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Role of Social Media for Talent Acquisition 

 
 
Dr. Ridhi Rani1  

Nilam Yadav2 

 
 

Abstract 

 

The Practice of social media as a tool for talent acquisition has revolutionized the world of 

individuals and businesses. It has significantly increased the demand and supply in recruitment 

and selection. Changes in the current scenario of selection require a clear understanding of 

social media. Due to continuous change in recruiting websites, up-gradation of a literature 

review is required regularly. The purpose of this research paper is to identify how social media 

as a tool effect in talent acquisition. A sample size of 60 peoples is selected having minimum 

experience of 2 years in their own field. Their findings were analyzed with SPSS using factor 

analysis methods. The research conducted for this project has led to findings that most of the 

organizations now prefer going online for hiring new recruits. 

Keywords: Social media, talent acquisition, networking, employee, recruitment. 

 

1. Introduction and Motivation of the study 

Social media is a computer-based technology that allows people sharing of ideas and other 

information and also facilitates the people with the building of virtual networks and 

communities. Social media can assist in the field of Human resources wherein it helps to acquire 

the best talent required by the company irrespective of the geographical boundaries of the world. 

Talent acquisition is the process of procuring and obtaining skilled human work for 

organizational necessities and to meet any work essential. The ability procurement group inside 
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an association is accountable for finding, making sure about, assessing, and utilizing the 

likelihood to fill occupations that are required to meet association goals and fill adventure 

necessities. The business mark in this manner envelops the acquirement of human capital, just as 

the best approach to manage corporate delegate headway. Social media can be leveraged in the 

field of talent acquisition to tap the most from the potential candidates. Social media tools like 

LinkedIn, Twitter, and Facebook can be used to engage with the users and sourcing it to recruit 

talent. Almost all successful businesses are using social, media in their talent acquisition process. 

A report by SHRM stated that 84% of companies surveyed used social media as a recruitment 

tool in 2016 and an additional 9% of the companies were planning to start. While for most of 

these companies Social media isn’t their only tool it is evident that they and the others need to 

start using it in the coming future. According to a well-known and reliable site, for recruitment, 

Glassdoor, 79% of all job seekers, and 86% of those in the first decade of their career are likely 

to use social media in their job search, apart from using it to promote job vacancies, employers 

can use it to create and maintain a unique employer brand. The purpose of this research paper is 

to identify how social media as a tool effect in talent acquisition. 

1.1 Using Social Media to Advertise Open Positions 

 

Social media has become a better channel for many employers which results in the declining 

popularity of online job portals like monster.com. The utilization of LinkedIn, Twitter, 

Facebook, and other internet-based life systems for this reason expanded by 10% a year ago 

while the utilization of occupation sheets fell by 3%. LinkedIn is without a doubt the most 

mainstream social site for enrollment, because of its capacity to interface potential businesses 

with passive employment searchers. SHRM finds that 96% of organizations that enroll socially 

use LinkedIn. Urging representatives to impart publicized positions to their own systems can 

yield 10X the number of candidates for a given position. According to a report by SHRM, when 
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it comes to social media recruiting, Facebook (66%) and Twitter (53%) were also found to be 

popular resources for employers. Regardless of the channel, 55% of employers using social 

media to advertise positions find that it lowers the cost of the hiring process. 

1.2 Social Media and the Talent Brand 

 

Having a strong talent brand is fundamental to drawing in the best and most splendid talent in the 

present progressively aggressive market. As announced in Forbes, a solid talent mark addresses 

each point in the business pipe from pre-contender to existing representatives, and a strong one 

can lessen the expense to procure by half and diminish turnover by 28%. Internet-based life is 

seemingly the most vital channel for forming and conveying your ability image. Managers 

should utilize their web-based social networking channels to exhibit your corporate culture 

through both the static zones of a website or page and through posts that feature the examples of 

overcoming adversity of existing workers in a way that underlines your pledge to help and 

cultivate representative improvement. LinkedIn is an incredible case of how an association can 

utilize internet based life to assemble its ability image and manager esteem prop and modify that 

message crosswise over different statistic pools. 

1.3 Win the Talent War with Modern Recruiting Tools 

 

Many business conglomerates and companies use various tools to leverage and attract and retain 

top talent in their organization of which one is social media. To conquest the talent war in this 

competitive world, companies need access to well-integrated solutions and options which 

provides the companies with the flexibility to interview the candidates, accept and on-board them 

without any problem. Talent acquisition is the way toward scanning and getting gifted labor for 

finishing the hierarchical needs to meet all the work necessities.  

At the point when utilized with regards to the selecting and HR calling, ability obtaining 

ordinarily alludes to the ability to secure division or group inside the Human Resources office. 
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The ability to obtain a group inside an organization is liable for discovering, procuring, 

surveying, and employing the possibility to fill jobs that are required to meet organization 

objectives and fill venture necessities. Ability procurement as a one of a kind capacity and 

division is a generally new turn of events. In numerous organizations, enlisting itself is as yet a 

vague capacity of an HR generalist. Inside numerous enterprises, nonetheless, selecting as an 

assignment didn't incorporate enough of the obligations that tumbled to the corporate spotter. A 

different assignment of ability procurement was required to meet the progressed and interesting 

capacities. Present-day ability securing is a key capacity of an association, enveloping ability 

acquisition, yet besides, workforce arranging capacities, for example, hierarchical ability 

determining, ability pipelining, and vital ability evaluation and advancement. Ability securing is 

rapidly turning into a one of a kind calling, maybe even unmistakable from the act of general 

enrollment. Ability procurement experts are normally gifted not just in sourcing strategies, 

applicant evaluation, and consistency and recruiting gauges yet besides to work marking 

rehearses and corporate employing activities. Ability procurement experts frequently create the 

one of a kind organization message around the methodology the organization takes to recruiting 

and the continuous improvement of representatives. The work brand, along these lines, 

incorporates the acquisition of human capital, yet the way to deal with corporate representative 

turn of events. The special needs of enormous organizations particularly to select and enlist just 

as pull in top ability prompted the improvement of a one of a kind ability securing practice and 

profession. 

The present study is categorized into five different sections including this section. Section 2 

includes literature review; section 3 provides research methodology. Result and discussion and 

conclusions are provided in section 4 and 5 respectively. 
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2. Literature Review and Hypothesis Development 

 

There is a body of literatures for the roles of social media in talent acquisition. The details is given as 

below:  
Table: 1.1 Selected directly related research papers 

Authors Name Arguments  Interpretation 

1.  Landers, R., & Schmidt, 

G.(2010) 

 

 Springer 

 International Publishing 

 

 

All experts are 

against the use of 

social media at this 

time due to legal 

issues and 

measurement issues. 

 

 

Almost 50% agree on 

a recommendation for 

social media in 

selection may change 

in the future.  

1. A few associations have started to use 

social media amid the ability procurement 

process as an approach to attract, recruit, 

and screen job applicants. Even though this 

strategy may give ease and decision-

makers to gain additional information 

about hopefuls, it might likewise prompt 

negative inclinations, especially against 

minority candidates. In this section, we 

examine why minorities might be at an 

expanded hazard for rejection when social 

media is used in attraction and recruitment 

and why they may encounter more 

prominent measures of negative 

predisposition when web-based life is 

utilized in screening in selection processes. 

 

 2.  Davison, H., Maraist, C., 

& Bing, M. (2011) 

 

Journal Of Business And 

Psychology 

 

Emphasis on the need 

for further research 

for the use of social 

networking for 

recruitment and 

selection. 

2. Evolution in the use of the internet and 

technology has changed many HR 

practices such as online job posting and 

testing is quite common in HR these days. 

Use of Facebook, Twitter, and LinkedIn 

for recruiting and selecting individual is 

quite new and need further more research. 

There are lots of unsolved questions about 

using these social networking sites for HR 

practices like the validity and usefulness of 

information present on these sites, legal 

issues in using these sites. 

 

 

 

3.   Phillips-Wren, G., Doran, 

R., & Merrill, K.(2016) 

 

Journal Of Decision Systems 

This paper researches 

opening and 

difficulties in using 

online life amid the 

enrollment procedure 

dependent on the 

Elaboration 

Likelihood Model 

3 The talent acquisition process includes 

complex associations between potential job 

searchers and the enterprises that try to 

eventually utilize them. Although both 

parties are adjusted to create an ideal 

result, the development of internet-based 

technologies and a workforce proficient at 

utilizing those offers new difficulties for 
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and comprehend 

convey measure 

cycle. 

organizations. In the meantime, 

investigations of recent college grads (i.e. 

individuals born from the mid-1980s to 

2000) uncover that they are an expansive 

statistic as of now looking for employment 

and that one of their attributes is a qualities 

introduction. Similarly, as talent managers 

are perceiving the changing demeanors of 

their potential workforce, organizations are 

getting to be mindful that they have to look 

for ability proactively as opposed to 

depending on traditional job postings. 

