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Foreword 

 

We are here the third edition of “Dhan-path - 2022”. Open banking is a banking practice that 

provides third-party financial service providers open access to consumer banking, transaction, 

and other financial data from banks and non-bank financial institutions through the use 

of application 

programming interfaces (APIs). Open banking will allow the networking of accounts and 

data across institutions for use by consumers, financial institutions, and third-party service 

providers. Open banking is becoming a major source of innovation that is poised to reshape 

the banking industry. 

Research is a fundamental element of academics. It is the function for knowledge, that makes 

possible the much-needed innovation and application which provides wider benefit to all the 

stakeholders of education. Research adds to the stock of knowledge and provides the source 

of new ideas, methods, techniques, and findings across a whole range of disciplinary and 

multi – disciplinary areas.   

„Dhan-path‟ has been focusing on addressing the developing areas of commerce and 

management. To document this intellectual vibrancy will always be the key aspect of Dhan-

path. We focus to promote knowledge and make the various academic developments in the 

world accessible to every section of society. The conference proceeding is a hub of diverse 

ideas and arguments in the post implementation context of Goods and Service Tax in India. 

Articles in „Dhan-path‟ are peer- reviewed to achieve this goal „Dhan-path – 21‟ is a 

significant step in achieving our aims and principle.  

 

 

Editor – Dhan-path 2022 
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Abstract: 

COVID-19 pandemic has brought considerable challenges on individuals and societies. As 

a part of this, teachers have faced significant stress in relation to their work. The pandemic 

required a very sudden shift to remote learning, and teachers were called upon to care 

students’ academic development and well-being throughout this shift, while also steering 

adversity and stress in their own lives. This study was conducted to knowing the stress 

faced by school teachers in Kodassery Panchayath. For this Ten schools in kodassery 

panchayath are selected. Proportionate stratified sampling is selected for selection of the 

sample. Most of the teachers are not satisfied with the virtual platform because it increases 

their workload and they have no personal attention with students. 

Key words: pandemic, stress , teachers, virtual platform. 

Introduction 

Across the globe, the COVID-19 pandemic has brought substantial challenges on individuals 

and societies. As a part of this, teachers have faced significant stressors in relation to their 

work. The pandemic required a very sudden shift to remote learning, and teachers were called 

upon to support students‘ academic development and well-being throughout this shift, while 

also navigating adversity and stress in their own lives. The pandemic has not only affected 

the mental state of students but  the teachers have also accumulated a high level of stress 

.Teachers have suffered stress from having to adapt (in record time) in order to provide online 

classes . This stress has often been accompanied by symptoms of anxiety, depression, and 

sleep disturbance as a consequence of the increased workload .The pandemic has also 

impacted the educational systems of many countries as it forced educational institutions to 

adopt online remote learning to continue offering their services. This rapid adoption of 

1



Information and Communications Technologies (ICTs) as the primary resource in the 

teaching-learning process has evidenced several challenges for students and 

teachers, including tech-illiteracy ,stress and access to adequate technological 

infrastructure, and are expected to aggravate the previously existing learning disparities 

across regions. 

 Work related stress refers to the negative adaptive reaction such as anxiety, anger, frustration 

or depression experienced by a teacher due to new, threatening or over demanding aspects of 

his/her work as a teacher which is beyond his/her abilities, resources, control or needs thus 

affecting his/her physical, emotional and/or behavioural health, performance and quality of 

life. Changes in the mental health condition of teachers are possibly associated to changes in 

their working conditions. Data suggests that most educators were not prepared to face the 

technological challenges that came with the pandemic due to a lack of preparedness and 

experience in terms of digital competencies and remote learning pedagogical methods.  

For others, there is uncertainty on the impact of remote education on academic 

progress as it has been reported that students experience higher levels of psychological 

distress due to the pandemic. In this new context, the particularities of each student are now 

visible to some teachers and this can be a cause of stress and feelings of helplessness. Female 

teachers have also had to face the consequences of previously existing gender disparities 

concerning care and household chores that unequally augmented their demands and 

responsibilities.
  

Statement of the problem  

   Teaching was a stressful occupation long before the coronavirus disease 2019 (covid-19) 

pandemic occurred; during the pandemic, it might have become even more stressful. 

Teachers are navigating unfamiliar technology, are balancing multiple modes of teaching, 

and have concerns about returning to in-person instruction. In addition, many teachers are 

caring for their own children while teaching. Stressful working conditions and increased 

personal responsibilities were more common among likely pandemic leavers (i.e., teachers 

who were unlikely to leave their jobs before the pandemic but who were likely to leave at the 

time of the survey).work from home has given teachers a lot of stress hence the study 

conducted for knowing the  stress experienced by teachers during work from home in 

kodassery panchayath. 
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Significance of the study 

        Teachers are considered as the backbone of our society in moulding our future pillars 

(students). The widespread of COVID-19 has resulted in giving more stress to teachers. The 

main cause of this stress is work from home. As teaching is a profession which is conducted 

offline and a profession effective while conducted offline. Work from home gives teachers a 

lot of stress and some teachers are even going to quit their profession due to this immense 

stress. It‘s very important that we take into consideration the stress experienced by teachers 

during work from home. Teachers play a vital role in each of the student‘s life so it‘s very 

important to take into account the stress gone through by them. When teachers get stressed, 

they may not be able to convey the intended message properly thus it results in downfall of 

the future generations so stress experienced by teachers during work from home is highly a 

sensitive matter which requires due consideration.  

Objectives  

This project on a general view aims at evaluating the stress experienced by teachers during 

work from home  

 To study about the stress due to sudden shift of work into a virtual platform 

and stress experienced in personal life due to work from home. 

 To evaluate whether this most stressful job led to job shifting due to this 

pandemic and work from home. 

Limitation of the study 

 Analysis of primary data is done on the assumption that the answers given by the 

respondents  are true and correct. 

 A sample of 50 respondents was taken for this survey, which limits the accuracy of 

the data. 

 

Literature Review 

Naira ozamiz etxebarria (2021) concluded that teachers in pandemic situation suffered from 

symptoms of anxiety, stress and depression. 

1.Rj collie (2021 examined teachers‘ work-related outcomes during COVID-19 and the role 

of two leadership factors and workplace buoyancy in relation to these outcomes. Autonomy-

3



supportive leadership and autonomy-thwarting leadership were examined as predictors of 

buoyancy. 

2.Chitra A (2020) observed that demographic factors like Gender, Age, Monthly Income, 

Work Experience; Educational Qualification has significant association with the occupational 

stress of the teachers.  

3. Tomasz Daniel Jakubowski (2020) been confirmed that there is a negative relation between 

relationship quality change and social relations quality change, and stress, anxiety and 

depression. 

4. Klapproth et.al (2020) found that most educators pointed to the lack of technological 

equipment, internet connectivity, excessive workload and students' demotivation as internal 

and external obstacles that made distance educational work difficult. 

5. Tim pressley (2020) explained the teachers‘ stress during the COVID-19 pandemic period 

and based on previous literature and developed an SEM model with the variables of 

engagement and instructional efficacy, teaching anxiety, school administrator support, and 

teacher stress. 

6. Ryan Michael Oducado(2019) highlights that steps must be undertaken to help teachers 

deal with the stress of the COVID-19 crisis as well as they must be provided or taught with 

stress management interventions during this pandemic. 

Research methodology 

Source of data 

The present study mainly depends upon primary data. Data are collected through 

questionnaire method. Secondary data was taped from different published sources, ,  

Magazines, Newspapers and websites. 

Sampling 

Total number of schools selected for this study is ten schools . The population of this 

study is the teachers in the study are 350.  The primary data is collected from teachers 

with the help of structured questionnaire using convenient sampling method among 

50 teachers. 
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Tools and analysis 

Percentage analysis and weighted average ranking method has been extensively used for 

analysis and interpretation of the data. 

Showing satisfaction when teaching through a virtual platform  

Table No.1 

Satisfaction on virtual 

platform  

 

Number of respondents  Percentage  

Highly satisfied 

 

05 10% 

Satisfied  

 

08 16% 

Neutral  

 

06 12% 

Not satisfied  

 

18 36% 

Highly not satisfied  

 

13 26% 

(Source: PRIMARY DATA) 

Table 1 shows the satisfaction of teachers when teaching through a virtual platform. Majority 

of the teachers are not satisfied with this online teaching that is 36%. 26% teachers are highly 

not satisfied. 12% of the teachers are on neutral state they are in a neither nor situation. But 

26% of the teachers are satisfied with this teaching through a virtual platform. And a group of 

10% teachers are highly satisfied with this teaching on a virtual platform. The overall view of 

the teachers are they are not satisfied with this virtual platform.  

Showing the easiness to teach via online  

Table 2. 

Easiness to teach via online  

 

Number of respondents  Percentage  

Yes 

 

12 24% 

No 

 

38 76% 

(Source: PRIMARY DATA) 
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The table.2 shows the easiness of the teachers while teaching via online. The majority or 

more than half of the respondents has told no that is 76% has not felt any easiness while 

teaching via online. And 24% of the teachers has opted teaching via online has been easier. 

The overall view of the teachers are they haven‘t found it easier to teach via online.  

Showing the level of stress experienced when teaching via online  

Table 3 

Level of stress when 

teaching via online 

 

Number of respondents  

 

Percentage  

Highly stressful  

 

15 

 

30% 

Stressful  

 

23 46% 

Neutral  

 

03 06% 

Not stressful  

 

08 16% 

Highly not stressful  

 

01 1% 

(Source: PRIMARY DATA) 

Showing the toughness and easiness to cope up with this sudden change of platform  

Table 4 

Toughness and easiness to 

cope up with this change 

 

Number of respondents  Percentage  

Very easy 

 

03 

 

06% 

Very tough  

 

27 54% 

Neutral  

 

11 22% 

Not easy 

 

08 16% 

Not tough 

 

01 01% 

(Source: PRIMARY DATA) 
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The figure 4 shows the toughness and easiness to cope up with this change of platform. More 

than half of the respondents that is 54% is in the opinion that it‘s tough.22% of the 

respondents are in a neutral state.16% of the teachers has told that it‘s not easy. 6% of the 

teachers has found this platform very easy. 1% has found it not tough. Overall view of the 

teachers is that it‘s very tough to cope up with this change in platform.  

 Showing the level of interest when teaching got moved into virtual platform  

Table 5 

The level of interest due to 

change in platform 

Number of respondents  Percentage  

Highly interesting  

 

02 

 

4% 

 

Interesting  

 

12 24% 

 

Neutral  

 

04 8% 

Not interesting  

 

21 42% 

 

Highly not interesting  

 

11 22% 

(Source: PRIMARY DATA) 

The table 5 shows the level of interest when teaching got moved into a virtual platform. 42% 

of the teachers have found it not interesting. But 24% of the teachers have found it interesting 

with this change. 22% of the respondents have found it highly not interesting. There is neutral 

opinion of 8%.and 4%of the respondents have found this change highly interesting. Overall 

the teachers have found it not interesting with this change in platform.  

The level of difficulty to create a parallel system between family and work 

Table 6. Showing the level of difficulty to create a parallel system between family and work. 

Level of difficulty to create 

a parallel system  

Number of respondents  

 

Percentage  

Highly difficult  

 

11 22% 

Difficult  

 

26 52% 

Neutral  

 

07 14% 
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Not difficult  

 

05 10% 

Highly not difficult  

 

01 2% 

(Source: PRIMARY DATA) 

The table 6 shows the level of difficulty to create a parallel system between family and work. 

More than half that is 52% of the respondents find it difficult to create a parallel system 

between family and work. 22% of the teachers find it highly difficult. There are neutral 

opinions too with 14%. Some teachers have found it not difficult with 10%.and 02% of the 

respondents has found it highly not difficult. Overall opinion of the teachers is its difficult to 

create a parallel system between family and work.  

Table 7 Shows the quality of time to spend with family 

Quality of time to spend 

with your family  

Number of respondents  Percentage  

Yes 20 40% 

No 30 60% 

(Source: PRIMARY DATA) 

The table 7 shows the quality of time to spend with your family. With a total number of 50 

respondents. 60% of the teachers has not got enough quality time to spend with their family. 

On the other hand, 40% has got enough quality to spend with their families. Overall majority 

of the teachers has not got enough quality time to spend with their families.  

Personal life getting effected due to work from home condition.  

Table 8 shows how much the personal life got effected due to work from home.  

Personal life getting effected  

 

Number of respondents  Percentage  

Highly effected  

 

12 

 

24% 

Effected  

 

30 60% 

Neutral  

 

05 10% 

Not effected  

 

03 06% 

 

Highly not effected  

 

00 00 

(Source: PRIMARY DATA) 
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The table 8 shows how much did the personal life of teachers got effected due to work from 

home condition. More than half of the respondents that is 60% personal life got effected. 24% 

of the respondent‘s life has got highly effected. There are neutral opinions too with 10%. 

06% of respondent‘s personal life did not get effected. There were no responses on the option 

of highly not effected. Overall the personal life did get effected.  

Thought of getting a break due to this condition  

Table 9 shows the thought of getting a break due to this condition  

Getting a break due to this condition  

 

Number of respondents  Percentage  

Highly thought of it  

 

09 

 

18% 

Thought of it 

 

13 26% 

 

Neutral 

 

04 8% 

Not thought of it  

 

18 36% 

Highly not thought of it  

 

06 12% 

(Source: PRIMARY DATA) 

The table 9 shows the thought of getting a break due to this condition. 36% of the 

respondents has not thought of getting a break. 26% of the teachers has just thought of getting 

a break.8% of the teachers are in a neutral stand.18% of the teachers has highly thought of 

it.12% of the respondents has highly not thought of it. Overall majority has not thought of 

getting a break due to this condition.  

Any reduction in stress if you are shifting this job 

Table 10 shows if there is any reduction in stress if you are shifting this job. 

Reduction in stress due to change in job  

 

Number of respondents  Percentage  

Highly reduced 

 

03 6% 

 

Reduced  

 

06 12% 

Neutral  

 

05 10% 
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Not reduced  

 

30 60% 

Highly not reduced  

 

06 12% 

 

(Source: PRIMARY DATA) 

The table 10 shows if there is any reduction in stress due to change in job. 60% of the 

respondents are in a opinion that job shifting is not a way of reduction in stress.12% of the 

respondents have two options some are telling the stress will be highly not reduced and the 

other half the stress will be reduced. 6% of the respondents are in a opinion that stress will be 

highly reduced.10% are in a neutral stand. Overall the opinion is that stress won‘t be reduced 

due to job shifting.  

Health getting effected with the preparation of these presentation  

The table 11 shows how much did the health get effected with the preparation of these 

presentation.  

Health getting effected with 

these presentations  

 

Number of respondents  Percentage  

Highly effected  

 

07 14% 

Effected  

 

29 58% 

Neutral  

 

07 14% 

Not effected  

 

04 8% 

 

Highly not effected  

 

03 6% 

 

(Source: PRIMARY DATA) 

The table 11 shows how much did the health get effected due to the preparation of these 

presentation. 58% of the respondents are in an opinion that their health got effected. 14% of 

the respondents are having two opinions one half with their health getting highly effected. 

The rest half were in a neutral stand. 8% of the respondent‘s health were not affected. 6% of 

the teacher‘s health were not affected highly. Overall more than half the teachers were on the 

opinion that their health got effected due to the preparation of these presentation.  

Reason for stress (Weighted average method) 
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No. Reasons Total score Mean score Rank 

1 High job demands 640 5.33 I 

2 Pupil misbehaviour 628 5.22 III 

3 poor working conditions 605 4.96 IV 

4 Poor relationships at work 630 5.28 II 

5 Role of conflict and ambiguity 510 4.60 V 

6 Poor school ethos and lack of 

developmental opportunities 

 

505 4.52 VI 

The table clearly expresses the major reason for stress is high job with a mean score of 

5.33(rank 1st), followed by Poor relationships at work with a mean score of 5.28 (rank 2nd), 

Pupil misbehaviour with a mean score5.22 (rank 3rd), poor working conditions with a mean 

score 4.96 rank (4th), Role of conflict and ambiguity with a mean score 4.60 (rank 5th) and 

Poor school ethos and lack of developmental opportunities with a mean score 4.52  (rank 

6th).It reflects that High job demands and Poor relationships at work are the major reasons. 

FINDINGS  

1) While taking satisfaction as a factor 36% of the respondents were not satisfied with 

this virtual platform.  

2) It was found out that to teach via online is rather not easy. 

3. But it was interesting for the teachers to experience a new mode of teaching  

4) Taking family as a factor 52% has found it rather difficult to create a parallel system 

between family and work 

5) respondents were not satisfied i.e., 50% were not satisfied with their personal life due 

to work from home. 

SUGGESTION  

1)The participation of the students in the class should be taken due consideration  

2) Teachers should be given time to spend for personal life  

3) After class meetings or late night works should not be given in order to reduce overburden 

and stress 
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4) Frequent check on the health should be done  

5) Breaks between classes so that teachers can look after their families  

6) Not to spend so much time online and instead provide study materials or voice notes.  

Conclusion 

The teachers who provide us with ample knowledge are highly experiencing stress due to this 

work from home condition. Members of the teaching profession experienced psychological 

discomfort at the beginning of the new 2020–2021 academic year. These findings indicate the 

importance of safeguarding the mental health of teachers to ensure both the well-being of 

students and high-quality teaching. Therefore, special psychological care should be given to 

those teachers that are most vulnerable to the impact of this pandemic, so that they could 

better cope with this crisis, and consequently perform better in their teaching role. In short, 

we must bear in mind that the education received by young people in this current time of 

crisis will shape the society of the future. Therefore, if we want this education to be of a high 

standard, then we must protect the psychological well-being of the people who provide it. 

This work from home condition has also created a chaotic environment in the family lives of 

teachers. It was hard for them to cope up with both their life. The amount of time that they 

spend to make the presentation materials for students were rather too time consuming. So 

overall teachers have found it very stressful with this condition. And it‘s high time we take 

some conservative measures to protect the mental health of these knowledge providers who 

are moulding our future pillars. 
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Abstract— The main objective of this paper is to 

explore whether Binge watching has become the 

new mode of entertainment amongst the youth. It 

also plans to study the various factors that 

influence youth to prefer binge watching over the 

traditional entertainment like the television. With 

the declaration of lockdown due to the Covid 19 

Pandemic, entertainment avenues outside ones 

house was shut. But this has opened new doors 

for indoor entertainment especially in the form of 

web series, movies in the OTT platforms and 

other web based shows. Online streaming 

platforms like Amazon Prime, Netflix, Disney 

Hotstar and so on have changed the viewing 

habits of the audience irrespective of age. The 

strategy adopted by various network providers to 

woo the customers by collaborating their data 

package with the annual/ monthly subscription to 

one or more of the online streaming platforms 

has also added to the increasing popularity of this 

new age medium of entertainment. So the paper 

tries to find out what all factors influences the 

youth in selecting binge watching over the age 

old television as a medium of entertainment. 

KEYWORDS— BINGE WATCHING, YOUTH,  INFLUENCE, 

ENTERTAINMENT, PREFERENCE, TELEVISION 

I. INTRODUCTION 

Technology continues to revolutionize how the 

audience experience entertainment especially in 

the wake of Pandemic where seeking 

entertainment prospect outside one‘s house was 

out of question. Some of the most valuable 

companies across the globe are placing huge bets 

on this new age mode of customer engagement. 

Amidst the ongoing global pandemic, OTT 

platforms have cemented their place by providing 

on-demand digital entertainment in the comfort 

of one's home thereby challenging more 

traditional media platforms such as cable or 

satellite television. Video streaming on demand 

has changed the customer‘s perspective of what 

entertainment is compared to the erstwhile cable 

television network which had once revolutionised 

entertainment industry with myriad television 

channels wooing a vast diaspora of audience 

across the world. Though the term Binge 

watching had gained popularity amongst large 

number of audience across the world as early as 

2012, but its acceptance as a new norm as far as 
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entertainment industry is concerned, like many 

others is the outcome of the Pandemic. In this 

context, the objective of this paper is to explore 

whether Binge watching has become the new 

mode of entertainment amongst the youth 

especially the GenZ. It also plans to study the 

various factors that influence youth to prefer 

binge watching over the traditional entertainment 

like the television. The strategy adopted by 

various network providers to woo the customers 

by collaborating their data package with the 

annual/ monthly subscription to one or more of 

the online streaming platforms has also added to 

the increasing popularity of this new age medium 

of entertainment. So the paper tries to find out 

what all factors influences the youth in selecting 

binge watching over the age old television as a 

medium of entertainment. Uses and Gratification 

theory was used by the researchers as the guiding 

framework to understand the reasons for the 

preference of Binge watching while compared to 

television.  

II. THEORETICAL FRAMEWORK AND 

RESEARCH QUESTION 

A.Binge watching the new norm 

Television‘s identity has been complicated in the 

21st century by an expansion of what constitutes 

TV (Thompson and Mittell, 2013). The advent of 

technology as well as the culture of Binge 

watching has further jeopardised the position of 

television viewing amidst the audience. The 

viewer does not have to wait a week for the 

release of the next episode, which is 

characteristic of traditional television. In the 

traditional format, viewers enjoyed shows 

according to the schedule and sequence in which 

the networks broadcast them. But online 

consumption medium has offered more control to 

viewers, as now, they can determine their own 

viewing schedule through digital video recorders 

or on-demand programming (Littleton, 2014). 

Binge watching started gaining popularity as a 

result of the development of multiple on-demand 

streaming platforms such as Netflix, Hulu, HBO 

GO, Amazon Prime, Disney+, Crunchyroll, and 

Apple TV. One of the first definitions of Binge-

watching was ‗any instance in which more than 

three episodes of an hour-long drama or six 

episodes of a half-hour comedy are consumed at 

one sitting‘ as given by Mary McNamara (2012). 

The Oxford Learner‘s Dictionary defines Binge 

as ―doing too much of something, especially 

without being able to control oneself‖. This 

meaning as given by Oxford proves right through 

the many studies in psychology that claims that 

binging can lead to addictive behaviour or 

substance dependence. The psychological and 

medical literature considers binge behavior an 

addiction (e.g. Gold et al., 2003). Psychological 

researchers define it as ―excessive amount in a 

short time‖, such as binge eating or binge 

drinking (Heatherton and Baumeister, 1991); 

Leon et al., 2007). Kubey and Csikszentmihalyi 

(2002) examine the addictive nature of television 

and compare it to substance dependence. But 

despite all that, mainstream media has viewed 

binge-watching as a liberating experience 

(Stelter, 2013) and even a cultural driver 

(Wallenstein, 2013).Multiple studies imply that 

people at the age of 18 to 39 are more likely to 

binge-watch than older people 
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B. U & G framework 

U&G theory developed into a framework for 

understanding audiences‘ exposure to televisions, 

newspapers, radios, the Internet, and computers 

(Ruggerio,2000). The theory has been applied to 

explaining users‘ motives for selecting these 

media channels (Haridakis and Hanson, 2009). 

According to the U & G framework, people make 

conscious choices related to need fulfilment. 

Characteristics such as one‘s personality and 

social structure are key factors that influence 

one‘s motives for media use (Rubin, 2009). The 

concept of contextual age is the most researched 

antecedent to media motivation (Papacharissi 

2009). Three constructs of contextual age are 

most applicable to college-aged individuals: life 

satisfaction, interpersonal interaction, and social 

activity (Sheldon and Bryant 2016). Life 

satisfaction is the degree to which one feels 

happy with one‘s life. Social activity relates to 

the concept that one has an active social life with 

friends and family. Interpersonal interaction is 

the degree to which we have access to important 

others like friends and family (Sheldon & Bryant, 

2016).  

C. Audience motives for Binge watching 

As per the U&G framework, social and 

psychological characteristics should lead 

individuals to be motivated to use media for 

specific reasons, which will result in potential 

consequences of that use (Rubin, 2009). Also, 

one‘s psychological and social traits influence 

motives for use, which then result in 

consequences for the user (Papacharissi, 2009; 

Rubin, 2009). Accordingly the study tries to 

understand the of social and psychological traits 

that influences Binge watching like being part of 

the community, belongingness to a group or 

being able to be part of a discussion in a Social 

media, cultural inclusion and so on. The study 

also tries to go deeply into one of the outcomes 

found in previous research related to technology 

addiction namely intrusiveness (Kim & 

Haridakis, 2009). Intrusive consequences result 

when Binge watching impedes on one‘s life. 

Examples include losing sleep, loss of 

production, and staying on online streaming 

platform longer than intended. Moreover, there is 

also a gradual shift from the television to binge 

watching  through online streaming platforms, as 

it offers many benefits like viewing at one‘s 

convenience, offers more variety and privacy, 

convenience of one‘s personal device like a smart 

phone or tablet. 

Therefore, a study on the preference of Binge 

watching over Television amongst the Gen Z is 

relevant. So to understand this phenomenon the 

following research questions are proposed by the 

researchers? 

RQ1: What are the factors that motivate GEN Z 

audience to choose Binge watching using online 

streaming platforms? 

RQ2: Does GEN Z prefer binge watching 

through online streaming platform over 

television? 

RQ3: What factors influence the audience to 

prefer Binge watching over television? 

RQ4: Does negative consequences of Binge 

watching deter audience from preferring it over 

television? 
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TABLE I 

EFFECTS OF THE MEDIA ON PEOPLE AS PER THE 

USES AND GRATIFICATION THEORY. 

Types of 

Needs 

Gratifications Types of shows 

watched 

Cognitive 

Needs 

Thirst to acquire 

knowledge, 

information 

Quiz programmes, 

News channels, 

searching the Internet  

Affective 

needs 

To satisfy their 

emotional needs, 

satisfaction of 

pleasure, various 

moods of people 

 Viewers get emotional 

or sometimes even they 

cry for a sad scene 

while watching the 

movie/soap opera. 

Personal 

Integrative 

needs 

Self-esteem need. 

People use media to 

reassure their status, 

gain credibility and 

stabilize 

People watch 

advertisements in the 

media like jewellery 

ads, furniture ads, 

apparel ads, etc. and 

buy these products so 

that they can change 

their lifestyle 

Social 

Integrative 

needs 

It encompasses the 

need to socialize with 

family, friends and 

relations in society.  

 People may start 

watching a particular 

programme, not because 

they have any self 

interest, but because 

their neighbour/friend 

watches it such that 

both the parties may 

have something in 

common to discuss. 

Tension free 

needs 

People sometimes 

use the media as a 

means to escapism 

from the real world 

and to relieve from 

tension and stress. 

People tend to relax 

while watching 

television, listening to 

the radio, surfing the 

internet, etc.  

Source: https://www.communicationtheory.org/uses-and-

gratification-theory/ 

III. RESEARCH METHODOLOGY 

The strategy for this research was a mixed-

method study design of collecting quantitative 

data by using a survey questionnaire method, 

qualitative data by semi-structured interviews, 

content analysis method (Chu & Ke, 2017), from 

literature texts, online data and internal document 

review, to investigate from a pragmatist 

perspective. In this research, a combination of 

qualitative  data collected through survey 

questionnaire and quantitative data collected 

through semi-structured interview were used and 

embedded design where survey questionnaire and 

semi-structured interview was supported by 

Document review was used (Creswell, 

2012).Document review was used to investigate 

changing technological trends and its impact in 

audience viewing habits and to know about the 

changes in viewing preferences. It also provided 

the basis for understanding the reasons for 

evolution of binge watching as a culture amongst 

various demographic groups. The tenets of U& G 

theory was collected using secondary source text 

data from various quality journals, as well as 

other authoritative articles (Walliman, 2011), by 

using the latent content analysis research method. 

Some of the keywords for the literature sample 

search included words like ―Binge watching‖, 

―motivation‖, ―youth‖, ―GEN X- Z‖,‖ U&G‖, 

―behaviour‖,―audience‖,―timeline‖, 

‖history‖‖preference‖, ―television‖, "addiction‖ 

were used to identify the previous literature 

which was used to identify the audience 

motivation for binge watching ad their preference 

of binge watching over other medium of 

entertainment especially television. The views 

and opinions of audience were identified by 

survey questionnaire and structured interview. 

The questionnaire was based on theoretical 

propositions that were derived from the gap 

identified. Accordingly, the questionnaire was 

shared amongst 120 respondents in the age group 

of 25 to 15who were mostly college students. 
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Though the age category of GEN Z would be 

people born after 1996 and before 2012, for the 

purpose of the study people born between 1997 

and 2006 were used.  As per the questionnaire, 

the interview questions were also based on 

theoretical propositions that were derived from 

the combination of needs and their gratifications 

as shown in Table I. The participants identified 

for the interview were by purposive sampling, to 

meet the objectives, where judgement was used 

to select cases that best answered the research 

questions and provide rich data as opposed to 

statically representing the target population 

(Saunders et al.,2015) 

 

IV. DATA ANALYSIS 

The researchers used Hesse-Biber and Leavy‘s 

(2010) four-step data analysis strategies 

comprising of  data preparation, data exploration, 

data reduction, and interpretation to code data. 

Through the  process of theoretical sampling 

(Charmaz, 2014) the properties of our 

motivations and positioning of binge-watching  

in alignment with U&G theory were developed 

which were related to how people define binge-

watching, how and why they binge-watch, and 

how they feel about binge-watching.. The 

descriptive data was then recorded to sort for 

categories based on repetitive themes to articulate 

the rituals, motives, and structures of feelings of 

our interviewees 

V. FINDINGS 

RQ1: Factors that motivate GEN Z audience to 

choose Binge watching using online streaming 

platforms 

Based on the data, we found that viewers have 

the following motives for binge-watch: wide 

range of shows, escaping reality, relief from 

stress, friends or peer influence, relief from 

boredom.  Out of all these motives, majority of 

respondents (35%) resort to Binge watching as a 

means to escape from boredom whereas the 

second largest motive (25.9%) was relief from 

stress. Some respondents (20.7%) also felt that 

there were wide varieties of shows in online 

streaming where as some (15.5%) chose binge 

watching to be able to belong to a group or else 

would feel left out in discussions about popular 

programmes and shows.  We also noted that most 

of the respondents (46.6%) prefer to watch 

Drama‘s which have an average duration of 45 

minutes and they spend  nearly 1 to 3 hours per 

day Binging. Also, majority of the respondents 

(45.7%) watch 1 to 3 episodes in one sitting, 

whereas some of them (33.6%) even watch up to 

5 episodes in one sitting. A small number (9.5%) 

even watch an entire season. Most respondents 

(44.8%) claim that they feel relieved and relaxed 

after binge watching whereas some of them 

(43%) feel happy. Also, some respondents 

(18.1%) have expressed that they feel ―anxious‖ 

and ―disappointed because it is over‖ 

RQ2, RQ3:  GENZ‘s Preference of online binge 

watching over television and its motives. 

Majority of the respondents (57.8%) responded 

that they depend on both online streaming as well 

as television for entertainment. Most of them 

(60%) said they watch Movies through television 

where as equal number of persons (23%) watched 

News and Sports in television. A good number of 

respondents (82.8%) said they would prefer to 
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watch movies if streamed online rather than 

television and many of them (76%) said they 

preferred online binge watching rather than 

watching television channels. The major reason 

as mentioned by large number of respondents 

(43.4%) is that it online binging is more 

comfortable than television as it gives them 

privacy as most of them(70.7%) prefer to watch 

the shows alone. Other motives to prefer Binge 

watching over television were that there are very 

little or no advertisements as compared to 

television (26.5%), Easy to access (18.1%) as 

majority of the respondents (65.5%) use their 

own smart phone or tablet to access the online 

streaming platforms where as some (25%) also 

use their laptops. Only a small number of 

respondents (9.5%) are using Smart TV for binge 

watching. Some of the respondents have said that 

they prefer online platform for entertainment 

because ―it offers a wide variety of programmes‖ 

compared to television. 

RQ4: Negative consequences of online Binge 

watching leading to positive attitude towards 

television 

When asked whether the respondents felt guilty 

after Binge watching, majority (65.5%) 

responded that they did not feel guilty where as 

remaining (34.5%) felt guilty. So again it was 

specifically asked to only those respondents who 

felt guilty as to why they felt so for which 

majority (35%) responded that they felt that ―they 

have wasted time‖. Some of them (22.5%) felt 

they were getting addicted to online binge 

watching while few felt guilty over losing sleep, 

few were anxious about their ―one more episode 

syndrome‖ and not being able to control 

themselves to stop watching while a another set 

of respondents (17.5%) felt guilty for all the 

above reasons. All the respondents were asked 

whether they prefer to go ahead with online binge 

watching for which majority (53.4%) have 

responded that they did prefer to continue online 

binging where as the remaining have (46.6%) 

responded that they did not prefer to go ahead 

with online binge watching. The researchers have 

identified that out of the respondents who did not 

plan to go ahead with online binge watching, 

there were the ones who felt ―guilty‖ after binge 

watching.  

