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CONCEPT.CUSTOMER PERCEFTION AND FEASIBILITY
TOWARDS POD HOTELS

D, Seema Lagade’ Savitribai Phote™”

“Professor- Maharashtra State Instingte of Hotel Management and Catering Technology,
Punz, Member BOS- Commerce and Management { Faculiy Haotel Management)

*Research Guide- SPPL, Pune Liniversiy

Introduction

*Think aut of the BOX, while slecping in the BOX™. With world incliming towards urban
housing and modermn sccommodation options, consumers are looking for more creative vet
comforiable living spaces, whereas few still find their interest in traditional ways of
aceommodations, Hospitahty idustry is alweys geared up fo enier all sort of preferences as i
keeps on adapling to the present -day tremds, hence today we could sec g wide range of
alicmate accommodations 1u the market which also provides growth and susinable
oppartunitics for the hotel bramds, When discussing about the conecept of Urban housing -
Capsule sleeping cabins, Tiny Houses and Micro apariments are already influencing the
Millermials,

Growth of ravel & tourism along with the preference 1o cost-effective living during iravel
driveg the demand for capsule hatels: However, Capsule or Pod Holels doesn't not only
provide sccommdation for budget troveler, but are also & conventent stay optiong for
consumer, who are just looking for a comfy comer to rest between their working hours, as
some af them might be living far, i the cutskirs of the aity, This particular thought was the
reason behind conceiving Pod Hotels for the very first time in Japan in 1970, Today, decades
lnter pods are enjoving pew wave of popalamty and have become hospitality fod. Pods
Excilitate & multipurpose envivonmens where in people can focus on work, sleep in comiot,
collaborate with people and unwind.

India is upgrading as the Indian entreprencur duo, has founded Urban pod after being inspinsd
from the similar chain in Singapore, Today Mumbai's spacc crunch is now become a
hospitality fad. Experts say thal Pod Hotels have substantial opportunities in untappad
markeis. This study sheds light on relatmg with the concept of Pod Hotdels, guge the
consumier perception and pracicality of the concept with reference to Tndian Marker,

What Exactly Is A Capsule Hotel?

Capaule hotels are aceomimodations that have thrown away the idea of a single private mom,
gnd have wnstead focused on basic necessities such ns sleep and bath 1o pravide the maost
acepmmoditing stay al the lowesl prices. Capsule units that provide rest are shaped hke the
cockpits of aircrafts and are stacked in two layers, contimaing down the hallway, Many
people think that the only thing you can do at a capsuls hotel s sleep, bt in fact, some
capatile hotels have large baths, saunas and spacious lounges that are even betler equipped
than some business hotels,

In recent years value-adding services such as ladies-only floors, sophisiicated business
lsunges, tablets and monga rental services are making capsule hotels incieasingly mores
attractive ot a fast pace. Another characterigtic of capsule hotels is being able to secure
accommodation withoul prior booking.

WAEA Peor ReviewedRefenced & UGE Cang Listed Jowmal Vol, X = Dzsee 1 (1), July 2022
{28L)



Jeurnal of Kivikolaguni Kolidas Sanskrit University, Ramiek [SSM - 2277-TN6T

This is hecausz capsule holels bave more mooms than business holels, Thus, many people
such os businessmen who have massed ther Tast frams, or young peaple who are m 1own fora
concert and want 10 save on accommoedation often make use of capsule hatels, and many
show up withoul reservations.

Meed OF Study

Maodem approech of finding the purpose driven stav and gucst inclination towards the cost -
elfective sceommodation has introduced new stvles of rooms 1o the market, The list includes
popular concepts like service aperiment’s, vouth hostels! dormitory accommodation and
Airpon Sleeping cabins. India is recognized as an upcoming ! Unsapped market for such
concept hotels, hence many unique living progects like The Urban Pod, Mumbai, Cubestay
Atpon capsule Mumbai, Snooze at mit space, Delhi and Adveniura Oory are been moday
listed as ome of the best pod hotel properties in Indin. Opersozs of the property have come
across neliceable changes in guest’s approach tvwards wying new ophons and sorge 1o keep
up with trends. However, ¢till there {5 a need of bringing more swareness and making people
tanmiliar with the Pod ~ Coneept; g5 “there a lol more to do, with less space™,

Ohjectives OF Stody
I, Teorelate with the concept of Ped Hotels ! Copsule Hotels,
2. Teevaluate consumer perceplion wwiards pod hotels,
3. Teanalyze the feasibility of pod hotels in Indian Market.
Literature Review

LR 1: - The Japanese capsule - its characteristics and populanty, an essay published by UK
Essn}rs an thoir official website dated ].'J.111.|:|r_',' lst, Mils, h:ig,h]ighta- the L"'I'.I:I'IL""E'P'. ol L'::Ip'.-'\.llit
hotel along with the factors muotivating tourists to s1ay in economy hotels, It alse helps in
understanding whether thee capsule hotels would be attractive style of accommuodation,

Link-https:/fwww.ukessays.com/essays'marketing/the-japanesc-capsole-hotel-its-
characteristics-and-popularity-marketing-essay.php

LR 2: - Gaijin Pol Blog in their anicle, published on August 31st, 2017 has narrated the
unigee features of a pod property located in Kyots, The project has come up wilh
multipurpose envircnimnent, where millennials will be able w focus on work, sleep in comfon,
collaborate with people and whwind. The propery has come up with a significant
amalgamatign of High-cnd technology and modern accommodation,

Link-htips:/blog.gaijinpot.com/millenniali-kyoto-capsule-hatelf

LR 3; - Mr. Aakash Karkare narrates his experience with [ndia's first Pod hotel in his anicle
“Mumhbai's wrban pod holel brings Japan's capsule hotels to India® publishes on April 29,
2017 on official website - Scrollin. "A night at India's fiest capsule hotel shows that
Mumbai's space crunch is now a hospitality fad", says Mr, Karkare. Mumbai is upgrading as
entreprencur dup Mr. Shalabh Mirtal and Mr. Hiren Gandhi founded Urban pod, afier being
inspired from a similar chain in Singapore. Article states that the capsule sized homes might
be the future of wrban housing someday - finy houses and micro appartments ane alneady
being considered in increasingly overcrowded cities

Link-hitps:/seroll.in/magazine/ 834487/ a-nig ht-at-indips-firsi-capsule-holel-shows-that-
mumbais-space-crunch-is-now-a-hospitality-fad
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LE 4 - Im a&n article named ¥ The Pros and Cons of saving al a capsule botel in Japan®
published on March 28, 2021 on TheTravel.com, author Kate Machado has shared her
experience aficr having staved in a |'_r-:|-=1 hotel in Fapan, She has given a clear ||-|~=.||_h ol pros
anil cons which one would experience in lerms of lozation, sccommodalion, combont, pivacy,
silence, service and amenities while staying in a pod hotel property.

Link - https:/www._thetravel.com/pros-and-cons-of-capsule-hotels-japan/

LR 5: - The worldwide eapsule industry is projected to reach 276.2 million US Dollars by
2028, was statéd 10 the Global opporiunity analvsis and industry forecast 2020-2028, report
by PR Newswires and Cision Distribution in their article published on Sept. 30th 2021, Study
states that the concept of pod hotels / sleeping cabins i5s 2 unique and novel type of
accommailabion, aviilable at affordable rates. Growth of tavel and tounam along with
prefercnee to cost effcctive living doring travel drives the demand for capsule hotels. Overall,
the report provides o quantitative snalysis of a curent frends, estimations and dynamics of
the capsule hotel market from 2009 - 2028, w0 adentify prevailing market opporunities.

Link-hoipssiiwww procwswire.com/mews=releases/the=worldwide-capsole-hotel-in dostry-
is-projecied-in-reach-2T60-2-million-hy-202 8- 301 388 1 1. himl

LR & - Author Mz Swati Charurved: in her article #Podilotels: - Small i beautiful,
published o 13" Feb 2002 in Hindustan Times mentions thar pod hotels are modern, quirky,
reluting and one of itz Kind of aceommodstion, Ms. Swati has nlso shed light on the concep
of pod hotel by elaborating on the specification and amenities offered in the premises: Acticle
alag speaks abour newly lnmehed pod hotels in India and 1is pocing and torffs.

Linkhttps:/woww hindustantimes.comdifestyle travel/ podhot els-small-is-beauriful-
101645165951 32 Lhitml

LE 7: - On October 25" 2021, CNBC TV 18 had published an article writien by My, Shoma
Bhattacharjee on their official website, where they have described or mentioned about the
project execuicd by IRCTC and The Urban pod Pyt Lid. Aricle has also stated that these
newly developed pods will have basic amenities like wi-fi, luggage room, television, air
conpditioning, charging slots etc. this facility is lsunched with 48 pods three types - clasgsic
{30 pods) , ladies { 7 pods) and private pods (10 pods). These pods are avilable at the
minimum rale of rupees 999/ for 12 hours according 1o the report

L R & - According 1o o study report published by Research Dive, dated 1 7% Movernber 2021
on their official website, the global capsule hotel market is peojected 1o experience significan
growth in near future. |t i3 noticed as a trend ameng millennial for solo travelling. It alse
mentioned thar Asia Pacific region is roore likely to dominate the marke: of pod hotels with
rapid growing brands like Ricearon Capsule Hotel, The Capsule Hotel, Ta-box Capsule
Haotcl, Book and Bed Tokyo, Urbanpod hotel, the Ped, Sydney and many mure.

Link - hitpssfwww researchdive.com/8507/capsule-hoiel-markel
=th

LE 9 - In a research study published by Research Dive, dated 17 November 2021 on their
oificial website it 13 said that there is an increasing demand for affordable accommodations
by the growing middle-class population along with the nsing inlerest in travel and towrism.
These factors boost the profitable opporunitics for the operators. However, the outbreak of
Covid-19 pandemic has negatively impacted the growth of the global capsule hotel indusiry,
as the number of both international and domestic Travellers heve dropped down beeause of
the fear of spread of the disease. Along with that snct leckdown in various regions has alse
affected the growth of market

Link - hitps:/www.researchilive.co m/AS07 ‘capsule-hotel-market

i Pocr Reviewed/Refiseod & UG Care Listed Journal Vel IX — Issue (1), July 2022
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LR 1E = Inan amele published m Hindustan Timies on Febmary 13"- 2023, by juierinlise ks
Swan Chatarveds, it s mentionsd by an imterviewee that pod hotels are an ulira-miodemn
accommidlations concept which has capabilities (o cater millennials, free individual wavelers
and Temale waveler, Interviewee Ma. Gauri Awasthy also states that it offers accommodalion
with ni compremse on comfon, quality and unique experence al 8 very coonomic rate.

Linkhttps:/"www. hindustantimes. com/Aifestyle/travel pod hotels-small-fs-beautifal-
I01ALS 165950320 himl

LR 11: - Wntten by outhor Mr, Alexzander Love and publishes by Hotel Management
Network on March 10, 2022, The anticle shares data regarding existence of capsule hotels
from Bast three decades in various ports of globe and the dea s expecied (o grow urther in
upcoming decade as there isa ol maore 1 do with less moom. The study also states that future
rse by 6.31% CAGE by 202G and approximately valiation of 253 million dollars,

Link = https:/www.hotelmanagement=-network.com/analysis/pod-people-capsul e=hotels!

LR 12 - In an article “Things @ consider while desigmng a capsule hotel” publishes by
Rethinkmge the future, Com, and wnnen by Ar. Manasi Khankoje, the varions essentials
aspects of bailding pos hoels & coversd, Factors such as community [iving spaces, privacy,
lixury elements and smenitics, inicoration of iccheolopy, varistion in desipn & decor,
standard ergonomics, ete. are elaborated after a svstematic study of properties.

Link - hbips:/fwww.re-thinkingthefutare.com/designing-for-iypologies a3 118-1-ihings-
to-consider-when-desizning-a-capsule-hotel!

LR 13 - “India embracing smart sty options like pad hotzls™ and mterview with Mr. Hiren
Gandhi -~ Co-founder, Director of Urban Pod Pt Lol Piblished on India rowailor.com by
thieir assistant editor Ms, Tenya Krishna talks about the noticeable change i the mindset of
Indian travelers and willingness 1o try modem sccommadation optiens Mr. Gandh also
spoke about the comcept, sccessibility and competition in the markes and their plans for
expansion of the bramd,

Link-httpssiwww.indianretailer.com/interview retail=peaple/profiles/I ndia-embracing-
smartstay-options=like-pod-hotels-Hiren-Gandhii 1466/

LR 14: - In an article named - Capsule Hotels, the unique experience for inoovation and
affordable stavs, Published by news 18 on 10" April, 2022 the report has enlightened popular
pod hetel properties located in India. The Urban Pod, Mumbai, Qubestay Awport capsule
Mumbai, Sneoze at mi space, Delhi and Adventura Ooty were listed s one of the hest pod
hotel properties in India

Link-hitps2/www.ncwslB.com/mews/lifestyle/travel-capsule-hotels-the-unigue-
expericnce-for-innevative-and-afTordable-stays-44 59200 tml.

LR 15: - According to an artick — Califomia start-up offers affordable capsule pods in shared
living accommodation written by Ms. Juliana Neira, published on designboom.com, in the
month of May 2022 According to the writer, brownstone housing company has come up with
s plan in California whers in the peds can be used ss an option of sharing accommodations
When peds are designed practically along with spacious interiors, it more likely o be
preferred by consumers, This might mitigate the issue of nsmng renl prces pt property in
Califmia

Link = litps:/www. designboom.comi'tag/capsule-hotel/

T oo ReviewedRefereed & UGC Care Lised Journal Vol, IX — ksve 1 (1), July 2022
{284)



Journal of Kavikulaguru Kalidas Sanskric University, Ramiek I55M - T2 TT-T067

LR 1 - Article about Transit Hotels — & welcome amenity for long layovers, writien by
Jourmalist Mr. Jog Kunzler on 16th May, 2022 published by simpleflying.com. the article was
aboul the concepe of wansit hotels, along with-it journalist Joc has also shured his expericner
of having stayed in a sleeping pod al an airport. Joe deseribes sleeping pods as smaller
version of transit hotels which offers pay-by the mimie system, lugeage compariment,
charging spots, along with a retracting cover. Sleeping pods has also helped aipons in
generating revenue from wnased amld vacan! spaces

Link - https:/simpleflving. com/airport-capsule-hatels!

Ta have a better understanding about the objectives, these questions were added 1o the
questionnaire, which would help in getting a belter understanding about the consumer
perception and approach wwards pod sccommodations

Trealmition
) g poseRE
W Feois Secir
- L R L bt b 1
= Eafrpeirsn’
f B TEE

This data 15 collected from variows working professionals and studemts of different age n
order to have & broader perspective to the cencepl end thought. During this research,
responses were recorded from Govemment employees, Pnvaie Sector, Enreprencurs and
students. Majority of the respondents from working cliss as the percentape was 56.3%,
H.3% responses were reccived from the shidemis. Responses from the povernment
employess and entreprencurs were less as the hgures could only reach to 3% and 2.5%
respectively.

Similarly, sge of the respondents wos also taken into consideration while recording responses
for this project, It was been observed that 35% of the istal respondeats were between the age
pl L8 10 25 yewrs, another 30% were between the age of 26 to 30 years and nearly 27% people
wene abowe the ape of 35 years.

Objective =12 - To relate with the concept of Pod Hotels £ Capsuale Hotels,

To gain more clarity about the concept of pod botel or capsule sized accommaodation, 1
referrend literwure which was available in the form of articles, Blogs, press release ele. on
virnous enline portals and official websites of publication houses. | also relened some orticles
related o capsule accommodation which were publishes in newspapers, lmerviews of hotel
operalor / owners like Mr. Hiren Mirtal and others helped me in understanding the core
operations, challenges and opponunities which comcs along with the pod hoel business,

wrerifEe Peer Reviewed /Referaed & UGE Care Listed Joueral Yol DX — lssae 11T}, July 2022
(235)



Journal of Ravikulaguru Kalidas Sanskrit University, Ramick ISSN - 2277-T067

Objective -2: - To evaluate consumer perception towards pod hotels,

Are you geard of concepl of afermale accommedation®
I gz

. ey
i Mo

atternpt was made to gauee the aowarencss related to the aliernate accommodation, it was

obgerved thar 25% of the wotal respondents were tot aware of the concept of alemate
acemmmodations, hisvever a p::s:iri“: gigle by it was algs obsereed] oms 75% of the ol
respondents were aware of the concept.

Which of the follewing aftermate accommadstion you heard of before?

B respanany
Eerace fpporimenis  REOUE R L T - 57 (71 V)
Eng Halale
reuth Heslely
Emet Saapnataning B FON
Clawping Sty [SEINH 13 [ 15 3%
b 20 L in

It 15 important to know that what category or type of alternate accommodation do people
prefer or are aware of, hence this question helped in getting insight sbout the same.
Respondents were asked to choose between four different categonies of accommodation e,
Service appanments, Pod Howels, Youth Hostels, Aimport/ Ralway Sleeping cabins,
Cilamping sites. Majority of the respondents (71.3%) were aware of service apparments, in
continuation 37.3% of respondents knew ahout the concept of youth hostels. 37 responses
{46.3%) said that they have heand about Pods and Capsule hotels. 1t was observed that people
are least aware about airport sleeping cabins and plamping sies az the number of responses
was 36%% and 16%5 respoctively,

WREE Peer Reviewed ' Referesd & 11GC Cane Listed Journal Vod, 1X — lssue 11 (1), July 2022
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Have you ever heard of any Pod/Capsule Hotel 7
A0 recpoaces

il ves
@ to

Purpose of this question o gauge the swareness of people towards pod hotels or capsule
gecommodations, Out of B0 responses 60% people are aware of Pod Hotels as an alternte
secommadation, however it i also seen that 40% people wre ot aware sbout the concept.
They are completely uneware of the capsule sized accommodation

Since there was an attempt to gauoe the awareness of pod hotel amongst people, there are fow
prominent players in this section of business. This guestion was put forth fo sec whether
respondents are aware of these pod hotel brands located in varous cities and states pan India.

‘Which amcngst the bSlow menticned pod Botel Grands, b you hgacd of ¥
&1 sl

T fimen ped , Momial 55

it ey AR CEpa il -::i-u S b

yenurs, Doyl
Enane atmy ploce, Deli

Motealhe dae i oE 42518,

g L1 Fat 0 &3 =

Majority L., 33%of the people are not aware of the brands that were menticned as options.
Wery few respoodents were dware of brands of pod hotels present in India.

It is important to know the difference between vouth hostels and pod hotels, Through this
guestion an attempl to enlighten the difference between both was made. Both categonically
fall under shared accommodations hiwever, pod hotels get few more pomns as they are berter
in terms of hygiene, safety and privacy, As a response to this question 47% of the total
respondents are not aware of the differences beiween both and 28. 7% of the total respondents
koow how to distinguish betwesn two, In conclugion nusiber of aware people is less than the
mumber of not aware people. There gne more calegory of respondents those may not be able

e Peer Reviewed Refereed & UGC Cane Lised Joumal Vol IX - Tssue (1, July 2022
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‘o distinguish between the two Accommodation epiions. 23.8% people are not aware of cxad
difierences berween pods and vouth hostels.

Ao you awara of the diference betwenn "Youlh bostels® ond *Pod Hotels® 2
B e npinneey

What = your percaption lowerds shared scoommacdstion 7
1} reapansea

tencomrages cinice of paposs
’"‘"“‘"”"“"""n e
oo o M o
ian

Mg b B e demun 8 o SRR T R
Sapvices and Hyppera

SRIEE OF [T L4W)

-1 T

This gquestion was put forth to  determine consumer perception lowards shared
accommadation in terms of safety, secunty, hygiene and cost and privacy as basic and
essenital needs. IU is been observed that 72.5% ie. majority of the respondents feel (hat
shared accommaodations offer pocket friendly staying option and hence helfps in saving costs.
However, around 20% people from the total respondents have sad that it encourages an
inclividual’s choice of choasing purpose driven accommodation. Another 20% people believe
that living in 2 pod hotel or in o shared space may resull in loss of privacy and compromise
on hygiene, sanitation and satery.

sivqedfien Peer Reviewed/ Refereed & UGC Care Listed Jourmal Yol IX — Basue 11T, July 2022
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Ohjective -3: < To analyee the feasibility of pod hotels in Todian Market.

Hiowy often o wou travel 7

Elespanses
@ &y Do
@ Zemetmes
B Rocsty
B ey Raraty

The pie diagram  illustrates the frequency of travelling of the respondonis. As per the
parameters the — Yery ofien means weekly travel, sometimes means Monthly travel. Rarely
means travelling six months amd very rarely means ravelling once or twice 3 year, Hence, it
is vbserved that majority people around 33 8% (43 out of 80 respondenis) ravel sometime,
next are the 18 (22.3%) respondents who travel very often in 2 year, 16.2% of the total
respondents travel rarely and astly only 7.5% people travel very rarchy.

It is important 1o know that with whom do people travel, to get 2 better perceptive ahout it
this question was added. Respondents could choose moliiple options a1 one time. 0%l the
total respondents prefer trovelling with family which the highest percentage of response
recesved. 23% respondents travel with their friends and 1 1.3% people prefer going on sola
trips. Being the least opted answer, enly 5% people travel with their candidates,

With whom dooyou travel mest often?
B aei ek

@ Famiy
@ Frisnidts
B Collasapnin
B Sclo heveer

MR Peer Reviewod/Refereed & UGC Care Listed Joumal Vol IX - Tssue 1 (1), July 2022
{2850



Joumal of Kavisylapuru Kalidas Sanskrt University, Ramick [GEN - 22TE 7067

What 5 your purpose of traveling
BO rédiprsnaes

B Eunineis

& Laistnz

& Family Bsunion o
@ Enjreant

@ Live e

B For refmaslarent
@ Faridy Trips

o Meolbok

LY

Purpose of ravelling determines the budget, caicsory of Tacilities and accommodation that an
individual may choose or opt for, hence purpose of mavelling has a major influence an
preferences. Hence this guestion was incheded. Respondents had 1o chaose from Leisure or
Business option, a5 3 resull percentuge of leisure travel is mors than that of business travel.
T9% people irivel Tor leisure and 2 1% travel for Iaginess,

Which category of aocomrmedaton o0 you prefer while travasiling?
a0 rEponsas

5 Bl LussyHat m 15213

eme o A5 AR By

Faum Hagtew

843 5.0

Rracirm

Hentags propkTas

Eusgel Rl R — T (T D0

o il an €U

There is a vaned range of accommodation available 1o travelers in the market. Above given is
the pictonal representalion of consmner preferences towards vanous ypes of accommodation
that cne can book while travelling. Respondents were asked 1o choose from Jstar luxury
hotels, homestays, youth hostels, resorts, heritage htel properties and budger hotels, Tt is
been ohserved that maximum preference 15 gven to budget hovels as 72,5% people have
selected that option. Resorns and home stays are the second most preferred option of
accommodation a8 the percentape of voles are 53.8% and 43.8% for both categones. 1 7% of
the total respondents opt for S-star luxury holels while ravelling. Howewer, two segmenis
have very miche number of chenteles as only 0% people have opted for Heritage hotel
properties and 7% have opted Tor youth hostels.

