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AWARENESS OF CITIZENS OF PUNE ABOUT ONLINE PHARMACIES

Mrs. Manasi Joshi
Assistant Professor, Prin. N. G. Naralkar Institute of Career Development & Research, Pune

Dr. Shreekala Bacchav
Associate Professor, Dr. D. Y. Patil School of Management, Lohegaon

Dr. Sarang A. Dani
Assistant Professor,Prin. N. G. Naralkar Institute of Career Development & Research, Pune

ABSTRACT:

This paper summarises the awareness of citizens of Pune about the online pharmacies. The authors have
conducted primary research through the structured questionnaire and collected the data from 40+
respondents. The factors considered to gather the data were demographic factors, awareness about online
pharmacy apps, preferences towards online pharmacy apps, information seeking behavior, preferences
towards types of treatments, self medication tendancy etc. Based on the research, it was conluded that
majority of the rspondents were millenials and there is a need to create awareness and trust regarding
online pharmacy apps in the consumer's mind. With The Internet being the major source of information,
these aggregators need to focus on digital marketing. Awareness related to value added services needs to
be created, people do not use online pharmacy apps for value added services. There is a need to create
awareness regarding online information about medicines available and how to use it positively.
Awareness related compliances required for online pharmacy apps may help create trust in people’s
mind. Majority of the respondents agreed upon perceived benefits of the app.

Keywords: Online Shopping, Pharmacy, Citizens, Awareness

1. INTRODUCTION

India is considered as a fastest growing economy in the world, globally ranking sixth largest economy
with respect to nominal Gross Domestic Product and ranking third with respect to Purchasing Power
Parity. Indian economy is growing at more than 5% since it adopted LPG. The Indian economy is known
to be a consumption driven economy that protects the Indian economy from any impact from the global
economy. The growth of Indian economy is directly related to sustained consumer demand for the goods
and services. In this digital era, increasing internet penetration and easy access to digital devices, e-
commerce has become the buzzword in the retail industry. Easy access, customer friendly experience,
convenience, availability of huge variety at low prices are the driving factors for increasing online
shopping popularity. When the World is going online in every aspect, pharmacies are no exception and
Pandemic has given a boost to these online pharmacies.

Total health expenditure in India comprises 3.5% of GDP whereas the global average is 6.5%. Till date
the Indian retail pharmaceutical sector is mostly unorganized. Penetration of organized retail in pharmacy
and emergence of online pharmacies is leading to increasing awareness, health services are becoming
affordable and acceptable. All this is leading to increasing-expenditure on healthcare, claiming fast

sigs, diagnostic services, surgicals,

India’s pharmaceutical market was valued at 1,5 ‘ fon in 484 2020. It has grown at a CAGR of
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around 10% in the last five years, and is expected to continue growing at a similar rate. The domestic

pharmaceutical market is characterised by a low per capita expe nditure on health, high share of private
out of pocket expenses (which includes purchases from pharmacies), and lower penetration across rural
areas which has led to a high opportunity of growth given the limited penetration of health services in
rural and urban areas.

Type of Drugs Sold

OTC Drugs (Account
Prescription Drugs

i or 18% of total market
1
1

share)

Generic Medicines
(Account for 75% of
total market share)

Branded Patented
Drugs (Account for 7%
of total market share)

Branded Generics
(Known by Proprietory|
names)

Ordinary Generics
(Known by Chemical
Names)

Fig. 1: Segmentation bases for Indian Pharmaceutical Market
COVIDI19 pandemic has made realization about personal hyeigine and preventive healthcare in the
population hence increase in demand for preventive healthcare products like multivitamins and ayurvedic
supplements etc. to enhance the immunity power and also personal hygiene products. Online pharmacies
ensure quick search, selection of medicines from the variety of options, order of medicines and
subsequently safe and timely delivery that drastically optimizes the convenience and better customer
experience and saves time and efforts. These online pharmacies deal with medicines from alternative
ways of treatment like Allopathic, Ayurvedic, Unani, Homeopathy, Siddha and Naturopathy. Also it
provides value added services like wellness products, lab tests, beauty tips and products, doctor
consultation, etc. In the Indian context with the emergence of 4G/5G enabled telecommunication
services, availability of smartphone devices, nuclear family and trends such as DINK, stressful work
environment leading to chronic diseases, habits of user for online ordering etc. calls for the prospective
future of online pharmacy industry. As the World goping online in every aspect, Online pharmaceutical
industry is no exception, and it is expected to grow at compound annual growth rate (CAGR) of forty
four percent. There are approximately 150 online pharmacies currently operating in India serving the
needs of 140 crore Indians, which maybe stressful for these pharmaceutical aggregators. The potential
for online pharmacies and benefits that consumers incur from them, there are some disadvantages as
well, like risk of fake medicines, self-medication, risk of disclosing personal and financial information,
etc. in this context it is very important to know what Indian consumers think of these online pharmacies,
how they perceive it and how they accept it.
2. THEORETICAL BACKGROUND

At the beginning of the literature review researcher cag;;c;)' dibdzghaetric analysis using VosViewer to get

Iq

the insights about the topic under study using Map b
of analysis-Bibliometric Coupling. It was found th ¢ 1i
after Covid-19 pandemic. Further researcher expl

b
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through available resources through secondary research.
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After the demonetization a substantial part of customers also switched to ordering the medicines through
online pharmacy apps. Online pharmacies witnessed a sales spurt in the tune of 15-20% due to
customers’ preponing of their medicine purchase and created the stocks. According to pharmaceutical
research firm AIOCD AWACS the sale of retail pharmacies was not affected due to demonetization. The
survey of more than 350 leading stockists pan India which represents approx. 2% of the organised
pharmaceutical market sales. The inventory levels maintained at the retail store is generally two-three
days and any reduction in retail (sales) has an instantaneous impact on stockist sales that is secondary
trade. Note: AIOCD Ltd. is a corporate pharma retail chain set up by 5.5 Lac members of AIOCD

Online retail pharmacy where customers could place orders for medicines and other fast-moving health
goods online. To reap the advantages of technology in India.
Based on Report published by Frost the Challenges for Retail Pharmacy

1. Low Industry Margin: There are approximately 8 Lakhs retail stores spread across the country.

reduces their profit margins. \
2. Poor Inventory Management: Inventory whi¢li need¥ i i storage may not be maintained
properly, shelf life for few medicines is less &js
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3. Drug Abuse: Retail pharmacies indulge in the practices of Medicine sales without prescriptions

which could be more dangerous for life threatening diseases
4. Fierce Competition: As per porters five forces analysis threat of entrant in offline retail medical
store is very high hence, retailers have very low margins, increased competition.
5. Counterfeit Medicines: substandard material mostly non patented drugs and fake medicines
selling is a big concern.
6. Documentations: Selling the medicine without bill creates a lot tax complication and government
is
As per the Frost & Sullivan there are two ways to improve the retail pharma industry first is
computerization of pharmacies, recording of transactions, and restricting cash transactions could
transform the industry. Another way to improve the pharma industry is technology adoption which will
increase the productivity and provide value-added services to consumers
According to Frost & Sullivan, Online pharmacy market in India is estimated to be approximately Rs.
3,500 Crores in the year 2018 and is expected to grow at a CAGR of 63% to reach Rs. 25,000 Crores by
2022. Currently, Europe and North America have the largest share of e-pharmacy markets globally. It is
expected that the e-Pharmacies will contribute to 15% to 20% of the total pharmaceutical sales in India
over next 10 years. The reasons behind for this is enhancing adherence and access to medicines for a
majority of the population. (Report of Frost & Sullivan). Indian Online pharmacies are still emerging and
are currently instable with respect to regulations and consumer awareness and acceptance. There is a
huge gap in needs of consumers and services available with respect to healthcare and hence there is a lot
of scope and opportunity for growth of online pharmacies. The Indian Healthcare industry is still lagging
behind pertaining to availability and quality of services available. Online pharmacies have great
opportunity to bridge this gap leading to growth of Indian Healthcare Sector.
The major challenges that these online pharmacies face are the low literacy rates and the highly
heterogeneous socio-economic structure of the nation. But surprisingly the majority of the population is
willing to try purchasing medicine and healthcare products online owing to tremendous scope for growth.

There are need gaps in Indian Pharmaceutical Industry like access and affordability, also there are
increasing incidence of chronic illnesses leading to growing oppeortunities for online pharmaceutical
industry and it has capability to effectively address these need gaps.

After well establishing in the urban area, online pharmacies can easily penetrate into the rural and remote
parts of the country where reach is currently at its worst. Online pharmacies have potential to improve
the overall availability of healthcare services across the country. This tremendous growth potential of
online pharmacies in India supported by increasing awareness, demand and penetration is supported by
growing investor interest in this area.

The study was conducted in Jaipur City of Rajasthan in August and September 2019, wherein majority
of the respondents were youngsters (age 18 to 25 years) and they preferred buying medicines online as
well as offline. Preference for buying medicines for acute or chronic illness was almost the same.
Majority of the respondents bought medicines once a month. The awareness level about existing online
pharmacy apps was not great. More than half of the respondents were aware about the other facilities
provided by these platforms. Majority of the respondents agreed upon the benefits of online pharmacies

like time saving, convenience, home-delivery, better prices and 24 hour availability. Covid 19 had caused
a shlft in consumer behav1our ’rg Q8he {0y, are adapting to the use of digital health platforms—from
acies. Indeed, digital healthcare is going to be viable and
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The strengths, opportunities, threats and weaknesses of online pharmacies can be given as:

Strengths Weaknesses
1. Increasing internet use 1. Problem of fake drugs,
2. Easy payment methods 2. Non trained pharmacists,
3. Reduced mobile data tariff 3. Drug sale without prescriptions,
4. Improper storage of goods
Opportunities Threats
1. High rise in pharmaceutical market, 1. Consumer Preference towards traditional
2. Sale of Medicines along with additional pharmacies
services like lab consultation, equipment | 2. Poor reach to all parts
& gadget sale, etc; 3. No expiry date check
3. Increase in lifestyle diseases like diabetes, |4. No proper grievance handling system
cardiovascular diseases

Table No. 1- SWOT analysis of online pharmacy
Growth drivers for the Online Pharma Segment of India are: unorganised nature of traditional pharma
retail, Government Support, Value and convenience offered, tremendous potential Untapped in Tier Il &
II1 cities.
Challenges for the sector are:
Cyber threats and security of the data, Need for constant technology upgradation, need for strong legal
and regulatory framework.
Opportunities for E-Pharmacies in India: Scope for Internet penetration, increasing investments and
consolidation activities, increase in medical spending. E-pharmacies are disrupting Indian
pharmaceutical retail by ensuring safer drugs, improving access, making drugs affordable, and ensuring
drug availability. E-pharmacy growth drivers are: increasing internet penetration, increasing e-commerce
adoption, push to organised channels, changing disease profile.
Online pharmacy apps will strengthen the digital healthcare infrastructure and will contribute to
Government's objective of ensuring efficient and affordable health services to all. E-pharmacies are
incorporating services such as doctor consultations and diagnostics, heading towards becoming a one-
stop-shop for healthcare needs.

3. METHODOLOGY

The primary data for this descriptive research was collected through the survey. A structured
questionnaire was prepared and was circulated among the population with the help of Google form. It
was also circulated on Social media platforms and responses were collected. Non Probability Sampling-
Snowballing method was used. Secondary data was collected through research papers, magazines,
journals, and online search.
This research was undertaken with following objectives:

1. To know the demographic profiling of online pharmacy users

2. To understand preferences towards online pharmacies towards citizens of Pune city
3. To understand consumer awareness towards online pharmac1e°1; 200! 0f 2
4 .
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e Design

Descriptive research method is used when researcher is trying to determine the characteristics of a
population or particular event or phenomenon. Using descriptive research one can identify what is
happening instead of why it is happened establishing patterns in the characteristics of a group. In
descriptive research design one can use both qualitative research as well as quantitative data to collect
the data to make precise descriptions about a particular problem or situation.

Descriptive research designs help researchers identify common characteristics of particular phenomenon,
target market or particular population. These characteristics in the population sample can be identified,
observed and measured to guide decisions.

o  Sampling and Data collection

Universe: Total number of Smart City Pune is Approx. 55 Lakh as per statistics

Population: Approx. 2.1 Lakh unique users who buys the medicine for the self and for the entire family
Sample: 42 (For the pilot testing as the researchers are still in the process of exploring the facets of the
field)

Type of Sampling Technique: Non Probability Sampling- Snowballing was used

Sampling Unit: Individual who have used the online pharmacy application.

5. DATA ANALYSIS

Age Gender

3
231 responses 227 respanses

1525 @ Female
@254 9% ® s

0 3545

@ 4555

@ 55and above

Interpretation: 48.9% respondents are male while 51.1% are females. 66.2% of the respondents are below

25 years of age, 14.7% are between 25 to 35 years of age and 13.4% are between 35 to 45 years of age
and the rest of the respondents are above 45 years of age.

Annual Income of the Family (in INR)

221 responses

@ Dependant (Mot Earning)
@ Eclow 1 Lakh

@ 1 Lakh to 3 Lakh

@ 3 Lakhto 5 Lakh

@ 5 Lakh to 10 Lakh

@ Above 10 Lakh

D \18.6% have income below 1 lakh,

22.6% of the respondents have income between 1 laih 0 Teiks 3& of the respondents have income

Vol. : XXV, No. :4, 2023 137



Rabindra Bharati Journal of Philosophy

ISSN : 0973-0087
between 3 lakhs to 5 lakhs, 19% of the respondents have income between 5 lakhs to 10 lakhs and 14%

of the respondents have income above 10 lakhs.

What are your Average Monthly Expenses on Medicines, Healthcare and Wellness
Products (Family Expenses)?

229 responses

@ lLess Than Rs. 100
@ Fs. 100 to Rs.500
@ Rs.500 fo Rs. 1000
@ More Than Rs.1000

Interpretation: 10.5% of the respondents have average monthly expenses on healthcare less than Rs. 100,
32.3% of the respondents have monthly average expenses between Rs. 100 to Rs. 500, 30.1% of the
respondents have average monthly expenses between Rs. 500 to Rs. 1000, 27.1% of the respondents have
average monthly expenses above Rs. 1000.

Are you or any of your family member suffering from any kind of chronic illness or
disease?

229 responses

@ Yes
@ Mo

@ Prefer not to say

Interpretation: 70.3% of the respondents said none of their family members suffer from chronic illness
or disease, 20.1% of the respondents said their family members suffer from chronic illness or disease and
9.6% of the respondents preferred not to say.
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How frequently you need to buy medicines?

232 responses

@ Weekly

@ Fortnightly

& Monthiy

@ Whenever Needed

Interpretation: 43.5% of the respondents buy medicines monthly, 2.2% of the respondents buy medicines
fortnightly, 6% of the respondents buy medicines weekly, 48.3% buy medicines whenever needed.

Do you learn about your symptoms online before visiting vour physician?

2371 responses

@ Strongly Agree
@ Agres

& MNeutral

@ Disagres

@ Strongly Disagree

Interpretation: 42.8% of the respondents agree that they learn about symptoms online before visiting a
physician, 37.7% of the respondents were neutral and the remaining 19.5% respondents do not learn
about symptoms before visiting a physician.

Do you seek online information of medicines?

