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fROm tHE dESK Of EdItOR

Dear Readers,

I am honoured to have been chosen as the new editor-in-chief of Researcher’s 
Voice and am thrilled to share my vision for the future of the journal.

Researcher’s Voice strived hard to maintain the higher level of ethical integrity, 
ensuring consistency and conceptual rigor in each of its research articles. My desire 
to continue to excel and insightfully build for the future to provide the greatest 
venue for sharing outstanding knowledge of research.

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. My primary 
goal as editor-in-chief is to ensure that the flexibility in attending to the rapidly 
shifting scientific communication landscape, while also maintaining and intensifying 
the high standards of academic excellence for which the journal is known. By 
steadily introducing initiatives to the editorial and review processes, I believe that 
Researcher’s Voice will further develop as a flagship for communicating research, 
all while successfully meeting the evolving needs of its audience.

I would like to take this opportunity to express my sincere gratitude to the scholars, 
the editorial board and to those in the editorial board for their collective efforts 
and dedication. We have been extremely impressed by the insightfulness of reviews 
performed for the Journal, which in many cases have substantially improved the 
quality of our published articles. Our main focus will continue to be publishing 
high quality research articles that help professionals of different fields. I thank 
all of our submitting authors who have toiled in the production of their work and 
have made Researcher’s Voice as their journal of choice.

– Prof. Sudhinder Singh Chowhan 
Professor & Director, 

SDC, PGBM, Surat, Gujarat.
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AN EmPIRICAl StudY fOR dEVlOPINg 
CuStOmER tRuSt AmONg INdIVIduAlS 

fOR tHE StEm-CEll tHERAPY ANd 
umBIlICAl CORd BlOOd BANKINg

Prof. (dr.) SudHINdER SINgH CHOwHAN1

ms. uPAdHYAY SuSHmItA RAmSuBHAg2

ABStRACt

Stem cell is having an ability to make various types of specialized 
tissues in human body. There is a bright future for the SC therapy 
because it will help to cure a disease and damaged cells. Science and 
technology have achieved a greater height in the medical field, various 
technologies were adopted and implemented on human body to cure 
diseases. Moreover, the health care sector is facing many challenging 
confrontations in the form of new, wild and infuriating diseases. The 
innovation of recent times is the use of the cord blood stem cells to cure 
incurable or difficult to cure diseases. The Proposed paper explains the 
real field case study for acquiring the accurate awareness level among 
women for Stem-Cell Therapy and Umbilical Cord Blood Banking for 
being instrumental to develop trust factor and Health Care Sector 
Market.

Keywords: Women, Umbilical Cord, Stem Cell, Blood Bank & Health Care

INtROduCtION
Now a days Organ transplantation, damaged tissues & cells, various incurable 
diseases can be treated by Stem cell therapy, which is also considered as regenerative 
medicine and its aim is to use stem cells or their components. It is the innovative 
therapy which does not required a whole organ for transplantation, it just required 
an availability of cell. The blood of umbilical cord can help to treat various disease 
of the new born baby in future as well as an individual, who is having a same 
DNA structure. 
A new born baby is an opportunity for all of us because the blood contained in 
umbilical cord is a great source of active stem cells. In health care sector stem 
1 Professor & Director, Shree Dhanvantary College of Post Graduate Business Management Surat, Gujarat.
2 Assistant Professor, Shree Dhanvantary College of Post Graduate Business Management Surat, Gujarat, India
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cells are implemented on organ transplantation, is help to boost an immunity system 
and develop new blood. In current scenario it can become the whole medical kit 
for our body because it helps our body to recover fast.

lItERAtuRE REVIEw.
•  According to deeksha Pandey, Simar Kaur, Asha Kamath in 2016, Awareness, 

Expectation & Attitude of donors from one of the Largest Potential Repository 
(India) (2016), Pregnant Women want to know more about Umbilical Cord 
Blood Banking. The paper explained Assessment of Available Attitudes, in a 
Sample of available donor from one of the potential UCB Repository (India) 
Women are having an Awareness regarding Stem Cell and UCB banking but they 
prefer Advertised Private UCB banking than Public UCB Banking. Half of the 
Respondents are not sure about Enrolling themselves in UCB Banking or not. 

•  According to Vishal gupta, lipisha Agarwal, Priya, Ballal, deeksha Pandey 
in 2018 UCB Banking: Care Provider’s (Nurse) Roles and Responsibilities, for 
Assessment of the Awareness, Knowledge, Attitude & Expectation of Available 
Nurses toward a SC Therapy & UCB Banking. The Knowledge regarding same 
is not sufficient but through Educational Programs for the Hospital Staff it can 
become favourable & create Professionalism at hospital.

•	  Abdulrahman Almaeen, farooq Ahmed wani, Ashokkumar thirunavukkarasu 
(2021) suggested Knowledge and attitudes towards stem cells and the 
significance of their medical application among healthcare sciences students 
of Jouf University (2021)  is to find out the Attitude And Knowledge toward 
SC Therapy & Cord blood banking of the Medical Student. The paper help 
to understand the Knowledge of Student Regarding Application of Stem Cell 
Therapy in Diseases. It is suggested to add various Education Program for the 
Medical Students So That They Can Understand the Process Easily. 

•	  N.tiwari, A. tiwari, R.turbhekar, and S. girishankar (2016), discussed in 
the paper explained Perceived knowledge of Indian youth about UCB banking 
& to assess their willing ness for SC Therapy.

RAtIONAlE Of StudY 
•  To analyse the awareness level of respondents regarding diseases that can be 

treated with the stem cell therapy.

RESEARCH OBJECtIVES
•  To explore the untapped market potential for Women Health Care Sector.
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•  To understand the Attitude and Awareness of individuals regarding Stem cell 
& umbilical cord blood banking.

RESEARCH mEtHOdOlOgY
•  The Empirical study has been done to know the exact level of awareness and 

acceptance of the customer. 
•  The sample was made with 45 respondents.
•  Females or male above the Age group of 19 residing in Gujarat were chosen 

as the sampling element. 
•  Convenience technique and an attempt has been made to include any female 

or male.

dAtA COllECtION mEtHOd
•  Primary data is collected through questionnaire and survey
•  Secondary data collected through Internet and websites

data analysis tool: Microsoft excel and Interpretation represented through charts 
and graphs. 

RESEARCH ANAlYSIS & INtERPREtAtION 
1. Bar graph (diseases where stem cell therapy can be useful) 
  Name of the diseases where stem cell therapy can be useful? 2

Out of 45 respondents 31 respondents stated that they are aware about the 
stem cell therapy and diseases where stem cell therapy can be useful, apart 
from this they have also mention some diseases names which is written in the 
above graph.
It shows that the respondents are having basic knowledge regarding the stem 
cell therapy.



Researcher’s Voice | ISSN No. 2231-6310 | Vol. 10, Issue 2  |  Jan. 2021 - Jun. 2021 12

2. Pivot	Table	 (Qualification	 *	Awareness	 Scale)
How much are you aware of the Stem Cell and its usefulness 

for any ailments/diseases arising in the future
Highest Educational 
qualification 1 2 3 4 5 6 7 grand 

total
Graduation 3 1 1 1 1 2 - 9
HSC - - - - - 1 - 1
Ph.D. - 1 1 2 3 - - 7
Postgraduation 4 2 7 10 3 1 1 28
grand total 7 4 9 13 7 4 1 45

As per the above table we can interpret that there are no significance difference 
changes with educational qualification, but we can assume that more than 50 % 
of the respondents are having high scale knowledge for the Stem cell therapy 
& UCB Banking.

3. Pivot	Table	 (Statements*Age	 -	Group)
Age 

group 
in 

years.

[Human 
sperms 

and 
eggs are 

considered 
a source 
of adult 

stem 
cells.]

[Stem 
cells 

obtained 
from 

adults are 
specialized 
cells that 
can form 

either 
bone or 
cartilage 

only.]

[Embryonic 
stem cells 

can be 
obtained 

from 
umbilical 

cord.]

[It can 
replace or 
it can be 
useful in 
a future 
disease.]

[Stem cells 
are un-

specialized 
type of 

cells which 
are capable 
of forming 

any cell 
type.]

[It can 
replace 

the 
missing 
organs 
in near 
future.]

[Stem 
cells 
banks 

are now 
available 

in 
India.]

[Immediate 
relatives 
whose 
group’s 
matches 
with the 
donor’s 

stem cells 
can benefit 

from 
stem cell 
therapy.]

19-25 16 16 16 17 16 16 16 16
26-35 21 21 21 21 21 21 22 22
36-45 4 4 4 4 4 4 4 4
46-55 2 2 2 2 2 2 2 2
grand 
total

43 43 43 44 43 43 44 44
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Research assumes from the above table that awareness levels are high in the 
respondents although they are unsure in some areas, where the improvement 
as well as promotion of the services is required.

4. Pivot	Table	 (Statement*	Qualification)
Highest Educational qualification

Many religious also oppose stem cell therapy. 
Do you think it’s acceptable for some parents 
to refuse stem cell treatment for their children 
as it goes against their religious beliefs, even 

if the treatment could be lifesaving?

graduation HSC Phd Post-
graduation

grand 
total

No, the child health is more important than religion 6 1 18 25

Unsure 1 3 7 11

Yes, it’s up to them 2 4 3 9
grand total 9 1 7 28 45

From the above graph & Pie- chart we can interpret that the respondents are 
comfortable with services and they are quite sensitive about the child health 
which shows that the Stem cell therapy has a bright future in India.

fINdINgS
Many respondents were not even aware of the Stem-Cell therapy and were very 
happy and inquisitive to know more about it. 

Individuals have high enthusiasm to know more about the stem cell & UCB 
banking.

An abundant market potential is available all around country and enormous number 
of job opportunities can be created for women; with strategic planning. 

There are some community group believes that using stem cells is unethical, they 
might never enrolled themselves in the therapy.

mANAgERIAl ImPlICAtIONS
The Managers will get a broader avenue to design the profit-making models in 
the urban as well as the rural sector in the Health Care Sector. 

SCOPE fOR futuRE RESEARCH
A lot of care can be given to the new-born infant and also to stop the death of 
infants and expectant mother. 

RECOmmENdAtION
Gender Sensitized awareness camp must be organized especially in Women 



An Empirical Study for Devloping Customer Trust Among Individuals for the Stem-Cell Therapy and Umbilical Cord Blood Banking 14

UCB banking needs to focus more on increasing the awareness level of banks & 
stem cell therapy

lImItAtIONS
Cultural Limitations for non-welcoming attitude for the Stem-Cell Therapy and 
Umbilical Cord Blood Bank among Families due to lack of awareness.

REfERENCES
1. Pandey D, Kaur S, Kamath A. Banking umbilical cord blood (UCB) stem 

cells: awareness, attitude and expectations of potential donors from one of the 
largest potential repositories (India). PloS one. 2016 May 26;11(5):e0155782.

2. Gupta V, Agarwal L, Ballal P, Pandey D. Cord blood banking: Antenatal care 
provider’s roles and responsibilities. Stem cells international. 2019 Mar 7;2019.

3. Badawy AI, Riad NA, Abd El-Hammed BM, Hasaneen NM, Elsharkawy NB. 
Nurses’ Awareness, Attitude and Expectations Regarding Adult Hematopoietic 
and Placental Stem Cells Donation.

4. Almaeen A, Wani FA, Thirunavukkarasu A. Knowledge and attitudes towards 
stem cells and the significance of their medical application among healthcare 
sciences students of Jouf University. PeerJ. 2021 Jan 19; 9:e10661.

5. Tiwari N, Tiwari A, Turbhekar R, Girishankar S. Perception of UCB Banking 
amongst Youth in India.

6. Catherine R, Akishya M, Raji D, Revathi P, Saranya K, Shahana I, Suganthi 
S, Vinodh V. Knowledge and attitude regarding umbilical cord blood banking 
among antenatal mothers in OPD at Pondicherry Institute of Medical Sciences, 
Puducherry.

7. Verma V, Tabassum N, Yadav CB, Kumar M, Singh AK, Singh MP. Cord blood 
banking: An Indian perspective. Cell Mol Biol. 2016; 62(3):1-5.

8. Sahoo R, Rana L. Pregnant women’s Knowledge and Attitude about Stem Cells 
and Cord Blood Banking. Asian Journal of Nursing Education and Research. 
2020 Nov 16;10(4):452-6.



Researcher’s Voice | ISSN No. 2231-6310 | Vol. 10, Issue 2  |  Jan. 2021 - Jun. 202115

INfluENCER mARKEtINg: A RESEARCH 
ABOut tHE AttRIButES Of AN IdEAl 

INfluENCER
dr. YuKtI AHuJA1

ms. dEEPIKA SINgH2

ms. ARzOO ARYA3

ms. AmBIKA YAdAV4

INtROduCtION
In the last decade, with the rapid development of Smartphone technology and 
digitalisation, the use of social media has increased tremendously. Browsing through 
social media has become a part of practice in people nowadays, especially for 
youthful. Influencer marketing, as a new sort of marketing method, is disturbing 
our daily life superfluous than we know.