FRrETEN Poor Boviewod Belaeed & UGE Care Listed Joarnal Vol, 1X — Bsswe [1{1}, July 2022
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Do you prefer or ever opted for shared scoommodation 7

Eﬁrhﬂrur::l

i o
i ric:

Smce respondent’s perception fowards share sccommodation is part of stady it is also
impariant bo know whether they are willing 1o opt for any shared accommodation during their
tour. Number of people that might opt for an option of shared gccommmosdation is less than the
mumber of people not opting for shared accommodation. 57% responses are not in favour of
shared accommodations and 42.5% responses are in Tivour of shared accommodation

Afier having evaluated whether people are willing to stay in a shured aceommodation, 11 15
mpartant 1 keow that with whom would people prefer to share their accommodation. 58
responses (72.5%) prefer shared accommaodation with friends when on rip. 8% people o

Wit whermowould you prefer or ever opted for shared accoammeda tion wihie traweliing 1
Bl mesperes

Frisr1ds LR =T
Family [ e
Colwagss
Lty dikin sy Sl Fies
-] 1] 41 £

opt for shared accommodation when they iravel with family, Only 153% responscs were in
favor of sharing secommodation with colleagues. The least preference 1w shared
accommaodation was given by salo travelers 38 only 1% of them has opted for shared
sccomuslition.
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In order to determine the most preferred mode of booking hotwel vsed by consumers, this
cuestion was inchded and responses were recorded for ineperson, throngh call, iravel apgeni,
OTA, Rexpective hotaly website wivs of hooking a room, Maximum people book through
OTAs (online trovel pgent) os the percentage shows 36%, on elher hand only 16.3% people
book through wavel agent. It is observed that same responses ore recorded for in-person and
phone call booking as 36™ of the total responses epted [or il

Hoa much wouid you lise to spand for accommedation white vaveling {0 cooy

B reEm e

i Leaslan = 1G63IKA( pernght
B SO0 BIOD RS pe figt

& TO.000s 15 DED TR faar Hghl

i PiOa Ms = 25000 R £ fEi Rgnm

After determining the mode of booking it is extremely important for the hotelier 10 be aware
of the spending power of the customer, hence with the same mative this particular question
was added. Tt is observed that people tend 1o spend between the range of SO0U-EU0D rupees
per night, a5 57.5% have responded for the same alternative. 41.3% people temd to spf:nd-
nearly about 1000/ rupees per night according 10 the responses reeeived. There is o miche
base of respondents who spend around 10000 15,000/ mpecs per night for an
accommaodation while truvelling.
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This question was added in order w determine the spending power or capacity of the
consumer, 35 il is important w0 know spending power of people wards shared
aceommodation. As a resolt, 63% of the respondents are ready 1o spend between 10000 o
3000Y- rupees per might for shared aceommodation and 32.5%, people are w illing 10
spend SO0/ rupees per night for shared sccommodation. However, none of the responses
showed inclination towards spending [0000V- rupees per might.

Has thig sty Aelped your e relotng with the conceptof Pod Hotel or mece you sweos of Fod
WMotets T
B § e iR

B
- i
@ Meyhe

This question was included in order 1o get to know consumer porception Wwards pod hotel
andl 1o check whether the survey has helped them in getting more knowledge about the pod
hotels and capsules, 75% of the wotal responses feel that they were more enlightensd about the
concepl afier perlicipating in the sarvey. However, in contrast 22.5% respondents were
confused about their opinian,
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T iamitalions

Although, in order 1o the fulfilment of the pre-determined ohieciives of the study varions
attempls were made for data collection and validation from various sources, but certainly
there wore fow barricrs on the pathway. To mention a few, following were the limitations
experienced while doing researcl;

I Criginmied in Japan, Pods are much popalas in Asian and other European urban areas
and now i3 grodually growing in other countries us well, However, it is a relatively
new concepl of accommodation in India, hence very limited publications and news
articles contaned information and statistical datn related 10 pod hotels and (heir
::-pu:m:mns.

2. Similarly, there are very few pod propemies in India, they are present in voned
locations and are far from the city of Pune, as a result conducting an on-siie survey
wis difficult deniel of permission from Orwners foperators, too was the barmer in
comducting actual en-site visit dunng study,

Y, There is lack of awareness wmongst the people regarding capsole  sized
accommiodation. hence people were hesitint r at imes reluctant to Gl the goople form
or answer the questionnane,

4. As Pods is » newly emerging idea and people are still trying o be familiar with it
According to the literature operators have observed a change in the preference of the
puests and people are willing W experience the pod stay, however, interacting with
people who have already stayed m a pod hotel property was litthe challenging.

While doing research on the concept of pod hotels, is feasibility and cliont’s perception

towards the zame, it was important to deierming whether people in India are aware of the
terms like aliernate sccommadation and the options that are available in the markei and their

perception towards pod hotels,

Few questions werc included m the guestionnaire which directly or indirectly helps in
collecting data regarding perception and awareness.

Findings
Followmg are the findings from the project.

. People in India are gware of the concept of aliernate accommodations, they have
experienced or have heard of types of accommoditions oiher than Five-siar hotels,
budpet hotels, resons or puest houses,

2. The youth of India is more meclined towords choosing perpose driven stay and opt Tor
facilities and amenities that are just enough r essential during that particular iransil

3. It was chserved that people are aware of compact living spaces and modem style of
accommodations that exist i various par of globe. In contrast pod aré nol much
trendy or most preferred option in India.

4, As there are very limited options available in market for pod hotels, less awareness
regarding concept and mvailability of better competitive stay options, there is stll
somc time and a long way for the capsule concept to grow in India.

wrratt Peer Beviewed Refereed & UGC Care Listed Journal Vol BX - Tevwe 1001, Jely 2022
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Conclasion
“There is a lot more to do, with less space”

odern approach of finding the purpose driven stay and guest inclination towards the cost -
effective accommodation has introduced new styles of rooms 1 the marker. The list includes
popnlar concepts like service apparbments, youth hostels! dormiiory accommodation and
Airport Sleeping cabing. Indie is recognized as an upcoming / Untnpped market for such
concept hotels, hence many unigue living projects like The Urban Pod, Mumbai, Crubestay
Abrport capsule Mumbai, Snooze al mit space, Delhi and Adventura Ooty are been inday
listed as one of the best pod hotel properties in India, Operators of the peoperly have come
w08 noticeable changes in puest’s approach owards trying new options and surce to Keep
upy with trénds. However, sill there is 3 need of bringing more awaréness and making pecple
familiar with the Pod - Concept,

People in India are sware of the concept of alternate accommodations, they have experienced
or have beand of types of accommodations other than Five-star hotels, budget hotels, resons
or gusst kouscs. The youth of [ndia is more mclined wwards choosing purpose driven stay

and opt for facilitics and amemties that are just enough roessentizl duting that panicular
ansil,

It was observed that people are aware of compact living spaces and modem siyde of
accommaodations that exist in various pant of globe. In conteasl pod are ot much rendy or
mos prefermed option in India. Az there are very limited options avalable m market tor pod
hatels, legs povareness reparding concept and availability of better competitive stoy ophions,
there is suill some time and a long way for the enpsule concept to grow in Tndia.

Susosestions

|. There wre varions other options available for accommaodation in market for conspmer
which are very well promoted and beceuse of which the competition 1 increased, fo
overcedne this chellenges pods necds o adopt amd implement eretive approach of
marketing and promotion.

2. Indian crowd tends to buy or avail things as per their requirememt and in @ specific
wity, henee the living space most be planed and desianed in such way that people
prefer pod not only for solo trips but also while traveling with their family and
friends.
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Abstract-

The word "spa® creates images of long davs flled with mod baths and meditation classes,
exquisitely prepared spa cuisine offered in serene environments with the most exquisite aroma
filled spaces. But spas seem to be everywhere: office buildines, strip malls, village storefronts.
Salons with one tiny massage table advertise themselves as spas. How can they all be spas?
Though the Egyplians and Romans have reiterated the bencfits of spas. Ayurveda has also
broaght to the fore front the benefits of the messages and the various therapies that help relieve
one from simple paing o complicated medical conditions. The stressful lives that people live
nowadays has re-livened the necessity for such remedies that are long lasting and effective.
The rescarcher has tried to identify the various strategics used by spas in order to reach out to
their customers. The research atiernpis o look for the most commonly wsed promotional
activitics that are enjoyed by the customers and the spa management alike, Spas are here W
stay and the slow rise of the customer base has shown that quality of therapy{Service), hygiene
{Place) and trmined staff (Process and Physical evidence) are the most important issues for
customers while the management is in a constant bid to rediscover different needs of consumers
and custom create therapies t address them. This constani creativity offen takes the focus away
feom the bagic marketing mix of Product! Service, Place, Physical Evidence and Process, which
then affects the quality of service. Thus spas need 1o balance ther research on customer
requirements with the physical delivery of the quality services to their end consumers,

Key words: Ayurveda, Message, Therapy, Marketing Siralegy, Physical Evidence, Process,
Service, Marketing Mix.

Introduction

The word "spa” conjures up images of long days filled with mud baths and meditation classes,
exqguisitely prepared spa cuising, and fragrant eucalypius proves. But spas seem o be
everywhere: office buildings, strip malls, willage storelronts. Salons with one liny massage
tablz tout their spa services. How can they all be spas? The concept of spas is very ancient, It
was what gave Cleopatra her unparallel beauty. Roman and Egyptians were one of the esrly
civilizations that recognized the importance and benefits of Bpas. The fast-track lives of today
that bave stemimed from the cconemic development of the society has brought with i many a
disease of the mind and body. Ayurveda has also brought (o the fore front the bencfits of the
messages and the various therapies that belp relieve one from simple pains to comphicated
medical conditions. The stressful lives that people live nowadayz has re-livened the necessity
for such remedies that ane long lasting and effective. Seen as a non-invasive remedy, Spa
therapies have slowly made their way into the beauty regime of many. Not only women, but
men have been actively utilizing these methods (o rejuvenate and revitalize their lives. Saps
have taken different forms like deatination spas, day spas ete. However their basic foeus is to
revitalize the mind and body by offering a guiel serene environment in the middle of chaotic
lifestyles of their customers,

Objectives:

Ik To identify the marketing strategies used by the spas
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Z, To understand the customer expectations during service delivery

3. To identify the most profitable and customer oriented marketing stralezy currently in
use.

Hesearch methodology:

The methodology includes explanation of the approach taken to find out the marketing
strategies being adopted by spas, instruments required to collect data and 10 analyze the data.
Approach;

A quantitative approach is used in erder to accomplish the aims of this study. It would help in
collecting the data, which is required 1o analyze the correction trends and accomplish the
aims,

In addition, the quantitative approach would help the researcher 1o examine the factors
objectively. This approach would also help the researcher to make use of s=ome instniments in
order 1o gather the required information.

Sample Size: It was administered 1o 08 Spas and 25 customers from all age group and types
of clientele in order to extract quality data,

Data collection: A Questionnaire was used a5 a rescarch tool fer collecting data, The present
paper is predominantly based on primary data

I¥ata analysis: The data collectad was analyzed by way of percentile representation of the
results of the questionnaire, The result is presented here by way of pie charts,

Seope of research

The scope of this research is restricted to examine markefing stratepies used in 08
locaned n o various parts of Pune city, 1t focuses on mwvestigating and explonng the most
preferred ones and whether it reflects the customer
Literature Review
Muedical, wellness and health tourism are three segments that have seen growth of varying
levels across countries of the world, Spas form an integral part of the wellness Lourisim industry,
The definition of wellness tourism as per Global Spa Summit is: Wellness Tourism involves
pecple who travel to a different place to proactively pursue activities thal maintain or enhance
their personal health and wellbeing, and who are seeking unique, authentic or location-based
experiences/therapies not gvailahle at home, As per Global Spa & Wellness Summit and SR1
International repert, there is an upward movement in growth of the global spa industry. It has
grown from USD 60 billion in 2007 to an estimaied USD 73 billion m 2012, Asia has fnst-
growing markets with revenues increasing at the rate of 20 per cent annually.

SRI International has eatimated that 22 per cent increase has mken place in the wotal number of
spas across the world from 71,600 in 2007 to 87,000 plus in 2012,

Suecess and growth of global spa industry is also a reflection of fast-growing spa markets in
developing nations. India has been one of the major countries in the world offering wellness
tourism — given its rich traditions of Ayurveda, meditation, yoga and other spiritual and
healing practices. As per the ministry of tourism, department of AYUSHI and NABH2,
wellness centres include spas, ayurveda centres, yoga and naturopathy centres, fitness centres,
and skin care centres, etc. Accreditation of wellness centres is under NABH as per quality
standards defined for evaluation. The ministry of tourism has also devised inceatives for
pccredited wellness cenires and ayurveda hospitals to promaote this segment. As per Spa
Association of India (SAT), there are over 2,300 spas in the country penerating revenuss of
about USD 400 million per annom. A double-digit growth rate is estimated in the wellness
industry over the next five years, with sectors like spa and beauty treatments, forecasted o
erow ot 35 1o 40 per cent. About 30 per cent growth in the inventory of spas is expected over
the coming 2 — 5 wears. The factors driving the surge in spas in India are growing annual
disposable incomes, increasing health awareness and high potentiol of good returns on
investent for existing as well as new entrants. Given India's strong ayurvedic and yoga
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backyround, the country reecives increascd attention from forgign travellers for wellness
treatments. India’s spa industry is witnessing increase in demand of the indigenous spa
facilities which have modem desipns and a combination of western and traditional therapies.
Currently, India hag roughly 20 — 25 major spa centres, majority of them being in South India,
the main states being Kerala and Kamataka. Kerala i3 considered to ba the centre of avirveda
arned wellness tourism with many other states witnessing growih due o investment i services,
producis and promotions. Kerala is already offering destination spa packages all year round.
However, the world's top spa destination namely Ananda Spa — Ananda in the Himalevas is
locared n Morth India in Uttaranchal as per ranking given by the Conde Mast Traveller Readers
Spa Awards of 20012, Although, destination spa 13 an even smaller market as compared o day
spas and resort spas, however, it does direct In innovation o providing an inclusive mind-body-
spirit experience. Globally, destination spas comprise only two per cent of the total number of
gpas but contribute about 13 per eent of the industry revenue and9 per cent of the industry
crnpleyment.

Vana Ketreats will launch & wellness resort namely Vana, Malsi Estate in Dehradun in late
20 3 which is going to be another example of destination spa in India for holistic wellness,
avurveda and yoga, Also, angther destination spa under planning is Boadhi Dhama by GOCO,
m Dharamshala. The renowned hotel chan Banyan Tree Hotels & Resorts is also planning to
further expand its portfolio with two more properties in India with Angsana Club & Spa in
Ludhiana and Goa. Recenily, Banyan Tree has opened an all-pool villas retreat in Kerala with
a dedicated ayurvedic centre and variety of wellness therapies. Also, Hilion Shillim Esate
Retreat & Spa, the first leisure property by Hilton Hotels & Resorts, has started its operations
in village Shillim in Punc in January this year. We are witnessing a number of intemational
players invesiing in the wellness indusiry in India due 1o the expanding spa consumer base
along with a growing preference for treatments and services that are supporied by imemational
brands including skincare and beauty products.

There are various known domestic and international hotel brands offening speciahised spa
services across India. Some of them are Jiva Spa by Taj Group, Quan Spa by JW Marrioll,
Heaven by Spa by Westin, Shamana Spa by Grand Hyatt, Sereno Spa by Park Hyant, Wildflower
Hall Spa and Amarvillas Spa by Oberoi, Kayn-Kalp-The Royal Spa by ITC, Maya Spa by Zun
Group, Sohum Spa by Movenpick Iotels & Resorts, ete. The newly-opened resort, Fairmont
in Jaipur is also likely to introduce Willow Stream Spa in India in the near future, Also, Accor
group has tied up with Indonesia-based Mandara Spa for its Novotel and Pullman brands in
few upcoming locations. Though, Accor already has an In Balance by Novotel spa operating
to tarpet business travellers. Also, YOO Spa by Six Senses

Spa in Pune Trump Towers alongside luxurious residential apartmems by Panchshil realty is
yetio open in 2014, This is another stepping stone by spa operators in targeting hcury domestic
demand. Thus, awareness of spa among tourists! day visitors and brand associations for guality
services are shewing positive sentiments in the growing spa market. Varous siate lounsm
govemments are also making efforts (o revamp tourism, snpouncing facilities such as wellness
and recrestional elub through public private partnership (PPP) mode. Majority of tourists
travelling to India for wellness tourism are high-end travellers from North America, the Middle
East, amd Evrope, as well as affluent Asian countrics. Key metro citics are also witnessing
incremental spa facilities, mainly day spas and resort spas, by branded hotels bo target a wider
segment and improve revenue contribution by this stream. Spas in hotels are no more Just an
“neid on™ feamure but a profit centre in its own rpht. Spa is gaining significance for the various
benefits ond are often packaged with beauty and salon services to enhance the expernience of

the clienis.
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India §s rising towards the concept of spa destinations and with its increasing elientele from the
word weliness 18 usually used 1o indicate a healthy balance of mind, body and spirtt thal resulis
in an overall feeling of well-being. This expression is tied for aliernative medicine, and it is
hirst used by Halbert L. Dunn in mid-30°3 of 20th century. The modem concept of wellness did
not, however, harome popular until 1970, The term is detined by the Mationsl Tnstinites of
Wellness in Wisconsin as *an aetive process of becoming aware and making choices toward
more successful existenee™. This is in line with the changes that the focus is away from
prevention of illocss and approaching to prevent buman healih, In other words, wellness is (o
assess the state of health that emphasizes the entire being and its ongoing development.
Wellness can be deseribed as “constant, conscious pursuil of Hving to its fullest potential™.
Alterative approaches to wellness are often denoted using two different terms; “health various
couniries across the world, it certainly 13 stepping ahead wowards one of the sought alter options
for spa destinations. and wellness™ and “wellness proprams™. Wellness programs  ofTer
altermative medical technigues to improve health, Whether these techniques actuzlly improve
physical health is controversial and the subject of much debate. James Randi and James Randi
Foundation are the honest critics of this allemative concept of a new era of healith. Wellness
often includes many health related disciplines, such as therapy with namral products.
Wellness, as parl of the luxury needs, can readily be found in affluent societies because it
involves dealing with the body, after the basic necds for food, shelter and medical care base
are already accomplished. Many of the activities applied in wellness, in fact, aimed at
controlling the side effects of ennichment, such as obesity and inactivity. Wellness roots can be
found in 19th century, when the middle class in the industrislized world found time and
resaurces for different forms of sellmprovement,

Wellness, as delined by the Foundation of Wellness, considers provention without drugs, which
connot be eliminated health problems, but they can be prevented. Wellness focuses on
mintmizing the eflects of the three dimensions of siress: physical stress (which canses iritation
to the nervous system), chemical steess which causes toxicity of the body) and mental siress
(which ean trigger hormenal changes, mainly in the adrenal glands). Tt may be noted that the
definition of wellness vary depending on who promote it, These wellness promoters try to
ensure a healthier population and a higher quality of life. It is the pursuit of a healthy, balanced
lifestyle. Wellness as an alternative concept generally means more than the absence of disense
- an pptimal staic of health. Supporters of the program believe that many factors contribute to
wellness: living in 2 clean environment, eating organic food, deing regular physical exercize,
balance career, family, relationships, and the development of faith.

Participating in wellness programs aims to make people feel better and have more energy.
These programs allow individuals to take greater responsibility for their heahh behavior.
Private wellness programs are often enrolled to improve fithess, smoking cessation, and the
regulation of hody weight. Wellness programs in the workplace are recognized by a growing
number of companies. They are part of the health and security of the company. These programs
are designed to improve employee morale, loyalty and productivity.

Research Findings and Interpretation

Primary Data Findings:

These findings are derived from the data obtained from questionnaires (6 spas and 84 clienis)
and personal interviews. The findings are based on a samiple s12e and 30 could vary a litthe when
collective study 1s done.

Mdale- Female preference chari:

Iit the research 4 customers were distribotcd to the enstomers. B0% females choosc spa
whereas in Men 60% chose spa facilities because of the variety of services offered and
specialized services as compared to beauty solons,
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Male to Female ratio of usage

# WALE
E FEMALE

Existence of Lovalty programmes:

® Yos
E Mo

MNearly all Spas have adopted some form of reward programmes in order o reach out
customers effectively. It also acts a8 a referral base, Spas have recorded nearly 40-30
enrolments during festive seasons. They also have corporate memberships which entails an
entire orsanization. Such corporate members nse the membership as incentives for their
employees there by expanding the total exposure of the spa facility.

Preferred promotienal media:

' B —1

® Spn

Social Primt Riardio Wichusal
hedly hiedia Media

The leﬁ]{nmngimlly EAVVY geEeraliun is casier o tap on social media than any other modia
vehicle, Social media also helps to be in continuous dialogne with the customer and is a two-
way communication forum. 1t not only acts as a promotional media but is also being used (o
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take appointments and discuss with therapists regarding personalized programs. This creates a
stromg bond between the customer and the spa.

Promctions thus are more regular than a scheduled released. They range from daily to even
hourly. The Spa team wsually has a designated marketing persen monitoring their various social
media handles.

Budget provision in annual plan:

Budget

& Less than 5%
%o il

2 1l%to 15%

# 16 to 20%

B More than 20%

The gruph clearly states that majority of staff spend around 6% to 10% of their total budget for
Marketing. This is a relatively small amount of funds considering the fact that thare is fierce
competition in the market and their market presence is very recent and they are yet to find their
niche in the diverse market like Pune,

Price change, Menu change:

Change in Price
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Spas are involved in altering their menus and thus their prices very frequently. New therapies
are added especially with respect to the sessenal changes and the prices thus reflect demand
for the therapies. Spas have seen to offer new therapics to their loyal customers 1o test its
relevance in terms of market aceeptance and price acceptability,

Use of blackout Dates and s effect on customers:

m Black-out dabes

Mo

100
&0 & Effect 1o |
E Customers |
0 - . -
Tes No

The first bar graph tells us that nearly 95 %6 of the spas whether small or large indulge in the
concept of black-out dates. These are some days marked out in advanced when no discounts or
any offers are valid, This is a strategy adopted 10 maximize profits and make up for the lost
revenue duning slack period. All services are offered at their maximum retail price to all
whether they are loyally members or walk in. However unfortunately for the cusiomers they
lose their loyalty benefits and are treated as any other customer, On top of the fact that their
loyalty ig ned honored, their discounted deals are aleo not accepted. Most spaz have a large
corporate customer basa and the black-out dates coineide with the dates when they can avail of
the services. Hence dissatisfaction is rampant. The customer foels cheated a s his membership
i5 rendered useless on all tlenms, Then the question of whether it is profitable o become loyalisis
of a brand arises.

Pricing stratesies used:

cBEEEEB8BZEE

: e .
Week -end  Happy 'Week Day Corporate  Trial /
discaunts honer Offers offers cHmn

offers




R [SEN: 0974-8046
Shadha Prabha (UGC CARE Joumnal) Val. 47, Issue. 03, No. ;2022

Neatly 635% of the spas in the city offer daily discounts in order 1o boost sales. Week day ofTers
are very common and can range from free foot or head messages to the use of stcam and sauna
facilities om the purchase of therapy., However, most of the spas have no major offers during
weckends andd are also reluctant to offer complementary therapies for frst timers, To counter
this limitation, they have introduced Happy hours- these are certain times of the day when extra
discounts or buy one get one free offers are prevalent 1o counter low demands, These are
beneficial for the corporate customers which form more than 80% of their clicnt base who can
use these henefits to their advantage.

Services Otfered- product line extension

It was observed from the menus, that there was a good amount of vanety offered in the spas.
Spas provided 35-40 services on an average, it ringed from Swedish Massage (with extensive
choices of 0ils) Aromatherapy Massage, Shirodhara, Vinotherapy Massage, Foot Reflexology,
Palmarosa & Yiang Ylang Body Polish, Natwral Prosein Body Wraps, Healing & Hydrating
Focials to Beautiful Bride Package, Steam variations, ete, Most of the focus was given on the
massages in the spas which shows the evolution of spa according to the needs of the clients by
analyzing target markel. Thus the product line is quite extensive and thus the costomer has
pond oplion and the offenings are very competitive with respect to price and value for money.
There are already big Indian spa brand like four fountain, Sohum spas established in Pone with
specialized stafl and g marketing budgets 1t 15 a highly competitive markel. Abtmacting
customers and retaining their loyalty 1z of vital imporance.

What are the Customer Expectations of Clients Pune market?