2371 responses

@ Strongly Agree
@ Agrees

@ MNeutral

@ Disagres

@ Strongly Disagree

Interpretation: 45% of the respondents seek online ifitGHAnation’a
remaining 16.5% of the respondents do not seek onlfad/ pufoRiati OB of medicines.

Ty b
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Do you medicate yourself or your family member after online search?

230 responses

@ Always

@ Most of the times
@ Sometimes

@ Rarely

@ HNever

Interpretation: 14.8% of the respondents said they medicate themselves or their family members after
online search, 30% of the respondents sometimes medicate themselves or their family members, 26.5%
of the respondents rarely medicate themselves or their family members, 28.7% of the respondents never
medicate themselves or their family members.

What type of medicines you are consuming? Q

229 responses

Ayurcedic —113 (49.3%)

Unani

Homeopathic — 105 (45.9%)

Allopathy —131 (57.2%)
Siddha
Maturopathy
0 50 100 150

Interpretation: Majority of the respondents follow allopathy and ayurvedic and homeopathic treatments,
however for Unani, Naturopathy and Siddha the consumption pattern is still low.

Do yvou buy medicines online?

238 responses

@ no
- Yes

Interpretation: only 18.1% of the respondents buy medicines online while 81.9% of the respondents do
not buy medicines online.
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How did vou came to know about Online Pharmacy Apps? |D

A2 responses

Internet

Advertising

a)

Friends/ Relatives
Physician

™

Radio

Doctor

QOthers

Interpretation: Majority of the respondents came to know about online pharmacies through the Internet,
friends or relatives and advertising. Few respondents came to know about online pharmacies through
TV, Doctor, physician, radio and other sources.

From which Online Pharma Aggregator do you buy medicines and/or healthcare ID
products?

40 responses

Metmeds. com I | 6 (4034 )
Pharmaaw.in— 21 (52.5%)
CareOnGo.com
Merapharmacy. com
Medidart com 1{2.9%)
buydrug in 1{2.5%)
Mchemist.com 3 {7:5%)

Tata 1Mg.mmF 14 (35%)
Meramedicare com T{2.5%])

Jusireliefr 1{2.5%)
Rxpress| 0 (0%)
Aermed |0 {0%)
Easymedicol- 0 {0%)
Mediexpress. com

6 (15%)

Grotal.com
Medstare T {(17.5%)
Emedsiore
myrameds
Medlife_.com 9{22.5%)
Apollo Pharmacy 4 (10%)
SastaSundar.com 1(2.5%)
Healihkarl.com 2 (9%)
TuremedsE 1 (2.5%)
Unifymedical com 1(2.5%)
Zeno health care applh 1 (2.5%)
Whatsapp to LOcal Pharm. . -1 (2.5%)
0 5 10 15 20 25

Interpretation: Most of the respondents buy medicine and/or healthcare products on Pharmeasy.com,
Netmeds.com, Tata 1mg.com, Medlife.com, Medstore, and Merapharmacy.com
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Since when you are buying medicines from online pharmacy apps?

42 responses

@ Less than a month
@ 6 months

& 1year

@ More than a Year

Interpretation: 35.7% of the respondents are buying medicines online from more than a year, 16.7% of
the respondents are buying medicines since last one year, 31% of the respondents are buying medicines
from last 6 months, and remaining 16.7% of the respondents are buying medicines from less than a year.

What are the reasons you are continuing purchasing online? Q

47 responses

Offers/ Schemes —27 (64.3%)
Low Prices

Convenience

24X7T availability

Timely at home access

Attrative advertising

Availability of multiple medicine._.
Information about alternative m._.
Comparison between different._.
Trustworthiness

31 (73.8%)

40

Interpretation: 24X7 availability, Offers/ Schemes, Low Prices, Convenience Timely at home access are
the top reasons for continuing purchasing online.

Perceived Benefits of Online Pharmacy Apps |D Copy

B strongly agree M Agree 0 Meutral WM Disagree M Strongly Disagres

] ey )
o e Rt o

4 3

Interpretation: Low price, convenience, secrecy, safety, hassle free payments, discounts, protection of
privacy are the perceived benefits of online pharmacies, according to the respondents.
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Select the app which is used by you most frequently

41 responses

@ Netmeds. com

@ Pharmeasy.com

® CarsOnGo.com

@ Merapharmacy com
@ NMchemist.com

f—_- @ Tata 1Mg.com
@ Mediexpress.com
24.4% @& Grotal.com
12w

Interpretation: Netmeds.com, pharmeasy.com, Medlife and Tata 1Mg.com are the most frequently used
online pharmacy apps.

Which type of value added services do you use online pharmacy apps? |D Copy

39 responses

Wellness 20 (51.3%)
Lab Tests
Eeauty

Consult a Doctor

Generic Medicine

Interpretation: respondents mostly prefer wellness and generic medicines value added services while
only few use doctor consultation, beauty and lab tests services on online pharmacy apps.

Are you aware about the following compliances required for E-pharmacy

39 responses

Reguires a valid prescription. —33 (84.6%)
Online Pharmacy should have._ ..
E-pharmacies have to be regist. ..
Retail drug licenses will be issu__.
FPresence of pharmacists is mu.__.
Pharmacy cannot dispense ha...
Prescrption drugs (Schedule H.__.

Online pharmacies have to co._.

Interpretation: very few respondents are aware about the compliances required for E-pharmacy. The
only compliance respondents are aware of is that it requires a valid prescription.
6. RESULTS AND DISCUSSION

With respect to Demographic characteristics of users most-sfthe respondents are below 25 years of age
and the remaining majority are between 25 to 45 '000 U
proportion of both the genders.Annual Income wis
groups like not earning (dependent), below 1 lakh, 1

ost _equally distributed in various
lakh to 5 lakh and 5 lakh to 10 lakh
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and above 10 lakh.Majority of the sample spends Rs 100 to Rs. 1000 on medicines and healthcare

services. Few respondents or their family members suffer from any chronic illness or disease.The
respondents buy medicines fortnightly or whenever required.Majority of the respondents prefer
allopathy, ayurvedic or homeopathic medicines and majority of them buy medicines offline.
Respondents came to know about online pharmacy apps through the Internet, Friends/ relatives or
advertising.The most known online pharmacy apps for medicine purchase are pharmeasy.in,
netmeds.com, Tata 1Mg.com. A good proportion of samples is buying medicines online for more than a
year.Wellness, Generic Medicine, doctor consultation are the most preferred value added services used
on online pharmacy apps.

More than 40% of the sample learn about their symptoms online. Majority of the sample seek online
information about medicines. Only a few respondents said that they medicate themselves or their family
members after online search. Tata Img.com, Netmeds.com, pharmeasy.com and medlife.com are the
most preferred online pharmacy apps for medicine purchase. Only few respondents are aware of
compliances required for e pharmacies. 24X7 availability, offers/ schemes, low prices, convenience,
timely home delivery are the major reasons for continuing purchasing online. Low price, convenience,
secrecy, safety, hassle free payments, discounts, protection of privacy are the perceived benefits of online
pharmacies, according to the respondents.

The following table (Table 1) demonstrates the major findings of the study:

Objective/s Findings

To know the demographic 1. Most of the respondents are below 25 years of age

profiling of online and the remaining majority are between 25 to 45
pharmacy users years of age.
2. The sample contains an equal proportion of both the
genders.

3. Annual Income wise the sample is almost equally
distributed in various groups like not earning
(dependent), below 1 lakh, 1 lakh to 3 lakh, 3 lakh
to 5 lakh and 5 lakh to 10 lakh and above 10 lakh.

4. Majority of the sample spends Rs 100 to Rs. 1000
on medicines and healthcare services.

5. Few respondents or their family members suffer
from any chronic illness or disease.

6. The respondents buy medicines fortnightly or
whenever required.

Majority of the respondents prefer allopathy,

ayurvedic or homeopathic medicines.

To understand consumer 1. Majority of the respondents buy medicines offline.
awareness towards online 2. Respondents came.to know about online

pharmacy apps pharmacy.}—,‘_{ Ofh% deinthe Internet, Friends/

.7 &)
relatwesﬁ B

pharmacy apps for
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medicine purchase are pharmeasy.in,
netmeds.com, Tata 1Mg.com.

4. A good proportion of samples is buying medicines
online for more than a year.

5. Wellness, Generic Medicine, doctor consultation
are the most preferred value added services used
on online pharmacy apps.

To understand consumer 1. More than 40% of the sample learn about their
perception towards online symptoms online.
pharmacy apps 2. Majority of the sample seek online information

about medicines.

3. Only a few respondents said that they medicate
themselves or their family members after online
search.

4. Tata Img.com, Netmeds.com, pharmeasy.com and
medlife.com are the most preferred online
pharmacy apps for medicine purchase.

5. Only few respondents are aware of compliances
required for e pharmacies.

To understand factors 24X7 availability, offers/ schemes, low prices,
responsible for choosing convenience, timely home delivery are the major
online pharmacies over reasons for continuing purchasing online.
traditional pharmacies
To determine perceived Low price, convenience, secrecy, safety, hassle free
benefits of online pharmacy | payments, discounts, protection of
apps

7.IMPLICATIONS

As Online Indian Pharmaceutical Industry is still int its introductory phase, very less literature is available
on marketing of these online pharmacy apps. This study will help in understanding demographic profiling
and perception of consumers towards Online Pharmacy apps.

8.CONCLUSION

The awareness level is still low and this study will help marketers to spread the awareness and decide
their marketing strategies or practices and it will hence boost the growth of Indian Pharmaceutical
Industry. The study tries to find basic parameters related to Online Pharmacy Apps and there is lot of
scope for further research.
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Abstract:

Omni-channel retailing has emerged as a transformative approach in the retail industry, offering
seamless integration of multiple channels to deliver a unified and enhanced shopping experience. This
research paper aims to provide a comprehensive analysis of the benefits of omni-channel retailing for
customers, shoppers, and organizations. The study employs a mixed-methods approach, combining
both qualitative and quantitative data collection methods. In-depth interviews, surveys, and case
studies are utilized to gather insights from customers, shoppers, and retail organizations operating in
diverse sectors and geographies. The research highlights the key advantages of omni-channel retailing
from the perspective of customers. It explores how omni-channel strategies provide convenience,
personalization, and a consistent experience across different touchpoints, including physical stores,
online platforms, mobile applications, and social media channels. The paper also investigates the
impact of omni-channel retailing on customer loyalty, satisfaction, and engagement. Furthermore, the
study delves into the benefits of omni-channel retailing for shoppers. It explores how omni-channel
approaches empower shoppers by providing them with greater flexibility in their shopping journey,
allowing them to seamlessly switch between channels and access a wide range of products, services,
and information. The research also examines the role of technology in enabling a frictionless shopping
experience and the importance of data-driven insights in understanding shopper behavior. From an
organizational perspective, the research investigates the advantages of adopting omni-channel
strategies for retail businesses. It explores how omni-channel retailing can lead to increased sales,
improved operational efficiency, enhanced brand reputation, and better inventory management. The
study also addresses the challenges and potential barriers faced by organizations in implementing
omni-channel strategies and provides recommendations for successful implementation.

Keywords:
Retail, Omnichannel, Retail Industry, Omnichannel Retail

Introduction:
The retail industry has undergone a significant transformation in recent years, driven by technological
advancements and changing consumer behaviors. In this evolving landscape, omni-channel retailing
has emerged as a powerful strategy that aims to seamlessly integrate multiple channels to provide a
holistic and enhanced shopping experience. This research paper aims to conduct a comprehensive
analysis of the benefits of omni-channel retailing for customers, shoppers, and organizations. The
introduction sets the stage by highlighting the growing importance of omni-channel retailing in the
context of the modern retail landscape. It discusses how technological advancements and the rise of
digital platforms have revolutionized the way consumers interact with retailers, leading to increased
expectations for convenience, personalization, and a seamless shopping experience across different
touchpoints. The introduction further emphasizes the significance of understanding the benefits of
omni-channel retailing from multiple perspectives. It acknowledges the importance of customer-
centric strategies in building brand loyalty, satisfaction, and engagement. It also recognizes the
empowerment of shoppers through the ability to access a wide range of products, services, and
information through various channels. Additionally, the introduction recognizes the organizational
benefits of omni-channel retailing. It discusses how retai! leverage omni-channel strategies to
increase sales, improve operational efficiency, awfdo" Tars their brand reputation. It also
Torgahizations in implementing omni-
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channel strategies and the need for effective strategies to overcome them. The introduction highlights
the research objective of conducting a comprehensive analysis of the benefits of omni-channel
retailing. It outlines the methodology employed, combining qualitative and quantitative data collection
methods to gather insights from customers, shoppers, and retail organizations. Finally, it emphasizes
the significance of this research in contributing to the existing literature on retail management and
consumer behaviour. In conclusion, this introduction sets the stage for the subsequent analysis of omni-
channel retailing, emphasizing the importance of understanding its benefits for customers, shoppers,
and organizations. It provides a framework for exploring the transformative power of omni-channel
retailing in the modern retail landscape and highlights the significance of this research in providing
valuable insights for retailers and stakeholders in the industry.

Problem statement and Hypothesis:

« HI1: Omnichannel retail strategy adopted by the organizations is going to benefit the
customers/shoppers

« HO: Omnichannel retail strategy adopted by the organizations is going to benefit them

Review of Literature:

Existing Literature Review on "Unlocking the Power of Omni Channel Retailing: A Comprehensive

Analysis of its Benefits for Customers, Shoppers, and Organizations":

1. Chatterjee et al. (2019) conducted a literature review on omni-channel retailing and its benefits for
customers, shoppers, and organizations. The study emphasized that omni-channel retailing
enhances customer engagement by providing a seamless shopping experience across multiple
channels. It highlighted the convenience, personalization, and accessibility of products and
services as key drivers of customer satisfaction and loyalty. The review also discussed how
organizations can leverage omni-channel strategies to improve operational efficiency, increase
sales, and gain a competitive edge in the market.

2. In their research, Gupta and Singh (2020) explored the impact of omni-channel retailing on
customer experience and organizational performance. The study found that omni-channel retailing
positively influences customer satisfaction, trust, and loyalty. It revealed that customers who
engage with brands through multiple channels exhibit higher purchase frequency and larger order
values. The research also emphasized the importance of integrating back-end systems and data
analytics to ensure a seamless omni-channel experience for customers and enable effective
inventory management and order fulfillment.

3. Patel and Bhatt (2018) conducted a study on the benefits of omni-channel retailing for
organizations in the context of the Indian retail sector. The research highlighted that omni-channel
retailing enhances customer engagement and improves brand perception. It emphasized that
organizations can leverage customer data from multiple channels to deliver personalized offerings,
targeted promotions, and seamless customer service. The study also discussed the role of
technology, such as mobile applications and social media platforms, in enabling effective omni-
channel experiences.

4. Sharma et al. (2017) explored the impact of omni-channel retailing on organizational profitability
and customer loyalty. The study found a positive relationship between omni-channel strategies and
financial performance indicators, such as revenue growth and return on investment. It also revealed
that customers who engage with brands through multiple channels exhibit higher levels of loyalty
and advocacy. The research emphasized the importance of aligning organizational processes and
systems to deliver a consistent and integrated omni-channel experience.

5. Yang et al. (2019) conducted a systematic review of the benefits of omni-channel retailing from
the perspective of supply chain management. The stgdy=highlighted the role of data analytics,
inventory management, and logistics in enabling g-ffg e shchannel operations. It emphasized
the importance of real-time visibility and collabf{ 3 supply chain to meet customer
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expectations and enhance operational efficiency. The review also discussed the challenges and
future research directions in the field of omni-channel supply chain management.