VI. Conclusion, Implications and Limitations. 

The limitation of this study is that though we 

have used U&G theory as a basis for 

understanding user‘s preference of binge 

watching, the article has touched upon only few 

tenets of the theory and not all. Moreover, the 

critics of this theory feel it‘s the results are 

subjective rather than objective which may apply 

to this article as well. Also, it is an audience 

oriented study and focuses on people‘s selectivity 

on media content rather than its unintended 

effects in their minds. Also, it does not bring into 

consideration the power of media in selection of 

medium of entertainment by the audience which 

may also affect the outcome this study. 

In conclusion, in this article, we tried to study the 

Customer preference of Online Binge watching 

over television especially amongst GEN-Z. We 

found that viewers have various  motives for 

binge-watching like wide range of shows, 

escaping reality, relief from stress, friends or peer 
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influence, relief from boredom. We also found 

that technological  

characteristics such as ease of accessibility using 

one‘s own mobile phone, tablet or laptop 

motivate users to binge-watch. The rapidly 

evolving technology and culture that constitute 

and drive binge-watching have complicated 

audience conceptions of television .We further 

found that viewers have mixed feelings for online 

binge-watching. Therefore we argue that though 

at present due to various factors that seem to be 

comfortable, audience may prefer binge watching 

over television, there is every possibility that they 

shift back to television due to the negative after 

effects of binge watching . 
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Abstract- Recent years have seen a decline in the growth of the digital economy due to 

COVID-19. To thrive in the digital age, businesses of all sizes, large and small, must 

transform their business models to take advantage of digital delivery channels. The small and 

medium-sized enterprises (SMEs) are the backbone of the world's economies, particularly in 

developing countries. Despite numerous efforts, the banking sector continues to underserve 

small and medium-sized businesses (SMEs). In addition, small and medium-sized businesses 

(SMEs) face a variety of banking challenges. Rethinking the bank's offerings to small 

businesses, along with the delivery methods used to deliver those offerings, is necessary in 

order to encourage growth and profitability for the banks themselves. For small and medium-

sized businesses (SMEs), open banking provides access to financial solutions and lower 

transaction costs. Since its inception, Open Banking has spread like wildfire throughout the 

industry. Open Banking has greatly improved the ability of all banks to serve their customers 

and businesses large or small. 

Keywords-SMEs, Open Banking, API, Fintech, Digital data 

I. INTRODUCTION 

In recent years, the COVID-19 crisis has had a significant impact on the growth of the digital 

economy. It has become essential for businesses of all sizes, large and small, to adapt their 

business models to digital delivery channels in order to survive and thrive in the digital age.  

Businesses of all sizes, particularly small and medium-sized enterprises (SMEs), are the 

backbones of the world's economies. The banking sector continues to underserve small and 

medium-sized enterprises (SMEs) despite numerous efforts. Small and medium-sized 

enterprises (SMEs) also face numerous banking obstacles. The products and services that 

banks provide to SMEs, as well as the processes and tools that are used to deliver those 

products and services, should be rethought in order to stimulate growth and profits.  

The benefits of open banking for small and medium-sized enterprises (SMEs) include access 

to solutions for their financial requirements and the reduction of transaction costs.  
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II. STATEMENT OF PROBLEM 

In today's world, customers are becoming increasingly tech-savvy, which is posing a 

challenge to traditional financial institutions. Open Banking has swept across the platform 

like a wildfire.  

Though all banks have significantly increased their ability to serve customers through Open 

Banking, are they also empowered to serve Small and Medium-Sized Enterprises (SMEs) in 

the same way that they serve large corporations?  

III. OBJECTIVES OF THE STUDY 

 

 To understand the concept of Open Banking 

 To identify the benefits of Open Banking 

 To analyse the challenges of Open Banking 

 To explore the possibilities to serve SMEs through Open Banking. 

 

IV. METHODOLOGY 

The study is based on descriptive and explorative design. It has made an understanding about 

the concept of Open banking and has also made a detailed study about its use towards 

empowering the Small and Medium Enterprises. The secondary data have been collected 

from several websites related to RBI, reports published in 2021 about Open Banking, 

Journals, Blogs and online news editions. 

V. OPEN BANKING 

Open Banking in India has moved quickly in the last few years, and 2021 can indeed be 

considered The Year of Open Banking. This movement was visible across government 

initiatives, the launch of scalable Open Banking initiatives by banks, decent traction by 

multiple neo-banks, funding & scale up of multiple Banking-as-a Service platforms. Open 

Banking was meant to give customers more choice and options but it is perhaps one of the 

most misunderstood recent developments in financial services.  

Financial institutions may be missing out on an opportunity to build loyalty among their 

customers by showing them how useful Open Banking can be. For banks, Open Banking has 

the potential to build loyalty and profits, but customers are confused as to what Open 

Banking really is. To truly be customer-centric, it‘s time to show customers that it‘s simply 

‗smart banking‘ 

The complete vision for Open Banking is that personal data is securely exchanged with 

customer consent across organisations the customer chooses (financial services organisation 

or otherwise), in return for better financial and non-financial services, products, and 

offerings. In this new, pandemic-influenced world of ecommerce, consumers want speedy, 

secure, and convenient payment experiences that are curated and personalised. Consumers 

increasingly use banks for new services because of the convenience and flexibility they offer. 

This includes account-to-account payments. 

A recent research found that nearly half (48%) of respondents are ‗scared‘ of Open Banking. 

That is because of the principles that enable third-party providers to access customer data to 

deliver a range of digital and online financial services. Open Banking API (application 
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program interface) allows third-party financial service providers access to financial data.  

They are used by banks and financial institutions to improve consumer banking. 

Financial regulators and national authorities are acknowledging the need for the digital 

exchange of financial data. The data can be obtained through customer permission and used 

to remove system inefficiencies. In fact, this data is being used to design and build digital 

applications for faster and easier payments. 

API allows two software to communicate with each other. It is a programming code that 

allows data transmission between two software.  There are 3 types of APIs in Banking 

Private (Internal) APIs - information exchange within the enterprise. these are closed APIs 

used for a bank‘s own personal use. Banks use this kind of APIs to optimize their operations. 

Partner APIs - Partners APIs are used for better integration among business partners. Here, a 

bank may have bilateral agreements with a strategic partner. It is important to understand that 

the financial information is only disclosed to one strategic partner. Hence, the ecosystems are 

still closed.  

Open (Public) APIs - In Open APIs, banks share the customer data and open the ecosystem. 

It is used for collaborating with third-party solution providers. These offer innovation 

opportunities and improve market research.   

VI. BENEFITS OF OPEN BANKING 

Evolve with Customer Base - The new customer base is more tech-savvy and expects to 

have access to these financial products with their devices. 2.6% of the younger and tech-

savvy audience use service of non-traditional bank and expect to continue using them. Open 

banking APIs make it possible for this customer base to access financial offerings by fin-tech 

players. Digital natives‘ customers who are regular customers of companies like Amazon, 

Apple and Facebook have come to expect instant gratification. As older generations also 

become comfortable with technology, banks come under pressure to deliver experiences.  

 Positive Customer Experience - Fintech firms have identified and created easy to use, 

relevant, and attractive, financial offerings. Moreover, features like high security and the 

ability to scale lead to a positive customer experience.  

Increased Innovation facial recognition, chatbots and artificial intelligence have led to 

higher customer engagement. It has led to the rise of conversational banking. 

New Streams of Revenue Both banks and fin-tech players have their strong points. Banks 

have enormous funding capabilities and experience with operating large processing networks. 

Moreover, they have huge customer bases and customer trust. On the other hand, fin-tech 

players have a culture that gives importance to innovation, speed and customer 

satisfaction. Together, both entities have a higher chance of generating shared revenue by 

teaming up and using data effectively.  

Increased Scalability -Banks can decouple architectural components into blocks and then re-

join them through APIs. This allows for greater resiliency and a highly independent 

yet scalable platform. 
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Personalization Fintech access customer financial data through open banking APIs to study 

trends and patterns that can then be used to generate personalized financial products. They 

process the information through artificial intelligence to improve customer engagement. 

VII. CHALLENGES OF OPEN BANKING 

Data Security and Financial Privacy Large scale adoption of open banking has to be 

preceded by strong privacy laws and data protection bills. These laws establish rules for third 

party use. Because there are a lot of risks ranging from money laundering and data theft to 

terrorist financing. Some laws are already in place for the same. For instance, the Personal 

Data Protection Bill, 2019, aims to protect individuals‘ data. 

Customer Rights The absence of grievance redressal systems severely hampers customer‘s 

rights. Moreover, they erase the bank or third party‘s liability in case of fraudulent activity. 

Compliance Risk Open banking mandates high compliance to privacy laws and prudential 

regulations. Compliance risk can arise due to penalties or damages due to supervisory 

actions. Moreover, they can also be caused due to an action/inaction of a third-party service 

provider. 

Cybersecurity Risks Any loss to a customer due to a data breach would require the bank or 

financial institution to compensate for the same. Moreover, issues like misuse, falsification 

and malware are equally threatening to the institutions. 

VIII. REASONS FOR THE GROWTH OF OPEN BANKING 

Regulation Driven Growth of Open Banking API - the finance and banking sector is one 

of the most heavily regulated industries. most financial institutions believe that opening up 

banking data will fuel innovation in the finance sector. This will lead to a better customer 

experience and wider accessibility of financial services and products. 

Market Forces Driven Growth of Open Banking API - banks fail to provide the kind of 

customer experience that Fintech players can. banks have no choice but to collaborate with 

other finance players to reach a wider set of audience. Moreover, it is important if they want 

to provide satisfaction to existing customers. 

Rising Customer Expectations - Customers are looking for convenience and 24×7 customer 

support. It is about making the transactional experience seamless. Customers are ready to 

trade personal data in exchange for a customized experience.  

Competitions from Fintech - Fintech providers cannot exist without banks. In fact, Fintech 

players work as facilitators. They apply technology to improve financial 

services. However, customer expectations are bound to increase as technology progresses. 

This competition between Fintech players and banks have also led to the growth of open 

banking and API. Now, banks want to modernise their solutions as it might help them reach a 

wider customer base. 

Rising Regulatory Environment - government regulation defers greatly from one 

geography to another. 

24



 

 

(Source: RBI Database on Payment System Indicators) 

From the table, it can be clearly understood that the Digital payments have shown an increase 

in its volume and value from October 2021 after June 2021. 

IX. OPEN BANKING API IN INDIA 

In India, the growth of open banking API is largely due to market forces. Intermediaries 

licensed as NBFCs are responsible for customer‘s consent management. An Account 

Aggregator (AA) - connects a Financial Information Provider (FIP) (E.g. Banks) to Financial 

Information User (FIU) through APIs. 

In India, the transfer of any personal customer data is regulated strictly. Appropriate 

agreements - customer, the AA and the financial information providers. Data cannot be stored 

or used by aggregators for any other purpose. All AA have to keep explicit data security 

policies and customer grievance redressal systems in place. 

X. EMPOWERING SMEs THROUGH OPEN BANKING 

Improving Credit Infrastructure - Access to credit is one of the significant challenges 

facing the SME sector. Risk-averse financial institutions have been hesitant to lend SMEs 

money since the 2008 recession. Worse still, a similar situation is now imminent with the 

looming recession driven by the COVID-19 pandemic. Besides, banks have little information 

to make sound decisions about the creditworthiness of their SME customers; hence, request 

statements and credit scores from them to evaluate their financial performance. Open 

Banking addresses this issue by giving banks access to advanced aggregated information of 

SME accounts and credit scores from various banks and other trusted financial sources, 

enabling them to make sound and less risky decisions effectively and quickly.  
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Real-time Cash Flow Management - SME business managers have busy schedules, and 

their plates are always full. Maintaining a close record of revenue and spending patterns can 

be time-consuming and a non-priority, exposing SMEs to the risk of experiencing cash flow 

issues.   

Account aggregation and real-time prediction tools give SME business owners an 

aggregate assessment of their finances from various accounts, empowering them to handle 

their cash flows well and avoid future cash flow problems.  

Improved Product Offerings -Enjoying access to SME‘s full account details, spending 

patterns, and activities can allow banks to provide better deals and customized product 

offerings, which boost the overall customer experience.  The SME sector is a significant 

growth opportunity for traditional and emerging banking participants. The conventional 

banking system must create new ways to support SME businesses to remain competitive. By 

leveraging the potential of Open Banking, these players can offer innovative and customized 

products and services that are less risky and more profitable to the SME industry.  

XI. CONCLUSION 

The Indian Open Banking ecosystem continues to thrive with active support from the 

government as well as the market. With the launch of Account Aggregators, API readiness of 

banks & NBFCs, entry of multiple neo-banks, intense funding, India has become a role 

model for Open Banking Deployments globally. Indians are already using the power of Open 

Banking (UPI / AEPS) daily and are likely to adapt to newer innovations without much 

friction. 

By 2027, nearly 40% of the business of digitally savvy banks would be through embedded 

finance model (and neo-banks) powered by Open Banking with ecommerce giants, social 

media players, mobility leaders, food delivery platforms, Fintechs, and other customer 

engagement platforms. During this period, nearly 30% of businesses would be through their 

digital platforms (competing with neo-banks) like mobile banking, Internet banking, 

WhatsApp banking. 
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ABSTRACT 

Currently in India around 86 percent of people are using the open banking system for various 

purposes. The term open banking defines the control of certain banking activities given to 

other third party financial service providers. It provides open access to consumer banking, 

transaction, and other financial data from banks through the use of APIs. The customers are 

the major stakeholders of a bank. Hence this study was conducted to identify the approach of 

customers to the open banking system. The major objective of the study is to analyze the use 

of UPI platforms for banking transactions or anything else. The use of UPI has become a 

necessary part of our daily lives. Because the people are hesitant to keep the liquid cash due 

to insecurity, robbery and so on. The current scenario demands more digitalization and also 

safe payments without direct contact. As a customer they are convenient to make the 

payments through digital modes as well as through UPI Applications. The study was 

conducted among the people in Thrissur district and collected data from 216 respondents both 

from rural and urban areas. The samples were taken by purposive sampling. 

Keywords: Open banking, UPI payments, Modes, Customer Awareness, Benefits and Issues 

INTRODUCTION 

Individual customers can own their banking data with open banking, which is critical for the 

growth of a new ecosystem of data marketplaces and financial services. The use of federated 

learning in the banking sector is expected to result in decentralized data ownership in the near 

future. Banks and other ecosystem stakeholders may be able to develop services that help 

them attract and retain increasingly digitally aware customers while also generating new 

revenue streams. The invention of the unified payment system made unbelievable changes in 

digital banking activities. The surfacing of covid-19 since March 2020 and the lopsided 

lockdowns worldwide leads even the local people into a digital world. The entail of 

contactless transactions brings a new digital world around every person who is in need of 
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transacting the money. They use the UPI system rather than other digital spaces because of 

the ease of use. Thus the study focused on why the use of UPI system increased during this 

pandemic period and also for what purpose the customers depend on the UPI system. Even 

though there are lots of benefits while using the UPI payment system, some people are 

hesitant to do the financial transactions through this system like google pay, phone pay, 

paytm etc. The recent research showed that there was an increased use of UPI system in India 

for shopping like online or offline. So this study made an overview on the UPI payment 

mechanism from a customer perspective. 

STATEMENT OF THE PROBLEM 

As our economy is driven by digital mechanisms and also the spread of Covid-19 since 

march 2020 has surged from on-counter banking to digital banking. In earlier times the 

banking transactions were made only through the counter system. In the 21st century the 

banks brought digitization for all banking activities. The open banking system, in which 

banking activities are conducted by third parties have emerged since 1998. The research 

questions arise from the literature reviews are as follows: 

 Do banking customers are aware about the open banking system or UPI payments? 

 Which is the popular UPI payment app mostly preferred by customers? 

 For what purpose are the UPI payment apps commonly used for? 

OBJECTIVES OF THE STUDY 

Following are the objectives of the study: 

 To know the awareness level of customers towards an open banking system.  

 To identify the most preferred app for making UPI payments. 

 To know the purpose for which UPI system is used and its benefits. 

SIGNIFICANCE AND SCOPE 

The life of people in the new normal is so difficult because the spread Covid-19 virus makes 

some rules to our life like safe distancing, sanitization, and contactless transactions. The 

previous research studies showed the use of third apps increased during this period of 

pandemic. That means digitization drives the life of people even the rural one amidst these 

situations. Even though this is a relevant topic to know whether the customers are aware 
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about the open banking system and also whether there is any relationship between awareness 

and usage of open banking apps rather than mobile banking and internet banking. 

The findings of the study help other researchers to identify the research gap in future studies. 

The relevant suggestions made out from the study helps the current economic analysts and 

market researchers. Academicians and scholars can use this work for reviews. Thus this study 

is more relevant.  

RESEARCH METHODOLOGY 

This study is analytical and descriptive in nature. Descriptive tools like percentage, average 

and analytical tools like non parametric and parametric tests were used for the study. The 

researcher collected data from 145 samples by using a well-structured questionnaire. The 

samples were selected by purposive sampling method. 

LITERATURE REVIEW 

The Digital Fifth's Sameer Singh Jaini and Shashank Shekhar (2020) discuss the evolution 

of Open Banking in India, describing how the outside-in strategy, in which banks collaborate 

with their partners, ushers in the next phase of the banking ecosystem's growth. A larger 

segment of investors is now focusing on Fintech businesses who work in the Open Banking 

space as a result of the sector's exceptional expansion. 

Digital Payment Service in India - A Case Study of Unified Payment Interface was 

researched by Mahesh A and Ganesh Bhat (2021). This research looks at UPI's place in the 

digital payment ecosystem, with a focus on identifying UPI's primary strengths and growth 

possibilities, as well as opportunities for further research into India's entire e-payment 

ecosystem. UPI's primary drawback is that it can only be utilized by persons who have bank 

accounts. The rural populace is deafeningly deafeningly deafeningly deafeningly deafeningly 

deafeningly deaf. In the future, user attitudes regarding UPI and other e-Payment options 

could be investigated, with the results analyzed using systematic behavior models. 

Lockdown and closure of stores and commercial entities, according to Mariyappan 

Narayanan and Sridevi Saravanan(2021), lowered the volume of transactions, leading to a 

new technology era that supports online transactions. 
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A. Martina Franciska and Dr. S Sahayaselvi (2017) have conducted a study on an 

overview on digital payments. The study concluded that the common people started to move 

from traditional payment systems towards digital payment systems which ensure safety, 

security and convenience. The reach of mobile networks, internet and electricity is also 

expanding digital payment to remote areas. 

During the epidemic, Camara Youssouf (2021) investigated digital payments and business 

resilience. According to the findings of the study, digital payment systems always assist small 

enterprises and young entrepreneurs. 

RESULTS AND DISCUSSION 

TABLE 1 

DEMOGRAPHIC PROFILE 

Category   Frequency Percent 

Gender       

 

Male 57 39.31 

 

Female 88 60.69 

 

Total 145 100 

Age       

 

Below 20 7 4.83 

 

20-40 118 81.38 

 

40-60 12 8.28 

 

Above 60 8 5.52 

 

Total 145 100 

Monthly Income       

 

Below 10000 56 38.62 

 

10000-30000 62 42.76 

 

30000-50000 16 11.03 

 

Above 50000 11 7.59 

  Total 145 100 
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Interpretation: The demographic table shows the gender ratio of respondents where 60.69 

percent is female and 39.31 percent is male. 

81.38 percent of respondents are in the age group of 20 – 40 and the least in the age group 

below 20. 

42.76 percent of respondents earned a monthly income of Rs.10000 – 30000 and least of the 

respondents earned an income above 50000. 

TABLE 2 

AWARENESS ABOUT UPI PAYMENT MECHANISM 

Awareness level Frequency Percent 

Extremely aware  14 9.66 

Moderately aware 84 57.93 

Somewhat aware 18 12.41 

Slightly aware 22 15.17 

Not  at all aware 7 4.83 

Total 145 100 

(Source: Primary data) 

Interpretation: The table depicts that majority of respondents responded that they are 

moderately aware about UPI payment mechanism whereas 4.83 percent of respondents are 

not at all aware about UPI payment mechanism. 

Hypothesis 1 

H0: There is no significant difference between age and awareness on UPI payment 

mechanism. 

H1: There is significant difference between age and awareness on UPI payment mechanism. 

TABLE 3 

AGE WISE CLASSIFICATION: ONE SAMPLE T TEST 

Age 20 BELOW 20-40 40-60 60ABOVE 

Awareness 3.29 3.65 3.08 2.50 

Test statistic -1.348 
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P value 0.235 

Accept / Reject Accept 

(Source: Primary data) 

Interpretation:  From the table it is clear that calculated value less than table value at 5%. 

Thus accept the null hypothesis. That means there is no significant difference between age 

and awareness on UPI payment mechanism.  

 

Hypothesis 2 

H0: There is no significant difference between gender and awareness on UPI payment 

mechanism. 

H1: There is significant difference between gender and awareness on UPI payment 

mechanism. 

TABLE 4 

AWARENESS ABOUT THE VARIOUS MODES OF UPI PAYMENT MECHANISM 

 Gender  N Test 

statistic 

Critical value 

at 5% 

Accept / 

Reject 

 

Awareness level 

Male 57 2.63 1.96 Reject  

Female  88 

Total 145 

a) Test distribution is not normal 

b) Mann – Whitney – Wilcoxon U test 

c) Grouping variable: Gender 

(Source: Primary data) 

Interpretation: From the table it is clear that the test statistic is greater than the critical 

value. Thus reject the null hypothesis. That means there is a significant difference between 

male and female regarding the awareness on UPI payment mechanism. Male and female are 

getting awareness in distinct way. 
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TABLE 5 

VARIOUS UPI PAYMENT APPS USED BY RESPONDENTS 

GENDERWISE CLASSIFICATION 

Apps Total Female Male Rank 

Google pay 3.58 3.68 3.43 II 

WhatsApp pay 1.97 1.89 2.08 V 

Paytm 3.41 3.51 3.26 III 

Amazon pay 2.93 2.95 2.91 IV 

Phone pay 3.57 3.57 3.57 I 

(Source: Primary data) 

Interpretation: The above table shows that most of the respondents are using phone pay for 

making UPI transactions and also the google pay. The least preferred app is WhatsApp pay 

because they are considering that social media is not secure to make financial transactions.   

TABLE 6 

MODES OF PAYMENT USED IN UPI APPS 

Modes Total Percent 

QR Code scanning 138 95.17 

Mobile number transfers 145 100 

Account transfers 68 46.89 

Payment by request 53 36.55 

(Source: Primary data) 

Interpretation:  The table depicts that all respondents are doing the mobile number transfer 

for fund transferring and also 95.17 percent of respondents are using QR Code scanning for 

making payments. 
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TABLE 7 

PURPOSE FOR WHICH RESPONDENTS USED UPI PAYMENT MECHANISM: 

Purpose Total Female Male 

Online shopping 3.53 3.62 3.40 

Offline shopping 3.21 3.18 3.26 

Fee payments 3.31 3.44 3.10 

Bill Payments 3.80 3.78 3.84 

Mobile recharging 4.28 4.32 4.22 

Fund transfer 3.77 3.62 4.01 

Insurance payment 2.63 2.47 2.87 

Making investment 2.26 2.26 2.28 

(Source: Primary data) 

Interpretation: The table shows that the main purpose behind using the UPI apps is for 

mobile recharging, bill payments at shops and payment of electricity and water bills and also 

for fund transfers. 

TABLE 8 

BENEFITS OF UPI APPS: GENDERWISE CLASSIFICATION 

Benefits Total Female Male 

Convenient 4.12 4.29 3.85 

Save time 4.35 4.53 4.08 

24*7 Service 4.33 4.40 4.21 

Ease of use 4.22 4.29 4.10 

Increase prestige 2.84 2.93 2.71 

Safe and secure transactions 3.66 3.82 3.42 

(Source: Primary data) 
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Interpretation:  The table shows the benefits of UPI payment apps where most of the 

respondents are agree that these systems helped to save time and provided 24*7 services, ease 

of use and convenient to the respondents. 

TABLE 9 

DIFFICULTIES FACED BY RESPONDENTS WHILE USING UPI APPS: 

GENDERWISE CLASSIFICATION 

Difficulties Total Female Male 

Server problem /internet 

connectivity issues 

3.29 3.37 3.17 

Fear of losing money 2.73 2.90 2.45 

Lack of awareness 2.24 2.22 2.28 

Security issues 2.93 3.01 2.80 

Complicated instructions 2.62 2.64 2.57 

(Source: Primary data) 

Interpretation: The tables shows the difficulties faced by the respondents while using UPI 

mechanism for making transactions or payments. The most serious issue faced by the 

respondents is server problem or internet connectivity issues. And least affecting is lack of 

awareness on UPI mechanism. 

FINDINGS  

Following are the major findings of the study. 

  The demographic table shows the gender ratio of respondents where 60.69 percent is female and 39.31 

percent is male. 

 81.38 percent of respondents are in the age group of 20 – 40 and the least in the age group below 20. 

 42.76 percent of respondents earned a monthly income of Rs.10000 – 30000 and least of the 

respondents earned an income above 50000. 

 Majority of respondents responded that they are moderately aware about UPI payment mechanism 

whereas 4.83 percent of respondents are not at all aware about UPI payment mechanism. 

 There is no significant difference between age and awareness on UPI payment mechanism.  
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 There is a significant difference between male and female regarding the awareness on UPI payment 

mechanism. Male and female are getting awareness in distinct way. 

 Most of the respondents are using phone pay for making UPI transactions and also the google pay. The 

least preferred app is WhatsApp pay because they are considering that social media apps are not secure 

to make financial transactions.   

 All respondents are doing the mobile number transfer for fund transferring and also 95.17 percent of 

respondents are using QR Code scanning for making payments. 

 The main purpose behind using the UPI apps is for mobile recharging, bill payments at shops and 

payment of electricity and water bills and also for fund transfers. 

 most of the respondents are agree that these systems helped to save time and provided 24*7 services, 

ease of use and convenient to the respondents. 

 The most serious issue faced by the respondents is server problem or internet connectivity issues. And 

least affecting is lack of awareness on UPI mechanism 

 

 

 

 

SUGGESTIONS 

 The respondents are not much aware about all kinds of UPI payment apps prevailing in our country. So 

this study suggested to give proper awareness classes or demonstration programs to the local people to 

get aware about the UPI payment mechanism. 

 Some of the respondents hesitate to do the UPI payments because they are thinking that these are not 

safe and secure. So banks should provide customers with safe and secure services while they are using 

third party apps 

 The banks or the authorities must standardize and secure the transactions to avoid the cybercrimes. 

 The government authorities also take a part to reduce the problems faced by people while making UPI 

payments. 

 

CONCLUSION 

The researchers made an attempt to get familiarized with the approach of customers towards 

an open banking system: an overview on unified payment interface. The major objectives set 

out by the researchers are to know the awareness level of customers about the UPI payment 

mechanism and to identify which app is used by them to transact and also for what purpose. 

The study revealed that the phone pay and google pay are the most preferred by the 

respondents and also they are hesitant to make payments through WhatsApp pay because 
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they believe that social media platforms are not secure to make financial transactions. The 

study revealed that the use of the UPI Payment system made life easier. From the analysis, it 

is concluded that most of the respondents are currently using UPI Payments for making 

online transactions. Main purpose behind using UPI apps for mobile recharging, bill 

payments and fund transfers to ensure contactless transactions. The hypothetical studies 

showed that there is no significant difference between age and awareness on UPI payment 

mechanism. There is a significant difference between male and females regarding the 

awareness of UPI payment mechanisms. Male and female are getting awareness in distinct 

ways. 24*7 services, ease of use and saving time are the major factors that forced respondents 

to make digital transactions. Major problems faced while using digital modes are network 

issues or connection problems. Security issues also pull them back from doing the online 

payments through UPI payment apps. 
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Abstract 

Microfinance is one of the sub components of formal financial system and it facilitate many 

financial services (micro savings, micro credit, micro insurance, micro pension, micro 

transfer), non-financial services (financial literacy centre, training for life and business skill, 

credit and repayment counselling) to disadvantaged rural people in affordable legal, 

procedural formalities, in timely manner, without discrimination. Among the different 

services of microfinance, microcredit is acted as better strategic tool to uplift the economic 

conditions of microfinance beneficiaries because the source of income directly supported to 

the economic activities in life aspects of beneficiaries. But the microcredit should be used in 

such a way that it supports to the upliftment of economic conditions of microcredit 

beneficiaries. The literature reviews evidenced that the effective channelization of 

microcredit determined number of factors such as demographic aspects (age, gender, 

education level, place of residence, number of earning members, dependent members in the 

family), microcredit access among different categories of microcredit beneficiaries, the 

microcredit size, promotional support and positive attitude among the microcredit providers , 

psychological matters, customs and religious matters, financial information transmissions and 

its access etc. Many empirical studies (Randall Filer et.al, 2017
(23)

; Ibtissem Baklouti, 

2013
(16)

; Diep Thi Ngoc Thai, 2011
(39)

; Joseph P Kaboski et.al, 2011
(17)

) pointed that 

demographic aspects of microcredit beneficiaries influenced and have some association with 

the productive utilisation of microcredit and also different categories of microcredit 

beneficiaries accessed different level of microcredit (Dr. Vijay Kumar Sharma et.al, 2018
(24)

; 

Nafessa Kassim et.al, 2014
(25)

; Faisal Ahmmed et.al, 2019
(27) 

; R. Sooryamoorthy, 2005
(28)

). 

The researcher made an attempt to examine the theory testing on account of the association 

between demographic aspects (age, gender, education level, place of residence, marital 

status) and productive utilisation of microcredit, the level of microcredit accessed among 

different categories of microcredit beneficiaries with special focus on lower level coir 

workers in Alappuzha district. The study used Chi-square association test, one way Anova, 

and descriptive statistics to validate the research outcomes. The study results underlined that 
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there is notable associational difference between demographic aspects and the productive 

utilisation of microcredit, significant difference among the microcredit beneficiaries on 

account of accessing microcredit.  

Key Words: Microfinance, Microcredit, Demographics, Coir workers, productive utilisation 

of microcredit, microcredit access.    

I. Introduction 

Rural credit in affordable legal, procedural formalities to rural disadvantaged persons is 

inevitable for the proper, balanced development of rural people. Rural credit simply means 

the microcredit which refers to the small loan to rural persons to meet the life aspects mainly 

consumption, hospital, education, house maintenance, seasonal celebrations and some tomes 

for starting small income generating activities (Stephen Young, 2010
(30)

; Harpreet Kaur et.al, 

2018
(31)

; Mastete John et.al, 2015
(32)

). Microfinance acted as effective mechanism to facilitate 

microcredit services in affordable manner (Rogia Suleiman M. Al-Shaigi et.al, 2017
(34)

; 

Shankar Lal Gupta et.al, 2015
(35)

; Sunildro L.S.Akoijam, 2013
(36)

). On account of that, 

number of microfinance programmes, microfinance institutions promoted by central and state 

governments throughout India (Mr.M.Salim, 2011
(38)

; Asad Kamran Ghalib, 2010
(40)

; 

Tayiaba H Khan, 2016
(41)

). But rural credit exclusion remains and it is one of the major 

hindrances for the rural credit inclusion. Rural credit exclusion simply means the inability of 

the rural people to access and utilise the rural financial services effectively and its opposite 

situations commonly known as rural credit inclusion (F. Jan Sofi, 2012
(2)

; K B Umesh et.al, 

2011
(3)

; Dr. Krishna Banana et.al, 2018
(5)

). The problems such as lack of financial 

information, financial discrimination, gender discrimination, demographic peculiarities, level 

of micro credit amount, tight customs and religion matters, improper availability of 

microcredit to bottom level/different categories of rural area disadvantaged people, lack of 

education etc. are notable things for rural credit exclusion (Rajeev Kumar et.al, 2016
(6)

; Prof. 

Asha Bhatia et.al, 2016
(7)

; Sibghatullah Nasir, 2013
(8)

). 

