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Editorial Message

On behalf of the Board of the International Journal of Applied Marketing and Management(http://www.publishingindia.com/
ijamm/), I am glad to present the Volume 6, Issue 1 of the journal. The journal is indexed in EBSCO and i-Scholar database. 
Year by year download per article is increasing and on an average there are 30 downloads per paper. This journal publishes 
empirical and conceptual articles of interest to research scholars, management researchers and practicing executives. 

Nitasha Gandotra has discussed about open source software (OSS) in our paper and paper entitled “Need and Importance of 
Open Source Software in Libraries”. She has revealed that OSS help to searching full text and Meta Data based browsing 
by the OSS. Therefore, this study was highlighted the main issues related to OSS and importance for the users. 

Lovely Biswas, Amit Kumar Chakrabarty and Malay Kumar Ghosh have discussed after sale service of Life Insurance 
Corporation of India (LIC) with the thrust on agents’ ability after COVID-19 in own study “An Empirical Study on after 
Sale Service of LIC with the Thrust on Agents’ Ability after COVID-19”. The present study was conducted on a selected 
branch of LIC of West Bengal (WB) and data was collected from the agents, policyholders, and administrative personnel 
of that branch. A sample of 21 agents and 210 policyholders has been selected at random basis for the purpose of the study. 
In this study used two types of questionnaires and applied statistical techniques viz., correlation coefficient, coefficient of 
determinant, t-test, paired t-test, Chi-square test. This study concluded that the after sale service of the selected branch is 
being hampered after COVID-19, though agents’ ability to secure business continues efficiently.

Anusha Thakur offers a descriptive study on the various market determinants which includes the market drivers, challenges, 
and the future aspects of e-commerce market in own study “Trends and Analysis of E-Commerce Market: A Global 
Perspective”. In addition to these, various technological developments in e-commerce market along with the impact of 
the ongoing COVID-19 pandemic has also been briefly described. This study discussed market players are increasingly 
focusing on complementing their conventional mode of retailing with the upcoming and latest online commerce trends.

Ashok Kumar and Neetu Andotra framed main objective to is to validate the dimensions of environmental turbulence, 
government support, and organizational performance of 180 SMEs functioning in the UT of J&K in own study 
entitled“Environmental Turbulence, Government Support, and Organizational Performance: A Study of SMEs”. Authors 
have collected data on the basis of questionnaire and questions were based on the owners/managers/partners/departmental 
heads of 180 SMEs. They have used exploratory factor analysis and confirmatory factor analysis. Hypothesized relationships 
were checked through structural equation modeling. The results established volatility, uncertainty, complexity, and 
ambiguity (VUCA) as dimensions of environmental turbulence. Further, the impact of environmental turbulence and the 
role of government support significantly moderate organizational performance.

Mohammad Aghaei, Ali Ghasemian Sahebi, Rahil Kordheydari have investigated the effect of COVID-19 virus on  
sustainable consumption behavior of customers in chain stores; by surveying customers’ data in Iran in own study 
“Investigating the Change in Customers’ Sustainable Consumption Behaviour after the Outbreak of COVID-19”. This 
study was based on the descriptive-survey type and a questionnaire tool has been used to collect dataand measure variables 
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in order to examine the research model. Statistical sample was selected by random sampling method from customers of 
chain stores in Tehran and the data were analysed using SmartPLS software. Findings showed that the COVID-19 virus has 
a positive, direct, and significant effect on individual, social, and situational factors of customers, and these factors also have 
a significant effect on attitudes, intentions, and ultimately, the sustainable consumption behavior of customers. The results 
suggest that chain stores and their suppliers should increase attention, supply, and sales of sustainable consumer products.

Udit Chaudhary presented representing the problems faced by people due to non-payment of rent during the COVID-19 
period, resulting in them facing eviction from their rented houses. Most of the tenants in this case belonged to lower sections 
of the society – people working in the informal sectors in search of work and livelihood. This study entitled was“Non-
Payment of Rent: Ground for Eviction in COVID Era”. Additionally, many PILs (public interest litigations) have also been 
filed in the high court and the Supreme Court because of the unexpected and unprecedented conditions resulting due to 
the COVID-19 pandemic. Court has accepted many exceptions which include non-payment of rent during lockdown, non-
deduction of wages during the period and waiver of interest on EMIs etc. Violation of these orders will lead to imposition 
of criminal actions against persons responsible in their respective jurisdictions.

Samreen and Reenu Kumari have to analyze the impact of Digitalization on education in India: Time with the help of 
regression analysis and study entitled“Impact of Digitalization on Education in India: Time Series Analysis”. For this 
analysis considered time series data from 2000 to 2019. Regression results reveal that the coefficient of Government 
expenditure on education is negative which means there is need to improve theeducation with more proper funds and 
efforts towards education for increasing the literacy rate among youth. The Digitalization variables positively correlated 
tothe education’s variables, like literacy rate positively correlated to the secure internet server which shows that through the 
internet server literacy rate is going to increase and in future it will have better impact to the society with the increasing rate 
of literacy and internet service. 
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Abstract

Open Source Software (OSS) provides a new way 
for the construction and presentation of information 
collections of libraries in the age of ICT (information, 
communication and technology). OSS are free and 
offer effective full-text searching and metadata-based 
browsing facilities that are attractive and easy to use. 
This paper has made an attempt to highlight the main 
issues of OSS. It also describes some of the important 
OSSs, being presently used all over the world in 
libraries and information centres, and also explores the 
important characteristics and features of the software.

Keywords: Open Source Software, Digital Library, 
ICT, Need and Importance

Need and Importance of Open Source Software in 
Libraries

 Nitasha Gandotra*

 * Professional Library Assistant, Meerut Institute of Engineering and Technology, Meerut, Uttar Pradesh, India.  
 Email: nitashagandotra22@gmail.com

Introduction 
Due to the advancement of ICT and explosion of 
literature, the concept of a library has fully changed from 
printed to digital. In the present era, every library is trying 
to automate its different services and change its collection 
into digital and electronic collection by using different 
types of library software. For this purpose, the concept of 
OSS has become very popular. OSS is a freely available 
software and its source code software can be changed 
according to the needs of the users or organisations. 
OSSs are becoming very important for libraries due to 
their special features and advantages. Dspace, Eprints, 
Greenstone, Fedora, and Koha are among the most 
popular OSSs which are widely used all over the world 
due to their features of flexible searching, browsing, 
phrases, and negligible maintenance.

Open Source Software

OSS is the most prominent example of open source 
development and is often compared to user generated 
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content. The basic idea behind open source is very  
simple. When programmers can read, redistribute, 
and modify the source code for a piece of software, 
the software evolves. People improve it; people adapt 
it; people fix bugs. OSS is a computer software for  
which the human readable source code is made available 
under a copyright license that meets the Open Source 
Definition.

Definition of OSS According to the OSI (Open 
Source Initiative) 

“Open Source promotes software reliability and  
quality by supporting independent peer review and  
rapid evolution of source code. To be certified as open 
source, the license of a program must guarantee the right 
to read, redistribute, modify, and use it freely”.

OSS refers to applications developed in which the user 
can access and alter the “source code” itself. Some open 
source applications have restrictions on their use and 
distribution, but many do not.

Importance

The concept of OSS has become very important for 
libraries to manage their daily activities as well as 
digitisation work.

According to the Draft Report of Digital Library 
Federation (USA), there are three main reasons to adopt 
OSS in libraries:
	 • OSS is an economical alternative to libraries reli-

ance upon commercially supplied software. Despite 
the real costs involved in the development, mainte-
nance, and use of OSS,  these costs are lower than 
those associated with library reliance upon commer-
cial software.



2      International Journal of Applied Marketing and Management Volume 6 Issue 1 2021

 ● OSS is essential if libraries are to develop software 
and systems that meet their patrons’ needs. With 
OSS the IT (information technology)  infrastructure 
that is essential to library operations and services 
can be:

 ● Open (that is, built according to open standards and 
as such potentially interoperable with other essential 
software and systems),

 ● Ubiquitously available to libraries.
 ● Capable of being tailored to suit the needs and cir-

cumstances of individual libraries.
 ● Documented (and documentation must be available).
 ● OSS ensures that library systems and online servic-

es will be more functional for libraries and their pa-
trons, and as such be good for library patrons. This 
hypothesis is posited because, through OSS devel-
opments, libraries are:

 ● Reinserted into the research and development pro-
cess that results in systems and software;

 ● More easily able to collaborate with other informa-
tion science communities involved in common re-
search and developments area.

By using OSS to manage libraries, we can get many 
advantages. Some of them include: 
 ● Low initial and ongoing costs.
 ● Elimination  of vendor lock-in.
 ● Security, stability, and reliability.
 ● Without any restrictions for using.
 ● Greater flexibility.

Challenges in Using OSS

There are many advantages in  using  OSS in libraries but 
there are some challenges also. A few are listed as below:
 ● Ownership issues.
 ● Risks of no warranty or liability.
 ● Lack of support for new developers.
 ● Lack of coordination and communication between 

developers.
 ● Requires coordination with other code developers.
 ● Lack of awareness.
 ● Libraries have been slow to adopt open source.

How to Select OSS

Security, performance, and reliability are important 
criteria for selecting software. But to evaluate an OSS,  
some important point’s which should be taken into 
consideration include:
 ● Interoperability with other software.
 ● Software should implement open standards.
 ● Documentation should be available for the software.
 ● Software should have an active support community.
 ● Third party commercial support should be available.
 ● Updating of versions of the software must be 

available.
 ● Availability and conditions of the license.
 ● Security and reliability issues must be very efficient.

Library OSS

 ●  Koha is a promising full featured open source ILS 
(integrated library system) currently being used by 
libraries all over the world. For those of you out 
there unfamiliar of what an ILS is, well, it is a sys-
tem of keeping track of the operations of a library-
payroll, expenses, purchases, and most importantly, 
keeping track of the various media being checked 
out by the librarians’ patrons. Many smaller libraries 
cannot afford to purchase, install, and maintain an 
ILS; Koha is a perfect alternative. Koha is built us-
ing library ILS standards and uses the OPAC (open 
public access catalogue) interface. In addition, Koha 
has no vendor-lock in, so libraries can receive tech 
support from any party they choose. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1: Koha Open Source Library Management Software 

2. Evergreen LIS is another option when researching open source ILS 
options. Developed by Equinox Software, Evergreen is a robust, 
enterprise level ILS solution developed to be capable of supporting the 
workload of large libraries in a fault-tolerant system. It is also standards 
compliant and uses the OPAC interface, and offers many features 
including flexible administration, work-flow customisation, adaptable 
programming interfaces, and because it is an open source, it cannot be 
locked away and can therefore benefit from any community 
contributions. 

Koha 

LIBRARY 
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EMAIL- 
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Fig. 1:  Koha Open Source Library Management 
Software
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 ●  Evergreen LIS is another option when researching 
open source ILS options. Developed by Equinox 
Software, Evergreen is a robust, enterprise level ILS 
solution developed to be capable of supporting the 
workload of large libraries in a fault-tolerant system. 
It is also standards compliant and uses the OPAC in-
terface, and offers many features including flexible 
administration, work-flow customisation, adaptable 
programming interfaces, and because it is an open 
source, it cannot be locked away and can therefore 
benefit from any community contributions.

 ●  GREENSTONE  is a suite of software for building 
and distributing digital library collections. It pro-
vides a new way of organising information and pub-
lishing it on the Internet or on CD-ROM.  Greenstone 
is produced by the New Zealand Digital Library 
Project at the University of Waikato and developed 
and distributed in cooperation with UNESCO and 
the Human Info NGO. It is an open-source, multi-
lingual software, issued under the terms of the GNU 
General Public License (GPL). Greenstone runs on 
all versions of Windows, Unix/Linux and Mac OS-
X. It is very easy to install.

 ●  FEDORA digital object repository management 
system is based on the Flexible Extensible Digital 
Object and Repository Architecture (Fedora). The 
system is designed to be a foundation upon which 
full-featured institutional repositories and other in-
teroperable web-based digital libraries can be built. 
Fedora supports repositories that range in complex-
ity from simple implementations that use the ser-
vice’s “out-of-the-box” defaults to highly custom-
ised and full featured distributed digital repositories.

 ●  EPRINTS is an OSS packages for building open 
access repositories that are complaint with the 
Open Archives Initiative Protocol for Metadata 
Harvesting. It shares many of the features common-
ly seen in Document Management Systems, but is 
primarily used for institutional repositories and sci-
entific journals. EPrints has been developed at the 
University of Southampton School of Electronics 
and Computer Science and r under a GPL.

 ●  DSPACE is a ground breaking digital institutional 
that captures, stores, indexes, preserves, and re-
distributes the intellectual output of a university’s 
research faculty in digital formats. It manages and 
distributes digital items, made up of digital files 

and allows for the creation, indexing, and search-
ing of associated metadata to locate and retrieve 
the items. DSpace is designed and developed by 
Massachusetts Institute of Technology (MIT) 
Libraries and Hewlett-Packard (HP). DSpace was 
designed as an open source application that institu-
tions and organisations could run with relatively few 
resources. DSpace supports submission, manage-
ment, and access of digital content.

Conclusion

OSS plays a very important role in library management in 
the present age of ICT. Open source empowers libraries 
to innovate and collaborate due to having much potential 
for libraries and information centres to manage different 
kinds of information needs and different kinds of users. 
With many OSS applications now available for library 
and information centres, they have a new option for 
acquiring and implementing new systems to the benefit of 
users and libraries. The concepts of OSS, their benefits, 
and importance to libraries should be examined, explored 
and should be implemented by librarians and information 
professionals.

References
Chawner, B.  (2003). Free/open source software 

new opportunities, new challenges. Retrieved 
January 25, 2012, from https://www.vala.org.au/
vala2004/2004pdfs/33

Dhiman, A. K. (2011). Open source library software: 
Some issues and challenges. In E. Monawwer (ed.), 
Information Professionals Issues and Challenges 
in Digital Age (pp. 43-48). New Delhi: Pragun 
Publication. 

Retrieved January 25, 2012, from http://en.wikipedia.org/
wiki/Special:Search/Open-source software 

Retrieved January 25, 2012, from  http://software.eprints.org  
Retrieved January 25, 2012, from  http://www.dspace.

org/resource/start.html 
Retrieved January 25, 2012, from  http://www.fedora.

info/release/1.2.1/ 
Retrieved January 25, 2012, from  http://www.green-

stone.org/
Retrieved January 25, 2012, from  http://www.koha.org/
Retrieved January 25, 2012, from  http://www.open-

source.org



Abstract

The present study deals with the after sale service of 
Life Insurance Corporation of India (LIC) with the thrust 
on agents’ ability after COVID-19. The study has been 
conducted on a selected branch of LIC of West Bengal 
(WB), purely based on primarily data collected from 
agents, policyholders, and administrative personnel 
of that branch. A sample of 21 agents and 210 
policyholders has been selected at random basis for 
the purpose of the study. Two types of questionnaires 
have been used to collect primary data. Some statistical 
techniques viz., correlation coefficient, coefficient of 
determinant, t-test, paired t-test, Chi-square test have 
been used to analyse the data. The study reveals that 
the after sale service of the selected branch is being 
hampered after COVID-19, though agents’ ability to 
secure business continues efficiently.

Keywords: LIC, After Sale Service, Business 
Securing Ability, Social Familiarity, Illegal Advantage, 
Behaviour
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Introduction 
“COVID-19” or Coronavirus is a notorious virus which 
has caused pandemic worldwide. At present, it is not 
unfamiliar to human being due to its devastation. At first, 
COVID-19 originated and spread in  the state of  Wuhan 
in China in the months of December 2019. Subsequently, 
it spread to the countries in  Europe, America, Africa 
and, Asia, causing worldwide misery and devastation. 
Almost 213 countries and territories around the world 
have reported a total of 75,282,798 confirmed cases of the 
coronavirus, and a death toll of  till date. Top six largely 
affected countries by COVID-19 in the world are: the 
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USA, Brazil, Russia, Spain, UK, and India. No specific 
drug or vaccine has yet been invented to control the spread 
of COVID-19. Some restrictions such as lockdown, social 
distancing, compulsory using of mask, sanitizer, hand 
washing, and maintenance of new life style are the tools 
that are being used to combat the pandemic. There is no 
light of hope to arrest the mutations of the  virus so far 
except waiting for herd immunity. This unprecedented 
phenomenon has simultaneously created  many social, 
economic, and psychological problems, seriously 
impacting the humanity as a whole. 

Agents are the pillars as well as the basic foundation 
stones of LIC. Their active participation makes the 
corporation not only strong but also helps occasionally 
in drawing up a number of beneficiary schemes that lead 
to achieve the objectives of a true public-utility concern 
in service sector, both in social as well as financial arena. 
They act as the first-line under writer on behalf of the 
corporation. These market operators prepare a bridge 
between customers and the corporation. They become 
the ambassador or PRO of the corporation. Agents are the 
mouthpiece of LIC. Therefore, it is not an exaggeration 
to say that the appointment of agents are sine-qua-non in 
a service sector unit namely, LIC. In the present study, 
we will try to judge the after sale service of LIC with the 
thrust on agents’ ability after COVID-19.

Review of Literature 

Although the previous research works on the LIC are 
not directly related to the present work, but a number 
of academics have conducted their research work on 
the related fields. According to Graham (1997), there 
are 24 ways to increase the LIC’s sales. The primary 
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goal is to create conditions so that the customer will 
want what the LIC sells. R. N. Malhotra, Chairman, 
Committee on Reforms in Insurance Sector (1994), had 
conducted a survey and arrived at the conclusion that the 
agency organisation has also registered growth and the 
number of active agents has increased from 1,23,221 to 
4,95,745 between 1983 and 1993, an increase of about 
300%. During 1973-1983, the number of active agents 
actually decreased by about 31,000 i.e., by about 20%. 
The recruitment of development officers after 1981 
had led to an increase in the business of the LIC. But 
requisite attention and importance have not been given 
to the training and professional development of agents. 
Consequently, a very large number of agents are recruited 
and terminated every year in a routine manner. MARG 
survey shows that agents and development officers are 
not showing much interest in after-sale-services. In his 
study, Debnath (1996) confirms that it is a reality that 
the customer has become the ‘King’. Agents’ services 
should be customer-friendly. The Corporation needs to 
recruit only those who will take up agency as a whole-
time occupation; because in a competitive environment, 
the agents with an amateurish attitude will not survive. 
Agents who like to retain the profession, will have to work 
much harder and keep in constant touch with the clients 
and to render the services they desire. But tomorrow’s 
agents should develop knowledge not only about their 
own products but also about the products of their rivals. 
Dasgupta (1996) recommends in his study that the LIC 
should keep in mind that now-a-days people are talking not 
merely of customers’ satisfaction but customers’ delight. 
Planning Department of the Calcutta Suburban Division 
of the LIC conducted a special study on repudiated 
death claims (1995-1996) and came to the conclusion 
that a proposer must know the responsibility of giving 
details of his/her particulars on different questionnaire 
as mentioned in a proposal form and here the role of the 
agents and development officers is immensely important. 
The agents happen to be the first line underwriters, while 
the development officers are supposed to know the 
customers’ need vis-à-vis the LIC’s role in extending the 
insurance cover better through a varied experience of the 
market. If, therefore, everybody keeps himself alert at the 
time of accepting a proposal the number of repudiations 
can be minimised further and by doing this the image 
of the LIC will be protected. Manjure (1996) shows in 
his research work that ‘Building a man’ is the job of the 
development officers. Life insurance agency is a very 

responsible occupation. So, the selection of suitable 
agents is imperative  so as to maintain reputation and 
image of the corporation. Development officers are the 
‘Agency managers’; their conduct, knowledge, expertise, 
and professionalism are meant for influencing their agents. 
They should develop such abilities in them as to create 
professionals, because their role is the most important in 
field underwriting. Kalpakam and Vijayalakshmi (1997) 
mentioned in their study that the stress level of managers 
is considerably high due to conflicting demands made on 
them by their team members, especially the significant 
ones. In his article, Bandyopadhyay (1997) suggests that to 
achieve excellence, the LIC has to examine: (a) customers’ 
delight, (b) satisfied internal customer, (c) people-
focused approach, (d) a questioning alert and proactive 
office to meet the future challenges, (e) improvement 
in customers’ service, and (f) fullest possible use of IT 
(information technology). Dhar (1997) argues that if 
the four keys of market driven organisation viz., belief 
& values, organisational structure and system, strategic 
development process, and supporting programmes etc. 
are identified, the corporation will surely do well in the 
days of intense competition by a large number of players 
in the context of opening of Indian insurance sector in 
liberalised economy. It will not be difficult for the LIC to 
find out not only his competitors’ strength and weakness 
but also a sound, consistent and significant growth path, 
and a solid contribution to the life insurance market of 
the great country. Hence, market driven organisation’s 
response to the customers is the main thrust area for 
the LIC in the present decade. Saminathan (1997) 
explains in his study that the executive of the traumatic 
21st century requires lifelong exercises not only on the 
physical fitness machine, but on the mental fitness 
machine. In effect, the executive of tomorrow will have 
to be a life-long learner. Mishra (1998) has highlighted 
the performance of the LIC and the General Insurance 
Corporation of India (GIC) and he has come out with 
the conclusion that privatisation of insurance industry is 
in no way desirable. The author is most neutral and has 
analysed the subject purely on merit, which confirms the 
Federation’s viewpoint.  An empirical study conducted 
by Chakrabarty and Mallik (1999) indicates that judicial 
selection of agents and the service criteria can have 
impact on the business performance of the LIC branches.  
In another study Chakrabarty and Mallik (2001) conclude 
that the LIC is the only organisation that deals with life 
insurance business in this country, there is no scope for 
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any direct competition. But in respect of tapping the 
household savings, the LIC is used to face competition. 
To explain the meaning and importance of training in 
his article, Mundra (2004) identified the word ‘training’ 
which consists of eight letters, to each of which could 
be attributed some significant meanings in the following 
manner: (i) T: Talent and Tenacity, (ii) R: Reinforcement, 
(iii) A: Awareness, (iv) I: Interest, (v) N: Novelties, (vi) I: 
Intensity, (vii) N: Nurturing, and  (viii) G: Grip. Training, 
obviously, does become an essential and inevitable factor 
for anyone who still finds himself/herself in the process 
of achieving excellence in his/her own sphere of work. In 
his work, Vashishtha (2004) stresses upon one common 
factor, that is, relationship and trust. This is the source of 
strength and growth. So, it should properly be nurtured to 
take the LIC to new unprecedented heights. Namasivayam 
et al. (2006) studied the socioeconomic factors of policy 
procuring and performance of agents. They found that  
income level, occupation & family size are significant 
in this regard. In his study Kunjalsinha (2013) revealed 
that loyalty based customer service should be the quality 
service of a customer focused organisation. Rajeshwari 
and Karthesswari (2012), in their study, stated that though 
majority (82%) of the policyholders paid insurance 
regularly; but lapsed policyholders fail to do that due to 
financial difficulties.

In the present study we have proposed to assess the status 
of after sale service of LIC after COVID-19 with the 
thrust on agents’ ability. So far knowledge goes, such type 
of research work is scarce in the studied area. 

Statement of the Problem

“To judge the after sale service of LIC, Krishnanagar 
Branch, Nadia, WB, with the thrust on agents’ ability after 
COVID-19”.

Objective of the study

The focus of the present work is to study the relationship 
between 
 ● D.Os/ABM (Sales) opinion and policyholders’ opin-

ion as to service being rendered by their agents and 
the significance of the relationship.

 ●  Agents’ social familiarity and business securing 
ability and the significance of the relationship.

 ●  Agents’ illegal advantage and their business secur-
ing ability and the significance of the relationship.

 ●  Behaviour of agents’ and their business securing 
ability and the significance of the relationship.

Apart from these, attempt has been made to study the 
influence of the agents’ sexual status on their business 
securing ability. 

Hypothesis

Following null hypotheses have been formulated to realise 
the objectives of the firm:
 ●  There exists no significant relationship between (i) 

D.Os/ABM (Sales) and policyholders’ opinion to 
agents’ service, (ii) agents’ business securing ability 
and (a) social familiarity (b) illegal advantage of-
fered by them, (c) their behaviour.

 ●  D.Os/ABM (Sales) and policy holders are not signif-
icantly differing in their opinion to agents’ service.

 ●  Sexual status of the agents and their business secur-
ing ability are independent to each other.

Description of Attributes

 ●  Service: A service is the result of applying human 
or mechanical efforts to people or objects. Service is 
intangible product involving a deed, a performance 
or an effort which cannot be physically possessed 
(Dibb et al., 1991). In the present study, ‘after sale 
service’ is emphasised. It includes timely informa-
tion to customer about their premium dues, timely 
collection of renewal-premium at the request of the 
customer, timely presence in their problem if any, 
think about the clients’ tax affairs and guide them. It 
needs  to be remembered that “service-leads to sales 
and not vice versa. The true test is after the sale. 
Always be there even if it is not expected.” In the 
present study, after sale service has been selected as 
the independent attribute.

 ●  Social Familiarity: In the present study ‘social 
familiarity’ of an agent has been selected as 
independent attribute. Social familiarity means 
social acquaintance of the agents in locality. As it is 
a direct person-contact business, agents who acquire 
high degree of familiarity in their locality have a 
probability of securing large amount of business. If 
agent is a political person, social worker or otherwise 



An Empirical Study on after Sale Service of LIC with the Thrust on Agents’ Ability after COVID-19     7

familiar in the locality, they have a greater chance of 
success in this profession.

 ●  Illegal Advantages: In the present study, ‘illegal ad-
vantage’ offered by the agents has been selected as 
independent attribute. Illegal advantage means those 
advantages which are offered to customer at the time 
of sale or servicing, beyond corporation rules. It in-
cludes rebate allowed from own commission, depo-
sition of policyholders’ premium at the time of their 
financial crisis etc. Corporation’s view on the same 
is: “I consider it my responsibility to strictly adhere 
to laws and regulations and to observe them in letter 
and spirit.”

