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ABS International Journal of Management provides a perfect opportunity to immerse oneself in the 
advancements of the fast-growing field of management research and get published in a journal that has 
excellent reach and expectations of a significant impact. It is no secret that the landscape of scholarly 
publishing is quickly changing. Across disciplines, new demands and expectations from both authors and 
readers have encouraged shifting perspectives among editors and publishers.

Our aim is to provide a platform for discussion and insights related to the rapidly shifting management 
research landscape. We strive for maintaining and intensifying the high standards of academic excellence 
through publication of this journal and hope to contribute to the existing body of knowledge on 
management research. The journal is served by a very competent editorial board along with a network of 
scholars helping to secure high-quality contributions.

I appreciate and congratulate the Research & Development Cell at Asian Business School, the 
contributors of research papers and all others involved directly or indirectly in this excellent intellectual 
exercise and wish that ABS International Journal of Management manifests itself as the best medium for 
scholarly work in the field of management education and research
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ABS International Journal of Management has accumulated a commendable heritage over 6 years of its 
existence. The objective of the journal is to publish up-to-date, high-quality and original research papers 
alongside relevant and insightful reviews. Under the thoughtful guidance of the highly competitive 
advisory board, the journal has evolved rapidly and meaningfully. The journal aspires to be Today, it 
attracts a much wider spectrum of contributors across all the management streams and has gained a 
substantial wide readership by publishing thought provoking papers on recent and contemporary issues. 
Ieagerly look forward to strengthening the reach of ABS International Journal of Management in the near 
future with valuable guidance and support from the partners and stakeholders. As we move ahead, I 
would like to wholeheartedly thank all the members of the Editorial board, for their continued thought 
leadership and support to the journal. I would also like to congratulate the members o Research & 
Development Cell, Asian Business School for their exemplary mentorship of the journal. Our aim since 
the very inception of this journal has been to publish quality research upholding the standards of ethical 
publication. We have been consistently working towards enhancing the visibility, impact and the overall 
quality of our journal. Best wishes to the Research & Development Cell at Asian Business School for its 
unstinted efforts to further strengthen the quality and readership of the journal and thanks to all the 
authors for their contribution to this issue of ABS International Journal of Management. vibrant, 
engaging and accessible, and at the same time integrative and challenging.
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I am truly honoured to have been selected as the new Editor-in-Chief of the ABS International Journal of 
Management. I am also very proud to be working in tandem with an outstanding team of Managing 
Editors and members of the Editorial Board. The latter have been selected as a balanced global 
representation of the leadership in our field. This is an editorial team that is fully engaged and committed 
to the success of this journal.

Fostering a conducive research environment and providing a platform for dissemination of quality 
research in management has been a constant endeavour of the Research &amp; Development Cell at 
Asian Business School. It is a very fortunate moment for ABS to have been in a space where it can make a 
significant contribution to our country by taking a proactive role in trying to shape India’s future growth 
and progress. We have always subscribed to the view that management concepts, approaches and 
techniques have to be continually evolved and that managerial decisions should be based both on 
systematic research, the gut feeling and value judgment. We are conscious of the fact that to be at the 
cutting edge of the business education and training, a B-School has to work in partnership not only with 
the business-houses but also with similar institutions across the world. I envision an India that is a role 
model for other nations in terms of innovation, creativity, job generation, and growth.

We extend our gratitude to all the authors for their contribution in enriching the journal quality through 
their intellectual insights. The editorial team of ABS International Journal of Management sincerely hopes 
that this issue will help in bringing to fore the best management research and practices for dealing with 
the volatility, uncertainty, complexity and ambiguousness of the dynamic business environment which 
business organizations and nations face today and will be instrumental in enhancing competitiveness of 
both for sustainable growth and development.
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CUSTOMER'S ORIENTATION TOWARDS GREEN CONSUMERISM
Babita* Meenakshi Kharb**

INTRODUCTION

ABSTRACT: 

Keywords: Green Consumerism, Awareness, Attitude, Reduce, Recycle

There are raising concerns regarding the climate change, has leading companies to rethink and reassess their products and 

services towards new strategic paths. Now days, consumer also need to be conscious while buying any products and services and 

help reducing the waste generated out of the purchase. (Lakshmi, 2014). It is the time for consumers to reconsider their 

consuming and disposing decisions wisely. The forces like Economic, social, and cultural have set the frame for green 

consumerism. In the modern era, especially aimed at encouraging people to be more aware of the firms’ production processes 

and only to buy or use products and services that do not harm the environment. For this reason, green consumerism has created 

a balance between the buyers’ behaviors and the organizations’ profit objectives as it mostly based on the sustainable and pro-

environmental behavior of consumers. Green consumerism advocates for prudent packaging options. (Center, 2019) People 

need to realize the benefits of green consumerism would have been to conserve the planet. It has social attitudes such as the 

preference to purchase loose products like vegetables and fruits instead of pre-packaged products. Also, it encourages 

consumer’s reuse of paper and plastic packaging bags and tins that often cause environmental degradation. The green 

consumerism fixes responsibility on consumers for buying environmental-friendly goods so that the environment will be 

preserved for the future generations too. It also deals with determinants of and ethical issues, involved in green marketing. 

(Mohammad Jalalkamali, Green Marketing & Consumerism, 2016) 

In this paper, the study is about the consumer's awareness and orientation towards the environmental friendly goods. The main 

objective is to create awareness and change their attitude towards the sustainable and eco-friendly ways to reduce and recycle the 

waste generated from buying goods.

There are raising concerns regarding the 

climate change, has leading companies 

to rethink and reassess their products 

and services towards new strategic paths. 

Now days, consumer also need to be 

conscious while buying any products 

and services and help reducing the waste 

generated out of the purchase. 

Green marketing was given prominence 

in the late 1980s and 1990s after the 

proceedings of the first workshop on 

Ecological marketing held in Austin, 

Texas (US), in 1975, paving way for rich 

resources of literatures in green mar-

keting.

consumers would be eager to pay extra 

cost for the products that do not harm 

the environment. There are many 

consumers who would pay extra 

premium and decide to purchase green 

products. But the results of study by 

Rohit Nema stated that consumers are 

not willing to pay extra price for green 

products. The level of willingness 

exhibited by India consumers is low 

which suggests that India marketers 

should make strategies for cutting the 

cost.

According to the Joel Makeover, green 

marketing faces a lot of challenges 

because of lack of standards and public 

consensus as to what constitutes 

“Green”. Green marketing is the process 

of developing products and services and 

promoting them to satisfy the customers 

who prefer products of good quality, 

performance and convenience at 

affordable cost, which at the same time 

do not have a detrimental impact on the 

environment. It includes a broad range 

of activities like product modification, 

changing the production process, 

modified advertising, and change in 

packaging that aimed at reducing the 

detrimental impact of products and 

their consumption and disposal on the 

environment. Companies all over the 

world are striving to reduce the impact 

of products and services on the climate 

and other environmental parameters 

Agyeman (2014) argued that there is a 

Literature Review

Study revealed that green marketing 

stressed on green consumers. These 

*Assistant professor, CHRIST (Deemed to be University), Ghaziabad **Assistant Professor, Institute of
Innovation in Technology & Management, New Delhi
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positive relationship between the price 

and consumer buying behaviour for 

green products. He said that quality and 

price of the product and environmental 

concerns play a vital role when it comes 

to actual purchase of the green products. 

He recommended that green marketers 

should make strategies after the proper 

understanding of the segment market 

and plan marketing mix strategies 

accordingly.

 The role of marketing has become a 

matter of discussion as lifestyles and 

consumption patterns in the indus-

trialized world are a major originator of 

environmental damage. On the one 

hand, marketing has been criticized for 

contributing to the environmental 

degradation by emphasiz ing on 

consumption, consequently contri-

buting to a throwaway society and 

emphasizing on satisfying short-term 

consumer or customer wants. On the 

other hand, marketing can be seen as a 

significant instrument in order to sell 

new lifestyles and change overall 

consumption habits, not only to 

ecologically concerned consumers. 

Thus, marketing should contribute to 

more sustainable forms of society.

A consumer with environmental 

awareness can be defined as  an ecologist 

who had grasped his/her self-efficacy 

against environmental pollution and 

how has a sense of responsibility with 

respect to future generations and the 

whole humanity in his/her use of 

resources. Conscious consumers with 

environmental awareness can assess the 

presence of environmental resources, 

their cost of use as well as the impact of 

this use to the environment and to 

themselves.  

Green marketing is very essential for the 

sustainability of an organization these 

days. As is revealed from the literature 

review there is a lot of gaps in research on 

this topic. Also, in India not much work 

is done as far as the influence of green 

marketing on consumer behavior is 

concerned, so this paper is trying to 

address this issue by taking the study 

done by Elham Rahbar (et al, 2011) in 

Malaysia by replicating some aspects of 

it in India.  

of  respondents  regarding green 

marketing. The sample size was 200 and 

we have used random sampling 

technique for selecting the respondents. 

In order to achieve the objective of the 

study, the statistical tool SPSS Version 

20 has been used to analyze the data. 

The statistical tools like multiple 

regression, correlation, and descriptive 

statistics were applied to test the 

hypothesis. The dependent variable is 

purchasing intention (PI) and all other 

variables are independent variables.

 Research Gap

*Assistant professor, CHRIST (Deemed to be University), Ghaziabad **Assistant Professor, Institute of
Innovation in Technology & Management, New Delhi

Objectives of  the study

· The main objective is to create 

awareness towards the usage of eco-

friendly goods

· To study their attitude towards the 

sustainable and eco-friendly ways to 

reduce and recycle the waste generated 

from buying goods.

Research Methodology

This study is more descriptive research. 

The primary data was collected through 

structured questionnaires. Secondary 

data is used which is collected from 

various books, websites, online journals 

and research papers from various 

authors.

 The questionnaire contained questions 

-asking like your purchase decision is 

affected by green marketing activities of 

the company, repurchase decision is 

affected or not, how much extra you are 

ready to pay etc. Sample Data has been 

collected from randomly selected buyers 

from markets / retail outlet of the green 

products. NCR Haryana is selected, 

being representative of the socio-

demographic profile.

Data Analysis

Likert 5-point scales with values ranging 

1 for strongly disagree to 5 for strongly 

agree was used to measure the behavior 

Demographic Profile

 Majority of the respondents belong to 

age group (25-35years) i.e. 40%, 

followed by 20% (18-24 years), 34 % 

(36-50 years) and the remaining 6 % of 

the respondents are above 50 years. Out 

of 200, 128 (64 %) are male and 72 

(36%) are female. The respondents 

belong to different categories of 

occupation (student – 24%, private 

employee - 58%, Govt. employee – 8%, 

self-employed – 2%, others – 8%).

We have selected the set of independent 

factors to analyses their impact on 

dependent factor (purchase intention). 

The three independent variables are 

personal factors (PF), Social factors (SF) 

and environmental factors (EF) has been 

selected for the analysis. 
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HI: The personal factors (PF) have an impact on consumer's purchase intention.

H2: The social factors (SF) have an impact on consumer's purchase intention.

H3: The environmental factors (EF) have an impact on consumer's purchase 

intention.

The human wants are unlimited and 

resources are limited, it is imperative for 

the consumers to be careful in the 

resource's usage. The growing awareness 

among the consumers over the world 

environment is result of the present 

generation's aim to bestow a clean earth 

to their offspring. There is a growing 

interest among the consumers all over 

the world regarding the protection of 

environment. Worldwide evidence 

points out that people are concerned 

about the environment and are chan-

ging their behavior. As a result of this, 

green marketing has emerged emp-

hasizing the sustainability of growing 

market and the availability of socially 

responsible products and services. Now 

everyone sees that most of the cons-

umers, both individual and industrial, 

have become more conc-erned about 

environment-friendly products. Most 

of them feel that environment-friendly 

products are safe to use. As a result, 

green marketing has emerged. Mark-

eters are taking the cue and are going 

green. .

*Assistant professor, CHRIST (Deemed to be University), Ghaziabad **Assistant Professor, Institute of
Innovation in Technology & Management, New Delhi

Personal factors Social factors Environmental factors

• Age

• Gender

•I ncome

•O ccupation

•P ersonality

•L ife style

• Social class

•C ulture

•S ocial groups

•V alue system

•C aste and creed

•F amily system

• Government legislation

•C ompetitive pressure

•S ense of environmental

sensitivity

Table: 1 Factor composition

Hypothesis

A multiple regression model is used to analyze the relationship among dependent 

and independent factors. This model is considered as appropriate to use for 

evaluating the relationship between dependent and independent variables.

Model Specification

Where: a= constant

PF = Personal factors

SF= Social factors

EF= Environmental factors

Hypothesis Testing and Results

Table: 2 Statistical parameters of  Regression Analysis

Model Unstandardized
coefficients

Standardized
coefficients

t Sign.

β Std
Error Beta

Constant

PF

SF

EF

0.112

.452

0.25

.943

0.321

0.68

0.64

0.75

.215

0.59

.042

0.256

4.122

3.542

5.078

0.738

0.000

0.041

0.020

Source: Author's Calculation

From the results presented in table 2, it can be observed that all the three factors I,e 

personal, social and environmental have an impact on  consumer's attitude toward 

the green consumerism. There is a significant relationship between personal factors 

and consumer orientation towards green marketing with p value of 0.00. Similarly, 

the other two factors also have p value than 5% and 1% indicating the significant 

relationship. Hence, present analysis leads to acceptance of alternate hypothesis.

Implication of  Study

Though consumers are willing to 

purchase green products, but variety of 

factors affecting their attitude sign-

ificantly. The consumers purchase 

intention towards green products 

affected by various demographic 

variables. A successful marketer must 

have to understand the influence of 

these factors in order to make green 

marketing practice successful. The 

result of the study is found consistent 

with earlier studies available in 

literature.

Conclusion

The consumer purchase intention will 

Future Research
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also be influenced by other factors like 

price, branding etc. Hence such factors 

can be included in a study to know the 

impact of pricing strategies, branding 

strategies on purchase behavior of 

consumers. The future studies can also 

be conducted to understand how other 

factors like values, beliefs, past exper-

iences of consumers with regard to green 

products influence the consumer beh-

avior.
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An Analysis of  the FDI flow and its Impact on the Indian Retail Sector
Asad Mirza* Ashish Gupta**

INTRODUCTION

ABSTRACT: 

Keywords: Indian Retail Sector, FDI, Organized Retailing, Unorganized Retailing

The Indian retail sector is quickly becoming one of the country's most important industries. It contributes 10% of GDP and 8% 

of employment to the economy. The country also has one of the highest per capita retail store availability rates in the world. 

Foreign Direct Investment (FDI) into the Indian retail sector began in 2006. Under the automatic approach, multi-brand retail 

receives 51% FDI and single-brand retail receives 100% FDI. With the introduction of innovative methods such as E-retailing, 

the Indian retail sector is expanding at a quicker rate, increasing employment opportunities. Foreign Direct Investment (FDI) 

in the retail sector was a difficult decision for the government to make because it could result in enormous labour displacement, 

which is not desirable for a labour surplus economy like India. The unorganised retail sector dominates the Indian retail 

industry, accounting for 88 percent of sales in 2019, while organised retail accounts for only 12 percent. With the quickly 

changing retail landscape, India will soon be one of the fastest growing and most promising regions in the world. The purpose of 

this paper is to examine the trend, impacts, issues, and prospects in the Indian retail industry in light of FDI. From 2007 

through 2021, the research study examines the trend of FDI influx into the Indian retail industry. The study paper is descriptive 

in nature, with data gathered from a variety of published RBI and other institutions papers.

There is a wealth of theoretical and 

empirical data pointing to a link 

between economic growth, rising per 

capita income, the spread of branded 

products, and the country's booming 

retail industry (Mukherjee, Satija, 

Goyal, Mantrala, & Zou, 2011). Retail 

modernization has occurred in India as a 

result of economic development, rising 

purchasing power, increased consu-

mption, and brand multip-lication. 

High economic growth raises per capita 

income, which leads to a change in 

consumption patterns away from 

necessities and toward discre-tionary 

items. In addition, as the economy 

liberalises and globalises, a plethora of 

overseas brands join the domestic 

market. Retailing is India's largest 

private sector and the country's second 

largest employer. The Indian retail 

industry, which includes both organised 

and unorganised sectors, is one of the 

country's fastest expanding industries. 

Due to rising urbanisation and shifting 

purchasing patterns, India has seen a 

revolution in retail trade during the last 

two decades. This has prompted 

merchants to focus their efforts and 

maximise their capabilities in order to 

fully realise the potential. The intro-

duction of major corporate entities into 

retail sparked a spike in the industry's 

expansion.

India's economic development has been 

greatly aided by foreign direct invest-

ment (FDI), which has served as both a 

non-debt financial resource and an 

important engine of growth. Com-

panies from throughout the world invest 

in India for a variety of reasons, 

including lower wages and special 

incentives like tax rebates. It also entails 

the acquisition of technical expertise and 

the creation of employment opportu-

nities in countries where foreign 

investment is made.

Foreign capital continues to come into 

India thanks to the Indian government's 

favourable policy regime and thriving 

economic environment. In recent years, 

the government has made a number of 

steps, including loosening FDI restri-

ctions in areas like as defence, PSU oil 

refineries,telecommunications,

electricity exchanges, and stock excha-

nges, among others.

*Assistant Professor, Department of  Commerce, Shia P.G. College, Lucknow, UP
**Senior Research Fellow (SRF), Department of  Commerce, University of  Lucknow, UP

Literature Review

Abrar (2012) explored the nature of 

multinational merchants' relationships 

with their suppliers, as well as their 

impact on workers and farmers in India. 

The report went into great length into 

the sources of pressure for allowing FDI 

in India, the potential impact on 

marginal producers and the labour, and 

the pressure to guarantee that allowing 
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FDI in retail is irreversible. Allowing 

good FDI in the retail sector, according 

to the study, will help to boost GDP and 

lead to economic progress. It will aid the 

integration of the Indian retail market 

with the global market. People in India 

are likely to have better job prospects as a 

result of it. A positive consumer 

experience, on the other hand, will 

benefit consumers.

Fulzele and Zodage (2013) highlighted 

the benefits of FDI in the Indian retail 

industry. For international investors, 

India offers a wide range of oppor-

tunities. Export-oriented foreign direct 

investment (FDI) has been identified as 

a critical component in fostering farmer 

development and growth as well as 

creating new jobs and expanding small-

scale industries while also curbing 

inflation, enhancing retail services, 

transferring technical know-how, and 

streamlining supply chains. The study 

also found that FDI is essential for 

driving GDP growth and lowering the 

production costs of consumer goods and 

services.

The SWOT analysis of FDI in Retail 

was emphasised by Pavithra (2012). The 

researcher found that allowing FDI into 

the retail sector will help the sector gain 

traction by playing a significant role in 

its uplift. FDI should be introduced in 

stages to protect the interests of small 

merchants.

According to Rajput et al. (2012), since 

FDI was allowed into the Indian retail 

sector, there has been a significant shift 

in the techniques used by Indian 

merchants to attract customers. Using a 

SWOT analysis, they looked at the 

impact of the current retail FDI policy 

on Indian consumers and the economy. 

According to the analysis, it will have a 

favourable impact on the overall growth 

of the Indian economy.