Social media strategies give chances to 

organizations to connect with the present 

job searchers by utilizing new sorts of 

commitment through direct contact and 

personalization. This study presents two 

contextual analyses with a substantial and 

moderate-sized firm to represent how 

organizations can use web-based life to 

make an offer for occupation searchers and 

customize substance to improve talent 

acquisition. 

4  
4.  Roth, P. L., Bobko, P., Van 
Iddekinge, C. H., & Thatcher, J. 
B. (2016) 
 
Journal of Management 

Organizations are 

searching/making 

databases to gather 

information for the 

selection of potential 

employees. 

5 Social media pervades our society by 

facilitating the sharing of ideas and 

information and the building of virtual 

networks and communities. One rapidly 

growing application of Social media in the 

field of corporate is its use in the decision 

for hiring employees in the organization. 

Organizations are increasingly searching 

for Social media sites like Facebook, 

LinkedIn to gather information about 

potential employees that can fill the roles 

and responsibilities required by the 

organization. This article suggests that 

organizational practice has outpaced the 

scientific study of Social media 

assessments in an area that has important 

consequences for individuals, 

organizations such as successfully 

predicting job performance or withdrawal, 

and society. This study addresses the gap 

between practice and research through 
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various literature that develops a research 

agenda. In general, this is a to some degree 

uncommon minute in the human resources 

literature when another class of choice 

technique touches base on the scene, and 

we encourage analysts to help comprehend 

the ramifications of utilizing Social media 

evaluations for workforce choices 
5.  Nayak, S., Bhatnagar, J., & 
Budhwar, P. (2018) 
 
Thunderbird International 
Business Review 

Social networking 

sites have been used 

as a tool by an 

organization for the 

branding of employer 

and talent acquisition. 

6 The research shows how various 

organizations in India have started using 

social media and online networking as an 

effective tool to acquire the best of the 

talents from India and also acts an 

important part in leverage employer 

branding. According to the quantitative 

data collected by the survey, from around 

78 semi-structured personal interviews 

with the human resource professionals in 

the IT and talent acquisition organizations 

shows that the utilization of social 

networking has increased in terms of 

various strategy for organizational Human 

Resources which provides a better 

employment branding, talent acquisition, 

retention of the employees, talent sourcing 

and also reinforcing better relationship 

with their employees. 

7  
6.  Purvis, J. (2016) 
 

 

The key element and 

considerations are 

two factors for digital 

recruitment. 

8 The study covers advanced recruitment 

from its definition through the hiring 

patterns and its history of Human Resource 

practices. From the social perspective, the 

investigation breaks down the enrollment 

life cycle into its individual parts, and 

computerized arrangements evaluate each 

piece of the procedure together with the 

effect that has on the information and 

difficulties for the director and the group. 

The financial point of view helps with 

organizing activities and building a 

business case for the presentation of 

advanced recruitment arrangements. The 

risk point of view brings issues to the light 

of the potential entanglements and the 

operational viewpoint on the key 
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contemplations for a fruitful execution. At 

last, the key messages of this part are 

outlined in the Do's and Don'ts 
7.  Singh, K., & Sharma, S. 
(2014) 
 
 International Journal of 
Intercultural Information 

How the supporting 

media tools in social 

media can help the 

recruiter to filter and 

find appropriate 

candidates. 

9 This paper centers on the useful use of 

online networking for guaranteeing 

assisted filling of vacancies. It also 

discusses how recruiters can filter and 

search potential aspirants for their 

vacancies through the help of social media 

supporting tools. The decrease in the usage 

of traditional ways of hiring and the 

convenience social media bring to the 

selection process. The penetration of social 

media in recruitment is fuelled by the 

increasing number of internet users as job 

seekers are increasingly using social media 

platforms like LinkedIn, Twitter, and 

Facebook. The recruiters are forming 

various groups and forums on social media 

platforms to headhunt candidates across 

various geographies. The shortened cycle 

and tight deadlines for completing the 

selection process. Looking at the flip side, 

screening of candidates via social profiles 

can be time-consuming and misleading 
8.  Koch, T., Gerber, C., & De 
Klerk, J. J. (2018) 
 
Journal of Human Resource 
Management 

Day by day 

competition for 

qualified talent is 

increasing, so, an 

organization must 

understand where to 

focus and invest its 

resources so that it 

can attract the best 

possible talent. 

 

This paper centers on the impact of social 

media 

on recruitment, specifically on the sourcing 

process. It 

provides new insight into the impact of 

social media on 

recruitment in South Africa. The findings of 

this paper confirm that social media has 

become an essential part of the recruitment 

process. However, recruiters should be 

careful not to be seduced into the hype 

about the use of social media in recruitment. 

Although recruitment through social media 

is useful and 

important, it has limitations and does not 

provide all the 

solutions to recruitment problems.  

become another ‘spray and pray’ approach 

if used unwisely 
9.  Emanuela, T. A. (2018). 
 

Understanding of Social media is not a solution. It gives lots of 
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Ovidius University Annals, 
Economic Sciences Series, 

social media 

influences 

recruitment as well as 

benefits and 

challenges that face 

the company. 

challenges with great opportunities in the field 

of recruitment. Social media are not only the 

collection of websites for fun but also it 

provides a platform whereby you can find 

valuable candidates and meet new generation 

and implement a variety of new ideas. It also 

helps in the reduction of time and cost and run 

business in good condition but not neglecting 

ethics and security issues. 

 
10.  Kaur, P., Sharma, S., Kaur, 
J., & Sharma, S. K. (2015). 
 
IUP Journal of Brand 
Management 

Employer branding 

and attractiveness 

among the employees 

of small and medium 

enterprises make 

organization a 

desirable place to 

work. 

This paper provides insight into the 

organization for the usage of social media 

as an important tool for employer branding. 

The study of this paper reveals that 

employer branding and employer 

attractiveness are two important constructs 

in SME. Employer branding has become a 

necessity rather than an option to survive 

and sustain in a highly competitive market. 

The result of this paper also reveals that 

there is the existence of a significant 

relationship between social media and 

employer branding. This study also 

emphasizes the importance of application 

value social value and innovative value for 

potential employees when they evaluate 

employers. Employers prefer only those 

organization which provide the opportunity 

to implement their learning. 

 

 
 
3. Research Methodology 
 

 

3.1 Rationale of the Study 

 

In the modern era, right after the wave of social media and the internet has hit every corner, most of 

the corporate have started approaching the emergence using such social media tools. The earlier 

hiring process was solely dependent upon the consultancy firms and reference hiring. One of the first 

things a talent acquisition leader needs to understand is the flow of the job market in addition to the 
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changing candidate pool. Businesses must also deal with the influx of millennials, who tend to have 

unique needs and desires regarding their career and what they expect from a job. 

For acquisition leaders, emerging trends in recruiting technology, such as machine learning or 

automated recruiting processes, means that smaller recruiting teams might not be able to invest to 

stay on top of the latest recruiting capabilities. Along with these technologies, social media tools like 

LinkedIn, Facebook, and Twitter are playing a major role in helping HR to tap the potential from the 

talent pool. But many hurdles are faced in screening and selecting the candidates. Thus, our study 

focuses on how social media has impacted the Indian economy and how the process of hiring better 

talent at the right time becomes easier. 

For the purpose of research on the most discussed topic i.e. use of social media in Talent 

Acquisition, a certain set of the questionnaire were developed keeping in mind the need and the 

trend of the hiring process in organizations. A form with such a questionnaire was floated in a 

different sector, to their HR personnel to get their views and experience on the hiring process using 

social media. The sample size taken was 60 and the method followed was convenient sampling 

where the data was collected from an individual with the help of google form. In order to achieve 

objectives, following objectives have been framed: 

 

HA1: The use of social media reduces the time consumption of the hiring process. 

HA0: The use of social media doesn’t reduce the time consumption of the hiring process. 

 

HB1 There is a significant correlation between the quality of hiring and social media in terms of 

geographical boundaries. 

