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Rethinking Service Attributes in Organized Restaurants
and the Way Forward

Beena John Jiby

SBES, International Institure of Management
& Human Resource Development

Abstract: The restaurants sales have significantly increased with online ordering
preference during the current pandemic. With the growing significance of
comprehending  customer  expectations  to the changing  service experience
influences future sustenance and the higgest challenge is to provide and maintain
customer satisfaction. The examination intends to create an assessment model 1o
evaluate the gap between customers' perceptions (perceived guality of service) and
their expected importance (expected quality of service), and analyze management
strategies with regards to customer satisfaction as it is very vital for sustenance in
this time of consumer concern. The study analyzes the service attributes
commonly used and illustrate the most needed relating to importance and
performance. A survey was conducted with a representative sample of 127
consumers who regularly order or eat at restaurants. Importance performance
analysis is used (o provide a valid interpretation of results. The paper aims to give
an outline ol current realities and need in the current situation. It likewise seeks 1o
recognize the key issues that restaurateurs are right now confronting and to suggest
a solution. This Study tried to examine quality service and identify areas that
require focus and investiment of resources, o provide satisfactory services that
meet the needs with customer expectations. The results of this examination affirm
the direct impact of the dimensions of service quality performance and importance
that lead to increased custiomer interaction and engagement in future scenarios,
The results showed significant outcomes and highlighted the role of the new
strategies for customer inlention o visit,

Keywords: Restaurants, Organized, Importance Performance Analysis, India
1. Introduction

The world is yet grappling with the COVID-19 outbreak and the pandemic has changed
the manner in which business is run (Zwanka and Buff, 2021). As the world enters new
normal, the overall effect in the short and long term is uncertain as it is yvet not ended. The
restaurants are a demanding industry with stress on giving an unquestionable customer
service with quality improvement (Shamsudin, et al., 2020: Bilgihan, Seo and Choi, 2018
Bujisic, Hutchinson and Parsa, 2014), As way of life changed tendencies also has changed
to food products with expanded concern paid to intangible components (Erkmen, 2019;
Karamustafa and Ulker, 2020). All process should be replicated with methods to limit
human collaboration. Accordingly, restaurants should offer higher levels of quality
services in accordance with customer expectations (Sweeney, et al, 2016).  as it's this
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| "SWIGGY : A CASE STUDY OF ONLINE INDIAN START UP

IN FOOD SUPPLY 3 Dr. Pankajkumar Ambadag A navwgde®

CHAIN MANAGEMENT" Ms. Shenties stamaasoteh Desluukdes
2 ABSTRACT I

This cuse study is an attempt to focus the business ways of the Swigyry an on-line food order provides chain, The
fuod delivery business has emerged mutually of the largest on-line platforms with many new firms initisting during a
past decade. The form of the market is ever<changing with a dangerous speed with players like Swiggy, Zomato,
Foodpanda, Uber Eats, and lots of others. With these big players within the food business market, the business is
flourishing not simply within the metros however within the tier 11 and 171 cities moreover. It iz a result of the vacant
bomes ol how Swiggy works, its funding history, its competitors, nnd position within the market. For Swiggy 1o grow,
itll have to be compelled to confront its weaknesses. Whareas taking moneymaking opportunities which can gift
themgelves within the future. Additionally the question of negating the numerous threats Swiggy must manage,
Competition, government regulation, and fickle customers are trifects of doom for Swigay, one itll have 1o be
compelled 10 face within the close to future. Author has represenied the charities behind the ways and weaknesses for
swiggy that created the business in loss state of affairs within the year 2018-19.
Keywords : Food, Online Order, Swiggy, Zomato, Supply Chuin, Start-up

L. INTRODUCTION five kilometers of the customer's location. The shopper
The food delivery business has emerged mutually  cantrack the progress of the delivery and sumerable time
of the biggest on-line platforms with several new  ofarrival using & mobile app or the website.
conipanies commencing in associate degree extremely  Swiggy Competitors:
pist decade. The form of the market is dynamic with Indian food delivery market is valued at fifteen
wsafe speed with players like Swiggy, Zomsto, billion dollars associated et for an exponential growth,
Foodpunda, Uber Eats, and lots of others. With thesehuge Food delivery has become a extremely competitive
plyers inside the food business markel, the business s~ market in land, Swiggy is in direct competition with
ourishing not merely inside thve metros but inside the tier major ¢n-demand food aggregators like Zomato.
Hand 111 cities likewise, Which results in higher shopper  Whereas there are muny different small startups like
satisfaction and retention users are therefore happy that  Foodpanda and Fassos in addition inside the competition.
concering 80% of its orders per ares unit from repeat  Founders:
cmstomers. Dirivers seamlessly handle tens of thousands Swiggy was primasily based by Nandan Reddy,
of orders per day, Swiggy worked with Google Maps  Sriharsha Majety, and Rahul Jaimini in August 2014,
Hartoer Media 50 as to guarantee nutrition delivery,  Nandan Reddy and Sriharsha Majety are alumni of BITS
| Swiggy retums exclusively restaurunts at intervals fourto  Pilani whereas Rahul Jaimini is & scholar of UT

Kharagpur, Swiggy started small, delivering food to
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REVIEW OF SUSTAINABLE DEVELOPMENT IN RURAL TOURISM: A PATH
TOWARDS INCREDIBLE INDIA

