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ABSTRACT
Government of'India's initiative such as 'Digital Indict'and increased u,se of mobile and internet are

the main reasonsfor the rapid grotvth in u'se of digital payment. In the current scenario, India has seen

a exponential increase in the number of electronic payment services available and is slowly moving

tot+,at'ds a cashless economy. Electronic payment system has eased our buying experience by
providing another convenient money transfer platform. The online questionnaire was used as

research tool to collect the primaty datafrom the respondents c:hosenfor the study. The collected data
through the online questionnairewere then analy,sed to reach the research objectir"e,s. T'he scutrple size

study is conducted on 109 respondents. The response wqs analysed using descriptive statistics and
independent samples t-Test using,SPS^S and it was Jbund that the con.sunxers percepliott towartls e-

payment app has apositive impact on adoption of PhonePe.

Keywords:

PhonePe, Consnmers, Perception, E-Payment

l.INTRODUCTION
The government aims to comtruct a'digitally empowered' economy that is 'Faceless, Paperless, Cashless' as part of
the 'Digital India' campaign. There are different types and modes of digital payment in India. PhonePe is an all-in-one
digital wallet that could be linked to a single debit/credit card or bank account to be used for every online purpose.

Some of the digital payment include the use of debiVcredit cards, intemet banking, mobile rvallets, digital payment
apps, Unified Payments Interface (IIPI) service, Unstructured. It helps customers to purchase their products online
with greater ease. PhonePe is a digital wallet platform and online payment system founded by in December 15.

PhonePewas foundedbySameernigam(FounderandCEO), Rahul Chari (Co-Founderand CTO). PhonePemakes it
easy to keep track ofpurchases, redeem loyalty points and get personalized suggestions to help the consumers to save

timeandmoney.

This UPl-based platform ensures that every transaction is safe from c,vbercriminals, making their users' financial
details safe and secured. PhonePe can be used by business enterprises as a method to settle their utility bills to ensure
on-time payments that might othenvise cause interference on their operations. It can also be used as a means to pay
their employees as well, making it an effective and effrcient salary solution for companies. Store transaction is also
available as PhonePe can be used as a payment method via a dedicated POS device. The process of PhonePe is quick
and safe since a single POS is linked only to a single merchant.

The main benefits and features of PhonePe are its functionalities, general Lrsability ancl sccurity. PhonePc rs a

convenienttoolformanybusinesstransactions. ListedbelowarewhattoexpectwhenyouimplenrentPhonePe:

All in one solution

Srith the availability ofPhonePe customers anywhere in India and the wide variety of transactions it can be used for
and it is a convenient tool for business users. Payment of
clients can all be done easily throu ' 

-..,

Direct transl'er of funds
A faster safe and secure method of trarrsaction is glso art
Lrser's account to PhonePe wallet. I prpc:$J
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ABSTRACT
As the Covid-19 pandemic spreads, there is an increasing move towards teaclting ctnlirrc becau.se oJ

shutting rlown oJ:schools, coileges and universities,for an indeJtnite period of time. But the after math

of covid I9 crisis, onltne eclucationbecame apedagogicat shiftfrom n'aditional method to the modern

ipprooch which inclucles e - learning, distsnce eclucation and correspontlence cout'ses became

poptilar. This research is an attempt to study the impact o.f the online classes on ,vtudents.for which I 5

factors were taken into consideration. The primary clatct is collected hv an online questionnaire -front

102 responclents Jrom 5 colleges. For the purpose of'tlte study, the dattt is ohtained.from both primatlt

as well as seconcJary sources. The response wos analysed through descriptive stcttistics and factor
anafi;5is ttsing SPSS so.ftwqre, The stucly reveals that there are 3 ntaior.factors namely Psltchological

factor Accessibilityfactor and Financialfactor under which I5 variables qre grouped and thefirst

factor that is 'Psychological,Jactor' is the most inflttential one'

Kqrwords:

lmpact, Covid - I 9, Online education, E-learning platforms.

l. Introduction:
S-CoV-2 virus) pandemic astounded the rvorld, altnost

-19 outbreak intemrpted life around the globe in 2020' As

ation in manyways. Government actions have followed a

oducing measures limiting social contact.