  ●  Behaviour: In the present study, ‘behaviour’ of 
agents has been selected as  independent attribute. 
Behaviour means how an agent conduct with their 
customer at the time of policy sale or servicing. 
Individual behaviour is specially emphasised here. 
If their behaviour is very irritating, unpleasant un-
impressive, they will be thrown away by the cus-
tomer. Agent with opposite behaviour will be wel-
comed with red carpet by their customers. Agents 
must remember, “he is a consultant, his conduct and 
behaviour must be above board and par excellence.”

 ● Business Securing Ability: In the present study, 
‘business securing ability’ of the agents has been 
selected as the only dependent attribute. Business 
securing ability means the agents competency in se-
curing new business.

Methodology

Selection of Sample: The study has been conducted on 
LIC agents of Krishnanagar Branch, Nadia, WB, residing 
in rural and urban areas. Random sample of 21 agents 
including 2 direct agents are selected assuming true 
representative of the total population. They belong to 3 
D.Os out of 10 of the Branch. Direct agents belong to 
ABM (Sales). Random sample of 10 policyholders are 
selected of each agent to get their opinion as to agents-
service. Sample size of policyholders is 210.

Selection and Description of Tools: Maintaining 
COVID-19 rule, primary data have been collected by 
the investigator, in person, visiting policyholders door to  
door, D.Os and ABM (Sales) using two types of 
questionnaires. Data have also been collected from 
policyholders, S.B.M, A.B.M (Sales) and D.Os by direct 
interviews. These are discussed below:

 ●  Questionnaire for Policyholders: Since the 
policyholders are little concerned about their 
agents, the questionnaire is prepared emphasising 
service aspect only of the agents. Policyholders’ 
residential status are also included as an item of the 
questionnaire. It is a short size, structured, close 
ended questionnaire. There are three scales of opin-
ion (good, bad, moderate) having different scores 
for each of them. The intention of the investigator is 
to collect opinion of the policyholders as to service 
rendered by the agents to them. The medium of the 
questionnaire is in Bengali for easy communication.

 ● Questionnaire for D.Os/ABM(Sales): The D.Os/
ABM(Sales) are much concerned about their 
agents. The questionnaire has been prepared 
emphasising agents’ business, service, behaviour, 
and other aspects. It is a structured and close ended 
questionnaire. The opinions of the D.Os/ABM 
(Sales) are collected in three point scale—good, 
bad, moderate. Each item of the questionnaire is 
subjected to three options (good, bad, moderate) of 
opinion. It is a big sized questionnaire, containing 
as many as 14 questions, 21 sets of questionnaires 
are prepared for each sample agents. The medium of 
questionnaire is in Bengali for easy communication.

 ●  Direct Interview: It is a negligible part of the data 
collection. Direct interviews has been conducted by 
the investigator with the SBM and ABM(s) to col-
lect administrative information about the branch 
particularly on claim settlement and branch’s busi-
ness performance during ‘New Normal’ period. 
Direct interviews has also been conducted with the 
agents on different aspects of their job.

Collection of Data: Maintaining COVID-19 rule 
properly, the data have been collected directly from 210 
policyholders, 3 D.Os and ABM (sales) by the investigator 
personally. Respondents are requested to give their free 
and frank opinion which will be kept secret. 

Tabulation and Scoring of Data: The collected primary 
using two types of questionnaires has been  compiled in a 
suitable sheet prepared for the purpose. Keeping in mind 
the ‘Likert Scoring Technique’ data has been scored as 
follows:
 ●  Policyholders Questionnaire: There is only one 

important question on agent’s after sale service 
subjected to answer one of the three options—good, 
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bad, moderate. Score point 8 is allotted for each 
‘good’ opinion, 6 is allotted for each ‘moderate’ 
opinion; and 4 is allotted for each ‘bad’ opinion. 
Using and adding these scores, a single score is 
found out for each agent which quantitatively 
represents the opinion of policyholders about their 
agents’ service.

 ●  D.Os and ABM (Sales) Questionnaire: In this 
questionnaire, there are 14 questions on agents’ 
business, service, behaviour, and social familiarity 
etc. The options for respondents are: good, bad, 
moderate. Score point 8 is allotted for each ‘good’ 
opinion, 6 is allotted for each ‘moderate’ opinion, 
and 4 is allotted for each ‘bad’ opinion. In order to 
make the comparison comparable between D.Os 
and ABM (Sales) and policyholders’ opinion to their 
agent’s service, score stated are being changed to 80 
instead of 8 for good, 60 instead of 6 for moderate 
and 40 instead of 4 for bad. 

 ●  Statistical Technique Used: Rank correlation 
coefficients (ρ) has been used to study the relationship 
between (i) D.Os and ABM’s (Sales) opinion and 
policyholders to service rendered by their agents, 
(ii) Social familiarity and business securing ability 
of the agents, (iii) Illegal advantages offered by 
the agents and their business securing ability, (iv) 
Agents behaviour and their business securing ability. 
Co-efficient of determination (ρ 2) has been used in 
most of the cases to indicate the percentage variation 
in the dependent attribute which was accounted 
for by the independent attribute. ‘T-Value’ of rank 

correlation co-efficient (ρ) have been computed to 
judge the significant of these relationships. Test has 
been made at 5% significance level in general and 
at 10% in a single case. ‘Paired t-test’ has been used 
to judge the significant difference between opinion 
of D.Os and ABM (Sales) and policyholders to the 
service sundered by the agents. Test has been made 
at 10% significance level. Chi-Square (X2) [Yates’ 
correctional] has also been calculated for each case.

Finding

 ●  Table 1 shows the rank correlation coefficient (ρ) 
between opinion given by the D.Os and ABM 
(Sales) and policyholders to their agents’ service is 
found to be .30. Calculated ‘t-value’ of ‘ρ’ is 1.64. 
Table value (critical value) of ‘t’ at 10% significance 
level of 19 degrees of freedom is 1.73. Hence, null 
hypothesis is accepted. 

 ●  Table 1 depicts the rank correlation coefficient (ρ) 
between agents’ social familiarity and business se-
curing ability is .39. Coefficient of determination 
(ρ2) is 15%. Calculated ‘t-value’ of ‘ρ’ is 1.84. Table 
of 19 degrees of freedom is 2.09. Hence, null hy-
pothesis is accepted.

 ●  Table 1 portrays the rank correlation coefficient (ρ) 
between ‘illegal advantage’ given by the agents to 
the policyholders and business securing ability of 
them is .43. Coefficient of determination (ρ2) is 19%. 
Calculated ‘t-value’ of ‘ρ’ is 2.10. Table value of ‘t’ 
at 5% significance level of 19 degrees of freedom is 
2.09. Hence, the alternative hypothesis is accepted.

Table 1:  Results of T-Tests of Rank Correlation Coefficients

Attributes
Rank 

Correlation 
Coefficient (ρ)

Coefficient of 
Determination 

(ρ2)

Calculated ‘t-
Value’ of ‘ρ’

Table value (Critical 
Value) of ‘t’ at  

5% Level 

Degrees of 
Freedom (D.F)

Hypothesis 
Accepted/
Rejected 
(Ho/Ha) 

1.DOs/ABM vs. PHs 
Opinion on ‘After 
Sale Service’ (ASS)

.30 ---- 1.64 1.73 19 Ho

2. Social Familiarity 
vs. Business Secur-
ing Ability (BSA)

.39 15% 1.84 2.09 19 Ho

3. Illegal Advantage 
vs. BSA

.43 19% 2.10 2.09 19 Ha

4. Behaviour vs. BSA .50 26% 5.64 2.09 19 Ha

Source: Compiled by Author.
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Table 2:  Results of Paired T-Test

Attributes
Arithmetic 
Mean (D)

Standard Error of 
Difference (SE)

Calculated Value of 
Paired ‘t’

Table Value of ‘t’ at 
10% Significance Level 

of 19 df

Hypothesis Accepted/
Rejected (Ho/Ha)

1. Opinion of D.Os & ABM 
(Sales) and policyholders to 
service (ASS)

1.61 3.44 1.88 1.73 Ha

Source: Compiled by Author.

Table 3:  Results of Chi-Square (χ2) Test

Attribute
Calculated Value of Chi-

Square (χ2)

Table Value of Chi-Square 
(χ2) at 5%  

Significance Level of 2 d.f

Calculated Value of  
Chi-Square (χ2)

Hypothesis 
Accepted/Rejected 

(Ho/Ha)
1. Agents sexual status and Agents’ 
business securing ability

.91 5.99 .19 Ho

Source: Compiled by Author

 ●  Table 1 displays the rank correlation coefficient (ρ) 
between behaviour of the agents and their business 
securing ability of them is .50. Coefficient of deter-
mination (ρ2) is 26%. Calculated ‘t-value’ of ‘ρ’ is 
5.64. Table value of ‘t’ at 5% significance level of 19 
degrees of freedom is 2.09. Hence, the alternative 
hypothesis is accepted.

 ● ‘Paired t-test’ has been used to judge the difference 
between opinion of D.Os and ABM (Sales) and poli-
cyholders to service rendered by the agents are sig-
nificant or not. In this case, Table 2 shows calculated 
value of (a) arithmetic mean (D) is 1.61 (b) standard 
error of difference is 3.44 and calculated value of 
paired ‘t’ is 1.88. Table value of ‘t’ at 10% signifi-
cance level of 19 degrees of freedom is 1.73. Hence, 
the alternative hypothesis is accepted.

 ●  Table 3 shows the calculated value of Chi-Square 
(χ2) of two attributes – (a) agents’ sexual status and 
(b) agents business securing ability (rating) is .91 
after Yates’ correction the value stands as .19. Table 
value of χ2 at 5% significance level of 2 degrees of 
freedom is 5.99.

Conclusions

The study reveals that there exists a negligible relationship 
between opinion of D.Os and ABM (Sales) and 
policyholders on their agents’ service. This relationship 
of opinion is not significant at all. The study reveals that 
‘after sale service’ of LIC of the selected branch is being 

hampered after COVID-19 period. Agents’ business 
securing ability does not significantly depends on  
their social familiarity. Though there exists a  
negligible relationship between agents’ business securing 
ability and social familiarity, but it is not significant at 
all. Study reveals that only 13% of the variation in the 
business securing ability of the agents is due to social 
familiarity of them. It was found that agents’ business 
securing ability does significantly depend on ‘illegal 
advantages’ offered by them. There exists a significant 
relationship between agents’ business securing ability 
and illegal advantages offered by them. Study reveals that 
21% of the variation in the business securing ability of 
the agents is due to ‘illegal advantage offered by them. 
It also proved that there exists a significant relationship 
between agents’ business securing ability and their 
behaviour to policyholders. Agents’ business securing 
ability does significantly depend on their behaviour to 
policyholders. There is 28% of the variation in business 
securing ability of the agents caused because of their 
behaviour to policyholders. D.Os and ABM (Sales) 
and policyholders are significantly differing in their  
opinion to service rendered by their agents. They are not 
very close to their opinion. Sexual status of the agents 
has no influence on their business securing ability.  
Both male and female agents have equal business securing 
ability.

Limitation of the Study 

The study is based on primarily data, collected from 
sample agents, policyholders and administrative  
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personnel of a selected branch of LIC within the 
jurisdiction of West Bengal. It’s a small sample study, 
hence the outcome of the study should not be generalised. 

Implications of the Study

The study reveals a number of weaknesses of the branch 
during the COVID-19 period. In  order to rectify theses 
weaknesses following recommendations have been made:               
 ●  D.Os should require to pay more time and attention, 

by taking any steps to improve their agents after sale 
service to policyholders at present.

 ●  D.Os should not bother about the agents’ social fa-
miliarity at the time of their selection.

 ●  Though it is illegal from the view of LIC to offer il-
legal advantage’ to policyholders, it however, has a 
very positive impact on agents’ business collection. 
Hence, administration should seriously think about 
this matter.

 ●  At the time of selection of agents, D.Os must select 
that person whose behaviour, conduct to each per-
son is very good. Because agents’ behaviour have 
a very positive impact on their business securing 
ability.

 ●  D.Os can select agents’ indiscriminating their gender 
status. Because gender status of agents have no influ-
ence on their business securing ability of the agents.
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Abstract

Surge of digitisation has significantly propelled 
the e-commerce market over the past years, with 
substantial growth expected across over the forecast 
period. Advent of technological innovativeness have 
led to an overall new retail experience for buyers as well 
as suppliers. Increasing continual user enthusiasm for 
online shopping with unparalleled Internet services and 
smartphone penetration rate have significantly boosted 
the overall demand. Latest trends and developments in 
web technologies are expected to pose opportunities 
for the businesses to accordingly strategise their 
business models, and thereby gain a competitive edge 
in the market. In today’s scenario, key market players 
are increasingly focusing on complementing their 
conventional mode of retailing with the upcoming and 
latest online commerce trends.

This paper includes a market study of e-commerce 
across different regions in the world, based on 
estimating, analysing, and forecasting for the period 
of 2019-2025. The paper offers a descriptive study 
on the various market determinants which includes 
the market drivers, challenges, and the future aspects 
of e-commerce market. In addition to these, various 
technological developments in e-commerce market 
along with the impact of the ongoing COVID-19 
pandemic has also been briefly described.

Keywords: E-Commerce, Online, Internet, 
Smartphone, COVID-19, Pandemic
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Introduction 
Over the past few years, e-commerce has speedily 
geared its popularity owing to the convenience and ease 
in exchanging the goods and services across different 
regions in the world. Like other market segments, the 
retail sector is also witnessing considerable revolution 
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owing to the ongoing digitalisation, and the advent of 
advanced technologies (Coppola, 2021). E-commerce 
is becoming an essential part of businesses strategy,  
wherein, it contributes significantly to the economic 
development of a nation. The amalgamation of information 
and communications technology concept in the 
businesses have led to a revolutionisation of relationships 
among individuals and organisations as well as within 
the organisations. Advancements and incorporation 
of technologies such as artificial intelligence and big 
data concepts, in businesses offers mass customisation, 
increase in number of potential customers, along with 
enhanced productivity, and revenue generation of the 
overall businesses. 

The e-commerce industry is anticipated to witness surge 
in growth due to number of other factors such as growing 
Internet services with hi-speed bandwidth, unprecedented 
smartphone penetration, market stability, product 
personalisation and localisation along with declining 
Internet charges. Additionally, increase in seamless 
and uninterrupted Internet services is expected to boost 
the online shopping exposure of consumers thereby 
favourably impacting the overall e-commerce market 
growth. In most of the markets, the consumers are shifting 
their shopping preference towards online platforms, in 
comparison to the brick-and-mortar options. This can 
mainly be attributed to the fact that these modes offer 
varied range of products, excellent customer convenience 
wherein, these offer seamless services to the customers. 
In addition to these, the online shoppers nowadays, 
emphasise on the factors such as assurance and faster 
delivery in their purchase decisions, and e-commerce 
caters to these requirements of the customers (Thakur, 
n.d.). Apart from benefits offered by the e-commerce 
sector to the retailers, it is strategically very essential for 
the firms to position themselves in the market, in order to 
cater to the changing competitive scenario.
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Rising number of small and medium-sized enterprises 
is also expected to propel the e-commerce segment 
growth. For instance, in countries, like India, wherein, 
the initiatives such as “Make-in-India” concept is gaining 
traction, thereby boosting the e-commerce sales as well. 
According to the reports, regions such as North America 
and Asia Pacific are expected to contribute most of the total 
retail e-commerce sales in 2020 (Cramer-Flood, 2020). 
The ongoing COVID-19 pandemic has exponentially 
spurred the growth of online sales and impacted the 
overall consumer behaviour across the world. In order 
to contain the situation, several restrictions, one being 
lockdown across the world, witnessed an increase, due to 
which digital channels became the alternative solutions 
for in-person shopping options. The crisis further boosted 
the overall sales, thereby maximising the profits and 
revenue generated by e-commerce businesses across the 
different regions in the world.

Literature Review

The e-commerce market is expected to witness significant 
rise in demand across both the developing as well as 
developed countries. The retailers nowadays are focusing 
on understanding the consumers purchase patterns, hence, 
they are aligning with the customer’s desire to shop as per 
their convenience and ease. Rising change in consumer’s 
behaviour coupled with the accessibility to reliable and 
cheap technology for safe transactions has significantly 
contributed to the increase in online sales. Additionally, 
factors such as increasing mobile and smartphone 
penetration, is also expected to propel the demand for 
online sales across the world.

The online businesses are also impacted by the upcoming 
technological innovations such as social commerce, 
autonomous vehicles, 3D printing, and analytics. 
In today’s scenario, the companies are focusing on 
making investments in data analytics segment, thereby 
offering personalisation in consumer experiences, and 
hence, improving the real-time insights in consumer 
buying behaviour as well. The firms investing in digital 
operations of their businesses, is expected to offer several 
benefits, few of them being maximised brand awareness, 
increased potential customer base and few more. The 
e-commerce businesses largely depend upon maximising 
the conversion rate, thereby increasing the potential profit, 
overall revenue, and sales. In addition to these, investing 
in the e-commerce stores poses avenues or opportunities 

for the untapped revenue streams for upcoming or new 
businesses.

Classification of e-commerce businesses enables the 
businesses and strategists an insight in the financial as 
well as business aspects of any enterprise. On the basis 
of the services offered, different types of e-commerce 
business models can briefly be described as:
	 ●	 Business-to-Business (B2B): This e-commerce 

model includes the transactions between one 
business to another, thereby leading to high-value 
and high-volume relationship.

 ●	 Business-to-Consumer (B2C): This e-commerce 
model is related to the relationships and transactions 
in between the businesses and end-customers. This 
model relates to the retail trade which takes place 
online, as considered opposite to the physical store.

 ●	 Consumer-to-Business (C2B): This e-commerce 
model enables the consumers to offer different 
services or goods to businesses. The model is 
considerably equivalent to a sole proprietorship 
which caters to a larger business.

 ●	 Consumer-to-Consumer (C2C): The model 
incorporates all the transactions of services and 
goods in between the consumers. These transactions 
are mainly conducted via a third party, which offers 
an online platform for the sales to be accepted 
(e-commerce).

 ●	 Business-to-Administration (B2A): “Administration” 
refers to public governance or administrative 
entities. The model includes dealings in between the 
public administration and organisations. In addition 
to this, the business model also includes varied 
services in segments such as social security, fiscal, 
legal entities, employment documents, and few 
more.

 ●	 Consumer-to-Administration (C2A): This model 
comprises transactions between the public 
governance and individuals. Most of the transactions 
in this model includes inquiring about the zoning 
codes, paying taxes, or fines, and few more.

Among all the above-mentioned business models, B2C  
and B2B are the most prominent types. Every addressee 
of the transaction has various needs, wants, as well as 
business requirements, thereby making the transaction 
totally different from the other categories. These listed 
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models are expected to comprise the same products or 
services, however, their order frequency, quantity, pricing, 
product expectations, fulfilment methods, or barriers 
to entry in the market are expected to be significantly 
diverse.

One of the factors bolstering the growth of e-commerce 
industry includes features such as ease and convenience 
for usage to the consumers. These prove to be essential 
for the consumers because of the fact, that the consumers 
can easily access various information and description 
of the products, via various consumer feedbacks and 
reviews, which helps them to further make their purchase 
results. Nowadays, the consumers emphasise more on 
the ease of payments as well as faster and safe delivery 
of the products. Several online apps offer at-the door 
delivery option, which favourably impacts the choices 
and preferences of the customers. The products are hence, 
easily available via online channels as well, which makes 
it further convenient for the consumers to make their 
choices and opt from the various models. Few benefits 
of e-commerce marketplace are illustrated below briefly:

Benefits of E-Commerce Marketplace

Benefits for Buyers

 ●	 Receiving real-time updated information in terms of 
availability and pricing, thereby making it easier for 
the buyers to get the finest pacts.

 ●	 Buyers can find varied options related to different 
products on a website. This helps the consumers to 
make the comparative study and analysis easily and 
accordingly, make their purchase decisions.

 ●	 It becomes easier for the buyers to find reliable well-
known vendors, thereby enabling them to build a 
strong partnership with them.

Benefits for Sellers

 ●	 These online platforms enable the vendors and small 
store owners who are not sure about establishing 
their own e-commerce websites, or who are not sure 
about minimising the marketing costs, with large-
sized businesses, and accordingly gain distinguish-
ability via their fulfilment selections.

 ●	 These also enables the exchange of estimates be-
tween the old and newer vendors, hence, maintain-

ing the standardisation processes.
 ●	 These acts as a stage for the sales channels to sell 

and market their goods efficiently.
 ●	 The online platforms offer trading in the internation-

al e-marketplace, thereby enabling overseas market-
ing and sales.

Benefits for Businesses

 ●	 An e-commerce platform enables the businesses 
to operate with the charges being cut on products 
which the vendors sell, thereby leading to the in-
crease in profit margins for the same.

 ●	 These platforms offer a transparent buying pattern, 
owing to the fact that the prices and product avail-
ability are all accessible on one platform.

 ●	 Enhanced prospects for both buyers and sellers to 
create a new trading bond within the supply chain.

 ●	 Elimination of time constraints owing to the online 
platforms.

These benefits and feasibility features provided by 
e-commerce is rapidly expected to transform the way in 
which the enterprises are collaborating with each other, 
and with the governments as well as the consumers.  Usage 
of digital or online operations in the small and micro 
enterprises, has a notable impact on the performance 
of the same (Report, 2015). Few of the market players 
and enterprises, are from China or United States.  These 
include: JD.com (China), Amazon.com (US), Dell (US), 
and few others. Table 1 illustrates the list of retailers and 
their overall web sales growth in 2018.

Table 1:   List of E-Commerce Retailers and their 
Web Sales Growth: 2018

Retailer
Web Sales 

Growth
Country

Merchant 
Type

Merchandise 
Category

Amazon.com 20.0 % US Web only Mass 
merchant

JD.com 29.8 % China Web only Mass 
merchant

Suning 
Commerce 
Group Co. Ltd.

32.3 % China Retail
chain

Mass 
merchant

Walmart 38.8 % US Retail
chain

Mass 
merchant

Vipshop Hold-
ings Ltd.

14.5 % China Web only Mass 
merchant

Gome Electri-
cal Appli-
ances Holding 
Ltd.

14.9 % China Retail 
chain

Mass 
merchant
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Hence, the e-commerce enterprises provide notable 
number of potential benefits such as lesser cost of 
dealings for both sellers and buyers, better accessibility to 
the market, enhanced market efficiency, enhanced value 
chains, and few more. However, the businesses engaged in 
selling their goods are expected to witness the challenges 
related to supply and logistics for delivering the goods 
at certain times. Hence, in order to cater to these issues, 
it is essential for the businesses to understand their core 
functionality with significant insights, thereby yielding 
smoother operations and desirable results.

Technological Advancements in E-Commerce 
Market

With the increasing technological advancements, 
businesses, governments, and individuals need to 
synchronise with the same. Internet is considerably an 
important tool in our everyday lives for learning, shopping, 
communicating, and many more. In today’s scenario, the 
businesses are increasingly focusing on connecting with 
their customers online, on digital platforms, thereby 
offering ease and convenience to both buyers as well as 
suppliers. Apart from the expansion of consumer base, 
the different technologies are anticipated to pose as a 
challenge for the e-commerce industry and at the same 
time focus on future growth as well (Palandrani, 2020).

Mentioned below are the few technologies for 
e-commerce:

Analytics

Increasing Internet penetration and adoption of 
smartphones have significantly embraced analytics in the 
businesses. Availability of e-commerce applications on 
different devices, is significantly impacting the overall 
revenue and sales of the products. 

Plenty of consumer data in different businesses such 
as analytics and e-commerce enables the businesses to 
expand, and hence, serve the consumers in a better way. 
Increasing complexity of information from point of 
sales (POS) data, Enterprise Resource Planning (ERP), 
and Customer Relationship Management (CRM), along 
with the rise in the data volume, poses challenge to the 
businesses in terms of obtaining customer behaviour 
insights. Various analytics abilities with the e-commerce 
players includes average order value, conversion ratio, 

and basket size analysis. However, with the increasing 
customer base and changing technological scenario, it 
is becoming an essential factor for the organisations to 
deploy deeper analytic solutions, which offers insights 
regarding the customer experiences. Further, these 
solutions should also encompass complete processes in 
between the vendor management to the supply chain and 
the consumers. 

Hence, the analytics should encompass holistic view 
across all segments in the businesses, thereby offering 
them with better insights, and accordingly help to 
strategise their business decisions.

Payment Gateways

Convenience is one of the most important value 
propositions associated with the e-commerce businesses. 
Secure and efficient payment options are expected to 
contribute to the unparalleled growth of the e-commerce 
market over the forecast period.

Hence, payment gateway holds a significant position 
in today’s digitalised world, in terms of sustainable 
e-commerce future trends. Implementation of payment 
gateways in businesses enables the e-tailers to receive the 
money instantly, thereby reducing the chances of theft and 
fraud while making the payment. The “mode of payment” 
in businesses tend to vary region-wise. For instance, 
according to a study conducted, in the European market, 
digital fund transfers and debit cards hold significant 
share, however, in the US and Canadian markets, credit 
card payment hold significant share.

Artificial Intelligence (AI) Personalisation

Digital commerce is expected to witness an expansion and 
development at an exponential rate. The technological 
advancements enable the marketers to create personalised 
messages and unique advertisements (ads) for customers 
in real-time. This includes the usage of machine learning 
and AI concept for analysing individual behaviours and 
finding out the elements which impacts the purchase 
patterns of the consumers.

The concept of AI nowadays is significantly being 
added by the vendors to transform their businesses. 
Personalisation of AI in the e-commerce businesses, 
enables the companies to perform their market research, 
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operations, as well as the customer engagement processes. 
Few instances wherein AI is profoundly being used in 
the e-commerce segment include the area of inventory 
management, product recommendations, as well as 
personalised shopping. One of the most important aspects 
for the e-commerce web stores nowadays, includes 
offering customised and innovative customer experiences. 
The AI powered e-commerce personalisation solutions 
enables the companies to interact with the customers 
in a realistic manner. AI plays a significant role in the 
businesses, owing to the fact that these hold the potential 
for adaptable and dynamic targeting. This type of targeting 
concept enables the companies to get the right pitch to 
the right consumer on apt platform. The AI companies 
nowadays are emphasising towards transformation 
of e-commerce businesses with unique technological 
solutions. E-commerce vendors are thereby focusing on 
the usage of technology, which offers a higher degree of 
personalisation, thereby treating every customer as an 
individual target segment.