Dr. Pankajkumar Ambadas Anawade®
. Dr. Anand AnnasahebDeshmukh®**
Ms, Shradha Sushilkumar Bhandari***

W pestrace

This paper is an insight into the importance and theoretical framework for rural tourism in
India. The researcher has tried to give a close look at rural tourism as a future and possible
enterprise in rural areas. As a part of the urism sector, India has developed a big canvas for
rural tourism and budgeted a coinsiderable amount for the sustainable development of the
same. The concept behind this research is to identify and develop suggestions and or
recommendations for the well-being of rural tourism in the country and to propose relevant
actions. An exploratory research design was used to carry out this study. The data was
collected with the help of secondary data collection techniques. The key findings of the
research include recommendations to make a central leading structure for rural tourism at the
national level, which can work on strategic issues and general norms of rural tourism. The
study reveals that, in today's era, the interest in rural tourism is improved than before with the
positiveness of an atmosphere of natural and aesthetic viewpoints, allowing for various forms
of reformation. Some so many tourists are in search of the rural spots and sightseeing, and
they are atiracted 10 so many roral destinations of Indian states like Kerala, Maharashira,

Madhya Pradesh, Rajasthan, and so on,

Keywords: Rural Tourism, National Economy, Growih driver

1. INTRODUCTION: brings massive alteration in Indian GDP,
employment generation and foreign

Tourism is the set of activities concern exchange of a country. Facts and figures

with the short term movement of the
customers to the place which is away
from their home or usuvally the place
where they reside. But tourism is not the
activity in which the customer mtends 1o
stay at one place away from home for a
year or more than a vear. Tourist arrival

support the fact that tourism in many
states of India contributes a higher share
into GDP. But while looking at the same
time, rural toursm s not much
developed in that state.

The capacity of rural tourism 1o
contribute to the resolution of many

byl ool Crtitteris dinl Maimgrren Sosmr. Sadip L fovese . Sk Mk wbis
=eRNES" Derresiwnsl Testpai o f hlospraers s Homen Ressins Desrhpeeest be Wopes, Noc-Detassh, Panc 410008 Ml biva, bl
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REVIEW OF MARKETING SIGINIFICANCE OF SOCTAL MEDIA PLATFORMS FOR
BUSINESS ORGAMISATIONS

Dr. Santosh M. Shinde Associate Professorn, Fiopn Clischwasd Coliepe of Engisscning, MBA Departseat,
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Ahstract

Todary, we are in 2Ist century and people do not find time 1o come and interact with each other. Social
ety IH:I]!G n I.'\':mI.'IEI.'I.iIIE themselves wiili social 1||=l1.-.-n|ki|15 srles |]|m'u5|| wlich now |||=n|,:-];:||.- citn sty
for and et remam comnectsd. Apart from this medm ke Facebook create a loval commection betwesn
product and indrvidoal which leads to large advertising opportunitics. Similarly, other social media ke
Blogs create & platform te post comment on any event which needs o be publicized also can he unlized
as 1 promaehoon] keehmgus o cestomar’s whpdion as well s [or promislions, Mow bsers are sguinng
followers & subscribers and directing them to your social networking page. These media has o
coragelitive edae over edher popidlar public media like Televiswn beeause there 13 a fime gap Between
sovial evenl oogurrence and the time i s boing brosdeasied. This research paper emphasizes on the
strmlegies whech con take (s vizal morketng maode beyond e normal seceal medio ol presead. As a
result i can also help in building veur conunamity strong enough to make your markeding effective &
initiative boyving Social wedia is kol Social Media is sow the tresd. And foe bosinesses it ropresents a
marketing opporinmly thal transcends the irsditonal middieman and connects compames. disecily with
cuslomiers. This 15 why meacly every busimess on the planed om gianls like Starbucks and [BM o the
local iee ercom shop are exploring social medin markeling initiatives. MNow, companics are rapidly
pdnpl.ing sl el nl.':rh-1||1|l.-I Muoch hke el and wehsites first mpnwnﬂeﬂl hux'rr:eawxl anycial
meha 15 the next marketmg wive

Keywarids: Social Madia Markefing, Social Media Neeasegy, Online Markeiing, izl Markeiing

INTRODUCTION

Social media markenng refers to the process of gainme wehsite tratfic or attention through sacial medin
zites. Sockal media marketing progroms usually center on effors 6 create content that atiraces atiention
and entiurges rettclers (o share o with then social networks, & corpunile messige upn:;u]:»: (rorm user o
user and presumably resonaies becaase W nppears o come from a trusted, third-party source, as opposed
to the brand or company itself. Hence, this form of markefing is dnven by word-ot-mouth, meaning it
resulizon earned meden rather than pad mesha. Sooal medsa bas become o platform that 15 easily
aecossible W poyone with intermel sccess. Inoreased commumication for crganzotions losiees brand
awireness and often, improved customer scrvice. Additopally, social media serves s o elatvely
inexpensive platform for oreanizations 1o mnplement marketing campaigns. Social Medi today, i
amasng the “hest opportumtics avaslable” o n brnd for comnecting: with progpective consumars. Social
micdi 15 the medwm b socilize. These new medio win the trust of consumers by connecting with them
al a decper level. Socinl mywdia marketfing 3 the new mantra for several brands since carly lasi vear.
Marketers are taking note of many different social media opportuiities amd beginnig w implement new
social mitatives of @ higher rte thap ever before. Social media nasketing and the hosimesses that unlize
it hove become mare sophisticated. Cne ¢annot afferd 19 have nde presence on the socinl channels 1f the
compelitor s making woves with s prodects apd scrvices. The explosion of soeial media phenomenon
i as mind boggling as that and the poce nf which i 13 growing is maddening, Global companies have
recogmized social medin marketing as a potential marketing platform, utilized them with mnevations to
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Abstract