As the covid -19 pandemic sprea<ls there has been an inc e torvards teaching online b

down of schools, colleges and universities. for an indefin time as the only option left'

of covid l9 crisis, onliie education became a pedagogica traditional urethocl to the ut

teaching learning from classroom to zoom, from p-rsonal to virtual and from seminars to webinars previously ,e -
leamin[,distanci education and correspondence courses were popularly considered '

This ds of teaching during this lockdorvn. E-

Ieam laptop, or smaft phones and the internet

fbrm s rapid growth and proved to be the best

in all sectors, especially in education during this lockdown'

Various e-leaming platforms entrble interaction between teachers and students, and, in some cases, national

television shows or social media platfonns are being used for education. Study rvebs of active learning for yormg- 
line Clo ated bY the

ts. Usin of contents

fhc.re tasks in thc

arning, that can still be challenging rvithout the direct

supervision of teachers.

2. LiteratureReview:
(Mishra, Gupta, & Shree,2020) Online teaching-learning in higher eclucation during lockdorvn period of Covid

lf q poni.niic.'The objectives r.vere to reveal tie variouJtblms of online te achinglearn *1r9}t'*
Co'id-l9 pandemic, to stud the perceptions of teachers anrl students on online teachin glc'bvid 1 9
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I'Introduction 1 .- L^^,-'-0 '\hA essential tools i

In recent times, Digital Payments har"e become one

paymcnts arc those pafnents.that are conducted over thc rnobile channels

issentonlineorttrroughrnobilecomputingarrdinternet--el..vicescanbecall
utmost in any digital ffi#;;;.; i"iioft *"/ tltJo"qtt which the pavments happen rv

parties, payer and trr" #i.*;;;i"..1il. t"vr'io .utirrg irr. t un.u.iloi oi th. aigirur pavment successtul'

The Indian Government is testing various measures to impr^ove literacy amo]lg society and promote Digltal

payments . rt aim1l11r;;il;il;mers the fr.-bti-v u'dto driie pavments from anvwhere at

any time. ".'r"r, 
_r.ro ,"rrofiffir, "ro 

br"k;;;;J',e'en small-time merchants are acceptrng

payments ents'

Some of the mode used for Digital Banking are: Banking cards' Banks'

Pre-paidcard,USSD,Wallet,lg-S^JP:h.ofsale),'IntemetBanking,Mobilebanking,MicroATMs,AEPS

"**:TH:T"T::tstem)' 
UPI etc' 

re most crucial mode under Digitat pavment is Google Pav'

Googre pay is one or the I *jil:,P;l,f,tJ *lfttlL't:l',t"'l:,tut'^ l"'iilt-l'fr:
iuffy'"rtu"l o" Ji'pttt"ber l1' 2015 o\vnor SLriith

: sewice Providecl bY Google'

It is aDigital platform which connotes contactless

code which appears on the s:I-een' Besides sending a

bills like DTH recharge,

cash back benefits and re

are . Yonl abiliry to operate

to suchelements'

Google pay is performing in hand with HDFC Bank' ICICI Bank and Kotak Bank

GooglePayisoneofthemostseasonableappsthatcanbeusedforsendingandre

r .. -..|)r.i,
''''"' ]t"'l::' - -'.t:'iiL-' "-: u'

'1;11911i'l ' Gir:t

ABSTRACT
In Tbday's world, Smart Phones have become the utmost need of-on

use their smart phones.fbr money transactions' Payments' andrech

smartPhones isfor cashless tran

that is Google Pay' One of'the a 
r:tion lovvurds Google Pay'

This ultiple regression anall'ses

The st signffit:ant 'factor contribttting
usin

tow ards cus tonter s s ati s fa cti otr'
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takenfor the study. The response is run through descriptive stattsttcs ustng DrDD tiuJ LWur c'

Keywords:

B aby c are, Buying behaviour, B icholim' Consumers' Infants

T.Introduction:
re taken by consumers betbre buying of 1ny 

product or

n refen1ng search engines' involvrng with social media

e'?

il, What factors impacts consumerpurchases?