6. “Omni-channel Retail in India: An Overview”: Here Ms.Laxmi Dharamshi Assistant Professor,
Dept. of Commerce, Mithibai College, Vile Parle (W), Mumbai has shared that Omni-channel
retailing has gained significant momentum in the Indian retail industry as a strategy to provide a
seamless and integrated shopping experience across multiple channels. This paper provides an
overview of omni-channel retail in India, highlighting its growth, challenges, and opportunities.
Drawing on industry reports, case studies, and expert insights, the paper examines the adoption of
omni-channel strategies by retailers in India, the impact on customer behavior and expectations,
and the key challenges faced in implementing effective omni-channel operations. The overview
sheds light on the current state of omni-channel retail in India and offers valuable insights for
retailers looking to navigate this dynamic landscape and meet the evolving demands of Indian
consumers. Moreover, omni-channel retailing enables retailers to leverage customer data and
insights to provide personalized experiences. By integrating data from both online and offline
channels, retailers can gain a deeper understanding of customer preferences and behavior, allowing
them to deliver targeted recommendations, personalized promotions, and tailored shopping
experiences. This personalization fosters a stronger connection between the brand and the
customer, leading to increased loyalty and repeat purchases. Additionally, the integration of online
and offline channels in an omni-channel strategy allows retailers to optimize inventory
management and fulfillment processes. Retailers can leverage their physical store network as
fulfillment centers, enabling faster and more cost-effective delivery options, such as click-and-
collect or ship-from-store. This approach not only enhances customer convenience but also
improves inventory turnover and reduces the risk of stockouts. online platforms offer opportunities
for brands to tap into new markets and deliver a seamless customer experience. In today's hyper-
connected India, consumers have increasingly high expectations for retailers to provide consistent
and exceptional service across all channels. The Indian consumer has evolved from choosing
between different channels to becoming channel-agnostic, embracing the omni-channel approach.
To captivate consumers, retailers must integrate physical and digital experiences, creating an
interactive and inclusive in-store environment complemented by outstanding service. Retailers
who grasp the importance of channel-agnostic and seamless commerce, adapting to meet consumer
needs, will thrive and shape the future of retail both nationally and internationally.

7. “Measuring effectiveness of Omni-channel retailing in India: A competitive strategy for
organized physical retail stores”: Here Dr. Krishan Boora and Kiran from Department of
Management Studies, BPS Women University, Sonipat have shared that A recent study conducted
by MIT revealed that 80% of consumers utilize their mobile devices to check product prices and
availability before making a purchase. Furthermore, a retail survey conducted by PWC reported
that 59% of consumers rely on social networking platforms to search for their favorite retailers and
brands, while 58% utilize social media for discovering new brands. Additionally, 55% of
consumers use the internet to provide feedback, and 48% utilize online platforms to make
purchases.The significance of these findings is further highlighted by a survey conducted by Oracle
retail in 2014, which indicated that 70% of respondents utilized websites to search for product
information and share it with others. Embracing an omni-channel strategy proves to be highly
beneficial for retailers, leading to improved customer loyalty. A survey conducted by Rockpool
Digital in 2016 found that companies with a weak omni-channel strategy retained only 33% of
consumers, whereas companies with a strong omni-channel strategy boasted an impressive 89%
customer retention rate. These studies provide valuable insights into the changing consumer
behavior and the growing influence of digital platforms in the retail industry. The findings
emphasize the need for retailers to embrace an omnizgharRel approach, effectively integrating
online and offline channels to meet consumer exg setativdéand enhance customer loyalty. By

8, \and websites, retailers can create
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a seamless and interactive shopping experience that resonates with consumers and encourages
long-term engagement.

8. “Omnichannel Retailing: The merging of the online and offline environment”: In this study
Mariette Frazer and Beate Elizabeth Stiehler from University of Johannesburg South Africa have
mentioned that Omnichannel retailing is characterized as a cohesive shopping experience that
merges the physical store environment with the digitally rich online landscape, aiming to deliver
exceptional experiences to shoppers across all points of contact. It encompasses a unified sales
approach that combines the advantages of physical stores with the information-rich nature of online
shopping, catering to the customer's desire to make purchases (and returns) at their convenience,
regardless of time or location. The omnichannel concept revolves around integrating multiple
channels to provide customized service to customers through their preferred channel of
engagement. Furthermore, retailers can enhance the seamless shopping experience by adopting an
experiential marketing approach in their omnichannel strategies, focusing on creating immersive
and engaging interactions for customers.

9. “HBR article: The future of shopping”: Here Darrell K. Righy has mentioned that the job in an
omnichannel world is more complex. Products can now be easily customized to cater to individual
preferences or small groups. Shoppers' awareness is no longer solely influenced by company-
generated marketing efforts, but also by online expert reviews and recommendations from friends
on social media platforms like Facebook and Twitter. The shopping experience encompasses more
than just visiting physical stores; it involves searching for different vendors, comparing prices, and
expecting hassle-free returns, among other factors. Omnichannel retailers have the opportunity to
amaze each target segment in unique ways. While some segments may be served similarly to the
past, others will require imagination and innovation. For instance, Disney is transforming its retail
stores into entertainment hubs, featuring interactive displays to attract and engage all members of
the family. Retailers need to allocate resources towards finding innovations that align with
customers' shopping journeys. The key is to identify the distinctive paths and pain points of each
segment and create tailored solutions, moving away from the one-size-fits-all approach that has
characterized much of retailing in the past. Omnichannel retailing is the future for retailers aiming
to meet the expectations of customers who desire everything. They seek the advantages of digital
shopping, such as extensive product selection, price transparency, and personalized
recommendations, as well as the benefits of physical stores, including face-to-face interaction with
store staff, the ability to try on or test products, and the social experience of shopping. Although
different customers prioritize different aspects of the shopping experience, seamless integration of
digital and physical elements is a common expectation for all.

Objectives:

To study the qualitative impact of Omni Channel Retail Strategy on the customers and the
organizations.

Research Design and Methodology:

The research is based on Secondary Data. The data has been collected from journals, research articles,
newspaper articles and relevant websites from the internet. In this research paper, a comparative
analysis of retailer strategies will be conducted to explore how various retailers have harnessed the
power of omni-channel retailing. The analysis will involve examining case studies, industry reports,
and market research data to identify the different approaches taken by retailers in integrating physical
and digital channels.

Gap / Limitation and Scope:

This study mainly focusses on the retail evolution and shift from multi-channel to omni channel
retailing. It mainly deals with the impact of offenng ft’ag-' mer a mobile and website unified

experience supported by Ioglstlcs and technology Thn;b Ay T foousses on the understanding of
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the critical success factors for firms in emerging economies so as to successfully alter their strategy

for adopting omni-channel retailing.
Findings:

1.

10.

Omni-channel retailing provides customers with a seamless and integrated shopping experience
across multiple channels, including physical stores, online platforms, mobile applications, and
social media channels.

Customers value the convenience and personalization offered by omni-channel retailing, allowing
them to interact with retailers at their preferred touchpoints and access a wide range of products
and services.

The adoption of omni-channel strategies enhances customer satisfaction and loyalty, as it enables
retailers to provide consistent and exceptional service across all channels, meeting the evolving
expectations of modern consumers.

The integration of physical and digital experiences in omni-channel retailing fosters a positive
work environment and promotes employee engagement, teamwork, and a sense of community.
Retail organizations benefit from omni-channel retailing through increased sales, improved
operational efficiency, enhanced brand reputation, and better inventory management.

Successful implementation of omni-channel strategies requires careful planning, resource
allocation, and technological infrastructure to seamlessly integrate various channels and deliver a
unified customer experience.

Data-driven insights and analytics play a crucial role in understanding customer behavior,
preferences, and shopping patterns, enabling retailers to personalize offerings and marketing
efforts.

Effective communication and coordination between different departments within the organization
are essential for the successful execution of omni-channel retailing initiatives.

Challenges faced in implementing omni-channel retailing include technological complexities, data
security, organizational silos, and resistance to change. Overcoming these challenges requires
strong leadership, training, and a customer-centric mindset.

The future of retail lies in embracing omni-channel strategies as consumers increasingly expect a
seamless integration of physical and digital experiences, personalized offerings, and consistent
service across all touchpoints. Retailers who adapt to this trend will thrive and gain a competitive
edge in the evolving retail landscape.

Suggestions:

After conducting a comprehensive analysis of the benefits of omni-channel retailing for customers,
shoppers, and organizations, several key suggestions and findings have emerged. These
recommendations and insights can guide retailers in unlocking the power of omni-channel retailing
and maximizing its potential impact.

1.

Invest in Seamless Integration: To leverage the benefits of omni-channel retailing, organizations
must focus on seamless integration across channels. This requires investment in technology
infrastructure that enables real-time data synchronization, inventory management, and customer
relationship management. Retailers should prioritize building a robust and scalable omni-channel
platform that seamlessly connects all touchpoints, ensuring a consistent and cohesive brand
experience for customers.

Personalize the Customer Journey: Personalization is a key driver of customer engagement and
loyalty in omni-channel retailing. Retailers should leverage customer data to deliver personalized
experiences across channels. This can be achieved through targeted recommendations, tailored
promotions, and customized content. By understanding customer preferences and behavior,
organizations can create relevant and personalized intefagtiens that enhance the overall shopping
experience and drive customer satisfaction. 2
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3. Optimize Inventory Management: Omni-channel retailing requires effective inventory
management to ensure product availability across all channels. Retailers should adopt inventory
management techniques, such as real-time inventory tracking and dynamic fulfillment strategies,
to minimize stockouts and improve order fulfillment efficiency. By leveraging their store network
as fulfillment centers and implementing systems that enable accurate inventory visibility, retailers
can offer customers flexible fulfillment options like click-and-collect and ship-from-store, thus
enhancing convenience and reducing delivery times.

4. Embrace Technology Innovations: To stay competitive in the rapidly evolving retail landscape,
organizations should embrace technology innovations that enhance the omni-channel experience.
Technologies such as augmented reality (AR), virtual reality (VR), and chatbots can provide
immersive and interactive shopping experiences. Retailers can also leverage artificial intelligence
(Al) and machine learning (ML) algorithms to analyze customer data and provide more accurate
product recommendations and personalized offers. Additionally, exploring emerging technologies
like blockchain for secure transactions and data management can further enhance the trust and
transparency in omni-channel retailing.

5. Focus on Seamless Customer Service: Customer service plays a critical role in omni-channel
retailing. Retailers should ensure a seamless and consistent customer service experience across
channels. This includes providing multiple channels for customer support, such as live chat, email,
and phone, and enabling smooth transitions between channels without loss of information or
context. Investing in customer service training and empowering employees to deliver exceptional
service can significantly contribute to customer satisfaction and loyalty.

6. Measure and Optimize Performance: To continuously improve the omni-channel retailing strategy,
organizations should establish key performance indicators (KPIs) and regularly measure and
analyze performance across channels. KPIs such as customer acquisition, conversion rates, average
order value, and customer lifetime value can provide valuable insights into the effectiveness of the
omni-channel strategy. Retailers should leverage data analytics and reporting tools to gain
actionable insights and make data-driven decisions for ongoing optimization.

Conclusion:

In conclusion, this comprehensive analysis has shed light on the benefits of omni-channel retailing for

customers, shoppers, and organizations. Omni-channel retailing has emerged as a powerful strategy

that integrates various channels, both online and offline, to provide a seamless and personalized
shopping experience. The findings of this analysis highlight the transformative impact of omni-channel
retailing on the retail industry, offering numerous advantages to all stakeholders involved. For
customers, omni-channel retailing offers convenience and flexibility. The ability to browse and
purchase products through multiple channels, such as websites, mobile apps, and physical stores,
allows customers to choose their preferred shopping method. This convenience is further enhanced by
features like click-and-collect, where customers can order online and pick up their purchases in-store.

Additionally, omni-channel retailing enables personalized recommendations and tailored promotions,

enhancing the overall shopping experience and increasing customer satisfaction.

1. Omni-channel retailing offers significant benefits to customers, shoppers, and organizations,
providing a seamless and integrated shopping experience across multiple channels.

2. The adoption of omni-channel strategies enhances customer satisfaction, loyalty, and engagement
by meeting their expectations for convenience, personalization, and consistent service across all
touchpoints.

3. Retail organizations that embrace omni-channel retailing experience increased sales, improved
operational efficiency, enhanced brand reputation, and better inventory management.

4. Successful implementation of omni-channel strategi uwes careful planning, resource
allocation, and technological infrastructure to sear? 45 % ate various channels and deliver a

unified customer experience. ,-i{_{v Cha
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5.

6.

Data-driven insights and analytics play a crucial role in understanding customer behavior,
preferences, and shopping patterns, enabling retailers to personalize offerings and marketing
efforts.

Effective communication and coordination between different departments within the organization
are essential for the successful execution of omni-channel retailing initiatives.

In conclusion, omni-channel retailing represents a paradigm shift in the retail industry, offering
significant benefits for customers, shoppers, and organizations. By embracing this approach, retailers
can enhance customer satisfaction, drive sales growth, and achieve a competitive advantage. As the
retail landscape continues to evolve, the power of omni-channel retailing will only grow stronger,
transforming the way customers shop and interact with brands. Organizations that embrace this
transformation and invest in building seamless, integrated omni-channel experiences are poised to
thrive in the digital age of retail.
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Abstract:

Omni-channel retailing has emerged as a transformative approach in the retail industry, offering
seamless integration of multiple channels to deliver a unified and enhanced shopping experience. This
research paper aims to provide a comprehensive analysis of the benefits of omni-channel retailing for
customers, shoppers, and organizations. The study employs a mixed-methods approach, combining
both qualitative and quantitative data collection methods. In-depth interviews, surveys, and case
studies are utilized to gather insights from customers, shoppers, and retail organizations operating in
diverse sectors and geographies. The research highlights the key advantages of omni-channel retailing
from the perspective of customers. It explores how omni-channel strategies provide convenience,
personalization, and a consistent experience across different touchpoints, including physical stores,
online platforms, mobile applications, and social media channels. The paper also investigates the
impact of omni-channel retailing on customer loyalty, satisfaction, and engagement. Furthermore, the
study delves into the benefits of omni-channel retailing for shoppers. It explores how omni-channel
approaches empower shoppers by providing them with greater flexibility in their shopping journey,
allowing them to seamlessly switch between channels and access a wide range of products, services,
and information. The research also examines the role of technology in enabling a frictionless shopping
experience and the importance of data-driven insights in understanding shopper behavior. From an
organizational perspective, the research investigates the advantages of adopting omni-channel
strategies for retail businesses. It explores how omni-channel retailing can lead to increased sales,
improved operational efficiency, enhanced brand reputation, and better inventory management. The
study also addresses the challenges and potential barriers faced by organizations in implementing
omni-channel strategies and provides recommendations for successful implementation.