The customer in Pune market is highly demanding as like any other Spa market in India, It was
observed from the finding of this research that the baszic demand of any spa client iz of
professionalism and wide amay of services on offer. Some puest also look into the
qualifications of the therapist before choosing a particular spa. The word of mouth is the most
trusted source of nformation among the guests 45 many spa fail 1o deliver whal was promised
in the ads, Women need a safe and comforiable environment, and they are always hunting for
best deals in town. As hotels are known 1o deliver their promisces females tend 1o prefor Hotel
Spas.

People want best services in least possible costs which is being delivered to a fair extent in
Stand-alone spa. 1t was observed that out of 20 guestionnaires flled by the Guests 604 of the
pucst listed vancty in services as a major factor while selecting a Spa. Some other [actors were
price, location, expertisc, cquipment, ambicnee, Staff

Conelusion:

Looking at the need of the hour, the Male population of the city desires these facilifies.
However the spas are unable to tarzel this market segment due to the waditional mindsets of
beauty being restricted to ladies. The Spas are active on their social media handles] however,
feadbacks should be more detailed so that the visthility of consumers can be used as a leverage
to reach out to niche markets, Another interesting and successful strategy adopted by Spas is
of seasonal variation of therapics and therefore pricing, Thus they appeal to the customer
expectations and thereby result in customer satisfaction, Loyalty members are finding the
restriction of benefits during the black-out dates. These are the dates like new vear, festive
holidays and such other days when the majority of clientele 13 willing 1o utilize their loyalty
benefits, However, Io maximize revenue, Spas use this sirategy of blackout dates. Spa therapies
are still eonsidered as a loxury more than a necessity and hence the lack of member benefits
vesults in many @ member not utilizing the facility during the said dates, Regular week day
discounts and happy hour concepts are more appealing to the cusiomers rather than pre
purchasing the membership benefits and not utilizing the facility at all. This might result in
spas losing thelr customer base there by impacting e 1otal revenue.
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Spas thus have w tread carclully between revenue maamization and customer relanonship
managzement and arrive at a win-win for both,
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STUDY OF THE IMPACT OF SOCIAL MEDIA ON DAILY FOOD
CHOICES OF MILLENNIALS (AGE GROUP 15-15)

Sachin A Ravarikar
“Asst, Professor, MSIHMCT, Model Colony, Shivaji Nagar, Pune -
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Abstract $

The purpose of this study was 1o understand the choices made by the voung generation which
is populardy known as Millennial Generation! This food choices made by this generation has :
direct impact on the sales of restaurants and cloud kitchens. It has been observed and is being §
discussed in various literatuce review that the choices of cuisines. style of preparations. stvles
of presentation and cven the décor and scating arrangements keep changing over the period.
These preferences are driven by the frequent patrons of the restaurants and by those whe
arder oaline. To understand the changing demands of the customer we studied the influence
of Social Media, Social media is a collective term for websites and applications that foous on
communication and community based input, ineraction, ventent sharing and collaboration. £
Mow Social Media these davs for the Millennials is dominated by some well-known digital | :;._:f
apps such as Facebook, WhatsApp. Instagram, DTwitter, Zomato, Swiggy, Food Panda and of ﬁ
course following various Celebrities, Chef s blogs, Food Bloggers and Vioggers.

AR

¢
I
5
|

Foday the Millennials are tech sovvy, and they form their opinion based on all of the abave
Social Media networks and apps. This leads to selection of choices of culsine and restaurant, |
The choices made by the Millennials are based on the prominent positioning of a particular §

product or restaurant. These selections start appearing in various interlinked apps as soon as

they are logged inn. So they influsnce more and more Millennials, ¥ o
The study reveals reasens for selection and behavioral traits that are influenced by the 5|:ru'ut1i I'I‘
el e 15
Keywords: Social Media, Food Choices, Millennials, InfTuence of Social media. Consumer § J'i'l_h
Psycholopy. Food hlogeers, Social media platforms ' I
Introduction to the topic ﬁl

The 21" century is the age of Social media. Everything from the products purchased by |  StU
consumers to the media is diclated by social media. It has become the most effective way ol DH
communication as well as marketing. Everyone right from young to the old is on social! = RS
miedia. Tt has become a necessity rather than medium of recreation. Let us first undersiand | sof
what exactly is social media. Social medis is a coilecnive term for websites and .Jppthatinnst Lit
that foeus on communication and community based input, interaction, content sharing and
collaboration. Some popular examples of social media are WhatsApp, Facebook, Insmgmlﬂx My
and YouTube. Year by vear, the usape of social media is sipnificantly increasing. Instagram
in particular has gained a lot of popularity. It is one of the fastest growing social networkin %
platforms. Instagram is an American photo/video sharing social networking platform founded Eiﬁ
in 2010, Currently, there are over 2 hillion peopls using Instagram worldwide and the numbefy 2
is expected to rise further. Over 50% of the social media users log in daily into Instagram '"E!:
making the social media platform number one in terms of generating consumer engagement
According 1o studies, the food preferences of people tend o get inflluenced by the type ol e
content they watch more often on social media. ‘ﬁ
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gelection of the topic

The motive of this project is to study and analyze how social media plays a role in the
changing |;.1‘.;J;1i!3.' food cheices and purchase intention of the millennial genceration. This can
ke achieved by interacting with millennials and observing their social media usage as well as
the content they happen o watch more likely, This will help w study the social media
algorithms which will help 1o understand the changing food choices which are influenced by
warious social media platforms.

Sjunificance of the study

in the nge of technology, social media has become an integral part of the lives of people of all
age groups. It is not only a medium of recreation but impacts almost every aspect of the daily
tives of people right from fashion to lifestyle changes. This also includes the edating hibits of
people, eapecielly the millennial generation. The mallenmial peneration 15 very content
agiented and gets influenced a lot by social media and the trends in society. The Impacts of
social media may be positive as well as negative depending upon the individual. This
research will help to study these impacts as well as the consumer behavior and psychology of
the millennial generation and help organizations and businesses to cope up with the demands
and requirements of the millennizal generation.

(hjectives
I. Toanalyze the impact of social media on food choices of millennials.
2. Toanalyze the consumer behavior of millennials,

Lpd

. To identify the process of purchase intention of millennials while making food
choices.

Limitations of the stuily

This siudy is restricted to the millennial generallon only, that is individuals from age group

t18 40 25, Thus, this study has a small sample size. Sonte issues were faced while collecting

secondary data as the topic of research is relatively recent.
Respondenis

A total of 56 people responded to the questionnaire circuiated as a primary data source for the
study. Out of the 56 responses 54 responscs were valid. Approximately 70% of the
respondents were aged above 20 -and 25% were aged below 20, People from varios fields
responded to the questionnaire; from interior designers, chefs and medical stedents 16
software developers and architects, A majerity of the respondents were students.

Literature Review

Monique Thomas Published on 28 November 2021 *This is How the Instagram Algorithm
Works in 2022, htipss/dater. combloghow- instagram-algorithm-works! . The article explains
T_hﬁ working of various algorithms used by the social nerworking platform Instagram. The
algorithms are applied for the Feed (posts), stories, Explore page and the newly launched

ls, These algorithnes are studied and used by influencers to increase customer
Cngagement. The four factors that influcnce algorithms are Information about the post
Information about the person who has pasted, User's Activity on Instagram and User's
Meraction history, Other factors include Time spent on Tnstagram, Likes, comments, Saves,
!"F? o profile. Based on these factors, Instagram algorithm ealculates how likely is an
Medividual to fnteract with @ post. which is known as Score of Interest, which will determine
M order in which posts will be displayed on an individual's Instagram feed.

1
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An article by Sarah Garone 18" June 2021, “How Does Social media affect eating habis?
hittps: Mveww verywellfis.com/how-does-social-media-affocti-eating-habits-5 1 88578, The Fn:.'
article talks about howv social medis has impacted almost every aspect of Jile, inecluding Fa
influence on diet right from type of food to the portion sizes. The article also discusses the
prog and cons of effects of social media on eating, Social media influencers an individual i
fellows inspires ad encourages the individual towards a positive change in his diet. Socia] i
media alse provides valuable skills and information, creates a positive food community angd ¢ gne
exposes an individual o new recipes, diets and lifestyle. However, there are some drawbacks E “5
too; distrected eating may lead W over or under consumption. At times, following influencer; | ﬁ

o much may ereale unrealistic beliefs and expectations which may lead to disappointment, |
Ome must curate his'her feed by following people who have a certified course or degres
hacking the information or expertise they are posting. i

Mr. Andrew Arnold in an article onl14™ January 2019, “How Social Media Can Impact ‘l'nuri
Consumption  Habis™  hups:www. forbes com/sites/andrewarnold 2019401 /14 how-social- |
media-can-impact-your-consumption-habits Tsh=10c4c0d827%  discusses the negative asf
well as positive impact of social media on eating. The negative impacts include issues abow s
_hj body image. overeating triggered by looking at food pictures frequently. Another aspect is
' fond photography. Some establishments have banned photographing of food as they helieve i
degrodes the dining experience. It's difficult to enjoy food or make healthy food choices
when an individual is choosing a food item based on its Instagram potential. The brighter side
is that there sre qualilied nutritionists, chefs, dieticians out there using social media as
platform to share diet advice or information on a healthy lifestyle. Secial media is alse
promoting cross cultural communication, exposing people 1o new cuisines and widening their

food horizons.
Somi Arian, 22™ May 2019, The Millennial Mindset: 10 Factors That Drive Midlennials'§
Consumer Behavior™ by hitps:/smartcookiemedia.comthe-millennial-mindset’ . The articled S
talks aboul various factors that influence the millennial mindset and shape their consumer :
behavior. The millennial generation has an abundance of choice when it comes 10 selecting
any category of products as compared to the older generations. This abundance has its
positive as well as negative aspects such as a product not being able to survive the
competition due to having other very similar range of products which are compared by
millennials. There is no limitation of time and spece as well information 1o the miilennials;i
everything is at their fingertips. Millennials adapt to the changing technology as well asg
> trends quite casily. Thus, they do not get attached to their previously used products too much®
thus making them less loval as customers. Environmental factors and elimate change affect
the consumer behavior as well. Companies need to show their sustainability and their care fof
the environment in order 1o garmer the trust of the audience. Also, millennizl _gt:l-..'rdli_ﬂn bt
more of a cloud-based thinking inclination. They believe in subscribing renling services of
products rather than awning or investing in them permanently,
Advantages of Social Media Marketing for your Business

Wehsite-  https:/www. hluefountainmedia.com/blog/advantages-of-social-media-marketin
The article talks about social media marketing and its advaniages in growing a hmm:m_. It
regarded as one of the most effective ways of marketing. Social media markeling aids o
increasing brand awarcness by engaging with a broader customer rlimﬁ:rﬂ'ln and having
| higher chance of new customer acquisition. Companies ﬂﬂ_u:nul.-i w:.-d:. on their 51:ﬂ.ri:h eng
optimization strategies to make the most out of social media marketing. Each post, image
other content put up on social meda may convert the viewers info DEW CUsIOmers at the 5?
sime increasing the company website’s traffic. Social media provides a more personaliz
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aperience [0 CUSIomErs thus increasing customer salisfaction and improved brand lovalty.
LE %) g v . : s 5

wost importantly, secial media is the most cost effective forms of marketing and only
coquires the company to invesl Ume in order o get desired results.

oelal  media matketing: The Ultimate Guide, Published on  the Website-
rm-p;;,-',.'hl-:}g.huhﬁpnt.mm“m ﬂrkﬂiﬂg-"m:i_aE-M:fllﬂ-marhﬂing The article talks about social
media and its effective usage as a tool in social media marketing. Social media marketing is
the process of ereating content for social media platforms 10 promete your products and
cepyices, build community with tareet audience and drive traffic to vour business. The
mmg plﬂﬁ"‘l’l‘l!ﬁ- used are Facebook, Twitter. LinkedIn, YouTube, Instagram, WhatsApp and
other platforms. These platforms can be used as a tool in marketing by increasing customer
engagement and interaction and incressing the traffic towards the company website.
;immuling the products and increasing customer satisfaction and brand lovalty. Social media
marketing imcreases brand awareness, generates new leads and fosters relationships with the
:'!u_gmmm. It also h-ﬂps to keep a check on the competitons. Different platforms can be
utitized depending upon the requirement of the companies and their customer profiles.

Hawra Hashem published on 1" November 2021,12 Positive effects of Social Media on our
sodety  today, by  htipsy/www kubbeo.com/l 3-positive-effects-of-social-media-on-our-
spcictyv-tiday’ The article talks about the benefits of secial media for the society. Social
media helps individuals to connect and empowers businesses 10 build awdience. Mindful use
of social media can benefit a lot o inspire. educate and gain knowledge and information.
Social media helps in enhancing the customer experience and inspiring creativity. [t helps in
brand awareness and offering quick support and better communication. It helps to drive
traffic towards the company website and increasing engagement. It helps in prowth of
businesses as people provide honest feedbacks and reviews.

The positive impact of Millennials on vour Social Media Marketing strategies 30™ July 2018

h‘l:l:p's:.".fsunnylandingfmgen.r:nﬂl.f_hlng.-'puqs.irive-im}uﬂ-miIl-e-nniaIs-mcinl_nwd'iuqﬂnrkeﬁug-
strategies/#:—text=Through%20the?:2 Dsocial % 20marketing?e2 C12 ithe quité?20bene ficial
%200 a20the®a20company The anticle talks about how millennials can benefit a business in
various ways. Attracting millennials is a smart move for many of the business owners as it
can have a positive impact on their social media marketing as millennials are the most, vivid
users of social media and like quality content. Millennials have a strong networking and
influence which can prove beneficial to companies. They are well aware of the sociual
bappenings around the world and may purchase a particular company/brand’s product only
for supponting their cause towands the society. The millennials are considered as the
generation with the highest purchasing power. They are belicved to be trend setters and adapt
i changes rather quickly. Millennials provide companies with honest feedbacks and reviews
ﬂ“‘fﬂl-;_ﬂh various social media platforms and refer your products in their community if they are
satistied.

Ladrian Ardi, Shania Andrisa Putd “The Analysis of the social media impact on the
millennial generation behavior and social interactions” published in Vol 1, Na 2 (2020},

Thf artic|e analyzes the general impacts of social media usage on the millennials regarding
social behavior and inferactions. Social media has its own benefits as well as shotcomings.

¢ benefits include casy sceess to information and knowledge, better communication, and
P'-‘lr!g able 0 connect with other individuals across the globe easily. The shorcomings
Nclusde poor mental health. general addiction, anxiety and depression, poor body image and
uﬂ-ﬂ:ﬂﬁﬁuﬂﬂ' expectations,

} July 2022 ; LU Reviewed Refereed & UGC Care Listed Journal Vol. IX — Lssue T (T}, July 2022
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Angela Woo, "Understanding the research on millennial shopgring behaviors' 4th June 201 &

https:www forbes.com/sites/ forbesagenc yeounci 120 | 8706/ 4/ undersianding-the-research-

an-millennial-shopping-behayiors’ This article analyzes the millennial shopping behavier ang
belps 1o imderstand their consumer psychology, The millennial generstion wants their)
purchases to make them feel good and relate with the products on a personal Jevel, They tn:n.j},'
to value experiences over material things and are into experiential buying, They like sharing
the products with their community and recommend the products if they are happy about
them. They tend w shop promiscuously and do not have an issue in trying out new things &
Iha.';. trust peer generated endorsements more and believe in word of mouth and producyy
reviews by influencers more.

Ryin Jenkins, “5 Need 10 Know characteristics of the new millennial  buver™
bt ps:/‘'www.ing.com/ryan-jenkins/selling-to-millennial-buyers-3-things-you-need-to
know.ftml , this article talks about the common characteristics of the millénnial generation,
Buyers re evolving faster than sellérs in today’s time. There is a growing gap between buvers
and sellers. Millennial buvers are influenced by consumer hehavior, reviews, persomal
petwork recommendations and this impacts in their decision making, They are self-educating
and define their needs on their own before reaching out w a particular company for their
products. Millennial buyers are raising their expectations and are interested in 10} over E
while making buyving decisions.

Research Methodology

J
The type of research methodology used in this swudy is Quantitative research mtﬂ'lﬂdﬁlﬂﬂ_'rg
and is based on the data collected which is converted into charts and graphs which makes it

easier to interpret and camry out the research.

Primary Data

* A (Questionnaire was prepared and circulated among individuals with the help o
Ciongle Forms, with a sample size af 50 people.

PR L A ———

2 REF

& Personal interactions with acquaintances.
Secondary Data
e {Unline articles Fin
s Newspapers and magazines
Drata Analvsis And Interpretation
Time spent on Social Media
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The purposc of this guestion was o umk*ra-larfl the AmoUnt -:Jf‘ L_irne spent Iy iﬂdix-i-:tuglr. on

i3l media daily. Of the total respondents, 5.4% of the individuals wsed social media for
0% than an hour daily, which is the least percentage. A majority of the respondents used
-"Eﬁa} media for 1-2 hours with a percentage of 48.2%. Of the wtal respondents, 25% used

ﬁcia! media for 2-3 hours and 21.4% uscd social media for more than 3 hours.

sost of the ndividuals spent 1-2 hours on social media daily and the least percentage of
them used social media for less than an hour.

Types of Social Media platforms used by individuals

Which secial media platforms do Q gy
v waa the mogt?
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Instagram was the most used social media platform witha percentage of 91.9%. WhatsApp
was the second most usexd platform with a percentage of 78.6%. YouTube was the third most

used plasform with a pereentage of 67.9%,
Other social media platforms used by individuals inchode Reddit, Linkedln, Snapcha and
Pinteres],

Awareness ahout the Algorithms used by Social Media platforms
Are you aware that algorithms are 1L Copy

used by social media platferms?

BB reamamseg

L
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OF the toial respondents, 87.5% of the ﬂhFL'II"II:l:E'l'll:-: were aware that algorithms were usad by
various social media platforms. EL5% of the respondents were not aware that algorithmg
wigre wsed by social media platforms.

Keeping a track of the corrent tremds

Do you keep a track of the current  |[LJ Copy -
milkennial trands?

ek o O e
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i
o

W Y
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R e ]

Crat of the total respondents, 44.6% of the respondents kept o track of the cumrent millennial§
trends. 37.5% did not keep a track of the current trends and 17.9% kept a track of the current)
trends sometimes. It can be interpreted that most of the respondents keep a track of the
current millennial trends.

Awarencss aboul the Psvehological impact of social medin on mindsets

Aray o awans of tha i} Cepy
peychological impact social
media has on end's mindsars?

56 reamEsmem

Out of the total respondoms 92.%%% of the respondemts were aware of the psychological
impact of social media on individual’s mindscts while 7.1% of the respondents were not
aware of the psyvchological impact of social media,

Variouz Pages followed by individuals on Social Media
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The most followed pages were Food and Lifestyle. followed by Health and Fitness and
Entertainment, Chiher pages included At and Design, News and Information, Education,
wildlife. Politics and Architecture.

Influence of Social Media on Lifestyle choices of Individuals

Howr much does social media jD‘ oy
Impact/influence your litesiyle
cholcas?

56 TeTpoISEL
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Out of the total respondents, a4 percentage of 64, 3% responded that social media impacts their
lifestyle choices depending on the situation. 25% responded that social media influences their
choices sometimes and 7.1% responded that social media never impacts their lifestyle
cheices. A negligible number of respondents said that social media always impacts their
lifestyle choices. It can be interproted that secial media impacts the lifestvle choices of
individuals depending upon the circumstances,

Influence of Social Medis while deciding What to Eat

How often do you get influenced L] Sopr
by social medis while deciding
what to sat?

58 responses
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HI OF the tora| respondents, 48.2% responded that social media influences their cating
"5 Sometimes. 30.4% responded that social media Rarvely influences their cating
m" 14.3% responded that social media Never impacts their cating decisions. U'nlw
fesponded that social media Alwa}: impacts their eating decisions. It can be

that most of the individuals impacted social media al timeés while makine
mﬂg g get imp by 2
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Kind of food preferred to be eaten by individuals

What kind of food do you prefer :_j Copy
eating?

58 responses
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Ot of the total respondents, 67.9% of individuals preferred eating Healthy food while

2R.6% preferred eating Fast food. Only 3% of the respondents preferred eating RTE (Ready-

To-Eat) foods.
It can be interpreted that most of the individuals prefer to eat healthy food.

Food related content watched moest often by individoals on Socinl Media

What Kind of focd related content IQ Cenuy
do you watch most often on social

rmadia?
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The most food related content watched by individuals on social media were Recipe making§
videos, followed by Food vieggingblogging posts, Other content included ready o eai I'l.l-i‘ri!.!r

ong ped meals and food photography.,
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Type of Foud reluted pusts preferred to be seen by individuals on social media

wihich type of (ood related posts |‘r_:r gy
do you prefer seeing on social
meadia?
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Healthy food (75%) was the most preterred to be seen by individuals followed by Desserts
(60.7%) and Fast Food (58.9%). Other posts included influencer marketed products and
sod while delicacies local to countries.

g RTE (Ready- Amount of fime spent in selection of food chojces

How mueh amount of time do you  [E] Copy

: take In selection of your food
Media choices?
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Out of the total respondents, 53.6% respondents took 11 minutes in making food selection
choices, followed by 23.2% whe took 5 minutes and 16.1% respondents whe took more than
15 minutes, 7.1% of the respondents took 15 minutes in selection aof food choices.

- It can he interpreted that most of the respondents ook approximately 10 minutes in selection
L of food choices

& Recipe makmg
cady to eat food
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Parameters for selection of food choices influenced by social media

What are the parameaters an which ||._| Copy
you make selection of your food

choice influenced by zocial

media?
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The most used parameter Tor selection of Tood choices was Type of [bod product, followed b
Eve appeal/Attractiveness and Brand of product. Other parameters included Popularind aee
Influencers marketing the product and Caption of the post on social media (marketing), The

least influential parameter was influencers marketing the product.

Category of influencers most inflnential while buying a food product

Which category of influencers are |£.l Copy
you most influenced by whila
buying a ceriain food product?
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Out of all, Food bloggersivloggers (67%) were the most influential for individuals whif =3
buying a certain food product. They were followed by Instagram reels {58.9%4) and Lafesivi &5
bloggers/vloggers {35.7%). (ther influencing factors included YouTube shons, Instagra

posts/adventisements.
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i Acceptance of foed prodocts which are influenced by Social media

what kind of feod products would L} e,
youd like te try which are
influarsad by social media®
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The catepory of food product which individuals would like to try the most

which are

influenced by social media is Strect food (76.8%), followed by Fusion food (60.7%) and Fine
dine food (33.4%), Other categories include Vegan food (17.9%) and Diet food (26.8%).

wt, followed by
fed Popularity,

respondents which they would like to try by being influenced by social media.
narketing). The

Thes it can be interpreted that Street food s the most influential category among the

Changes observed by individuals in their food choices which are infwenced by social

_ meiia

wluct :
, Have you observed changes in L} cony
' vour Tond choicez which are
l influenced by social media®

58 reppomnes
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Out of the tota] respondents, 30% respanded that they observed changes in their food choices

ndividuals w hilg influenced

#4) and Lifestylt fo0d choices influenced by social media.
shorts, Instagr

by social media while 30% responded that they did not observe any changes in

{1, July 2022
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Impact obseryved oy Individuals afjer changes in food chojees mfluenced by social Mheely,
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Ui the 1otal respondents, 28.9% respondenis did noy ohserve any changes in foud chiig
nfluenced by social medis, 26.8% respondents observed improved eatin 2 habits while 14,
complained of deteripraied eating habits,
It can be interpreted that most of the respondents did nor observe any changes in their
choices influenced by social media,
Likeliness of recomm endation for making changes in food chojces influenced by sovig
media f
O a SCcHle of 1-5, How miuch lD Copy
Would you recomimene making
changes in food chaices i
influenced by soclal modias ]
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Ot of the wotal respondents, 48.2% were likely to recommend making changes in Iﬂ'l;
chuices influenced by social media while 5%, were not likely 1o recommend making chang
influenced by social media
-
¥
1
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¢ Ot of the total respondents, 3B.9% respondents observed changes in food product buying

5 fﬁ;dl ft‘z":% behavior influenced by social media while 41.1% did not ohserve any changes.
Ala® WINIE e ¥
Comparison of the social media advertised product and the product in reality
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- Of the total respondents 55.4% observed that the advertised product on social media and the
| product in reality were the same, while 44.6% ohserved that the products received in reality

were not exactly the same as the ones advertised on social media.