Business marking has advanced as » huge apparatas in human asset the board space over fhe ML Fecen)
twenty years. The greater part of the organizations, thess doys, comprehends i significance and uses thiy
08 2 vital device in worker determination, eommitment and maintenance. In spite of the fact that 2 1on of
exploration Has occurred in most recent twenty years around there, many key Einquiries gives dotunlly
request examination, [n this Paper, a survey of significunt investigntes is introduced, which underlines the
significant improvements thar has been made during this periog lestly not many proposals are
ateommodated future exploration,

Keywords: Empluyer Brunding, internul bruedding, externg) bt ey g e

Introduction

Marking has been of mast extreme significance for associations for quire u long time, The Custamary
perspective on marking isn't fixalad on individuals rather on the abservation ndividuals (cliente) have
about the items gnd administrations of 4 organization. In any tase, presently in this time of difficuliies,
fasociations have begun understanding the significance of marking for ilems and administralions as well
a5 for the human asset either interior ar Quler to association, Along these lings, loday it & nione abou
individuals. Along these fines, bogs marking has started from this Wonidler ol marking in dilvenising the
board {Moroks snd Uncles, 2008). It's mope about worker encounters snd view ol ability puul who wigh
10" connect themselves with an issociation. Instances of fruitsyl mannger marking are Mahindmn and
Mahindra, Adabe, Google, and so forth Today, ability war 15 genuing (Ambler and Bacraw, 1996). Lubar
are peesently mssaulied with millenninl whe esfeem OppOItUnILY over wiiitever else (lla et al., 2013),
subsequently associations need to change their conventions| method of working 1o selsullivient work
culture that can engage their fEpreseniatives towands building better boss brund,

Additionally, in this iempesiuous business climate, associations have perceived the pertinence of huimin
Capitel as the mog suitable asser Albeit, simply selecting the ability and holding them isny sufficient,
time is to keep them roused and connected with for satisfying the bisiness objectives, Hence,
fepresentative commitment is the significan MeASurement o be thought of while funning sfter building
boss brand, Worker Commitment has been characterized by Lanphear (2004) a5 “1he hond reprecentatives
have with their association Lanphear (2004) fugther clarified that workirs are wunsidered 08 conneeted
“when workerg bruly care abour the bux:‘nm,- they are bound 1o Eo the sddiniomu | mjje.* The representativie
commilment (EE) measurements cantentrated i the past explores from the worker viewpoint have been
‘what do I get?" ‘what do [ give™, 'da | have a place with 1he USSOCHLon T, how might I develop, ute.
Business marking muy influence representative commitment levels in gn isaciation and in this manner,
worker commitment ought to be o definitive objective with the end goal of sssociation achicvement,
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fuse m pregise way to dieal wih wiline medin yse Would have benefjie over those thar dony, An
assessmant of the moags PECRAL Writing vig web-oased madin itilization ang birang mindfulnpgs
Wil help perceiva Rew dnd powerfy| technigques improvine clisn L e througt, long
range informai Comminication wiije nspecting the impuct OF vwirh-baeg Meda an marking g
advertising diawy neay,

The fmpag; of perzon g PEISON communicatian on client condier ig jfrr,fs.-mbrc, fllmusn.'ng You
weith g dpproach 1o centr) and druw I -wish Your intended imerest Eroup by LEging pum s e
e study vagr image o I'urnisl::'r.'g You with gn WFPIOSCH W win thyeir Organization, Yo'
appreciaie Impreved business accomplishm pni with webubaged Tedis pPromotions, ang ¥ou'll e
S 1o devoted custamer bage

Kevwards: Soetiel structure fieilvsis, Soeig) medin mansgemant, (ilina MAURer groips, Custemer
behavior

L rodsre oy o
Mrowgh thaiy ordinary schedules, (e unquestionable impact of periog 8 person mn:munmnl.mr.'
onany [rare of (he lives of residents is elear, It assumes 5 gigantic function [n eonnacing
peopie; colleagues, ane femilies, and this Wik the fundamesal Eval of its innovetars far ilye
Advincemen of Wet-baded media, The development ung eflorl of long range Interpersonn|
oM unicating, iis9, has made |y Coneefy n

profited people from varying ba
Target worldwicde bitsiness B )
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Effectivencss in the demanding age of digital marketing: An Observational Stady