Rural disadvantaged people are the major focus of microfinance system. They are differ on 

different elements such as gender, age, marital status, educational level, number of earning 

members, number of dependent members, level of financial knowledge, language, customs, 

religions, place of residence, mentality and readiness to empower life through microcredit 

productive utilisation, types of job (Kamalbek Karymshakov et.al, 2018
(14)

; Milford Bateman, 

2011
(15)

; Lin Lerpold, 2012
(18)

; Ranjula Bali Swain et.al, 2007
(19)

). The peculiar 
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characteristics of rural microcredit beneficiaries influenced the level of microcredit access, its 

utilisation manner and productive application (Julie Chytilova et.al, 2012
(21)

; Arvind Ashta 

et.al, 2012
(22)

; Prema Basargekar, 2009
(29)

) and many empirical studies (Diep Thi Ngoc Thai, 

2011
(39)

; Ibtissem Baklouti, 2013
(16)

; Prema Basargekar, 2009
(29)

; Dipinder Randhawa et.al, 

2014
(42)

) underlined that demographic aspects variations, level of microcredit access are the 

main factors that highly influenced the overall development of life aspects among microcredit 

beneficiaries. 

The effective utilisation of microcredit is inevitable to achieve the strategic objectives of 

microfinance such as women empowerment, employment generation, poverty reduction, 

improve standards of living etc. and it is clear that improvement in the employment and 

income level is the base for achieving microfinance strategic objectives, for that promote 

small income generating activities among the rural disadvantaged persons (Dr.Ajith Kumar 

Bansal et.al, 2012
(1)

; Tejani Rachana, 2011
(4)

; Ambika Prasad Pati, 2019
(26)

; Ranjula Bali 

Swain, 2006
(20)

; Gary M Woller et.al, 2004
(9)

; Prasenjit Bujar Baruah, 2009
(43)

; Narendra 

Singh Bohra et.al, 2010
(33)

). Many literatures discussed above underlined that notable 

association between demographic aspects, level of microcredit amount, and productive 

utilisation of microcredit and the researcher made an attempt to theory testing by examining 

the association between  select demographic aspects and productive utilisation, evaluate the 

significant difference on the level of microcredit accessed among the select microcredit 

beneficiaries by selecting lower level coir workers as rural disadvantaged people with special 

reference to select coir work clusters, Alappuzha district. The research titled as ‗Microcredit 

Approachability: The Insight analysis from Associations and Variance‘.         

II. Review of literature 

Benjamin F Lyngdoh et.al, (2013)
10

 applied Propensity score matching approach to evaluate 

the impact of microfinance on the improvement of women empowerment among the tribal 

community. The study results underlined that profile characteristics of microfinance 

beneficiaries directly influenced the effective access and utilisation of microcredit; among the 

factors, gender aspects, literacy level, type of job and its remuneration level are the notable 

things that influenced more on the productive utilisation of microcredit. 

Swati Singh (2014)
21

 executed an empirical research to analyse the influence of microcredit 

on the upliftment of women empowerment. The study results underlined that better 

microcredit access led to the productive utilisation of microcredit, there is notable association 
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between age level and women beneficiaries engaging in decision making in life aspects 

through accessing, utilizing microcredit services. 

Nathalie Holvoet (2015)
21

 made an attempt to examine the significant impact of microfinance 

on the decision making agency aspects among the microfinance beneficiaries based on south 

India evidence. The study outcome pointed that improper access of microcredit services 

directly caused the non-productive utilization of microcredit; male controlled decision 

making created many problems among the women beneficiaries on account of productive 

utilisation of microcredit. 

Mehreen Fatima, Shumaila Asghar et.al, (2016)
11

 applied appraisal research to significantly 

analyse the overall effectiveness of Islamic microfinance services. The research outcomes 

underlined that factors such as age, gender, family size, education, time of borrowed amount, 

size of microcredit, purpose of microcredit influenced the productive utilisation of 

microcredit and the level of borrowed amount are different among different categories of 

microcredit beneficiaries. 

Laurel Jackson et.al, (2017)
13

 examined the significant influence of microfinance on the 

poverty reduction with special focus on the applicability of financial landscape. The study 

underlined that aspects such as age, gender, social status, education, experience level 

influenced the effective access and utilisation of microfinance services.  

Ibtissem Baklouti (2018)
16

 executed relevant study to evaluate the factors affecting the 

access, utilisation and repayment of microcredit. The study indicated that there is close 

association between socio-economic aspects such as gender, education level, work 

experience, marital status, credit amount, loan purpose directly affected the level of access, 

uses and repayment of microcredit. 

Paromita Sanyal (2019)
12

 made an effort to examine the impact of microfinance on the 

improvement of social capital among women microfinance beneficiaries. The study results 

indicated that factors such as education, employment level, gender determined the access to 

financial products and services as well as the mentality to the maximum utilisation of 

available financial services. 

From the notable studies discussed above, it is very that literature pointed that there are some 

notable associations between demographic aspects of microcredit beneficiaries and the 

effective utilisation of microcredit, and also some sort of significant difference on the access 
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of microcredit amount among different categories of microcredit beneficiaries. Studies such 

as (Namita Devi, 2019
(37)

; Hema Vyas, 2013
(39)

; Vidhi Kotahwala, 2012
(40)

; Tayiaba H Khan, 

2016
(41)

) underlined that major portion of the microcredit used for non-productive purposes 

such as consumption smoothing, house maintenance, textiles purchase, seasonal celebrations 

etc.   

III. Research methodology 

1. Research Problem 

‗The level of microfinance strategic objectives (employment generation, income 

improvement, women empowerment, poverty reduction) achievements depends upon the 

level of productive application of microcredit, availability of adequate microcredit to the 

different categories of microcredit beneficiaries. But the available literatures underlined that 

the majority of microcredit used for non-productive purposes. If the microcredit used for non-

productive purposes, the situations may cause problems among the microcredit beneficiaries 

on repayment of instalments because of irregularities of job, low level of income and other 

unexpected happening in family like death of earning members. This may compel the 

beneficiaries to face coercive method of recovery, suicide attempts and death cases. All such 

things may negatively affect the microfinance sector (notable evidence from Andhra Pradesh 

microfinance sector crisis‘ 

2. Research Gap 

‗Even though many studies conducted descriptive analysis on the microfinance services and 

demographic aspects, microcredit accessed, there is not much studies conducted on the 

analysis of associations between demographic elements and productive utilisation of 

microcredit, the significant variance of microcredit accessed among different categories of 

microcredit beneficiaries‘ 

3. Research questions 

✔ Is there any association between the demographic aspects and productive 

utilisation of microcredit? 

✔ Is there any variance among the microcredit accessed among different 

categories of microcredit beneficiaries? 
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4. Research aim and Title of the study 

Research aimed to examine the significant association between demographic elements and 

productive utilisation in consultation with level of microcredit accessed among different 

categories of microcredit beneficiaries and the study titled as ‗Microcredit Approachability: 

The Insight analysis from Associations and Variance‘. 

5. Research Objectives 

⮚ To examine the significant association between select demographic elements 

(age, gender, education level, place of residence, marital status) and 

productive utilisation of microcredit. 

⮚ To analyse the significant variance of microcredit accessed among different 

categories of microcredit beneficiaries. 

6. Research variables 

To measure the research objectives, the study used demographic variables (age, gender, 

education level, place of residence, marital status) and productive utilisation of micro credit 

(as nominal variables) and other variables such as microcredit amount (ratio variable), 

different categories of microcredit beneficiaries (nominal variable). 

7. Research hypothesis 

The literature driven hypothesis given below, 

HO1: There is no association between select demographic variables (Gender, Age, Education, 

Place of residence, marital status) and productive utilisation of microcredit 

HO2: The variance of microcredit accessed among different categories of microcredit 

beneficiaries is same 

8. Types of data  

Primary and secondary data used for the study. Primary data collected by collecting responses 

on account of different questions connected to research objectives from the respondents. 

Secondary data collected from different magazines, journals, newspapers, text books etc.  
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9. Method of data collection and its tool 

Face to face conversation approach used as the method of data collection. Interview schedule 

applied in data collection process and the language used for asking questions is Malayalam 

with systematic process of introduction, main body discussions and concluding discussions.  

10. Population and sample 

Population is the total of all lower level coir workers (who are accessed microcredit services 

from any microcredit providers) in the coir work clusters in Alappuzha district. Sample is the 

total of selected lower level coir workers (who are microcredit beneficiaries) from the 

selected coir work clusters in the district. The study considered Alappuzha and 

Ambalappuzha coir work clusters for sampling purpose.  

11. Sampling size and techniques of sampling 

The study selected 175 samples from the selected coir work clusters by using multi-stage 

sampling approach. First the district is divided based on coir work clusters and conveniently 

select two coir work clusters. Then the required samples selected proportionally from the 

selected coir work clusters (applied cluster and convenient sampling techniques) 

12. Application of statistical tests and package 

IBM SPSS statistics Version 23 applied to conduct statistical analysis. The study used 

descriptive statistics, Chi-square association test, one way Anova for the validity of the 

sampled statistical results. 

13. Limitations of the study 

✔ The study considered only 175 samples and the level of generalization of 

study results will be questionable. 

✔ The study more concentrated on the microcredit aspects of microfinance 

services. 

✔ The study not escapes from the limitations of convenient sampling method. 

IV. Data analysis and interpretation 

A. Association between Gender and Productive utilisation of microcredit 
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Case Processing Summary 

 

Cases 

Valid Missing Total 

N 

Perce

nt N 

Percen

t N Percent 

Gender * Productive utilisation of microcredit 17

5 

100.0

% 
0 0.0% 

17

5 
100.0% 

 

 

Gender * Productive utilisation of microcredit Cross tabulation 

  

Productive utilisation of 

microcredit 

Total Yes No 

Gender Male Count 49 42 91 

Expected 

Count 
40.0 51.0 91.0 

% within 

Gender 
53.8% 46.2% 100.0% 

Female Count 28 56 84 

Expected 

Count 
37.0 47.0 84.0 

% within 

Gender 
33.3% 66.7% 100.0% 

Total  Count 77 98 175 

Expected 

Count 
77.0 98.0 175.0 

% within 

Gender 
44.0% 56.0% 100.0% 

Count = Observed 

Chi-Square Tests 

 Value df 

Asymptotic 

Significance (2-sided) 

Exact 

Sig. (2-

sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-Square 7.459
a
 1 .006   

Continuity 

Correction 
6.650 1 .010   

Likelihood Ratio 7.527 1 .006   

Fisher's Exact Test    .009 .005 

N of Valid Cases 175     

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 36.96. 

b. Computed only for a 2x2 table 
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Symmetric Measures 

 Value 

Approximat

e 

Significanc

e 

Nominal by 

Nominal 

Phi .206 .006 

Cramer's 

V 
.206 .006 

N of Valid Cases 175  

 

From the mathematical results, it is clear that 53.8% and 46.2% of Male microcredit 

beneficiaries used microcredit for productive and non-productive purposes respectively. 

33.3% and 66.7% of Female microcredit beneficiaries used microcredit for productive and 

non-productive purposes. So mathematically, we can interpret that there is association 

between gender and productive utilisation of microcredit. The mathematical results validated 

by Chi-square association statistical test [X
2 

(1, N=175) = 7.459, p = .006 (2 – Sided test)]. 

Since, the p-value (.006) within the significant value (.05), reject the null hypothesis. That 

means there is significant association between gender and productive utilisation of 

microcredit and also inferred that Male microcredit beneficiaries were more likely to engage 

in productive utilisation of microcredit than Female microcredit beneficiaries (53.8% > 

33.3%). Cramer's Value (.206) indicate the level of association effect between small (ideal 

value is .10) and medium (ideal value is .30). (Cramer‘s value indicates association effect and 

it can be interpreted as small if value is .10, medium if the value is .30 and larger if the value 

is .50). 

 

B. Association between Age and Productive utilisation of microcredit 

Case Processing Summary 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Age * Productive utilisation of microcredit 175 100.0% 0 0.0% 175 100.0% 

 

 

 

 

 

 

 

47



 

 

Age * Productive utilisation of microcredit Cross tabulation 

 

Productive utilisation of microcredit 

Total Yes No 

Age Adults Count 35 42 77 

Expected 

Count 
37.0 40.0 77.0 

% within 

Age 
45.5% 54.5% 

100.0

% 

Matur

ed 

Count 49 49 98 

Expected 

Count 
47.0 51.0 98.0 

% within 

Age 
50.0% 50.0% 

100.0

% 

Total Count 84 91 175 

Expected 

Count 
84.0 91.0 175.0 

% within 

Age 
48.0% 52.0% 

100.0

% 

 

Chi-Square Tests 

 Value df 

Asymptotic 

Significanc

e (2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-

Square 
.357

a
 1 .550   

Continuity 

Correction
b
 

.198 1 .656   

Likelihood Ratio .357 1 .550   

Fisher's Exact Test    .648 .328 

N of Valid Cases 175     

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 

36.96. 

b. Computed only for a 2x2 table 

 

Symmetric Measures 

 Value 

Approximat

e 

Significanc

e 

Nominal by 

Nominal 

Phi -.045 .550 

Cramer's 

V 
.045 .550 

N of Valid Cases 175  
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From the mathematical results, it is clear that 45.5% and 54.5% of Adult microcredit 

beneficiaries used microcredit for productive and non-productive purposes respectively. 50% 

and 50% of Matured microcredit beneficiaries used microcredit for productive and non-

productive purposes. So mathematically, we can interpret that there is association between 

gender and productive utilisation of microcredit. But the mathematical results not validated 

by Chi-square association statistical test [X
2 

(1, N=175) = .357, p = .550 (2 – Sided test)]. 

Since, the p-value (.550) greater than the significant value (.05) and so that failed to reject the 

null hypothesis. That means there is no evidence to indicate the significant association 

between age and productive utilisation of microcredit and also inferred that Age is not a 

matter on productive utilisation of microcredit. Cramer's V (.045) also indicates that no 

association effect because the value is very less than .10 (small effect ideal value). 

 

C. Association between Education and Productive utilisation of microcredit 

Case Processing Summary 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Education * 

Productive utilisation 

of microcredit 

175 100.0% 0 0.0% 175 100.0% 

 

Education * Productive utilisation of microcredit Cross tabulation 

 

Productive utilisation of 

microcredit 

Total Yes No 

Educatio

n 

Upto 

SSLC 

Count 35 35 70 

Expected Count 53.2 16.8 70.0 

% within 

Education 
50.0% 50.0% 100.0% 

Above 

SSLC 

Count 98 7 105 

Expected Count 79.8 25.2 105.0 

% within 

Education 
93.3% 6.7% 100.0% 

Total Count 133 42 175 

Expected Count 133.0 42.0 175.0 

% within 

Education 
76.0% 24.0% 100.0% 
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Chi-Square Tests 

 Value df 

Asymptotic 

Significanc

e (2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-

Square 
43.238

a
 1 .000   

Continuity 

Correction
b
 

40.895 1 .000   

Likelihood Ratio 44.402 1 .000   

Fisher's Exact Test    .000 .000 

N of Valid Cases 175     

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 

16.80. 

b. Computed only for a 2x2 table 

 

 

Symmetric Measures 

 Value 

Approximat

e 

Significanc

e 

Nominal by 

Nominal 

Phi -.497 .000 

Cramer's 

V 
.497 .000 

N of Valid Cases 175  

 

From the mathematical results, it is clear that 50% and 50% of microcredit beneficiaries 

(having education of up to SSLC) used microcredit for productive and non-productive 

purposes respectively. 93.3% and 6.7% of microcredit beneficiaries (having education of 

above SSLC) used microcredit for productive and non-productive purposes. So 

mathematically, we can interpret that there is much association between gender and 

productive utilisation of microcredit. The mathematical results validated by Chi-square 

association statistical test [X
2 

(1, N=175) = 43.238, p = .000 (2 – Sided test)]. Since, the p-

value (.000) within the significant value (.05), reject the null hypothesis. That means there is 

notable association between education and productive utilisation of microcredit and also 

inferred that microcredit beneficiaries (having education of above SSLC)   were more likely 

to engage in productive utilisation of microcredit than microcredit beneficiaries (having 
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education of up to SSLC) (93.3% > 50%). Cramer's Value (.497) indicate the level of 

association effect is large (ideal value is .50). 

D. Association between Place of residence and Productive utilisation of microcredit 

Case Processing Summary 

 

Cases 

Valid Missing Total 

N 

Percen

t N 

Perce

nt N Percent 

Place of residence * Productive utilisation of 

microcredit 

1

7

5 

100.0

% 
0 0.0% 

17

5 
100.0% 

 

Place of residence * Productive utilisation of microcredit Cross tabulation 

 

Productive utilisation of 

microcredit 

Total Yes No 

Place of 

residence 

Rural area Count 63 28 91 

Expected Count 69.2 21.8 91.0 

% within Place of 

residence 
69.2% 30.8% 100.0% 

Non-Rural 

area 

Count 70 14 84 

Expected Count 63.8 20.2 84.0 

% within Place of 

residence 
83.3% 16.7% 100.0% 

Total Count 133 42 175 

Expected Count 133.0 42.0 175.0 

% within Place of 

residence 
76.0% 24.0% 100.0% 

 

Chi-Square Tests 

 Value df 

Asymptotic 

Significanc

e (2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-

Square 
4.763

a
 1 .029   

Continuity 

Correction
b
 

4.021 1 .045   

Likelihood Ratio 4.846 1 .028   

Fisher's Exact Test    .034 .022 

N of Valid Cases 175     

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 

20.16. 
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b. Computed only for a 2x2 table 

 

 

Symmetric Measures 

 Value 

Approximat

e 

Significanc

e 

Nominal by 

Nominal 

Phi -.165 .029 

Cramer's 

V 
.165 .029 

N of Valid Cases 175  

 

From the mathematical results, it is clear that 69.2% and 30.8% of microcredit beneficiaries 

(residing in rural area) used microcredit for productive and non-productive purposes 

respectively. 83.3% and 16.7% of microcredit beneficiaries (residing in non-rural area) used 

microcredit for productive and non-productive purposes. So mathematically, we can interpret 

that there is association between place of residence and productive utilisation of microcredit. 

The mathematical results validated by Chi-square association statistical test [X
2 

(1, N=175) = 

4.763, p = .029 (2 – Sided test)]. Since, the p-value (.029) within the significant value (.05), 

reject the null hypothesis. That means there is significant association between place of 

residence and productive utilisation of microcredit and also inferred that microcredit 

beneficiaries (residing in non-rural area) were more likely to engage in productive utilisation 

of microcredit than microcredit beneficiaries (residing in rural area) (83.3% > 69.2%). 

Cramer's Value (.165) indicate the level of association effect is small (ideal value is .10). 

E. Association between Marital status and Productive utilisation of microcredit 

Case Processing Summary 

 

Cases 

Valid Missing Total 

N Percent N 

Perce

nt N 

Perce

nt 

Marital status * Productive utilisation of 

microcredit 

17

5 
100.0% 0 0.0% 

17

5 

100.0

% 
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Marital status * Productive utilisation of microcredit Cross tabulation 

 

Productive utilisation of microcredit 

Total Yes No 

Marital status Married Count 84 7 91 

Expected Count 69.2 21.8 91.0 

% within Marital status 92.3% 7.7% 100.0% 

Unmarried Count 49 35 84 

Expected Count 63.8 20.2 84.0 

% within Marital status 58.3% 41.7% 100.0% 

Total Count 133 42 175 

Expected Count 133.0 42.0 175.0 

% within Marital status 76.0% 24.0% 100.0% 

 

 

Chi-Square Tests 

 Value df 

Asymptotic 

Significanc

e (2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-

Square 
27.641

a
 1 .000   

Continuity 

Correction
b
 

25.810 1 .000   

Likelihood Ratio 29.417 1 .000   

Fisher's Exact Test    .000 .000 

N of Valid Cases 175     

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 

20.16. 

b. Computed only for a 2x2 table 

Symmetric Measures 

 Value 

Approximat

e 

Significanc

e 

Nominal by 

Nominal 

Phi .397 .000 

Cramer's 

V 
.397 .000 

N of Valid Cases 175  

 

From the mathematical results, it is clear that 92.3% and 7.7% of Married microcredit 

beneficiaries used microcredit for productive and non-productive purposes respectively. 

58.3% and 41.7% of unmarried microcredit beneficiaries used microcredit for productive and 

non-productive purposes. So mathematically, we can interpret that there is association 

between marital and productive utilisation of microcredit. The mathematical results validated 

by Chi-square association statistical test [X
2 

(1, N=175) = 27.641, p = .000 (2 – Sided test)]. 

Since, the p-value (.000) within the significant value (.05), reject the null hypothesis. That 
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means there is significant association between marital and productive utilisation of 

microcredit and also inferred that Married microcredit beneficiaries were more likely to 

engage in productive utilisation of microcredit than Unmarried microcredit beneficiaries 

(92.3% > 58.3). Cramer's Value (.397) indicate the level of association effect between 

medium (ideal value is .30). 

F. Analysis of Variance between microcredit accessed and different categories of lower 

level coir workers 

Descriptive 

Microcredit accessed   

Type of coir 

workers N Mean 

Std. 

Deviatio

n 

Std. 

Error 

95% Confidence 

Interval for Mean 

Mini

mum 

Maxim

um 

Lower 

Bound 

Upper 

Bound 

-Processing coir 

fiber 
56 28100 

7287.37

389 

973.816

30 

26148.4

285 

30051.5

715 
18000 41000 

-Coir fibre 

products 

manufacturing 

70 18190 
7211.64

819 

861.956

82 

16470.4

432 

19909.5

568 
5400 31000 

-Purchase and sale 

of coir fibre 
49 28414 

5648.85

682 

806.979

55 

26791.7

446 

30036.8

268 
18500 35000 

Total 17

5 
24224 

8404.75

344 

635.339

64 

22970.0

356 

25477.9

644 
5400 41000 

 

ANOVA 

Microcredit accessed   

 

Sum of 

Squares Df 

Mean 

Square F Sig. 

Between 

Groups 

425031620

0.000 
2 

212515810

0.000 
45.458 .000 

Within 

Groups 

804102300

0.000 
172 

46750133.7

21 
  

Total 122913392

00.000 
174    

 

The mean value of microcredit accessed among select categories of lower level coir workers 

are Rs. 28,100 (lower coir workers engaged in coir Processing coir fiber), Rs.18, 190 (lower 

coir workers engaged in Coir fibre products manufacturing) and Rs.28, 414 (lower coir 

workers engaged in Purchase and sale of coir fibre). From the mathematical results, it is clear 

that the level of microcredit accessed among different categories of lower level coir workers, 

are different. So mathematically, we can interpret that there is notable variance among the 

microcredit accessed amount with special reference to different categories of lower level 
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microcredit beneficiaries. The mathematical results validated by One way ANOVA statistical 

test [One way Anova
 
(F (2, N=175) = 45.548, p = .000)]. Since, the p-value (.000) within the 

significant value (.05), reject the null hypothesis. That means the variance of microcredit 

accessed among different categories of microcredit beneficiaries is not same and there is a 

significant difference between categories of microcredit beneficiaries on account of 

microcredit accessed. 

 

V. Findings, Suggestions and Conclusion 

1. Findings 

From the above data analysis and interpretation, following are the main notable findings, 

✔ The demographics aspects such as gender, education, place of residence, 

marital status significantly associated with the productive utilisation of 

microcredit and at the same time, age not significantly associated with the 

effective utilisation of microcredit. 

✔ Different categories of microcredit beneficiaries accessed different amount of 

microcredit. 

 

2. Suggestions 

Following are the main suggestions to improve the productive utilisation of microcredit, 

✔ While framing microcredit policies, the demographic aspects such as gender, 

place of residence, marital status, and education should be considered and 

ensured that the different schemes of microcredit are viable, suitable to the 

real microcredit beneficiaries.  

✔ When sanctioning microcredit, the different categories of microcredit 

beneficiaries should be considered and also ensured that all the categories of 

microcredit beneficiaries accessed adequate microcredit without 

discrimination. 

✔ Microcredit providers should frame and implement more promotional 

measures to cover the entire bottom level of rural microcredit beneficiaries 

into the system of microcredit system without any variations in accordance 

with gender, education, place of residence, marital status.  
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3. Conclusion 

Microcredit is one of the strategic components of microfinance system because it supports 

either productive utilisation or non-productive utilisation among the disadvantaged rural 

microcredit beneficiaries. Demographic aspects directly or indirectly influenced the 

productive utilisation of microcredit and also the level of microcredit accessed among 

different levels of rural microcredit beneficiaries, are different. All such things kept in mind 

while implementing different microcredit schemes. Microcredit providers should be more 

concentrate on the productive utilisation of microcredit and for that, facilitate monitoring, 

motivation and mentoring programmes in affordable manner, more coverage of different 

categories of rural credit beneficiaries into microfinance system. In short, rural credit 

beneficiaries are heterogeneous on various terms such as gender ratio, education level, 

marital status, poverty level, place of residence, standards of living, employment and income 

level, customs and cultural aspects, level of financial knowledge, capacity to access, utilise 

financial information, financial services etc. and all such aspects should considered 

throughout the microcredit operations.  
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Abstract— Wide acceptance towards economical modes of financial services is a crucial 

step for gaining dual benefit of reduced poverty and increased economic well-being of the 

nation. Technological inventions and innovations proposed a way for major restructuring in 

the financial market. The digital finance companies play the lead role in digital financial 

inclusion by aiding the excluded, marginalized, neglected individuals as well as the Small 

and Medium Enterprises through innovative and affordable speedy digital financial services 

and products. The pandemic scenario has intensified the need for efficient application of 

Fintech with the objective to guide advancement in the functioning of financial systems and 

to ensure safety of users.  

This paper depicts the improved financial health with digitalised services which lead the 

financial inclusion drive. It is high time to launch awareness programmes focusing on the 

basics of digital finance services, specifically to benefit the rural and semi-urban citizens in 

India to curb the problem of digital illiteracy. This report describes ongoing process of 

development and adoption of financial technology and digital infrastructure in India. It 

explores the role played by digital financial literacy in promoting the inclusive development 

of our country. The report intends to provide valuable observations for policymakers as well 

as the various financial sector players pursuing to accelerate the rate of financial inclusion 

and in turn the development of digital financial services. 

Keywords— Digital finance, Inclusive economic development, financial inclusion, PMJDY 

II. INTRODUCTION 

The remarkable digital revolution exponentially covering up the economy, the 

influence of which is visible in each of the industries in one way or the other leading to 

innovations. Banking and financial sectors are not an exception. The process of banking and 

finance have undergone radical change with the innovative upliftment such as credit cards 

and ATMs. 
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Digital financial services (DFS) are termed for the consolidation of financial services 

offered and accessed through digital channels. With technology, DFS is able to foster greater 

financial inclusion by reaching unserved and underserved populations. By using a diverse 

range of digital channels and models, DFS can offer personalized services and offerings to 

the market, reducing or removing barriers associated with the access, usage and quality of 

financial service that exist with formal traditional financial systems. 

Fintech, the technology oriented financial service is now becoming inevitable part of 

daily life which suggests the trends in respect of spending and savings habits of users. In 

developing countries, the growth in digital financial services has given millions of consumers 

who previously faced the issue of either little or no access even to bank account, to financial 

services for the first time.  

India, being the house for around 3,174 start-ups at present, materialised as one of the 

fastest-growing and most trusted Fintech hubs in the world, just behind US. The accelerated 

pace of growth these players have achieved can be majorly attributed to government enablers 

like Jan Dhan, Aadhaar, introduction of demonetization and GST,etc and more importantly, 

transform financial services for consumers. Amplifying this push was the recent pandemic, 

with subsequent lockdowns which enabled Fintech players to innovate their offerings and 

make their solutions more digital and mobile-friendly simultaneously with its increased 

demand.  

 

III. STATEMENT OF PROBLEM 

The introduction of digital finance has reformed the overall Indian financial 

infrastructure by making it very fast, easy and consequential. The anticipations were 

flourishing rapidly on the digital financial services in relation to the inclusive development of 

an economy. With the result, it is demanding scrutiny from various sections around the globe 

including the developed countries. The study will help in understanding various aspects of 

digital financial services in India. Its development and adoption in a developing country like 

India obviously will be faced with obstacles on its journey towards successful 

implementation, this steps by step adoption through various direct and indirect measures 

undertaken are also under the consideration of this study. For the success of digital financial 

services, population need to be well versed with such aspects or in other words, they need to 
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be digital-financially literate. To understand the growth of economy analysing the same on 

account of various variables is a prerequisite. Here the inclusive development of the Indian 

economy is studied with response to digital financial literacy of the population. 

 

IV. OBJECTIVES 

1.  To discern the ideas in relation to digital financial services. 

2. To review the evolution and expansion of financial technology and digital infrastructure in India 

3. To identify the Government initiatives towards digital financial services. 

4. To examine the present status of the digital financial inclusion in India.  

5. To analyse the contribution of digital financial literacy towards inclusive development of India. 

V. RESEARCH METHODOLOGY 

The paper is purely based on secondary data sources. Charts and tables were prepared from the 

insights derived from the data accessible from the secondary sources. 

VI. LITERATURE REVIEW 

According to the study on constructing global financial indices done by Yorulmaz (2018) the financial 

inclusion increased the penetration to 1,15,30 villages with a population of 2,000 and in turn led to 

opening of tens of millions of NFAs. 

 

As per the ideas concluded from the inquiry performed by Svitlana Naumenkova (2019) the level of 

social welfare has been reduced as an impact of the lack of financial inclusion to formal financial 

services. The study also revealed that the increase in social tension arising as a response to social 

protection to such group of people, further slows down the economic and social development process 

of our country.  

The article titled ―Impact of Digital Finance on Financial Inclusion and Stability‖, put forward by 

Peterson K Ozili (2018), specifies about the implication of digital finance on financial inclusion and 

financial stability. 

As per the study by Beshouri, Chaia, Cobert, & Gravråk (2010), it is identifying that the technology 

can eliminate logistical difficulties and significantly reduce transaction costs, thereby increasing 

financial inclusion in rural areas. 
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VII. CONCEPTS OF DIGITAL FINANCIAL SERVICES 

Digital Financial Services may be defined as the wide range of financial services offered and 

accessed through digital channels. The term digital channel can be attributed to the internet, mobile 

phones, ATMs, POS terminals or any other digital system. 

These encompass established instruments offered primarily by banks, as well as new solutions 

built on cloud computing, digital platforms, and distributed ledger technologies (DLT), spanning 

mobile payments, crypto-assets and peer-to-peer (P2P) applications. Mobile Financial Services 

(MFS), electronic payments systems (retail and wholesale) and electronic banking products 

or services are also included under the purview of DFS concept. These new solutions are commonly 

referred to as financial technology or Fintech. 

Generally, agents and network of third-party intermediaries are exploited in DFS models to 

make accessibility efficient as wells as economical. In short, Digital financial services or the Fintech 

industry is reshaping our lifestyle and economy towards more productivity. 

 

VIII. FINANCIAL INCLUSION JOURNEY OF INDIA 

Bringing about 330 million people into the formal financial scenario since 2014, India made a 

monumental launch of financial inclusion initiatives ever witnessed around the world. The initial step 

taken towards this has been government policy that explicitly prioritizes access to the banking system 

as a tool for poverty reduction and inclusive growth. It was the Pradhan Mantri Jan-Dhan Yojana 

(PMJDY) scheme Under the Government of India that lead to the massive bank account opening 

campaign among the Indians and in turn using such accounts as the default channel for the payments 

from the government via efficient systems such as those including Direct Benefit Transfer (DBT) 

system. The government dared to utterly rely on technology to attain the brisk scope of such account 

opening. The revolutionary entry of technology in the banking sector, with burgeoning internet 

coverage and smartphone penetration as impetus, the anticipation of exclusively digital banking is not 

a myth. 

A three-tier development had been experienced in India with respect to DFS. Early 2014 to 

around August 2016, accounted the first phase development of DFS which indicated a steady growth 

in transaction volumes on the major digital platforms of around 2% per month which was the 

aftermath of massive account opening scenario undertaken under various schemes of the government.    

Towards the end of 2016, it showed a rapid growth in the transactions through prepaid 

instruments especially Paytm and Mobikwik among the users. This resulted in an increase of three 

times the usual transaction volume between September 2016 and January 2017. This second phase 

growth was primarily due to the government‘s sudden demonetization policy in November 2016. 

However, this growth tailed off and the third phase started its journey. 
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The third phase witnessed a visible shift in the financial inclusion agenda of the government and 

the role it played particularly in a technology-led model. The government prioritised activities such as 

the creation of enabling infrastructure, such as digital identification and payments technology, on 

which the private sector can build. The introduction of Unified Payment Interface (UPI) by the 

National Payments Council of India (NPCI), a joint initiative of RBI and the banking sector is perfect 

example for this. Thus, the third phase was driven by the introduction of Unified Payments Interface 

(UPI), NPCI‘s interoperable digital payments platform. 