For instance, companies such as “Artificia”, involves the 
practice of discovery tools and visual search, in order 
to link the customer’s choice/interests with individual 
images, thereby recommending the products, which they 
are expected to purchase. In addition to these, “Infinite 
Analytics”, is also engaged in offering AI-powered 
solutions through interaction with users via voice and text 
messages.

Artificial Intelligence Impact on E-Commerce 
Industry

AI enables the businesses to optimise their brand 
attractiveness, and offer enhanced shopping experience 
to the customers. Incorporation of AI offers optimises 
search results and precise product recommendations for 
the buyers, to enable them to make purchases according 
to their needs in minimum clicks. The growing demand of 
AI technology in the e-commerce market is expected to 
precisely and effectively cater to the increasing consumer 
needs and requirements.

The impact of AI on the e-commerce industry is briefly 
illustrated below:
Predictive Analytic Solutions: The AI powered  
e-commerce platforms help in forecasting the buying 
decisions of the consumers such as when will they buy 
something and how much are they ready to spend for the 

same. This is mainly done by observing and gathering 
the data from their earlier purchase orders with the 
help of automated marketing and predictive marketing 
systems. These solutions help in revamping the customer 
experience, thereby increasing the overall customer sales. 
In addition, these solutions also enable the retailers to 
perform their routine tasks in an automated manner. This 
further includes analysing consumer behaviour, and the 
historical data in terms of user-product interactions, thereby 
personalising their experience. Hence, the consumers 
receive personalised recommendations according to their 
searches, thereby enabling the companies to become more 
customer-centric.

Convenience plays a significant role among the consumers 
as well as retailers. Anticipatory shipping is one of the 
latest concepts in e-commerce. For instance, in 2013, 
Amazon patented a “system and method for anticipatory 
shipping”. This concept states that, in spite of reminding 
the customers or relying on inviting them for their past 
purchases, the company is trying a process which owes 
the capability to anticipate a customer’s shopping list and 
accordingly pack and deliver the products to the nearest 
centre, even before the placement of an order. Amazon is 
also the source of the customer psychology which includes 
delight, deals, and discounts. Hence, implementation of 
this concept is expected to lead to tremendous boost in 
sales, and profit margins, along with the rise in customer 
convenience as well.

Demand Forecasting: Understanding the customer 
expectations is one of the significant aspects in any 
business. It is paramount to determine the situations 
which would act as a reason for the clients to change their 
opinions and act differently. The companies are focusing 
on deciding on options which makes the products or 
services very useful to the consumers. The concept of AI in 
e-commerce businesses offer an array of ways to enhance 
the businesses with technological innovations. For 
instance, with the reduction in costs, and the improvement 
of overall supply chain management, IKEA significantly 
poses an edge over to all its competitors in the market. 
IKEA is engaged in offering high-quality of goods at 
nearly 30% lesser cost, in comparison to its competitors. 
With the advent of automated technologies, it is becoming 
easier for the supply chain to gain accessibility to the 
accurate forecasts. The demand forecasting applications 
offer improved data visibility with an efficient risk 
management strategy.
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Solution to Inventory Management Issues: For an 
e-commerce website, inventory management poses to be 
a challenging job. The concept of AI helps in efficient 
monitoring of the inventory level. This can be done via 
going through the historic trends in sales, and future market 
trends, thereby predicting the inventory requirements 
accordingly. AI-enabled inventory management focuses 
on maintaining the stocks on the basis of data relevant to 
(Countants, 2019):
 ●	 Forecasted product demand.
 ●	 Supply-related problems impacting the inventory 

levels.
 ●	 Historic trends in sales.

Managing inventory poses to be one of the prominent 
challenges in the e-commerce industry. Overstocking 
signifies the need for additional capital and running out 
of stock signifies losing the consumers. Incorporation 
of AI models in the businesses enables them to predict 
the inventory requirements with preciseness. In addition 
to these, the businesses can monitor the trends and 
fluctuations, thereby permitting effective inventory 
management.

AI and Big Data technologies are significantly expected 
to reshape the e-commerce industry. These are engaged 
in making it easier for the retailers to provide seamless, 
streamlined, and optimised services to the users. 
Integration of the Big Data concepts and strategies enables 
the businesses to gain a competitive edge in the market. 
However, incorporation of these technologies poses to 
be challenging for the small or medium sized businesses, 
owing to the high investments that these entails.

Recommender Systems: One of the most significant 
usage of AI includes Amazon’s recommendation engine 
for creating recommendations. This concept offers 
personalised web page to the user, the moment they 
visit the Amazon website, thereby benefitting millions 
of users. In addition to Amazon, Netflix also delivers 
nearly 75% of the content to the customers via targeted 
recommendations. A recommender system is noticeably an 
essential concept for the online retailers and e-commerce 
providers. Implementation of these custom solutions 
enables the retailers to understand the user needs, boosts 
user satisfaction, as well as increase the overall sales of 
the companies.

Recommendation of products offer numerous benefits for 
retailers such as:

 ●	 Improvement in sales and customer retention.
 ●	 Personalised shopping experience for the customers 

online.
 ●	 Expansion of the customer base.

Hence, the occurrence of machine learning and AI is 
expected to witness an increase, owing to the fact that 
the retailers are targeting new methods of enhancing the 
customer services. AI and Big Data are the two concepts 
which are being embraced by the e-commerce industries 
in order to optimise their services.

Big Data: The “big data” concept focuses on being a 
productive source of analysis for the historical data and 
present trends to gain enhanced consumer satisfaction. 
Data analysis plays a significant role in creating value to 
the businesses. Incorporation of “Big Data” in problem 
solving solutions enables the business segments to address 
their challenges efficiently. These also enable accessibility 
to larger amounts of data, thereby streamlining the 
operational processes, converting the growth into revenue, 
and hence, expanding their customer base.

Few of the big data solutions which leads to the rise in the 
e-commerce businesses includes:
 ●	 Optimising the Customer Experience: Big data en-

ables the e-commerce businesses to identify the 
browsing history, and consumer behavioural pat-
terns with convenience. The online businesses 
hence, poses an opportunity for re-targeting the con-
sumers by recommending the products on the ba-
sis of their recent purchases or for which they have 
shown interest. The “Big Data” technology also 
helps in expanding the number of consumers to the 
online apps/stores, hence, impacting the overall rev-
enue of the businesses.

  The concept thereby enables the businesses to cre-
ate a 360˚ view of users. Compilation of previous 
offline/online transactions, product reviews, and so-
cial media feedbacks, offers seamless and optimised 
consumer experiences.

	 ●	 Optimising the Pricing of Products: Usage of real-
time analytics in big data enables the retailers to 
offer best prices for goods by tracking via historic 
data.

 ●	 Enhance the Decision-Making on Micro-Moments: 
Nearly 70% of the sales are made via the smart-
phones. Hence, the retailers emphasise on improv-
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ing the micro-moment decisions by being connected 
with the latest technologies related to big data ana-
lytics (Bibrainia, 2020).

Research Methodology 

The key research objectives of the study are: 
 ●	 To identify recent technological developments and 

advancements in the market. 
 ●	 To emphasise on the future aspects and challenges 

in the e-commerce market. 
 ●	 To identify the factors driving the market growth 

and the impact of COVID-19 on the overall e-com-
merce business over the forecast period. 

Enclosed aspects comprise market size and estimates 
of the e-commerce market in terms of revenue over the 
forecast period; as well as segmentation on the basis of 
region covering North America, Europe, Asia Pacific, and 
the Rest of the World (RoW). This helps in determining 
overall size of the market over the forecasted period in 
terms of revenue, get insights about the factors which 
are engaged in propelling the market growth and the 
factors which poses to be challenging in its development. 
Recognising the competitors for e-commerce market 
helps to get an idea about the products and strategies 
offered, as well as web sales growth of these market 
players to sustain in the industry. The given information 
is derived from secondary sources collected and gathered 
via various investor documents, company annual reports, 
and statistics published by various market leaders. The 
data is analysed in view of the following factors: 
 ●	 Demand and supply estimates.
 ●	 Market developments and trends. 
 ●	 Future aspects and opportunities offering insights on 

product commercialisation as well as expansion in 
different regions. 

The analysis is carried out on the basis of the historical 
market data and their respective trends. The data has been 
categorised based on varied parameters such as region, 
product, and application. Methodologies to study the 
gathered data can be illustrated as: 
 ● Top-Down Approach: The data are collected for the 

global scenario and are then separated into different 
entities (which include product/region/application, 
in this case it is based on regional analysis).

 ● Bottom-Up Approach: The data are collected 
and estimated for regional segments and are then 
combined to obtain the global numbers. The data 
are then forecasted on the basis of different market 
initiatives and trends for over the forecast period of 
2019 to 2025. This helps to gain holistic information 
and understand the current market scenario as well 
as future trends of the same.

Analysis

Global Market Overview

Larger markets are expected to activate significantly larger 
investments in the e-commerce innovation and technology, 
thereby boosting the overall market development. The 
e-commerce industry acts as a potential platform for 
trade activities. The e-commerce channels prove to be 
a significant option for various businesses, wherein, lot 
of companies are investing in to expand their business 
segments and cater to the changing consumer needs and 
requirements. Hence, these platforms have revolutionised 
the manner, in which, companies are investing in their 
businesses.

E-commerce industry is anticipated to witness a 
considerable growth in terms of penetration rate, with 
the online share of the retail sector accounting for nearly  
12% in 2017 and rising to approximately 14% by 2018.

One of the factors bolstering the growth of  
e-commerce industry includes the features such as ease and 
convenience for usage among the consumers. Consumers 
can easily access various information and description 
of products along with feedbacks, recommendations, 
and reviews posted online, which helps them to 
further make their purchase decisions. Nowadays, the  
consumers emphasise more on the ease of payments 
as well as safe and faster delivery of products. Hence, 
shifting preferences of the consumers from brick-and-
mortar shopping to online, is significantly expected to 
favourably impact the overall e-commerce businesses. In 
2019, the consumers across the world were engaged in 
spending nearly $9.02 trillion through the online sales, 
which is expected to witness significant growth with a 
CAGR of nearly 14.42%. This has been illustrated in Fig. 
1 below:
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In today’s scenario, the retailers are significantly 
emphasising on the adoption of digital strategies thereby 
gaining benefits from the online platforms, which includes 
personalisation, wider reach, and few more. The companies 
are focusing on efforts to increase the penetration of 
mobile apps to attain significant growth. Few players in the 
market have nearly 50% of their revenue coming from the 
increasing number of mobile apps.

The latest technologies significantly expected to impact 
the online businesses include the incorporation of 3D 
printing, social commerce, and analytics. In today’s 
scenario, in order to offer personalised user experiences, 
the consumers are focusing on investing in data analytics, 
thereby gaining real-time insights for the customer 
purchase patterns and behaviour. Hence, the businesses 
nowadays, are focusing on understanding the consumer 
needs and requirements, thereby also driving marketing 
strategies in a better way.

Regional Segment Analysis

On the basis of geographies, the market is segmented 
into regions of North America, Europe, Asia Pacific, 
Latin America, and Middle East & Africa. Asia Pacific 
accounted for the market share of nearly 40.92% of the 
overall market (see Fig. 2). This is mainly attributed to 
the increasing preferences among the industries to carry  
their operations particularly via the B2B e-commerce 
platform.
North America accounted for nearly 24.99% of the 
total share in 2019, thereby witnessing a considerable 
growth along with the European regions as well. The 
US was valued at $2.03 trillion in 2019 and is expected 
to reach $4.58 trillion by 2025. The food & beverage 
industry, beauty & cosmetics, fashion, personal care, and 
pharmaceutical segments witnessed exponential growth 
particularly during the pandemic period. The consumers 

in the region focus towards essential goods which offers 
click-and-collect fulfilment and reliable delivery of the 
products.

The e-commerce market in Asia Pacific valued at $3.69 
trillion in 2019, is growing at a CAGR of 14.63% over the 
forecast period. This can be attributed to the increasing 
number of Internet users and smartphone penetration in 
the different regions.

The Middle Eastern and Latin American regions are 
expected to witness considerable growth over the 
forecast period, owing to the increasing online shopping 
trends in the region. The Middle Eastern and Latin  
American region witnessed steady growth with CAGR 
of 13.86% and 13.18% respectively over the forthcoming 
years.
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Market Drivers

Increasing Internet Penetration: The digital landscape 
is witnessing continuous evolution. Broadband and 
Internet connectivity has witnessed an increase over the 
past few years. Various countries with the aim to push 
digital economies are working hard towards increasing 
the Internet penetration as well as the deployment of 
LTE (Long Term Evolution) networks. Technological 
advancements in the consumer appliances or goods 
industry have pushed end-users to adopt fast broadband 
connections or mobile internet across the globe.

The number of individuals using Internet have witnessed 
surging rise in demand over the past year.

Few Statistics Related to Internet Penetration: 2019
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 ● There are nearly 5.11 billion unique mobile users 
across the different regions of the world.

 ● As per the statistics, there were approximately 4.39 
billion Internet users in 2019. 

 ● Social media users comprised nearly 3.48 billion 
in 2019, wherein, the total across the world were 
approximately 288 million since the last year. 

In 2017, developing countries accounted for the majority 
of Internet users with about 2.6 billion users compared to 
1.19 billion users in the developed countries. However, 
in terms of penetration, the developing countries only 
had 43% penetration while developed countries enjoyed 
a staggering 84% Internet penetration in 2017. Advanced 
mobile networks such as LTE have reached about 58% of 
the global population.

Fig. 3 illustrates the total number of Internet users over 
the period 2017-2019.

Figure 3: Total Number of Internet Users Globally (in Billions) 

 

Source: Kemp, 2019. 
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Impact of COVID-19 on E-Commerce Businesses

Before the pandemic crisis, factors expected to boost 
the growth of e-commerce market included growing 
awareness in terms of online shopping, increasing internet 
penetration, rising online launch of products, and lesser 
price due to bulk purchase. In addition to these, growing 
number of selective products in the market along with 
lesser prices of goods due to the economies of scale and 
direct distribution channels significantly contribute to the 
growth of the overall e-commerce market in the world.

However, ongoing COVID-19 situation, led to the 
adoption of stringent measures such as staying at home 
requirements, and social distancing norms in all the 
regions, thereby fuelling the demand for online shopping 
among the consumers. During pandemic, the entire world 

was forced to witness the lockdown situation, impacting 
several businesses across the different industries in the 
world. However, e-commerce industry has witnessed a 
surging rise during this ongoing crisis, wherein, it has 
helped millions of people stay at home and at the same time 
make their purchases with much ease and convenience.

The ongoing crisis highlighted the trend towards adoption 
of social media, which thereby impacted the overall 
growth in sales via different e-commerce websites. The 
consumers have increasingly shifted their purchase 
preferences towards online mode rather than the brick-
and-mortar mode. The crisis has led to a change in the 
overall sales structures of the businesses by nearly 
65% (United Nations, 2020). B2C and B2B sales of 
goods witnessed a boost in demand for certain products 
owing to the ongoing crisis (Organization, 2020). Non-
perishable foodstuffs, household essentials, as well as 
medical supplies (such as disinfectants, surgical masks, 
and hand sanitisers) were considerably stockpiled during 
the pandemic. The homebound consumers were forced to 
entertain themselves and communicate remotely, and the 
businesses were challenged with teleworking processes. 
These led to the surge in online purchase of goods, thereby 
propelling the demand for varied range of digital services 
as well. Increasing number of customers for the adoption 
of digital services has further boosted the suppliers of 
telecommunication and services operators to expand 
their network capacity and hence, accordingly offer free 
service and data packages in the market. Owing to the 
fact that this ongoing crisis has made the online shopping 
trends gain an enormous rise, businesses can thereby gain 
significant advantage over their competitors by offering 
products which are not otherwise available at the stores.

Various campaigns and advertisements for using 
e-commerce services during the crisis situation have 
significantly improved the consumer awareness about 
the different e-commerce opportunities. The businesses 
thereby have better incentives to exploit on these growth 
trends via increased presence or online marketing or 
onboarding on third-party marketplaces. Few businesses 
are also focusing on expanding their global online 
presence by acquiring new skills for online marketing. In 
addition to these, at the same time, in few cases, reduced 
liquidity has also augmented uncertainty about the future, 
thereby forcing the businesses to considerably remain 
afloat with enhanced efficiency. This includes controlling 
expenses, reviewing of internal operations, as well as 
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reducing redundant transactions. In today’s scenario, 
the businesses relying on different physical distribution 
networks are emphasising on the adoption of digital 
distribution plans (using online marketplaces), thereby 
reducing the supply costs for various suppliers.

However, supply chain issues and uncertain consumer 
demand are expected to impact the e-commerce industry. 
The COVID-19 pandemic has significantly impacted the 
markets for various products. This health crisis is posing 
serious threats to the global finance, trade, and economy. 
The global supply chain has also been facing disruptions 
owing to the surge in market demand. The manufacturers 
depend on a complex global supply chain which is mostly 
centred around. The impact of coronavirus is anticipated 
to disrupt the supply chain of the manufacturing and 
industrial sectors, thereby causing the weakening of 
imports and the export of goods and services across 
different regions in the world. In addition to this, risk 
aversions are also witnessing a significant rise in the 
financial markets.

Future of E-Commerce

In today’s scenario, business models are increasingly 
having a significant impact across the e-commerce 
market and retail value chains. Over the past few years, 
the consumer expectation and behaviours had witnessed 
evolution. However, the COVID-19 pandemic has left 
significant and lasting mark on the consumer landscape. 
The technology which otherwise would have taken 
years to be incorporated, happened within weeks. The 
businesses shifted from offline or brick-and-mortar stores 
to online platforms. The crisis altered the importance 
and role of digital experiences in the customers lives. In 
today’s scenario, the consumers are emphasising on the 
ease of usage, speed, immediacy along with intuitive 
digital experiences across different devices and channels. 
Hence, the businesses or the brands catering to such 
expectations are witnessing maximum profits.

Due to the lockdown situations across different regions, 
several and retailers were forced to shut down their 
businesses. However, at the same time, the e-commerce 
market experienced an all-time exponential rise within 
few weeks. This record acceleration in the market was 
powered by the global retail giants, and wholesalers, 
thereby boosting the overall consumer acquisition costs. 
The retail e-commerce sales growth across different 
regions in 2020 is illustrated in Fig. 4.

Figure 4 Retail e-Ccommerce Sales Growth (Region-wise) 

 

Source: eMarketer. 
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Fig. 4.  Retail E-Ccommerce Sales Growth  
(Region-Wise)

The retail sector is expected to undergo an unparalleled 
wave of revolution. E-commerce as a percentage of retail 
sales across the world is expected to witness a surge over 
the forecast period. With the upsurge in COVID-19 cases 
since last year, the consumers have shifted towards the 
online shopping mode. The cross-border e-commerce 
sales witnessed an increase of nearly 21% from Jan-
June 2020, with sales of luxury products goods rising 
by approximately 39% (Evans, 2020). For instance, in 
the United States, the consumers bought more from the 
e-retailers outside of their country. The cross-border web 
sales witnessed a growth rate of nearly 7% year-on-year 
(YOY) in April, and approximately 42% in May, thereby 
contributing to an increase in the total of cross-border 
e-commerce growth from January to mid of June in 2020 
in the US. Similarly, the regions of Western Europe, 
witnessed a growth rate of nearly 23% and 30% YOY in the 
cross-border e-commerce sales respectively in the months 
of April and May, thereby leading to approximately 9.5% 
increase by mid of June.

In order to capitalise the e-commerce businesses and to 
overcome competition, it is thereby essential to optimise 
trade across different channels such as retail, social media, 
and online marketplaces. Retail closures, travel bans, and 
lockdowns, hence, propelled the retailers to shift their 
businesses towards online mode, hence competing on the 
changing scenario and the consumer experiences.

Market Challenges

The e-commerce industry is significantly being driven 
by the shifting consumer preferences in terms of 
convenience, payment, and delivery options of products. 
However, there are several challenges also being faced by 
the e-commerce industry.
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Poor Digital Marketing Skills: Unlike the conventional 
media (advertisement space or purchased airtime), the 
social media platforms such as Twitter, Facebook are free. 
However, lack of marketing skills in relation to social 
media platforms are expected to impact the organisation’s 
brand sales, equity, consumer retention, and acquisition.

Security Concerns: In today’s scenario, with the 
advancement in technology, the online fraud attacks are 
significantly expected to be higher. The sophistication 
and complexity of these attacks are on rise, but these also 
weigh heavily on the customers who do not make online 
transactions. The security in the e-commerce market poses 
to be similar to that of the cyber security. The e-commerce 
security strategies are engaged in dealing with only two 
key issues (Ladan, 2014): 
 ● Achieving secured transactions between the sellers 

and consumers.
 ● Protecting the business network integrity.

Few of the dimensions related to the same are mentioned 
below:
 ● Authentication: It is very essential to make sure that 

only authorised people are allowed to log on to the 
organisations.

 ● Confidentiality: Confidentiality poses to be an es-
sential dimension in the online-shopping mode. The 
sensitive information and data given by the consum-
ers’ needs to be encrypted so that these are not easily 
broken.

 ● Integrity: Integrity plays a crucial role in under-
standing that the information or data are not tam-
pered or modified by any unauthorised persons and 
are also not used without the users’ consent.

Compliance with Health and Safety Regulations: 
Growing number of small packages ordered directly to 
the consumers poses to be a challenge. This can be with 
respect to the compliance of safety and health regulations 
in the importing countries, as well as with respect to 
offering protection for the worker’s health who are 
inspecting and handling the goods. In some instances, the 
regulatory authorities and agencies engaged in assessing 
the product conformity with such regulations are not 
prepared to inspect larger volumes of packages, via courier 
or postal services. In addition to these, the disruptions in 
the logistics chain have also been significantly altered 
due to the ongoing pandemic situation. All of these 

factors together have posed as a challenge for the border 
authorities at the international level to determine the 
risks involved in every transaction in terms of regulatory 
barriers, and Technical Barriers to Trade (TBT), for the 
different goods.

Conclusion

In today’s scenario, the e-commerce market is witnessing 
exponential growth in different regions of the world, wherein 
the tech savvy retailers need to constantly stay updated with 
the latest trends and innovativeness in the market. It is very 
essential for the retailers to invest in the customer experience 
in order to gain profitability in their businesses. The rising 
growth of the overall e-commerce market can mainly be 
attributed to the changing consumer shopping preference 
scenario, which includes delivery speed, discounted shipping, 
along with the easy availability of products and their wider 
ranges as well. Intense usage of social media and number 
of smartphone users is also expected to propel the demand 
for online purchasing among the users. The companies and 
individuals towards selling and purchasing the products via 
B2B e-commerce platform is gaining traction across the 
world. In addition to these, the B2B e-commerce companies 
are witnessing surge in the market owing to the fact that these 
platforms offer new possibilities to the sellers and buyers 
along with the reduction in their inventory and operational 
costs as well.

The leading market vendors focus on incorporating 
strategies, such as merger & acquisition strategy, strong 
focus on the R&D sector, along with the expansion of 
their business segments via acquisitions as well. The 
retailers nowadays are focusing on implementing unique 
strategies in their businesses, to cater to the changing 
competitiveness in the market.

Key takeaway statements from this paper are:
 ● E-commerce businesses are efficient, reachable as 

well as profitable.
 ● In 2019, Asia Pacific accounted for the largest 

market share which was nearly 40% of the overall 
e-commerce market. This is mainly attributed to the 
expansion of products and several start-ups in the 
regions such as India, and China which significantly 
emphasises on the innovative techniques of research 
techniques, marketing, and advertising their 
products.
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 ● Europe and North America are expected to show sig-
nificant growth in the overall e-commerce market. 

 ● The e-commerce market is highly fragmented and 
is expected to witness fierce competition over the 
forecast period. The companies are engaged in in-
corporating various strategies in order to sustain 
their presence and cater to the changing competitive 
scenario.

References
Bibrainia. (2020). Big data use cases in e-commerce 

industry. Bibrainia.
Coppola, D. (2021). E-commerce worldwide:  Statistics 

& facts. Statista.
Countants. (2019, May 10).  How	artificial	intelligence	is	

transforming the e-commerce industry. 
Cramer-Flood, E. (2020). Global e-commerce 2020. 

eMarketer.
Maynes, E. S. (1976). Decision making for consumers: 

An introduction to consumer economics. New York: 
Macmillan.

e-commerce, T. O. (n.d.). Bloomidea.
eMarketer (n.d.). Global ecommerce 2020. 

Evans, K. (2020, July 28).  Global cross-border ecom-
merce grows 21%. Digital Commerce 360. 

Joines J. L., Scherer, C., & Scheufele, D. A.  (2003). 
Exploring motivations for consumer we use and their 
implications for e-commerce. Journal of Consumer 
Marketing, 20(2),  90-108.

Kemp, S. (2019, January 31). Digital 2019: Global digi-
tal overview. 

Ladan, M. I. (2014). E-commerce security issues, in future 
internet of things and cloud. FiCloud, 197-201.

Organization, W. T. (2020, May). E-commerce, trade and 
the COVID-19 pandemic. 

Palandrani, P. (2020, October 26). E-commerce: Entering 
the next wave of growth. 

Report, I. E. (2015). Unlocking the potential of e-com-
merce for developing countries. UNCTAD.

Thakur, A. (n.d.). Impact of mood of the millennial cus-
tomers on purchase of apparels online. Optimizing 
Millennial Consumer Engagement with Mood 
Analysis, 240-266. IGI Global. 

United Nations. (2020, December). COVID-19 and e-
commerce impact on businesses and policy respons-
es. Geneva: United Nations.



