at the 

beginning of New Product Development.  

Green Positioning:Companies interested in positioning themselves as green 

should make sure that all the activities should supports its projected image and 

not to cheat the consumers. 

Green Packaging:A business that manufactures and packages products can 

convert to eco-friendly packaging. Converting to biodegradable packaging 

provides customers with a visible symbol of the company's commitment to "going 
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green". The business can also leverage the eco-friendly packaging as part of its 

advertising program to help draw in new environmentally conscious customers. 

Deciding about Green Prices:Consumers today are willing to pay only a small 

premium or no premium at all for the green products. Pricing may become a 

cause of concern when it comes to selling the product in the market, as its 

manufacturing may be expensive due to new technology involved. It therefore 

becomes the responsibility of the manufacturer to decide upon the pricing of the 

product. 

Applying "Green" Logistics Distribution of goods can also be designed such 

that they leave minimum impact on the environment. Mere reduction in 

packaging and wrapping can contribute to a large extent in reducing the waste 

and saving paper. Efficient inventory management can also contribute in 

minimizing wastage in a big way. 

Green Consumption: Changing the Attitude towards Waste, Waste generated 

always does not necessarily have to be an unhelpful result of production 

processes. A newer understanding of the idea of waste has given birth to a new 

market of recycled products.  

Green Education: Electronic Press Kit  include a company history, product 

brochures etc. A business could convert all of the documents and images into 

electronic files and offer the kit as a downloadable folder on its website. The 

electronic press kit requires no paper and no postage. The website could even 

indicate that the electronic press kit is part of an ongoing effort to reduce the 

business' environmental impact. 

  Authenticity If a small business owner tries to rebrand the business as green, 

but drives a fuel inefficient truck or SUV, the green marketing effort seems 

deceptive. Switching over to an electric or hybrid vehicle serves as another 

visible reminder that the business pursues a green policy. Green Marketing and 

Green Marketing Practices have vast untapped potential scope. for a developing 

Country like India, as the pace of Industrialization and economic development is 

expected to be much faster in India in next few decades which will lead to 

increased Green  environmental deterioration. Green Marketing thus enables 
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not only environmental conservation and protection but also promotes greener 

ways of doing business. Green Products manufactured and consumed are helpto 

Green Marketing. Green Marketing also promotes recycling of waste, scraps and 

leftovers of production processes which again serves two objectives firstly, it 

resolves major problem of Scrap disposal and Solid Waste Management and 

secondly, it enables production of additional utility products from waste thereby 

generation additional revenue from scrap and left over. 

Research Objectives –The following research objectives have been considered 

for the present researchstudy: 

1. To identify different impact of green marketing on packaging industry of 

Nashik. 

2. To ascertain whether green marketing provides benefits to the packaging 

industry. 

3. To study recent green marketing trends in the packaging industry 

4. To understand disadvantages of green marketing implementation. 

Research Methodology – This paper is a research study based on a particular 

geographical area study conducted in around Nashik  Districts , where a limited 

number of small and medium packaging units were visited, and their 

information was collected regarding implementation of green marketing 

practices in any form. The data collection instrument comprised of a 

questionnaire and the information was collected from the employees of the 

packaging units visited.Simple random sampling was used. Sample size of 30 

packaging units was selected for the study.The samples were selected on the 

basis of geographical nearness and willingness to participate in the research 

study on random basis. For analyzing the impact of green marketing on the 

packaging industry and to study  the recent trends regarding green marketing  

trends  Five-point Likert Scale have been used for rating and ranking. 

Scope of the study 

1. All types of   packaging organizations are considered for the present study. 

2. Packaging  Organizations from Nashikdistricts have  been chosen as  samples  

for  the  study. 
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3. Organizations implementing green marketing practices are considered as 

valid samples for the study. 

Limitations 

The study has following limitations: 

1. Study and the data gathered is restricted only to Nashik  districts. 

2. Study is pertaining to packaging industries who have adopted green 

marketing practices. 

3. The green marketing practices use in sample units has been studied in the 

research so the applications have been studied. 

4. Research is focused on impact of green marketing on the performance of the 

organisation. 

5. The findings and conclusions of the present research study are applicable 

only to the packing units of the selected geographical area sampled under this 

study. 

Data  Analysis Table 1: Impacts of Green Marketing onPacking Business ( 1= 

Critical Impact , 2= Significant Impact, 3 = Neutral, 4= Negligible Impact, Least 

Impact) 

Sr. 

No. 

Impacts of Green Marketing on  

Packing  Business 

Rating Total 

Units 1 2 3 4 5 

1. The cost of 

procurement,manufacturing and 

distribution increases  9 6 3 5 7    30 

2 Eco-friendly packing is  

unattractive hence it affects sales 3 2 3 9 13 30 

3 Durability  of  packing increases 13 5 2 6 4 30 

4  Scrap disposal/ Solid Waste 

Management can be done easily  & 

ecologically 14 6 4 3 3 30 

5 Enables unique product 

positioning & enhanced brand  

identity 21 4 0 3 2 30 
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6 Enables  easy product 

differentiation  27 2 0 1 0 30 

7 Ecological packing increases off 

take of  green packed products 25 2 0 2 1 30 

The above table clearly shows that the impact of green marketing is very critical  

on all related aspects of the packaging industry.Green marketing helps in 

product differentiation and product positioning in market along with reduce 

environmental pollution 

Table 2: Benefits due to the implementation of green marketing 

The benefits  of  practical applications of green marketing are clearly  shown  

rom the above chart. The green marketing support in product positioning, 

improve product image, increase customer faith in product, generate positive 

message for society along with improve company or business image in market. 

Table 3:  Recent  Green Marketing Trends 

S.

N 
Green  Marketing  Trends 1st 2nd 

3r

d 
4th 5th Total 

1 
Predominant Shift towards Green Packing 

from traditional packing 
18 5 0 4 3 30 

Sr.No. Benefits  of  Green Marketing Yes % No % 

1 Enhanced Product identity & positioning 17 56.6 13 43.3 

2 Enhanced Product image 18 60 12 40 

3 Enhanced customer perception & belief 11 36.6 19 63.3 

4 Increase in Sales 13 43.3 17 56.6 

5 Enhanced perception of business associates 14 46.6 16 53.3 

6 Increased Investor belief 08 26.6 22 73.3 

7 
Positive message to customers by standing for a 

social & environmental cause 
15 50 15 50 

8 Enhanced Company Image (Green Company) 19 63.3 11 36.6 

9 
Recognition & Support by Govt. , Environment  

Protection  Agencies & NGO's etc 
14 46.6 16 53.3 
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2 
Increase in efforts of Packing 

Organizations to project eco-friendly image 
15 3 0 6 6 30 

3 
Increase in export Oriented green 

packaging 
10 6 2 7 5 30 

4 
Green Packing is preferred by the 

customers 
16 5 0 5 4 30 

5 
Increasing Market Pressure for     light, 

convenient & eco-friendly packaging 
14 4 2 6 4 30 

6 Movement towards sustainable packaging 21 3 0 5 1 30 

7 
Increase in International demand for 

green packing coupled with green products 
18 5 0 5 2 30 

The above table express the recent trends in green marketing like sustainable 

packaging, increase demand for green products, shift from traditional system to 

green system etc. 

Significance of Green Marketing for the Packaging Industry: 

1. The damage is so vast that human beings have to devise and design a new 

way of life and green marketing is the first step towards that sustainable way 

of life. 

2. Reduce, reuse, and recycle have become mantra for the modern businesses 

but at a cost; green marketing is that effective method which enables 

reduction in the above cost. Green marketing points out the fact that why 

only the product needs to be green. 

3. Green marketing thus ensures the overall interest of the organization as the 

voluntary exchanges will not occur unless and until both buyer and seller get 

equal benefits and thereby it ensures safeguarding and protection of nature 

during such exchanges. 

4. Green marketing is a holistic process that predicts, identifies, and satisfies in 

an environmental and ecologically sustainable pattern the needs and wants of 

the consumers as well as the organizations.. 
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Essence of green marketing lies in its 20 rules: 

Green is mainstream:Todayconsumers become more aware of sustainability 

and planetary survival more and more people are shifting towards going green.  

Green is cool:  Today’s consumers feel a sense of pride and feel they are 

contributing towards a major cause in showing off their green purchasing and 

living habits.  

Greener products work better and worth a premium price: ages of 

technological evolution have played a main role in allowing performance 

improvements in green products today. Today’s green products show immense 

ability to perform on level with non – green or conventional products. Green 

inspires innovative products and services that can result in better consumer 

value, enhanced brand value, and stronger company,product development are 

considered to be paying handsome returns in the business as well as creating 

shared benefits for both business men and the consumers. 

Values guide consumer purchasing: Today’s smart consumer wants to be 

aware of the complete product or services life cycle aspects when buying a 

product or service. Buying today is just not buying a brand; it has additional 

sides such as environment and social causes. 

Life Cycle approach: Green tag involves many shades to a complete green 

product. Just one aspect of a product being green can still create the 

environmental damages that a complete green product may be able to avoid and 

hence the focus should be on a complete life cycle green process rather than one 

aspect or partly green. 

Manufacturer and retailer reputation count: As customers become more 

knowledgeable, they would seek to know more about  raw material  used, how 

were the labour treated at a facility, were high standards used in the process etc 

and  provide update  with the changing attitudes as green products go main-

stream. 

Save me: It’s about health, safe environment, sustainability, best performance 

in less money, LOHAS, control over quality, demanding for a win-win product 
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and much more. The need is for energy efficient, organic, re-cycling, economic 

prosperity with active consumer involvement. 

Businesses are philosophies: Today the firms and business doers are known 

by “WHAT THEY STAND FOR” along with the service and products in the 

markets. There is a big shift in the way as look at service providers and how we 

recognize them. 

Sustainability is a business philosophy, now:  It is an integral part of the 

complete business process starting from energy use, raw material procurement, 

manufacturing, testing, quality controls, packaging, and marketing. Every step 

needs to be socially responsible for the product to qualify as a complete green 

product. 

5 R and  1 D  Purpose  of  Green Packaging 

 

Reduce, that is packaging reduction. For the premise packaging products to 

meet the protection, facilitate the logistics, sales and other functions, it tries 

touse as little material as possible.To implement the measure of appropriate 

amount of packaging, the company should design to try and make the package of 

thin, lightweight, and never use packaging without the need for it. 

Reuse means repeated use of packaging. After simple treatment, the containers 

can be reused. Reuse of containers can significantly reduce waste volume. 

Recover, Refers to the use of packaging waste combustion to obtain new energy 

sources, and does not produce secondary pollution. Through the recycling of 

packaging waste, production of renewable products, such as the use of thermal 

incineration, composting and other measures to improve the land condition, to 

achieve reuse purposes. 
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Recycle, As far as possible to use low power, low-cost, low-pollution raw 

materials as packaging material, in particular, the selection of recycled materials 

should be expanded, which can not only reduce environmental pollution but also 

saves raw materials, and be propitious to recycling resources, such as production 

of recycled paper board and plastic. 

Research includes information of product ingredients, price, usage data and 

other, which is relevant for consumers. Besides it serves marketing strategies as 

an instrument to increase appeal of items to consumer. Packaging does also 

control the size and quantity of a product. This is beneficial for companies to 

control inventory and manage logistics of their product assortment.  

Degradable, is the ultimate packaging waste that cannot be reused, should be 

able to degrade, corrupt and do not form a permanent waste. For example, select 

biodegradable packaging materials of paper as more as possible. 

Benefits &Advantages provided by the Green Marketing to the 

Packaging Industry: 

1. Health friendly for human beings and animals. 

2. People using green products are more confident because they are reducing the 

chances to harm themselves. 

3. People are not spending money on green products rather they are investing 

on health  

4. These expensive products will pay them in long-run. 

5. Using green products in household also educates the society, family members 

and other about the issues related to health. 

6. People can keep them away from the hazards of chemicals and toxins. 

7. Green products are basically based on the concept “reuse, reduce and recycle”. 

8. Helps in reducing pollution, decreasing the destruction of forest and helps in 

nurturing the Eco –system in a desired way. 

9. It saves money in long run, though initially the cost may seem more 
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Disadvantages / Challenges of GreenMarketing for the Packaging 

Industry in Maharashtra: 

1. New Concept: It’s still a new concept for the masses, more needs to be done to 

spread awareness on green initiatives and its benefits. 

2. Cost Factor: large capital investment is required in moving towards greening. 

3. Educating customers: Huge efforts are required in educating the largely un-

informed customer base. 

4. Reluctance: more research needs to be done before stakeholders can be 

convinced about return on the investment numbers. 

5. Price sensitive consumers: explanation must be given to customers why they 

are paying more green products. 

6. Lack of clear standardizations: In India much needs to be done to setup green 

standards for different businesses to prove authenticity claims. 

7. Green Sheen: cases of deceptive marketing do not help the image of green 

products in winning over customers. 

8. Vague credibility: False or misleading green marketing claims made by 

businesses that do not undergo proper certification but still want to appeal to 

environmentally conscious consumers can damage the credibility of the whole 

sector. Consumers have a hard time distinguishing between simple green 

advertisements and valid, certified claims. 

9. Deluding information:Green marketing can lead to consumer awareness, but 

it also runs the risk of deluding consumers with erroneous information. There 

is always a danger that the marketing of these products or services may send 

a message that might lead to behavioral change with substantial adverse 

effect on the environment and society in the future. 

10. Gap between sustainable intention and behavior: Although most consumers 

might claim they are intending to follow a sustainable lifestyle and they want 

to buy green products, when it comes down to actually transforming these 

intentions into actions, only a fraction of people actually do it.  

11. Price premium:  Only a very small fraction of the population is willing to 

compromise performance, quality or price in exchange for environmental 
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performance in their purchasing decisions, diminishing the motivation for 

businesses to venture into green production and marketing.15  

12. Information gap:  The number of people who are truly familiar with a wide 

range of green products or their benefits for the environment is still quite low. 

The US American environmental labelingprogrammed, ENERGY STAR, for 

example, was only known to 56 per cent of American citizens some 12 years 

after its creation in 1992. 

Conclusions :  

Easy product differentiation, Easy offtake of eco-friendly packed products , 

unique product positioning with enhanced brand identity are some of the major 

impacts of  green marketing implementation on the packaging industry of  

Nashik, Dhule and Jalgaon districts. Packaging Industry is shifting towards 

sustainable packaging, hence shift towards sustainable packaging, increase in 

demand for green packing (both national and international), customer preference 

to eco-friendly packaging and increased efforts by the packaging companies to 

project green image are major recent trends as observed in the current research 

study. Enhanced Company image (i.e green image), enhanced product image, 

enhanced product identity as well as enhanced product positioning are major 

benefits for the packaging industry due to implementation of green marketing.  

Increase in overall cost of operations, confusion regarding exact standards of 

becoming green, increase in selling price, green marketing being a new concept is 

difficult, customer education and communication regarding green marketing are 

the loop hole areas for the packaging companies which are nothing but 

disadvantages of green marketing implementation. 
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Abstract 

          Language is a purely human phenomenon. It is a means of 

communication whereby humans exchange their ideas, emotions, 

and information verbally. Every human community has its own 

language which keeps evolving along with the evolution of the 

community. In the course of time societies advance. This 

advancement brings the emergence of new fields of knowledge. 

Things which were beyond our conception before a century or two 

have become our routine today. The advancement in science and 

technology has opened new horizons which can be realized only with 

the help of language. Our world is the collage of languages and the 

language which acculturates with the new fields of knowledge is 

bound to dominate the other language. This may lead to linguistic 

imperialism. Each and every change in human society influences 

language. Digitalization has become an indispensible part of all the 

fields of modern society. Undoubtedly it has its influence on 

language. The present paper attempts to discuss the influence of 

digitalization on language.  

Key words: Language, evolution, knowledge, digitalization, linguistic 

imperialism 

Every species in this world requires knowledge for its survival in a better 

manner. Knowledge refers to facts, information, skills acquired through 

experience. It means awareness acquired by experience of a fact or situation. 

Actually, it is the understanding of a subject which can be either practical or 

theoretical. For example, a baby understands what to eat and how to eat through 

observation and by experience. If it happens to eat the green leaves of a neem 
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tree, by experience it would acquire the knowledge that the leaves of neem are 

not for regular consumption. Moreover, knowledge is shared with the help of 

communication systems. The communication system differs from species to 

species. The communication system can include physical actions such as dancing 

in birds, beating chests in gorillas and other monkeys and giving calls. When it 

comes to human beings, language is used as a communication system. It is 

species specific and species uniform. Species specific means only human beings 

use language and species uniform means all human beings use language.  

Language is a means of human social communication. Human brain has 

miraculous reasoning power with which  humans can conceive a variety of ideas 

which can be realized socially only through language. Subsequently, the 

scientific and technological innovations are the consequence of human reasoning 

but the realizations of these innovations are done with the help of language. 

Naturally with advancement of the society its language advances. Language 

bears the influence of each and every change in the society. It is a naming 

system in which every tangible and intangible thing, quality and action are 

named. According to Guy Cook, Language is at the heart of human life. Without 

it, many of our most important activities are in conceivable. Try to imagine 

relating to your family, making friends, learning, falling in love, forming a 

relationship, being a parent, holding—or rejecting—a religious faith, having 

political ideals, or taking political action, without using words. There are other 

important activities, of course, which do seem to exist without language. Sexual 

relations, preparing and eating food, manual labour and crafts, the visual arts, 

playing and listening to music, wondering at the natural world, or grieving at its 

destruction. Yet even these are often developed or enhanced through language. 

We would perceive them quite differently had we never read about them or 

discussed them. (2003, p. 3) 

In this way, the language of a progressive society progresses in the course 

of time. English is a very good example of this. Some centuries ago English was 

the language of a small island but presently it has emerged as a global language. 

On the other hand, the languages like Greek, Latin and Sanskrit which once 

used to be very significant languages having prestige, but now no more bear the 
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same status. Today’s is the world of information technology. There has been the 

experience of the explosion of information. The world today has almost shrunk 

into a global village. The advancement in science and technology has enabled us 

to have better and quick access to and contact with the world around. English 

has played a key role in this process.  It can be called the language of 

digitalization. So it has the influence of digitalization. At the same time, English 

has influenced the other languages which find it difficult to operate without 

digital technology. In this way it is possible that all the modern languages in the 

world have some influence of digitalization. This paper attempts to present the 

nature of the influence of digitalization upon languages. Digitalization means 

integration of digital technologies in day-to-day life. It includes processes like 

computerization, electronization and digitization. Computerization refers to the 

process of taking the new activities on computer and fixing them into that space. 

Electronization is a process of publishing a paper-based item electronically and 

digitization is conversion of analogue information in print or voice form to digital 

form with suitable electronic devices for the processing, storing and transmission 

of information through digital circuits, equipment and networks. Digitalization of 

language can be a never ending process. Language is creative. It has the ability to 

produce infinite messages with the help of limited number of symbols. Moreover, 

language is culture. It evolves with evolution of culture. Language is culturally 

transmitted. It is transmitted from generation to generation. Every new generation 

modifies language as per the need of the time. With every advancement, there is a 

chance of language modification which is attained through neologism which means the 

coining or use of new words. For instance, the word, ‘aeroplane’ was first used in late 

19th century. Before that, there was no need to have such a word. On the other hand, the 

word, ‘computer’ was first used in a 1613 book called The Yong Mans Gleanings by the 

English writer Richard Brathwait. But then it meant ‘a person who carried out 

calculation and computations’. The word came to be meant as ‘programmable digital 

electronic computer' from 1945. This clearly shows how a language evolves with the 

need of the society. There are instances of neologisms under the influence of 

digitalization. Information Technology is a buzz word of 21st Century. It refers to the use 

of computers and technology to manage information. This is what we mean by 

digitalization of information which has influenced major language of the world. For the 
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sake of convenience, let us consider the influence of digitalization on the English 

language. There is no doubt that the process of digitalization has caused the English 

neologisms like applet, attachment, authentication, bandwidth, blog, Bluetooth, 

browser, buffer,  cache, captcha, CD-ROM, courseware, cursor, cyberspace, database, 

dialogue box, download, DVD, email, emoticon, Ethernet, homepage, hyperlink, internet, 

JAVA, knowledge base, LAN, LINUX, log in, log out, modem, mouse, multimedia, 

nameserver, network hub, online, PDF,  Quick Time, RAM, router, search engine, 

software, telnet, Twitter, upload, URL, VDI, virtual classroom, Wi-Fi, WWW, XHTML, 

XML, zip, zoom and many more. This list goes endless as language is open-ended. The 

other languages may not have equivalent words for the English ones mentioned above. 

They have to adopt these terms as they are. In this way digitalization may result into 

universalization of new terms. The field of IT is advancing so rapidly that we have no 

alternative but to keep up with new advances.  

Furthermore, digitalization has enabled the languages to get the linguistic 

data updated easily. Digitalization has made the ordeal of the production of 

lexicon much easier. For instance, the first edition of the Oxford Advanced 

Learner’s Dictionary was published in 1948.  It took almost fifteen years to bring 

out the second edition of the dictionary in 1963. The third edition of OALD came 

out in 1974. Again it took fifteen years to publish the fourth edition of the 

dictionary and it was published in 1989. But the most important thing to be 

noted here is that in 1988 the first electronic version of the OALD was made 

available. The fifth edition of the dictionary was published in 1995 and in 1997 

the first of its CD-ROM edition was published. After that, after every five years, 

the new edition of the OALD (Sixth edition -2000, Seventh edition-2005, Eighth 

edition-2010, Ninth edition, 2015 and Tenth edition-2020) has got published. No 

need to wonder. The whole credit goes to digitalization. Apart from that Oxford 

University Press has published myriads dictionaries such as Oxford Advanced 

Learner's Dictionary of Academic English, Oxford Learner's Dictionary of 

Academic English, Oxford Learner's Wordfinder Dictionary, Oxford Learner's 

Thesaurus: A Dictionary of Synonyms, Oxford Learner's Pocket Dictionary, 

Oxford Learner's Pocket Dictionary of Business English, Oxford Learner's Pocket 

Phrasal Verbs and Idioms, Oxford Learner's Pocket Thesaurus, Oxford Learner's 

Pocket Word Skills, New Oxford Intermediate Learner's Dictionary, Oxford 
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Advanced American Dictionary for learners of English, Oxford Basic American 

Dictionary for learners of English, Oxford American Dictionary for learners of 

English, Oxford ESL Dictionary, Oxford ESL Dictionary for learners of English 

and multitude of bilingual dictionaries English and regional national or local 

languages. Would it have been possible without digitalization? (Wikipedia, 

Oxford Dictionries) 

Another area which is the direct result of the influence of digitalization is 

the corpus linguistics which is a recent discipline of applied linguistics. ‘Corpus’ 

means a databank of language which has been actually used. The linguistic data 

can be in written mode or  spoken mode or it can be mixture of both  written and 

spoken modes. Guy Cook (2003, p.73) rightly points out:  Before computers some 

headway was made in this kind of study by collecting printed corpora, 

laboriously reading through them, and manually recording facts. In recent years, 

however, corpus linguistics has been transformed by electronic storage and 

automatic searching. Millions of words can be searched within seconds to yield 

extensive information about word frequencies and word combinations. This is 

why corpus linguistics has made such extraordinary advances in the last few 

decades. There are around ninety to hundred English corpora. They include 

British Academic Spoken English Corpus (BASE), British Academic Written 

English Corpus (BAWE), British National Corpus, Michigan Corpus of Academic 

Spoken English (MICASE), Indian Corpus of English (ICE), Brown = A Standard 

Corpus of Present-Day Edited American English, COCA = The Corpus of 

Contemporary American English, DCPSE = Diachronic Corpus of Present-Day 

Spoken English (Oxford Handbooks Online,2012) and many others. 

Digitalization has been significantly contributing in the preservation of 

languages which are on the verge of extinction. The endangered languages 

having only oral tradition or spoken form have been preserved with the help 

digitalization. However, the lack of proper software or programming it would 

difficult to preserve these languages digitally. Consequently some of these 

endangered languages could become extinct in the present digital world. It 

means that the languages which have been digitalized have chances to survive 

and grow in this era of digitalization. Language changes from community to 
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community. Each community is proud of its native language as it is a key to 

cultural identity and expression.  Language is a cultural heritage of the 

community. If not digitalized most of the languages may be extinguished and the 

world may be ruled by the digitally powerful languages. This may result into 

linguistic imperialism.  

To conclude, digitalization has influenced language in both positive and negative 

ways. It is useful in the preservation of language. It preserves the evolution of 

language by recording every minute change that language undergoes. 

Digitalization of language has made research activities pursuable with a few 

hardships but the languages which lack the digital support are endangered and 

they may extinguish in the course of time. In fact, nothing is eternal in this 

world. The languages which are utilized will surely keep progressing and those 

which will not be used will perish. Digitalization is the key aspect of today’s life.  

We have to either digitalize our language or use the language which is 

digitalized, as this would enable us to have better life.  
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Introduction 

aceless, paperless, cashless is one of the professed role of 

Digital India. Digital India is a programme to prepare India for a 

knowledge future. It should be the endeavor of the govt. to catalyze 

smartphone adoption that will ultimately achieve the real 

digitalization goal. Making the country digitally empowered in the 

field of technology  means Digitalization. It was launched on 1st July 

2015 by Prime Minister Narendra Modi..  

Key words- cashless, digital, smartphone. 

Objectives of the study 

1. To understand the concept of Cashless economy. 

2. To study the current situation of digital payments in India. 

Research Methodology 

This paper is based on secondary sources of information.The facts and figures 

are collected from the journal, books, website, and reports. 

History of Transactions- 

Prehistoric age -Barter system-  

About 8000 years ago- In prehistoric age  peoples were used to swipe  valuable 

against an item they wanted from another person. shells, beans, grains, salt, 

livestock land were exchange for required object. 

Bronze age- About 3500 years ago valuable metals bronze, silver and gold value 

used as a form of money. 

Paper money- Chinese merchant invented the first form of paper money about 

1,000 years ago. 

Mediaeval age- 18h century 14th century   the rise of cheques. In 17th century 

cheques became very popular . Concept of daily clearing started during the 1770s 

in London 

19th century- money transfer-  In 19th century  
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Bank transfers/  wire transfer started. In 1872 first wire transfer was launched 

by Western Union. Telegraph network was used for this transfer .  Sender have 

to pay the money to telegraph office then the operator would have to message to 

another office and  the funds were given to recipient. 

20th Century- During the 20th century Bank started issuing plastic cards  

along with cheques  known as cheque guarantee card. The first ATM card was 

issued in London in 1967. bythe 80s introduction of electronic point of sale  

terminals  came in(POS). The cards were sweeped  through a swiper for 

transactions. 

The 21st century- Late 20th and early 21st century  innovative technologies 

were invented for cashless payment. Cashless Economy. A cashless economy is 

one in which all the transactions are done using cards .Greater usage of digital 

/electronic payments means cashless economy. Indians traditionally prefers to 

save and spend in cash. They were not ready to go for cashless  transactions. The 

reasons behind it were lack of awareness, security reason, limited availability of 

mobile phones and internet facility. 

Benefits of Cashless Economy 

Ease, transparency and faster transactions 

Cashless economy will reduce tension of keeping full of notes along with us. 

One step solution for all kinds of cash transactions such as – 

1. Bill payment 

2. Fees payment 

3. Funds transfer 

4. Recharge 

It will ensure Black Money Free India. 

Increase in span of the income tax. 

It will enhance the revenue received by the govt. 

Digital payment is made by- 

1. Aadhar Enabled Payment system 

2. Unified Payments Interface 

3. Mobile Wallets 

4. Banks Prepaid Cards 
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5. Point of sale 

6. Internet Banking 

7. Mobile Banking 

8. Micro ATMS 

           A smart phone has all the capability to become the central & important 

point in Cashless Digital Economy.  A sharp increase in the use of mobile phones 

with internet connectivity  is very  helpful for digital transactions. Personal 

internet banking has become more popular in India. Digital India has continued  

to make new progress. UPI payments is playing a big role in this moment. UPI 

means Unified payments interface  developed by National payments Corporation 

of India. Works for transferring funds between two bank  on mobile or web 

platform. 

There are best 5 UPI apps in India 

1  phone pay 

2  Google pay 

3.Paytm 

4.Amazon pay 

5.Bhim app                       

Number of Digital Payments In India 

Sr. No. Year No. Of Digital Payments in 

Billions 

1 2018 14.59 

2 2019 23.26 

3 2020 34.12 

4 2021 43.71 

5 2022 74.22 

The above table shows the no. of digital transactions recorded. In 2018 no of 

digital payments recorded were 14.59 billions. This no increased in March 2022 

upto 74.22 billions. Due to covid-19 in India  there is a massive increase in the 

number of  people opting for online financial payments. 

Problems In Cash Less Economy 

1. Cyber crimes will increase. 

2. Hike in the hacking of the personal information 
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3. Poor section of India who is covered under conventional banking system will 

suffer allot 

4. Low literacy rates in rural area. 

5. Lack of internet facility. 

Conclusion 

       Under the program of digital India   the Government of India aims to 

transform India into a digitally empowered society. Government is taking 

several measures to promote  digital payments in the country. Finance minister 

Nirmala sitharaman made an announcement during the budget 2022 speech to 

setup 75 digital banking units in75 districts and inclusion of all 1.5 Lakh post 

offices under the core banking system, financial support, digital currency.  It will 

be Helpful for faceless ,paperless ,cashless  economy. 
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Abstract 

With the onset of internet reform and economic growth of 

country. Consumer expectation and need have formed a shape 

where comfort and delight service has become vital criteria for 

product selection. Several brands in market keep working to 

evaluate the changing need of consumers developing suitable 

product and finding market place to reach the right customers. This 

digital reform has paved a new marketplace on internet where 

everything and anything is available to explore and review and 

have a virtual feel. India is a growing economy country and has 

been considered in the article to brief insights into the scope of 

different digital trends and future scope. In 2019 summit of united 

nations, leaders spoke about borderless economy reforms connecting 

new business players to invest in growing economy country. Here, 

to bring borderless and seamless economy, digital platform will play 

a major role for entry player as well as big MNSs evaluated in the 

need section of digital marketing. 