The impact of opening the retail sector 

to FDI in India was studied by Chari 

and Raghavan (2011), who found that 

entry of foreign players would result in 

large-scale exit of incumbent local 

retailers, and that the organised retail 

sector in India is still in its infancy, 

making it difficult to compete with big 

players. Improved distribution and 

warehousing channels are projected to 

emerge as a bonus from increased 

exports, according to the report. FDI 

would also assist to combat inflation by 

generating stronger demand and supply 

linkages, which would help to boost the 

final selling prices paid to farmers.

In their study, Sinha and Kar (2007) 

focused on the rising retail formats in 

India, such as discount stores, dollar 

stores, supermarkets, hypermarkets, 

malls, convenience stores, and category 

killers, among others. The researcher 

discovered that the emergence of such 

modern retail formats in India is due to 

customers' dynamic and proactive 

responses, as well as changing lifestyles 

and trends.

draws data from a variety of sources, 

including the Reserve Bank of India's 

Handbook of Statistics on Indian 

Economy, the Government of India's 

Department of Industrial Policy and 

Promotion (DIPP) publications, the 

Ministry of Finance's Economic Survey 

of India (various issues), the Indian 

Brand Equity Foundation's Annual 

Retail Sector Report, the Foreign 

Investment Facilitation Portal's publi-

cations, and the National Acco-unts 

Statistics (CSO). Further-more, the 

analysis makes use of data from the 

United Nations Conference on Trade 

and Development's World Investment 

Repor t  (WIR)(UNCTAD).  We 

employed various growth indicators 

such as Compound Annual Growth 

Rate (CAGR), Average Annual Growth 

Rate (AAGR), and Ratios to assess the 

FDI inflows patterns.

Research Objectives

This article continues to flesh out the 

Indian retail tale with the goal of 

analysing the current retail landscape in 

India, having demonstrated the vast 

potential and current state of global 

giants' entry into the Indian retail 

market. The purpose of this study is to 

examine in depth India's recent FDI 

policy in the retail sector, including its 

legislative framework and provisions, 

forms, conditions, impact, strengths 

and weaknesses in light of the changing 

dynamics of the Indian retail scene.

Research Methodology: 

This is an empirical study that relies 

solely on secondary data. The study 

The Retail Industry in India

Indian retailing began as a source of 

amusement (in the shape of village fairs, 

feasts, and so on) that was accessible to 

the rural population. These were then 

turned into Mom and Pop / Kirana 

Stores, which are traditional local stores. 

Then followed government-supported 

PDS outlets, Khadi Stores, cooperatives, 

and so on. Finally, shopping malls, 

supermarkets, department stores, and so 

on, which have revolutionised the 

Indian retail business (Figure 1).
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The retail industry in India is vastly 

different from that of the West. 

Independent merchants (vertical 

separation) and manufacturers (direct 

distribution) are common distribution 

methods for products and services in 

industrialised countries (vertical integ-

ration). In the latter case, the producers 

either establish their own retail chains or 

franchisees to sell their products.

The Indian retail industry, on the other 

hand, is split into two parts: organised 

and unorganised. Organised retailing is 

done by people who are legally allowed 

to do so, like people who pay sales taxes, 

income taxes and other taxes. Some of 

them are publicly traded supermarkets 

and retail chains, but there are also some 

that are privately owned. However, 

unorganised retailing refers to low-cost 

retailing formats that have been around 

for a long time, like local kirana shops 

and owner-run general stores. These 

stores sell things like Paan/beedi (a type 

of tobacco), convenience stores, hand 

carts and pavement vendors, and so on.

retail, "one brand" FDI refers to a 

retailer that only sells one brand because 

of the foreign investment. There would 

be no room for Reebok products in such 

retail locations if Adidas were granted 

authorization to market its flagship 

brand in India. Adidas would be allowed 

to sell Reebok products in its own stores 

if they were given permission.

Due to the introduction of various new 

businesses, It has become one of the 

most active and fast-paced industries in 

India's retail sector. It generates more 

over ten percent of the country's GDP 

and employs about eight percent of the 

workforce. In terms of retail, India is the 

world's fifth-largest destination.

The United Nations Conference on 

Trade and Development's 2019 Busi-

ness to Consumer (B2C) E-comm-erce 

Index rated India 73rd. India is the 

world's fifth-largest retail destination, 

ranking 63 in the World Bank's Doing 

Business 2020 report.

In terms of retail, India is the world's 

fifth-largest destination. India is placed 

16th in the FDI Confidence Index (after 

US,  Canada,  Germany,  United 

Kingdom, China, Japan, France, 

Australia, Switzerland, and Italy).
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Figure 1: Development of

Indian retail sector

(a) Single Brand- The term "single 

brand" refers to the ability of foreign 

corporations to offer items sold 

internationally under a "single brand," 

such as Reebok, Nokia, and Adidas. In 

Types of  Retailing in India
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(b) Multi Brand- It's possible to sell 

multiple brands from a single location 

with FDI in Multi Brand retail, to put it 

another way. Multi-brand retail outlets 

like the ubiquitous kirana shop can be 

created by retailers like Walmart and 

Tesco, which will allow them to offer a 

wide variety of household goods and 

consumables. In order to ensure that 

foreign investment has a positive impact 

on India's infrastructure and logistics, 

the licences for single and multi-brand 

operations include a number of condit-

ions for foreign investors. These 

conditions also allow for the inclusion of 

small merchants in the new value chain.

However, given specialist formats such 

as music, mobile, and electronic 

products require lesser investments, the 

US$ 100 million minimum capital 

requirement may make it difficult for 

international investors wishing to enter 

India's supermarket/hypermarket 

industry. The cities in which FDI-

backed stores can operate may also be 

restricted by regulations established by 

the state government. Retailers from 

outside India may find it difficult to 

establish operations in India if the 

existing opposition from various 

political parties continues. Additionally, 

it may have an impact on supply chain 

efficiency, restricting the number of 

cities where these merchants can 

operate.

Recent Scenario of

Indian Retail Industry

According to Kearney Research, India's 

retail business would develop at a slower 

rate of 9% from 2019 to 2030, rising 

from US$ 779 billion in 2019 to US$ 

1,407 billion in 2026 and more than 

US$ 1.8 trillion in 2030.

Offline retailers in India, also known as 

brick and mortar (B&M) shops, are 

predicted to raise their revenue by Rs 

10,000-12,000 crore (US$ 1.39-2.77 

billion) in FY20. By the end of 2021, 

India's direct selling business will be 

worth $2.14 billion.

In February 2021, the retail industry 

attained 93 percent of pre-COVID 

sales, according to the Retailers 

Association of India (RAI); consumer 

durables and quick service restaurants 

(QSR) grew by 15 percent and 18 

percent, respectively.

After a 19 percent drop in the January-

Market Size of  the

Indian retail industry
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March 2020 quarter, the FMCG 

industry showed indications of recovery 

in the July-September 2020 quarter, 

with a 1.6 percent y-o-y increase. The 

growth in the fast-moving consumer 

goods (FMCG) industry was also a 

reflection of the wider macroeconomic 

situation, which has improved with the 

liberalisation of the economy and the 

lifting of tight restrictions.

According to a report by Bain & 

Company in collaboration with Flipkart 

titled 'How India Shops Online 2021,' 

the e-retail market in India is predicted 

to rise to US$ 120-140 billion by FY26, 

growing at a rate of about 25-30 percent 

per year over the next five years. India 

has the world's third-largest e-comm-

erce market (only behind China, the 

US). By 2030, new-generation logistics 

companies are estimated to deliver 2.5 

billion Direct-to-Consumer (D2C) 

packages. In the next ten years, online 

used automobile transaction penet-

ration is predicted to increase by 9x. 

Despite the epidemic,  Amazon, 

Flipkart, and other vertical players sold 

$9 billion worth of items during the 

festival season in 2020.

needs and raise quality standards, allowing FDI in retail will boost the country's 

overall quality and cost competitiveness, two important goals. As a result, it is 

obvious that foreign direct investment (FDI) should be allowed and even 

encouraged in the retail industry.

According to research by the CII and EY, India is likely to receive FDI worth US$ 

120-160 billion per year by 2025. Over the last ten years, the country's GDP has 

increased by 6.8%, with FDI increasing by 1.8 percent.

According to the Economic Times, investors placed India third in terms of 

desirability, with 80% planning to invest in India in the next 2-3 years and 25% 

reporting investments worth more than US$ 500 million.

Furthermore, according to a Deloitte analysis released in September 2021, India 

remains an appealing market for overseas investors in both the short and long term.

The Institute for Management Development (IMD annual)'s World 

Competitiveness Index 2021 rated India 43rd. According to the IMD, India's 

improvements in government efficiency are mostly due to relatively stable public 

finances (despite COVID-19-related issues) and hopeful emotions among Indian 

industry stakeholders regarding government funding and subsidies.
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Rationale Behind Allowing

FDI in Retail Sector

Due to the existing state of low 

competition and low productivity in the 

retail business, FDI can be a potent 

driver for boosting competition. An 

appropriate flow of capital will be 

generated if foreign investors are allowed 

to purchase food-based retail businesses 

as well as its productive use in a way that 

benefits all members of society, inclu-

ding farmers and consumers. It would 

also aid in the increase of farmer income 

and agricultural expansion, as well as the 

reduction of consumer price inflation.

Along with helping India meet customer 

Market size

According to the Department for Promotion of Industry and Internal Trade 

(DPIIT), FDI equity inflows into India totalled US$ 547.2 billion between April 

2000 and June 2021, proving that the government's efforts to improve ease of doing 

business and simplify FDI procedures have paid off.

Between April and June 2021, FDI equity inflows into India totalled US$ 17.56 

billion. The automobile sector drew the most FDI equity inflow of US$ 4.66 billion 

between April and June 2021, followed by the computer software and hardware 

sector (US$ 3.06 billion), services sector (US$ 1.89 billion), and metallurgical 

industries (US$ 1.26 billion).

Singapore was the largest source of FDI equity inflows to India (US$ 3.31 billion) 

between April and June 2021, followed by Mauritius (US$ 3.29 billion), the United 

States (US$ 1.95 billion), the Cayman Islands (US$ 1.32 billion), the Netherlands 

(US$ 1.09 billion), Japan (US$ 539 million), and the United Kingdom (US$ 345 

million).

Karnataka received the most FDI equity inflows of US$ 8.45 billion over the same 

time, followed by Maharashtra ($ 4.09 billion), Delhi ($ 1.95 billion), and Gujarat 

($ 765 million).

Future of  FDI in India

Fig 2:

Source:

Statista 2022



Despite the effects of the coronavirus (COVID-19) epidemic, India's overall foreign 

direct investment intake hit a new high in fiscal year 2021, totalling nearly 82 billion 

US dollars. FDIs are a key driver of a country's economy since they increase 

employment, increase technical expertise, and supply non-debt financial resources. 

In a growing country like India, foreign investors find the lower job wages and 

government tax exemptions in FDI to be a tempting opportunity for investment.

Through various regulatory and financial reforms in the investment procedures, the 

Indian government has been aggressively working towards achieving its objective of 

100 billion US dollars in FDI inflows by 2020. This appears to be working in India's 

advantage, since the country's FDI share increased by over 20% in 2020. India was 

ranked among the top 20 host economies for FDI inflows in a UN report released in 

2019. Global FDI inflows were more than one trillion dollars in fiscal year 2018, 

with around 500 billion dollars coming from the emerging Asian area, including 

India.

influx of FDI into the retail sector. 

Inflows of FDI into the retail sector 

surged by 274 percent year on year 

between FY 2019 and FY 2020. Based 

on the aforementioned study, it is easy 

to conclude that the implementation of 

GST has had a favourable impact on 

FDI inflows into the retail sector. The 

retail sector's proportional share of 

overall FDI inflow in the economy is 

depicted in the right panel of the figure. 

As previously stated, FDI approval in 

single brand retail was initially done 

with a great deal of anxiety and care, 

resulting in a small share of total FDI. 

For example, the retail sector's propo-

rtion of total FDI inflow was 0.01 

percent in 2007, and it stayed below 1% 

until 2013. The country saw a consid-

erable increase in the absolute quantity 

and higher percentage of the retail sector 

in FDI inflows with the adoption of 

countrywide GST, from 0.5 percent in 

2017 to 2.3 percent in 2020.

ABS International Journal of Management

9

Amount of  FDI inflow for all sectors in India FY 2012-2021
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Figure 4 depicts the annual growth of 

FDI inflow into the retail sector relative 

to the overall GDP from 2006-07 to 

2019-20. From 2007 to 2011, the 

average compound annual growth rate 

of FDI intake into the retail sector was 

29.31 percent, compared to 15.14 

percent for all sectors.

Inflows of FDI into the retail sector and 

the total economy were 163.0 percent 

and 29.05 percent, respectively, from 

2012 to 2016. The government's 

decision to raise the foreign investment 

threshold for single-brand retail and to 

permit foreign investment in multi-

brand retail in 2012 may have cont-

ributed to the stronger growth in the 

retail industry in the later era. FDI 

inflows into the retail sector have 

decreased dramatically since demo-

netization, relative to overall economic 

In the financial year 2021, Singapore was the top investor in the country, with FDI 

equity investments totalling over 100 billion dollars, followed by the United States 

of America and Mauritius. With an aggregate value of approximately to 26 billion 

US dollars for fiscal year 2021, the IT industry accounted for the highest share of 

foreign direct investment equity inflows, followed by construction and the services 

sector.

Leading FDI investors and sectors in the Indian market

Figure 3 depicts overall FDI inflow patterns in the retail industry from 2007 to 

2020. According to the graph, after the single-brand retail sector opened in 2006, 

the country began to attract major FDI. Nonetheless, from 2007 and 2013, the rate 

of FDI intake into the sector was not only slow but also inconsistent, with a 

significant improvement recorded after that. The large increase in FDI inflow can be 

traced in part to the government's decision in 2012 to allow 100 percent FDI in 

single-brand retail.

FDI in retail sector: Recent trends:

Fig 3: Authors calculation from RBI bulletin 

As projected, demonetization (on November 8, 2016) had a negative impact on FDI 

inflows, with inflows falling from 32 billion dollars in 2016 to 13 billion dollars in 

2017. However, the nationwide introduction of GST in July 2017 accelerated the 

FDI inflows into retail vs. total

inflows into the economy:
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inflows. Inflows of foreign direct investment (FDI) into the retail sector and the 

economy have been positive in 2020. FDI inflows into the retail sector and the 

overall economy surged by 274.0 percent and 85 percent, respectively, from 2019 to 

2020. Increasing FDI inflows into the retail sector demonstrate the sector's vitality 

and economic potential.

The days of people relying on a nearby retail establishment to meet their 

requirements are long gone. Customers' responses have shifted dramatically as a 

result of new concepts such as e-tailing and personalised products. The liberalised 

FDI policy in the retail sector has both positive and bad aspects. FDI will 

undoubtedly enhance the status of the Indian economy, but the interests of small 

merchants must be considered when drafting and executing the policy. With 

increasing customer awareness and a shift in their attitudes, it is suggested that small 

merchants devote time to reviving the techniques needed to draw clients to their 

establishments. For attracting customers to their retail stores, small retailers must 

focus on innovative retailing concepts, spend time on CRM practises, improve 

SCM, use feedback, keep a customer track record, provide quality products, 

improve the ambience, and most importantly, provide a personal touch to the 

services. The government must also enact rigorous laws that protect the interests of 

small retailers, allowing the organised and unorganised sectors to coexist and thrive.

According to the aforementioned research, FDI inflows into the retail sector were 

not promising in the early stages (from 2007 to 2012). However, the patterns in 

FDI inflows are optimistic for the sectors following the permission of increased FDI 

in multi-brand retail. Furthermore, the retail sector's recent faster rise in FDI 

inflows compared to the national average underlines the sector's potential and 

necessitates the government's close attention. It has to be seen whether FDI inflows 

into the retail sector have introduced new technology, structural reforms, 

professional management, and sufficient productive links with the rest of the 

economy.
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Fig 4: Annual growth rate of  FDI Inflows

Discussion & Conclusion
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INTRODUCTION

ABSTRACT: 

Keywords: Customer Engagement, Contactless Relationships, Financial Services, Banking

This research explores the need for 'go' contactless vis a vis relationship banking face to face during and beyond the pandemic. 

Which would be preferred as the 'new normal'? Will age and experience matter in this decision? Will the availability of services 

digitally affect the relationship banking? What may happen in the long run beyond the pandemic? These are some of the 

relevant questions explored during this research. This research uses a subjective approach and puts across various exploratory 

questions in the form of an interview to respondents. The question areas are pre-determined, but the respondents are allowed 

some latitude to answer in their own way and the interviewer may probe for more information in promising areas. The idea is 

also to take their suggestions along with their behaviour and observations regarding the topic. By the end of the research one 

thing is very clear that the banking and financial sector would need to innovate new customer engagement strategies more than 

ever now.

There can be no comparison between 

the world before  and af ter  the 

coronavirus. The time before the 

epidemic and the time after the 

pandemic can now be separated into two 

categories. Since the Second World 

War, the pandemic has posed the 

greatest threat to humanity. Confidence 

in international collaboration and 

institutions was at an all-time low at the 

time, as it is now. While many people 

were caught off guard when World War 

II broke out, the coronavirus pandemic 

in December 2019 was a foreshadowed 

disaster. For decades, infectious disease 

experts have been warning about the 

rapidity with which outbreaks are 

occurring.

The Coronavirus epidemic has wreaked 

havoc on the global economy. We're 

seeing a behavioural shift across all 

consumer categories as physical 

separation becomes the new normal. 

Concerns about the COVID-19 virus 

sp r e ad ing  th rough  touch  have 

prompted a universal adoption of 

digital. This disruptive transformation 

is also affecting the banking and 

financial sectors, and it appears to be 

more persistent here than in other 

industries. Consumer tastes have shifted 

more aggressively toward purchases that 

are effectively contactless.

The new concept of "Contactless 

Relationships" was largely inspired and 

created with the customer's engagement 

points with banks in mind, which 

include opening an account, conducting 

transactions, making payments, and 

s u b m i t t i n g  a  q u e s t i o n .  W h i l e 

consumers had begun to use digital 

payment choices before the pandemic, 

the adoption rate has surged as people 

prefer safer, more convenient, and 

contact-free banking alternatives.

The world after COVID-19 is unlikely 

to be the same as it was before. The 

worldwide impact of the epidemic is 

hastening several processes already 

underway in the global economy.

With the rise of digital activity such as 

r emote  work ing  and  l e a rn ing , 

telemedicine, and delivery services, this 

is especially true in the digital economy. 

Other structural changes, such as 

regionalization of supply chains and an 

increase in cross-border data flows, may 

also accelerate.

The future has arrived sooner than 

expected,  br inging with i t  new 

problems. Many of them, such as 

income polarisation, worker fragility, 

more gig labour, and the need for 

workers to adjust to occupational travel, 

have the potential to multiply. This 

acceleration is the product of not only 

technical advancements but also new 

health and safety considerations, and 

economies and labour markets will take 

time to recover and will almost certainly 

emerge transformed.

In The Pandemic Is a Portal, Indian 

au tho r  A rundha t i  Roy  wr i t e s , 

“Historically, pandemics have forced 

humans to break with the past and 

imagine their world anew. This one is no 

different. It is a portal, a gateway 

between one world and the next.” 