The smartphone-based payment system, has advanced in terms of amount since its introduction in 

2017 barring the nation-wide lockdown. The nationwide lockdown imposed in the wake of the 

pandemic actually made a thrust on such transactions which were already on a rise and ultimately 

leading the value to cross the200 crore-mark. The ‗safety norm‘ characteristic of the UPI-based 

payments can be identified as the guiding factor for its immense popularity. The recommendations 

from the RBI to enforce digital payment in the wake of spreading of coronavirus through physical 

exchange of currency also had an impact on its wide acceptance. This prompted the business concerns 

to accept mostly prepaid orders and in turn rise in digital transactions. 

According to the latest reports, the digital transactions in India, in value terms accounted to 15.2% 

in 2018-19 (in contrast to 5.2% in 2014-15) and is expected to further grow and reach 22% by the end 

of 2021. The figure clearly depicts the hike in technology driven financial payments particularly the 

digital transactions from 2018 to 2020. 

 

 
 

Fig. 1 
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IX. GOVERNMENT INITIATIVES TOWARDS DIGITAL FINANCIAL SERVICES 

A. EMPOWERMENT 

i. Pradhan Mantri Gramin Digital Saksharta Abhiyaan (PMGDISHA): 

Digital illiteracy is still a threat to the development of Indian economy as a whole, this is clearly 

revealed through the survey conducted by NSSO on education, which concluded that about 94% of 

16.85 crore households do not have computers and a substantial part of this population is digitally 

illiterate. PMGDISHA is one among the several schemes initiated under Digital India Programme 

with the objective to consider 6 crore rural households to make them digitally literate. Thereby 

enabling them to use the Information Technology and related applications especially Digital Payments 

to actively participate in the process of nation building. Bridging the digital divide persisting among 

the rural india including the marginalized sections of society is the prime focus of this programme. 

ii. Paygov India: 

PayGov is a programme-approach adopted to bring all Government services under the 

purview of a common vision, strategy and approach to objectives with a view to make them accessible 

to the common man. The National e-Governance Plan (NeGP) was formulated by the GoI, for 

implementation of the same across the country, that enables web-enabled anytime, anywhere to obtain 

information and services, specifically in rural and remote areas. It is a common infrastructure with an 

end-to-end transactional experience to suffice Center/States/Departments to offer various services 

through their National/State portals offered by the Ministry of Electronics and Information 

Technology along with NSDL Database Management Ltd (NDML) along with a range of online 

payment options.  

 

iii. PAHAL or Direct Benefit Transfer of LPG Scheme: 

             PAHAL or Pratyaksh Hanstantrit Labh Scheme was initiated by the government of India in 

2013 and then they launched it again in November 2014 to make it available for the entire country. 

This scheme aims to reduce diversion and eliminate duplicate or bogus LPG connections inturn make it 

easier for everyone to access LPG cylinders. This scheme helps the consumers of LPG cylinders to 

avail the subsidy amount into their own bank accounts without the intervention of any third parties. 

iv. DigiDhan ABHIYAAN: 

In the pursuit of the vision propounded by Hon‘ble Minister of Finance within the Budget 

Speech of FY 2017-18 to accomplish the target of 2,500 crore digital transaction for 2017-18 with a 
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dedicated Mission to serve the purpose, ―DIGIDHAN Mission‖ has been set under the Ministry of 

Electronics and Information Technology (MeitY). The objective of this initiative was to enable real 

time digital transactions among citizens and merchants through the platform DIGIDHAN Bazaar. Its 

aim to handhold users in downloading, installing and using various digital payment systems for 

conducting digital transactions was successful to an extend through coordinating DigiDhan Mela‘s 

across the country. 

v. Aadhar Enabled Payment System (AEPS): 

Aadhaar Enabled Payment System is the Unique Identification Number based payment 

system that allows Aadhaar card holders to undertake financial transactions by means of Aadhaar-

based authentication. This system enables safe financial transactions for customers by providing 

Aadhaar verification at point of Sale (PoS) or micro-ATMs. This is another initiative by the National 

Payments Corporation of India (NPCI) to incite cashless transactions in India. 

vi. Jan Dhan Yojana Pradhan Mantri Jan-Dhan Yojana (Pmjdy): 

The Pradhan Mantri Jan Dhan Yojna (PMJDY) one of the biggest and most popular financial 

inclusion initiatives across the world, was initiated to accomplish financial inclusiveness and support 

to the marginalized socio-economically neglected classes. PMJDY move ahead with the motto- ‗sabka 

khata bhagya vidhata‘, with Universal access to banking facilities with at least one bank account for 

every household as prime objective. Under this scheme people will get basic bank accounts with 

insurance facility and an additional facility of overdraft, it in turn enhances capital formation, which 

will in result increase economic development of country. The scheme also entered in to Guinness 

Book of world records setting the current record for, ‗The most bank accounts opened in one week‘.  

Initially every account holder under this scheme would get a RuPay debit card with 100,000/-

accident cover and further they will be covered up by insurance and pension products.  
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vii. Demonetization and GST: 

With effect from the midnight of 8th November 2016, 500 and 1000 denomination of Indian 

currencies ceased to be used for exchange. This was introduced with a view to bring the unaccounted 

money back to the purview of formal banking sector. Demonetisation occupied the initial phase to a 

series of significant decisions taken by the government to formalise Indian economy. Technology 

oriented tax payment has been introduced to facilitate filing of returns and expanding the tax base. 

The GST has further guaranteed that in relation to indirect taxes, the tax procedures become simple 

making it complex to evade from the tax system. In short both these steps in turn contributed towards 

enhancing the digital applicability in the financial sector. 

B. INFRASTRUCTURE 

i. IRCTC (Indian Railway Catering and Tourism Corporation) CONNECT: 

IRCTC Connect was developed as an app with several add-on features based on the next 

generation e-ticketing system to cater to the growing demand of passengers. It facilitates search and 

book train tickets, check existing reservations or cancel them, and get upcoming journey alerts. 

IRCTC e-Wallet is another scheme that facilitates the user to deposit money in advance and utilise the 

same for payment along with other payment option on ticket booking. 

ii. Direct Benefit Transfer (DBT) and Government-to-Person (G2P) payments: 

Direct Benefit Transfer is a revolutionary initiative launched by Government of India to re-

engineer the existing cumbersome Government delivery system and process in welfare schemes on 1st 

January, 2013. The objective behind its implementation was simpler and faster flow of 
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information/funds to the targeted beneficiaries, using modern Information and Communication 

Technology (ICT). Its focus was to transfer subsidies and cash benefits directly to the people through 

their Aadhaar linked bank accounts with a hope to avoid substantially leakages, and associated delays, 

related to the flow of fund till it reaches the ultimate beneficiary. Thus, DBT encompass influence of 

modern technology and IT tools to ensure maximum governance and minimum government.  

iii. India Stack and Aadhaar: 

India Stack is a collection of Application Programming Interface (API)s which permits 

governments, businesses, start-ups and developers to exploit the exclusive digital Infrastructure to 

deploy cashless and paperless technology products. Practically India Stack is a combination of 

NPCI‘s API oriented projects for digital payments and Aadhaar‘s identity and authentication. A 

volunteer organisation, termed iSPIRIT (Indian Software Product Industry Round Table) is the brain 

behind India Stack. The applications of value-added stack offerings from the part of India stack 

are wide ranging, of which Aadhaar or the biometric identity forms only the bottom-most layer. 

Unique Identification Number, e-KYC, Aadhaar Enabled Payments Systems (AEPS), Unified 

Payment Interface (UPI), eSign, DigiLocker, Digital Signature etc are the key components of India 

Stack. 

C. FOR SERVICES 

i. BHIM (Bharat Interface for Money): 

An UPI based mobile payment app developed by the National Payments Corporation of India 

is termed as BHIM (Bharat Interface for Money), that facilitates instant direct bank to bank payments 

and collection with the help of Mobile number or Payment address. 

ii. Unified Payments Interface (UPI): 

UPI is an umbrella term that merges various banking services and features, that works with a Virtual 

Payment address (UPI ID) and PIN. It was proposed by the National Payments Corporation of India 

(NPCI) with the constant support directed from the Reserve Bank of India and Indian Banks 

Association (IBA). RuPay payments infrastructure, which is similar to visa and MasterCard, handled 

by NPCI is one of the key features that promotes different banks to interconnect and transfer funds. 

UPI is considered as an advance version of IMPS (Immediate Payments Service) which is also an 

initiative of NPCI. 
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X. PRESENT STATUS OF DIGITAL FINANCIAL INCLUSION IN INDIA 

 
Indian Financial Inclusion- A work in progress 

India has developed its financial ecosystem and has brought about major changes to increase the last-

mile connectivity of financial services to its people by realising the potential of financial inclusion to 

reduce poverty, create jobs, among others. Traditionally, institutions like the Reserve Bank of India 

(RBI) and National Bank for Agriculture and Rural Development (NABARD) have taken initiatives 

to promote financial inclusion through Kisan Credit Cards (KCC), increasing the number of 

automated teller machines (ATMs), increasing credit facilities etc. 

 As per the latest RBI reports, Kerala, Maharashtra, and Karnataka occupies the highest 

position in terms of financial inclusion, with Index on Financial inclusion (IFI) > 0.5. These are 

followed by the states of Tamil Nadu, Punjab, Andhra Pradesh, Himachal Pradesh, Sikkim, and 

Haryana which are identified to have medium financial inclusion, with Index on Financial inclusion 

(IFI) between 0.3–0.5. The remaining are categorised as states with low financial inclusion states 

having financial inclusion Index less than 0.3. These figures assume greater importance because of the 

three critical variables of financial inclusion attached to it namely penetration of financial services, 

availability of banking services and the usage of the financial services. 

INDICATORS OF 

FINANCIAL 

INCLUSION 

ADVANCED 

ECONOMIES 

EMERGING 

ECONOMIES 

INDIA 

Account at a financial 

institution (% age 15+) 

95.85 67.88 79.84 

Commercial bank 

branches (per 100,000 

adults) 

33.57 19.41 14.58 

Automated teller 

machines (per 100,000 

adults) 

136.45 86.38 42.78 

Debit card (% age 

15+) 

84.50 44.40 32.72 

 

XI. CURRENT SCENARIO OF DIGITAL FINANCIAL INCLUSION 

 

With the advent of digital aspects into the financial scenario, the concept of financial 

inclusion further advanced to a broader state of digital financial inclusion. In India, Fintech industries 

are the major contributors that helps the nation towards achieving digital financial inclusion objective. 
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By offering the most convenient and flexible options for consumers Fintech has been known for its 

coming-of-age technology. The financial services industry prospered with the influence of 

Technology-led changes and adjustment of business models. India saw the emergence of 1,216 new 

Fintech start-ups during the period between 2010 and 2015. 

 India has turned up as Asia's substantial destination for Fintech deals, outperforming China. 

According to the reports provided by RBSA Advisors as on June 30, 2020, India has the highest 

investment in Fintech which is visible with around 33 deals valued at $647.5 million, when compared 

with $284.9 million of China. Over the last four-half years from 2016, the overall investment in 

India‘s Fintech sector grown beyond $10 billion. Within India, Bengaluru and Mumbai are the top 

two headquartered cities for Fintech companies, because of the availability of a technically skilled 

workforce and the presence of most parts of the financial services and technology ecosystem. 

As per the 2
nd

 Edition of MEDICI India Fintech Report 2020, India occupies a position right 

behind the US, in terms of highest number of new Fintech start-ups while considering the last three 

years. Among all emerging markets in the world with a global adoption rate of 64 percent, India 

achieved the highest adoption rate of 87 percent along with China. 

India's transformation as a progressive Fintech nation can be attributed to its efficiency to 

solve for identity in the form of Aadhaar for formalization, making it attainable for everyone to open a 

bank account or equivalents to save money, establishing scalable platforms to facilitate money 

transactions (IMPS, UPI, BBPS) and having access for banks and Fintech companies and insurance/ 

lending players to platforms like UPI, GSTIN, and Digi locker to conceive and initiate innovations. In 

short, the combination of all these has reshaped the way citizens access government services 

specifically the financial services. 

While considering the data available of the last three years India has around more than 2000 

new Fintech start-ups. Several guidelines and reforms to consider the unbanked as well as the under 

banked population of India in the formal financial sector had also been attempted over the past few 

years. This also focus on strengthening of the Fintech segments such as payments and lending 

ecosystem. However, the penetration and play for the sector is just for a thorough understanding to 

begin a deep-rooted structural transition that India as well as the concerned sector could witness in the 

coming decade. 
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XII. LEVEL OF FINANCIAL INCLUSION- A STATE WISE ANALYSIS 

 

STATE FINANCIAL INCLUSION INDEX 

Goa 0.60341 (1) 

Kerala 0.56375 (2) 

Tamil Nadu 0.47295 (3) 

Himachal Pradesh 0.41377 (4) 

Andhra Pradesh 0.39374 (5) 

Punjab 0.39179 (6 

West Bengal 0.38297 (7) 

Karnataka 0.35686 (8) 

Uttarakhand 0.32742 (9) 

Maharashtra 0.29832 (10) 

Haryana 0.28741 (11) 

Gujarat 0.26876 (12) 

Odisha 0.24537 (13) 

Uttar Pradesh 0.22229 (14) 

Assam 0.20857 (15) 

Bihar 0.20114 (16) 

Rajasthan 0.17369 (17) 

Jharkhand 0.16548 (18) 

Madhya Pradesh 0.16104 (19) 

Jammu And Kashmir 0.14838 (20) 

Chhattisgarh 0.12939 (21) 

 

XIII. IS DIGITAL FINANCIAL INCLUSION A CATALYST FOR INCLUSIVE 

DEVELOPMENT? 

 
The proportion of individuals and firms employing formal financial services, termed as 

financial inclusion has become pivotal idea to attain inclusive development. Inclusive development 

focuses on the objective of indiscriminate development in the economy. Lopsided access to financial 

services can forbid people from the economic growth process. Digital financial services (DFS) lie at 

the heart of financial inclusion in India.  
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Regardless of the efforts put forward by the Indian government to promote uninterrupted 

digital infrastructure, it shows an unequal development or adoption. The Digital Financial service 

pertaining to the rural India is tarnished with the effect of digital illiteracy, which depicts the 

reduction in acceptance of digital products. The low confidence level in technology, incapacity to 

exploit smartphone facility and feeble network connectivity curb the digital transactions and impede 

people with meagre digital expertise from using e-banking services. As a result, cash still occupies the 

position of most welcomed mode of payment specifically in rural India. 

 

Digital capabilities of the customers are just one among the many factors on which the 

financial inclusion of a country is based. Ease to execute a transaction, language etc. are other such 

factors. All products need to be customised to suit the different sections of the economy. Same is the 

case with financial products. From the perspective of the rural economy, there is lack or else the 

absence of financial products and services suited to the rural masses, to make them easy to understand 

and operate. 

 

 

 

XIV. POST COVID OPPURTUNITIES 

The adoption of digital payments which expedited from 2016 as an effect of 

unanticipated demonetization policy thus leading to situation faced with lack of cash. The 

pre-established national tech infrastructure created a foundation for this to establish. The 

current abrupt backlash of the pandemic induced entrepreneurs to exploit unexplored horizons 

of technology in formidable start-up ecosystem of India to deal with challenges for their 

consumer and small business clients arising from the critical health and resultant economic 

crunch in India. The country‘s aim to manage financial as well as economic aspects with a 

unique, sturdy, economically viable payments and infrastructure have been successful with 

the start-ups employing this infrastructure to innovate and scale thereby easing economic 

governance challenges. 

Since 2017, Fintech prospered as the nucleus of inclusive economic development in 

our country by making provisions for technology oriented financial services by utilising the 

expanding opportunity of affordable internet and smartphones along with aggressive 

regulatory and policy measures. The fluctuation which might lead to near -stalemate of 

economy as a part of lockdown have been felt across India: the burgeoning Fintech industry 

is not an exception for the same.  
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In short, the efforts of Government of India in its digital finance perspective have 

been erected as a COVID economic response. Massive opening of bank accounts as a part of 

Prime Minister Modi‘s financial inclusion initiative through Jan Dhan Yojhana have been 

notably expedient for initiating the direct transfer of the government‘s incentives to the most 

vulnerable sections of society. 

 

Being closely integrated with every section of the society Fintech now crop up as an 

adept and trustworthy component of economic relief. The banking and insurance institutions 

also joined this arena often in partnership with technology-oriented start-up companies as a 

step to scale digital offerings. In the wake of COVID-19 health insurance companies often 

resorted to offer ―sachet size‖ micro-policies as a part of such reforms. Insurance penetration 

in India being particularly low these digital mediations hopefully prove to be a push forward 

for the industry as well as its consumers. 

 

A radical shift will be witnessed in the characteristics of Indian consumer specifically 

in respect to digital and contactless payments, also change in attitude towards saving and 

investment to maintain capital buffer for ambiguous times, and elevated concern in  health and 

life insurance to handle the unpredictable financial shocks. In a post pandemic world India‘s 

early-stage technology-oriented start-ups will aim to managing their cash flows more orderly 

than recent years, exploring with remote work practices, and inventing products that solve 

sustenance challenges for Indians across the socio-economic gamut. While this catastrophe 

has introduced bountiful threats for thousands of Indian digital Fintech businesses, this makes 

many of them to emerge as more volatile and qualified enough for the Indian innovations 

leading the way for the global stage 

XV. FINDINGS 

1. Even though the sophisticated technologies enable rapid scaling of business models, there is 

always a need for human interaction to understand and develop belief in such services. Thus, 

human touch point is critical in digital services too. 

2. The adoption of DFS in rural areas is marred by digital illiteracy, the absence of financial 

products and services suited to the rural masses remains a challenge in digital financial 

inclusion 

3. Combination of all these has reshaped the way citizens access government services 

specifically the financial services, India's evolution as a progressive Fintech nation 

4. Even though wide range of digital financial services are available, the utilisation of the same 

from the users to that extent is not visible. Many still prefer to use cash-based methods. 
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5. Positive impact of digitalisation of financial services in Indian economy is evident from the 

current GDP level of $3.04 trillion even during the pandemic period. 

6. Government plays the major stakeholder role in enhancing digital payments through 

introduction of various schemes such as PMJDY. 

7. Southern India occupies the top position in financial inclusion index of India. 

8. With respect to the degree of financial inclusion India lies at the ranking between advanced 

and emerging economies based on key indicators considered. 

9. The digital payments in India show gradual increase from 20.7 (billion Indian rupees) in 2018 

to 53.55 (billion Indian rupees) in 2021 

 

XVI. CONCLUSION  

With a favourable regulatory environment, digital financial services (DFS) have been 

unprecedented growth in the past few years. Even then, India still lags behind as one among the 

financially excluded countries in the world. This put forward the fact that, there is a sea of opportunity 

left unexplored in the Indian financial sector for every stakeholder and customer segment for optimum 

utilisation with an emphasize on DFS. From the past decade or so, financial inclusion has always been 

a top preference for the government agencies and regulators to accomplish the Universal Financial 

Access objective set by the World Bank. Heavy investments have been employed in the digital 

financial services and digital infrastructure by the new government from a period of past three and a 

half year. They opened up the path of the digital economy for achieving the goal of Financial 

Inclusion. Even though India‘s GDP shrank from $2.87 trillion in 2019-20 ($2.7 trillion in 2018) to 

$2.66 trillion in the following year as an effect of pandemic on the economy. From various reports 

related to financial services, it can be concluded that such services delivered over digital medium have 

the capacity to ascent India‘s GDP by 11.8%, adding $700 billion to the economy by 2025. India‘s 

productivity and investments are expected to have a hike of 4.8% and 6.8% respectively as an impact 

of DFS efficiency of the country. Labour availability will also be increased at a rate of 0.2 percent 

driven by time savings for individuals, as a result about 21 million new jobs would be created across 

sectors in comparison with the 2014 levels.  

The economy of India is now moving towards an advanced stage of digital payment with the 

contributions from various stakeholders specifically the government, through newly developed 

measures to meet such needs. However, the potential of digital finance has not yet been completely 

utilised in our economy as more than 99 percent of transactions by volume are still cash based. 
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ABSTRACT 

Kerala has some of the best health and education indices among Indian states, yet it 

also has a high rate of unemployment. According to an analysis of the unemployment 

rate among the state's youthful population, those who have completed high school are 

the most unemployed, followed by graduates, postgraduates, and technically qualified 

people. Despite its status as a major human resource supplying state, Kerala's overall 

employability is estimated to be less than 25%. It is due to a lack of understanding of 

the practical applications of the matter being studied. Basic skills must be taught early 

in the educational process in order to develop a good workforce. The Higher 

Education Department of Kerala Government launched the Additional Skill 

Acquisition Programme (ASAP) in 2012 to provide skill training to the students of 

Higher Educational Institutions. ASAP is a massive initiative aimed at augmenting the 

employability of the youth and finding a way to mitigate the problem of 

unemployment in the state. The major goal of this effort is to improve the 

employability of students who have completed their education from various colleges 

and universities. In today's competitive world, students must be equipped with 

additional skills to gain a competitive advantage. Having said that ASAP is picking up 

steam in this era. The research paper is about effectiveness of ASAP in capacity 

building and development among students of Higher Educational Institutions. 

KEYWORDS – Capacity, Education, Employment, Skills 
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SIGNIFICANCE OF THE STUDY  

ASAP is an ambitious initiative with the objectives of tackling the issue of growing 

unemployment in our state. The main purpose of this initiative is to enhance the 

employability of students passing out of higher secondary school as well as colleges. 

In this competitive world students should acquire an additional skill along with their 

education to withstand the competition. ASAP is gaining more prominence in this era. 

So, the present study is to analyse the effectiveness of ASAP in capacity building and 

development among students of higher educational institutions. It also aims to study 

the measures taken by the government to strengthen the capacity of students opting 

ASAP.  

OBJECTIVES OF THE STUDY  

• To analyse the effectiveness of ASAP in capacity building and development among 

students of higher educational institutions.  

• To enhance the employability of the students graduating from regular academy 

courses by introducing additional skill acquisition programs along with the regular 

studies. 

• To understand the measures taken by the government to strengthen the capacity of 

students through ASAP.  

SCOPE OF THE STUDY  

The present study is focused on analysing the effectiveness of ASAP in capacity 

building and development among students of higher educational institutions through 

state governments Additional Skill Acquisition Programme. Capacity building is 

defined as a plant development or in recent knowledge, personal abilities, work 

output, management skills and other capabilities of oneself or an organization to 

acquisition of data, time management, in sentence, technology and training. It is a 

continuous process of development. It means that individuals, organizations and 

societies hands their ability to meet the demands of competition and growth. This can 

be accomplished partially by providing the candidates with proper resources and 

78



 

training and knowledge. The capacity building can be completed through community 

and social interaction of the team or self on a global level for personal motivation and 

confidence building. The study was conducted  in Thrissur district of Kerala.  

RESEARCH DESIGN  

The present study is qualitative and descriptive in nature and uses both primary and 

secondary data. Under non probability technique, the purposive sampling method was 

applied for the study.  

SOURCE OF DATA 

The primary data was collected through questionnaire. The secondary data was 

collected from books, journals and websites.  

SAMPLING UNIT 

The sampling frame consist of students who completed their ASAP course.  

SAMPLE SIZE 

A sample of 50 students were chosen for the study. 

TOOLS FOR ANALYSIS 

• Simple statistical and mathematical tools were used for analysis  

 • Percentage analysis along with mean, standard deviation, Z test are considered for 

analysis.  

LIMITATIONS OF STUDY 

 The major limitations of the study are:  

• Only 50 respondents were selected for the purpose of the study. 

 • There is possibility of false information given by the respondents.  

• Limited time span restricted the conduct of detailed study 
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REVIEW OF LITERATURE 

RAINA (2013) Published a paper on ―Skilling initiative for undergraduate students at 

the entry level –A case study‖. This study aimed to discuss about how education and 

skill development are integral part of the growth process. From the study it is 

concluded that government should take initiative to convert the present model of 

education to developmental education to developmental education integration it with 

the market need and opportunities. 

KAPUR (2014) Conducted a study on ―skill development in India‖. From the study it 

is analysed that in India various programs and policies have been facilitated for 

developing skills but rural people are still in a backward condition. Therefore, steps 

have been implemented to develop skills amongst them for the purpose of obtaining 

self-sufficiency in resource utilization, governance and leadership. 

MAROOF MAQBOOL AND AHMED KHAN (2019) Proposed a study on ―Skill 

development programmes in India.‖ This study aims to review the various initiatives 

taken by government of India to increase the employability, skill, challenges faced for 

the success of the programmes. From the study it is found that there is a need of 

government intervention and politics to encourages these lances of courses in various 

sectors and raise the employability‘s through various short term, long term and 

vocational courses. 

ANALYSIS AND INTERPRETATION OF DATA  

This chapter covers the result of the survey and it also gives detailed analysis done 

during the research. The survey was carried as per the research plan and the result of 

the analysis is documented below. Data collected were analyzed using percentage 

analysis technique and statistical techniques such as mean, standard deviation and Z 

test. 
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Table 1 

Gender wise classification of respondents 

 
Gender No. of Respondents Percentage 
Female 32 64 

Male 18 36 
Others 0 - 

Total 50 100 
Source: primary data 
 

Table 2 

 

Source of Information about ASAP 

 
Source No of respondents Percentage 
Friends 9 18 

Teachers 18 36 

Already attended ASAP course at school level 10 20 
From foundation programme conducted in college 9 18 

Other sources 4 8 
Total 50 100 

Source: primary data 

Table 3 

 

Reasons to enrol for ASAP 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: primary data 

S. No Statement mean Standard 

deviation 

Level of 

Agreement 

1 To secure a decent job 3.92 .923 Agree 

2 
To improve communication 

skill 
4.40 .881 

 
Strongly agree 

3 
To improve my chance to get 

a job whenever I seek one 
4.16 .818 Strongly agree 

4 
To support in my interest and 

efforts in higher education 
4.22 .764 Strongly agree 

5 

My teacher recommended the 

ASAP course to be good and 

appropriate 

3.66 1.081 Agree 

6 
Foundation training given in 

my college was good 
4.18 .849 Strongly agree 
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Table 4 

 

 Role of ASAP in capacity building 

 

Aspects Mean Standard 

deviation 

Level of 
Agreement 

Communication skill    

a)It improved my confidence 

to convey my views 

4.24 .822 Strongly Agree 

b)I can speak well in front of 

audience without stage fear 

4.20 .904 Strongly Agree 

c) It helps in sharing creative 

ideas and solving problems 

4.12 .849 Strongly Agree 

d) My English language is 

improved or now I can 

communicate well in English 

language 

4.08 .944 Strongly Agree 

Leadership skill    

a) Now I can lead and 

coordinate a group 

3.96 1.009 Agree 

b) It increased my planning 

and decision making skill 

4.06 .998 Strongly Agree 

c)It helps me to think 

creatively and critically 

4.14 .948 Strongly Agree 

d)It molds me to accept 

responsibilities and work on it 

4.08 1.03 Strongly Agree 

Technical skills    

a) ASAP course helps me to 

gain skills in specific trade 

4.00 .881 Agree 

b)It provides internship and 
Training  

3.98 1.097 Agree 

c)It balances skill education 

and general education 

3.90 .953 Agree 

d)ASAP courses helps the 

chance to get jobs by 

increasing your skill and 

experience in specific course 

4.10 .931 Strongly Agree 
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e)It imparts both theoretical 

and practical skills to students 

4.00 .881 Agree 

Employability skills    

a) It offers placement 

assistance to students 

3.50 1.055 Agree 

b) Students can work as ASAP 

trainees as a part time job 

3.76 1.001 Agree 

c)It develops entrepreneurial 

skills in students 

3.54 1.015 Agree 

Source: primary data 
 
 
 
 
 
 
Z-test is a statistical test used to determine whether two population means are 

different when the variances are known and the sample size is large. In this 

study z-test is used to check whether there is any significant difference between 

overall satisfaction of male and female. 

 

HO: There is no significant difference in the overall satisfaction of female and 

male respondents 

 

H1: There is significant difference in the overall satisfaction of female and male 

respondents 

Table 5 

Test statics of two sample z-test 

 

Overall Level of 

satisfaction 

Mean Standard 

Deviation 

Z value Table value 

Overall level of 

satisfaction of female 

3.90 .698  

 

.345 

 

 

1.96 
Overall level of 

satisfaction of male 

3.80 1.081 

 

83



 

Source: primary data  

From the study it is found that the calculated value (.345) is lesser than table 

value (1.96) at 5% level of significance, for z-test, degree of freedom is infinity. 

As calculated value is less than table value we accept null hypothesis i.e. there 

is no significant difference between the overall satisfaction of male and female 

respondents and we reject the alternative hypothesis. 

FINDINGS 

 

 The demographic profile of study shows that majority of respondents 

(64%) are female. 

 

 It is analysed from the study that 36% respondents came to know about 

ASAP course from their teachers and 20% respondents already attended 

ASAP course in school level. 

 It is found that even though ASAP offers placement to students, they 

don‘t ensure that all students who complete the course are placed and 

many students didn‘t get any opportunity to take part in it. This made 

majority respondents opinion that they could not secure a job through 

ASAP. 

 It is revealed from the study that most of the respondents joined the 

ASAP course for improving their communication skill. The mean of 4.40 

indicates it. 

 Findings related to the opinion of respondents towards imparting 

communication skill in students revealed that Mean of 4.24 indicated, 

after completion of ASAP course they believe that it improved their 

confidence to convey their views. Students are given special training in 

public speaking and each student is motivated to speak up and convey 

their views which increased their confidence. They also strongly agree 

that ASAP course has helped them to overcome their stage fear. The 
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mean of 4.20 also supports this response. 

 Findings related to the opinion of respondents towards imparting 

leadership skill in students shows that most of the respondents strongly 

agree that ASAP course increase the chance to get a job by enhancing the 

skill and experience of students. And it also helps them to gain skills in 

specific trade. Mean of 4.10 and 4.00 indicates it. 

 With regards to the opinion of respondents towards enhancing 

Employability skill in students, most of the respondents agreed that 

ASAP provide its students the opportunity to work as ASAP trainees. 

Calculated mean of 3.76 shows the agreement of students. 

 

 Regarding the level of satisfaction of respondents towards the ASAP 

skill course, mean of 4.16 indicates that respondents are highly satisfied 

with the current ASAP teaching methodologies. They use updated and 

modern methods of teaching. 

 

 Support and facilities provided by the government is highly satisfactory 

to the respondents The ASAP course is provided at free of cost to the 

students of backward caste and also provide internships in various 

government institutions. 

 

Z-test is used to test whether there is any significant difference between overall 

satisfaction of male and female respondents. From this study it is analysed that there is 

no significant difference between overall satisfaction of male and female respondents 
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SUGGESTIONS 

 

 ASAP should conduct more placement drives and it should ensure 

that all students who successfully complete the course are well 

placed. 

 More awareness programmes must be conducted among students 

to enhance the student‘s participation. 

 The Government should take initiative to make ASAP skill course 

a part of academic syllabus. Skill courses must be compulsorily 

included in the academic studies. So that each student can gain a 

specific knowledge in a particular field along with their higher 

studies or graduation. 

 ASAP programme is launched with an aim to tackle the problem 

of unemployment by increasing the employability skills of youth 

in Kerala. So in order to achieve this aim more students must 

come forward to join the course. 
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CONCLUSION 

 

ASAP is an ambitious program launched by Government of Kerala to impart technical 

and employability skills in students. The major aim of the program is to empower the 

young community of the state through skill training. The study was conducted to 

analyse the effectiveness of ASAP in capacity building and development among 

students of higher educational institutions. It also focuses on the initiatives taken by 

government to strengthen the employability skills in students and Government has 

taken many initiatives to increase the scope of ASAP and to provide more skill 

courses in various sectors. Additional skill acquisition programme (ASAP) should 

take measures to ensure that students receive certificates and internships within a span 

of time and they should be offered more placement opportunities. There is no doubt 

that this programme can tackle the problem of unemployment of youth by enhancing 

employability skills and can offer a promising future to students. 

REFERENCES 

 Raina, N. (2013, August). Skilling Initiative for undergraduate students at the entry level: A 

case study. Journal of Commerce &Management Thought, 843-853 

 Maqbool, M., & Mahmood Ahmad Khan. (2019). Skill development programmes in India - A 

literature review. International journal of Multidisciplinary, 04(03). 

 R, K. (2014, April-June). Skill development in India. International Journal of Transformations 

in Business Management, 4(2). 

 Misra, S. (2015, December). Skill Development: A Way to leverage the Demographic 

Dividend in India. GSTF Journal on Business Review, 4(2). 

 Amandeep, &. B. (2015, November). Skill Development in Higher Education: Trends and 

Issue. International Journal of Emerging Research in Management & Technology, 126-130 

  Dorothy Ndunge kyalo, A. J. (2015, October). Relationship between teacher capacity building 

strategy and student performance in public secondary schools in Nandi country, Kenya. 