HB0: There is no significant correlation between the quality of hiring and social media in terms of 

geographical boundaries 

 

3.2 Objective of the study 

1. To understand how hiring is impacted by using social media. 

about:blank
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2. To analyze in detail, the use of social media in hiring among Indian corporates. 

3. To study the reliability of social networking sites being used as a potential source of Talent 

Acquisition. 

4. To comprehend the factors which influence the process of online hiring. 

5. To analyze the attitude of Indian employers while hiring people using social media. 

 

 

4. Data analysis and Interpretation 

 
Cronbach’s alpha is a measure of internal consistency, that is, how closely related a set of items are 

as a group. The higher the value of Cronbach’s Alpha, the more consistent the data is. 

The value of Cronbach’s Alpha is 0.789 which shows that the set of questions has relatively high 

consistency. 

4.1 Results of Factor Analysis 

Table 1.2 Results of KMO and Bartlett’s Test 

 

 

The Kaiser-Meyer-Olkin Measure of Sampling Adequacy is a statistic that determines if the 

responses given with the sample are adequate or not. The value of this statistic lies from 0 to 1. High 

values generally indicate that factor analysis may be useful with your data. Here, the value of the 

Kaiser-Meyer-Olkin Measure is 0.793, which shows that the sampling is adequate. Bartlett's test of 

sphericity is another indication of the strength of relationships among the given variables. It 

tests whether your variables are related or not and therefore unsuitable for structure detection. Small 

values (less than 0.05) of the significance level indicate that factor analysis may be useful with your 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .793 

Bartlett's Test of Sphericity Approx. Chi-Square 139.825 

Df 36 

Sig. .000 
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data. The significance value of Bartlett’s test of Sphericity is 0.000 which also shows that factor 

analysis will be useful to the data. The significance value is less than 0.05 which shows the null 

hypothesis is rejected and the alternate hypothesis is accepted. Thus, the use of social media reduces 

the time consumption of the hiring process. Also, there is a significant correlation between the 

quality of hiring and social media in terms of geographical boundaries. 

Table 1.3 Extraction Method: Principal Component Analysis 

Communalities 

 Initial Extraction 

VAR00001 1.000 .691 

VAR00002 1.000 .736 

VAR00003 1.000 .631 

VAR00004 1.000 .586 

VAR00005 1.000 .688 

VAR00006 1.000 .582 

VAR00007 1.000 .648 

VAR00008 1.000 .604 

VAR00009 1.000 .646 

 

The table 1.3 encapsulated the commonalities that are estimates of the variance in each variable 

accounted for by the components. The communality value should be greater than 0.5 to be 

considered for further analysis. The communalities in this table are all high (more than 0.5), which 

indicates that the extracted components represent the variables well. If any commonalities are very 

low, then the variables are to be removed from further steps of factor analysis. 

Table 1.4 Total Variance Explained 
Component Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

       

1 3.484 38.706 38.706 3.484 38.706 38.706 

2 1.287 14.297 53.003 1.287 14.297 53.003 

3 1.041 11.567 64.570 1.041 11.567 64.570 

4 .761 8.454 73.024    

5 .666 7.401 80.425    
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6 .585 6.502 86.927    

7 .498 5.528 92.455    

8 .350 3.888 96.343    

9 .329 3.657 100.000    

 

The eigenvalue is the amount of variance that each component or factor explains. If the Eigenvalue 

is more than 1, then a considerable amount of variable is explained.  Here, the Eigenvalue table 

shows three different components under Extraction Sums of Squared Loadings which shows that all 

the variables fall under these three components. The minimum value of the cumulative percentage of 

Initial Eigenvalues of these three components should be a minimum 60%.   

Fig 1. Screen Plot 

 

 

Table 1.5 Rotated Component Matrix 

 Component 

1 2 3 

VAR00001 .713 .102 .415 

VAR00002 .136 .651 .442 

VAR00003 .750 -.023 .260 

VAR00004 .417 .617 .177 

VAR00005 .811 .083 .154 

VAR00006 -.009 .762 -.041 

VAR00007 .302 -.163 .728 

VAR00008 .061 .336 .698 

Scree plot is a graph of the 

eigenvalues against all the factors. 

The minimum Eigenvalue is 1. 
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VAR00009 .693 .367 -.175 

 

The rotated component matrix reduces the number of factors on the variables which have high 

loadings. Factor loadings are a simple correlation of each variable with a particular component. The 

value of each variable under a component should be greater than 0.5 to fall under that specific 

component.  

Table 1.6 Factor Loading 

Component 1 Component 2 Component 3 

VAR00001 VAR00002 VAR00007 

VAR00003 VAR00004 VAR00008 

VAR00005 VAR00006  

VAR00009   

 

Component 1: Importance and usage of Social Media to the employer and employees.  

Component 2: Reliability of Social Media for Talent Acquisition  

Component 3: Fear of missing real talent through the use of Social Media. 

 
Table 1.7 Component Transformation Matrix 

Component Transformation Matrix 

Component 1 2 3 

1 .754 .433 .494 

2 -.519 .853 .045 

3 -.402 -.291 .868 

Extraction Method: Principal Component Analysis.   

 Rotation Method: Varimax with Kaiser Normalization. 

 

The component Transformation Matrix is used to check whether the components are 

correlated with each other. But here none of the components have a value of greater than 

0.5 which shows the components are not correlated. 

 

  

5. Empirical Results 

 

The research conducted for this project has led to findings that most of the organizations now prefer 

going online for hiring new recruits. The data collected from across sector i.e IT, FMCG, and 

manufacturing sector with the help of google form correlates with the use of digital media in the 
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hiring process and the improved performance of such candidates. The rotated component matrix was 

used to find the similarity of the question after which we came across three main categories in which 

the data can be clubbed and identified. They are: 

Component 1: Importance and usage of Social Media to the employer and employees.  

Component 2: Reliability of Social Media for Talent Acquisition  

Component 3: Fear of missing real talent through the use of Social Media. 

We can say from the above categorization that most of the employer and employee believe that 

social media is important for better hiring and they can be reliable as well. However, research also 

shows that many of the recruiter’s fear that they might miss real talent in the real world if they only 

go for social media as a tool of hiring. So, to ensure effective hiring and placing the right candidate 

at the right place, they maintain the balance of both online and offline hiring processes. They opt for 

online mostly when they feel that such a position will not have much importance to the organization. 

However, they prefer lateral hiring, campus placements, and agencies that provide them with a better 

candidate for the higher post and critical roles. The trend is however changing but it will take time 

for a complete transformation in developing countries like India. 

6. Suggestions  

 
1. It is prudent for associations to have set up rules on worker direct and web-based life. 

2. It is shrewd to receive a genuinely cautious methodology as far as interest in internet-based 

life apparatuses. 

3. On the off chance that businesses do get to potential worker’s social network sites, it ought to 

be borne at the top of the priority list that the data there may not be exact, so bosses look to 

confirm data on candidate's social networking sites through different methods. 
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4. Utilizing SNS’s for enrollment purposes requires site upkeep, to guarantee that questions are 

addressed to some degree immediately and destinations are refreshed routinely. 

 
7. Conclusion 

 
The overall research has led us to know the influence of social media in every aspect. Organizations 

are approaching to acquire talent using social media as it has become more convenient. Also, from 

the research, it has been clear that the candidates picked from such media sites are reliable and 

believed to be more efficient. Most of the organizations believe that a candidate must possess social 

media exposure. The attitude of Indian employers while hiring candidates using social media has 

been positive and due to the revolution of the digital market, it is increasing day by day. They hire 

people for all the levels of employment, either it is the junior management trainee or the senior sales 

executive.  
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Abstract 

The objective of the study is to capture the causal nexus from FDI to employment and income. It has 

been well accepted that agricultural is the prominent sector in Indian economy. Prima facie the 

contribution of agricultural sector is lower than service and manufacturing sectors but in real terms 

the dependency of these sectors on agriculture sector is very high. Henceforth the economy is 

considered as agricultural dominant economy in terms of income and employment both. The 

research addresses the unique question that how FDI in agricultural sector effect the income of the 

economy and employment. The study has been done in two parts; the first section deals with impact 

of FDI in agricultural sector on income of the economy and the next part deals with impact of FDI 

in agricultural sector on employment. The study has applied wide variety of methods models that are 

Augmented Dickey Fuller test to check stationarity and then predictive model has been prepared to 

forecast the GDP. Lastly through Ordinary Least Square (OLS) impact on Employment of FDI in 

agriculture has been analysed. The study has considered annual time series data from 1991 to 2020. 