Through marketing various companies, organization, and even the government is 
looking for innovative ways to reach end-users. The most recent trend in marketing 
is making use of folks, which the consumer might trust more through association .A 
number influencers use social media as a platform to interact with their audience. 
This study was an attempt at considering the various social media raised areas 
used by the audience to view different content and additionally gauge its impact 
on consumers which could help companies decide appropriate marketing approach 
to reach the right customer at the right position. Nowadays marketing is more on 
digital and mobile platforms. For the marketing field and for the promotion of 
an integrated path across diverse fields, Influencer marketing is one of the most 
recent trends. The Return-on-Investment and likely of influencer marketing make 
it a subject that cannot be overlooked by marketers. Several large companies are 
doing serious investments in influencers who understand its significance to promote 
their products and services. This research paper would assist marketers interested 
in escalating their horizons to attract consumers during influencer marketing. 
Marketers understand the behavior of the segment of Consumer give the fact that 
the elder age group (18-21 years), soon have purchasing power and are best-suited 
targets for marketers to in still a sense of brand loyalty, The younger age group 
1 Associate Professor, JIMS
2 Student, JIMS
3 Student, JIMS
4 Student, JIMS
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is in the focus of study. This may help marketers understand how this segment is 
different from the others and reach them more effectively.

SIgNIfICANCE Of INfluENCER mARKEtINg (OR INfluENCE 
mARKEtINg)
The Significance of Influencer Marketing (or Influence Marketing) with millennial 
consumers as the target audience for many brands (or retailers or marketers) 
and Web 2.0 social media as a bridge to these millennial consumers, influencer 
marketing has drawn great attention from both academia and market practitioners. 
Influencer marketing (also referred to as influence marketing) is a form of marketing 
which focuses on a few, influential people rather than the target market as a whole, 
to help promote a brand through social media platforms. In other words, it refers 
to a type of marketing that focuses on identifying and leveraging a small group 
of key SMIs to communicate a brand’s key message or to showcase a brand’s 
new product to mass consumers. By seeding a certain message with these SMIs 
or having them post new product trials or endorsements, brands can amplify the 
dissemination and coverage of their message and maximize the adoption of their 
products among SMIs’ wide range of audiences.

According to a report entitled, ‘the state of influencer marketing in 2018,’ influencer 
marketing is huge and expected to grow further. Specifically, the report shows 
that 86% of marketers have used influencer marketing in 2017 and among them, 
92% found it to be effective; 39% of marketers are forecasting to boost up their 
budgets for influencer marketing in 2018; and 92% of marketers cited Instagram 
as the most important social media platform for influencer marketing. 

In support, brands agree that Instagram’s photo-based medium is the most ideal 
platform for influencer marketing over other social media platforms. In this respect, 
the present research explores the influence mechanism of SMIs over their target 
audiences in the context of Instagram.

PROBlEm StAtEmENt
The main research problems are: 
1. What makes the consumer follow an influencer?
2. What impact does an influencer create on their followers?

INtROduCtION tO lItERAtuRE REVIEw
A literature review is a search and evaluation of available literature in your given 
subject or chosen topic area. It credentials the state of the art with respect to the 
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matter or topic you are writing about. A literature review shows your readers that 
you have an in-depth grasp of your subject; and that you recognize where your 
own research fits into and adds to an accessible body of agreed knowledge.

The internet has introduced many ways of doing business and through which they 
can attract consumers and create a healthy relationship with them, whereas in this 
process interaction place an important role in conducting business. As internet is 
a platform where online shopping is gaining popularity through the exchange of 
products and services. This research discuss about the attributes of influencers 
on social media and talks about its brunt on youth and on their followers. The 
researcher seeks to understand what makes the consumer follow their channel and 
trust the products endorsed by them and what impact they create while endorsing 
and reviewing a brand. This research paper is based on secondary data collected 
from online sources, research papers, and published articles. We also used a data 
gathering tool, i.e. Questionnaires for gathering information regarding the objective 
that we have defined for our research paper. In the literature review part, we 
showcased collective information from various research papers, which we mainly 
referenced for this study and selected those topics which are very similar to the 
area of our research. There are many more research papers, published reports, blogs, 
published articles, survey reports and other studies we referred to this study. But 
the selected one, we discussed in this were more relatable to our research paper. 
The following were the most similar to our study and their purposes, discussions, 
limitations, suggestions are very helpful for our study. As they were stated in their 
papers, these following papers were indeed useful for future research and further 
studies like mine.

lItERAtuRE REVIEw
S. No. title Year Authors Objective Research methodology Key findings
1 Social 

Butterflies - 
How Social 
Media 
Influencers 
are the New 
Celebrity  
Endorsement

2017 Burke, 
Kayleigh 
Elizabeth

To address how promotion 
of a product by a SMI 
affects perceptions of 
consumers by measuring 
their social comparison 
and self-congruity.

Descriptive Statistics Analyses SMI effects on 
product perception 
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2 The Rise of 
Social Media 
Influencer 
Marketing 
on Lifestyle 
Branding

2017 Morgan 
Glucksman

To examine which 
strategies have made 
influencer marketing 
such a successful public 
relations tool and how 
the use of social media 
has allowed brands and 
consumers to connect 
on a more personal level 
identification of social 
media influencers, their 
importance and impact on 
brands, and the strategic 
planning they employed 
while communicating 
with consumers.

 Two types of analysis were 
performed. The first was 
a pentadic investigation 
and the second process 
employed was a content 
analysis of YouTube video.

C h a r a c t e r i s t i c s 
of social media 
influencers and their 
endorsements of 
brands in influencer’s 
social media handle.

3 The Brunt 
of Influencer 
Marketing on 
Millennials:  A 
study  
on Fashion 
Industry.

2020 Mr. Monojit 
Dutta & 
Ms. Sainaz 
Sardar

 To identify the impact 
of demographics on 
millennia’s buying 
behaviour due to 
influencer marketing in 
the fashion industry. 

The present study aimed 
to uncover the impact 
of influencer marketing 
on millennial with 
extraordinary reference 
to the Fashion Industry. 
Therefore, the research 
“Influencer Marketing and 
its brunt on millennia’s.

This study aimed at 
finding the impact 
of demographics on 
millennia’s buying 
behaviour due to 
influencer marketing 
in the fashion industry

4 Towards a 
world of 
influencers: 
Exploring the 
relationship 
building 
dimensions 
of Influencer 
Marketing

2017 Ann-Sofie 
,Gustavsson 
Arij, 
Suleman 
Nasir & 
Sarvinoz 
Ishonova

To explore the methods 
Swedish SMEs use in 
their association 
building activities with 
influencers, as well as the 
underlying proportions 
related to those methods. 

An inductive research 
approach is utilized, 
with the aim to extend 
the current information 
presented about correlation 
building with influencers.

Avenues and platforms 
used by SMEs while 
building associations 
with influencers were 
identified. 

5 The Impact 
of Influencer 
Marketing on 
Consumers’ 
Attitudes

2018 Johan 
Grafstrometal

To understand of how 
consumers perceive 
the marketing tool and 
thereafter how it can 
affect their attitudes. 
It will be done by 
investigating diverse 
parameters such as 
belief, gender, and 
collaboration.

A qualitative approach 
was functional and a 
focus group was used 
to gather the principal 
records. The focus groups 
were conducted using 
semi-structured interviews 
collectively with an 
interview channel.

This research designates 
that millennial attitudes 
are exaggerated by 
influencer marketing 
due to numerous reasons 
such as the alignment of 
promotions presented 
by an influencer, the 
degree of reliability 
and trustworthiness of 
the communication, as 
well as, an influencer’s 
change in style.

6 Impact of 
influencer 
marketing 
on  purchase 
intention 
with specific 
reference to 
health and 
beauty products.

2020 Aanchal 
Nagori

To examine the impact of 
product endorsements by 
social media influencers 
on consumers’ buying 
decision.

The data is collected 
pertaining to influencer 
marketing which is 
composed of respondents 
of altered professionals, 
working class, students, 
and teachers.

 The Influencer 
marketing strategies 
used by beauty 
product brands for 
driving purchases have 
a moderate to high 
influence on followers 
of these influencers
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7 What 
Determines 
Young People 
to Follow 
Influencers? 
The Role 
of supposed 
Information 
superiority and 
Trustworthiness 
on Users’ 
Following 
Intentions

2020 Delia C 
Balaban 
Lorina Culic 

 The research is to predict 
the online behaviour of 
Instagram & YouTube 
users by examining 
the importance of the 
perceived quality of 
information and of 
the perceived trust 
of the influencer on 
users’ attitudes towards 
following the influencers

Data type - quantitative 
data Primary research 
was conducted through 
questionnaire.

As influencers can 
choose to emphasize 
qualitative feedback 
from followers 
alongside analysed 
quantitative data, 
residing in shares and 
likes. They can also 
choose to concentrate 
more on long-term 
objectives of building a 
network of trust among 
their followers instead 
of the short-term 
efficacy of influencer 
marketing campaigns.

8 Influencer 
Marketing: 
Reaching the 
Right Person at 
the Right Place

2020 Ms. Aruna 
Nidamarthy, 
Ms. Blanche 
D’mello,Dr. 
Sharmiladevi 
J.C

To understand the level of 
trust consumers, have on 
influencers, to understand 
the consumers, trust on 
reviews.

This is an applied research 
using descriptive and 
empirical design

It helps marketers in 
creating awareness on 
a specific social media 
platform based on 
the industry they are 
involved with, or are 
marketing using

9 Influencer 
Marketing as a 
Marketing Tool

2017 Sofie Biaude To investigate why 
companies should use 
influencer marketing as a 
marketing tool and wants 
to know the process of 
creating an influencer 
marketing campaign on 
Instagram.

There are two types of 
data collection existing in 
research design: primary 
and secondary data

Theoretically and 
empirically describes 
the use of influencer 
marketing

10 The role of 
influencer 
marketing 
among young 
finish people 

2018 Noora 
Puotiniemi

To examine the target 
group and the different 
attitudes and awareness 
of them concerning 
the topic of influencer 
marketing

It based on empirical 
research, and a quantitative 
research method was used.

The findings show that 
influencers and targets 
do not differ with regard 
to their demographic 
backgrounds. Younger 
respondents under 
27 years had more 
often experienced 
influencing behaviour 
from others than the 
older respondents had, 
and those who were 
highly educated most 
often experienced 
influencing behaviour 
targeted at them.  

11 Analysis of the 
responsibility 
of Digital 
Influencers 
and Their 
brunt on the 
implementation 
of the 
Contemporary 
On-Line 
Promotional 
System and 
Its Sustainable 
Development.

2020 Janusz 
Wielki

The aim is to analyze 
the role and place of 
digital influencers in 
the functioning and 
sustainable development 
of the digital advertising 
ecosystem, and the 
impact of the influencer 
marketing concept on 
the processes of its 
transformation

 The research aimed at 
acquiring primary data. 
The studies were carried 
out on randomly selected 
groups of students.

Digital influencers 
have changed the ways 
the online promotional 
system works, The 
key criteria for the 
effectiveness of 
activities done by 
digital influencers: trust 
& credibility, Digital 
influencer activities 
will replace digital 
advertising in near 
future.
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12 Perceived 
Authenticity’ 
and ‘Trust’ 
in Social 
Media driven 
Influencer 
Marketing and 
their influence 
on intentions 
to-buy of 18- 
24-year-olds 
in Ireland

2018 Isabel Bruns This thesis aim to show 
how Social Driven 
Influencer promotion is 
impacting the purchase 
conclusion of Generation 
Z.

The approach of this 
dissertation is a mixed 
approach. On the one hand, 
data is collected through 
observation which justifies 
an inductive approach. 
On the other hand, the 
hypotheses which emerge 
from the conceptual model 
are tested.

The basics of 
communication will be 
reviewed which will 
then lead to the theory 
of Opinion Leaders 
and then Social Media 
communication & the 
literature about Social 
Media Influencers will be 
examined as well as their 
characteristics and hence 
the overall credibility of 
Influencer marketing.

13 Influencer 
Marketing - the 
characteristics 
and components 
of fashion 
influencer 
marketing. 

2016 Nathalie 
Zietek

To provide fashion 
brands a guideline 
of the components 
and characteristics of 
influencer marketing.

 Qualitative method 
approach of expert 
interviews had been 
chosen and four experts 
from the fashion influencer 
marketing were questioned 
about their daily work with 
influencers.

Working with micro 
influencers is key a 
component of influencer 
marketing. These 
influencers tend to have 
high authenticity, are 
experts in a certain niche 
and are not motivated by 
monetary reasons.

14 Social Media 
Sell-out: The 
Increasing Role 
of Product 
Promotion on 
YouTube

2018  Carsten 
Schwemmer 
&  Sandra 
Ziewieck

To investigate the actual 
magnitude of product 
promotion and provide 
estimates for product 
promotion developments.

Quantitative techniques 
by identifying the top 100 
channels with the most 
subscribers on the platform 
as of June 2017. A sample 
of top 100 channels as 
they receive a large share 
of views of the YouTube 
community.

Our result suggests 
that product promotion 
via referral links and 
oral advertisement in 
YouTube videos is 
especially common in 
communities which for 
the most part consist 
of young, female users, 
who have nowadays 
grown-up to use social 
media sites on an 
ordinary basis.

15 Influencer 
marketing in 
a social media 
context

2018 Slavica 
Cicvaric 
Kostic, 
Arsenije 
Ivanovic 
& Milan 
Okanovic

To examine the trend of 
influencer marketing in 
a social media context.

Qualitative method 
approach through the 
primordial concept of word 
of mouth set in today’s 
world and digital era 
selected by social media

A great number of 
millennial consumers 
are influenced by 
the recommendations 
of their peers in 
buying decisions, and 
influencers are going 
to become a vital staple 
in marketing in a social 
media context.

16
Impact of 
influencers from 
Instagram and 
YouTube on 
their followers

2018 Vaibhavi 
Nandagiri & 
Leena Philip

This study looks into the 
effort of admired social 
media influencers and the 
impact they have on their 
followers. The social 
media influencer forums 
selected is precise to 
YouTube and Instagram. 
The researcher seeks to 
identify with the effort 
of an influencer while 
endorsing or reviewing 
a product has an 
encouraging effect on 
their followers.