Product expectations post purchase

Did the product you purchased 1@ Copy
inspired by social media meet
vour expectalions?

56 responses
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But of the total respendents, 33.6%: responded that the product purchased inspired by sOCi)
media did el mest their C?-p'..'L‘I.-‘Jlii'ﬂﬁ while 46.4% respomded that the products met their
expeciations.

It can be interpreted that most of the respondents were not satisfied with the products they
reczived in reality post purchase,

Ubservation of the impact post changes in food buying behavior influenced by social :
medin :
What was 1he impact you |D 0 gl .

abserded aofter changes in food
product buying behay|our
influgnced by sasial media?
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Out of the total respondents, 66.1% gave a neutral response and did not ohserve any cha e
in their food buying behavior, 26.8% gave a positive response saving that they observed a8
positive impact in their food buying behavior influenced by social media. Only 7.1% gaved
negative response saying they observed negative impace in their food buying behavior.

Likeliness of recommendation for making changes in food product buving behavior  ©
influenced by social media '

On a scale of 1-5, How much (L] copy
would you recomamend making

changes In food product buwing

behaviour Influenoed by social

rmechia?
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Out of the total respondents, $54% were likely w recommend making changes in 109
product buying behavior influenced by social media while 44.6% were not likely §
recommend making changes in food product buying behavior influenced by social media.
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millennial generation is attracted towards chenge and adapts to changes quite

" a5 compared 1o the older generation.

|'_1I'l.'l..". 5 . ' . -
of the millennials are likely w follow and are aware of the current trenmds

3ty nnials walk alongside the developing technelogies,

millennial generatien is aware of the psyehological impact social media kas on
-sets.,

1l media plays an integral par of the lives of the millennial gensration.
gramm and WhatsApp are the most frequently used social media platforms.

ial media nfluences the lifestyle choices of individuals most of the times,
*nding upon the circumstances.

enmials are tuming towards healthy food and are thoughtful about their food
028,

v rely on influencers and bloggers while buying a food product.
ial media influences the food product buying behavior of millennials.

-1 of the millennials are not satisfied with the product received In reality against
Ve an - one advertised on social media.
ey ob : ;
I\LT.|" 1 And Suggestions
shavio [
cing the study, it can be concluded that social media does impact the food choices
uying behavior of the millennial generation in some ways and has a significant
them. The algorithms uwsed by social medin platforms shape the choices and
individuals and impact them significantly. The impacts observed are positive as
ative, Appropriate usage of soeial media can work wonders and help individuals
ing a healthy lifestvie.

ng b’

5
- millennial generation needs to keep a check on their social media usage and
uld be aware of the psychological as well as physiological impact it has on them.
sropriate use of social media can help millennials gain a lot of informistion and
2 them lead a better lifestyle.
ividuals should not go overboard with their expectations influsnced by social
lia and be aware of the practical world, False expectations can lead 1o negative
wacts and poor mental health.
lénnials should verify the sources they follow on social media belfore getting
hange #ted by them and following them in real life.
1 ol CES
Il o sullnter.som blog how-mstagram-al gorigthm-works!
s e verywel it com/ haw does-social-medis-affec --eating-habis-3 1 88573

e, Torbes comsites andrewarmald: 200900 1 4 how- social-media-can - npect-wour-
“Enption-habifs Psh=10c4 ¢34 82726
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TO UNDERSTAND SIGNIFICANT RISE IN ACCEPTANCE AND POPULARITY
OF GIN AND GIN BASED BEVERAGES

M. Mohini Rasal

Assistant Protessor, Food & Beverage Services, AISSMS CHMCT, Shivaji Nagar, Pune, f'ﬁr]elh:tr:qghn
Research Scholar, Savitribal Phule Pune University

D, Seema Zazade

Profeszor, Maharashira State Institute of Hotel Managenent and Catering Technolozy, Pune,
Ph.D Guide — Savitribat Phule Pune University

INTRODUCTION

Aleoholic beverages are defined as safe, consumable and potable liquid. Different types of alechok
beverages like beer, wine, spirits and liqueurs are present in the market and are available to the
customers. Any fermented liquor contnining ethyl alcohol or cthanol, such as wine. beer, or distille
spirits, is considered an alcoholic beverage. (Britannica, Alcoholic Beverages , 2021)Alcoholi
beverages are classified brewed and fermented, fermemed and distilled beverapes. All aleohol
beverages are fermented and distilled and have around 33% to 5086 of ABV {Alcohol by Volume|
Distilled beverages include — whisky, rum, brandy, vodka, gin and tequita. (R Singaravelan, 2022)

Ciin is a spirit made from cereals that 15 flavoured with juniper berries and corander seeds. The
prinary gin-producing ecuntries are England, Holland, Canada, and the United Siates. The beverapsh
name 1§ derived from the French word for jumiper berry, geniévree, which was altered by the Dutch b
genever and shortened by the English to gin. It 15 said to have been invented by Franciscus Sylvius, i
1 Tth-century professor of medicine at the University of Leiden in Holland, who distilled the jumipe
berry with gpints 1o create an inexpensive medicine with the diuretic characteristics of juniper-hesy
oil, {Britannca, 2021)

SCOPE OF THE STUDY

This study #ims 10 investigate the consumer preference and consumption paiterm of gin over other
alcoholic beverages in the market. Though Indin has old connection of gin and 1onic ns inﬂul:ru::'_:{
British rule, aceording to the data whisky rules the Indian market, however 2019 saw the uprise of gin
and aceeptance of the same by the millienals of India. International brands like Tanqueary, Hendrict.
Gordon's and many others rule the market, however woday there are 10 Indian brands who have e

their mark on the international platform by producing gin in the state of Goa with Indian boranicals of
export quality.

According 10 Starisia research, alcohol consumption in India reached 5 billion lires in 2020 ﬂnd -
expected to reach 6.21 billion lites by 2024. Factors such as rising disposable income and a growies
urban population, among others, are influencing the beverage industry's growth. According to anothe
study conducted by Statista Research Department, over B8 percent of voung consumers under the #°
of 25 in India either purchase o consume liguor, contributing to the country's liquor sales. Despi®
hans and sales restrictions, these voung consumers fre eager to consume alcahol, TSEatism Rescardh
|'}-_11:1r[|:1r_'|:'|l. 2022%
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RESEARCH PROBLEM

peeordimg o the research done by Statista, there has been rise in gin consumption overall in the
market ondd in Unated States gin ranks tifth in sales and the sales are expected 10 nse by 4.33 percent
by 2024. Until 2019 global zin market was valued jost over 9 Billion Dollars which s forecasted 1o
cench to 11.2 Billion Dollars by 2024, (Swtsta Research Department. 2021 According o amicie
F,.,bli,s.h:.'d in The Economic Times. India is the 5" larpest market o consume gin. (OberoiN., 2018}
As it is recent beverage trend, there are very few research papers focusing on gin and no thesis
published yet, This rescarch will benefit the gin producers of India as it will help them understand the
dgemand of their customers. It will also help 10 inculeate all essential elements for benchmark
F-s:rfﬂmlﬂl'lt':: anil 1o slay on op of innovation for the product.

SIGNIFICANCE OF THE RESEARCH

India is close behind Southeast Asia, with a 37 percent increase in alcohol consumption, or 1.6 litres,
since 20100 Per capita alcobol consumption in India was 2.8 lires throughout 1990, but has since more
than increased to approximately 6 litres. This wend is linked o higher spending power and fewer
egulations on bars and restaurants selling liquor in the country amd region as a whole. (Buchholz,
019
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(Figure 1 Source - Where Aleohol Consumption Is Rising & Falling in Asia, Statista.com,
Buchholz, 2019)

The Indian aleaholic beverage market is one of the most enticing spirits opportunities in the world,
According 1w a report published by Goldstein Market Intelligence, it 15 expecled 1o grow at a
Compound Annual Growth Rate (CAGR) of 7.4 percent during the forecast period of 2017-2030,

ing the thied largest after China and Russia. The alcohol industry’s quick recovery during second
¥ave reflects its large and diverse consumer base. According 10 Mazarcth, [, foumler and managing
Greton of the Mg company believes India has consumer base for companies hke w hose foows 15 (0
tse I'r|'l1ll.'.':-'.l'-l.l".1. n raw materml fo make bCK':FJIE-lﬂ of international stondards "Because af Indias h'HII'
Bpulation growth rate, every year produces |3 mallion dnnking age adults, of which a1 lenst 3-3

Men o -
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il hmn eventually wnd up consuming alcobal in sone way o anather 80 105 defimiee it thie ma
lruge for any category of liguor and will srovw ot a fast pace,”

With such a rapid growth rate and a wrowing consumer base of young drinkers who are begogy
more privileged and oware of worldwide wends in the indusiey. consumption patterns have ¢h
sirnificantly, with new developments emerging every year. In combination with the H,ﬂ
aovernment’s atmanrbhar spuil, @ venture creation storm has hit Indin’s cralt motion gy
signilicantly, with homegrown (Made i [ndia) brands beginning to focus on  authentics
craftsmanship. and innovation w produce something distinctively ground-breaking in order 10 cres
aut their own specialty within the market. (Sethi, H., 2021}

Aim - The aim of this research paper 5 W gam understanding in significant rise in acceptance an
popularity of gin and gin based beverages in the current market. The influence of ranpe of facty
contributing to rise in popularity and scceptance of gin were investigated to ascertain the same.

Dhjectives =
I. Toexplore the zin and gin — based beverage market in India,
2. To understand the rise in consumers towards acceplance of Gin over other spinis.
1§

To identify factors that affect consumer preference about spirts such ag branding, orge
country, price, packaging, and flavor profile.

4, To determine the consumer’s awareness towands different styles of zins and gin — basd
g beverages i the market,

5. To assess the stereotyped stnterment of = *Gin is a feminine drink” through research.

Hypothesis of the research -

= HO - Dilferent factors like ease accessibility, branding, origin of the country, flave:
profile and price allects the buymg decsion of the consumer,

« HIl - Different factors like ease nccessibility, branding, origin of the coumry, Maver
profile and price docs not affect the buying decision of the consumer

= H = Gin has health benehits in comparison te other spints,

¢ HI = Cin does not have health benefits in compan son to other spirits.

» HD - Gin is a feminine dnink.

¢ Il = Gin iz ool a feminine drink.

Literature Beview

I. Gin, once the undisputed king of the bar, fell out of favour afier the 1960s, becomird
associated with o gencration of old fogies, country clubs, and impenal administretof
However, gin's slar rose again in the late 1990s and early 20005, Bombay Sapphire. introduced
in 1987, and Hendrick's, introduced in 1999, were early forcrunners of the tide tuming A
resurgence of interest in classic cockiail recipes has shifted the spotlight away from the swed
vodka drinks of the 1990s and toward gin, which is featured in classic recipes such as th
Ramos Fizz, Wegrom, gamlet, and sling. {Oberoi, I, 2018)

2, Ower the forecast period. the growing number of bars in India 1s expected to drive the growth
of the India gin market, For example, in January 2019, Sofitel Mumbai BKC opened Jyr#n -
Tandoor Dining and Lounge. which feawres a new gin bar called Jyran Gin Bar T_hf*“
Mumbai®s first gin bar, and its mene features gin cocktails. As A result, an increase 1N e
purmber of bars in the rfgi_un will Fnvor the HIT‘I'L’L'TI'I af the :.;il'l imarket. Ciin marked EI-":"']"'H-I.H
India is expected to be aided by changing demographics. The legal drinking age m India varle

|;I | L'
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by state. according to Coherent Market Ingichrs. For example, Goo, Uttar Pradesh, and
Karnutaka hove 18 vears, Tamil Nadu and Andbea Pradesh have 21, and Maharashis, Delhi,
amd Punjab have 25, This statistic positions India as an ideal country for the gin marker's rapic
zrowih,  Increased fomale alcohol consumption is expected o increase demand for white
spirits such as gin and vodka, which will Fuel market srowth, According o the Coherent
Market [nsights study, women are 50% more likely than men to drink to get diunk and pwice as
likely to get drunk wnintentionally. Furthermore, youne women are more likely to drink than
young men, and approximately 5% of adult women consume ateohol on average. (India Gin
Market 2007-2027, n.d.)

3. India is on the verge of launching its own craft gin movement. Anand Virmani and Vaibhav
Singh, owners of Delhi's Perch coffee and wine bars, noticed in 2015 that, despite rising gin
demand, there were no good craft gins svailable in India, only mainstreqm commercinl brands,
They eventually decided to start their own gin company, Nao Spirits. Greater Than, their first
brand, is already available in Goa and Bangalore, and Hapusa, their second, will be available
soon, {Oberoi, M., 2018)

4. Gin, a5 a spint, has o wide mnge of flavour profiles. This gives it a significant advantage, as
well as making it versatile for cocktails, which are extremely popular today,” says sommelier
Agarwal. "I see more high-qualily ging entering the market, as well as more artisan gins being
imported into India" Strangers and Sons, Hapusa, and Greater Than are among the Indian
brands, Toast & Tomic (Mumbai and Bengaluru} 1s & bar with a menu dedicated to Gin and
Tonic (G&T) as well as a vanely of gin-based cockiails. The bar creates customised drinks for
its customers based on their preferred flavours. Since opening seven vears ago, the har has seen

e
o

a seven-fold increase in gin consumption, a testament 1o consemption patterns in Mumbai and
Bangalore, he adds. "Gin has mamred.” (Gadge. K.. 2019)

3. The country has the fGfth-largest gin market in the world. After the British left the country, the
Spirit went into a teilspin and became known as a "ladies drink." However, it experienced s
renaissance as  result of the growing experimental bar culture and the exclusive gin bars that
sprouted prior to the lockdown. (Nandwari, D., 2020)

6. According 1o Maharjan, 2019 in his research paper the alcohol beversge market is expocted to
grow at a CAGR of 2% from 2018 to 2025 duc to increascd demand from developing
countrics, with gin expected to grow the fastest among liquers, Tollowed by whisky, mizad
drink, vodka, beer, and wine. He describes consumer preference is an individual's attinede
toward a group of objects that provide the greatest anticipated uotility to the consumer.
Conswmer preferences can differ from one person to the next depending on factors such as
product intrinsic and extrinsic factors, consumers' perception of the product, and the external
envircrunent such as peer preference, retailer sugpestions, and advertisements. (Maharjan,
B..20207

]

Social media marketing lias become the most influential marketing tool in the twenty-first
century, with platforms such as Facebook and YouTube used 1o promote products. Because of
the presence of people of various ages. genders, preferences, and habits, Facebook is quickly
Becoming the best tool for product premetion in the aleohal industry. (Maharjan, R.,2020)

- Tonie water is making irs mark into Indian maiket based on the footsteps of trend that began in
the United Kingdom in 2016, However, sin amd tonic made its way 10 India during the British
rule, Tonie water contains quinine which wius used to treat malwn, Yo 2019 saw the Bloom

¢ India with bars and restaurants stocking premium brands of gin and promuoting zie cockiails

. 96, No, 12, Devember 2021 129
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When a consumar drinks gin, it is 7T0% time with tonic water as the mites flangwal, 200 .
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The review peper puts emphasis on consumer amiude and purchasing behaviour 1 AR
g

.Jhlni.mw I"'r-:nttll:-.:, Coo & Handsjuk. N.. 2006 sudied faciors of hranding. packaging, pogde
wrigin and M'*—"-“_ mecha advertisement of vodka brands. As cited by Prentice, C.. & Handiji
M. 2016, n-.:u.:{sr-:lun:__-:!u Ciallagher, 2014 vouths of the country stant drinking 2in when thed
between the 5':—_'-‘-‘_'-'-'t 20 — 30 years, which is addition 1o the current consumers of Eiﬂ
us._l_mll}' e n_l{l-:r i age. This poruarys ginn has wide array in the market due 10 acceptance i
dank, | Prenuice.C. & Handsjuk. N, 2016) ;
10. M. Sanchit Mishra throws light on Gin capital of India in the article published in the mapss;
FFH:_IL::EH like young =ntrprencurs, use of local botanicials in craft spirit and friendly gov
policies contribute to the rige Owver the most recent twa vears, regardless of the bt
arownid 1.ﬁ brands of Gin have been made and sent off the nation over and 11 of them, yesa
group il |:H"c|r'uj§~ have 1!1:ir orgins in Goa, Somewhere en route, Gin lost favor and i was sy
as a "'women drink’, India is the fifih bigzest purchaser of Gin after the UK. USA, Germany md

2@::;; ll"}ﬂw ever inside the nation Gin represents pretty much 1% of spirils consumed. (Misln,

B

RESEARCH METHODOLOGY

F'Fimﬂf:r' data collection was done with the help of structured questionnaire. Questionnaire was dividd
into two sections. First scotion questions were designed to identify types of participants on the basis of
demographics, whercas second section questions were framed to gauge awarcness about “gin® and
Lypes of" the spirit amd factors influencing buying choice amongst participants. Types of questioe
included i the questionnaire were Close ended questions and Open ended questions. Cuantiiative
analysis was used for close ended questions and thematic analysis was used for open ended questions.

Secondary data was collected through joumnal articles, books, newspaper articles, Protagonist of this
research that is "gin’ is yet to be explored in the academic angle as there are rarcly any research papen
on the topic of gin. Therefore, secondary data collection also included searching and gathering dan
relying on different magazine articles, newspaper columns, blogs and interviews of the distilles

manufacturing craft gin  in  India and research websites  like  wwew statista com
www, alliedresearchmarkel com

Data Interpretalion and Analysis

Data Graphs
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quterpretation —
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yeirs while respondents between the age group of 26 vears (il 49 vears form about 24% each.
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Interpretation -

Out of 92 respondents, 57.4% were male and 32.6% were female. This question was significant to the
study to gain understanding and 10 asses sterentyped statement of *Gin is a feminine drink”.

| Aealysis =

History about gin has been weaved with threads of interesting names eamed by the spirit as per the
cicumstance. Gaining the reputation as *Dutch Cou rage’ in being called as ‘Mather's Ruin’, pin has
evolved through different situations. During the Anglo — Dutch War between 17" - 18" Century,
(Anglo - Dutch Wars, 2012) . British soldiers observed Dutch soldier being courageous afier
consuming their tipple. Intrigued by the result and post observation British military adopted gin In the
18® Century, as The English Gin Joints allowed woemen for the first time 1o share the whle and Enjoy
gin, after effects of consuming gin led to neglecting their responsibilities towards their children giving

the spirit name as *Mother's Ruin". (Narclle, 2020) The further series of events continued to associate
the spirit to women drinkers. {Marsden, M., 201 8)

3. 'Which gorsralion yoy belong in?

T reErenees

B Bars Borrmpry il pew - Vit
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Figure 2 - Generation peried of the respondents
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Interprefation -

As the fegure shows, 46.7% of the respondents belong to Gen £, whereas 39.1% were nullenng
Forming only 14% were Gen X respondents, Unclerstanding the sap in genestion is vital fopdes
research as it cosrelaes to the demaends of the customers

Analysis

I'his purposz of this question is 1o assess, il there is change in preterences of buying spirits. Recep
study by Business Insider India on — ~Alcohol sales are dropping while nonaleoholic booze is on e
rise - and it reveals a dark truth abeut social media surveillance culure™ by Taylor. K. brings og
positive result of Gen £ generation choosing nonaleoholic drinks and eocktarls over hand spiris g
save themselves from embarmassment on social media platforms like Snapchat, Instagram apd
Facebook. (Tayler, K., 2019}, According to Berenberg Research Report, Gen £ generstion prefen
spirit like vodka or gin over beer and wine. {Alcohol Consumption by Generation, n.d.)

R e REE DT
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Figure 3 — Region of respondents
Interprefation —

Above results show that majority of respondents belongs to different parts of India, with mAXIrmum
from Maharashtra, The most striking aspect of the graph was 1,1% of respondents from New Zealand.

Analysis -

The guestionnaire was shared online (o the respondents and was easy 10 access. With t'e'.v_l:spﬂn':_lﬁﬂ:
from Mew Zealand, it helps the research to create awareness about Indian brands at the intemnation
fevel.
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jperpretation —

The respordents of the guestionaaire belong to different professional donaing, 23% (21 respondents)
of the total respondents were academicians [rom Hospitality Industry. As a Imﬁqul:alll}' r:-lt1h:::ﬁin|1.'|l..
e is aware about gin as the spirit, |0 respondents were mixologist, bartenders. Remaining
espondents belonged to different strata fike Human Resources Professional, IT Professionals.
geientist and Homemakers.
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Interpretation -
Ou of 92 respondents 90% percent consume alcohol, whereas almost 10% do not consume alcobol, '
but are aware of the product.
Analysis

In consideration tv above results, respondents who do not consume alcohol are aware of the spint is
consequence of alcohol advenising and marketing on social media platforms. As cited in article
released by Vertava Health Ohio on “Social Media Alcohol Advenising, Influencers, and the Impact
on Youth”, social media engagement with alcohel brands shoot up by 326% in March 2020 in
comparison to March 2019, (Vertava Health Ohio, 2021 }
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This research aims 1o explare rise in consumption of gin and gin beverages, as observed in the chan
5% of pArticipants are awWane ahout gin 25 & spirit

Analysis

As discussed above, steep rise in advertising of aleohol on social media, Instagram has shown greal
Mgzeement with aleobol brands compared 10 Facebook or Twimer The nsing trend of celebrings,
Vel 9%, No.11. December 2022 o
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element i crepting awareness among their followers.

i Verava Health Crhio, 2021
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Interpretation

The above chart compares the most preferred to least preferred choice of beverages. The mog
preterred spirit 15 whisky with teguila and vodka being second most preferred choice, The surprisine
result with brandy being the least preferred choice of spint.

Analysis

According to Mehrota, R., 2021, in published newspaper article mentions India as the country o
brown liquors. India ranks sixth as global destination for Scoich Whisky and it can be seen from the
above graph. With pandemic push, being at home pushed people 1o experiment #s a chel and oy
ditferent flavor profiles not only in food but also beverages. According different research reports
Indis is an emerging market for white epirite like gin, teguila and white rum and younger penerafiol
prefers light bodied, floral and fruity characteristics in the spirits. Brandy is considered as the spint af
winters and 1s mainly consumed in Northern part of India. (Mchrotra, R., 2021)
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[nterpretation

72 8% of respondents prefer to purchase international brands of spinits over Indion brancs, whersas
¥{%% prefer Indian brands. The choiwce of buving the brand can be influenced by taste and Navor profile
of the piri

Apalysis

Apcording to research by Parkae, P 2021, global culture, growing purchasing power and social media
influence can be elements mfluencing international brands over Indian brands in skincare products.

(Parkar, P.. 2021). Similar reasons can be attached to influence in purchase of intermational brands of
IS

To understand further the factors that influence buying of the spirit, an open ended question was asked
and the respondents. Collected responsss were analyzed using Thematic Analvsis,

THEMATIC ANALYSIS FOR INTERNATIONAL BRANDS

Common themes developed based on the responses highlights factors of — Quality and Taste,
ingredients, Couniry of Origin and Availability of Spirits as three major factors that influence choice.

THEMATIC ANALYSIS FOR INDIAN BRANDS

Theee major factors influencing the choice were = Taste, Flavour profile. Price and Vocal for Local.