Abstract

The main purpose of the study is to validate the 
dimensions of environmental turbulence, government 
support, and organisational performance of 180 SMEs 
functioning in the UT of J&K. Owners/managers/
partners/departmental heads of 180 SMEs were 
contacted for data collection through questionnaire. 
Exploratory factor analysis and confirmatory factor 
analysis were used for data reduction and confirming 
the factors emerged. Hypothesised relationships were 
checked through structural equation modelling. The 
results established volatility, uncertainty, complexity, 
and ambiguity (VUCA) as dimensions of environmental 
turbulence. Further, the impact of environmental 
turbulence and the role of government support 
significantly moderates organisational performance.

Keywords: Environmental Turbulence, VUCA, 
Organisational Performance
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Introduction 
Environment turbulence has been acknowledged as 
the most significant trait of businesses, and thus, it is 
imperative for organisations to continuously scan their 
external business environment with respect to changes 
in market, technology, and product (Guo & Wang, 2014; 
Bennett & Lemoine, 2014) for gaining competitive 
edge and long-term sustainability. It is the amount of 
uncertainty, which requires not only resources but its 
management to reverse any negative consequences 
affecting the performance of an organisation (Bekerom, 
Torenvlied & Akkerman, 2016). Environment turbulence 
comprises market turbulence, technological turbulence, 
and competitive intensity. Market turbulence is the speed 
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of change in the preference of customers for products, 
unpredictable change in technology, and competitive 
intensity affecting the level of competition in the industry 
(Turulja & Bajgoric, 2018). However, Ungureanu, 
Bertolotti and Macri (2018) and Bennett and Lemoine 
(2014) described volatility, uncertainty, complexity, and 
ambiguity, i.e. VUCA, as the four major dimensions 
of turbulent environment that influence the firm’s 
performance. Firm’s performance is a multi-dimensional 
construct that holds an essential position in both public 
as well as private companies. Almatrooshi, Singh and 
Farouk (2016) defined it ‘as the performance of an 
organisation in comparison to its objectives and goals’. It 
can be defined as the performance of a firm with regard 
to its competitors in the industry, product or service 
quality, employees’ satisfaction and retention, customer 
satisfaction, and market performance (Sheehan, De Cieri, 
Cooper & Brooks, 2016). However, it is often restricted 
to financial indicators such as return on investment 
(ROI), return on asset (ROA), return on equity (ROE), 
sales, profit, and so on. Ho, Ahmad and Ramayah (2016) 
recommended that both financial as well as non-financial 
performance indicators should be taken into account for 
effective measurement of firm performance.

Small and Medium Enterprises (SMEs) are acknowledged 
as the backbone of the economy across nations around 
the world for their contribution towards the economic 
growth and development. Their growth mainly depends 
on government support and developmental policies, 
as it enhances the potential of SMEs to grow, and also 
provides support in overcoming crisis (Ibrahim, Keat & 
Abdul-Rani, 2017). Xiang and Worthington (2017) stated 
that financial support in the form of grants, subsidies, 
and tax benefits from the government helps SMEs in 
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improving their performance. In fact, the critical role 
that SMEs are playing in a developing economy can 
be realised only if the government frame supportive 
policies that provide them easy access to capital, advance 
technology, training and skill development programmes, 
and so on (Ntiamoah, Li & Kwamega, 2016). However, 
the literature on moderating role of government support 
in the relationship between turbulent environment and 
organisational performance has not been found in the 
context of Indian SMEs. Thus, the present paper would be 
focusing on the moderating role of government support in 
the said relationship.

Review of Literature

The vibrant and dynamic challenges present in the 
business environment are threatening the competitiveness 
and sustainability of organisations (Turulja & Bajgoric, 
2018). Bennett and Lemoine (2014) designed VUCA 
framework for explaining this type of turbulent business 
environment. However, the extant literature is not only 
limited, but sparsely touches different dimensions of 
environmental turbulence in a particular country’s 
context. For instance, Chiang et al. (2018) in their study 
examined the role of volatile business conditions on 
the performance of employees in the USA; Wilden and 
Gudergan (2015) measured environmental turbulence by 
means of change in market, technology, and competitive 
index in Australia; and few others have regarded 
uncertainty as a measure of environmental turbulence in 
Palestine, Brazil and China, and the USA, respectively 
(Ramadan & Ahmad, 2018; Brito et al., 2017; and Parnell 
et al., 2015). Further, a significant moderating effect 
of environmental turbulence on EO (entrepreneurial 
orientation) and organisational performance was found 
by Pratono and Mahmood (2015). Moreover, government 
schemes, policies, and financial support in various forms, 
like tax benefits, direct and indirect subsidies, grants, 
and so on also affect performance of SMEs (Xiang & 
Worthington, 2017; Eniola & Entebang, 2015). Mukherji 
and Mukherji (2017) examined the role of environmental 
uncertainty on financial performance and found that 
environmental uncertainty, strategic business activities, 
and strategic orientation are the key drivers of a firm’s 
performance. Based on the above mentioned literature, 
it has been observed that there is a dearth of literature 
highlighting the relationship between environmental 
turbulence, government support, and organisational 

performance. During the last few decades, the SME sector 
has emerged as one of the most growth-oriented sectors, 
and has contributed much towards the economy of India 
(MSME Report, 2019). In spite of this, the sector is facing 
hardships due to lack of resources and uncertainty in the 
business environment. Further, the existing literature 
has hardly touched the VUCA aspect of environmental 
turbulence, and that too in developed countries like 
the USA, Australia, China, and so on. Limited studies 
have been taken up in developing countries like India, 
Zimbabwe, Nigeria, Kenya, Iran, and so on. Thus, the 
present study is an endeavour to study the VUCA aspect 
of environmental turbulence and the role of government 
support in environmental turbulence and performance 
relationship in SMEs operating in the UT of J&K.

Theoretical Framework and Hypotheses 
Development

On the basis of reviewed literature, Fig. 1 shows a 
framework indicating the moderating effect of government 
support on environmental turbulence–organisational 
performance relationship.

 

 

 

 

 

 

 

 

 

Fig. 1: Proposed Model of the Study 
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Hypotheses Development

Frequent changes in technology, globalisation, varying 
demands of customers, policies of government, increased 
competition, and so on, have created a turbulence in 
the business environment (Turulja & Bajgoric, 2018). 
Environmental turbulence is the extent of unpredictable 
and volatile change in the business environment, and 
several studies on environmental turbulence have 
attempted to recognise its various aspects. For instance, 
Turulja and Bajgoric (2018), in their study on SMEs, 
have considered competitive index or intensity, market, 
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and technological turbulence as the major dimensions of 
a turbulent environment, which significantly influence 
organisational performance. Further, Hu et al. (2018) 
and Guo and Wang (2014) have taken into account 
only technology and market turbulence as measures 
of environmental turbulence. Moreover, Bennett and 
Lemoine (2014) highlighted that VUCA factors can be 
used to measure environmental turbulence. Additionally, 
Mukherji and Mukherji (2017) measured the impact of 
environmental uncertainty on financial performance, 
and revealed that strategic orientation, strategic business 
activities, and environmental uncertainty are the key 
indicators of firm’s output. Based on the above literature, 
the present study hypothesises that

H1: Environmental turbulence is significantly  
spredicted through volatility, uncertainty, complexity, and 
ambiguity.

Organisational performance has been acknowledged as 
the most important source of measuring an organisation’s 
success. Mukherji and Mukherji (2017) have also 
established that organisations showing a positive attitude 
towards environmental change and uncertainty have 
enhanced their financial performance. Furthermore, 
SMEs having good knowledge, management capabilities, 
and a better understanding of the market in such turbulent 
conditions are reflecting better organisational performance 
(Ha & Lo, 2018). Chiang et al. (2018) in their study 
investigated the role of business volatility on employees’ 
performance, and concluded that employees work hard 
in more volatile conditions, which ultimately results in 
improved performances. Moreover, Parnell et al. (2015) 
have also established a significant effect of environmental 
uncertainty, strategic capabilities, and competitive strategy 
on SMEs’ output. Furthermore, increased turbulence in 
the market, technology, and competitive intensity will lead 
to more innovation in products and processes, resulting 
in improved organisational performance (Turulja & 
Bajgoric, 2018). Thus, the next hypothesis is

H2: Environmental turbulence significantly impacts 
organisational performance.

SMEs are contributing to a great extent towards the 
economic growth and development of a country, by 
providing ample employment opportunities, which 
helps in the reduction of poverty and wealth creation 
(Peter et al., 2018). Despite this, the sector is still facing 
difficulties due to lack of financial support (Eniola & 

Entebang, 2015). Thus, government support and attention 
is required to fully extract the potential and performance 
of SMEs. Financial support in various forms, like grants, 
subsidies, and so on from the government plays a key 
role in easing out financial constraints faced by SMEs, 
resulting in better performance (Xiang & Worthington, 
2017). Ntiamoah et al. (2016) and Peter et al. (2018) 
also established the fact that the SMEs’ performance is 
significantly influenced by government support. On the 
basis of the above background, it is hypothesised that

H3: The relationship between environmental turbulence 
and organisational performance is moderated by 
government support.

Rationale of the Study

During the last few decades, the SME sector has emerged 
as one of the most growth-oriented sectors, and has 
contributed much towards the economy of India (MSME 
Report, 2019). In spite of this, the sector is facing 
hardships due to lack of resources and uncertainty in 
the business environment. Further, the existing literature 
has hardly touched the VUCA aspect of environmental 
turbulence, and that too in developed countries like 
the USA, Australia, China, and so on. Limited studies 
have been taken up in developing countries like India, 
Zimbabwe, Nigeria, Kenya, Iran, and so on. Thus, the 
present study is an endeavour to study the VUCA aspect 
of environmental turbulence, and the role of government 
support in environmental turbulence and performance 
relationship in SMEs operating in the UT of J&K.

Research Methodology and Design

Primary and secondary data have been used in the study. 
The owner, partners, directors, managers, and departmental 
heads of SMEs operating at Digiana, Gangyal, and Bari 
Brahmana Industrial Estates in the UT of J&K were used 
to generate primary information. Secondary data were 
extracted from research journals related to the topic and 
annual reports of SMEs. A list of functional SMEs was 
taken from the District Industries Centre (DIC), Jammu, 
and simple random sampling was used in reaching the 
respondents from 180 SMEs using a self-administered 
questionnaire. Only 150 valid responses were received, 
representing a response rate of 83%. A questionnaire 
was prepared after reviewing existing literature and 
discussion with subject experts. It was sub-divided into 
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two components, where the first component contained 
general information about the unit, namely name, year 
of establishment, turnover, profile of respondent, age, 
status, qualification, experience, and so on. The second 
component included information regarding the constructs 
used in the study. The information was elicited through a 
five-point Likert scale (1<5), where 1 indicates strongly 
disagree and 5 indicates strongly agree. Carson et al. 
(2012) scale was used for measuring volatility and 
ambiguity, and uncertainty was measured by using a scale 
developed by Mukherji and Mukherji (2017) and Li and 
Liu (2014). Items for measuring complexity were taken 
from Azadegan et al. (2013) and Bozarth et al. (2009), 
and organisational performance was measured using 
financial and non-financial indicators used by Ha and Lo 
(2018), Ho et al. (2016), and Prieto and Revilla (2006). 
EFA was used to summarise the factors, and the validity of 
the factorial structure was checked through confirmatory 
factor analysis. Cronbach’s alpha, construct reliability, and 
construct and discriminant validity were used to establish 
the reliability and validity of the constructs. Hypotheses 
were tested using structural equation modelling.

Operational profile of SMEs under study constituted 
48 micro units, 84 small units, and 18 medium units. In 
terms of ownership, 69 are under sole proprietorship, 30 
are partnership firms, and 51 are registered as private 
companies. Unit-wise, 32% have annual sales less than 
Rs. 5 crores, 56% between Rs. 5-Rs. 75 crores, and around 
12 per cent above Rs. 75 crores. In terms of investment in 
P&M, 30% of the firms have P&M below Rs. 25 lakhs, 59% 
between Rs. 25 lakhs-Rs. 5 crores, and 11 per cent above 
Rs. 5 crores. With regard to the number of employees, 
around 60% of the firms have less than 50 employees, 30% 
have 50-100 employees, and ten per cent have more than 
100 employees. Gender-wise, the percentage of male and 
female respondents were 96 and four, respectively. Out 
of them, 5% respondents had completed their 12th grade, 
55% were graduates, and 40% were post-graduates. Age-
wise distribution of respondents: two per cent below 25 
years of age, 26% between the ages of 25 and 35 years, 44 
per cent between the ages of 35 and 45 years, and 28 per 
cent above 45 years. Regarding experience in industry, 
the respondents with work experience less than ten years 
made up 29 per cent, 10-20 years constitute 40 per cent, 
22 per cent between 20-30 years, and nine per cent had an 
experience of above 30 years. With respect to domicile or 

background of respondents, 96% were local residents of 
J&K, while 4% were non-locals.

Data Analysis and Interpretation

Results from EFA

EFA (SPSS 20 version) was run to summarise and reduce 
the data to a set of manageable factors. Volatility emerged 
with three factors having seven items, and explained 
77.509% variance; uncertainty came with 12 statements 
grouped under three factors, with 66.545% variance 
explained; complexity comprised ten statements under 
three factors, with 69.185% variance explained; ambiguity 
consisted of eight items under three factors, with  
80.194% variance explained; and organisational 
performance came out with two factors, with 66.770% 
variance explained. A description of these VUCA 
dimensions is as follows:

Volatility

Under this dimension, three factors emerged, namely 
‘Factor 1’, ‘Factor 2’, and ‘Factor 3’ (Table 1a). Factor 1 
includes three items with good communalities and Eigen 
values, namely ‘Technology provides big opportunities’, 
‘Consumer research helps in positioning’, and ‘Important 
to have latest technology’. The most important item, with 
0.859 factor loading, was ‘Consumer research helps in 
positioning’. Other items were ‘Technology provides 
big opportunities’ (0.852) and ‘Important to have latest 
technology’ (0.773). This result shows that technological 
changes and having the latest technology in the industry 
is a major source of attaining a competitive advantage 
over other SMEs, as this technological knowledge can be 
integrated in the production process, which would assist 
firms in outperforming their counterparts.

The second factor emerged with two items, viz. ‘Change 
in government regulations’ (0.907) and ‘Technological 
changes impact sales and profitability’ (0.896). Similarly, 
the third factor comprised two items; one of the 
contributing items was ‘There has been an increase in the 
number of competing firms in the industry’ (0.821). This 
result indicated that even in volatile conditions, SMEs are 
expanding, and it is important for them to have updated 
knowledge about their customers’ preferences.
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Uncertainty

Uncertainty emerged with three factors containing 12 items 
(Table 1b). Factor 1 comprised five items with high factor 
loadings and communality values. The most contributing item 
was ‘Difficulty in predicting any changes in the marketplace’ 
(0.853), followed by ‘Difficult to predict customer needs and 
preferences’ (0.848). This shows that there is great uncertainty 
with respect to market and customer needs and preferences, 
and thus, it is important for these industries to stay updated 

with market condition and customers’ preferences. Likewise, 
Factor 2 contained five items regarding the awareness and 
knowledge of methods of production, marketing channels, 
market trends, and government laws and regulations. The 
results depicted that the managers and owners of SMEs are 
very much aware of these market issues, and it helped them 
in adapting to uncertain conditions. Factor 3 emerged with 
two items, namely ‘Uncertainty with respect to prices of 
inputs’ (0.896) and ‘Uncertainty regarding the availability of 
inputs’ (0.894).

Table 1a: Result of Factor Analysis for Volatility

Factor-Wise Dimension Mean S.D F.L VE Alpha (α) E.V CV
Volatility
F1: Technological Volatility 30.034 .771 2.102
(Vol9) Periodical consumer research would help in product positioning 4.35 .644 .859 .799
(Vol3) Technological changes provide big opportunities 4.42 .534 .852 .808
(Vol5) It is important to have the latest technologies in the product 
domain

4.51 .642 .773 .661

F2: Regulatory Changes 26.066. .819 1.825
(Vol13) Changes in government regulations are quite frequent 3.77 .669 .907 .825
(Vol15) Technological changes impact sales and profitability 4.01 .579 .896 .832
F3: Market Volatility 21.409 .544 1.499
(Vol8) Information about customers quickly became outdated 3.37 .638 .858 .789
(Vol12) There has been an increase in the number of competing firms 
in the industry

4.09 .354 .821 .712

Note: Kaiser-Meyer-Olkin (0.519); BTS (364.896); df = 21; sig. = 0.000; extraction method – PCA; varimax with Kaiser Normalisation; rotation 
converged in four iterations.

Table 1b: Result of Factor Analysis for Uncertainty

Factor-Wise Dimension Mean Standard 
Deviation

Factor 
Loading

Variance 
Explained

Alpha
(α)

E.V CV

Uncertainty
F1: Market Uncertainty 28.346 .867 3.402
(Unc12) Difficulty in predicting any changes in the marketplace 3.07 1.04 .853 .756
(Unc9) Predicting changes in customer needs and preferences are difficult 2.77 .883 .848 .841
(Unc5) Demand for innovative goods and services is difficult to pre-
dict

2.84 .990 .808 .730

(Unc4) Constraint to forecast level of industrial technology in the 
next two to three years

2.62 1.06 .745 .675

(Unc1) Competitor actions are difficult to predict 3.50 .564 .693 .591
F2: Uncertainty over Market Trends 20.404 .705 2.448
(Unc13) Your knowledge of emerging marketing channels and physi-
cal distribution is inadequate

2.20 .623 .708 .693

(Unc6) Demand forecasting techniques are inadequate 3.00 .732 .707 .676
(Unc7) Change in taxation policies impacts firm performance 3.96 .432 .675 .596
(Unc14) You are unaware of new methods of promotion 1.77 .545 .670 .563
(Unc8) Uncertainty about national laws and regulations affects the 
business sector

4.04 .211 .597 .594

F3: Price and Input Uncertainty 17.795 .835 2.135
(Unc11) The firm faces uncertainty with respect to prices of inputs, 
raw materials, and components

3.89 .743 .896 .808

(Unc10) Your organisation faces uncertainty regarding availability of 
inputs, raw materials, and components

3.26 .679 .894 .863

Note: Kaiser-Meyer-Olkin (0.654); BTS (1011.764); df = 66; sig. = 0.000; extraction method – PCA; varimax with Kaiser Normalisation; rotation 
converged in five iterations.
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Complexity

It emerged with three factors, namely ‘Factor 1’, ‘Factor 
2’, and ‘Factor 3’, with ten items having factor loading and 
communalities above 0.5 (Table 1c). Factor 1 comprised 
six items relating to ‘Change in method of production’, 
‘Heterogeneity in taste and preference’, ‘Intense 
competition’, and ‘Availability of number of products’. 
The results showed that as the number of SMEs is rising 

and the competition is getting intense, it is necessary for 
firms to adopt new methods of production in order to stay 
competitive in this complex business environment. Two 
items emerged under ‘Factor 2’, and two under ‘Factor 
3’. Overall, the results indicated that SMEs are facing 
complexities due to the increasing number of firms, 
competition, heterogeneous demand of customers, non-
availability of raw materials within geographical limits of 
the UT of J&K, and so on.

Table 1c: Result of Factor Analysis for Complexity

Factor-wise Dimension Mean
Standard 
Deviation

Factor 
Loading

Variance 
Explained

Alpha
(α)

E.V CV

Complexity
F1: Demand for Diverse Industrial Products 32.610 .831 3.261
(Com7) A change in the method of production is required to 
remain competitive

3.90 .552 .882 .809

(Com8) The taste and preferences of customers are heteroge-
neous

4.06 .412 .767 .608

(Com1) Competition in our industry is intense 4.01 .448 .736 .605
(Com12) You seek short lead time in design of supply chains 3.93 .341 .719 .663
(Com2) There are many ‘promotion wars’ in your industry 3.91 .447 .640 .516
(Com6) There are many products available in the market 3.98 .433 .583 .561
F1: Low Entry Barriers 18.454 .757 1.845
(Com5) Market position is frequently endangered due to low 
entry barriers

3.79 .651 .870 .778

(Com3) New competitors are emerging fast 3.67 .631 .849 .762
F3: Unrestricted Competitors & Suppliers 18.121 .726 1.812
(Com9) Diversity in marketing tactics are required to remain 
competitive

4.42 .508 .894 .816

(Com13) Your organisation prefers on-time delivery from your 
suppliers

4.22 .891 .878 .800

Note: Kaiser-Meyer-Olkin (.635); BTS (638.413); df = 45; sig. = 0.000; extraction method – PCA; varimax with Kaiser Normalisation; rotation 
converged in four iterations.

Ambiguity

Ambiguity emerged with three factors comprising eight 
items with high factor loadings and communalities 
(above 0.7), as shown in Table 1d. Factor 1 comprised 
three items, namely ‘Relationship between environmental 
variables is difficult to predict’ (0.853), ‘Clarity about 
decisions’ (0.824), and ‘Uncertainty about environmental 

variables affects business’ (0.802). ‘Factor 2’ also 
embraced three items regarding information ambiguity 
and its potential effect on business. ‘Factor 3’ consists of 
two items, namely ‘Difficult to find technology’ (0.844) 
and ‘Difficult to understand and implement technology’ 
(0.920). This shows that firms are facing technological 
issues, which hinder their progress, and due to this they 
are not in a position to compete with large enterprises.
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Table 1d: Result of Factor Analysis for Ambiguity

Factor-Wise Dimension Mean Standard 
Deviation

Factor 
Loading

Variance 
Explained

Alpha
(α)

E.V CV

Ambiguity
F1: Environmental Unpredictability 29.636 .795 2.371
(Amb10) The cause-effect relationships between environmental 
variables are difficult to predict

3.41 .625 .853 .870

(Amb12) Everything is clear about what has to be done 3.39 .653 .824 .840
(Amb9) Uncertainty about environmental variables adversely 
affects the business

3.87 .513 .802 .804

F2: Lack of Clarity 26.192 .705 2.095
(Amb4) The information you had often meant different things 
to different people

3.23 .715 .942 .897

(Amb3) You often face disagreements about what you should 
do

2.44 1.05 .744 .676

(Amb11) Existence of uncertainty in courses of action and its 
effects on business

2.72 .913 .525 .591

F3: Technological Ambiguity 24.366 .776 1.949
(Amb6) It was difficult to understand and implement technolo-
gies in business

2.64 .921 .920 .913

(Amb5) It is difficult to locate technologies that could be used 
in the industry

2.23 1.21 .844 .825

Note: Kaiser-Meyer-Olkin (0.519); BTS (758.609); df = 28; sig. = 0.000; extraction method – PCA; varimax with Kaiser Normalisation; rotation 
converged in five iterations.

Organisational Performance

Organisational performance emerged with nine items 
clubbed into two factors (Table 2). Factor 1 consist of six 
items, namely ‘Improved market share’ (0.900), ‘Sales 
growth’ (0.872), ‘Profitable for past few years’ (0.854), 
‘Enhanced return on assets’ (0.837), ‘Improved production 
cost’ (0.754), and ‘Improved work productivity’ (0.637). 
The results showed that despite various challenges, 

SMEs are doing good business and are able to increase 
their market share, productivity, and profits. Factor 2 
comprised three items related to non-financial measures 
of business performance, like ‘Higher level of customer 
satisfaction’, ‘Better organisational reputation’, and 
‘Better quality of products’. This shows that, along with 
earning profits, SMEs are offering better quality products 
to their customers, thereby satisfying their needs, which 
ultimately enhance their reputation in the market.

Table 2: Result of Factor Analysis for Organisational Performance

Factor-Wise Dimension Mean
Standard 
Deviation

Factor 
Loading

Variance 
Explained

Alpha
(α)

E.V CV

Organisational Performance
F1: Financial Performance 49.820 .896 4.392
(OP20) Market share of your organisation has improved. 3.96 .589 .900 .881
(OP14) Your organisation has registered sales growth in the past few 
years.

4.05 .616 .872 .759

(OP15) Your business has become profitable the past few years. 3.93 .682 .854 .704
(OP13) The return on assets of your organisation has enhanced the 
past few years.

4.08 .484 .837 .678

(OP17) Production cost has decreased over the last few years. 3.98 .536 .754 .592
(OP16) Work productivity has improved over the past few years. 4.04 .415 .637 .507
F2: Non Financial Performance 16.950 .651 1.940
(OP1) Your customers are highly satisfied compared to your competitors’. 4.44 .511 .893 .765
OP12) Your organisational reputation is superior to your competitors’. 4.52 .609 .684 .819
(OP11) Quality-wise your organisational product and services are su-
perior to your competitors’.

4.26 .483 .617 .504

Note: Kaiser-Meyer-Olkin (0.741); BTS (900.295); df = 36; sig. = 0.000; extraction method – PCA; varimax with Kaiser Normalisation; rotation 
converged in four iterations.
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Government Support

Government support emerged with three factors including 
12 items having factor loadings and communalities, 
but lower mean values, as shown in Table 3. Factor 1 
comprises six items, namely ‘Assistance in installing 
machineries’, ‘Educational and training programmes’, 
‘Product designing’, ‘Exemption and subsidies’, ‘Process 

improvement’, and ‘Financial advice’. The mean results 
showed that there is lack of government assistance to 
SMEs. Likewise, Factor 2 and Factor 3 both emerged with 
three items related to assistance in procuring raw materials, 
export of goods, R&D and technology transfer, and 
purchase of machinery and other equipments. Overall, the 
findings highlighted that SMEs are not getting sufficient 
monetary and non-monetary support from the government.