Keywords: Digital marketing, internet, online advertising, online marketing 

opportunities and challenges. 

Introduction 

             It is hard to imagine a world without the internet now. Billions of people 

are connected worldwide via the internet from searching for information to 

shopping for groceries or banking the internet has become an essential part of 

our day-to-day lives. In the age of COVID-19 when thousands of people are going 

online for entertainment and more, it has caused total internet hits to surge at 

least 60% during this out break period.  
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            As of April 2020, almost 4.57% of the people were active internet users. 

That is 59% of the global population with more than half the world’s consumer 

going online, any business owner should also consider going digital. After all 

marketing is about finding the right audience at the right place and at the right 

time. To do so, you’ll need digital marketing. Digital marketing is all about using 

data to realize marketing objectives. It is the art of using consumer insights to 

formulate marketing strategies targated at particular groups of customers 

online. Digital marketers leverage digital channels such as search engines, social 

media, email and web-sights to help their clients connect with existing and 

potential customers. They than proceed to collect data gathered from these 

digital channels [such as impression or likes on instagram] and google analytics 

to plan their marketing strategy. 

Objectives 

1. Compare the opportunities and challenges of digital marketing 

2. To study the negative and positive aspects of digital marketing 

3. Importance of digital marketing 

Research Methodololgy 

For the purpose of the present study, mainly secondary data have been used. The 

required secondary data were collected from the journals, research papers, web-

sites, various reports and newspapers articles published online. 

The Biggest Challenges and Opportunities in Digital Business Today 

Challenges: 

Meeting  anticipatation of customers in the digital age 

             The mobile always on generation presumes very different proficiencies 

from companies and organizations including public administration according to a 

recent Harries poll, 82% of US corporate executives said that customers 

expectations of their company were “somewhat”[47%] or “much”[35%] higher 

than they were three years ago. Nobody wants to wait in line for service any 

longer. Instead they want to be able to arrange their whole lives online. 

Managing the omni-channel reality 

           You cannot fight fragmentation consumer side, the fragmentation is 

nothing you can change on the country it will only get worse. New devices ,IoT , 
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in car entertainment the apple watch, wi-fi on airplanes….. all complement 

together to make a fragmentation of channels. That means that companies need 

to homogenize of the inside with a digital business platform so they can keep 

track of what is happening across all these channels. But today the realism is 

that many companies have fragmented systems in house, instead of a single 

policy to rule them all. 

Big data 

            Big data is offering companies with new opportunities to learn more 

about their customers, enabling them not only to personalize products and 

service, but also to change their product development procedure to replicate 

what people really want. However, companies are still aggressive with 

accomplishing consumer confidence on this issue, as many consumers are turned 

off by hyper- personalized offers that seen to computer their personal space. 

How to promote a small business on a limited budget 

          Promoting a small business that has a narrow budget is always a 

challenge google’s search algorithm is a little predisposed towards brands, 

although the search engine gaint denies these claims. How to use influencer 

marketing as the unlimited strategy for branding? Influencer marketing has 

gained impetus. The ideal formula for finding the value of particular influencer 

is derived by the below formula: Influence = Audience reach *Brand Affinity* 

Strength of relationship with followers. 

How to keep the web-sight safe from google panelties  

          Google has taken some strict measure to combat web spam and this has 

eventually helped SEOs and digital marketers to see real value by adapting to 

organic marketing stategi instead of web spam keeping web-sight safe form 

google panelties is really easy if you don’t it on any newbie’s  hands who promise 

to get you rankings and traffic in a few weeks. 

How to measure online success 

           As per Julion saunders CEO, high impact SEO, “Measuring online success 

has always been  a challenging task one of the requisites still remains 

segmenting your audience and demographics and determining the key channels 

motivating conversation.” 
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Opportunities: 

Digital dispurtion from within :- 

Dispurtion is the term of game, with reputable players being persistendly 

displaced by new comers that are digital group. If you can’t beat them join them 

at their own game. Existing companies need to disrupt themselves like steve jobs 

did when the stopped making their best selling ipod to introduce a newer version 

of it  the IoT and becomes provides . 

Show-rooming is a big challenge for retailers, as consumers continue to 

increase their online shopping:- 

But lately, there’s also been a drift towards web rooming ,with people checking 

out items online before buying them in the store. And once people essentially 

come to shop, retailers have the opportunity to keep them there and upsell or 

make them long term customers, using opportunities here. 

Digital workforces and  new ways of working :- Startup these days can 

work with very small in house teams. Yet still take on the big boys by using the 

Omni-channel is a critical capability to be built along the customers 

purchase pathway 

Research Locate Shop Post-purchase 
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Advice 
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web and technology to generate terms per project. This way to working can be 

very rewarding because employees are not trapped in company, but work only 

one projects they care about, and where their passion makes a huge difference to 

the outcome. 

The internet of things[IoT]:- 

Using becomes and oculus solutions to expend customer experience the IoT is 

linking people and devices with each other in an unparallated way, creating rich 

potentials for customers engagement. Timing is the crucial element here if you’re 

too early you could fail and if you’re too late. You may lose your place in your 

industry, and ultimately fail. 

 Negative and Positive Aspects of Digital Marketing Positive point of 

digital marketing: 

Higher quality web-sight traffic:- 

Different showing works neighborhood SEO, web based life- performing and paid 

publicizing include what’s called focusing on. Focusing on alludes to narrowing 

the focal point of your end avours to draw in just the individuals who’ll be 

generally inspired by what your organization does or offers. On the off chance 

that you have a site. Such focused on end avours will attract excellent traffic on 

that site. 

Better conversation:- 

Web based advertising prepares for better transformation rates. Getting leads 

for your online business is simpler than customary disconnected promoting. 

Feature the torment purpose of your intended interest group and you will end up 

being your clients top choice connecting with your focused on crowd is a lot 

simpler. 

Building a network with industry leaders:- 

Other than contacting focused on the crowd having an online nearness makes 

the entrepreneur manufacture a productive system with the master built up 

industry pioneers. 

Digital marketing is cost effective and time effective:- 

To channelize an effective computerized promoting effort. You need a serious less 

or no beginning up capital. You may start with blog advancement online long 
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range informal communication and email promoting. These incorporate lesser 

venture appeared differently in relation to conventional promoting strategies. A 

disconnected traditional advancement like the day by paper, radio, T.V and 

banner may cost an enormous number of bucks. 

Disadvantages of digital marketing: 

Trust :- 

Invitably some page guests consistently have questions about specific 

administrations and items yet fortunately this favourable position can likewise 

be dispensed with through setting tributes on your page, qualifications, 

authentications, having a porlfolio and that’s just the beginning.    

Time online marketing can be very mind:- 

Boggling and which is the reason it requires time and devotion. For the 

acknowledgement of substance, posts and the general organization of the page 

could be wiped out with proficient help like the one we offer at elite online media. 

Rivalry:- 

Perhaps the greatest drawback to web-based advertising is the hardened rivalry. 

It tends to be extremely hard to make your business and data stand apart with 

organizations around the globe contending. 

 Importance of Digital Marketing 

1. Lower costs and higher flexibility for your marketing efforts. 

2. Access to consumers who rely on their mobile phones or do all their shopping 

online. 

3. The ability to speak with authority on topics related to your products or 

industry. 

4. A chance to engage with influencers, earn their respects and get them to 

endorse your company. 

5. Opportunities to incorporate multiple types of media into your marketing. 

6. The ability to track customers purchase journeys. 

 Conclusion 

            This paper deliberated the challenges and opportunities in the ever 

expanding area of e-marketing. This field needs relentless learning. One cannot 

oversee the fact that it is a technology determined approach. There is a dreadful 
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need to keep abreast of the latest developments in the field of computer science 

and information technology. Poorly created and executed programs create 

mistrust amongst clients and marketers spam. Identity theft, meddling 

advertising, technical snags, not keeping terms with contract, agreements, gap 

between ordered products and actual deliveries have created profound mistrust 

in e-marketing. Hence the growth of e-marketing depends also on the growth of 

business ethics on the one hand and consumer protection laws on the other. In 

other words, the signifiting in particular is enomous which can be addressed 

with skill development in the field of information technologies, while one has to 

adopt caution. 
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Abstract 

 The current research work is on digital marketing awareness 

and tools. The use of electronic media by industrial units to promote 

products or services in the global market with good prospective 

clients. The main goal of digital marketing is to attract customers to 

a brand through digital media such as mailing, text messages, social 

media, and websites, among other things. However, industrial 

companies are facing new challenges and opportunities in this 

digital age as a result of increased awareness of digital marketing 

tools and budget allocations. In this article study on the importance 

as well as awareness about the digital marketing for industrial 

units and also benefited of additionally the differences between 

traditional marketing and digital marketing and also fund as well 

as human resource allocation. Therefore, the data were used to 

compile from both primary and secondary sources. Industrial units 

in the Gokul-Shirgaon MIDC provided the primary data. A total of 

90 industrial units produce on various scales, including small, 

medium, and big. This is one of the oldest and most vertical 

industries in the manufacturing and service industries. Hence, the 

researcher has selected 90 industrial units and using a simple 

random sampling. Primary data was gathered in the field using 

well-structured questionnaires. With the use of numerous statistical 
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tools and techniques. The information is analysed and rated using 

percentages. This research has examined several types tools use 

and awareness of digital marketing, as well as their fund and 

human resources allocation on sales activities for digital marketing. 

Keywords: Digital Marketing, Awareness, Social Media, Fund and Human 

Resources Allocation. 

Introduction 

 Since the 1990s and 2000s, digital marketing has evolved, and it has 

revolutionized the way brands and businesses use current technology and digital 

marketing to grow their marketing around the globally. All marketing initiatives 

that leverage the internet benefit from digital marketing. To engage with 

present and potential customers, businesses use digital channels such as search 

engines, social media, email, and their websites. Traditional marketing is 

underinvested in comparison to digital marketing such as Online advertising, 

email marketing, social media, text messaging, affiliate marketing, search 

engine optimization (SEO), pay per click (PPC), and other forms of digital 

marketing are used to reach out to potential clients. Customers' buying habits 

have altered as a result of rapid technological advancements in digital marketing. 

It provides consumers with a number of benefits, including the following: More 

engagement, more clarity about the products or services, Easy to compare to 

others, Shopping available 24 hours a day, sharing product or service content, 

and transparent pricing. Digital marketing is an electronic communication 

channel used by marketers to promote their products and services to the 

appropriate market. Customers can also fill out a feedback form, ask questions, 

and offer ideas regarding the company's products and services. It is primarily 

communicated via social media, websites, chat, and email. Campaigning is easier 

with digital tools than it is with traditional marketing. Although the content is 

open to the general public, it will be targeted to a specific audience using search 

engine tactics. 

Review of related literature: Studies on Digital Marketing awareness as well 

as tools have been reviewed in the literature. Based on the current literature 

review, it has been found that digital markein tools reach out the prospective 
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lead with minimum cost and also allocate the funds.(Yulihasri, 2011) Digital 

marketing enables internet services to make purchases for consumers 24 hours a 

day, according to their requirements, and to be paid. Prices are transparent in 

digital marketing. It entails less work-to-work transactions. (Soheila 

Bostanshirin- 2014) in this article has described the online marketing framework 

guided by insights from such a consideration, but it has not detailed the exact 

fund allocation or how the fund is used for digital marketing. (Afrina Yasmin, 

Sadia Tasneem, Kaniz Fatema -2015) has discussed about the companies should 

create innovative customer experiences and specific strategies for media to 

identify the best road map for driving up digital marketing best performance. 

(Sathya P.-2015) has examined the 100 respondent digital marketing results 

based on firm sales to obtain a clear picture of the current digital marketing 

study. (Sanmathi Anbumani-2017)  examed current article summarizes the 

current state of digital marketing difficulties and solutions, but it does not go 

into detail about the challenges or the usage of digital media technologies. 

(Vaibhava Desai -2019) In this article focuses mostly on the conceptual 

foundation of digital marketing, as well as how digital marketing benefits today's 

businesses. (Chandan Kumar Mishra-2019) the majority of this article refers to a 

study on the present demand of people for digital marketing, which is confined to 

their optimum and safe use of the Internet for E-commerce websites. (Anna 

Makrides, Demetris Vrontis and Michael Christofi-2020) has been given the fast-

paced nature of the digital environment, this essay will be especially useful in 

developing theoretical frameworks in areas where there is a lack of theoretical 

foundation. (Uma Sharma, Thakur,K. S. -2020) he has  investigated the impact 

of digital media on client purchase behavior on a day-to-day basis. Consumers 

have been purchasing goods and services over the website via e-commerce. The 

majority of industrial businesses do not understand how digital marking may 

help them expand. 

Profile of industries: Gokul-Shirgaon MIDC outstanding in metal casting 

Industrial units  as well as services based production output throughout 

Kolhapur district and Maharashtra state. It is the manufacture of several types 

of units like textiles, engineering, and oil engines. However, Industrial units 
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production units are critical to the growth of the economy. As a result, workers 

are needed in Industrial units to produce products such as automobiles, 

agricultural pumps, spare parts of tractors, two and four wheelers, and so on. 

The Gokul-Shirgaon MIDC has been supplying parts as well as brought the raw 

materials all over India as well as exporting to international markets and also 

generates the direct as well as indirect employment and also trading on E 

commerce plat form. Gokul-Shirgaon MIDC has acquired around 219 hectors.  

Methodology 

  The Gokul-Shirgaon MIDC in Kolhapur was chosen by the researcher. 

Most industrial facilities in the manufacturing and service industries, in small, 

medium, and large capacities, use the Gokul-Shirgaon MIDC. The 

manufacturing and service sectors of 90 industrial units have been chosen. For 

the researcher study, a simple random sample procedure was adopted. In the 

Gokul-Shirgaon MIDC area, a total of 90 respondents were chosen at random 

from industrial units. 

Data Collection 

  The study's data were gathered from both primary and secondary sources 

using well-structured questionnaires, with secondary data coming from a variety 

of books, the internet, and respected journal papers, among other places. 

Tools and Analysis 

  Interviews with 90 industrial units were used to gather primary data for 

the source. The information was analysed using digital marketing data 

structures, which included classifying, tabulating, and analysing the information 

as well as interpreting the results. The central tendency was subjected to a 

descriptive analysis. A Chi-Square test with one-sample test was used to 

evaluate the hypothesis. 

Objective 

To study the situation and raise awareness about the digital tools used by 

Industrial digital marketing. 

Hypothesis 

The Industrials units have awareness about the Digital marketing tools. 

H0: The Industrials units are not aware about the Digital Marketing. 
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H1: (At least more than half of) the Industrials units are aware about the Digital 

Marketing. 

Need of the Study 

  To investigate the situation and increase understanding of the digital 

instruments used in industrial digital marketing. The researcher did a study to 

determine the efficacy of Industrial units expanding the business in terms of 

digital marketing tools monitoring and awareness in the Kolhapur Industrial 

unit's industry in order to improve reach out to customers all over the world. As 

a result, they will be more aware of digital marketing and will find it easier to 

engage with clients through it. The researcher conducted a study on industrial 

units' usage of digital marketing, as well as suggesting and emphasising the 

importance of and proper legislation with fund utility. 

Scope of the Study 

Determine and analyse industrial units, social media awareness, medical 

awareness, and tools on the point of company site through digital marketing. 

This research has aided digital marketing in terms of offering training as well as 

raising finances, and it has necessitated the creation of a specific department for 

digital marketing in order to extend the business range as well as spread across 

India and generate potential sales. As a result, it will be employed for a variety 

of risks and information, allowing industrial units to be aware of digital physical 

dangers. Employees and an unknown vendor will benefit from planning and 

implementing digital marketing with maximum fund use in accordance with 

business requirements and connect with new prospects. 

Limitation of Study 

Only Industrial units were included in the study, which took place in the Gokul-

Shirgaon MIDC area. 

Data Analysis and Interpretation: 

 To observe the composition of the Industrial units under investigation, 

they were divided into groups based on whether or not they were using digital 

marketing tools as well as awarness. 
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Table 1: Percentage of distribution according to Digital Marketing tools 

and awareness 

Sr

. 

No

. 

Tools/ 

awarenes

s of 

Digital 

marketin

g  

Respondent 

Result 

X-

squar

ed 

d. 

f. 

P-Value Sample 

estimate

s 

Actua

l 

Resul

t 

Accepte

d  

Hypothe

ses 
Yes No Total 

1 Online 

Advertisi

ng 

27 

(30

) 

63 

(70

) 

90 

(100) 

13.61

1 

1 0.00022

49 

0.3 p ≤ 05 H1 

2 Text 

Messagin

g 

27 

(30

) 

63 

(70

) 

90 

(100) 

13.61

1 

1 0.00022

49 

0.3 p≤ 0.5 H1 

3 Email 

Marketin

g 

24 

(26

) 

66 

(74

) 

90 

(100) 

18.67

8 

1 1.548e 0.266666

7 

p≤ 0.5 H1 

4 Social 

Media 

35 

(39

) 

55 

(61

) 

90 

(100) 

4.011

1 

1 0.0452 0.388888

9 

p≤ 0.5 H1 

5 Own 

Web- 

Side 

15 

(16

) 

75 

(84

) 

90 

(100) 

38.67

8 

1 4.999e-

10 

0.166666

7 

p≤ 0.5 H1 

6 Affiliate 

Marketin

g 

20 

(22

) 

70 

(78

) 

90 

(100) 

26.67

8 

1 2.404e 0.222222

2 

p≤ 0.5 H1 

7 Fund 

Allocation 

for Digital 

Marketin

g 

20 

(22

) 

70 

(78

) 

90 

(100) 

26.67

8 

1 2.404e-

07 

 

0.222222

2 

p≤ 0.5 H1 

8 Human 

Resource 

Allocation 

for Digital 

Marketin

g 

19 

(21

) 

71 

(79

) 

90 

(100) 

28.9 1 7.621e-

08 

0.211111

1 

p≤ 0.5 H1 

Source: Field Survey (D.F.- Degree of Freedom) 

Round figure in parentheses indicates in percentage to workers) 
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Figure-1 95 per cent confidence interval. 

 

From the table 1, Out of the total, 30% of Industrial Units are aware of the 

digital marketing facility's online advertising capabilities, while the remaining 

70% are not. Around 30% of industrial units had access to text messaging, while 

the remaining 70% had not. The email marketing mail was sent to prospective 

clients by 26% of industrial units, while the remaining 74% did not send the 

email marketing mail, such as product lists, pamphlet as well as industry profile, 

etc. When it comes to social media, only 39% of industrial units use it, with only 

Facebook and a few other apps, while 61% do not use Instagram, Twitter, or 

other similar platforms. Because the industrial units' details, such as series, 

contact, and about us, are shown on the website, it is an important instrument at 

the point of business. However, only 16% of industrial units have their own 

website; the remaining industrial units do not have a website. Only 20% of 

industrial units use affiliate marking tools, with the rest not using them at all. 

When the fund plays a critical role, it is necessary to use commercial services 

such as design, website, and promoter. However, just 22% of industrial units 

allocate funds only for digital marking, with the remaining industrial units 

failing to do so. The industrial unit's human resource components play a 

significant role in company. Only 21% of Industrial units required digital 

marketing, and only a one third of Industrial units were unaware of the 

importance of digital marketing in their operations. As a result, it's apparent 

that the vast majority of industrial units are unaware of the value of digital 

marketing in terms of generating new leads and expanding their businesses. As 
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a result, the industrial units used human resources  to devote funds for 

expanding the firm to the digital marketing point sales. 

Conclusion 

 Digital marketing has no commercial limits, and you may connect with 

clients all around the world. To advertise the firm and its products and services, 

the company can use various devices such as social media, SEO (search engine 

optimization), videos, content, e-mail, and so on. To determine the optimal path 

for increasing digital marketing success, companies should build creative 

consumer experiences and particular media tactics. As per the study's timetable, 

the data was collected by a questioner for the researcher. It is vital to promote 

knowledge among industrial units about digital marketing and the value of 

instruments such as mailing, text messaging, and social media, among other 

things. It will have an influence on the efficiency of lead generation programmes 

targeted at boosting industrial unit growth. All industrial units produce and 

allocate funds as well as human resources for digital marketing for a variety of 

products that will be valuable in the future. There is a very affordable and 

efficient approach for the majority of small business owners to market their 

products or services in order to generate growth and also reach out the global 

markets. 
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Abstract 

Social Media Marketing has gained immense benefit in the 

digital world. Consumers, all over the world are getting the 

services, through this type of platform, under one roof. The main 

aim of the paper is to test the impact of COVID-19 on the social 

media marketing. The author tries to highlight whether, due to this 

pandemic situation, there is any change in the marketers/ services/ 

ideas marketed and how the marketers can have upper edge in the 

digital competitive market, by adopting different online marketing 

strategies. For the present study 100 respondents across Mumbai 

suburbs were chosen as sample frame. The findings of the study 

reveal the fact that platforms such as Facebook and Instagram are 

more frequently used by the consumers. They generally see that the 

marketers are advertising the health care products and online 

courses were regularly, followed by the groceries, during the 

pandemic situation. 

Keywords: Covid-19, Digital marketing, Social media platforms, buying 

pattern. 

Introduction 

The horrifying pandemic situation of outbreak of Coronavirus in the 

world, since the last quarter of 2019, has led to wide implications on several 

fields ranging from health care facilities, education, and employment scenario to 

personal life. Likewise, it could be noted that there is a severe change in the 

social media marketing due to the widespread pandemic situation of Covid-19. 

The entire landscape shows marked reformation in the social media marketing 

platforms. The change has been witnessed in aspects such as positive 
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involvement of the consumers due to increase in the digital advertisements and 

simultaneous rise in ad cost and profits for the marketers globally. During the 4 

periods of lockdown, it was really impossible for the consumers to know of the 

scenario across the globe. However, social media platforms had in their own 

style, reduced the efforts of the people. The major phenomena for advertising 

through social media platform were in terms of Higher education. Difference 

courses were advertised and people started enrolling themselves for various 

online courses. The main aim of the present research study is to highlight the 

present situation with regards to digital marketing and its effects on the buying 

patterns of the consumers so that the marketers will implement the necessary 

strategies required to rule the global competitive market.  

Literature review 

Asma, et. al (2018), in their paper on “Impact of Social Media Marketing on 

Consumer Buying Behaviour – A Study”, highlights the fact that the companies 

require social media platform to reach to their customers. The companies are 

very much depending on such platforms to increase their profitability. According 

to the authors, social media marketing has even been beneficial to the 

consumers, who are having wide range of choices to make their purchase. The 

marketing done through social media helps them to compare the products across 

the companies. This enables them to make bet decision in terms of buying the 

products. [1] Deshpande, M. (2019), “The Impact of Advertisement on Consumer 

Buying Behaviour in Electronic Industry”, in their paper the authors explore the 

promotional channels used by the electronic industry to advertise their products. 

There is huge competition in the market. The authors highlight he increase in 

technology to influence the buying behaviour of the customers. The study aims at 

creating awareness and building the perceptions among the consumers. [2] 

Ceesay, et. al (2018), in their paper on “The Impact of Digital Media Advertising 

on Consumer Behaviour Intension towards Fashion and Luxury Brands: Case of 

the Gambia” are using the sample from Gambia. They try to explore the impact 

of digital marketing on consumer intention of purchase of fashion and luxury 

items. The study revolves around the usage of new methods implemented in 

marketing with the help of digital platform. The author carries on the research 
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by studying various factors such as familiarity of the brands, trust, the 

consumers have in advertisers, privacy, how entertaining is the digital 

advertisement and interactivity among the consumers and the producers.[3] 

Pallav (2016), in his paper on “Impact of Media Advertising on Consumer Buying 

Behaviour”, has highlighted how various factors of advertising like presentation 

of products to consumer affect the buying behaviour of consumers. In the paper 

author explains how through effective tools of advertising consumers can be 

influenced to buy the products. Researcher had collected the primary as well as 

secondary source through observations. The main objective of the research is 

that factor which affects buying behaviour of consumer due to media influence. 

There are various types of media advertising. [4] Haider, et. al (2018), in the 

paper on “A Study on the Influence of Advertisement on Consumer Buying 

Behaviour”, highlighted the implications of advertising on Consumer buying 

behaviour. The main objective of the paper is to study how effects of 

entertainment, familiarity, and advertisement and social media influence on 

consumer buying behaviour. Authors had pointed out some important factors 

such entertainment, familiarity, social imaging and advertisement spending 

affects the consumer behaviour. If all this factors considered before each 

advertisement will create effective approach. Through random sampling method 

data were collected from the people of Dhaka city. Through data analysis it is 

found that familiarity has the most powerful impact on Consumer behaviour, 

followed by entertainment and advertising spending. It is concluded that the 

advertising has the most crucial role in buying behaviour of the consumers and 

what products they wish to buy for that it is advisable to companies to consider 

all the factors which make the advertisements. [5] Harshini, (2015), “Influence of 

Social Media ADS on Consumer Purchase Intention”, have highlighted 

characteristics of online ads and its effects on consumer purchase. In today’s 

world use of internet is globally expanding and is increasing more and more. 

Internet use gives a handy way to channelize the advertisement through the 

social media. Medium of advertisement is shifting from traditional media such as 

print, magazine to digital media advertisement and this has the global out reach. 

[6] Bokde, et. al (2019), in their paper on “To Study the Impact of Digital 
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Marketing on Purchase Decision of Youth in Nagpur City”, mentions that 

internet along with mobile phones, display advertising and other digital medium 

forms the part of the digital technology influencing the consumer behaviour. E-

marketing and interactive marketing are the most preferred channels by the 

marketers, because they enable the direct linkage with the consumer preferences 

and satisfaction instantly. Through such portals the marketers are able to tract 

the on-going trend in the market and make necessary strategies to establish 

themselves in the market. [7] 

Objectives of the Study 

With the aim of understanding the I pact of social media marketing on the 

consumer buying pattern, during the outbreak of Covid – 19 pandemic, the main 

objectives of the present study are –  

1. To study the impact of Covid – 19 on Social media marketing and its effects 

on buying patterns of the consumers in Mumbai suburbs.  

2. To assess the change in the marketed and buying products/ services due to 

lockdown for Covid-19 pandemic in Mumbai suburbs.  

Data and Methodology for the study 

For the present research paper, both primary and secondary data was used. 

Primary data was gathered from a structured chose ended questionnaire, which 

was circulated among 100 respondents via Google forms in Mumbai suburbs. The 

responses were collected by using random sampling method in the second week 

of June 2020. These responses were analysed using graphical description 

analysis and the results were presented in a tabular form. Further the secondary 

data was used to compliment the findings analysed by processing the primary 

data. The researcher then concluded the paper by suggesting some marketing 

strategies to the online marketers to improve their sales.  

Findings and Discussions 

For the present research study total 100 respondents across the Mumbai suburbs 

were surveyed with the help of Google form, of which 50 males and 50 females 

have responded to the survey. The respondents belonged to various age groups. 

The main purpose of the study was to investigate the effect of COVID – 19 on 

social media marketing, thus, it was felt by the researcher to interrogate various 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

803 

Mrs. Dipali V. Patil 
 

people in different age category, who can share their understanding on social 

media marketing. Out of the total respondents maximum of the people belong 

ted to age group of less than 25 years (55 percent), Nearly 33 percent belonged to 

age group of 26 to 35, 11 percent belonged to age group of 36 to 45 and only 2 

percent belonged to age category of above 55. Similarly, it was found that these 

respondents were having an average range of income. Nearly 71 percent of the 

respondents were having an average family income of less than Rs. 30000 per 

month, nearly 17 percent are having income range of Rs. 30,000 to Rs, 60,000 per 

month, 8 percent respondents are having income range of Rs. 60,000 to Rs. 

90,000 per month and only 4 percent are having income of more than Rs. 90,000.  

While surveying it was also found out that though all the respondents were 

having a social networking account, but only 96 percent of them were using that 

in their day to day life. When interviewed it was found that they use such social 

media platform for various purposes like shopping, online training, online 

learning, to connect with friends, to increase their awareness of general 

understanding, etc. Only 4 percent respondents said that though they have social 

media account on some or the other platform, but they do not use it frequently.  

 

Graph1 

From the above graph 1, it can be observed that respondents were having 

their social networking account on more than one platform. However, it was also 

noted that Facebook users are larger as compared to any other platform. Nearly 

77 percent respondents are having their account on Facebook. Apart from this 
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they are also having account on Instagram (69 percent), Google + (40 percent), 

Twitter (26 percent) and other platforms (11 percent).  

 

Graph 2 

The above graph 2 reveals the fact that people like spending maximum time on 

such social networking platforms. Only 23 percent respondents relied that they 

use these platforms for less than 1 hour, 34 percent of the respondents believed 

that they use such platforms for less than 2 hours, 30 percent said that they use 

it for less than 4 hours and remaining 13 percent use it for more than 5 hours a 

day. By interviewing on telephone, it was noted that during the lockdown period, 

their social media usage have increased to double. They are using social media 

platforms for entertainment as well as a source of surfing new ventures.  