Choices made during crises, as history 

has proven, can alter the globe for 

decades. The need for concerted action 

Banking and Financial Relationships Vs the Need for Contactless Interactions – 
Beyond the Pandemic

Chabi Gupta*

*Christ University, India



to establish economies that bring 

inclusive economic growth, wealth, and 

safety for all will remain vital. Covid-19 

will make an indelible mark on the 

global economy, bringing about long-

term changes and imparting crucial 

lessons.
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They proved with a sample study that 

cashless transactions and contactless 

banking have become increasingly 

popular because of the recent worldwide 

banking epidemic and that it played a 

significant role in facilitating cashless 

transactions and contactless banking 

globally. Virus detection is expected to 

become ingrained in our daily lives, 

much way security measures were after 

9/11. It's critical to put money into the 

infrastructure required to detect future 

virus epidemics. This investment 

safeguards economies if Covid-19 

immunity is just transitory (Mansour H 

2021). Another significant research 

work by Bukvic I. B. (2021) was in the 

field of adoption of online payments 

during the pandemic. Pre Covid 

banking and financial sector worked 

mostly on relationship banking face-to-

face. The consumer banking conu-

ndrum is driving banks to be more 

strategic in how they communicate to 

and assist these clients, especially now 

that business transactions have gone 

completely digital in response to the 

epidemic Miller W (2020).

Mansour H. (2021) confirmed that the 

pandemic of 2019 (COVID-19) has 

prompted governments to take steps to 

promote digital payments and financial 

transactions to boost economic activity 

and achieve greater financial inclusion. 

During the COVID-19 pandemic in 

India, how the supply-side actors 

framed cash and digital payments was 

studied recently by Sam J, S Ray R & 

Chakraborty A. (2022). Contactless 

card payment systems have been widely 

regarded as the zenith of contemporary 

retail banking technology since their 

launch in the United States in 2002 as 

highlighted during a study by Polasik M 

et al. (2012). El Madhoun N et al (2015) 

advocated the importance of a new NFC 

t e chno logy  b e ing  d ep loy ed  in 

contactless payment applications, with 

payment cards, smartphones, and 

payment terminals generally supporting 

the technology. Such a payment 

transaction was observed to be quick, 

straightforward, and convenient. Both 

contact and contactless payment 

systems are able to use the EMV security 

protocol.

Puriwat, W., & Tripopsakul, S. (2021) 

in their research created an Integrated 

Expectation Confirmation and Health 

Belief Model (ECHBM) to understand 

why most people in Thailand adopted 

and continued to employ contactless 

technologies during the COVID-19 

pandemic. The suggested conceptual 

model was empirically validated using 

structural equation modelling based on 

an empirical study survey of 142 samples 

(SEM). Perceived usefulness, susc-

eptibility, seriousness, and satisfaction 

were found to have a substantial impact 

on contactless payment technology 

usage intention, whereas perceived 

usefulness and confirmation were found 

to be major factors of consumer 

satisfaction. The effect of perceived 

susceptibility was shown to be higher 

than that of satisfaction, and conf-

irmation had an indirect effect on 

continued usage intention through 

perceived usefulness and satisfaction.

In a bank, manual and administrative 

duties are often performed by relati-

onship managers (RM) using outdated 

technologies and relationship mana-

gement approaches. To bring value to 

customers, they must now take a digital-

first approach. (Richard J. E Thirkell, P. 

C & Huff S. L 2007). This entails 

providing them with cutting-edge 

knowledge, tools,  and training-

—including digital servicing, intell-

igent automation, and more—so that 

they can intelligently focus on client 

Literature Review

Matavalam, N., Lyu, S., & Anong, S. 

(2021) studied consumer transition to 

contactless payment services during the 

COVID-19 pandemic through their 

research among 387 Indian users of 

contactless payment services during the 

pandemic. Threat appraisal (perceived 

vulnerability and susceptibility) and 

coping appraisal (self-efficacy and 

response efficacy) both had a favourable 

effect on the desire to use contactless 

payments, according to their findings. 

Both trust and effort expectations had a 

substantial impact on the intention to 

use contactless payment systems Mata-

valam, N., Lyu, S., & Anong, S. (2021). 

Baicu, C. G., Gârdan, I. P., Gârdan, D. 

A., & Epuran, G. (2020) looked at the 

influence of the COVID-19 crisis on 

retail banking consumer behaviour, 

with a particular focus on Romanian 

banks through their research.  Pal, R., & 

Bhadada, S. K. (2020) summarised the 

possibilities of transmission of COVID-

19 via currency and the feasible altern-

atives amid the prevailing circumstances 

back during the pandemic.  

Puriwat, W., & Tripopsakul, S. (2021) 

developed a methodology to develop an 

Integrated Expectation-Confirmation 

and Health Belief Model (ECHBM) to

explain an adoption and continuance 

intention to use contactless technologies 

during the pandemic. Dubey, V., Sonar, 

R., & Mohanty, A. (2020) advocated 

through their study that people must 

embrace technology to keep up with 

contemporary technological break-

throughs and worldwide pandemics. 
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needs and solutions. This is what we 

term the empowered RM: a strategic 

and intelligent advisor who can improve 

the customer experience while also 

enhancing the bank's brand... whenever, 

whenever, and wherever. Empowering 

RMs to drive value, differentiation, and 

growth by banks and financial insti-

tutions thus becomes critical.

These three activities provide banks 

with an opportunity to accelerate their 

digitalization efforts and empower RMs 

to serve as strategic consultants to their 

clients. RMs can gain up to 20% more 

time to spend on high-value activities 

and a 40% faster time to competency by 

doing so, among other advantages. 

Leading commercial banks will create 

and refine three essential activities to 

help transform the archaic RM function 

and construct the banking relationships 

that today's corporate customers want 

and need. (Al-Dmour A, Al-Dmour R 

& Rababeh N. 2020). 

1. Develop adaptability: To grow and 

redeploy RM capacity to higher-value 

customer engagements, streamline, 

digitise, and automate core workflows 

and supporting operations.

2. Demonstrate expertise: Give RMs 

data-driven insights so they can better 

prioritise leads, find cross- and up-sell 

opportunities, and personalise customer 

engagements.

3. Change the service delivery model: 

To better create solutions that fit client 

needs, use sophisticated segmentation to 

modify the RM coverage model, 

account loading, and interaction 

strategy.

and attention to their every need, and 

some well-known institutions have built 

this confidence over a century or more. 

About 670 respondents of various age 

and experience were subjected to a 

questionnaire survey regarding their 

banking experiences and the need for 

banks to go contactless post pandemic. 

All those subjected to the study were 

bank account holders for at least five 

years to ensure that they were able to 

identify the change in needs before and 

post pandemic. This study takes a 

subjective approach, inviting partic-

ipants to respond to a series of explo-

ratory questions in the manner of an 

interview. The question topics were pre-

determined, but respondents were given 

some leeway to react in their own style, 

and the interviewer was given the 

opportunity to probe for more infor-

mation in promising areas. It was also 

important to consider their suggestions, 

as well as their behaviour and views on 

the subject.

As per KMO test, the sample adequacy 

value is 0.930 which is greater than the 

desired value 0.60. This suggests that the 

portion of variables data is adequate for 

factor analysis. 

As per Bartlett's Test of Sphericity, the p 

value is 0.00 which is less than 0.05. 

This implies that the factor analysis can 

be carried out. Cronbach Alpha is 0.952 

shows a high level of internal con-

sistency.

We now exhibit the data from the 

respondents in the form of pie charts:

Research Methodology

Banking has always been about oper-

ating as a trusted mediator between 

savers and borrowers, providing care 

Analysis

The respondents indicated three major 

areas where AI will provide the quickest 

and most significant return on inve-

stment. The first is decision support, 

which can be roughly characterised as 

intelligent technologies that help organ-

isations make better decisions in areas 

like fraud detection, risk asse-ssment, 

and consumer creditworthiness. The 

second is client personalization, which 

allows banks to create a more pers-

onalised experience for each individual 

customer based on their preferences and 

financial situations using AI techniques

Third, respondents firmly believe that 

banks may now serve as personal 

financial wellness counsellors since they 

have access to more data than ever 

before.

Bartlett's Test of Sphericity 

0.930

Chi Square

df

Sig

4343.520

406

.000
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The research clearly could conclude that 

the banking and financial sector would 

need to innovate new customer enga-

gement strategies more than ever now.  

The respondents were of the view that a 

combination of both relationship 

banking as well as contactless financial 

services will be the 'new normal' beyond 

the pandemic. Popular observation was 

that consumer preferences have shifted 

more aggressively towards financial 

transactions that are virtually cont-

actless. Digitally, banks and financial 

institutions will have to therefore replan, 

reorient and become resilient in the face 

of a crisis. Their strategies will have to 

include contactless relationships instead 

of relying on face-to-face transactions. 

For this, relationship managers will have 

to be more consistent, and close to their 

accountholders in order to understand 

better their new needs, preferences and 

necessities.

necessitate the usage of a branch. In 

addition, the net banking and mobile 

banking channels offer a number of 

other services, such as mutual fund and 

gold sovereign bond investments, credit 

score checks, and IPO applications 

through online ASBA. Controlling 

debit or credit card limits, as well as 

limiting online payments, can all be 

accomplished using these approaches.

Moreover, certain banks and financial 

institutions have lately implemented 

new innovations such as service-bots 

and WhatsApp, as well as booking fixed 

deposits and SIPs through self-services 

channels. Customers' transaction 

activity and other non-traditional data 

are being used to underwrite loans, 

which are then made available to 

customers via digital channels. Payment 

systems like 'tap & pay' at point-of-sale 

terminals, 'scan & pay' using QR codes, 

and cardless cash withdrawal at ATMs 

are also growing increasingly popular. 

Respondents have generally witnessed a 

four-fold increase in savings accounts 

being opened digitally by most banks 

especially the ones predominantly in the 

private space. 

The RBI instructions on debit card 

management – such as switching on/off, 

setting limits, controlling local and 

international transactions, and so on – 

are available through self-service 

channels and have contributed to the 

growth of trust in digital payments.

The momentum in digital adoption is 

likely to continue and grow more 

permanent as society gets beyond 

survival mode. The phenomena of 

contactless interactions along with 

relationship banking will continue to 

grow and evolve. Fintech-powered 

digital financial services have the 

potential to reduce costs by leveraging 

economies of scale, improve transaction 

speed, security, and transparency, and 

Observations

Customers can register a savings account 

using their Aadhaar and PAN cards, and 

the KYC process is completed via video, 

allowing them to open an account and 

transact in a matter of minutes. The new 

concept of "Contactless Interactions" 

was largely inspired and created with the 

customer's interaction points with 

banks in mind, which include opening 

an account, conducting transactions, 

making payments, and submitting a 

query. While consumers had begun to 

use digital payment choices before the 

pandemic, the adoption rate has surged 

as people prefer safer, more convenient, 

and contact-free banking alternatives.

Self-service platforms such as mobile 

banking apps and internet banking 

websites have evolved tremendously in 

terms of servicing and transactions over 

time. In addition to payments, they now 

allow a variety of additional transactions 

that were previously assumed to 

Conclusion

*Christ University, India
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enable more personalised financial 

services for the poor. After Covid-19, 

the financial sector is preparing to take 

on the globe, and banks and financial 

institutions are determined to develop 

and revamp their solutions to make 

financial transactions more convenient 

and secure for its clients. A very 

interesting observation in this study was 

that all respondents are more open than 

ever to embracing new experiences and 

forming new habits. 

All this is accelerating digital inno-

vations and it took a pandemic to make 

people realize the alternative ways of 

banking and financial relationships in 

the form of contactless relationships.
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INTRODUCTION

ABSTRACT: 

Keywords: Mutual Funds, NAV, Decision Making, Investment, Risk, Return, Investor's Behavior

Mutual funds are considered the best option for investment in this uncertain market. People invest in mutual funds in different 

ways for different reasons. It is important to examine the factors affecting the decision of an investor wanting to invest in mutual 

funds. Although investing in mutual funds is not free from risk, mutual funds Industry is growing day by day. Investment in 

mutual funds has increased interest in recent years as it offers optimum risk adjusted returns to the investors. The Indian market 

is no exception and mutual funds have witnessed manifold growth over the years. It comes as a challenge for an ordinary investor 

to choose the best portfolio to invest in making it important to analyze the performance of these funds. Although understanding 

and analyzing the historical performance of mutual funds does not guarantee future performance, however, it can give an idea of 

��how the fund is likely to perform in various market conditions. In this research we address several research issues. These 

include measuring the performance of the selected mutual schemes on the basis of risk and returns and compare the 

performance of these selected schemes with the benchmark index to see if the scheme is outperforming or underperforming the 

benchmark. We also rank funds on the basis of performance. The paper also attempts to study the outlook of citizens towards 

awareness with mutual funds.

A mutual fund is a type of financial 

vehicle made up of a pool of money 

collected from many investors to invest 

in securities such as stocks, bonds, 

money market instruments, and other 

assets. Mutual funds are managed by 

professional fund managers who allocate 

the fund’s assets and strive to generate 

profit or capital income for fund 

investors. The portfolio of a mutual 

fund is structured and maintained to 

align with the investment objectives 

described in the fund’s prospectus.

• Assets Management Company (AMC) 

is a firm that invests pooled funds from 

customers and make investments 

including stocks, bonds, real estate, 

master limited partnerships, etc.

• Net Asset Value = (Assets-Liab-

ilities)/(Number of shares) 

• Portfolio Creation is a process of 

creation of collection of financial 

investments like stocks, bonds, com-

modities, etc. Portfolio is created by 

fund manager.

The main characteristics of mutual fund 

are as follows: - 

• Investment funds really belong to the 

investors who group their funds. the 

ownership of mutual funds is in the 

hands of investors.

• Mutual funds are managed by inves-

tment professionals and other service 

providers who earn service fees from the 

funds.

• The fund pool is invested in a 

transferable investment portfolio. The 

value of the portfolio is updated daily.

• The investor’s participation in the 

fund is expressed in “units”. The value of 

an investment unit is called the Net 

Asset Value (NAV).

• The investment portfolio of a mutual 

fund is created based on the investment 

objectives specified by the fund.

Types of Mutual Funds- 

•  Investment Objective-

Growth/Equity oriented scheme- The 

portfolio of such stocks which have a 

chance for growth over a period of time. 

These schemes have high risks and high 

returns.

• Income/Debt oriented scheme- The 

aim of these schemes is to provide 

regular and steady income to investors. 

Such schemes invest in fixed income 

securities.

• Balance fund- The aim of these 

schemes is to provide both regular 

income and growth. Such scheme 

invests in both Debt and Equity.

• Money market or Liquid Fund- These 

are also income fund with a focus of 

providing easy liquidity, preservation of 

capital and moderate income. Such 

schemes invest in safer short-term 

instruments like T-Bills, CDs, Cps.

• Gilt Fund- These schemes invest 

exclusively in government securities.

• Index Funds- Index funds replicate the 

portfolio of a particular index such as the 

BSE Sensitive

A Study on Investor's Perception for Mutual Funds 
Bushra*Manju Dahiya**
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 Index (SENSEX,NIFTY).

• Investment Style-

Growth- Growth fund invest in stocks 

of companies that appear well posit-

ioned to capitalized on long term 

growth trends that may drive earnings 

higher.

• Value- Value funds invest in stocks 

that have been overlooked or out of 

favor in the market.

• Blend- This is a mix of both growth 

and value.

• Active Funds- These programs are 

actively managed by fund managers who 

choose the stocks they want to invest in. 

• Passive Funds - These programs 

typically follow an index or market 

segment that defines the list of stocks the 

program will invest in. In these plans, 

the fund manager does not take an active 

role in stock selection.

• Market Capitalization-

Large Cap- Typically invest at least 80% 

of their total assets in stocks of large 

companies (the top 100 companies). 

These programs are considered to be 

more stable than funds focused on mid 

or small caps. Minimum return 

expected is 10-12%. The tenure of the 

investment should be 5-7 years. 

• Mid-Cap funds- Funds typically invest 

around 65% of their total assets in shares 

of mid-cap companies (companies 

ranked 101-250 by market cap). These 

programs tend to offer better returns 

than large cap programs, but are also 

more volatile than them. Minimum 

return expected is 13%. The tenure of 

the investment should be around 8-10 

years. 

• Small Cap funds- Typically invest 

about 65% of their total assets in stocks 

of small cap companies (ranked 251st 

and below by market capitalization). 

That’s a huge list and more than 95% of 

all businesses in India fall into this 

category. These plans tend to be more 

profitable than large and mid-cap plans, 

but are also very volatile. Minimum 

return expected is around 14-15%. The 

tenure of the investment is around 10 

years. 

• Large and mid-cap funds- Typically 

invest about 35% of their total assets in 

stocks of mid-cap companies and 35% 

in large-cap companies. These plans 

offer a great combination of lower 

volatility and better returns. Minimum 

returns expected is around 12-13%. The 

tenure of the investment is 7-10 years. 

• Multi-Cap funds- Typically invest 

about 65% of their total assets in stocks 

of large, mid-cap and small-cap 

companies in varying proportions. In 

these schemes, the fund manager 

continues to rebalance the portfolio to 

match the economic and market 

conditions as well as the investment 

objectives of the scheme. Minimum 

return expected is 13-14%. The tenure 

of the investment is 7-10 years.

• Sector funds-

Specialty Bond Funds- These schemes 

invest in specific debt securities such as 

municipal bonds or corporate bonds.

• Sector equity funds- These schemes 

invest only in stocks of one specific 

sector or industry, such as utilities, real 

estate, pharmacy, IT, banking, and so 

on.

• Tax-Treatment

Equity linked saving scheme (ELSS)- 

The ELSS fund is the only saving plan 

that offers tax benefits up to Rs.1.5 lakh 

under Section 80C of the Income Tax 

Act. These 13 plans invest at least 80% 

of their total assets in equities and 

equity-related instruments. In addition, 

these programs have 3 years blocking 

period.

• Non-Tax Saving Equity Funds- With 

the exception of ELSS, all other stock 

funds are tax-free savings plans. This 

means that the profits are subject to 

capital gains tax. 

Different Options that Mutual Funds 

Offers-

• Growth option- In this the Returns are 

in the form of capital appreciation. 

There is no dividend payout in between.

• Dividend payout option- In this offer 

dividends are paid out to the investors. 

However, NAV of the mutual fund 

scheme falls to the extent of the dividend 

payout.

• Dividend reinvestment option- In this 

offer the dividend accrued on mutual 

funds is automatically re-invested by 

purchasing additional units of the same 

scheme. NAV of such scheme falls but 

there is an increase in number of units.

• Systematic Investment Plan (SIP)- In 

this plan the investor invests a constant 

amount at a fixed interval of time. This 

concept is also known as Rupee cost 

averaging.

• Systematic withdrawal plan (SWP)- It 

allows investors to withdraw a pre-

determined amount/units from his fund 

at a pre-determined interval.

• Systematic Transfer plan (STP)- It 

allows investors to transfer on a periodic 

basis a specific amount from one scheme 

to another under the same fund family.
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Literature Review-

Ramadevi. V and Nooney Lenin Kumar 

(2010), in their research Compared 

Indian and foreign capital Mutual 

funds, evaluated Different stock mutual 

fund plans based on risk-return 

parameters. Data for the period 2003 to 

2009 was selected. Selected funds 

include 40 Diversified equity funds, 18 

Equity index funds, 16 equity taxes 

savings funds, 5 Indian equity tech-

nology funds, 16 foreign Stock 

diversification, 3 foreign equity index 
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funds, 2 foreign equity property tax 

savings fund and 2 foreign equity 

technology funds. The performance of 

the selected fund uses an average fund 

return, standard deviation, risk-return, 

Sharpe's relationship, Treynor's relati-

onship and Janson's relationship. This is 

the highlight 88% of India's diversified 

equity mutual funds it produced higher 

returns and returns for Indian stocks. 