Keywords:
Retail, Omnichannel, Retail Industry, Omnichannel Retail

Introduction:
The retail industry has undergone a significant transformation in recent years, driven by technological
advancements and changing consumer behaviors. In this evolving landscape, omni-channel retailing
has emerged as a powerful strategy that aims to seamlessly integrate multiple channels to provide a
holistic and enhanced shopping experience. This research paper aims to conduct a comprehensive
analysis of the benefits of omni-channel retailing for customers, shoppers, and organizations. The
introduction sets the stage by highlighting the growing importance of omni-channel retailing in the
context of the modern retail landscape. It discusses how technological advancements and the rise of
digital platforms have revolutionized the way consumers interact with retailers, leading to increased
expectations for convenience, personalization, and a seamless shopping experience across different
touchpoints. The introduction further emphasizes the significance of understanding the benefits of
omni-channel retailing from multiple perspectives. It acknowledges the importance of customer-
centric strategies in building brand loyalty, satisfaction, and engagement. It also recognizes the
empowerment of shoppers through the ability to access a wide range of products, services, and
information through various channels. Additionally, the introduction recognizes the organizational
benefits of omni-channel retailing. It discusses how retai! leverage omni-channel strategies to
increase sales, improve operational efficiency, awfdo" Tars their brand reputation. It also
Torgahizations in implementing omni-
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channel strategies and the need for effective strategies to overcome them. The introduction highlights
the research objective of conducting a comprehensive analysis of the benefits of omni-channel
retailing. It outlines the methodology employed, combining qualitative and quantitative data collection
methods to gather insights from customers, shoppers, and retail organizations. Finally, it emphasizes
the significance of this research in contributing to the existing literature on retail management and
consumer behaviour. In conclusion, this introduction sets the stage for the subsequent analysis of omni-
channel retailing, emphasizing the importance of understanding its benefits for customers, shoppers,
and organizations. It provides a framework for exploring the transformative power of omni-channel
retailing in the modern retail landscape and highlights the significance of this research in providing
valuable insights for retailers and stakeholders in the industry.

Problem statement and Hypothesis:

« HI1: Omnichannel retail strategy adopted by the organizations is going to benefit the
customers/shoppers

« HO: Omnichannel retail strategy adopted by the organizations is going to benefit them

Review of Literature:

Existing Literature Review on "Unlocking the Power of Omni Channel Retailing: A Comprehensive

Analysis of its Benefits for Customers, Shoppers, and Organizations":

1. Chatterjee et al. (2019) conducted a literature review on omni-channel retailing and its benefits for
customers, shoppers, and organizations. The study emphasized that omni-channel retailing
enhances customer engagement by providing a seamless shopping experience across multiple
channels. It highlighted the convenience, personalization, and accessibility of products and
services as key drivers of customer satisfaction and loyalty. The review also discussed how
organizations can leverage omni-channel strategies to improve operational efficiency, increase
sales, and gain a competitive edge in the market.

2. In their research, Gupta and Singh (2020) explored the impact of omni-channel retailing on
customer experience and organizational performance. The study found that omni-channel retailing
positively influences customer satisfaction, trust, and loyalty. It revealed that customers who
engage with brands through multiple channels exhibit higher purchase frequency and larger order
values. The research also emphasized the importance of integrating back-end systems and data
analytics to ensure a seamless omni-channel experience for customers and enable effective
inventory management and order fulfillment.

3. Patel and Bhatt (2018) conducted a study on the benefits of omni-channel retailing for
organizations in the context of the Indian retail sector. The research highlighted that omni-channel
retailing enhances customer engagement and improves brand perception. It emphasized that
organizations can leverage customer data from multiple channels to deliver personalized offerings,
targeted promotions, and seamless customer service. The study also discussed the role of
technology, such as mobile applications and social media platforms, in enabling effective omni-
channel experiences.

4. Sharma et al. (2017) explored the impact of omni-channel retailing on organizational profitability
and customer loyalty. The study found a positive relationship between omni-channel strategies and
financial performance indicators, such as revenue growth and return on investment. It also revealed
that customers who engage with brands through multiple channels exhibit higher levels of loyalty
and advocacy. The research emphasized the importance of aligning organizational processes and
systems to deliver a consistent and integrated omni-channel experience.

5. Yang et al. (2019) conducted a systematic review of the benefits of omni-channel retailing from
the perspective of supply chain management. The stgdy=highlighted the role of data analytics,
inventory management, and logistics in enabling g-ffg e shchannel operations. It emphasized
the importance of real-time visibility and collabf{ 3 supply chain to meet customer

Shri Lal Bahadur Shastri Rashriya Sanskrit Vidyapeetfa Page | 191
26



TYYHT ISSN: 0974-8946
Shodha Prabha (UGC CARE Journal) Vol. 48, dididh, Book No.01: 2023

expectations and enhance operational efficiency. The review also discussed the challenges and
future research directions in the field of omni-channel supply chain management.

6. “Omni-channel Retail in India: An Overview”: Here Ms.Laxmi Dharamshi Assistant Professor,
Dept. of Commerce, Mithibai College, Vile Parle (W), Mumbai has shared that Omni-channel
retailing has gained significant momentum in the Indian retail industry as a strategy to provide a
seamless and integrated shopping experience across multiple channels. This paper provides an
overview of omni-channel retail in India, highlighting its growth, challenges, and opportunities.
Drawing on industry reports, case studies, and expert insights, the paper examines the adoption of
omni-channel strategies by retailers in India, the impact on customer behavior and expectations,
and the key challenges faced in implementing effective omni-channel operations. The overview
sheds light on the current state of omni-channel retail in India and offers valuable insights for
retailers looking to navigate this dynamic landscape and meet the evolving demands of Indian
consumers. Moreover, omni-channel retailing enables retailers to leverage customer data and
insights to provide personalized experiences. By integrating data from both online and offline
channels, retailers can gain a deeper understanding of customer preferences and behavior, allowing
them to deliver targeted recommendations, personalized promotions, and tailored shopping
experiences. This personalization fosters a stronger connection between the brand and the
customer, leading to increased loyalty and repeat purchases. Additionally, the integration of online
and offline channels in an omni-channel strategy allows retailers to optimize inventory
management and fulfillment processes. Retailers can leverage their physical store network as
fulfillment centers, enabling faster and more cost-effective delivery options, such as click-and-
collect or ship-from-store. This approach not only enhances customer convenience but also
improves inventory turnover and reduces the risk of stockouts. online platforms offer opportunities
for brands to tap into new markets and deliver a seamless customer experience. In today's hyper-
connected India, consumers have increasingly high expectations for retailers to provide consistent
and exceptional service across all channels. The Indian consumer has evolved from choosing
between different channels to becoming channel-agnostic, embracing the omni-channel approach.
To captivate consumers, retailers must integrate physical and digital experiences, creating an
interactive and inclusive in-store environment complemented by outstanding service. Retailers
who grasp the importance of channel-agnostic and seamless commerce, adapting to meet consumer
needs, will thrive and shape the future of retail both nationally and internationally.

7. “Measuring effectiveness of Omni-channel retailing in India: A competitive strategy for
organized physical retail stores”: Here Dr. Krishan Boora and Kiran from Department of
Management Studies, BPS Women University, Sonipat have shared that A recent study conducted
by MIT revealed that 80% of consumers utilize their mobile devices to check product prices and
availability before making a purchase. Furthermore, a retail survey conducted by PWC reported
that 59% of consumers rely on social networking platforms to search for their favorite retailers and
brands, while 58% utilize social media for discovering new brands. Additionally, 55% of
consumers use the internet to provide feedback, and 48% utilize online platforms to make
purchases.The significance of these findings is further highlighted by a survey conducted by Oracle
retail in 2014, which indicated that 70% of respondents utilized websites to search for product
information and share it with others. Embracing an omni-channel strategy proves to be highly
beneficial for retailers, leading to improved customer loyalty. A survey conducted by Rockpool
Digital in 2016 found that companies with a weak omni-channel strategy retained only 33% of
consumers, whereas companies with a strong omni-channel strategy boasted an impressive 89%
customer retention rate. These studies provide valuable insights into the changing consumer
behavior and the growing influence of digital platforms in the retail industry. The findings
emphasize the need for retailers to embrace an omnizgharRel approach, effectively integrating
online and offline channels to meet consumer exg setativdéand enhance customer loyalty. By

8, \and websites, retailers can create

Page | 192



TYYHT ISSN: 0974-8946
Shodha Prabha (UGC CARE Journal) Vol. 48, dididh, Book No.01: 2023

a seamless and interactive shopping experience that resonates with consumers and encourages
long-term engagement.

8. “Omnichannel Retailing: The merging of the online and offline environment”: In this study
Mariette Frazer and Beate Elizabeth Stiehler from University of Johannesburg South Africa have
mentioned that Omnichannel retailing is characterized as a cohesive shopping experience that
merges the physical store environment with the digitally rich online landscape, aiming to deliver
exceptional experiences to shoppers across all points of contact. It encompasses a unified sales
approach that combines the advantages of physical stores with the information-rich nature of online
shopping, catering to the customer's desire to make purchases (and returns) at their convenience,
regardless of time or location. The omnichannel concept revolves around integrating multiple
channels to provide customized service to customers through their preferred channel of
engagement. Furthermore, retailers can enhance the seamless shopping experience by adopting an
experiential marketing approach in their omnichannel strategies, focusing on creating immersive
and engaging interactions for customers.

9. “HBR article: The future of shopping”: Here Darrell K. Righy has mentioned that the job in an
omnichannel world is more complex. Products can now be easily customized to cater to individual
preferences or small groups. Shoppers' awareness is no longer solely influenced by company-
generated marketing efforts, but also by online expert reviews and recommendations from friends
on social media platforms like Facebook and Twitter. The shopping experience encompasses more
than just visiting physical stores; it involves searching for different vendors, comparing prices, and
expecting hassle-free returns, among other factors. Omnichannel retailers have the opportunity to
amaze each target segment in unique ways. While some segments may be served similarly to the
past, others will require imagination and innovation. For instance, Disney is transforming its retail
stores into entertainment hubs, featuring interactive displays to attract and engage all members of
the family. Retailers need to allocate resources towards finding innovations that align with
customers' shopping journeys. The key is to identify the distinctive paths and pain points of each
segment and create tailored solutions, moving away from the one-size-fits-all approach that has
characterized much of retailing in the past. Omnichannel retailing is the future for retailers aiming
to meet the expectations of customers who desire everything. They seek the advantages of digital
shopping, such as extensive product selection, price transparency, and personalized
recommendations, as well as the benefits of physical stores, including face-to-face interaction with
store staff, the ability to try on or test products, and the social experience of shopping. Although
different customers prioritize different aspects of the shopping experience, seamless integration of
digital and physical elements is a common expectation for all.

Objectives:

To study the qualitative impact of Omni Channel Retail Strategy on the customers and the
organizations.

Research Design and Methodology:

The research is based on Secondary Data. The data has been collected from journals, research articles,
newspaper articles and relevant websites from the internet. In this research paper, a comparative
analysis of retailer strategies will be conducted to explore how various retailers have harnessed the
power of omni-channel retailing. The analysis will involve examining case studies, industry reports,
and market research data to identify the different approaches taken by retailers in integrating physical
and digital channels.

Gap / Limitation and Scope:

This study mainly focusses on the retail evolution and shift from multi-channel to omni channel
retailing. It mainly deals with the impact of offenng ft’ag-' mer a mobile and website unified

experience supported by Ioglstlcs and technology Thn;b Ay T foousses on the understanding of
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the critical success factors for firms in emerging economies so as to successfully alter their strategy

for adopting omni-channel retailing.
Findings:

1.

10.

Omni-channel retailing provides customers with a seamless and integrated shopping experience
across multiple channels, including physical stores, online platforms, mobile applications, and
social media channels.

Customers value the convenience and personalization offered by omni-channel retailing, allowing
them to interact with retailers at their preferred touchpoints and access a wide range of products
and services.

The adoption of omni-channel strategies enhances customer satisfaction and loyalty, as it enables
retailers to provide consistent and exceptional service across all channels, meeting the evolving
expectations of modern consumers.

The integration of physical and digital experiences in omni-channel retailing fosters a positive
work environment and promotes employee engagement, teamwork, and a sense of community.
Retail organizations benefit from omni-channel retailing through increased sales, improved
operational efficiency, enhanced brand reputation, and better inventory management.

Successful implementation of omni-channel strategies requires careful planning, resource
allocation, and technological infrastructure to seamlessly integrate various channels and deliver a
unified customer experience.

Data-driven insights and analytics play a crucial role in understanding customer behavior,
preferences, and shopping patterns, enabling retailers to personalize offerings and marketing
efforts.

Effective communication and coordination between different departments within the organization
are essential for the successful execution of omni-channel retailing initiatives.

Challenges faced in implementing omni-channel retailing include technological complexities, data
security, organizational silos, and resistance to change. Overcoming these challenges requires
strong leadership, training, and a customer-centric mindset.

The future of retail lies in embracing omni-channel strategies as consumers increasingly expect a
seamless integration of physical and digital experiences, personalized offerings, and consistent
service across all touchpoints. Retailers who adapt to this trend will thrive and gain a competitive
edge in the evolving retail landscape.

Suggestions:

After conducting a comprehensive analysis of the benefits of omni-channel retailing for customers,
shoppers, and organizations, several key suggestions and findings have emerged. These
recommendations and insights can guide retailers in unlocking the power of omni-channel retailing
and maximizing its potential impact.

1.

Invest in Seamless Integration: To leverage the benefits of omni-channel retailing, organizations
must focus on seamless integration across channels. This requires investment in technology
infrastructure that enables real-time data synchronization, inventory management, and customer
relationship management. Retailers should prioritize building a robust and scalable omni-channel
platform that seamlessly connects all touchpoints, ensuring a consistent and cohesive brand
experience for customers.

Personalize the Customer Journey: Personalization is a key driver of customer engagement and
loyalty in omni-channel retailing. Retailers should leverage customer data to deliver personalized
experiences across channels. This can be achieved through targeted recommendations, tailored
promotions, and customized content. By understanding customer preferences and behavior,
organizations can create relevant and personalized intefagtiens that enhance the overall shopping
experience and drive customer satisfaction. 2
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3. Optimize Inventory Management: Omni-channel retailing requires effective inventory
management to ensure product availability across all channels. Retailers should adopt inventory
management techniques, such as real-time inventory tracking and dynamic fulfillment strategies,
to minimize stockouts and improve order fulfillment efficiency. By leveraging their store network
as fulfillment centers and implementing systems that enable accurate inventory visibility, retailers
can offer customers flexible fulfillment options like click-and-collect and ship-from-store, thus
enhancing convenience and reducing delivery times.

4. Embrace Technology Innovations: To stay competitive in the rapidly evolving retail landscape,
organizations should embrace technology innovations that enhance the omni-channel experience.
Technologies such as augmented reality (AR), virtual reality (VR), and chatbots can provide
immersive and interactive shopping experiences. Retailers can also leverage artificial intelligence
(Al) and machine learning (ML) algorithms to analyze customer data and provide more accurate
product recommendations and personalized offers. Additionally, exploring emerging technologies
like blockchain for secure transactions and data management can further enhance the trust and
transparency in omni-channel retailing.

5. Focus on Seamless Customer Service: Customer service plays a critical role in omni-channel
retailing. Retailers should ensure a seamless and consistent customer service experience across
channels. This includes providing multiple channels for customer support, such as live chat, email,
and phone, and enabling smooth transitions between channels without loss of information or
context. Investing in customer service training and empowering employees to deliver exceptional
service can significantly contribute to customer satisfaction and loyalty.