This analysis also helps to realize need of awarcness and oppormnity o expand matkes for
homeegrown brands for all the spirits, beer and wine,
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Interpretathon

Approximaicly 58% of participants consume alcohol on special occasions, whereas 19% consume it
oi weekends and 4% consume aleohol once a week,
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Interpretation

Al lenst 3% ofF respondents prefer drinking
respindents consuming spint st housc parties,

Analvsis —

ledia still has a shy drinking culture, due 10 tigma sttached to it. This could be one of the reasog§

approximately 42% of Ln..ipnndulii to consume aleohol at In-house parties, Fortunately. the scens
slowly changing with younger gencration consuming alcobol, The changing drinking culture has gif

birth to dilferent outlers like 2BHK. The Millers, Di Mora, 1BHE. Culure and Social who focuseg
satle of liquor and is the party hub for vouth of the town.
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Interpremtion

Most siriking feature of the above graph ranks quality of spirt and flavors and taste of the spirit as the
highest with 73% and most important {sctor influencing the choice of aleohol. Qrigin of the country
and health benefits of gin were rated as 31%. Surprisingly, price of the spirit afTects the cheice of go

with only 28%.
Analysis
According to India’s Brand Ambassador of Moet Hennessy Shehan Minocher, young patrons prefe

drinks with low sugar content and good presentation and good flavor profile, Today's generation
prefer experimenting with flavours and are open to accept new spiriis,
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45 ihe eraph reveals. London dry gin 15 the most populae stvle of gin followed by craft gin and
pymecuth g, Hollaod gin and Sloe gin are lsss popular styles of gins,

Amnlysis

There are various differant types of gin available in the markel, The styles of gin include — London
pry Gin, Hollard Gin, Sloe Gin and Plymouth gin. London dey gin gained populanty in Londen in the
;3.“ Cemtury duning the phase of Gin Croze and also is easily available in the market. {Almedia, A,
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Interpretation and Analysis

Gin is categorized as classic and contemporary. Classic gin 15 with traditional flavors and
contemporary gins are sdditional flavours like spices and herbs to fruits adding to the profile of gin.
Approximadely, 48% of respondents are aware of ¢raft ging produced in India. Whereas, almost 250G
of them unaware of craft gin.
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Interpretation

Relating 1o the previous question on Indian Craft gins, the graph reveals mpulaﬁtyﬁm awarcness of
Eing among the consumers. With Hapusa gin ranking top with 52% followed by Greater Than and
lisalmer Indian Craft Gin.

"'-"'ﬂh'sis

Attording to research by Mehratorn, B, 202, younger generalion ire open Lo Expﬂrﬂ.n:‘.ﬂ!ﬂtil"n_i1:|!".1
have: shown seceptance for new flavors of gin. India is an emerging market for white spirits, especially
with FeC el -H-ul'\l.j..[.h '..'If crall gi_n bramids i oo have seen Rearitel FERPONES fl-_'g.' the |.'Iw'.‘l‘-'|'.|-|.|.‘. Tl.'ldél}'. India
M more than 12 ho megrown bramds, (Shukla, P, 2021)
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Interpretation and Analysis

The above pie chart illustrates approximately 92% are aware about gin based cockiails. Examples o
classic cocklails with base of gin are Martini. Singapore Sling. Pink Lady are now the pant of by
menu and are part of the brunch menu. For example — Jyran — Tandoor Dining and Lounge hes m
infovalive menu with more than 30 labels of gin. {Sofitel, 20019)
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Interpretation

The pic chart shows 16% of respondents onder gin based cocktails always, whereas approximately
35% order sometimes. 29% of panicipants who order rarely can be converted to potential customens
who order is most of the lime with right promotional tools and sirategy by the restaurant and bars.
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Interpretation

The above graph reveals information about promotional events conductad by dilTerent brands to e
Mumbar and Dethi Edition with 37% attending Gin = To.

WVisl, 96, Mool 2, December 2023
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awareness about gin in the public, Approximately 52% of respondents have sended Gin Fest 2
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Analysis

Each passing day. the competition in the market 5 only increasing and hence it is essential for brands
o use different promotional strategies to penetrate m the market. Surrogate advernisements, social
media plattorms, collaborations with celebrities are the few examples. Above mentioned events are
gpevitically tor gin lovers held in cities of Pune. Mumbai and New Delhi. The purpose of these events
i also 10 launch new brands of gin / spirits and provide asting sessions,

KEY FINDINGS

As mentioned in introduction above, gin market is growing globally and is not only limited to India or
any other country. Recently. India has seen the growth of homegrown brands of gin in the country.
According to the findings —

. Out of 92 respondents 49% of respondents belonged to the age group of 21 = 25 vesrs while
resportdents between the age group of 26 vears till 49 years form about 24% each.

2. With change in generation, it can be observed thal generation Z prefers fruity, floral
charpcteristics in the spirits and are more towands buying while spirits.

3. Faciors of Navor profile, ingredients used, quality of the spirit are considered by the patrons
while buying the spirit,

4. India is an emerging market for white spirits and is expanding with growing demands. Indian
craft gins have additional Navor like cardamom, raw mango and clove to the classic favor of
Juniper bemes.

5. Gin is also considered w have digestive properiies, antioxidanis and 96 calories per glass of |
onnes which is also one of the reason for shift in drinks by the respondents. (Grundy. K., 2009)

CONCLUSION

The aleohel industry is cumently the world's fastest growing indusiry, with numerous product
segments based on socie demographics, social class, and economic lactors. Consumer prelerence is
required by industries for prodect promotion and market penetration, as well as for developing and
impraving the product. This study looked into people's gin knowledge and the factors that influence
their choice of gin over other alesholic beverages. This is important information for pubs and bars
because it suggests they should try to cxpand their selection of craft and lesser-known gins, which
sccount for a large portion of the gin category and may entice female customers. With consumption
mnd demand continuing 10 rise, it is critical that gin distilleries and rewilers understand their target
market and are able to innovate and satisfy demand in order to keep a thriving industry profitable and
able to offer new and exciting gins.
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ASTUDY OF CLSTOMER PERCEFTION TOWARDS VISITING RESTAURANTS FOR
MEALS AFTER THE UNLOCK OF COVID-19 PANDEMIC
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Abstract

[ an unprecedented calamity of Covid <19 pandemic which was set in the more than 180 couniries ali
over the werld accerding to the WHO website published a report in the month of March 2020, it was
imperative o understand the conditions and challenges which will be faced by the Stand-alone
PFESTANITNIS.

The study carried out in s research paper shows the change of mmnd set of the gues!s, the change is
seen aoross the sirata of the people irrespective of their age groups, background and meal choices.

The stand-alone restaurants in Pune city is one of the lorge bur unorganised business sector which is
growing rapidly in the last decade. This sector is very competitive, price sensitive and exploring
innovative ideas of food and service very aggressively. The entire sector of stand- alone works on very
rreprgnn med profit marging aof T0%-15% This ealls for verv acenvate and precive execution of the
Operiions.

The reswhis af the stady shows the expected change In the spending patierns of the cusiomers from
diffevent age groups, the Choice af the out let will depend wpen different parameters, the frequency of the

Vigit to even popriar and preferved restaurans wiil be réduced,

Key Words: Pandemic, Covid 19, Restaurarm, Lockdown, Unleck, Castomer Perceprion, Dark
Kitchens, Hygiene and Saninzarion, Social stancing, Take Aways, Ecomic Slow Down,

Introduction to the problem and [ts background

After the outbreak of Covid-19, Govemment of India declared & lock down in the country from 25"
March 2020. The Stand Alone Restaurants were closed abruptly and for the entire period of lockdown,
This resulted 1n massive lossgs. The restadrant owners like many other businesspersons had never
prepared for this kind of problem. Mot only the businessmen community bul even the Government of
Indiz and all the Stete Governments were unprepiared. The lockdown brought down the cities and 1owns
to halt. None of the busmesses were functioning in the ntfially excluding for the very esseniial
commaodities and services for very little period during the day.

The lockdown and further slowing down the cconomy has led several effects on the society. The virus
has altered our mind set the way it spreads and is affeciing people worldwide have made people more
cautions about the choices they male such as dine out get food from outdoor.

A fascinating and nouvelle trend was set in the last few vears of Dark Kitchens or the Cloud Kitchens.
These are only the production centres or 10 cur terms called even as Ghost Kitchens, which only produce

Tnternational Jowrnal of Maravement and Soclal Science Research Review, Fol-8, [ssue-d, Jomwary-2021 Pape 11
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the food and deliver the same through, own distribution channels or with the help of more, profes =2
and naticnal level distribution systems developed with the help of new technology like Zomato = - =
being the most pupelar, trusted and having span in more than 24 countrics and in more than 10,0040 =
as per the reports of "Abowt Zomato". zomato.com. Bul apart from Zomato, there are otner oox

to Madhav Chanchani (17 March 2019). "Online food delivery wars are moving from India
Bharat”. The Times ol India. Retreved 13 August 2019 The dark kitchens are cost effective and hencs
passing the benefits to the end consumers and are becoming popular over the Take Away's!! The young
generation is interested in getting their high-guality meal delivered to their home'office and in perfectiy
packed and has the same guality that they would have been served at the restaurant. There is g slegp nise
in such organisations since restaurants were not allowed to do business on their premise.

A new competitors, which the restaurants, Take away's and dark kitchens will experience soon, 1s the
upsurge of Home Chefs in bugenumbers!! This will add another contestant for the same size of (he
market, which will reduce the share of the established restaurants even more. This increase in number of
Home Chefs is due to many reasens such as, less or almost NO Capital Investments, less stzf
requirement, greater standards of hygiene as less or only couple of family members are involved in the

whole process from Purchasing wo Pick up/ Delivery and over all execution of the order. Such Home
Chefs have also increased in numbers during this period of lock down,

In this settingkey question faced by the restaurateurs is, will the trusted brands be preferred over new
outlets and ways of delivered foed? This study tries to analyse when the lock down will be completely
lifted and stand-alone restaurants will be allowed to open for operations, what will be the approach o
the customers towards the restauramts? Will the customers be happy to go back te their favourite fas!

food out lets’ restaurants or there will be many speculations that will come to their mind about whether
or net to go o restanrant”

There will be few other concerns as well! Such as, *Will they put the hygiene on major importance for
vasiting the restaurents? On the other hand, will it be still the taste and the quality of feod, will be the
pnmary concemed of the people?

Future for restaurants may be locelly sourced food, ghost / cloud kitchens, more dependency on colin
services and Hygiene, Hygene, Hygiene!!

Scope of the Study

The scope of the sudy 15 primanly targeted ar the guest percephion towards the changed mind set o
revisiting their favounte restaurant and fast food joinis for socializing or even for recreanonal nesds
This study will also aim at the challenges faced by the restaurams due 1o changed perceplion of then
patrons,

Objectives
s To study the perception of the customers for viziting restaurant post Unlock.
* To assess the parameters that contributes the change if any and study the causes and remadies.

e —
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Research Methodology
Primarv Data
s Tocollect feedback from the guests from different strata of the socicty. * To collect information
from verious guests who choose a particular out let over the other options available based on
ceriain parameaters.
#  Tucollect information about changed parameters and the causes.
o Tounderstand the new challenges which the stand- alone restaurants will bave to face.

Research Pesign: Exploratory
o Research Method - Online Survey
» Research lnetrument — Questionnaire
» Propossd Szmple Sizc - At lzast 100 customers from different strata.
o Sample [vpe = Random
* Secondary Data
»  Hospitality Journals and Magazines
o Hesearch Papers

» Relevant Websites

Literatore Heview

According w WEHO  website  hops:/fwww.owhoint’'emergencics/diseases/novel -coronavins-2019
COVID-191: 2 diseass caused by a new strain of corona virus. 'C0° stands for corona, *VI° for virus,
and *D° for diszase. Formerdythis disease was referred to as *2019 novel corona virus® or '2019-nCoV",
The COWVIDLL? virus 15 2 new virus linked 1o the same family of viruses as Severs Acute Bespiratory
Syndrome (SARS) and some ypes of commen cold. Vinus spreads though contact The virus spreads
betwzen people 1n close contaet (withun 6 feet) through respiratory droplets produced when an infected
person coughs or sneezes. But the infection can spread betore people develop symptoms, which, on an
average. take around five dayvs 1o appear. Some people develop ne symptoms and others have mild
disesse but stll nfect others. Stepping cut also results in contamination of surfaces or objects, from
where It can infect people who touch the surface and then touch their own mouth, nose, or eyes. The
virus spreads very easily in areas where there is community transmission of the disease, according to the
Centres for Disease Control and Prevention in US. Infection may occur without having close contact
also!!

Scientists have documenied a cluster of cases among pecple who worked in shops, visitors or were staff
of a mall without direct contact with an nfected person, according to a research document called
“lndireet Virus Transmission in Claster of Covid-19 Cases, Wenzhou™ in China published by the CDC
on March 12, Indirect transmission may have happened ameong these unrelated cases from spread via
surfaces like elevator buttons or restroom taps, said the paper. For case-patients who were customers in
the shopping mall but did not report using the restroom, the source of infection could have been the
elevilors or asymplomatic patients,

P e ———
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How Lockdown helps in reducing of spread of the disease!

Lockdown greatly reduces transmission. A recent study by the Ilmperal College London’s Covic-_ -
team loond that population-wide social distancing would have the largest impact m iransmizsion
recluction; and. m combination with other interventions, such as home isolation of infected people 2nd
closure of schools and umiversines, There are many more saentific studies that prove massive social
distancing measures can stabilise tronsmussion and give povemments tme lo prepare for a spurt in
nfechions.

One positive change 15 boosting Ghost / Dark / Central kitchens with delivery-only concept where food

15 sold onhine or through a mobile app, instead of traditional establishmenis will raise which may
merease the reach of restaurants whene they can reach more people and have less overheads.
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How It Spreads
Prevention
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WASH YOUR WEAR A AVOIC CONTACT  ALWAYS COVER YGUR
HANDS OFTEN FALCE MASK WITH 5iCK PEOPLE  (OUGH OR SNEEX

About restaurants
According to Encvelopasdia Britannics, "Restaurant” is an establishment where the public may procure
refreshments or meals.

It is a public dining place where peaple tome together. Food 15 prepared and served to the customers on
the premise. This definition need to be eleborated in today’s world where restauranis not only serve food
on the premize but also serve food by online takeaway medium.

These meals are prepared and served 1o customers and durning this time they are exchanged through
many hands

Let's look ar a typical provess in which ceoked food is handed over to guest--
= Guest on premise:

Chet' cooks food (let’s stert from point where food is cooked as when food iscovked there will be no
contamination considering the microbial sctivity is killed at temperatures above 80 degree Celsius) and
plates it, the plates ars washed by Siewarding assistants, Plated food is handed over to the Aboyeur (One
who announces the orders and handover correct food ta the weiter ) Waiter then carry the food most of
the time by himself and in cenain cases one brings it out in restaurant upto the sideboard and head
waiter serves it. So the food travels from Chef -- Stewarding assistants ~ Aboyer — Waiter - head waiter
- Craest,
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= Take away by help of a Online food-delivery platforms:
Agent from Online food-delivery platforms brings order to restourant Chef cooks food and hands over tc
assistant for packing it, Packed food is handed over to the Aboveur who further handover to Agent from
CUnline food-dehvery platforms who carmes food to guest

Chef = Assistants for packing — Aboveur - Apent from Online food-delivery platforms — Guest ,The
above examples show that food comes in contact with many people before being served which makes it
vulperable for getting infectad Also in a typical restaurants guests come in contact with many people
other than food handlers which 15 also 1o be considered lor example, valet, welcomng staff, other
peeple who are visiting restaurant, the cashier, weiling area ussistant, housekeeping staff in restaurant,
el

So considening the spread of the corona virug it method restaurant goers will have many quﬁtinns
before going 1o the restiuran.

Bob Goidin, a partner at consulting firm Pentallect [nc. in the amicle published in The Print an Indian
onling newspaper published on 17 Apnl, 2020 expressed a concem about the customers thinking who is
teuching there food, also they are thinking to live without restaurants . In the same anticle Dr. Erin
DiCaprio, an expert on food safety from the University of California, Davis also raised the concem that
social distancing will remain for long ume and also customers who go to restaurants will have fear to go
to crowded places.

To overcome these doubts restaurant owners will need to take precantions te assure customers
about thelr safety,

In an articie - How Indian restaurants will change post lockdown, Published in THE HINDU on April
17, 2020 and updated on April 18, 2020 restaurateur Ashish Kapuar brought forward the necessity of
Technology for ensuring safety of customers use of automatic temperature checks for staff, portable
washing sinks, mininises contact -—— mebile wallets, menus on personal devices and automated surface
sanitising were highlighted in the article. [n the same article restaurateur AD Singh raises the concerr
about secial distancing which will eliminate the crowded bars and restaurants particularly on weekends
which are major revenue generators. Chef Manish Mehroira of Indian Accent brought forh the issue of
sourcing of ingredicnts wiich have to be done carcfully by the restaurants as the guests may be
concerned about it, he also raised a thought that customers may also change their diet pattern and prefer
more healthy options. in the same article also Sendecp Tandon, managing director of Old World
Hospitality that owns Delhi’s Indian Accent emphisised that customers may nol be willing to pay more
tior all the extma care taken for the hyeiene and sanilisation.

The anicle What's cooking? Pune restaurants are uncertain 4s lockdown changes rules of engagement
published in The Indian Express Written by Dipanita Nath in May 11, 2020 issue Devesh Bhatia of the
Pan Indian Estery says that trimming of menu, changing it every few days, smaller staff and also the
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stall that have gone back to therr natve places who may not return, exira cxpenses on sanitization also
the rent that restaurant owners have 10 pay may not reduce are the majer concems of restauratcurs,

“In that scenario, we will trim the menu and keep changing it every few days. The mles of social
distancing mean we may operate 10-15 guests at a time, The staff will also be smaller as many of them,
who siaved back dunng the lockdown, will want to return home, outstalion, to their worned families.
The tirst challenges we are going to face as soon as the lockdown is lifted, is that at least half of the stafl’
— Looks, service and utility sections — will go back. We hope there will be a reduction in rent from our
‘zndlord, Sanitisation will also have to be carried out frequently, probably every hour, which means that
the cost of mnning the restanrant will go up,” says Devesh Bhatia of the Pan Indian Eatery. Vaibhav
Paliwal of Nukkad Café in the same article say that the covidl9 situstion have affected the culre of
interaeting with peeple and that people are not allowed to meet, listen and talk which 15 one of the mamn
reason for people 1o patronise the restaurants apart form food. Smita Murthy one of the owners of The
Fat Labrador Calie in Bavdhan, Vishal Pipraiya who started Pagdandi Bookstore and Café and Shruti
Kapre of Midnight Kakery are the owners of restaurants which operate with a thought of building
communities and relationships for domng business are concemed as they have 1o depend on the foed
delivering apps to reach the customers this 15 also one of the concern raised in the article.

Anurag Katiyar, president of the National Restaurant Association of India in & recent interview on the
fouod salety equinex. Sawd that Hygrene requirements will change the restaurant industry post COVID as
it was changed for secursty  after W11 terror attacks, Hygiene will be the key marketing factor in the
fature.

Agcording the paper published by Prof Rayarikar and Ms, Apahita Manna in the journal Jmiernational
Journal of Business and Adminisivation Research Review, Vol. 2, [ssue i, Jan-March, 2016, Page 317 ,
*Mowsdays, the trend of dining in restaurants has become quite prominent. Frequent restaurant visits are
ot only the reflection of satisfying hedonistic needs, but also the result of increasing number of single-
person households as well 85 adjustment 1o the business hours”

Method and Procedures

This is a explanatory rescarch frving to explain the consequences of the problems that restaurant
business 1s going to face after the covid-19 lock down, This is an initial research on a newly-generated
1ssue in the restaurant business, This research s trymg (o analyse the unpact of eovid-19 on perception
of customers towards resteurants through gquantitative research. It 1s a field research where the
questioner 15 curculated with sample size of 322 and ananalysis was dong on the data collected about
causes and effect.
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Data Presentation, Analvsis and Interpremtion of Data

Q1 Ageofthe respondents
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Maximum respondents were in between age group of 26 to 65 which includes a large number of people
who go out for work and are from the earning class of society who can spend on restaurants.

Heomew often you vsed to visttrestourant befors covld-19 cutours:?
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A very small section of the respondents are those who go for eating out very rarely, Because most
regpondents are regular visitors to restaurants the feed back given to the questioner can be considered a

valid datu
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After lock down is over most people are preferming to bang food home than to go to the restaurant. Also
there is substantial amount of respondents who dont want 1o get tood from restaurants at all
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Cid vau order feod by fooe delivary apps dunng the kock down period ¢

A3 7 ne=pt sk
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Most people have preferred to cook at home than ordenng food from restaurants.

Do vou tirk Restaurants are among the hardezt-hit In the covid- 1% pandemic ?

AT pmEpormEs

(1)
W

.o

Muosgt people agree that restzurants are among the hardest mt sectors

Wil you 9o tc a restaurant for dinfing after th2 lockdown I8 gver?

ATE ELEs s
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AL o S, ® o
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Omly 22.7 Y4 people have responded positive towards going to restaaranis afier lockdown
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Which is the most important aspect that you will consider to go to a restaurant after the lock down 1

lifted?

Mot b ee
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Food quality and food taste are no more important for in selection of restaurant
Wl * & unfuiewen person Randling vour "aod befare il ks beenserved’. a¥ect pour cerception o go
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P Yes
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Perception abhom restaurants 18 changed after covid-19. People do consider the fact thet food which 1

handled by an unknown person may not be safe to cat
vimich ottt foliooving weill | nberreeet youd bo came 10 restaurats consdar ng care of aocisg
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All the Contact less options are considered by respondents as important

Jo vou think secial detancing will te required even after the effect of sandemic is reduced 7
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Mearly all thinks thet social distancing 1s 10 stay with us.
VWil youexpact that workers' nead to wear gloves Macks and other safaty gears as presaribad?

IE rezparoes
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L

Safety gears are compulsory and will affect the decision whether to choose an outlet or not

Lo you expect Restaurants 10 kesp prices sama?
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Theres 15 a large section of respondenis who have no effect en food preferences.
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Most respondents say that people will spend less in restaurants alter covid-19
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“os: prefered joints are qualimy restaumants chaing and Stand alone restaurants,

Findings

Agwe i‘ to summanes the fndings we arrive at are rather unusual out comes through the cnline survey
of 312 respondents from varicus age groups and strata of the society.

“da= of the respondents are frequent restaurant customers and are fond of vanety of feod available in
the nearby resiurants.

Finding |

The tir?t question was targeted to find the age group of the frequent customer of the restaurents. From
the responses received we are able 1o say the largest group is from age group of 26YTs. to 40 s, This
reveals that they are from the middle-aged group having better income and hence higher spending
PUWET,

The second highest spending group is from the younger age group of 16 Yrs. To 25¥ms. And has less
spending capacity and hence they are not regular patrons of stand- alone restaurants.

Finding 2

The second gquestion was simed at finding out the frequeney of the vigits o restaucants. The outcome
tells us that most of the customers do visit Stand-alone Restauranis 1-2 times in 2 month. As the stand-
glone restaurants are vsually higher priced and hence the frequency is relatively low.

Finding 3& 6

This questicn gives us the percentage of the patrons whe preferred home deliveries over the other option
post Unlock.

The response received tells us clearly that almost 44% of the respondents prefer home delivered food
trom their choice of restaurant rather than visiting a public place physically.

Only 22.7 % people responded positive towards going to restaurants after lockdown is lifted.

Finding 4
The impact of the pandemic was grave on the mind set of the respondents and due to the fear 72% of the
people prefer Not w order food from their favourite restaurant or any takcaway kitchens during the
lockdewn.

Finding 5
As we wantad to know if the patrons are aware about, How badly the Hotels and Restaurant Industry is

affected? The response was very satisfactory as almost 87% of the respondents agree that Hotels and
Restavcant Industry 15 the most or one of the most aftected industry.

Finding 7

This question has revealed a new parameter for selection of a restaurant post unlock. The parameter is
Hygiene!! Now more than 68% of the prospective customers are preferring higher and better standards
of hvgiene if they decide to go the public place such as restaurant.
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Finding 8& %

This guestion was asked to the customers to understand their perception of social distancing and
contactless eptions they would seck if and when they decide to go to the restaurant.