Mutual funds have significantly diffe-

rent returns from foreign stocks 

investment. Dr. Sarita Bahl; Meenakshi 

Rani (2012) attempted to study in their 

project “Comparative analysis of Mutu-

al Fund Schemes in India” during which 

28 selected projects were studied from 

2005 to 2011. The evaluation is based 

on the analyzing the measures of Sharpe, 

Treynor and Jensen. Outcome Research 

shows 14 out of 29 sample mutual fund 

plans perform better Benchmark retu-

rns. All selected mutual plans showed 

positive returns. Syed Husain Ashraf 

and Dhanraj Sharma (2014) attempted 

to study the “Performance Evaluation of 

Indian Equity Mutual Funds based on 

Established Benchmarks Index”. It has 

been from 2007 to 2012. Using risk to 

evaluate the performance of selected 

mutual fund plans and return analysis, 

Hypothesis testing, Sharpe ratio, Trey-

nor ratio, Jensen ratio, Fama's measure. 

As a result, selected mutual fund plan 

outperformed the market benchmark 

indexes in the outcome of Sharpe, 

Treynor and Jensen based on NAV and 

the reasons for the funds better 

performance High-quality, efficient 

fund selection and timing for fund 

managers. The result of the Fama 

measurement is 70% of mutual fund 

plans are net positive selectivity 

representing excellent stock option by 

fund managers. S. M. Adhav and P 

Chauhan (2015) assessed the perform-

ance of mutual fund schemes of selected 

Indian organizations as far as risk-return 

relationship to analyze the performance 

of MF schemes of chosen Indian organ-

izations dependent on benchmark index 

and presumed that during the last 5 

years the performance of selected Indian 

companies' mutual funds is better. 

Mamta & Oza (2017) in their study has 

compared the different schemes of 

diversified equity mutual funds. This 

study provides some important data on 

performance of diversified equity 

mutual fund schemes so as to help the 

investors in taking correct investment 

decisions for allocating their funds in 

best performing mutual fund schemes. 

This study utilized the benchmark 

portfolios according to the scheme goals 

such as BSE Sensex, for all equity 

schemes.  In the study of (Priyan, 2018) 

it is very critical for performance evalu-

ation, because in this study of large-cap 

stocks. Sharpe (1992) proposed a stock 

mutual fund using exposure style 

analysis. The research uses the const-

rained quadratic organization factor 

model from January 2011 to April 2015. 

For evaluating Dynamic background 

style drift, a rolling period exposure style 

analysis of the funds has been carried out 

by using a 36-month rolling-period 

window. The results of the study show a 

certain degree of active management 

and good selection skills. Saxena & 

Sheikh (2019) found from the study 

that gender is no impact on mutual fund 

investment intention however middle 

age group, high income group and 

investors with finance-related education 

are highly positive about mutual funds' 

investments. One-way ANOVA with 

independent sample T-test have been 

used to analyze the data. M. Jayalakshmi 

and V. Palanichamy (2020) assessed the 

performance of selected HDFC mutual 

funds undergrowth scheme and 

compare the risks and returns of the 

programs with the benchmark index 

with the help of various measures such as 

the portfolio of Sharpe, Treynor and 

Jenson and conclude that Sharpe and 

Treynor gives a positive response to the 

decision-making process while Jenson's 

measures give the negative response. 

Tripathi & Japee (2020) found that 

mos t  o f  the  mutua l  funds  a r e 

performing well. The researcher selected 

15 different mutual fund schemes and 

separated them by large-cap, midcap 

and small-cap. They used financial 

ratios for the study. J.K. Raju (2020) 

found that there is no significant 

relationship between monthly income 

and awareness about mutual fund 

investment.

Research Methodology

This study is based on both primary and 

secondary data. The questionnaire has 

been used as a data collection tool to 

co l l e c t  t h e  r e s pon s e  f r om  t h e 

respondents for primary data. Responses 

h a v e  b e e n  c o l l e c t e d  f r o m  6 0 

respondents. The time frame for this 

research study is from November 2020 

to November 2021. The returns of the 

selected large cap scheme have been 

compared for one year with an annual 

return. The tools used for the research 

are Returns, Beta, Alpha, Standard 

Deviation, Sharpe, Treynor and Jenson 

ratios.

*Assistant Professor, Asian Business School **Financial Analyst 1, MCube Financial LLC

Data Analysis and Interpretation

Option

Student 

Businessperson

Private firm employees

Self Employed

Response
(Out of  60)

44 

3

10

3

Table-1 



ABS International Journal of Management

The table showed 73.3% of the 

respondents were students, 16.7% of 

the respondents were private firm 

employees, 5% of the respondents were 

bus ine s sper son  and  5% of  the 

employees were self-employed.

Annual Income of  Respondents

Option

Below 1 lakh

Between 1 lakh and

5 lakhs

Between 5 lakhs and

10 lakhs

Above 10 lakhs

Response
(Out of  60)

38

5

11

6

The annual income according to the 

table was analyzed as 63.3% of the 

respondents were below 1 lakh, 8.3% of 

the respondents were between 1 lakh 

and 5 lakhs, 18.3% of the respondents 

were between 5 lakhs and 10 lakhs and 

10% of the respondents were above 10 

lakhs.

Table-2

Do you know about Mutual Funds?

Yes

No

Maybe

Response
(Out of  60)

53

1

6

Option

Table-3

The knowledge of the respondents 

regarding mutual funds is 88.3% of the 

respondents were aware about mutual 

funds and 1.7% were not aware.

Are you an investor in Mutual
Funds?

Option

Yes

No

Response
(Out of  60)

24

36

Table-4

As per the table 40% of the respondents 

were investing in mutual funds whereas 

60% of the respondents were not 

investing.

You have not invested in mutual
funds because-

Option

It is not a lucrative

investment instrument 

No Safety of funds

No/Less liquidity

No Knowledge about

how to invest

No satisfactory returns

on investment when

compared to other

investment instruments

No Knowledge where

to invest

It is related to share

market, so it is very

risky and the returns

are not guaranteed

Response
(Out of  36

2

4

7

24

8

16

11

Table -5

According to the data in the table 67% 

of the respondents did not invest in 

mutual funds as they had no knowledge 

about how to invest. Therefore, it is 

necessary to spread awareness regarding 

the process of investment in mutual 

funds.

What is your investment pattern? 

Option

Monthly (SIP)

Once in six months

Once in a year

No investment in

mutual funds

Response
(Out of  55)

21

3

1

30

Table-6

As per the data presented in the table 

38% of the respondents preferred 

Monthly (SIP) as their investment 

pattern.

You have invested in which type of
Mutual Fund Scheme?

Option

Equity Funds

Debt Funds

Hybrid Funds

Solution-oriented

funds

Other schemes

Response
(Out of  53)

25

12

7

5

24

47% of the respondents preferred equity 

funds to invest in mutual fund scheme, 

22% preferred debt funds, 13% pref-

erred hybrid funds while 9% preferred 

solution-oriented schemes.

Table-7

Are you aware of  the share market
and its functioning?

Option

Yes

No

Response
(Out of  59)

49

10

Table-8

Looking at the data regarding awareness 

among respondents for share market 

and its functioning it was observed that 

83% of the respondents were aware and 

17% were not aware.

Are you aware of  the fact that
Mutual fund companies (AMC's)
will invest your money in Share
market?

*Assistant Professor, Asian Business School **Financial Analyst 1, MCube Financial LLC

Option

Yes

No

Response
(Out of  58)

44

14

Table-9 

20
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CRISIL, ICRA etc.), 33% look for Asset Management Company (AMC), 42% of 

the respondents look for Expert Advice
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76% of the respondents were aware 

about the fact that mutual fund 

companies invest money in share market 

and 24% of the respondents were not 

aware.

What advantages do you find when
you invest in Mutual funds?

Option

Professional

Management

Diversification

Return potential

Low Cost

Liquidity

Flexibility

Choice of Schemes

Tax Benefits

Well Regulated

Response
(Out of  58)

23

13

10

6 

14

4

12

11

3

Table-10

The advantage for investing in mutual 

funds according to the 96% of the 

respondents was professional manage-

ment, 58% of the respondent found 

liquidity as an advantage, 54% found 

diversification as an advantage.

What do you look before investing
in a particular mutual fund scheme?

Option

Past Performance

(NAV)

Ratings (By CRISIL,

ICRA, etc.)

Asset Management

Company (AMC)

Expert Advice

Response
(Out of  58)

18

12

8

10

Table-11

Can Mutual Funds be viewed as Risk-free investments?

Option

Yes

No

Response
(Out of  58)

23

35

Table-12

As per the data shown in the table it can be analyzed that 40% of the respondents 

viewed mutual funds as risk-free investments.

Secondary Data- Top Performing Equity Large Cap mutual funds Returns-

Large Cap fund

Franklin India Blue
Chip fund- Direct-
Growth

Tata Large Cap
Fund- Direct-
Growth

UTI Master share
Unit Scheme-
Direct- Growth

ICICI Prudential
BlueChip Fund-
Direct- Growth

SBI Blue Chip
Fund- Direct-
Growth

1 M
Cat
Avg
returns

3 M
Cat
Avg
returns

1 Y
Cat
Avg
returns

4.61%

2.86%

3.13%

3.06%

2.09%

2.02%

2.02%

2.02%

2.02%

2.02%

11.06%

11.44%

12.68%

11.93%

10.78%

11.12%

11.12%

11.12%

11.12%

11.12%

58.66%

54.83%

52.09%

51.44%

51.18%

48.27%

48.27%

48.27%

48.27%

48.27%

Table-13

The above table showed the returns provided by 5 top performing large cap mutual 

funds which are Franklin India Blue Chip fund- Direct- Growth, Tata Large Cap 

Fund- Direct- Growth, UTI Master share Unit Scheme- Direct- Growth, ICICI 

Prudential BlueChip Fund- Direct- Growth, SBI Blue Chip Fund- Direct- Growth 

for 1 month, 3 months and 1 year in comparison with the category average in 

respective months.

While investing for a particular mutual 

funds 75% of the respondents look at 

the past performance (NAV), 50% of 

the respondents look for Ratings (by 
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Growth, UTI Master share Unit 

Scheme- Direct- Growth, ICICI 

Prudential BlueChip Fund- Direct- 

Growth, SBI Blue Chip Fund- Direct- 

Growth on the basis of returns and risks. 

For calculating risk Beta, Standard 

deviation, Sharpe Ratio, Treynor ratio 

and Jension's Alpha has been taken into 

account.

On the basis of returns in past 1 month 

Franklin India Blue Chip fund gave 

4.61% returns, Tata Large Cap Fund 

gave 2.86%, UTI Master share Unit 

Scheme gave 3.13%, ICICI Prudential 

BlueChip Fund gave 3.06%, SBI Blue 

Chip Fund gave 2.09% in comparison 

to average category 2.02%. On the basis 

of returns in past 3 months Franklin 

India Blue Chip fund gave 11.06% 

returns, Tata Large Cap Fund gave 

11.44%, UTI Master share Unit 

Scheme gave 12.68%, ICICI Prudential 

BlueChip Fund gave 11.93%, SBI Blue 

Chip Fund gave 10.78% in comparison 

to average category 11.12%. On the 

basis of returns in past 1 Year Franklin 

India Blue Chip fund gave 58.66% 

returns, Tata Large Cap Fund gave 

54.83%, UTI Master share Unit 

Scheme gave 52.09%, ICICI Prudential 

BlueChip Fund gave 51.44%, SBI Blue 

Chip Fund gave 51.18% in comparison 

to average category 48.27%.

The Beta of Franklin India Blue Chip 

fund was 0.96%, Tata Large Cap Fund 

was 0.96%, UTI Master share Unit 

Scheme was 0.92%, ICICI Prudential 

BlueChip Fund was 0.93%, SBI Blue 

Chip Fund was 1.0% in comparison to 

average category 0.82% which showed 

high volatility in the funds. The 

Standard Deviation of Franklin India 

Blue Chip fund was 21.97%, Tata Large 

Cap Fund was 21.24%, UTI Master 

share Unit Scheme was 19.77%, ICICI 

Prudentia l  BlueChip Fund was 

20.38%, SBI Blue Chip Fund was 

Risks-

Table-14

The paper helped in studying the awareness of mutual funds in Delhi, Noida. The 

study was conducted and the data was collected from 60 respondents from Delhi, 

Noida. Opinions of these respondents was collected with the help of a well-

structured questionnaire. With the help of data analysis and Interpretation, 

conclusion was prepared. With the help of the findings the following conclusions 

were drawn. People knew about mutual funds i.e., 88.3% of the respondents knew 

about mutual funds but still few people are investing in mutual funds which was 

40%. The reason of respondents for not investing in mutual funds is that the 

respondents have no knowledge about how to invest. The respondents are giving 

preference to equity i.e., 47% otherwise they prefer to invest in other investment 

instruments. 47% respondents are liking a Systematic investment plan (SIP). The 

respondents are also aware of the working of the stock market. 75% of the 

respondents also know that Asset Management Company (AMC) invests its money 

in the stock market. Investors are investing in mutual funds because of the 

advantages of Professional management, diversification, liquidity, return potential, 

low cost, tax benefits and others. Investors are giving referring to mutual funds 

scheme as risky investment but still they want to invest in it.

The research paper analyzed 5 top performing equity large cap funds which are 

Franklin India Blue Chip fund- Direct- Growth, Tata Large Cap Fund- Direct- 

Large Cap Fund

Franklin India Blue
Chip fund- Direct- Growth

Standard
Deviation

The above table showed the risks of mutual funds on various parameters like Sharpe 

Ratio, Treynor's Ratio and Jenison Alpha in comparison to category average with 

respective ratios.

Cat
Avg

Beta
Cat
Avg

Tata Large Cap Fund-
Direct- Growth

UTI Master share Unit
Scheme- Direct- Growth

ICICI Prudential BlueChip
Fund- Direct- Growth

SBI Blue Chip Fund-
Direct- Growth

21.97%

21.24%

19.77%

20.38%

21.74%

18.2%

18.2%

18.2%

18.2%

18.2%

0.96%

0.96%

0.92%

0.93%

1.0%

0.82%

0.82%

0.82%

0.82%

0.82%

Table-15

The above table showed the risks involved in these top large cap mutual funds 

scheme on the basis of standard deviation and Beta in comparison to category 

average. Standard deviation and Beta analyze the volatility in the market.

*Assistant Professor, Asian Business School **Financial Analyst 1, MCube Financial LLC



ABS International Journal of  Management

23

21.74% in comparison to average 

category 18.2% which showed high 

volatility in the funds.

On the basis of risks and returns UTI 

Master share Unit Scheme gave better 

returns when associated with the risk as 

it had the lowest Beta and Standard 

Deviation in comparison to other funds 

which showed that the fund has lowest 

volatility as compared to other funds. 

Also, the returns were also similar or 

more than the other funds. The Sharpe 

ratio of the fund was 0.9% compared to 

category average of 0.68% Treynor's 

Ratio was 0.19% compared to category 

average of 0.15% and Jenison's Alpha 

was 2.88% compared to category 

average of 1.09% which showed it has 

given better risk- adjusted returns 

compared to other funds in the market.

• The study is based on historical data. 

The expected returns and standard 

deviation, beta was calculated using past 

data. Hence, the accuracy of the study is 

dependent on whether the future will 

reflect the past data.

• The study only compared Top 5 

Equity large cap mutual funds. Other 

schemes are not evaluated in this study.

• The time period was limited to collect 

responses from respondents with the 

help of questionnaire.

Towards SBI Mutual Funds. Tathapi 

with ISSN 2320-0693 Is an UGC Care 

Journal, 19(11), 190-218.

7. Ramadevi. V and Nooney Lenin 

Kumar, “Performance Evaluation: A 

Comparative study between Indian and 

foreign equity mutual funds”, Indian 

Journal of Finance, Vol 4, No:6, June 

2010, pp 43-53.

8. Saxena, K., & Sheikh, R. (2019). 

Impact of Demographic Variables on 

Mutual Fund Investment Behavior: An 

Empirical Study. Journal of the Gujarat 

Research Society, 21(16), 957-969.

9. Syed Husain Ashraf and Dhanraj 

Sharma (2014) Performance Evaluation 

of Indian Equity Mutual Funds against 

Establ i shed Benchmarks  Index, 

International Journal of Accounting 

Research, Ashraf and Sharma, Int J 

Account Res 2014, 2:1, http://dx.-

doi.org/10.4172/ijar.

1000113

10. Tripathi, S., & Japee, D. G. P. 

(2020). Performance Evaluation of 

Selected Equity Mutual Funds in India. 

Future Scope of  Study-
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• Mutual funds are not simple inves-

tments and require a lot of awar-eness 

about capital market and related laws. 

This necessitates a need for investor's 

education through seminar, conferences 

etc. This can also be done through 

regular use of television, internet, 

newspapers and professional magaz-

ines/journals.

• Investors need to consider statistical 

parameters like standard deviation, beta, 

Sharpe ratio, Treynor's Ration, Jenson's 

Alpha while investing in mutual funds 

apart from considering NAV and Total 

Return to ensure consistent perfor-

mance of mutual funds. The past 

performance of the selected mutual fund 

schemes was studied to check the 

performance on the basis of Sharpe 

ratio, Treynor ratio, and Jensen's ratio 

to measure result, and whose results will 

be insightful for current and future 

prospective investors for taking wise 

investment/financial decision.

Limitations-
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The Impact of  Brand Image on Consumer Behavior: A Literature Review
Rishab Arora*

INTRODUCTION

ABSTRACT: 

Keywords: Brand Image, Brand Awareness, Customer Perception, Consumer Behavior

We live in a specific time where success of some several industries and respective components of these industries are significantly 

dependent on well structured branding strategies. In the frame of constantly developing industries, brands need to be analyzed 

and studied thoroughly for them to be managed appropriately. It is necessary to get a comprehensive awareness of a company's 

existence in order to fully comprehend the respective brand. According to Seymur M.G. (2022), essence and meaning of brand 

lie in the basis of brand's configuration. As Randall (2000) says, once whole analysis has been formed and all challenges and 

problems are identified with the solutions, a brand could attain a solid continuance in a related industry where a dominant 

position is filled. 

Brand loyalty is an important customer decision that remains a determiner for product choice throughout the entire lifetime of a 

customer. Our methods to justify brand loyalty specifically shows that customers are highly prone to their own loyal brands for 

any specific product due to the service and benefit impacts of the product. Based on the brand image theories, this study 

reviewed extant studies about the impact of brand image on consumers from the perspective of customer equity.

Brand image is the key driver of brand 

equity, which refers to consumer's 

general perception and feeling about a 

brand and has an influence on consumer 

behavior. For marketers, whatever their 

companies' marketing strategies are, the 

main purpose of their marketing 

activities is to influence consumers' 

perception and attitude toward a brand, 

establish the brand image in consumers' 

mind, and stimulate consumers' actual 

purchasing behavior of the brand, 

therefore increasing sales, maximizing 

the market share and developing brand 

equity.

Brand equity is the focus of both 

academics and practitioners; however, 

there is no paradigm among the brand 

equity studies by now. Most studies 

measure brand equity from perspective 

of consumer or from the company itself. 

On one hand, some researchers believe 

that consumers' subjective perception 

(e.g., attitude, assessment, satisfaction, 

etc.) of the brand is the key to brand 

equity. Although the consumption 

decision will be influenced by brand 

features and attributes, it is determined 

by consumers' perception about the 

brand image in a deeper sense. Despite 

the change of consumers' life style and 

the way of information processing, 

brand image remains the dominant 

impact factor of consumption decisions. 