Dr. Dshmaekh Anand Annasabeb
Direcior, Intemational Institete of Mansgemeont and Human Rescurce Developenent Sor Waomen,
Pune
Abstract
In this senious ora, marketers are faced with fresh threats and oppoatunites. Mochanorad advertisement =
the sponsoc’s use of clectroas: madia 0 dnve items oF organanons =60 the market The pmding
objective of mechanisad advancement = 1o aftract comsaners and empouer them through cutting -edge
media 1o comaunecate with the brand For the two spoesors and chenis, this anxcle revolves around the
valoe of electroms: deplay. We determune the effects of cutting edge maosvation on the structures of the
seociations. Similarly, the &fferentiations m this paper between comventional progress and mechanisad
publicity sre deussed s review has shown different kinds of clectronic marketing, &5 adoguacy, and
its effect on the amangements of the company. The model studied comprises 100 fifty companics and
ity Beads thal hane boon self<assonnely dacrminad o dlusirste the smtabilaty of prossoling culling
ofge. Wigth the aid of &ffrentl quantifiable gadgcts snd proprammes. accumulscd data his beom
inspectod
l{n‘-dm. Dagatal Marketing, Promotion, Effectivencss, Custoener Rasch
Introduction
Mo.-mmm‘d display is 3 hypw of promcdion that s commoaly wsed 1o Calapull ilems Of OTEANISMIONS ked
o ws spocialisad phitforms 10 show wp o customers. Automaiad ads loosess (he show of proveoss Blogs,
even oullets thit Jo sol huve 1o carc sboul Interset wse. N consolidstes <ol phones (bodh SAIS sed
AMMS) imnovsions 0 micrat notworhing,. sdvertisemenl displays, promotioa of web awwlers, and
&ilferont forms of cketrons notworking.
Via culting <dge media, consumers will acccs knowledge anvtime and wherever they scod il In the
mmvohement of cutting-cdge media , consume s mot only foces on what the assocaton says sbout ther
wmage. but also on what the associston ays shout their image.
They will also ymitate what s coaveved by the puble, allies, affilutsons, colleagues, cte. Progressive
marketing s an extensive concept that means numcrous umgoe schemes sent by technological
developments 1o turn wp o corsumers. Progressive ads embodies an expamsive gusramtee of structure,
sem and beand presentation stralepes that, despite adaptable and cossomary TV and radio. essentally
utilise the Internet as a medium-himsted tee modven. Statute pecture Portal allows chents on The miornet
to distribute 10 coworkers thew electrom mmages | 'Oréal’s Lanoime image wtilises email leaflets 5o stay
n contact with chents and thereby secks to maximese engagement with consumer produces [ Mernsave <t
al., 200M). Magarine distribmiors would press to transfer their clients o the Isternet 10 rasse the re-
particpation rate by texts to SMS notifications (Merisavo et all | 2004).
Propoaents dysamucally get products closer 10 the wal presesce of custoencrs day-by-day. The chasgeng
poction of custoemers s oomsisicstly visible 25 co<reators of coesaderable value (Prahalad and
Ramaswamy, 2004) Khan and Mahapatra ( 2309 ) indicated that growth plays a key roke = enhancing the
cegansatonal conocpioa gencrated by the strong units. As scen by Hoge (1993), electromse advancement
(EM) = an mterchanpe of goods or orpansations from seller to coasumer, including, al sy time, one
clectronic method o media E-marketing began in the use of packets in the ninckcenth century. With the
growth and mass alfirmation of the sclcphons | radio, Cable, aad a while later satellize TV, cloctronc
media was the comman proenction &woe. MeDoaald's makes use of multimedia chaanels to enhasce
bramad messages and allances. For nstance, they have built calse crpassaticas for kids on the Happy
Meal platform tor edecational and drawmng m games 1o quict mound coasumerns with cach sitsaticn closs
(Rowley 2004). Resarz and Kumar (2003 ) find that the group’s sssoest of maling attempts = elau-ly
Velume-27, No.l: 2020-2921
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vl iteee i e amavlen of Ui mact b ey e, i cpsprromiies il AT G iy e miioidian, el il
ciparatlay bpveree o sl Dl Wi sRnpe B sy usme Thew b ded & formedaion eving i
M dwting 4.0 o becouwmlag dusie fbe jrodiciiad The coacepd of Uirldtimg 50 far bues o jrapla e Sy
rescarchers on sl o el an waikvees viee of g it i i researsdt Die 2R sene uf Mrbgding &4
Aty [ivermaune vl OALIE wak syl o on @ i I comcies o Enived! dring e peviond e
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Marketing 4.0 a marketing spgrobcl th
cominetts: eniline nnd offline infcesclion frgag
cumpamizs and - casioinets In the  diuial
cugmamy, diginl  doleraction  alose  Eah
andegiztie B inexensbly onfing wordel, oMline
comact dpcakys o oa solid  hiiferencistiog
Mnchenng 40 likewise midcs sivie  with
substamee. . Wiiils it 8 bisic for bennds’ 1o be
mone adaptable and versotile Beonase of Test
innurvalive trends, their credible sharochers e
3 higher prasty Man i any ather fimes thot is
the philmophy ol Marketing 4.0 in the wonds
al  Philips Koller (2006)  Some  sseemdl
eatures of e Coace, s onme moy call i
inclode getting and stnving connected wilhi the
chtstuaner; &hitl from 4Ps amd ADA o SAE
Ask,  Advise, Assgss, AdEisT nod Arranuge;
fevernEing the user ehperrEnicd, i huine
N cepApsnen] marketne. Academicizie all
wewr June ound he topic guite inserestbng sl
Harh ¢ engaped in substantial pesenrch sogdying
e inening  Cseopr challeages,  aod
mpponuniies far Markdting 400 This review
pager-ukes o loul At some recent ligretese on
e mubjeet  with o focus oe the
recoanmenifotione andior deductions made by
the writers. The abi) behimd  dnmylng the
ssleitintle literntune review [SLE) was b pud