The researcher aims to 
accumulate data through 
two methods as qualitative 
and quantitative methods 
of facts collected works 
have been used.

Personal interests 
are the intrinsic 
motivational factor 
that determines the 
action of a person after 
they view a product 
review. Emotions are 
the factor that is found 
in advertisements and 
not in product reviews, 
this making it more 
objective.        
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17 Case Studies: 
Micro-Influencer 
Marketing 
Campaigns that 
Worked Well

2018 William 
Comcowich 

To study why it is better 
to work with micro- 
influencers instead of 
famous celebrities

 Technique (Understanding 
theoretical knowledge 
through real-life examples)

Advantages of micro-
influencers and 
maintaining a long-
term relationship with 
influencers and also 
providing real-life 
companies as examples

18 The Impact 
of Influencer 
Marketing On 
The Global 
Economy

2020 O.L Vyatkina The main objective is to 
explain why influencer 
marketing is effective

In the procedure of explore, 
the following methods 
were used: judgment 
analysis, inductive and 
deductive

As social media 
continue to get more 
and more recognition, 
influencer marketing 
has gained a great 
consequence to a large 
number of brands. This 
industry has become 
additional than double 
in size since 2016.

RESEARCH mEtHOdOlOgY
Research Objectives
•  To research about the attributes of an ideal influencer. 
•  To study about what impact does an influencer make on the buying decisions 

of the consumers.
Statement of problem
Influencer marketing is something every marketer is discussing about so far thorough 
research has not been conducted about the attribute that makes an ideal influencer. 
Therefore, this research was being conducted to research about the consumers’ 
perception and influencers’ role is dissemination awareness and influencing consumer 
cognitive, behaviour and affective to drive their purchase intent.
Clear cut requirements have not been defined and there has been no study about 
the results based on the type of influencer and the impact they make on the 
consumer’s buying decisions. This research will disclose factors which impinge on 
consumer’s attitude and perception like experience, trustworthiness and credibility 
to assess this form of marketing.
Population and Sample
The data for this research is gathered via a questionnaire we used the primary 
method of data collection and secondary method of data collection was also 
involved as research was being done also with the help of various online websites, 
reports & research papers published in various journals, etc.

The method of collection used in the given investigation is called the primary 
method. There are multiple ways in which a researcher can use raw data, and 
thus this can be loosely categorized under survey methods and experimental data 
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collection methods. The data were collected using a questionnaire on a 5-point 
scales that has behavioural questions and other variables. This data was collected 
from a sample of 93 respondents who are active on various social media platforms 
and are aware about this form of marketing.

tYPES ANd SOuRCES Of dAtA 
The type of research which has been used is ‘descriptive research’ and questionnaire 
method is used to record consumer perception about influencers and their behaviour, 
etc. The data for this study is both primary & secondary. This data was analysed 
google forms charts where the respondents’ answers to the questions of the 
questionnaire were being converted into charts and graphs for analysis. The 
data will be used to understand influencers’ attributes and their contribution 
to various stages of consumer behaviour. The data is collected pertaining to 
influencer marketing which is collected from respondents of different professionals, 
entrepreneurs, working class, students, etc.
•  ‘Primary and secondary data’ has been used in the research.
•  The primary data is collected pertaining to influencer marketing which is 

collected from respondents from different professions, entrepreneurs, working 
class, students and people who stay at home. 

•  Secondary data is collected through various online websites, reports & research 
papers published in various journals, etc.

Research instruments:  
•  For primary data: Questionnaire
•  For secondary data: Reports & Research Papers

limitations of the research
Due to the existence of Covid- 19 pandemic, our research faced some limitations 
like we could not go out in the field to interact with people, do surveys and know 
the opinions of people regarding our research topic. Therefore, we had to rely 
only on the online questionnaire forms and the various sources of secondary data 
available online on the web.

dAtA ANAlYSIS
Sample (Respondents)
•  Sample Location: India
•  Sample Size: 100
•  Youth – prime focus on age group of 18 - 25
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•  This age group has been chosen as the sample because the impact of social 
media infl uencers starts reducing on the buying decisions of consumers of age 
more than 25 years

questionnaire
1. what is your age?

93 responses

2. what is your gender?
93 responses

3. what is your occupation?
93 responses

In total, the survey covered a group of 93 respondents and assumed questionnaires 
were completed directly with the use of Google Forms. The questionnaire was 
sent to respondents online.
In terms of age, 67.7% of the respondents were less than 25 years, 22.6% of 
the respondents were between 25-35 years, whereas 7% of the respondents were 
between 35-45 years and only 2.7% of the respondents were above than 45 years.
In terms of gender, 50.5% of the respondents were male, whereas 48.4% were 
female and 1.1% of the respondents were preferred not to say about their gender.

In terms of occupation level, 51.6% of respondents were students, 31.2% of the 
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respondents were employed, whereas 15.1% of the respondents were self-employed 
and 2.1% of the respondents were stay-at-home.
1. How	often	do	 you	 follow	 social	media	 infl	uencer?
  93 responses

2. Why	do	 you	 follow	 infl	uencer?

3. What	 are	 the	 thematic	 areas	 of	 the	 infl	uencers	 uou	 follow?

4. Scale the following options on the basis of your trust on the product 
endorsed	 /	 Promoted	by	 the	 infl	uencers

32 respondents, online reviews of the products by other customers are highly 
important. 36 respondents, online reviews of the products by other customers 
are important.18 respondents are neutral about this.3 respondents, online reviews 
of the products by other customers are somewhat important. 4 respondents, 
online reviews of the products by other customers are least important.
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16 respondents, recommendations by the influencers are highly important. 
For 38 respondents, recommendations by the influencers are important.21 
respondents are neutral about this. 11 respondents, recommendations by the 
influencers are somewhat important. 7 respondents, recommendations by the 
influencers are least important.

16 respondents, promotion by companies is highly important.31 respondents, 
promotion by companies is important.27 respondents are neutral about this.14 
respondents, promotion by companies is somewhat important.5 respondents, 
promotion by companies is least important. 29 respondents, recommendations 
by friends/ relatives are highly important. 42 respondents, recommendations 
by friends/ relatives are important.

19 respondents are neutral about this.2 respondents, recommendations by 
friends/ relatives are somewhat important. 1 respondent, recommendations by 
friends/ relatives are least important.

11 respondents, recommendations from fi lm stars are important. 27 respondents, 
recommendations from fi lm stars are important.17 respondents are neutral 
about this.13 respondents, recommendations from fi lm stars are important. 25 
respondents, recommendations from fi lm stars are important.

5. On the scale of 1 to 5 rate the following?

On a scale of 1-5, respondents ranked ‘company’s trustworthiness if it gets 
promoted by the infl uencers of their choice’:-

18 respondents rated it 5. 36 respondents rated it 4. 28 respondents rated it 3. 
6 respondents rated it 2. 5 respondents rated it 1.

On a scale of 1- 5, respondent’s ranked ‘importance of expertise of the 
infl uencer’:-

29 respondents rated it 5. 37 respondents rated it 4.  18 respondents rated it 
3. 7 respondents rated it 2. 2 respondents rated it 1.
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6. Do	you	purchase	 product	 recommended	by	 the	 social	media	 infl	uencers?
93 reponses

48.4 % of the total respondents said that they sometimes purchase products 
recommended by the social media influencers.
28 % of the total respondents said that they occasionally purchase products 
recommended by the social media influencers.
14 % of the total respondents said that they never purchase products 
recommended by the social media influencers.
6.5 % of the total respondents said that they frequently purchase products 
recommended by the social media influencers.
3.2 % of the total respondents said that they always purchase products 
recommended by the social media influencers.

7. I	 believe	 higher	 the	 number	 of	 followers,	 better	 the	 infl	uencers?
93 reponses

 

The next thing that we want to know that whether the number of followers 
affect the likeability of an infl uencer like the higher the followers, the higher 
will be the chances of getting the infl uencer better than the other infl uencer. 
Here, there is almost a tie between the response of i.e. 33.3% responded neutral 
means may be or may not get bothered by the number of followers and 36.6% 
responded agreed means people do agree that the number of followers affect 
their decision of following the infl uencer but the response of getting agreed on 
this statement is slightly more than the neutral which is by 3.3%. Other than 
this 18.3% people completely disagree from this that means this won’t affect 
their decision of following him.
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8. Scale	 the	most	 preferred	 attribute	 of	 ideal	 infl	uencer.

After this question, our next question was about to knowing the preferred 
attributes of an idol infl uencer. Here we ask them to rank the attributes like 
the most preferable attribute should be at the top and less will go afterward. 
According to the respondents, the most important attribute was communication 
(57 responses out of 93)  like how good is he or she at communicating his 
thoughts and 53 responded authenticity which means how original his or her 
content is, is he or she is copying the other infl uencer content or blabbering 
the fake information. The content should be original and should be based on 
real facts, experiences or observations. Likeability, reach ability, and Empathy 
were the next important attributes of an idol infl uencer. Out of 93 respondent 
49 respondents rank like ability the second important attribute for an idol 
infl uencer, 43 responded reach ability, and 42 responded empathy as the 
second important attribute for an idol infl uencer. 41 people respond to passion, 
39 responded social connectedness and 37 responded courage as one of the 
important attributes for an idol infl uencer whereas 19 responded that empathy 
may or may not be an important attribute for an idol infl uencer.

9. You	generally	 buy	 a	 product	 if	 your	 favourite	 infl	uencer	 endorses	 it.
93 responses

After knowing the attributes, we move forward to know whether the infl uencer 
affect their buying decision means do they buy product which they didn’t 
feel need earlier but after recommended by infl uencer they purchased it in 
which 47.3% respondents may or may not get affected by it means there can 
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be 50-50% chance of getting the same product purchased as recommended 
by the influencer. Only 30.2% agreed that they purchased products as per the 
recommendation by the influencers and 19.4% respondents completely disagree 
from this statement.

10. I	 believe	 higher	 the	 number	 of	 followers,	 better	 the	 influencers?
93 responses

The next thing that we want to know that do the influencer use the same product 
which they endorse to their followers. In response of this question Around 
33.3% respondent majorly agree that the influencers used the same product 
they endorse. But 25.8% respondent believe that the influencers don’t use the 
same product they endorse and 40.9% respondent believe they might use the 
product or might not use the product these respondents are not sure about it. 

11. In the following question certain "I" pereceptions are listed towards 
ijnfluencers/celebrity/popular	 accounts?	 Please	 tick	 the	 appropriate	 box	
which suits your mind sets?
93 responses

The next thing we want to know the perception of the respondents towards the 
influencer/celebrity accounts what they think about the influencer they follow. In 
response of this question, the major perception of  the respondent are organic 
reviews are more trustworthy than company-controlled reviews around 75.3% 
respondents believe that. Around 20.4% respondents believe that influencers 
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have their best interest. And 19.4% respondents believe that infl uencers will 
not endorse the product that will harm them.

12. Please tick all that apply.
84 responses

In the next question, we asked the respondent how they purchase the product 
through Instagram when infl uencers promote it. We have asked if the respondents 
purchase the product through the link provided by the infl uencer in response 
to this 31% means 26 out of 93 respondent purchases the product through this 
way. Around 31% means 26 out of 93 respondent purchases products by swiping 
up through Instagram stories of the infl uencer. Around 29.8% means 25 out 
of 93 respondents purchases only because their favorite infl uencer promoting 
it and lastly majority of respondent 45.2% means 38 out of 93 respondents 
purchases products because of the promotional code given by the infl uencer 
to avail the discount on products. 

13. If	 I	 were	 to	 fi	nd	 out	 that	 my	 favourite	 infl	uencer	 had	 been	 paid	 for	 the	
endorsement, it would not negatively impact my perception
93 responses

The next thing that we want to know that if they fi nd out that their favourite 
infl uencer had been paid for their endorsement, whether it would affect their 
perception about infl uencer credibility. In response to this question, 47.3% 
of respondents were agreed that their perception will not get affected if their 
favourite infl uencer had been paid for their endorsement. 41.9% of respondents 
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may or may not get affected by it means there can be 50-50% chance of getting 
an impact on their perception. Only 22.6% of respondents were completely 
disagreeing with this statement.

14. I	How	does	 social	media	 infl	uencers	 affect	 your	buying	decisions?
93 responses

After knowing the perception of respondents, we move forward to know that in 
what ways the social media infl uencers affect their buying decisions behavior 
means in what ways infl uencers helps them before buying any product. Here we 
give them fi ve reasons to mark their response. So in response of this question, 
31.2% of respondents say customer reviews majorly affect their buying decision 
behaviour. 28% of respondents say infl uencer’s gives proper knowledge about 
the brands that will affect their buying decision. 18.3% of respondents say 
infl uencers help them in comparing the product. 10.8% of  respondents say 
social media infl uencers tell a wide range of products that might affect their 
buying decision and the rest 11.8% of respondents say it will not create any 
impact on them.

15. Negative reviews and comments from people you don't know about product/
service/brand on social media can dissuade you to make your purchase 
decision
93 responses

After this question, our next question was about knowing that Negative reviews 
and comment from other people you don’t know about products/services/brands 
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on social media can dissuade their purchase decision. In response, we get 61.3% 
of respondents were majorly agreed that they will dissuade their purchase decision 
because of negative reviews from unknown people. 33.3% of respondents may or 
may not get dissuaded by it. Other than this 5.4% of respondents have completely 
disagreed with this that means this won’t affect their purchase decision.

fINdINgS 

Key	findings	 of	 our	 research	paper	 are	 that	 -
•  People majorly believe that recommendations by friends/ relatives are important 

to trust on the product endorsed.
•  People do agree that the number of followers affects their decision of the 

following influencer.
•  The most important attribute of an idol influencer as per our study is 

communication, like how good the influencer is at communicating his thoughts.
•  As per our study we get to know that there can be 50% chance of getting the 

same product purchased as recommended by the influencer.
•  People believe that influencers might not use the product which they endorse 

to their followers.
•  Most of the people agreed that their perception will not get affected if their 

favorite influencer had been paid for their endorsement.
•  People believe that ‘customer reviews’ majorly affect their buying decision 

behavior.
•  Most of the people majorly agreed that they will dissuade their purchase 

decision because of negative reviews.