International Journal of Humanities and Social Science Invention, 4(10), 37-50. 

 Johny, J. P. (2016, January-March 2016). The role of ASAP Kerala project in skill 

development through technology enhanced learning. International Journal of Business and 

Administration Research Review, 3(1 

 

 

 

87



 

―THE INVESTMENT BEHAVIOUR OF SALARIED PEOPLE WITH SPECIAL 

REFERENCE TO WADAKKANCHERY MUNICIPALITTY‖ 

Author: 

Reshmy N S 

Assistant professor (St. Aloysius College Elthuruth ) 

Thrissur, Pin :680 611 

 

ABSTRACT 

Topic: ―The investment behaviour of salaried people with special reference to 

Wadakkanchery municipalitty‖ 

Investment is a type of activity that is engaged in by the people who have to do 

savings i.e. investments are made from their savings, or in other words it is the people invest 

their savings. A variety of different investment options are available that are bank, Gold, Real 

estate, post services, mutual funds & so on much more. Investors are always investing their 

money with the different types of purpose and objectives such as profit, security, 

appreciation, Income stability. 

This article makes an analysis on the behaviour of salaried employees like 

teachers,,doctors,,lawyers, Accountant and managers towards investment. It mainly focuses 

on the area of pattern of people in investing their savings into different investment avenues 

such as bonds,debentures,shares and post office deposits etc. The objectives of the study is to 

identify the factors influencing while selecting investment avenues. And also to study the 

level of risk involved in investment scheme. And to know whether there is any relationship 

between gender and satisfaction from investment. 

. The study uses both primary and secondary data. Primary data collected as 

questionnaire from 100 samples in wadakkanchery municipality. And also use secondary data 

from websites, journals etc. 
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Keywords: 

 Investment: In finance, an investment is a financial asset bought with the idea that the asset 

will provide income further or will later be sold at a higher cost price for a profit.  

Bond: A bond is a fixed-income instrument that represents a loan made by an investor to a 

borrower (typically corporate or governmental). 

Debentures: Debentures are instruments of debt, which means that debenture holders 

become creditors of the company. 

INTRODUCTION 

 

The developing countries in world, like India face as seen the enormous task of 

finding sufficient capital to utilize in their development efforts. Most of countries find it 

difficult at stage to get out of the vicious circle of poverty that is prevailing of low income, 

low saving, low investment, low employment etc. and the list goes on. With high capital 

output ratio, that is observed India needs very high rates of investments that would take and 

make leap forward in her efforts continues of attaining high levels of growth. 

 In India few years ago there is no proper method to do well financial planning. The 

education level is very low that‘s why people don‘t know about different avenues of 

investment pattern, people mostly used traditional method to doing our financial planning. In 

traditional method the investment option like savings, bank deposit etc. But today this 

scenario completely changes. The people had educated and he/she well known about 

financial planning. Today‘s people want to make investment portfolio in that case they have 

multiple choice to select the better investment option for good return. 

Investors have three main objectives while investing their money. These are; safety, 

liquidity position and return of invested money. Return on Investment is further divided into 

capital gain and interest or dividend on investment. Among all the investment options, 

securities are considered the most challenging as well as most rewarding. Securities include 

shares, debentures, government securities, mutual funds, derivatives, etc. ―Getting rich is not 

the function of investing a lot of money, it is a result of investing regularly for a long period 

of time‖. 
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The investment priority of a person is based on factors like awareness, environment, 

level of exposure, intentions, beliefs, responsibilities and so on. Every individual is unique 

because of the individuality of his/her behavioural traits. These traits perhaps, assume a 

comprehending the need for investments and making the necessary decision with help of 

discretion. This uniqueness became an inevitable challenge to be analysed. It is essential at 

this juncture to discuss that the savings and investment behaviour of the individuals need to 

be strengthened and boosted up by awakening up people for which, the role of technology is 

of key relevance. The technological innovations are being used to attract and convince people 

about the investment avenues and to develop a sound savings and investment climate. 

STATEMENT OF THE PROBLEM 

 

The problem is to analyse the investment behaviour of salaried employees and it identify the 

various factors influencing while selecting investment avenues and studies level of risk 

involved in investment scheme and also the problem analyses about relationship between 

gender and satisfaction from investment with special reference to wadakkanchery 

municipality. 

 

OBJECTIVES OF THE STUDY 

 

 To identify the factors influencing while selecting investment avenues. 

 To study the level of risk involved in investment scheme. 

 To know whether there is any relationship between gender and satisfaction from 

investment. 

 

RESEARCH METHODOLOGY 

The study is based on both primary and secondary data. The analytical research design is 

used to identify the various factors influencing while selecting investment avenues and also 

study the level of risk involved in investment scheme.  The target population is taken as 

respondents in wadakkanchery municipality. Convenience sampling method is used to select 

100 respondents. The data was collected by conducting a survey using questionnaire that was 

designed to collect information regarding this study. Primary data collected from the people 
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by questionnaire    through open ended questions were also recorded. Thus, the questionnaire 

is both subjective as well as objective in nature and also use secondary data from websites, 

journals etc. For data analysis, chi-square test, descriptive statistics and pie-charts have been  

 

REVIEW OF LITERATURE 

Ravi Vyas and Suresh C Moonat (2012) carried out a study on the perception and 

behaviour of mutual fund investors. The study was carried out to understand the preference of 

investors investment avenues, mode and form of investment preferred by investors at Indore 

with a sample size of 500 respondents out of which 363 respondents were investing in mutual 

funds, and these 363 respondent‘s data was analysed to come out with conclusions. A 

structured questionnaire was used to collect the data during personal interviews. To 

understand the nature of holding by the respondents, chi square test was used along with the 

calculation of median and mode. After analysis of data, it was found that Gold was the most 

preferred investment option followed by bank deposits and fixed deposits.  

Deerajen Ramasawmy(2013),In his research paper title has A Study of the Level of 

Awareness of Financial Literacy among Management student, Proceedings of 3rd Asia-

Pacific Business Research Conference, Kuala Lumpur, Malaysia, ISBN: 978-1-922069-19-1, 

The paper took four fundamental aspects in financial literacy i.e. level and importance, 

definitions and theories, constraints and measures to improve financial literacy. The paper 

also aimed to depict relationship between financial literacy and demographic variable such as 

age group, gender and programmed of study. The study found that most of the student shad a 

medium level of knowledge and skills in financial literacy and in savings and borrowings. 

The study concluded that there is no significant difference observed at 5% level for the 

financial literacy level between male and female respondents while at the same time 

significant difference were observed between male and female for the ability to read, analyse, 

manage and communicate. The paper also found that age, gender, language, race and income 

level was not having an impact on the level of financial literacy. The final conclusion of 

Deerajen Ramasawmy is that the main aim of the study was to assess the level of awareness 

of financial literacy among management students at the University of Mauritius.  

Sobhesh Kumar Agarwal (2013)In his research paper the title has ―The study on 

dimensions of financial literacy among the private employee in urban areas‖. The Indian 

Institute of Management Ahmadabad – 380015 India, the paper investigated the study on the 
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influence of various socio-demographic factors on different dimensions of financial literacy 

among the working young in urban India. The study provided an analytical basis for 

enunciating policy for enhancing financial literacy of youth in India. The paper found that the 

level of financial literacy among the working young in urban India was similar to the levels 

that prevailed among comparable groups in other countries. The study found the significant 

negative relationship between financial attitude and financial behaviour which was 

surprising. The above study author Sobhesh Kumar Agrawal concludes that the education 

level of those respondents in sample was high but did not translate into adequate financial 

literacy. So youngster behaved in a profligate manner which gave rise to the observed 

negative association between attitude and behaviour about financial literacy 

V.R.Palanivelu &K.Chandrakumar(2013)In his research paper to examined the Investment 

choices of salaried class people in Namakkal Taluk, Tamilnadu, India with the help of 100 

respondents as a sample size & it reveals that as per Income level of employees. Finally, the 

authors conclude income factor are very affected to making investment pattern in different 

avenues. 

 Archana Kanungo (2014), In his research paper the title has ―Investment strategies of the 

investor‖. International Journal of Research and Development. There use direct relationship 

between investors decision on investment and saving the strategic position of the LICO‘S for 

the insurance customer service and satisfaction has become a key to the success. The Archana 

Kanungoconcludes on her study the better Investment strategies always help us to making 

strong investment portfolio 

THEORETICAL FRAMEWORK 

ELEMENTS OF INVESTMENTS  

A. RETURN: Investors buy or sell financial instruments in order to earn return on them. The 

return includes both current income (current yield) and capital gain (capital appreciation).  

B. RISK: Risk is the chance of loss due to variability of returns on an investment. In case of 

every investment, there is a chance of loss. It may be loss of investment; however, risks and 

returns are inseparable.  

C. TIME: Time is an important factor in investment. Time period depends on the attitude of 

investors who follow a ‗buy ‗& ‗hold ‗policy. A serious minded investor will have to 

consider the following important categories of investment opportunities: - 
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 Protective investments.  

Tax oriented investment.  

Fixed income investment.  

Speculative investment.  

Emotional investment.  

Growth investment 

DATA ANALYSIS AND INTERPRETATION 

 

Analysis on the factors influencing while selecting investment avenues. 

Factors No. of respondents  Percentage   

Affordability 12 12%  

Security 36  36%  

Easy to understand 5 5%  

Tax saving 15 15%  

0% interest 7 7% 

Liquidity 25 25% 

Total   100  100%  
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INTERPRETATION: 

From the graph it reveals that about36% of respondents taking investment avenues for 

security. And 25% of respondents select these for liquidity purpose. And 15% of respondents 

have influenced of tax saving and the rest of percentage of respondents select investment 

avenues because of 0% interest and understanding easiness.  

WEIGHTED AVERAGE MEAN        

Analyses on the level of risk involved in investment scheme. 

Schemes Very 

high 

(5) 

Hig

h 

(4) 

N 

(3

) 

Low 

(2) 

Very 

low 

(1) 

Weight

ed total 

Average 

mean 

Insurance 50 60 90 18 4 222 2.22 

Gold metals 75 48 30 16 10 179 1.79 

Other 80 48 24 8 1 161 1.61 

Mutual fund 80 60 18 16 2 176 1.76 

Real estate 73 80 23 35 6 217 2.17 

Bank deposit 80 12 45 32 14 183 1.83 

Stock market 64 34 30 45 12 185 1.85 
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INTERPRETATION: 

The above graph reveals that most of the respondents have higher risk in insurance and real 

estate.and less number of respondents reveals that there is lower risk in mutual fund and other 

investment avenues. 

Chi-square test: Independence of two attributes 

 H0: There is association between gender and satisfaction from investment. 

 H1: There is no association between gender satisfaction from investment. 

  

Gender Satisfaction from investment 

Yes No Total 

Male 65 7 72 

Female 20 8 28 

Total 85 15 100 

 

X
2  

= (ad-bc) 
2
*N/(a+b)(c+d)(a+c)(b+d)  

= (520-140)2*100/(65+7)(20+8)(65+20)(7+8)  
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=5.61 

 Level of significance   = 5% 

 Degree of freedom   = (r-1) (c-1) =1 

 Table value=3.84 

 

INTERPRETATION: 

Calculated value is more than the table value. So, we reject the null hypothesis. That means 

there is no association between gender satisfaction from investment 

CONCLUSION 

The economy is prospering, the job market is booming and salaries are touching a 

new high. The new breed of Indian youth has its pockets full and is intelligent enough not to 

let its money rust in bank accounts. Investment is on their mind and an option that has the 

potential to multiply their savings and provide maxi-mum tax rebate is the one they crave. 

Traditional saving options like post office schemes and fixed deposits are now passé. 

―Options like post office schemes and fixed deposits are not very popular with the youth as 

the rate of interest on them is lower as compared to other in-vestment options available. 

Safety and security which were once upon a time the main reasons for investment are no 

longer the major criteria that determine the choice of investment. 

The study analysed about the investment behaviour of salaried employees towards 

different investment avenues. it reveals that the most important factor influencing investors 

for investment is security and liquidity Investors/salaried employees are preferring to invest 

in their money into the real estate and insurance because the respondents or investors are well 

known about the risk involved in these avenues and there is no association between gender 

satisfaction from investment. 

As this study analyses about the behavioral pattern of salaried employees towards 

different investment avenues. 

SUGGESTIONS 

If you want to become wealthy and secured in terms of financial, you must save and allocate 

some of current savings towards the future. Every earning person should have his/her 
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financial plan for doing or getting success in terms of fulfilling dreams comes true so they 

should understand and have a basic knowledge about investment options available in the 

current market or fir this they can take help from financial experts or adviser from time to 

time. Some Awareness programs needs to be conducted either by financial experts, financial 

institutions or itself from organization where employees working them self. Government 

should include some basic fundamental investment topics in school college subject itself. 
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Abstract 

A mutual fund is a trust that pools the savings of number of investors who share a common 

goal. It is an investment that allows small investors access to well diversified portfolio of 

equities, bond and securities. In the last decade India witnessed enormous growth in the size 

of mutual fund industry. Especially private sector shows tremendous growth. 

Investment goal vary from person to person. Some prefer security, some prefer return 

some prefer plan to children‘s education or marriage. Based on their purpose they select 

different type of investment opportunity. There are various investment opportunities for 

investors like fixed deposit, real estate, public provident fund, gold/silver, shares/debentures 

and Mutual fund etc..Mutual funds are one of the best tool for investment, however  most of 

the  investors are still not aware about the mutual fund industry. 

This study is based on the perception of salaried class towards investment in mutual 

funds. It includes both private sector employees and public sector employees. The findings of 

the study will help to mutual fund companies to identify the areas required to improvement in 

order to create greater awareness among investors regarding investment in mutual fund. 

Key Words: Mutual fund, Perception ,Investments. 

Introduction 

An investment is an asset or item acquired with the goal of generating income or 

appreciation. appreciation refers to an increase in the value of an asset over time. An 

investment always concern the out lay of some capital today –time, effort, money or an asset-

in hopes of a greater pay off in the future than what was originally put in. In today‘s world 

financial literacy plays an important role in every individual live. In order to cope with rising 

prices in the economy individuals are required to have some additional investments which 

will provide them with extra earnings other than their salary. There are various factors which 

effect the investment decisions. Now a days mutual fund industry growing rapidly. There are 
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various factors behind this growth. The present study deals with the perception of salaried 

class towards investment in Mutual fund. 

Objectives Of The Study  

The objective of this research paper is to know the perception of salaried class towards 

investment in mutual fund. It also focussed to identify the factors which promote investment 

in mutual fund and also find out factors reluctant them to mutual fund investment. 

Scope of The Study 

This study deals with the perception of salaried class towards investment in mutual fund .For 

this purpose response from 50 respondents are collected from salaried people both they are 

worked under private and public sector. All the respondents are residing at Thrissur 

district,,Kerala..This study capture  only their perception towards investment in mutual fund. 

Research Design 

The  nature of this research is to describe the perception of salaried class towards investment 

in mutual fund, so it follows descriptive research design. 

Sampling Method 

In order to identify the perception of salaried class towards investment in chit fund  data 

collected from 50 respondents from salaried persons. Sampling technique used for the study 

is convenient sampling. 

Review of Literature 

In a Standard & Poor‘s Ratings Services Global Financial Literacy Survey,  

they focused only on four topics which are risk diversifcation, inflation, numeracy, and  

interest compounding and the major findings were that 1 out of 3 adults worldwide  

responded to three topics from the four topics. In 2012 a Global Financial Literacy  

Survey conducted by VISA states that only 35% of the Indians are financially literate.  

Financial Literacy will bring proper financial planning which will enable people to  

have a prosperous future. 

According to a survey in 2015, financial literacy in India is very low  

(24%) compared to BRICS (28%) and European Nations (52%). People do not have  
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the habit of saving; it has been found that 31% of the people disagree towards saving.  

According to the Economic and Political Weekly, there is 60% percentage point‘s  

variation between Indian states because of differences in gender, qualification, location  

(rural, urban, and metro), and employment, technology savvy and current debt.  

It has been observed that the country with high financial literacy also has a high GDP per 

capita. Some findings also show the relation between literacy and socioeconomic variables 

like males have better financial knowledge and it increases with education level and 

aggressiveness of the investor. Financial literacy is an important determinant while making 

investment decisions Risk taking ability is also one of the important factors to be considered 

while making investing decisions. In finance risk means the deviation of an actual return on 

investment from the expected return on that same investment. Risk involves the probability of 

losing some or all of an original investment. Risk education and risk understanding are the 

important aspects that an investor must consider before investing into any portfolio (Sachse, 

Jungermann et al. 2011).  

Risk appetite is influenced by several factors such as confidence and character, past 

experience, income, etc. It has been found that self-employed people have high risk tolerance 

and tend to invest in high-risk financial investment sources when compared with salaried 

employees (Shtudiner, 2018).  

Financial knowledge, objective knowledge, subjective knowledge  and risk-taking ability are 

highly correlated. And in this case gender is a very important  factor to be considered. As per 

studies it has been found male investors have higher  subjective knowledge and objective 

knowledge which tends to increase in risk taking  capacity in them compared to females.  

Conceptual Frame Work 

mutual fund 

A mutual fund is a type of financial vehicle made up of a pool of money collected from many 

investors to invest in securities like stocks, bonds, money market instruments, and other 

assets. Mutual funds are operated by professional money managers, who allocate the fund‘s 

assets and attempt to produce capital gains or income for the fund‘s investors. A mutual 

fund‘s portfolio is structured and maintained to match the investment objectives stated in its 

prospectus.  
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Mutual funds give small or individual investors access to professionally managed portfolios 

of equities, bonds, and other securities. Each shareholder, therefore, participates 

proportionally in the gains or losses of the fund. Mutual funds invest in a vast number of 

securities, and performance is usually tracked as the change in the total market cap of the 

fund—derived by the aggregating performance of the underlying investments.  

Mutual funds pool money from the investing public and use that money to buy other 

securities, usually stocks and bonds. The value of the mutual fund company depends on the 

performance of the securities it decides to buy. So, when you buy a unit or share of a mutual 

fund, you are buying the performance of its portfolio or, more precisely, a part of the 

portfolio‘s value. Investing in a share of a mutual fund is different from investing in shares of 

stock. Unlike stock, mutual fund shares do not give its holders any voting rights. A share of a 

mutual fund represents investments in many different stocks (or other securities) instead of 

just one holding. That‘s why the price of a mutual fund share is referred to as the net asset 

value (NAV) per share, sometimes expressed as NAVPS. A fund‘s NAV is derived by 

dividing the total value of the securities in the portfolio by the total amount of shares 

outstanding. Outstanding shares are those held by all shareholders, institutional investors, and 

company officers or insiders. Mutual fund shares can typically be purchased or redeemed as 

needed at the fund‘s current NAV, which—unlike a stock price—doesn‘t fluctuate during 

market hours, but it is settled at the end of each trading day. Ergo, the price of a mutual fund 

is also updated when the NAVPS is settled.  

Investors typically earn a return from a mutual fund in three ways:  

1. Income is earned from dividends on stocks and interest on bonds held in the fund‘s 

portfolio. A fund pays out nearly all of the income it receives over the year to fund 

owners in the form of a distribution. Funds often give investors a choice either to 

receive a check for distributions or to reinvest the earnings and get more shares. 

2. If the fund sells securities that have increased in price, the fund has a capital gain. 

Most funds also pass on these gains to investors in a distribution. 

3. If fund holdings increase in price but are not sold by the fund manager, the fund‘s 

shares increase in price. You can then sell your mutual fund shares for a profit in the 

market. 
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Advantages 

1.Diversification  

Diversification, or the mixing of investments and assets within a portfolio to reduce risk, is 

one of the advantages of investing in mutual funds. However, a truly diversified portfolio has 

securities with different capitalizations and industries and bonds with varying maturities and 

issuers. Buying a mutual fund can achieve diversification cheaper and faster than by buying 

individual securities.  

2.Easy Access  

Trading on the major stock exchanges, mutual funds can be bought and sold with relative 

ease, making them highly liquid investments.  

3.Economies of Scale  

Mutual funds also provide economies of scale. Buying one spares the investor of the 

numerous commission charges needed to create a diversified portfolio 

Because a mutual fund buys and sells large amounts of securities at a time, its transaction 

costs are lower than what an individual would pay for securities transactions. Moreover, a 

mutual fund, since it pools money from many smaller investors, can invest in certain assets or 

take larger positions than a smaller investor could. For example, the fund may have access to 

IPO placements or certain structured products only available to institutional investors.  

4.Professional Management  

A primary advantage of mutual funds is not having to pick stocks and manage investments. 

Instead, a professional investment manager takes care of all of this using careful research and 

skillful trading. Investors purchase funds because they often do not have the time or the 

expertise to manage their own portfolios, or they don‘t have access to the same kind of 

information that a professional fund has.  

5.Variety and Freedom of Choice  

Investors have the freedom to research and select from managers with a variety of styles and 

management goals. For instance, a fund manager may focus on value investing, growth 

investing, developed markets, emerging markets, income, or macroeconomic investing, 

among many other styles.  

6.Transparency  

Mutual funds are subject to industry regulation that ensures accountability and fairness to 

investors.  
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Disadvantages of Mutual Funds  

1) 1.Fluctuating Returns  

Like many other investments without a guaranteed return, there is always the possibility that 

the value of your mutual fund will depreciate. Equity mutual funds experience price 

fluctuations, along with the stocks that make up the fund.  

2) 2.Cash Drag  

3) Mutual funds require a significant amount of their portfolios to be held in cash in order to 

satisfy share redemptions each day. To maintain liquidity and the capacity to 

accommodate withdrawals, funds typically have to keep a larger portion of their portfolio 

as cash than a typical investor might. Because cash earns no return, it is often referred to 

as a ―cash drag.‖  

4) 3.High Costs  

Mutual funds provide investors with professional management, but it comes at a cost—those 

expense ratios mentioned earlier. These fees reduce the fund‘s overall payout, and they‘re 

assessed to mutual fund investors regardless of the performance of the fund.  

5) 4.Active Fund Management  

Many investors debate whether or not the professionals are any better than you or I at picking 

stocks. Management is by no means infallible, and even if the fund loses money, the manager 

still gets paid. Actively managed funds incur higher fees, but increasingly passive index 

funds have gained popularity.  

6) 5.Lack of Liquidity  

A mutual fund allows you to request that your shares be converted into cash at any time, 

however, unlike stock that trades throughout the day, many mutual fund redemptions take 

place only at the end of each trading day.  
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7) 6.Taxes   

When a fund manager sells a security, a capital-gains tax is triggered. Investors who are 

concerned about the impact of taxes need to keep those concerns in mind when investing in 

mutual funds.  

Data Analysis And Interpretation 

 

Table 4.1 

savings habit of respondent 

savings habit of 

respondent no.respondents percentage 

yes 50 100 

no 0 0 

total 50 100 

Interpretation:It is clear from the table all respondents have saving habits.they use their 

salary for investment purpose. 

Table 4.2 

savings from income 

level of 

savings no.respondents percentage 

less  

10% 6 12 

11-20% 20 40 

21-30% 10 20 

31-40% 5 10 

above 

41% 9 18 

total 50 100 

   

Interpretation: Table 4.2 reveals that majority of respondents (40%) save 11%-20% of their 

salary income.18% respondents  save more than 41% from their salary. only 12% save less 

than 10% from their salary. 
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Table 4.3 

investment need 

retirement 12 24 

financial security 5 10 

wealth creation 5 10 

education 10 20 

medical/uncertainty 2 4 

tax savings 16 32 

total 50 100 

Interpretation: From the table it reveals that 32% of salaried respondents make investment 

for tax saving purpose.24% save for their retirement period.20% respondents save for 

education purpose and remaining for financial security(10%) and wealth creation(10%) only 

4% save for their  medical/uncertainty in life. 

Table 4.4 

investment preference 

Investment rank 

savings account 7 

fixed deposit 4 

bond/debenture 9 

PPF/PF 1 

insurance 2 

post office 3 

gold/silver 5 

real estate 6 

mutual fund 8 

shares 10 

Interpretation: Based on this data it is crystal clear about the investment preference of 

salaried class. Highest score goes to PPF/PF. Their preference towards insurance is 2.post 

office savings got 3 rank. fixed deposit got 4
th

 rank and investment in silver /gold got 5
th 

position. Investment in bond/debenture and shares got  9 and 10 
th

 rank respectively. 

Respondents also prefer real estate(6), savings account deposit(7) and mutual fund(8)  for 

their investment avenue. 
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Table 4.5 

 

Interpretation: Out of 50 respondents 20% of respondents have investment in mutual 

fund,rest 80% have  no investment in mutual fund. 

 

Table 4.6 

reason for not investing in Mutual 

Fund 

lack of guidance 19 47.5 

lack of knowledge 15 37.5 

risk 4 10 

no particular reason 2 5 

total 40 100 

Interpretation: From the survey it is clear that out of 40 respondents they haven‘t any 

mutual fund investment .majority(47.5) reveals that they have lack of guidance in  mutual 

fund.37.5% reveals that they have lack of knowledge.10% reluctant because of the risk 

element and 5% says there is no particular reason for that. 

Table 4.7 

intention to Mutual fund investment  

yes 30 75 

no 10 25 

total 40 100 

Interpretation: Based on the 40 respondents  they haven‘t any mutual fund investment 75% 

reveals that their positive intention toward the mutual fund investment, even though 25 % not 

ready to make any mutual fund investment. 

mutual fund investment   

yes 10 20 

no 40 80 

total 50 100 
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Table 4.8 

experience in mutual fund 

less than 3 years 10 100 

4-7 years 0 0 

8-11 years 0 0 

above 12 years 0 0 

total 10 100 

Interpretation: Out of 10 respondents  have mutual fund experience they the interesting fact 

that they have only less than 3 year experience no respondents have experience above 4 

years. 

Table 4.9 

awareness about mutual fund 

fully aware 10 20 

partially 18 36 

aware only about 

schemes 12 24 

no idea 10 20 

total 50 100 

Interpretation: While analysing data 36% of respondents partially aware about mutual fund 

investment. Only 20% respondents marks they are fully aware about mutual fund.24% 

respond that they are aware about only the schemes they entered. But the surprising fact that 

10% have no idea about mutual fund. 

Table 4.10 

knowledge about mutual fund 

news paper 6 12 

magazine 2 4 

internet 21 42 

television 10 20 

agents 5 10 

friends 6 12 

total 50 100 
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Interpretation: The sources of mutual fund investment information are gathered by the 

respondents mainly(42%) through internet.20% respondents knew from television.12% 

respondents knew from newspaper.10% respondents knew through the agents.12% 

respondents knew from their friends. 

Table 4.11 

preferred mode of mutual fund operation  

advisor 6 12 

third party 7 14 

self 35 70 

other 2 4 

total 50 100 

Interpretation: Table 4.11 reveals that the preferred mode of mutual fund investment 

operation.70% respondents prefer self-mode of operation.14% prefer operation through third 

party.12% respondents prefer  operation through advisor. 

FINDINGS 

 Salaried class respondents have investment habits ,all respondents invest a portions 

from their salary. Their level of investment is differ from person to person. 

 Majority of salaried class are aware about the mutual fund ,but their awareness is 

partial or only limited to the policy schemes they entered.  

 The main source of knowledge got by the respondents from internet. So internet is the 

major media used for disseminating information. 

 Respondents are prefer self-mode of mutual fund operation.so they require ore 

knowledge for dealing with mutual fund. 

CONCLUSIONS AND SUGGESTIONS 

Based on this study it can be conclude have that awareness regarding mutual fund investment 

among salaried class is low. They investment habits but they didn‘t prefer mutual fund for an 

investment avenue. This is because they have lack of knowledge regarding mutual fund 

investment. If mutual fund companies provide adequate knowledge and training to use this it 

is more beneficial for the to direct their savings in more profitable way. Internet is most 

effective way of disseminating knowledge regarding mutual fund so by using these 
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techniques companies can attract more people to this investment schemes. So educating the 

salaried people using various marketing activities is very essential. Through this their 

perception regarding mutual fund will  become positive. 
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A STUDY ON THE IMPACT OF COVID 19 ON RURAL BANKING 

DEMAND DIMENSIONS AND RURAL CONSUMER DIMENSION. 

Ms. LIGI GEORGE, Ms. VASANTHAKUMARI, Ms JANCY T T 

                                                                  ―Abstract‘‘     

 

COVID-19 and   the lockdown that was undertaken beginning in March 2020 in an attempt to 

contain its   spread have had a major economic impact that has affected all sectors of the 

economy. 

Purpose of research 

 Markets have been significantly impacted by the spread of the novel coronavirus (and 

COVID-19 disease). The impact has manifested itself in the form of demand as well as 

supply shocks. Rural banking methods changed, consumers‘ buying behaviour has changed. 

Research methodology 

 Research methodology is used to identify, select, process, and analyse information about a 

topic. Here we used conclusive research methodology. And in his research we have selected 

90 respondents from farmers of Kodakara panchayat who depend on agriculture banking. In 

this research we used Random sampling technique 

Findings   

The purchasing and demand behaviour of rural people changed. The demand for heavy 

personal selling efforts decreased. Major portion of rural banking markets are digitalised. 

Given its popularity more research is needed to understand the impact of Covid – 19 on this 

topic. 

―Keywords‖: rural banking, consumer demand, purchasing behaviour. 

INTRODUCTION  

COVID-19 and   the lockdown that was undertaken beginning in March 2020 in an attempt to 

contain its   spread have had a major economic impact that has affected all sectors of the 

economy. Agriculture markets have been significantly impacted by the spread of the novel 

coronavirus (and COVID-19 disease). The impact has manifested itself in the form of 

demand as well as supply shocks. Rural marketing methods changed, consumers‘ buying 

behaviour has changed. The purchasing and demand behaviour of rural people changed. The 

demand for heavy personal selling efforts decreased. Major portion of rural markets are 

digitalised. Given its popularity more research is needed to understand the impact of Covid – 

19 on this topic.  

PURPOSE OF RESEARCH 

 COVID-19 and its   spread have had a major economic impact that has affected all sectors of 

the economy. Agriculture markets have been significantly impacted by the spread of the 
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novel coronavirus (and COVID-19 disease). The impact has manifested itself in the form of 

demand as well as supply shocks. Rural marketing methods changed, consumers‘ buying 

behaviour has changed. The purchasing and demand behaviour of rural people changed. The 

demand for heavy personal selling efforts decreased. Major portion of rural markets are 

digitalised. Given its popularity more research is needed to understand the impact of Covid – 

19 on this topic. A single approach to rural development would not be sufficient. It should 

include the development in physical, technological, economic, socio-cultural, institutional 

and environmental factors. By such changes, the rural sector can join the mainstream of 

national development and contribute its share for economic development. 

RESEARCH OBJECTIVES 

Primary objective 

1. To examine the study of impact of Covid - 19 on rural marketing on demand dimensions. 

Secondary objective 

2.  To find the changes in the consumer dimensions of rural marketing  

3.  To analyse the level of saving habit and socio-economic development of the respondents 

after joining the scheme.  

4.  To analyse is there any difference between demographic profile of the respondents and the 

factors affecting demand dimensions of rural market. 

5. To find is there any association of living standards and demand dimensions of markets. 

6. To develop workable suggestions for better implementation, improvement and 

performance of the rural marketing scheme. 

LITERATURE REVIEW  

 Rangith, 2018: Rural  market is  expecting an  increase in demands. The authors conduct the 

study in southern-part of Tamil Nadu in India. In the SWOT analysis, it is found that between 

traders and farmers there are some differences with regard to certain variables. The personal 

efforts by the marketers are the strengths, the weakness is the challenges which a marketer 

faces in the rural market. 

Naidu, 2017 : The rural  customer  is  concerned  over  the  pricing  of  the products  as  they  

do  not  earn  equally  to  their  urban counter parts hence need to be able to afford products 

for their  maximum  value  and  minimum  price  available. Awareness should be done with 

keeping in mind the rural perspective and  their  point  of  view,  and  acceptability means  to  

introduce  distribution  methods  whose implemented along with the help of rural consumers 

can be successful is benefiting the  consumers as well  as the companies . 

Singh, 2017: 

 Rural markets do not have ever growing fast paced trends and what influences their buying 

behaviour is the brands awareness and presence in a market. Before launching a product, its  

advice that any  brand tests  and executes  its  product  on  a  trial  basis  for  a  better 

understanding and to measure how the audience responds. 
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Kumar P., 2013 : 

 According to the authors the rural market is three times that of the urban market.  The 

marketers have to market according to the rural consumers, one of the challenges is how to  

build  strategies  which  can efficiently  work  in  this  paradigm,  the  support  of  the 

cooperatives,  NGOs and  the  government will  be a  key player.  The consumption 

production and income pattern are all increasing in rural India. 