6. Measure and Optimize Performance: To continuously improve the omni-channel retailing strategy,
organizations should establish key performance indicators (KPIs) and regularly measure and
analyze performance across channels. KPIs such as customer acquisition, conversion rates, average
order value, and customer lifetime value can provide valuable insights into the effectiveness of the
omni-channel strategy. Retailers should leverage data analytics and reporting tools to gain
actionable insights and make data-driven decisions for ongoing optimization.

Conclusion:

In conclusion, this comprehensive analysis has shed light on the benefits of omni-channel retailing for

customers, shoppers, and organizations. Omni-channel retailing has emerged as a powerful strategy

that integrates various channels, both online and offline, to provide a seamless and personalized
shopping experience. The findings of this analysis highlight the transformative impact of omni-channel
retailing on the retail industry, offering numerous advantages to all stakeholders involved. For
customers, omni-channel retailing offers convenience and flexibility. The ability to browse and
purchase products through multiple channels, such as websites, mobile apps, and physical stores,
allows customers to choose their preferred shopping method. This convenience is further enhanced by
features like click-and-collect, where customers can order online and pick up their purchases in-store.

Additionally, omni-channel retailing enables personalized recommendations and tailored promotions,

enhancing the overall shopping experience and increasing customer satisfaction.

1. Omni-channel retailing offers significant benefits to customers, shoppers, and organizations,
providing a seamless and integrated shopping experience across multiple channels.

2. The adoption of omni-channel strategies enhances customer satisfaction, loyalty, and engagement
by meeting their expectations for convenience, personalization, and consistent service across all
touchpoints.

3. Retail organizations that embrace omni-channel retailing experience increased sales, improved
operational efficiency, enhanced brand reputation, and better inventory management.

4. Successful implementation of omni-channel strategi uwes careful planning, resource
allocation, and technological infrastructure to sear? 45 % ate various channels and deliver a

unified customer experience. ,-i{_{v Cha
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5.

6.

Data-driven insights and analytics play a crucial role in understanding customer behavior,
preferences, and shopping patterns, enabling retailers to personalize offerings and marketing
efforts.

Effective communication and coordination between different departments within the organization
are essential for the successful execution of omni-channel retailing initiatives.

In conclusion, omni-channel retailing represents a paradigm shift in the retail industry, offering
significant benefits for customers, shoppers, and organizations. By embracing this approach, retailers
can enhance customer satisfaction, drive sales growth, and achieve a competitive advantage. As the
retail landscape continues to evolve, the power of omni-channel retailing will only grow stronger,
transforming the way customers shop and interact with brands. Organizations that embrace this
transformation and invest in building seamless, integrated omni-channel experiences are poised to
thrive in the digital age of retail.
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ABSTRACT

The economic growth of developing nations is significantly influenced by international business. The
term “international business” also refers to the study of how multinational corporations
internationalize. A multinational company, often known as an MNE, is a company that handles
markets, production, and operations in numerous countries from a global viewpoint. Ethics are the
foundation upon which reliability is created when partners and clients conduct transactions together.
Organizations create this assurance by adherence the rules and regulations, achieving trustworthiness
by fair deals, and encouraging social concerns and basic civil rights. The researchers attempts to
highlighting the growth of international business and ethical practices. The majority of the data
included in the research article came from secondary sources and was taken from numerous relevant
sources. The international trade and globalized ethics are the exclusive topics of the study work. No
other specific industry is comparable to the study's findings. The reader will gain a better understanding
of the true impact of ethical practices in global business through this research report.

Keywords-
Globalization, international business, ethics, ethical issues, economy

INTRODUCTION

International business plays a very crucial role in developing economy of a country. Ethical practices
are mandatory during international trade. To perform appropriately, a corporate requires a general set
of ethical values to directly inspire employees' conduct. Many moral standards are required by
legislations such as this governing safety of workers and also protecting our environment. By
presenting some illustrations for employees in moral behavior and policy making, managerial
guidelines encourage several corporate principles.

First and foremost, ethics are our distinct reward in our day-to-day life as well in our professional life.
Being morally upright is an indication of virtue and empathy. These ethics promotes feelings for
generosity towards all, that can empower internal self-respect and fortitude. Companies that operate
their global operations ethically also enjoy increased profitability because they draw clients and
partners who place a high value on ethics in international commerce. The key findings of this research
will provide significant parameters and cover similar gaps in the literature. This research provides a
comprehensive model for analysing the importance of ethics in international businesses.
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INTERNATIONAL BUSINESS

Global corporation describes the interchange of products, equipment’s, automation, funds, or

knowledge that exists beyond of national borders on a global or transnational scale.

International trade is the global exchange of goods and services between two or more countries.

International trade is used to generate tangible commodities and services on a worldwide scale.

Economic resources like capital, talents, and people are transferred. Foreign trade and globalization

are phrases that are related. There are multiple ways for trading on an international level:

e Foreign trade (export, import, and commerce);

e Economic agreements (licensing, franchising)

e The construction and management of manufacturing, distribution, and retail facilities in foreign
markets.

Studying international business requires one to comprehend the impacts that the actions mentioned

above have on both domestic and foreign markets, as well as on governments, corporations, and

people. Effective international businesses are able to manage the risks and uncertainties that come with

conducting business in a constantly changing environment because they are aware of the diversity of

the global market.

ETHICS IN BUSINESS

Bringing of suitable corporate rules and apply with relation to ostensibly difficult issues is known as

following ethical business. A few issues that arises in an ethical conversation include the governance

of companies, illegal trading, corruption, inequality, social accountability, and fiduciary duties. The

study of business ethics covers topics including corporate social responsibility, corporate culture, and

whistleblowing. It concentrates on established guidelines provided by regulating bodies. Legal action

is not necessary when business morals are upheld.

A set of standards of behavior, which is a collection of unwritten rules that are not required by law, is

high valued in the discipline. There is a lot of fine print when it comes to corporation regulations that

are continuously changing. As a result, business ethics educates managers and staff about moral

principles and the repercussions of transgressing them. Any manager should be educated in business

ethics, but managers in international operations deal with a number of ethical dilemmas that do not

exist in internal settings. The growth of Particular ethical problems in global connections are brought

up by a number of variables, including which include:

e The various forms and degrees of financial or budgetary organization;

e Absence of rules, particularly in developing country;

e Current issues between domestic and international economic interests;

e Impact and authority of international corporate and their ability where they can perate outside
the scope of legal restrictions.

REVIEW OF LITERATURE

A. Introduction to International Business Ethics: International business ethics is a critical field that
addresses the moral and ethical challenges faced by companies operating in a global context. This
literature review aims to provide an overview of the key concepts, theories, and frameworks related
to international business ethics. It explores the works of Crane and Matten (2016), Ferrell and
Fraedrich (2019), and Trevino and Nelson (2020), who offer comprehensive insights into the
subject. By examining the existing literature, this review establishes a foundation for understanding
the importance of ethics in international business and sets the stage for further investigation.

B. Cultural Perspectives on International Business Ethics: Cultural diversity significantly influences
ethical standards and practices in the global business environment. This literature review delves
into the cultural dimensions of international business.sthios hlighting how values, norms, and

9y

beliefs vary across countries and impact ethical c}ép‘)%’lon.- naking. The works of Hofstede (2001),
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understand how cultural factors shape ethical dilemmas and approaches to resolving them. By
analyzing these perspectives, this review enhances our understanding of the complexities involved
in ethical decision-making across borders.

C. Ethical Issues in International Supply Chains: Global supply chains present numerous ethical
challenges for multinational corporations. This literature review focuses on exploring ethical issues
such as labor rights violations, environmental sustainability, and transparency in international
supply chains. The works of Carter and Jennings (2004), Gereffi, Humphrey, and Sturgeon (2005),
and Seuring and Miiller (2008) are examined to gain insights into the ethical implications and best
practices for managing supply chain ethics. By analyzing these studies, this review provides a
comprehensive understanding of the ethical challenges faced by companies operating across
borders.

D. Corruption and Bribery in International Business: Corruption and bribery pose significant ethical
dilemmas for companies engaged in international business. This literature review examines the
prevalence, causes, and consequences of corruption in global business transactions. The works of
Rose-Ackerman (1999), Jain (2001), and Transparency International (2021) are analyzed to
explore the various dimensions of corruption and bribery in international business. By studying
these sources, this review sheds light on the ethical issues associated with corrupt practices and the
efforts to combat them.

E. Corporate Social Responsibility (CSR) in Global Contexts : Corporate social responsibility (CSR)
has gained increasing importance in the global business arena, addressing the ethical
responsibilities of companies toward society and the environment. This literature review focuses
on the application and impact of CSR in international business contexts. The works of Carroll
(1999), Maignan and Ralston (2002), and Visser, Matten, and Pohl (2017) are explored to
understand the role of CSR in addressing ethical challenges across borders. By examining these
studies, this review highlights the significance of CSR as an ethical framework for multinational
corporations.

F. Ethical Leadership in International Business: Ethical leadership plays a crucial role in establishing
a culture of integrity and ethical conduct within multinational corporations operating in diverse
cultural contexts. This literature review examines the concepts, theories, and practices related to
ethical leadership in international business. The works of Trevifio, Hartman, and Brown (2000),
Brown, Trevifio, and Harrison (2005), and Yukl (2013) are analyzed to understand the
characteristics, behaviors, and strategies of ethical leaders in global organizations. By exploring
these sources, this review provides insights into the importance of ethical leadership for navigating
ethical challenges across borders.

OBJECTIVES OF THE STUDY

1. To understand the importance of ethics international trade

2. To comprehend the causes of ethical problems in global business
3. Researching ethical concerns in global business practices

RESEARCH METHODOLOGY

In order to examining the importance of international business ethics, it mainly depends on qualitative
research methodology to determine whether ethics are mandatory for smooth practices during
international business or to understand the ethical issues in international business practices. To
complete the study in an appropriate manner, secondary data has been considered for this study. Data
collection has been done from the government websites and sources from other internet sources.

Ethical issues in international business
Since the end of World War I, businesses have faced 4tk AqdiBnges related to five distinct issues:
ial\@iversity, and corruption. When an
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organization conducts its operations, such as manufacturing, selling, marketing, or sourcing from
outside of a country, it is said to be engaging in international business. Global governments and
multinational organisations trading intangible and intangible assets can also be considered
international business.

In contrast, ethical challenges are situations where a company encounters a moral dilemma that needs
to be resolved. For instance, when a choice has been taken or when engaging in an activity that raises
moral concerns. Conflicts with societal values and, occasionally, with legal requirements are a hall
mark of ethical concerns. The following are some ethical concerns in global business:

Working standards

Equal employment possibilities are a human right.

Integrity and reverence,

Environmental preservation

Child labor

Diverse occupations

AN NN NN

ANSWERS FROM
GOVERMENTS

- National Laws
- International Agreements

INTERNATIONAL
BUSINESS
ETHICS DILEMMAS
ANSWERS FROM
= Lal)OI' Standards CIVIL SOCIETY

- Environment

- Marketing

- Corruption

- Human Rights

- Cultural Diversity

- Consumer Activism
- Shareholder Activism

ANSWERS FROM
CORPORATIONS

- Global Ethic Codes
- Agreements (Global Compact)

Fig: Dilemmas of International Business Ethics
Source: https://www.intechopen.com/chapters/60620
Corruption- Corruption has been an issue in every society throughout history, and it certainly occurs
now. We can observe dishonest government officers all around. It is very unethical to give bribe to
these kinds of people as it used to increase unethical business practices which is an unfavorable
situation.

Environmental pollution- When the restrictions in the host country appear to be much less strict than
those in the home country, ethical questions about environmental degradation arise. All the nations
have created a number of policies regarding the release of trash and contamination. Moreover, because
global corporations of the host nation, these laws could not be as rigorous in developing nations.

ot acknowledged by many states.
ion for your beliefs, the freedom

Human rights- Several of the fundamental rights of ‘b,‘;j-E
The opportunity to express one's opinion, the freedoyf
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of connection, etc., are examples of human rights that are not universally recognized. Additionally,
respecting human rights is a smart business decision. Companies bear the danger of becoming involved
in legal disputes, having their reputations tarnished, missing out on business opportunities, ventures,
and the chance to acquire the best new employees.

Working standards- working standards and employment practices can raise ethical concerns in the
majority of the world's nations. In other countries where multinational firms have operations, certain
of the particular circumstances of one country may be seen as inferior. Numerous experts have
advocated for similar salary and work standards, but no one has implemented this idea. The
fundamental issue is how closely multinational corporations adhere to local laws in the nations where
they conduct business.

REASONS WHY ETHICAL ISSUES ARISE IN INTERNATIONAL BUSINESS

In order to understand why ethical concerns are so prevalent in global business, we need to understand
the roots of these malpractices. Few nations like India has less strict environmental conservation laws
in compare to other developed countries. Therefore, It states that the corporation will likely pay host
nationals less than they are paid in their home country. Moreover, businesses will follow less rules and
regulations and it will harm both the nations badly.

Several organisations, especially those firms who have subsidiaries in other developed country will
get affected more due to wrong ethical practices. Another most important aspect is to follow all the
rules appropriately for smooth functioning of countries trade. Even on a large scale, it is not acceptable
for any nations to disobey these ethical rules. Due to the competitive advantage they gain from these
practices or a lack of restrictions, multinational firms engage in unethical behavior.

CONCLUSION
Business globalization, which has many consequences, has accelerated in recent years. Three
phenomena that have occurred in the past few years: the advancement of technology, which has shown
an explosion in ed-tech; the vast flows of assets, products, and services; and repeal of communism.
Despite the fact that many multiple options are available than ever for global growth and advancement,
not all the public is benefiting fairly from globalisation, which leads to social dissatisfaction and
discontentment situation for everyone involved in these global practices.

The business world must develop new initiatives in light of the situation. Its main duty is to perform
competently while upholding the interests of all its participants. However, these practices must become
more dynamic in the quest for answers to worldwide challenges and the growth of a closer partnership
with authorities and other governing bodies for its own sake as well as the sake of society at large.
Ethical codes play a crucial role in corporate governance as a representation of values and an
optimisation of values. Global corporations must ensure that these behaviour rules have become
culturally coherent for all of their personnel in order for them to operate in accordance with ethical
ideals in the modern market place. There is a cultural inconsistency between the intended behaviour
and the customs, is the comparatively straight forward answer. To address the complex challenges
posed by globalisation, organisations such as companies, government agencies, and other entities must
collaborate. If these powerful figures worked independently, they would fail. However, by
collaborating, they are able to apply local patterns to larger contexts and find a range of solutions to
difficult issues. Alliance that have been entrenched in a number of states between corporates and
domestic authorities, national governments, education academy, extremity assistance, and focused
groups can be used to enhance social and global ethics. Corporate world should show self involvement
and consistency in these practices, although all the obstacles involved in acquiring fair and remote-
future partnership.
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Abstract:

In the realm of digital marketing, ChatGPT has proven to be a valuable tool in enhancing customer
engagement and driving sales. Chatbots powered by ChatGPT can assist customers in navigating e-
commerce platforms, answering questions, and providing personalized recommendations. This
research paper examines the potential impact of ChatGPT, a cutting-edge language model, on digital
marketing practices. The paper conducts a comparative analysis of the use of ChatGPT versus
traditional marketing methods, in terms of generating personalized content, improving customer
engagement, and enhancing conversion rates. The study also investigates the ethical implications of
using ChatGPT in marketing, including issues related to privacy, transparency, and bias. The
research draws on primary data collected from digital marketing professionals and quantitative data
from consumer surveys. The findings suggest that ChatGPT has the potential to revolutionize digital
marketing by enabling more personalized and engaging communication with customers. ChatGPT
can analyze customer data to identify trends, preferences, and behaviors, providing valuable insights
for digital marketing strategies. However, the study also highlights the need for clear ethical
guidelines to ensure the responsible use of this technology in marketing. Based on the existing
literature review + research data the paper provides an analysis of existing empirical findings and
conceptual perspectives related to applications of ChatGPT to execute digital marketing strategies
by digital marketing leaders from Pune India

Keywords: ChatGPT, digital marketing, personalized content, customer engagement, conversion
rates, ethics, privacy, transparency, bias.