A wystemintle  Hitertung seview (5L
recopnizes. selecis, und  eritically, evalumes
fessanch do answer s specafically - furmobiged
yisesticn (Dewew. A EDmbobe A, 20016) The
seurch enpine “Goople Sehaler™ was used and
the -seamh ferm was  Modoing 4.0 The
scleetion criterin Forthe amicles facmiing et ol
the review weres 6 Chronolagicoul arddr in o
descnding ordee Starfing from He yene 2020
wiad b, Wereery of contextusl seitigs fo lenns of
geogmaphical and prodiset or serviees, The
selectoin of the content from U papers was
arteisted 1o nddeess the guestion; Whal nse the
Eatest resenrch trends on the dnwiging roscarch
rends  eomered-around Markdlng 400 The
sample siee For fhe sevice was takan as 1)
panices polng by the rekisolelunb criteria G
the minimun siee of the sunple Based an
assmptions o wetril Bl theossme il
Ao | diserilwitaoi ¢ Higs eial 2010

Thie anaty$is v oo by iy of e gormemlls
fotbowed  guuliingive  mthod  (Fosves it
Barncs. MM2) and  Qikson il O Caaao
L2003} bove given e peneralsieps fn thi ovpe
ol analysis o nghedy organicng e qualimgive
day,  mkentifieotion  angd erpmiEntee ol
conuepds and gk bullding ol themes:
classifying  and  cofeporiastion’ of themes
conecting fhe damn and Hs  aclergociilicn
Lalhe  dhe  guamitniive approwci, (e

an dpdited view ot emerping  oesepeeh
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COMIDS,  he once-in=a-genfury pPRAS MG
het lad o profound impact on every Industry,
and our lives Jike mever befure The viciom
eirele I=ading 1o econamic depression May ser
an 1roll. Ldwsr gonsumiption-reduced dermunid-
falling  prices-supply viid=job cuts-lower
spinding-lowsr comiimption — oll the biocks
ook leke o porfisat fit, Apaeist this backdrop, it
will be interesting to see how businesses Tered
through the vrisis, whot mesyures they fok o
buck the mncru-ervironment st wriwets, s
what fechnologies did they chuse 1o survive
Retnsl isiwne of the Impertant sselors: of the
wwaniny,  This' paper  propeses o orisiy
eombating sirateuy Tor retll basiness through
diglaulization, In this regind, the paper reviews
sume of the recent ccsearch in this mres Thie
libgramne review wis focused an the vangept of
levernging digital techinologies used 1o womba
origes like Covid-19" 1o atain gConomiv
sustuinability. The secrorial fovus wis on the
refail industry. Qe Tmponan trvestigntion
Flaniied was an evalunling of the eflectivensss
of variows digial technologies to sustiin the
ccolgmic performance of the retail GO gankes
with special reference to LIK ratail wofmpanies,

Literature Review

Phe stucies relsied 1o digializalion snd retail
on WiIFRN . perameters  fead -

competilive advantage, vnlue erention thrauzh
reshaping, nalignment, mdefining, integnating
mud eolfmhoration, dosi eflicivney, opemtional
Neibifity, pul customerfocus,

A number of stidbes i recent lines are focused
on the transtormation based i diggitnlizntien in
the Remil seetor, (Gajjar, 2020; Sachs, 2016
Weber, Schite, 2019 Inin, Werih, 20y,
INikhar et al, 20)4: Lagoria, Pimg, 2020:
hutnjal. o al. 201%; Adhal, Altmi. 019
Kaplon, Tewes. 2009: Esch o al, 2015 Dy k.,
Belle, 2018: Vojvadic, 3019, Gawaikar et fl,
2020; Himniras ot al, 2019 din, Shin, 2020)

A study by Hanninen ef ol (20190, argess thit
il s poing  theough significan
tnsiaformintbon a5 plolform-Baed TR TS P
markeiplaces. similar 10 Amazon, Allbaba
eBay, IDcom. pnd  Rokuten. nee Testing
ingnmnben| mtilers, From Lhe Nourishing brick
g mortr dores and the nlvamemen of
mulls, shupping centies. and eetnil chaing ol
through  the 1900,  retall  hus betime
progressively  digitlsed s multi-sided
marketplices wre joining onling and offline 1o
mike 8 more refined and gustomised client
experionce, Rescarchers develop o fmework
an  bow  nudtbegided marketplaces are
cocrditating  their  fromt - quid b ket
@perations to nake o Morg Cistomeed, belpful,
anid Tast shopping ¢xperience,
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BRAND EQUITY THROUGH BRAND IMAGE AND O3 Dr. Suntosh Shinge
BRAND PERCEPTION OF ORAL CARE Prol Sanjay Galkwad**

PRODUCTS : AN ANALYTICAL STUDY | e Avicagh poood 7
El ABSTRACT kd

The emecial foctstep m the construction of bremd eqnty of eny predust or brand 15 creating prodoct in""ﬂ and
pagitive perceplion in the minds of consumers and people. Brangd perception is an cutcome-based upon cngtamear’s
experienges towirds product quality, ussfnlness and perfonnance. It i= simply the cotcoma reselt of the product inthe
mind of gustoreers. Brand imzage and brand perception are the key fcions to exiend the product Life oyole for alonger
periodd thatresulis o creating stromg brend equity for products and seevices, This paper enalyzes the assoeiation of brand
eguity with Brmd [mage end Brand perception for coal eare products in Pune, The das from 730 respondents wers
enllocied using & structured questonngire with non-probability convenient eampling: The rezpondante about Image and
percapbon and equily are recorded for anslysis. The component analyeis and correlation sealyveks was conducted and Tt
i foumd thet the Brand Image and Brend perception are positively nssociated with Brand Bquity for oral eave products.