 

Graph 3 

The above graph 3 signifies the fact that Instagram remains favourite among the 

people from Mumbai suburbs among other social media platforms. Nearly 53 

percent respondents use instagram more frequently than Facebook, which is 

used by 22 percent respondents, Google + used by 10 percent respondents and 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

805 

Mrs. Dipali V. Patil 
 

Twitter used by 2 percent respondents. Instagram seems more appealing to the 

respondents particularly in the age category of less than 25 years who are the 

graduation and post-graduation students. Facebook is more often used by middle 

age people. At the same time the respondents were also asked on effectiveness of 

information of the products/ services and ideas which are marketed through the 

social media. Nearly 47 percent respondents felt that they are able to understand 

each aspect of the product/ service/ idea they are willing to purchase. Due to 

competition on online marketing, the marketers are trying to bring out the best 

possible of their efforts to retain their consumer base. In this attempt, they are 

furnishing all the information as far as possible, related to the products, so that 

the consumers do not switch over to other company in search of more 

information. By providing maximum information, the marketers are trying to 

stop the search of the consumers and purchase for their company itself. Apart 

from this, nearly 66 percent of the respondents see that there is a change in the 

products/ services and ideas advertised by the social media marketers during the 

lockdown period due to Covid – 19 situations.   

 

Graph 4 

During the lockdown period, the most frequently marketed products/ services/ 

ideas included Health care products, as mentioned by 34 percent respondents 

and even online courses (34 percent respondents marked the same). They feel 

that due to the need of the hour, the most common commodities marketed were 

hand sanitizers, soaps, hand wash, cleaning agents, etc. It was very strange to 

see that the online educational and vocational courses were also marketed at its 
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best during the lockdown period. Nearly 34 percent of the respondents are of the 

view that they having seen emerging aspects of online courses through webinars 

on social networking platform during the lockdown period.  Apart from that as 

people were not able to step out of their house, the marketers thought that they 

could earn better on profit margin if they are able to market the grocery online 

and sell it to the doorsteps of the consumers. Nearly 19 percent of the 

respondents felt that grocery are marketed frequently as compared to the non-

pandemic situation, because, it is the most important need of the consumers 

during the pandemic situation. The luxurious items including apparels and 

electronic products are not much marketed during this period. One significant 

point which was noticed was that the insurances (both life as well as health) 

were not much marketed. Finally it was inferred from the survey that social 

media marketing is considered safe from the point of view of the marketers. They 

are able to influence more than 50 percent of the respondents.    

Recommendations 

It can be recommended to the marketers to take maximum benefit of 

social media advertisements. Most importantly they need to place the ads which 

are more contextual and targeted. They need to see that the products/ services/ 

ideas are in real need and none of the other marketer is putting forward such 

products. Even if they come up with the very same product, their showcase of the 

features of the products needs to be more logical. The consumers do not at all 

like the advertisements which has meaningless base. Celebrity endorsements 

can be increased on a maximum scale, to attract the consumers. The 

advertisements need to be related to everyday life. Story ads can have more 

impact on consumers. The marketers can more frequently use the Facebook page 

for marketing their products/ services because that is the most frequently used 

platform. This will help the marketers to gain targeted conversations. With this 

they can even send personalised offers to their consumers. The display 

advertisements need to focus on the real aspects of daily life.  

Conclusion 

It can be concluded that social media marketing has its own role to play in 

the modern day world, not only during the pandemic situation, but in general 
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also. The most important aspect is that, in recent times, particularly in the city 

like Mumbai, people have limited time to go for retail shopping to the stores. 

They prefer to make their purchases online, using advertisements from the social 

media platforms. They get to know the products/ services/ ideas they are in need 

of, through such platforms. Thus, with full information they are able to step in 

their purchase decisions. At the same time, it was seen that they are able to get 

specialised offers whenever they are using the channels regularly. This adds up 

on their discounts. Gift coupons and vouchers are also available for them. It is 

possible for them to compare between the products, marketed by two different 

firms, thus enabling them to choose the best according to their requirement. All 

this simply denotes the fact that social media marketing is influencing the 

consumers to make the best purchasing decisions.  
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Abstract 

Digital marketing also known as online marketing is a 

marketing component that uses the internet and online based 

digital technologies such as computers, laptops, smart phones and 

other digital media and platforms to promote products, services, 

concepts and brands. Though, it is founded during 1990s and 2000 

it has become glorious in the era of 2020 when the world is struck 

with the inevitable pandemic. We are forced to remain at our places 

and resume our work using online platforms. In the field of digital 

marketing this pandemic provides many opportunities as there is 

increase in the numbers of social media users who are the potential 

buyers for them. To connect with these buyers they employ many 

strategies and using vernacular language is one of them. In the 

present paper the researcher is trying to evaluate the role of 

vernacular language in digital marketing and how English is 

replaced by vernacular language.  

Keywords: Digital marketing, vernacular language, advertisement, lingua 

franca, etc. 

Introduction: 

 Digital marketing also known as online marketing is a marketing 

component that uses the internet and online based digital technologies such as 

computers, laptops, smart phones and other digital media and platforms to 

promote products, services, concepts and brands. It is nothing else but old wine 

in a new bottle. This is all about advertisement using latest means of 

communication. Though, it is founded during 1990s and 2000 it has been at the 

peak in the era of 2020 when the world is struck withthe inevitable pandemic. 

We are forced to remain at our places and resume our work using online 

platforms. In the field of digital marketing this pandemic provides many 

opportunities as there is increase in the numbers of social media users who are 

the potential buyers for them. To connect with these buyers they employ many 

strategies and using vernacular language is one of them.  



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

810 

Dr. Tejaswini Ram Tupe 
 

 

Digital Marketing: 

Digital or online marketing is an umbrella term comprising various types 

of marketing of products, services and concepts using internet. It is often 

referred as „web marketing‟ or „online marketing‟. Gheorghe Minculete and 

Polixenia Olar quoted Kotler‟s definition of digital marketing, in their paper 

„Approaches to the Modern concept of Digital Marketing‟ as, “Digital marketing as 

a concept highlights a set of profile processes that embrace all the digital 

channels available to promote a product or services, or to build a digital 

brand”.(1) It includes various facets as search Engine Marketing, Social Media 

Marketing, Content Marketing, E-mail Marketing, Mobile Marketing etc. This 

type of marketing creates opportunities for companies to expand their business 

by recognizing and understanding customer requirements. The future of this 

sector is lavishing. According to the survey of statista.com the digital marketing 

Industry across India had a market size of around 199 Billion Indian Rupees in 

the financial year 2020, up from just 47 Billion Indian Rupees in Financial Year 

2015. This was projected to go up to around 539 Billion Indian Rupees by 

financial year 2024.(2) 

Importance of vernacular language: 

English is a lingua franca as it is spoken by large population throughout 

the world and it has gained a status of office language in India.Nonetheless, 

there are non-English speakers who are the target audience of digital marketers 

for whom they create content in vernacular languages. Vernacular language 

refers to a language spoken by people inhabiting in a particular region or area. It 

is known as native, regional or local language. In India, where we find various 

regional languages and dialects that represent particular state, the task of 

digital marketers becomes complex. At initial stage English is the only language 

used for social media marketing. But it is spoken mostly in the metro cities like 

Delhi, Mumbai, Calcutta, Chennai, Bangalore etc. so they use vernacular 

languages to appeal to the masses for increase in their sale. The importance of 

vernacular languages in promoting brands is accentuated by Priyanka Singh in 
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her blog “Why Brands are Harnessing the Power of Vernacular Content 

Marketing?” where she put forth following facts: 

1. According to statista.com, the 77% of the internet users in 2020 were from the 

lower tiers of India. 

2. As per BBC, only 10% of the Indian population speaks English. 

3. According to Financial Express, 90% of internet users in India prefer to 

consume content in their local language. 

4. According a report prepared by Kantar, rural India had more active internet 

users -264 million by May 2020, more than urban India‟s 210 million. 

5. As per Google India, 9 out of 10 new internet users in the country are 

consuming online content in Indian languages.(3) 

The above data exemplifies the need of using vernacular languages. As the 

numbers of internet users are increasing in rural area digital marketers should 

outreach regional languages rather than stick to English only. If we want to 

connect to the people we should use the language that appeals them emotionally 

and people feel more comfortable in their mother tongue. Sapna Chadha, Senior 

Director of Marketing for SEA & India, Google, explains in one of her interviews 

about how vernacular languages are taking lead on Youtube. With over 500 

million Indians online now and with time spent online only going up, we are 

seeing a preference for choosing to consume in local language and there is no 

better place than Youtube to do this. We‟re inspired by how advertisers are 

leaning into this and choosing a local language over English today.(4) She gives 

clear indications that people are demanding contents as well as advertisements 

in their language. If this continues for a long period English language will be 

definitely replaced by local languages. She also hints that India‟s digital 

transformation will be incomplete if English proficiency becomes a hurdle. 

Language is the powerful medium of communication which can attract the 

target customers when the message is disseminated effectively but if it fails to do 

so the customers will turn away from the product or services offered. When we 

use second language for promoting our products or services there is a possibility 

that the message is being misinterpreted or fails to convey desired meaning. This 

https://www.statista.com/statistics/750981/india-share-of-internet-users-by-tier/
https://www.bbc.com/news/magazine-20500312
https://www.financialexpress.com/brandwagon/90-of-internet-users-in-india-prefer-to-consume-content-in-their-local-language-google/2220097/
https://www.thehindubusinessline.com/opinion/the-business-of-online-content-going-vernacular/article34334963.ece
https://www.thehindubusinessline.com/opinion/the-business-of-online-content-going-vernacular/article34334963.ece
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risk can be reduced by using regional or vernacular language. In this regard 

Caroline Greyling, a research student, states: 

Research has established that consumers‟ level of language identification and 

language understanding influences brand perception (Puntoni, et al, 2009). For 

many bilingual and multilingual speakers, it may seem obvious that, one‟s native 

language possesses emotional qualities that secondary or tertiary languages do 

not (Puntoni, et al, 2009).(5) 

Keeping in the view this risk many companies are campaigning their 

advertisements in regional or vernacular languages. Social platforms like 

Facebook and Google have already started using regional languages to connect 

more people. Companies like Amazon, WhatsApp, and Lufthansa, to name few, 

offers digital advertisements in regional languages to take their sales graph 

upward. It is interesting to note that Lufthansa has witnessed 30% passenger 

growth in India by merely promoting their advertisement in Hindi language and 

creating a microsite in native languages. Amazon also launches the 

advertisement related to silbatta in Hindi language which is appealing and 

expressive because we do not have perfect substitute words in English language 

for the objects we need in our daily routine. This problem is evoked by the digital 

marketers to introduce their Hindi version of the App. WhatsApp is the next 

example who welcomes the change by allowing customers to change their 

language within the App, the respond of the customers to this move is 

overwhelming. Approximately 200 million monthly users change their language. 

These examples indicate the increasing demand of vernacular content in the field 

of digital marketing. 

Conclusion: 

 Thus, we can say that to overcome the language barriers digital marketers 

use vernacular languages. They promote their products, services, concepts and 

brands in regional language to consume local market.Over a period of time the 

English language is replaced by vernacular language to meet the needs of 

customers. Marketers have realized that people prefer to purchase products and 

services which are introduced in their regional languages because they believe 
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such products are more trustworthy. In this way vernacular language is 

becoming influential in digital marketing. 
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Lkkjka'k 

efgyk l'kähdj.k ls tqM+s lkekftd] vkfFkZd] jktuSfrd vkSj 

dkuwuh eqíksa ij laosnu'khyrk vkSj ljksdkj O;ä fd;k tkrk gSA 

l'kähdj.k dh çfØ;k esa lekt dks ikjaifjd fir`lÙkkRed –f"Vdks.k ds 

çfr tkx:d fd;k tkrk gS] ftlus efgykvksa dh fLFkfr dks lnSo derj 

ekuk gSA oSf’od Lrj ij ukjhoknh vkanksyuksa vkSj ;w,uMhih vkfn 

varjkZ"Vªh; laLFkkvksa us efgykvksa ds lkekftd lerk] Lora=rk vkSj U;k; 

ds jktuhfrd vfèkdkjksa dks çkIr djus esa egRoiw.kZ Hkwfedk fuHkk;h gSA 

efgyk l'kähdj.k] HkkSfrd ;k vkè;kfRed] 'kkfjfjd ;k ekufld] lHkh 

Lrj ij efgykvksa esa vkRefoÜokl iSnk dj mUgsa l'kä cukus dh çfØ;k 

gSA 

çLrkouk 

vkt ds vkèkqfud le; esa efgyk l'kfädj.k ,d fo'ks"k ppkZ dk fo"k; gSA 

gekjs fofHkUu xzaFkksa esa ukjh ds egÙo dks ekurs gq, ;gk¡ rd crk;k x;k gS fd ;= 

uk;ZLrq iwT;Urs jeUrs r= nsork%& vFkkZr tgk¡ ukjh dh iwtk gksrh gS] ogk¡ nsork fuokl 

djrs gSA ysfdu foMEcuk rks nsf[k, ukjh esa bruh 'kfä gksus ds ckotwn Hkh mlds 

l'kfädj.k dh vR;ar vko';drk eglwl gks jgh gSA efgykvksa ds vkfFkZd l'kfädj.k 

dk vFkZ muds vkfFkZd QSlyksa] vk;] laifÙk vkSj nwljs oLrqvksa dh miyCèkrk ls gS] bu 

lqfoèkkvksa dks ikdj gh og vius lkekftd Lrj dks Å¡pk dj ldrh gSaA jk"Vª ds fodkl 

esa efgykvksa dk egÙo vkSj vfèkdkj ds ckjs esa lekt esa tkx#drk ykus ds fy;s ekr` 

fnol] varjkZ"Vªh; efgyk fnol vkfn tSls dbZ lkjs dk;ZØe ljdkj }kjk pyk, tk jgs 

gSaA efgykvksa dks dbZ {ks= esa fodkl dh t#jr gSA Hkkjr esa] efgykvksa dks l'kä cukus 

ds fy, lcls igys lekt esa muds vfèkdkjksa vkSj ewY;ksa dks ekjus okyh mu lHkh 
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jk{klh lksp dks ekjuk t#jh gS] tSls – ngst çFkk] vf'k{kk] ;kSu fgalk] vlekurk] Hkzw.k 

gR;k] efgykvksa ds çfr ?kjsyw fgalk] oS';ko`fr] ekuo rLdjh vkSj ,sls gh nwljs fo"k;A 

vius ns'k esa mPp Lrj dh ySafxd vlekurk gSA tgk¡ efgyk,¡ vius ifjokj ds lkFk gh 

ckgjh lekt ds Hkh cqjs crkZo ls ihfM+r gSA Hkkjr esa vui<+ks dh la[;k esa efgyk,¡ 

lcls vOoy gSA ukjh l'kfädj.k dk vlyh vFkZ rc le> esa vk;sxk tc Hkkjr esa 

mUgsa vPNh f'k{kk nh tk,xh vkSj mUgsa bl dkfcy cuk;k tk,xk fd oks gj {ks= esa Lora= 

gksdj QSlys dj ldsaA 

ewy 'kCn&efgyk] l’kfDrdj.k 

Hkkjr esa efgyk l’kfDrdj.k 

l'kfädj.k ,d çfØ;k gS ftlesa ukjh vius thou ij }kjk fu;a=.k djrh gS] 

vFkkZr~ l'kfädj.k cnyko dks lqxe cukrk gSA l'kfädj.k ,d ,slh vuqHkwfr gS] tks 

fdlh Hkh efgyk dks vius y{; dh çkfIr ds fy;s ekufld :i ls lfØ; cukrk gSA 

laLFkkxr ifjis{; esa l'kfädj.k okrkoj.k ds lkFk rkyesy djrs gq;s oSlh ifjfLFkfr;ksa 

dk fuekZ.k djrk gSA tgka efgyk,a vius lkeZF; ,oa ;ksX;rk ds vkèkkj ij vius lius 

dks lkdkj dj ldrh gSaA ukjh dk ekuo dh –f"V esa gh ugha cfYd lekt vkSj jk"Vª ds 

fuekZ.k esa egRoiw.kZ ;ksxnku gSA ns'k dk lexz fodkl efgykvksa dh Hkkxhnkjh ds fcuk 

laHko ugha gSA efgykvksa }kjk jk"Vª fodkl dh èkkjk esa lfØ; Hkwfedk fuHkkbZ tkus ls gh 

jk"Vª dk lokZaxh.k fodkl le; gSA bl lacaèk esa if.Mr] usg: dk dFku gS fd- ;fn 

turk esa tkx`fr iSnk djuk gS rks igys efgykvksa dks tkx`r djks ns vkxs c<+rh gS rks 

ifjokj vkxs c<+rk gS- xk¡o 'kgj vkxs c<+r gS vkSj lkjk ns'k vkxs c<+rk gSA  

efgyk l'kfädj.k dk rkRi;Z gS efgykvksa dks iq#"kksa ds cjkcj oSèkkfud] 

jktuhfrd] 'kkjhfjd] ekufld] lkekftd ,oa vkfFkZd {ks=ksa esa muds ifjokj] leqnk;] 

lekt ,oa jk"Vª dh lkaL—frd i`"BHkwfe esa fu.kZ; ysus dh Lo;rrk ls gksrk gSA Hkkjr esa 

efgyk l'kfädj.k dk çkjafHkd mís'; efgykvksa dh lkekftd ,oa vkfFkZd n'kk dks esa 

lqèkkj djuk gksrk gSA efgyk dk fdlh Hkh {ks= esa çfr iwjs ?kj ifjokj lekt ,oa jk"Vª dh 

çxfr ekuh tkrh gSA egkRek xk¡èkh th dFku gS fd&^^tc rd Hkkjr dh efgyk,¡ 

lkoZtfud thou esa fgLlk ugha ysaxh] ns'k fodkl ugha dj ldrkA^^ 1 efgyk 

l'kfädj.k dh voèkkj.kk ewyr% efgykvksa dh detksj fLFkfr esa lqèkkj ds ifj.kkeLo:i 

mRiUu gqvk gSA efgyk,¡ tks foÜo dh vkèkh vkcknh dk çfrfufèkRo djrh gSa] yxHkx 
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lEiw.kZ foÜo esa Hksn&Hkko] vU;k; ,oa vlekurk ds pØO;wg esa lfn;ksa ls xzflr jgh 

gSaA orZeku esa efgyk,¡ viuh detksj] HksnHkko ,oa vlekurk ds fo#) vkokt mBkus 

yxh gSaA orZeku esa ;g Lohdkj fd;k tkus yxk gS fd jk"Vª ,oa foÜo dk okLrfod 

fodkl efgykvksa ds l'kfädj.k ds ekè;e ls gh laHko gks ldrk gSA veR;Z lsu us 

bl ckr ij tksj fn;k gS fd vkt foÜo ds fofHkUu ns'kksa dk fodkl çfØ;k esa efgyk 

l'kfädj.k fuf'pr :i ls ,d egRoiw.kZ eqík gSA efgykvksa ds vkfFkZd l'kfädj.k dk 

rkRi;Z mudh vkfFkZd :i ls vkRefuHkZjrk ,oa l'kä {kerk ls gSA ;g rHkh laHko gS 

tc efgyk viuk Je mRiknd dk;Z esa ç;ksx djs] pkgs çkFkfed {ks=] f}rh;d {ks= ;k 

r`rh;d {ks= gks] viuk mfpr ikfjJfed fgLlk lekurk ls çkIr djsA efgykvksa ds 

vkfFkZd l'kfädj.k ds fy, mUgsa tehu&tk;nkn] cSad [kkrk] cpr] fuos'k esa fu.kZ; 

ysus lEifÙk ij leku vfèkdkj gksuk pkfg,A Hkkjrh; lekt esa yacs le; ls çpfyr 

HksnHkko ,oa iq#"kksa ds opZLo dh otg ls efgykvksa dk muds ifjokjksa ,oa ;gka rd fd 

iwjs lekt esa neu dk lkeuk djuk iM+k gSA le;&le; ij mUgsa fgalk ,oa ifjokj ds 

iq#"k lnL;ksa }kjk fofHkUu çdkj ds HksnHkkoksa dk Hkh lkeuk djuk iM+rk jgk gSA nqfu;k 

ds dbZ vU; ns'kksa esa Hkh yxHkx ,slh gh fLFkfr gSA dqN ;wjksih; ns'kksa dks NksM+dj nqfu;k 

ds T;knkrj ns'kksa esa Hkkjr ds leku gh efgyk,¡ xaHkhj ySafxd HksnHkko dh f'kdkj gSaA 

cgqr nwj gS eafty% xzkeh.k {ks=ksa esa rks efgykvksa dh fLFkfr vkSj Hkh cqjh gS vkSj lkFk gh 

vFkZO;LFkk esa mudk ;ksxnku Hkh ux.; gSA gkykafd os ns'k dh vkcknh dk yxHkx 50% 

gS ysfdu mUgsa muds liuksa dks lkdkj djus ds fy, i;kZIr vfèkdkj ugha fn, x, gSa 

vkSj bl otg ls mUgsa mudh {kerkvksa dk iwjk çn'kZu djus dk ekSdk Hkh ugha fey 

ikrkA bu gkykrksa esa] ge ;g fuf'pr :i ls dg ldrs gSa fd gekjk ns'k ,d fodflr 

jk"Vª rc rd ugha cu ldrk tcrd ge efgykvksa dks l'kä cukus dh fn'kk esa lgh 

ek;uksa esa ç;kl uk djsaA efgykvksa dks lHkh {ks=ksa esa fodkl ds leku volj miyCèk 

djk, tkus dh vko';drk gSA 

ifjorZu dh vksj% efgykvksa dks gj èkeZ esa ,d fo'ks"k ntkZ fn;k x;k gS mlds 

ckotwn lfn;ksa ls lekt esa efgykvksa ds f[kykQ dbZ cqjh çFkk,a çpyu esa jgh gSaA 

ysfdu vc ldkjkRed ifjorZu –f"Vxkspj gksuk çkjaHk gks pqdk gS vkSj fir`lÙkkRed 

ç.kkyh èkhjs&èkhjs lekfIr dh vksj vxzlj gSA efgyk,a vc [kqn ds fy, lkekftd ,oa 

jktuhfrd vfèkdkjksa] tSls fd dke djus dk vfèkdkj] f'k{kk dk vfèkdkj] fu.kZ; djus 
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dk vfèkdkj] vkfn dh ekax dj jgh gSaA fofHkUu ljdkjksa us efgykvksa dh enn ds fy, 

dbZ laoSèkkfud vkSj dkuwuh vfèkdkj Hkh ykxw fd, gSa] rkfd efgyk,a ,d lkFkZd ,oa 

mís';iw.kZ thou th ldsaA vc efgykvksa dh vius vfèkdkjksa ds çfr tkx:drk c<+ jgh 

gS vkSj bl fn'kk esa ç;kljr fofHkUu xSj ljdkjh laxBuksa ,oa Lo;alsoh laLFkkvksa dk 

vfHkHkkZo bldk çek.k gSA O;fäxr Lrj ij Hkh efgyk,a vc neu ds caèkuksa dks rksM+rs 

gq, vius vfèkdkjksa ds fy, viuh vkokt cqyan dj jgh gSaA Lo;a lgk;rk lewg ,d 

,slk ekè;e gS ftldh lgk;rk ls efgykvksa us ,d ubZ igpku cukbZ gSA blds lkFk gh 

Lo;a lgk;rk lewg us lewg dh efgykvksa dks vU; efgykvksa ds lkFk vius lEcUèkksa dks 

etcwr djus rFkk ,d nwljs dh enn djrs gq, vius y{;ksa dks çkIr djus esa fo'ks"k 

;ksxnku fn;k gSA vc rd gq, fofHkUu çdkj ds vè;;u bl ckr dks bafxr djrs gSa fd 

lewg cuus ds ckn rFkk bldh lnL; cuus ds ckn efgykvksa dh lkekftd iwath 

¼dYpjy dSfiVy½ esa o`f) gqbZ gS vr% çLrqr isij Loa; lgk;rk lewg cuus ds ckn 

efgykvksa ds thou esa vk;s ifjorZuksa dks le>us dk ç;kl djsxk tksfd lk{kkRdkj rFkk 

voyksdu ij vkèkkfjr gksxkA  

bl fn'kk esa Lo;a lgk;rk lewg efgyk l'kfädj.k dh çfØ;k esa egRoiw.kZ 

Hkwfedk fuHkk jgs gSa ftlesa ckaXykns'k ds çfl) vFkZ'kkL=h eqgEen ;quql dk ç;kl 

mYys[kuh; jgk gSA bUgksaus 1970 ls gh y?kqfoÙk vkUnksyu dh 'kq#vkr dh Fkh ftlds 

rgr xjhcksa] fo'ks"kdj vkSjrksa dks fcuk fdlh 'krZ ds _.k nsus dh O;oLFkk dh x;h vkSj 

vkt y?kqfoÙk vkanksyu foÜo ds 7 gtkj laLFkkvksa }kjk pyk;k tk jgk gS] ftlls 

yxHkx 1 djksM+ 6 yk[k yksxksa dks jkstxkj fn;k tk pqdk gSA ¼JhokLro] 2008½ 

okLro esa Lo;a lgk;rk lewg  xk¡o ds O;fä;ksa dk ,d ,slk laxBu gS tks viuh bPNk 

ls laxfBr gksdj fu;fer :i ls FkksM+h&FkksM+h cpr dj lkewfgd fufèk esa tek djrs gSa 

rFkk ftldk mi;ksx lnL;ksa dh vkdfLed vko';drk dh iwfrZ ds fy, fd;k tkrk gSA 

bl çdkj lewg ds lnL; g¶rs vFkok eghus esa ,d ckj cSBd dj fofHkUu fo"k;ksa ij 

ppkZ dj ,d nwljs dh leL;kvksa dk lekèkku djrs gSa] ftlls ;s efgyk;sa xjhch] 

csjkstxkjh rFkk fuj{kjrk ds pØO;wg ls fudydj l'kfädj.k dh fn'kk esa dne c<+k 

jgh gS vkSj u dsoy vkfFkZd cfYd lkekftd ,oa jktuSfrd vk;keksa ij Hkh l'kfädj.k 

dh vksj vxzlj gSaA  
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4 o"kZ 2001 dks efgyk l'kfäj.k o"kZ ?kksf"kr dj ns'k dh vkèkh vkcknh dks 

lEekfur djus dk ;Fkksfpr ç;kl fd;k FkkA efgyk l'kfädj.k le`) efgyk lekt esa 

tula[;k fu;a=.k rFkk ns'k dh 50 çfr'kr vkcknh dks lk{kj cukdj f'k{kk ds Lrj dks 

Åij mBkus tSlh dbZ ;kstuk,a efgykvksa dks l'kä cukus ds fy;s laHko çrhr gksrh gSA 

vr% blh ds eísutj efgykvksa dh vkokt dks yksdra= ds lokZsPp eafnj esa çfrf"Br 

djus gsrq efgykvksa ds fy;s laln ,oa foèkkue.My esa 33 çfr'kr vkj{k.k dk çkoèkku 

fd;k x;kA vuqPNsn 330 esa çLrkfor 84osa lafoèkku la'kksèku ds tfj;s yksdlHkk 

jktuhfr ds mPp Lrjksa igqapus ds fy;s ,d frgkbZ vkj{k.k miyCèk djkus gsrq Hkh ç;kl 

fd;s x;s FksA dsoy blfy, D;ksafd orZeku le; esa laln esa lHkh nyksa dh efgyk,a 

fdlh Hkh eqís ij ,d tqV gksdj lkeus vk jgh gS] vkSj mudk fojksèk dj ikuk eqf'dy 

gSA nwljh vksj lkekftd Lrj ij lfØ; efgykvksa us jktuhfrd nyksa dks bl ckr dk 

vkHkkl djk;k gS fd mudk Hkh viuk ,d oksV cSad gSA ftldh otg ls efgykvksa ds 

fgr esa lkspuk lHkh jktuhfrd nyksa ds fy;s T;knk t:jh gks x;k gSA ysfdu bl lacaèk 

esa ckj&ckj vMpus Mkyh xbZ ftlls efgykvksa ds i{k esa ldkjkRed lksp dk çkoèkku 

t:jh gks x;k gSA efgyk l'kfädj.k dh ;g voèkkj.kk euksoSKkfud rkSj ij t:j 

vkdZ"kd yxrh gS ysfdu efgykvksa dh lkekftd] vkfFkZd vkSj jktuSfrd fLFkfr lqèkkjus 

ds fy;s efgyk vkj{k.k foèks;d furkar vko';d gS] gkykafd foèks;d esa efgyk 

l'kfädj.k ls lacafèkr reke eqíksa dks 'kkfey fd;k x;k gS ysfdu jktusrkvksa }kjk 

dsoy efgykvksa ds laln ,oa foèkkulHkkvksa esa lhVksa vec ab vkj{k.k ds vykok dbZ 

çkFkfed leL;k,a gSa ftldk funku fd;k tkuk vHkh ckdh gS] bl vkj{k.k ls uxjh; 