Gulati & Swati, 2013 : 

 The rural community and its buying pattern has definitely changed from the time of the 

green revolution, the rural market is huge  and  due  to  this  scattered  large  available  areas  

it brings along with it great number of opportunities. In the rural consumers have developed 

their perspective on the products  and services  provided  to them  and are  highly aware  

because  of  the  communication  channel  of television. 

Shah & Desai, 2013 :  

Acceptability of the product in rural market is important hence any organisation when trying 

to sell its goods and services need to offer products which will be accepted by these 

consumers and they are attracted to such as mobile companies  customising  products  for  

rural  consumers, LGs  Sampoorna  TV.  Awareness  among  the  rural population  is  crucial  

for  making  the  consumer  aware about the products and services they provide, Coca Cola 

uses the  combination of Television and  radio to reach a rural household. 

 Baral, 2012 : 

The rural  economy employment opportunities are created by small enterprises, and leads to a 

sustainable way of living for the people in the rural areas, these help the  rural  youth  and  

also  the  men  and  women  and  to inculcate  growth  similarly.  The  success  of  HUL  is  

an exemplary case which can help in understanding how you can  tap in  this potential. The 

model works on building a brand image by the influence of local people  (here Shakti  

Amma). This  initiative has changed  the lives  of rural  women and  empowers these women,  

the  major  benefit  is  distribution  channel  and direct  contact  marketing. 

Srivastava & Kumar, 2011 : 

 To understand the consumer  behaviour in rural marketing it is complex and  different 

because of various different demographics. The buying process for rural and urban 

consumers  is different because of  various reasons and understanding  these is  important so  

that the  launch and execution of any product in  the rural  market is  not subject to  failure. 

The rural market has been growing steadily over the past few years and is now even bigger 

than the urban market. About 70 per cent of India‘s population lives in villages. More than 

800 million people live in villages of India. ‗Go rural‘ is the marketer‘s new slogan. Indian 

marketers as well as multina¬tionals, such as Colgate-Palmolive, Godrej and Hindustan 

Lever have focused on rural markets. 

Thus, looking at the opportunities, which rural markets offer to the marketers, it can be said 

that the future is very promising for those who can understand the dynamics of rural markets 

and exploit them to their best advantage. 
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IMAGE OF INDIAN RURAL MARKETING 

The Indian rural market with its broad demand base has been able to show the marks of 

ripeness in terms of opportunities to the marketers all over the country. The marketers cannot 

afford to forget such a vast market that accounts for 3 quarters of Indian population where 2 

quarters of national income is generated. It was quite all right till 1960 where the marketers 

fought battles on urban soil to achieve their goals of profit maximization and customer 

satisfaction. However, the Indian market scene has undergone drastic change from 1960s to 

1970 to 1980s. The 1990s are clearly indicating that rural market are outstripping the urban 

markets. Keeping in back-ground the Indian marketing environments, its pays to divide the 

study of rural marketing into two parts as rural consumer dimensions and demand 

dimensions. 

 

RURAL CONSUMER DIMENSIONS 

Taking 1991 population as the base, current Indian population is 850 million of which 75 

percent lives in villages. This is the average. There are states where rural population varies 

between 80 to 90 percent like Uttar Pradesh, Madhya Pradesh, Rajasthan, and Kerala, Bihar 

and Orissa. 

 The spread of population is in 4200 cities and towns to the extent of 25% and remaining 75% 

in 576000 village. Of these, 1,50,000 villages have population ranging between 200 and less 

3,16,800 villages in the range of 500 and less but more than 2006300 villages in the range of 

5000 and more and remaining 102900villages in the range of 5000 and less but more than 

500. Coming to the age wise composition, 65 percentage of rural population is made up of 

adult‘s   29 percent teenagers and 6 percent old above the age of 60 years. Literacy rate is 

30% as compared to overall 40 percent for all India. It is improving fast due to the adult 

literacy programs launched by central and state governments. Of the total income generated 

50 percent comes from rural sector. Of this rural income agricultural accounts for 60 percent, 

agricultural wages 17 percent, business and crafts 9 percent, nonagricultural wages 7 percent, 

salaries 3 percent and other 4 percent. This means the prosperity of rural population depends 

on the progress and prosperity of agriculture indicating clearly that rural demand is more 

seasonal. As opposed to the earnings, rural folks are known for small savings in a big way. 

Due to the efforts of village cooperative banks and commercial banks, more and more people 

are saving. The spread of saving habits rages from 32 percent in case of self-employed 

farmers to 91 percent in case of salary earners, averaging about 70 percent.  

RURAL DEMAND DIMENSION 

The facsimile of rural demand is seen from the different dimensions. It is made up of 

landlords, rich farmers, government employees and other such marginal farmers, tenant 

farmers, agricultural labourers, rural artisans and others. The current size of rural market is of 

the order of 40,000 crores made up of 22,000 crores for nonfood items and 18,000 crores for 

food items. The product composition for non-food item is made up of toiletries, readymade - 

garments, dress materials, consumer durables, packaged food stuffs, baby care products. The 

input item include seeds, fertilizers, pesticides, pump sets, tractors-trailers, harvesters and the 

like which have gone up from bare figures by 15 to 20 percent over the last decade. In case of 
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cycles share of rural market is 80 percent; razor blades 70 percent; books and stationery 55 

percent. It is worthwhile to note that earnings entertainment accounts for 68 percent. Earning 

from the buses 68 percent; earning from the railway 60 percent. The share of consumer 

durables is 55 percent. The share of two wheelers is 60 percent. Even consumption level of 

consumer items has gone up beyond ones imagination. Thus the consumption of packaged tea 

has gone up by 50 percent between 1975 to 1999.the demand for detergent washing powder 

has gone up by 75 percent and that of soap cakes by 85 percent.  

THE OUTSTANDING FEATURES OF RURAL MARKET IN INDIA 

1. It is vast and scattered market: India‘s rural market is vast encompassing 625 million 

consumers. 

2. The demand is seasonal: the demand is seasonal as agriculture; it is equally irregular 

as Indian agriculture is gamble in the monsoon. 

3. Low living standards: the rural consumers have low purchasing power, low per capita 

income, low literacy rate and therefore, low standard of living. 

4. Unity in diversity: the rural folks have three widely diverse features of linguistics and 

culture. 

5. It is a steady growing market: the rural market scene has undergone a steady and 

encouraging change over the last three decades in spite of good many barriers to the faster 

growth. 

THEORETICAL FRAME WORK 

 The rural market has been growing steadily over the past few years and is now even bigger 

than the urban market. About 70 per cent of India‘s population lives in villages. More than 

800 million people live in villages of India. ‗Go rural‘ is the marketer‘s new slogan. Indian 

marketers as well as multina¬tionals, such as Colgate-Palmolive, Godrej and Hindustan 

Lever have focused on rural markets. 

Thus, looking at the opportunities, which rural markets offer to the marketers, it can be said 

that the future is very promising for those who can understand the dynamics of rural markets 

and exploit them to their best advantage. 

IMAGE OF INDIAN RURAL MARKETING 

The Indian rural market with its broad demand base has been able to show the marks of 

ripeness in terms of opportunities to the marketers all over the country. The marketers cannot 

afford to forget such a vast market that accounts for 3 quarters of Indian population where 2 

quarters of national income is generated. It was quite all right till 1960 where the marketers 

fought battles on urban soil to achieve their goals of profit maximization and customer 

satisfaction. However, the Indian market scene has undergone drastic change from 1960s to 

1970 to 1980s. The 1990s are clearly indicating that rural market are outstripping the urban 

markets. Keeping in back-ground the Indian marketing environments, its pays to divide the 

study of rural marketing into two parts as rural consumer dimensions and demand 

dimensions.  
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RURAL CONSUMER DIMENSIONS 

Taking 1991 population as the base, current Indian population is 850 million of which 75 

percent lives in villages. This is the average. There are states where rural population varies 

between 80 to 90 percent like Uttar Pradesh, Madhya Pradesh, Rajasthan, and Kerala, Bihar 

and Orissa. 

 The spread of population is in 4200 cities and towns to the extent of 25% and remaining 75% 

in 576000 village. Of these, 1,50,000 villages have population ranging between 200 and less 

3,16,800 villages in the range of 500 and less but more than 2006300 villages in the range of 

5000 and more and remaining 102900villages in the range of 5000 and less but more than 

500. Coming to the age wise composition, 65 percentage of rural population is made up of 

adult‘s   29 percent teenagers and 6 percent old above the age of 60 years. Literacy rate is 

30% as compared to overall 40 percent for all India. It is improving fast due to the adult 

literacy programs launched by central and state governments. Of the total income generated 

50 percent comes from rural sector. Of this rural income agricultural accounts for 60 percent, 

agricultural wages 17 percent, business and crafts 9 percent, nonagricultural wages 7 percent, 

salaries 3 percent and other 4 percent. This means the prosperity of rural population depends 

on the progress and prosperity of agriculture indicating clearly that rural demand is more 

seasonal. As opposed to the earnings, rural folks are known for small savings in a big way. 

Due to the efforts of village cooperative banks and commercial banks, more and more people 

are saving. The spread of saving habits rages from 32 percent in case of self-employed 

farmers to 91 percent in case of salary earners, averaging about 70 percent. 

 

 

 APPROACH TO RURAL MARKETS OF INDIA 

The approach of rural marketing can be discussed from the following angle, 

1. PHYSICAL DISTRIBUTION: In the area of physical distribution, three basic 

problems are faced namely, transport, warehousing and communication. These are 

infrastructural factors that measure the economic worthiness of region.infrastucture is a social 

overhead. It is a capital to distinguish from the direct productive capital. 

                      Diverting to transportation area, not all the villages are connected by railways 

and waterways. The only reliable means is roadways. These roads are not all whether and are 

inadequate to move goods and people. 

                          Mturni9ng to warehousing area the situation is worst, neither the central nor 

the state warehousing corporation have been able extent the storage facilities to the rural 

parts. coming to the communication area, the rural markets are either not connected by 

minimum postal services by telephone and telegraph‘s. 
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RESEARCH METHODOLOGY 

Research methodology indicates the methods under which the research problems are solved 

by the researcher (Hornby,1952). It includes the branch of knowledge on the identification of 

the research problems and to ways to solve these problems with statistical proofs (Redman 

Research and Mory,1923). The research methodology consists of research, research design, 

population of the study, sampling plan, instrumentation, data collection, analysis of data and 

limitations of the study. Research methodology is used to identify, select, process, and 

analyze information about a topic. Here we used conclusive research methodology. And in 

his  research we have selected 90 respondents from farmers  of Kodakara panchayat who 

depend on agriculture. In this research we used Random sampling technique 

 

 

Research Design of the Study 

The research design indicates the framework under which the research was carried out (Clarie 

and Others). It shows the methods and procedure followed by the researcher to fulfil the 

research objectives (Singh, 1980). The present study engages the descriptive research design 

to fulfil the objectives. Since, the present studies explain the impact of the Covid 19, the level 

of demand dimension, consumer dimensions, it is descriptive in nature. Apart from this, the 

study has its own confined objectives and preplanned methodology to fulfil the objectives.  

Population of the Study 

The population of the present study is the beneficiaries of RURALMARKETS in five wards 

of Kodakara Grama Panchayat, Thrissur district. 

Sampling Plan of the Study 

Since the population of the study is unknown, the present study uses the statistical formula at 

confidence level of 95%.  Out of 1851 active farmers in the panchayat, the sample size 

derived was 90. To get more accurate result, the sample size was raised to 100 respondents.  

Sampling Procedure  

The adopted sampling procedure of the study is lottery method. The workers are identified at 

different work places. The work places are identified with the help of panchayat authorities. 

Collection of Data 

The required data to fulfil the objectives of the present study are collected with the help of the 

questionnaire. A special care was taken to design the questionnaire.  

Response on Questionnaire 

As majority of them were not aware of filling the questionnaire, scheduling method was used 

for collection of data. Still, some of the respondents were not ready to give a clear response. 

They were of neutral attitude towards some questions. 
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Framework of Analysis 

The statistical tools have been administered to analyse the data.  It depends upon the 

objectives focused and the nature of data to be processed.  The applied statistical tools are:

 Correlation analysis   

Correlation analysis was adopted to examine the relationship between Covid 19 rural 

marketing demand dimensions 

 

RESULTS & DISCUSSIONS 

 

 

 

Table 1   Descriptive Statistics 

  

 

 

 

 

Variables 

 

  frequency percentage 

1. Covid 19 changed the 

rural marketing demand 

dimensions 

Yes 

No 

 

 

 

52 

68 

 

 

 

43.3 

56.7 

2. Gender 

Male 

Female 

 

35 

85 

 

29.2 

70.8 

3.Locality of the respondents 

   Rural 

   Semi urban 

    Urban 

 

79 

32 

9 

 

69.8 

26.7 

7.5 

4.. Increased Use of 

digital marketing  

Do not have 

Have 

 

 

 

87 

33 

 

 

 

72.5 

27.5 

 

Source; Primary Data  

Based on the descriptive statistics Table 1, one can observe that majority of the respondents 

are female (70.8%) and male were only 29.2 %. The other descriptions also show the changed 

behaviour of respondents towards rural marketing. 

 The correlation matrix (Table2) shows the relationship between  

Rural marketing demand dimensions and consumer dimensions. The dependent variable rural 

marketing demand dimensions is a binary variable. The figures tell that the locality gender, 

agriculture background, digital marketing, lack of demand due to covid-19 pandemic affect 

the rural marketing demand dimensions. The value of which is _ 0.29, it shows that the 

change in digital marketing has a role to play among the other variables for making changes 

in rural marketing. Other variables like gender, locality are not closely related to rural 

marketing demand dimensions. 
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Table  2 

 

 1 

 

2 

 

3 

 

4 

 

   5 

 

 

 

1. Covid 19 changed the 

rural marketing demand 

dimensions 

Yes 

No 

 

 

1      

2. Gender 

Male 

Female 

_  0.40 1     

3. Increased use of digital 

marketing. 

      Do not have  

Have 

 

__ 0.29 

 

0.04 

 

 

 

1 

  

4.Locality of the respondents 

   Rural, urban, semi urban 

 

   Semi urban 

     

_ 0.12 _0.02 0.23*    1 

 

 

 

 

 

 

 

 

                   

LIMITATIONS OF THE STUDY 

The present study is subjected with the following limitations. 

1. The scope of the study is confined to the demand dimensions of rural marketing 

2. Only lottery method of sampling was adopted to identify the respondents. 

3. The focused aspects in the present study are the impact of changes in demand 

dimensions. 

4. The primary data collected from the respondents are subjected with value judgment of 

the respondent 

SUMMARY OF FINDINGS AND MANAGERIAL IMPLICATIONS 

 

1. The respondents in the present study is classified on the basis of locality 

,rural,urban,semi -urban 

2. A significant number ofrural respondents  changed to digital marketing during this 

pandemic period. 

3. Rural Digital marketing  has improved . 

4. Rural demand dimensions increased  after joining the digital marketing scheme. 
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5. Majority of the respondents depend on digital marketing and the main reason for it 

was seem to be that ‖ safe health  and  secure  demand‖ 

 

 

CONCLUSION 

The rural market has been growing steadily over the past few years and is now even bigger 

than the urban market. About 70 per cent of India‘s population lives in villages. More than 

800 million people live in villages of India. ‗Go rural‘ is the marketer‘s new slogan. Indian 

marketers as well as multinationals, such as Colgate-Palmolive, Godrej and Hindustan Lever 

have focused on rural markets. 1. PHYSICAL DISTRIBUTION: In the area of physical 

distribution, three basic problems are faced namely, transport, warehousing and 

communication. These are infrastructural factors that measure the economic worthiness of 

region. infrastructure is a social overhead. It is a capital to distinguish from the direct 

productive capital. 

The study tells that the locality gender, agriculture background, digital marketing, lack of 

demand due to covid-19 pandemic affect the rural marketing demand dimensions. The value 

matrix shows that the change in digital marketing has a role to play among the other variables 

for making changes in rural marketing. Other variables like gender, locality are not closely 

related to rural marketing demand dimensions. 
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ABSTRACT 

Product cannibalization occurs when a company decides to replace an existing product and 

introduce a new one in its place, regardless of its position in the market (i.e. the product‘s life 

cycle phase does not come into account). This is due to newly introduced technologies and it 

is most common in high tech companies. As all things in life there is negative and positive 

cannibalization. In the normal case of cannibalization, an improved version of a product 

replaces an existing product as the existing product reaches its sales peak in the market. The 

new product is sold at a high price to sustain the sales, as the old product approaches the end 

of its life cycle. Nevertheless, there are times that companies have introduced a new version 

of a product, when the existing product is only starting to grow. In this way the company 

sustains peak sales all the time and does not wait for the existing product to enter its maturity 

phase. The trick in cannibalization is to know when and why to implement it, since bad, late 

or early cannibalization can lead to bad results for company sales. 

The world of fast moving consumer goods is possibly the hardest, cruellest and disciplined industries 

of them all: The sheer science, and extraordinary thought, the investment in consumer and competitor 

analysis for truly focused market orientation, the value validity and constancy of marketing 

knowledge determines market share, profitability and survival. ―A number of variations of the 

Industry Life Cycle model are used to direct the focus of the marketing activities during each phase of 

the model. Launch Engineering helps FMCG businesses be more productive, improve branding, 

expand marketing communications, control ad agencies and refine category management. FMCG 

outcomes include an easier, faster path to trial and brand adoption. Special proprietary (pre-launch) 

new product pre-launch assessment tool almost eliminates the chance of a product launch not going to 

plan; advanced market segmentation methods give you a competitive 'edge'.  Improved returns from 

advertising, trade spend (sometimes called promotional budget), sales promotions & public relations 

(private & public) pays for FMCG consultancy fees many times over! Most of the models are similar 

in respect of the direction provided in respect of the marketing effort and focus, despite the fact that 

they differ as to the number and names of the stages. Despite the criticism of the product life cycle 

model during the mid-70's, by a number of authors, the model continues to be a valuable tool for 

marketers. This criticism came about as a result of some product life cycles that started shrinking and 

others that were increasing without any apparent reason and other products that did not reflect the 

usual shape of the product life cycle graph. FMCG persisted with the use of the product life cycle 

concept continued to have a competitive advantage over those who did not. It is clear that the use of 

the model has a significant impact on the success of the business strategy and the associated corporate 

performance. The goals in respect of strategy, competition, product, price, promotion and distribution 

will be different for the different stages of the product life cycle. This article is focusing on a number 

of the primary product life cycle management techniques that can be used to optimize a product's 

revenues in respect to its effective positioning in a market during the introduction stage of the product 

life cycle. 
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INTRODUCTION  

 

When a company decides to replace an existing product and introduce a new one in its place, 

regardless of its position in the market, Product cannibalization occurs.(i.e. the product‘s life 

cycle phase does not come into account). This is due to newly introduced technologies and it 

is most common in high tech companies. As all things in life there is negative and positive 

cannibalization. In the normal case of cannibalization, an improved version of a product 

replaces an existing product as the existing product reaches its sales peak in the market. The 

new product is sold at a high price to sustain the sales, as the old product approaches the end 

of its life cycle. Nevertheless, there are times that companies have introduced a new version 

of a product, when the existing product is only starting to grow. In this way the company 

sustains peak sales all the time and does not wait for the existing product to enter its maturity 

phase. The trick in cannibalization is to know when and why to implement it, since bad, late 

or early cannibalization can lead to bad results for company sales. 

 

When a new product is being introduced in to a market, it normally undergoes a series of step 

in the market; these steps are introduction, growth, maturity and lastly the decline stage. 

These steps follow each other chronologically and thus referred to as the product life cycle 

(PLC). The PLC sequence or series is closely linked with the dynamics in the market 

environment and has subsequent effects on the product marketing mix and marketing 

strategies. A graph that is normally plotted of the revenue against the stages of product is 

referred to as the product life cycle graph.  

In the introduction stage of the PLC, the firms normally aim at creating the product 

awareness in the market through the employment of the marketing mix. Initial stages involve 

the establishment of quality and branding couples with the intellectual property protection 

like the trade marks. The pricing strategy may be low to ease the entry into the market if there 

are already established firms while it may be high if there are no competitors and this enables 

fast recovery of the initial cost. Distribution is normally selective while the promotion targets 

early adaptors and innovators at the growth stage of the PLC, the firms aim at increasing its 

share market by offering additional features to its product quality while maintaining the 

prices. Distribution is increased to meet the increased demand while the promotion aims a 

bigger audience when your buyer says your brand is to be delisted; all you can hear is the 

blood pulsing through your heart, and the taste of bile on your mouth…" The product can be 

defined as goods, services or both; in the other words it's anything that satisfies customer 

need. Each product has its own limited life, however it shares the same aspect and we define 

the period that the product goes through as the "Product life cycle".   
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 Rural growth - Most FMCG categories are growing faster in rural as compared to urban 

India. This growing importance of rural India will also mean that regional players and 

categories with a strong regional franchise will influence marketing plans. As these 

categories expand, they will influence the way adjacent categories and emerging 

alternatives will seek to market themselves.   

 Innovation Imperative – Innovation is imperative in the FMCG category today. 

Differentiation is the key. Product life cycles are getting shortened given the highly 

competitive scenario. There is therefore a very strong thrust on innovation in the FMCG 

space across various aspects ranging from brand proposition, packaging, communication, 

consumer in sighting to pricing. We are constantly re-engineering our offerings on the 

innovation plank with the objective of serving the evolving needs of the consumer. Some 

of the examples in the innovation space include the launch of Goodnight Advanced 

Active+ and Good Knight Advanced Low Smoke Coil.   

 Connecting and engaging with the Indian Digital consumer – With 50+ million active 

social media, users, Indians spend more time on social media than on any other activity 

on the internet, according to Nielsen, increasingly marketers are focusing on this 

medium, however what will be critical is how brands can effectively break away from 

the pack in order to differentiate and improve social media engagement levels. 

Some of our brand campaigns on social media including the ―HIT - Kill Malaria‟ 

campaign have received an overwhelming response. We continue to be upbeat about 

consumer demand in 2012. As India is one of the fastest growing economies, we will 

witness significant play on innovation, leading to intensity of competition. We expect 

growth to be driven on the back of new product launches and renovations of existing 

products. We will invest significantly behind these launches and support our innovations.   

The Product life cycle consist of four stages starting from introduction stage, growth 

stage, maturity stage and decline stage. At the introduction stage, the product is not 

popular and can't really make a lot of profit. Its marketing cost may be high in order to 

test a market and set up a distribution channel.   At the growth stage, the product start 

making a profit, the sales increase rapidly with some cost on marketing especially brand 

building. Competitors enter the market, often in large number depending on how 

attractive the market is. When a profit starts to decline, it's the sign of ‗Maturity stage'.   

At maturity stage, the sales continue to increase but at the decreasing rate until become 

stable, because of price competition. The product reaches its peak at this stage, most 

companies fight aggressively to maintain their market share. The competition is very 

intense, unfortunately a small firm will die one by one. During the decline stage, the 

profit start to drop gradually, each firm has to manage carefully. There're not many 

choices to choose now; take the most out of it before exit or expand the market by using 

marketing mix strategies in order to extend product life. All products and services have 

certain life cycles. The life cycle refers to the period from the product‘s first launch into 

the market until its final withdrawal and it is split up in phases. Marketing and 

Information Systems are two different phenomena and which individually and 

collaboratively influencing an organization‘s development in gaining competitive 

advantage. The concept of Product Life Cycle (PLC) is very important and playing a key 

role in determining the stages of the organization's products in every marketing 

organization. The theory of PLC was first introduced in the 1950s to explain the expected 
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Life cycle of a typical product from design to Obsolescence. Writing in Marketing Tools, 

Carole Hedden observed that the Life cycle is represented by a curve that can be divided 

into four phases: Introduction, growth, maturity and decline. The goal is to maximize the 

product's value and profitability at each stage. It is primarily considered a marketing 

theory. Similarly, the evolution and the revolution brought and organizations to use 

limited resources in an effective and efficient manner. (Tennakoon and Syed, 2008). The 

crucial role of IT in changing the way of economy works is clear for all of us (Parsons, 

1983)  

Online advertising 

Online advertising, also called online marketing or Internet advertising or web 

advertising, is a form of marketing and advertising which uses the Internet to deliver 

promotional marketing messages to consumers. Many consumers find online advertising 

disruptive and have increasingly turned to ad blocking for a variety of reasons.  

When software is used to do the purchasing, it is known as programmatic advertising.  

Online advertising includes email marketing, search engine marketing (SEM), social media 

marketing, many types of display advertising (including web banner advertising), and mobile 

advertising. Like other advertising media, online advertising frequently involves a publisher, 

who integrates advertisements into its online content, and an advertiser, who provides the 

advertisements to be displayed on the publisher's content. Other potential participants include 

advertising agencies who help generate and place the ad copy, an ad server which 

technologically delivers the ad and tracks statistics, and advertising affiliates who do 

independent promotional work for the advertiser.  

In 2016, Internet advertising revenues in the United States surpassed those of cable television 

and broadcast television. In 2017, Internet advertising revenues in the United States totaled 

$83.0 billion, a 14% increase over the $72.50 billion in revenues in 2016.  

Many common online advertising practices are controversial and, as a result, have been 

increasingly subject to regulation. Online ad revenues also may not adequately replace other 

publishers' revenue streams. Declining ad revenue has led some publishers to place their 

content behind paywalls. 
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MARKETING STRATEGY OF FMCG MARKET SHARE GROWTH. 

Timely product development and cannibalization-free growth across your product 

portfolio builds an impregnable defense against competitors. Sophisticated marketing 

strategy management can secure fairer balance of power with channel partners. 

 

Analysis of buyer readiness stages helps make better decisions for integrated marketing 

communications strategy. In some industries IT is even capable of changing the nature of 

the products and service or their production processes. According to the advocates of 

Strategic weapon perspective, these unprecedented effects do not necessarily have the 

relative competitive position of economic factors unchanged. Among these concepts, the 

information Systems Strategic Grid (ISSG) of Mc Farlan and Me Kenney is one which 

stood the test of time. The ISSG analyses the applicability of IT as a Strategic weapon on 

the industry level. This grid classifies the industries according to their present and 

medium range affectedness by the Strategic impact of IT applications. During this period 

significant changes are made in the way that the product is behaving into the market i.e. 

its reflection in respect of sales to the company that introduced it into the market. Since 

an increase in profits is the major goal of a company that introduces a product into a 

market, the product‘s life cycle management is very important. Some companies use 

strategic planning and others follow the basic rules of the different life cycle phase that 

are analyzed later. The understanding of a product‘s life cycle, can help a company to 

understand and realize when it is time to introduce and withdraw a product from a 

market, its position in the market compared to competitors, and the product‘s success or 

failure. For a company to fully understand the above and successfully manage a 

product‘s life cycle, needs to develop strategies and methodologies, some of which are 

discussed later on.  
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RESEARCH OBJECTIVES  

 

The main objectives of this research could be listed as follows  

 To find out the importance of the concepts of FMCG in a competitive business 

enterprise organization.   

 To identify the application of these concepts in Product Vs Service marketing of 

FMCG organizations.  

 To identify the relationship between these concepts in determining the 

organizational development in FMCG. 

 To identify how far these concepts help the organization to gain higher market 

share and sustain competitive advantage 

 

PRODUCT LIFE CYCLE MODEL DESCRIPTION  

The product‘s life cycle - period usually consists of five major steps or phases: Product 

development, Product introduction, Product growth, Product maturity and finally Product 

decline. These phases exist and are applicable to all products or services from a certain make 

of automobile to a multimillion-dollar lithography tool to a one-cent capacitor. These phases 

can be split up into smaller ones depending on the product and must be considered when a 

new product is to be introduced into a market since they dictate the product‘s sales 

performance.  

 

Fig. 1: Product Life Cycle Graph  

The concept also applies to services, although the shape may be markedly different. It can 

also apply to product categories and the market as a whole. It should be noted that the product 

life cycle is not necessarily a good 'predictor' of product behaviour. Rather it can aid the 

marketer in understanding the market. For example, a product may have gone through a 

period of rapid growth and sales may have begun to level off. This does not necessarily mean 

that the product is maturing; it could just be a temporary slowdown that culminates in the 

product sales beginning to grow rapidly. With living beings it is possible to have a very 

shrewd idea of where they are in their life span, how long they are likely to live and 

consequently the sort of issues that are going to occur at any given time, it is more difficult to 

gain this level of understanding with products.  The following chart gives an indication of 

how sales will vary as a product goes through the various stages of its lifecycle. 
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Introduction 

It takes time of a new product to begin selling in volume. There may be manufacturing or 

logistics issues to contend with. The marketplace may be unfamiliar with the product and 

creating awareness takes time. Consequently, product sales show a slow growth during the 

introduction phase. The FMCG adjust price, place (where the product is sold) and promotion 

to meet his marketing objectives. For example, in markets that are large with high potential 

competition it would make sense to invest heavily in promotion and to start with low prices. 

This strategy would also apply for a product for which production cost would decline quickly 

with economies of scale. Using this strategy, the FMCG penetrates quickly before 

competitors has a chance to introduce competing products. 

Growth  

The growth space is characterized by a rapid increase in sales volume. This is created by 

increased product demand. The FMCG and logistics issues are likely resolved and the market 

is far more aware of the product. Since economies of scale have started to take effect the 

marketer should be able to increase promotional activities. At the same time competition will 

begin to stiffen and so the marketer should make necessary adjustments to the 4 Ps of 

marketing. For example, it may be appropriate to tweak the products by adding new features. 

In this way the competition may be fended off. It may also make sense to reduce prices a 

little to bring in more price sensitive consumers.  
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Maturity  

The maturity phase is characterized by sales volumes levelling off. At this point competition 

is strong and margins may begin to suffer. Signs of getting to this stage are that competitors 

may start advertising more strongly or using other promotional means to increase sales.   

 

Decline  

Finally, product sales begin to decrease and it is at this point that some serious marketing 

decisions need to be made. It may be possible to extend the life of a product by changing 

some of its product attributes, repositioning it or by packaging it with other products. On the 

other hand it may make sense to delete the product from your portfolio. 

Product portfolio 

management

 

The idea behind product portfolio management is that, inevitably, products will eventually 

reach maturity and decline. Although it may be possible to extend their lives and some 

products have an extremely long product life cycle, it makes sense to manage a program of 

continually introducing new products. In this way, as some product revenues level off or 

decline, other product revenues increase. This is illustrated in figure 2.   
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PRODUCT DEVELOPMENT PHASE  

The FMCG Product development phase begins when a company finds and develops a new 

product idea. This involves translating various pieces of information and incorporating them 

into a new product. A product is usually undergoing several changes involving a lot of money 

and time during development, before it is exposed to target customers via test markets. Those 

products that survive the test market are then introduced into a real marketplace and the 

introduction phase of the product begins. During the product development phase, sales are 

zero and revenues are negative. It is the time of spending with absolute no return.  

 

 

INTRODUCTION PHASE  

The introduction phase of a product the FMCG includes the product launch with its 

requirements to getting it launch in such a way so that it will have maximum impact at the 

moment of sale. A good example of such a launch is the launch of ―Windows XP‖ by 

Microsoft Corporation. This period can be described as a money sinkhole compared to the 

maturity phase of a product. Large expenditure on promotion and advertising is common, and 

quick but costly service requirements are introduced. The FMCG must be prepared to spend a 

lot of money and get only a small proportion of that back. In this phase distribution 

arrangements of FMCG are introduced. Having the product in every counter is very important 

and is regarded as an impossible challenge. Some companies avoid this stress by hiring 

external contractors or outsourcing the entire distribution arrangement. This has the benefit of 

testing an important marketing tool such as outsourcing. Pricing is something else for a 

company to consider during this phase. Product pricing usually follows one or two well-

structured strategies. Early customers will pay a lot for something new and this will help a bit 

to minimize that sinkhole that was mentioned earlier. Later the pricing policy should be more 

aggressive so that the product can become competitive. Another strategy is that of a pre-set 

price believed to be the right one to maximize sales. This however demands a very good 

knowledge of the market and of what a customer is willing to pay for a newly introduced 

product. A successful product introduction phase may also result from actions taken by the 

company prior to the introduction of the product to the market. These actions are included in 

the formulation of the marketing strategy. This is accomplished during product development 

by the use of market research. Customer requirements on design, pricing, servicing and 

packaging are invaluable to the formation of a product design. A customer can tell a company 

what features of the product are appealing and what are the characteristics that should not 

appear on the product. He will describe the ways of how the product will become handy and 

useful. So in this way a company will know before its product is introduced to a market what 

to expect from the customers and competitors. A marketing mix may also help in terms of 

defining the targeted audience during promotion and advertising of the product in the 

introduction phase.  
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GROWTH PHASE  

The growth phase the FMCG offers the satisfaction of seeing the product take-off in the 

marketplace. This is the appropriate timing to focus on increasing the market share. If the 

product has been introduced first into the market, (introduction into a ―virgin‖ market or into 

an existing market) then it is in a position to gain market share relatively easily. A new 

growing market alerts the competition‘s attention. The company must show all the products 

offerings and try to differentiate them from the competitor‘s ones. A frequent modification 

process of the product is an effective policy to discourage competitors from gaining market 

share by copying or offering similar products. Other barriers are licenses and copyrights, 

product complexity and low availability of product components. Promotion and advertising 

continues, but not in the extent that was in the introductory phase and it is oriented to the task 

of market leadership and not in raising product awareness. A good practice is the use of 

external promotional contractors. This period is the time to develop efficiencies and improve 

product availability and service. Cost efficiency and time-to-market and pricing and discount 

policy are major factors in gaining customer confidence. Good coverage in all marketplaces 

is worthwhile goal throughout the growth phase. Managing the growth stage is essential. 