Keywords : Brand Equoity, Bound imags, Brand Parception, Oral Caes Products

1. INTRODUCTION

Today, many organizations ave defined braod and
beancling conpcepts in their style. The brund is directly
related Lo the thoupht process, thinking abifity and
remembering ability of the comsumers. Companies, mkea
ot of effort related to marketing ond communicatng
antivitics abuot the productzs and brands they deal with.
Companics take a fol of poins for comverting procducts indo
fhe and, and brand mezns uoder any clioumsiances
consumers will naver chunge their fuste wnd preferences,
For geiting thal stage, the company usies various above
the Tine and balew tha line marketing stralegies. Cnee this
et achisved, it may be said that products converted
g brands and beand means tnist and hes on emoetional
conzection with consumers

*A brund cun be anything like & oame can be a
trand, the teem can be a brand, design can be & brand, the
symdd]l can be @ brand or any other feature which

differsotiate products, brends and services fram it
compebtors.” Thus the Brand ie the trust which mles the
mirds of consumers. A hrand promizes vasious
ndvantages to conswmers such as wrioos  benefils,
usnges, vakies Attributes and resgoos (o pirchose.

L1  Conceptsof Bramd :

The following ere concepts related o brunding are
brand ienpge, brund perception, nnd band squity.
1.1.1 Brond lmage ;

Every consumer has their sxpectations about
produsts and services and how fine ther the prodoets,
brands pegt the expestntons ond prospects of the
castomiess and consumers determine the brond image
cistomer’s mind, For cnstomers, those who have
purchesed and consumed the brands are 100%: based on
the uszge and the overall ouiput &s per thair expectations
andd for the customers thoss who have not used the brands,
1008 hased upon the compony’s communication

*Assazinte Foolessor - Pimprl Chinchwed College of Engiseoing, MBEA Department, India -
**Azsatant Frofessor - Pimpr Chinchwnd Calteye of Engiasering, MBA Deparinant, Indi ”

" Deecior - BRES IIMHED, Pans, Indin

readipiiant Mrofessor - Rejeoy Gendiu Bumineas Schaoal, Pune, Tadis

)

Wol.? m laaus 27 = July Lo Supbeenibur 2030 SH09H BARKTA ﬂ_

[ i CURRTERLY BRUNGUAL RESEARCH JOURNAL |
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Abstract

In this 4 industnal revoluion which 15 dommased by digaabamion. meny digiml besinesses
are booming et geding reiums on the digiinl phidorms. Cosmetics indusiry has. o hege
jpotentml and there are sirong brasds in the marker Nykos w one of @ well-known hrands. in
dhs indusiry m Indin. }Wykos sioried s a Pure divck coamipasny sesd then aiss venmed into o fEine
retmd smores and now operoies as 8 Clicks aml bricks Edwsiness masdel. This cose shady
demsses abou the pommey of Rylas asd how Byvias e & eaetniler leveraged the digiml
placficem 1o become one of ihe lzading ondine pliyvers im dhis indusiry. Nykne's digasl someeges
Bus. reaped a0 ensrmous growth for the company. Compasy's vision af muolii brand epproach
= ome of the key ressors for the tremendous. market presence and mafie! cvsterization. E-
commeree Mdussy has a iremendous scope and accomsmodaies marmerous. online companses:
I'hui:u.u:dmh@ighh&mﬁ:mmamfmm-ﬂimnﬁeﬁﬂmﬂ-ﬂ
cosmetse indusiry

Keywords: Digital Bexiness, Ecommerce, Clicks and Bodcs, online market, eastailer,
COEmeis mdusiry

Pedagagieal Crhjrotives
I undersiand samiegiss for Clicks and Broicks mode]

i

& T undersiand the E-besiness model of MHvkas

& To analyze the O channed straiegies of Nykos

= To déscuss digital husiness. sormiegies for domesdic and inbermatesall ket

Case Pesitioning amad Senikng
This cose oo be used for the ourses of Degnsl basiness in PGDS and BMEA
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omline chammet Cusinmers prefer large oo sdomes {LFS) for brand discovery, Hypesmarice
for cross, calepory shoppmg and Exclesine business ootles (BB (or exising byal brands
Cusiemers peeler super vemcels for premium mpge producis, bonzonials for cross-oaiegory
shopping with diseoums and vemicals for comdune keok shopping. Lakme, Moo bes hecome
a betrer altemanve io vour brick-and-monar i ghborhood sore sath linssed stiocks, and men®s
Frooming s mo bonger frowsed upon. I there s one industry tha kas truly been irensfomed by
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Abstruct

Purpose —Millennials are separated from previous cohorts by their forceful online
exposure and wide-runging social media usage, which affects their identity creation,
brand engagement, lovalty, and purchasing behaviour, But there are still gquestions
about how Millennials interact online and the actual advantages that may be gained
from their propensity o social media usage and is of fascination (o both managers and
academics,

This study attempts w comprehend how Millennials engage with social media
platforms and its impact on intentions by creating o comprehensive model of drivers
and outcomes.