The result of the study provides the evidences of significant impact of FDI in agricultural sector on 

Income of Indian economy. The implications drawn from the research provides insights to 

policymakers and regulators to take decisions on FDI in Agricultural sector. 

Keywords: FDI, Agricultural Sector, GDP, Employment 

 

1. Motivation and Background of Study 

Primarily India as a developing economy is known for its primary sector that is the agricultural 

sector. Prima facie the contribution of the agricultural sector to Indian GDP is only 14% but the 
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interdependencies of other sectors that are secondary and tertiary sectors are high (Basu et al., 

2003).  Moreover, agriculture and its allied activities provide 60% employment in the country. 

Henceforth the agricultural sector has been considered in the priority sector for the Government of 

India. Several reforms have been taken by the government to promote the agricultural sector as a 

priority sector..  

The objective of the study is to capture the importance of FDI in Agriculture sector. The impact of 

FDI has been addressed by capturing its effect on the growth of Income and Employment of the 

Indian economy. The research addresses the unique question that how FDI in Agricultural sector 

effect the Income of the economy and Employment. The study has been done in two parts; thus, the 

research is segregated into two sections. The first section deals with impact of FDI in agricultural 

sector on income of the economy and the next part deals with impact of FDI in agricultural sector on 

employment. The study has applied wide variety of methods and models that are Augmented Dickey 

Fuller test to check stationarity and then predictive model has been prepared to forecast the GDP. 

Lastly through Ordinary Least Square (OLS) impact of FDI in agriculture on employment has been 

analysed (Hsiao and Hsiao, 2006). The study has considered annual time series data from 1991 to 

2020. The implications drawn from the research provides insights to policymakers and regulators to 

take decisions on FDI in Agricultural sector. 

2. Review of literature 

This section deals with study done on FDI in India and its impact on macro variables. There are 

extensive number of study has been done on FDI in India but sectorial study on FDI are very few, 

specifically FDI in agricultural sector is a unique attempt. Henceforth this section considers only 

those studies that are related to impact of FDI on macro variables. In that context, Agrawal and Khan 
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(2011) carry out the study where the period was taken from 1993-2009. The model includes the 

following factors such as GDP, Human Capital, Labor Force, FDI and Gross Capital Formation etc. 

The study was in china. According to Iqbal et al (2014), validates the relationship between FDI and 

GDP. Also, it has been noticed that the relationship between Foreign direct investment (FDI) and 

growth differs in underdeveloped, developing and developed countries. The data was considered for 

30-year data i.e 1983 to 2012. Cicak and Soric (2015) suggested that foreign direct investments 

(FDI) have multiple positive effects on a country's economy. It also examines the relationship 

between FDI and GDP growth rate. The study was on European transition countries. The bivariate 

VAR model was applied on the same. Kosztowniak (2016) analysed the impact of factors of 

production on economic growth in Poland in the years 1992–2012, with a focus on foreign direct 

investment (FDI), in  relationship with GDP. The study was carried out for three essential 

determinants (pillars) of growth, i.e. employment growth, investment and domestic investment. 

Epaphra and Mwakalasya (2017) examined the effect of foreign direct investment (FDI) in the 

agricultural sector in Tanzania. The dataset was chosen from 1990 to 2015. It has been found that 

there is a significant relationship between FDI inflow and agriculture value added-to-GDP ratio and 

FDI inflows and economic growth. Sabir et al (2019) studied the impact of institutional quality on 

Foreign Direct Investment (FDI). It has considered the inflows using panel data for low, lower-

middle, upper-middle and high-income countries. The sample period was from 1996 to 2016. The 

studies have carried out the parameters such as GDP per capita, trade openness, agriculture value-

added as a percentage of GDP, and infrastructure have positive and statistically significant impacts 

on FDI inflows in developing countries etc. Sengupta and Puri  (2020) studied Foreign direct 

investment (FDI) inflows for economic growth in a number of countries. Sengupta and Puri 

(2020)   studied the pattern of FDI flows into India and its neighborhood has been varied and so has 



 
 

International Journal of Management Research, Vol. 11, No. 1-2, December 2020 
 

24 
 

been its impact on the economic growth in each of the countries. The study has considered Indian 

subcontinent and India’s neighbors, such as Pakistan, Nepal, Bangladesh and Sri Lanka. It has 

resulted differently due to economic policies and the quantum of the flow. 

3. Research Methodology 

3.1 Data Profile 

The study has considered the interrelation between FDI in the agricultural sector, GDP and 

Employment data since 1991 to 2020. The data of FDI in the agricultural sector, income and 

employment have been taken from Indiastats. 

3.2 Methods and Models Used with Rationale of Selection of Model 

3.2.1 Descriptive Statistics  

The understanding of the data has been done with descriptive statistics by using mean, median, 

model and skewness. The descriptive has been taken of variables that are FDI in agricultural sector, 

income and employment.  

3.2.2. Random Walk Model 

The variables considered in the study are FDI in Agriculture sector, Income and Employment. The 

data of the variables in the study is the annual time series data. For the time series analysis it is 

imperative to check the level of stationarity. Stationarity means the mean, variance and covariance 

are to be time invariant and if they are varying in nature then the results of regressions are spurious. 

Over and above that the level of stationarity/integration is the decision ground to select the models 

available in regression fraternity. Henceforth applying random walk model to check the presence of 

unit root/ non stationarity of time series is vital. The following are the three equations of Random 

walk model: 
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ΔYit=(Yit-- Yit-1)=δYit-1+Uit……………………………………(1) 

ΔYit=(Yit-- Yit-1)=𝑎0 +δYit-1+Uit………………………………  (2) 

ΔYit=(Yit-- Yit-1)=𝑎0 +δYit-1+ βT+Uit…………………………    (3) 

The slope coefficient, δ in the above system of equations are related to their roots as follows: 1+δ=ρ, 

where ρ is the root of above equations. 

The study has applied Augmented Dickey Fuller Test to check the presence of unit root in the time 

series data. 

3.2.3. Ordinary Least Square (OLS) 

The objective of the study is to identify the impact of FDI in agricultural sector on income and 

employment. The regression analysis has been formulated to identify the degree of association and 

magnitude of change among FDI in agricultural and income & employment of Indian economy. FDI 

in agricultural sector has been considered as a dependent or endogenous variable and Income and 

employment are exogenous variable. The regression equation is as follows: 

𝐿𝑛(𝐹𝐷𝐼_𝑎𝑔𝑟𝑖𝑡) = 𝑎0 + β(𝐺𝐷𝑃𝑡) + 𝑈𝑡 … … … … … … . (4) 

𝐿𝑛(𝐹𝐷𝐼_𝑎𝑔𝑟𝑖𝑡) = 𝑎0 + β(𝐸𝑚𝑝𝑡) + 𝑈𝑡 … … … … … … . (5) 

 

Where, FDI_agri is FDI in agricultural sector, 𝑎0 is regression constant or intercept, β =

regression coefficient, GDP is Gross Domestic Product, Emp is employment and Ut is error term.  

The various assumptions of regressions that are: Stationarity of the variables by the application of 

Random Walk Model with special reference to Augmented Dickey Fuller Test (ADF-Test) ; mean 

variance of residuals are zero, there is no heteroskedasticity and autocorrelation of error term. For 
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the presence of homoskedasticity and no autocorrelation has been checked from Breusch-Pagan test 

(BP-Test) and Durbin-Watson test (DW- Test). 

4. Empirical Analysis 

4.1 Results of Augmented Dickey Fuller Test- Test of Stationarity 

The stationarity of the time series and the presence of unit root had been done by applying 

Augmented Dickey Fuller (ADF) test. The results of the ADF test have been encapsulated in Table 

1. It has been analysed that the absolute values of the variables considered that GDP, FDI in 

agriculture and Employment are non-stationary. But the log values of the variables are stationary and 

there is no presence of unit root as the coefficients are negative and p-values are lesser than 0.05. 

Henceforth, the variables considered in the study are stationary and we can apply linear regression 

for the given data set. 

Table 1 Results of Augmented Dickey Fuller Test 

Variables Coefficient p-value Stationary 

Ln_GDP -2.1107 0.024 

 

I(0) 

Ln_FDI_Agri -3.5791 0.0529 

 

I(0) 

Ln_Emplyment -1.3619 0.02 

 

I(0) 

 

The two regressions have been applied in this research. The first regression is FDI in agricultural 

sector and its impact on Income and the second regression is FDI in agricultural sector and its impact 

on Employment. The research first addresses the impact on Income and then on Employment.  