Analysing consumer buying behaviour is most influential for marketers as they can perceive the assumptions of the

babyrequiresgoodskincare-productsinordertopl.otectthenfronvariousfactorssuchasrashes,
to keep their skin soft and healthy'

Baby
Baby products that are considered to be appliecl to- clean up the hair of new bom babies and children

undere.Tlreseproductsarepanictrlarlypreparedtobeclearandsensitivetotheeyes.
Baby
Baby obile oils which are made in orderto keep skin sott and supple. Baby oils are used onbabies to

make dhealthY'

a thin powder iollected mostly of talc or comstarch that is scatterecl or mbbcd on the skin e specially

isten and soften chafing'

JohnsonandJohnson: I

Johnson,s Baby powder was invgntgd by Dr. Freaerick B. Kirmer. company's first director pf-^5 mifrc affairs' In
.. --:, -- r

MF:tacc Young Rese
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1.2. TYPes of EVs

a. Fuelcellelectricvehicles r

Fr_rel cell electric vehicles (FCEvs) aretotall;, electric vehicles dlivenby electricity ti.._1*:::qonl'"

cell conversion clevice (Chan, 20AD"

f'l
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+f::#:rTrotu oy dopretion oJ'non-renevvabre energy ttnd the increasing price or.rbssil -luels have

empltasizecl on the ,,""'l7o' alternate enbrgy sources to fue-l the v aut

consiclering Electric ltniiclu' as a solution'for the same' Through n o

studytlteconsumerperceptiontolvards.ElectricvehiclesinthestatCo|
techniqtte *o, ,,rul'd to cletermine the sample size' Tle re re

clueslionnaireselectronicallytocollectthedata'FactorsaffectinsLtmerperceptio|ltowurds
EVs have been ictentiJie'd and cutatvsed iii"'ii 

'"cnr 
Anaivs*, l!,1,u;:!1:1,'::";l;l"t'*"t_l;:#;::;i,,1[iii,'!,i,"*;;;';;;:7,o,],,t 

ruatures, cost anct rlr rc*LL)], and Pe^:eivert L/utue

Keytuords: ^ _--^----r^il+ -^rinips traN{T'
Electric Vehicles, Consunrer, Environmental-liierrdl1,, Governnrent policies, FANIE

1. Introduction
1.1. Concept & History , ,,. --.- .--..-.-.., ,,rp

A'Electricvehicle(Ev)canbeclefinedasanyvehiclervhichemproysoneorrrorcelectric*ort\rSl'':::'-:--' 
-l

""tTLlrr.demandwassl--+err{hreler:frir:r,ehiclesinGreatBrita,:.:f:.1.,",-p,,:.aii]:;..;-.'_r....,..'._*--. 
- '

olo,-tric.'ehic:c<- T:-': s-:-::' - - :-::::-- '' :--:: --->- :-'

"*fi1iiilil"1'il-'1'# :T::l';'""i1,.:'L..;3-: 
":

simple clesign.ancl eas-^-tlriving \\:ever' the use ot ei:;:::'- ::->

I

story ofelectric oars, 201 5)'

arJthrough a fuel



also knorvn as reliabilitv' 51.Ini:
cronbachs arpha is the commonlv used rneasure or internal consi:ft:lli;it 

1il'iml*t':t:,9 ;::fi|f J:cronbachs alpha is the com'ruurJ Lluv* --- 
lTns a scale'

*"f,tpf"fit!tt..Ju".1o.l1 u is requtt
is 0.883 Picttttg our

;Tffiil'i.tffiil1"i. u is'iequired. cronbach's o rs

;;'i ai.r. retiabilitY "l.t!:lest the reliabttttY or.t

aonaulratitttighly reliableslnas L'v vare-'---- 
i a. n^1i.1

Table 2: ReliabilitY Statrstrcs

Orn -u^-i^itr' /Chi-s

The

o

The i

I

Ihe i

I

.rql S

collected ts rlt lor lautur or'*''/S1S'
Table 3: KMO and Bartlett's Test

Source: Pr

minimumhours'

., -"*-'-.,*.'o.9r+'1'r*i ;:.J1'l'l!r:'"i

SamPling AdequacY'