[he respense reveals that all the contactless options such as app based menu and ordering and even
contactless payment oplions are prefernsd options.

More than 92% customers feel that social distancing will continue and 15 the New Normal!!

Finding 10
The customers are now maore concerned about staff weaning all possible satety gears.
The gears include such as Masks, Hand Gloves and Face shield,

Finding 11:
Most of the customers expect the menu pricing will not be changed and they will get the same service
and gqualilty after restaurants resume their operations.

Finding 12

This guestion was aimed at the choice of the food that customers seek post unlock. Accerding 1o the
responses received the customers will Mot change thewr preference of being vegetanan or non-vegetarian
or the newer options such as vegan eic,

Finding 13

This question was include in the survey to check the financial constraint of the customers post unlock. It
clearly indicates that even as the restanrants will re-open but the customers will have relatively less
spending power to spend an leisure and restaurant visits.

Finding 14

This question revealed that customers now prefer only such restaurents, which assures quality in terms
of food and hygiene. These restaurants may be stand alone or a pant of a well known chain which may
mclude branded fast food out lets as well.

Conclusion

The pandemic haz changed the perception of the customers significantly. Many aspests and
considerations 10 which customers pay allention to were cvaluated through this research work. Study
revealed that large number of respondents are between the age group of 26 10 635 vears and are from the
earning group and hence they have additinal disposable imecme which they usually spend on leisure in
various ways, These respondents used to visi the restauranis 2-3 times in month before the lock down
was imposed.

Ag the first lockdown was extended further with some sectors conditionally reopened the Cloud
Kitchens' Dark Kichens/ Ghost Kitchens were on the fore front to deliver the food’ meal to the end
consumets, restaurants on the other hand took some time to restert and the deliveries with the help of
delivery channel partrers such as ZOMATO, SWIGY, ¢tc, This inereased the scope of this delivery app.

I i
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“ost of the respondents were aware that restaurants and over all the hospitality industry 15 one of the
hardest it due to this pandemic. But due 1o the fear of pandemic more than 50% of the respondents
were not sure if they wish to visit the restaurants after the lockdown will be lifted. One of the basic
concerns shown by the respondents was Hygieng, and hence that will be the most important criteria if
thev decide to visit the restaurant alter the pandemic or even post lockdown. This is one of the major
change that is observed through this study.

Henee customers will prefer Stand alone restaurants and quality restaurants chains.

Though many organizations had been following decent levels of hygiene and cmployees have been
following hygieme practices. But dug (o the pandemic newer and higher levels of bygienic practices are
required 1o be implemented. Contact less options for menu, placing the order and even service oplions
need to be explored.

Safety gears such as Face Shields, Masks, Disposable hand gloves have become an essential and
somewhat compulsory and will affect the decision whether place an order from a particular cutlet or not

Food guality and food taste aré no more important for in selection of restaurant!!

Restaurant indusiry 15 poised and swating for the further guidelines from the competent authority.

Post COVID 19 pandermic most customers would prefer *Take Away' of food deliveries by popular
agencies, chammels and food delivery app such as ZOMATO, SWIGY, ete,

This study alse highlights that many of the respendents are reluctant to order any food from any of the
restauranis in near frurure. People have given preference to home cooked food over the restaurant/ food
from Clowd Knchens’ Dark Kitchens, This has given a rise of another contender, Home Chefs/ Cooks in
the existing and stipulated business domain of sach of the restaurant.

Percephion about resteurants bas changed after covid-19. People do consider the fact that food which is
handled by an unknown person may not be safe to eat. Nearly all the respondents thinks that social
distancing is to stay in the near funzre. Maost people expect the prices of the menu to remain unchanged.

There & & large sechion of respondents who have no effect on food preferences but prefrence of the type
of restaurants has changed!! Due w lockdvwn the economy has slowed down this will result in legs
spending on tood and leisure atter covid-19.
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Abszrace This paper gives @ focus on home bakers 10 and arounsd Pune region, sbouy wha thev are; for whom they are bubing: the
Wark ﬂ}]E at well ag rhair E:‘l'l|'.'ili¢||‘|', ke l:h.“-:rt_g-:s fhE':,- are !-'..'l'.‘irg such a% boial :':lpc-:ru;]ilurc for b-usin:ss‘ R spem I::..' the hieme
haker in their husiness operations, s the nformanan and communcation technelogy useful for their business process and dos
baking fiom home upsels 1he pew upcomang mkes.

The paper alse focwscs on the imcreasing copscirusness about the availabiliny of geperating ieeme from the hobby o skitled
F-G.ll:lhii'."."lnhl.'lﬂ frem the wechmical educosen: Mowmlays, there 2 HII.I_.Iﬂiﬁi:unl number of comsumers in Pune who wanfs 1o eal .q-unlii:,-
erdd sre drying 1o mske berier and bealbier chodces, With ripid growih in population, affordable prices and varying esiing patterms
af the local peopl, akery products have gamed populaciy in the Pune region, Many hakery products such cakes, breads, enalies
anid theme cakes have emetpod as consumption Berm during the sonmal days or special evems in Pune, Tn fact changmp e stvle
arad eating habits mave sbown that custemind cukes, eookics choeelanes are replacing traditienal Indian mitkai a8 2ifis for varmuos
festivals Iike Diwali and Chrestrag,

bory wnrds
Home bukers
Isakery prosfusas
Emreprencurs

Imtroatimciian

Home bakers coomprises of 2 small ard disorganized porion of the lamer bolking imegtry. Mary women have moved in the field of
cookmg and hekirg 0ad ave teken steps to establish theneelves fruitfully as prommnent home hakers. These hakers are haking fram
ther homes amd haking net just cakes and breads but also cupcakes and cookies that @e customized 10 meel the customers”
HLLTT! irensenls and demaonds,

Home bakers usuzlly 2tart their aperation on o very small scale. They begm with Timited resources and shape their trade through
pursonal efiore. A1 the end of 1be day, thewr seccess will depend on ther copatility 10 manage and prow the oreaszation,

The mzin mofio of these enthusiastic akats & they wonl 1w

B thelr own hass

Te achicve Ninancizl ridepesdence

To arjoy creative frecdam

To usr iy skille amd F.rnu-]n.'nlge

Baking mdvstry & bewn recopmised ss o competitive indusirg snd shese who ot sumed eorlier have the fies mover's sdvanmage b
there is alse a pheee Tor many i this indistry to e died o a miner bevel with limised orders. In gerseral, mpovitive and ereative
bakirs somctimes schicve amuemg popularity becasse of their posston fnr bakma, They are risk-taking idealists who comimi
themselves wo working king hoars 1o reach desired goals, Home bakers ko wke pride in what they're deing and achieve satsfaction
from doing something they enjoy. These yousng hakers nka have the flexibility 1o aber fo varviog sthstions i order 10 ochieve teir
ganls.

Spope of the study

The scope of the study is primarity 1argeied &1 the hime Bakers in pune this Sludy 1ries 1o study the backeround of the home bakers,
there reasoes 0 apt fisr honee beking, e, challenges faced by them, there source of infermanion and what scope they see in doing
the busingss inthis woy,

Ohjectives

The imentwon of the sludy = 19 progress and produce dots 2 sn exomple how home bakers meanis the dder of thos bussess
sucess. Precizsly, the siody looked usta the fallawing:

The peraonal ard business profile

Whether these ew breed of entrepreneuss who bave stared ther home baking profession had received technical skl and
knowledpe bated educanion, ndusteial fzaaning and expenence te give their operation a professional sosch, or only passion and
hobby con fulfil the peeds for e bome bakers

Dhaes home baking o0 ups require imvest plang, the 1ypes of producis been baked, whether theéy boke eccasionally or regululy, the
sitles reaches o achieve prefits,

da Lk BE =



L

Sireetes e faoal et o e mwb 1 =0

T ' 4

Ty umidersiand 1k row okl lenmes o rocks Paonrd soithy iy Ba das bty ok Greenbiop. Ay the -husines aumoees -difiere:
chadenges mandare dbiverse sl hins-whal Worked fnothe pusl might i beds ppetilive amd fensonabde mew. Saowhinl srmnlegis

s ernepreneier adupis iomanege ditlerem challenges

Fusvireh mahodisim
The o |||:|u.'mg resdsirch e hn.'u:lnln;!,- Wk MR Wi Canduc) the RO TECarCh Hudy:

5 1 Sekrion of arew! W the purpese of U study Pase sepion s surveyed on Uik gegion hes Kool puoiersiol inosclaihen e
marperner, infrasireciare as well o she changing standand of lving and dispessble inceme of the poopke

5.2 Belectuon of srmple uniss: 30 home bubors, muonu Gouring Qilerem tvped of prodacs = and avgaid Puee regmon sone serocvd
5.1 Period l.'l!l".-lud}'! ERGRTT] rrhib.:ld o the resenreh waork wak 1 mortha as thi pescandh wis condoctad s o level

Colleenon afdsa ard mfeomanan: The prmary doea wis used e this research stady, For pricmaey ot a slebiolnd duestasmmme: was
prepated for the home Bakers.

3.4 Tabhelatwn, annlysis mdd mterprcialion il dhaa el milormation: he ¢ollecied dila nene .|rr.'||'||__'-.';| w1 fabualier Tormw arst weni
srahysed vsing requisd siatigtical touls, Afler completing analvsis work the reselis were interpreted (s syssenei e manpe

Freview of literuture

In the arscle "t rse of home bakers” publshed onowomen's web dased 29 Fanoay 2003 by Mebmese ol owlse had injerseaed
sorne home bakors and ber anperprotishons s as wlilows- Bhayiravd Mani @ resident of Curgaon who was warking lar an ovenl
B ek compony sdimis et dhe lusd - igrests oenther Bcooking oo buking and she bad never ekod a shngle product sny
faig b fiore 2001, She aleo wlmitz char theve 14 s Bndy history of boking. Blavivees aaned telimyg nterest m bukime aller she
vigited her Hiend and sfier remding recigpe books and she realized tha impredioms used for Baking drd e mosl axmmon atid and
readily availehle 5o she purchnsed the aven and stamsd baking from bome sinee Movember 2011 She azongly agrees that home
bakers has o work hord & there are ne Helpers to belp hwr and she has to sten from the scrap for producing a Baked prodoet. The
minjor challenge faced by her was the delivery of the biked products &s people were rendy to purchose bt afier ook st the
debivery distance they noid to travel for the purchose, used W deny the orders, Bul as her buzipess and her repatation resched the
peak the problem fGeed was habitsally decrezsed a3 people staited teking effeqis of avelling for the requied buked products taked
by her. At the el the satislaction gained by the efforts sdded mobe e me Baking operaiiong @ fatlul Anather bivme baker Slorka
Manchanda ohe is from techaological backoround left her job due to ber small baby sene As bokmg was bt hobby she siarisd she
maned writing a blog and showly she hecame passimaie 1o stian o soall home based businesa. As her business grew, she siopped
baking frem her home bosed kitchen and converted one of ihwe oo in e Touse e bwking unil, In the artele "l rise of hime
bakers” published on waman’s weh she meniions that sct codl & the hundle and is 8 necessary mvesionl 30 one must plon this
westment carefully before sating any business, Ansther major challenge for her was procoring raw msterial espacially food
cokaniring apents whech she found 875 hetter s source fromous, As competition nmong home Sakers nonumed she sdopied © aintegpy
£ prckluge bot of breads and savoury products which nad all the home bakers hakes. Lymetre Dizs who is 37-vear-ch, operates her
bome bakong business in MIBM, Pune, Tras, wan @ b professsnnl in the & indusiry, and now she takes four orders 8 week.

She mentwons in the anicle oven Fresh pubbizhed 1 e nurror on Sep 28, 2074, that homie baking business has boomed 200 per
ceil i bag pwe yeors aed hos staned reshaping as anerferpeise it 9 daily soucce S cash. The arders forhome bakers have increased
drastically from oné or bwg orders a week 1o even three orders & day. Inrecest sears clivpis taste o preference have alo chanesd
froom regular cikes t cusismised cakes, She also focuses bow oo bakers are diTeren fram profisssionn ] bakers. lome baksrs
babes fresh produets as pei the eader whikh 5 ool alweys o case will comenaicia! buberies, Also most of the bakeres hive baked
produsts with comiman iyvpical Tlavours om Uhe other band the e bakers are always cn ther fopd tn buke as per (e customization,
Alae speordmg o many home bakers they sugeees that clicns ean rely on them for betler quality and bvgione standards as n'a a
o man show rghr from Err.-n::ingh i Mg, I:u!.'-ihg el pa.n.'luﬂiug

Fiocus 48 alaa given why maost of theme s divmg cowants bvme haking operatioss. Independence, crestive freedom, contral on
waork boad, freedom for creativeacss all such BEoors huve given Fth to mest of home bakers: Accerding o Dis indhipendence 5 a0
major reasen why mos of the home bekers do mot want 10 expazsd their horme based operalions inte business operstons, [ ihe em
ef competition these honse bakors knew they bave o be differens sl the time for ereazing oew ooacker a1 the same time s losing
their mendal piece. Internel has proved one of suceessful weapon v feech oul o buge unkiown maker. Home bakers ore nuakmge
e of social perworkme sied such Facebook, Whot's up, Instapram to epread their basiness apart from sood word af mowl
enmpngaton Mear of the home bakers are part of the fmom on secial reworking site called Pone bome Pakers puild a socil
networking site sreatis a platform foe most of the home bakers 2 share information related 1o thelr business,

Accariding 10 chel RBishabls Anaod, of the Lecla Palace Delhi, moche ant e “heme boked poods™ in bkery noview [Fek — Mah
20019 home hakiers takc bt of cilos te bk their ondors upio s customers standardization. As well a3 they do not conpaomise
fior the guelity af ingredienis used for baking os most of 1he ¢liers oré regular. Several bakery and postry acodemies sre aperaiing
m migor metro cdies who ore providing vocatenal sid weehnical qualification ra mest of the apeomimy home bokers. They alse
|'|1'|.11.'i|:|r training facilitics o sech candidates which can further Belp tsom o starimi their own home hanking vnm, These home
bakers have siared making vse of the socin] media ke Facebook. Insagnim, Twater snd relvied snes io proumste their business
They keep posting regularly.on ther own websites and such sites seganding thew prodicts and their day 1o-day activities related 1o
baking, As home bakers crente custormsed praduects for special cocasions o gete specal elfect the pricing of the products go Intle
high which scems achallenge for the bome bakers accerding 1o lim,

Further im the antscle “hore baked poods™ in bakery peview [Fob — Mareh 2009 chef Babendea Simgh, feander Institute of Bukecy
and Pastry Arts [[BPA) savs that oo bakers have their own dentily a8 there products ase oniguee s dilferent from the nepukbr
hakeries. Ome <an easily onder prosducts and rely on home bakers as thoy are make less use of aruficial Mevours, cokurs, and
iminimim s of preservatives. Cualiny product @5 per castamization, bensy coordinution and case of delivery ere some af the fackss
why prople ender e bome bikors. These hinowe bakers are not onfy kg as pér the elignts but Uy have staried croting amd
divelaping new recipez which @ repliving the indisengl feeve mithad, A Fusion of Bubery snd Iadaas mitha is o trerd comvng up
r.lluin“ thir Festivals sisd aurwlinﬂ_ the ¢lignig negunil the cil}'. Thl!].l' alzm prochece very @axntic praducts like cskat in jum‘ BT e
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=gt 1T srre erticle Thomie Baked pocds” (i bakery rexiew (Feb - March 2009) drecwr oF Deta Naraives Pae bl Sy

enssf Bt n | ootrmeniz el P bukers uie Ly Prarivalan i by sgredicuts they look for ke i By procucts slnels

coar Al e g Witk dher price comdtreres To gain ko ledge ABSUT i foce R Rappenigs in che baking workd (hess homie
Pobars Ul Lo et kstaps canidue il By well-Rnoan che s aod also vl de bakers oapios.

cLis Srwvaniite Sharam fnbier ensbcle- bukery da age ot sochl media in babery rovlow glun— Juby- 20050 fcuses wnthe saisly by
"-Ii-.'n::sh.l'l avwnid profeasiml nevworkmg pEifarm Lmbkilin s hbch statis thig 4% sohoe professienil s uees wechnelogs 1o opymake
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el mend b Bakcrs 1o pesch their torgered imarkers, Whide doing o ot b o mimimain the seg sty i thel posis end muk ng use
afhigh qualite dirages. The “nn.ﬂ ik eting e id al=e peverate new baking fdead rom (he Lerzet midrhal 0 8 iniryoses
ibg -.||..ql|e-:|1.¢:|r Yexels of the ¢lims
T b v lae dhser -the complone dooe e door gick dp & deliveny sepvices for vour bueie Pakmg hissiress (e e Liry door 3
W fmwhich provides legistel solut ke 1o leng Bakers and pocpbe who ruis speasioane Tom bome Gl the coy of Pore, The
orpumiaiion hes eneach imaired aned export sall vedy toowark inanse o emeraany: They charge 1he e hkers aceariding 1
ki Bikarnennes @ mael s el W aeizhin ol e abelivdry piouer. Sasnonbed stelvery opikars ssch L imimngs as per ohie cbiont, i
cate tuie aygaintdelaate privddioceg, thes doocal g cashoen delivars i rmquieed. Thiy sugpests ofiee peniig niguainied wilithew
et sorag e Taente obors e aopelipe b epaad dhe buding=E ullaronnd Ming und MONC ares, They ke spegial delnery syasnn
meoonding o weather condizone 1o protact the delvery prodicis A i 2l wne dess noe has-in imvesi-on the delivery s
ThHe moeved ormeorsienl oo Rl e Setime the miionreon thelr wetere and soenl restin which = 1m.1|r|::'1|1',.' helps i peoinnkma 1 he
businesd id havjse Fakers=
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hidl et dote any oohnlig, dourse 10 pairuck e ol maaapst Lve Ernelnl of offons o aehssve the reccssary sk, Suw
shie 4 pendy roapem Loy Boues 10 comphee the varse Moo Ziie g ko fndant s ol sueeny socshe prefers modelting chaecolité
fint Alve A work doguirdd o L sk Al e memer e Wareha [kaneesiik '-JI-.- s epcdsrenl baker giotied e

Bus wrcpilng slems b slie can ¢reale boner prodiests dod
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[y thi wisg: pipker. & Plsincss: Sam-Upoaee Sk CiA0TT G dentn -basinessd gk ] cpsiechy et fretorgd Nsc Aditi-Ghash;
direcrar - ctaft facory pibiichad in IOSR famal o bisiness ot mrogemen (OSH-JEN ) coiem 2278450, poisse 2310-Tank
P 0108 she avntis thar dhehod & bebbeand pueson it buking celi fremhechildbood wrdobe fuliilkd it by doing the sume tor
Hoer Eriends and- il e ribers, Ar one saee of Lfe she decided v put her iders into profession which was backsd by her fivnds
arwl thiy membiers, She Aal stned home BT protcs s iecnber 003 aod s el st o0 nsowtl spreécd her Busiiess prow
sl she peplized thers was quite o Smend fof dedoeawd cabeas er ke sguiretment of the clients s Pl skl io the ort of
docoraime cakes she sianed reading and praviecing the sumee 1a her thee honirs, She also anemded kil builidme workshops organised
By e e Db e s As b lobd of work inereased bor shills were nl=o enlencnl, Sk stiined sirming swre rean e nes, [y
Aupted ik w il her house bbb opplamves and she trvessiod b oo carmings o pochasim mow kakoe eppliases which will help
Bror e el o will 2ave & moed pratessiong | bk ta ber operations. Frons The Busiadss aafery point of vhew she renlied thar Trade
Do i food sfory Heored s the ot 1o Koep her busress poeng o she gon it dome fram the sespoctive departiments. Sheodimis
thar perat sl cormasanication wirh clents | maikemng, branlmg, s ol ool meda multi-rasting sve all thecbasie wpats o the
TURTING g T homis Busineas Wi i oae min loekise int all these aspeets maghe Fecr ahe protuct aualiy surp,
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Slenlrosd and procedures

Thiz reseureh detnds ore of people who stancd o heaie bakers Pusinesz, ihe reasors for suning o hoime bismes of bukers, e slee
of i au».l there proweh phans, problems fioed inopening a business and running #; Tt is 2 field rescarch where e fJuaesicne
wan Crenlalol ki S responas were rereiverd Al el siswasadime an s slata mlhnlmi st b teme Riking Basiness
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G Do e @ protees o nol quahilesnon w beibleny snd confectioneny 4 ves st oo fich lewl iy

@ Bakery shor termr courses
& Diplome coudte

£} Degree course

@ Mome

A birpe sectson of respopdents { 60% | den't have a degree / dipbama in 5etel management of & professiondl degres i culinery or
hukery

O [hoosvon heve & professkem] menier, qoowhein do you Jook up to o this desiry?

@ Yoc
& o

Though a large sectwn of respandens don't have p professionsl degree mhotel merepermet culmary or bakery They lave a
profeszional reenior whie can help them,

3. What was the hizpest challenge in daning your bakerybeking husiness?
—13{52%]

Limisiee Cepital
Limead R:ngn of pradict. .
Leck of Snedtiife of fmish,

Lack of Pramatan 14 (Se%)

Seflng price i -4 018%)
Tere Congirawes — %5 (0%}
Isck of SPECE and WiTasT... — b f20%)

Debvery of product
Aemltalty and gualiyyof ro.
Legal Azpec=
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Stidniing how 10 precess boons amb S varbous sohemes ©e Goaremg

Ta fnd a susabke maarket feer smul-uﬂ rmdl.u.:m Fike ;,_:Inwn s, slagzir ot reduend Gl caniain pmduma €1k,

L Whieh af the followhing fourees of latest trends keep you epdate’!

Kagazines EEE

AENZING Seminas and ¢...
Altzndng demonstraion. . JE
ArEnding shon rainn; B
Yourube videos

Televisean

Spcis Metia | Facebecs,...

0 1 it £l

Asom snlutben to problens social media and Yoo Tube (s 3lsc 8 mejor source o fed Best wands.

0, Whar bakery products sre haked by vou?

Flour Pasings FREssg

Cahes and cupcakes ' e e 1 (0%



£2031 URAR Bueust 2631, Volume &, f=sus 3 W TETCEE (B DEN I220. 1280, BeiSEN 23q5_

Aldpir prodaet babod usd sk ane cabes PR cu e o Choeadioes. Bl Pl ned P s e g PssSdad and sl by o
Mkt | lree

Wit s your business pagern?

8 | bake according ta ordes
® | bake goods v 2z
© | bake orly on feeavzke

Pegarly all (8895 of the respondents bake weording 1o orders. This is fo control cost and reduce LTCiTainiss,

Q. 1P yuu bake acedriding 16 order, how often vou hake!

@ Once 3 waek
B 34 bmena week

& Daary Once
@ Mufipde ames a day

Wery lile portion of respondents bake daily. This shows. the imepalarizies in flow of busines, Bokers need 10 find & market where
they will gt a contines busmess,
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OT G Convacinn R
hiperomadee

PRansthry riser B

o T il b [0}
Large gection of respondents bake inotg and convection micrawave ax they have Limat of investing i business

i wiri wse imporied wals?

i® Yes
g Mo

A o of the home bakers have navestosent prablerns they cannod use the imported Tk

O Have you procured follawmg Heense?
Flupigipsl

Fire Licsnos

CET regitvalan

FoGAl Licenc=

Sl Op R NTGa

Onily argand 40 % of bame bakers have done fesai licence which is o roquwement for anyong who does food reluted business. There
were also some home bakers who have nol respanted b the question as they don't have any lcmsing done,
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£ How mnel cost sncamed inoseting s yaar kiwvken?

B oth ] e

B rore Tmian 1laen
51 Less mand lasn
8 haoee atd above

Most of the hoow bakers invest less in the initisl Stage of busivess konce & large nomber of apendenes have invesica leas than |
lekh rupecs in seting ofthe Kilchen (bokery),

0 Da soumekbe use of mrporicd feed materiald for the manufocienmg of tbe bakery praducts? I ves which af the ellowing

w» ND

@ Essences

& Codous

¥ Fal

& icos

B Coooizie

8 Imperied high 31 cocns powdear

Lagge muaber (58960 don'l e imporied foed maerals and these who dose use mainky chocolates .