4.2 First Part: Impact of FDI in Agricultural Sector on Income 

The regression of the impact of FDI in the Agricultural sector on Income has been encapsulated in 

Table 2. The thesis has considered GDP at current prices as a proxy of Income of the economy. The 

results have shown significant impact of FDI in the agricultural sector on Income as the p value is 
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less than 0.05 i.e. 0.0004. The overall model is fit as the p-value of the model is 0.0004088. 

Explanatory power of the model is 57%, it means the model explains 57% of the value of GDP in the 

economy. The diagnostic tests suggest that there is presence of autocorrelation as the p value of the 

DW test is less than 0.05 and thus we reject the null hypothesis that there is no correlation. On the 

other hand, the normality test i.e. JB test and heteroskedasticity test i.e. BP test are in lines of Best 

linear unbiased estimator (BLUE). The presence of autocorrelation guides us to remove the 

autocorrelation among the error term, to make the regression estimates consistent. 

Thus, it is required to extent the current model and for the removal of autocorrelation, the lag of 

dependent variable i.e. GDP has to be analysed. The new model to capture the impact of FDI in the 

agricultural sector on Income is GDP as a proxy of Income of the economy depends on FDI in the 

agricultural sector and lagged GDP. The overall model is now moving towards a dynamic model that 

captures the lead and lag relations of the dependent variable. The results of the model encapsulated 

in Table 3, it has been inferred that the overall model fits the data well and explains the 95% of the 

values of GDP. Further both the independent variables that are lagged GDP and FDI are significant 

to predict current GDP. As the p values of both the variables are less than 0.05 and thus current GDP 

depends on last year GDP and FDI in the agricultural sector.  The diagnostic tests suggest that the 

overall model is fit as the assumptions of BLUE are met significantly in terms of normality, 

autocorrelation and heteroskedasticity. Thus, the parameters of the amended dynamic model are 

consistent and could be used as a predictable model for forecasting GDP numbers. The robustness of 

the model has been checked by applying fitted values of the model and the fitted and actual values 

are linearly distributed (see. Fig 1 & 2). 
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The FDI in the agricultural sector, thus plays a catalyst role in order to promote the income of the 

economy. The results are important for policy makers to promote more and more FDI in various 

agricultural activities. 

Table 2 Results OLS: Impact of FDI in Agricultural Sector on GDP 

Results of Regression Model 1: lm(lnGDP~lnFDI) 

Residuals: 

     Min       1Q   Median       3Q      Max  

-0.83998 -0.32811 -0.00665  0.16750  0.83424  

Coefficients: 

            Estimate Std. Error t value Pr(>|t|)     

(Intercept)   6.7155     1.9767   3.397 0.003980 **  

lnFDI         0.7596     0.1681   4.518 0.000409 *** 

--- 

Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 0.1 ‘ ’ 1 

Multiple R-squared:  0.5764, Adjusted R-squared:  0.5481  

F-statistic: 20.41 on 1 and 15 DF,  p-value: 0.0004088 

 

Diagnostic Test 

1. Jarque Bera Test 

X-squared = 0.17465, df = 2, p-value = 0.9164 

2. Durbin-Watson test 

DW = 0.6838, p-value = 0.0002652 

alternative hypothesis: true autocorrelation is greater than 0 

3. Breusch-Pagan test 

BP = 0.14064, df = 1, p-value = 0.7076 
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Table 3 Results of Dynamic OLS: Impact of FDI in Agricultural Sector on GDP 

Results of Regression Model 2: lm(lnGDP~lnFDI+lagGDP) 

Residuals: 

      Min         1Q     Median         3Q        Max  

-1.419e-16 -3.022e-17  5.274e-18  1.928e-17  1.592e-16  

Coefficients: 

                   Estimate Std. Error    t value             Pr(>|t|)     

(Intercept) -1.568e-15  3.740e-16 -4.191e+00   0.000906 *** 

lnFDI       -1.601e-16  3.675e-17 -4.356e+00    0.000658 *** 

lagGDP       1.000e+00  3.673e-17  2.723e+16    < 2e-16 *** 

Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 0.1 ‘ ’ 1 

Multiple R-squared:      0.95, Adjusted R-squared:      0.944 

F-statistic: 8.749e+32 on 2 and 14 DF,  p-value: < 2.2e-16 

Diagnostic Tests  

1. Durbin-Watson test 

DW = 2.0531, p-value = 0.3694 

2. Breusch-Pagan test 

BP = 0.14064, df = 1, p-value = 0.6872 

3. Fitted Values 
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Fig 2 Fitted Plot 

Regression Fitted Line 

 

Fig. 3 Regression Fitted Plot 

4.3 Second Part: Impact of FDI in Agricultural Sector on Employment 

The second part of the study addresses the impact of FDI in the agricultural sector on employment. 

As we know, the agricultural sector is the most prominent in terms of generating employment in the 

economy. Now, this research analyses that, is FDI in the agriculture sector able to accelerate 

employment in the economy. For this, regression has been done and the results are encapsulated in 

Table 4. The result of the regression reveals that the overall model is not as the p value is greater 
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than 0.05 and thus not significant. The coefficient of FDI on agriculture is also not significant and 

thus, it could be fairly concluded that the FDI done in the agricultural sector is not a significant 

determinant to predict the change in employment. 

The results drawn from the research are significant to make reforms related to FDI in the agricultural 

sector. 

Table 4 Results of OLS: Impact of FDI in Agricultural Sector on Employment 

Results of Regression Model 2: lm(lnEmp~lnFDI) 

Residuals: 

     Min       1Q   Median       3Q      Max  

-2.03680  0.03183  0.08070  0.24205  0.36857  

Coefficients: 

            Estimate Std. Error t value Pr(>|t|)    

(Intercept)   7.7574     2.3693   3.274  0.00512 ** 

lnFDI        -0.1582     0.2015  -0.785  0.44476    

Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 0.1 ‘ ’ 1 

 

Residual standard error: 0.559 on 15 degrees of freedom 

Multiple R-squared:  0.03945, Adjusted R-squared:  -0.02459  

F-statistic: 0.616 on 1 and 15 DF, p-value: 0.4448 

5. Conclusion 

The research has analysed the objective of the study in two parts. The first one addresses the impact 

of FDI in the agricultural sector on Income of India. The second part deals with the impact of FDI in 

the agricultural sector on Employment. The very first part has been analysed by the application OLS 

and formulating a best predictive model for Income. But before applying regression, it has been 
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found that both the variables are stationary at level I (0). It has been analysed by bivariate regression 

where Log Income is a dependent variable and log FDI in the agricultural sector is an independent 

variable. Here, GDP at current prices is considered as the proxy of income. The regression model 

seeks the diagnostic tests to check the robustness of the model. After analyzing the robustness of the 

model, it has been captured that there is presence of the problem of autocorrelation among error 

terms of the model. To address the problem of autocorrelation, the model has converged towards the 

dynamic model. Now the model has considered the lag value of Income.  The bivariate regression 

model is converged to Auto regressive Distributed lag Model (ARDL). The model signifies that both 

FDI in the agricultural sector and Lagged Income are the significant determinants to predict the 

values of Income. The model robustness has been checked again and it has been found that the 

model is robust and thus the parameters are found to be stable to predict the values of Income. The 

results of this analysis are of great importance for policy makers to provide more relaxed lines on 

FDI in the Agricultural sector in India. The next part of the empirical analysis of the research deals 

with the analysis of the impact of FDI in the agricultural sector on Employment. The theoretical 

background of this hypothesis is that the agricultural sector is considered as a prominent sector for 

providing employment in India. Thus, the sector has been considered as the prominent sector and 

various reforms have been developed from time to time for the development of the ecosystem of the 

sector and to expedite the level of employment. With this background this research of the thesis is 

now analyzing that Is FDI done in Agriculture had any impact on employment? This has been 

examined in this research and it has been found that no relation has been captured. This could be the 

reason for the trend of employment; employment has been growing insignificantly. The result has 

been captured in the growth model. Henceforth, FDI in agriculture has no causal relation with 

employment. 
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Perception of Consumers towards Online Shopping During COVID- 19 Pandemic 

 

Dr. Priyanka Murria6 

Ms. Prachi Goyal7 

Abstract 

The internet has developed into a channel of distribution that has tremendously increased 

transactions through online modes. This has created a need to know the preferences and behaviour 

of consumers. In the era of technological upgradation, online shopping is the most popular tool. 