APProx' Chi-Square

Bartlett's Test of SPhericitY

MEsGccYoungReserchers:2o2o-21r':.,47..':;.1.iii,,.].j..'-i.il.'.,....1:!',:'1.
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#,i'ffiff rbcray, affecteclby the covicl-rg,reryingnlaiorry ontheuse oJ',e-resources, asmartphone

has shiJiecl plornr; Jro^ lseing a ,l'*uot -titiou'y 
ii tt"'" *ii-zooos to a necessiD' in the early 2020s'

The smartpr,,oru rugrrott hasreen intutcratecr wiih muttipres smartphone brands yving to grab thefirst

spot by launc,i,g numerous 
rv"" "'vee'vr'--' - 

utkes ct customer se'lect a porticular

brattd, esPeciallY a'n,ng sm ';r{::t:;;r'!;'r:;::r.:r'ffi:;t::,
the choice Preference' SmartPhot

this, which is donewith the ultint

tofincl out the.factors that influer'

the consumers in covid timis' To examine this' tt;e have selected sr

used. Tlte data is collected throttgh a strutctnred cyrcstionnaire'

erectronicary,.rrom 102 respondents based o, the cotrverien.e s,rnltling methotl' Tlrc onal'v-sis,

discoveredthotAppteisthemostcJesrrectsmartphonebrmtdcanctMy"::!::i;::rzi::i!:":tongwith
if:::';::"'!il'oii"!,,'!,1i,';::;;";:;i,,","""inili'erJbatures 

14, 71," users in the state of Goo

KEYWORDS:

Smartphone, Choice, Factors' fnfluence' Brands

l. INTRODUCTION: redtheuse
more time
The covid

Y srnartPhones in our lives'

er), ancl support rvirele ss cotnmuntcatt

i-mode Platfbrm' BlackBerry
rn the ZbOOs' 'Ihese models

ss to Push email and wireless

l'i'-:" 1"'-'""' 
uiciiuLiiil'00A 

"- 
'
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in the state of Goa (with special relerence to nstagram)

ABSTRACT
The heralding of'social media has pt"oven revolutionar)' to mankind' enabting people to connect and

share inforntation with speecl and convenience across the workJ. The rapid clevelopntents in social

media and social networking sites have provided a novel avenue.fbr marketers to contact custonxers

and collect feedback frrtm them. Instagram is one sttch platfurnt that has mustered the power to

influence a large n *bu, of users quickly. The paper attempts to gat'tge the impact oJ'social media' and

Instagram,irparticularfithestoiteofGoa,oithelurchasedecisionoftheusers' Thestudyusedboth

prt*iry and iecondary mry data, collected through a structured questionnaire, was

analyzed with dif.ferent The stutll,Jincls tltat the. Goan sor:ial rnedia uset's (tt'e heavi$'

influencedby socialmedia and, inmost cases, basetheirpurchase decision onit'

Keywords

Social media, Purchase Decision, Instagram, Influence, Goan, User' Posts

I. INTRODUCTION
,social Media, is defincd as 'forms of electronic comrntnication (such as websites for social networking and

micr.oblogging) through which users create online communities to share information, ideas, person'al messages' and

other content (such as videos)(Mer)'

Social media has occupied an important position in communication and has revolutionized the way pcople

communicate. It has significantly impacted the marketi:

network than ever before for reviervs and recornmendati

social rnedia, it is one of the grcatest used tools for marketing and spreading information around the ''vorld'

Instagram:

The users can view trending content and browse cont

messaging, the ability to club multiple itnages or videos i

service.

Originally meant for iOS, Instagram swiftly gained mas.s ty' garnenng over o

within two months of its launch' It was soon-marle avail Android version in

featurelimited desktop interface in Novembe r 2012, a in June 2014' and

October2016.

2. LITERATUREREVIEW
Social media is the mo formation source lbr perceive<l convenience' effectiveness and

perceived credibility; opinion are found to affect the process ofpurchase degision'

However,thepoSt-purexperienceislow(Funde,etal.,iol+1,



The active use ofAIDAcan be witnessed in theposts ofmarketing conpanies that are highly active on social media.Since social media is perceived to be a credible source of infoimation. Social meclia marketing has thus created aspecial niche for itselfin the field ofmarketing.
Social media has' indeed- become an integral part of the marketing world. It holds the power to either make or breakthe sellers'reputation with its mere exist.ri"".
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