CONCluSION
Influencer marketing is a type of social media marketing that uses endorsement 
and products mention by the influencer. The objective of our study was to find out 
about the attributes of an ideal influencer and how the influencer makes a brunt 
on the buying decision of the consumer. 

The result of data analysis indicates that the less mature youth less than 25 year 
is the most influenced by the influencer. This age group includes majorly students. 
They have been following the influencers to learn about new product/brand/ service 
which improve their lifestyle. The data analysis also tells that they believe that 
the larger number of followers the superior the influencer.
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The Findings of this research paper will help to understand the marketers what 
is the most important attribute of an ideal influencer. We have found that the 
attribute of an ideal influencer is communication, means how good the influencer 
is in communicating his thought. We have also found that the consumer perception 
and their decision depend upon the number of followers an influencer has, it also 
depends on the reviews of other people if there are negative reviews the customer 
decision will also dissuade. 
This research paper will affect customer attitude ,and perception like experience, 
trustworthiness and creditability to assess this form of marketing 
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What do you feel like owning, governing and being within an organism? 
The multi-dimensional character of this experience with its biological 
frame, which is non-stop, makes both experimental and theoretical 
procedures difficult to implement. Nevertheless, the use of immersive 
digital facts has enabled this question to be rethought to show whether 
or not in an immersive virtual environment, and in this case to 
what is the limit of feeling the same sensations and he extent for 
a virtual body. The modern paper deals with these problems in the 
sense of embodiment (SoE). We propose a work definition that says 
that the SoE is made up of 3 subcomponents, due to the conceptual 
misunderstanding around this sense: the sense of autonomy, the 
sense of organizationality and a sense of bodily possession. Under 
the proposed form, the literature reviews the measurements and 
experimental manipulations and outlines the issues connected with 
them. In the end, the future studies on experimental basis is proposed 
to overcome these problems, in order to develop the idea of SoE and 
improve it in the form of virtual packages.
Keywords: Virtual Reality, Embodiment.

INtROduCtION
One of the major concerns in cognitive science is how we reveal inside ourselves 
a frame that continually interacts with the environment. We sense ourselves as 
inside of a framework, and more specifically as a framework which is “our” that 
is in keeping with our aims and our will. Those feelings are usually combined in 
daily life-styles and seen to come from the most handy, the biological, framework 
which gives consistency to our self and our image.
This encarnated revelation is sophisticated in experimental manipulation since the 
frame is usually a gift and apparently cannot be detached from itself. However, 
research on the notion of frame shows an alternate technique to manipulate the 
1 Assistant Professor, Kasturi Ram College of Higher Education, Narela, New Delhi.
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identity of a framework element for this experience. The player is sitting at a table 
in the now classical experiment, with his left hand on it. On the table parallel 
to genuine is a left rubber hand. The true left and left arm are hidden behind 
an occlusive screen. Paintbrakes provide synchronised tactile information to the 
rubber hand and the accompanying actual hand when they are in the same relative 
positions. After a few seconds of synchronised stimulation, the person is likely 
to experience a deep phantasm known as the “rubber hand fantasy,” in which the 
rubber hand believes it is his or her real hand. (Cohen & Botvinick, 1998). In 
addition, the player usually misplaces it towards the rubber hand when the actual 
hand is placed, when his eyes closed, to the same dimensions as the synchronous 
visual tactile stimulation When assessing the actual hand (Botvinick & Cohen; 
Costantini & Haggard, 2007; Tsakiris & Haggard, 2005). The differentiation 
between the pre- and post-experimental evaluation of the position takes a perceptive 
correlation of the fantasy into account and is called the proprioceptive glide. 
Moreover, it has been demonstrated that asynchronous stimulation of the real and 
rubber hand inhibits every person’s mislocation (Armel & Ramachandran, 2003; 
Botvinick & Cohen; Tsakiris, Carpenter, James, & Fotopoulou, 2010). Although 
the RHI has been able to address the identity of a Frame Element in a smooth and 
replicable way and reveals in turn the role of multimodal input in a personified 
experience, it is impossible to address in its full complexity the question of how 
we experience ourselves within a Frame due to test barriers.

The application of virtual truth (VR) could be utilised to recast the question of 
primary studies as a substitute: how and how much do we get to have a digital 
illustration of a body in our own digital environment? Such usage of digital reality 
approaches is supported by its distinctive advantages that are managed without 
problems owing to the perceived scenario but more significant, by changing 
elements associated to the embodied revelation in a manner that in body reality 
would seldom be viable (Bohil, Alicea, & Biocca, 2011). For example, VR enables 
the frame representation of structure, morphology and dimension to be manipularly 
cleanly manipulated, the selfish visual attitude dissociated from the frame, and 
the function of multimodal facts to be exploited in terms of body notion. In fact, 
contemporary research using VR or comparable methodologies has taken the main 
steps to approach the multidimensionality of the revelation by the inducing whole 
RHI equivalent framework illusions (Ehrsson & Petkova, 2008).
In this cutting-edge research, the concepts and mechanisms connected with these 
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types of illusions are assessed and explained with an emphasis on the phenomenology 
of embodiment. However, because of their multidisciplinary use and its diverse 
software regions, their time period incarnation has been referred to differently, and 
its conceptualization therefore depends on the position from which the problem 
is taken into account. It is part of the wider discussion from a philosophical 
perspective on how to define and study yourself (Blanke & Metzinger, 2009; 
Metzinger, 2008). The issue of the depiction of the brain (Berlucchi & Agliothi, 
1997; Graziano & Botvinick, 2002) and the way this representation is modified 
in certain neurological settings is concerned for neuroscience and psychological 
knowledge. For example (Lenggenhager, Smith, & Blanke, 2006; Metzinger, 2009). 
In robotics, however, the idea differentiates between artificial intelligence types 
and virtual dealers and robots with a true physical representation as compared to 
those that do not (Holz, Dragone & O’Hare, 2009). In regard to presence in virtual 
environments, Embodiment has also been considered (Biocca 1997) particularly 
since there is proof that a virtual frame is essential to the experience of being in 
the virtual world as part of the head-installed display based on entirely virtual truth 
(Slater, Spanlang, & Corominas, 2010). In addition, the function of incarnation 
in one’s self representation was addressed below the idea of self-presence that 
Biocca had brought about and similarly reaffirmed through Lee (2004). The 
multi-meanings lifestyles of the phrase incarnation may cause confusion within 
the study community of the same type, which has observed the existence (Lee, 
2004). To this end, the phrase Sense of embodiment (SoE) is used during the rest 
of the study, to designate to the whole of sensations that come up alongside the 
inside, have a body and control it, especially with regard to application of digital 
reality. The purpose of the present research is to propose a component definition 
for SoE, discuss the relevant literature measures and encourage new ones and, 
lastly, examine items which could embellish SoE in VR, with reference to existing 
experimental findings.
Research into fate studies inside SoE is mentioned with the objective of understanding 
this complex and comprehensive revelation in a deeper manner.
SENSE Of EmBOdImENt (SOE)
Work	Definition
Comprehending and characterising SOE closer to the artificial framework, through 
its expansion into our entire bodies, can be based on recent proposals concerning 
the embody of artificial frame parts (i.e. unique members). De Vignemont (2011, p. 
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3) states that “E, if and for the simplest, is embodied if a few E houses are treated 
in the same way because of the body” This definition is consistent with Blanke 
and Metzinger (2009, p. 7), countries that embody ‘the subjective experience of 
the use and having a body.’ The definition is therefore adopted as follows:

SoE in a frame direction B is the feeling that occurs through the processing of 
B’s houses as if they were features of one’s own biological body.

fuNdAmENtAl StRuCtuRE
The conceptual clarification is defined by SoE in this way but remains ambiguous, 
because dwellings and associated reports from the biological body are not separate. 
However, normal biological experience can be shown with the matching phenomenology 
in at least three primary courses of such qualities. First, self-representing in a frame 
is driven by spatial features and is marked clearly by them; for example, you put 
yourself in a body. Moreover, this spatial depiction is always attributed to itself; 
i.e., the body in which an individual perceives that his own body is himselfThis 
body ultimately fulfils the purposes of its own self too; as an example, one creates 
its frame movements. The historical period in which the literature is examined is in 
fact regularly linked to the principles of self-surveillance (e.g., Arzy et. Al.2006), 
corporate feelings (e.g., Newport et. Al. 2010) , and bodily sensation (e.g., Lopezet. 
Al. 2008). Thus, under the conceptual paragraphs of all three names the dwellings 
of a biological framework may be characterized.

SENSE Of SElf-lOCAtION
The degree to which you feel placed in Space is self-location. The sensation 
of an inner physical organism positioning usually coincides with self-area and 
space. (Blanke, Burgundy, 2012). This collocation can, however, destroy while 
people have OBE experiences where they feel in harmony with their physical 
body (Lenggenhager et al., 2006). The sense of self-location refers to the spatial 
experience of being in a body and does not mean the spatial pleasure of being 
in the world (with or without a body), such as the pleasure of being in presence, 
or the feeling of being there. Whereas self-location is about the link between 
yourself and your body, presence refers to the connection between yourself and 
your environment. If the frame representation appears to be the self, the latter 
problem also comprises of the question of the relationship between the body and 
the environment. A case of self-localization may be the sense of the self being 
inside the organic body or body; while an analogous feeling of presence is the 
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feeling of the being in a physical or virtual room; if this is not to be seen, it does 
not require the image representing an image to better demonstrate this distinction 
between self-frames or body-environment. When considering a dichotomy of space 
between the space of self-body (in which the space occupies a position of the self) 
and the external/environmental area (the space-surroundings global where the self 
is perceived as located even supposing this does no longer encompass a body). 
The view is cleaner than the difference. The present sub-aspect might involve an 
extra expanded mode of incarnation; nonetheless, we focus here on the connection 
between ourselves and the body. Although self-location and presence handle unique 
geographical issues, they can be viewed as complementary principles which jointly 
make up the representation of our space.

This is also linked to the different encoding of the distance between the brain 
and the organ. This criterion requires that private areas are the divide that our 
body occupies, that the peripheral region is the area next to the fingerboard and 
that extrapersonal areas are the space that is unattainable (Vaishnavi, Calhoun, 
& Chatterjee, 2001). The extension of the peripheral area using devices which 
lead to the device’s conformation is relevant for that ( Giummarra et.al. 2008). 
Moreover, in comparison to one’s biological body, an interior self-localization 
of a body has a different effect according to a non-public space, as described by 
Norman et al (2011). In the study by enggenhager etc. (2009) the locations of 
tactile stimulation can dominate the visible viewpoint and so determine our self-
vicinity while accompanying the visible stimulation can be observed.

SENSE Of AgENCY
The company’s experience relies on the feeling that it “manipulates the motor 
internationally, which is the subjective discovery in action, control, intention, 
motor selection and willingness”( Metzinger and Blanke, 2012, p. 7) . Agency in 
vivid motions is apparent. One example of organization disturbance is in anarchist 
patients who disregard the sense of managing their own limbs and that their 
extremity works according to their own intentions (David, Newen, & Vogeley, 
2008).