,oa f'kf{kr efgykvksa dks ykHk fey jgk gS og xzkeh.k ,oa vf'kf{kr efgykvksa dks gh 

ugha lHkh dks ek= euksoSKkfud lq[k gSa rFkk blls efgyk leqnk; dh fLFkfr esa xq.kkRed 

ifjorZu dh o`f) gks jgh gSA efgyk leqnk; dks çtkrkaf=d laLFkkuksa ds lkFk&lkFk 

'kkldh; ukSdfj;ksa esa rks 33 çfr'kr dk vkj{k.k çkIr gSA ;fn okLro esa ns[kk tk;s rks 

efgyk dks ysdj flQZ efgykvksa ds uke ij mlh çdkj jktuhfr gks jgh gS tSlk fd 

eqfLye oksVksa ds fy;s gksrh FkhA efgykvksa dh lkekftd] vkfFkZd vkSj jktuhfrd fLFkfr 

lqèkkjus ds fy;s dsoy vkj{k.k ;gh leL;kvksa dk laiw.kZ lekèkku ugha gS ftlds lgkjs 

vius O;fäRo dk LosPNk ls Lora=rk dk fuekZ.k dj ldsA ysfdu jktusrkvksa }kjk dsoy 

efgykvksa dks laln ,oa foèkkulHkkvksa esa lhVksa ds vykok dbZ çkFkfed leL;k,a gS 
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ftudh vkSj jktusrkvksa dk è;ku vklkuh ls ugha tkrk gSA tSls ngst mRihMu] de 

vk;q esa fookg rFkk ?kj ds ekeyksa esa efgykvksa ds QSlyksa dks rcTtksa u nsuk vke ckr 

gSA okLro esa ns[kk tk;s rks efgyk vkj{k.k foèks;d mUgha efgykvksa dks l'kä djus dh 

iSjoh djrk gS tks efgyk igys ls gh l'kä gSA D;ksafd jktuhfrd ds xfy;ksa esa ?kwerh 

efgykvksa dks laln esa fojkteku djuk efgyk l'kfädj.k ugha gSA vke efgyk vkt 

Hkh oSlh gh leL;kvksa ls tw>rh fn[kkbZ ns jgh gS tSls igys dh fLFkfr esa FkhA oSls Hkh 

laln esa igqaph efgyk,a vke efgykvksa dh leL;kvksa dks lqy>kus esa fdl gn rd 

lQy jgh gS bldk vanktk bl ckr ls yxk;k tk ldrk gS fd u Lo;a çèkkuea=h 

LoxÊ; bafnjk xkaèkh ,d yacs le; rd lÙkk esa jgus ds ckotwn Hkh efgykvksa dh laiw.kZ 

leL;kvksa dks lqy>kus esa vleFkZ jghA efgyk l'kfädj.k ds fy;s foèks;d ls T;knk 

t:jh gS lekt ds utfj;ksa esa ifjorZu dhA ysfdu tc rd fd iq:"kksa ds LokFkZ ;k 

vge lkeus ugha vkrsA buds lkeus vkrs gh iq#"k ukjh dks mRihfM+r djus ;k vHkæ 

O;ogkj djus ls ihNs ugha gV ldrkA ;g dke flQZ f'kf{kr vkSj xzkeh.k lekt esa gh 

ugha gksrk cfYd f'kf{kr lH; lekt esa Hkh fn[kkbZ nsrk gSA D;ksafd iq:"k rks ogh gS u 

tks efgyk dks dHkh vius ls Åij ns[kuk ugha pkgrk cfYd mlds Åij viuk vfèkdkj 

tekuk pkgrk gSA dbZ iq#"k efgyk vfèkdkjh ds varxZr vkus okys iq#"k deZpkjh efgyk 

ds vkns'k ds vuq:i dke djuk ilan ugha djrs cfYd mls viuh bPNkuqlkj pykuk 

pkgrs gSaA 

efgyk vfLerk efgyk ?kj ifjokj dh eku e;kZnk vkSj ftEesnkfj;ksa ls bruh 

vfèkd tdM+h gqbZ gksrh gS fd efgyk pkgs fdrus gh cM+s in ij igqap tk;s ;g vius 

pkjksa vksj yTtk] e;kZnk dh y{e.k js[kk [khap ysrh gSA bls og vko';drkuqlkj dk;Z 

djus esa vleFkZ gks tkrh gSA bafnjk xkaèkh] fdj.k csnh vkSj esèkk ikVdj tSlh l'kä 

efgyk,a de gh gksrh gS ysfdu ,slk inh gS\ flQZ vf'kf{kr o xzkeh.k efgyk,a gh ugha 

cfYd ukxfjd o mPp f'kf{kr efgyk,a Hkh viuk Lora= vfLrRo cukus ds ctk, iq#"kksa 

ds laj{k.k esa jguk ialn djrh gS ;k ;g dgk tk;s fd mudk ftl ekgkSy o fopkjksa ds 

chp ijofj'k gksrh gS mlds rgr os iq:"kksa dks gh viuk laj{kd eku ysrh gS tks efgyk 

bl ekufldrk ls ckgj fudydj lksprh gS] ;g dk;Z djrh gS og lekt esa ppkZ dk 

fo"k; cu tkrh gS tc lekt mldh bl ekufldrk dks rksM+us esa vlQy gksrk gS rks 

?kj o ifjokj ds ekè;e ls ncko cuk;k tkrk gSA 
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ifjdYiuk%& leku osru dk vfèkdkj& leku ikfjJfed vfèkfu;e ds vuqlkj vxj 

ckr osru ;k etnwjh dh gks rks fyax ds vkèkkj ij fdlh ds lkFk Hkh HksnHkko ugha fd;k 

tk ldrkA dk;Z&LFky esa mRihM+u ds f[kykQ dkuwu& ;kSu mRihM+u vfèkfu;e ds rgr 

vkidks ofdZax Iysl ij gq, ;kSu mRihM+u ds f[kykQ f'kdk;r ntZ djkus dk iwjk gd 

gSA dsaæ ljdkj us Hkh efgyk deZpkfj;ksa ds fy, u, fu;e ykxw fd, gSa] ftlds rgr 

ofdZax Iysl ij ;kSu 'kks"k.k ds f'kdk;r ntZ gksus ij efgykvksa dks tkap yafcr jgus 

rd 90 fnu dk iSM yho nh tk,xhA 

dU;k Hkzw.k gR;k ds f[kykQ vfèkdkj& Hkkjr ds gj ukxfjd dk ;g drZO; gS fd og 

,d efgyk dks mlds ewy vfèkdkj ^thus ds vfèkdkj* dk vuqHko djus nsaA xHkkZèkku 

vkSj çlo ls iwoZ igpku djus dh rduhd fyax p;u ij jksd vfèkfu;e ¼PCPNDT½ 

dU;k H:.k gR;k ds f[kykQ vfèkdkj nsrk gSA 

laifÙk ij vfèkdkj& fganw mÙkjkfèkdkjh vfèkfu;e ds rgr u, fu;eksa ds vkèkkj ij 

iq'rSuh laifÙk ij efgyk vkSj iq#"k nksuksa dk cjkcj gd gSA 

xfjek vkSj 'kkyhurk ds fy, vfèkdkj& fdlh ekeys esa vxj vkjksih ,d efgyk gS rks 

ml ij dh tkus okyh dksbZ Hkh fpfdRlk tkap çfØ;k fdlh efgyk }kjk ;k fdlh nwljh 

efgyk dh mifLFkfr esa gh dh tkuh pkfg,A 

efgyk l'kähdj.k& efgykvksa dk ikfjokfjd caèkuksa ls eqä gksdj vius vkSj vius ns'k 

ds ckjs esa lkspus dh {kerk dk fodkl gksuk gh efgyk l'kähdj.k dgykrk gS 

fu"d"kZ%& 

fu"d"kZr% ge dg ldrs gSa fd ftl rjg ls Hkkjr vkt nqfu;k ds lcls rst 

vkfFkZd rjDdh çkIr djus okys ns'kksa esa 'kqekj gqvk gS] mls ns[krs gq, fudV Hkfo"; esa 

Hkkjr dks efgyk l'kfädj.k ds y{; dks çkIr djus ij Hkh è;ku dsafær djus dh 

vko';drk gSA Hkkjrh; lekt esa lp esa efgyk l'kfädj.k ykus ds fy, efgykvksa ds 

fo#) cqjh çFkkvksa ds eq[; dkj.kksa dks le>uk vkSj mUgsa gVkuk gksxk tks lekt dh 

fir`lÙkked vkSj iq#"k ;qä O;oLFkk gSA ;g cgqr vko';d gS fd ge efgykvksa ds 

fo#) viuh iqjkuh lksp dks cnysa vkSj laoSèkkfud rFkk dkuwuh çkoèkkuksa esa Hkh cnyko 

yk,A Hkys gh vkt ds lekt esa dbZ Hkkjrh; efgyk,¡ jk"Vªifr] çèkkuea=h] ç'kklfud 

vfèkdkjh] M‚DVj] odhy vkfn cu pqdh gks] ysfdu fQj Hkh dkQh lkjh efgykvksa dks 

vkt Hkh lg;ksx vkSj lgk;rk dh vko';drk gSA mUgsa f'k{kk] vkSj vktknhiwoZd dk;Z 
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djus] lqjf{kr ;k=k] lqjf{kr dk;Z vkSj lkekftd vktknh esa vHkh Hkh vkSj lg;ksx dh 

vko';drk gSA efgyk l'kfädj.k dk ;g dk;Z dkQh egRoiw.kZ gS D;ksafd Hkkjr dh 

lkekftd&vkfFkZd çxfr mlds efgykvksa ds lkekftd&vkfFkZd çxfr ij gh fuHkZj 

djrh gSA vkt dh ukjh vc tkxzr vkSj lØh; gks pqdh gSA fdlh us cgqr vPNh ckr 

dgh gS ^^ukjh tc vius Åij Fkksih gqbZ csfM+;ksa ,oa dfM+;ksa dks rksM+us yxsxh] rks foÜo 

dh dksbZ 'kfä mls ugha jksd ik,xhA^^ orZeku esa ukjh us #f<+oknh csfM+;ksa dks rksM+uk 'kq: 

dj fn;k gSA ;g ,d lq[kn ladsr gSA yksxksa dh lksp cny jgh gS] fQj Hkh bl fn'kk esa 

vkSj Hkh ç;kl djus dh vko';drk gSA 

lanHkZ& 

1. vxzoky] vkj-lh- 2006] m|ferk] lkfgR; Hkou ifCy’klZ ,.M fMLVhC;wVlZ ubZ 

fnYyh i`-la-249&259A  

2. dqekj uhjt] dq:{ks=] ekpZ 2007] vad 5] efgykl’kfDrdj.k dh dqN        

dksf’k’ksa] i`-la-&10A 

3. eFkqj] ,l-ih-] 2010] Hkkjr esa m|ferk fodkl] fgekY;k ifCyf’kax gkml eqjknkckn] 

i`-la-89&100A 

4. izks- fof’k"V lfjrk] efgykl’kfDrdj.k] dYiuk izdk’ku ubZfnYyh] i`-la-&30A 
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शोध साराशं  

अइ.सी.टी. तथा आण्टरनेट का प्रयोग दडुनया के डलए वरदान साडबत हुअ ह।ै अज 

बटन दबाते ही मन चाही तथा ऄभीडससत वस्त ुमनुष्य के सामने होती ह।ै डडडजटल 

माकेटटग ने ग्राहकों के डलए एक खुला बाजार प्रस्तुत ककया ह,ै जहााँ पर वह ऄपनी 

सुडवधानुसार वस्तुओं की खरीद-फरोख्त कर सकता ह।ै संक्षेप में ऄगर आसका अशय 

स्पष्ट ककया जाय तो डडडजटल माकेटटग वह बाजार ह ै डजसमें अदान-प्रदान के डलए 

कम्सयूटर डवज्ञान और ऄंकीय अाँकड़ो का प्रयोग ककया जाता ह।ै अज के आस अधुडनक 

दौर में युवा ऄपना हर कायय आंटरनेट के माध्यम से ही करना प्रसन्द करते हैं। 

ऑनलाआन स्कूललग से लेकर मोबाआल ऄथवा टी.वी. का ररचाजय, डवद्युत डबल का 

भुगतान, ऑनलाआन मनी ट्ांसफर, फोन पे, गूगल पे, यू.पी.अइ.डी., डवडभन्न ईत्पादों 

की रैंककग अकद सभी कुछ आण्टरनेट के माध्यम से कायय संपाकदत ककये जाते हैं। 

ऑनलाआन माकेटटग कइ प्रकार से सम्पन्न होती ह ै डजसमें इ-मेल, सोशल मीडडया, 

एस.इ.ओ. सचय आंजन, पे पर डललक एकफडलएट माकें टटग व यू-टयूब चैनल्स अकद 

सडम्मडलत ह।ै ऑनलाआन माकेटटग वैसे तौ वषय 1990 से शुरू होती ह ैलेककन व्यापक 

स्तर पर आसका प्रयोग 21वीं शदी के वषों में देखने को डमलता है जब देश में मोबाआल 

क्ांडत सी अ गयी। लोगों ने आण्टरनेट के माध्यम से सोशल मीडडया (डववटर, 

आंस्टाग्राम, फेसबुक, व्हावसएप) पर डवडभन्न तरह के ईत्पादों का प्रचार-प्रसार व 

डडडजटल मोड वाले कायय संपाकदत करन ेलगे। अज दनैडन्दन जीवन में समस्त कायय, 

तथा सभी प्रकार के भुगतान चाहे वह वस्तुओं की खरीद-फरोख्त से सम्बडन्धत हो या 

कफर वस्तुओं की गुणवत्ता से सम्बडन्धत प्रचार-प्रसार, ऑनलाआन डशक्षण पैकेज, सभी 

डडडजटल माकेटटग के तहत असानी से संपाकदत हो रहे हैं। डडडजटल माकेटटग ने लोगों 

को सरलतता, सहजता तथा ईपयुक्तता के साथ एक बड़ा बाजार ईपलब्ध कराया है 

जो समय तथा पैसे की बचत के साथ डवश्वसनीय भी है। 

प्रस्तावना-  

समय की गडत कहें या वैज्ञाडनक डवकास का डसलडसला कक पहले जो चीज़े चमत्कार सी लगती थी, 

अज वो अम चलन में ह।ै मनुष्य के जीवन में दो ऐसी महत्वपूणय चीजें थी डजसका ईसे बहुत मन से 

आंतजार होता था- एक ऄपनों के द्वारा डलखा खत तथा दसूरा आसको बााँटन ेवाला डाककया। डाककया 

जब कभी ककसी गााँव में अता था तो खबर दसूरे पड़ोसी में भी फैल जाती थी कक अज पोस्टमैन साहब 
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अये हैं, मनी अडयर तो अ ही रहा होगा। ईसका समाज में अदर भी बहुत था। डचट्टी, खत और प्रेमपत्र 

आसका ऄसली अनंद तीन दशक पहल े के लोग ही सही तरीके से व्यक्त कर सकते हैं। अज 

मल्टीमीडडया, अइ.सी.टी. और आण्टरनेट का दौर ह ै कक बटन दबाते ही हर चीज ईपलब्ध। समय के 

साथ डवकास में मानव ने डनत्य नये के सोपान तय ककये डजसमें सूचना संचार प्रौद्योडगकी के क्षेत्र में 

डपछल ेकुछ वषों से ऄनेकों नवीन अडवष्कार हुए। आन अडवष्कारों के पररणामस्वरूप मानक जीवन 

पूरी तरह बदल सा गया। डशक्षा, स्वास््य, कृडष, शासन प्रणाली, अर्थथक गडतडवडधयााँ, सभी क्षेत्रों में 

दडुनया के एक कोन ेमें बैठा व्यडक्त दसूरे कोन ेमें बैठे व्यडक्त से पल भर में सम्पकय  स्थाडपत कर सकता ह।ै 

आस प्रकार मोबाआल, टेलीफोन, इ-मेल, आंटरनेट, वाइ-फाइ, कम्सयूटर, वेबसाआट, केबल, टी.बी., 

डी.टी.एच. अकद दैडनक जीवन के अवश्यक ऄंग बन गये हैं। डडडजटल माकेटटग या ऑनलाआन 

माकेटटग का प्रयोग यद्यडप वषय 1990 से माना जाता ह ैलेककन आसका व्यापक रूप से प्रचार-प्रसार 

21वीं शदी के प्रारडम्भक वषों से डवशेषतयः देखा जा सकता ह ैजब देश में मोबाआल क्ांडत सी अ गयी। 

सरकारी कायायलयों, सावयजडनक ईपक्मों के ऄलावा जब अम अदमी डेटा और आण्टरनेट के प्रयोग से 

जीवन को सरल व सुगम बनाना शुरू कर कदया। डडरटजल माकेटटग या डडडजटल मोड की ईपयोडगता 

आस कोडवड-19 के दौर में सबसे प्राथडमक रूप से ईभरकर सामने अयी जब आसने जीवन की गडत को 

सुरडक्षत सा कर कदया। लॉकडाईन के दौरान भारत की बची-खुची अबादी या मध्यम दजे के लोग भी 

सावधानी के तौर पर डडडजटल माकेटटग की तरफ ईन्मुख हुए। डेटा या आण्टरनेट के माध्यम से अज 

हम ऄपनी जरूरत की सभी चीजें चाह ेवह खाने-पीने, खरीददारी, लेन-दने या कफर ज्ञान-डवज्ञान को 

बढ़ान ेसे हो, पल-भर में सभी कायय सम्पन्न हो जात ेहैं। आस अधुडनक युग में ऄडधकतर युवा ऄपन ेसारे 

कायय आण्टरनेट के माध्यम से करना पसंद करत ेहैं चाह ेवह ऑनलाआन स्कूललग, मोबाआल या टी.वी. 

ररचाजय, डवद्युत डबल भुगतान, रटकट बुककग, ऑनलाआन मनी ट्ासफर, ऑनलाआन खरीददारी या 

वस्तुओं की गुणवत्ता के बारे में जानना, खाने-पीन ेकी वस्तुओं का अडयर अकद। आन्हीं सहजताओं व 

सरलताओं की वजह से लोगों का रुझान ऑनलाआन माकेटटग की तरफ बढ़ रहा ह।ै सभी तरह के 

व्यापार या प्रडतष्ठान डडडजटल मोड को ही ऄपना रहे हैं। यद्यडप ऑनलाआन माकेटटग में शत-प्रडतशत 

सुरक्षा के आंतजाम ऄभी तक नहीं हो पाए हैं डजसके चलत ेकइ बार लोग धोखाधड़ी के डशकार हो जाते 

हैं। आस पर भी प्रमुख रूप से ध्यान की अवश्यकता ह।ै 

शोध का शीषयक- डडडजटल माकेटटग का मानव जीवन पर प्रभाव। 

शोध का ईद्देश्य- डडडजटल माकेटटग और मानव जीवन पर पड़न ेवाले प्रभाव का ऄध्ययन ऄपेडक्षत ह।ै 

शोध डवडध- वणयनात्मक। 
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शोध सीमा- डसफय  डडडजटल माकेटटग का मानव जीवन पर प्रभाव का ऄध्ययन। 

मखु्य शब्द- डडडजटल माकेटटग, आण्टरनेट, इ-भुगतान, सोशल मीडडया, ऑनलाआन तकनीकी। 

 कायायन्वयन- 

डडडजटल माकेटटग का ऄथय एव ंअवश्यकता- डडरटजल का मतलब लहदी में ऄंकों से सूचना दनेे वाला, 

ऄंकीय, ऄंकों में दशायन े वाला या ऄंकदशी ह।ै आसे कम्सयूटर डवज्ञान में ध्वडन ररकार्डडग या सूचना 

संग्रहण के डलए 1 और 0 ऄंक का प्रयोग करन ेवाली आलेलट्ॉडनक पद्धडत से ह।ै माकेट को लहदी में 

बाजार कहत ेहैं। आस प्रकार डडडजटल माकेटटग वह माकेटटग ह ैडजसमें अदान-प्रदान के डलए कम्सयूटर 

डवज्ञान और ऄंकीय अंकड़ों का प्रयोग ककया जाता ह।ै ऄथायत जब ककसी ईत्पाद की खरीदारी या डबक्ी 

कम्सयूटर, आण्टरनेट या कफर ऄन्य ककसी आलेलट्ाडनक मीडडया द्वारा की जाती ह ै तो ईसे डडडजटल 

माकेटटग कहते हैं। आसे ऑनलाआन माकेटटग के ऄथय में भी प्रयोग ककया जाता ह।ै अज के आस अधुडनक 

दौर में युवा ऄपना हर कायय आण्टरनेट के माध्यम से करना पसंद करत ेहैं, चाह ेवह ऑनलाआ न स्कूललग 

हो, मोबाआल ऄथवा टी.वी. का ररचाजय हो, डवद्युत डबल का भुगतान, ऑनलाआन मनी ट्ांसफर, फोन 

पे, गूगल पे ऄथवा यू.पी.अइ.डी. से, डवडभन्न प्रकार की वस्तुओं की जानकारी, गुणवत्ता एव ंखरीद-

फरोख्त, वस्तुओं की गुणवत्ता के संदभय में ईपभोक्ताओं के डवचार, पाठ्य-पुस्तकें  एवं ककताबें तथा 

ऑनलाआन कोलचग अकद सभी कुछ। आन सभी कायों को घर बैठे डबना ककसी परेशानी के अवश्यकता 

एव ंसुडवधानुसार आण्टरनेट के माध्यम से ककया जाता है। अज की आस भागती, दौड़ती लजदगी में लोगों 

के पास वक्त नहीं ह ैतथा कम समय में आतनी सारी सुडवधाएं एक सलेटफामय पर ईपलब्ध भी नहीं हो 

सकती। ऄतः सरलता, सहजता तथा सुगमता से अवश्यकता की वस्तुएाँ घर बैठे प्राप्त हो जाती ह ैवो 

ऑनलाआन माकेटटग ऄथवा डडडजटल माकेटटग का ही कमाल ह।ै डडडजटल माकेटटग ने बाजार की 

धारणा एव ंस्वरूप को पूरी तरह से बदल कदया ह।ै ऄब लोग ईत्पादों की खरीदारी के संदभय में छले 

नहीं जा सकते।  

डडडजटल माकेटटग के प्रकार- डडडजटल माकेटटग के डलए आण्टरनेट का प्रयोग ककया जाता ह।ै आण्टरनेट 

के माध्यम से अप डवडभन्न प्रकार की वेबसाआटों की मदद से माकेटटग कर सकत ेहैं, डडडजटल माकेटटग 

एक बहुत बड़ा टमय ह,ै डजसके डवडभन्न रूप होत ेहैं। 

इ-मले माकेटटग- ककसी भी ईत्पाद की जानकारी जब हम इ-मेल के माध्यम से प्राप्त करते हैं तो वह इ-

मेल माकेटटग कहलाता ह।ै ऄलसर सभी ईत्पादों पर डवस्तृत डववरण के डलए इ-मेल का पता कदया 

गया होता ह।ै 
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सोशल मीडडया माकेटटग- अज के समय में बहुचर्थचत माकेटटग का प्रकार सोशल मीडडया ह।ै आसके 

ऄन्तगयत डववटर, आंस्ट्ाग्राम, फेसबुक अकद अते हैं। आसके माध्यम से लोग ऄपन ेडवचारों, व्यवसायों एवं 

ईत्पाद की गुणवत्ता को पलभर में दडुनया भर के ग्राहकों के सामने रखत ेहैं। यह कुछ ही समय में डवशद 

लोकडप्रयता प्राप्त कर लेता ह।ै 

सम्बद्ध या एकफडलएट माकेटटग- सम्बद्ध या एकफडलएट माकेटटग अज के समय में डडरटजल माकेटटग 

का सबसे प्रभावशाली, सरल व सहज माध्यम ह।ै यह एकफडलएट आस संदभय में ह ै लयोंकक आसमें 

व्यडक्तयों को ललक, वेबसाआट या कफर ब्लॉग के माध्यम से डवज्ञापन करन ेपर कमीशन प्राप्त होता ह।ै 

एकफडलएट माकेटटग में डजस ललक के माध्यम से प्रचार-प्रसार ककया जाता है, यकद लोग ललक के 

माध्यम से ईत्पाद को खरीदते हैं तो ईस पर प्रचार या प्रसार करने वाले को कमीशन प्राप्त होता ह।ै 

प ेपर डललक- पे पर डललक आस प्रकार की माकेटटग है डजस पर डललक करते ही ग्राहक के पैसे कट जाते 

हैं। आस ेपे पर डललक एडवरटाआलजग कहत ेहैं डजसमें पडब्लशर को पैसे प्राप्त होत ेहैं। 

य-ूट्यबू चनैल्स- य ेसबसे जयादा भीड़-भाड़ वाला सलेटफामय ह,ै डजसकी अम दैनडन्दन जीवन में बड़ी 

लोकडप्रयता ह।ै य-ूटू्यब के माध्यम से हम ऄपन ेईत्पाद या सर्थवस का प्रचार-प्रसार ईन्नत तरीके से कर 

सकते हैं। कइ तरह की खरीदारी हम वीडडयों को दखेकर भी करत ेहैं। यू-टू्यब चैनल पर भुगतान करके 

हम ऄपनी पसंद के लोकगीत-संगीत, शैडक्षक वीडडयों या ऄन्य जरूरतमंद वीडडयों भी प्राप्त कर सकते 

हैं।  

एस.इ.ओ. सचय आंजन असटमाआजशेन- एस.इ.ओ. सचय आंजन असटमाआजेशन एक ऐसी तकनीक है, 

डजससे हम ऄपन ेपोस्ट या पेज को ककसी भी सचय आंजन पर टाप में लात ेहैं, या रैंक करवाते हैं। सचय 

आंजन या वेब खोजी आंजन वह सॉफ्टवेयर ह ैजो आण्टरनेट पर संग्रडहत सूचनाओं को खोजने का काम 

करता ह।ै 

डडडजटल माकेटटग की मानव जीवन में ईपयोडगता- मुझे एक शेर याद अता है जो अज की भागती, 

दौड़ती डजदगंी के साथ-साथ डडडजटल माकेटटग की ईपयोडगता को पररभाडषत करन ेके डलए बहुत ही 

ईपयुक्त एव ंप्रासंडगक भी है- 

तमु्ह ेगरैों स ेकब फुसयत, हम ऄपन ेगम स ेकब खाली। 

चलो बस हो गया डमलना, न तमु खाली न हम खाली।। 

 पहले लोगों के पास साधन नहीं थे, लेककन लोग समय डनकालकर एक-दसूरे से डमला करते थे। 

अज साधन ह ैलेककन लोगों के पास वक्त नहीं ह।ै अज डमलन ेजुलने, अने-जाने, खरीद-फरोख्त, से 

सम्बडन्धत समस्त कायों का डनबटारा आंसान व्हावसएप या आण्टरनेट के माध्यम से करने लगा और तो 
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और नेह- डनमंत्रण भी ऄब फोन से भेजे जान ेलगे। खैर वक्त की कमी से जूझते आंसान के डलए डडडजटल 

मोड/अइ.सी.टी. वरदान साडबत हुअ ह।ै आसकी ईपयोडगता तो कोडवड काल में और देखी गयी कक 

यकद अइ.सी.टी. न होती तो संसार की गडत डनडित रूप से थम जाती। कोडवड के दौर में ऑनलाआन 

माकेटटग का चलन अम-अदमी तक होन ेलगा जब खरीददारी ऄथवा चाट-समोसे और पकौड़े वालों ने 

भी, गूगल पे या फोन पे रखना शुरू ककया। वक्त की गडत के साथ ऑनलाआन माकेटटग ने लोगों को 

सरलता, सहजता तथा ईत्पादों की खरीद से पहले ईसकी रेटटग का डवकल्प प्रस्तुत ककया ह।ै ऄगर हमें 

डवश्व में डजतनी भी संज्ञाए ऄथवा वस्तुएाँ हैं, ककसी के बारे में भी जानकारी प्राप्त करनी होती ह ैतो हम 

आण्टरनेट का प्रयोग करत े हैं। लोगों को कोइ वस्त ुखरीदनी होती ह ै तो व ेसबसे पहले आण्टरनेट के 

माध्यम से ईस ईत्पाद को सचय करके ईसकी ईपयोडगता और लोगों के डवचार देखत ेहैं। ऄब लोगों को 

बाजार के चक्कर नहीं लगाने पड़ते, व ेघर बैठे ही ऑनलाआन माकेटटग के माध्यम से ऄपन ेमोबाआल या 

लैपटाप के द्वारा मनपंसद चीजे सवे माकेट के अधार पर असानी से प्राप्त कर ले रह ेहैं। ऑनलाआन 

माकेटटग की जो सबसे खास बात है वह यह कक लोगों को ऄपन ेबजट के ऄनुसार तुलनात्मक ढंग से 

सामान पसंदकर पूरी जानकारी के अधार पर खरीदने की सुडवधा हो जा रही है। ऑनलाआन माकेटटग 

में लोग रेटटग के माध्यम से ईत्पाद की गुणवत्ता को भी जान सकते हैं। भुगतान के डलए डडडजटल मोड 

होने से बैकों में जमा होने वाली तथा बाजारों एवं दकुानों पर लगने वाली भीड़ भी कम हो रही ह।ै 

ऄनावश्यक पररवहन व्यय की बचत के कारण वस्तुओं के दाम भी ऄपेक्षाकृत डस्थर हुए हैं तथा खुला 

बाजार होन े के कारण प्रडतस्पधायत्मक दौर में कम्पडनयों ने मनमाने रेट भी लगान ेबंद कर कदये हैं। 

ऑनलाआन माकेटटग की सेवा में लग ेकुछ लोगों को रोजगार भी प्राप्त हुअ ह ै डजससे बेरोजगारी का 

कुछ बोझ कम हुअ। 

मानव जीवन पर डडडजटल माकेटटग का प्रभाव- डडडजटल माकेटटग ने ऄपनी सेवा-इ-मेल माकेटटग, 

सोशल मीडडया माकेटटग (डववटर, आंस्टाग्राम, फेसबुक), एकफडलएट माकेटटग, य-ूटू्यब चैनल, पे पर 

डललक, एस.इ.ओ. सचय आंजन के माध्यम से मानव जीवन को असान बना कदया ह।ै कम्पनी का 

ऑफलाआन एडवटायआज में बहुत सारा पैसा खचाय हो जाता था जो कही न कहीं से ईत्पादन मूल्य में 

जुड़ता था। ऄब वह पैसा सीडमत रूप में खचाय हो रहा ह ैडजससे वस्तुओं का ईत्पादन मूल्य ऄपेक्षाकृत 

डस्थर हुअ। पहले के जमाने में कुछ वस्तुएाँ तो बनकर कइ-कइ वषों या महीनों तक गोदामों में ही पड़ी 

रहती थी और ककतने तो खराब भी हो जाती थी, लयोंकक वस्तु की डबक्ी सही समय पर नही हो पाती 

थी। अज लोग डवडभन्न माकेटटग माध्यमों से ऄपने ईत्पाद को एडवटायआज करा लेत ेहैं, डजसे ज्यादा से 

ज्यादा लोग दखे भी लेत ेहैं। प्रोडलटस को खरीदने के डलए भौडतक मौजूदगी की जरूरत नहीं पड़ती 
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डजसे अप ऑनलाआन भुगतान कर घर पर ही प्राप्त कर ले रहे हैं। ऑनलाआन माकेटटग में य ेभी संभव 

हुअ ह ैकक यकद वस्तु पसंद न अये तो वापस कर ऄपना पैसा भी प्राप्त ककया जा सकता ह।ै ईपयुयक्त 

सुडवधाओं के साथ-साथ कइ बार ऑनलाआन भुगतान में कइ तरह की जालसाजी वाली घटनाएं सामने 

अती हैं डजसका कारण ककसी सुरडक्षत सुरक्षा तकनीकक का न होना ह।ै कुछ लोग फेक तरीके से भी 

लोगों को ठगने का काम करते हैं। पे पर डललप या कुछ ऐसी ऄनेक वेबसाआट होती ह ैडजसे ऄनजाने पर 

छू लेने या साआट पर जाने से ही पैसा कर जाता ह।ै कइ बार साआट हकै कर हकैर सीधे-साधे लोगों को 

चूना भी लगा दतेे हैं। 

ईपसहंार- आस भागती, दौड़ती लजदगी में डडडजटल माकेटटग ने एक रोबोट का काम ककया ह।ै भडवष्य 

में पूरा व्यापार और हर एक चीज़ डडडजटल माकेटटग के माध्यम से ही मुमककन होगी। डवके्ताओं को 

भी यह सोंचने की जरूरत नही पड़ती कक व े ऄपन े ईत्पाद को कहााँ एडवटायआज करायें। डडडजटल 

माकेटटग से जहााँ लोगों को मनचाह ेसामान ऄपने बजट के ऄनुसार प्राप्त करन ेका ऄवसर प्राप्त हुअ है 

वही ऄनावश्यक व्यय भार भी कम हुअ ह।ै मनचाही चीजे ऺप्राप्त करने, ऄनावश्यक भीड़-भाड़ से बचने 

तथा ककसी के सहारे की जरूरत के बगैर, समय बचाने का सबसे ऄच्छा माध्यम डडडजटल माकेटटग ही 

ह।ै 

डनष्कषय- ऑनलाआन माकेटटग खुल े बाजार में बजट के ऄनुसार ईपयोडगता को ध्यान में रखते हुए 

खरीददारी का सरल, सहज व जनडप्रय बाजार ह।ै ऄपनी सुडवधा व अवश्यकतानुसार मनचाही चीजेऺ 

प्राप्त कर व्यडक्त खुशनुमा जीवन व्यतीत करता ह।ै खुला बाजार तथा सभी ईत्पादों के संदभय में रेटटग 

या लोगों की प्रडतकक्या को जानकर वस्तुओं के चुनाव का एक ऄच्छा सलेटफामय डडडजटल माकेट साडबत 

हो रहा ह।ै डडडजटल बाजार जहााँ एक तरफ लोगों की सुडवधा का ख्याल रखता ह ैवही दसूरी तरफ 

ईन्हें ऄपव्यय से बचाकर बजट को संतुडलत करन ेमें मदद भी करता ह।ै डडडजटल बाजार मनचाही 

वस्तुओं को प्राप्त करन ेका ऄच्छा डवकल्प ह।ै ऑनलाआन माकेटटग समय, स्वास्थ व धन की बचत का 

ऄच्छा डवकल्प ह।ै ऑनलाआन माकेटटग से जीवन का प्रत्येक पक्ष सकारात्मक रूप से साँवरता ह।ै 
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GaaoYavaara 

‘1947 laa Baartalaa svaMtHya imaLalao.BaartasaazI navaIna Aaiqa -k ivakasaacaI 

navaIna dalanao KulaI JaalaI. partMHyaaMt jaI BaartacaI haNaI JaalaI haotI. tI Ba$na 

kaZNyaacaI saMQaI p`aPt JaalaI pNa BaartatIla ivakasaasaazI AavaSyak saMsaaQanao AaiNa 

ivakasaacaI sau$vaat yaacaa maoL Gaalanao BaartasaazI far mah%vaacao haoto karNa Baart ha na Osaiga-

k saMsaaQanaanao ivapUla Asanaara doSa Aaho. yaa saaQanaacaa vaapr Baartacyaa ivakasaasaazI haot 

Asatanaa saaQanaacaa vaapr SaaSvat sva$pat haoNao ho ek Aavhana Aaho.’ 