On the other hand, some researchers 

believe that brand equity should be 

evaluated in terms of market share, 

market value and cash flow.

So the brand image is the impression 

that potential and existing customers 

have of your business. The advantages of 

it if you have a positive impression a 

strong impression. You can think about 

two different term frames- the short 

term and the long term. In the short 

term if they have a good impression of 

your business, what is likely to lead to 

increased more sales and if they like what 

they purchased and they want more if it. 

You might in the long term get repeat 

sales. They come back and buy that same 

prime again and if they do that and you 

get that repeat customer, then you're 

likely to have created brand loyalty and 

if you have brand loyalty, you might 

have a product portfolio. So, you sell 

other goods, and those customers, might 

go and buy those other goods. Those the 

products that you sell. So, you're likely 

to increase your sales and your revenue 

even further. And if you increase your 

sales and your revenue even further. 

You're going to increase your market 

share and related to increasing your 

market share.

*Student, Christ University

Literature Review

According to Park et al. (1986), the 

construction and maintenance of the 

brand image is prerequisite to the brand 

management. Theoretically, all prod-
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creating and maintaining competitive 

advantage (Holt, 2015). Branding is the 

process of building a relationship or a 

connection between a product of a 

company and emotional perception and 

association of the customer for the 

purpose of generating segregation am-

ong competition and building loyalty 

among customers (Hislop, 2001). 

Kotler et al., (2013) state that brand 

management as part of the marketing is 

the integral aspect of holistic marketing. 

It is, in our opinion, a specific area of 

marketing, which uses special techn-

iques in order to increase the perceived 

value of a brand. Branding and brand-

based differentiation are superior techn-

iques for building and sustaining 

competitive advantage.

ucts and services could be demonstrated by functional, symbolic or experimental 

elements, through which brand image is established. Up to now, scholars haven't 

come to an agreement on the definition of brand image. 

David Ogilvy, “the father of advertising” says that “brand is something what 

remains us when our factory is burned”. This quote further explains how brand is 

important for brand owners at two various levels. Firstly, brand serves as a focus for 

consumer loyalties and hence brand is considered as intangible asset for the 

company. Loken, Ahluwalia, and Houston (2010) state that brands introduce 

stability into business and kelp guard against competitive encroachment and allows 

investment and planning to take place with improved confidence. Brands are assets 

to the businesses and are legally protected and shielded from duplication. Building 

brand takes time and it requires too much effort from company and its marketing 

professionals. Consumers use brands to classify their choices (Transparency, 2005). 

Branding finally works as a signal to make consumer feel about the need. Branding 

lets consumers to quickly recognize a product as one they are familiar with or one 

consumer likes. All symbols regarding to the products are involved in brand and it 

allows consumers remind the product. This symbols or information may be about 

previous experiences of the brand, brand perception or may be brand associations. 

The information that stored about brands is important in guiding decision 

(Winkielman, 2000). 

Branding is one of the significant aspects of marketing strategy and branding is the 

fundamentals of creating customer value, not just images and is also main tool for 

Brand image concept

Franklin India Blue
Chip fund- Direct- Growth

Lee ,L., J., James,
J. D., Kim, Y. K. (2014) 

Bastos, W., Levy,
S., J. (2012) 

Westre, M. (2016) 

Definition of  brand image

Brand image is the key driver of brand equity,
which refers to consumer's general perception
and feeling about a brand and has an influence
on consumer behavior. 

Brand image forms the basis for making better
strategic marketing decisions about targeting
specific market segments and positioning a
product. The phrase, brand image, however,
has been defined and applied in various ways
by different researchers. 

Brand is a unique blend of functional and
emotional characteristic perceived by
consumers as an additional value, unique
experience and fulfilled promise]. For the
company, it is the core strategic resource
and most powerful invaluable asset. 

Branding is now more than a list of attributes
from an organisation; it is a promise to the
customer. Brand marketing is generally used
to promise a unique benefit to customers. 

*Student, Christ University

Brand Image Value Models 

Capital market oriented brand value 

model. C�ernikovaite� (2011) stated 

that capital market oriented brand value 

models evaluate y that any one brand is 

as much as possible worth as much as the 

consumer is willing to buy. The market 

value-driven model states that the brand 

value is calculated on the basis of similar 

trademarks at market prices. Cost-

oriented brand value the measurement 

model is based on the concept of net 

asset value, which is often used by 

corporations in the field of evaluation. 

Aaker's brand value model, as stated 

C�ernikovaite� (2011) Aaker's brand 

value model is one of the most popular 

brand value models to highlight the 

factors that create the product brand 

value for the consumer. Brand value is 

understood as a value and liability 

related to the brand, its name and 

symbol, which is an integral part or part 

of the consumer's receipt of the product 

or service. Aaker separates five brand 



ABS International Journal of Management

26

Figure 1. Aaker brand value model
(Aaker (1991)

value factors - brand loyalty, brand 

understanding, perceived quality, brand 

associations and other related values 

with the brand. 

Brand awareness can be a prerequisite 

for buying product. The high quality of 

the product or service encourages cons-

umers to buy, and this means additional 

profit for the manufacturer. The brand 

associations are a typical consumer 

attitude to the brand. Other brand 

values are the legal and institutional 

benefits the state can afford to offer a 

brand and thus protect its value.

in 1993, which refers to the various 

reactions to the branding campaign 

from consumers who have knowledge of 

the brand in varying degrees. In other 

words, brand image and brand awar-

eness are the basis and sources of brand 

equity. According to Keller (1993), 

positive brand image could be estab-

lished by connecting the unique and 

strong brand association with cons-

umers' memories about the brand 

through marketing campaigns. In this 

regard, the brand knowledge should be 

built and understood before the consu-

mers could respond positively to the 

branding campaign. If consumers have 

knowledge of a brand, the company 

could spend less on brand extension 

while achieve higher sales.

Following Keller (1993), Lassar et al. 

(1995) held the opinion that brand 

equity came from the customers' 

confidence in a brand. The greater the 

confidence they place in the brand, the 

more likely they are willing to pay a high 

price for it. Specifically, this confidence 

stems from five important consi-

derations: first, the brand performs its 

functions as designed; second, the social 

image is associated with purchasing or 

owning the brand; third, consumers' 

recognition and sentimental attachment 

with brand; fourth, the balance between 

the brand's value and its functionalities; 

fifth, consumers trust in the brand. 

Netemeyer et al. (2004) also approved 

the dominant impact of brand equity on 

customer response toward the branding 

campaign.

According to the self-concept theory, 

one's self- concept is a collection of 

perception about himself that includes 

elements such as capabilities, charact-

eristics, shortcomings, appearance and 

personality. For marketers, examining 

the consistency between the brand 

image and consumers' self-concept is 

very important, because consumers 

might display various self-concepts in 

different social context. But whatever 

the context is, consumers would think 

better of the brand as long as the brand 

image is in line with their self-concept.
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Brand Image and Consumer
Behavior

Brand image has been studied exten-

sively since the 20th century due to its 

importance in building brand equity. In 

the increasingly competitive world 

marketplace, companies need to have a 

deeper insight into consumer behavior 

and educate consumers about the brand 

in order to develop effective marketing 

strategies. In the following paragraph, 

we will discuss the relationship between 

consumers' cognition of brand image 

and consumer behavior.

Impact of  Brand Image on
Customer's Attitude toward the
Brand

Keller came up with the concept 

“customer-based brand equity (CBBE)” 

Impact of  Brand Image on
Consumer's Behavioral Intention

Looking through extant researches, the 

most  widely used predictors  of 

consumer's behavioral intention are 

customer satisfaction and customer 

loyalty.

Customer satisfaction refers to custo-

mers' general evaluation of the overall 

shopping experience of some specific 

product or service. According to Oliver 

(1980), customers' performance-spe-

cific expectation and expectation disco-

nfirmation are the key indicators of 

customer satisfaction. Specifically, when 

the product performance exceeds expec-

tation, customer satisfaction incre-ases; 

when expectation exceeds the product 

performance, customer satisf-action 

decreases. Since product perfor-mance is 

an important component of brand 

image, companies could infer the pote-

ntial influence of brand image on 

customer satisfaction by identifying the 

perceptual difference toward a brand 

between the existing customers and 

non-users of the brand.

Brand image has a significant impact on 

customer satisfaction especially across 

the E-banking, landline, mobile phone, 

bank and supermarket industries. 

Chang et al. (2005) identified store 

infrastructure, convenience, store serv-

ice and sales activities as the four com-

ponents of store image, and they all 

impact customer satisfaction directly. 
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Chitty et al. (2007) also empirically 

proved the dominant role of brand 

image in predicting customer satisf-

action in the hospitality industry. More-

over, the congruence between the brand 

image and customers' self-image would 

enhance customer satisfaction and cust-

omers' preference for the brand.

Customer loyalty could be recognized as 

the extension of customer satisfaction. 

Earlier studies define customer loyalty as 

repeated purchasing behaviors in a 

narrow sense. Generally, customer 

loyalty stems from customers' approval 

of a brand, which leads to their contin-

uously purchasing behavior of the brand 

and thus generates profits for the 

company.
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Suggestions for Future Study
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Satisfaction and Customer Loyalty
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studied extensively. However, a 
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Enrich the Connotation of
Brand Image

In the last decade, emotional branding 

has become a very influential manner of 

brand management. As suggested by 

Roberts (2004), brand emotion is the 

cultural implication embodied in a 

brand, and emotional branding is a 

highly effective way to cause customer 

reaction, sentiments and moods, 

ultimately forming connection and 

loyalty with the brand. Even the 

traditional brand management pattern 

based on customer perception now has 

incorporated emotional branding into 

it. In the unprecedentedly competitive 

marketplace, brand emotion is the bond 

between the brand and the customer, 

and the key to expanding the market. 

Future studies could explore the 

relationship between brand image and 

consumer behavior from a brand new 

perspective brand emotion.
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INTRODUCTION

ABSTRACT: 

Keywords: Training And Development, Training Needs Identification, Banking Sector, Employees Effectiveness.
Organizational Growth. 

Training and development is vital part of the human resource development. It is assuming ever important role in the wake of the 

advancement of technology which has resulted in ever increasing competition, rise in customer's expectation of quality and 

service and subsequent need to lower costs. The critical question however remains the implications and the contribution of 

training and development to the bottom line of organizations performance. A training needs identification therefore identifies 

the gap between what the job expects an employee to do, on the one hand, and what the employee is actually doing, on the other. 

A training needs analysis discovers whether there is a discrepancy between what an employee ought to be doing and what he or 

she can do. After globalization and privatization, lot of competition exists between banks- both in Public and Private Sector 

compelling quick and efficient services reinforced by innovative products and services. This development opened up the need 

for training to the bank employees to adapt to changes and to contribute for efficient service to customers. Banks also use 

training to improve the ability of their employees for customer satisfaction as a primary goal. Banker considers that giving 

emphasis on training is the best way to expand productivity. In connection with the above lines, this paper aims to investigate 

the differential changes in public sector bank in their purposes of conducting training, basis for training needs identification and 

design and implementation of training programmes. The present study makes an effort to assess the training and development 

practices in public sector (SBI) with special reference to its impact on employee's effectiveness. 

Training and development is vital part 

of the human resource development. It 

is assuming ever important role in the 

wake of the advancement of technology 

which has resulted in ever increasing 

competition, rise in customer's expec-

tation of quality and service and 

subsequent need to lower costs. It has 

also become more important globally in 

order to prepare workers for new jobs. 

Training is the process of learning a 

sequence of programmed behaviour. 

Employee training tries to improve skills 

or add to the existing level of knowledge 

of the employees so that they are better 

equipped to do their present job, or to 

prepare them for a higher position with 

increased responsibilities. However ind-

ividual growth is not an end in itself. 

Organizational growth also needs to be 

measured along with individual growth. 

In today's scenario, change is the order 

of the day and the only way to deal with 

it is to learn and grow. Employees have 

become central to success or failure of an 

organization. They are the cornucopia 

of ideas. So it is high time the organi-

zation realize that “train and retain is the 

mantra of new mill-ennium.” 

The following are the two biggest factors 

that contribute to the increased need to 

training and development in orga-

nizations: 

1.Change: The word change encap-

sulates almost everything. It is one of the 

biggest factors that contribute to the 

need of training and development. 

There is in fact a direct relationship 

between the two. Change leads to the 

need for training and development and 

training and development leads to 

individual and organizational change, 

and the cycle goes on and on. More 

specifically it is the technology that is 

driving the need; changing the way how 

businesses function, compete and 

deliver. 

2. Development: It is again one the 

strong reasons for training and 

development becoming all the more 

important. Money is not the sole 

motivator at work and this is especially 

true for the 21st century. People who 

work with organizations seek more than 

just employment out of their work; they 

look at holistic development of self also. 

Spirituality and self-awareness, for 

example, are gaining momentum world 

over. People seek happiness at jobs 

which may not be possible unless an 

individual is aware of the self. At Ford, 

for example, an individual can enroll 

himself / herself for a course on 'self 

awareness', which apparently seems 
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inconsequential to one's performance at 

work but contributes to the spiritual 

well being of an individual which is all 

the more important. 

The critical question however remains 

the implications and the contribution of 

training and development to the bottom 

line of organizations performance. To 

assume a leadership position in the 

market space, an organization will need 

to emphasize on the kind of programs 

they use to improvise performance and 

productivity and not just how much 

they simply spend on learning. 

t o  l e a r n  i n  o r d e r  t o  a c h i e v e 

organizational goals. Similarly, if seen 

from an individual's point of view, 

people have aspirations, they want to 

develop and in order to learn and use 

new abilities, people need appropriate 

opportunities, resources, and condi-

tions. Therefore, to meet people's 

aspirations, the organization must 

provide effective and attractive learning 

resources and conditions. And it is also 

important to see that there is a suitable 

match between achieving organizational 

goals and providing attractive learning 

opportunities.

The literature reviewed mentioned 

below brings out various dimensions of 

study and research conducted. There are 

a number of studies concerning training 

and development, effectiveness of trai-

ning and its significance. In order to 

meet the ever-growing needs of business 

and household banking has to become 

dynamic and updated in modern 

scenario and also to take up this industry 

to the heights of international excellence 

requires best combination of new tech-

nology and skillful and talented man-

power. Therefore most of the com-

mercial banks either private or public 

adopt training and development progra-

mmes at the time of induction, prom-

otion and other situation. 

India is emerging as an economy much 

ready to accept the challenges from 

external environment being one of the 

most consistently called Developing 

countries. India has shown with times 

an urge to accept change when it was 

needed the most year 1991 marked a 

great change with arrival of major policy 

reforms in the form of deregulation, 

privatization, de reservation, foreign 

investment, export promotion and 

import substitution so on these policies 

no lesser than a boon to Indian econ-

omy. Grider et. al (1990) Conducted a 

study to determine which training eval-

uation method were perceived to be the 

most effective by training profe-ssionals, 

and which methods were most freq-

uently used. For this purpose they 

selected members of American Society 

for Training & Development (ASTD). 

The findings of the study suggested: 

Integrate T&D into the strategic plan of 

the firm. Provide necessary resources to 

evaluate the training activity effec-

tiveness. 

*Student, Christ University

Training Need Identification: 

Training needs assessment can be 

defined as determining the gap between 

what the employees must be able to do 

and what they can and/or are currently 

doing. A training needs assessment 

therefore identifies the gap between 

what the job expects an employee to do, 

on the one hand, and what the employee 

is actually doing, on the other. A 

training needs analysis discovers whet-

her there is a discrepancy between what 

an employee ought to be doing and what 

he or she can do. 

Identification of training needs, if done 

properly, provides the basis on which all 

other training activities can be consid-

ered. Identification of training needs is 

important from both the organizational 

point of view as well as from an 

individual's point of view. From an 

organization's point of view it is impo-

rtant because an organization has obje-

ctives that it wants to achieve for the 

benefit of all stakeholders or members, 

including owners, employees, cust-

omers, suppliers, and neighbors. These 

objectives can be achieved only through 

harnessing the abilities of its people, 

releasing potential and maximizing 

opportunities for devel-opment. There-

fore, people must know what they need 

Training evaluation objectives
and benefits: 

The primary and overriding objectives 

of the evaluation of training initiatives 

should be to collect data that will serve as 

a valid basis for improving the training 

system and maintaining quality control 

over its components. It must be emp-

hasized that the training personnel 

should be committed to evaluating the 

effectiveness of their initiatives. Several 

potential benefits result from evaluating 

training programmes: 

1. Improved accountability and cost 

effectiveness for training initiatives 

which might result in an increase in 

resources 

2. Greater credibility for the training 

staff to include information to redesign 

current or future initiatives 

3. Increased knowledge and expertise in 

the development and implementation 

of training initiatives 

4. Formal corrective feedback system for 

developing strengths and weakness of 

training participants 

5. The ability to modify the training 

initiative based on feedback gained 

through ongoing evaluation.

Review of  Literature: 



Establish an information network to 

facilitate access to necessary data for 

before and after measurement 

The most important benefit to be gained 

from successful evaluation will be 

improvement in organizational perfor-

mance and increased employee satis-

faction. 

Bramely (1992) believes that Beha-

vioural change is introduced through 

training evaluation presents a, three-part 

approach: 

• Evaluation of training as a process 

• Evaluation of changes in knowledge, 

skills, attitudes and levels of effectiveness 

• Various approaches to evaluation such 

as interviews, surveys, various methods 

of observing behavior and testing. 

Saxena (1997) undertook a study on the 

role of evaluation of training in desi-

gning training programmes in instit-

utions of government, private, public 

and banking sectors. A total of 100 

training and development programme 

participants were selected randomly by 

the investigator. 

M. Narsimham on Banking Sector 

Reforms in 1998 focused on streng-

thening the foundations of the banking 

system, streamlining procedures, upgr-

ading technology and human resources 

development and further structural 

changes. V S Ramarao (2010), studied 

the need for training and stated that 

quality suffers when quantity increases 

uncontrollably which is what happening 

with India. His study talks about 

training as a core solution for human 

resources development especially in 

India where labour is available with less 

matching training facilities. As a result 

of training the trainee learn new habits, 

refined skills and useful knowledge 

during the training that helps him 

improve performance. 
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Statement of  the problem: 

After globalization, numbers of mult-

inational banks have come up to make a 

substantial difference in banking serv-

ices. In this direction, Reserve Bank of 

India through its guidelines insisted on 

the establishment of private sector banks 

to generate healthy competition in 

banking sector with an aim to improve 

productivity and profitability of all the 

banks in the industry. In public sector 

banks, it is generally found that, the 

productivity and profitability have 

improved along with the job profile of 

the employees as they introduced 

various innovative products and services 

to cater the needs of customers. The 

question is how far this can be attributed 

to the training activities in banks. 

Training is a costly investment that will 

yield rich dividends in the long- run. 

Hence, the role and relevance of this 

HRD function must be recognized and 

valued at all levels of the organization. 

Accordingly, training initiatives should 

be planned, developed, budgeted, 

conducted and evaluated with greater 

care. This study attempts to evaluate the 

effectiveness and results of training in 

banking sector to improve better prod-

uctivity under the present circum-

stances of computerized banking envir-

onment. 

Objectives 

• To examine the effectiveness of 

training in overall development of skills 

of workforce in banking sector. 