A comparison is made between the forecasting of the sensory effects of one 
movement from the reproduction of effects and the actual sensory consequences (for 
a overview see, e.G., Davidet al., 2008). If, for example, the expected movement 
results and the actual movement results are healthy, through synchronous motor 
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correlations, you feel like the agent for these movements. This applies in addition 
to the design of devices when they are handled by the user. The development of 
the company depends on the synchronicity of visual motor links.

tHREE SENSES Of BOdY OwNERSHIP
The body owner refers to a frame’s own allocation (Gallagher, 2000; Tsakiris, 
Prabhu, & Haggard, 2006). He has a possessive man or woman who says the 
body has an expert meaning. For example, in people with somatoparaphrenia who 
refuse their limb the ownership of frames is affected (Vallar & Ronchi, 2009). The 
feeling of frame ownership is based on a combination of reverse and downward 
influences (Tsakiris, 2010). The back-up papers are in this context related to the 
sensory information from the sensory bodies. 
Numerous RHI research has examined the function of the synchronous visual and 
rubber-hand correlations in back side-effect sentences. The RHI can only develop 
illusory rubber hand ownership if the visible and sensual stimulation follows the exact 
spatiotemporal pattern (Tsakiris & Haggard, 2005). Synchronous visuopropriocene 
correlations were also found in passive acts, similar to visual correlations. ownership 
(Tsakiris, Prabhu, & Haggard, 2006). More studied cognitive effects in fantasy 
induction and found that the morphological similarity between the true biological 
arm and corporal energy depends on the subjects. These investigations have shown 
that, while the outside object is not or is in a single, spatial configuration with the 
genuine arm or hand, the sense of ownership declines. However, in keeping with 
these up-down effects, a number of studies have shown that the illusion that a fake 
hand is possessed can be induced while the morphological similarity of a real hand 
and arm is in use; as an instance, a rubber bracelet and a hand (Botvinick & Cohen, 
1998). Both this together imply that an important morphological similarity with 
the true framework component is needed, to bring ownership closer to an external 
component. Recently it was demonstrated that ownership of a body is now no 
different from artificial structural pieces but that it may also be felt as an artificial 
completion of our bodies (Normand et al., 2011; Petkova & Ehrsson, 2008; Slater et 
al., 2009; Slater, Spanlang, SanchezVives, et al., 2010). The SoE model seems to have 
the three basic components: auto placement, firm ownership and frame ownership.
The phenomenology of embodies breaks down into these 3 hypothesised sub-
components. A key issue assessment of the results of a fixed questionnaire gadget. 
There are however significant hurdles in the interpretation of these findings; for 
example, the handiest the supposed business has been assessed (there is no true 
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rubber hand company) and the resulting incarnation has become an artificial 
structural portion and no longer an entire artificial body. Despite these limitations, 
an analysis by Longo et al. has found that the Phenomenology of incarnation 
consists of the experience of the self-area, the sense of the employer and the 
experience of the framework component close by.

table 1. SoE proposals for a Body B

SOE towards the Body is experienced

if you feel at least in minimal intensity inside B (P1)
if at least a minimum intensity of one feels an agent of B (P2)
If you feel B at least to a minimum in intensity as your own 
body (P3)
if at least one of the three senses is experienced at a very low 
intensity (P4)

You have complete SoE to Body B, if you have the maximum intensity of all three senses (P5)

tHE SCAlE Of tHE SOE
The 3 senses are normally encountered under normal settings and admire the 
organic frame without any doubt. In the experimental manipulations of those sense, 
participants are nonetheless needed to explain on a constant scale their illusionary 
experiences (Botvinick & Cohen, 1998) as well as in the RHI; for examination “I 
felt compared with I did not.” The possible variation in the depth of sentiments of 
ownership towards the hand of rubber would mean that the ownership experience 
is non-stop, even though such intermediate values are not taken into account in 
daily life. This non-stop scale was implemented for the self-region and business 
experience (Ehrsson, 2007) (Longo et al., 2008). The depth of experience of the 
three subcomponents can therefore be understood to vary continually in this context, 
from one diploma to the maximum.

tHE SOE’S PROPOSAlS
The subsequent suggestions (P) shown in Table 1 are based on definition D and 
the suggested SoE scale. In Table 1, P5 is suitable for an organic structure but 
it remains unknown whether the whole structure is closer or not to an artificial 
structure. The minimum intensity of the experience and the maximum intensity 
are controlled by viable power (s). Each of these values is based on evidence 
that the test provides for individuals and on the participants’ perceptive systems.

SOE’S RElAtIONSHIP wItH ItS SuBCOmPONENtS
The concept of the SoE as an inclusion of these three sub-components could serve 
to prove both future experimental manipulations and the idea without a dominant 
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element, or records relating to the contribution of each sub-component to the 
general idea. However, there is now not enough information or convergence of 
statistics in the literature towards a single unmarried view. In the field of self-
location, a few writers regard incarnation as synonymous.
On the other side it has been claimed that body possession is unnecessary, an issue 
that has been affected by tooling (De Preester & Tsakiris, 2009). The sensations 
of frame ownership (de Vignemont, 2011) are now not being expressed and are 
further compatible with P4. In addition, the idea of a perceived business company 
as a vital factor provides coherent representation of at least one body (Tsakiris et 
al., 2006) that remains stable with P2. In addition, the perceived organisational 
inadequacy showed that the incarnation was inhibited (Newport et al., 2010). 
Although the methodologies for the concept of incarnation do not consist of all 
the subcomponents presented, the proposed definition and propositions are not in 
conflict with them currently.
The complexity of SoyE experience cannot, instead, be taken into consideration in 
a subcomponent of sensations, coupled to precise sub-components. The material 
in SoE literature now accessible does not offer further information on the weights 
of all three components of the entire pleasure. Those weights are not regular, but 
are time-limited (for example, linked to contributors’ perceptions and attention 
approaches) or tested (e.g., associated with the supplied sensory information 
that the unique state of affairs gives, particularly for every experience or for the 
assignment that members are asked to do).
In addition, the lack of independence in the three subcomponents does not contain 
enough systematic experimental evidence. The literature has cautioned about probable 
addictions or relationships between the subcomponents. First, as to the connection 
between self-location and physical property, an interior of the body that you feel 
is most likely to be a personal structure. The visual perspective (connected to your 
region) is determined to impact the resulting corporate ownership in the study carried 
out by Petkova et al. (2011). The major question of the investigations, however, 
became frame possession and not autonomous. It is therefore questionable whether or 
not a visible angle is vital to the property of the body or if disrupting the self-location 
has weakened the inciting ownership of the body. Secondly, there can be a corporate 
correlation, for instance, a framework that would follow one’s intentions and vice 
versa. Tsakiris, Schutz-Bosbach and Gallagher (2007) suggested that ownership was 
not an experience of employers, but rather a personality issue in general.
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The evidence of this association can be found in studies which offer contributing 
employers a false hand to induct frame- ownership fantasies (Dummer et al., 
2009). This is not always the case in telepresence, particularly in technically 
mediated circumstances. A robotic can be handled as an advanced tool from a 
remote region that can thus be completely organised but in which sensory proof 
for self-vicinity and ownership of frames is given to the body framework. In 
accordance with this, ownership and agency were doubly detached in the Kalckert 
and Ehrsson (2012) experiments. In contrast, when taking a look at Longo et al. 
(2008), while participants certainly did not flow their fingers, they nonetheless 
expressed a feeling of business company towards the rubber hand. Sato and 
Yasuda (2005) also suggested that the business undertaking is impartial to the felt 
framework possession, when it was examining the organisation in respect of the 
issue anticipated (by the efference copy) and genuine remarks of motions. 

It is entirely based on the facts that the felt agency was adversely affected, however, 
with high delays between action and remarks. Finally, Mr. van den Bos and Mr. 
Jeannerod (2002), who have not now carried out motions, have claimed that they 
have had a difficult time evaluating ownership of a hand. David et al. (2006) 
indicated that the egocentric visuospatial perspective (linked to self-service) and 
corporate sense are different self-centering components in respect to the employer 
and self-service relationship. Synchronous visual-tactile correlations of the same 
spatiotemporal pattern, but in an unusual function, can be employed to induct 
the possession of the body at the same time (even though it rought about feel 
is probably weak, see Petkova et al., 2011). The participant’s physical activities 
can also be recorded by visible actions of a 3rd Body C which induce motor 
manipulation over C. Such a set-up might hypothetically disassociate the sensations 
connected to incarnations from three independent bodies: A self-placement, B-frame 
possession and C organisation. However, while the self-location can be offered 
in terms of A, it can be argued that the other sub-components have an effect; an 
essential autonomy offer can, for example, also lead to a possession. The use of 
a cautious test design to distinguish the exact effects of each subcomponent is 
viable. This is certainly not easy presently, but it is far from feasible. 

Finally, the person’s contribution to SOE for every factor is little known about or 
whether the contribution can be dominant. When addressing the true relation of 
the three sub-components the equivalent loss of experimental evidence is clear; 
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in each case, effective and negative feedback improves / inhibits experience in 
each other. Future studies must strive methodically to clarify these open subjects.

mEASuRES Of tHE SOE
It is essential for the SoE idea to be operational for dimensional purposes. This is 
particularly important as the results of different SoE elements wish to be evaluated 
in an experiment. This may be very comparable to the notion that a subject that led 
to considerable investigations over many years is present in digital surroundings. 
Measurements usually rely on questionnaires or physiological reactions in the digital 
environment for tension-provoking events including Meehan, Insko, Whitton, and 
Brooks (2002), but also enhance novel approaches (Slater, Spanlang, & Corominas, 
2010). However, it can be accessed by measuring the extent of its subcomponents 
using SoE towards an artificial body. Table 2 presents an assessment of measures 
utilised in the literature to address SoE.

Table 2 : Summary of SoE measures in its subcomponent terms

Sense of self-location

Estimation of the position of the body: "...the subjects are passively removed shortly 
after they stroke and asked to revert to their original position..." (Switzerland et al. 2007, 
p. 118) Or "Imagine falling the ball in your hand (mental dumping job, MBD)."' " The 
participants were taught "when they imagined the ball releases from their hand, with 
a first button, and with a second pressing when the ball hit the floor.." (Lenggenhager 
et al., 2009, p. 112).
Physiological response to the perceived threat to the place of the skin, for example 
(SCR; Ehrsson, 2007)

Agency's sense
For example, it appeared like I was in the grasp of the rubber" Questionnaire items 
"I felt as if I'm controlling the rubber hand" (Longo et al., 2008: 984) (Kalckert & 
Ehrsson, 2012, p. 4).

Sense of body ownership

•  Questionnaire things, such as, "I felt like my hand was rubber'.' "I felt like my virtual 
body is my body" (Botvinick & Cohen, 1998, p. 756), "How much did you feel your 
body was a sitting girl's body?" (Aspell, Lenggenhager, & Blanke, 2008, p. 4). "It 
appeared as though the rubber hand was me' (Slater, Spanlang, Sanchez-Vives, et 
al. 2010, p. 4). (Longo et al., 2008, p. 983).

•  Appropriate evaluations: for example, the "right index finger" was drawn along the 
right edge of the table, before and after viewing time (...), until it was determined 
that the finger was in line with the index finger of the left hand (Botvinick& Cohen, 
1998, p. 756; IJsselsteijn et al., 2006). (...) the ruler's number have been verbally 
reported (Tsakiris & Haggard, 2005, p. 81).

  Estimate body parts, for example, "they were advised that their virtual belly size 
should be adjusted until they considered it to be their own genuine belly" (Research 
Foundation and others, 2011, p. 3). SCR (Armel and Ramachandran, 2003; Honma, 
Koyama, & Osada, 2008; Petkova et al. 2011; Yuan and Steed 2010). Screening the 
danger physiologically: Petkava et al., 2008. Heart Rate Deceleration. Deceleration 
(Slater, Spanlang, Sanchez-Vives, et al., 2010).

   Changes in physiological signs; temperature, for example (Hohwy & Paton, 2010; 
Moseley et al., 2008).
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1. Self-location
Recent experimental research have been shown to highlight the common 
coincidence between self and body area in stories created through experiments. 
These trials have used every qualitative measures to examine the illusory 
self-vicinity and the feasible deviations from the biological body region, 
(questionnaires) and quantitative measures (compliance with motor or cognitive 
tasks and physiological responses) In the Ehrsson study (2007) a few head-
mounted presentations showed individuals a visual viewpoint from an area 
factor behind their physical frame. Visible tactile stimulation from this position 
becomes compatible with the physical frame felt stimulation. As stated in the 
questionnaires, participants qualified the impression that they are outside of 
their organic body and indicated that larger physiological responses to a danger 
to this perceived self-vicinity in comparison with the management situation 
are required. Furthermore, Lenggenhager et al. (2007) looked at the visual 
perspective from an ordinary point of view. The physical body sensed stimulus, 
but it turned into congruency in a synthetic body that became before individuals 
with the visual stwwimulation. While the participants were passively removed 
from the setting and called for their first role, they acknowledged a significant 
connection to the synthetic framework. Lenggenhager et al. suggested a way 
to test the felt autonomy through a mental ball drop practise (2009).

2. Agency
The level of ownership and ownership of the company was not equal. Although 
study leads to an illusion of what the actual management of a false body or 
limb is with contributors (Dummer et al. 2009), the research has not focused 
mainly on tighter organisation to the incarnate item. Insteadened to create other 
illusionary feelings, for instance owned by every other component, was the 
control of the phoney limb. In Kalckert and Ehrson the layout of the rubber 
hand was changed (2012). The questionnaire, for instance. Longo et al. (2008) 
used the same level, but only because no agency actually was concerned with 
sensation.

3. three Body Ownership
The use of each qualitative and quantitative method (by questionnaire) 
(performance in localization responsibilities including the proprioceptive float, 
performance in bodily part estimation, participant responses under perceived 
risk of the body, or adaptation to the physiological measurments with or 
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without a threat event) was widely examined by SoE in terms of body property 
ownership. More exploratory studies focused on whether or not the impacts of 
transitory mental function disturbance (Ehrsson et al., 2004) or the effects of 
electrophysiologic approaches (Kanayama, Sato, & Ohira, 2009) were under 
illusion of physical ownership (Kammers et al., 2009).