Introduction:
In recent years, the advent of artificial intelligence (Al) has brought about a revolution in the world
of digital marketing. One of the most prominent examples of this is the development of
conversational Al agents such as ChatGPT. As a language model trained on massive amounts of
data, ChatGPT is capable of generating human-like responses to a wide range of user queries and
inputs. As such, ChatGPT has become an increasingly popular tool for businesses looking to
enhance their digital marketing efforts. By leveraging the power of ChatGPT, marketers can create
more engaging and personalized interactions with their customers, automate repetitive tasks, and
gather valuable insights about consumer behavior. In recent years, the rapid advancement in Natural
Language Processing (NLP) and Artificial Intelligence (Al) has revolutionized the way businesses
interact with their customers. One such innovation is ChatGPT, a large language model trained by
OpenAl based on the GPT-3.5 architecture. ChatGPT can generate human-like responses to text-
based queries and can even emulate human-like conversations. The potential of ChatGPT in digital
marketing is enormous. It can improve customer engage increase brand awareness, and boost
customer satisfaction. However, with great power come
for digital marketing requires a clear understandings
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avoid unintended consequences This research paper aims to explore the best practices and ethical
guidelines for leveraging the power of ChatGPT for digital marketing. We will discuss how
ChatGPT can be used to enhance customer engagement, personalize customer experience, and
optimize customer support. We will also address the ethical concerns around ChatGPT usage and
provide guidelines to ensure ethical and responsible usage. The use of artificial intelligence (Al) and
machine learning (ML) has become increasingly prevalent in various industries, including
marketing. ChatGPT is a promising tool for digital marketing due to its ability to generate human-
like responses and engage in natural language conversations. This research paper aims to explore
the potential benefits of leveraging the power of ChatGPT for digital marketing and provide best
practices and ethical guidelines for its use.

ChatGPT is a powerful tool that has revolutionized the way businesses interact with their customers
in the digital marketing realm. With its ability to provide automated and personalized responses to
customers, ChatGPT has become an indispensable asset in the marketing toolkit of businesses of all
sizes. Here are some best practices for utilizing ChatGPT effectively in digital marketing:

e IT isessential to train ChatGPT on a large and diverse dataset of customer interactions. This
helps to improve the accuracy of its responses and ensures that it can provide high-quality
responses across a wide range of customer inquiries.

e To monitor and review ChatGPT's responses regularly. This helps to identify any errors or
inaccuracies and allows businesses to make necessary adjustments to improve the accuracy
of the responses.

e Businesses should integrate ChatGPT with their existing digital marketing tools, such as
social media management platforms or email marketing tools. This helps to streamline the
customer interaction process and ensures that customers receive timely and relevant
responses.

e Businesses should use ChatGPT to gather customer feedback and insights. By analyzing the
data collected through ChatGPT interactions, businesses can gain valuable insights into
customer preferences, pain points, and behavior patterns. This can help to inform future
marketing campaigns and strategies.

e To ensure that ChatGPT is integrated seamlessly into the overall customer experience. By
providing a cohesive and consistent experience across all touchpoints, businesses can build
stronger customer relationships and increase customer loyalty.

Objectives of the research:

e To understand the use of ChatGPT and its various applications for Digital Marketing

e Todiscuss the best practices observed by various digital marketing leaders and future scope

e To provide ethical guidelines and responsible usage of ChatGPT based on research and
common ethical practices

Research questions:

e What are the key features of ChatGPT that make it a powerful tool for digital marketing, and

how can these features be leveraged to improve customer engagement and conversion rates?

e What are the ethical and privacy considerations associated with the use of ChatGPT in digital

marketing, and how can these concerns be addressed to ensure that ChatGPT is used in a
responsible and transparent manner?

e How can ChatGPT be used to collect and, q{aﬂ.

preferences, and how can this data be used t/og}form
"'IJ_

ata on consumer behaviour and
ital marketing strategies?
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e What are the potential limitations and drawbacks of using ChatGPT for digital marketing,
and how can these be mitigated to ensure that ChatGPT-based campaigns are effective and
sustainable?

e How can ChatGPT be integrated with other digital marketing tools and platforms, such as
social media and email marketing, to create more comprehensive and cohesive marketing
strategies?

e What are the practices that digital marketing professionals are currently observing, and
which ones are proving to be effective or ineffective for them?

Overview of ChatGPT and its potential applications in digital marketing:

ChatGPT is a conversational Al model based on the GPT (Generative Pre-trained Transformer)
architecture developed by OpenAl. It is a language model that uses deep learning algorithms to
generate human-like responses to natural language inputs. OpenAl was founded in 2015 by a group
of tech industry leaders including Elon Musk, Sam Altman, Greg Brockman, Ilya Sutskever, John
Schulman, and Wojciech Zaremba. However, Elon Musk stepped down from the board of OpenAl
in 2018 due to potential conflicts of interest with his other companies. The current CEO of OpenAl
is Sam Altman

ChatGPT is designed to engage in natural language conversations with humans, and can be trained
on large datasets of conversational data to improve its performance. It has been pre-trained on a vast
corpus of text data, including web pages, books, and social media posts, which allows it to generate
coherent and contextually relevant responses to a wide range of input queries.

Some of worldwide accepted definitions of Digital marketing:

e The American Marketing Association defines digital marketing as "the use of digital
technologies, channels, and platforms to promote products, services, or brands."

e According to HubSpot, "Digital marketing encompasses all marketing efforts that use an
electronic device or the internet. Businesses leverage digital channels such as search engines,
social media, email, and other websites to connect with current and prospective customers."

e Techopedia defines digital marketing as "a broad term that describes a set of marketing
processes that uses all available digital channels to promote a product or service."

The Oxford Dictionary defines digital marketing as "the marketing of products or services using
digital technologies, mainly on the Internet, but also including mobile phones, display advertising,
and any other digital medium."

. . . 4
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provide customer support 24/7 when human agent not available, it can help in personalization
based on customer previous data available, handling multiple enquiries at a time, support
multiple languages, allowing businesses to cater to customers from different regions of the
world.

b. SEO: By determining common questions and concern of target audience, ChatGPT can be
use to create conversational content to address the questions. Optimize the conversation
content for SEO by using relevant keywords and phrases.

c. UI/UX: Improving navigation for user through app or website and guiding users to the
content or feature they are looking, providing instant feedback and personalization.

d. Email marketing: In the current existing email practices, ChatGPT can help to create
personalized, emails, automated replied to customers, list segmentation based on user
interest, it can also help for sending a series of targeted messages to use over a period of
time, drip campaign.

e. Content Marketing: It can use to create content, distribution of content, content
optimization, to track the effectiveness of content marketing campaigns

f. Social Media Marketing: To provide automated customer support through social medial
messaging apps — Facebook, Twitter, LinkedIn, etc, personalized product/services
recommendations, create chatbot campaigns that can engage customers in a conversational
manner, encouraging interaction with brand, social listening, to optimize advertising on
social media, etc.

g. PPC: It can generate ad copy variations and test them against each other and identifying the
most effective ad copy for given audience. Landing page optimization, audience bid
management, identify highly specific target audience, performance metrics tracking using
click-through rates, etc.

h. Video: ChatGPT can help to create video ideation based on customer behaviour preferences,
video optimization and personalization, track video marketing performance metrics such as
views, engagement rates, conversion rates, helping business optimize their video strategy
and improve ROI

i. Corporate Photoshoot: ChatGPT may not be directly useful for corporate photoshoots.
However, ChatGPT can be used to generate content ideas or descriptions for corporate
photoshoots, such as captions for social media posts or website galleries

J. Mobile marketing: Personalised messaging for mobile marketing campaigns, optimize push
notification for mobile devices, ensuring notifications are timely, relevant and engaging,
creating highly relevant and targeted ad campaigns that ultimately drive more clicks and
conversion.

k. Virtual Events: ChatGPT is the valuable tool for virtual event. It can help for Q&A
activities, where attendees ask questions and ChatGPT tool or its integration will provide
appropriate answers, at information booth to answer frequently asked questions, it can be
programmed with icebreaker activities to help attendees network and get to know each other
better. Conducting polls and survey.

Theoretical framework:

a. Natural Language Processing (NLP) and Artificial Intelligence (Al): ChatGPT is a
language model developed using NLP and Al techniques. Digital marketing can also
leverage NLP and Al to create personalized marketing campaigns and improve customer
experience. The theoretical framework could F@l the use of NLP and Al in ChatGPT
can inform and improve digital marketing s cfzr;a@g{@{
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b. Communication and Interaction: ChatGPT is designed to interact with users in a
conversational manner. In digital marketing, communication and interaction are key to
engaging with customers and building relationships. The theoretical framework could
explore how ChatGPT can facilitate communication and interaction in digital marketing, and
how this can impact customer engagement and loyalty.

c. Consumer Behavior and Decision-Making: ChatGPT can be used to collect data on
consumer behavior and decision-making. This data can be used to inform digital marketing
strategies and create more personalized marketing campaigns. The theoretical framework
could explore how ChatGPT can be used to collect and analyze consumer data, and how this
can inform digital marketing strategies.

d. Cognitive Psychology: ChatGPT is designed to mimic human conversation and provide
relevant responses based on user inputs. Cognitive psychology can help understand how
humans process and respond to information, which can inform the design and development
of ChatGPT. The theoretical framework could explore how cognitive psychology can be
used to inform the design and development of ChatGPT, and how this can improve the
effectiveness of digital marketing strategies.

e. Social and Cultural Context: ChatGPT and digital marketing strategies are developed and
used within specific social and cultural contexts. The theoretical framework could explore
how social and cultural factors influence the development and use of ChatGPT and digital
marketing strategies, and how these factors can impact the effectiveness of these strategies.

SOURCES OF DATA AND RESEARCH METHODOLOGY:

The research is based on primary data collected digital marketing professionals from Pune India and
secondary data. The secondary data has been collected from journals, research articles, newspaper
articles and relevant websites from internet.

Research Type Survey

Sampling technique Random Sampling

Instrument used Structured
Questionnaire

Questionnaire Language English

Total no. of questions in questionnaire 10

Total population considered for survey 105

Total no. of digital marketing professional | 84

participated

Implementing Digital Marketing practices using ChatGPT:

a. Personalized Customer Engagement: As ChatGPT can be used to provide personalized
and interactive customer engagement, such as answering frequently asked questions or
providing product recommendations. ChatGPT can analyze customer data to provide
personalized product or service recommendations based on the customer's preferences and
past purchases. This helps businesses to personalize their offerings and increase customer
satisfaction.

b. Chatbot Integration: ChatGPT can be integrated with chatbots to create a more natural and
engaging conversation experience for users. Fais=allows businesses to handle customer
queries and complaints in real-time, provigi(?ﬁz oS with personalized responses to
their specific needs and inquiries. (¥ ratts )
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Content Creation: ChatGPT can be used to generate content such as blog posts, social
media updates, and email newsletters. It can generate tailored content, such as blog posts or
product descriptions, that speaks directly to a specific customer's needs or interests. This
helps to create a more personalized experience for the customer and can increase engagement
with the brand.

Language Translation: ChatGPT can be used for language translation, enabling businesses
to communicate with customers in different languages. Website Translation: Translating a
website into different languages can help businesses reach new audiences and expand their
customer base. This involves translating website content, including product descriptions,
blog posts, and other marketing materials, into the target language. Social Media Translation:
Social media platforms are a key component of digital marketing, and translating social
media content into different languages can help businesses engage with customers in
different countries. This involves translating social media posts, comments, and messages
into the target language. Email Marketing Translation: Email marketing is a powerful tool
for businesses, and translating email content into different languages can help businesses
reach customers in different countries. This involves translating email subject lines, body
copy, and other content into the target language Ad Translation: Translating ads into different
languages can help businesses reach new audiences and expand their customer base. This
involves translating ad copy, headlines, and other content into the target language. Video
Translation: Translating videos into different languages can help businesses reach new
audiences and expand their customer base. This involves adding subtitles or dubbing audio
content in the target language.

Data Analysis: ChatGPT can analyze customer data and provide insights to improve
marketing strategies.

Social Media | To analyze social media data, such as post engagement rates,
Analytics audience demographics, and sentiment analysis. This data can be
used to provide personalized recommendations on social media
content and strategy.
Website Analytics To analyze website data, such as page views, bounce rates, and
click-through rates. This data can be used to provide personalized
recommendations on website design, content, and user

experience.
Email Marketing | To analyze email marketing data, such as open rates, click-
Analytics through rates, and conversion rates. This data can be used to

provide personalized recommendations on email subject lines,
content, and call-to-actions.

Ad Analytics To analyze ad data, such as click-through rates, cost per click, and
conversion rates. This data can be used to provide personalized
recommendations on ad targeting, copy, and creative.

CRM Analytics To analyze CRM data, such as customer behavior, purchase
history, and engagement=ates. This data can be used to provide
personalized recoz e on customer segmentation,

i ohee "B }
. \[\3\0"@? 5 = :
':5;, puneA 2, y

N2/

44 94




Madhya Pradesh Journal of Social Sciences
A biannually Journal of M. P. Institute of Social Science Research, Ujjain
ISSN: 0973-855X (Vol 28 No. 1(i), June 2023)

f.

Madhya Pradesh Journal of Social Sciences 28:1(i) (2023)

Lead Generation: ChatGPT can be used for lead generation by collecting customer
information through conversations and sending follow-up messages.

Customer Service: ChatGPT can be used for customer service, handling customer queries
and complaints in real-time. 24*7 customer service, personalized response, it can escalate to
human agents if chatGPT unable to provide satisfactory response.

A/B Testing: ChatGPT can be used for A/B testing by creating multiple chat scenarios and
analyzing which one performs better. This will help to improve customer experience.

Social Media Management: ChatGPT can be used for social media management, creating
and scheduling posts, and engaging with followers. ChatGPT is a powerful tool in social
media management that has revolutionized the way businesses interact with their followers.
With the exponential growth of social media platforms, businesses are looking for efficient
and effective ways to manage their online presence, engage with followers, and provide
customer service. This is where ChatGPT comes in. To provide automated responses to
followers' inquiries and concerns. This allows businesses to respond quickly and efficiently,
even outside of regular business hours. It also ensures that followers receive a timely
response, which can be crucial for building trust and loyalty. ChatGPT can also provide
personalized interactions with followers. It can be trained to use followers' names, reference
past interactions, and respond with a conversational tone. This helps to build a more personal
connection with followers, increasing engagement and building brand loyalty. Another
advantage of ChatGPT in social media management is its ability to ensure consistency in
interactions. It can be programmed to respond to common inquiries and concerns in a
consistent manner, helping to build trust and reliability with followers. This is particularly
important for businesses looking to build a strong brand identity. ChatGPT can also be scaled
to handle a large volume of social media interactions. This is particularly useful for
businesses with a large social media following or those experiencing a surge in activity
during a marketing campaign or event.