• To evaluate training need assessment 

techniques for proper implementation 

of training program

Methodology: 

Primary data is collected through 

questionnaire. For designing an effective 

questionnaire for the study, it was felt 

necessary to test the validity of the 

questionnaire. This was done by a pilot 

study consisting of visit to the bank by 

developing a draft questionnaire and 

getting opinion of the bank employees 

on the draft questionnaire. The 

questionnaire was finalized based on the 

comments and suggestions of the bank 

employees and also the enhanced 

exposure of the researcher based on the 

field visit to bank. Secondary data for 

the study were collected from reputed 

journals, magazines, websites and bank 

records. Simple random sampling 

technique is used to collect the data. 

Total finite sample size for this study is 

248 respondents .  The s tudy i s 

explorative as well as descriptive in 

nature. The study is carried out in Delhi 

NCR. 

Analysis of  the Data: The data is 

analyzed to determine effectiveness of 

training and employees perception 

levels. Table 1,2 and 3 shows the results 

of the regression analysis. The multiple 

correlation coefficient (R), coefficient of 

determination (R2), and F ratio were 

examined to predict the goodness-of-fit 

of the regression model. The R of 

independent variables (three factors, 

need,  design,  objective) on the 

dependent variable (evaluation) is 

0.614, R2 is 0.377, the F ratio had a 

value of 59.408 and was considered 

significant (p=0.000). The regression 

model achieved a satisfactory level of 

goodness-of-fit. In the regression 

analysis, the beta coefficients could be 

used to explain the relative importance 

of the three dimensions (independent 

variables) in contributing to the variance 

in evaluation (dependent variable). 

There is significant relationship 

between objective, need, design and 

evaluation.
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Banks specifically invest in training of 

their employees, as they believe that the 

outcome of the training will help to 

achieve bank goals. Furthermore, the 

employees need to sharpen their existing 

skills and acquire new skills. Therefore, 

the study empirically examines the 

relationship between reaction, learning, 

behavior and results of training. The 

result shows that the variables are 

significantly and positively related to the 

Results of training. ‘
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Model R Square

Model Summary

R
Adjusted
R Square

Std.
Error of  the Estimate

1 .614a .377 .373 .59408

a. Predictors: (Constant), Need, Design, Objective

Coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

t Sig.B Std. Error Beta

(Constant)

Objective

Design

Need

.978

.163

.404

.177

.175

.028

.029

.043

.212

.498

.151

5.577

5.854

13.840

4.138

.000

.000

.000

.000

a. Dependent Variable: Evaluation

Table 4 shows the correlation. There is a significant positive correlation of 0.151 

between training objectives and learning outcomes. Hence we accept the 

hypothesis. There is also a high significant(p<0.01) positive correlation of 0.330 

between Training design and learning outcomes. Training needs analysis also is 

positively related (correlation = 0.087) with learning outcomes, however it is not 

significant. Training objectives, training design (correlation = 0.364) training need 

analysis is significantly positively related to transfer. Training needs analysis, 

objectives and training design are also positively related with training results. OD 

display a significant positive relationship with results however relationship between 

training need and results are not significant. The correlation values of training 

objectives (correlation = 0.194) and training design (correlation = 0.448) and 

training need analysis (correlation = 0.166) with training reaction are also 

significant.

Learning

Transfer

Results

Reaction

Pearson Correlation

Sig. (2-tailed)

N

Objective Design Need

.151*

.017

248

.330**

.000

248

.087

.172

248

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

.153*

.016

248

.364**

.000

248

.144*

.024

248

.234**

.000

248

.299**

.000

248

.112

.078

248

.194**

.002

248

.448**

.000

248

.166**

.009

248

**. Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).

Discussion 

Results from this study have potentially 

important implications for future 

research and practice. In general, the 

results of this research argue for exam-

ining all aspects of the training process 

when conducting training rese-arch on 

evaluation. The present study throws 

light on banking sector training progr-

ammes. Even though there are more 

researches related to evaluation of trai-

ning, it emphasizes on public sector 

banks. 

1. Regular training programme is 

essential for every employee. 

2. Evaluation of training programme is 

necessary and should be carried out at 

the end of each training programme. 

3. For conducting effective 

evaluation of the training programmes, 
Kirkpatrick's Evaluation of  Trai-

ning Module may be applied. 

4. After each training program, feedback 

should be collected through questi-

onnaire or any other means. 

5. Before the preparation of the next 

training module the feedback from 

employees may be considered to appro-

priately design the next training 

module. 

Suggestions: 



Training is an investment rather than a 

cost to the organization. The use of all 

other resources directly depends on 

efficient utilization of human resources. 

Every organization needs to have well-

trained and proficient people to perform 

various activities. As jobs have become 

more competitive in the banking sector, 

the importance of employee training has 

enlarged. A key for getting consistent 

success with training programs is to have 

a methodical approach to measurement 

and evaluation. Recognition of the 

training methods and measurement 

techniques are crucial for the organ-

ization's training success. Public sector 

bank has a good organization culture, 

excellent working environment and a 

very precious Asset (i.e. human capital) 

that is highly dedicated and hard 

working; well qualified knowledge 

workforce. Banks offered training to its 

employees of all departments. Since 

majority of the employees are adaptable 

to changes and try for self-development 

the training programme has positive 

effectiveness. From the analysis of the 

data it can be concluded that the 

training programmes offered in public 

sector banks are effective.
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Indo-Russian Bilateral relations a case study of  soft power and the role
of  Movie Industry of  India.
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INTRODUCTION

ABSTRACT: 

Keywords: Bilateral Relation, Soft Power, Movie Industry, Cultural Globalization.

India and Russia have shared a warm and cordial diplomatic relation over many years. Both the nations have stood by one 

another when there have been testing times and proved that they are both dependable on one another. Apart from the trade, 

defense and diplomatic bonhomie that the two nations share the role of the Movie Industry of India in helping to cement the ties 

between the two nations can be considered second to none. This paper dwells in the myriad dimensions of Indo Russian 

relationship based on soft power and the role that Indian Movie Industry has plaid over the year to strengthen this relationship.
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: Indo Russian relationship dates back to 

a long time and has been a key pillar of 

India's foreign policy. Post Indian 

independence Russia has been a key 

partner in the development of Industry 

and Defense prowess of the country. 

The relationship began with a visit of 

First Prime Minister of India Pandit 

Jawaharlal Nehru to the Soviet Union in 

June 1955, which was returned by the 

visit of First Secretary of the Communist 

Party Nikita Khrushchev in the fall of 

1955.Over the years' successive leaders 

of both the countries kept the relati-

onship warn and growing with their 

visits business deals and support in 

various international forum. The 

signing of the “Declaration on the India- 

Russia Strategic Partnership” in the 

October of the new millennium hera-

lded another milestone in the Indo -

Russian Relationship. During the visit 

of President Dmitry Medvedev to India 

in December 2010, it was decided to 

further elevate the strategic partnership 

to the level of a “special and privileged 

strategic partnership” giving a new 

qualitative dimension to the already 

happy relationship between the two 

nations. The 65th anniversary of the 

establishment of diplomatic relations 

between India and Russia was celebrated 

on 13 April 2012. The two Gove-

rnments have also established two Inter- 

Governmental Commissions - one on 

Trade, Economic, Scientific, Tech-

nological and Cultural Cooperation, co-

chaired by the External Affairs Minister 

and the Russian Deputy Prime Minister 

and another on Military Technical 

Cooperation co-chaired by thetwo 

Defence Ministers, both of which meet 

annually. Apart from these relations that 

are going on between the political 

leaders and the diplomats there is a very 

strong cultural relation shared by the 

two nations between the people of the 

country. It is a relation that started 

slowly but evolved and became stronger 

steadily. The catalyst to this cultural 

relation is the Movie industry of India. 

In the following paragraphs there is a 

details discussion on the contribution of 

Movie Industry in building this 

relationship.

The cultural prowess of any nation is 

called its soft power. The term soft 

power was coined by Nye in the late 

1980s. It refers to the ability of a nation 

to establish a cordial relation with other 

nation of a different culture not by 

coercive means but by mutual acce-

ptance of one another based on cultural 

dimensions. The promoter of the 

concept Nye is of the opinion that a 

country, in order to be successful strong 

and accepted by other nations need both 

hard and soft power (Ikenberry,2004). 

The cultural ideals that are accepted by 

the people of the other country at larger 

is the more sustaining and less stressful 

means of creating a cohesive bilateral 

relation between two nations. Indian 

leaders recognized the role of soft power 

early and used it to make India a nation 

of eminence. Movie industry of India is 

at the center- point of Indian soft power. 

Indian soft power is largely driven by 

Bollywood, the Hindi Film Industry. 

The term Bollywood is a neologism 

(Combination of Bombay Hollywood). 

Bombay is the earstwhile name for 

Mumbai and Hollywood is the site 

where American Movie Industry is 

Literature Review:
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largely based. Indian culture that forms 

the premise of India's soft power is 

vividly depicted by the movies that are 

made in Bollywood. As the data suggests 

India has been able to make its soft 

power into monetary numbers earning 

US $ 2.5 billion in this service sector. 

The service sector consists of more than 

50% of Indian economy (Dastidar and 

Elliot, 2020).

The origin of India Movie Industry 

dates back to 1913 when the first silent 

film titled Raja Harishchandra was 

made. The Movie Industry grew steadily 

in the 1920s and the 1930s. major 

studios were like the Bombay Talkies 

came up with many movies. Gradually, 

in the post - colonial era the Movie 

Industry looked Westward and started 

sending Indian

Movies to Western Markets. The prom-

inent film makers who made intern-

ational mark were Chetan Anand, Raj 

Kapoor and Yash Chopra (Majumdar, 

2012).

Gradually, regional Cinema also eme-

rged in India. Thus, films in languages 

like Tamil

, Telugu and Malayalam also made a 

mark in the international market. The 

international access of Indian movies 

gave a niche market to Indian movies 

around the world. The ascent of Indian 

movies to global popularity could be 

attributed to the overall process of 

cultural globalization. Experts also are 

found to compare culture globalization 

with the concept of cultural imperialism 

(Tomlinson,1997). A study by Curtin 

(2007) suggests that 'Bollywood has 

increasingly emerged as a significant 

competitor of Hollywood in the size and 

enthusiasm of its audiences' (p. 3). 

Although Indian films earned only 5% 

of revenue as compared to Hollywood in 

terms of revenue, it has had a dramatic 
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global approach since liberalization of 

the country in 1991(Loria,2020).

global approach since liberalization of 

the country in 1991(Loria,2020).

over the years forging a strategic 

partnership between the two nations 

bringing about economic and defence 

relations as well. India is still Russia's 

largest buyer of defense equipment, 

India's space endeavours have been 

created with a lot of Russian guidance 

and observation. India employs 1.38 

million people in its armed forces and is 

one of the world's largest arms imp-

orters, spending $12.4 billion between 

2018 and 2021, with Russia accounting 

for $5.51 billion, the SIPRI Arms 

Transfers Database shows. The Indian 

Army is equipped with Russian-made 

tanks and Kalashnikov rifles. In 1984, 

Rakesh Sharma became the first Indian 

citizen to enter space when he flew 

aboard the Soviet rocket Soyuz T-11 

launched from Baikonur Commodore 

in the Kazakh Soviet Socialist Republic 

on 3 April.

The impact of Ongoing Russia and 

Ukraine conflict has turned the interest 

on Indian Movies once again among the 

Russians. The Indian National Cultural 

Center (SITA) organized the second 

SITA Bollywood Film festival on April 

30, 2022. The festival took place in the 

biggest cinema in Moscow and was 

attended by over 600 guests.

Indian Movie Industry in Russia

One global market that Indian Movies 

have  deve loped ,  su s ta ined  and 

prospered in these years is the Russian 

Market. The popularity of India movies 

among the Russian audience is leg-

endary. It was seen that between 1954 to 

1991,more than 200 Indian films were 

brought into the Soviet Union as against 

only 41 films from USA (Wrigh-

t,2019).In 1982 a movie by the name of 

Disco Dancer starring Mithun Chakr-

avarty with the story about a street 

dancer caught the imagination of Russ-

ians and became the highest gros-sing 

film of the Soviet Era earning 60 million 

Roubles .The second place in terms of 

box office earning was by the Raj 

Kapoor starrer Awaara of 1954 a story 

influenced by Romeo and Juliet .The

American Movie the Magnificent Seven 

of 1961 was in the fifth place and the 

first Movie

from USA to be in the chart of Box 

Office earnings (Write, 2019). This 

shows the hegemony of Indian movies 

in the Soviet Era.

The appeal of India Cinema among the 

Russians was surreal. One of the reasons 

for the same was the opulence of Indian 

movies, the glamour in them and also 

the somewhat similar social fabric that 

India and Russia had that was shown in 

the Indian Cinemas was well accepted 

by the Russians. Also the Russians could 

connect to the Good Vs Evil aspect of 

Indian movies along with some movies 

depicting socialistic ethos that was 

vibrant in Russia of those times.

There was also a distinct political link to 

emerging bonhomie of soft power in the 

Indo- Russian relationship right after 

Independence. The leaders of the 

country kept on meeting one another 

Conclusion

India's soft power the Movies have 

indeed been a backbone for cementing 

Indo-Russian Bilateral relations over the 

years. In the 1950s when the popular 

slogan Hindi Rusi Bhai- Bhai era Raj 

Kapoor the showman from India rose to 

be a legend in the hearts of the Russians. 

Once he landed in Russia without a visa 

and this is what his son Rishi Kapoor 

had to say about the whole incident:

Rishi Kapoor said that after passing 

through immigration with ease, “He got 
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outside and waited for a taxi… By then 

people started recognizing that Raj 

Kapoor is in Moscow. His taxi came and 

he sat in. Suddenly what he saw was that 

the taxi is not moving forward and 

instead is going up. The people took the 

car on their shoulders.”

The title song, Awara Hoon, from 

Kapoor's picture Awara played at official 

Russian banquets and it is rumoured 

that the song was even hummed by 

figures like ex-President Boris Yeltsin 

and Moscow Mayor Yuri Luzhkov. As 

The Calvert Journal puts it, “The peak 

was in the 1950s and 60s when Raj 

Kapoor especially elicited fan frenzy that 

can only be compared to the madness 

that followed the Liverpool boys, The 

Beatles, on the other side of the world.” 

Many interpreted the famous song in 

Shree 420 sung by Mukesh
Mera joota hai japani
Yeh patloon englistani sar pe laal topi rusi
phir bhi dil hai Hindustani
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Translation

My shoes are Japanese This trouser is English
The hat on my head is Russian
But my heart is Indian

As one that placed the Red Russian Cap 

on the protagonist cementing the 

respect for the nation once and for all.

Russia also honored Raj Kapoor with 

References

Audience Heart Award, this making Raj 

Kapoor the first Indian to win it, which 

was won the second time by India in 

2020 by Prabhas . Prabhas is another 

actor from India to win much adulation 

of the Russian audience for his portrayal 

of  Amarendra  and  Mahendra 

Baahubali  in the Movies Bahubali .  

Thus we can conclude that the role of 

soft power in Indo-Russian relationship 

is second to none.
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INTRODUCTION

AI in Healthcare

ABSTRACT: 

Keywords: AI, Health Care, Algorithm, Challenges.

Global spending on intelligence and AI systems will reach more than $ 204 billion by 2025.The AI industry will generate up to $ 

119 billion a year by 2025. There will be 8 billion voice assistants by 2023. By 2030, China will become the largest AI market, 

accounting for 26% of the global AI market share. AI market will grow to $ 190 billion by 2025. Majority of business 

applications will use AI by 2025. Current business AI acquisition: -

 • Recognition increased significantly during the COVID-19 epidemic, growing by 37% in finance, 27% in stores, and 

   20% in  IT. 

 • 37% of organizations in 2019 used AI in the workplace. 

 The number of businesses using AI in business has grown by 270% between 2015 and 2019. Marketing and marketing 

prioritize AI and machine learning more than any other department in business today.  The demand for AI talent has doubled in 

the last two years. Technology and financial services companies currently absorb more than 60% of AI talents. For those 

businesses that are already in the AI crisis, the best performing companies have said that there are twice as many opportunities for 

their peers to use technology in advertising. Surprisingly, data analysis is the key to AI-focused businesses, and personalization of 

the site is the second most frequently cited case used by AI. Many executives believe that the most important benefit of artificial 

intelligence is providing data that can be used to make data-driven decisions. Large companies (those with at least 100,000 

employees) are the most likely to have an AI strategy, but only half have one.

 Healthcare business leaders rely heavily 

on AI capabilities:  monitor the spread 

of COVID-19 cases, policy develo-

pment assistance, policy distribution. In 

the healthcare industry, 38% of prov-

iders use computers as diagnostic assis-

tants. The success rate of bot intera-

ctions in the healthcare sector (those 

completed without transit to human 

operators) will exceed further. Majority 

of research subjects agree that Artificial 

Intelligence and Machine Learning (AI / 

ML) already provides excellent value in 

specialized departments such as radi-

ology, general pharmacy, and path-

ology. Research in the pharm-aceutical 

industry is one of the fastest growing 

cases. In our study we have identified 

about a dozen situations in practice in 

the healthcare industry (4

1- Assisted or Automatic Diagnosis & 

Doctor's Letter: Chatbots can help 

patients diagnose or assist doctors in 

diagnosing. Babylonian life provides 

relevant health information and triage 

based on patient-defined symptoms. 

However, they clearly stated that they 

did not provide a diagnosis. This is to 

reduce their legal debts but in the future 

we will see chatbots providing diag-

nostics as their accuracy rates improve. 

 2- Physical examination: AI testing 

systems can help reduce doctor errors.

 3- Controlling Pregnancy: Monitor 

mother and foetus to reduce maternal 

anxiety and enable early diagnosis

 4- Real-time prioritization and deci-

sionmaking: Analysis of mean patient 

data to enable accurate real-time prior-

itization and configuration. Jvion: A 

Clinical Success Machine to accurately 

and comprehensively foresee the risks of 

delivering recommended actions that 

improve outcomes. Wellframe: Wellf-

rame investigates text by deliv-ering 

patient-specific care programs to a 

mobile device. Its portfolio of clinical 

modules, developed based on evidence-

based care, enables the Care Team to 

provide personal information to any 

patient. Enlitic: Patient diagnostic 

solutions scan incoming cases to find 

out the findings of most clinics, 

determine their value, and refer them to 

the most qualified physician in the 

network. (1)

 5- Medication and personal care: Find 

the best treatment plans based on 

patient data that reduces costs and 

enhances the effectiveness of care. GNS 

Health Care: The company uses 

machine learning to compare patients 

The Promises of  Artificial intelligence for Healthcare sector
Ritu Talwar*
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with treatment that shows they work 

well for them. Oncora Medicals: 

Software development, analyzing and 

learning data systems available to 

provide personalized treatment.

 6- Patient Data Analysis: Analyze 

patient and / or third party data for 

details and suggest actions. AI allows the 

facility (hospital, etc ...) to analyze 

clinical data and generate in-depth 

information about a patient's health. It 

provides an opportunity to reduce costs 

of care, use resources efficiently, and 

manage human health more easily. 

Zakipoint Health: The company 

displays all relevant health care data at 

the member level at the dashboard to 

understand the risks and costs, provide 

relevant plans and improve patient 

interaction. (1)

7 Surgical Robots: Robotic-assisted 

surgery combines AI with interactive 

robots. These robots are well suited to 

processes that require the same, repe-

titive movements as they can operate 

without fatigue. AI can identify patterns 

within surgical procedures to improve 

optimal processes and improve the 

precision control of surgical robots to a 

lesser millimeter accuracy.

widely used in diagnosing COVID-19 

cases and identifying patients in need of 

respiratory support. For example, a 

Chinese company, Huiying Medical, 

has developed a powerful AI image 

capture solution with 96% accuracy.