P`astavanaa : 

BaartatIla naOsaiga-k saMsaaQanao :  

naOsaiga-k duYTyaa Baart ha ivapUla saMsaaQanao Aasanaara doSa Aaho. hI saaQanao daona ivaBaagaat ivaBaagalaI 

Aahot.1´navaIkrNaxama va 2´AnavaIkrrNaxama saMsaaQanao Aahot. 1´navaIkrNaxama saMsaaQanao : Baartat 

jamaIna¸paNaI¸hvaa¸maasaomaarI¸gavataL kurNao¸jaMgalasaMpda hI saMsaaQanao Aahot. 

2´AnavaIkrNaxama saMsaaQanao : Kinajao¸dgaDI kaoLsaa¸Kinaja tola¸naOsaiga-k vaayaU¸taMbao 

laaoKMD¸para¸A^lyauimainaAma [. 

BaartatIla navaIkrNaxama saMsaaQanao :  

1´jamaIna : Baartat ivaivaQa p`karcao jaimanaIcao p`kar Aahot.jamaIna ha GaTk Kup mah%vaacaa Aaho karNa 

jaimanaIva$na doSaacaa ivakasa iktI Aaho ho samajanyaacao ek p`mauK saaQana Aaho. jaimanaIt maanavacyaa 

ivakasaasaazI Asanaaro Anaok saaQanao maanavalaa p`qama jaimainapasaUnaca imaLalao Aahot.jaimanaIcaa pàmau#yaanao daona 

p`karo vaapr ivakasaasaazI kolaa jaatao.  

1´jaimanaIcaa vaapr AnnaQaanyasaazI  

2´SaotI AaiNa AaOQaaoigak ivakasaasaazI Kinaja pdaqaa-caa vaapr  

jaimana ikMvaa maRda ha BaUkvacaavarIla A%yaMt mah%vaacaa str Aaho. jaimainacao ivaivaQa p`kar AsaUna 

%yaat TokDyaa dáyaaKaoáyaa dladlaIcao p`doSa [.samaavaoSa haotao. jaimana hI %yaap`doSaat jyaap`maaNao KDk 

banalaolaa Aaho tSaa p`karo gauNaQama- %yaa p`doSaatIla jaimainat Asatat. ]da. maharaYT/ ha laavha KDkapasaUna 

banalaolaa Aaho mhNaUna yaa Baagaat kaLyaa p`karcaI jaimana pahavayaasa imaLto tr maharaYT/atIla kaokNatIla 

jaimana hI jaaByaa KDkapasaUna banalaolaI Aaho mhNaUna hI jaimana taMbaDyaap`karcaI pahavayaasa imaLto. 

jaimainatIla p`karanausaar jaimanaIt paNaI saazvaUna zovanyaacaI xamata sauQda jaimainat Asanaaáyaa KDkava$naca 

zrto. kaLyaa jaimainat AiQak paNaI saazvaNaUk krnyaacaI xamata Asato tr taMbaDyaa p`karcyaa jaimainat 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

830 

Dr.sameer gaikwad 
 

 

kmaI paNaI saazvanauk krnyaacaI xamata Asato.yaa jaimainacyaa p`karanausaar %yaa %yaa pd̀oSaacaa ivakasa Jaalaa 

Aaho.  

BaartatIla jaimanaIcao p`kar 1´kaLI jamaIna 2´taMbaDI jamaIna 3´jaaMBaI jamaIna 4´gaaLacaI jamaIna 5´BaMgar 

jamaIna 6´Baabar jamaIna 7´KMdr jamaIna 8´i~BaUja p`doSaatIla jamaIna 9´vaaLvaMTI jamaIna 10´pva-tIya jamaIna  

BaartatIla jamaInaIcaa vaapr  

A.naM. tpSaIla  xao~³dSalaxa ho@Tr´ T@kovaarI 

1 ekUNa BaaOgaaoilak xao~ 329  

2 ekUNa naaoMdNaI Jaalaolao xao~ 306 100 

3 AaosaaD jamaIna  42 14 

4 jaMgalaaKalaIla jamaIna  69 23 

5 kayamacaI kurNaaKalaIla jamaIna va cara} kurNao  11 3 

6 maSaagatIyaaogya Taka} jamaIna  18 6 

7 pDIk jamaIna  25 8 

8 laagavaDIKalaIla inavvaL xao~ 141 46 

9 ekapoxaa AiQak vaoLa laagavaD kolaolaI jamaIna  49 16 

10 ipkaKalaIla ekUNa xao~ 190 62 

hvaa : pRqvaIcyaa BaaOtalaI vaatavarnaalaa hvaa Asao mhNatat. hvaa ha GaTk naOisa-k GaTkatIla A%yaMt 

mah%vaacaa GaTk Aaho. hvaa AlyaamauLo doSaatIla jaIvaYaRYzI Aaplao jaIvana jagat Asato doSaatIla hvaocao 

vaatavarnaavar doSaacaa maanavaI ivakasa mah%vaacaa Asatao.hvaocyaa p`maaNaavar doSaatIla SaotI¸]Vaoga ivaksaIt haot 

Asatao. hvaomaQyao Aa^@saIjana¸ kaba-na DayaAa^@saa[-D¸kaba-na maaonaaoAa^@saa[-D¸imaqaona¸ @laaoraoFlaaorao̧  kaba-na 

naayaT/aojana T/aya Aa^@saa[-D¸ salfr Daya Aa^@saa[-D¸ salfr T/aya Aa^@saa[D¸ salfr Aa^@saa[-D ASaa Anaok 

GaTkapsaasaUna hvaa banat Asato.yaatIla kahI GaTla jaIvanaalaa mah%vaacao Asatat tr kahI GaTk jaIvanaalaa 

A%yaMt Gaatk Asatat.Gaatk GaTkacao p`maaNa vaaZlao tr vaatavarNaalaa va ivakasaalaa jaIvaSaRYTIlaa Gaatk 

haotat. 

maasaomaarI : maasaomaarI ha GaTk maanavaacyaa jaIvanaapasaUna maanavaalaa ]pjaivakocao saaQana banalaa Aaho. 

jamaInaIvarIla Annaacyaa saaKLIcao saaQana maanavalaa kmaI pDU laagalyaanao ikMvaa pyaa-ya mhNaUna paNyaatIla 

maasaomaarIvar maanavaanao ]pjaIvaka k$na Aaplao jaIvana jagat Aalao Aaho. maanavaanao jaOivak ivakasaamaQyao 

maasaomaarI ha GaTk Aaplyaa ivakasaasaazI vaaprlaa Aaho. maasaomarI maanavaanao daona p`karI kolaI Aaho.  

1´gaaoDyaa paNyaatIla maasaomaarI 

2´Kaáyaa paNyaatIla maasaomaarI  

gaaoDyaa paNyaatIla maasaomaarI : nadI naalao AaZo ivaihr tlaava AaiNa kRitma tLI ASaa izkNaI gaaoDyaa 

paNyaatIla maasaomaarI kolaI jaato.Baartat ekUNa 8 maaozyaa nadyaa AaiNa %yaacyaa 400 hUna AaiQak ]pnadyaa 

Aahot.yaa savaa-maQyao maasaomaarI kolaI jaato.   
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Kaáyaa paNyaatIla maasaomaarI : samaud̀ va KaDI samaud`ajavaLIla nadIcyaa Baagaat kolao jaato. Baartalaa saumaaro 

6535 iklaaomaITr laaMbaIcaa samaud`iknaara laaBalaa Aaho.saumaaro 20 dSalaxa caaOrsa iklaaomaITr evaZa saagarI 

macCImaarI vyavasaayaasaazI Baartalaa ]plabQa Aaho. saagaratIla naOsaiga-k ma%sainamaI-tI haot Asalyaanao kQaIhI na 

saMpNaara p`caMD ma%yasaaza satt ]plabQa haot Aaho.  

gavataL kurNao : gavataL kurNaamaQyao kayama sva$pacaI kurNao AaiNa [tr cara} jaimanaIcaa yaat samaavaoSa 

haotao 195051 laa yaacao xao~ 6.68 laxa ho@Tr gavaraL kurNao haotI yaacao p`maaNa 200304 yaakaLat 

10.48 laxa ho@Tr [tko Jaalao Aaho. 53 vaYaa-t 3.8 laxa ho@Tr vaaZlao Aaho. 

jaMgalasaMpda : Baartat jaMgalasaMpda naOsaiga-k dRYTyaa Kup caagalaI Aaho. BaartatIla jaMgalasaMpda tIna p`karcaI 

Aaho. raKIva saMrixat AaiNa [tr doSaacyaa ekUNa xao~fLapOkI 23T@ko jaimana jaMgalaaKalaI Aaho. yaa 

jaMgalaatUna kagad¸royaa^na¸laaK¸maQa¸laakUD¸baabaU¸AaOYaQaI vanasptI¸rMga ASaa vastU imaLtat. 195051 laa 

BaartatIla jaMgalaacao p`maaNa 40.48 laxa ho@Tr haoto toca p`maaNa 200304 laa 69.97 laxa ho@Tr Jaalao 

Aaho mhNajao vaaZlao Aaho ho ek caaMgalaa pirNaama Aaho.  

AnavaIkrNa saMsaaQanao  : jaI saaQanao ekda vaaprlyaanaMtr kayamasva$pI naYT haotat ASa saaQanasaMp%tIlaa 

AnavaIkrNa saMsaaQanao Asao mhNatat. yaa maQyao Kinajao¸dgaDI kaoLsaa¸Kinaja tola¸naOsaiga -k vaayaU¸taMbao 

laaoKMD¸para¸A^lyauimainaAma [.yaacaa samaavaoSa haotao.  

Kinajao : doSaacyaa ivakasaasaazI Kinajao Kup mah%vaacaI Asatat. hI Kinajao rasaayainak GaTkapasaUna 

pRqvaIcyaa AMtrMgat Baagaat laaKao vaYa-apUvaI- tyaar JaalaolaI Asatat. Baartat ekUNa 89 KinajaaMcao ]%padna 

Gaotlao jaato. yaamaQyao 4 [MQana Kinajao¸ 11 QaatU Kinaja¸o 52 AQaatU Kinajao AaiNa 22 [tr Kinajao Aahot.  

Kinajaacao vagaI-krNa  

QaatU Kinajao : yaamaQyao laaoh Kinaja¸ma^gnaoTa[-T¸homaoTa[-T¸ilamaaonaa[-T¸isaDora[-T¸ma^gnaoTa[-T¸homaoTa[-T¸isaDora[-T 

[.yaaiSavaaya taMbao¸kqaIla¸jast¸saaonao¸caaMdI¸ma^MganaIja¸baa^@saa[-T¸iSasao¸A^iTmanaI¸Ëaomaa[-T¸TMgasTna [.QaatU Kinajao 

AsaUna tI ASauQd sva$pat saapDtat.%yaavar p`iËyaa kravyaa laagatat.  

AQaatU Kinajao : ABa`k¸ ga`afa[-T¸ gaMQak¸ paoT^Sa¸ fa^sfoT [. 

[tr [MGana Sa@tIcaI Kinajao : yaat dgaDI kaoLsaa Kinaja tola naOsaiga-k vaayaU [. samaavaoSa haotao.  

laaoKMD Kinaja : QaatU KinajaaMt savaa-t mah%vaacao Kinaja laaoKMD Kinaja haoya. laaoKDamauLo maanavalaa %yaacaa 

ivakasa AiQak vaogaanao krta Aalaa. Baartat laaoKMD far p`acaIna kaLapasaUna vaaprlao jaato. BaartIyaanao yaa 

Kinajaata far p`gatI kolaolaI idsato.yaacao ]dahrNa Aaja ih idllaIt ]Baa Asalaolaa laaoh Kaba pahavayasa 

imaLtao. laaoh Kinajaat Baartacaa jagaat caaOqaa naMbar laagatao. ekUNa laaoKMD ]%padnaacyaa 25T@ko ]%padna 

Baartat haoto. Baartat homaoTa[-Tcao 14630 d.la TnaaMcao saazo Aahot. %yaatIla 95 T@ko saazo ho 

Aaoirsaa¸JaarKMD¸C%tIsagaD¸knaa-Tk AaiNa gaaovaa yaa rajyaaMt Aahot.ma^gnaoTa[-T yaa QaatUcao saazo maayaa-idt 

AsaUna to C%tIsagaD knaaT-k JaarMKD AaiNa AaiNa Aaoirsaa yaa p`aMtaMt Aahot. mâgnaoTa[-T yaa QaatUcao 10619 

d.la TnaaMcao saazo AsaUna %yaatIla 60 d.la Tna gaaovaa rajyasqaana AaiNa JaarKMD yaa rajyaat Aahot. 



IJAAR   Vol.9 Issue-3               ISSN – 2347-7075 

832 

Dr.sameer gaikwad 
 

 

dgaDI kaoLsaa : dgaDI kaoLsaa ha Baartat far p`acaIna pasaUna vaaprlyaacao puravao imaLtat. ho ek mah%vaacao 

saaQana AsaUna ]VaOgaQaMVat dgaDI kaoLSaacaa vaapr haotao. Baartat dgaDI kaoLSaacao caar p`kar idsaUna 

yaotat. %yaamaQyao 1´A^qa`asaa[-T 2´ibaTuimanasa 3´ilagnaa[-T 4´pIT [. BaartatIla dgaDI kaoLSaacao ]%padna 

jaagaitk ]%padnaacyaa 6T@ko Aaho. ho saazo Baartat JaarKMD¸Aaoirsaa¸piSca baMgaala¸maQyao 

p`doSa¸C%tIsagaD¸AaMQa` p`doSa¸]%tr p`doSa¸ maharaYT/¸Aasaama¸maoGaalaya¸A$Naacala p`doSa yaa rajyaaMt dgaDI 

kaoLSaacao saazo maaozyaa p`maaNaat Aahot.  

Kinaja tola : Kinaja tola ho ek mah%vaacao saaQana Aaho.Kinaja tola ho jvalanaSaIla hayaD/aokaba-na imaEaNa 

Asato. Kinaja tola ho samaud`at sauQda saapDto. Baartat Kinaja tolaacyaa saazyaacaa SaaoQa sana 1886 maQyao 

laagalaa. AasaamamaQaIla maaTUma Baagaat tola saazo AaZLUna Aalao. idgbaao[- yaoqao sava-p`qama Kinaja tola ]%padna 

sau$ Jaalao. ha saaza BaartatIla savaa-t maaoza saaza Aaho.yaaiSavaaya Aasaa,mamaQaIla nahrkiTyaa¸ maaorana¸ 

baaPpapuMga¸ ha$napMuga¸ hugarIjaat [.xao~o Kinaja tolaacyaa dRYTInao mah%vaacaI Aahot. tsaoca 

vaadrpUr¸maaisamapUr¸pzairyaa yaa BaagaathI Kinaja tola saazo Aahot. Baartacyaa iknaaáyaajavaL saagarI xao~at 

gaaLacyaa p`doSaat Kinaja tolaacao maaozo saazo imaLNyaacaI Sa@yata Aaho.gaujaratmaQaIla AMklaoSvar AasaamaQaIla 

$d`saagar¸mauMba[- va r%naaigarI saazo AaZLlao Aahot.  

naOisa-k vaayau :  Baartat Kinaja tolaabaraobar naOisa-k vaayaucao saazo saapDtat. jyaa izkaNaI Kinaja tola 

saapDto ASaaca izkaNaI naOisa-k vaayaucao saazo saapDtat.ho saazo AasaamamaQaIla nahrkiTyaa¸ ibaharmaQaIla 

damaaodr Kaoro̧  maharaYT/at mauMba[-kDIla baa^mbao haya¸ yaa izkaNaI vaayau saazo Aahot. naOsaiga-k vaayau maMDLacyaa 

mato sana 1987 maQyao BaartatIla naOsaiga-k vaayaUcaa ekUNa saaza 541 SatkaoTI GamamaITr [tka haota.yaacao 

p`maaNa 2001 maQyao 750 SatkaoTI GanamaITr [tka Asalyaacaa AMdaja Aaho.  

taMbao : laaoKMDacyaa KaNaIMcyaa javaLpasa taMbyaacyaa KaNaI saapDtat.taMbao ha QaatU SaIQa` vaahk AsalyaamauLo 

ivaVutvaahk mhNaUna taMbyaacaa vaapr kolaa jaatao. yauenaefsaI cyaa mato Baartat 139 d.Sa.Tna taMbyaacao 

saazo Aahot. ho ]%padna AaMQa` p`doSa¸gaujarat¸hiryaaNaa¸knaa-Tk¸maharaYT /̧maoGaalaya¸Aaoirsaa¸taiMmaLnaaD U̧ 

]%traKMD va piScama baMgaala yaa Baagaat taMbyaacyaa KaNaI Aahot. 

A^lyauimainaAma : A^lyauimainaAma ha ma} Asaa QaatU Aaho. AaOiQaigak ivakasaasaamaQyao ha QaatU mah%vaacaa 

Aaho.yaa Qaatu pasaUna BaaDI yaM~saamauga`I saMgaNakacao Baaga [.banaivalao jaato. ha QaatU baa@̂saa[-T pasaUna banaivalaa 

jaatao.Baartat baa^@saa[-T Anaok rajyaat jaimainacyaa kvacaa KalaI saapDto. yaacyaa Kaina maharaYT/ knaa -Tk 

JaarKMD Aasaama Aaoirsaa [ Baagaat saapDtat. ASaa p`karo Baartat maubalak p`maaNaat naOisa-k saMsaaQanao 

]plbaQa Aahot. pNa yaa vaapr 74vaYaa-t yaa naOisa-k saaQanaacaa vaapr pyaa-Pt p`maaNaat haoNao ApoxaIt haoto 

pNa tsao haotanaa idsat naahI. 

SaaSvat ivakasa : kaoNa%yaahI doSaalaa naohmaI BaoDvasaavanaar p`Sna mhNajao ivakasa ksaa kravayaacaaÆ ivakasa 

kolyaanaMtr tao ksaa izkvaUna zovaayacaaÆ yaa p`SnaatUna SaaSvat ivakasaacaI saMklpnaa ]dyaasa AalaI Asao 

mhNata yao[-la. SaaSvat ivakasaacaa vaogavaogaLa Aqa- kaZlaa jaatao. pNa yaacaa Aqa- far maaoza Aaho. 

ivakasaacaa Aqa- AaOQaaoigak ËaMtInaMtr doSaatIla saaQana saamaga`Icaa vaapr krNao ASaaca laavalaa jaat haota pNa 
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yaamauLo maanasaacyaa ivakasaamauLo pyaa-vaNaacyaa naOisa-k caËa maQyao baaQaa haot Asalyaacao idsaUna Aalao. ivakasaamauLo 

kayama sva$pacao naOisa-gaacao nauksaana Jaalyaasa yaa nauksaanaIcaI ikmaMt maanavaalaaca VavaI laagat Aaho. yaa 

p`iËyaotUna maanavaanao SaaSvaat ivakasaacaI saMklpnaa puZo Alyaacao idsato.  

vyaa#yaa : 1´ba`uDla^MD Ahvaala : 'SaaSvat ivakasa mhNajao Asaa ivakasa jaao BaivaYyakalaIna  ipZyaaMcyaa %yaaMcyaa 

svat:cyaa garjaa pUNa- krNyaacyaa xamatoSaI kaoNatIhI tDjaaoD na krta saQyaacuaa garjaa pUNa- krNao haoya.’ 

2´romaa-MD : ‘SaaSvat ivakasaasaazI AiQak vastuinaYz AaiNa saMBaavyata maaojata yaoNaarI ksaaoTI mhNajao 

saaQanasaMp%tIcyaa AaQaaracaI ]%padktocaI va pUNa- kayaa-%maktocaI caalaU zovaNao haoya.’ 

yaa vyaa#yaa va$na etkoca mhNata yao[-la kI SaaSvat ivakasaacaI saMklpnaa mhNajao gairbaI¸ baoraojagaarI¸ AaiQak 

EaImaMtI¸ saamaaijak AistIrqaa-¸saaQamaacaa Aitir@t vaapr¸saaQanaacaa kmaI vaapr ASaa Anaok Aqaa-nao SaaSvat 

ivakasaacaI saMklpnaa vaaprlaI Aaho. qaaoD@yaat SaaSvat ivakasaacaa Aqa- mhNajao naOisa-k pyaa-varNaat 

kaoNatahI badla na krta maanavaalaa %yaacao jaIvana sauKmaya krNyaacaa p`ya%na krNao haoya.  

saMsaaQanao AaiNa SaaSvat ivakasa : SaaSvat ivakasaacaa ek Baaga mhNaUna saMsaaQanaacaa vaapr AaiNa ivakasa ha 

saMbaQa paihlaa jaatao.AaiQak saaQanaacaa vaapr kolaa tr inasa -gaacao nauksaana haoto tr Aqa-vyavasqaot AsaMtUlana 

inamaa-Na haoto ho nauksaana saMsaaQanao kmaI p`maaNaat vaapr kolaa trI hI haoto.mhNajao saMsaaQanaacaa vaapr mhNajao 

pyaa-Pt vaapr haoNao haoya.%yaamauLo doSaacyaa ivakasaat saMsaaQanao AaiNa SaaSvat ivakasa far mah%vaacaa Aaho. 

BaartatIla saMsaaQanaacaa vaapr  

A.naM. saMsaaQanao  1950¹51 2000¹01 2019¹20 

1 jamaIna     

 ekUNa BaaOgaaoilak xao~ 328.73 328.73 328.73 
 ekUNa naaoMdNaI Jaalaolao xao~ 328.73 328.73 328.73 
 AaosaaD jamaIna  47.52 41.23 44.02 

 jaMgalaaKalaIla jamaIna  40.48 69.84 71.87 

 kayamacaI kurNaaKalaIla jamaIna 

va cara} kurNao  

6.68 10.66 10.26 

 maSaagatIyaaogya Taka} jamaIna  22.94 13.63 12.29 

 pDIk jamaIna  17.45 10.27 11.31 

 laagavaDIKalaIla inavvaL xao~ 118.75 141.34 139.51 

 ekapoxaa AiQak vaoLa 

laagavaD kolaolaI jamaIna  

13.15 44.00 57.55 

 ipkaKalaIla ekUNa xao~ 131.89 185.34 197.51 

2 maasaomaarI ³laaK.Tna maQyao´ 752 5656 10762 

  2011¹12 2013¹14 2015¹16 

3 Kinajao³maI.Tna maQyao´    

4 dgaDI kaoLsaa ³laa.Tna 

maQyao´ 

539.95 565.77 578.03 
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5 Kinaja tola ³emasaIema maQyao´ 47559.00 35407.00 31734.00 

6 laaoMKD³laa.Tna maQyao´ 168.58 152.18 139.73 

7 taMbao ³laa.Tna maQyao´ 167 177 165 

8 A^lyauimainayama ³laa.Tna 

maQyao´ 

1258 1130 1760 

saMdBa- : A^gairklca- sT^sTaisTkla ga^laansa 2019 vairla Tobala va$na paihlyaasa Baartat saaQana sap%tIcaa 

vaapr maaozyaa p`maaNaat vaaZt Aaho pNa %yaacaa ivakasaavar yaaogya Asaa pirNaama haotanaa idsat naahI. 

]i_YTyao :  

1´ doSaatIla ivakasaacaa AByaasa krNao. 

2´ ivakasaatIla daoYa dur krNyaasaazIcao ]paya SaaoQanao.  

saMSaaoQana pQdtI  

yaa saMSaaoQana inabaMQaasaazI duyyama saaQanaacaa vaapr kolao Aaho. yaasaazI 1950 to 2020 yaa kaLatIla 

doSaatIla vaaprlaolyaa saMsaaQana saaQanaacaa tulanaa%mak AByaasa pQdtIcaa vaapr k$na AByaasa kolaa Aaho. 

maaihtI saMklaNa  

yaa saMSaaoQana inabaMQaasaazI sarkarI Ahvaalaacaa vaapr maaihtI imaLivaNyaasaazI kolaa Aaho.yaa maQyao saai#ykIya 

ivaBaaga maharaYT/ Saasana saaMi#ykIya ivaBaaga Baart sarkar yaacyaa vaaiYa-k Ahvaalaacaa vaapr kolaa Aaho.  

naYkYa- : 

Baartat naOsaiga-k saMsaaQanao maubalak p`maaNaat Aaho pNa yaa saMsaaQanaacaa vaapr yaaogya p`maaNa haoNao garjaocao Aaho. 

tao haotanaa idsat naahI mhNaUna doSaacaa ivakasa ha saMqa gaitnao haotanaa idsatao. yaamauLo doSaat Anaok samasyaa 

inamaa-Na haotanaa idsatat. jasao baokarI baoraojagaarI ivaYamata [.  

samaaraop : 

Baart ha naOisa-k saMsaaQana AsaNaara jagaatIla ek mah%vaacaa doSa Aaho. yaaogya pQdtInao saMsaaQanaacaa vaapr 

kolaa tr ha doSa jagaatIla ek p`gatSaIla doSa hao} Saktao. 

saMdBa- saucaI :  

1´ maharaYT/acaI Aaiqa-k pahNaI  Aqa- va saaMi#yakI saMcaalanaalaya inayaaojana ivaBaaga  maha.Saasana mauuMba[- 

2 ´BaartIya Aqa-vyavasqaa   Da^.dosaa[- Da^.saaO.Baalaorava    inaralaI p`kaSana  

3´ BaartIya Aqa-vyavasqaa ivakasa va pyaa-varNaa%mak Aqa-Saas~ Da^.jaI. ena.Jaamaro.                                                            

ipMpLapur A^ND kM piblaSasa- naagapUr.  