Design, method, and strategy from social media users from the millennial generation
who identified themselves as fans of self-expressive, beloved businesses participated
a self-administered survey thot wos used to collect the dota, Toking brand loyalty into
nccount.,

Keyword

Social Media ; mindful engagement ; Millennials.

L. Introduction socinl media frequently, more research is
Managers and academics share a necded o0 understand their ways  of
“fascinniion™ with the Millennial interaction. Are they primanly passive
generation, also known as Gen Y, who were obhservers or are they actively involved with
born between the mid-1980s and early the brands they love? Prior rescarch is
20005, Millennials are  distinguished by scarce  and contradictory: some  studies
their intense exposure to the internet from a suggest that Millennials participate actively
very voung age and their heavy use of social while others suggest that they passively
media. which has become an essential part lurk for a long time and show "an alarming
of their existence. They have also a high lack of willingness to interact with brands
purchasing power. Millennials use social through social media-based brand
media o connect with people, which has an communities. The wants and behaviours of
impact on their identity creation, Millenninls may be very differemt from
engagement with bosinesses. brand loyalty, those of other generations. based on
and purchase behaviour. Although there is generational theories.

widespread agreement that Millenninls use
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Abstract

A future without the Internet is challenging to imagine. Because of how deeply established the
digital environment is in our culture, we have begun to exhibit habits that are unique to it, One
of them is the way we purchase goods and services especially after the covid pandemic. The
buying and selling behaviours that have developed as a result of these internet habits have a
direct impact on how businesses market. Consequently. these marketing strategies are always
changing, The marketing industry has evolved over time, Primarily as a result of advancements
in technology with fresh new perspectives added on it. The digital era has had a significant
impact on marketing 4.0, another stage of this development which involves the fusion of
conventional marketing (TV, radio, and print) with increase in  marketing and advertising
strategies. Therefore, the present study helps to incorporate articles found in the literature and
utilized bibliometric methods to examine the literature on "Marketing evolution” that have been
published,

Keywords: Marketing, evolution, Trends.

Introduction

The great Indusirial Revolution which occurred in the second part of the 18th and the first halt
of the 19th century, the marketing concept has experienced a profound shift. The production
orientation period, the sales orientation period, the customer orientation period, and the social
orientation period created this steady transformation.

The beginning of the 20th century is an appropriate starting point for the study purposes even
though there are various changes which has happened in the lasi tiwelve decades. There are
several schools of marketing thought regarding the origin of the discipline and its various
phases.

Marketing evolution refers back to the various stages that organizations have changed as they
endured to be trying to find new and revolutionary methods to achieve. keep and growth sales,
profit and customers (Biemans, W, (2012). Since the 19005, o number of new techniques were
used as diverse indusiries created and changed their advertising approaches. Marketing in its
present day sense is the “technique of transferring items from manufacturer to purchaser with
an emphasis on marketing tools started from 1897, While it took a while for the change to
happen from a product-centric technigue to a service centric orientation of today (Baker, M.A.
{2016), the various changes happencd most in the twenticth century.(Mackey, T. (Z012);
Andreini, 1. (2005),

Literature Review

Marketing Evolution

Over the years., marketing has seen a number of modifications. In other words, it progressed
through phases marketing 1.0, 2.0, and 3.0 before arriving at present marketing 4.0 stage. So
let’s examine the process of this evolution,

Marketing 1.0

Marketing during this time was concenirated on the features of the product. As a resuli,
advertising efforts took a very descriptive stance in order to highlight the characteristics and
advaniages of the product as much as possible. (Morosan, €. (2014).

Utkal Historical Research Journal, ISSN :0976-2132 Vol -36, No. 1(1l) 2023 Q366
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Purpose —Millennials are separated from previouwus cohorts by their forceful online
exposure and wide-ranging social media usage. which affects their idemtity creation,
brand engagement, loyvalty, and purchasing behaviour. But there are still guestions
about how Millennials interact online and the actual advaniages that may be gaimned
from their propensity o social media usage and is of fascination o both managers amd
ascademics,

This study attempis o comprehend how Millennials engage with social media
platforms and its impoact on intentions by creating a comprehensive model of drivers
and oulcormes.

Design, method, and strategy from social media users from the millennial generation
who identified themselves as fans of self-expressive, beloved businesses participated in
a self-administered survey that waos used o collect the data. Toaking brand lovalty into
MCCOunt.,

Keywond

Social Media ; mindful engagement ; Millennials.

1. Introduction

Managers ol academics share o
"fascinotion™ whith the Millcnnial
generation, also known as Gen Y. who werne
born between the mid- 19805 and early
20005, Millennials are distinguished by
their intense exposure o the intermet from a
very voung age and their heavy use of social
media, which has become an essential part
of their existence. They have also a high
purchasing power. Millennials use social
media to connect with people, which has an
impact e their identity creation,
engagement with businesses. brand loyvalty,
and purchase behaviour. Although there is
widespread agreement that Millenninls ase