Table 3: Result of Factor Analysis for Government Support

Factor-Wise Dimension Mean
Standard 
Deviation

Factor 
Loading

Variance 
Explained

Alpha
(α)

E.V CV

Government Support
F1: Financial & Training Support 40.721 .941 4.887
(GS11) Assistance is provided in installing and operationalising machineries 2.16 .838 .915 .913
(GS18) Govt. provides education and training for improving employ-
ees’ competencies

2.09 .453 .913 .870

(GS12) Assistance is provided in product designing and production 
processes

2.19 .808 .898 .891

(GS4) Sufficient exemption and subsidies are provided in industrial 
policy

2.70 .783 .862 .745

(GS19) Assistance is provided in process improvement and cost reduction 2.18 .523 .837 .812
(GS8) Govt. offers financial advice and assistance regularly 2.13 .688 .794 .707
F2: Advisory Support 22.119 .791 2.654
(GS20) Govt. provides assistance in procuring high quality materials 2.38 .747 .877 .848
(GS16) Govt. offers support in export of products and services 2.85 .992 .746 .641
(GS17) Govt. offers support for participating in national and interna-
tional trade fairs

3.19 .669 .720 .717

F3: Technical Support 17.459 .761 2.095
(GS2) Helps in purchasing and modernising machineries 3.08 .901 .833 .830
(GS6) Govt. provides subsidies on purchase of material and other equipments 2.82 .934 .789 .825
(GS9) Industrial policy facilitates R&D and technology transfer 2.76 1.07 .703 .837

Note: Kaiser-Meyer-Olkin (0.840); BTS (1626.130); df = 66; sig. = 0.000; extraction method – PCA; varimax with Kaiser Normalisation; rotation 
converged in six iterations.

After factor EFA, CFA (confirmatory factor analysis) 
was used to validate the emerged factor structure  
and model fitness. Measurement models were made for 
all the constructs and they proved to be a good fit, as 

depicted by the values shown in Table 4. Further, AVE, 
composite reliability, and discriminant validity were used 
to ascertain reliability and validity of constructs (Tables 
5 and 6).

Table 4: Measurement Models and Fit Indices

Dimension/Construct χ2/df GFI AGFI RMR RMSEA TLI NFI CFI

Volatility 3.373 .946 .833 .029 .078 .858 .919 .939
Uncertainty 1.714 .944 .867 .028 .069 .952 .946 .976
Complexity 2.061 .944 .871 .022 .084 .922 .925 .958
Ambiguity 4.687 .915 .765 .065 .078 .862 .922 .936
Organisational performance 1.953 .954 .886 .020 .080 .961 .962 .981
Government support 1.710 .943 .868 .037 .069 .971 .965 .985
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Table 5: Scale Reliability and Validity

Dimension/Construct AVE CR

Volatility 0.67 0.84
Uncertainty 0.59 0.81
Complexity 0.71 0.82
Ambiguity 0.73 0.85
Organisational performance 0.65 0.83
Government support 0.53 0.71

Table 6: Discriminant Validity and Correlation 
Analysis of Latent Constructs

Constructs
(AVE)

Vol Unc Com Amb OP GS

Vol .67
Unc .221 .59
Com .045 .017 .71
Amb .076 .190 .049 .73
OP .180 .063 .041 .047 .65
GS .194 .083 .423 .087 .110 .53

Note: AVE is represented on the diagonal axis and squared correlation 
is given below the diagonal axis.
Keywords: Vol (Volatility), Unc (Uncertainty), Com (Complexity), 
Amb (Ambiguity), OP (Organisational Performance) & GS 
(Government Support)

SEM was used to test the hypothesised relationships. 
The hypothesised model of environmental turbulence 
established that environmental turbulence is significantly 
predicted through volatility, uncertainty, complexity, 
and ambiguity, as all the SRW values are above the 
threshold criteria of 0.5. Therefore, the first hypothesis, 
i.e. ‘Environmental turbulence is significantly predicted 
through volatility, uncertainty, complexity, and ambiguity’ 
is accepted, as reflected by the fitness indices, i.e. chi-
sq = 2.646, GFI = 0.918, AGFI = 0.887, RMR = 0.036, 
RMSEA = 0.08, TLI = 0.896, NFI = 0.929, and CFI = 
0.953. Further, the SRW value between environmental 
turbulence and volatility is 0.949, which established that 
environmental turbulence is highly predicted by volatility, 
followed by uncertainty (SRW = 0.853), ambiguity (SRW 
= 0.770), and complexity (SRW = 0.531). Likewise, 
the second hypothesis, ‘Environmental turbulence 
significantly impacts organisational performance’, is 
accepted, as indicated by the SRW value (0.531) and 
fitness indices (chi-sq = 3.788, GFI = 0.931, AGFI = 
0.867, RMR = 0.041, RMSEA = 0.07, TLI = 0.889, NFI = 
0.912, and CFI = 0.935). These results were in conformity 

with Parnell et al. (2015), Turulja and Bajgoric (2018), 
and Pratono and Mahmood (2015).

Test of Moderation

In this study, the interaction effect has been used to check 
the moderating effect of government support, by creating 
an interaction variable. The result established that the 
interaction of environmental turbulence and government 
support significantly predicts organisational performance 
(SRW = 0.735, p < .01, Table 7). Thus, we can conclude 
that government support moderates the relationship 
between environmental turbulence and organisational 
performance.

Table 7: SEM results for Moderation (Moderator: 
Government Support)

Model I Model II Model III

ET → OP .576*** .594*** .463***
GS → OP .171 .370**
ET*GS →OP .735***

Note: ET: Environmental Turbulence, GS: Government Support, OP: 
Organisational Performance

Managerial Implications and Future 
Research

The output from SEM established volatility, uncertainty, 
complexity, and ambiguity as significant dimensions 
of environmental turbulence. Further, a significant 
relationship is found between environmental turbulence 
and organisational performance. These results were in line 
with Parnell et al. (2015) and Turulja and Bajgoric (2018). 
Since it was found that environmental turbulence impacts 
business performance, it becomes important for SMEs to 
use a careful blend of potential smoothing variables and 
decision-making structure to arrive at optimal business 
decisions (Pratono & Mahmood, 2015). Under uncertain 
business conditions firms should focus more on bringing 
innovative products, to maintain competitive edge and 
market share. The results of the study reveal that the  
number of competing SMEs is rising, and technology 
offers new opportunities; therefore, it is suggested that 
firms should have the latest technology and updated 
knowledge about the market and customers, which 
ultimately improve business performance in terms of better 
market share, sales growth, customer satisfaction, product 
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quality, and increased profits. Further, with increasing 
competition due to a large number of competitors in the 
market, diversity in marketing strategies is required to be 
competitive, firstly, to defy the strategies of competitors, 
and secondly, to meet the varied demands of customers. 
During survey, it was found that there is lack of support 
from the government with regard to subsidies, tax benefits, 
land availability, training facility, access to capital, and 
so on. Therefore, it is suggested that the government 
should support private investment, provide concessional 
land for setting up new industries, and design policies 
that stimulate more on R&D during environmental 
turbulence. In addition, it was found that most of the firms 
acquire raw materials from other states, which increases 
the complexity level for such firms. These firms sell most 
of their products within the geographical limits of J&K. 
Thus, there is an urgent need to take certain steps, e.g. 
they should be given some incentives or tax benefits, or 
some other types of assistance, so that these firms would 
be able to expand their market outside the local market.
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Abstract

The crisis situation created by COVID-19 has changed 
the consumer behaviour. One of the most important 
behavioural changes among consumers is the trend 
in sustainable consumer behaviour. Companies 
can consider it an opportunity to attract customers. 
Therefore, this study investigates the effect of 
COVID-19 virus on sustainable consumption behaviour 
of customers in chain stores, by surveying customers’ 
data in Iran. This research is a descriptive-survey type 
and a questionnaire tool has been used to collect data 
and measure variables in order to examine the research 
model. Statistical sample was selected by random 
sampling method from customers of chain stores in 
Tehran and the data were analysed using SmartPLS 
software. Findings showed that the COVID-19 virus has 
a positive, direct, and significant effect on individual, 
social, and situational factors of customers, and these 
factors also have a significant effect on attitudes, 
intentions, and ultimately, the sustainable consumption 
behaviour of customers. The results suggest that chain 
stores and their suppliers should increase attention, 
supply, and sales of sustainable consumer products.

Keywords: COVID-19, Sustainable Consumption 
Behaviour, Individual Factors, Social Factors, 
Situational Factors, Customer Decision-Making
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Introduction 
The coronavirus first appeared in Wuhan, China, at the 
end of December 2019. According to data gathered by 
Johns Hopkins University, the outbreak has spread to over 
185 countries, affected 110 million people, and killed 2.5 
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million people by February 2021 (Worldometer, 2020). 
The COVID-19 crisis, as a global disaster, has had a 
significant effect on the global economy’s growth and 
is seen as a danger to the sustainability of companies all 
over the world (He & Harris, 2020; Wang, 2020). The 
consequences of this epidemic, spreading across the 
globe, are unavoidable.

Quarantine has become commonplace all over the world, 
especially in the European Union. There are restrictions 
on travel, a reduction in the amount of foreign travel 
and a pause in daily activities. Holding online business 
and training sessions has become routine, and in fact, all 
people, businesses, and professions are learning to adapt 
to reality, and new lifestyles and work. It may seem a bit 
repetitive to say that the corona outbreak has affected all 
aspects of human life, but the fact is that the growing 
effects of COVID-19 on the lives of global communities 
are leading people to explore the disease further. One 
of the topics that has recently come to the attention of 
researchers in the field of the new coronavirus is the 
traces of the consequences of the pandemic on the goals 
of sustainable development and the countermeasures of 
governments in line with the realisation of these goals. 
These days, the need to achieve the goals of sustainable 
development is felt more and more because their basic 
principles of increasing social participation, facilitating 
global access to public services, and building unity around 
the world are also very effective components in curbing 
the pandemic of COVID-19. In addition, sustainable 
development goals can help overcome the economic crisis 
caused by the spread of the virus and move the world in a 
green direction. Green management is the environmental 
performance of organisations, based on the participation 
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of different groups, in order to minimise the damage to 
the environment caused by sustainable consumption and 
production. It leads to increased productivity, modified 
consumption pattern towards sustainability, recycling and 
management of solid waste, optimal use of resources in 
micro and macro level units, change in the direction of 
personal and organisational goals, a move towards social 
decentralising, and reduced harmful external factors in 
consumption and production.

The 2030 deadline for addressing significant economic 
and social environmental crises is set by the Sustainable 
Development Goals. Many of these objectives are related 
to responsible consumption, with 12 targets specifically 
addressing sustainable consumption and productivity 
(McKinsey, 2020). Sustainable consumption refers to 
the use of products, materials, and energy based on the 
principles of sustainable development. It is the saving 
of natural resources and energy that has the least impact 
on the environment. It is also related to minimising the 
use of substances and toxic substances. The pandemic 
of coronavirus (COVID-19) has drastically changed 
the outlook for sustainable consumption. For example, 
lockdowns around the world have led to lower oil 
consumption, where benchmark oil prices fell below zero 
for the first time in oil market history. Similarly, global 
consumption and demand for coal fell by 8%. However, 
the effects of COVID-19 on sustainable consumption in 
the future are not well understood.

Consumer behaviour is changing as a result of the global 
pandemic, with people around the world changing the way 
they live and shop. Many of them are eager to maintain 
their new habits (McKinsey, 2020). For many people, the 
economic effects of the current epidemic can create more 
fear, having an effect on their health. Declining incomes, 
changes in daily routines, and financial problems can all 
lead to increased conscious consumption, especially since 
many expect the effects of the pandemic to be long lasting 
(McKinsey, 2020). They have conducted consumer 
surveys in 45 countries since mid-March to understand 
the impact of COVID-19 on consumer feelings and 
behaviours; the consumption habits adopted by many 
during the COVID-19 pandemic show that citizens 
around the world have the desire and ability to make 
changes towards a more sustainable lifestyle. Yang (2020) 
also showed in a study that the outbreak of COVID-19 
has led to a reduction in the consumption of animal meat 
products and the consumption of standard and sustainable 

products. Larsen and Gustavson (2020) found in a study 
that companies were influenced by COVID-19 and were 
forced to change their marketing activities due to the 
changing consumer behaviour and be innovative in their 
activities. Hironen et al. (2020) stated in a study that the 
pandemic has disrupted food marketing systems, causing 
dramatic changes in the consumer’s food basket.

This crisis can create a good opportunity for businesses to 
solve social and environmental challenges by recognising 
the changing consumer behaviour and adjusting their 
activities accordingly, to create a good reputation 
among customers. One of the most important issues 
that customers are more inclined to in this situation, and 
which has created a good opportunity for businesses, is 
the tendency towards sustainable consumption behaviour 
(SCB). For example, by advertising and filling the shelves 
with these products, stores can contribute to the health of 
society and future generations, and also gain popularity 
in the field of social responsibility. Hay and Harris (2020) 
have stated in a study that COVID-19 provides a great 
opportunity for businesses to turn to a more authentic 
CSR and help address global social and environmental 
challenges. Though a basic science paper has tried to 
include information about the impact of COVID-19 on 
people’s wellbeing (e.g., Xu et al., 2020), the possible 
impacts on customers’ behavioural habits have not been 
considered much and have yet to be fully investigated, and 
are not studied in terms of sustainable use. Policymakers, 
according to Cohen (2020), have to confirm that the 
coronavirus pandemic has an effect on the transition to 
more healthy consumption (Yang, 2020).

However, previous studies on COVID-19 have further 
addressed crisis management issues (Rao, Vemprala, 
Akello & Valecha, 2020; Stephens et al., 2020; Navarro 
et al., 2020; and Branicki, 2020), social responsibilities 
(He, & Harris, 2020; Aguinis, Villamor & Gabriel, 2020; 
Mao, He, Morrison, & Andres Coca-Stefaniak, 2020; 
and Huang & Liu, 2020), and marketing (Jiang & Wen, 
2020; Habes, Alghizzawi, Ali, SalihAlnaser & Salloum, 
2020; Lusk, Tonsor & Schulz, 2020; and Mende & Misra, 
2020). In the field of consumer behaviour and shopping, 
little research has been done (Ben Hassen, El Bilali 
& Allahyari, 2020; Kantar, 2020a; Liang et al., 2020; 
Grashuis, Skevas & Segovia, 2020; and Attwood & Hajat, 
2020). There have been limited studies on sustainable 
consumption behaviour, each focusing on a specific area. 
Research shows that, in particular, during the COVID-19 
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crisis, customers’ buying behaviours, especially in 
the field of food, have changed dramatically (Kanter, 
2020). This issue and the gaps in the researches on SCB 
have doubled the importance of examining changes in 
consumer behaviour in order to contribute to community 
health. Therefore, in order to satisfy customers, contribute 
to community health, and help the environment, this study 
was conducted to investigate the impact of COVID-19 
on sustainable consumption behaviour in chain stores 
and provide practical suggestions in this area. Therefore, 
the question that is raised in this study and the answer 
we are looking for is: what effect does the prevalence of 
COVID-19 virus have on the sustainable consumption 
behaviour of customers in chain stores. The results and 
suggestions of this study are used as a success strategy 
for companies, especially the food industry companies, 
in satisfying customers in critical and competitive 
conditions of the COVID-19 pandemic. The results and 
suggestions of this study help different industries in 
recognising changes in consumer consumption behaviour, 
especially chain stores, in supplying products desired 
by customers in order to satisfy them; manufacturers 
(suppliers) to produce products according to consumer 
behaviour; authorities to plan for the expansion of 
sustainable consumption behaviour, especially in critical 
and competitive conditions, such as the outbreak of 
COVID-19; and the environment.

In the continuation of this manuscript, research literatures 
and hypotheses, conceptual model, research methodology, 
data and findings analysis, and discussion and conclusions 
are presented; finally, suggestions for future research and 
references are presented.

Theoretical Development

COVID-19

COVID-19 was introduced to the world with three 
characteristics: pandemic, incurable, and fatal. The 
prevalence of coronary heart disease has changed its 
status from an epidemic to a pandemic for some time. 
An epidemic is an increase in the prevalence of a disease 
over a period of time, while a pandemic is an increasing 
mutation in a region, country, or world.
Firms face crises as a result of natural disasters (Benson & 
Clay, 2004). In March 2020, the coronavirus was declared 
a pandemic by the World Health Organization (WHO), 

and the first case was discovered in Sweden in February 
(Statista, 2020). The COVID-19 pandemic has triggered 
a series of developments that have resulted in a financial 
crisis. As customers remain at home and markets shut 
down due to the COVID-19 pandemic, many well-known 
brands in many sectors are likely to go bankrupt (Tucker, 
2020). People are increasingly concerned with their 
health and wellbeing, causing significant shifts in their 
shopping habits and tastes (Wang et al., 2020). It is clear 
that a pandemic would cause these firms to reconsider 
their supply chains, to bring them closer to where they 
are required in order to avoid potential manufacturing 
stoppages (Donthu & Gustafsson, 2020). Although the 
outbreak of COVID-19 has placed obstacles in the way of 
achieving the goals of sustainable development, the spread 
of the virus has also had benefits for people in the cities 
and towns. Worldwide quarantines have led to significant 
reductions in carbon dioxide emissions in some parts of 
the world, temperatures have dropped significantly, and 
some researchers have argued that the short-term effects 
of COVID-19 outbreaks on environmental goals and 
biodiversity remain unclear, and have emphasised the 
continuation of economic activities without patterns of 
past environmental degradation.

Individual Factors

Individual factors are indicators of each person that are 
related to internal characteristics and can affect many 
decisions and behaviours of the person. There are different 
factors in this study, such as personal value factors, age, 
gender, and knowledge, which have been examined as 
individual factors.
Personal principles are mostly examined in psychology, 
though they are examined in sociology, management, 
and political science as well (Wu, Zhou & Song, 2016). 
Gordon Allport was the first to incorporate the concept 
of personal beliefs into psychological study (Allport 
& Vernon, 1931). With his suggestion that values act 
as reference points for people to formulate beliefs and 
habits, Milton Rokeach re-energised value analysis. 
Personal principles are characterised as general, trans-
situational, desirable goals that people use to guide their 
lives (Schwartz, 1992). Unpacking this term reveals their 
distinct characteristics, which set them apart from other 
core facets of the self (Roccas & Sagiv, 2010).

One of the reasons that scholars have been involved in 
knowledge is the assumption that greater knowledge is 
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linked to greater impact of attitudes on behaviour. This 
hypothesis has been confirmed by a number of tests (Wu 
et al., 2016). Age, educational status, wages, and the 
number of people living in a household are all variables 
that affect recycling activities, according to Sidique et 
al. (2010). Diamantopoulos et al. (2003) published a 
systematic study of six socio-demographic variables (age, 
marital status, gender, number of children, education, and 
social status), concluding that older people with more 
education are more likely to recycle. Teenage girls, in 
particular, appeared to have greater emotional feelings 
about environmental problems, though their dedication 
was no higher than that of boys. Consumers who behave 
in harmony with the climate, are involved in product 
recycling, and engage in environment-priority events, 
according to Tilikidou and Delistavrou (2008), are older 
citizens (Wu et al., 2016).

Social Factors

Social factors are indicators that relate to the  
characteristics of society and the social conditions in 
which a person lives and it can affect a person’s thoughts 
and actions. There are different types of these factors, 
such as culture, media and Internet penetration factors, 
reference groups, norm and social responsibility, which 
have been studied as social factors in this study.

Values and norms are significant influences on long-term 
customer behaviour (Stern, 2000). The evolving image of 
green consumption, according to Peattie (2010), is of a 
mechanism that is heavily driven by consumers’ beliefs, 
norms, and habits, but is also highly fluid, dynamic, and 
context based (Wu et al., 2016).

The firms have to devote more resources to addressing 
social problems on these fronts, both during the pandemic 
and in the long term (UN.org, 2020). Customers and the 
general public will have higher expectations of leading 
brands, especially their favourite brands, in the current 
crisis, in terms of their attempts to fight the epidemic, 
because a company’s initial and true CSR will strengthen its 
relationship with them. Throughout the crisis, consumers 
would think their brands were greedy if they helped their 
workers with money and clothing through the recession. 
In a crisis, the bond between the brand and the customer is 
stronger and lasts longer than during ‘peaceful’ days. As a 
result, the COVID-19 pandemic provides excellent ways 
for businesses to invest in their CSR plans and agendas 
(He & Harris, 2020).

Culture refers to people’s beliefs about ethics, attitudes, 
and ideals in a society. Our identity and convictions about 
the meaning of life are influenced by our history. The 
unique or collective culture into which a person is born 
has an impact on how they think and act. Individualistic 
thinking and actions are not supported by those growing 
up in a “tight” (collective) society where laws are strictly 
enforced. Our expectations for social contact would rise 
if society had a more extroverted personality type (Gantt, 
2020).

Deutsch and Gerard’s (1955) propositions of informative 
or comparative effects are close to the reference group 
influence, although its meaning is not precise. As  
concluded in the Yale community studies (Hovland & 
Weiss, 1951), origins of high validity have a very significant 
role to play in defining conformity. An individual can use 
the knowledge reference category in two separate ways. 
One is to deliberately seek input from opinion makers 
or from a community with the appropriate expertise. 
Secondly, by analysing the actions of significant others, 
an individual makes an induction. The person attributes to 
the nature of the goods, the purchase or sponsorship of the 
product by an individual or a party, which is suggested by 
the attribution theory (Park & Lessig, 1977).

The media and the Internet, as intermediaries for 
communication, have provided access to global 
consumers, by providing information about retailers, 
their goods, and services. The interactive nature of 
the Internet allows retailers to have an active two-way 
communication with their customers, to make it easier 
for customers to make decisions and establish a one-on-
one relationship with them. The Internet allows its users 
to see and order the product or service they want faster 
and more economically than any other medium. See your 
invoice, complete your transaction, and even pay for it 
(Liu, Marchewka, Lu & Yu, 2005).

Situational Factors

Situational factors are the conditions that are created for 
a person and where the person buys under the influence 
of those conditions. There are different types of these 
factors, such as promotion factors, access and purchase 
location, sustainable purchase options, and policies, rules, 
and regulations, which have been examined as situational 
factors in this study.
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Promotions (incentives) refers to the set of activities that 
companies do to provide good information about the value 
and desirability of the product to buyers, so that among 
the products available in the industry, the product offered 
by them is preferred (Kotler & Armstrong, 2010). A small 
and medium business must consciously and carefully 
combine promotion tools in order to create a balanced 
combination of these elements, a combination that makes 
it possible to achieve communication and marketing  
goals; so, promotion is a set of activities that businesses can 
use to inform, persuade, remind, and influence customers; 
businesses can use conventional promotion methods or 
use conventional methods in a new and innovative way 
(Hill, Piggott & Griffith, 2011).

The Carrington et al. (2010) model provides a structure 
for the conduct of intentions, in particular, the use of 
action plans as a mediator. The hope is that the purchasing 
condition would moderate the relationship between the 
purchase intentions and the creation of plans, as well as 
the relationship between plans and the PECB (Grimmer, 
Kilburn & Miles, 2016). If the findings approve of the 
expectations, the buying condition would affect both the 
suggested collaborations (Intent Plan and Plan–PECB) in 
such a way that a favourable situational context would 
facilitate the partnership and a negative situational 
context would undermine the relationship (Carrington et 
al., 2010).

Due to the role of consumers in determining the effects 
of sustainability during the stages of use and disposal 
of the product, their overall behaviour will strongly 
affect the sustainability performance of all products and 
services. For sustainability marketers, success depends 
on understanding consumer behaviour during the 
consumption process. Consumers respond differently 
to products and services that differ in terms of these 
dimensions, such as a person who chooses sustainable 
options out of habit in his daily consumption, when  
buying a complex product (Frank-Martin & Peattie, 
2009).

Changing behaviour is important in addressing social 
issues (Warburton, Nicol & Bredin, 2006). To minimise 
student absenteeism, we need to find ways to inspire 
students to go to classes. Any legislative tools may be 
used by governments to alter their actions. In easier 
words, they involve financial motivation, inhibition 
and ruling, intelligence, campaigns, and even points to 
encourage improvement in government behaviour policy 

tools, which provide real opportunities (Rogers & Feller, 
2018).

Customer Decision-Making

Customer decision-making has a specific process that 
ultimately leads to the selection and purchase of products. 
In this research, customers’ attitudes, intentions, and 
behaviours during the decision-making process has been 
evaluated.

Attitudes: Different disciplines like business, psychology, 
and sociology focus more on customer attitudes (e.g. 
Byun & Jang, 2018) (Hwang & Lyu, 2020). How much 
an individual has a favourable or unfavourable behaviour 
assessment is the degree of Attitude to Behaviour. An 
optimistic mindset can result in greater determination in 
the performance of an operation (Lee, Zailani & Rahman, 
2020). The phenomenon in this analysis is the strength 
of a person’s sense of benefit or disadvantage in the 
purchase of renewable goods (Amaro & Duarte, 2015). 
Attitude is categorised into relative advantage, suitability, 
and complication for assessing attitudinal values. During 
distinguishing attitudes, they can be assessed across issues 
related to relative benefit, compatibility, market identity, 
and perceived harm. First, it would be weighed against 
the use of such renewable materials if it has a relative 
benefit. This is a construction of the apprehended expense 
and benefits to customers (Grimmer & Bingham, 2013). If 
a commodity gives customers more benefits than prices, 
it is optimistic. An optimistic mindset triggers higher 
intentions for the purchase of products (Amaro & Duarte, 
2015). The further the notion of sustainable products suits 
their current ideals and lifestyle, the more favourable the 
trend in the case of sustainable products (Lee et al., 2020).

Intentions: For the individuals, possessing intentions 
means believing in the importance of what they want 
to do. Generally, objectives are not created on its own, 
yet lead to intention. What is organising this normality? 
How is it shown? The goal of an attempt is defined by 
the specification of the effort (I want to drink the water 
in this glass now; I desire to repeat my teachings next 
year; I want to help the fight against discrimination in my 
country; I intend to dance all the way to the grave; and 
so on). Secondly, tries not made that were not nullified, 
i.e., the operator did not wish to quit, indicate that the 
agent who had them was failing (though not strictly a 
fault). Ultimately, even forgotten or overridden purposes 
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can make the agent lose if their occurrence is because 
of a lack of determination, an insufficient desire to keep 
going, or other factors. There are times when providing 
a function without the assistance of any meaning in the 
object comes at a cost. When agents believe this is the 
case, they will believe that there is worth in the attempt 
itself (Raz, 2017).