Naturally, the measurements in Table 2 do not immediately decide on the 
SoE, but they are substitute. Furthermore, conceptual overlaps should be 
privileged while using these metrics, as the operation of the subcomponents is 
not necessarily collectively extraordinary. Future research has to correlate all 
qualitative and quantitative information to acquire a more complete picture of 
its association with incarnation subadditives (e.g., Ehrsson, 2007). The tasks in 
motor tasks (which combine cinematical and physiological assessment) should 
be motivated by the absence in literature of enterprise-like actions and provide 
a precious overview of this subcomponent. Based on the conviction that engine 
responsibility has to be exercised more efficiently if the company’s synthetic 
body is less efficient to control the system, an excessive sense of agency 
probably must correspond with high overall project performance. The use of 
this kind of statistic is congruent with Nielsen (1963), where the mechanics 
of frame reputation have been revealed by engine performance. Besides the 
measurement of the soE in the grade of its subcomponents, other oblique 
measures in relation to its mental, emotional and behavioural impacts can also 
be stated from a better perspective. The concept of auto-presence, first presented 
with the help of the Cyborg Dilemma, Biocca (1997), could be consistent with 
this strategy. Self-presence (Lee,2004) is believed to be “a mental realm in 
which virtual self / beings are perceived, because a triggered soE that is closer 
than the given virtual body image simply changes the consumer’s behaviour or 
emotional state. As Lee suggests, “strong self-presence emotions during digital 
enjoyment can cause some identification variant or uncertainty about reality.” 
More importantly, the emotional excitement of feeling incarnated in a digital 
body must arise if insults or rewards to this body, which refers to dwellings 
that can’t be more real for the biological body. For example, in Normand et al. 
(2011), the illusion of being far more overweight than their genuine biological 
organism was demonstrated to the participants. The association between physical 
personality questionnaire objects and those related to the emotional state would 
have been interesting to investigate, for example, while many virtual characters 
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criticise the object for being too fat for being. For this reason, Ratan and 
Hasler (2009) have employed a questionnaire seasoned in the past several days 
for significantly less immersive settings. Likewise, male members perceived 
a girl’s digital globalisation in Slater, Spanlang, Sanchez-Vives et al. (2010).
However, such virtual illustration’s emotional or behavioural correlates have 
not now been examined. In general the mental or even motor effects of a 
virtual frame representation with separate morphology that can recognise its 
biological qualities (e.g. morphology, limbs, size) may be likely. These results 
were undoubtedly noted in the papers of Longo et. Al. (2009) and Tsakiris 
(2008). In addition, the participant may want to do actions associating with 
such stereotypes by a virtual body having features connected with specific 
social stereotypes, however distinctive to the biodiversity (eg admire race, 
gender, or age).

ENHANCINg tHE SOE
Each of its three subcomponents could be enhanced by an approach to improve 
SoE. Every turn, we keep in mind.

Enhancing the Sense of Self-location
The basis of ocular views and the connected vestibular and tactile facts stimulates 
self-vicinity. It is obvious that the first-man or woman’s attitude with regard 
to placing the eyes of the synthetic body is a vital prerequisite. Furthermore, 
synchronous visual connections may likewise boost this, when the touch is visually 
observed from the main angle of the eyes in the frame. Lopez et al. (2008) advocated 
the use of caloric and galvanic stimulation publicly to manipulate the self-area 
intellectually. Consequently, the various forms of modification that take account 
of their impacts on an independent placement in a virtual image representation 
must be taken into consideration in virtual applications. The requirement for these 
different multimodal signals can increase the significance of the virtual organ’s 
increased volume as well.

Enhancing the Sense of Agency
Computing and visual feedback on self-generating movement is sensitive to all 
temporal discrepancies. Therefore visual correlations between the engine and the 
important time limits should be maintained (see Franck et al., 2001). The sense of 
business is easily expressed in virtual reality since the movement of participants is 
tracked in real time or near a digital body. It can be done by following inflexible 
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bodies (by inflexibility), attaching them to a participants’ limb, and using an inverse 
movie method (Yuan & Steed, 2010) to calculate avatar movements, or by tracking 
participants with full-body movements and this motion towards the avatar. You 
can achieve this by continuously tracking (Slater, Spanlang, & Corominas, 2010).

ImPROVEmENt Of tHE SENSE Of OwNERSHIP
By enhancing sensory links between biological stimulus and stimulation by 
the body of the avatar, the feeling of bodily property from the atmosphere of 
backwardness can be improved.. Such simultaneous sensory families may be 
visible (e.g., with suitable haptic comment) or visual (e.g. with passive motion 
and the proper avatar movement of a participant). On the other hand, the virtual 
frame must respect certain structural and morphological limitations as a form of 
human appearance. The notion of ownership of the digital body is preferred for 
the top down influences by enhancing the morphological similarity between the 
biological and digital bodies. Unlike the above categories, the sensation of the 
frames can surprisingly be susceptible to changes between man and woman; the 
similarity of the image between the player and the avatar, for example. This means 
that personalised avatars can also desire to make stronger use of the frame and 
self repute if you think that.

CONCluSIONS
The gift evaluation referred to the working definition for SoE as the regular 
approach in which we work towards our organic framework. An underlying form 
was developed, which has three subcomponents: self-surrounding, feeling of being 
in business and the experience of owning the frame. In this conceptualisation 
measures of the SoE as utilised in the literature were gathered and structured. In 
addition, new viable measures were proposed based on the mental and emotional 
implications of incarnation and ways for virtual SOE improvement by means of its 
sub-components. Many issues were apparent during the paper. The possible directions 
have been identified for destiny research aimed at deeper and more specific SoE 
conceptualisation. While SoE may also comprise three subcomponents, they are 
far from understandable in relation to each other. Though Kilteni et al. 383ent can 
be theoretically independent, an empirical relationship can be fairly likely between 
them. Future studies are necessary to identify the lifestyles of these addictions, if 
any. There is also no indication that each subcomponent contributes equally to the 
overall incarnation notion. Future research using experimental circumstances that 
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handle distinctive sub-components could offer light on the probable supremacy of 
a subcomponent if the embodiment is a weighed combination. For this goal, the 
gift paper focused on artificially hasty encapsulations, in particular, employing 
digital immersive fact, an era that seems preferably perfect to deal with research 
in this area. On the basis of the existing overview and research recommended in 
the future, fresh insights into this difficult experience could be established and 
specific ideas for improving the sense of incarnation could be provided.
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dIgItAl BANKINg: A StEP tOwARdS 
fINANCIAl INCluSION

ms. Parul gaba1

ABtSRACt

Time to time Indian Government reliably put forth its attempts towards 
incorporation of country client (financial backers) in coordinated 
monetary framework. This may not just give attractive measure of 
income to support Indian economy yet it could likewise assist the 
public authority with working with country improvement through 
offering different administrations like gas endowments and so on. 
Hence, terminology of monetary incorporation shifts due various 
decision party, however, the essential target stays as before for example 
to thrive the lower part of the pyramid of monetary market.In the 
initial years of PMJDY, government upto some degree end up being 
fruitful by opening around 12.54 crore new ledger (up to January 
2015) and stores of more than Rs. 5000 crore (up to November 2014) 
through new structure monetary incorporation Pradhan Mantri Jan 
Dhan Yojana (PMJDY). As indicated by information from Financial 
Inclusion Insights in 2014, 59% of metropolitan Indians approached 
a ledger contrasted with 52% of provincial Indians. By 2017 anyway 
this hole had vanished – 79% of the provincial populace had a ledger 
contrasted with 76% of metropolitan Indians. Be that as it may, it has 
been seen that still the biggest piece of the rustic market in immaculate 
and not investigated completely. Henceforth, this paper is an endeavor 
to learn about the attention to monetary incorporation plans among 
country client..

Keywords: Financial Inclusion, PMJDY, Monetary Incorporation

INtROduCtION
Financial Inclusion is delivery of banking services at an affordable cost to the vast 
sections of disadvantaged and low income groups - rural customer. The Financial 
Inclusion Plan aims at providing easy access to financial services to those sections 
of the society who are deprived of it so far at affordable cost thereby bringing 
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them into the mainstream financial sector.. The Financial Inclusion Plan targets 
giving simple admittance to monetary administrations to those segments of the 
general public who are denied of it so far at reasonable expense in this manner 
carrying them into the standard monetary area. Monetary Inclusion exercises are 
being carried out by Bank since commencement through different government 
supported projects, loaning to the least fortunate of poor people, loaning to 
the minority networks, loaning to SC/ST, loaning to need areas, and so on 
It will empower the Government to give social advancement advantages and 
sponsorships straightforwardly to the recipient ledgers, consequently definitely 
decreasing spillages and pilferages in friendly government assistance plans. Further, 
extending the scope of monetary administrations to those people who don’t as of 
now approach would be a target that is completely reliable with individuals driven 
meaning of comprehensive development which endeavors to connect the different 
partitions in an economy and society, between the rich and poor people, between 
the rustic and metropolitan people, and between one district and another.

The Swabhimaan lobby, notwithstanding, was restricted in its methodology as far 
as reach and inclusion contrast with new plan Pradhan Mantri Jan Dhan Yojana 
(PMJDY). Assembly of different parts of complete Financial Inclusion like opening 
of ledgers, advanced admittance to cash (receipt/credit of cash through electronic 
installment channels), benefiting of miniature credit, protection and annuity was 
deficient. The mission zeroed in just on the stock side by giving financial office 
in towns of populace more prominent than 2000 yet the whole geology was not 
designated. There was no attention on the families. Likewise some innovation issues 
hampered further adaptability of the mission. Subsequently the ideal advantages 
couldn’t be accomplished and countless ledgers stayed lethargic.

PRAdHAN mANtRI JAN-dHAN YOJANA
Pradhan Mantri Jan-Dhan Yojana (PMJDY) is National Mission for Financial 
Inclusion to guarantee admittance to monetary administrations, to be specific, 
Banking/Savings and Deposit Accounts, Remittance, Credit, Insurance, Pension 
in a reasonable way. Record can be opened in any bank office or Business 
Correspondent (Bank Mitr) outlet. PMJDY accounts are being opened with Zero 
equilibrium. The arrangement additionally visualizes diverting all Government 
profits by (Center/State/Local Body) to the recipients records and pushing the Direct 
Benefits Transfer (DBT) plan of the Union Government. The innovative issues 
like helpless network, on-line exchanges will be tended to. Portable exchanges 
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through telecom administrators and their set up focuses as Cash Out Points are 
additionally intended to be utilized for Financial Inclusion under the Scheme. 
Likewise an exertion is being made to contact the young people of this nation to 
partake in this Mission Mode Program.

lItERAtuRE REVIEw 
Yan Shen and Yiping Huang (2016), Introduction to the special issue: Internet 
finance in China Internet finance, which is often referred to as “digital finance” 
and “Fintech”. Internet finance refers to the new business model of utilizing the 
Internet and information communication technologies to accomplish a wide range 
of financial activities, such as third-party payment, online lending, direct sales of 
funds, crowdfunding, online insurance, and banking. The Internet can significantly 
lower transaction costs and reduce information asymmetry, enhance the efficiency 
of risk-based pricing and risk management, and expand sets of feasible transactions.

Agufa midika michelle (2016), The Effect Of Digital Finance On Financial 
Inclusion In The Banking Industry In Kenya, The study concluded that digital 
finance doesn’t have any correlation on financial inclusion in banking sector in 
Kenya since banking institutions adoptadvanced monetary administrations to bring 
down working expense related with opening and working branches to work on their 
productivity and monetary execution and not to encourage monetary consideration. 

Peterson K Ozili (2018), Impact of Digital Finance on Financial Inclusion and 
Stability, this article gives a conversation on advanced money and its suggestion 
for monetary consideration and monetary soundness. Advanced money through 
Fintech suppliers has constructive outcomes for monetary consideration in arising 
and progressed economies, and the accommodation that computerized finance 
furnishes to people with low and variable pay is frequently more important to 
them than the greater expense they will pay to get such administrations from 
traditional managed banks. 

Huma Haider (2018), Innovative monetary advancements to help livelihoods and 
financial results, the examination the inspected the imaginative monetary advances 
support occupations of individuals. Admittance to advanced innovations, specifically 
cell phones, web availability and biometric confirmation, considers a more extensive 
scope of monetary administrations, like web based banking, cell phone banking, and 
computerized credit for the unbanked. Computerized monetary administrations can 
be more advantageous and reasonable than conventional financial administrations, 
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empowering low-pay and poor individuals in non-industrial nations to save and 
get in the formal monetary framework, acquire a monetary return and smooth 
their utilization of money.

OBJECtIVES Of tHE StudY:  
Monetary incorporation is started by RBI in year 2005 and new government has 
effectively continued it in August 2014. In writing audit we tracked down that 
numerous specialists has assessed monetary incorporation plans and its support 
from private players yet mindfulness related examinations are not done thoroughly. 
Every one of the goals and highlights of new monetary consideration conspire 
PMJDY are striking contrast with old plan of Swabhimaan, yet except if and until 
the end-clients would not know and instructed pretty much this load of plans of 
monetary incorporation they couldn’t contribute adequately. Along these lines, in 
such manner we have decided after goals for the paper. 

1. To analyze new monetary incorporation plan and its present status. 

2. To examine mindfulness about monetary incorporation plans among country 
clients. 

3. To study  different components influencing level of mindfulness about monetary 
incorporation plans among rustic clients.

RESEARCH  dESIgN: 
To accomplish above target we have applied illustrative examination plan. It helps 
in portraying the different viewpoints identified with monetary consideration plans 
and furthermore help with depicting condition of mindfulness about monetary 
incorporation plans and significant determinants for their mindfulness among 
rustic clients. 

POPulACE ANd SCOPE Of tHE INVEStIgAtION: 
As all likely rustic client of Narela city who can open their ledger under new 
monetary incorporation under Pradhan Mantri Jan Dhan Yojana(PMJDY), the 
extent of study is restricted to rustic client of  Narela city during the year 2021

type and Sources of data: 
To meet the goals we have utilized both essential and auxiliary information. 
Subtleties of monetary incorporation have been gathered utilizing accessible 
auxiliary information. Different articles and sites were visited to gather the data in 
regards to the new plan of monetary incorporation. Essential information has been 
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gathered to contemplate the degree of mindfulness about monetary consideration 
plans among rustic clients and central point influencing them. To gather essential 
information we have arranged organized poll. 

INStRumENtS ANd tECHNIquES fOR utIlIzEd fOR dAtA 
ANAlYSIS 
To break down auxiliary information we have utilized cross arrangement. For the 
speculation testing we have utilized chi-square test to legitimize the consequence 
of cross organization.

CONStRAINtS Of tHE StudY: 
It was hard to recognize real or possible country client for monetary incorporation 
plans, one of the measures is identified with first ledger to profit advantage of 
new monetary consideration plan of PMJDY. 

As this examination comprise monetary part of respondents, they were found very 
reluctant to give required data. 