1i0

socinl media frequently, more rescarch is
neceded o understand their  ways  of
interaction. Are they pramarly passive
observers or are they actively involved with
the brands they love? Prior research s
scarce  and comradictory:  some  studies
suggest that Millennials participate actively
while others suggest that they passively
lurk for a long time and show “an alarming
lack of willingness to interact with brands
through social media-based bBrand
communities. The wanis and behaviours of
Millennials may be wvery differemt from
those of other genermtions. based on
senerational theories.
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ABSTRACT
M livelihood s safegunrding  the boasic necessities of o oDes

mainmining income. handling resooroes and recovering from pressure o sappornt the abilities, asscrs
for the present and the (utare. The purpose of the case on Bhimthasdl Jaora s (o oreats awareiess

Livimg. A sustainable livelihood is

immmrge weoirien saell-help growups sind scomen enlreprsneurs amnd proimole sastaimable Bvalilsesoad

Bhimthadi Jairs started in 2008 Bhimthadi Jatrs i a roral coarmival baving vaciety of Dososains like
Culiural exhibition, Food morket. Flea Moarket, Live Shows, Packaged Homemade food produoces,
Haondicralis, Hoandloom, Food. Lot of ural women enmeprencurs are o part of this grancd fair
Bhimthadi Jatra® is o trade foir where corming opportunitics are crenfod for rurn] seonmen and amisans
by bringing their products directly o the arban markets sis long-term Geir-traading relationships.
Functional aren of case and keywores-

M BA programy PG progrom - To discuss various
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erpaprmir il es ol enireprengursba g
Foedlapogicgl O jectives
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To enable the pamicipams o appreciate the difficulties foacod by ihe women onireprcneur.

business siraegics, small boasiness, challenges  and

- To understnnd  the challenges boandled o building o women  led emerprises  andd
Tl
-

To recognize the operational complesity of sell-help groups and small business.
To npply the learmings from Bhimihadi Foir con offer o the women enireprencoars.

To allow readers peneralize the fToture arenns of work for the organid zations,
s P owsed Riaovanimgg

This is 0 case e

nded o be approached in o manner o cxplore challenges and oppoar s i
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Tecferoslogry hax wopeemaded fiy hespizon flhoronebe beplastotion of vwwaedows nrcovadive Goleaiy i ol
ey paiit of Tife. AlF Susinesses are now feve adopied e feclsotosicon! advencenwenty and steiried
rhwir wnrk wirtke Wigirication concepr,. Sociol medio foes duscoene o cornrnon el fregquennly s
werbntiitosliow senealive, Sucli platforms ave ased by people for prrofessioal, formel s owell oy sor-
Merrrrad overtiersiiieiceetfonn. e el (8 et tecfialirgioal inmrvarion arnd winild e vers Beieficicl foe
arrgarstisotionn i oxed dn eight oo ethical way, Bur on the otler gide the weong uase of  Deepfuke
recdmadfogy may spoil someone s e i uved i on unechioa! way iy review based concepinal paper
will e reflivig eilsciit Pl Dheepfake rechmalogy and ifts applicabiliny froan erhiioal and anethload poiag
anf peleEwes

Keywords : Technology, Deepinke, Ethics, Digim] Media, Social Media

Introduction

What is Deepfake?

Dieopinke Process and Creation
Creeploke — Pros and Cons
Cromclusion

Imtresluciion

Technobogical advancement bas changed ihe wondd and poople mind=sel. Bosinesses gre hesovily
imMuenced by the incorporation of Jigitieation. Al age geoup people bave become the habitaal of
wechnology wsage, Owver the years the echnological expansion Tom mainframe o mobile world,
traalitional syaiems o apensaiiee sysiems, g lines of coddes 0 small progoaonable meocdules, every

thing has changed the weorck Ji i Froun L toswards more sutormted one, Involvement of
CAnificial Iselligence has chanped fhe orgonization s working culiore.

Poricd Rarvorluiion Dhuritanils

Lesihh- 1 740 | Agnculiarml Revolution Economical ond  finoncinl  growth  based

farming, Agnouliure aspect with financial
mspect of fonmers.

I T8 | Bl | First Indusirial Revoluion Cilobal trinsition in  Industries with smable
huarman CUCITnY considerrson in
muanofacturing processes.

PETG- 1920 | Second Indusinial Revolotion Ades  refer as st of techoologiosl
revolunon with focus on mass production,

muany scicntific discoveries.

1940- 1970 | Sciemife Techmical | Ineorporation of  Computer  wechnology,
Revaluthon slorage  congepl, Access  of  information
through peclmlog v
19752021 | Erigital Ravel an Aormagor shilt frooe mechamwical aoad soaolog
Thisid Indhiistrial Revoliitiod ischimlogieal  dévices bivadants e digiial
PN YL S SRR P L -l . e ——— = i
2022 -gont. | Fourth Industrial Revolution Incorporation af Indostry 4.0 compononts -

Al Robotics, Deep leaming. Dutn Science.
Augmented and Vil realiny
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Introduction

What is Deepfake?

Dieepiake Process and Creation
Dreeplake — Pros and Cons
Croenelhu=iom

Intrescluciion

Technological asdvancement bhas changed fhe womdd wnd people mindsel. Businesses ame hoswvily
inMuenced by the incorporation of digitieation. All age geoup people Bave become the habitual of
wechnology usage, Ower the years the echnological expansion Tom mainframe (o mobile workd,
traliticenal sysiems o apenasouies sysiomms, g lines of coxdes 0 small prograonable aecocules, every

thing has changed (e swork i i froan L towenscs i autcrmited ome. Tnvolvement of
CAcmtificinl Inrelligence hans chanped the orgomnization s working culnoe.
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