Sustainable Consumption Behaviour (SCB)

Sustainability was described by the World Commission 
on Environment and Growth as “development that 
meets the needs of the present without jeopardizing 
the ability of future races to meet their own needs”. 
It was described as “a structure that governs various 
priorities, the economic interests of corporations and the 
environmental interests of society” (World Commission 
on Environment and Development, as quoted in Hunt, 
2012: p. 405) (Humphreys, 2014: p. 273). The scope 
of sustainability research has ranged from continent 
transition to human rights, supply chain management, 
and marketing. Sustainable marketing was described by 
Dam and Apeldoorn (1996: p. 46) as “marketing inside, 
and encouraging of, sustainable economic growth”. 
Sustainable consumption, which seeks to save the planet, 
is a central part of recent macro-marketing literature. It is 
clear that there is a transition from consumerism/traditional 
consumption to sustainable consumption. (Kilbourne, 
2010). Present demand schemas are unsustainable, 
according to research, and has to be updated if  
civilisation wants to remain healthy and at current 
demographic levels (Marzouk & Mahrous, 2020).

Unsustainable consumption has spawned a slew of 
responses, including sluggish consumption campaigns 
and anti-consumerism. Slow consumption, according 
to Pookulangara and Shephard (2013), is described as 
movements that are not focused on time – as the term 
implies – but rather on wisdom that is aware of the needs 
of its stakeholders and the impact that development has on 
them and on ecosystems. They focus on consumption of 
environmentally renewable raw materials, effective waste 
and pollution-reduction technologies, tracking food flow 
across the supply chain, and applauding shoppers who 
understand the environmental and social consequences 
of their purchases. Anti-consumption, on the other 
hand, is both a practice and a mindset of opposition to 
consumption society, as the term suggests (Marzouk & 
Mahrous, 2020).

Idioms related to conceptualisations have been used in 
previous studies, like ecologically aware eating, green 
consumption, and pro-environmental practices (see 
Marzouk, 2019, for definitions of alternative terms for 
sustainable consumption). A majority of the current 
studies indicate that there are two forms of sustainable 
consumption: conservation behaviour (habitual SCB, 
voluntary simplicity, downshifting, or slack) and 
sustainable purchasing behaviour (energy efficiency). 
Although all forms of sustainable use are associated, since 
they are both energy-use mitigation strategies, there is 
agreement between writers and institutions on the first kind, 
conservation behaviour, which is the decreased habitual 
behaviours predestined to save energy that humans create 
without reflection, involving limited systemic changes 
(Marzouk & Mahrous, 2020). Sustainable purchasing 
behaviour, on the other hand, was described as a form of 
behaviour that typically includes long-term adjustments, 
technological and financial commitments, and takes 
more effort to carry out (Sharaf & Perumal, 2018; Yang 
et al., 2016). Ultimately, a majority of the literature on 
environmental purchasing practices has concentrated 
overall on green commodity sales (products exhibiting 
sustainable attributes).

In general, the focus of this research on sustainable 
consumption behaviour is on renewable resources, 
recycleable materials, low pollution, and health of 
consumer products. In this regard, Jiang et al. (2020) in 
their research entitled the effects of COVID-19 on the 
marketing and management of hotels, have expressed 
the perspective of the industry in the current situation. 
Researchers recommend that you go beyond the usual 
views on hotel hygiene and cleanliness, and that guests 
pay attention to the cleanliness of certain hotel surfaces 
and marketing.

Based on the theoretical foundations, background, issues, 
and objectives, the following hypotheses have been 
proposed for consideration in this study:

H1: The prevalence of COVID-19 virus affects individual 
factors of customers.

H2: The prevalence of COVID-19 virus affects social 
factors.

H3: The prevalence of COVID-19 virus affects situational 
factors.

H4: Individual factors of customers affect their attitude.

H5: Social factors of customers affect their attitudes.
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H6: Situational factors of customers affect their attitudes.

H7: Customers’ attitudes affect their intention to buy.

H8: Customers’ intention to buy has an effect on their 
sustainable consumption behaviour.
	 •	 In addition, according to the theoretical foundations, 

goals, and hypotheses of the research, the concep-
tual model of the research consists of three layers:

	 •	 COVID-19, along with its three characteristics, as 
a pandemic, incurable, and fatal, is in the cognitive 
layer of the model, to clearly prepare the human 
mind for this phenomenon.

	 •	 The next layer is called the sustainable consump-
tion layer. The reason for this naming is the place-
ment of three important factors affecting sustainable 
consumption or non-consumption. These factors 
include individual, social, and situational factors, 
respectively.

	 •	 The last layer is the decision-making layer regard-
ing the occurrence or non-occurrence of sustainable 
consumption behaviour, in which the studied com-
ponents include the process of attitude, intention, 
and behaviour.

Fig. 1 shows the conceptual model of the research; this process 
has been investigated as a process for sustainable consumption 
behaviour in the context of the COVID-19 crisis.

 

Fig. 1: Conceptual Model of Research 
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Considering the importance of issues related to customers' buying behaviour in critical situations, 

the purpose of this study is to investigate the effect of the prevalence of COVID-19 on 
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research is applied in terms of purpose and is among the descriptive-survey research that has 

been done cross-sectionally. 
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Statistical sample in this section, due to the large size of the statistical population and its 

unlimited size, was 385, using the Cochran's formula in the state of unlimited community, which 
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Fig. 1: Conceptual Model of Research

Methodology

Considering the importance of issues related to customers’ 
buying behaviour in critical situations, the purpose of 
this study is to investigate the effect of the prevalence 

of COVID-19 on sustainable consumption behaviour in 
chain stores by surveying customers’ data in Iran. This 
research is applied in terms of purpose and is among 
the descriptive-survey research that has been done 
cross-sectionally.

Data were collected using a questionnaire tool in the fall 
of 2020. There were 47 questions in the questionnaire, 
created by the researcher and designed using the opinions 
of experts in this field. The statistical population of 
this research consists of all customers of chain stores 
in Tehran. Statistical sample in this section, due to the 
large size of the statistical population and its unlimited 
size, was 385, using the Cochran’s formula in the state 
of unlimited community, which were selected by random 
sampling method. In this regard, and to be more sure of the 
results, 1,056 questionnaires were distributed, of which 
56 questionnaires were excluded from the analysis due 
to difficulties in completing and incomplete information, 
and 1,000 complete questionnaires remained for analysis. 
It was used to perform statistical analysis. Structural 
equation modelling method was used to analyse the data 
using SmartPLS software.

In this study, face validity, CVI index, and construct 
validity (factor) were used to evaluate the validity of the 
questionnaire. The content and appearance (face) validity 
of the questionnaire was confirmed using the opinion of 
experts and the CVI index was 0.808 with the opinion 
of the experts, which is more than 0.7, so the research 
questionnaire has good validity (Aghaei, Ghasemian 
Sahebi & Kordheydari, 2021). Further, the validity of 
the structure was evaluated using a confirmatory factor 
analysis model, the results of which are presented in 
Tables 2 and 3; they indicate the appropriate validity of 
the questionnaire. In order to evaluate the reliability of 
the questionnaire, Cronbach’s alpha test was used. The 
results indicate that the questionnaire has high reliability; 
the total reliability of the questionnaire is equal to 0.893. 
The reliability of the variables is presented in Table 1. 
Structural equation models are usually a combination 
of measurement models and structural models. For this 
purpose, the composite reliability measurement and the 
mean value of the extracted variance are calculated. 
Values greater than 0.5 are used for the amount of variance 
extracted (an important convergence index) and greater 
than 0.7 is used for the composite reliability (Ghasemian 
Sahebi, Moshabaki & Khodadad Hosseini, 2018). The 
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calculated values for the research variables are described 
in Table 1.

 

1,056 questionnaires were distributed, of which 56 questionnaires were excluded from the 
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variables is presented in Table 1. Structural equation models are usually a combination of 

measurement models and structural models. For this purpose, the composite reliability 

measurement and the mean value of the extracted variance are calculated. Values greater than 0.5 

are used for the amount of variance extracted (an important convergence index) and greater than 

0.7 is used for the composite reliability (Ghasemian Sahebi, Moshabaki & Khodadad Hosseini, 

2018). The calculated values for the research variables are described in Table 1. 

𝐶𝐶𝐶𝐶𝐶𝐶 =     ∑ 𝐶𝐶𝐶𝐶𝐶𝐶
𝑁𝑁𝑁𝑁𝑁𝑁𝑁𝑁𝑁𝑁𝑁𝑁 𝑜𝑜𝑜𝑜 𝑁𝑁𝑁𝑁𝑁𝑁𝑟𝑟𝑟𝑟𝑟𝑟𝑟𝑟𝑟𝑟𝑟𝑟 𝑞𝑞𝑁𝑁𝑁𝑁𝑞𝑞𝑞𝑞𝑟𝑟𝑜𝑜𝑟𝑟𝑞𝑞  =  38

47 = 0/808 

Table 1: Questionnaire Specifications, Reliability Indices, and Convergent Validity Index 

Variables Cronbach'
s alpha 

Composite 
reliability AVE Indicators No. of 

questions 
Cronbach's 

alpha 

Table 1: Questionnaire Specifications, Reliability Indices, and Convergent Validity Index

Variables
Cronbach’s 

Alpha
Composite 
Veliability

AVE Indicators
No. of 

Questions
Cronbach’s 

Alpha

COVID-19 0.883 0.811 0.541 Pandemic 2 0.853
Fatal 2 0.804
Incurable 2 0.895

Individual factors 0.802 0.805 0.630 Personal values 3 0.824
Age 1 -
Gender 1 -
Knowledge 3 0.920

Social factors 0.749 0.729 0.529 Culture 3 0.737
Media and Internet penetration 3 0.858
Reference groups 3 0.793
Norm and social responsibility 3 0.729

Situational factors 0.919 0.842 0.825 Promotions 3 0.891
Access and purchase location 3 0.945
Sustainable purchase options 3 0.866
Policies, rules, and regulations 3 0.943

Attitudes 0.768 0.792 0.672 - 3 0.768
Intentions 0.896 0.831 0.688 - 3 0.896
SCB 0.923 0.776 0.599 - 3 0.923

According to Table 1, the Cronbach’s alpha value for all 
variables and the whole questionnaire is more than 0.7, and 
therefore, the research questionnaire has good reliability. In 
addition, the composite reliability for all variables is more than 
0.7 and the AVE index is more than 0.5, which indicates the 
confirmation of the reliability of the research questionnaire.

Results
In this section, first the data distribution (normal or 
abnormal) is examined, then the confirmatory factor 

analysis is done, and finally, the structural equation 
modelling and research hypotheses are investigated using 
Smart PLS software.

Different methods are used to test the normality  
of the data. In this study, to evaluate the normality  
of variables, Kolmogorov-Smirnov test was  
used, the results of which are presented in Table 2.

Table 2: Investigating the Normality of Research Variables

SCBIntentionAttitude
Situational 

Factors
Social 

Factors
Individual 
Factors

COVID-19Variable

1000100010001000100010001000Number
0.1270/2760/1130/1390/1680.3050.224Kolmogorov-Smirnov Test
0.0000.0000.0000.0120.0000.0370.021Significance Factor (sig)

Where the significance number of the test is greater than the 
considered significance level (0.05), the null hypothesis 
(normal distribution of variables) is accepted. According 

to the results of this test, the homogeneity of research 
variables has an abnormal distribution, Therefore, in 
the following, we use SmartPLS software and tests with 
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abnormal assumptions to confirm or reject the hypotheses 
(Mansouri Moayyed, Kordheydari & Ghasemian Sahebi, 
2020).

Before entering the testing phase of research hypotheses 
and conceptual models, it is necessary to ensure the 
accuracy of measurement models of research variables. 
Therefore, the following models for measuring research 
variables are discussed. This was done by confirmatory 
factor analysis. The results of confirmatory factor 
analysis of all research variables show that all appropriate 
measurement models and all numbers and model 
parameters are significant. Given that all factor loads 
in all dimensions are greater than 0.5 and the mean of 
extraction variances (AVE) is greater than 0.5, there 
is a construct validity of convergent validity (Aghaei, 
Ghasemian Sahebi & Kordheydari, 2021). The results of 
factor analysis are presented in Table 3.

The results of confirmatory factor analysis show that all 
questions have the necessary validity to measure research 
variables. Criteria for approving or rejecting a question 
to measure a variable are significant numbers. If the 
significant number is greater than 1.96 or less than −1.96, 
it indicates that the question is appropriate for measuring 
the desired dimension. However, if the significant number 
is in the upper range, the question is not suitable for 
measuring the desired dimension. As can be seen, the 
variables and questions are in a good position in terms 
of factor load, significance coefficients, and other validity 
indicators.

In the following, we must test the hypotheses. SmartPLS 
software was used to evaluate the studied model. Non-
parametric tests are also used to estimate standard errors 
and test hypotheses. The basic criterion for evaluating 
endogenous latent variables is the coefficient of 
determination, R2. The values (0.67, 0.33, and 0.19) for 
R2 in PLS route models are high, medium, and weak, 

respectively. Each path coefficient in the PLS structural 
model can be considered equivalent to a standardised beta 
coefficient in ordinary least squares regressions. COVID-19 
variable is an exogenous latent variable and other variables 
are endogenous latent variables. The results in two modes 
of significant number and path coefficient are shown in the 
following figures. The path coefficient results also show the 
effect of one structure on another.

Table 3: Factor Load Values and Significance 
Coefficients of Items

Variables Indicators
Indicators 

Factor 
Load

Indicators 
Significance

Individual 
factors

Personal values 0.512 5.345
Age 0.692 23.198
Gender 0.611 18.413
Knowledge 0.573 7.528

Social fac-
tors

Culture 0.601 15.372
Media and Internet 
penetration

0.579 12.168

Social groups 0.642 20.371
Norm and social 
responsibility

0.703 28.217

Situational 
factors

Encouragers 0.642 16.476
Access and pur-
chase location

0.747 33.651

Stable shopping 
options

0.678 21.732

Policies, rules, and 
regulations

0.695 29.596

Attitude - 0.554 18.407
Intention - 0.589 22.329
SCB - 0.782 35.891
COVID-19 Pandemic 0.591 13.367

Incurable 0.517 9.724
Fatal 0.608 23.246
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hypotheses. The basic criterion for evaluating endogenous latent variables is the coefficient of 

determination, R2. The values (0.67, 0.33, and 0.19) for R2 in PLS route models are high, 

medium, and weak, respectively. Each path coefficient in the PLS structural model can be 

considered equivalent to a standardised beta coefficient in ordinary least squares regressions. 

COVID-19 variable is an exogenous latent variable and other variables are endogenous latent 

variables. The results in two modes of significant number and path coefficient are shown in the 

following figures. The path coefficient results also show the effect of one structure on another. 

 

Fig. 2: Model in the Mode of Path Coefficients 

 

Fig. 2: Model in the Mode of Path Coefficients

 

Fig. 3: Model in the Case of Significant Coefficients 

The results of significant numbers indicate the effect of one structure on another structure and its 

value to confirm a hypothesis at the level of 0.05 should be outside the range of 1.96 to −1.96. 

Therefore, according to Fig. 3, the findings indicate that the significant coefficients obtained for 

the eight research hypotheses are out of range, and therefore, all research hypotheses have been 

confirmed. In fact, COVID-19 had a significant effect on individual, social, and situational 

factors of customers, and these factors also had a significant effect on customer attitudes, and the 

effect of attitude on customers' intentions, and ultimately, the intention on customers' sustainable 

consumption behaviour has been significant. 

The path coefficient results also show the effect of one structure on another. According to Fig. 2, 

the path coefficient obtained for all structures and the effect of each structure on the other 

structure is specified. Path coefficients for research structures show the direct and positive effect 

of structures on each other. The findings of the research hypotheses are summarised in Table 4. 

Table 4: Results of Models and Hypotheses 

Fig. 3: Model in the Case of Significant Coefficients

The results of significant numbers indicate the effect of 
one structure on another structure and its value to confirm 
a hypothesis at the level of 0.05 should be outside the 
range of 1.96 to −1.96. Therefore, according to Fig. 3, the 
findings indicate that the significant coefficients obtained 
for the eight research hypotheses are out of range, and 
therefore, all research hypotheses have been confirmed. 
In fact, COVID-19 had a significant effect on individual, 
social, and situational factors of customers, and these 
factors also had a significant effect on customer attitudes, 

and the effect of attitude on customers’ intentions, and 
ultimately, the intention on customers’ sustainable 
consumption behaviour has been significant.
The path coefficient results also show the effect of 
one structure on another. According to Fig. 2, the path 
coefficient obtained for all structures and the effect of 
each structure on the other structure is specified. Path 
coefficients for research structures show the direct and 
positive effect of structures on each other. The findings of 
the research hypotheses are summarised in Table 4.
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Goodness of Fit of Model

In this study, GOF index has been used to measure the fit 
of the structural model. The average subscription value 
represents the percentage of changes in the indices that are 
justified by the corresponding structure. The researchers 
reported an acceptable level for statistical sharing of 
more than 0.5 (Lee & Wu, 2007). In PLS modelling 
software, there is no standard for measuring the whole. 
Nevertheless, a general measure of good fit (GOF) has 
been proposed by Tenenhaus et al. (2005). This index 
considers both measurement and structural models; it is 
used as a measure to predict the overall performance of 
the model. This criterion is calculated as the geometric 
mean R2 and the mean subscription.

 

 Hypotheses 
Path 

coefficient 
Significance 
coefficients Result 

1 
The prevalence of COVID-19 virus affects 
individual customer factors. 0.562 10.700 Confirm 

2 
The prevalence of COVID-19 virus affects 
social factors. 0.637 17.252 Confirm 

3 
The prevalence of COVID-19 virus affects 
situational factors. 0.791 27.623 Confirm 

4 
Individual factors of customers affect their 
attitude. 0.657 17.924 Confirm 

5 Social factors affect their attitudes. 0.751 21.188 Confirm 
6 Situational factors affect their attitudes. 0.607 13.003 Confirm 

7 
Customers' attitudes affect their purchase 
intention. 0.510 7.929 Confirm 

8 
Customers' purchase intention has an 
impact on their sustainable consumption 
behaviour. 

0.887 37.819 Confirm 

4-1. Goodness of Fit of Model 

In this study, GOF index has been used to measure the fit of the structural model. The average 

subscription value represents the percentage of changes in the indices that are justified by the 

corresponding structure. The researchers reported an acceptable level for statistical sharing of 

more than 0.5 (Lee & Wu, 2007). In PLS modelling software, there is no standard for measuring 

the whole. Nevertheless, a general measure of good fit (GOF) has been proposed by Tenenhaus 

et al. (2005). This index considers both measurement and structural models; it is used as a 

measure to predict the overall performance of the model. This criterion is calculated as the 

geometric mean R2 and the mean subscription. 

𝐺𝐺𝐺𝐺𝐺𝐺 = √𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴(𝐴𝐴𝐴𝐴𝐴𝐴) ∗ 𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴𝐴 𝑅𝑅2 

Table 5: Average Share of Latent Variables 

Latent variables AVE R2 
COVID-19 0.541 - 

Individual factors 0.630 0.537 
Social factors 0.529 0.789 

Table 5: Average Share of Latent Variables

Latent Variables AVE R2

COVID-19 0.541 -
Individual factors 0.630 0.537
Social factors 0.529 0.789
Situational factors 0.625 0.838
Attitude 0.672 0.878
Intention 0.688 0.584
SCB 0.599 0.874
GOF 0.627

GOF values greater than 0.36 are very appropriate, 
moderate 0.25, and weak 0.1 (Cohen, 1988). The obtained 
GOF value of 0.627 indicates that the studied model has 
good predictive power and has a good fit. Therefore, the 
findings confirm the overall validity of the model. Further, 
the value of R2 is more than 0.5 and indicates the proper 
fit of the model.

Discussion and Conclusions

The spread of the corona virus has affected all companies, 
customers, and the global community in some way, and 
has had a profound effect on the behaviour of businesses 
and humans. One of the most important effects of this 
virus has been a change in consumer behaviour. Consumer 
behaviour is changing as a result of the global epidemic. 
Recognising the changes in consumer behaviour has been 
raised as one of the most important issues in the world 
that is important for different types of companies. Among 
the important changes that have been considered in the 
consumption behaviour of customers in this period is the 
tendency towards sustainable consumption behaviour, in 
order to increase human health and help the health of the 
environment and pay attention to the next generation. Due 
to the novelty of the crisis, research in this area is limited 
and there are many gaps to identify changes in consumer 
behaviour and pay attention to various components of 
sustainable consumption. Considering the necessity of the 
subject and the importance of chain stores in the supply 
of household consumer products, the present study was 
conducted to investigate the effects of COVID-19 on 
sustainable consumption behaviour of customers in 
chain stores, and by surveying customers’ data in Iran. 
In this regard, in this study, the effect of COVID-19 on 
individual, social, and situational factors of customers 
was measured, and then, the effect of these factors on 
customer attitudes, the intention of individuals, and 
finally, the effect of intention on sustainable consumption 
behaviour of customers was measured. In this regard, the 
data were collected using a questionnaire in the fall of 
2020 and analysed using SmartPLS software.

The results and suggestions of this study helps:
 • Different industries in recognising changes in cus-

tomer consumption behaviour, especially chain 

Table 4: Results of Models and Hypotheses

Sr. 
No.

Hypotheses Path 
Coefficient

Significance 
Coefficients

Result

1 The prevalence of COVID-19 virus affects individual customer factors. 0.562 10.700 Confirm
2 The prevalence of COVID-19 virus affects social factors. 0.637 17.252 Confirm
3 The prevalence of COVID-19 virus affects situational factors. 0.791 27.623 Confirm
4 Individual factors of customers affect their attitude. 0.657 17.924 Confirm
5 Social factors affect their attitudes. 0.751 21.188 Confirm
6 Situational factors affect their attitudes. 0.607 13.003 Confirm
7 Customers’ attitudes affect their purchase intention. 0.510 7.929 Confirm
8 Customers’ purchase intention has an impact on their sustainable consumption behaviour. 0.887 37.819 Confirm
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stores, to supply products desired by customers in 
order to satisfy them;

 • Manufacturers (suppliers) in order to produce prod-
ucts according to consumer behaviour;

 • Officials who plan for the development of sustain-
able consumption behaviour, especially in critical 
and competitive conditions like the outbreak of 
COVID-19, and who help the environment.

The findings of this study show that the research model 
is a good fit and the results are reliable. The results of the 
research findings are:
	 •	 The prevalence of COVID-19 virus with an effect 

value of 0.562 has a significant effect on individual 
factors of customers.

	 •	 The prevalence of COVID-19 virus with an effect 
value of 0.637 has a significant effect on social 
factors.

	 •	 The prevalence of COVID-19 virus with an effect 
value of 0.791 has a significant effect on situational 
factors.

	 •	 Individual factors of customers with an effect value 
of 0.657, have a significant effect on their attitudes.

	 •	 Social factors with an effect value of 0.751 have a 
significant effect on their attitudes.

	 •	 Situational factors with a value of 0.607 have a sig-
nificant effect on their attitudes.

	 •	 Customers’ attitude with a value of 0.510 has a sig-
nificant effect on their purchase intention.

	 •	 Customers’ purchase intention with an effect value 
of 0.887 has a significant effect on their sustainable 
consumption behaviour.

The results obtained in this study are generally in line 
with the results of the researches conducted by Hironen et 
al. (2020), Ben Hassen et al. (2020), Liang et al. (2020), 
Grashuis et al. (2020), and Attwood and Hajat (2020). 
They found that the prevalence of COVID-19 virus affects 
consumption and consumption behaviour and is more 
closely in line with the results of the research by Young et 
al. (2020), Cohen (2020), and Severo et al. (2020). In line 
with the results of the research hypotheses, the following 
practical suggestions are presented.

Based on the effect of the COVID-19 virus on social  
factors, it is suggested that chain stores strengthen the  

online sales of their sustainable products and provide 
additional services, so that customers do not have to buy in 
person; through the media and with appropriate advertising 
in the field of sustainable products and charitable activities, 
and in line with social responsibilities, this will have a 
positive effect on the customers, encouraging them to buy 
sustainable products from their store. Many families are 
in a doubtful economic situation, and reducing profits and 
prices or providing gifts related to health along with food 
products and sending them to customers and consumers 
is another offer related to corporate social responsibility, 
to attract customers financially and emotionally. For 
example, in order to pay attention to customers and 
consumers and show concern for them, products such as 
antiseptic gels, masks, or industrial alcohols can be sent 
to customers. Another practical suggestion in this area is 
to offer promotions and discounts to different groups of 
society, especially medical staff.

Given the impact of situational factors on the COVID-19 
virus crisis, it is suggested that chain stores attract 
customers by offering more incentives, such as price 
discounts and prizes on sustainable consumer products. In 
addition, by providing the products desired by customers, 
creating appropriate access for them, and providing 
various sustainable shopping options in the store, stores 
can attract customer satisfaction

Due to the influence of individual factors of customers 
during the COVID-19 crisis, it is recommended that chain 
stores offer their incentives and advertisements according 
to the age and gender of customers and according to 
their wishes. Stores can gain their trust by providing 
information about products and increasing customers’ 
knowledge about sustainable consumer products.

Based on the effect of individual, social, and situational 
factors on customers’ attitudes and the effect of attitudes 
on intention, and ultimately, the effect on customers’ 
sustainable consumption behaviour, it is recommended 
that companies operating in the field of chain stores 
review and change their marketing campaigns. In fact, 
companies have to adapt to the conditions in this period 
and run campaigns and advertising activities that are 
suitable. What is needed for companies in this era is the 
development of contingency marketing programmes. 
Having accurate information from customers will help a 
lot in the type of reaction of the organisation. Information 
such as the type of purchases, the place of purchases, the 
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amount of change in the volume of purchases, customer 
sensitivities, and so on, are a great help to companies in 
developing appropriate marketing plans. By recognising 
customers, they can more easily provide the sustainable 
products they need. As the presence of customers 
and consumers in online areas has increased, it is 
recommended that companies enter these areas seriously. 
Therefore, one of the practical suggestions of this research 
is to develop connections with reputable online stores 
throughout the country and conclude sales contracts with 
them. Companies can also reduce their profits and offer 
discounts, especially on sustainable consumer products to 
customers in this period, lead customers to buy sustainable 
products, and also attract customer satisfaction and create 
a good reputation for themselves among customers.