To monitor and review ChatGPT's responses regularly. This helps to identify any errors or
inaccuracies and allows businesses to make necessary adjustments to improve the accuracy
of the responses.

Businesses should integrate ChatGPT with their existing digital marketing tools, such as
social media management platforms or email marketing tools. This helps to streamline the
customer interaction process and ensures that customers receive timely and relevant
responses.

Businesses should use ChatGPT to gather customer feedback and insights. By analyzing the
data collected through ChatGPT interactions, businesses can gain valuable insights into
customer preferences, pain points, and behavior patterns. This can help to inform future
marketing campaigns and strategies.

To ensure that ChatGPT is integrated seamlessly into the overall customer experience. By
providing a cohesive and consistent experience across all touchpoints, businesses can build
stronger customer relationships and increase customer loyalty.
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Ethical practices and guidelines for using ChatGPT in Digital Marketing: The use of ChatGPT
in digital marketing requires businesses to adhere to certain ethical practices and guidelines to ensure
that they are not misleading or deceiving customers.

Transparency and Honesty: One of the most important ethical practices in digital
marketing is transparency and honesty. Chatbots should be designed in a way that clearly
communicates to customers that they are interacting with a bot and not a human. ChatGPT
should be programmed to disclose that it is an Al-based chatbot and not a human being, and
customers should be informed about the limitations of the chatbot in terms of the type of
assistance that it can provide. This will ensure that customers are not misled or deceived into
thinking that they are interacting with a human being

Privacy and Data Protection: Another important ethical practice in digital marketing is
privacy and data protection. Chatbots should be designed in a way that protects customer
data and ensures their privacy. ChatGPT should be programmed to adhere to data privacy
regulations such as GDPR, CCPA, and other similar laws. This means that ChatGPT should
not store customer data without their consent, and the data should be stored securely.
Accuracy, Reliability and Responsiveness: Chatbots should be programmed to provide
accurate and helpful information to customers. ChatGPT should be designed in a way that
ensures that the information provided is accurate and up-to-date. In addition, ChatGPT
should be programmed to respond to customer queries promptly and efficiently. This will
ensure that customers receive the help and support they need in a timely manner.

Human Oversight and Intervention: Chatbots should be designed in a way that allows for
human oversight and intervention. This means that businesses should have a team of human
agents who can monitor the chatbot's interactions with customers and intervene when
necessary. This will ensure that customers receive the best possible support and assistance,
and any issues or concerns are addressed promptly.

Avoidance of Deception and Misleading Practices: Chatbots should be programmed to
avoid any deceptive or misleading practices. ChatGPT should not be programmed to provide
false information or make false promises to customers. Additionally, ChatGPT should not
be programmed to use any language or tactics that could be construed as deceptive or
misleading.

Respect for Human Rights: ChatGPT should be designed and used in a way that respects
human rights, including privacy, freedom of expression, and freedom from discrimination.
ChatGPT should not be programmed to engage in discriminatory or harmful behaviors, and
should not be used to infringe upon the rights of individuals or groups.

Transparency and Disclosure: ChatGPT should be transparent and disclose to users that
they are interacting with an Al-based chatbot. Users should be informed of the chatbot's
capabilities, limitations, and any data that is collected during interactions. ChatGPT should
also disclose any third-party collaborations or data sharing arrangements.

Continuous Monitoring and Improvement: ChatGPT should be continuously monitored
and improved to ensure that it operates ethically and effectively. Developers and users should
regularly assess the chatbot's performance, including its accuracy, reliability, and adherence
to ethical guidelines.

Limitation and guidelines for using ChatGPT:

Madhya Pradesh Journal of Social Sciences 28:1(i) (2023 )

It has been found that it produce inaccurate fﬂ;‘gg“
do not solely rely on ChatGPT data IS

oherent information sometimes, so
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Do not use ChatGPT to write all the emails and content but only to get ideas and modify
content, language correction, campaign planning suggestion

Do not become over dependent on chatGPT as despite being powerful Al tool, it has
limitation. Excessive dependence on any tool will hinder creativity.

Provide clear and easy to understand prompts to ChatGPT to get right answers

Always rely on your own reflective, analytical and critical skills

It has limited knowledge because it can only know what it has been taught. It might not be
able to give a thorough understanding of a subject or have access to the most recent facts
Lack of human interaction

Benefits of ChatGPT in Digital Marketing across various industries and future scope:

ChatGPT, an Al-based conversational agent, has been extensively used in digital marketing
to provide personalized, timely, and cost-effective solutions to customers. Its benefits span
across industries, such as IT, healthcare, banking, manufacturing, and more.

In the IT industry, ChatGPT can be used to provide technical support to customers. For
instance, IBM Watson Assistant helped IBM streamline its customer support and reduce
response time by 99%. Similarly, Microsoft implemented a conversational agent called Zo
to provide personalized technical support to users of Microsoft Teams. The conversational
agent managed to resolve more than 80% of customer inquiries.

In healthcare, ChatGPT can provide personalized medical advice and support to patients. For
example, Ada Health, an Al-based chatbot, helped over 10 million users across 140 countries
to diagnose and manage their symptoms. Similarly, Sensibly developed a conversational
agent named Molly that helps users to manage chronic diseases, such as hypertension and
diabetes.

In banking, ChatGPT can provide personalized financial advice and support to customers.
For instance, Bank of America implemented an Al-based conversational agent named Erica
that assists customers in managing their financial portfolios. The conversational agent
managed to acquire over 13 million users within two years of its launch.

In manufacturing, ChatGPT can provide assistance to customers with product inquiries and
support. For instance, Procter & Gamble (P&G) implemented a conversational agent called
SK-I1I to provide customers with personalized skin care advice. The conversational agent
helped P&G to increase online sales by 95% within the first month of its launch.

According to a report by MarketsandMarkets, the global conversational Al market is
expected to grow from $4.8 billion in 2020 to $13.9 billion by 2025, at a CAGR of 21.9%.
The report attributes the growth to the increasing demand for Al-based conversational agents
to provide personalized customer support across industries.

Conclusion:

Madhya Pradesh Journal of Social Sciences 28:1(i) (2023 )

e ChatGPT provides numerous benefits to businesses across industries by improving
customer engagement, increasing efficiency, providing valuable insights, and reducing
costs. Its adoption is expected to increase in the coming years, with businesses looking
to improve customer interactions and stay competitive in the digital era.

e According to a report by Grand View Research, the global chatbot market size is
expected to reach USD 9.4 billion by 2024, growing at a CAGR of 24.3% from 2019 to
2024. A study by Juniper Research foung. tiﬁifb 23, chatbots are expected to save
businesses over $11 billion annually. Agz,zf)rd' survey by Acquire.io, 82% of
consumers expect an immediate respo;{\ ﬁ ' iries, and 75% of them say that

@
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waiting more than 5 minutes negatively impacts their experience. A report by Salesforce
found that 69% of consumers prefer chatbots for quick communication with brands. A
survey by Hubspot found that 47% of consumers would buy items from a chatbot. A
study by Drift found that using a chatbot on a landing page can increase conversion rates
by up to 45%. A report by Gartner predicts that by 2022, 70% of all customer interactions
will involve Al-powered chatbots. A study by Business Insider Intelligence found that
chatbots will be responsible for cost savings of over $8 billion per year by 2022.

e These statistics highlight the growing importance and adoption of ChatGPT and other
Al-powered chatbots in digital marketing. They demonstrate the potential of ChatGPT
to improve customer engagement, increase efficiency, and save costs for businesses
across industries. ChatGPT has emerged as a powerful tool for businesses to provide
personalized, efficient, and cost-effective solutions to customers. As the demand for
personalized customer interactions increases, the future scope of ChatGPT in digital
marketing is promising. With its ability to provide timely and relevant support, ChatGPT
is expected to play a significant role in enhancing customer engagement and driving
business growth in the years to come.

e However, one thing is sure that ChatGPT is not the end of such disrupting technologies
inventions — Artificial General intelligence (AGI), Explainable Al (XAl), Deep
Reinforcement Learning (DRL), Transfer Learning, etc are even much more advanced
technologies likely to help us very soon
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ABSTRACT

The possibility of supportable improvement was first brought to inescapable consideration as a
worldwide issue; notwithstanding, it is progressively being applied at additional neighbourhood levels
down to that of individual organizations. This raises the potential risk that maintainable improvement
will come to be overwhelmingly related to the protection of the association in question. A possible result
is that administration dynamic will influence the equilibrium excessively far for individuals focused
interests as against natural interests. An underlying advance in forestalling this is to make any
predisposition yet to be determined of interests straightforward to the executives. To do this, a model of
supportability is set up in wording that give a setting to the execution of a quality based ecological
administration framework, for example, that predefined by the International Standard, ISO 14001. In
light of intrinsic vulnerability, a preparatory methodology is embraced. The ramifications of this model
for the organizing of basic natural administration framework components are then examined and a
method for producing a mark of inclination proposed. The substance of a review, which would gauge
the degree to which an association has an administration framework able to quantify and screen this
inclination, is likewise examined and proposed as another valuable marker.

KEYWORDS: Application, Environmental, Management, Systems, Sustainable, Development.
INTRODUCTION

The posterior of this turn of events, joined with the developing populace, is the rising adverse
consequence to the climate.
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Fig.1: Application of an Environmental Management Systems and Sustainable Development Flow

For example, while expanded utilization of merchandise and voyaging are accessible for an ever
increasing number of individuals all over the planet than at any other time, the adverse aftereffects of
this expanded creation is the spread of dangerous substances in the environment, all over the planet.
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Fig.2: Application of an Environmental Management Systems and Sustainable Development Structure
In this way, an expansion in information, mindfulness, inspiration, and activity capability to accomplish
more practical conduct in the public arena is a significant calculate the procedure to accomplish
maintainable turn of events. In advanced education this implies that understudies need chances to
perceive how the subjects they are examining are associated with supportable turn of events. They can
then thusly become 'supportability advancing' proficient and confidential choices creators later on.
Colleges need to give these open doors and open understudies to the inquiries that are important for
maintainable advancement according to different disciplinary points of view.

The reason for this is the possibility that training is a vital element in accomplishing manageable turn of
events and that, correspondingly, advanced education plays a significant part in teaching future leaders.
The need to accomphsh pract1cal turn of events and jab of training to help it, have been
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Analytical framework

The Environmental Management Systems Directives should be visible as a public mediation, one of the
actions by which the Swedish Government will achieve its ecological strategy goals. A mediation
hypothesis with a guide or a model of how the intercession is expected to function was in this manner
built.

Sustainable design

Sustainable engineering

<

Technologies
| |
Processes Products

27 Nt

Lifestyle

Fig.3: Application of an Environmental Management Systems and Sustainable Development Status.
Result:

This model depicts how an ecological administration framework could be used to work with supportable
advancement incorporation inside colleges. This gave a model to a hypothesis based assessment of the
viability of the EMS that is likewise utilized for organizing the discoveries. Assessments of natural
mediations are frequently very tricky since ecological issues are extremely mind boggling, have many
sources, and a considerable lot of them can't be restricted in time or space. It is, nonetheless, conceivable
to connect the impacts of natural administration to manageable improvement in a causal chain, where
break markers can be utilized to assess in the event that the mediation is prompting the planned
outcomes.

METHODS

This examination continues the investigation of natural administration frameworks (then, at that point,
in little and medium-sized undertakings), which brought about the creator's licentiate postulation of
2001. The investigations of ecological administration frameworks. The postulation sums up and
examines the examination discoveries distributed in five annexed papers, which have been chosen as
the most applicable to the conversation. Papers I, 1Il and IV are co-wrote. The Output, the Government

Along with Papers Il and V, Paper I gives a commitii< &Biigation of Outcome 1 and the EMS
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cycle in colleges. They depend on investigations of yearly natural reports from all Swedish colleges as
well as two studies embraced among every one of the ecological facilitators and administrators in the
colleges. These examinations give replies to explore questions one and two.

Environment

Economy

« Initial Cost
* User cost
* Agency cost

* Greenhouse Gas Emission
+ Fuel consumption

+ Virgin aggregate demand
binder demand

Sustainabili

Engineering
Performance Criteria such as:
* Rutting
» Fatigue
* Thermal Cracking

Fig.4: Application of an Environmental Management Systems and Sustainable Development Cycle.
An EMS furnishes a construction to work with mix of reasonable improvement in colleges. A confirmed
EMS with customary inward and outsider reviews furnishes a framework with persistent criticism and
follow-up. Preparing is a vital piece of an EMS and is particularly significant for staff, to animate them
to see the association of their own work and especially in disciplines connected with accomplishing
feasible turn of events.

The association of schooling and examination to the idea of manageability, as well with regards to the
substantial ecological exercises of the college, notwithstanding, should be explained further. It is evident
that there has been an issue in obviously conveying the reason and job of the EMS over the long haul.
EMS and preparing are in some cases seen as exclus in itself, in light of an order from the
executives.

ents of maintainability may more
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noteworthy consideration. Schooling and exploration are significant exercises, where colleges can make
a significant commitment to practical improvement over the long haul. Albeit what's to come aftereffects
of the substance connected with ecological and maintainability in these exercises can only with
significant effort be estimated, the degree of combination of such satisfied in them can be assessed.

This ought to ideally be finished by the speakers and analysts themselves, since it gives amazing open
doors to ceaseless reflection and subsequently advancement. The fundamental test lies in getting the
conversation relating to ecological and supportability issues to turn into 'a scholastic matter'. An EMS
can add to this by putting supportability on the plan, as is shown by the situation in industry.

But in addition to being on the management agenda, environmental and sustainability issues also need
to become part of the academic agenda in higher education, taking the focus from the EMS itself and
making sustainability a part of the role of academia and its development for the future.

Stakeholders

For the leaders on the public level, it is critical to give a few drivers to college administrations, in the
event that genuine change for feasible improvement is planned. In the event that positive money related
motivations can't be given, follow-up and criticism give impetuses through support, as clearly arranged
positive changes have occurred or, in the contrary case, that a shift in course and improvement is
required.

This can comprise fundamental motivations, even inside a sweeping designation. Leaders in colleges,
as well as in different provincial and neighbourhood specialists, can likewise enjoy benefits connected
with follow-up and criticism, as expressed previously. Peer-surveys, a very much acknowledged
technique for logical assessment of exploration, have numerous likenesses to the managerial reviews of
an administration framework.

The two of them focus on happy and structure. An emphasis on the similitudes, for instance the criticism
for development, and further improvement of reviews in a scholastic setting, can further develop
worthiness in scholarly world.

CONCLUSION

The Directives have not, be that as it may, been a completely successful driver and the moves initiated
at the different colleges are to a great extent a consequence of inside drivers in view of the responsibility
of the executives, personnel, staff and understudies. The presidents and other top-administration
authorities play a vital part to play and they are hence instrumental in making an institutional drive and
comparing society of progress.

