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“TRODUCTION

. celebrity Endorsement:
Celebrty endorsement has been delined as any indwvidual who enjoys public recogmibion and who

this recognition on beball of a. consumer good and service by presenting it inoan advertisement
Starren, 10897 Cefetrity entdorsement i recagnized by marketers because it has an effect that influence
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T 1938, 1n o reality, approsimatelt 20 percent of all commergials use some Lpe of cilebirity
cinent [Bradley, 2096} and accorting 1o recent rasearch approxmately 25% of American commercials
sehelitities (Shimp, 20060 There s greal polential to manage well the brand equity and giving proper
g0 when using endorsers to promete the aduertising campaign  When calebrity endorsers promaote

sHsIng peaple aisa recopnize that advertisemeant vary wall
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ABSTRACT
For Sociol odvectising is defined &5 the use of medio-bosed & X%,

messages thot ore intended te educale or stimulote people in the flﬁﬁu : é
spcrely ta prgage themsedvey in valntory saciol activily such oy heailth LR

SErNEE, Srlvironment conservalian, nationo! Wiy, erc adverhisgaents
with @ soctial messoge (e conveying o soool message of creating
awareness among the masses of lndw aboul key issues which ore af
prime importance and act os o desmecratic rght to the common man.
These socal advertiserments aperate oy Corgorate Social Responsibility

{CSR]
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INTRODUCTION

1. SOCIAL ADVERTISING:
Advertisements play a wital rale i making the product 10 reach the target sepmerit. Advertise

arg assential to promote the product, seryice, brand or corparale as a whole Latest trend in the ¢
advertisements s seaal advertisimg Though sovial agdvertisements are not new to India, it has a turm:
i the recent period  Advertisements with social message are termed as Social Advertisements

Eovernment use ta release sanaladvertisements, now privale arganitations advertise their brand assc

wilth social messapes

2. WHY 500141 ADVERTISEMENTS ARE NECESSARY?

Rewadays we find g lot ol advertisementy with a ocial message Lo conveying a 'social mis:
Creatng awarpnesy gmong the masses ol incha sbout key jssuss which are of prime imporance anil 7
gemocratic right te the camriion man  These sooal advertsements opérate as Corporate
Hesponsibinty (CSR) actwity for corporate (Aparna — 2009). Fram organizations perspective, in pure s
e differentiation to bullda brand image. Since;, majonty of the products have close substitutes it
enaughl praduets @lane are macketed . 1t is tho responsibility 6f the corporate, 1 8o migre for tho ¢
hiee made their foo) strgnper. From seciety's perspective, India needs to undérgo cha

where they
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A Study to Measure Impact of
Convenience Factors and Situational
Factors on Online Purchase of Grocery
Products in Pune Region
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Abstract: Internet and Information Technology have made major changes in form of business all over the

world. Use of telecommunication networks and internet promoted use of Ecommerce through which several
purchase activities happen in business. Growth of Ecommerce in India is because of convenience and large
customer choice. Online retail is about 15% in India, India has 10 million shoppers and is growing at an
estimate of 40-45%.

The purpose of the research is to study and measure impact of convenience factor and situational factors on
online purchase of grocery products in relation to information Technology employees in Pune region. This
research relies on primary and secondary data. Based on Literature review of past research, Primary data is
collected by way of responses to a structured questionnaire from IT sector employees in Pune. Data analysis is
conducted using statistical tools like SPSS, MS Excel etc. Statistical tests, correlation, tabulation, charts etc.
Findings of the study reveal significance to online players/sellers for i) development and sale of online grocery
products in targeted segment ii) understand preference of online buyers iii) To know behaviour of customers in
various situations.

Keywords: Online grocery shopping, grocery products, convenience, situational factors.

l. Introduction

Grocery shopping is considered as one of the important and frequent activity of every house.
People may avoid luxuries like restaurants, movies, vacation/foreign tours but they can’t stop buying
basic goods like vegetables, fruits, oil floor etc. Because of busy schedule people are not willing to
spend time on shopping of groceries they find it tiresome and stressful. Long ques at billing counters
and heavy traffic on roads/market place make people uneasy and feel to complete the task as fast as
possible.With development of e-commerce and internet facility online is buying is the convenient
way.(Anckar et al. 2002). Different e-grocery portals like big basket, grofers, zopnow, Aaramshop are
providing service for selected metro cities in India.