With the help of technology, the traditional way of shopping has changed. In this rapidly changing 

time, online shopping is the new trend. Over the last decades, for better marketing performance, 

companies sell its product online. Consumers find it convenient as they can buy through shopping 

applications. Consumers can place their orders anytime and from anywhere. It also helps people to 

compare the prices of the same product on different applications. Online shopping gains its 

popularity in this COVID-19 pandemic period. Consumers can’t go outside for shopping but 

technology make it possible to do online shopping. This paper explains the customer buying 

behaviours which are influenced by different factors such as culture, social class, references group 

relation, age, gender etc. and they show different customer behaviours. This paper highlights the 

buying behaviour of consumers towards online shopping. It throws light on the positive and negative 

impact of online shopping on buying behaviour of consumers.  
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The advancement of technology and the invention of the Internet have changed the traditional way 

of shopping. With the passage of time, the preferences of consumers have varied, so knowing the 

behavior of a consumer is a challenging issue to be flawlessly analysed by the marketer. It is a wider 

concept which studies how individual customers, groups, or organizations select, buy, use, and 

dispose of ideas, goods, and services to satisfy their needs and wants. Knowledge and awareness 

amongst consumers are the major factors that have changed the preferences. The standard of living 

has also changed with the flow of time. Consumers prefer to live a comfortable life. So, they feel 

online shopping is a way to reduce wastage of time (M.Vidya & P.Selvamani, 2019).  Now 

consumers are not bounded to a particular time or location, they can become active at any time 

virtually.   

Online shopping refers to e-commerce that helps the consumer to directly buy goods or services 

from sellers via the Internet. There are various applications that help people in buying goods such as 

– Amazon, Flipkart, Myntra, etc. Shopping applications made it possible for consumers to buy 

anything with the help of any gadget. It is just a matter of seconds to search for the things which 

consumer wants to buy. Today, we can buy everything through shopping applications whether it is a 

food item, apparel, kitchenware, or anything. With the growth and developments happening in all the 

spheres of the economy, there has been an increase in the need for convenience in shopping, as most 

people are busy with their jobs. They don’t have much time to go offline shopping. As we all know, 

nowadays, there is easy accessibility to the internet everywhere. In recent years, with the advent of 

technology, the trend of online shopping is rapidly increasing  (Sharma, 2017). Consumers are 

seeking something new through shopping applications. Internet helps the consumers save their time 

and helps them to purchase online within their budget. Online shopping was much in trend earlier 

too but due to the pandemic situation, the dependence on online shopping increased as it helps a 

consumer to stay away from the crowded area. Several benefits of social media are - at round-the-

clock facilities, decreasing dependence to store visits, saving travel costs, increasing the market area, 

and offering a wide range of products, saves time. Not only in urban but in rural areas also, people 

prefer the modern way of shopping i.e., online shopping. The unique and safe payment method is 

also a factor that influences consumers to buy online.  As we know that if anything has a positive 

impact then it will have some negative impact also, this fact goes true with online shopping too. 

There are some disadvantages of online shopping which restrict the consumer to buy online. The 
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negative impact such as; damaged products, lack of tangibility, delivery time, and many more 

(Taruna, 2017). 

1.1 Characteristics of Online consumers 

In order to understand the buying behaviour of consumers, consumers are characterized as –  

 

  

Fig 1 Characteristics of Online Shopping 

1.2 Cultural online characteristics  

Consumers from different social classes create different behavior. It is generally seen that the 

consumers having high social class are intended to buy more through the internet as they have proper 

internet access and they are literate. Consumers from lower social class might not have internet 

access and they don’ t have proper knowledge of technology. (S, 2016) 

 

1.3 Social online characteristics   

For online consumers, social influence comes from new reference groups. These reference groups 

are identified as virtual communities, consisting of discussion groups. Comments, people 

experiences, opinions are shown on the groups/ posts which help them to decide whether to purchase 

or not. (hasslinger, Hodzic, & Opazo, 2007) 
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Personal factor always plays a significant role in making the buying decision. Age, gender, 

occupation, income, everyone has a great impact on the online buying decision. Both males and 

females are aware of the technology. Females are more anxious about knowing and seeing the 

different things. Lower-income group people buy less as compared to high-income group people. As 

they feel at risk while transacting online (S, 2016). 

 

1.5 Psychological online characteristics 

Consumers decide after asking different questions by themselves. They may ask questions such as 

should I look for a better price? Is online shopping saves my time? Is this site secure? Which types 

of websites are best suited for a specific product? (hasslinger, Hodzic, & Opazo, 2007) 

 

2. Review of Literature 

Taruna (2017) conducted a study on Customer Perception Towards Online Shopping. Her study was 

to aim to explore & investigate consumer perception towards online shopping. The advantages and 

disadvantages are also discussed in her study. It was concluded by the research that most people use 

digital mode of payment method. It was also concluded that people who belong to the service class 

were most interested in online shopping. 

 

T.Kavitha (2017) had done research which is intending to analyze the buying behaviour of 

consumers towards online shopping. The paper highlights the problems of Consumers while doing 

Online Shopping. It was conducted by the research that consumers seek clear information about the 

product. It was also been concluded by the research that promotional techniques should be improved. 

 

The study was conducted by Rahman etal. (2018) with the purpose to understand the behaviour of 

online shoppers. The research reveals that consumers shop online to save time, and for available 

varieties of products and services. It was also concluded that both the males and females have the 

same liking and disliking about online shopping. 

 

The research was done by Ganapathi (2015) on a study on factors affecting the online shopping 

behavior of consumers in Chennai. This paper highlights the factors affecting the online shopping 
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behaviour of consumers. It was observed that most of the consumers who buy online products are 

male. Most people belong to the income group of Rs. 401000 – 500000. It was seen that there is a 

need for online retailers to develop a comprehensive privacy policy for their consumers on the 

disclosure of personal information to minimise the risk of privacy theft. 

  

A study was done by Priyanka (2017) on Consumer behavior towards online shopping-an empirical 

study with reference to Bhiwani city, Haryana. The main objective of the research was to identify the 

relationship of demographical factors that influence online shopping. The other aim was to know the 

preference of consumers towards online shopping and to know the level of satisfaction among 

consumers. The survey of 100 respondents was conducted and data was analysed with the help of 

SPSS software and excel. It was founded that the popular mode of payment was cash on delivery. It 

was also concluded that the price had a greater influence on online purchases. 

 

M.Vidya and P.Selvamani , 2019 conducted a study to know the demographic and socio-economic 

profile of the respondents, to find the awareness level of the Consumer towards Online Shopping 

Features, and to analyse the influence of the product features over Consumer Behaviour. The 

descriptive research study was adopted. It had been said that the behaviour of a consumer is a 

challenging field. It was concluded that online shoppers were satisfied with the online shopping 

method. The facilities which benefit them were less procedure, timely delivery, low cost, offers on 

products. 

 

3. The Edge Sword of Online Shopping 

3.1 Advantages of Online Shopping 

3.1.1 Convenience 

Online shopping provides convenience to consumers. It provides an opportunity for a consumer to 

place an order at any time and anywhere. 24 * 7 availability. From any part of the world, online 

shopping can be done. Consumers can save time as they don’t have to go outside shopping. During 

this crisis consumers feel more convenience in buying through the internet. 

 3.1.2 Ease in placing order 



 
 

International Journal of Management Research, Vol. 11, No. 1-2, December 2020 
 

40 
 

The consumer feels comfortable while buying products online as it is just a piece of cake to place an 

order. An individual can buy products by sitting at home or their workplace or anywhere. Only 

internet access is required. With the advent of technology, everybody is having internet accessibility. 

  

3.1.3 Provides a variety of products 

Consumers are getting an enormous variety of products which help them to choose whatever is best 

for them.  

3.1.4 Easy to compare prices  

It is one of the benefits of online shopping that it can seek out the details or the services provided by 

different vendors. The consumer can compare the prices of a product provided by different sellers, 

which helps an individual to buy the same product at minimum cost. 

3.1.5 Global reach  

With the advent of technology, consumers can buy from different parts of the world. Due to COVID 

19, people are not going anywhere around the world, they are at their homes only, consumers who 

want to fulfill their needs to buy things from different places of the world are now doing online 

shopping. 

 

4. Disadvantage of Online Shopping 

4.1 Frauds and security concern 

There is a high risk of fraud during online shopping as a consumer doesn’t know about the seller. In 

offline shopping risk of fraud is less as a consumer has face-to-face interaction with the seller. The 

item a consumer received may not be the same as shown, there may be a defect or the item may not 

work properly. 