4´saaQanasaMp%tIcao Aqa-Saas~   Baaosalao¸kaT¸damajaI fDko p`kaSana  

5´ A^gairklca- sT^sTaisTkla ga^laansa 2019  
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Abstract 

Digital Marketing is the result of important advancement in 

technology and inventions. Marketers are faced with new 

challenges and openings within this digital age. We examine the 

effect of digital marketing on the enterprises’ deals. Digital 

marketing helps in perfecting services at low cost and are liked by 

customers. The results of the study indicates that the digital 

marketing increase the effectiveness of business and services. It 

reduces the time and cost as well as increases the fiscal capacity of 

the association. Technology, digitization, social media and mobility 

etc changed our life style drastically. Digital marketing is a more 

feasible option than traditional media. In this paper an attempt has 

been made to understand the conception of digital marketing, its 

challenges and its opportunities. The paper focus on thesis that, 

Digital marketing helps in perfecting services at low cost and are 

liked by customers 

Keywords-Digital Marketing, Challenges, Opportunities  

 Introduction: 

  Digital marketing has surfaced as a buzz word in last half decade. There's 

a paradigm of shift in how business is conducted from traditional model to E-

commerce model. There's under expansion of products and requests and at the 

same time challenges are arising to make the players; more competitive in the 

field. Moment, utmost companies are moreover allowing about or pressing ahead 

with digital change enterprise. Every company has a website, and many 

marketing strategies are inked off without incorporating social media. Clearly, 

social media is a critical element of any digital strategy, but a holistic response 

to the digital shift must go much further.  

 Objectives of the study: 

1. To study the concept and features of Digital Marketing in Indian scenario. 
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2. To study the necessity of Digital Marketing. 

3. To point out challenges and opportunities of Digital Marketing in Indian 

scenario. 

4. To provide necessary suggestions for better future of Digital Marketing in 

India 

Research Methodology: 

The present research is Descriptive Research. For the purpose of the 

study, data have been collected through secondary sources such as reference 

books, journals, articles published on internet websites etc. 

Digital marketing: Concept and Meaning 

 Digital marketing is the application of electronic media to promote the 

business services into the request by the organization. The end of digital 

marketing is to attract customers and allowing them to interact through digital 

media. Chaffey (2000) simply define internet marketing as "the operation of the 

internet and related digital technologies to achieve marketing objects Digital 

Marketing principally involves following crucial features;   

1. Contact customers by e-mail or fax   

2. Use business-to- business buying and selling 

3. Defies all walls of time and space 

4. Online Advertising, Dispatch-marketing, Affiliate marketing Social Media 

Marketing  

5. Produce client data bank 

6. Give for business-to- business exchange of data 

Necessity of Digital Marketing: 

 With rapid-fire technological developments, digital marketing has 

changed customers buying behavior. It has brought colorful advantages to the 

consumers as given below;   

24/7 Shopping  

 Since internet is available all day long, there's no time restriction for when 

client wants to buy a product online.   
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Enables instant purchase: 

 With traditional marketing, customers first watch the announcement and 

also find applicable physical store to buy the products or services. Still, with 

digital marketing, customers can buy the products or services incontinently.   

Greater engagement:  

  With digital marketing, consumers can engage with the company’s colorful 

conditioning. Consumers can visit company’s website, read information about the 

products or services and make purchases online and give feedback.   

Easy comparison with others:  

  Since numerous companies are trying to promote their products or 

services using digital marketing, it's getting the topmost advantage for the client 

in terms that customers can make comparison among products or services by 

different suppliers in cost and time friendly way. Customers don’t need to visit a 

number of different retail outlets in order to gain knowledge about the products 

or services.   

Challenges of Digital Marketing:  

 In malignancy of the below advantages, following are the challenges of Digital 

Marketing  

High Competition of Brands:  

 Digital Marketing has a disadvantage when a client quests for a specific 

product of a specific company on internet, numerous contending goods, and 

services having same marketing strategies appear on the client’s home runner. 

This conflicts the guests and provides an indispensable option to choose cheaper 

and better quality product of another company. As a result, some consumers 

warrant the trust on a lot of announcements that appear on a website or social 

media and consider it as fraud and look like a dishonest brand.    

Threat of Hacking Strategies:  

  The threat of playing creation strategies of a company always rests on 

digital channels (internet) that's one of the downsides of digital marketing. The 

hackers or challengers can fluently track and copy the precious promotional 

strategies of a well famed company and can use for their purposes.   
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Anti-Brand Conditioning:  

  Another drawback of digital marketing is that indeed a person or group of 

persons can harm the image of a honored brand through 'Ringer'. Anti-brand 

activists, bloggers, and opinion leaders spread the term ‘Doppelganger ’to 

disapprove the image of a certain brand.   

Announcement for Limited Products:  

  Another practical debit of Digital Marketing is that it's only salutary for 

consumer goods. The artificial goods and pharmaceutical products cannot be 

retailed through digital channels. The forenamed information may help digital 

marketers to understand the strengths and sins of Digital Marketing.  

Limitation of Internet Access: 

  The Digital marketing is nearly reliant on internet. The Digital Marketing 

can be unprofitable in those areas having no or limited internet availability.  

Limited Consumer Link and Discussion:  

  As digital marketing is largely dependent on internet, so the marketers 

may find it hard to make their announcements more comprehensive and start a 

discussion with their consumers about the company brand image or products.   

Opportunities of Digital Marketing: 

 Digital Marketing can be successful and openings after exercising 

different tools and ways. These tools help marketers to get maximum benefits of 

digital marketing similar as:   

Cost Effective Channel:  

  Using the internet, Digital Marketing is plant cost-effective and cheaper 

source of advertising as compared to traditional marketing channels like T.V, 

Radio, Magazines, Journals, and Banners etc.   

Helping Marketers’ Career:  

Digital Marketing has come a salutary career for the individualities that 

are familiar with enforcing digital marketing strategy and helping companies to 

expand their brands to target guests through internet.  

Easy Consumer Reach: Digital Marketing is an effective way of 

communication for companies to target a large number of implicit consumers at 

the same time. Using the internet channel for marketing is a quick approach to 
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target a number of implicit consumers and prospects at same time each over the 

world.   

Direct Advertising:  

 Digital Marketing enables direct advertising and creates mindfulness 

about a product or a brand. Now the companies can fluently show their 

announcements for products and services on different digital channels. But a 

good online advertising strategy and promotional tools can help digital 

marketers to perform well in largely competitive marketing terrain.   

Global Announcements:  

  This is one of the most effective benefits of Digital Marketing that enables 

the companies to make announcements internationally and expand their client 

reach to other countries across geographical boundaries.   

Consumer’s Convenience to Shop Online  

  Due to further fashion ability and capabilities of digital marketing, 

customers have come more accessible to shop online at any time (24/7 base) 

whether the shops are over or across the borders. Digital Marketing has opened-

up an occasion for companies and retailers to direct its customers to an outlet of 

the online store.  

Responsibility of Marketing Exertion:  

 Digital Marketing enables the companies to measure their marketing 

conditioning similar as digital marketing is working or not, the quantum of 

exertion, and the discussion that's involved. Digital marketing also helps 

marketers to estimate and review their online contents for quality purposes.   

Easy Brand Promotion: 

  With the development of new technologies and use of internet in business, 

the brands may take a great advantage of Client’s reach and communicate its 

guests successfully.  

Suggestions for better future of Digital Marketing in India 

1. Provide a transparent and good service to the consumer before and after 

purchase.  

2. Creating awareness among the people about digital marketing 
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3. Complete description need to provide about the product to the online 

shoppers 

4. Improve technical advancement in promotion of digital marketing.  

5. Collect and implement the feedback provided by the consumer in the right 

way.  

Conclusion: 

 Digital activities are a decreasingly important part of any marketing and 

deals strategy. There's a paradigm of shift in how business is conducted from 

traditional model to E-commerce model. There's under expansion of products and 

requests and at the same time challenges are arising to make the players; more 

competitive in the field. Moment, utmost companies are moreover allowing about 

or pressing ahead with digital change enterprise. Every company has a website, 

and many marketing strategies are inked off without incorporating social media. 
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Abstract :-  

Today’s businesses must be constantly evolving to meet 

changing business models, new regulatory requirements, technology 

innovations, and an increase in cyber attacks. To help businesses 

meet these new challenges, internal audit (IA) functions must 

evolve as well. While internal audit is not the sole owner of risk 

within an organization, it provides unbiased insight into an 

organization’s internal controls, corporate governance, and business 

processes. IA educates board members and executives on the 

business risks and their impact, helping detect and address issues 

before they are identified by external audit. As data and technology 

permeate every aspect of the modern organization, IA departments 

can no longer work alone. IA teams must expand their skill sets and 

work alongside other departments to more effectively reduce risk, 

improve controls, and identify inefficiencies within the organization. 

How will access to data and systems be handled? 

1. What controls will be put in place to monitor the performance of 

these tools? 

2. Who will design and monitor the controls? 

3. What processes will be implemented to prevent unauthorized 

access to these new systems and their sensitive data? 

Ultimately, Online audit for the  business organization will  

increase productivity, reduce risk exposure, and bring economic and 

workforce advantages; therefore, internal audit has the chance to 

position itself as a trusted partner for these transformation 

initiatives. 

Keywords- Online, Audit, Business, Security, Accounts, Technology, Internal 

Audit. 

Introduction: An audit is an "independent examination of financial 

information of any entity, whether profit oriented or not, irrespective of its size 

or legal form when such an examination is conducted with a view to express an 
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opinion thereon.” Auditing also attempts to ensure that the books of accounts are 

properly maintained by the concern as required by law. Auditors consider the 

propositions before them, obtain evidence, and evaluate the propositions in their 

auditing report. Audits provide third-party assurance to 

various stakeholders that the subject matter is free from material misstatement. 

The term is most frequently applied to audits of the financial information 

relating to a legal person. Other commonly audited areas include: secretarial and 

compliance, internal controls, quality management, project management, water 

management, and energy conservation. As a result of an audit, stakeholders may 

evaluate and improve the effectiveness of risk management, control, and 

governance over the subject matter. Digital or Online audit is a technique, 

which is used to collect audit evidence at the same time as an application 

system undertakes processing of data or immediately after the processing is 

completed, in a paperless environment. ... Online Audit has different 

imperatives for internal and external auditors. 

Opportunities of Online Audit 

Following are the some of the opportunities of the Online Audit. 

1. More transparency with clients. 

2. Enhanced relationship with customers. 

3. Resolve all disputes with clients. 

4. Co-browsing with customers. 

5. A processed online service suited to customer behavior. 

Digital Audit Process in Brief: Following the figure which shows the 

basic process of online audit. 

 

Source :- https://commons.wikimedia.org/w/inde 
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Above figure shows the online audit process in brief the know your client , Audit 

Planning , Fieldwork, analysis , Exercise professional Judgment , Reporting and 

Documentation and complete the sequence by final output  The all the steps are 

to be followed so that the main purpose of the audit is severed properly . no item 

from the financial should be left out and we have to maximum software based 

tools to check all the financial formulas and reports so that we can create the 

faith in the stakeholders about the online process. Many companies are now 

creating the infrastructure to make the online audit possible at the company site 

that is purchasing hard ware copy of software and auditors fees to make the 

resources available tot the Internal and external audit experts . The minimum 

drawbacks and maximum care should be taken since money and finance is 

involved. Security measures should be taken care of  properly at all the levels of 

online audit process. These events have not only heightened the need for more 

reliable, accurate, and secure systems but have brought a much needed focus to 

the importance of the accounting profession. Accountants certify the accuracy of 

public company financial statements and add confidence to financial markets. 

The heightened focus on the industry has brought improved control and higher 

standards for all working in accounting, especially those involved in IT auditing. 

Digital  Audit Flow Chart 

 

Source:-https://www.google.com/search?q=online+a 

The Audit flow charts in online audit are very useful in understanding the steps 

in online audit. They are easy to apply for your presentations. Audit Process 

Flow Chart can be used to build the process of auditing, financial analysis and 

technology, or for training purposes. The flow chart involves Analysis , 

Fieldwork, Audit, KYC, Reporting, exercise personal Judgment  Stages which 
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are required to be followed for successful audit process for any company . The 

stage is involved to make the whole process full proof and error free. The use of 

judgment is required to intervene in case of totally automated audit system to 

avoid failure and risk in the audit process. 

Importance of audits To Industries  

You must conduct audits regularly to understand different aspects of your 

business. And, audits can help catch issues early on before they snowball into big 

mistakes. If you don’t conduct audits, you may find yourself reviewing inaccurate 

information, which can impact your business later. Before you kick the idea of 

audits to the curb, think about how they can benefit your small business. Audits 

can help you: 

1. Find financial problems 

2. Catch errors 

3. Boost your business’s bottom line 

4. Stay organized 

5. Make better business decisions 

 Different Types of Audits And Its Role 

 

Source :- https://www.patriotsoftware.com/blog/accoun 

 Applications of Digital Audit 

Online Audit  helps in generating various audit activities through software 

package and it can be used to get audit reports . The system manages the audit 

process by preloaded system instructions at the database and report level. We 

can use these software’s to make the better reports of the audit in the companies. 

The all the financial activities are performed with high level machines and 

software’s to get more benefits  
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 Security and Protection Issues in Digital Audit 

The main security issues are  

1. Network Security 

2. Operating Security 

3. Application Package Security 

4. File Security 

5. Security issues from physical threat and data theft 

 

https://www.google.com/search?q=online+audit&source=lnms 

 

https://www.google.com/search?q=online+audit&source=lnms 

Conclusion  

The Digital  audit is going to become mandatory for all he companies in 

near future . This paper will create awareness about this topic to the 

stakeholders of companies. It is the active role from policy makers and 

government will create the positive impact on use of this technology for audit 

purpose.  Therefore, audit has the chance to position itself as a trusted partner 

for these transformation initiatives. 
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        - उत्पादन आहण हवपणन ही व्यवसायाची प्रमुख कायय आहते. त्याांपैकी हवपणन 

ह े  कायय आधुहनक व्यवसायात अहतशय महत्वाचे मानले जाते. आज 21व्या शतकात 

जागहतकीकरणाचा कालखांडाांत मोठया प्रमाणात मागणी पूवय उत्पादन होत आह.े पुरातन 

काळातील वस्त ू हवहनमय पद्धतीपासून आधुहनक हवपणन प्रणालीपयंत हवपणनात 

हवहनमय (म्गबींदहम) होत आह.े म्हणजेच  वस्तू व सेंवाची उत्पादकाांकडून ग्राहकापयंत 

होणारी हवहनमय प्रक्रिया हा हवपणनाचा आत्मा आह.े  आज ह े हवपणन फक्त वस्तू व 

सेवाांपयंत मयायक्रदत नसनू करमणूक खेळ व्यहक्त हशषण कल्पना सांघटना इ. घटकाचा 

बाबतीत घडून यते आह.ेथोडक्यात उत्पादक व ग्राहकाांचे दवुा साधणयाचे कायय झालेले 

क्रदसून येते.प्रत्येक दशेातील राजकीय व भौगोहलकदषृ्ट्या हभन्न स्वरुपाचे असते.आहथक 

सामाहजक  राजकीय साांकृहतक पयायवरणातील हभननता  भाषा हशष्टाचार इ.घटांकामुळे 

आांतरराष्ट्रीय हवपणन प्रत्येक दशेातील बाजारपेठ वैहशष्टयानुसार हभन्न स्वरुपाचे असते. 

                 वस्तू व सेवा उपभोक्ता खचय नवीन तांत्रज्ञान व नवीन उत्पादने सांशोधन इ. 

        

1. आांतरराष्ट्रीय हवपणनाचा सहभागी होण्याचे कारणे माहहत करून घेणे. 

2. आांतरराष्ट्रीय हवपणनाचा हवकसातील अडसांराचा अभ्यास घेणे. 

3. i)rh%  हा पेपर हवहवध ररसच पेपर जनल पुस्तकें  वेब स्तोत मधून सांकहलत केलेल्या दयु्यम आधाररत 

आह.े 

       बाजाांराच ेजागहतकीकरण ह ेआजच्या व्यवसायाचे सवायत महत्वाचे वैहशष्टय आह.े माकेटटग हवत्त 

आहण कमयचायांमधील व्यवसाहयक  क्रकयाकलपाांच्या सवय षेंत्रामध्ये फमयची रणणीती आहण दरूगामी 

पररणाम आह.े हा टेंड जागहतक वस्तू आहण वाढत्या सख्येंत अॅटोमोरटव्ह इलेक्रोहनक आहण सांगणक 

उदयोंगामध्ये हवकहसत होत असलेल्या जरटल औदयोहगक हवववध देंशातील कां पन्यामधील भागीदारी आहण 
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सांयुक्त उपिमाांचा वाढत्या सांख्येमध्ये स्पष्ट आह.े या रेंडचा सांमातर जागहतक सोवसग आहण उत्पादन 

हवकहसत होत आह.े 

आांतरराष्ट्रीय हवपणनातील हवकासाच्या दषृ्टीने सूत्रीकरणाचा अभ्यासः-

 

                           भौगोहलक प्रत्येक दशेास उत्पादना व नसैर्गगक हनर्गमतीच्यामयायदा असतात 

एखाद्या दशेाांत नैसर्गगक दणेगी मुळे मोठ्या प्रमाणावर खहनजे ककवा इांधनाचा साठा उपलब्ध असतो 

                  हवकसनशील राष्ट्राांमध्ये परकीय चलनाची गरज व परकीय  

चलनाची उपलब्धता यामध्ये मोठ्या तफावत असते आांतरराष्ट्रीय हवपणनामुळे परकीय चलन मोठ्या 

प्रमाणावर उपलब्ध होते 

                            प्रत्येक दशेातील वस्तूांच्या उत्पादकचा खचय हा सारखाच नसल्यान े

आांतरराष्ट्रीय हवपणनाची गरज हनमायण होते सकारात्मक घटकाांमुळे एखाद्या वस्तूांचे उत्पादन कमी खचायत 

करणे शक्य असत े

                    जागहतक बाजारपेठ व्यापक स्वरूपाची असल्याने ह्या बाजारपेठेमध्ये क्रकती ही 

उत्पादन खूप शकते अहतशय मोठ्या प्रमाणावर व्यवहार होत असल्याने जास्त उत्पादन करून उत्पादन खचय 

कमी करता येत े

          कोणत्याही व्यवसायामध्ये व्यापाराचे चि काययरत असते जेव्हा दशेाांतगयत बाजारपेठ मध्ये 

मांदीची अवस्था येते तेव्हा आपत्ती उत्पादने परदशेी बाजारपेठेमध्ये पाठवून या मांदीचा मुकाबला करता 

येतो 
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                    आांतरराष्ट्रीय बाजारपेठेत मध्ये चाांगल्या दजायचे व गुणवत्तेचे प्रदान स्वीकारल े

जाते आधुहनक तांत्रज्ञान वापरल्याने उत्तम दजायचे उत्पादन आांतरराष्ट्रीय बाजारपेठेत हवकल्यास अहधक भाव 

हमळू शकतो. 

                       आांतरराष्ट्रीय हवपणन ह े व्यवसायास नयायाबरोबरच जागहतक स्तरावरील 

पत व प्रहतमा हमळवून दतेे त्या व्यवसायाांच्या वस्तूांना जागहतक स्तरावरील ग्राहकाांकडून मागणी येत असते. 

                 आांतरराष्ट्रीय हवपणनात ह ेउत्पादनास चालना हमळते व रोजगार सांधी मध्ये वाढ होत े

हनयायत वाढीमुळे उत्पादनात वाढ होते. 

                         कोणत्याही दशेाच्या आर्गथक प्रगती कररता अथयव्यवस्थेच्या प्रत्येक षेत्राचा 

सवायगीण हवकास होणे महत्त्वाचे आह.े 

               आांतरराष्ट्रीय हवपणन ह ेदोन दशेाांमधील सांबांध वाढहवण्याचे व सलेखा हनमायण करण्याच े

एक उत्तम साधन आह ेसाांस्कृ  हतक व सामाहजक दवेाणघवेाण आांतरराष्ट्रीय हवपणनामुळे वाढीस लागते. 

              :   आजच्या युगात सवय काही ऑनलाईन झाले आह.े इांटरनेट सुहवधा ऑनलाईन शॉवपग, 

हतकीट बुककग, ररचाजय व हबल पेमेंट ऑनलाइन सुहवधा व्यवहार इत्यादी बययाच गोष्टी आपण इांटरनेटच्या 

माध्यमातून करू शकतो. वापरकत्याकड ेइांटरनेटकड ेइत्यादी बययाच गोष्टी आपण इांटरनेटच्या माध्यमातनू 

करू शकतो. इांटरनेटकड ेअसलेल्या टेंडमुळे व्यवसाय बद्दल माकेटटग करीत आह.े जर आपण बाजारातील 

अलीकडल्या काकरीत आह े जरा पण बाजारातील आकडवेाडीकड े पाहहले तर सुमारे 80ःः खरेदीदार 

कोणतेही उत्पादन खरेदी करण्यापूवी ककवा सेवा होण्यापूवी ऑनलाइन सांशोधन करतात. अशा 

पररहस्थतीत कां पनी ककवा व्यवसायासाठी हडहजटल माकेटटग महत्त्वाचे आह.ेहडहजटल माकेटटग म्हणजे वस्त ू

ककवा सेवा होण्यापूवी अशा पररहस्थतीत कां पनी हडहजटल माकेटटग करण्यासाठी इांटरनेट इांटरनेटद्वारे केली 

जाते. आजचा समाज टांचाईसह झगडत आह.े त्यामुळे हडहजटल माकेटटग करणे अत्यावश्यक आह.े हडहजटल 

माकेटटग उत्पन्नामध्ये आहण सेवेचा लोगो पोहोचण्यासाठी पोहोचण्यास मदत करत.े 

                                    : 

1. हडहजटल माकेटटग मागणी जोरदार क्रदसून यते आह.े आपला माल तयार करणारा व्यापारी सहजपणे 

ग्राहकाांकड ेजात आहते. त्यामुळे हडहजटल व्यवसायाला चालना हमळत.े 

2. इांटरनेटद्वारे आम्ही सवय व्यापारी आहण ग्राहकाांचे कनेक्शन दखेील स्थाहपत करू शकते. 
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3. लोकाांचा हवश्वास ह ेहडहजटल माकेटटगकड ेवाटचा करत आह.े  

4. सवांच्या सोयीच्या दषृ्टीने याांची मागणी होत आह.े 

                     

             फेसबुक हववटर इन्स्टाग्राम वलक इत्यादी सारख्या बयायच वेबसाइटवर सोशल मीहडया 

बनलेला आह े सोशल मीहडयाच्या माध्यमातून एखाद्यी व्यक्ती हजारो लोकाां समोर आपले हवचार माांडू 

शकतो 

ई-            ई-मेल हवपणन म्हणज ेकोणत्याही कां पनीला ई-मेलद्वारे उत्पादनाचे हवतरण करणे ई-मेल 

हवपणन प्रत्येक कां पनीसाठी प्रत्येक मागायने आवश्यक आह े

               सोशल मीहडया ह े एक माध्यम आह े ज्यात उत्पादकाांना त्याांची उत्पादने थेट लोकाांपयंत 

पोहोचवावी लागतात हा एक लोकहप्रय मागय आह े

              आपल्याला ज्या जाहहराती पाहाव्या लागतील त्यास पेपर माकेटटग क्रकल्क जाहहराती 

म्हणतात ह ेप्रत्येक  प्रकारच्या जाहहरातीसाठी आह ेहडहजटल माकेटटगचा  हा एक प्रकार आहे 

              लोकाांपयंत पोहोचवण्यासाठी आहण त्यावरील उत्पादनाांचा प्रचार करण्यासाठी इांटरनेटवर 

वेगवेगळे अॅप्स बनहवणे याला अॅप्स माकेटटग म्हणतात मोठ्या कां पन्या त्याांचे अॅप्स बनवतात आहण 

लोकाांसाठी अॅप्स उपलब्ध करतात 

                     ई                : 

1. टेहलहव्हजन माकेटटग 

2. एसएमएस माकेटटग 

3. रेहडओ माकेटटग 

4.हबलबोडय माकेटटग 

Digital marketing types: 

1: Social media 

2: E-mail marketing  

3: You tube Channel 

4:  Paper marketing 

5: Apps marketing 
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     : 

1. राष्ट्रीय अथयव्यवस्था बळकट करण्यासाठी हनयायतीस महत्त्व दणेे आवश्यक आह.े 

2. आांतराष्टीय हवपणन म्हणजे एका ककवा एकापेषा जास्त दशेातील उद्योगाांद्वारे हवपणन तत्वाांचा वापर 

करणे. 

3. आांतराष्टीय हवपणनातील प्रगती मुळे कां पन्याांना जगभरातील जवळजवळ कोणत्याही दशेात व्यवसाय 

करणे शक्य आह.े 

4. आांतरराष्टीय बाजारपेठेतील कोणतीही कां पनी माकेटटग वातावरणातील अचानक बदलाांना सामोरे 

जाण्यासाठी नहेमी तयार    

5. असले पाहहज. 

6. राष्ट्राांमध्ये सामाहजक आहण साांस्कृहतक दवेाणघेवाण वाढवणे. 

                       

1. आांतरराष्ट्रीय हवपणनामध्ये सहभागी होणायाय राष्ट्राांतील नागररकाांना उच्च दजायची जीवनशैली आहण 

सांपत्ती सुहनहित करण.ः े

2. आांतरराष्ट्रीय बाजारपेठेतनू नवीन मालाला मागणी हनमायण होत े त्यामुळे औद्योहगक अथयव्यवस्था वाढ 

होते. 

3. आांतरराष्ट्रीय हवपणन सवय सहभागी दशेाांना तुलनात्मक खचय लाभ हनहित करते. 

4. आांतरराष्ट्रीय हवपणनाद्वारे सवय राष्ट्राांना ऐकमकाांच्या जवळ आणतात आहण त्याांच्यातील मतभेद दरू 

करण्यासाठी सांधी दतेात. 
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5. आांतरराष्ट्रीय हवपणनामुळे जगातील हवहवध दशेाांमधील सामाहजक आहण साांस्कृहतक दवेाणघेवाण शक्य 

होते. 

                         

1. जगभरातील हवहवध सांस्कृती आहण हनयमाांमुळे आांतरराष्ट्रीय हवपणनाला अनेक अडचणी सामना 

करावा लागतो. 

2. मोठ्या स्पधयकाांच्या उपहस्थतीमुळे आांतरराष्ट्रीय माकय  टटगमधील स्पधेचे प्रमाण खूप जास्त आह.े 

3. आांतरराष्ट्रीय हवपणन सरकार द्वारे लादलेल े हवहवध कठोर हनयम आहण हनयमाांच े पालन करण्यास 

बाांधील आह.े 

4. राष्ट्राांमधील तणाव आहण युद्धाांसारख्या पररहस्थतीमुळे आांतरराष्ट्रीय माकय टटगवर हवपरीत पररणाम 

होतो. 

        आांतरराष्ट्रीय हवपणन ह े वस्तू व सेवाांचे एकापेषा जास्त दशेाांमध्ये केलेले हवपणन आह े ही 

दीघयकालीन चालणारी प्रक्रिया आह े आांतरराष्ट्रीय व्यापारामध्ये हवहवध घटकाांच े प्राबल्य आढळते  उदाः 

तांत्रज्ञान आांतरराष्ट्रीय व्यापारास पूरक सांस्था यांत्रणा आर्गथक उदारीकरण व जागहतकीकरण आधुहनक 

आांतरराष्ट्रीय हवपणनात आधहुनक कल क्रदसून येतात हवहवध दशेाांचे राजकीय पयायवरण व्यापारी सांघाच ेप्रश्न 

बहु करप्रणाली व्यवस्था भाषा, रूढी व परांपरा इत्यादी आव्हाने हनमायण होतात. 

         

1. जागहतक स्तरावर काय चालवले जाते आहण स्थाहनक पातळीवर काय व्यवस्थाहपत केले जाते ह ेस्पष्ट 

केले पाहहजे. 

2. स्थाहनक बाजाराच्या गरजा समजून घेतल्या पाहहजे आहण एक सहयोगी दहृष्टकोन हवकहसत केल े

पाहहजे. 