Research and Development

10- Drug availability: Discover new 

drugs based on previous data and 

medica l  expert i se .  NuMedi i :  A 

Biopharma company, NuMedii has 

developed technology, AIDD (Artificial 

Intelligence for Drug Discovery) which 

combines Big Data with AI to quickly 

detect interactions between drugs and 

diseases at system level.

11- Genetic analysis and planning: Un-

derstand genes and their com-ponents. 

Guess the effect of genetics.

12- Device comparison function with 

drugs. Quant: The company uses the 

latest Big Data and Deep Learning 

technologies to extract logical, tangible 

information from photos and videos to 

design experiments to help select and 

select which components make up the 

greatest sense of needs.

 13- Brand management and marketing: 

Create a good product marketing strate-

gy based on market perception and 

target segment. Healnt: The product of 

the company Migraine Buddy records 

terabytes of data helping patients, 

physicians and researchers better under-

stand the causes of the real world and the 

effects of emotional disorders. (1)

14- Price and risk: Get the full amount 

of treatment and other services by com-

peting with other market conditions.

 15- Market research

 MD Statistics: MD Statistics is a global 

provider of pharmaceutical marketing 

research solutions. Functions: Con-

siders automation technologies such as 

intelligent automation and RPA helps 

hospitals simplify the operation of the 

front and back office as reported.

 17- Customer service chatbots: Cust-

omer service chatbots allow patients to 

ask questions about payment of bills, 

appointments, or refills.

 18- Fraud detection: Patients may make 

false claims. Using AI-sponsored fraud 

detection tools can help hospital admi-

nistrators identify fraudsters.

Medical Imaging and Diagnostic

 8- Early diagnosis: Analyze incurable 

conditions using laboratory data and 

other medical data to enable early 

diagnosis. Ezra: Ezra uses AI while 

analyzing full-length MRI scans to 

support doctors in early detection of 

cancer.

9- Medical Photography Ideas: Adva-

nced medical imaging to analyze and 

transform images and model of possible 

conditions. SkinVision: SkinVision 

allows you to get skin cancer early by 

taking pictures of your skin with your 

phone and going to the doctor on time. 

Powerful AI therapeutic thinking is also 

Challenges 

According to Dutta, the challenges 

facing the AI healthcare industry are (2)

1. Great pressure on health care systems 

and equipment

2. Strong growth of health care data

3. Generate complete understanding 

during decision-making

4. Additional wisdom for nurses

5. Integration and legal challenges

Moral challenges

As the previous section shows, the use of 

AI in health care clinics has great 

potential to transform it for the better, 

but it also raises the ethical challenges we 

face now. Informed permission to use: 

AI Health applications, such as photo-

graphy, diagnostics, and surgery, will 

change patient-clinic relationships. But 

how will the use of AI to assist in patient 

care be related to informed consent 

criteria? This is a stressful question that 

has not received enough attention in 

ethical discussion, although informed 

consent will be one of the immediate 

challenges in integrating AI into clinical 

practice. How often do physicians have a 

responsibility to educate the patient 

about the comp-lexities of AI, including 

ML forms used by the system, the type 

of data entry, and the occurrence of bias 

or other defic-iencies in the data used? 

Under what circumstances should the 

physician inform the patient that -AI is 

not used at all? These questions are 

especially chal-lenging to answer in 

situations where AI works using “black-

box” algorithms, which may be the 

*Prof  NDIM, Delhi
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 Algorithmic justice and bias

result of inexplicable machine learning 

techniques r doctors to fully understand. 

for example, Corti's algorithms are 

"black box" because even Corti's devel-

oper does not know how the software 

reaches its decisions in order to notify 

emergency responders that someone has 

a heart attack. This lack of information 

may be of concern to medical profess-

ionals. On average, for example, a 

doctor needs to disclose that he or she 

cannot fully explain the diagnostic / 

treatment recommendations for AI? 

How much transparency is needed? 

How does this relate to the so-called 

"right of interpretation”? What about 

cases where the patient may be reluctant 

to allow the use of certain categories of 

data. How can we better measure patient 

privacy and AI safety and performance? 

(3)

AI health applications and chatbots are 

also increasingly being used, from 

dietary guidance to health screening to 

helping to improve adherence to 

medications and data analysis for 

wearable sensory data. Such applications 

raise questions for bioethicists about 

user agreements and their relationship 

with informed consent. In contrast to 

the conventional informed consent 

process, a user agreement is a contract 

that a person agrees to without face-to-

face negotiation. Many people do not 

take the time to understand user 

agreements, and do not always pay 

attention to them. In addition, regular 

software updates make it even harder for 

individuals to adhere to the terms of 

their agreement. What information 

should be provided to people using these 

apps and chatbots? Do consumers 

understand enough that future use of AI 

healthcare software or chatbot may be 

conditional on accepting changes in 

usage terms? How much should user 

agreements be similar to informed 

consent documents? How can we look at 

the user agreement that is responsible for 

ethics in this context? Dealing with these 

questions is tricky, and even more 

difficult to answer when information 

from patient-centered AI applications or 

chatbots is returned to clinical decisions.

type of data used and any software 

shortcomings (e.g., data bias). Reco-

mmendations for many "black box" 

programs raise some concerns. It will be 

a challenge to determine how to achieve 

transparency in this context. Even if one 

can model a simple mathematical relati-

onship that includes symptoms and 

diagnoses, that process may have more 

complex changes than the skills of 

doctors (especially patients) to unde-

rstand. However, there is probably no 

need to open the “black box”: It is 

possible that at least in some cases 

positive results from random tests or 

other forms of testing will serve as an 

adequate indicator of AI safety and 

effectiveness. (1)
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 Security and openness

Security is one of the biggest challenges 

for AI in health care. To use one well-

published example, IBM Watson of 

Oncology uses AI algorithms to evaluate 

information from patients' medical 

records and to help clinicians evaluate 

cancer treatment options for their 

patients. But how do we ensure that AI 

keeps its promises? In order to realize the 

potential of AI, stakeholders, especially 

AI developers, need to ensure two key 

factors: (1) the reliability and validity of 

data sets and (2) transparency.

First, the data sets used need to be 

reliable and valid. The slogan “trash 

inside, take out the trash” applies to AI 

in this area. Improve training data 

(labeled data), AI will work better. In 

addition, algorithms often require 

additional refining in order to produce 

accurate results. Another major problem 

is data sharing: In cases where AI 

requires excessive confidence (e.g., self-

driving vehicles), more data values and 

thus more data sharing will be required.

Second, in the service of patient safety 

and self-confidence something publicly 

should be ensured. Although in a good 

world all data and algorithms may be 

open to the public for inspection, there 

may be some legal issues related to 

investment / intellectual property 

protection as well as increased cybe-

rsecurity risks. Third-party or gover-

nmental audits may indicate a possible 

solution.

In addition, AI developers should be 

clear enough, for example, about the 

AI has the potential to improve health 

care not only in high-income areas, but 

also to make technology a technology, 

"global" health care, and to bring it even 

to remote areas. However, any ML 

system or personalized algorithm will 

only be reliable, efficient, and fair as a 

trained data. AI is also at risk of bias. It is 

therefore important that AI developers 

are aware of this risk and minimize 

potential bias at all stages of the product 

development process. In particular, they 

should consider the risks of bias when 

deciding (1) what ML technologies / 

processes they want to use to train 

algorithms and (2) what data sets 

(including consideration of quality and 

variability) they want to use the system.

A few real-life examples have shown that 

algorithms can show bias that can lead to 

injustice in relation to racial origin and 

skin colour or gender. Bias may occur in 

relation to other factors such as age or 

disability. Definitions of these biases are 

varied and can take many forms. For 

example, it can result in data sets itself 

(not representative), ranging from the 
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way data scientists and ML systems 

select and analyze data, in the context in 

which AI is used, etc. In the health 

sector., where phenotype-related and 

sometimes genotype-related inform-

ation is involved, biased AI, for example, 

may lead to false diagnoses and make 

treatment less effective for a few other 

people and thus put their safety at risk. 

In the case of "black box" algorithms, 

many experts have argued that clarity is 

necessary when AI makes health 

recommendations, especially in finding 

bias However, is this theory true? Some 

argue that what matters is not how AI 

comes to its conclusion but that it is 

accurate, at least in terms of diagnosis. 

The safety and effectiveness of “black 

box” health AI applications can be 

demonstrated, for example, — like drug 

management — with good results from 

randomized clinical trials. (4)

A related problem has to do with where 

AI will be used. AI designed for high-

level specialists in rich settings will not 

really recommend accurate, safe, and 

fair treatment in low-cost settings. One 

solution would be to avoid using 

technology in such settings. But such a 

“solution” exacerbates existing inequ-

alities. Consideration should be given to 

the responsibilities of regulatory and 

resource support to ensure that these 

technologies improve not only the lives 

of people living in high-income coun-

tries but also those living in low- and 

middle-income countries.

the public is not comfortable with 

companies or governments that sell 

patient data for profit. Apart from the 

question of what is collected, it is 

important to protect patients from use 

other than doctor-patient relationships 

that may adversely affect patients, such 

as health effects or other insurance 

premiums, job opportunities, or even 

personal relationships  Some of these 

will require strict non-discrimination — 

similar to existing regimes of genetic 

secrecy ; but other AI health applications 

also raise new issues, such as those that 

share patient data not only with 

physicians but also with family and 

friends.

is urgently needed. However, a number 

of issues need to be considered. 

Data Privacy’
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Although the Streams app does not use 

AI, this real-life example highlights the 

potential for harm to privacy rights 

when deve loping  technolog ica l 

solutions. If patients and doctors do not 

trust AI, their successful integration into 

clinical practice will eventually fail.  The 

value of health data can reach billions of 

dollars, and some evidence suggests that 

Safety and effectiveness

It is very important that AIs are safe and 

effective. Participants can contribute to 

the successful use of AI in clinical 

activities by ensuring reliable and valid 

data sets, performing software updates 

periodically, and highlighting their 

product, including shortcomings such 

as data bias. Additionally, an adequate 

level of surveillance is required to ensure 

the safety and effectiveness of AI. The 

first step in evaluating whether AI 

products need to be reviewed is whether 

those products are medical devices. For 

example, medical devices include simple 

language enhancements, microchip 

cardiologists, and in vitro diagnostic 

products such as reagents and test kits.

Legal issues from AI

Health care workers should be strictly 

evaluated before they are hired, and 

must follow a series of daily ethical rules. 

There are no unanimous international 

laws or regulations regarding the use of 

medical AI currently in place to stop 

staff behaviour. If AI is used by cri-

minals, (2) AI crime (new and damaging 

crime) can occur. Thus, the formation 

of broader AI rules detailed information 

Hardware security

All AI products currently require a series 

of electronic products to perform their 

functions, such as computers, cell 

phones, and bracelets. Three important 

issues regarding the safety of such 

hardware should be noted. First, even 

the best physical functions can be 

affected by factors such as cost, 

temperature variability, and electr-

omagnetic disturbances. Second, the 

complexity and expertise of medical 

knowledge and technology make it 

difficult for physicians or engineers to 

use multi-functional AI. technology. 

On the other hand, engineers need to be 

re-trained to access and process medical 

system data, which may interfere with 

the flow of medical work and cause data 

leaks. On the other hand, physicians 

may have a misunderstanding of the 

principles and methods of actual AI 

products. adaptation, which causes 

problems such as decreased efficiency 

and increased errors. Third, the issue of 

AI  network secur i ty  should  be 

addressed. Global cascading reaction 

may occur when key nodes are attacked 

or fail in a complex network transfer 

process.

Software Security

Even powerful algorithm systems are 

highly vulnerable under design attacks. 

The performance of the AI system is 

often unsatisfactory in dealing with the 

intended design despite its excellent 

performance in the original design test. 

(3) In fact, all stages of the AI algorithm 

formation process will be attacked, 

assuming the attacker knows everything 

related to a trained neural network mod-

el (training data, model archit-ecture, 

hyperparameters, number of layers, 

opening function, and model weights). 
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False attacks can be used to produce a 

bad sample or false positives can be used 

to produce a good sample, causing 

confusion in dividing the system. Atta-

cks can be carried out even without 

structural awareness and the limits of the 

target model or set of training data. 

Errors will occur again in the system 

without external interference. The origi-

nal algorithm will gradually deviate 

from the right path due to changes in 

disease patterns, missing data, and 

automatic update errors

*Prof  NDIM, Delhi

Conclusion

AI will not replace doctors. Just as 

biochemical analysts do not replace 

laboratory scientists, the use of AI is not 

a threat to physicians. On the contrary, 

it will encourage the reorganization of 

the physician's role. AI research should 

not be limited to the accuracy and 

sensitivity of a report but should focus 
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on the nature of diseases, such as their 

etiology and pathogenesis, and should 

enrich our understanding and biological 

knowledge Translated algorithms will 

be widely seen and will bring AI-based 

treatment to human lives. We must 

develop a study of appropriate ethics, 

rules, and AI surveillance as soon as 

possible. Additionally, we need to build 

a large public database that contains 

information similar to human genetic 

data in line with strong security 

measures, general development, and 

care. The time for AI has arrived, and all 

sectors of life are coming up to meet it.  
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ABSTRACT: 

Keywords: Investor's perceptions, Mutual funds, Insurance, Investment trends in India, Role of investment,
Behaviour of investors.

In today's competitive world, we found that the mutual funds and the insurance sector have the most opportunities and 

potential to grow as compared to other sectors or financial instruments. Insurance has had maximum growth, and now mutual 

funds are also spreading day by day in our country. In this research, I understood the trends of both mutual funds and insurance 

and the investing patterns in these two tools. In this project, we studied all aspects of mutual funds and insurance and how these 

two tools are different from each other. In this study, we also did a comparative study of both the mutual funds and the 

insurance. So we come to understand the psychology of investors while choosing investment tools. Though it is very easy to 

decide, people tend to get confused because of a lack of awareness about these tools. Mutual funds are pure investment tools, 

whereas insurance covers the investment and financial security of a family. The comparison of both the financial tools are done 

though survey of 103 peoples by using structured questionnaire. I have collected the data by using primary method of collection 

the data. Then I analysed the collected data by using tabular or graphical forms. We know the trends of mutual funds and 

insurance, the investor's perception towards investment in mutual funds or insurance, and the role of these two financial 

products in India. This study helps to know about the investor's mind set while investing, the role of mutual funds and 

insurance, and the trends of these two products in India.

Mutual funds are basically a pool of 

money that is gathered from retail or 

small investors for common goals. The 

collected money is invested in the capital 

market and the money market with the 

purpose of getting a good return out of 

it. The collected fund is managed by the 

fund manager, who is very experienced 

in this work, and they possess a good 

analytical sense when investing that 

collected money into different schemes 

of investment tools.

When an investor subscribes for the 

units of a mutual fund, he becomes part 

owner of the assets of the fund in the 

same proportion as his contribution to 

the total fund or corpus. A mutual fund 

investor is also known as a mutual fund 

shareholder or unit holder. The net asset 

value of any scheme is calculated by 

dividing the market value of the net asset 

by the total number of units issued to the 

investors. NAV represents a fund's per-

share market value.

A fund manager is an investment 

professional who is hired by a mutual 

company or trustee to manage one or 

more of the fund house's schemes. They 

have good analytical knowledge and are 

a highly experienced person. They 

basically invest the collected mutual 

funds in various stocks and shares in 

order to make a good return on 

investment. They also diversified the 

risk of their investments by putting 

those funds into different schemes. 

Modes of investment in mutual funds 

are lump sum, systematic investment 

plan, systematic transfer plan, and 

switches. It involves some kind of risk 

factor like the risk-return trade-off, 

market risk, credit risk, inflation risk, 

interest rate risk, political/government 

policy risk, and liquidity risk.

Insurance is a tool of investment 

through which we can reduce our risk. 

When you buy insurance, you purchase 

protection against unexpected financial 

losses. The insurance company pays you 

or someone you choose if something bad 

happens to you. It is also treated as a 

financial assistance provider. An 

insurance policy is a written contract 

between the policyholder (the person or 

company that gets the policy) and the 

insurer (the insurance company). 

Insurance is diversified in many 

categories such as health insurance, life 

insurance, motor insurance, etc. So in 

this project, we will cover life insurance 

and health insurance. The insurance 

companies are controlled by IRDA 

(Insurance Regulatory and Develop-

ment Authority). Insurance policies are 

often in place for a selected period of 

time. This can be known as the coverage 

term. At the end of that term, we need to 

renew the coverage or purchase a new 

one. When we purchase insurance
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Human Life Value (HLV) is the present 

value of all future income that you could 

expect to earn for your family. It is 

defined as the total income an individual 

expects to earn before retirement.

demands, and level of income vary. 

Therefore, periodic monitoring and 

review of investments should be 

required. Rajasekar (2013), investors' 

perceptions of their profiles, income, 

saving habits, investment preferences, 

and personality qualities were disclosed. 

A survey was conducted to understand 

the level of investor preference while 

taking into account several factors that 

influence investors' decision-making. 

The investors' extreme concern over the 

security, expansion, and liquidity of 

their assets was noticed. A renowned 

mutual fund institution's results and 

level of service has generally been met 

with great satisfaction by respondents. 

Vedhik and Khan (2016), looked at the 

degree to which investors were aware of 

the various investment possibilities at 

their disposal as well as the variables 

affecting their perception and prefer-

ences. They made an effort to rank the 

investment products according to the 

level of investor awareness of a number 

of previously identified investment 

products. The authors, in this study, 

investigated the interaction between 

awareness  and socio-  economic 

elements, pertaining to the investors and 

lastly, identified the factors impacting 

investor awareness and preferences. 

Muttapan (2006), The factors influ-

encing investors' decisions to invest in 

mutual funds are the main focus of the 

article "Factors influencing Mutual 

Fund Investment Decision making." A 

300-person sample was collected using 

judgmental sampling for the study, 

which was conducted in four cities of 

Tamil Nadu. The author ranked the 

variables affecting mutual fund selection 

using Garret's ranking method. The 

study's findings suggested the following: 

Investors prioritise tax exemption on 

mutual fund investments over public 

sector funds and private sector funds, 

respectively. Past performance of the 

funds and degree of transparency are the 

factors that have the biggest impact on 

investors' decisions. Investors were 

concerned that the financial. Sindhi and 

Rao (2015), studied how various 

socioeconomic factors affected the 

investors' choice of investments. 

Hyderabad-based respondents to a 

survey provided the information. The 

findings indicated that socio-economic 

factors had a considerable impact on 

investors' investment behaviour. Vara 

Praad & Murali Krishna (2009) in their 

study analysed that the success of the 

insurance business depends on the role 

played by the intermediaries and 

changed marketing strategies to suit the 

customer needs. Prashant Shah's (2006) 

analysis, investing in mutual funds is the 

best alternative for investors who don't 

want to take any direct exposure to the 

market. In addition, securities markets 

assist investors in building their wealth 

over time. However, the investor must 

keep in mind that: "funding for Market 

risk is there for mutual funds "Simran 

Saini, Dr. Bimal Anjum 

and Ramandeep Saini (2011), The 

authors of the article "Investors' 

awareness and perception about mutual 

funds" concluded that mutual fund 

companies should design their strategies 

in a way that helps them meet the 

expectations of their investors. The 

AMCs' ability to keep investors' trust 

will depend on continuous innovation 

in the types of programmes they offer. 