  

4.2 Risk of theft 

The consumer doesn’t feel safe while giving personal information as it can be hacked by someone. 

There is always a fear of theft of personal information such as phone numbers or email id. So, 

sometimes people prefer offline shopping rather than online. 

  

4.3 Lack of tangibility of product during buy online 
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Consumers can’t touch or feel the product. The quality of the product can’t be seen during online 

shopping. It might not be suitable for buying clothes as there are many types of cloth and consumers 

don’t know about the quality or size of the product. The consumer is not able to try and then buy. 

 

5. Research Objectives 

 To know the level of satisfaction while doing online shopping. 

 To study the advantages and disadvantages of online shopping. 

 To know the effect of pandemic i.e., COVID on online shopping. 

 

6. Research Methodology 

6.1 Sample size 

The data is collected from 50 respondents. It is reviewed and analysed through tables, bar charts and 

pie – charts. 

Table 1. Gender 

Gender  

Male Female Total 

14 36 50 

 

6.2 Sources 

Primary as well as secondary data is collected for this paper. Primary data is a data which is 

collected for the first time. A questionnaire was prepared and the data was collected.  

Secondary data is a data which is reviewed from various books, journals, articles, websites. 

 

7. Data Analysis and Interpretation 

Data was collected from 50 respondents and analyzed through table, bar diagram and pie – chart. 

Table 2:  Occupation 

Occupation Frequency Percent 

Student 

Service 

42 84.0 

5 10.0 
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Housewife 

Total 

3 6.0 

50 100.0 

 

 

 

Interpretation  

From the above table and diagram, it can clearly be observed that there are 84% students in the 

study, 6% housewives and 10% respondents were from service sector. Most of the respondents are 

students i.e., 42 out of 50. 

Table 3: Monthly income  

Monthly income Frequency Percent 

Less than 10,000 

10,000 – 20,000 

20,000 – 30,000 

30,000 – 40,000 

More than 50,000 

Total 

39 78.0 

1 2.0 

3 6.0 

1 2.0 

6 12.0 

50 100.0 
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Chart 1.1 Monthly Income 

 

Interpretation  

From the above table and bar diagram it can be observed that there are most of the respondents who 

have less than 10,000 monthly income and the percentage of those respondents are 78% and there 

are very low number of respondents who have their monthly income in between 10,000 - 40,000. 

There are only 2% respondents who have their monthly income in between 10,000 to 20,000 and 

30,000 – 40,000. 

 

Table 4: Amount Spend in online purchase in a month 

 

Spending  Frequency Percent 

Less than 4,000 

4,001 - 8,000 

12,001 and more 

Total 

38 76.0 

10 20.0 

2 4.0 

50 100.0 

 

 

Chart 1.2 Money Spent 

 

Interpretation  

Above table and diagram is showing that how much money is spend by the respondents on only 

purchase during the year and it can easily be analysed that 76% people spends less than 4000 on 

online shopping in a month and there are only 4% who spends more than 12000 on online shopping. 
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Table 5: Previous experience with online purchase 

Previous experience Frequency Percent 

Very good 

good 

neutral 

bad 

very bad 

Total 

10 20.0 

11 22.0 

12 24.0 

14 28.0 

3 6.0 

50 100.0 

 

 

Chart 1.3 Previous Experience 

Interpretation  

Above table and bar diagram is showing the previous experience of the respondents regarding online 

buying. It can be seen by the diagram and frequency table that there were 28% people who have bad 

experience and this percentage is high. There are 20% respondents who is having very good online 

buying experience. 

 

Table 6: Effect of COVID 19 on online purchase 

 Frequency Percent 

Strongly agree 

agree 

Neutral 

disagree 

13 26.0 

18 36.0 

10 20.0 

5 10.0 
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Strongly disagree 

Total 

4 8.0 

50 100.0 

 

Chart 1.4 Effect of COVID 

Interpretation  

The above table shows the effect of pandemic i.e., COVID 19 on online shopping. It can be observed 

through pie chart and diagram that 26% people are strongly agreed that there is an impact of 

pandemic on buying online, 8% people are strongly disagreed, 10% are disagreed, 20% people are 

neutral about the effect of pandemic on online shopping. The highest number of respondents are 

agreed that there is an effect of COVID 19 on buying through online modes.  

 

Table 7: Online Purchase increased during COVID 19 

 Frequency Percent 

Strongly agree 

Agree 

Neutral 

Disagree 

Strongly disagree 

Total 

18 36.0 

16 32.0 

8 16.0 

5 10.0 

3 6.0 

50 100.0 
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Chart 1.5 Purchases during COVID 19 

Interpretation  

From the above table and diagram, it is shown that 36% respondents are strongly agreed that online 

buying is increased during pandemic and there are 32% who are agreed, 16% respondents are 

neutral. 10% people are disagreed and 6% are strongly disagreed on the statement that online 

purchase is increased during COVID. 

Table 8: Online shopping protects my security 

 Frequency Percent 

Strongly agree 

 agree 

Neutral 

Disagree 

Strongly disagree 

Total 

11 22.0 

8 16.0 

17 34.0 

10 20.0 

4 8.0 

50 100.0 
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Chart 1.6 Security in Online Shopping 

Interpretation  

Above table and diagram shows the agreeness and disagreeness of respondents on the statement 

“Online shopping protects security.” It can be seen that most of the respondents are neutral i.e., 34%. 

There are 8% respondents who are strongly disagree and 22% respondents are strongly agreed about 

the security. 

Table 9: Plastic money like debit cards and credit cards are used to shop online 

 Frequency Percent 

Strongly agree 

Agree 

Neutral 

Disagree 

Strongly disagree 

Total 

17 34.0 

13 26.0 

13 26.0 

4 8.0 

3 6.0 

50 100.0 

 

 

Chart 1.7 Plastic Money used to Shop Online 

Interpretation  

From the above table and diagram it can easily be observed that 34% i.e., highest number of 

respondents are strongly agreed that plastic money is used to shop online, 6% respondents are 

strongly disagreed, 8% respondents are disagreed, 26% respondents are neutral and 26% respondents 

are agreeing on the statement. 

Table 10: Use of online purchase to save time 

 Frequency Percent 

Strongly agree 23 46.0 

34%

26%

26%

8%6%

Plastic money like debit cards and credit cards are 

used to shop online.
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Agree 

Neutral 

Disagree 

Strongly disagree 

Total 

15 30.0 

6 12.0 

4 8.0 

2 4.0 

50 100.0 

 

 

Chart 1.8 Saving of Time 

Interpretation  

Above diagram and table is showing the agreeness and disagreeness of respondents on the statement 

that online shopping is done as it saves time and it can be analysed that most of the respondents are 

strongly agreed i.e., 46% and there are very least number of respondents who are strongly disagreed 

i.,e, 4%. 

Table 11: Payment are secured when doing online shopping 

 Frequency Percent 

Strongly disagree 

Disagree 

Neutral 

Agree 

Strongly agree 

Total 

11 22.0 

6 12.0 

17 34.0 

11 22.0 

5 10.0 

50 100.0 
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Chart 1.9 Payment are secured when doing online shopping 

 Interpretation  

The above table shows the responses of respondents on the statement that “Payments are secured 

during online shopping”. It can be observed through pie chart and table that 22% people are strongly 

agreed that payments are secured while buying online, 10% people are strongly disagreed, 12% are 

disagreed, 34% people are neutral and 22% are agree that the payments are secured. 

 

8. Findings  

The study was aimed to know the advantages and disadvantages of online shopping and to know the 

effect of the pandemic on online shopping. There was a total of 50 respondents in this study. The 

demographics were 14 males and 36 females. Results have revealed that 22% respondents were 

strongly agreed that payments are secured during online shopping. 46% respondents were strongly 

agreed that online shopping saves time. 34% respondents were strongly agreed that plastic money is 

used to shop online. 22% respondents are strongly agreed that online shopping protects security. 

26% respondents are strongly agreed that there is an effect of COVID 19 on online buying. 20% 

respondents very good previous buying experience. 

 

9. Conclusion 

Online shopping is too popular nowadays with the increase in the usage of the internet. 

Understanding the needs of the consumer is a challenging task for the marketer. Consumers feel 

convenient while buying online as they can shop anytime and from anywhere. With the advent of 

technology and internet services, online promotion tools are becoming very effective to reach 
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customers. Social media apps are used for promoting the product as it attracts consumers to buy. 