       

1. 1% www.google.com 

2. 2% www.chrome.com 
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 डडडिटल डिपणन : २१ व्या शतकातील संधी अडण अव्हान े
 

 

     आर.  र    1   .आर.एन.     2 

1सहाय्यक प्राध्यापक, डशक्षणमहर्षी डॉ.बापूिी साळ ंखे महाडिद्यालय, डमरि 

इमेल.herwadeashokrrc@gmail.com 

डॉ.अर.एन.शेंडगे, 

2ए.अर.ब लाा मडहला िरीष्ठ, महाडिद्यालय, सोलापूर 

इमेल: arburla@gmail.com 
 

 

गोर्षिारा: डडडिटल डिपणन  ह े आंटरनेटिर ईत्पादन,े सिेा, ग्राहकांना िोडणे, डडडिटल 

तंत्रज्ञान अडण ईपकरणे िापरून िापरकत्यााच्या गरिा ओळखणे अडण समिून घेणे 

यासाठी आंटरनेटिरील एक ऄपारंपररक डडडिटल व्यासपीठ  अह.े ब्रँड िागरूकता अडण 

व्यिसाय डिकासासाठी ऑनलाआन व्यिसायाचा प्रचार करणे ही सिाात प्रभािी अडण 

प्रम ख धोरणांपैकी एक अह.े डडडिटल माध्यमाचं प्रसार आतका झाला अह ेकी कोणीही 

कधीही क ठेही माडहती डमळिू शकतो. ह े डिपणकांना ब्लॉग, िेबसाआट अडण सोशल 

मीडडया चॅनेलद्वारे ईत्पादने अडण सेिांचा प्रचार करण्याचे ऄडधक पयााय  दतेे. ईपलब्ध 

डिडिध साधनांद्वारे डिके्रते ह े दखेील पाहू शकतात की काय कल अह,े ईत्पादनाचा 

ऄडद्वतीय डिक्री बबद ूकाय अह ेअडण लोक चांगल्या लक्ष्यीकरणासाठी ईत्पादन ककिा सेिा 

का अडण केव्हा शोधतात. या पेपरमध्ये २१ व्या शतकातील डडडिटल माकेटटगच्या संधी 

अडण अव्हानांचा समािेश अह.े 

प्रास्ताडिक  

        डडडिटल माकेटटग ही एक व्यापक संज्ञा अह ेिी डडडिटल तंत्रज्ञानाद्वारे ग्राहकांपयंत पोहोचण्यासाठी 

तैनात केलेल्या डिडिध प्रचार तंत्रांचा संदभा दतेे. डडडिटल डिपणांनामध्ये सेिा, ईत्पादन अडण ब्रँड डिपणन 

रणनीतींची डिस्तृत डनिड समाडिष्ट अह े िी म ख्यतः मोबाआल अडण पारंपाररक टीव्ही अडण रेडडओ 

व्यडतररक्त म ख्य प्रमोशनल माध्यम म्हणून आंटरनेटचा िापर करते. डन फोटो डनकॉन गेटिे ग्राहकानंा त्याचंे 

डडडिटल फोटो डमत्रांसह ऑनलाआन डिभागण्यात मदत करते. टायटनचे ब्रँड रागा ग्राहकांच्या संपकाात 

राहण्यासाठी इमेल िृत्तपत्रांचा िापर करते अडण म्हणूनच ग्राहकांच्या ब्रँडची डनष्ठा मिबूत करण्याचा 

प्रयत्न करते. डनयतकाडलकाचे प्रकाशक त्यांच्या ग्राहकानंा इ-मेल अडण एसएमएस संदशेांसह सक्रक्रय करू 

शकतात अडण ईदाहरणे क्रफल्म फेऄर माडसकांसाठी प निारगणीचे दर स धारू शकतात. डिके्रत ेग्राहकाचं्या 

दनैंक्रदन िीिनात ब्रँड ऄडधकाडधक ििळ अणतात. मूल्याचे सह-डनमााते म्हणून ग्राहकांची बदलती भूडमका 

ऄडधक महत्त्िाची होत अह.े खान अडण महापात्रा (२००९) यांनी रटप्पणी केली की व्यिसाय घटकाद्वारे 
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प्रदान केलेल्या सेिांचा दिाा स धारण्यात तंत्रज्ञान महत्त्िपूणा भूडमका बिािते. होि यांच्या मतान सार   

न सार, आलेक्ट्रॉडनक डिपणन  म्हणिे एक ककिा ऄडधक आलेक्ट्रॉडनक पद्धती ककिा माध्यमांचा समािेश 

ऄसलेल्या डिके्रत्याकडून खरेदीदाराकड ेिस्तू ककिा सेिाचंे हस्तातंरण. एकोडणसाव्या शतकात टेडलग्राफच्या 

िापराने इ-माकेटटगची स रुिात झाली. टेडलफोन, रेडडओ, टेडलडव्हिन अडण नतंर केबल टेडलडव्हिनचा 

अडिष्कार अडण मोठ्या प्रमाणािर स्िीकार केल्याम ळे, आलेक्ट्रॉडनक माध्यम ेह ेमाकेटटगचे प्रम ख बल बनले 

अह.े मॅकडोनाल्ड ब्रँड संदशे अडण नातेसंबंध मिबूत करण्यासाठी ऑनलाआन चॅनेल िापरते. त्यांनी 

म लांसाठी ऑनलाआन सम दाय तयार केले अहते, िसे की ग्राहकांना नेहमी स्ितःच्या ििळ ठेिण्यासाठी 

शैक्षडणक अडण मनोरंिक खेळांसह हपॅी मील िेबसाआट  कंपनीच्या इ-संदशेाच्या प्रयत्नांची संख्या ही 

कंपनीच्या नफ्याशी िेळोिेळी सकारात्मकपणे िोडलेली अह.े सामाडिक  मध्यम व्यासपीठाची प्राथडमक 

फायद ेम्हणि ेखचा कमी करणे अडण पोहोच िाढिणे. सामाडिक  मध्यम व्यासपीठाची ककमत सामान्यत: 

आतर डिपणन माध्यमापेक्षा कमी ऄसते िसे की समोरासमोर डिक्री ककिा मध्यस्थ ककिा डितरकाचं्या 

मदतीने डिक्री. याडशिाय, सामाडिक डिपणन माध्यमामाफा त कंपन्यांना ऄशा ग्राहकांपयंत पोहोचू दतेे ि े

डिद्यमान डितरण माध्यमाच्या  तात्प रत्या अडण स्थाडनक मयाादांम ळे प्रिेश करण्यायोग्य नसतील. 

सामान्यतः, सोशल मीडडयाचा म ख्य फायदा हा अह ेकी तो कंपन्यांना पोहोच िाढिण्यास अडण खचा कमी 

करण्यास सक्षम करू शकतो. च्याफ्ली यांच्या मत,े सामाडिक डिपणन माध्यमामध्ये "कंपनीच्या स्ितःच्या 

िेबसाआटिर ककिा डतच्या सामाडिक ईपडस्थतीद्वारे ग्राहक संपे्रर्षणांना प्रोत्साहन दणेे" समाडिष्ट अह.े 

सामाडिक डिपणन माध्यम ह े डडडिटलडिपनणाचे  एक महत्त्िाचे तंत्र अह े कारण कंपन्या त्यांचे संदशे 

त्यांच्या लडक्ष्यत पे्रक्षकानंा डितररत करण्यासाठी सामाडिक डिपणन माध्यम  िापरू शकतात िे प्रकाशक 

ककिा डितरकाला पैसे न दतेा पारंपाररक डिपणनासाठी िैडशष्यपूणा अहते. डडडिटल डिपणन , 

आलेक्ट्रॉडनक डिपणन , इ-डिपणन  अडण आंटरनेट डिपणन  या सिा समान संज्ञा अहते ज्यात "िेबसाआट्स, 

ऑनलाआन िाडहराती, ऑप्ट-आन इमेल, आंटरएडक्ट्टव्ह क्रकऑस्क, आंटरएडक्ट्टव्ह टीव्ही ककिा मोबाइलद्वारे 

ऑनलाआन डिपणन करता येते.कांही  तज्ञांना ऄसे  अढळून अले की डडडिटल डिपणांनासाठी  ग्राहक 

माडहती समाधान ही ईपभोगाच्या ऄन र्षंगाने अडण डिक्री क्रक्रयाकलाप, माडहती प्रणाली (िेबसाआट्स), 

डडडिटल ईत्पादने याचं्या कें द्रबबद ू पैलूंद्वारे ईत्तेडित होणाऱ्या िेगिेगळ्या तीव्रतेच्या प्रभािी प्रडतसादाची 

बेरीि म्हणून संकल्पना केली िाउ शकते. िाघमारे (२०१२ ) यांनी डनदशानास अणून क्रदले की 
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अडशयातील ऄनेक दशे इ-कॉमसाचा फायदा घेत अहते, िे स्पधेला प्रोत्साहन दणे्यासाठी अडण आंटरनेट 

तंत्रज्ञानाच्या प्रसारासाठी अिश्यक अह.े डिया अडण मनीर्ष (२०१२ ) यांना ऄसे अढळून अले  की 

सध्या,भारतातील महानगरातील ऑनलाआन  खरेदीदारांचा कल िाढत अह॰े ह े ग्राहक प्रिासाचे ब ककग 

करत अहते, ग्राहक आलेक्ट्रॉडनक्ट्स अडण प स्तके ऑनलाआन खरेदी करत अहते. प्रत्येक ऑनलाआन 

खरेदीदाराचा खचा कमी ऄसला तरी भारतातील महानगरातील  स मारे ६० टके्क  ऑनलाआन ग्राहक 

मडहन्यातून क्रकमान एकदा तरी ऑनलाआन खरेदी करतात. डवे्ह चॅफी (२००२ ) इ-माकेटटगची व्याख्या 

"डडडिटल तंत्रज्ञानाचा िापर" म्हणून करतात."डडडिटल तंत्रज्ञानाचा ऍडप्लकेशन - ऑनलाआन चॅनेल (िेब, 

इ-मेल, डटेाबेस, तसेच मोबाआल/िायरलेस अडण डडडिटल टीव्ही) म्हणून नफा संपादन अडण ग्राहक 

रटकिून ठेिण्याच्या ईदेशशेान े डिपणन  क्रक्रयाकलापांमध्य े योगदान दणे्यासाठी करतात. एक मल्टी-चॅनेल 

खरेदी प्रक्रक्रया अडण ग्राहक िीिनचक्र) ग्राहकाचंे ज्ञान (त्यांची प्रडतमा , ितान, मूल्य अडण डनष्ठा ) स धारून 

अडण ग्राहकांच्या िैयडक्तक गरिांशी ि ळणारे एकाडत्मक संपे्रर्षण अडण ऑनलाआन सिेा प्रदान करून. च्या 

व्याख्या संबंध डिपणन संकल्पना प्रडतबबडबत; होते त े  इ- डिपणन  चालडिणारे ततं्रज्ञान नसनू व्यिसाय 

मॉडले ऄसािे यािर िोर दतेे. सिा प्रकारची सोशल मीडडया कंपनी स्ितः ककिा डतची ईत्पादने गडतमान  

सम दाय अडण व्यक्तींसमोर सादर करण्याची संधी प्रदान करते िे स्िारस्य दशािू शकतात. 

 सदै्धाडंतक अडण सकंल्पनात्मक चौकट  

पारंपाररक डिपणन डि डडडिटल डिपणन 

पारंपाररक डिपणन हा डिपणनाचा सिाात सामान्य अडण ओळखण्यायोग्य प्रकार अह.े पारंपाररक 

डिपणन हा व्यािसाडयक घटकाच्या ईत्पादन ककिा सेिाचंा प्रचार करण्यासाठी िापरला िाणारा डडडिटल  

नसलेला मागा अह.े द सरीकड,े डडडिटल माकेटटग म्हणिे ग्राहकांपयंत पोहोचण्यासाठी डडडिटल 

माध्यमांचा िापर करून  ईत्पादने ककिा सेिांचे डिपणन केल े िात.े व्यिसायाच्या डडडिटल माकेटटग 

धोरणाचा भाग म्हणून िापरल्या िाणाऱ्या िाडहरात माध्यमांमध्ये आंटरनेट, सामाडिक माध्यमे , मोबाआल 

फोन, आलेक्ट्रॉडनक डबलबोडा, तसेच डडडिटल टेडलडव्हिन अडण रेडडओ चॅनेलद्वारे प्रचारात्मक प्रयत्नांचा 

समािेश ऄसू शकतो. डडडिटल डिपणन  ही पारंपाररक डिपणांनाची  ईपशाखा अह ेअडण ईत्पादनांच्या 

स्थानडनडितीकरणासाठी अध डनक डडडिटलमाध्यमे  िापरते. 

 डडडिटल डिपनणाच ेडिडिध घटक: डडडिटल डिपणनाचे सिाात महत्िाचे घटक खालीलप्रमाणे  
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ऑनलाआन िाडहरात 

ऑनलाआन िाडहराती हा डडडिटल डिपणांनाचा  एक महत्त्िाचा भाग अह.े याला आंटरनेट िाडहरात दखेील 

म्हणतात ज्याद्वारे कंपनी ईत्पादने ककिा सेिांबदेशल संदशे दउे शकते. आंटरनेट-अधाररत िाडहराती 

ग्राहकांच्या डहतसंबंधांशी सिोत्तम ि ळणारी सामग्री अडण िाडहराती प्रदान करतात. प्रकाशक त्यांची 

ईत्पादने ककिा सेिा त्यांच्या िेबसाआटिर ठेितात िेणेकरून ग्राहकांना ककिा िापरकत्यांना मोफत माडहती 

डमळेल. िाडहरातदारानंी ऄडधक प्रभािी अडण संबंडधत िाडहराती ऑनलाआन ठेिाव्यात. ऑनलाआन 

िाडहरातींद्वारे, कंपनी अपल्या बिेटिर चांगले डनयंत्रण ठेिते अडण िेळेिर डतचे पूणा डनयंत्रण ऄसते. 

 इमेल डिपणन 

िेव्हा ईत्पादने ककिा सेिांबदेशल संदशे डिद्यमान ककिा सभंाव्य ग्राहकानंा इमेलद्वारे पाठडिला िातो, तेव्हा 

ते इमेल डिपणन म्हणून पररभाडर्षत केले िाते. थेट डडडिटल डिपणनाचा  िापर िाडहराती पाठिण्यासाठी, 

ब्रँड अडण ग्राहकांची डनष्ठा डनमााण करण्यासाठी, ग्राहकांचा डिश्वास डनमााण करण्यासाठी अडण ब्रँड 

िागरूकता डनमााण करण्यासाठी केला िातो. डडडिटल डिपणनाचा हा घटक सहिपणे िापरून कंपनी 

अपली ईत्पादने अडण सेिांचा प्रचार करू शकत.े िाडहराती ककिा  आतर माध्यमांच्या  त लनेत ह े  कमी 

खचााचे अह.े ईत्पादने अडण सेिांिर ग्राक्रफक, मिकूर अडण साआट्स  यांचे अकर्षाक डमश्रण तयार करून 

कंपनी ग्राहकांच ेसंपूणा लक्ष िेधून घेउ शकते. 

सामाडिक माध्यम े 

अि सामाडिक माध्यमाद्वारे डिपणन  ह ेसिाात महत्िाचे डडडिटल डिपणन  चनॅेल अह.े ह ेएक संगणक-

अधाररत साधन अह ेिे लोकांना कंपनीच्या ईत्पादन ककिा सेिांबदेशल कल्पना, माडहती अडण डचत्रे तयार 

करण्यास, दिेाणघेिाण करण्यास ऄन मती दतेे. नील्सनच्या मते, आंटरनेट िापरकते आतर कोणत्याही 

प्रकारापेक्षा सोशल मीडडया साआटिर िास्त िेळ घालितात. सोशल मीडडया माकेटटग नेटिका मध्ये फेसब क 

, डट्िटर ,बलक्ट्डआन  अडण ग गल+ यांचा समािेश होतो. फेसब क  द्वारे, कंपनी ईत्पादन अडण सेिांशी 

संबंडधत कायाक्रमांना प्रोत्साहन दउे शकते, फेसब क मागादशाक तत्त्िांचे पालन करणार् या िाडहराती चालि ू

शकते अडण निीन संधी शोधू शकते. डट्िटर  द्वारे, कंपनी त्याचं्या ब्रँडबदेशल िागरूकता अडण दशृ्यमानता 

िाढिू शकते. कंपनीची ईत्पादने अडण सेिांच्या िाडहरातीसाठी ह ेसिोत्तम साधन अह.े बलक्ट्डआन मध्ये, 

व्यािसाडयक त्याचंे माडहती  डलडहतात अडण माडहती शेऄर करतात 
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 मिकूर सदंशे 

सेल्य लर अडण स्माटा फोन ईपकरणांमधून ईत्पादने अडण सेिांबदेशल माडहती पाठिण्याचा हा एक 

मागा अह.े फोन ईपकरणे िापरून, कंपनी मिकूर, डचत्र,े दरूडचत्र  ककिा ध्िडनक्रफत  स्िरूपात माडहती 

पाठिू शकते. मोबाआल  एसएमएस द्वारे डिपणन २०००  च्या दशकाच्या स रुिातीस य रोप अडण 

अडशयाच्या काही भागांमध्ये िाढत्या प्रमाणात लोकडप्रय झाले. एखादा मिकूर संदशे िापरून खरेदी 

प ष्टीकरण, माल पाठडिलेची सूचना  पाठिू शकतो. मोडहमांसाठी मोबाआल संदशे माध्यम िापरल्याने िलद 

अडण ऄडधक भरीि पररणाम डमळतात. या तंत्रांतगात, कंपन्या त्यांच्या ग्राहकांना , कधीही कोणत्याही िेळी 

डिपणन संदशे पाठिू शकतात अडण संदशे क्रदसला िाइल ऄशी खात्री बाळगू शकतात.तसेच कंपनी एक 

प्रश्नािली तयार करू शकते अडण भडिष्यात त्यांची ईत्पादने ककिा सेिा डिकडसत करण्यासाठी अिश्यक 

ऄसलेला मौल्यिान ग्राहकाकडून  ऄडभप्राय डमळिू शकते. 

 सलंग्न डिपणन 

सलग्न डिपणन  हा कायाप्रदशान-अधाररत डिपणनाचा प्रकार अह.े या प्रकारच्या माकेटटगमध्ये कंपनीच्या 

ितीने तयार केलेल्या माकेटटग प्रयत्नांद्वारे त्यांनी अणलेल्या प्रत्येक ऄभ्यागताला ककिा ग्राहकासाठी 

सहयोगींना प रस्कार दते.े ईद्योगात चार प्रम ख खेळाडू अहते: व्यापारी ("क्रकरकोळ डिके्रता" ककिा "ब्रँड" 

म्हणून ओळखले िाते), नेटिका , प्रकाशक संलग्न म्हणून दखेील ओळखले िाते.  

 सलंग्न डिपनणाच े  दोन मागा अहते: कंपनी आतरानंा सलंग्न कायाक्रम दउे शकत े ककिा ती द सर् या 

व्यिसायाची संलग्न होण्यासाठी साआन ऄप करू शकते. िर कंपनीला संलग्न कायाक्रम चालिायचा ऄसेल, 

तर, कंपनी मालकाने कंपनीच्या िेबसाआटिर चालडिलेल्या प्रत्येक लीड ककिा डिक्रीसाठी सहयोगींना 

दलाली  फी भरािी लागेल.  

 शोध आंडिन सिोत्तमीकरण 

शोध आंडिन सिोत्तमीकरण ही शोध आंडिनच्या नैसर्गगक शोध पररणामांमधील िेबसाआट ककिा िेब 

पृष्ठाच्या दशृ्यमानतेिर पररणाम करण्याची प्रक्रक्रया अह.े सिासाधारणपणे, पूिीचे (ककिा शोध पररणाम 

पृष्ठािर ईच स्तरािर  ऄसललेे ), अडण ऄडधक िारंिार एखादी िेबसाआट शोध पररणाम सूचीमध्ये क्रदसते, 

शोध आंडिन िापरकत्यांकडून डतला ऄडधक ऄभ्यागत प्राप्त होतील. शोध आंडिन सिोत्तमीकरण प्रडतमा 
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शोध, स्थाडनक शोध, डव्हडडओ शोध, शैक्षडणक शोध, बातम्या शोध अडण ईद्योग-व्यिसाय  शोध  या 

डिडिध प्रकारच्या शोधांना लक्ष्य करू शकते. 

 प्रडत डक्ट्लक प े 

पे-प्रडत-डक्ट्लक डिपणन  ह ेडक्ट्लक्ट्स सेंक्रद्रयपणे “कमाइ” करण्याऐििी अपल्या िेबसाआटिर डक्ट्लक डनमााण 

करण्यासाठी शोध आंडिन िाडहराती िापरण्याचा एक मागा अह.े शोधक अडण िाडहरातदारांसाठी प्रडत 

डक्ट्लक पैसे दणेे चांगले अह.े कंपनीच्या िाडहरातींसाठी हा सिोत्तम मागा अह ेकारण त ेकमी क्रकमतीत 

अडण ईत्पादने अडण सेिांसह ऄडधक प्रडतबद्धता अणते. 

डडडिटल डिपणानंाच्या  सधंी अडण अव्हान े

 डडडिटल डिपणानंाच्या  सधंी: 

 डडडिटल डिपणनाच्या  संधी खालीलप्रमाणे अहते - 

 स लभ ब्रडँ प्रसार  

निीन तंत्रज्ञानाच्या डिकासाम ळे अडण व्यिसायात आंटरनेटचा िापर केल्याम ळे, ब्रँड ग्राहकांपयंत पोहोचतो 

ि याचा  फार  मोठा फायदा होतो  अडण त्यांच्या ग्राहकाशंी यशस्िीपणे संिाद साधता येतो. 

 क्रकफायतशीर िाडहनी 

आंटरनेटचा िापर करून, डडडिटल डिपणन  ह े टेडलव्हीिन , रेडडओ, माडसके, ितामानपत्रे अडण बॅनसा 

आत्यादी पारंपाररक माकेटटग चॅनेलच्या त लनेत क्रकफायतशीर अडण स्िस्त िाडहरातींचे स्त्रोत अढळले अह.े 

डडडिटल डिपणन  डिके्रत्यांना त्यांच्या बिेटच्या ईपलब्धतेच्या ऄधीन राहून त्याचं्या िाडहरात मोडहमा सेट 

करण्यास ऄन मती दतेे. . म ख्यतः, िेबसाआट्स अडण व्यिसाय प्रोफाआल (िाडहराती प्रदर्गशत करणे अडण 

ईत्पादने ककिा सेिांबदेशल माडहती) डिनामूल्य प्रचंड प्रडसद्धी करतात. सामाडिक माध्यमे , त्याच्या ऄसंख्य 

फायद्यांसह डडडिटल डिपणन  क्रक्रयाकलापांना प्रोत्साहन दणे्यासाठी महत्त्िपूणा भूडमका बिाित अहते. 

सोशल मीडडया सामाडिक डिपणन माध्यम ह ेऄस ेमाध्यम अह ेकी फेसब क , डट्िटर ,ग गल+, बलक्ट्डआन , 

व्हाट्सऄप, ब्लॉग्ि, ऐल्प , इनस्टाग्राम , अडण यू ट ब आत्यादी स्त्रोत अहते . 

 ऑनलाआन खरेदी करण्यासाठी ग्राहकाचंी सोय 

डडडिटल डिपणनाच्या  ऄडधक लोकडप्रयतेम ळे अडण क्षमतांम ळे ग्राहकांना कधीही (चोिीस तास ) 

ऑनलाआन खरेदी करणे ऄडधक सोयीचे झाले अह.े डडडिटल डिपणनाम ळे कंपन्या अडण क्रकरकोळ 

डिके्रत्यांना त्याचं्या ग्राहकानंा ऑनलाआन स्टोऄरमधून खरेदी  करण्याची संधी क्रदली अह.े 
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डिपणन दाडयत्ि डनभािण्याची सधंी 

डडडिटल माकेटटग कंपन्यांना त्यांच्या डिपणन दाडयत्त्िाचे  मोिमाप करण्यास सक्षम करते िसे की 

डडडिटल डिपणन काया करत अह ेकी नाही, दाडयत्त्िाचे प्रमाण अडण त्यात समाडिष्ट ऄसलेले संभार्षण. 

डडडिटल डिपणन डिपणकाना  त्यांच्या ऑनलाआन सामग्रीचे ग णित्तापूणा हतेूंसाठी मूल्यांकन  अडण 

ऄंकेक्षण करण्यास दखेील मदत करते. 

स लभ ग्राहक पोहोच 

एकाच िेळी मोठ्या संख्येन े संभाव्य ग्राहकानंा लक्ष्य करण्यासाठी कंपन्यांसाठी डडडिटल डिपणन  हा 

संिादाचा एक प्रभािी मागा अह.े डिपणनासाठी आंटरनेट माध्यम  िापरणे हा नंबर लक्ष्य  करण्याचा एक 

द्र त दषृ्टीकोन अह े

 थटे िाडहरात 

डडडिटल डिपणन  थेट िाडहरात  करते अडण ईत्पादन ककिा ब्रँडबदेशल िागरूकता डनमााण करते. अता 

कंपन्या डिडिध डडडिटल चॅनेलिर ईत्पादने अडण सेिांच्या िाडहराती सहिपणे दाखिू शकतात. परंत  एक 

चांगली ऑनलाआन िाडहरात धोरण अडण प्रचारात्मक साधने यांच्या सहाय्याने  डडडिटल डिपणक ऄत्यंत 

स्पधाात्मक माकेटटग िातािरणात चांगली कामडगरी करण्यास मदत करू शकतात. 

 सतत िाडहराती प्रदर्गशत करणे 

डडडिटल डिपणन  िाडहरातींना कोणत्याही िेळी ककिा कोणत्याही रठकाणी लडक्ष्यत ग्राहकांना ऄडधक 

स लभ बनिते. कोणत्याही िबेसाआटला भेट दणे्यासाठी अडण िाडहराती पाहण्यासाठी संभाव्यतेसाठी िेळ 

अडण रठकाणाची मयाादा नाही. सतत प्रदर्गशत होणाऱ्या िाडहराती अपल्याशी संपका  साधण्यासाठी अडण 

त्यांच्या गरिेची ईत्पादने अडण सेिा शोधण्यासाठी संभाव्य लोकांना अकर्गर्षत करतात. परंत  या िाडहराती 

िेबपृष्ठािर प्रदर्गशत करण्यासाठी कायाक्षमतेन ेव्यिस्थाडपत केल्या पाडहिेत.  

डडडिटल डिपणनाप ढील अव्हान:े 

डडडिटल डिपणनाप ढील प ढील अव्हाने अहते - 

हकॅकग धोरणाचंा धोका 

कंपनीची िाडहरात धोरणे हकॅ करण्याचा धोका नहेमी डडडिटल चॅनेलिर (आंटरनेटिर) रटकून ऄसतो ,िो 

डडडिटल डिपणनाच्या त्र टींपैकी एक अह.े हकॅसा ककिा स्पधाक एका प्रडसद्ध कंपनीच्या मौल्यिान िाडहरात 

धोरणांचा सहि मागोिा घउे शकतात अडण कॉपी करू शकतात अडण त्याचं्या हतेूंसाठी िापरू शकतात. 
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ब्रँड डिरोधी क्रक्रयाकलाप (डॉपेलगगँर) 

डडडिटल डिपणनाचा अणखी एक दोर्ष म्हणिे एखादी व्यक्ती ककिा व्यक्तींचा समूहही 'डॉपेलगँगर' द्वारे 

मान्यताप्राप्त ब्रँडच्या प्रडतमेला हानी पोहोचिू शकतो. ब्रडँडिरोधी कायाकते, ब्लॉगसा अडण मत नेत ेडिडशष्ट 

ब्रँडची प्रडतमा नापसंत करण्यासाठी ‘डॉपेलगँगर’ हा शब्दप्रसार करतात. 

मयााक्रदत ईत्पादनासंाठी िाडहरात 

डडडिटल डिपणनाचा अणखी एक व्यािहाररक दोर्ष म्हणिे ते केिळ ग्राहकोपयोगी िस्तूंसाठी फायदशेीर 

अह.े औद्योडगक िस्तू अडण और्षधी ईत्पादनांची डिक्री डडडिटल माध्यमातून करता येत नाही. ईपरोक्त 

माडहती डडडिटल डिपणकाना  डडडिटल डिपणनाची  ताकद अडण कमक ितपणा समिून घेण्यास मदत 

करू शकते.  

 आंटरनटे ऍक्ट्ससेची मयाादा 

डडडिटल डिपणन  आंटरनेटिर  ऄिलंबून अह.े काही भागात, आंटरनेट स डिधा ग्राहकानंा ईपलब्ध होत नाही 

ककिा ऄस्त नाही . डडडिटल डिपणन  ऄशा क्षेत्रांमध्ये ऄयशस्िी होउ शकते ज्यामध्ये आंटरनेटची ईपलब्धता 

नाही ककिा मयााक्रदत अह.े 

 मयााक्रदत ग्राहक द िा अडण सभंार्षण 

डडडिटल डिपणन  ह ेआंटरनेटिर खूप ऄिलंबून ऄसल्याने, डिपणकाना  त्यांच्या िाडहराती ऄडधक व्यापक 

बनिणे अडण कंपनीच्या ब्रँड प्रडतमा  ककिा ईत्पादनांबदेशल त्यांच्या ग्राहकांशी संभार्षण स रू करणे कठीण 

होउ शकते. 

 ब्रडँ्सची ईच स्पधाा 

िेव्हा एखादा ग्राहक आंटरनटेिर डिडशष्ट कंपनीचे डिडशष्ट ईत्पादन शोधतो, ऄनेक प्रडतस्पधी िस्तू अडण 

समान डिपणन धोरण ऄसलले्या सेिा ग्राहकाच्या म ख्यपृष्ठािर क्रदसतात तेव्हा डडडिटल माकेटटगमध्ये एक 

कमतरता ऄसत.े याम ळे ग्राहकांना डिरोध होतो अडण द सर् या कंपनीचे स्िस्त अडण ईत्तम दिााचे ईत्पादन 

डनिडण्याचा पयाायी पयााय ईपलब्ध होतो. पररणामी, काही ग्राहकानंा िेबसाआट ककिा सोशल मीडडयािर 

क्रदसणार् या बर् याच िाडहरातींिर डिश्वास नसतो अडण त ेफसिणूक समितात अडण ऄप्रामाडणक ब्रँडसारखे 

क्रदसतात. 

डनष्कर्षा: या ऄभ्यासातून ऄसे क्रदसून अल ेअह ेकी डडडिटल डिपणनामध्य ेग्राहकापंयंत िलद अडण कमी 

खचाात  पोहोचण्याची क्षमता अह ेअडण ते  ईत्पादने अडण सेिांच्या डिस्तृत शे्रणीला प्रोत्साहन दउे शकते. 
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डडडिटल माकेटटग अडण सोशल मीडडया िाडहरातींच्या डिकासाम ळे २१ व्या शतकात िागडतकीकरणाचा 

िेग अडण डडडिटल डिपणनाम ळे  डमळणाऱ्या संधींची व्याप्ती  ऄडधक ऄसून ऄनके व्यािसाडयक संधी 

डनमााण झाल्या अहते. तसचे  ऄनेक अव्हानहेी अहते. 