Companies sometimes are consuming much more effort into the production process, 

overestimating their market position. Accurate estimations in forecasting customer needs will 

provide essential input into production planning process. It is pointless to increase customer 

expectations and product demand without having arranged for relative production capacity. A 

company must not make the mistake of over committing. This will result into losing 

customers not finding the product ―on the self‖.  

 

MATURITY PHASE  

When the market becomes saturated with variations of the basic product, and all competitors 

are represented in terms of an alternative product, the maturity phase arrives. In this phase 

market share growth is at the expense of someone else‘s business, rather than the growth of 

the market itself. This period is the period of the highest returns from the product. A company 

that has achieved its market share goal enjoys the most profitable period, while a company 

that falls behind its market share goal, must reconsider its marketing positioning into the 

marketplace. During this period new brands are introduced even when they compete with the 

company‘s existing product and model changes are more frequent (product, brand, and 

model). This is the time to extend the product‘s life. Pricing and discount policies are often 

changed in relation to the competition policies i.e. pricing moves up and down accordingly 

with the competitors‟ one and sales and coupons are introduced in the case of consumer 

products. Promotion and advertising relocates from the scope of getting new customers, to 

the scope of product differentiation in terms of quality and reliability. The battle of 

distribution continues using multi distribution channels. A successful product maturity phase 

is extended beyond anyone‘s timely expectations. A good example of this is ―Tide‖ washing 

powder, which has grown old, and it is still growing. The decision for withdrawing a product 

seems to be a complex task and there a lot of issues to be resolved before with decide to 

move it out of the market. Dilemmas such as maintenance, spare part availability, service 

competitions reaction in filling the market gap are some issues that increase the complexity of 

the decision process to withdraw a product from the market. Often companies retain a high 
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price policy for the declining products that increase the profit margin and gradually 

discourage the ―few‖ loyal remaining customers from buying it. Such an example is telegraph 

submission over facsimile or email. Dr. M. Avlonitis from the Economic University of 

Athens has developed a methodology, rather complex one that takes under consideration all 

the attributes and the subsequence‘s of product withdrawal process. Sometimes it is difficult 

for a company to conceptualize the decline signals of a product. Usually a product decline is 

accompanied with a decline of market sales. Its recognition is sometimes hard to be realized, 

since marketing departments are usually too optimistic due to big product success coming 

from the maturity phase. This is the time to start withdrawing variations of the product from 

the market that are weak in their market position. This must be done carefully since it is not 

often apparent which product variation brings in the revenues. The prices must be kept 

competitive and promotion should be pulled back at a level that will make the product 

presence visible and at the same time retain the ―loyal‖ customer. Distribution is narrowed. 

The basic channel is should be kept efficient but alternative channels should be abandoned. 

For an example, a 0800 telephone line with shipment by a reliable delivery company, paid by 

the customer is worth keeping.  

 

ANALYSIS OF PRODUCT LIFE CYCLE MODEL  

There are some major product life cycle management techniques that can be used to optimize 

a product‘s revenues in respect to its position into a market and its life cycle. These 

techniques are mainly marketing or management strategies that are used by most companies 

worldwide and include the know-how of product upgrade, replacement and termination. To 

comprehend these strategies one must first make a theoretical analysis of the model of 

product life cycle. In the mid 70‘s the model of product life cycle described in ―Part 1‖, was 

under heavy criticism by numerous authors. The reasons behind this criticism are described 

below:  

 

a. The shift changes in the demand of a product along a period of time makes the 

distinction of the product life cycle phase very difficult, the duration of those almost 

impossible to predict and the level of sales of the product somewhat in the realm of 

the imagination. 

b. There are many products that do not follow the usual shape of the product life cycle 

graph as shown in fig. 1. 

c. The product life cycle does not entirely depend on time as shown in fig. 1. It also 

depends on other parameters such as management policy, company strategic decisions 

and market trends. These parameters are difficult to be pinpointed and so are not 

included in the product life cycle as described in ―Part 1‖. 

The model of product life cycle also depends on the particular product. There would be 

different models and so different marketing approaches. There are basically three different 

types of products: a product class (such as cars), a product form (such as a station wagon, 

coupe, family car etc. of a particular industry) and a product brand of that particular industry 

(such as Ford Escort). The life cycle of the product class reflects changes in market trend and 

lasts longer than the life cycle of the product form or brand. In the other hand the life cycle of 
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a product form or brand reflects the competitiveness of a company (i.e. sales, profits) and 

therefore follows more closely the product life cycle model.  

 

Nevertheless, a product manager must know how to recognize which phase of its life cycle is 

a product, regardless of the problems in the model discussed above. To do that a good method 

is the one, suggested by Donald Clifford in 1965, which follows.   

 Collection of information about the product‘s behaviour over at least a period of 3 – 5 

years (information will include price, units sold, profit margins, return of investment – 

ROI, market share and value).    

 Analysis of competitor short-term strategies (analysis of new products emerging into 

the market and competitor announced plans about production increase, plant upgrade 

and product promotion).   

  Analysis of number of competitors in respect of market share.   

  Collection of information of the life cycle of similar products that will help to 

estimate the life cycle of a new product.    

 Estimation of sales volume for 3 – 5 years from product launch.   

  Estimation of the total costs compared to the total sales for 3 – 5 years after product 

launch (development, production, promotion costs). The estimate should be in the 

range of 4:1 in the beginning to 7:1 at the stage where the product reaches maturity.   

 

Strategies that are applied as soon as the phase of product life cycle is recognized are given in 

the table below.  

 

Table 1: Strategies of each product life cycle phase of The FMCG  

 Development 

Phase 

Introduction 

Phase 

Growth 

Phase 

Maturity 

Phase 

Decline 

Phase 

Strategic 

Goal  

Makes  

product known 

and establish a 

test period  

Acquires a 

strong market 

position 

Maintains 

market 

position and 

build on it 

Defends 

market 

position from 

competitors 

and improve 

products 

―Milks‖ all 

remaining 

profits from 

products 

Competition  Almost not 

there  

Acquires a 

strong market 

position 

Maintains 

market 

position and 

build on it 

Establishment 

of competitive 

environment 

Some 

competitors 

are already 

withdrawing 

from market 
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Product  Limited 

number of 

variations 

Introduction of 

products 

variations and 

models 

Improvement -

upgrade of 

product 

Price 

decreases 

Variations and 

models thatare 

not profitable 

are withdrawn 

 

Price Goal High sales to 

middle men 

Aggressive 

price policy 

(decrease) for 

sales increase 

Re-estimation 

of price policy 

Defensive 

price policy 

Maintain price 

level for small 

profit 

Promotion 

Goal 

Creation of 

public – 

market product 

awareness 

Reinforcement 

of product 

awareness and 

preference 

Reinforcement 

of middle men 

Maintain loyal 

to middle me 

Gradual 

Decrease 

Distribution 

Goal 

Exclusive and 

selective 

distribution 

through certain 

distribution 

channels and 

creation of 

high profit 

margins for 

middle men 

General and 

reinforced 

distribution 

through all 

distribution 

channels 

available 

General and 

reinforced 

distribution 

with good 

supply to the 

middle men 

but with low 

margins of 

profit for them 

General and 

reinforced 

distribution 

with good 

supply to the 

middle men 

but with low 

margins of 

profit for them 

Withdrawal 

from most 

channels of 

distribution 

except those 

used in the 

development 

phase 

 

PRODUCT LIFE CYCLE TECHNIQUE EXAMPLE: PRODUCT CANNIBALISM  

Product cannibalization occurs when a company decides to replace an existing product and 

introduce a new one in its place, regardless of its position in the market (i.e. the product‘s life 

cycle phase does not come into account).  

This is due to newly introduced technologies and it is most common in high tech companies. 

As all things in life there is negative and positive cannibalization. In the normal case of 

cannibalization, an improved version of a product replaces an existing product as the existing 

product reaches its sales peak in the market. The new product is sold at a high price to sustain 

the sales, as the old product approaches the end of its life cycle. Nevertheless there are times 

that companies have introduced a new version of a product, when the existing product is only 

start to grow. In this way the company sustains peak sales all the time and does not wait for 

the existing product to enter its maturity phase. The trick in cannibalization is to know when 

and why to implement it, since bad, late or early cannibalization can lead to bad results for 

company sales.  
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UNFAVORABLE CANNIBALIZATION  

Cannibalization should be approached cautiously when there are hints that it may have an 

unfavourable economic effect to the company, such as lower sales and profits, higher 

technical skills and great retooling. The causes of such economic problems are given below.   

 The new product contributes less to profit than the old one: When the new product is 

sold at a lower price, with a resulting lower profit than the old one, then it does not 

sufficiently increase the company‘s market share or market size. 

 The economics of the new product might not be favourable: Technology changes can 

force a product to be cannibalized by a completely new one. But in some cases the 

loss of profits due to the cannibalization is too great. For example, a company that 

produced ready business forms in paper was forced to change into electronic forms 

for use in personal computers. Although the resulting software was a success and 

yield great profits, the sales of the paper forms declined so fast that the combined 

profit from both products, compared to the profits if the company did not cannibalize 

the original product showed a great loss in profits. (See table below) 

Table 2: Comparison of revenues - profits 

―Software‖Revenue ―Software‖Profit Lost 

―From‖Revenue 

Lost ―From‖ 

Profit 

Change in 

Profit 

$10 $5 $15 $10 -$5 

Source: McGrath M. 

 The new product requires significant retooling: When a new product requires a 

different manufacturing process, profit is lower due to the investment in that process 

and due to the write-offs linked to retooling the old manufacturing process.   

 The new product has greater risks: The new product may be profitable but it may have 

greater risks than the old one. A company cannot cannibalize its market share using a 

failed or failing product. This can happen in high-tech companies that do not 

understand enough of a new technology so that to turn it into a successful and 

working product.  

As a result, an unreliable product emerges and replaces a reliable one, that can 

increase service costs and as a result decrease expected profits.  

 

OFFENSIVE CANNIBALIZATION STRATEGIES  

Cannibalization favors the attacker and always hurts the market leader. For companies that 

are trying to gain market share or establish themselves into a market, cannibalization is the 

way to do it. Also cannibalization is a good way to defend market share or size. A usual 

practice is the market leader to wait and do not cannibalize a product unless it has to. It is 

thought that a company should acquire and develop a new technology that will produce a 

newer and better product than an existing one and then wait. Then as competitor‘s surface 

and attack market share, cannibalization of a product is ripe. Then and only then quick 

introduction of a new product into the market will deter competition, increase profits and 

keep market share. But this strategy does not always work since delays will allow the 

competition to grab a substantial piece of the market before the market leader can react.  
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DEFENSIVE CANNIBALIZATION STRATEGIES 

 Controlled cannibalization can be a good way to repel attackers as deforesting can repel fire. 

A market leader has many defensive cannibalization strategies that are discussed below.   

 Cannibalize before competitors do: Cannibalization of a company‘s product(s) before 

competitor does, is a defensive strategy to keep the competitor of being successful. 

Timing is the key in this strategy. Do it too soon and profits will drop, do it too late 

and market share is gone.    

 Introduction of cannibalization as a means of keeping technology edge over 

competition: A good strategy for the FMCG is to cannibalize its products as 

competitors start to catch up in terms of technology advancements. (For example 

―Intel Corporation‖ cannibalized its 8088 processor in favour of the 80286 after 2 ½ 

years, the 80286 in favour of the 386 after 3 years, the 386 in favour of the 486 after 4 

years, the 486 in favour with the Pentium after another 4 ½ and so on). So the market 

leader dictates the pace and length of a product‘s life cycle. (In the case on Intel the 

replacement of 486 to Pentium took so long because competitors had not been able to 

catch up). Management of cannibalization rate through pricing: When cannibalization 

of a product is decided, the rate at which this will happen depends on pricing. The 

price of the new product should be at a level that encourages a particular mix of sales 

of the old and new product. If the price of the new product is lower than the price of 

the old, then cannibalization rate slows down. If the opposite happens then the 

cannibalization rate is increased. Higher prices in new products can reflect their 

superiority over the old ones.   

Minimization of cannibalization by introducing of the new product to certain market 

segments: Some market segments are less vulnerable to cannibalization to others. This is 

because there is more or less to lose or gain for each of them. By choosing the right 

segments to perform the cannibalizations of a product a company can gain benefits 

without loses and acquire experience on product behaviour.  

 

Conclusion   

Product management is a middle level management function that can be used to manage a 

products life cycle and enables a company to take all the decisions needed during each phase 

of a product‘s life cycle. The moment of introduction and of withdrawal of a product is 

defined by the use of product management by a Product Manager. A Product Manager exists 

for three basic reasons. For starters he manages the revenue, profits, forecasting, marketing 

and developing activities related to a product during its life cycle. Secondly, since to win a 

market requires deep understanding of the customer, he identifies unfulfilled customer needs 

and so he makes the decision for the development of certain products that match the 

customers and so the market‘s needs. Finally, he provides directions to internal organization 

of the company since he can be the eyes and ears of the products path during its life cycle. To 

improve a product success during each of its phase of its life cycle (development - 

introduction – growth – maturity – decline), a product manager must uphold the following 

three fundamentals. 
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 Understand how product management works: When responsible for a given new 

product, a product manager is required to know about the product, the market, the 

customers and the competitors, so that he can give directions that will lead to a 

successful product. He must be capable of managing the manufacturing line as well as 

the marketing of the product. When the product manager has no specific authority 

over those that are involved in a new product, he needs to gather the resources 

required for the organization to meet product goals. He needs to know where to look 

and how to get the necessary expertise for the success of the product. 

 Maintain a product / market balance: The product manager as the person that will 

make a new product to work, needs to understand and have a strong grasp of the 

needs of the customer / market and therefore make the right decisions on market 

introduction, product life cycle and product cannibalization. To achieve the above, he 

must balance the needs of the customers with the company‘s capabilities. Also he 

needs to balance product goals with company objectives. The way a product‘s success 

is measured depends on where the product is in its life cycle. So the product manager 

must understand the strategic company direction and translate that into product 

strategy and product life cycle position.  

  Consider product management as a discipline: Managing a product must not be 

taken as a part time job or function. It requires continuous monitoring and review. 

Having said that, it is not clear why many companies do not consider product 

management as a discipline. The answer lies in the fact that product management is 

not taught as engineering or accounting i.e. does not have formalized training. 
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ABSTRACT 

In the wake of COVID-19 widespread, there is a massive development in the media 

and entertainment industry through OTT (Over-the-Top) platforms which offer video 

streaming directly to viewers via the internet without cable, broadcast, and satellite 

television supports. During the self-isolation period, OTTs have increased the overall 

media consumption to a real high and are now gradually becoming mainstream 

entertainment destination of internet users. In light of the current ecosystem of 

technological advancements in telecommunication and enhanced capability of 

devices, the present work brings the changes in consumers‘ media consumption. The 

shift from conventional media to over-the-top (OTT) media, particularly in COVID-

19 

Key words: COVID-19, OTT platforms 

 

INTRODUCTION 

OTT stands for ―Over The Top‖ and refers to any streaming service that delivers 

content over the internet. The service is delivered ―over the top‖ of another platform. 

In previous years, a consumer would take out a cable subscription and their cable TV 

provider would be responsible for the supply and availability of programming. In the 

modern era, users can sign up for services like Netflix or Spotify and access their 

offerings over the internet. The cable provider now only provides the internet 

connection and has no ability to control what you consume. Lots of companies are 

entering the OTT space, leading to a wide variety of options for consumers, and 

increasing quantities of ad inventory for marketers. As more people cut the cord and 
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move towards online-only media consumption. The type of OTT service most users 

probably interact with most regularly is video OTT. Services like Netflix, Hulu or 

Disney +Hotstar are video OTT services, which provide users with a number of 

programming options. Another major OTT market is audio, with services such as 

Spotify now almost synonymous with music streaming. Users can access a massive 

library of recording artists and podcasts via an internet connection. Most users now 

use OTT messaging services like WhatsApp, Telegram or Signal, which allow them to 

use their internet connection to share information. Similarly, voice OTT services, like 

Skype or WhatsApp, are increasingly common instead of phone calls. Many OTT 

services operate on a paid subscription basis, but a large number also run 

advertisements — or offer tiered packages that allow users to either pay for ad-free 

experiences. Since the over-the-top platform has now enabled customers to easily 

access content anywhere, anytime in a single go, making more and more people 

switch over to OTTs. 

STATEMENT OF THE PROBLEM 

In the previous studies, researchers had put an effort in analysing the comparison 

between two OTT Platforms or comparison between OTT Platforms and Traditional 

Streaming Media. Now, it has been initiative to analyses the perception of the 

customers towards this latest streaming method. 

OBJECTIVES OF THE STUDY 

1. To study and analyse the audience preference and subscription behaviour 

towards OTT platforms during the pandemic. 

2. To determine the factors influencing the users to opt OTT Platforms. 

3. To analyse the consumption habits of audience towards OTT platforms during 

the pandemic period. 

SCOPE OF THE STUDY 

This research aims to understand the various factors that influence the usage of Over-

the- top (OTT) platforms during a pandemic time. It also aims to identify the key 

factors that could affect the adoption of these platforms 
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RESEARCH METHODOLOGY 

Secondary and primary data has been used for the purpose of the study. Secondary 

data has been collected with help of journals, books and internet. primary data 

collection in progress. 

REVIEW OF LITERATURE 

Mann et al., (2015) in report ―Digital Video & the connected consumer‖ notified that 

with 50% of smartphone app users aged between 18-24 years, the OTT media 

platforms are targeting a younger demographic. 

Ernst & Young (2016) in the report ―Future of Digital Content Consumption in India‖ 

stated that an increase in the usage of smartphones in India has stirred a new era of 

video consumption on the personal media devices. The penetration of smartphones in 

India is projected to grow to 520mn by 2020 and broadband penetration will increase 

to 40% from 14% in 2020. 

KPMG (2017) on ―The ‗Digital First‘ journey‖ listed down the announcements 

regarding original content investments by OTT video platforms in India. It also 

mentioned the emerging genre – ‗live streaming‘. 

The Kalagato report (2017) presented a breakdown of the market share in the Indian 

video OTT industry for the respective players. The report states that Hotstar was a 

market lead in the study ―Understanding Adoption Factors of Over-the-top Video 

services among millennial consumers‖, researchers highlighted the four major factors 

that affect consumer adaptation towards different platforms. They are Convenience, 

Mobility, Content and Cost - Dasgupta &Grover, 2019er with 73.19% with Netflix 

with 1.26% of the market share. 

FINDINGS 

 Majority of the respondents watched TV as well as OTT media for 

entertainment.TV still remained a favourite while OTT was almost catching up. 

Both platforms provide different kinds of satisfaction to the viewers. For pure 

news content and political debates etc., respondents preferred TV as it has more 
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up-to-date and timely content. Hard news content is mostly accessible on TV. 

For a softer informational content, sometimes coupled with entertainment, OTT 

was the choice for Documentaries, cross- cultural content, light on the eyes and 

ears. 

 Homemakers registered an increased usage of OTT than before, during 

COVID-19. 

 Some of the commonest reasons for the preference were the doorstep delivery 

of global content, variety of entertainment content, an access to wide variety 

and unlimited library of content. 

 To understand the rationale of a lag in OTT growth despite the advantages, the 

respondents were asked for the reasons that threw them off of the OTT 

platforms. Commonest of the reasons included Package prices for OTT 

platforms that tend to be slightly on the higher side, the issue of data 

consumption also cropped up especially in the case of students who have 

limited data to spare and sometimes, internet connectivity issues also hamper 

the viewing experience. 

 The findings suggest that COVID-19 had an impact on the viewership pattern. 

While TV is still popular a promising trend favouring OTT seems to be on the 

rise. 

CONCLUSION 

During the COVID-19 period, young India was limited only to a few channels in their 

common TV. With the emergence of Over-the-top platforms, they were able to watch 

various content on their devices. There was an increase in the growth For OTT 

subscribers by 60% during the pandemic situation, where this new report was given by 

Boston Consulting Group (BCG). which is a good sign for filmmakers. They are 

satisfied with the services that they receive from these companies. 
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A STUDY ON OCCUPATIONAL STRESS OF COLLEGE TEACHERS 
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ABSTRACT 

Teaching in the present context is not only an inspiring job but also a highly stressful and 

competitive job. Teachers play an important role in inculcating moral and social values in the 

human beings that live in this society. Educational sector, which is an important sector in the 

society, cannot survive without the presence of teachers. Thus, teachers have an important 

role in the society. Nowadays teachers, especially from higher sector faces a lot of 

challenges. Some of them are to increase the productivity and bring improvement in the 

workplace, to meet the requirements of public, government etc., to be highly competitive 

compared to others who have the same status in the society. These all lead to the creation of 

stress among the teachers. Thus, it becomes necessary to identify the causes of stress in 

workplace and remove them as it can have a bad or negative impact on the health and 

personal relationships or social relationships of the teachers. The scope of this research paper 

is to understand the occupational stress of college teachers. The study covered the area of 

Thrissur district and provides an idea about the occupational stress of college teachers and 

also suggest various measures for managing stress of college teachers. The primary objective 

of this research paper is to identify the causes of stress in college teachers. The secondary 

objectives are to identify the effect of stress and to suggest various measures for stress 

management. This research paper makes use of both descriptive and analytical research 

methods and primary data, collected through questionnaires from 150 college teachers in 

Thrissur district. The secondary data are collected through journals, research papers and 

internet. 

Keywords: - Occupational stress, Teachers, Educational sector, Stress Management 

INTRODUCTION 

Teaching has now become a complex task due to many factors like shortage of teachers, entry 

of politics, lack of resources etc. Modern world fills with stress. A man throughout his life 

experiences stress. Stress can be seen in every field, whether it is business or personal life, 
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stress exists everywhere. Stress has a bad influence in the mental and physical health of 

human being. Even though there is a great improvement in the field of science and 

technology, continues development in economy and there are different sources for luxury, 

human being is still covered with stress. Psychometric and psychological disorders are 

increasing in human beings; the feel of frustration and depression towards life indicates the 

stress being experienced by human being. Thus, it is important to know that stress can be 

harmful. 

 Stress was also prevalent in the previous centuries.  However, the causes of stress in 

those societies were mild in nature, low in effect and frequency. But during the last two 

decades‘ stress has drastically increased. The fundamental reason for this was the changed 

physical and socio-cultural environment of the modern societies and life style of the people. 

People‘s life has changed dramatically. It becomes more demanding, complicated, 

mechanical and dependent running by the clock. Ever increasing demands and ambitions, 

high competition, pressures of achieving goals, uncertainty of future and weak social support 

system have made the life of people stressful in modern societies. 

MEANING OF STRESS 

The word stress is deduced from the Latin word ―stringere‖ which means to strain. Stress was 

popularly used in the seventeenth century to mean difficulty, strain, adversity or affliction. It 

was used in eighteenth and nineteenth centuries to represent force, pressure, strain, or strong 

efforts with reference to an object or person. It has been defined by the oxford Dictionary as ― 

a state of affair involving demand on physical or mental energy‖. Hans Selye first introduced 

the conception of stress in to the life science in 1936. According to Selye (1936), ―The force, 

pressure, or strain wielded upon a material object or person which repel these forces and 

attempt to maintain its original state.‖ Dr. Selye Hans proposed that stress had four 

fundamental variations Eustress, Distress, Hyper stress, and Hypo stress. Eustress is the 

positive, desirable stress that keeps life intriguing. It also helps to motivate and inspire 

people. This comprises of effectively managing stress indeed if the existent is dealing with a 

negative stressor. It indicates that a certain quantum of stress is useful, helpful and indeed 

good for health. There's bettered energy, high provocation, participated comprehensions and 

the performance progresses quantitatively as well as qualitatively. Moderate remedies of 

eustress help to amend an existent‘s performance. Distress denotes the negative effects of 

stress that drains an individual out of his energy and goes beyond his capacities to manage. 
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This is a situation of ―high stress‖ torture that shows a drastic negative change in 

performance. The possibility of role overload may affect in committing crimes by 

individualities, make him reluctant and cause aggravation in him. Hyper stress means too 

much stress. It can lead to physical and emotional breakdown. Work load is a common cause 

of over stress. Hypo stress refers to too little stress leading to tedium, frazzle and frustration. 

Work under load and no work at all may lead to hypo stress in some situations. Dr. Selye 

Hans also suggested that stress can be severe and lasting in its goods. Acute stress is the 

result of short term stressors. It's generally quite deep initially and also disappears fast. It can 

be stirring and instigative in small doses, but too much leads to fatigue. People, who witness 

this stress, tend to be provoked, perverse, uneasy and tense. Its symptoms include pressure, 

headaches, migraines, digestive diseases, hypertension, chest pain and heart disease. Chronic 

stress is a long- term stress generally performing from irritating problems. In case of chronic 

stress, a person‘s physical and mental coffers are washed-out. Chronic stress can lead to self-

murder, heart attack and violence. Long term chronic stress results in stress related complaint 

and reduces the quality of life. 

OCCUPATIONAL STRESS 

Most commonly used word in the professional business industry, occupational stress refers to 

the ongoing or systematic stress an employee experiences due to the responsibilities, 

conditions, nature, or other pressures of the workplace. There are several kinds of job stress, 

depending on the individual employee, their job role, the company culture, and more. While 

the causes of occupational stress can differ from person to person, it‘s important to know that 

employees of all organizations—regardless of how big or how small they may be—can be 

affected by occupational stress. Some major examples of occupational stressors include: 

 Stringent policies and protocols implemented by the organization 

 Restricted possibilities for career development 

 Conflicts among individuals in a department or between organizational groups 

 Workforce micromanagement and mismanagement 

 Lack of support from human resource departments 

 Personal, situational, or professional issues 

 Bullying, belittling, and discriminating 

 Poor time management 
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 Little or no occupational supervision or direction 

 

STRESS MANAGEMENT 

There are various ways employees can treat, cope up with, and defend against occupational 

stress. By maintaining a hard-working, realistic work place, employees can prevent delays 

and consistently finish the tasks they begin. Additionally, employees should place importance 

on things like punctuality, regularity, time management, honesty, diligence, and discipline, as 

these features help encourage a positive, professional attitude that‘s often recognized and 

rewarded by upper management personnel. 

HR departments, on the other hand, can also play a major role in preventing occupational 

stress among staff members by encouraging a positive, proactive workplace environment. 

Quickly quenching bullying, discrimination, and harassing behaviours is vital, as it promotes 

an open-door policy in which individuals feel safe and comfortable in reporting such 

behaviour. More than anything, however, by applying activities, initiatives, and tactics that 

makes employees feel supported, motivated, and comfortable, can lower occupational stress. 

REVIEW OF LITERATURE 

In every study review of previous research is important to make the framework of present 

study. The literature review provided helps in laying the foundation and in giving direction to 

the proposed research.  

Aminabhavi and Triveni (2000) identified that nationalized bank employees have higher job 

stress than non-nationalized bank employees, in the areas such as role conflict, unreasonable 

group/political pressure, basic poverty and tireless working conditions.  

Potter et al. (2002) summarized that the interpersonal stressors at work place have a great 

impact on the employees. Interpersonal conflicts experienced in the work place also predict 

diseases and well-being declines. Results show that psychosocial environment of workplace 

have unique results on employee.  
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Vashishtha and Mishra (2004) found out the relative contribution of social support and 

occupational stress to organizational commitment of supervisors (n=200). The result provides 

that the social support and occupational stress significantly predict the degree of 

organizational commitment of supervisors.  

Chand and Monga (2007) studied the correlation of job stress and burn out among100 faculty 

members from two universities. Respondents with internal locus of control, high social 

support and high job involvement experience minimum stress. Results also provide that, 

maximum stress is experienced by professors and minimum by assistant professors. 

Latha and Panchanatham (2007) identified the job stressors and their effects on the job 

performance of 40 software professionals. More than 50% of the respondents do not feel 

stressed by the working conditions and promotional opportunities. It can be concluded that IT 

industry is providing better working environment. 

Sallie Gardner (2010) examines what is known of psychological distress among university 

students, teachers and student-teachers, the demands associated with their practical 

experiences and the known impact of psychological distress. A brief overview of 

contemporary stress management approaches is also presented. The reviewer contends that 

the potential problem for prospective teachers requires a holistic approach, beginning through 

understanding contemporary strategies available to individual university students, and 

preventative stress management programs provided within tertiary education, which may be 

made available to future student-teachers. 

Dr. Sindhu K. P. studied the factors influencing stressors among college students. She also 

studied whether there is any association between different designation and stressors. The 

study found out that the most influencing factor is the stress worker and there is an 

association between stressors and designation of workers. 

Mehta (2012) studied the several factors of organizational stress among the management 

teachers as affected by gender and experience. She also studied the correlation between 

organizational stress and conflict handling and also identified the conflict handling styles 

used mainly by teachers to resolve conflicts occur in the institute. Role stagnation was found 
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the highest contribution to stress followed by role erosion. Competing style was found to be 

the most important style of conflict handling followed by the avoiding style among the 

management teachers of professional institute.  

Parilla (2012) studied the level of stress experienced by North western employees. The 

primary objective was to establish the relationship of level of stress experienced with 

personal characteristics (age, gender, number of family members and income) and job 

position. It was found out that the middle level employees experienced the highest degree and 

level of stress compared to the other job positions. In case of relationship, personal 

characteristics are not correlated to job stress while job position is correlated with job stress. 

The research provided a stress management program for the employees of the University 

because it was determined that productivity and stress are negatively correlated. Stress should 

be minimized and controlled to make employees more productive. 

Kakkar and Ahuja (2013) explored the effect of stress among women lecturers in different 

colleges so that remedies could be find out to live a stress less life. The study was based on 

primary data which was collected with the help of a questionnaire for assessing the level of 

stress and making a comparison between the groups of women lecturers from Government 

and Private Colleges. It was found that there is no significance difference of stress levels 

among the women lecturers working in Govt. colleges and Pvt. Colleges. The study suggests 

that there is need for promoting relaxation programmers for the women lecturers to reduce 

stress.  

Reddy and Anuradha (2013) examined the Occupational Stress of teachers working at higher 

secondary level. It was found that, about 88 percent of higher secondary teachers are 

experiencing moderate and high levels of occupational stress. To overcome occupational 

stress, the researchers have suggested some measures which could prove beneficial to 

teachers in coping with stress are: improve self-esteem, build self-confidence, work on 

building emotional intelligence competencies, develop a good sense of humour, practice yoga 

and meditation, exercise regularly, foster a supportive friend circle, cultivate hobbies, 

develop effective communication skills, and seek professional help, if necessary. 
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SIGNIFICANCE AND SCOPE OF THE STUDY 

The teacher plays an important role in moulding the character of student especially in the first 

year. They are regarded as a core stone of successful education system. Teacher stress may be 

defined as unkind feeling that teacher experiences as a result of their work. In higher 

education, pressure is rising from the general public, management as well as from state and 

central government, to improve productivity and efficiency. This pressure will indicate the 

sign of stress experienced by teachers working in educational institution. The purpose of 

higher education is not fixed, rather it is adaptive and varies according to the systems of 

provision and the mission of institution. Teachers must adapt their skills suitably to the 

technological changes, otherwise they have to come across stressful situations. Stress in the 

workplace is generally considered to effect when rules in the working environment are 

complex for individual to manage. Thus, they are facing work life balance issues and 

increased stress burden. Stress can lead to tiredness and absenteeism. High stress can cause 

teachers to leave the job. So, there is need to study the occupational stress of college teachers 

with special reference to Thrissur district. The study is useful for academicians for further 

review, for researchers to conduct an extended study and colleges for policy making. 