Respondent were found torpid towards reacting answer identified with banking 
administrations, it could be because of their absence of mindfulness or negative 
inclination.

ANAlYSIS Of PRImARY dAtA
Awareness banking and banking related services:

Do you visit Bank? Are you having Bank account?
Frequency Percent Frequency Percent

Yes 68 66.6% Yes 75 73.5%
No 34 33.3% No 27 26.4%
total 102 102.0 total 102 100.0

From the above table we can see that still rural market is not fully exploited 
through the various banking services even after introduction of PMJDY. Still more 
than 26.4% of the market is not covered as they don‟t have any kind of bank 
account and even more than 33.3% hardly visit banks. All the respondents using 
banking services they only have savings and current account. They don’t use any 
other banking services.

Above tables shows that bankers are less interested in helping their customer 
or they have been failed in generating faith among rural customer for banking 
transaction.
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What is the most admirable banking service, you have come across?
Frequency Percent

Deposit 26 25.4%
ATM 37 36.2%
Fund Transfer 12 11.7%
Online Banking 21 20.5%
Loan 5 4.90%
Any other 1 .98%
total 102 100.0

From the above table we can say most admirable bank services, which attract rural 
customers are ATM, Deposit and Withdrawal and Online services. It show that 
technology also affect rural consumer behaviour.

Awareness about various banking services
Banking Services well known moderate aware less aware

Deposit and Withdrawal 61.0% 26.7% 12.3%
Loan 52.4% 32.4% 15.2%
ATM Related Services 51.4% 17.1% 31.5%
Draft 50.4% 22.9% 26.7%
Online services 47.6% 21.9% 30.5%
Tax related services 41.0% 11.4% 47.6%
Reference 39.0% 14.3% 46.7%
Agency Work 36.2% 26.8% 37.0%
Fund Transfer 26.6% 36.1% 37.3%
Pension 26.7% 12.3% 61.0%

From the above data we can analyze that though government has taken initiatives 
to open savings account of rural people but still many of them are not  aware 
about many of banking related services. Even it has been found that about 12.3% 
of people are even not aware about basic services of the bank.

Awareness about government financial Inclusion Plans: PmJdY and Swabhimaan
PMJDY Swabhimaan

Frequency Percent Frequency Percent
Fully aware 30 29.4% Yes 15 14.7%
Somewhat aware 40 39.2% No 87 85.3%
Not aware at all 32 31.3% Total 102 100.0
total 102 100.0

From above data we can  analyse most of the rural customer do not have enough 
awareness about benefits about the PMJDY. But at least we can say due to agreesive 
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and positive campaigning about PMJDY, awareness about PMJDY is more compare 
to old financial inclusion plan Swabhimaan.

Do you feel banking services are needed for your growth?
Frequency Percent

Not very useful 26 24.8
Somewhat useful 45 42.8
Very useful 34 32.4
total 105 100.0

Still many of rural customers have not realized the importance of banking services. 
But about 32.4% of rural customers understand that banking services are useful 
their growth. Speculation Testing: 

HYPOtHESIS tEStINg
Relation between understanding significance of banking administrations and level 
of mindfulness about new monetary incorporation conspire PMJDY 

H0: There is no relation between understanding significance of banking 
administrations and mindfulness about new monetary consideration conspire PMJDY 

H1: There is relation between understanding significance of banking administrations 
and mindfulness about new monetary incorporation conspire PMJDY

level of awareness about 
new	financial	 inclusion
scheme PmJdY

understanding about importance of banking services

totalNot very
useful

Somewhat
useful

Very
useful

Fully aware 12 9 4 25
Somewhat aware 6 21 13 40
Not aware at all 8 15 14 37
total 26 45 31 102

Observed
level of awareness 
about	new	financial	
inclusion

understanding about importance of banking services
total

Scheme PmJdY Not very
useful

Somewhat
useful

Very
useful

Fully aware 12 9 4 25
Somewhat aware 6 21 13 40
Not aware at all 8 15 14 37
total 26 45 31 102
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Expected	
level of awareness about new 
financial	 inclusion understanding about importance of banking services

 
Scheme PmJdY
 

Not very
useful

Somewhat
useful

Very
useful

Fully aware 6.37254902 11.02941176 7.59803922 25
Somewhat aware 10.19607843 17.64705882 12.1568627 40
Not aware at all 9.431372549 16.32352941 11.245098 37
Total 26 45 31 102
OV ev o-e (o-e)^2 (o-e)^2/E
12 6.37254902 5.627451 31.6682 4.969472
6 10.19607843 -4.19608 17.60707 1.726848
8 9.431372549 -1.43137 2.048827 0.217235
9 11.0294118 -2.02941 4.118512 0.373412
21 17.6470588 3.352941 11.24221 0.637059
15 16.3235294 -1.32353 1.75173 0.107313
4 7.59803922 -3.59804 12.94589 1.703846
13 12.1568627 0.843137 0.71088 0.058476
14 11.245098 2.754902 7.589485 0.674915

The critical value came out to be 9.4877 and the calculated value is 10.4685.Since 
critical value is more than calculated one we reject null hypothesis.It is analyzed 
that there is relation between understanding significance of banking administrations 
and mindfulness about new monetary incorporation conspire PMJDY
CONCluSION
In this investigation we have discovered that administration is reliably working 
for the improvement of rustic client by stepping up to the plate through different 
plans. They are halfway fruitful in expanding mindfulness about new monetary 
incorporation plan PMJDY contrast with old Swabhimaan. Yet government can’t 
influence the mindfulness level of rustic client about monetary incorporation 
plots essentially. In this examination we have tracked down that provincial 
clients even need more openness to different financial administrations, on top 
they didn’t understand significance of different financial administrations. We 
additionally contemplated different elements like segment factors (age, occupation, 
sex and training level), wellspring of data and so forth according to even out of 
consciousness of provincial client about new monetary consideration conspire, yet 
none of the factor found critical. Anyway we tracked down that the significant 
justification the low degree of mindfulness about monetary incorporation plans 
is absence of comprehension about significant job of banking administrations in 
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monetary improvement. Consequently, for better result of monetary incorporation 
plans, government need to chip away at making country client mindful about 
significance of different financial administrations in working on their monetary 
wellbeing
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ROlE Of tECHNOlOgY IN SuStAININg 
tHE EduCAtION duRINg PANdEmIC

ms. NEHA SEHRAwAt1 

“The Internet is becoming the town square for the global village of tomorrow.” 
—Bill Gates 

ABtSRACt
Covid-19 pandemic has created the large impact on education systems 
in the history. There are almost 1 billon children who are falling behind 
due to school closure. This is a very long time period to closure of 
school and from which the education of children’s are effected but the 
technology is only the one medium through which we can convert the 
physical classes into the virtual classes. But after the efforts of school 
there is still some problem faced by the students. May technology make 
everything lucid but it also cause the students activities by the exorbitant 
us of technology. This article aim is to provide a comprehensive report 
on the impact of technology on education during Covid-19 pandemic.
Keywords: Covid-19, Technology, Education.

INtROduCtION
Technology became a life a peoples.  The use of technology has become a part 
of our daily life. We use it every day when we want to talk, take selfie, search 
information or wanted to connect with others on social media. The technology 
has become an essential thing in our life that we can’t walk a step without it like 
for searching a meaning of a difficult word we grab the mobile phone and search 
the meaning on goggle instead of searching in the dictionary. 
But we cannot deny that fact that many technological development and innovation 
played a major role in our life not at a normal time period but at this pandemic 
time. The technology has contributed too much in education system because the 
schools were shutdown in March 2020 and after the one year the schools are still 
not able to start the classes physically than the technology is the only one way 
provides the learning to the students in a safe environment. It helps teachers to 
conduct the classes in a same way with the help of technology.
The technology has evolved into something that students are becoming more 
familiar with by using it as school at home. At the present time we see students 
1 Student, Kasturi Ram College of Higher Education, Narela, New Delhi.
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using their phones, computers and laptops to take classes and search the studying 
material. But some experts that the technology is not worth it because of excessive 
use of technology in the field of education made teaching and learning extremely 
easy but on their other side, excessive use of technology made our physical and 
mental health suffer badly in some of the cases. They think that the education 
is not provided in a manner as it can conducted in a physical environment and 
sitting for a long time period in front of laptops, mobile phones and computers it 
effect the fine motor skill of the children age between 6- 10. Because of advanced 
technology the youth is total relay on it rather than doing their own efforts.

At the present time there are almost 687.6 million technology users in India 
according to the report of January 2020. Mainly the use of technology has been 
increased during the time period of 2019- 2020.

EduCAtION
Education is something we know starts at the time we open our eyes in world and 
ends with the end of our life. We always consider that education is something we 
only grasp in a formal institution but it’s not exactly correct, we can add education 
or we can learn each fact through our observation and day to day activities. There 
are many questions arise in our mind that what is education or knowledge we can 
consider these both word to be similar to each other. 

In other words we can say that education is something we get in formal institution 
as well as outside the formal institution. Education also gathered by thinking 
differently, or something out of the box.  Education always considered more than 
making literate knowledge but by asking the question still we get the knowledge. 
So the after seeing this way the conclusion is education is something which we 
get at our every step of life.

In our day- to- day life we learn something through to our experiences. The life 
of human is an education only. The education changes according to the time 
pas and new education take place like to grab the education at the ancient time 
is different to the present time period. At the ancient time people use to take 
education at an open place and at the present time education is provide into a 
different educational institution.

lEt’S dEfINE tHE wORd EduCAtION:
E – Stands for Enthusiastic.
D – Stands for Dedication.
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U – Stands for Understanding.
C – Stands for Caring.
A – Stands for Active / Admirable.
T – Stands for Toleration / Talent.
I – Stands for Intellectual.
O – Stands for Optimist.
N – Stands for Nationalism.
According to Kautilya – “Education means training for the country and love for 
the nation.”

Through education we basically develop the moral character of the person. The 
education starts at the point when the child start identifies the things. At the first 
stage he/she gets the basic education through their parents and after that it starts 
with the process of institution / school.

COVId
Coronavirus disease (covid-19) is a disease which transmitted from one person 
to another. Most people infected with coronavirus will feel fever, problem in 
respiratory process. Some people are get well by only a home treatment but he 
people with other illness it makes the serious things for them because the immune 
system is not too much strong of the people with the disease like cardiovascular 
disease, diabetes, chronic respiratory disease.

The way to prevent is make less contact with other people if it’s necessary  to 
attend the meeting or going out from house the individual should take proper 
precaution like wearing double mask or N95 mask and wear gloves , avoid touching 
the surfaces, always keep sanitizer etc.

tECHNOlOgY
Technology we can say the inventions of the scientists to reduce human efforts 
in a such way that make the human life easy, for example: calculator through 
which we can calculate any number the calculator is invented for helping people 
to calculate the such big number in a second, mobile phone through which we 
can connect with the world while sitting on a place.
We can also say technology can be the knowledge of techniques and processes. 
Technology is the development and use of basic tools.
COVId ANd EduCAtION 
As we all know the current situation of country due to the covid-19. It takes a 
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long time period of one year and due to it more than “1 billion children are at 
risk of falling behind due to school closure aimed at containing the spread of 
covid-19”. To keep the children learning, the schools are trying to provide an 
online class to the student. 
Due to covid-19 the education is effected very badly and mainly it effect the 
poorer children and the people who don’t know how to use the technology this is 
a big issue because the people who live in a rural area most of them are illiterate 
doesn’t know how to excess the technology because of which the students are 
lacking back of learning and the some students situation is like they have to drop 
out the school because of the financial condition.
The covid-19 not only affects the education of the school students but also 
ruined the education of the college students. The students who are pursuing a 
different course they are not at a position to give an exam because of the lack of 
concentration in virtual class and didn’t understand the things that it has to be. 
The techniques cannot be useful on the technology that student can create their 
interest. The covid has flipped the way of thinking of students. It is not only fault 
of the lack of interest but the fault is also the excess use of social media the one 
thing is only going on in the mind of students that what is the update on the 
social media about their friends, idols etc.
The teachers are trying to provide an economical style and a irrefutable things to 
the students but this is not working at a point of time.
ImPACt Of tECHNOlOgY ON EduCAtION 
There are positive as well as negative impacts of technology on education –
Positive Impact

Increased collaboration and communication.

Enhanced teaching and learning

Globalization

Make students confident

Increase  technological skills

•	 Increased Collabaration and Communication
The technology helps the peoples to collaborated and communicate with others. 
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Communication is an essential aspect of learning. Learners can communicate 
with their teachers and other students (or we can say the peer group of the 
child) quickly, pool knowledge and share vital information to aid their learning 
engagement.  collaboration where the students collaborate with each other in a 
learning process, like when a teacher assign the work to students  in a group 
it enhance the collaboration of students.

•	 Enhanced teaching and learning 
The technology helps the teacher and students in teaching learning process. 
Technology has become integrated into the classroom to enhance the learning 
experience for children. The students are using a various type of technology 
like smart phones, T.V, smart board, 3D printer also play a most important roll 
to collaborate and engage students in learning process. Similarly the teacher 
also uses a various type of technology to collaborate the students with the 
teacher to engage the students with the teaching. 

•	 globaliation
Advancement in technology has considerably facilitated globalization. In fact 
technology progress has been one of the main focus driving globalization. The 
technology helps the individuals to get information or learning material from 
the different websites. For example In the rural area heir are the many peoples 
who doesn’t get the proper education or we can say learning so it helps them 
to explore about the learning material and connect with the other peoples. It 
plays an important role in the life of a student to enhance their learning and 
for a teacher to grab the information and convey to the students.