The study came to the conclusion that 

investors now have a favourable attitude 

of the mutual fund sector. Manasa 

Vipparthi and Ashwin Margam (2013), 

conducted a study titled "Perceptions of 

Investors on Mutual Funds: A Comp-

arative Study on Public and Private 

Human Life Value (HLV) =
(60-Current Age) *Annual Income

In the Indian market the life insurance 

plan is term plan, whole life policy, 

endowment plan, unit linked insurance 

plan, children's policy and annuity/-

pension plan.

It is life insurance rule that states that 

policyholder should have sum assured as 

20 times of his/her annual income. So 

that after death the nominee will be 

received 20 times of annual income so 

that next 20 years down the line they can 

be themselves stable in financial 

manner.

Sum Assured = 20 x Annual income

Health insurance is an insurance pro-

duct which covers medical and surgical 

expenses of an insured indi-viduals. In 

this insurance there is also two parties 

involved the first insurer and policy 

holder. Health insurance are of two 

types Indemnity based policy and Fixed 

benefit policy.

LITERATURE REVIEW

Panda & Panda (2012), who compared 

the factorial analyses of investments 

made in mutual funds and insurance 

funds, risk and expectation are higher 

for stock options (mutual fund schemes) 

whereas return, knowledge level, and 

volatility rate are lower in each case. 

However, investors in insurance funds 

are cautious, receive the appropriate 

information at the right time, and make 

the right investment. Additionally, they 

advised considering how an investment 

choice may impact the present asset 

allocation strategy before making it. As 

time goes on, a person's life stage, 
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Sector Mutual Funds" with the aim of 

determining the factors influencing 

investors' perception and their decision 

to invest in public or private sector 

mutual funds, and to test whether their 

choice of public or private sector mutual 

f u n d s  i s  u n a f f e c t e d  b y  t h e i r 

demographic profile. The results of the 

study revealed that the investor's choice 

of 63 investments is directly influenced 

by their marital status and line of work. 

It was discovered that the key elements 

that have the most influence on 

investors' perceptions are liquidity, 

flexibility, tax savings, service quality, 

and transparency, while financial and 

core product considerations are the 

motivating factors that give them the 

push they need to begin investing. 

Arifur and Kalikudrikar (2014), 

demographic characteristics affected the 

investing choices of retail investors. The 

study was conducted using the Chi-

square test and Correlation analysis, and 

the authors came to the conclusion that 

there was a substantial association 

between demographic characteristics 

and the degree of risk taking abilities of 

investors.

sc ient i f ica l ly .  One of  the most 

important uses of research methodology 

is that it helps in identifying the 

problems, collecting, analyzing, and 

interpreting the required data in an 

authentic way. It is the most popular and 

common instrument used in research. 

The basic objective of a questionnaire 

was to collect adequate information 

from the retail investor. It is also treated 

as pure information that we gathered 

from the investors. In order to fulfil the 

objectives of this study, a structured 

questionnaire has been developed to 

acquire data from retail investors or 

interested individuals.

Data has been presented with the help of 

tables, pie charts, and bar graphs. 

Initially, I made a matrix table to show 

the quantitative value of respondents; 

thereafter, with the help of that matrix, I 

made the pie charts and bar graphs of the 

respective questions.

Indian retail investors either have 

invested in any of the investment tools 

or they are about to invest. In this 

survey, I have collected responses from 

103 people, and they are basically from 

my network. Most of them are working, 

studying, or retired.

require a source to provide information 

on investments and other matters. So 

this can be done through awareness 

campaign.

Research methodology and
experimentation

Objectives of  research

• To understand the role of mutual 

funds and insurance in a portfolio. 

• To study on the mind-set of investors 

while investing in mutual fund or 

insurance. 

• To compare the investing trends of 

Indian retail investors in mutual funds 

and insurance.
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Sources of  data

This report is based on primary data 

only. Primary data is important because 

it provides current trends and reliable 

results. It may be understood as the 

science of studying how research is done 

Data Analysis and Interpretation
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As far as time horizon for the investment 

is concern 73.78% peoples prefer the 

most is long term investment.  Because 

the longer the investment, the greater 

the returns. In the long run, the power of 

compounding can be seen in wonderful 

ways. The power of compounding plays 

a big role, especially in the long run. So 

the respondents said that the time 

horizon for the investment should be 

longer if we want a greater return out of 

that investment.

they couldn't provide as much as a 

mutual fund could.

As far as insurance is concern peoples are 

asked which kind of insurance they have 

so near about 50 % of peoples said the 

life insurance then health and vehicles 

insurance. It means peoples are 

conscious on the aspect of life they 

consider the life insurance as good 

sources of investment so that we can 

protect of risk of life and after any bad 

happens our family will get financial 

assistance because life is quite unpre-

dictable.

According to the respondent, the goal of 

investment education is more important 

than others. In today's scenario, 

education has become an expensive 

thing to obtain. Now, people generally 

have to pay much more for the 

education, and inflation plays a big role 

in making the education expensive. In 

India, education inflation is 20% 

annually; to defeat it, people want to 

invest or save for education thereafter, 

for the purchase of a home, for retir-

ement, and all that.
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According to 55 % peoples, they prefer 

the most mutual funds over the 

insurance for the investment. It means 

mutual funds consider the good source 

of the getting good return only we have 

to spread the awareness about the 

mutual funds. As far as the insurance is 

concerned, it also has a good return, but 
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In terms of the percentage of our gross 

income we should invest, the majority of 

respondents believe we should invest 

10% of our gross income in any 

investment tools for the future or any 

emergencies. Thereafter, 5% was prefe-

rred the second most by the people, 

which indicates they don't want to 

invest much more in investment tools. 

Only 15% of people say that investment 

should be 20% of the gross income, 

which is technically true in the case of 

investment.
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According to 60 % peoples considers 

returns the most important parameter 

while investing, they majorly conscious 

on the returns of the investment and 

they want to invests but the primarily 

they want know how much potential of 
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return. Thereafter they also consider the 
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According to the respondent's point of 

view, they choose mutual funds over 

other investment tools. Mutual funds 

are an investment tool that is much 

more beneficial for Indian retail 

investors. Mutual funds are one of the 

growing investment tools in the Indian 

market.
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says that there should be mutual funds 
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prefer mutual  funds over other 

investment tools.
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As far as the frequency of premiums is 

concerned, the interested parties prefer 

the most monthly premiums. The 

frequency of premium also depends on 

the income if a person is salary based 

they prefer most monthly premium. 

Except monthly very less peoples 

considered such as weekly, quarterly, 

half yearly and yearly.

According to interested people, the 

frequency of premiums depends on the 

level of income as well.

investment and 58% people preferred 

monthly SIP. At last people preferred 

more mutual funds than insurance in all 

aspects of investing elements.

Mutual funds now emerging as one of 

the best investment tools of Investment 

Company. Peoples are preferring more 

as investment in mutual funds because 

they consider, it has low risk in the 

longer duration of the investment as well 

as a great potential of investment.  As 

financial market become much more 

sophisticated, investor needs a financial 

intermediary who provides the required 

knowledge and information about 

mutual funds.  So in India there is lack 

of awareness of mutual funds as an 

investment tools but not peoples started 

shifting their money from bank to Asset 

Management Company for the higher 

return with lower risk. To combat the 

market's fierce competition, Asset 

Management Company introduced a 

plethora of mutual fund schemes based 

on risk, return, and investment 

duration.

So peoples prefer more mutual than 

other investment in bank, insurance, 

real estate etc. Now there is concern 

from investors, like confidence, so it will 

be cleared by financial experts only and 

by the real investor, who has already 

invested their money in mutual funds 

and received a surplus return from it.
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Conclusions

In this survey of knowing the people 

perception while investing in any 

investment tools, 90% people of the age 

of 18-25 got engaged and out of the total 

respondents 50% are male and rest 50% 

are female. Out of them 83% are of the 

income level of less than 5 lakhs. 

News/interest are one of the big who 

influenced 40% of total respondents. In 

the total respondent 57 % peoples are 

who never invested ever. Near about 75 

% people preferred best age slab for the 

investment is 21-25 year. The people's 

affordability for the SIP ranges between 

Rs 1000 and Rs 5000. On the basis of 

return on investment, 58% of total 

respondents considered mutual funds to 

offer a good return, and 73.78% of 

people preferred long-term investments 

for getting ROI. The main purpose of 

investment is for education and home 

purchases. In the comparison of mutual 

funds and insurance, 55 % people 

selected mutual funds. As far as the part 

of income that people are going to 

invest, 34% of people preferred 10% of 

gross income. While investment 60% of 

total  respondent said is  a good 

parameter for the investment. 59 % of 

total respondent in the mutual funds 

and 47.53 of peoples have life insurance. 

The 53.39 % people said that mutual 

funds should in our portfolio as an 
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INTRODUCTION

ABSTRACT: 

Keywords: experiential learning, perception, sustainable education, experience, practical learning.

This paper is a study of cost and experiential learning. This study is based on the behavior change in the mentality of the local 

Indian metropolitans and how they see another way of learning for the kids from a tender age. The facility provided imitates a 

city infrastructure in its miniature form which resembles how a perfect metropolitan should be. This research is made to 

understand the perception change in the mindset of the society toward experiential learning. Despite decades of research data 

and literature, experiential learning is still a very new concept. If you ask people what they understand by experiential learning, 

people may very easily answer as learning by doing or learning by experience. People understand and know about the concept 

very well but do not know or realize its significant scope of it.

Experiential learning can be said as the 

process of “learning by doing and 

retaining or reflecting”. The most 

common definition is Experiential 

learning is the process of learning 

through experience and is more 

narrowly defined as learning through 

reflection.

I hear and I forget, I see and I remember, 

I do and I understand. ~ Confucius, 450 

BC

There is a core philosophy upon which 

the entire corporate system and custo-

mer experience. Through this, before 

entering and doing these things on their 

own without any experience in the real 

world they get experience and basic 

information regarding these necessary 

day-to-day activities. This further 

reduces the chances of blunders and 

disastrous mistakes in their real life due 

to lack of experience and knowledge. 

Also, at a tender age, kids learn the 

importance of commerce and also of 

learn the very basic principle of working 

as an essential part of living. Experiential 

learning supplements classroom 

learning by becoming the real-life, fun, 

and interactive version of the similar 

principles, teachings, and, values that 

are taught through classroom teachers 

and books and provide sust-ainable 

education.

Hence, my topic of research is the effects 

of experiential learning on sustainable 

education. It is a comparative piece 

between the customer expectations of 

traditional academic learning in 

comparison with experiential learning. 

The subject matter of practical learning 

is of immense interest to parents and 

entrepreneurs always find a way to catch 

the need. It needs special attention 

because of the complexities involved in 

the way the traditional system of 

learning works.

This study helps to bring about 

sustainable education and thus focuses 

on the perception of the Indian 

consumer in regards to kids taking 

practical learning along with traditional 

learning. The need of the market and 

how to cater demands of consumers. 

The most important aspect is how this 

kind of high-tech heavy tolling affects 

Indian conditions. Objectives of the 

study is to learn about the sources of 

earning, customers' perceptions, and 

acceptance of learning through expe-

rience by the new generation. Factors 

affecting the choices and learning of 

male and female kids.

Experiential Learning & its Effects on Children
Utkarsh Deo*

PGDM Student, Asian Business School, Noida

Literature Review

Experiential Learning: Past and Present 

by Linda H. Lewis, Carole. Williams 

(1994). According to the author, 

experiential learning, in its most basic 

definition, refers to learning via doing or 

from experience. Adult learners are first 

immersed in an experience through 

experiential education, which then 

promotes reflection on the event to 

foster new knowledge, attitudes, or 

modes of thought. Experiential learning 

has shifted from the margins to the 

center of education over the past ten 

years. Experiential learning methods are 

now deemed essential to meaningful 

learning and are no longer regarded as a 

complement to the acquisition of 

material. 

First, the human understanding of 

learning has undergone a significant 

transformation. He has abandoned the 

idea of behaviorists that learners are 

passive recipients of knowledge and 

teachers are their providers. Second, in 

the last few decades, higher education 

has experienced an unprecedented 



influx of adult learners. Third, there is 

an increased need for flexibility and the 

ability to use prior knowledge and 

expertise in new and varied ways to 

survive and conquer today's dynamic 

environment. Experiential Learning by 

Richard J .  Kraft  (University of 

Colorado) (1995) Learning is typically 

described by educational psychologists 

as "a change in the individual generated 

by experience" (Slavin, 1986, p. 104). 

Change is possible and does happen in 

education including the lecture, 

laboratory, discussion, and, recitation, 

formal classroom, and evaluation. 

In contrast, it is as clear that Learning is 

not limited to the classroom because a 

change in the individual or behavior 

may and can occur in non-school 

settings. Something that doesn't just 

happen in schools or interactions with 

uncertified teachers and the gover-

nment approved textbooks and curri-

culum.

The practice of adventure and other 

types of experience-based learning 

contains many concepts from behavioral 

learning theories. the idea that behavior 

should. Perhaps the most crucial aspect 

of learning in both formal and informal 

settings is how behavior immediately 

changes. In the setting of an adventure, 

there are innumerable instances of the 

promptness of consequences be given by 

factors like uncomfortable footwear that 

cause blisters, knots that are incorrectly 

tied and cause harm or death in a fall, a 

tent getting swept away if it's pitched in 

a streambed Dehydration brought on by 

a lack of prepared water, among many 

other cases.

Experiential learning – a systematic 

review and revision of Kolb's model

Kolb's experiential learning cycle is 

perhaps the most scholarly influential 

and cited model regarding experiential 

learning theory. However, a key issue in interpreting Kolb's model concerns a lack of 

clarity regarding what constitutes a concrete experience, exactly. Golding, Tyrrell 

and Dunn, Clare (2020). Recognizing Prior Experiential Lear-ning: Challenges and 

Opp-ortunities for Advancing Emplo-yability and Accr-editing Lifelong Learning. 

Rec-ognition of Prior Experiential Learning (RPEL) can widen access to higher 

education (HE) for individuals, who “might otherwise be excluded by a lack of 

formal qualifications” (Garnett and Caveye, 2015, p. 29). By valuing learning via 

experience, RPEL ackn-owledges that higher-level learning takes place in many 

settings and through this could create a more holistic education system that meets the 

needs of a wider audience (Marr and Bravenboer, 2017).
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Research Methodology 

Research Methodology can be summ-arized as the techniques or the specific 

procedure that helps to identify, decide, process, and analyze infor-mation about a 

subject is called. It helps the readers in evaluating the validity and reliability of the 

study in the research paper. A research methodology provides legit-imacy and backs 

the research with scientifically sound findings. It also provides a detailed plan to keep 

researchers on track, making the process smooth, effective, and, manageable.

Data Collection

For research on this project, I have used primary data and collected it using the 

sampling – questionnaire technique. I created a questionnaire under the supervision 

and guidance of my mentors, who have proved an important guiding source for me 

to achieve the goal of collection of primary data along with helping me with the 

implications that are the bedrock of our hypothesis and the arising conclusions post 

the study. The questionnaire was made by incor-porating questions that would 

implicitly test the assumptions related to various aspects of customer queries and 

dissat-isfaction such as pricing, attra-ction, and, most importantly the resulting 

customer's footfall again, keeping in mind the importance of the overall theme 

carrier and reason intrigue i.e., the topic of experiential learning.

Figure

This chart suggests that society as a whole is aware of the benefits and understands 

that looking at learning experientially is important, whereas there still are a few 

percent of people who do not follow this concept over books. There is a perception 

difference between the older generation and the upcoming ones. The adults still 

consider traditional means of learning as the most important part of the learning 

process. While the kids want to explore and innovate as their nature persists them to 

do so.

Data Analysis & Interpretation
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This chart suggests that most boys prefer visiting practical learning stores such as the 

pizza factory, biscuit preparing bakeries, tattoo artistry, etc., while a substantial 

amount moves towards the sports section of the city. Food outlets and shopping 

stores are also preferred by some boys. Boys have always loved some type of sport since 

the very beginning of the ages. They show interest in the fields and grounds playing 

their heart out and this study shows that the growing kids are no different.

pricing of the company is dependent on 

its parent country i.e., Mexico. So there 

has to be a higher pricing strategy 

considering the international market.
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Figure 2

Figure 3

Girls and their groups move towards shopping stores and secondly practical learning 

stores while a relatively good share also visits sports facilities and food outlets. This 

shows a change in the upbringing of girls. Though a substantial number still prefer 

old, traditional, yet most likable activity, shopping, there is a substantial increase in 

footfall of girls in the practical learning stores thus showing that girls are not behind 

boys and they too are constantly looking for modern approaches to learning.

On the pricing strategy of the company, the public review was fair and most people 

found it costly but still worthy of spending the money and day with family. Some 

percent were leaning towards its over-pricing and costly affairs inside the Nation. The 

Figure 4

Figure 5

The overall customer perception 

regarding the facility as a concept is still a 

new one thus the general view regarding 

the satisfaction rate of the facility and 

the concept is low. It is just a matter of 

time as and when it passes the gener-

ations would be more acceptible of this 

new entering variant of learning. Soon it 

can be a pioneer on its own for the kids 

as they need to learn fast in the faster-

changing dynamics of the modern 

world.

Figure 6



Just as the people's acceptance of the 

way of learning changes and evolves, 

they would motivate their known beings 

to try this way of learning. Society has 

always been unacceptable of the sudden 

changes occurring in their lives. The 

decision-makers of the family have 

always had trouble changing to the 

newer regimes and when the case is 

related to their children, it is fair to be 

protective.

to grow at a rapid pace. The concept as a 

whole is relatively new, while it consists 

of a lot of benefits for the kids. Kids in 

the future would require to learn to 

accept and adapt to any type of hostile 

environment and thus they should be 

trained for any unforeseen circumstance 

in advance. There is still a lack of 

awareness among the locals and this 

proves a hindrance to the expansion of 

the concept. There is a need for raising a 

voice for the awareness of experiential 

learning which is going to be an 

important tool for us to teach our kids 

how to deal with a normal adult 

situation, without getting hurt in any 

sense. I would sum it up by mentioning 

the relative response of the diaspora is 

positive and acceptable towards the 

concept and there is no such outrage 

toward this way of teaching. It also helps 

parents and guardians to know a lot of 

new things which they could never 

imagine encountering elsewhere.
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Results & Discussions

People have a positive perception of 

practical learning activities and this leads 

to a further increase in awareness. Boys 

still prefer sports over any other activity 

while the case of girls visiting shopping 

stores suggests that the girls even being 

kids opt for shopping though the trend 

is changing and more girls are opting for 

other activities. Most people assess the 

learning and overall satisfaction as 

merely average and par. Most people 

don't find it too attractive. This provides 

a safe passage for a family and relatives 

and spends quality time while teaching 

their children to learn life-related 

activities. The world needs to revamp 

and revise its discussions over taking 

things more positively for experiential 

learning as many are unable to receive 

the right level of knowledge due to 

stereotypes. There is a need to improve 

the training provided to the handlers 

inside the facility as it is a tough task to 

attend to several kids in such an artificial 

and mesmerizing land.  The kids always 

feel fanaticized with the sudden influx of 

new and unprecedented volume of 

activities
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Conclusion

After analyzing the responses of the 

general public and knowing their 

emotions, I have deduced that the 

journey for experiential learning in India 

is long and rough while there is potential 
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