सदंभा: 

1) डडडिटल माकेटटगमधील अव्हाने अडण संधी (२०१८) भोिरािा, डॉ. एम. म डनरािू 

2) डडडिटल माकेटटगचा प्रभाि अडण त्याची अव्हाने (२०१६ ) नडचकेत एस. सांगिीकर 

3) डडडिटल माकेटटगिर एक ऄभ्यास (२०१५) पी. सत्या 
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Abstract: 

Dr. Babasaheb Ambedkar was one of the various people. The economic thinking of Dr. B. R. 

Ambedkar, in particular; The Rupee Problem: Its Origins and Solution, The Emergence of 

Provincial Treasury in British India: A study of the Provincial Declaration of Provincial Treasury, 

and the Small Financial Problems in India and its Solutions. His views on agriculture are 

historically significant. His ideas on land acquisition, joint farming and land grants are very useful 

in modern times. He criticized the common definition of land grabbing and re-explained that 

economic land acquisition does not depend on the size of the land but is part of the inputs to the 

product. According to him the small size of the catch is the cause of low production therefore; a 

consolidation of land ownership must be done. He encouraged co-operative and co-operative 

farming in the country. The current paper tries to discuss the thoughts of Dr. B. R. Ambedkar on 

agriculture and looking at your relationship with current agriculture in India. 

Keywords: Economic Thinking, Planning, Ideas. 
 

1. Introduction: 

Ambedkar was the first to have a Doctorate in economics in India. He is one of the greatest 

economists. His economic expertise includes public finance, financial finance, agricultural 

economics and jobs. Ambedkar is concerned with exploring four broad themes. First, the policies 

examined by Ambedkar in his book ‘The Rupee Problem’, the second theme Ambedkar discusses in 

his academic book ‘The Evolution of Provincial Finance in British India’. He then discussed the 

activities of ‘Designer and Auditor-General’ and the final theme ‘Small Assignments in India and 

their Remedies’. The current paper tries to discuss the thoughts of Dr. B. R. Ambedkar on agriculture 

and looking at your relationship with current agriculture in India. 
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2. Objectives: 

1. Learning the relationship of agricultural ideas of Bharat Ratan Dr. Bhimrao Ambedkar. 

3. Research Method: 

  This paper is based on Dr. Babasaheb Ambedkar's role in economics with the help of 

secondary data. The second data is collected from various published journals, Books, Agricultural 

Census and Research Papers. 

4. Comments: 

1 - Seizure of land: - 

Dr. Bhimrao Ambedkar pointed out that the small size of the ground grip is one of the 

reasons for production. So it should be a consolidation of land conservation. The traditional 

definition of economic holding is presented as "an opportunity to produce enough to keep himself 

and his family free after paying his necessary expenses". 

Big catches are economic while small catches are economic. The positive or negative 

component of other production aspects in the part of the world that provides the latest recession or 

economic downturn. Less time may be economic or non-economic because the economy does not 

depend on the size of the world but on the right proportion among all the factors that make up the 

land. 

Ambedkar argued, the world was one of many productions and the production of a single 

production element depends on the scale at which other production elements are combined. In his 

words: ‘the ultimate goal of effective production includes making all the anxious aspects have the 

highest quality; and he can do so only when he is able to cooperate with his colleagues in the 

necessary way. 

Therefore, there is a good idea of the measurements that should continue between the various 

components combined, although the positive will vary with the change in values. In this regard, he 

goes on to point out that if agriculture 'should be regarded as an economic enterprise, then, in itself, 

there can be no such thing as a large or small area' the problem lies in the intrusion of other factors. 

production. The shortage of funds needed to acquire ‘agricultural stocks and inputs’ comes from 

savings. There is probably a prophetic statement he made long before development modem experts 

set out the notion of hidden unemployment or inefficiency: “A large number of agricultural people 

with a low share in real farming means a large part of the agricultural population. and do nothing”. 

Even if the lands can be compacted and expanded and cultivated through capitalist businesses, it will 

not solve the problem as it will only exacerbate the evil ‘by adding to our idle stockpile’. 

Table number: 1 

Area Used to Hold Function 
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Type of 

Holding 

1970-71 % 1980-81 % 1990-91 % 2000-01 % 

Marginal 14599 8.98 19735 12.05 24894 15.04 29807 18.70 

Small 19282 11.89 23169 14.14 28827 17.42 32128 20.15 

Semi Medium 29999 18.50 34645 21.15 38375 23.19 38174 23.94 

Medium 48234 29.74 48543 29.63 44752 27.03 38194 23.96 

Large 50064 30.88 37705 23.02 28659 17.31 21092 13.23 

Total 

 

162138 100 163797 100 165507 100 159394 100 

Source: Agriculture Census 2000-01 

Table No:  2 

Trend in Number of Holdings and Operated Area 

Agriculture Census 

Years 

Number of holdings 

(million) 

Area operated (in 

million ha) 

Average area per 

holding (in ha) 

1970-71 71.0 162.1 2.28 

1976-77 81.6   163.3 2.00 

1980-81 88.9 163.8 1.84 

1985-86 97.2 164.6 1.69 

1990-91 106.6 165.5 1.55 

1995-96 115.6 163.4 1.41 

2000-01 119.9 159.4 1.33 

2005-06 129.2 158.3 1.23 

2010-11 137.8 159.2 1.16 

Source: Agriculture Census in India 2010-11  

Above table 2 it is clear that after independence the medium size of the catch has a 

continuous decline. The main reason for the decline in the world's population burden, defective 

inheritance law, the collapse of the cottage industry etc. 1970-71. 

India Total gross domestic product increased from 129 million in 2005-06 to 138 million in 

2010-11. Operating space stands at 159.18 million in 2010-11. The average working area size 

decreased to 1.16 ha in 2010-11 from 1.23 ha. on 2005-06 .. 

2. National Globalization and Co-operative Farming: 

After seeing the equitable hold and persistence of unfair rental rent and uncertain living 

quarters, in 1947 Ambedkar came up with a solid solution for land reform and joint farming. You 

have felt that there is no consolidation of settlements or tenancy legislation that contributes to 

improving agricultural production. 
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Moreover, these measures cannot help solve the ongoing problems of landless workers and 

smallholder farmers. He suggested that all agricultural land be placed under state ownership through 

collective farming as a solution to agricultural problems. It should be the government's responsibility 

to provide the necessary funding for agriculture and industry. Ambedkar's plan suggested that  

agriculture should be a state-owned enterprise. 

3.  Land Income: 

Bharat Ratan Dr. Bhimrao Ambedkar has criticized the British government's land revenue. 

According to him, the global income system was in conflict with the interests of poor Indians. 

Moreover no justice or equality existed in the tax policy. He said the world's income was very 

stressful. Ambedkar emphasized the point that it was wrong to inspect the land area that it was wrong 

to inspect the land for income. The level of testing did not depend on the ability to pay taxes. Tax 

revenue is enhanced by revenue growth. 

After independence the government continued with the current system of land acquisition in 

the country. Some provinces have adopted agricultural income tax, but have not yet included all 

other provinces in the country. The agricultural sector may be one of the country's most important 

tax bases. It must be included in the integrated agricultural tax system and the non-agricultural 

sector. 

5.  Conclusion: 

Dr. Ambedkar was one of the great men, who made great changes in society. He had devoted 

his life to the advancement of the oppressed people in India. He was a great politician, founder and 

economist. His views touch on agriculture and are a milestone in the economic sphere. His ideas on 

land acquisition, joint farming and land grants are very useful in modern times. 

Dr. Ambedkar is well known for being the builder of the Indian Constitution and his views on 

many important issues related to economic development are not well known. Dr. Ambedkar was a 

strong proponent of global change and the state's prominent role in economic development. He saw 

the inequality in the economics of unrestricted capitalism. His views on these matters are found in 

several texts; among the most important are his essays, “Small Holdings in India and Their 

Remedies” and the title, “States and Minorities”. In these articles, Dr. Ambedkar elaborates on his 

views on global change and the kind of economic order that best suits people's needs. 
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Abstract: 

Donation Quan deals with the process by which women are empowered and managed. Live  

and have the ability to decide on ideas; Empowerment, on the other hand, is the process of encourag

ing people or groups to make decisions for themselves and encouraging them to change. These choic

es become reality and consequences. It is a way of discovering human potential and developing hum

an potential for the benefit of people and people. Women's empowerment means the promotion and  

recognition of women's rights and their participation in decision making processes.  

This also means giving them equal opportunities to grow and develop in society, regardless 

 of gender. 

Keywords: empowerment, decision-making, participation 
 

1-Introduction: 

Women's empowerment only means giving women equality to strengthen their participation  

in all aspects of life. Empowering women, empowering women in education, health, lifestyle, busine

ss, etc. It aims to encourage people to face their own lives independently, including Women's Suppot

Services and programs are designed for the welfare of women. These services address broad areas  

such as women's housing, safety, security and financial wellbeing needs, access to credit and trade,  

through skills development, education and training. This study was made mostly from secondary  

data. This document highlights the challenges women's empowerment faces today. 

2- Objectives: 

    1. To understand women's empowerment and Need for empowerment of women. 
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    2. Learn about Women's Empowerment Program and Women's Target Empowerment Program. 

    3. Find out the details of the government's work to support women. 

2.1: Women's Empowerment and Need for empowerment of women: 

Women's empowerment means creating an environment where women can decide for themse

lves to be useful and human. It aims to increase and improve the social, economic, political and legal

 status of women to ensure that they have equal rights and demand their rights: 

• Having control over home, work and life. outside the home, 

• Make your own choices and decisions, 

• Have equality in society, 

• Have equal rights in justice and finance, 

• Make financial and business decisions, 

• Have equal education To have, 

• To have equal jobs regardless of gender, 

• To have a safe and comfortable workplace. 

2.2: Women empowerment programs and their Targets:  

2.2.1: What are women empowerment programs? 

Women Empowerment Mission has been designed by the central and state governments to  

empower women in India. Empowering women means ensuring women of all ages have equal access

 to resources, opportunities, decisionmaking processes and capacity building. Government programs 

for women empowerment is one of the important programs of the Government of India. The govern

ment has launched many initiatives to support women through various ministries and institutions. 

2.2.2: What is the purpose of the Women's Assistance Programme? 

The Women's Program aims to help women access education, financial assistance and emplo-

yment. These programs also aim to improve women's health and wellbeing. Some of the major wome

n empowerment schemes in India are listed below: Various women empowerment schemes are listed

 below: 

1-State Government Women Empowerment Schemes Act. 

2-Women's Program to Support Women's Economic Development. 

3-Women's Empowerment Program that supports women's education. 

2.3.: Women Empowerment Programs in India: 

1 – Women Self Help Group (SHG) Program: 

Women SHG Program is an important program that provides financial assistance to women 

from poor families. Women's SHGs are being established at the local level and the program aims to 

empower Indian women by helping them earn money. 

2 - Women Entrepreneurs Financing Program: 
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This program was launched by the Government of India in 2020. For women entrepreneurs  

who want to start a business but do not have the necessary capital to start a business, the Women's  

Startup Fund Scheme can help. Women who want to benefit from the program must apply through  

the Women Entrepreneurs Center. 

3 – Services of the Ministry of Women and Child Development (WCD): 

The Ministry of Women and Child Development, Government of India, announced services  

for the empowerment of women and children. The Ministry of Women and Child Development's  

strategy aims to provide financial assistance to women and help them live a better life by providing  

education and healthcare to their children. Some of the programs of the Ministry of Women and  

Child Development are: 

A – Beti Bachao, Beti Padhao Programs: 

Beti Bachao Beti Padhao is a government program launched in 2015. The purpose of the aid 

program is to save money. Girl and teach her. This program is aimed at women giving birth to girls  

from economically disadvantaged groups. Women must apply for the job through the Women and  

Child Development Department (WCD) of their state governments. Women can use this job until the

ir daughters reach adulthood. 

B – Sukanya Samriddhi Program: 

Sukanya Samriddhi Program is a government program launched in 2015. The aim of the prog

ram is to provide financial assistance to girls to pursue their education, work and achieve their  

dreams. Women who have daughters can take these ideas. Women must apply for the job through the

Women and Child Development Department (WCD) of their state governments. Women can use  

these techniques until their daughters reach the age of 21. 

4 - Indira Gandhi Matriwa Sahyog Yojana: 

This program was launched in 2010. The purpose of this program is to provide financial assis

tance to women. Four of them are from an economically disadvantaged group and are pregnant for  

the first time. If a woman applies for this system, she can use it until her child reaches the age of 2. 

5 - Establishment of Mahila Shakti Kendra: 

Mahila Shakti Kendra (MSK) project was approved as a foundation in November 2017. This 

is support to empower rural women to participate in society. My goal is to promote the integration of

 education and special education for women. The program will be implemented by the state governm

ent and UT administration at cost. Excluding the Northeast and Finance, the state average share is 60

:40. The special category ratio is 90:10. The Alliance is 100% owned by the Central Budget Region. 

6-Swadha Greh Program: 

Swadar Gure Program is implemented as a basic support to women as follows: Victims in  

difficult situations and those who need domestic support, so that they can integrate into society and  
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lead their lives in a respectful manner. 

7- Ujjwala Program: 

The Ujjwala Program is used as a centralized program to prevent: Human trafficking and  

rescue, reconstruction, integration and repatriation of sex trafficking victims. 

8- Pradhan Mantri Matru Vandana Yojana (PMMVY): 

This program is a framework to promote cash transfers that will be implemented across the  

country from January 1, 2017. Birth under PMMVY applies to all pregnant women and pregnant  

women. (PW&LM), persons other than PW&LM who are regular employees of the Central Governm

ent or State Government or Public Sector Undertakings (PSUs) or similar beneficiaries under the law

.  This period applies to the first surviving child in the family. According to the scheme, Rs 5,000 is  

given in three installments to eligible beneficiaries during pregnancy and lactation who meet certain 

nutritional and health conditions. The beneficiaries will also receive additional cash benefits under  

approved maternity benefit scheme under Janani Suraksha Yojana (JSY), under which women will  

receive Rs 6000/after giving birth in an institution. The government of India takes the safety and  

empowerment of women and children seriously. Developmental injustice towards women needs to  

be reduced and this strategy offers a solution to the fundamental problems related to women in India. 

2.4: Conclusion: 

The program to empower women in India aims to ensure that women have equal access to 

resources, opportunities and protection. Even today, equality, freedom and greater dignity for women

are still a distant dream. India aims to empower women in social and economic spheres by issuing  

plans, guidelines, packages and programmes. No one can deny the government's efforts to improve  

the situation, as today's women mostly receive education first and also hold higherlevel management  

positions. Some business women. 
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POVERTY AND UNEMPLOYMENT ARE BARRIERS TO A GREEN ECONOMY 
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Abstract: When 2008-09 began to promote green growth through economic reform packages, 

some governments looked to short-term growth - the opportunity to create jobs and other 

revenue-generating investments in green technologies. Green development can help address 

poverty and other important development issues. India's record-keeping population increased 

from 359.0 million in 1950 to 1238.9 million in 2014, an increase of 245 per cent over the last 50 

years. As the population grows, other problems such as poverty, illiteracy, unemployment and 

inflation will also increase. Poverty alleviation is a long-term goal in India.  

Crowding is the main problem in the country. Availability of natural resources such as petrol, , 

minerals, land, water and personal income are limited and their uses are infinite. This is 

impossible for nature to fulfill increased demand due to population explosion and hence All the 

basis requirements of living being were injured. These needs consist of bunch of basic things like 

shelter, food, employment and education, health care, sanitation and basic services.  All these 

unlimited want of humans contributed to problems such as rising birth rate, low mortality rate 

and so on. Congestion is an obstacle to India's economic growth. 

Keywords: Green economy, Green development, Poverty, Illiteracy, Unemployment, Inflation 

1 – Introduction: Crowding is the main problem in the country. Availability of natural resources 

such as petrol, , minerals, land, water and personal income are limited and their uses are infinite. 

This is impossible for nature to fulfill increased demand due to population explosion and hence 

All the basis requirements of living being were injured. These needs consist of bunch of basic 

things like shelter, food, employment and education, health care, sanitation and basic services.  

All these unlimited want of humans contributed to problems such as rising birth rate, low 

mortality rate and so on. Congestion is an obstacle to India's economic growth. 

 2 - Green Economy: The Green Economy is defined as, resource efficient, social inclusive and 

low carbon. An eco-friendly economy is featured by job growth and income are driven by public 

and private investment in economic activities, low carbon emission in infrastructure and assets, 

renewable energy and optimum utilization of resources, pollution free processes that protect the 

biodiversity and ecosystem.  

 The fundamental theme of 2012’s United nations Conference in Rio The Janeiro was the ‘idea 

of transition to green economy’, where the final document indicated that each country could 

determine its transition according to its national plans, strategies and priorities for sustainable 

development. The 2012 United Nations Conference on Sustainable Development (Leggett & 

Carter, 2012) has also promoted the "Green Economy in the Context of Sustainable 

Development and Poverty Alleviation" since 2008 as Green Economic Initiatives as a Pathto 

Recovery. Thus the key to environment friendly and resource efficient technologies for reducing 

emission and alleviating adverse effects of climate change is given by green economy. 
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Key Sectors of the Green Economy Include: 

 Agriculture 

 Fisheries 

 Water                                            Primarily investing in natural capital 

 Forests  

 Energy 

 Manufacturing                             Primarily investing in energy and resources efficiency  

 Buildings 

 Tourism 

 Water Management                       

                                                        Also working with nature can lead to cost effective     

                                                                       solution and  multiple benefits 

  Transports 

 

 

Source: United Nations Environment Programme(UNEP) Green Economy Report (2011). 

The Green Economy led by the United Nations Environment Program, is an economy that leads 

to better human well-being and social equality with environmental risk and environmental 

mitigation (UNEP, 2011). It seeks to improve ways to achieve sustainable development in times 

of great socio-economic and environmental change.  

3 - Poverty and Poverty Line in India: 

Poverty can define a social phenomenon. There are two types of poverty: absolute poverty and 

relative poverty. 

Absolute poverty Absolute poverty means inability of individual or family to access basic 

necessities like food, shelter, safe drinking water, education and health care . 

 Relative poverty 

This poverty is comparative concept. The relative poverty and standard of living are two 

parameters that estimate the income distribution of population in different broken groups. This 

means that it is dynamic and changing with the pace of development of the global economy. 

Although it appears to be much less than total poverty; this is an area that will continue forever.  

Poverty Line: - 

Is divided by countries and no two countries have the same line. The last few lines of poverty: 

Poverty line in India 

1990 -> $ 1 

2008 -> $ 1.25 

2015 -> $ 1.90 

Source : World Bank 
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The Planning Commission Past and Now the NITI Commission is an important center for 

measuring the poverty line in India.  

 According to Suresh Tendulkar Committee’s Recommendations 2011-12,  people who are 

below Poverty Line means they are earning less than Rs. 27 for rural area and Rs. 33.3 for urban 

area. 

 4 - Determine employment and unemployment: 

Workers are an 'economically active' population, which refers to those who provide or want to 

provide productive work. The Employee Participation Rate (LFPR) is defined as the number of 

people in a position of responsibility. Similarly, the total number of people working in the 

general population is called the Work-Force Participation Rate (WFPR) or Worker-Population 

Ratio (WPR).Unemployed, which means they do not have a job but want it. 

Unemployment Rate 

(%) 

Year 2020 2019 2018 2017 

Unemployment Rate (%) 7.11 5.27 5.33 5.41 

Unemployment rate increase/decline 1.84 0.06 0.08 - 

Source:National Sample Survey Office 2020-21 

With the growing population, all kinds of resources are limited, even employment, especially in 

India. As a developing country, a limited number of jobs are available in India. In India, some 

highly educated people with bachelor's and master's degrees stay at home without finding jobs. 

How is it calculated? 

Employee participation rate is a metaphor for determining the number of people of working age 

in a country.  

Formula = employees / total eligible persons 

Level of labor relations in India 

In the 2017-18 financial year India's labor force participation rate was 49.80 per cent According 

to the National Sample Survey Office (NSSO) Periodic Labor Force Survey (PLFS) report, 

5 - Conclusions: 

As population grows, the work forces increases Growing population is one of the major reasons 

of unemployment. But without efficient resources and enough employment opportunities, it is 

impossible to increase jobs. A rapidly growing population reduces savings, investment and 

income. It is hindrance in process of  capital formation. In addition, as the number of employees 

increases in relation to land, money and other resources, the facilities available to each employee 

decrease. Unemployment is rising as a result. 

It can be concluded that population growth is a very important factor affecting poverty and 

unemployment. Inclusive and sustainable development can be achieved through green economy. 

A green economy is reducing poverty levels as well as creates more jobs and income, as they are 

the way to attract government attention for further implementation. Give good opportunities. 
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Abstract: 

It has been a challenging year for banks. Despite pressure from NPAs, banks operating 

Digital India, utilizing the latest technology and introducing a number of products and applications 

to improve customer functionality. With the number of mobile phones in the country exceeding one 

billion more than 30% of smart phones, banks are competing to provide customers with the best 

digital payment and other banking solutions anywhere, anytime. After the monetary campaign, the 

Government has been looking for a low-income community and banks have been supporting the 

development of digital banking efforts - POS machines, with the help of electronic media. Such types 

of Cashless Transaction; Net Banking, SMS Payment System Powered by Aadhar Supported Mobile 

Banking Cards, E-wallets etc. JAM strategy (Janadhan, Adhaar and Mobile).  

Keywords: monetary campaign, Cashless Transaction, Janadhan, Adhaar and Mobile 
  

1) Introduction: 

It has been a challenging year for banks. Despite pressure from NPAs, banks operating 

Digital India, utilizing the latest technology and introducing a number of products and applications to 

improve customer functionality. With the number of mobile phones in the country exceeding one 

billion more than 30% of smart phones, banks are competing to provide customers with the best 

digital payment and other banking solutions anywhere, anytime. After the monetary campaign, the 

Government has been looking for a low-income community and banks have been actively supporting 

digital investment efforts - POS machines, portfolios, mobile banks, Aadhar-enabled payment 

systems, etc. JAM strategy (Janadhan, Adhaar and Mobile). Today, most of the work can be done at 

home and customers do not have to visit the bank branch for anything. Technology is no longer 
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enabled, but a business driver. The growth of the internet, cell phones and communication 

technology has added a unique dimension to banks. The information technology (IT) available today 

is used in customer acquisition, automated driving and process efficiency, delivery and efficiency to 

customers. 

 Over the past decade, most banks have completed the transformation of technology-driven 

organizations. From the manual, the scaled area to the global presence of automated systems and 

processes, it is hard to imagine a bad situation; the sector was in the pre-transition period, when a 

simple deposit or withdrawal would require a day. ATMs, mobile banks and online payment services 

to retailers and service providers almost eliminated the need for customers to visit the branch. 

Branches also change from serving as a processing center to a relationship management center. This 

change has had a very positive effect on banks that bring about increased productivity and efficiency 

so that they can be more competitive. Better risk management due to the combination of information 

and real-time availability of important decision-making data. 

2) Recent Developments in Banking Sector: 

1. Internet: 

 The Internet is a network of computers. Data can be sent and received in any part of the world. 

In an instant, the Internet site can do a lot of work for us. Includes the following: 

• This net can serve as an electronic mailing system. 

• Can access a remote website, which may be a foreign newspaper. 

• We can change our ideas online.  

2) Society for Worldwide Inter - bank Financial Telecommunications (SWIFT): 

SWIFT, as a co-operative, was established in May 1973 with 239 participating banks from 15 

countries with headquarters in Brussels. It came into operation in May 1977. SWIFT services have a 

fast, secure, reliable and inexpensive mode of transferring financial messages worldwide. Currently 

more than 3000 banks are network members. To meet the growth of the message, SWIFT was 

developed in the 80s and this version is called SWIFT-II. This is a very inexpensive, reliable and 

safe way to transfer a wallet. 

• This network also facilitates the transfer of fixed deposit-related messages, interest payments, 

debit statements, foreign currency etc. 

• This service is available year-round, 24 hours a day. 

• This program guarantees against any loss of transmission by transmission. 

• Works on almost all financial institutions and selected lists of other users. 

3) Automatic Task Machine (ATM): 

ATM is an electronic machine, used by the customer himself to make deposits, withdrawals 

and other financial transactions. ATM is a step towards improving customer service. ATM location 
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is available to the customer 24 hours a day. The customer is given an ATM card. This is a plastic 

card, with a customer name. This card has a magnetic code and can be read by this machine. Each 

cardholder is given a personal identification number (PIN). When a customer wants to use a card, he 

or she must place his or her plastic card in place of the machine. Once the card is recognized by the 

machine, the customer enters his or her ID number. After obtaining customer authentication, the 

ATM follows the customer to enter the amount to be issued by him. After considering the purchase 

and obtaining sufficient balances in his account, the ATM withdrawal facility provides him with the 

necessary cash. When the task is completed, the ATM issues the customer card. 

4) Financial Products: 

Cash withdrawals are a basic service provided by bank branches. Cash payment by a cashier 

or cash dispenser is one of the time savings. The operation of this machine is cheaper than the actual 

operation and this machine is cheaper and faster than that of an ATM. The customer is given a 

plastic card, which is attached to a magnet. After official filling, the machine allows the machine to 

trade for the required amount. 

5) Electric Wipe Service: 

  In 1994, the RBI appointed a committee to review the banking system and to review the 

electronic wiring service. The committee recommended in its report that the electronic payment 

system should be made available to all corporate entities / institutions by doubling the minimum 

payment such as dividend, interest, refund, salary, pension or commission, and recommended the 

Electronic Clearing Service-Debit Committee. Clearing may be introduced to pre-authorized debits 

to pay utility bills, insurance premiums and installments to rental and financing companies. The RBI 

has been a necessary step in launching these programs, initially in Chennai, Mumbai, Calcutta and 

New Delhi. 

 6) Bank Net: 

  Bank net is India's first national level network, established in February 1991. The 

communication network was established by the RBI on the basis of the recommendation of a 

committee appointed by it under the leadership of chief executive T.N.A. Lyre. The money available 

at the bank is divided into two parts: Bank net-I and Bank net-II. 

Bank Net Operations and Utilization: 

• The message of the bank transaction can be conveyed by coding from city to city. 

• Quickly resolve transactions and advice. 

• Customer service development - withdrawals are possible for any branch member. 

• Easy transfer of data and other statements to the RBI. 

• It is useful for foreign exchange transactions. 

• Access to SWIFT through the Bank net is easily possible. 
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7) Chip card: 

The bank customer is provided with a special type of credit card with the customer name, 

code etc. The amount of the customer account debt is recorded on the magnetic field card..The 

computer can read these magnetic fields. When a customer uses this card, the amount of credit 

written on the card starts to decrease. After using the number of times, in one phase, the balance does 

not cause anything on the card. At that point, the card is useless. The customer must deposit the cash 

into his or her account in order to reuse the card. And the amount of credit is written on the card by 

magnetic means. 

8) Phone Banking: 

Customers can now call the bank's designated telephone number and by dialing his or her ID 

number you will be able to access the computer's designated bank computer. The software provided 

on the computer asks him to dial the service code number he needs and to respond accordingly. By 

using Automatic voice recorder (AVR) for simple queries and functions and phone terminals handled 

by complex questions and purchases, the customer can actually make all the banking related 

expenses: Anywhere, Anytime. 

9) Tele - Banking: 

  Tele banking is another innovation, which gives the customer the opportunity to bank 24 

hours a day. Tele-banking is based on voice processing available on bank computers. Callers usually 

the customer calls the bank at any time and may ask for balance in his account or other transaction 

history. In this program, bank computers are connected to a telephone link with the help of a modem. 

Voice processing center is provided in the software. This software detects the caller's voice and gives 

him or her appropriate response. Some banks also use a telephone answering machine but this is 

limited to certain short-term activities. This is a telephone answering system and is now Tele-

banking. Telephone banking is becoming more and more popular as questions at ATMs become even 

longer. 

10) Online banking: 

  Online banking enables the customer to perform banking services through an online banking 

website. It is a system for accessing accounts and general information about banking products and 

computer services while sitting in the office or at home. This is also called virtual banking. But 

online banking has changed the banking system. One can now access all these transactions on his 

computer via the bank's website. All such transactions are encrypted; using sophisticated multi-

layered security structures, including fire walls and filters. 

11) Mobile Banking: 

Mobile banking is an extension of online banking. The bank works with mobile service 

providers that provide this service. For this service, the mobile phone must be SMS or open WAP.  
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These services are also available to those customers who only have credit card accounts in the bank. 

12) Wherever the Bank: 

With the expansion of technology, it is now possible to obtain banking details in remote 

areas. Basic work can be done in remote areas. Automated Telling Machines play an important role 

in providing remote services to customers. The withdrawal of some channels occurred due to the 

connection of ATM channels. 

The Rangarajan committee also recommended the installation of ATMs in non-branch areas, 

airports, hotels, and train stations, Office Computers, Remote Banking to expand the office and 

customer home. 

13) Voice Mail: 

Speaking of response systems, there are several banks especially foreign banks now that 

provide a highly developed tone call service that delivers the customer's call directly to the relevant 

department and allows the customer to leave a desk or door message, if the person is not available. 

Conclusion: 

Indian state-owned banks with about 75% of the market share have taken the first step in the 

IT sector. They have the power of high-quality staff. There is a lot of awareness and awareness about 

IT. What is needed is ‘great pressure’ in the way it was delivered in the post-colonial period for the 

expansion activities. IT and India are now the same. Whether India becomes an export destination or 

a development center is a matter of debate. Regarding the banking industry in India it can be said 

that although Indian banks may not be as technologically advanced as their counterparts in developed 

countries, they follow most of the international practices ahead of IT. The power of India’s banks lies 

in the fading storms and rising to reach expectations in all sectors finding all the styles of the world 

is a matter of time. 
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