•	 Make	Students	Confident
The technology helps the students to be confident. While using various types 
of technology student start exploring the things and after getting knowledge 
about a particular thing he/ she can be confident to put his/ her word. There 
are many types of course are also available for the students through which 
they interact with the experts and grab the knowledge in the particular field. 
When a person knows that he is absolutely correct then he will be confident 
and put their word and also do a debate on a particular topic. 

•	 Increase technological Skills
The technology helps the students to increase their technological skills. As we 
all know by using technology the students can develop the skills essential for 
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their future. Students gain the ability to learn new techniques to operate the 
programmers, and further it motivate the child to do make the work easier 
through it. It helps the student or any one of to become familiar with the new 
technology and doesn’t face challenge to operate.

NEgAtIVE ImPACt
Lack of writing practice

Access use of technology

Lack of focuse

Distraction

•	 lack of writing Practice
By the use of technology the students are lacking their writing practice.as we 
all know the changes in the teaching and learning process where the teacher 
provide the home assignment to the students to do the work on the word 
files or on the power point presentation through which the typing practice is 
going good but the students are lacking in the writing portion. It slow done 
the writing speed of the students through which they probably not get good 
marks in the exams for not completing the exam on time and it is happened 
because of the technology.

•	 Access use of technology
The students are using technology very much. Their life is incomplete without 
the technology; they are totally depending on the excessive use of it. It affects 
the student life in a very impactful manner

•	 lack of focus
The use of technology the students are not focusing on their day to day activity 
and even their studies. Like when the students wants to study the chapter or 
search the information after that if the phone notification is popup they start 
seeing that and after seeing they started exploring the nonsense thing on it 
and waste their precious time. The technology is a big factor of distracting 
the students. 

•	 distraction
Instead of studying students spend most of the time on social media sites and 
television shows.  These days social media and web series became a trend in 
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the life of the students they think if they miss even an episode than it may 
be a crime from them because after watching that they will discuss the story 
with the peer group and again waste their time. After this all the thing they 
don’t care about their studies.

OBJECtIVES Of RESEARCH
Following were the objectives of the study:
• To study the impact of covid-19 on education.
• To explore on the impact of technology on education during pandemic.
• To analyses the effectiveness of online education. 

RESEARCH mEtHOdOlOgY
Researcher used quantitative and qualitative methods to gather data. These methods 
includes questionnaire related to role of technology in sustaining the education 
during pandemic.

For primary data, researcher surveyed and a group of 48 students which include 
both undergraduate and postgraduate students and the age of students between 18 
– 28. I collected this data through goggle form which includes question related 
to the online education. 

dAtA INtERPREtAtION 
duration of class time 
Through one of the question of questionnaire the respondents were asked to 
comment about the duration of class time. it is a direct question with the given 
time of 20- 25 minutes, 30-35 minutes and 40 -45 minutes. Where 62.5% of 
student’s class’s duration is 40 – 45 minutes, 35.4% students class duration is 30 
– 35 minutes and 0.1% students class duration is 20 – 25 minutes.

total students use technology
According to the research there are 79.2% students that are using technology and 
still there are a 20.8% student doesn’t use technology.
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Students attend the classes
Through one of the question of questionnaire the respondent were asked to 
comment whether all the students are attending online classes. It was a direct 
question in Yes / No comment format. So there are 32.5 % whose all classmates 
attend the classes and 62.5% whose classmates didn’t attend the online classes. 

duration of using technology
The respondent responses to the duration of using the technology as per the option 
are provided 2 to 3 hours, 4 to 5 hours, and 6 to 7 hours. There are maximum 
numbers of students with 58.3% uses the technology for the duration 4 – 5 hours. 
Second highest percent of students with the 27.1% uses the technology for 6 – 7 
hours and the last one is with 14.6% using technology for 2- 3 hours. 
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Is technology is used for studying purpose

The question is asked through questionnaire whether students use technology only 
for studying purpose or uses it for other activities also. And there are maximum 
percent of students with 54.2% who use the technology for their other activities 
also. The students with 45.6% they uses technology only for studying. 

technology is helpful
In current scenario we all know that how much technology has contributed in 
teaching learning process. The same asked to the respondent that whether they 
thing technology is helpful in current scenario. The question is direct where the 
respondent have to respond Yes / No/ Maybe. According to 75% respondent’s 
technology is useful, 18.8% says technology may be useful and 6.2% says 
technology is not useful in the current scenario.

Positive impact of technology
According to the 75% respondents says the positive impact of technology is 
increased collaboration and communication and enhance teaching and learning. 
10.4% says it increase collaboration and communication, 10.4% says it’s enhance 
only teaching and learning, 4.2% says there is positive impact of technology.
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All doubts get cleared in classroom 
Here the respondents were asked to tell whether their all the doubts are cleared in 
the classroom. This was a direct question where respondent have to only respond 
yes /No. according to the results 45.8% says their all the doubts are cleared in 
the class and 54.2% says their doubts are not cleared in the class.

Students only concentrate on the class while teacher teaches 
Concentration is must while teacher is teaching. But according to the responses 
68.8% respondents says they only concentrate on teacher and 31.3% says they 
don’t concentrate. And there are 52.1% who says they don’t even listen to a single 
word some time.

      
learning during present time period
As we all know the current situation due to covid-19 and it effect learning process 
and make situations diffi cult to get learning. As per the question were asked to the 
respondents what they believe about the learning at present time. The answer was 
direct where respondent have to answer poor/ learning neither worse nor better 
and very well. According to the respondents 60.4% says learning is neither worse 
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nor better than usual, 18.8% respondents says its poor and 20.8% says learning 
is very well than usual.

focus of teacher on students 
In this question the respondent were asked to answer whether teachers focus on 
all the students. The question was direct where the students were asked to answer 
in Yes / No.  According to the respondents 64.6% says teachers focus on all the 
students and 35.4% says a teacher doesn’t focus on all the students.

difference between physical studying and virtual studying 
The question was asked to the respondents whether there is any difference between 
physical studying and virtual studying. The question was direct and respondent 
have to answer only Yes/ NO/ Maybe. There are 81.3% students who say there is 
difference between the studying, 12.5% says maybe there is difference and 6.2% 
says there is no difference in studying process.
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teaching methods used in classroom
Through one of the question of questionnaire the students were asked to tell which 
teaching method is used by the teachers in classroom. According to the survey, 
in a classroom there are 64.6% of teachers who use the power point presentation 
to provide the teaching learning process.

Suggestions to improve the impact of technology
RESPODENTS RESPONSES PERCENTADE OF RESPONDENTS 

Classes must be of less duration                         18% 
Make topic interesting to grasp the attention of students                         12% 
Use new techniques                         30%
Teacher should try to focus on the students                         22%
Parental contribution                         18%
           TOTAL                        100%

CONCluSION
Covid-19 is a crisis that can stay in India for a long time through which it affects 
the education and increase the use of technology. At this crucial time the technology 
helps the teacher and students to proceed the teaching and learning process but it 
also provided some negative effects on the students. Teachers and students should 
take advantage of this in the good light and eliminates the drawbacks which are 
pulling back many of students from achieving excellence.
The covid has made the situations like that all the learning process is going in 
virtual mode and the students are not getting the full class experience. There are 
the many students who are enjoying this phase but there are the students who are 
facing lot of problems because teachers are teaching but that’s not up to mark as 
they teach in the physical classroom. There a big problem is use of technology 
in effective manner its taking too much time for the teachers to grab the new 
technology but they are doing their best .It doesn’t limited to the teacher but it’s 
also affecting the poorer students. The student doesn’t have the technology to 
excess and get the learning. 
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The technology has a good impact on the education as well as the negative impacts 
which directly or indirectly affecting the life of a student.

Through the research the conclusion is there are many students facing problem 
regarding the online classes through which they doesn’t fulfill their requirement 
towards the education as they want to. Always the technical glitches occur through 
which some time a student doesn’t take the class and the main problem is some 
students doesn’t want to attend the classes. Almost 47.9% students are who is not 
listening what the teacher is trying to teach in class. 

SuggEStIONS
The class time must be reduced because for a long time period students are not 
able to concentrate.

Teacher should make sure whether students are listening or not through making 
interaction with them.

Parents concentration is must be on students to make sure they will listen to the 
teacher.

The main problem occurs is other activities is performed by students while taking 
class so they themselves also concentrate and teacher have to make sure to make 
class so much interesting that students doesn’t concentrate on other things.
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ImPACt Of COVId-19 ON CHANgE IN 
lIfEStYlE IN INdIA: AN ECONOmIC 

OVERVIEw
ms. Shradha1

ms Kirti2 

ABtSRACt

The whole world is facing with an uncertainty of Covid-19 and due to 
the uncertainty of Covid-19, the lifestyle behaviour of every individuals 
of Indian's has changed. Now our intent is to glimpse consequences 
of pandemic (Covid-19) on lifestyle behaviour. The focal point is to 
study the impact on sleeping pattern, level of physical activity, eating 
behaviour, level of stress in India.
Keywords : CovID-19, Lifstyle.

INtROduCtION
A person can contribute to India’s growth only when he will be a healthy citizen. 
We know that health is wealth. So health should be the first priority of every 
human being. If we are healthy then only we are able to perform the second task, 
whether it may be going to school, office or contributing to India’s GDP. We 
cannot perform even a single task without being healthy. So, adoption of healthy 
lifestyle is very very necessary in India’s economy. 
Now, our study to assess the impact of Covid-19 on our lifestyle. During this 
Covid-19, it is more important than ever to adopt healthy lifestyle for every 
country especially for India.
To make ourselves healthy our focus is on different areas, like our eating habits, 
sleeping pattern, exercising and physical activity.
The best way to keep ourselves healthy is through physical activity. Performing 
physical activity helps us to live more, keep our body active, reduces stress, keep 
our mind sharp and helps to increase concentration power. All these benefits are 
carrying out only through a physical activity. Only adopting single thing can 
change our lifestyle into a healthy lifestyle. 

So we can fight with this uncertainty through adopting good and healthy life styles. 
1 Student, Kasturi Ram College of Higher Education, Narela, New Delhi.
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We can also adopt many more changes through our eating habit; we should avoid 
eating junk food, chemical fertilizers vegetables and adopt eating homemade food, 
green vegetables, eating lot of fruits and dry fruits.

We should also try to make habit of cooking at home rather than eating out.

So, if we follow healthy diet, it has many health benefits like blood sugar control, 
strong bones, decrease risk of heart disease, good energy level and the cholesterol.

OBJECtIVES
• The objective is that what kind of lifestyle Indians are following during 

epidemics.
• What changes in physical health have been adopted due to change in lifestyle 

of Indians.
• Our next objective is that what kind of lifestyle should be promoted.   

RESEARCH mEtHOdOlOgY
Researchers used quantitative and qualitative methods to gather data. These method 
includes questionnaire related to change in lifestyle of people due to the forward 
and are their lifestyle changes improving their immunity and making them healthy.

For primary data, researcher surveyed and a group of 340 people which includes 
both Urban and rural population of India and all age groups (children, youth, 
adult, old age) people. We collected this data through Google form which includes 
question related to area they belongs to age group changes in their daily routine 
due to covid-19 epidemic and their health status.

dAtA INtERPREtAtION
Researches survey shows that 62.35% people followed traditional lifestyle and 
37.65% people followed modern lifestyle. Out of these 70% belongs to urban 
area and 30% belongs to rural area, which includes 8.5% children between (0 to 
18 years), 82.4% youth (19 to 30 years), 7.9% adults (30 to 50 years) and 1.2 % 
were old age 50 above population. 
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From this research, we came to know that 13.8% people tested positive for covid-19 
with 16.8% mild symptoms, 6% moderate symptoms, 1.9% severe symptoms and 
remaining faced no symptoms that is 75.3%.  

                      

65.5% people recovered within one week, 14.3% took a month for recovering and 
3.9% took more than a month and 16.3% are still infected. The group of people 
who has recovered followed their traditional lifestyle helped a lot. 

                                    

According to this survey, 61 people died due to covid-19, out of this 36.06% 
were those people who followed traditional lifestyle and 63.93% followed modern 
lifestyle.

CONCluSION
Due to the current scenario of covid-19 pandemic there was a change in lifestyle 
followed by people. 62.35% people followed traditional lifestyle. Here, traditional 
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means doing yoga/exercise and preferring lifestyle recommended by Ayurveda, and 
37.65% people followed modern lifestyle. Here, modern lifestyle means not doing 
yoga/exercise and preferring western lifestyle. 

As per our research, we came to a conclusion that the people who followed a 
traditional lifestyle were more healthy than the people who followed modern 
lifestyle. That means, traditional lifestyle make people healthy and being a healthy 
person who can contribute more efficiently in the economic development.

At micro level, if there are more healthy person in the economy which means more 
workforce for the firm, which leads to more productive, more profit to the firm 
that creates positive externality in the economy. For an individual, more working 
capacity means increase in employment, income and standard of living. And at 
macro level, there is a healthy growth of GDP and as a result of this, economy 
will develop. 

SuggEStIONS
As India is facing poor health facilities and low immunity level. There is a need 
to aware people to keep themselves fit and fine by slight change in their lifestyles.

Only government can spread awareness at a huge level by establishing a separate 
department for (health and awareness). Although, there is a health ministry but 
health ministry focus on the health sectors infrastructure clinical trials, medical 
equipments etc. But not on spreading awareness among people to keep themselves 
fit.

This Health and Awareness Department can spread awareness collaborating with 
social media influencers, Private and Public organisations and NGOs. In short 
term, social cost is greater than social benefits but in long term, social benefits 
would be much more than social cost. As a result of this, there will be a healthy 
and productive population which directly means healthy economy.
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