Online grocery shopping refers to ordering grocery products via the Internet and the subsequent
delivery of the ordered goods at home (Burke, 1998). It is also defined as a number of experiences
including information search, web site browsing/navigation, ordering, payment, customer service
interactions, delivery, post-purchase problem resolution, and satisfaction with every purchase (Ha/Stoel
2009).0Online shopping is a mode of purchasing products and services by ordering them via the Internet-
based stores, which provides consumers with an easy access to products and price information, and
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ABSTRACT:

Brand promotion influences numerous parts of our lives
and can boost various practices that whenever misled can cause
destructive results in the life of the personal being. The focal point
of advertising turns into a sensitive subject when diverting the
expectations of the dealer into a perhaps obscure or much
enhanced market. The impacts of brand promotion must be
estimated and controlled for the future improvement of the main
crux. With consistently evolving world, brand promotion must
adjust the context it will create in. As the market (world) changes,
brand promotion must adjust to it. This review inspects various

ways promoting has been influencing the contemporary. time in
Economy, Health, and Society with the end goal that brand promotion is utilized and how companies are in

their mission to locate the best way to deal to target buyers.
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INTRODUCTION

A definitive objective of
brand promotion and
advertising systems is -to
convey powerful message
persuading another gathering
to change conclusions or
frames of mind (Meyers-Levy
and Malaviya, 1999). There
are three primary parts of
thought deciding the quality
of promoting: Product, Need
and Customer. While outer

elements, for example,
channel, setting, media, and
so on are fundamental
contemplations and
frequently examined,
presumably the most

significant matters of

“conceived

information are to realize what to
offer, who to offer to, and why you
are selling it. From this viewpoint,
the question "How to sell it?" is
from these three
primary pieces of promoting.
Monstrous social, showcasing, and
media changes obviously are
reflected in advertisement use
(Kerr, Schultz, Kitchen, Mulhern,
and Beede, 2015). As the advanced
world is improving and growing
progressively effective and simple

to-utilize methods for brand
promotion, the conventional
promoting systems and

methodologies must be improved,
as well. There are numerous
hypotheses in the market about
how to deliver the best possible

message and how to create
powerful advertising systems.
Promoting has not simply from
the consequence of changing
media propensities, basic
leadership, and buying power, yet
it likewise seems, by all accounts,
to be a piece of the ascent of a
transformative worldwide society.
Advertising  ought not be
compelled as a reasonable,
educational asset for normal
customers (Heath, 2012).
Promotion can influence also,
make constructive outcomes in
numerous fields. As indicated by
Laczniak (2015), hypotheses can
be obtained from different fields
and adjusted to brand promotion.
This mix of fields makes the
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ABSTRACT
In Present Marketing Scenario, the Study of Consumer Behavior has turned out to be important.

Buyers are the rulers of business sectors. Without buyers no business association can run. Buying behavior
depends on buyer purchasing behaviour, with the buyer assuming the three particular jobs of consumer,
payer and buyer. Buyer purchasing behaviour has turned into an essential piece of vital market planning. So
as to build up a structure for the study customer buying it is useful to start by considering the advancement
of the field of buyer behaviour and the various standards of idea that have impacted the process. As depicted
in this article, a lot of measurements can be distinguished in the writing, which can be utilized to describe and
separate, the different points of view on buyer behaviour during the 1960s it is described by two wide ideal
models, the positivist and the non-positivist. The positivist view incorporates the monetary, social,
psychological, inspirational/attribute/attitudinal, and situational viewpoints; these points of view are alluded
to as the customary viewpoints as they pre-date the advancement of the non-positivist worldview. The
positivist worldview, which is as yet the prevailing worldview, stresses the matchless quality of human reason
and that there is a truth which can be found by studying their behavior. The restricting, non-positivist view,
encompasses the interpretive and postmodern viewpoints, which have developed all the more as of late
during the period present 1980 on wards. The objective view and the belief system of a homogenous social
culture and along these lines deny the complex social and social world in which buyers live. The canventional,
positivist viewpoint adopts an utilitarian strategy to the advantages from utilization. While the non-positivist
points of view place a lot more prominent accentuation on the representative elements of decision. The
target of non-positivist research is to accomplish a superior comprehension of customer behaviour with no
particular purpose to impact buyer process. This article intends to distinguish various surges of idea that

could direct future customer study.

KEYWORDS: Consumer Buying Behavior, Traditional Perspectives, Rational Perspectives, Cognitive, Traits,
Conventional, Attitudinal, Situational, Positivist Paradigm, Non-Positivist Paradigm.

CONSUMER BEHAVIOR PRELUDE :
Customer behaviour has been consistently of extraordinary interest to advertisers. The learning of

buyer behaviour get the advertiser to see how buyers think, feel and select from choices like products,
brands and so forth and how the buyers are impacted by their condition, the reference gatherings, family,
and salespersons, etc. Consumer purchasing behaviour is affected by social, social, individual and mental
elements. Buyer is the examination "of the procedures included when people or group select, buy, use, or
discard products, services, thoughts, or encounters to fulfill needs and wants" (Solomon 1995, 7). In the
advertising setting, the term , consumer “ alludes not exclusively to the demonstration of procurement itself,

Journal for all Subjects : www.lbp.world
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“anaging stress at workplace-

Managing stress is nothing but improving everyday functioning of your day to day activities.
Stress has become an evitable part of life of an individual. If you cannot avoid stress you can manage
+ Stress is derived from the Latin word seringere. meaning (o draw tight, & was used in the 17th
(o describe. hardships or aftliction. During the late 18th century stress denoted force, pressure,

century

<rain or strong effort referring primarily fo an individual or to an individual’s organs or mental

sower(Hinkle, 1973).