Further, these companies should consider the health 
sensitivity of customers in the current situation in all 
their actions, and put the development of health culture 
at the forefront of their affairs in order to instill a proper 
perception of customers in terms of physical health and 
mental health. It is only natural that consumers should be 
concerned about health issues in the current context, and 
organisations should address these concerns in a variety 
of ways. Among these activities is observing all health 
steps to present the product to customers or consumers, 
and informing them about this issue through various 
media. Due to the fact that various laws and restrictions 
have been implemented in different parts of the country, 
it is suggested that according to the type of effects of 
this disease in different parts of the country, appropriate 
strategies should be developed based on the trends and 
behavioural changes in consumers. There should be 
necessary concentration in different geographical areas. 
Companies should create a positive attitude in the minds 
of customers with all these measures, as well as carrying 
out activities in the field of social responsibility and filling 
their store shelves with a variety of sustainable consumer 
products, so that customers intend to buy from the store. 
Companies should create the attitude of sustainable 
product purchase in the minds of customers, who will 
eventually buy and consume the products.

Researchers are advised to investigate the effect of 
COVID-19 on marketing changes or its effect on 
corporate social responsibility activities in future research 
due to changes in consumer behaviour. Further, they may 
examine the effect of COVID-19 in different industries 
separately. One of the limitations of this study is the 

difficulty in collecting data in the context of COVID-19 
virus and the lack of background in the field of studies.
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Abstract

The paper aims at representing the problems faced by 
people due to non-payment of rent during the COVID-19 
period, resulting in them facing eviction from their rented 
houses. Most of the tenants in this case belonged to 
lower sections of the society - people working in the 
informal sectors in search of work and livelihood. They 
were left helpless on the streets because their source 
of earning was dependent on daily basis works and all 
their sources of income were stopped due to lockdown. 
The government though provided them with the basic 
facilities through shelter homes and hunger camps. The 
same happened with people operating their businesses 
from rented offices or shopping complexes. They were 
also not able to pay the rents due to fall in income 
and various other problems. Overall, the spending 
capacity of consumers has declined, and all these 
factors are affecting the nation’s economy steadily. 
The rent agreements are governed by various statutes 
such as The Indian Contract Act 1872, Transfer of 
Property Act 1881, and many other rent management 
acts. Ministry of Home Affairs (MHA) has also passed 
certain rules regarding the relief and exception from 
demanding rent from labour migrants and workers 
during the pandemic lockdown. Additionally, many 
PILs (public interest litigations) have also been filed in 
the high court and the supreme court because of the 
unexpected and unprecedented conditions resulting 
due to the COVID-19 pandemic. Court has accepted 
many exceptions which include non-payment of rent  
during lockdown, non-deduction of wages during the 
period and waiver of interest on EMIs etc. Violation 
of these orders will lead to imposition of criminal 
actions against persons responsible in their respective 
jurisdictions.

Keywords: Non-Payment, Rent, Eviction, COVID-19 
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Introduction 
The spread of COVID-19 has led to serious implications 
across the globe, and India is no exception. The virus has 
caused unusual and inestimable damage to the economies 
worldwide, a situation equated to the Great Depression 
1921, and caused deaths of millions of people across the 
World. It has led to such a circumstance that even day-to-
day activity such as access to print media is difficult. The 
lack of demand resulting into lesser production has led to 
the loss of millions of jobs worldwide apart from causing 
inestimable damage to the social and economic conditions 
around the globe. Among all these pertinent issues which 
are being faced by people, one which is affecting the most 
is the effect of coronavirus on businesses. Even as the 
economy has virtually come to a halt and people are being 
directed to remain quarantined in their respective homes, 
several occupants are being removed by their landlords 
due to their inability to pay the rental amount.

Intersection between Landlord-Tenant 
Disputes Due to COVID-19

As most of these tenants (occupants), belonged to the 
lower status of the society and were primarily migrants 
working in the informal sectors, they were left helpless, 
high and dry, on the streets. With the situation turning 
drastic, the Government had to step in to provide them 
basic facilities through shelter homes and hunger help 
camps. Further, a majority of these tenants were living in 
the tenanted property on the basis of oral agreement and 
with the understanding that rental charges would have to 
be paid on a month-to-month basis, thus denying them of 
many necessary safeguards provided under the law.

Insofar as commercial rental is concerned such as those 
of shops in a shopping complex, office spaces, etc., it is 
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a bit ambiguous whether the tenant can take the option 
to the force majeure clause, presuming that such a clause 
is present in the contract deed in the first place, to avoid 
paying the rental amount till the lockdown continues. 
There is a lack of clarity on this issue due to a lack of 
authentic judicial precedent. Even after the lockdown 
is raised, the businesses are finding it difficult to pay 
the rent amount as it will take reasonable time for the 
economy to bounce back to the same level as it was prior 
to the lockdown. Further, there is a significant cutback 
in consumer spending post the lockdown due to less 
purchasing power of the consumer.

Statutory Framework and Force Majeure 
Clause

In India, the relation between the owner and the tenant 
is ruled by varied statutes viz. the Contract Act, 1872 
(hereafter, the Contract Act’), the Transfer of Property 
Act, 1881 (hereafter, the Property Act’), and the rent 
management acts of various states. Section 56 of the 
Contract Act stipulates, the circumstances when even a 
written agreement obligation could also be exempt. an  
extract whereof is reproduced herein below:

“56. Agreement to do impossible act. Contract to do 
an act afterwards becoming impossible or unlawful. - 
A contract to do an act which, after the contract is made, 
becomes impossible, or, by reason of some event which 
the promisor could not prevent, unlawful, becomes void 
when the act becomes impossible or unlawful”. 

However, it should be a bone of contention if one takes 
the recourse of the above-stated provision to crawl out of 
its liability under a written rent agreement, particularly 
once the agreement between the parties is ruled by the 
Property Act or the Rent Management Act. Because the 
case could also be, as each these 2 statues area unit special 
statues and its well-settled law the special law convert the 
final law. Further, because the relationship between the  
property owner and the tenant is  primarily based upon 
the lease deed/lease agreement that is a legal written  
agreement, therefore the disputes, together with non-
payment of rent, if any, shall be ruled strictly under the 
terms and conditions provided thence.

In addition to the definition of inevitable accident  
provided under Section 56, to know its true import, one 
could also consult its definition in a general sense.

Black’s Law Lexicon (Eighth Edition), defines inevitable 
accident as: “A written agreement provision allocating the 
danger if performance becomes not possible or impossible, 
especially as a result of an occurrence or result that the 
parties couldn’t have anticipated or controlled”.

Similarly, Oxford Dictionary defines force majeure as 
“unexpected conditions, such as war, that can be used 
as an excuse when they stop somebody from doing 
something that is written in a contract”.

It is to be noted that that term ‘force majeure’ is not to 
be construed as an ‘Act of God’ as the former is of broad 
import than the latter. However, it has to borne in mind 
that since the one-time is an exception to the general rule 
of performance of contract, the same has to be understand 
narrowly.1 

However, it is not the first time that the contracting parties 
have resorted to force majeure clause citing frustration of 
performance, some of these cases wherein it has invoked 
earlier are:

In Bikram Chatterji v. Union of India,2 it has been opined 
by the Supreme Court that (SCC Online para 129):

“129. A transparent breach of the act of RERA has been 
done by the Amrapali Group. Since RERA observe timely 
completion of projects once the booking has been granted 
Under Section 5 and addition of registration. Under 
Section 6, it is only in the event of force majeure in case 
there is no default on the part of the promoter, booking 
can be grown in collection for the period not exceeding 
one year”. 

Similarly, in another case Dhanrajamal Gobindram v. 
Shamji Kalidas and Co., the Supreme Court has opined 
as under: “19. McCardie, J. in Lebeaupin v. Crispin, has 
given an account of what is meant by “force majeure” 
with advice to its history. The announcement “force 
majeure” is not a mere French sort of the Latin expression 
“vis major”. It is no doubt a term of wider import. The 
strain has arisen in the past as to what could legitimately 
be comprising in “force majeure”. Judges have agreed that 
strikes, failure of machines, which, though normally not 
cover in “vis major” are included in “force majeure”. An 
inspection of the decision on the subject into which it is not 
mandatory in this case to go shows that where reference is 

1 See Energy Watchdog v. CERC (2017) 14 SCC 80
2 2019 SCC Online SC 901
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made to “force majeure”, the aim is to save the performing 
party from the upshot of anything over which he has 
no control. This is the vast meaning which will tend to 
“force majeure”, and “even majeure”, and albeit this be 
the meaning, it’s obvious that the condition about “force 
majeure” within the agreement wasn’t vague. The use of 
the word “usual” makes all the difference, and therefore 
the meaning of the condition could also be made certain 
by evidence of a few acts of God clause, which was in 
contemplation of parties…”

In a very latest judgement provide by the Bombay High 
Court in Standard Retail Pvt. Ltd. v. G.S. Global Corp., 
the Supreme Court has refused to simply accept the 
contention that the COVID-19 pandemic and therefore 
the lockdown declared by the Central/State Government 
would either tantamount to frustration, impossibility, and 
impracticability of the contract or the same can be termed 
as a ‘force majeure clause’, and thus have declined to 
restrain the respondent therein from encashing the Letters 
of Credit opening inter alia that production of steel comes 
within the ambit of essential commodity and there was no 
restriction of movement of an equivalent. An extract of 
the judgement is reproduced herein below:

“2 It is the case of the requester, that in view of the 
COVID-19 pandemic and thus the lockdown announced by 
the Central/State Government, its contracts with Respondent 
1 were terminated as unenforceable on account of anger and 
impossibility. The petitioners have relied upon Section 56 of 
the Contract Act, 1872”.

However, the Delhi Supreme Court in Halliburton Offshore 
Services Inc. v. Vedanta Limited has opined in para 20 that 
“The countrywide lockdown, which came into place on 24th 
March 2020 was, in my opinion, clear within the nature of 
force majeure’’, and thus thereby allow an ad interim stay 
on mentioned and encashment of the bank guarantees. 
Pertinently, both the two forestated cases were instituted 
under Section 9 petition of the Arbitration and Conciliation 
Act, 1996, seeking the relief of injunction against the 
respondent.

Although, these aforesaid cases may be distinguished on the 
premise of the facts that they weren’t touching on landlord-
tenant dispute even so they do aid in deciphering the term 
‘Force Majeure Clause’, as maybe it’s been the primary 
time, since the Spanish respiratory illness in 1919, that an 
illness has unfolded to such unthinkable extent that it had 
been termed as a world pandemic by UN agency, and that 

only adds to the ambiguities due to lack of authoritative 
judicial precedent on the issue in hand i.e., if the unfolding 
of COVID-19 amounts to disaster.

Also, one might argue that albeit the imprisonment is in 
continuance, the tenants have continued to get pleasure 
from the possession of the occupied premise and therefore 
have unjustly enriched themselves at the value of the owner, 
therefore the tenant have to be compelled to have pay the rent 
and lack of business therefrom shall not be a ground for non-
payment of rent. In this regard the judgement rendered by 
the province supreme court in ‘Gandavalla Munuswamy v. 
Marugu Muniramiah’, is apt. The relevant extract therefrom 
is reproduced herein below:

“9…In my opinion, such indirect and, what’s an 
additional, ambiguous course of action on the part of a 
tenant cannot be considered adequate for the conveyance 
of title to the proprietor his and intention to treat the 
lease as void underneath section 108(e). The tenant 
should directly and unconditionally be categorical to the 
proprietor about his intention to treat the lease as void. 
Otherwise, it’ll be legitimate for the proprietor to treat the 
lease as subsisting. There’s nothing in Section 108(e) of 
the Transfer of Property Act that compels a tenant to treat 
a lease as void. It’s ex gratia for him to try to do this or 
to refrain from doing this. This facet of the matter makes 
it all the more additionally necessary that unambiguous 
declaration of the lessee’s intention to treat the lease 
as void should be communicated to the proprietor. The 
proprietor wouldn’t well be ready to take acceptable steps 
on the footing that the lease has returned to Associate 
in Nursing finish and he’s thus at liberty to handle the 
property as he chooses. What’s even additionally vital is 
that a mere declaration of intention to treat the lease as 
void isn’t adequate. The tenant should conjointly deliver 
possession of the property to the proprietor pro re nata 
by the availability of section 108(q) of the Transfer of 
Property Act. He cannot continue in possession and 
nevertheless declare that he has treated the lease as void. 
That may clearly be Associate in Nursing inconsistent 
and impermissible position to adopt. Ciao as a tenant has 
not relinquished to his proprietor the possession that he 
obtained from the latter at the time of the lease, he cannot 
free himself of his obligations underneath the lease. His 
holding to the possession into that he was inducted by his 
proprietor can stop him from disputing the power of his 
proprietor to evict him and to recover possession from 
him.”
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Recently, the city Delhi High Court in Ramanand v. 
Dr. Girish Soni, has opined with respect to a landlord-
tenant dispute ruled by the Rent Management Act, that 
suspension of payment of rent by tenants because of 
COVID-19 imprisonment crisis wouldn’t be valid even 
though some relaxation is also given within the schedule 
of payment, the relevant extract is reproduced herein 
below:

“3. The imperative application into account, raises 
numerous problems about the suspension of payment of 
rent by tenants because of the COVID-19 imprisonment 
crisis and therefore the legal queries close the same.....

Finally, within the absence of a contract or a written 
agreement stipulation, as within the gift case, the tenant 
could usually obtain suspension of rent by invoking the 
just jurisdiction of the Court because of temporary non-
use of the premises. The question on whether or not the 
suspension of rent got to be granted or not would depend 
on the facts and circumstances of every case as stated by 
the Supreme Court in Surendra Nath Bibran v. Writer 
Court. Within the same case, the Court directed payment 
of a proportionate  part of the rent because the tenant 
wasn’t given possession of a locality of the property... 
The aforementioned case throws some light if one will 
depend on the inevitable accident clause to justify non-
payment of the rental quantity, however, the same case 
is distinguished on the premise of the facts, as therein 
case, the Court had already directed eviction of the tenant 
abundantly before the coronavirus pandemic and therefore 
the same judgement came to be delivered upon associate 
application seeking suspension of rent. Moreover, the 
Court has itself noted in para twenty-six that the question 
of whether or not the suspension of rent got to be granted 
or not would depend on the facts and circumstances of 
every case as opined by the Supreme Court in Surendra 
Nath Bibran v. Writer Court, additional the complete 
contract, if any, dead between the owner and therefore the 
tenant needs to be unbroken in mind whereas deciding if 
non-payment of rent was even or not.

Government and Judicial Intervention

In the United Kingdom, the Government has passed 
the Coronavirus Act, 20203 w.e.f. 20th March, 2020, in 

3 Available at http://www.legislation.gov.uk/ukpga/2020/7/
contents/enacted, last visited on October 01, 2020.

view of the mess of tenants, with the objective to save 
the tenant’s interest and thereby hang the landlord’s right 
to remove business tenancies in England and Wales till 
normalcy is restored.

Similarly, even in India, the Ministry of Home Affairs 
(MHA) vide order dated 29th March, 20204 has inter alia 
directed the landlords of rented accommodation not to 
demand rent for a period of one month from workers as 
well as migrants. Further it also has been directed that 
the landlord shall not force labour and students to leave 
their premises and any violation of the order thereof shall 
foist criminal action on them including but not limited 
to the Disaster Management Act, application whereof is 
the duty of the particular State Government and Union 
Territory. In adding to this, several PILs also have been 
filed before the Supreme Court and High Courts looking 
for exception from paying rent during the lockdown,5 
non-deduction of wages during the lockdown period, non-
ending of employees by the employers, waiver of interest 
on EMIs during COVID lockdown, etc. Unnecessary to 
say that the higher judiciary, which is already working in 
a limited capacity and conducting its cases through video 
conferencing, has become the hub of PILs.

Conclusion

In view of the preceding, it is difficult to say with certainty 
as to whether the tenants can avoid paying lease amount 
for the period of lockdown citing force majeure clause, 
firstly due to lack of judicial precedent combined with the 
factum that the regard of tenants is being protected by 
controlling direction rather than legislative command. All 
in all, it is quite certain that once the lockdown is raised 
and the normalcy of courts is restored, many cases are 
going to be started either seeking eviction or arrears of 
rental amount from the tenants.

According to me, since the COVID-19 has broken 
the financial stability of the lower middle class and 
poor families, the government of respective states in 
consultation with the central government should take 
appropriate steps to safeguard them.  For example, 

4 Notication No. 40-3/2020-DM-I(A), dated March 29, 2020.
5 Many PILs have been filed on this subject such as  

Supreme Court Bar Association’s PIL on Government scheme 
for payment of office rent during lockdown; PIL to restrain 
landlords from evicting student and labourers; PIL on welfare 
schemes for migrant workers, etc.
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State governments should try to identify families that 
were evicted or those who though not evicted but now 
are in great financial hardships to pay the past rents and 
effectively:
 ● After identifying these families, steps should be tak-

en to give preference to such families in providing 
MNREGA work.

 ●  Like farmers are provided direct payments through 
the “Kissan Samman Nidhi” scheme, similarly pay-
ments should be facilitated via direct bank transfer 
to help these families.

 ●  Vacant government lands can also be used to make 
temporary accommodation in case a family is forced 
to live on road and in case there is paucity of space 
in the shelter homes.

 ●  Ration provided to the BPL families should also be 
provided to these families without causing hard-
ships by requiring unnecessary paper formalities.

 ●  Fast track courts to deal with cases that have been 
filed in this COVID era so that people do not face 
any further problems at the hands of judiciary.

Limitations of the Study

The study was undertaken to seek out the deficiencies 
in the application of the general rule mentioned above 
and also to address deviations, if any, to uphold the 
objectives and purposes of statutes susceptibly called into 
question. It is further addressed through the study itself 
as to whether any absolutism is called for when resorting 

to such practices. The study conclusively addresses the 
question of upholding rights and liabilities in relation to 
the will of the parliament, when the same comes within the 
judicial scanner. It further seeks to harmonise the statutory 
expectations in the light of the growing legal domain. The 
scope of the subject is restricted only to the study of the 
concept of Non-Payment of Rent: Ground for Eviction 
in COVID ERA in India. The study further observes the 
influence of other legal systems upon the Indian judiciary 
while tackling situations of these sorts. The scope of the 
constitutional mandate in securing a right of this sort is 
another object of the study taking into consideration cases 
of extreme deprivation through violation of the basic 
human rights which the state and its legal functionaries 
are under an obligation to secure. The study further seeks 
to address the role of state functionaries in upholding 
the rule of law by purposive interpretations in case the 
application of any such meaning finds itself resting on 
ambiguous grounds. Further, the study also mandates a 
brief concentration on the school of thought underlying  
the jurisprudential aspect behind the enactment in 
question.
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Abstract

Digitalization in India has become essential and 
necessary in our day to day life. It has become 
indispensable and very important part of every 
individual, business organization and other financial or 
banking services. As we are moving towards cashless 
economy, it is possible with implementing digitalization 
in India. It will boost the digital literacy in India and India 
is a developing country so there is need to literate every 
individual and other organization about digital literacy, 
to move towards becoming a developed country. 
Therefore, this paper analyse impact of digitalization 
on education in India. For this analysis considered 
time series data from 2000 to 2019. In this paper 
applied regression method for the analysis and before 
applied the regression we have checked the normality 
and multicollenerity with the help of descriptive and 
correlation analysis. Regression results reveal that the 
coefficient of Government expenditure on education 
is negative which means there is need to improve the 
education with more proper funds and efforts towards 
education for increasing the literacy rate among youth. 
The Digitalization variables positively correlated to 
the education’s variables, like literacy rate positively 
correlated to the secure internet server which shows 
that through the internet server literacy rate is going to 
increase and in future it will have better impact to the 
society with the increasing rate of literacy and internet 
service.

Keywords: Technologies, Education, Digital Literacy, 
Digitalization
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Introduction 
Honourable Prime Minister Mr. Narendra Modi 
inaugurated Digital India programme on 1st July, 2015, 

International Journal of Applied Marketing and Management  
6 (1) 2021, 55-65 
http://publishingindia.com/ijamm/

to provide more opportunity to the youths. Through 
digitalization everyone can access easily government and 
other services like connect with real time information, 
connect with social media, connect with other countries, 
etc. The aim to conduct this study is to tell the impact 
of digitalization on education sector, how digitalization 
accessible to every youth towards being developed India. 
And it supports a continuous change in all the fields 
especially in education sector. Government digitizing 
the education sector towards paperless education like: 
Physical books converts into e-books, Paper assignment 
changed into e-assignment and other things in soft 
copy (Rastogi, 2019). Digitalization is the use of digital 
technologies to change a business model and provide new 
revenue and value-producing opportunity. Digitalization 
has become one of the influential methods that impacts 
to education sector and any other business organizations. 
Availability of smartphones, 3G and 4G networks, is 
directly influence to digital transformation (Hazarika, 
2020).

After Demonetisation India is moving to a cashless 
economy and many application software launched to 
reduce cash transaction for cashless economy Like – Fast 
tag, Phone pay, Paytm, Bhim UPI etc. Demonetisation 
was the new era that converts into digital transformation. 
(Deborah, n.d.). In the time of Pandemic there was a 
lockdown in all over world. At time all school colleges 
and all private and government universities closed, even 
all other economic activities closed in that situation. 
So, all the work conducted digitally. In colleges and 
universities conducted their education to the students in 
digital mode, all farms conducted their meetings in digital 
mode, even all interviews conducting in digital mode in 
the midst of COVID-19. But there was another aspect that 
affects digitalisation, is network related crises mostly in 
the remote areas, where one cannot access internet. But 
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due to lockdown there was more need for digitalization 
in the education as well as other sectors. In the current 
scenario the digital platform has become more preferable 
than few years ago.  

The transforming of education from traditional to digital 
mode, is very difficult task and very difficult to adopt the 
technological advancement to the people because there 
is less digital literacy in India. So for becoming Digital 
India the Prime minister of India initiated the program 
for becoming digital for the economic growth of India. 
In the current scenario digital education is becoming a 
last option for continuity of the education from primary 
education to higher education due to lockdown situation.  
But after digitalization the scenario has changed from 
traditional study to modern study which impacted the 
students as well as teacher to adopt the digital study 
and learning. It created much disturbance at the time of 
firstly adopt but now it has become a widely emerging 
trend to connect the people or students from one place 
to another and provided many opportunity to the society 
and expand the life of a student and teacher as well. 
In this Scenario education become very easy through 
digitalization like; in classrooms there are many digital 
gadgets which provides better knowledge to improving 
the retain power of the student through video graphic 
and 3D images. And in Online classes, one who cannot 
afford the coaching institute for cracking the exams either 
government or private job or any entrance so he or she 
may get it through digital platform like: BYJU’s app, 
unacademy app, Adda247 and many other channels or 
mobile applications which they provide better knowledge 
in affordable prices where a student can study anytime 
and anywhere at his convenience. So the scenario has 
changed and learning is becoming easier than previous 
time with this type of technology and 3D effect view 
which has retained the study material and concepts easily 
by the students for a long time. It has become very helpful 
to learn easily. By 2020 it is observed that 1.5 million new 
digitized positions assessed globally, 90% people have an 
IT aptitudes. (Sharma, n.d.). The statement concluded 
that by 2020 technology emerged very rapidly and youth 
have better opportunities in the IT sectors with that they 
can achieve the growth personally and nationally. In the 
current scenario more than 3.5 billion people have access 
the internet, more than 5 billion having mobile device, 
with half of them having smartphones access. (Hospitality 
Insights), From that it can be said that people are mostly 

engaging in the digital platform that shows the move 
towards digital and technological advancement. Apart 
from that, the cloud based learning is now on trending 
where the learner can access the information on demand 
premises. Cloud based application specifically designed 
for the students where they can take their exam. The 
objective to conduct the study is that: 
	 •	 To know more about what is the effect of 

digitalization. 
	 •	 To evaluate the impact of digitalization on education.
	 •	 This paper will evaluate different implications, chal-

lenges to the education after digitalization. And how 
many people have access of the digital platform and 
internet connection in the rural or remote area.

Fig. 1 shows that the online and offline experience of 
college level with blue colour shows graduate students 
and with red colour shows undergraduate students. From 
the graduate students 39% have better experience and 
they like to study online, 50% are neutral or same and 
10% agreed that it is not good experience with online 
studies. From the undergraduate students 52% have better 
experience of online learning, 38% are about the same 
and 11% agreed for not having good experience for online 
learning. From the chart, it is clear that maximum student 
either graduate or undergraduate having better experience 
of learning via online rather than offline. So from the 
study it can be said that the online learning is moving fast 
among the students for learning from their comfort zone 
with physically present in the classroom. In the current 
scenario the online education is very much accessible by 
the almost students and become very familiar of it.
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Literature Review

Deborah (2017) evaluated the impact of digitalization 
on digital payment after demonetization in the tourism 
& hospitality sector and to study the crises faced by 
the hospitality and tourism sector like cancelling and 
booking the ticket, low investment from the foreign in 
tourism and hospitality sector. And to study about the 
digitalization through innovation after demonetisation 
towards the cashless  economy In this study qualitative 
and exploratory research conducted with primary data 
like conducted survey on the tourism people, Focus 
group interviews of tourism & travel. At the time 
of demonetization there is a sudden problem which  
impacted a common man, but the initiative which is taken 
by Modi Govt. in order to reduce black money, tax evasion 
and money laundering. The researcher’s aim to find out 
all the crises and its implication to the tourism sector and 
hospitality sector with innovation of digitalization, it has 
given the boost up to the economy in spite of difficulty. 
“In the Deborah research paper digitalization linked with 
tourism and hospitality and its effect to the economy, in 
Crawford research digitalization linked with education 
sector specialized in higher education in the COVID 
scenario”.