. Whiat is your menthly raw maderial cost?

& 0105000

8 5000 1 10000

@ 0000 o ZE000

@ 5000 o 50000

@ 50000 o 100000
B move than s 100600

Mest of the bakers bave a very less matena] cost monihily below LO00D g5, This alio show & rebevance with the fumber of times
they hake and why the home baders relay on bake soconding w orders As the moterial cost negqurements are low that shoes that
ik business is also a low profile business where bakers need 1o foke procostionary messures o reduce losses:
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Dty

2

Ehop s Eiuke

Flea Rerksn sizil=

Inzivi=usis

A owery few Done bukers ure 1arpeting e coles, shegs and Kiosks 25 shere poientizl merkets which cangive them @ continuaus
business,

0 bave do wan deal wirh domages duving, del'rl."ﬂjﬂ

& Youreplace il
@ You cEncsl orger

2 You deliver (he damads product
and don’t charge for i

[rcase of such accadent very few hakers cancel the order rather they replace # or deliver the same prosuct wnhout charaing them,
which is 0 pood way 10 rewin the business

2 Havw o you market your prodects!

Tebephons
whaisop
Eacshonk
Instsorsm
Snapchar
Sulk messages
Food aggreasiors (Joms .,
E e
Cicsmsia My Susinsas -9 {45
W d of mouih T AR
i T 20 30

— B3 5%
AT (BB}
1B (T2%)

-0 (12%)

Whitsisp, Resbook ammd imatagmam Joeks o be he choice of media 1o market the provdacts for hpme bakers
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G Havwe ey v st prece a by Bukey prosdioces)

il Compeitors
W COaT pEus ] g ey
U Exclusice Frice

The pricing sirsegies for home bakers 5 coal plos or exclusive very Biile section of respondenis relay oa oo of congeiiisem

L. What = your minihily sales n o rupoes?
SOO00-TS000

q

The largest sectan (64%%5) of respondents have manthiy gales ol 5000 o 100 which ie g retflestion of the materis] cost they spemd.
The hoire bakers lack in promotion amd iniial mvestmest which nesults o low profile of buziness, The 4 % af respordents shaw
mree Lhan SC000 s of monthily salss which shows that there 15 @ scape o the business snd hore bakess can de betver iF more elfors
towards promstion are taken,

€}, What are yeur fumire plans for pour brkery?
Mot ol T respondents wand start Uhere own cafes or bakeries on luspe seale. There isa srmll section ol respondents wh dis banswe
baking as hobby and don't have any mtealion o merease the scale of business

Cunclusion

A larpe scciwm of hame balers don't have a professonal degree o hodel management culinary or Paley but they ieke help fom
professional mentors. These new breed of emrepreneurs who have stamed their home ‘beking profession da mat have received
technical skill and knowledge based educotion, indusrial traming ond experience 1o give their operaiion o profession] wuch i s
omby passion aml Bobby that makes them e be the bome bakers,

Lack of myveshinoris leading (o =ik promoion am markerng badgets amd snwll spiece amld simgle equipment ane the icejor
concsrng of o bakers. The hooe bokers pie aware of their invesment problem e have plansed o prow he business Buough
Aystemalic mvestments fram their carnings, )
Social media i a baoi Ffor e home bakersas it not only Teve given a fiee platfonm for premotion of thels busiems bl i s abo a
source of mformation which home bakers relay on for information related 1o kaess rends.

There are srregularies in Mow of business for home bakers for which they mecd 10 Tind mew market whess they will ger cormine
buiness like small cafes amd restayrznis. They also need 10 meke different beked goods amd sdvertise them o the marker as most
of thern rebay on cokes o8 there major prodect, Adding more irems like pastry produas, cookies and anisan brewds can open new
markess 1o them

Avwareness about B3a lieence i Beking inche home bakers, which requives 16 be uddvessed & having 1his Licence will help them
1 reach larger marke
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ABSTRACT

This paper seeks io expiore the influence that social media hay on the chaices that consumers make with regands to
decisions of the place that they wonld like to viskt, sevour food as well as helps generate revenue and build o breand
image. Social media plays a mafer role in bringing numbers fo the hospiraline industry. It B mode building
relationships eatier and marketing easier at much lesser cost thar i way @ half a decode before. The awareness and
vielbility that an orgenisation has today {5 widely due fo the marketing, cither directly or indivectly by soclal media
plalformy. Firthermore, attractive_food and incale posts help create o facior which enables viewers o vish as well as
uplesel their comtem which brings in more awareness, which wos the ontcome of this exploraiony research, The resull
wonld be significant 1o hotel and resiqurant owners as well as consumers who rely on social media while making o

i ehofee,

—

Keywords: Social media, viral food, branding. bloggers, customers and hospitality

Introduction

Hospitality does not stop at hotels and
reslaurants;it has rather grown vast. It now
includes tourism, IT sectors, Malls, Hospitals
and more. With the boom in industry comes the
challenge and competition. A race rather, a
race to sustain and rise above the other. How
do they do that, you ask? They market. Now
the world does not have enough billboards o
cover them all mor do the newspaper have
enough space. It is the social media and the
lech sivvvgeneration that has taken over. 25
vears back, painting of walls of houses and
atrests, flyers were pasted on public and private
[ropertics were in focus.

A decade ago, brands staried to advertise their
properties in newspapers and televisions.
Tajness is one such video ad which was made
by Taj group of holels. Another popular mode
of marketing was via pamphlets which is a
practice still used. Previously pamphlets were
distributed inside newspapers, magazines and
another mode which is still practised today is,
tings have changed and dynamics as well, the
way of marketing and the way consumers
aitract 1o a product are different too. Today, it
i5 all about aecsthetics, picturesque locations,
tiending items and Instagram-able life.

Today it barely takes hundred rupees to make a
(lyer and post it online. You can run ads and
target vour audience. The entire process at the
most takes 6 hours and reaches as many as

millions. That s the awareness and visibility
today's social media give.
Along with marketing, the audience is also
interested to know who has visited the
properties, who have posted pictures of it, who
ate what. They look forward o  seeing
everything that has happened online with the
brand or property. Every movement related to
the property is closely observed and if it looks
promizing, the deal is then and there tumed
concrete,
Objectives
To learn social media’s role in  the
hospitality industry,
* Toanalyse effective ways of marketing.
* Tounderstand how it is different than other
modes of marketing.
* To know the impact of social madia on the
audience,

Significance of Study

¢ This study will help you understand how a
little more attention towards building social
presence on Internet can bring more value
and money to the hospitality industry,

= It will help to analyse different social
media strategies that will prove 10 be a
blessing for hotels and restaurants 1o gel
more rev. and money wise
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Literature Review

{Gururaja, 201 5)stated that the will to try a new
place, food wtem or restaurant becomes more
concrete after viewing the pictures posted on
social media and thal more than 1/4® of the
online world population depends on social
media to find eateries and hotels to cater to
their neads.

{Lim, 2010)s his thesis mentioned that social
media is here to slay, and it has the potential to
highlight a business and achieve financial
benefits. A dedicated team to handle social
media is needed w communicate with potential
customers and the organisation,

{Healy & Wilson, nd.) This article reflects on
the hotel reservations received with relation to
the social media enpagement that the hotel
guest have undertaken. With the help of data
mining, il ascertains the pre and post
reservations made.

(Kushwaha & Sainy, 2018} states that digital
media has taken over all businesses and
industries, including the hospiality industry.
Huotels mot only engage with their guests via
social media, but also aim at creating a brand
for themselves.

(Seth, 2012) this article takes into
consideration the consumer's perspective of the
various channels of social media that have
created an impact on the purchasing choices
and brand tmprint for an organisation.

Aswani & Gugloth (2017) stales that the hotel
sector in India has been rapidly growing over
the vears, alongside, social media has also been
u::twel}r uged by the service sector as a
communication tool in India. In a country that
has nearly 200 million active social media
users, the growth of travel and tourism among
the vounger generation.

Scope of the Study

This research focuses on how impactfol and
sustainable social media marketing is and how
i strong social media presence of a brand is the
nesed of the hour for the hospitality industry.

Limitations of Study

This study focuses entirely on Hospitality
industry; however, this can be used in any
other sector.

Research Methodology

Primary Data: Primary Data was collected
trom 118 respondents by circulating structured
questionnaire and online interaction  with
peneral audience.

secondary Data: Secondary Data was collectzd
by referring various brand’s social media
presence, social media marketing stratepies,
print and published material which was
available in the form of e-books, webinars, e-
Journals, e-papers, ete.

Data Analysis and Interpretation

The guestionnaire was circulated amongst 160
respomdents where in 118 pave their feedback.
Age: Majority (70.3 percent) of the audicnce
age is between 21 and 25 years.

On being asked how familiar they were with
social media, 1002 of respondents said they
are well familiar with social media.

Which of the following social media do vou
use more?

Instagram: T6; YouTube: 23; Facebook:12;
Twitter:7 - To identily which social media
platform can be more beneficial to invest in
for the hospitality industry to which most of
the respondents said Instagram and YouTube
followed by Facebook and twitter.

How many hours do you spend on the app
scrolling in a day?

The analysis s categorised as per the amount
hours apent:

3-5 hours: 37.8%haven™t timed bul wvery
often: 37.8%; 30mins to an hour: 15.6%:
More than 5 hours:11.1%

How many times have you been influenced
by a picture on social media and decided to
go to that place or eat at that restanrant /
try that dish?

To analyse the power and impact of a picture
on respondents and the scale of profii a
picture can give to the brand, 44.4% zaid Yes,
sometimes they go to the restaurants to try
that dish, another 33.3% said they Very often
iry out the dish they saw on social media or
they go to that restaurant to try that and
snother 22.2% said they follow this all the
timz bt peither of the respondent said they
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don’t get influenced by a picture on socul
media.

Do you follow your favourite restaurant /
destination on their social media
platforms?

To understand another means to connect with
their customers other than newslefters, social
media can be very personal and ease the
communication on day-to-dav basis.

46% of the respondents follow their favourile
restaurants on social media platforms,

40% confess that even if they do not ollow
the restaurants on social media, they often
check their profile if they have any new offers
or 1o see what new is happening at the
restaurants.

22.2% says they [ollow quite a few
restaurants and travel pages on social media.

Have you ever planned an itinerary looking
at pictures on social media?

77.8% people agree that knowmngly or
unknowingly they plan on visiting/ adding it
in the itinerary as the picture/video gets siuck
in their minds

13% say once they see something on social
media, they creale concrele plans on doing
that. This could be anything, dish, restaurant,
hotel or even a city.

11% of the respondents do not plan on
experiencing what the picture is about, they
just like to look ar it.

Have vou seen trending food videos on
social media?

Social media has the power to make or break
the brand's sales. Social Media is a very
powerlul and influential platform. A lot of the
limes o foed video starts trending on social
media and the response it gets from the viewer
who want 10 try that dish helps the market
understand the demand. More than 85% of
the people are a fan of such videos, One of the
respondent quotes “A lot! In-fact | inspire my
eooking from those recipe’

Have vou ever felt tempted looking at the
videns online example tandoori chai?

To follow up with the previous question, how
impactful are these trending videos,

51% respondents answered with "Yes! Had to
try” 154% sav they tried and are still a fan of it.

20% do not consurmsed chai but still tried the
trending tandoori Chai to know what the hype
was shout and only 229% said “No! Haven't
tried™

How many viral food items did you try?
(e pull up cakes, pinata cake ete.)

79: Yes; 24:Noj 15: I wish toe

79 out of 118 respondents have tried maximum
viral foed dishes like pull up cakes, momos,
and fusion food, 24 of them have not tried any
yet but they are looking forward to it ond
| 5have put this as their wish-list. This indicates
the power of social media and how influential
it can be.

Do you check social media reviews/ tagged
pictures of the brand before going to that
place?

Alongside Zomate reviews and Swiggy
reviews, Reviews on social media play an
imporant role. 57.8% feel they pet better
insight on such platforms and almost check
tagged pictures of the brand every time. 31.1%
claim to check occasionally and 22.2% solely
depend on tagged pictures and their reviews to
decide to visit the restaurant. 2.2% says they do
not believe strangers on the internet.

On an average how many restaurants, food
pages, travel pages do you follow?

To analvse how many restanrants, hotel
brands a respondent follows on  social
mcdia, 6% say they follow quite a fow.
13.3% say nearly 10 to 15 accounts. 17.8%
say 1 or 2 and B.9% claim to follow a lot of
such brands.

What matiers to you when you follow a
restaurant on social media?

To understand what is #t that the viewer wants
fiom their favourite restaurant’s  social
accounts, the respondents was asked what, is it
that atiracts them towards the brand and 28.9%
said their attractive food photography of
dishes. to leam what new good-looking dishes
they serve, 24.4% follow them for their stories
and daily active and to know what's happening
al the property. 14.4% [ollow them to be
updated with their offers and 22.2% for brand
pesthetics and how well they manage and
represent their brand.
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Conclusion

. Consemers spend a lot of tune on these

apps. More often they are found browsing
on these apps. When you advertisz on big
boards on signals and roads, it takes a lot of
money and the attention span you gel &
very minimum, Where-as when you post on
social media with right strategies, you get
greater attention span, The viewer opens
and stalks the profile, goes through all the
pictures, and tagged pictures, Saves the
posts, Shares the profile with the people
they want to go with. All of this with
myinimum cost.

Aesthetic food posts have the potennial to
attract customers at your door, hence more
revenue.

. Customers are inierested 10 keep in rouch

with their favourite places even after visits
and ook out for their social pages in hope
to see what's happening at the property.
When a post is set up at a picluresque spot
at your café or the view of the rooftop bar
or simply about your property, even if the
viewer 15 not from your city, He/she would
unconsciously plan on visiting the brand of
when in town,

Social media tells a Jot about your brand
and what w0 expect. Especially the tageed
picturés and food posts. Being active and
engaged with the customers is always
recommended.,

Locking at the statistics, customers are

interested to keep in touch post their dine-
ins at the restaurants too.
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7. While starting a brand’s social media,
professionalism 15 key, pre-planning the
feed wsing apps like preview or UNUM.
Creating a content calendar, using trending
hashtags, making attractive highlights and
engaging stories, havinga budget for food
photography.

Recommendations:

From all the above study, it is safe to say that
social media plays a major role in bringing
numbers to the hospitality industry. It has made
building relationships easier and marketing
easier at much lesser cost than it was a half a
decade to 2 decade before. Being active on
social media and mteractng with customers,
Uploading the restaurant’s best dishes with
descriptions’ captions that will tempt them 1o
order food from the restasrant or visit them,
Using the correct appropnate hashtags of
around 20-25% with niche specific can help
bring more attention and reach outl to newer,
potential customers.

Dedicating a budget to social media will give a
good boost and 15 a lomg-term investment,
Budget can include hiring a social media
manager, Food photography, to run ads and
influencer mearketing A lot of which of
onetime thing and other can be combined.

How influencer marketing works in most of the
cases, A restaurant mvites a social media
influencer, blogger to the restaurant to host
them for a dine-in or in case of hotels, Siay
which iz on the hotel and the blogger or
influencers are paid the convenience fees e,
the travel fees m retwrn of which the
restaurant’Horel asks for a few deliverables on
the blogger's social media.
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Abstenet

The world is on the threshold of recovering from the pandenue COVID-1 2. The pandemic has put the
safery and seeurity of the guests as a prime focus for every industry, The Hospitality industry is all
geared up 10 welcome the puests while adapting 1o the pewer technolegical trends which assure zuest
safety and security to handle crisis. The industry has realised the value of technology which act= as 4
catalyst in providing guest satisfaction while reducing the operational inefTiciency. The Haotels which
are quick 10 adapt to the technology would be ahead in the business as compared o the ones which are
late. The reassurance of the technological applications at varous touch points will add value wad
satisfaction from the customer’s perspective. The industry has been quick to adapt strategics for
efficient management of the crisis. Implementation of safe and hygienic praciices to handic guests
with inclugion of technology has increased. The staff has undergone systematic traming sessions to
handle any crisis sitaation. In this paper we would explore the new technologcal interveniions which
ihe Hotels kave adapted to enhance value peroeption while assuring bealth satety ancl cc-uﬁdmmg. 'l'}:c
adaption to the new technology 18 nereasing the expectations of the EusLs and even the hospitality
operators to add competitive advantage. The paper will carry a qualitative research to understand how
the hotels adapt the new ways to deal with erisis which impacts the i11:1usl.lr1.-' in the adverse manner. A
study of literature from articles and papers i Scopus Journals, Web of science, Google Scholar, UGC
Care journals, Previously publishes articles in leading Hospitality Magazines will be reviewed for the
completion of the paper. .
Keywords: Technology, Crisis Management, Hospitality, Competitive advantage, Patudemic,
COVID-19,

Statement of objectives: -
~To understand the impact of COVID-19 Pandermic on the Hospitality

Page 265
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-Tov anabyse the advancemenis of technology to provide touch less service and the use of technology
for effective crisis management.

Hypothesis:

Hi. The Pandemic, COVID-19, has had an immense and adverse impact on the hospitality sector.
Hi - There hos been no signilicant impact o the Pandemic, COVID-19 on Hospitality

H: Hospitality sector has adapted the technology for better service and caperience of the gnests.

Hy Technolopry does not affect the hospitalily sector as it works on the principles of human ouch and
techrology hasn’t developed in the sector.

H: Hotels have adapted technology in the testing times to manage crisis and also sustain the business.
Hs Hotels have no clear strategy to handle crizis,

Resenrch Methodology,

This study uses the evaluative research methodology to analyse the effectiveness of the technology m
the crisis situations to make recommendations for the fature of the Hospitality Industry, The basis of
this paper is on the secondary data and the outcomes are qualitative m nature. Scholarly articles from
reputed journals are reviewed and assessed for compilation of the data. The scholarly srticles from
reputed joumals and authors from national and international repute have been reviewed. The work is
alzn an outcome of articles and e newsletters published online. All the referred work &5 recent and most
of the articles referred are published in the year 2020 which adds validity and recency to the work. A
detailed questionnaire hag been circubated to gain a clear understanding of the situation and the impact
of technology in thess crisis times. Responses fom 45 industry experts and guests have been recorded
and znalyse for the purpose of this research.

Introduction:

In December 20119, the world woke up o a virus which actually changed human beings drastically,
The disease was described as an infectious disease that is cansed by severe acute respiratory syndrome
coronavirns (Adim, et al 2020). The spread of the virus was very guick and soon the virus had spread
to 196 countries in the world, The discase has greathy slowed dovwn economic activities across the
world, with many countries coming under partial or total Jockdown (Oruonye, & Ahmed, 2020).
Human being &= a social animal, it is really difficuk for a buman te not indulge in sctivity which
includes hisher close people, be it family, friends. Due to the Covid-19 pondemic, the world's
economy was shut down almost overnight (UNWTO, 2020), In only a few monthe, the coronavirug
(COVID-19) impacted the world, both socially and economically, As the hospilality sector thrives on
international and domestic tourism, got affected severely due to the ook down which wes imposed by
many countrics. Hospitalily businesses are expected to make substantial changes to their operaticns n
the COVID-19 business environment in order to ensure employees’ and customers” health and saloty,
and enhance customers’ willingness to patronize their business (Gissling et al., 2020}, This actually
hes paved a way for newer ways of service and bring the confidence in guest. History has shown that
a crisiz can bring about technological inngvation and development (Colombeo, Shikha, Hasanat, Arif
& Hamid, 2016). Due to advances in artificial imtelligence (Al), ministurization, and other
technologics, robotics have grown increasingly more viable in hospitality and tourism industry settmgs
to provide concierge, housekeeping, food, and other service tasks (Yu, 20000 The service industries
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hava come to recognize their potential for delivering an sutomated service o increase productivity,
service capacily, provide consisient service quality, improve competitiveness, to cut costs, and
improve financial resulis (Belanche, Casald & Flavidn, 2009; Ivenowv & Webster, 201 9c). For exampie,
after the cusrent pandemie (COVID-1¥) people may desire to have physically distent service which
may not be possible with receiving service ffom human employees. Thus, robotics may increasngly
gain importance in terms 'of providing physically distant hospitality and tourism services (Seyitoghu &
Ivanov, 2020). The hospitalily mdustry is a dynamic environment ina constant state of movemest and
evolution. Through technology, the last several years have witnessed the industry change at an
unprecedenied pace (hitps:/Atisoh.edw).

Review of Literature

The outhreak of the new coronavirug infection, COVID-19 was initisted from the Hunan seafoed
market in Wuhan city of China in December 2019, and within a couple of months it tuned out to be a
global henlth cmergeney (Adim, et al 202070, This caused the countrics to call a nationwide lock down,
close national and iptemational borders. As the aituaton is still recover ing, trave] restrictions arc being
observed at national and international kevels. These travel bans, border closures, events cancellarions,
quarantime requirements and fear of spread, have placed exireme challenges on woursm and hospitaliy
seciors (Gossling ef al, 2020a, bl Alr mavel, for instance, has been reparded as an amplifying and
accelerating factor lor influenza (Browne of al., 2016) and this segmient has wilnessed significant
curtailments az ihe tesd of personal safety and survival has become prvotal (MNicoia er al., 20207,
Soctal media s plaving a huge role in toaay's world to connect with the guest and provide a clear and
up to date mformation about ther fvourite brand, and the status of operations. The hotels are also
uging live promotions in many live streaming platforms to help their guests o get reliable, limely,
dccurate and reliable information about the hotel. The experience of the Covid-1% pandemic shows
that mobotic technology could be efficiently and effectively used for cleaning, disinfection, delivering
food and medicines. or providing information related to the pandemic to people (Yang <t al., 2020), as
robots are not affected by the virus, The service of the food or any small houseteeping requirements
can be delivered by robots 1o curb any contzct of the human beimg and 10 spread the feared virus. To
provide a suitable example, in Febroary 2020 the food delivery giant Meituan Dianping mtroduced
rohots in 2ome of its partners” restaurants in Beijing that helped in taking food from kitchens 1o delivery
employees and customers waiting for takeout ocders { Toh & Wang, 2020). If s guest is infected and is
oblizged to remain under quarantine in the room, a hotel may use robots to deliver food, linen, and other
Hems, withoul risking the health and safety of the stafl’ (Ivanov and Webster, 2018; Webster and
Ivanov, 2020; Yang ct al, 2020% In the post-viral world, the use of robotics may be widespread as
people would be more concerned about their safety; safety and security may be one of the main factors
that influence tourists’ choice of o destination and particular tourism/hospitality service provider (Hall,
Scott & Géssling, 2020). Hotel operators are beginning to pay closer atteation to the potential benefits
of artificial intelligence (Al} and Hs applications, such s robotics, in hotel management practices
{Z£abin, 2019). Although the hospitality mdustry = known for its human touch, such a development
technology will take some time to sctually come in to existing at least in Indian business situation. The
robotics would also require a huge investment from the Hotels end to be fully operational. Apps, such
as Hilkon's Digital Key app, allow hotel guests to choose their guest room, check in, and unlock their
door using their mobile device (Comeast Business, 2018) Such apps can be developed to merease guest
convenience and confidence.
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Data Analysis

According o the survey conducted for the specific rescarch 1o understand the techmological
interventions in the Hospiiality Indusiry, the respondents believe that the Technology does play o
major role in the Industry, '
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A total of 45 respondents participated in the survey and almost 70 percent of the people feel that
COVID-19 has been one of the longes! pandemic in the History of other pandemics in the world. There
have been other Pandemics like the PMhgucs, SARS cic. bat Covona has been one of the longest which
has affected many lives across the world,
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Chee of the most severely affected mdustry by the COVID-19 s clearly the Hospitality Industry. Az
this industry is clearly dependent on the domestic and international tourism, the leckdown and travel
ban due to the Pandemic. Also the hospitalil v industey mosly depends on human beings for mch of
the service part. With noumber of people mvoalvad the sk of the mfection & muoch gher and hence
the industry had to pause its operations to ensure the virs does nol spread due to the industry’s
churacteristics of Human Toush
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It is very clear that the ndusiry must be very cantions in resuming the business and bemgmg it back
on wack doe to the natore of the Industry, The Industry has always been known for @5 service and
human touch, and hense it becomes more mportant for the Hospitality to be more careful to resume
business,
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Even though the Hospitality dirives on the Human toueh and services offored are personalised, the
techeology has started pliying a major role in the hospitality. Many of the services are now
technologically enebled and provide & better aption for the sector o decide the exact naure of the
service which & required or wouk! be required for the guests. This will further become pecessary post
the pandemic as many of the services required would be louch less, to add value addition and safety
fior the gpoests, ’
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The change in service delivery fom manual to digital is slowly laking place in the Hospitality sector,
which allows the sector to provide assurance of safery and security o the puests availing the services.
The industry is taking steps 1 adapt technodogical intervertions whersver possible. Self-check ins,
check oot kiogks, chat bosts, smant key cards, access through guest mobiles are some of the key
examples of the wouch less precautions taken by the industry.
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Social media has been playing a major role n today's workl, The Hotels tow, arg using these socal
medin platforms o inform the guexs abowl e timely updates of the protocols guided by the local
governments. the social distancing practices being practiced at the hotels, the hygiene and sanitation
measures taken, the cormmon areas of the hotels, adaption of technology, special rates ete. The sockl
media infleencers too have a rols 1o play in these times 85 the ones who have already wilnessed the
zervices by a specific botels may put information about the hotels efforts to ensure safety and seourity
may &lgo help the botels in big way.
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The technology woukl enly add value when # comes to guest satisfaction and seeurity. The guest
would become more confident when the technological mterventions would help him enjoy o seamless,

happy aml safe stay.
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Techaology will rdd confidence in guest 1o avail services in a botel in the post pandemis world,
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Dig_."lﬁi-.’,aﬂml of the processes will also help hotels to manage their own resources effectively and help
maintain the costs. Technological advancements like sensor motion lights, lemperature control enables
the botels e save cnerey.