OBJECTIVES OF THE STUDY 

 To identify the causes of stress in college teachers. 

 To identify the effect of stress.  

 To suggest various measures for stress management. 

 

 

 

RESEARCH METHODOLOGY  

The present study is of descriptive and analytical type and based on primary data collected 

through questionnaires filled by the teachers belonging to different age group, having 

different gender, having different years of experience and having different monthly income. 

A random sample of 150 respondents is taken for the study. The samples are selected via 

purposive sampling. The secondary data includes reference books, journal, research papers 

and internet. The tools used for the study are percentage analysis, chi square test and simple 

average. 
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RESULT AND DISCUSSION 

TABLE 1 

DEMOGRAPHIC PROFILE 

CATEGORY FREQUENCY PERCENTAGE 

GENDER 

MALE 72 48 

FEMALE 78 52 

TOTAL 150 100 

Monthly 

Income 

5000-35000 40 26.7 

35000-65000 41 27.3 

65000-95000 37 24.7 

95000-125000 32 21.3 

TOTAL 150 100 

AGE 

24-33 45 30 

34-43 41 27.3 

44-53 30 20 

54-63 34 22.7 

TOTAL 150 100 

Source: Primary data 

From the above table it can be concluded that out of the respondents 48% are male teachers 

and 52% are female teachers. 26.7% of college teachers have a monthly income ranging from 

5000 to 35000, 27.3 % have a monthly income ranging from 35000-65000, 24.7% have a 

monthly income ranging from 65000-95000 and 21.3% have a monthly income ranging from 

95000 to 125000. 30% of the respondents belongs to the age group of 24 to 33, 27.3% 

belongs to 34 to 43, 20% belongs to 44 to 53 and 22.7% belongs to 54 to 63. 

 

TABLE 2 

EXPERIENCE WISE CLASSIFICATION 

 

No. of years No. of Respondents Percentage 

0-10 42 28 

11-20 38 25.3 

21-30 36 24 

31-40 34 22.7 

TOTAL 150 100 

Source: Primary data 

From the above table it can be interpreted that 28% of the respondents have an experience of 

working ranging from 0 to 10 years, 25.3% of the respondents have an experience ranging 
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from 11 to 20 years, 24 % have experience ranging from 21 to 30 years and 22.7% have 

experience ranging from 31 to 40 years. 

 

TABLE 3 

CHI SQUARE TEST 

 

H0 : There is no association between stress and monthly income of college teachers. 

H1 : There is an association between stress and monthly income of college teachers. 

 

Monthly 

Income/ 

Stress 

Always Often Sometimes Rarely Never  Total 

5000-35000 
3 (5.33) 

[1.02] 

20  (11.20)  

 [6.91] 

15  (12.00)  

 [0.75] 

1 (6.13) 

[4.30] 

1  (5.33)   

[3.52] 
40 

35000-65000 
5(5.47) 

[0.04] 

12  (11.48)   

[0.02] 

19  (12.30)  

 [3.65] 

3 (6.29) 

[1.72] 

2  (5.47)   

[2.20] 
41 

65000-95000 
11 (4.93) 

[7.46] 

4  (10.36)      

[3.90] 

6  (11.10)  

 [2.34] 

12 (5.67) 

[7.06] 

4  (4.93)   

[0.18] 
37 

95000-

125000 

1 (4.27) 

[2.50] 

6  (8.96)       

 [0.98] 

5  (9.60)   

  [2.20] 

7 (4.91) 

[0.89] 

13  (4.27)   

[17.88] 
32 

 Total 20 42 45 23 20 
150  (Grand 

Total) 

Source: Primary data 

From table 5, the chi square statistic is 69.524. The p-value is <0.00001. The result is 

significant at p,.05. Thus it can be interpreted that there is an association between stress and 

monthly income of college teachers. 
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Table 4 

FACTORS CAUSING STRESS AMONG COLLEGE TEACHERS (Simple Average and 

Ranking) 

Factors I II III IV V Mean Rank 

Works other than 

teaching 91 7 21 21 10 4.0 I 

Travelling time 21 56 26 26 21 3.2 II 

Insufficient time for 

career development 7 66 35 21 21 3.1 III 

No. of working hours 19 21 30 35 45 2.6 IV 

Lack of managerial 

Support 12 0 38 47 53 2.14 V 

Source: Primary data 

From the table it can be concluded that works other than teaching has been ranked first as the 

factor causing stress with a simple average of 4.0 by the respondents and lack of managerial 

support has been ranked least by the respondents with a simple average of 2.14. 

 

TABLE 5 

EFFECTS CAUSED BY STRESS (Simple Average and Ranking) 

EFFECTS I II III IV V Mean Rank 

Lack of sleep 57 24 25 23 21 3.5 I 

Tension and depression 53 22 21 24 30 3.3 II 

Problems in balancing 

work life and personal life 18 42 47 25 18 3.1 III 

Poor performance 21 24 18 57 30 2.7 IV 

Job dissatisfaction 1 38 39 21 51 2.4 V 

Source: Primary data 

 

From the table it can be concluded that lack of sleep has been ranked first as the effect caused 

by stress with a simple average of 3.5 by the respondents and job dissatisfaction has been 

ranked least by the respondents with a simple average of 2.4. 
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TABLE 6 

MOST PREFERRED METHOD FOR MANAGING STRESS 

METHODS I II III IV V Mean Rank 

Spending time with family 85 20 22 23 0 4.1 I 

Yoga and exercise 32 62 32 13 11 3.6 II 

Reading books 6 61 34 9 40 2.9 III 

Time management 10 4 32 72 32 2.3 IV 

Watching movies/Serials 17 3 30 33 67 2.1 V 

Source: Primary data 

 

From the table it can be concluded that spending time with the family has been ranked first as 

the method for managing stress with a simple average of 4.1 by the respondents and watching 

movies/serials has been ranked least by the respondents with a simple average of 2.1. 

 

FINDINGS 

 Most of the respondents believed that they face stress often and sometimes. 

 Works other than teaching and travelling time are the main causes of stress. 

 The main effects caused by stress lack of stress and tension and depression. 

 The most preferred methods for managing stress by the respondents are spending time 

with family and yoga and exercise. 

 

SUGGESTIONS 

 Work should be properly allocated to employees; it would reduce the stress arising 

from work overload.  

 Organisations must give stress control workshops and seminars to reduce level of 

stress among employees.  

 Extra research should be done. First, other areas badly affected by stress should be 

studied to know whether stress affects other aspects of an individual‘s life. Also other 

factors should be considered to understand what are the personal and work related 

causes and symptoms of stress for an individual. 

 Organisation should improve employee‘s way of doing work. 

 Employers should identify the problems as early as possible and should take 

preventive measures in order to prevent them from becoming serious. 
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 A proper communication system should be present in the organization, which would 

reduce the stress causes due to ineffective communication. 

 There should be positive environment so that work can be done in smooth way. 

 

CONCLUSION 

Stress is inevitable and unavoidable in the service sector. Work stress is a real test for college 

teachers and their employing institutions. A majority of the employees face severe stress- 

related diseases and a lot of psychological problems. Since stress in education sector is 

mostly due to excess of work pressure and travelling time the organization should support 

and encourage taking up roles that help them to manage their work. The productivity and job 

satisfaction of the employees are the most important factor as far as the success of an 

enterprise is concerned. Therefore, stress cannot be considered just as an individual issue. 

Stress has a direct effect on the institution as a whole. In order to manage stress within the 

organization, it is recommended that the organization should concentrate in encouraging 

employee development and focus on providing training programs for employees. The more 

informed the employee is, the less stress and the more productive the employee will become. 

Hence, the management must take several initiatives in helping their employees to overcome 

the negative effects of stress. 

 

REFERENCE 

[1]. Abirami, V. (2012). Levels of stress among college teachers with reference to Coimbatore 

district. Researchers World, 3(2), 93-104. 

[2]. Kumar, D., & Deo, J. M. (2011). Stress and work life of college teachers. Journal of the 

Indian Academy of applied psychology, 37(1), 78-85. 

[3]. Walia, P., & Tulsi, P. K. (2014). Emotional intelligence and occupational stress of college 

teachers. Journal of Organisation and Human Behaviour, 3(1). 

[4]. Tahir, A. Q. (2011). Effectiveness of teaching stress on academic performance of college 

teachers in Pakistan. International Journal of Humanities and Social Science, 1(3), 123-129. 

[5]. Sindhu, K. P. (2014). A study on stressors among college teachers. journal of Business 

and management, 16(7), 37-4. 

[6]. Lehal, R., & Singh, S. (2008). Organizational Role Stress among College Teachers of 

Patiala District: AC omparative Study of Government and Private Colleges. Management of 

Service Sector, 234. 

152



 

[7]. Pandey, R., & Tripathi, S. (2001). Occupational stress and burnout in engineering college 

teachers. Journal of the Indian Academy of Applied Psychology, 27(1-2), 67-73. 

[8]. Aslam, H. D. (2013). Exploring stress factors among college teachers of 

Pakistan. International Journal of Learning and development, 3(4). 

[9]. Vijayadurai, J., & Venkatesh, S. (2012). A study on stress management among women 

college teachers in Tamil Nadu, India. Pacific Business Review International, 5(2), 50-61. 

[10]. Ugwoke, S. C., Eseadi, C., Igbokwe, C. C., Chiaha, G. T., Nwaubani, O. O., Orji, C. T., 

... & Abugu, L. I. (2017). Effects of a rational-emotive health education intervention on stress 

management and irrational beliefs among technical college teachers in Southeast 

Nigeria. Medicine, 96(31). 

[11]. Nema, G., Nagar, D., & Mandhanya, Y. (2010). A study on the causes of work related 

stress among the college teachers. Pacific Business Review International, 3(2), 1-7. 

[12].  Rajarajeswari, S. (2010). ROLE STRESS AMONG THE AIDED AND SELF 

FINANCING COLLEGE TEACHERS: A DISCRIMINANT ANALYSIS. Global 

Management Review, 4(4). 

[13]. Upadhayay, B. K., & Singh, B. (2001). Occupational stress among college and school 

teachers. Psycho-lingua, 31(1), 49-52. 

[14]. Albertson, L. M., & Kagan, D. M. (1988). Dispositional Stress, Family Environment, 

and Class Climate among College Teachers. Journal of Research and Development in 

Education, 21(2), 54-61. 

[15]. Capel, S. A. (1992). Stress and burnout in teachers. European Journal of Teacher 

Education, 15(3), 197-211. 

 

153



 

A STUDY OF CONSUMERS BUYING BEHAVIOUR TOWARDS LIFE INSURANCE 

POLICIES 
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ABSTRACT 

Insurance is a means of shelter from financial loss. It is a form of risk management primarily 

used to hedge against the risk of a contingent event or loss. Human life is a most crucial asset 

and life insurance is the most important type of insurance which gives financial protection to 

a person and his family at the time of uncertain event. Life insurance provides both safety 

and protection to people or to their family members and also encourages savings among 

individual. The present study was selected with an objective to identify those factors which 

influence customer’s policy buying decision and also to compare the differences in consumer 

perception of male and female consumers. The data for the study has been collected from 

both primary and secondary sources. The study area is limited to Thrissur Corporation, 

Kerala and the sample size of 250 respondents. The study tries to evaluate the type of policy 

preferred by the respondent, which insurance company they prefer, feature of Insurance 

policy that attracted their purchase, benefit for which they have purchased, satisfaction level 

on the life insurance policy purchased, hindrances encountered in decision making while 

buying a life insurance policy.  

Key words – consumer behaviour, Life insurance,  Factors considered 

 

INTRODUCTION 

 

Risk is an inevitable element in everyone's life. No elements in the world like animals, plants, 

mountains and oceans need any security, like man does. Man is always bewaring of 

uncertainty, fears and death. Humans are always afraid of risk & losses in life. He is ever in 

search of security & certainty. One of the ways to minimize the loss from such a risk is 

insurance. Insurance as security is the important requirement of all human beings.  
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In India, insurance can be divided into two categories. One is life insurance and the other one 

is general insurance. As the name suggests life insurance is insurance on your life.  One 

purchases life insurance to make sure that the dependents are financially secured in the event 

of one's untimely demise. Under life insurance, the policyholder‘s family is financially 

compensated in case the policyholder expires during the term of the policy or the amount will 

be given to the insured (policy holder) at the maturity. On the other hand, general insurance 

covers the loss of economic worth of assets as well as financial losses caused by specific 

events.  

According to Engel, Blackwell, and Mansard, ‗consumer behaviour is the actions and 

decision processes of people who purchase goods and services for personal consumption‘. 

Today customers purchase insurance service on the basis of several criteria. So this study is 

focused on the consumer buying behaviour while availing an insurance product. 

 

STATEMENT OF THE PROBLEM 

 

Management of insurance firms is a difficult task. In this business, there are numerous issues. 

One of the most significant conflicts is competing with a competitor. In order to improve 

corporate operations, the corporation must understand customer purchasing habits when it 

comes to life insurance coverage. The growth and failure of a firm is determined by the 

purchasing habits of its customers. As a result, the company must understand the elements 

that impact a client's purchasing behavior, such as safety, need, and financial security, as well 

as how a customer selects a policy and their future expectations regarding a life insurance 

company's future policy plan. This research aids the company in determining the elements 

that impact customers and how they are influenced. 

 

OBJECTIVES OF THE STUDY 

 

 

1. To analyse the factors affecting consumer buying behaviour while purchasing life 

insurance policies 

2. To understand the gender wise buying behaviour differentiation on policy selection 
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SIGNIFICANCE OF THE STUDY    

 

The way people invest varies from one person to the next. There is a significant difference 

and influence of elements that also determine buying behaviour, particularly when it comes to 

insurance. Even the majority of those who make a living are in this situation. They are 

unaware of the proper insurance arrangements for themselves. As we all know, our family's 

financial security is really important. Necessary, but even so, many consumers are terrified of 

life insurance agents and avoid acquiring policies.  

 

RESEARCH METHODOLOGY 

 

The research design is descriptive and analytical in nature. The data were collected from 

primary as well as secondary sources. The primary data were collected by administering 

questionnaires. Secondary data were collected from websites, Journals and magazines etc. 

The sample of the study was selected from Thrissur Corporation via convenience sampling. 

The researcher opted for 250 samples. 

 

LITERATURE REVIEW 

 

Sindhuja R and Dr.M.P. Kumaran (2021), A STUDY ON CUSTOMER BUYING 

BEHAVIOUR IN LIFE INSURANCE COMPANY WITH SPECIAL REFERENCE TO 

COIMBATORE CITY, states that Some people buy insurance just to save money on their 

taxes. As a result, a concerted effort is made to investigate by performing a descriptive study 

to learn about consumers' life insurance purchasing habits 

 

Guru.P, Umamaheswari.D, (2019) Consumer Buying Behavior towards Life Insurance 

Policies in Thanjavur City , found that Major aspects such as service quality, ease of 

procedures, and corporate loyalty have a substantial impact on the purchasing behavior of life 

insurance plans by consumers. This also demonstrates that all of these variables have a major 

impact on purchasing behavior. In order to improve the consumer's buying behavior on life 

insurance products, life insurance companies must concentrate on these factors. 
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Manohar Giri(2018) ,A Behavioral Study of Life Insurance Purchase Decisions states that the 

most important predictors of whether a household will get insurance or terminate coverage 

were characteristics related to the household's financial situation (socioeconomic status, 

poverty indicator, and changes in reported income). We discovered that family size, gender, 

and the household head's education all had an impact on the likelihood of obtaining or ending 

insurance. Households with bank accounts or bank loans were more likely to be insured in 

terms of financial inclusion. Insurance expenditure models generated comparable results. 

 

RESULTS AND DISCUSSION 

Table No: 1            Demographic profile of the respondents 

 

 

CHARACTERISTICS 

 

CATEGORIES 

NUMBER OF 

RESPONSES 
PERCENTAGE 

 

Gender 

 

Male 135 54 

Female 115 46 

 

 

Age Group 

 

 

Below 30 45 18 

30-40 98 39 

Above 40 107 43 

 
Plus two 88 35 
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Educational 

Qualification 

 

 

UG 116 46 

PG 46 19 

(Source: Primary data) 

Interpretation: from the above table it is clear that majority of the respondents was male and 

is belongs to the age group of above 40. Most of the respondents have under graduation. 

TABLE NO. 2: SATISFACTION LEVEL OF THE RESPONDENTS ON THE BASIS 

OF GENDER 

Testing of hypothesis 

1.   One sample ‗t‘ test 

  H0: There is no significant difference in satisfaction level between male and female 

while purchasing life insurance policies 

Satisfaction 

Level 

No of male 

respondents 

No of female 

respondents 

Test 

statistics 

P value  

@ 5% 

Accept/ 

Reject 

Highly 

satisfied 
68 28 

 

 

 

 

0.30824 

 

 

 

 

.382886 

 

 

 

 

ACCEPT 

Satisfied 36 44 

Neutral 8 15 
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Dissatisfied 12 20 

Highly 

dissatisfied 
11 8 

Total 135 115 

Interpretation; since the P value is higher than .05, the null hypothesis is accepted. That 

means there is no significant difference between the satisfaction level among male and 

female respondents. 

TABLE NO .3  

FACTORS AFFECTING LIFE INSURANCE POLICY PURCHASE DECISION 

 

FACTORS RESPONSE RANK 

Money back guarantee 

 
118 II 

Easy access to agent 

 
88 V 

Low premium 

 
66 VI 

Risk coverage 

 
205 I 

Tax benefit 106 IV 

Service of insurance company 112 III 
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Interpretation:  Most of the respondents purchases life insurance business in order to cover 

risk and consider it as an assurance plan. Easy access to agent, low premium, tax benefit and 

service of the company also affect their buying behaviour. 

 

 

FINDINGS  

1. 54% of the respondents are male 

2. 43% are belongs to the age group of above 40% 

3. 46% of the respondents have the education of UG 

4. There is no significant difference about the satisfaction criteria in between male and 

female respondents  

5. 68% of the male respondents are highly satisfied in life insurance polices 

6. 44% of female respondents are satisfied in the performance of life policies they 

purchased.  

7. Risk coverage is the main factor considered by the respondents while purchasing life 

insurance policies. 

 

SUGGESTIONS 

 

1. Insurance companies should meet customer‘s claims on time 

2. Government should adopt more attractive tax policies to promote insurance sector 

3. IRDA should take care about the code of conduct for intermediaries in the life 

insurance companies 

4. More awareness programme should be provided regarding the policies 

CONCLUSION 

The purpose of this research is to look into the purchase habits of customers at a life 

insurance company. It produced some intriguing results. Trends can be found in the analysis 

above. The majority of respondents are willing to put money into government-run insurance 

business (LIC). As a result, private insurance companies must concentrate on promotional 

activities in order to boost their company's reputation customer. Customers are looking for 

more innovative insurance with a high rate of return and additional policy perks. Company 
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that provides life insurance Customers want digitalized services, so you should deliver them. 

Customers are pleased with the service of life insurance company's policies Some customers 

still regard life insurance as only a means of conserving money. The insurance firm has to 

make a tactic decision while offering services to public. 
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Abstract 
 
Self Help Group was framed by Kerala for eradicating poverty in Kerala state through 

women empowerment. This study aims to find out the challenges faced by the members of 

SHG and to measure the impact of awareness and training programmes on women 

empowerment in Kerala state. Questionnaire and interview methods were used for collecting 

data from respondents. Different types of empowerment such as economic empowerment, 

social empowerment, political empowerment, family empowerment and personal 

empowerment are studied here. The results of the study show that awareness and training 

programs makes a positive impact on women empowerment. Social security related 

Challenges, personal challenges, entrepreneurial challenges and Market awareness and 

Training challenges were found to be the major constraints faced by SHG members. 

Keywords 
 
Self Help Group (SHG), Women Empowerment, Challenging factors, Training and 

Awareness 

 

Introduction 
 
SHG is one of the important means for the empowerment of women in Kerala. SHGs are the 

poverty eradication mission of Kerala state. In Kerala, Kudumbasree is known as SHG. This 

was framed by the Kerala state for eradicating poverty in Kerala through women 

empowerment. Kerala state gives more importance to women because they are most affected 

by poverty. SHG means "prosperity of the family" in local Malayalam language. Kerala 

government recommended the setting up of a State Poverty Eradication Mission (SPEM) in 

1997 for completely eradicating poverty from Kerala within next 10 years. This state 
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government launched this mission in 1998 and started its operation in 1999 under a new name 

- SHG mission. It works through a three tired community network of women. The first tier of 

SHG is neighbourhood groups consisting of 10 to 20 women. The second tier is Area 

Development Societies consisting of two or more neighbourhood groups. All Area 

Development Societies in an area are affiliated to the local self-government level, which is 

known as Community Development Society. 

 

The term empowerment means giving power. It refers to increasing the spiritual, political, 

social or Economic Strength of individuals and communities. Empowerment is the process of 

empowering women. It is also called female empowerment. There are mainly five dimensions 

of women empowerment: 

Political empowerment means political involvement of women in the decision making 

process of government. Economic empowerment includes things to do with job, money, needs 

and wants. Social empowerment strengthens women's social relations and their position in 

social structures. Family empowerment refers to improvement in family related matters, 

education of children, expenses of family, medical care to family members etc. Through 

personal empowerment women get more strength, increase their self-confidence, 

communication and Managerial skills. 

A study of Thiruvananthapuram municipal corporation areas in Kerala state, India reveals the 

role of SHG and its impact on women empowerment in Thiruvananthapuram, Kerala. SHG is 

a practical model for strengthening based poverty alleviation programme. It concludes that 

SHG leads to a sustainable social, economic development of women and a direct impact on 

their living status, educational, nutritional and health needs of their children 

positively(Jose,2015). The economic development is the base for all other developments and 

SHG units drastically changed economic independence of the women thus it changed their 

living status. The various programmes introduced by the government and the Panchayaths 

could positively raise women from BPL(Below Poverty Line) (Kalyani & P.C, 2012). 

Hundred SHG members from Devikulam block, Kerala were shown that the SHG could bring 

about radical changes in the lives of poor sections in the society. Empowerment of women 

through SHG will also have some long term socio-economic benefits in future (Selvi. C & 

Pushpa, 2020). 

The women empowerment is the best way to eradicate poverty from Kerala. Women 
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empowerment is the way to provide light to children, family and society. The voiceless and 

powerless rural women can become more powerful with the help of SHG and earn their 

livelihood. SHG became the lifeline to many poor women in Kerala. Consequently women 

could become active participants in the planning and implementation of various poverty 

alleviation programmes in Kerala. SHG provides support to women in any matter. Now a days 

women can achieve their goals through SHG (Nidheesh, 2009). The role and contribution of 

women in the economic are one of the significant indicators of a well-being society (Kumar 

& C.J, 2016). SHG, the poverty eradication mission is a strategic tool for poverty eradication 

and women empowerment in Kerala. It is possible through various multiple schemes of 

government. Women could identify their strength as a result of joining SHG.  

The Government of Kerala could bring some changes in the state through poverty alleviation 

and also could bring social economic changes in the under developed societies by means of 

financial inclusion (Pragabhal Das K V, 2017). The participation in SHG has made some 

significant changes on their empowerment both in social and economic aspects. It concludes 

that the economic activities of are quite successful in Mettupalayam Taluk. The 

Empowerment of women through SHG made some benefit not only to individual women, but 

also for the family and Society have linkage with NGO and banks so that they can easily get 

finance for the operations of which lead to the economic empowerment of women 

(S.Thangamani & S.Muthuselvi, 2013). 

The different levels of empowerment Such as personal, social, economic and financial 

empowerment and the extent of participation by rural women has not yet run its full course in 

attaining the SHG objective. The SHG members face a lot of challenges in SHG. They 

include Limited managerial ability, lack of risk taking capacity, absence of proper training, 

lack of money, family responsibilities, legal formalities etc. (Minimol M. C, G., 2012). The 

Government of Kerala could achieve social economic development of women through SHG. 

Poverty eradication is possible through it. Women could identify their strength after joining 

SHG. Some women started their own business after getting empowerment through different 

training programs organised by government. There are certain problems like high interest 

rates especially in housing programmes by micro Enterprises, the cross borrowing practices, 

misuse of funds etc. These darkened the shining image of the SHG mission (Shihabudheen N, 

2013). 

The main objective of this study is to find out the challenging factors faced by the SHG 

members and to measure the impact of awareness and training programmes on women 
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empowerment. The women empowerment is measured through different types of 

empowerment such as social empowerment, political empowerment, personal empowerment, 

family empowerment and economic empowerment. 

Methods 
 
The population of the study includes the SHG members of Kerala state in India. 

Questionnaire and interview schedule were used for collecting primary data from the 

respondents. The secondary data were collected from internet and various journals. Samples 

of 300 members were selected for the study through convenient sampling method. 

Questionnaire (Lakshmisha, 2017) has been used to measure the level of empowerment. The 

collected data were statistically analysed with Linear Regression and Factor Analysis with the 

help of SPSS version 23. 
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Results 
 

Table 1: Demographic variable of the respondents 

 

 

 
VARIABLE PROFILE FREQUENCY PERCENTAGE 

 

 

 

Age 

Below 25 years 16 5.4 

25 to 35 years 86 28.6 

36 to 45 years 90 30.0 

Above 45 years 108 36.0 

Total 300 100.0 

 

 

 

 

 

Marital Status 

Unmarried 38 12.7 

Married 220 73.3 

Widowed 32 10.7 

Separated 6 2.0 

Prefer not to say 4 1.3 

Total 300 100.0 

 

 

 

Educational 

Qualification 

Primary 24 8.0 

High school 72 24.0 

SSLC and below 56 18.7 

Plus two and higher 148 49.3 

Total 300 100.0 

 

 

Area 

Rural 222 74.0 

Urban 54 18.0 

Semi urban 24 8.0 

Total 300 100.0 

Source: Primary Data 
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Interpretation 
 
In this study data were collected from SHG members by using demographic variables. 

Regarding age of the respondents a higher proportion of SHG members fall under the age 

category of above 45 years which accounted to 36% of the population, followed by the age 

category of 36 to 45, which was 30 % of the population. SHG members under the age 

category of 25 to 35 constituted 28.6% and below 25 years was the lowest constituting 5.4 % 

of the population. The other demographic variable was marital status of SHG members. The 

married category constituted higher proportion of members of 73.3 % and the unmarried 

constituted 12.7 % of the population. 10.7% of the respondents fall under the age category of 

widowed and 2% under the age category of separated. 1.3 % of the SHG members do not 

prefer to say their marital status. Educational qualification is another demographic variable. 

SHG members constituting higher proportion which was 49.3 % fall under the category of 

plus two and higher. This was followed by 24 % of High school and 18.7 % of the 

respondents fall under the category of SSLC and below SSLC.  Only 8 

% of the population represents primary education. Another important demographic variable is 

area and it was subdivided into three categories Rural, Urban and semi urban. The highest 

proportion of respondents fall under the category of rural which was 74 % of the respondents, 

followed by 18 

% of the respondents fall under the category of urban. Only 8 % of the population constituted 

the category of semi urban. 

Regression Analysis 

 
Table 2: Regression analysis 

 

R R Square Adjusted R 

Square 

F p-value 

.502 .252 .247 49.746 .000*** 

Predictor: Training and awareness programmes Dependent 

variable:  

Empowerment 
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Interpretation 
 
Linear regression analysis has been used to find out the impact of training and awareness 

programmes conducted by SHG on women empowerment. It is inferred that there is a positive 

correlation between training and awareness on women empowerment and 24.7% percentage of 

variance in empowerment is explained by training and awareness programmes of SHG. The 

p-value is highly significant at 5% level of significance and it is concluded that there is an 

impact of training and awareness programmes on the women empowerment. 

 

Factor Analysis 
 

Table 3: KMO and Bartlett's Test for the challenges faced by SHG members 

 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy .834 

 

Bartlett's Test of Sphericity Approx. Chi-Square 1290.541 

 Df 120 

 Sig. .000 

 
 

Inference 
 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy shows a value of .834 which is more 

than the threshold value of 0.6. Since, sample is found to be adequate for conducting factor 

analysis. Bartlett's Test of Sphericity is significant and it conforms that there is multi 

collinearity between the statements. Hence, the factor analysis has been performed. 

Table 4: Factor loading of the challenges faced by SHG members 

 
Factor Variables Factors 

loading 

Variance 

 

 I feels lack of security in SHG .667  
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Social security 

related 

Challenges 

I believe that legal formalities are very 

complex 
.672 

 

 

 

29.457 I know that there is a negative social 

attitude about women 
.688 

I am suffering from the burden of shortage 

of finance 
.612 

 

 

Personal 

challenges 

I am suffering from the burden of family 

responsibilities 
.641 

 

 

18.470 

I don't have money during emergency .801 

I have low risk taking ability .812 

 

 

 

Entrepreneurial 

Challenges 

I have no idea about entrepreneurship .887  

 

15.447 

I have only limited managerial ability .854 

There is lack of entrepreneurial training .832 

I don't have entrepreneurial attitude .844 

 

Market 

awareness and 

Training related 

challenges 

I feel absence of proper training .779  

 

11.142 

I believe that there is stiff competition in 

the market 
.762 

I feel that cost of production is very high 
.759 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

 
Inference: 
 
To analyse the data, SPSS version 23 software was used. Initially, to extract the distinct 

challenging factors, an Explanatory Factor Analysis (EFA) was performed using principal 

component method and varimax rotation. As a result of the EFA, 4 statements has shown 

cross loading of factors and the values were less than 0.4. Hence, these were eliminated from 

the analysis. 4 distinct factors were extracted, the first factor is named as social security 

related challenges, second named as personal challenges, third named as Entrepreneurial 
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Challenges and the final factor named as Market awareness and Training related challenges. 

All the variables together explains 74.5 % of variances. For all statements communalities 

show an extraction value above .5, it is in the range of 0.580 - 0.831. 

Reliability Test 
 

Table 5: Reliability of the Factors 

 
Factor No. of items Cronbach's Alpha 

Social security related 

Challenges 

 

4 

 

.737 

Personal challenges 3 .710 

Entrepreneurial Challenges 4 .749 

Market awareness and Training 

related challenges 

3 .640 

(Source: Primary Data 

 

Interpretation 
 
Four factors were extracted from the factor analysis. First factor Social security related 

Challenges consist of 4 items and the Cronbach's Alpha value is .737. The second factor 

Personal challenges consist of 3 items and the Cronbach's Alpha value is .710. The third factor 

Entrepreneurial Challenges consist of 3 items and the Cronbach's Alpha value is .749. The 

forth factor Market awareness and Training related challenges consist of 3 items and the 

Cronbach's Alpha value is .640. All the values of the Cronbach's Alpha are more than 0.6. 

Hence, the internal consistency of the data are confirmed. 

Conclusion 
 
On the basis of analysis of data and discussion of their results it is concluded that, regarding 

age of the respondents a higher proportion of SHG members fall under the age category of 

above 45 years which accounted to 36% of the population. The married category constituted 

higher proportion of members of 73.3% of the population. SHG members constituting higher 

proportion which was 49.3 
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% fall under the category of plus two and higher. The highest proportion of respondents fall 

under the category of rural area which was 74 % of the respondents. The women empowerment 

is measured through different types of empowerment such as social empowerment, political 

empowerment, personal empowerment, family empowerment and economic empowerment. 

The results of the study show that awareness and training programs makes a positive impact 

on women empowerment. The SHGs are dealing with different challenges. It is clear that 

Social security related Challenges, Personal challenges, Entrepreneurial Challenges and 

Market awareness and Training related challenges are the main challenges faced by SHG 

members. These factors were found to be the major constraints faced by SHG members. 

Implications of the study 
 
The research has created several implications based on the study. The SHG facilitate women 

empowerment through various activities, the training and awareness programmes are also 

making significant impact. It is clear that SHG members face a lot of challenges and this 

study gives a clear idea about the major challenges. Social security related Challenges, 

Personal challenges, Entrepreneurial Challenges and Market awareness and Training related 

challenges are the main challenges faced by SHG members. The government should have to 

formulate different schemes and policies to overcome these challenges. 

Scope for further study 
 
Further research can be conducted on the functioning of SHGs on its three-tier areas. The 

effectiveness of SHG on rural development and rural financing etc. 

Limitations of the study 
 
The sample size was limited to 300 and convenience sampling method was used to collect 

data from respondents. Study is limited to Kannur and Kasaragod district of Kerala. The 

effectiveness of training and awareness programmes is analysed on the overall women 

empowerment. 
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