Crawford (2020) The study determined the impact 
of COVID-19 to the higher education in 20 countries 
including India, through intra digital pedagogy in order 
to become strengthen to succeed the present scenario 
and ready for future aspects. To conduct this study 
there is desktop analysis approach used for quality 
of the information including 172 sources like direct 
govt. websites, universities resources of the targeted 
20 countries. There is also synthesis and meta-analysis 
of these 20 countries of digitalization. The conclusion 
of this study is that all universities are rapidly going to 
reduce face to face interaction and moving towards the 
digitalized education in order to become digital without 
any interruption. This study concluded that to provide 
better knowledge and skills to the students at the time of 
crises with safety of the students and universities higher 
authorities. Lodha (2018) studied to analyse the impact 
of demonetization on digitalization and to find out the 
people perception towards the digitalization change after 
demonetization to the changing mode of digital payment 
in Udaipur City. And also find comparison about the 
uses of ATM, Debit Cards, Credit Cards and other digital 

mode of payment after and before the demonetisation. 
There is descriptive method used to collect primary 
data by filling questionnaire from 220 peoples of 
Udaipur city, and secondary data also collected from 
various published resources and websites, also used non 
probability convenience sampling techniques. The study 
concluded that digital mode of payment becomes very 
high and payment through IMPS becomes triple after 
demonetization in order to be a cashless transaction and 
security of money. And from the primary data it concluded 
that people’s perception changes towards digital payment, 
but government has to do continuous efforts for the 
security of the money of the people in order to believe 
on safely payment. “After linking the digitalization with 
tourism and hospitality sector and higher education, 
in the Lodha’s research linked the digitalization with 
demonetization with people’s perception towards it. And 
what will be impact in future of demonetization and will 
become the cashless economy. In Kaur’s research focused 
on the moving from electronic commerce to mobile 
commerce of society and marketers”. 

Kaur (2019) conducted this study was to evaluate the 
concept of digitalization for society as well as marketer  
and how economy will be moving from electronic  
commerce to mobile commerce (where all the digitally  
work done through the mobile phones) with various 
products and services of mobile banking like Mobile 
booking, mobile payment. Transfer of money and other 
financial services to access easily to the persons or customers 
and marketers in order to growth of the business. While 
conducting this research report exploratory methodology 
and qualitative data has been used. And it was also based 
on conceptual data for economic development. Kaul 
(2015) analysed the modern technology in five different 
sectors like: Agriculture, Manufacturing, Education, 
Healthcare and Government services. And described 
about the technological revolution and advancement and 
also discussed about new innovation wave in India, which 
is digitalization. This paper evaluated the socio-economic 
challenges, Inclusive growth and new technology 
adoption in India and how these factors affect the society 
growth and bring changes after digitalization. This paper 
also evaluated the modern technologies to solve the socio 
economic problems and challenges in India and how it 
will help for welfare of the society. Socio economic and 
environmental challenges like: Malnutrition, poverty, 
many diseases and literacy rate which affects the job 
of youths. The study is based on descriptive study and 
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concluded with all the environmental and contemporary 
approaches of technologies and socio economic factor, 
that to develop physical infrastructure for growth and 
achieve the target for improving the economic condition 
of the India. “After converting from electronic to mobile 
commerce, Kaul’s research focused on the technological 
effect on different sectors like: Agriculture, Manufacturing, 
Education, Healthcare and govt. services”. Marathe 
(2018) conducted this study was to evaluate the impact 
of digitalization on education and also discuss about the 
advantages and disadvantages of online mode of learning. 
This study also compared the old techniques of education 
to the modern learning or digital mode of education. This 
study is semi empirical or theory and experiential concept 
of data are used from the external sources. This paper also 
discussed about the SWOT analysis of online or digital 
learning which evaluate all the strength and weakness 
of the online learning platform. The study concluded 
that the online mode of education is going to increase 
52% from 2016 to 2021. It will improve the economic 
growth of the country. Conversion from traditional 
education to online education also increases. The study 
also concluded that population of the age group 15-25 
also a target market of online education, which improve 
the business of IT sector. There was also recommendation 
given in the study to make a provision for the digital or 
E-learning in the budget to profit and easy accessible 
to those people who lives in remote area. Government 
should also provide better speed of internet connection 
to the rural and remote area people. Government should 
provide the training programme for teachers and students 
to adopt the technology environment and improve digital 
literacy. “Marathe’s study evaluated the advantages and 
disadvantages of online education with SWOT analysis, 
Hans’s study focused on the merits and demerits with 
reasons of the changes the traditional to online mode and 
also discussed the different online platforms”.

Hans (2019) objectives of the study were to understand 
the transformation of digital education its merit and 
demerits and to discuss about the reason of the changes 
the online education. This study used descriptive and 
collected secondary data like some journals, magazines 
and some sources to understand the trend and issues while 
adopting digital education. This paper discussed about the 
new trends in education system which are digital platform 
from admission to leave, like: Online Admission, Online 
fee payment, Online Teaching with upgraded technologies 
that helps to teacher to teach easily and get retained the 

subject matter to the students, digital textbooks, e-notes, 
Online learning, Online examinations, results, and other 
notices and circulars. Also discussed about online learning 
platforms which are: SWAYAM initiative which launched 
by the government of India itself, for improving digital 
literacy and becoming the learning easily and MOOCs 
(Massive Open Online Courses) etc.  Shekhar (2017) 
focused on the response of the public and especially 
the rural people while adopting the digitalization after 
the step taken by the Government of India with “Digital 
India Programme”. And other objective is to analyse the 
different initiative and programme which are run by the 
Indian government. Data collected for that study in the 
both way primary and secondary, also adopt descriptive 
survey method with 500 respondents by filling the 
questionnaire. Through articles, government reports, 
journal the secondary data collected. In the Conclusion 
researcher find out that there are many hurdles like: Low 
internet speed, Irregular power supply, connectivity of 
internet in the remote areas and less digital literacy and 
technological advancement that’s why mostly People 
are afraid to adopt the digitalization. For overcome these 
crises the government should spend more on the continue 
power supply and access internet speed to the remote 
area and provide the training to adopt the advancement of 
digitalization. “In the Shekhar’s research found the result 
of the 500 respondent’s views on changing the traditional 
mode to the online mode through survey. And Yadav’s 
study focused on opportunities and challenges while 
adopting the digital technology”.     

Yadav (2018) considered the opportunities and challenges 
which are faced by the people while adopting the 
technology due to lack of knowledge and training. The 
objective of the study was to know the importance 
of digitalization in our day to day life, its concepts, 
challenges faced by the individual while adopting the 
new and contemporary technological advancement and 
gave the practical suggestion for improving and applying 
the concept in real life, which our government wanted to 
move towards digital India programme and improve the 
nation’s growth. The study evaluated the solution of the 
vision of the Indian government initiative, “digital India” 
in the reality. In the conclusion it is clear that to meet the 
Challenges and find out another opportunity every person 
should mentally prepare for adopting the new technology 
in the future in order to Hebbar (2020) become developed 
nation and vision of the government come true in the reality 
face. Evaluated the impact of Digital India on education 
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system and discussed about the Indian government 
move towards the digital education and any other digital 
programmes. The study discussed about the digitalization 
education, which is a campaign run by the government of 
India for making the education digitally empowered with 
the help of the advanced technology, in order to achieve 
economic growth of the country and become the youth 
digitally literate and familiar. The objective of the study 
was to know the effect of digitalization to the education, 
to create awareness about digital literacy, to educate the 
people and benefits of digitalization or technological 
advancement. The study also discussed about the digital 
tools which used by the teachers and students during live 
classes and recorded session. The tools are: Smart Class, 
PowerPoint, Educomp etc. The study was Conceptual 
in nature. The study discussed about the positive and 
negative impact of digital India initiative on the education. 
In this study the primary and secondary both type of 
data collected from various sources, like: In primary 
source data collected through the lecturers and students 
through survey. Secondary data collected from various 
sources through, Magazines, Journals, newspapers etc. 
“Hebbar’s study focused on government moves towards 
the online education, which is digitalization education, 
with different initiatives and educational tools. Rastogi’s 
research evaluated the advantages of available resources 
and how they helped in online studies.”

Rastogi (2019) evaluated the available resources or any 
electronic media, what are the advantages to the students 
while adopting the digital education and what is the 
impact on the student and society as well. Found out the 
basic components of online education, importance and to 
find out growth factors of online education. This paper 
based on secondary data from the websites, newspapers, 
published journals etc. In the last the paper concluded 
that there is excessive dependence on the electronic 
gadgets which are adversely affect to the behaviour and 
psychological imbalances of the youth. The aim of the 
study was to know more about the basic components to 
promoting the digital education, to know the important 
online learning application factors, adverse effect of 
digitalization towards the students, what are the factors 
for growth of digital education and technological 
advancement in the new era. The study discussed about 
the basic components which are necessary for conducting 
online learning that are: Smart Boards, Class Room PC, 
Projectors, Internet connectivity and learning applications 
are: Google Classroom, E-Pathshala, Cuemath, GuruQ.in, 

BYJU’s etc. The study gave the suggestion to tackle the 
youth oneself from misguidance and unethical behaviour 
towards the education and society as well. Gurram (2020) 
evaluated the effect of internet banking on the customer 
and what was the perception towards the technology at the 
time of any banking transactions. The study also discussed 
the development of the future’s viewpoint. In this study 
the primary and secondary data are used to reach out the 
conclusion like through filling the survey form. In the last 
it is concluded that most of the person and their family 
member are very much aware and familiar about the digital 
banking system. In fact they prefer to not visit the banks 
usually due to digitalization. And they do online payment 
without any confusion and fear of loss of the money to 
due high familiarity rate. They do their work in the safe 
mode digitally. And most of the people started using 
digital technology for the banks after the digitalization. 
“Gurram’s research evaluated the internet banking after 
digitalization and people perceptions towards the internet 
banking. And how it will be affected the economy in the 
future. Kumar’s paper evaluated the digitalization impact 
to the economy with different variables and what will 
be the opportunities for the young ones for changing the 
economy situation in the better way.” 

Kumar (2019) evaluated the impact of digitalization 
on Indian Economy, with its previous reviews of 
literature. This paper studied about some variables like: 
Unemployment, GDP, FDI, Money Governance, Pricing, 
Speed, Infrastructure etc., through the collecting research 
articles which based on the effect of digitalization. 
In conclusion the study concluded that digitalization 
brings new changes in the economy and provides new 
opportunities to the young people that directly effect to 
the economy in better way. It concluded that digitalization 
brings many advantages to boost the economy but it 
has to be controlled very well because it may impact 
negatively to the economy as well. Apart from that it 
gives more transparency to the economy, like: easy access 
to the digital payment, Brought innovation, easily access 
to the information of world wide. The study is totally 
based on the previous literature review, the researcher 
collected the published paper and given the review of that 
and on the basis of previous review researcher reached 
to the conclusion. Hazarika (2020) evaluated about the 
digitalization impact on employment in banking (Indian 
Scheduled Commercial Banks) sector’s personnel. 
The objective of the study to analysed the employee’s 
contribution to the banks, and its impact on personnel 
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in Indian Scheduled Commercial Banks. The study also 
discussed about the factors affecting bank’s profitability. 
It focused on two major factors that profitability are use 
of digitalization and contribution of the banks. The study 
described about that no any research found the issue of not 
shown properly which types of employees are there who 
contributing more to banks, and who are threatened more 
as compare to another employees after digitalization, and 
which types of banks most threatened  in commercial 
banks. The study evaluated through observation of lesser 
the jobs of clerks due to digitalization, due to negative 
contribution towards banks. And that’s not very much 
effective to the increase the profitability of the banks; it 
may lead to bear the unproductive cost to the banks. The 
study based on the secondary data with some published 
research and genuine source from the updated released 
data from Reserve bank of India. In the last it is concluded 
as that number of officers contributed in operational 
profitability of banks but clerks and sub clerks did not 
contributed according to the data of Reserve Bank of 
India in 2005. And conclusion found that number of 
officers increased but number of clerks and sub staffs 
decreased in commercial Banks due to merger the banks 
in private banks, negative contribution of employees and 
digitalization, that impacted negatively to the employment 
of clerks and sub staffs of banks. Although there are many 
other jobs for the employees but clerks and sub staffs 
required to the banks for increasing the productivity 
and profits of the banks, and decreasing the employees 
is not a good sign for the future of the banks as well as 
economy. “Hazarika’s  paper focused on the digitalization 
impact on the employment of banking sectors especially 
in Scheduled commercial banking, and what will be the 
effect on the banks. Gaur’s paper evaluated the trends 
and challenges in IT and BPM sector after introducing 
the digitalization, with many programmes initiated by 
Government of India”.

Gaur (2016) evaluated the trend and the challenges of 
digitalization in IT and BPM sector with boosting the 
demand of IT hardware in new technological era after 
starting the digital India and Make in India programme 
by the Prime Minister Narendra Modi in 2015. This 
paper evaluated vision and nine Pillars of Digital India 
Programme with other different initiatives which directly 
brings the digital empowerment of the society as well 
as economy. This paper applied conceptual exploratory 
research design and based on secondary data and review. 
And also discussed the previous published data like; 

bandwidth capacity, Contribution to internet, Mobile 
Application stores download, broadband internet and 
mobile internet access to the BRICS nation etc. described. 
In the conclusion the paper concluded that in emerging 
trend there are many opportunities to the youth IT industry 
that will enhance the skill and provide better growth to 
the economy. Lockee (2020) evaluated about the teacher 
professional development for online and blended learning 
in the digital transformation era amidst COVID-19 when 
there was a sudden change in the education from offline 
study to online study. There have been faced different 
implications and challenges occur while adopting the 
digital platform. For overcome these type of challenges 
there was used Teacher Professional Development 
(TPD), Online and Blended Learning (OBL), Learning 
and performance context has been used in this study for 
adopting digital platform easily and effectively for the 
teachers and students as well. TPD provide a framework 
for the teacher’s preparation while online teaching and 
practice in Online and blended environment in the time 
of COVID-19 era. The study also discussed the changing 
practice and teaching style after the digitalization. The 
aim of the study was to explore the quick shifting from 
traditional platform to digital platform in the teaching and 
learning process. The study examined the Meta aggressive 
analysis in the COVID-19 era. The methodology of this 
study was quick response research approach. “Lockee’s 
research evaluated TPD and OBL which improve the 
teacher’s efficiency in the teaching while in online 
education, and it will helpful to perform the task very 
easily and efficiently. Sharma’s paper focused on the 
digital transformation in education sector with different 
changes and challenges.” 

Sharma (2020) discussed about the digital transformation 
and understood the impact of digitalization on education 
sector. The aim of the study was to highlight the emerging 
changes in the education. The study based on the 
descriptive research and data collected through secondary 
data from the published articles and some web articles. 
The study discussed some impacts of digitalization on 
education sector like: with the help of digitalization study 
has become easy and reliable, learners can assess the study 
from anywhere to everywhere with the correspondence 
study and distance learning. If a student wants to learn 
from abroad or his/her comfort zone, it become easy 
in the digitalization era. Leaner can attend any session 
regarding the study from his comfort zone as well. With 
the asses the computer, smartphone and laptop in the 
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colleges, empowers the learning style or learn accurately 
with the grammatical mistakes and take corrective actions 
at the particular point of time. Universities may not send 
their students to the trip on the field, with the technology 
they may conduct the webinar for this type of trip leaning 
process and student may learn from the particular place 
or comfort zone. With the some positive impact the study 
discussed the negative aspects of the impact on education 
of digitalization.

Data Collection and Methodology

The study isused secondary data and collected from the 
World Bank indicator (World Bank). Data collected from 
the year of 2000 to 2019 and analysed with different 
methodology like; descriptive statistics,   correlation and 
regression analysis data. From world Bank Indicators 
data collected with different variables like; government 
expenditures, literacy rate, total unemployment, school 
enrolment, fixed telephone subscription, fixed broadband 
subscription and secure internet server. For analysing 
the collected data from the published resources there 

was descriptive statistics are used for describing and 
summarising the numerical properties of the data, 
it includes classification tabulation and graphical 
presentation, and described and found out the conclusion 
with correlation and regression and summarized by 
applying mean and standard deviation of the collected 
variables.

Variables Description 

Digitalization considered as a dependent variable 
and others are independent. For the calculation of 
digitalization considered proxy of FTS:  Fixed Telephone 
Subscription (per 100 people), SIS: Secure Internet 
Servers (per 1 million people), FBS: Fixed Broadband 
Subscription (per 100 people) and education measured 
by GE: Government Expenditure on education, total 
(% of Government expenditure) and LR: Literacy Rate 
youth total (% of People ages 15-24). Other independent 
variables are TU: Total Unemployment (% of total labour 
force) (modelled ILO estimate), SE: School Enrolment, 
primary and secondary (gross), gender parity index (GPI)

Results and Discussions

Table 1: Descriptive Statistics 

Variable Obs. Mean Std. Dev. Min. Max.

FTS 20 0.1469479 0.3272314 0.0737767 1.5372
SIS 20 38.65685 95.62931 0 389.198
FBS 20 0.7023896 0.5782412 0 1.44535
GE 20 6.393622 6.67511 0 16.73051
LR 20 16.76827 34.50613 0 91.66404
TU 20 5.5519 0.1420259 5.281 5.725
SE 20 0.7830215 0.4107578 0 1.09519

Source: Author’s estimations.

Note: FTS- Fixed Telephone Subscription (per 100 people), SIS- Secure Internet Server (Per 1 million people), FBS- Fixed Broadband Subscription 
(per 100 people), GE- Government Expenditure on Education, total (% of Government Expenditure), LR- Literacy Rate Youth Total (% of people 
ages 15-24) , TU- Total Unemployment (% of total Labour Force) (Modelled ILO estimate), SE- School Enrolment, Primary and Secondary 
(gross), Gender Parity Index (GPI).

Table 1 show that descriptive analysis and  describing 
observation of all the variables are taken is 20, it includes 
3 variables of digitalization like: Fixed telephone 
subscription, Secure Internet Server, Fixed Broadband 
Subscription etc., and 4 variables of Education which 
are: Government expenditure, Literacy rate, Total 

Unemployment and School Enrolment for the years 
between 2000 and 2019. Then found the mean which 
shows the smallest mean among the variables is 0.7023896 
for fixed Broadband services. And analysed the standard 
deviation of all the variables, which also shown through 
graphical presentation.
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Fig. 2: Graphical Representation of Descriptive Analysis 

Table 2: Correlation Analysis 

FTS SIS FBS GE LR TU SE

FTS 1.0000
SIS 0.8628 1.0000
FBS 0.3024 0.5061 1.0000
GE -0.2254 -0.3911 -0.2826 1.0000
LR -0.1144 0.0709 -0.0107 -0.0062 1.0000
TU -0.3263 -0.5196 -0.3123 0.5573 -0.1397 1.0000
SE 0.1359 0.0049 0.4117 -0.1901 -0.4259 0.0821 1.0000

Source: Author’s estimations.
Note: FTS- Fixed Telephone Subscription (per 100 people), SIS- Secure Internet Server (Per 1 million people) , FBS- Fixed Broadband Subscription 
(per 100 people), GE- Government Expenditure on Education, total (% of Government Expenditure), LR- Literacy Rate Youth Total (% of people 
ages 15-24), TU- Total Unemployment (% of total Labour Force) (Modelled ILO estimate), SE- School Enrolment, Primary and Secondary 
(gross), Gender Parity Index (GPI).

Table 2 the correlation is found between the education 
variables and digitalization variable that, highest value 
is 0.8628 which is for Secure Internet Server among the 
digitalization factors and positively impacted on the fixed 
Telephone Subscription. Further it is going to decrease in 
every variable’s correlation. And education variables are 
also in negative terms and negatively impacted on fixed 
Telephone Subscription. In the last, School Enrolment is 
positively impacted to Total Unemployment, which shows 

better results and total unemployment will decrease soon 
after increasing the enrolment in the school. And it will 
increase the digital literacy in India. Fixed Broad Band 
service is also affected positively to the secure internet 
server, which boost the Indian economy with continuous 
internet and broadband service in India. Literacy 
rate is also positively correlated to Secure Internet  
Server, which shows positive impact on literacy rate 
and in future it will increase the digital literacy rate  
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through internet server, where an individual may spend a 
lot of time on the internet through which he or she may 

learn easily and get familiar to the internet and digital 
platform.  

Table 3: Regression Analysis

FBS Coef. Std.Err. T p>ItI [95% Conf. Interval]

GE -0.0000669 0.233544 -0.00 0.998 -0.0498455 0.497117
LR 0.0026574 0.0040011 0.66 0.517 -0.0058707 0.0111855
TU -1.348766 1.083385 -1.24 0.232 -3.657946 0.9604138
SE 0.7126506 0.3470723 2.05 0.058 -0.0271165 1.452418
_cons 7.588451 5.895834 1.29 0.218 -4.978221 20.15512
No. of obs.            = 20
F (4,15)                  = 1.69
Prob > F                 = 0.2050
R-Squared           = 0.3104
Adj R-Squared     = 0.1265
Root MSE              = 0.54044
No. of obs.            = 20
F (4,15)                  = 1.69
Prob > F                 = 0.2050

Source: Author’s estimations.
Note: FTS- Fixed Telephone Subscription (per 100 people), SIS- Secure Internet Server (Per 1 million people), FBS- Fixed Broadband Subscription 
(per 100 people), GE- Government Expenditure on Education, total (% of Government Expenditure), LR- Literacy Rate Youth Total (% of people 
ages 15-24), TU- Total Unemployment (% of total Labour Force) (Modelled ILO estimate), SE- School Enrolment, Primary and Secondary 
(gross), Gender Parity Index (GPI).

Table 3 concluded the Regression of the variables of FBS 
GE LR TU SE, Model of SS is 1.97176532 and residual is 
4.38112877 and total is 6.35289409. Model of DF is 4 and 
residual is 15 and total is 19. Model of MS is 0.49294133 
and residual is 0.292075251, Total is 0.334362847. 
And other information and analysis are: observation is 
equals to 20, F is 4 and 15 that equal to 1.69. Prob. Is 
> F is equal to 0.2050. R-Squared is equals to 0.3104. 
Adjusted R-Squared is equals to 0.1265. And Root MSE 
is equals to 0.54044. It is also concluded the result for the 
test with Coefficient, standard error and 95% confidence 
level of the variables Government Expenditure, Literacy 
Rate, Total Unemployment and school Enrolment. 
Coefficient of Government Expenditure on education is 
shown negative and the standard Error of that is shown 
positive, that concludes that government should focus 
on the education expenditure to provide the better place 
for the education and economy. Coefficient and standard 
Error of Literacy Rate is shown positive, which shows 
that the improvement of literacy rate which improves 
the education among the youngsters and will provide the 
better effect to the economy. Coefficient and Standard 
Error of school enrolment shows positive in above table. 

Total unemployment is also shown negative with the effect 
of literacy rate.  If the literacy rate positive then students 
may get better education with the government expenditure 
with proper guidance, skills and proper learning tools, 
then unemployment will reduce automatically. 

Conclusions

The study evaluated the impact of digitalization on 
education with many factors like changing the scenario 
of education sector from traditional to digital platform, 
where some students and teachers faced many challenges 
while adopting the digital platform at the first time. But in 
the current scenario many people are very much literate 
about digital challenges and very much familiar about the 
digital platform, concluded that people are moving towards 
the digital assess easily and effectively with learning the 
digital concept. There are many positive impacts of digital 
platform towards education and other related sectors like: 
people are becoming literate about digital platforms, 
with that they can assess the education from anywhere 
to everywhere, there is less effort are considered to the 
education, but rather that there are some negative impacts 
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of digitalization where the internet connection are not 
provided but with the help of government’s effort and 
provide sufficient fund towards the digital education and 
internet connectivity with high speed, the country become 
developed and connect from World Wide in the current 
scenario or in the future. The study is based on descriptive 
and analytical methods where the data collected from the 
published resources (World Bank indicators). From the 
above results and discussions it is concluded that, through 
the Analysis all the variables are concluded as to find 
mean, Standard deviation, minimum and maximum value 
with the observation is taken as 20. In the correlation most 
of the variables are positively correlated from education 
variables to digitalization variables, which show a good 
impact on the economy and in future it will perform very 
well as our honourable Prime Minister expected. With 
the results it is concluded that India is moving towards 
becoming digitally, paperless and cashless, which very 
much helps to the economy and education sector as well.

Suggestions and Recommendations

After certain limitations and conclusions there are 
some suggestions and recommendations like: India is a 
developing country so that there are many people who 
have not access the internet connectivity and not digitally 
literate as comparison to another country, so government 
should raise the funds for remote area to become digitally 
literate them and educate them, with the help of increasing 
the more funds and provide better broadband service 
and internet connectivity India will become developed 
with the access of the worldwide connectivity. It will 
help to the welfare of the society and motivate the youth 
and encourage them to become digitally literate with 
the ease of tackle the problem of any type of situation. 
With the increasing the morale of the youth it will help 
to the government and improve the economic condition 
of the country. There is required a proper training of 
digitalization to the students as well as teachers and 
common people with that all of the citizen can access 
the digital platform without any interpretation. More IT 
labs should be provided to the students and teachers in all 
types of schools and colleges with minimum and optimal 
charges where every poor can access and get opportunity 
to learn the technological advancement.

Limitations

The limitations of this paper are many, there has been 
used limited and secondary data for the study and limited 
objectives are used to conduct the study. The study is too 
short and not enough methodology has been used, the 
study may evaluate the more variables like: male and 
female ratio for education, Access education for female 
in rural areas, Mobile Cellular Subscription, Government 
expenditure on internet access to everyone and percent 
of individual using internet, but due to short period of 
time and cost, the data collected from 2000 to 2019 only. 
Primary data was not collected through survey and by 
filling the questionnaire. With the help of primary data the 
study may elaborate very well. This paper may provide 
and elaborate more the digitalization and education due 
to current scenario, it is not done so. But with the given 
information it my helpful to the society and government 
for analysing the education position and digitalization 
position in India, and will helpful for further studies in 
future as well, despite of certain limitations
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