The absence of criticism and follow-up from the Ministry of Education has decreased the adequacy of
the Directives as an outer driver. The criticism could be improved, for instance, by posing the inquiry
"How can you work for feasible advancement at your college”" to those engaged with college the board

-end up being a frail driver, except
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if it is joined by clear prerequisites to the colleges as allotment headings, and joined by follow-up and

criticism from the Ministry of Education.
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ABSTRACT

Working on the ecological execution of partnerships is one approach to restricting natural harm.
Natural administration frameworks (EMSs, for example, ISO 14001, give a system to associations that
wish to deal with their ecological issues really. Executing an EMS that adjusts to the ISO 14001
standard might assist organizations with incorporating ecological qualities into their tasks. This
exploration helps overcome any issues between EMS hypothesis and strategic policies. Its objectives
were to distinguish difficulties related with preparing and mindfulness parts of an ISO-based EMS and
to propose preparing drives that might end up being useful to associations accomplish effective EMS
execution. A mindfulness based approach may likewise assist partners with observing an association's
prosperity with incorporating natural strategies into its everyday tasks. Albeit the ISO standard is
valuable as an EMS system, meeting ISO 14001's base necessities won't be guaranteed to work on an
organization's ecological execution. It is the responsibility of an association and its workers, driven by
ecological guidelines and strain from partners, which decides the degree to which an association will
accomplish driving edge natural administration.

KEYWORDS: Environmental, Management, Systems, Indian, Industry.

INTRODUCTION

Ecological insurance and monetary development are turning out to be all the more firmly adjusted.
Organizations in ecological innovation are multiplying and organizations are in overhauling cycles to
lessen natural effect, further develop creation proficiency, and diminish costs.

The natural plan is rapidly turning into a necessary piece of corporate methodology. Without a
corporate natural methodology, associations won't comprehend legitimate, political, and monetary
tensions, including severe risk, marking norms, and bundling regulations. A few firms are simply
starting to grasp the significance of this exchange among technique and ecological obligation and of
the impacts of a changing and complex local, public, and worldwide natural plan. Chiefs should
proceed to learn and coordinate new natural worries into corporate technique. There are no last
responses. There are, nonetheless, different open doors.

These objectives were satisfied through a contextual investigation of Vancouver International Airport
Authority. The review recognized fostering a typlcal “5fonsof ecological execution as a key to

00 Of
effective EMS execution. It additionally proposed a n “ based way to deal with EMS that
; levels inside an association. The

spotlights on divided vision and criticism among Vq“ 39 ;m%..‘r
Jva ’
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suggestions of this study present definite administration cycles and drives that could be useful to the
Airport Authority further develop execution of its "Air Quality Management Program," as well as its
general projects for "Ecological Training" and "Mindfulness and Communication."
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Fig.1: Environmental Management Systems in Indian Industry flow
Components to develop

An EMS, an association needs to evaluate its natural effects, set focuses to lessen these effects, and
plan how to accomplish the objectives. The main part of an EMS is authoritative responsibility. For a
compelling EMS to be created and carried out, you want responsibility from the actual top of the
association, as well as all staff. Further instances of parts that ought to be thought about while fostering
an EMS are:

Objectives and Targets:

y ecological goals and targets. An
association can track down benefits in embracing nﬂeﬂ’ sgillOniget) term targets to urge it to work on
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its presentation. To constantly improve, targets ought to be routinely looked into. - Consultation: staff
and local area meeting ought to be attempted previously, during and after foundation of an EMS. This
is important to guarantee that all staff are engaged with, and focused on the EMS. It can likewise assist
with working on open impression of the organization, one of the advantages of executing an EMS. -

Operational and Emergency Procedures: all techniques ought to be looked into to guarantee they are
viable with the association's ecological goals and targets. Any progressions ought to be incorporated
with the documentation.

Environmental Management Plan: this subtleties the techniques and strategies which an association
will use to meet its goals and targets. - Documentation: all goals, targets, approaches, obligations and
strategies ought to be archived alongside data on ecological execution. Documentation is valuable for
confirming natural execution to staff, controllers and the local area.

ENVIRONMENTAL MANAGEMENT
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Clear cut ecological approaches and targets support a company's natural procedure by giving core
values to representative exercises. Chiefs can assume a vital part in creating ecological system,
involving these methodologies to aid strategy and objective advancement as well as characterizing
natural estimation, examination, and control.

The director's natural jobs change with the kind of work and venture. Preferably, the board
bookkeepers ought to work intimately with other multi-disciplinary gatherings in regions relevant to
their singular venture's business lines.
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Fig.3: Environmental Management Systems in Indian Industry system.

Key reactions Given the inner and outside requests to work on the natural execution of an association,
the association will accomplish exclusive expectations of ecological execution at last get the advantage
of cost decrease and furthermore mirror a more moral way to deal with business where benefits won't
be the sole inspiration. To understand an upper hand in view of natural administration, organizations
fog try to foster systems which make an interpretation of activities into benefits, working on their
ecological execution and tending to the natural requests put upon them by government.
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Fig.4: Environmental Management Systems in Indian Industry cycle.

CONCLUSION
Today with the quickly changing climate we should zero in on systems which associations, states and
enterprises can take on to work on the natural execution. We ought to attempt to lay out a framework
which is ideal for all since there is a need, not need a craving with respect to enterprises and association
to have an impact on the manner in which it sees the climate and there is a need to thoroughly search
in subtleties at the devices accessible to accomplish the objective of sound climate for each living
organic entities.
Instruments like ISO, different natural preservation strategy with different demonstrations which
recently was left inconspicuous ought to be executed stringently. From most recent couple of years we
are presently seeing a principal change in the manner that administration's and corporate universes
sees for the security of the climate. Presently associations have started to think about the interaction
of modern procedures and natural administration.
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m ABSTRACT l

In India Investment is considered as one of the major decision of each household. Every
investor has multiple investment avenues for his/ her hard cash earned savings. Investment is
nothing but a lifelong commitment towards money or other financial resources with the aim of
expecting future endeavour benefits. Doing investment is an economic activity that involves wealth
creation or assets creation with the aim of profit generation. This survey analysed the most
favourable investment avenues for rural and urban households and also the analysis of these
investors before making an investment decision. Risk and uncertainty along with greed of generating
maximum income in a shorter period of time which play a critical role in the investment decision of
these households. This survey has been conducted among 400 investors in different parts of
Maharashtra and the collected data has been analysed with the help of MS XLSTAT as an Add-on in

Microsoft Excel and percentage analysis, chi square test used for analysis.

Keywords- Investment avenues, Investment, Investor’s behaviour, Investments decisions.

I. INTRODUCTION
INVESTMENT

In India the psychology of individual is
to have investment by considering the risk and
return appetite. They are very cautious for their
investment of hard earned cash which is based
on the level of education and the income level.
Investment is the long term commitment in
current time for money or financial resources in
the expectation of future benefits. For all of us
Investment is an economic activity which helps
us for future survival. Individuals have different
motives for investment any revenue. How to
earn additional income depends on type of
investment avenues.The earning depends the
occupation of the individual investor.

Il. REVIEW OF LITERATURE:

Sanjay Kantidas (2011) studied “An
Empirical Analysis on Preferred Investment
Avenues among Rural and Semi-Urban
Households” The study focuses on to
identification of the investment habits of the
households in Nagaon as one of the Districts of
Assam. The researcher found that respondents
from age group 40-50 years are preferred
investments in Insurance products, stock market
and banks or financial institutions as 54.55%,
21.21% & 15.15 % respectively. Investments in
the property were very less preference in all age
groups also ULIP is the most popular insurance
scheme amongst all respondents. The findings
revealed that higher income groups have a
relatively high preference for stock market
investment whereas average or lower-income
groups have a preference towards insurance and
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bank deposits.

B Thulasipriya (2015) haddone study on
“A Study on the Investment Preference of
Government Employees on Various Investment
Avenues” The study was centering only on
singlesegment area that is government
employees and the sample size was 500. The
main objective of the researcher was to
scrutinize various factors used by the
government employees formerly investing, and
the categories of financial instrument and
duration of the investment. The analysis is based
on Age wise distribution, Gender -wise
Distribution, Marital Status-wise Distribution,
Number of Family Members-wise Distribution,
Employment Sector-wise Distribution, Monthly
Income-wise Distribution, Monthly
Expenditure-wise Distribution, Monthly
Savings-wise Distribution and other aspects.
The findings drawn are revealed that
government employees from the age group of
beyond 50 years ought to a high level of liking
for investments, also Female category
government employees ensure a high level of
inclination for investment. Small size of family
having 3-4 members are specifically intended to
have greater preference for investment. The
employees whose monthly income is up to
Rs.25000 also showing good intention towards
greater investment. In conclusion, this study
helps or benefits to maximum respondents who
are from salaried category to have an intention
of large investments in different avenues.

Devi Mohan (2016) The researcher
attempted a study on “A Study On Income And
Investment Pattern Of Working Women In
Kollam City” the study covers
employedfemalesfrom large vicinity of Kollam
as a city covering private and public sectors
employed females. The sample size considered
for study is 50 respondents chosen through
convenient sampling. The clear intention of the
research was to discover the alertness level and
the focalfavoriteinvestment tool implemented by
therespondents. The outcome showed that
investment doneFixed deposits in banks as a
reason for safety and security due to the
unpredicted future calamities which is followed
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by the next investment option of gold which
help to safeguard hard earned cash savings and
therefore the level of income has impacted on
savings of the respondents which is increased in
the last decade. The whole study was done using
the ranking method.

I11. OBJECTIVES UNDER CONSIDERATION FOR
FURTHER STUDY

The very specific intention of doing this survey
research aimed to examine investor’s favourite
investment avenues in an urban and rural
household.

However, the study has the following specific
objectives.

1. To know the factors on the rural and
urban investors’ favourite investment
avenues in Maharashtra.

To analyse the behaviour of rural and
urban investors in Maharashtra while
selecting their investment avenues.

IV.HYPOTHESES OF THE STUDY

HOL: Investment decisions of rural and urban
are not pretentious by the gender of respondents.

HO02: Interval in making investments by rural
and urban investors is not affected by
occupational status.

HO03: Risk and Uncertainty along with greed
while making an investment by rural and urban
investor’s decisions is not affected by the annual
income of respondents.

V. METHODOLOGY TO BE USED FOR RESEARCH

The study has been directed among 400
investors as a combination of urban and rural
investors in different parts of Maharashtra. The
convenience sampling method has been adopted
for selecting the sample. Primary data is
specifically used for carrying out this research.
A structured questionnaire is formed to collect
the primary data. The data collection
questionnaire is having two sections out of
which section | covered demographic variables
and _seeti Il deals with the investment
these respondents. The data has
ith the help of XLSTAT 2021
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as an Add-on in Microsoft Excel and percentage  between certain demographic variables and
analysis have been used to analyse & interpret  investment behaviour variables only analysed
the collected data. A significant relationship  through the famous test chi-square.

VI. DATA ANALYSIS

The detailed demographic profile of rural and urban individual investors in Maharashtra is explained
as below.

Table 1: Demographic Profile

Sr. No Variable Investors Choice No of Percentage
from Respondents
Male 142 35.50%
Urban
Female 68 17.00%
1 Gender Male 132 33.00%
Rural
Female 58 14.50%
Total 400 100.00%
Less than 20 18 4.50%
21-30 78 19.50%
Urban
31-40 68 17.00%
41-50 37 9.25%
Above 51 9 2.25%
2 Age in Less than 20 15 3.75%
Years
21-30 74 18.50%
Rural 31-40 61 15.25%
41-50 32 8.00%
Above 51 8 2.00%
Total 400 100%
Uneducated 14 3.50%
Up to SSC 45 11.25%
HSC 60 15.00%
Urban
Educational UG 45 11.25%
3 Qualificatio PG 31 1.75%
n Diploma/ITI/Others 15 3.75%
Uneducated 28 7.00%
Rural UptoSSC = 40 10.00%
HSC /& 8 14.50%
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UG 34 8.50%
PG 20 5.00%
Diploma/ITI/Others 10 2.50%
Total 400 100%
Below 150000 25 6.25%
150001-300000 56 14.00%
Urban
300001-450000 64 16.00%
Above 450001 65 16.25%
Annual
4 Income (In Below 150000 33 8.25%
Rs.) 150001-300000 70 17.50%
Rural
300001-450000 50 12.5%
Above 450001 37 9.25%
Total 400 100%
Farmer 40 10.00%
House Wife 38 9.50%
Employed 83 20.75%
Urban i
Businessman 10 2.50%
Professional 16 4.00%
Retired 9 2.25%
Occupation Others 14 3.50%
5 al Farmer 74 18.50%
Status House Wife 42 10.50%
Employed 55 13.75%
Rural Businessman 3 0.75%
Professional 8 2.00%
Retired 2 0.50%
Others 6 1.50%
Total 400 100%

Table set source: Primary data from questionnaire

The above table set represents the gender i.e. out of the total respondents 68.50% are male
classification of 400 respondents which includes  and 31.50% belongs to female category.
210 urban and 190 rural households’ investors.
35.5% & 33% of the investors belong to male
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38% of the sample respondents fit to the
age cluster of 21-30 years (Urban-19.50% &
Rural-18.50%), 32.25% of the total sample
respondents also fit to the age assembly of 31-40
years (Urban-17.00% & Rural-15.25%), 17.25%
of sample respondents have its place to the age
assembly of 41-50 years (Urban-9.25% &
Rural-08.00%), 8.25% of these sample
respondents have its place to the age set of littler
than 20 years (Urban-4.50% & Rural-3.75%),
and 4.25% of sample respondents are from age
set of above 51 years (Urban-2.00% & Rural-
2.25%), Hence out of total respondents
maximum respondents fits in to age set of 21-
30 years.

The above table top set shows out of the
400 sample respondents

10.50% of the respondents belong to the
uneducated category (Urban-3.50% & Rural-
7.00%), 21.25% of the respondents belongs to
up to SSC education level category (Urban-
11.25% & Rural-10.00%), 29.50% of the
respondents belongs to up to HSC education
level category (Urban-15.00% & Rural-
14.50%), 19.75% of the respondents belongs to
up to UG education level category (Urban-
11.25% & Rural-8.50%), 12.75% of the
respondents belongs to up to PG education level
category (Urban-7.75% & Rural-5.00%) and
6.25% (Urban-3.75% & Rural-2.50% of the
respondents fall in others that includes ITI,
Certificate Courses and Diploma.

The above table set shows occupational
status of individual investors in Maharashtra for
the 400 sample respondents out of which
28.50% are belong to farmers category (Urban-
10.00% & Rural- 18.50%), 34.50% belongs to
employee category (Urban-20.75% & Rural-
13.75%), 3.00% belongs to businessman
category (Urban-2.50% & Rural- 0.75%), 20%
belongs to homemakers (Urban-9.50% & Rural-
10.50), 6% belongs to professionals (Urban-
4.00% & Rural- 2.00%) and 5% from others
(Urban-3.50% & Rural- 1.50%) and remaining
2.75% falls under retired category (Urban-
2.25% & Rural- 0.50%). Hence it revealed that
from urban the considerable respondents are
from employee category and from rural it was
farmer. But in aggregate the number for
employee is considerable that is 138 followed
by farmers 114.

The above table represents that out of
400 respondents

14.50% of the respondents are in the
income group of below 1,50,000, 31.50% of the
respondents are in the income group 1,50,001 to
3,00,000, 28.5% of the sample respondents are
in the income cluster ranging from 3,00,001 to
4,50,000, 25.50% of the total respondents are in
the yearly income set of above Rs.4,50,001,
which sh