There are three types of stress-

Acute stress- Acute stress is caused by reactive thinking in all situations. Negative thoughts in
mind always can cause acute stress. It is also related to the upcoming situations . events in near futare.
Episodic Acute stress-

11 a person frequently expericnce acute stess or who lives present with frequent triggers of
. have episodic acute stress. A person with acute stress often live a life of chaos and crisis. They
ured by some or the other thing.

stres:
are always in a rush or hurry. They always feel prey
One of the first scientific atiempts 10 explain the process of stress related illness was made by Hans
Selye in 1946, who described three stages an individual experiences in stressful situation

1. Alarm reaction. in which an initial phase of lowered resistance is followed by countershock,

during which the individual's defense mechanisms become active
2. Resistance. the stage of maximum adaptation and. ideally. successful retuns to equilibrium for
the individual. I . however. the stress continues or the defense mechanism does not work . one
will move on to a third stage
3. Exhaustion. when adaptive mechanisms collapse.
Although the health care costs and the number of disability cases across all medical illnesses
ims I ing  stress

al and mental health, reduce costs to

have increased.  disability management  pre

interventions have been found 1o improve phys
ers. and facilitate the reintegration of injured individuals into the work environment.
ams limit the impact and chronicity of disabilities and can be used 1o
ious

S management prog
reduce and control the cost of disability in the workplace. Providing the most effic
behavioral interventions thereby allows cmployers. employees and health professionals to work

cooperatively to achieve optimum health and cost elfectiveness. This review presents a variety
of group and individual interventions. which have been utilized to aid disabled employees in
il illness. The implementation of - stress

coping with work-related injuries and - medi
management interventions in the workplace is described in detail. with special emphasis on the
use of cognitive behavioral stress management. Finally. this review outlines a team approach o
the application of a workplace stress management intervention aimed at reducing the overall

impact of disability

rism of stress various situational factors are responsible to cause

Apart from the biological mec
stress.
To name a few ~Organizational culture of the organization may become a cause of stress for an

individual. Organizational culture refers to culture in any type of organization be it school. university.

- researchiournev?
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Emerging trends 1n organised grocery retail: A study of
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Abstract:

Retail sector has emerged as one of the growing industry and is witnessing a transformation withsignificance increase in
turnover, revenue, employment generation and contributing to the economy of country in many ways.The opportunity for
grocery retail is huge, Food and grocery present market size at estimated US$ 455 billion, the category will continue to grow at
about 15 per cent per annum over the next decade(bureau, 2016)Unorganised retail market is big in India. Traditional retail
shops are means of livelihood. ORP Organised retail penetration is low in India (8%) compared to developed nations. This
shows a huge potential in organised retail in coming future.(Foundation, 2016)

The study reveals the structure of organised grocery retail and key drivers to organised retail in urban India.This paper provides
information about advent and emerging trends inorganised grocery retail. Study examines the growing awareness about online
grocery shopping and major players in Indian online market. Study also focus on supply side drivers and demand side drivers of
online grocery retail. Information collected is from various research journals, articles, books, newspapers and study is based on
secondary data available from various sources and is a descriptive in nature.

Keywords: Retail, Grocery,organised retail, convenience,online grocery

Introduction:
Retailing in India:

Food and Grocery is like a back bone of retail industry. With present market size at estimated US$ 455 billion (Rs 30,464
billion), Food and Grocery will continue to grow at about 15 per cent per annum over the next 10 years. Thus, for coming
future, food & grocery retail is expected to dominate the market with more than 60 per cent share of the overall retail market.
(bureau, 2016)Retail sector has emerged as one of the growing industry and is witnessing a transformation with significance
increase in turnover, revenue, employment generation and contributing to the economy of country in many ways. The
opportunity for grocery retail is huge, Food and grocery present market size at estimated US$ 455 billion, the category will
continue to grow at about 15 per cent per annum over the next decade(bureau, 2016)Unorganised retail market is big in India.
Traditional retail shops are means of livelihood. ORP Organised retail penetration is low in India (8%) compared to developed
nations. This shows a huge potential in organised retail in coming future.(Foundation, 2016)

Retailing:

According to Philip Kotler- “Retailing includes all the activities involved in selling goods or services to the final customers for
personal, non- business use.”

According to Chetan Bajaj —Retailing is defined as a conclusive set of activities or steps used to sell a product or a service to
consumers for their personal or family use. It is responsible for matching individual demands of the consumers with supplies of
all the manufacturers.9 In simple terms we can say that retailing means the sale of goods or commodities in small quantities
directly to consumers.

Objectives of the study:

1. To study organised retail market in India.

2. To determine key drivers of organised retail industry in India.
3. To examine key drivers of online grocery retail.

4. To understand opportunities and challenges of online grocery retail.
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