Online shoppers get all the information about the product on the shopping sites. There are many 

benefits of online shopping such as consumers can buy from any part of the country, online shoppers 

can compare the prices, place the order with just a click. As there are benefits of online shopping 

there are disadvantages too. Consumers have privacy issues, they think their payments are not 

secured while using plastic money they have fear of theft of information. So, it can be improved by 

the businessmen so that online shopping will be safe for the consumers.  
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Abstract 

 

E-Governance uses internet & communication technology as a platform for providing services, 

exchanging information, and transacting with citizens, businesses, and other arms of government. In 

India urbanizing is at an unprecedented rate, so much that estimates suggest nearly 600 million of 

Indians will be living in cities by 2030. This uncontrolled growth of the population and the raising 

demand for resources, under poor organization and management makes cities principal sources of 

congestion, pollution. It also creates various socio-economic problems, such as the increase of 

poverty, criminality in the cities and the unemployment. In the year 2015,100 Smart Cities Mission" 

was launched by Prime Minister Narendra Modi. India has allocated nearly Rs. 6000 crore for 

development of these smart cities. 

The Indian Union Ministry of Urban Development is now responsible for implementing the mission 

in collaboration with the state governments of the respective cities and these cities will be selected 

based on the Smart Cities challenge. 

Nashik city is in 3rd stage of Smart city Development Mission. As E governance plays an important 

role in development of smart city, the study of E governance status of these smart city elements with 

respect to Nashik city is very important. Nashik smart city Municipal Corporation is developing 

various Projects under PAN City, Green Field Development and Area based development by using 

ICT Enabled technologies. In this research, detail information about the E governance Initiative 

taken under Smart city Development Corporation, their awareness and usability among the citizens 

of Nashik city are studied. Also the issues and challenges faced by the citizens of Nashik regarding E 

governance initiative are studied.  

 Keywords: E Governance, Smart City, Socio-economic problems, ICT, Nashik City
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1. Introduction 

Use of E governance in Smart city development plays an important role in development of the 

smart city.In Nashik city, various E governance initiative are taken by the Nashik smart city 

municipal corporation.  Projects like Smart Parking, GPS Based Garbage collection trucks, 

Water treatment plan using SCADA technology, Smart Integrated Management system, Smart 

Roads, CCTV Surveillance are implemented by using ICT Enabled technologies. These projects 

will provide quality of information and services to citizens and businesses organizations of 

Nashik city in an efficient, cost-effective and convenient manner, making government processes 

more transparent and accountable and strengthening democracy.  

The objectives of these e-governance project is to offer a variety of ICT enabled services to 

citizens in an efficient and economical manner. It will help to strengthen the relationship 

between government and citizens. Most of the time, Lack of awareness of use of these ICT 

Enabled technologies is a big challenge and problem in front of the citizens. Also Technology 

reluctance approach of the citizens may effect adversely on usability of these ICT Enabled Smart 

city projects. 

 

2. Objective of the Study 

1. To know the awareness of use of E-Governance initiatives taken by authorities under smart 

city initiative among the citizens of Nashik city 

2. To analyses the effectiveness of E Governance initiatives taken under smart city initiatives. 

3. To find out issues and challenges faced by the citizens of Nashik city regarding E- 

Governance initiatives taken under smart city development.  

 

3. Hypothesis 

1.  H0= There is no significant awareness about E governance initiatives taken under smart city 

development among the citizens of Nashik City. 

2. H0= E-Governance initiatives implemented under smart city Initiatives have not been 

effective in terms of time saving, effort saving and increasing convenience of Citizens of Nashik 

City. 

 

4. Research Methodology 
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This research involves study related to various E governance projects implemented under Nashik 

Municipal Smart city development corporation, Nashik. This research will explore the awareness 

and benefits of these E governance projects among the Citizens of Nashik city and also explore 

the challenges faced by the Citizens and Employees regarding these E governance projects 

implemented under Nashik Municipal Smart city development corporation, Nashik. For the 

exploring all the above areas researcher has use exploratory research design for this study 

For this pilot study, researcher has conducted a pilot study survey on 25% of total sample size 

(320). i.e 81. 

 

Sr. No Responses to be collected from Total No. Of Questionnaire/Responses 

1 Citizens of Nashik City 81 

 

5. Data Collection & Analysis: 

A Structured Questionnaire is circulated among the citizens of Nashik City and data is collected 

on following parameters. 

A. Awareness: 

1. Are you aware that Nashik is one of cities selected for development as a Smart city under the 

Smart City Initiative of Government of India? 

Sr. No. Particulars No. Of Respondents % 

1 Yes 79 98% 

2 No 2 2% 

  Total 81 100% 

 

2. To know the awareness of use of E-Governance initiatives taken by authorities under smart 

city initiative among the citizens of Nashik city. 

 

 



 
 

International Journal of Management Research, Vol. 11, No. 1-2, December 2020 
 

54 
 

 

Data Analysis: 

59 Respondents are aware about the E-governance projects of Nashik Municipal Smart city   

Development Corporation ltd. 41 % Respondents are aware about the E-governance projects of 

Nashik Municipal Smart city  Development Corporation ltd. 

 

B. Use of E governance Services 

 

 

Data Analysis: 

60 Respondents have used the E governance Facilities of Nashik Municipal Smart city   

Development Corporation ltd. 40 % Respondents have not used any of the E governance 

Facilities of Nashik Municipal Smart city Development Corporation ltd. 

 

C. Effectiveness: 
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Data analysis: 

After analysis, only 13 to 15 % Respondents are completely agree that E Governance initiatives 

taken under smart city Initiatives are time saving, cost saving and efforts saving.  

D. Issues and Challenges 

 

Data analysis: 
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Knowledge of using the apps or using technology is the highest ranked challenge followed by 

issues faced while using the technology related to Smart city projects .The challenges like 

implementation to of smart city projects and access to data are ranked lowest in the list of 

challenges.     

Findings & Suggestions 

 

76 %  Respondents suggested that there is need to create more awareness about E governance 

Practices,  53% Respondents suggested that there is need of proper implementation of E 

governance Practices, 50 % Respondents suggested that there is need to implement better 

technology with less problems. 

 

Hypothesis Testing 

 

1. H0= There is no significant awareness about E governance initiatives taken under smart city 

development among the citizens of Nashik City. 

H1= There is significant awareness about E governance initiatives taken under smart city 

development among the citizens of Nashik City. 

The results has shown that 21% of the respondents are fully aware of the E governance initiatives 

under smart city projects in Nashik city and 37% of respondents have reasonable awareness 

about the E governance part of the Smart City initiatives in Nasik City. About the E governance 

part in to the Smart city. Projects 24% of the respondents are not aware about it at all. 

From the analysis of data using Chi square test we find that the Chi square calculated value is 

30.29 which is higher than the chi square table value 26.30 so the alternate hypothesis is 
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accepted that there is a significant awareness about E governance initiatives taken smart city 

initiative among the citizens of Nashik city 

2: H0= E-Governance initiatives implemented under smart city Initiatives have not been 

effective in terms of time saving, effort saving and increasing convenience of Citizens of Nashik 

City. 

H1= E-Governance initiatives implemented under smart city Initiatives have been effective in 

terms of time saving, effort saving and increasing convenience of Citizens of Nashik City. 

The users of actual projects are not the entire sample for pilot, only the actual users or who have 

certain knowledge are the respondents for judging the effectiveness of the E governance 

initiatives under Smart city projects Nashik. The data collected and analysed used Chi square 

test, in relation to the effectiveness of the E Governance initiatives under smart city projects in 

Nasik city from various users suggest that, the actual chi square value is lesser than the table  

value of chi square and thus the Alternative hypothesis that the ' E governance initiatives 

implemented under smart city initiatives have been effective in terms of time saving, effort 

saving and increasing convenience of citizens of Nashik city ' is rejected. 

 

6. Conclusion 

E-governance plays an important role in development of smart cities. By using ICT Enabled E  

governance, various services will be made available to citizens in a convenient, efficient and 

transparent manner. Though government is spending a lot of money on e-Governance projects 

under smart city development but still these projects are not successful in all parts of India.  

This Pilot survey proved to be helpful in gaining in depth knowledge about E governance 

projects running under the Nashik Municipal Smart city corporation. 

The Survey found to be useful in understanding the awareness level and usefulness of the E 

governance projects running under the Nashik Municipal Smart city corporation ltd., Nashik It 

was observed that though the Government has started various E governance projects under the 

Nashik Municipal Smart city corporation ltd. still there is less use and awareness of these E 

Governance Services. 
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