Teal. Ve Ol Qe il m dee Fmaml o prore sl O SR S ek Bl Tl aprrmio
Al 1w

i Coevarmd. fosmm
ey

- ireamrea
e .

The guest services can be customized and can be =erved atl the guest’s convenience and nesd. The
guests can use their own gadgets and use them whensver they need the services.
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Addition of technolpgical iterventions will only add value to the guest service. The hospitality secior
will gain more advantage of securny, safety and control with the advencements of technology. The
ndvancements which are applicable in these testing times, will continue providing better expericnces
and guest safety even o the post pandemic workl as the guests would become habitual fo the
techmalogy.
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The hotels which adapt technology at o faster rate will remam ahead in the market as compared to the
ones which do not adapt the technology as the services will become redundant and will need a upgrade.
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The nfonmation received by the guests can actually help the hotel 1o design the services as needed by
the guests. It also becomes mportant that this data is carefully wsed to share information about the

hotel and the upcoming events and offers ete. Providing guest satisfaction by anticipation of the service
need would actually be easy through technology

Toorrs b eSS B Gy o o A L Y P
wrlmin Pmeraibeugg
-

-

The technology can be very useful in handling ¢risis where human beings can do litle. Touch less
services, sensor lighting, robot concierpe, mobile and gadget apps will enable the seamless service amd
will be able to sail through the crisis sitiations, Decision making through artificial intellipence would
ensure accurate and effective measures are undertaken by the hotel, 1o assure safetv and security for
the prests and also for the staff of the botel in testing times,

The pandemic has had severe impact on the hospitality services. The hosprality has been quick to
realize the need for the technological interventions for providing seamless guedt service and deliver
gatiatnetion, The technology also helpa curb costs and allow the maragers to talke a better control of
the crisis situations as and when they arrive.

Conclusion

COWID-1% pandemic has certamnly affected the world. The Hospilaliy mdusicy was the worst hil the
tourism mdustry came to «and =till and the operations became close io zero. With the hope of the
vaceimation, the hospitality stasted the operations with domestic puests. Technobogy was actually st
new to the hospitality industry, but in this crisis situation, it became necessary for the hotel operators
to adapt to newer trends In technology with ¢lear intention of bringing the customer confidence back.
In the past decade, the technology has evolved and has played a key role in the development of the
hospitality and tourism scctor. Adaption of technology has bocome mandatory due to the pandemie
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and there have beon many moovations and development in the technelogy, Along with the value
addition, technekogy also wdds sense of security and confidence. Technology has proved to be eTicient,
and acewate to provide puest service, Touch less services were inroduced, 1w ensure reduced human
touch. The customers” expectations also imcresse as the newer technologies evolve and this clearly
create a demand for new innovations in the feld of technology i hospitality sector, The costomer is
now dependent on virtual services and requires a higher bandwidth, a simple Wi-Fi system is no more
sufficient and the hotel must mvest n 3 good broadband bandwidth to suffice the kad it would cary
due to the virtual services, The menus are now easily accessible from guest mobiles or tablets enabling
them to order direetly, The trend will just keep growing wilh more additions and newer ways of contact
less service, This pandemic has changed many things and people will have to now start living with the
newer ways of life. The technology not only help tackle crisis but also improve and creste new guest
experienees that anticipate and meet evolving guest expactations.
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Abstract

With the onset of the Covid 19 pandemic and normal hife thus coming toos halt, the concept of ¢lond
kitchen gained momentum. The purpose of this study s to ascertain the preference of cloud kitchens
over restaurants during the pandemic. Food delivery globally has been experiencing massive growth,
alompside rapid advancement in lechnology has given & Tarther push to cloud kitchens. Addifonally,
the factor of hypiene and safety as a priority and changing ssles stratepy can further establish e
vitality ef ¢loud kitchens overall,

Keywords: Life in bockdown, eloud kdehens, ghost kitrhens,

Introduciion

The concept of ¢loud kilchen 1= not & farly new phenomenon, bat has a high amount of investment
that has steadily increased over the years. Pre pandemic, food orders and delivery were miamagsd by
synchronous medes of communication lke over the phone, personal references, advertisements and
flvers in local newspaper and online food applications. [Kitchens et al., 201 13As technology took over,
(he operations were mainly managed ondine, which provided an oppoduniy Lo soyone hiving & Kilched
facility could coter to the demand through websites, online applications and food delivery partners.
The virus that ook the 2lobe in i grasp sioee it neeption in early 2020 and the subsequent lockdown
meazures have seen a substaniial shift in demand, from in-restaurant dining towards home-detivered
foed, Cloud kitchens have been key to facilitating this move.

Clomnid Kitchens:

Cloud kitchens are also referred to as ghost kitchens or wirtual kitchens, Cloud kilchens by its virlue
coubd be explained as o restavrant thet does ool have the capability of dine-in, T8 denptes a place where
food is prepared and delivered at the door step by taking orders via calls and online ordering platforms.
They do not primarily cater to dine-in services but are mainly wmto fod preparation and delivery or
Liatse with food ordering portals such as Swiggy, fomaio, dine-m, in India (Tmes of Tedia), Cloud
kitchens offer varied meal plans, ranging from local Imdian speciallies o giobal and even haute
cuisine.

Impacts of the change from restaurants to clowd kitchens
Making Hyglene and Safety a Priority

= o = = = = — —
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With mamtenance costs further reduced, cloud kitchens have been imvesting more to ensure the
liygiens and quality of the food and packaging, since the beginning of the pandemic(fadis Today).
Kitchens are equipped with infrastructure and the s1aff is well rained to follow the guidelines provided
by the governing authorities, Daily temperature chocks for kitchen stall and delivery staff along with
regubar cleaning, and sanitization of equipment and workstations is undertaken to ensure that the od
is not conteminated in any manner. In order to meet the timely and systematic delivery to the
customers, cloud kitchens make vze of FEAS or their own employees for a persopalised touch. This
couplead with the advent of eontactless delivery has enhanced the safety not onky of customers, but
siaff as well

Suitable Conditions

The restrictions on dine-in fecilities for restaurants have completely changed in faver of food
deliveryi{Gosal & Palsapure, 20200, Customers are heavily relving on food delivery apps for their
needs. This s a growing opportunity for cloud kitchens, which can further expand 1o combine
variations like stendalons restaurants, multi-brand kitchens, or kdchens where restaurants can have the
whole thing owtsourced. The pandemic envwenment provides for a perfect opening to increase the
market share of the Food and Beverage industry by making informed decisions taking mto account the
choices and needs of the customers. They can easily familarize o changing customer prefiTences,
which can lead (o the rapid growth of cloud kitchens,

A Change in the Sales Strategy

The universal strategy of offering coupons and discount codes 15 bemg changed with the assurance of
the delivery of hvgienic and gafe inod. In the current Covid-19 fright, customers kook for the trost that
can be puarantesd by restacrants if they can guaraniee them that the food is made in the most hygienic
ennditions and iz delivered to them with no scope for infection. Customers do not falter m paving the
extra amount if brands can ascertam fo them that ther safety needs are the first priorily of the
restaurants and delivery agents{Jones, 2020},

Lower Costs and Better Margins .

The Food snd Beverage industry has soffered economic losses like most industries during these
troubled times, which is only getting worse with eminent lockdowns. Kitchens have to cat down on
staff’ to mamtain operations and are therefore preferring the cloud model since it only requires a
mimmal back-end staff, which is advantageous for both emplovers and emplovees in the present
conditions{ Chavan, 2020). Besides, operating cloud kitchens in the lockdown period is optimal, rather
it has higher margins given the severe cosl culs in infrastructure and other dine-in facilities, With these
margins they can redirect investiments to increasing menus and offér competitive rates, leading to more
FEVENLE,

Change in Custemer Demands

Cloud Kitchens can adapt to change in demands much faster than restaurants that have been switching
1o onling delivery in the face of this pundemic. Cloud kitchens have an edge in providing facilities like
better packaging and contactless delivery. With families spending time together in lockdowns, the
ordering pattern has shified towards cost-effective meals (Chowdhary, 201%). Healthy and nutritious
firod have also seen a swell in demand, with people trymg to live a healthier hifestyle. Cloud kitchens
find it easier in Fving in to fuch demands ag compared to other restaurants that swill lose out on income
if they don't keep up with the changing demands, Food items that were earlier exclusive to the dine-
in menu are now &dded to home delivery menus to attract more customers,
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Liternture Review

Social media kas been used most often 15 all of e clowd knchen undertakings. This rise 1 use of
social media has delivered @n opportunity for the growth of choud kitchen and the rise in mumber of
potential customers, Cloud kilchen are known to attract customers for its unique dishes, the taste and
quality of tood, the variety in the nomber of fast faod items offored and the hassle free availability at
the doorstep (Mitesh Chouban, 2019). The Cloud kitchén concept is cost effective, no fuss and the
eminent foture is for home delivery food and takeaway with the rise in restnctions put forth by
governments for contaiming the pandemic. Cloud Kilchen enterprises advertise through social media
marketing which is less costly as compared to big hoardng and bill boards (Kumar, 2019). Cloud
Kitchen as a concept i3 an emerging trend and moden phenomenom accepiod around the globe quite
readily. Compared to restaurants and fast food outlets CAGR (compound Annual Growth rale) is very
finteworthy for clowd kilchen operations. Mulki culsme restanrants snd chain of restaneant have started
implementing the concept of cloud kitchen to be in the competition. Takeaway food putlets that don't
have the facility of dine-in within the premizes, now kave an option of setting up cloud kitchens. Cloud
kitchen worls as food production team with space for food preparation and delivery at doorstep of
customers or tzkeaway by customers {1LM Moyeenudin, 2020).

Research Methodology

Ohjectives

& To apprehend the need of chud kitchens during the leckdown phases of the Covid 19 Pandemic.

* Ta explore customer preferences of cloud kitchens over restasrants.

® Ta entily amd analyze the limilations of chowd kKichens.

The research involves both primary and secondary data, Specific procedures and techniques used to
identify, select, process and analyze miormation about the topic.

Primary data-The primary data has been collected from people who order food onlme A
guestmnnaire was crculated which featured relevant questions for analyzis ofihe topie chosen by me,
Secondary data-The primury data has been collected from the mlemel from journals, webstes, pages,
blogs, rescarch papers and social media

Sample size-The sample size of this research report involves 69 people who have been sclected
conmpletely based on convenience and relevant 1o the study.

Sampling method

Random samphng method has been used fo collect the data throwsh a medrim of queshionnaire.

Data Analysis and Daca Interpretation’ Findings
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Figure 1
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83% of the respondents know about cloud kitchens and have responded posiiively to the question, 17%
respondents are unaware about what cloud Kitchens are and henee have negatively answered {he
CpEesticm
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Figure 2
The highest number of participants 1.e., T8 3% prefer ordering food throagh mobile applications, The
otber 20.3% prefer food take away from their favourite food joints. The remaining 1.4% participants
profer ordering food directly from the restaurants or food joints website.
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Figure 3
Majorly participants prefer ordering food fom restaursate. According to the data collected 73.9% of
the participants order food from restaurants. Participants do order food from cloud kitchens but they
arc comparatively less in number, From the data there are 26.1%; of the participants who order food
do so from cloud kitchens.
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Figrure 4
Lookng at the respenses above 535% of the participants prefer ordering food from restaurants becausc
of their liking for a particular cuising and because the restaurant food is according to their personal
preferences for taste.37% of the participants order food from restaurants because they trust the hrand
and the guality, taste and quantity of food they serve. The remaining 19% of the people order food
from ressaurants because they have been visiting a particular restaurant for qut a long time and are

loyal customers. _
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Figure 5
The majer reasons why participants arder food Fom cloud kiehens 15 becavse of the qualiy of food

they serve, mene varety and valee for money, Hyoiepe and feasibility are other reazops wly
participants prefer ordermg food from cloud kitchens
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Figure &
From the above data ot 1= analyeed that cloud kitchens bave gained popularity over restaurants when it
comes to ordering food online, 79%, parlicipants agree to the question and responded positively.
The remaining 21% participents responded negatively amd saying restaurants still overpower cloud
kitchens when @ comes te ordering fod onbme.

Witk accorcng to vou ane the limitmtions feced by clowd kitchang?
B9 responess
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Figure 7
According o the responses received the magor imilations for a ¢loud kitchen are that they are not able
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to provide an overall dining experience to puests snd they have a customer base for a restricted sres
Other imitations according 10 respondents are that cloud kitchens face difficulty to rezch customers,
they offer hmited choices of menu and # 35 difficult for them to find a space required to start a cloud
kitchen,
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Figurc &
Accordme to the responses there 15 a need for more cloud kichens 5o a5 to promote small besmess n
the city. §3% people say so 55% people say that ¢loud kitchens prepare food hygienscally hence thers
is 3 need for more clond kitchens 34%, participants say that cloud kitchens serve simplified menus.
Smiple and wholesome ingredients with no complexity is the mam reason we need more cloud
kitchens. Cloud kitchens have comparatively lower prices than restaurants as they have low operational
costs, 39% participants have responded for lower costs.

Conchysion

To conchde, cloud kitchens ars a new concept which do not heve a physical dining arca bul propare
food and deliver 1 through online delivery applicetions to their customers. Cloud kitchens have
become popubsr during the pandemic as people had no dining options available. Cloud Kitchens serve
food with good quality, Laste and that too at a reasenable price. Cloud kitchens have kower aperational
cests, lesser number of stafT reguired, no restriction of space, no dining area to maintain and hence can
offer products of the same quality but at a lower price than that of restaurants.,

Setting aside all the odds elond kitcheas have emerged to be a tough competition for the restaurant
busziness in the world and in India. They have made & space jor themselves in the market and are
serving costomers. All this to the extent that restaurants started following their husiness model during
the pandemic to vail away their daily operating expenses and earn minimum profits. This shows that
every difficull time gives us an opporiunily to upgrade and mnovate ourselves and the one who changes
with thé time is sure to sustain in any given situation.

Suggestions

o A limitad choice of meny 18 & concern with customers, entreprenenrs can add meno variety for more
customer satizfaelion
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& Since the customers have no access to kitchans there is a concern on the hygiste, entreprensurs need
to give customers the assurance of quality and hygiene, through ways of packaging and use of non-
reusable comtainers, and vacuum packaging as this is need of the pandemic.

# Feedback from customers are important and implementing them gives an assurance 1o them and
increases profitability. -
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Abstract

India is a country of varied culture and traditions, however this is the country which is always ready
to accept, adapt and Jearn new things then let it be food, apparels, technology ete. |t was a culture till
the post-independence where (he men were the head of the house and were responsible to go the
earnings for the family, there is & sea change in all these traditsons now, the family dynamics have
changed over the years. There are a ot of technological advancements along with edocation what is
ohserved these days, there s no skill or job which is restricted 10 a particular pender or ape evervone
is readily following their own passion in some way or the other, sometimes this passion or liking is
also becommg a source of Income. This paper 18 about the emergence of Home-hakers and how the
use of social media in the challenging times have helped them boost therr sales. Pandemic brought the
world to a standstill, but B also pave on opportunity for small time bakers and also buddimg
entrepreneurs, to follow ther passion and converting it into o business opportunity, it olso saw a lot
of use of social media for promotion and sales, but also faced a few challenges as lock down was
decharcd and carrying out the Lask al tmes became difficull. This paper highlights how social media
was a boon for the home-bakers.

Keywords: Home-bakers, Social Media, Pandemic, Challenpes.

Introduction:

The past year was a major destruction to the world in terms of bealth a5 well as business. The COVID-
19 pandemic has affected the tves of peopk: in an immense way. People recognized their skills and
talents, made use of the free time and developed their skills by learning more. This sivation gave a
rise lo many small businesses, Home-Baking is one such small start-up which fourished durimg the
lockdown, It all started when people staried baking desserts for friends and families during e
lockdown perind. People started following the videos and futorizls based on baking to learn and master
the skill. Peopls from all walks, heusewives, students, working professionals and even the experts
started a small set up from home either to relieve stress, anxiety, upgrade the skills or te start a small
business,

The clientele’s preferences have changed to health and hygiene as there is an increased health rizk and
prefer home-haked products. Home-bakers offer a variety of dessert menu starting from brownies,
domuts, cheesecakes, cookies, cupcakes to customized cakes incloding fancy decor, edible cake
woppets, floral and weddmg cakes.
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The pandemic has given these emerging entrepreneurs an oppertunity to resch the chose circles, expand
their reach to the local region. The social media has played a key role in making these bome bakers a
success. Social Media has helped them to attract the potentin] customers. Furthermore, along with the

business home-bakers make wse ofthese virual applications to conduct workshops and showcase their
work.

Ohjectives:

» To understand the evolition of the Home-Rakers during the pandemic.
= To asseas the challenges faced and measures adopted by the Home-Bakers.
* To recognize the use of Social Media for marketing of the baking businesses,

Hypothesis:

H;: The bome baking business have flourished due to the pandemic and loekdown.

Hat The Pandemic has had no significanl impact en home baking business,

Hy: The home baking business has adversities to grow and has to make necessary  adjostments.
Ha: The home baking business is easy and can be managed easily without any issues.

M;: The social media 1s an effective tool for marketing for & home haker.

Hy: The zocial media is only used for socializing ard isn't much use for marketing,

Review of Literatare:

Ritika Gupla, m her blog, Why Home Bakers are an edpe over Commercial Bakeries (Feb, 20i6)
mentions that the market for high end cakes in and across the country is increasing at a very high pace.
It is observed that people want customization and personalization of cakies and other baked delights as
it seems to be out of the box. Home bakers have taken the market to next level for a mumber of reasons,
such as, uneompromising quality. Home bakers ensure that all the products baked in their home-
lcrehean, is fresh and of good quality.

Horme Bakers boke fbr honschold consumption and home baking entrepreneurs are the vnes who sell
their home baked products. (Scshavarthan V, ot al, 2020} In a blog posted on CABC Make it iMarch
28, 2020) vitled Why evervone i Sguarantinebaking their way through the corenavirus pandemic’,
Ms. Catherine Clifford states how people from all over the world have staried home -baking as a stress
reliever, Many have started using social media, to share their baked products and conduct a virlual
conversation Telated to baking, with friends and families on a wide range, using the hashings. The
Econamist {April 08, 2020) posted a blog on the Daily Chart section “Home baling ix om rige, Thanis
fn coranavirus lockdowa' mentioning the increase in the sale of baking raw materials in France,
according to Mielsen, a market rescarch company. In an article from The Print (dprl 26, 20200 tiled
Indians {n lockdown find a new passion in baking bread, and it v helping them beat the blues " by Ma.
Fiza Jha, mentions that, let it be & supply chain issues or the need to overcome anxious energy,
quarantined Indians are tuming to the culture of baking btread. During the hard times of covid-19
pandemic it was woticed that a trend came mto exstence amongsl the ndians - bome baking. In a
newspaper article from Findusian Times (May 07, 2000 "Sweet nothinge: Home bakers whip up and
deliver defights amid lockdown ', Ms. Malika Bhagat has mentioned about the home hakers from Delli
who ane facing a tough time to keep the business going on, to coter a high demand with limited
resources [ raw materials, Home bakers offer a special lockdown menu which consists of healthier or
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ket desserts, keoping in mind the bealth and safety of the customers. The news article from The Hindu
fSepiember 7, 20200, Students groonmd fndtea arve turning towards baking busimess: heve s fow'
written by Ms. Padmaia Jayaram, states about the siwdenss who are wiilizing 1he lockdown from
balancing their studies and coming up with new experiments to set up a small business. In the blog
ko restauraniingia.in ((orober 27, 2020, “How bakery industry 15 innovating during the Cavid-19
Pardemic, the director of Boan Group of Industries, Mr. Amrinder Singh., has revesled about how the
pandemic has helped the home bakers to get into focus and attract a number of customers, Offering
healthy baked zoods apd unigue produects have assisted the home bakers to get business. The
newspaper article published in The Mew lndian Express (December 25, 2020), ‘Home bakers steal the
show' by Ms. Deena Theresa, mentioned about the rise of home bakers and ther growing business
turing lockdown, The home bakers whe had their hands in the business even before the pandemic,
noticed a great ncrease in their sale from mid of 2009, The inerease in home hakers was glao seemed
to be a challenge for the ones who were akeady indo this business, ag the new home bakers offerod
products al a lower cost The news article from The Temes of India (lanuary 37, 2021} ‘Rize af the
Hore Bakers' stated how the pandemic and use of Social Media became a blessing for the Home
Bakers, The social media has become a tool for advertizement. The pandemic hod a great effect on
several lives, thus 1o manage the siress and anxiety, people started to get into baking, In an article from
HospitalityWorld com fram The Economice Times (May 17, 2020) The rise of home bakers amid
peveclemnic | Mas, Sakshi Singh states about how the lockdown has pushed 0 many baking enthusizsts
to start their own venture snd convert their pession inte profession. The bakery mdusiry in India, i
facing a robust growth of over 9% and was caleulated 1o be USD 7.22 billion i 2018, [t is clear that
people prefer purchasing from clean, hyeienic and (rosied baker, for most, this could be a friend,
relative or an acquainiance that they rust which auomatically improves their market value, With an
increase m the sprrit of éntrepreneurship. the scenario of home bakers in India looks quite promising,
Speaking sbout the digital world, technology has been a big reason for this shift i the trend. A blog
posted on Barey Callebint website, 'Why people bake or home — Top 3 Home-baking trends’ has
mentioned why homs haking is getting so much growth during the pandemic. This time, people ulilized
to bake sweets for thewr families and watched many baking recipes on the social media platform. The
3 main reasons for this are — Induleence: Due to the lockdown, people tried their hands on baking,
Health s the other reasonfirend which has gamed importance thus, people preferred home. baked
delicacies which offered them vepan and eggless options; Convenience is the oliimate reason. Peeple
need easy way Lo gei their work done with high auality and quantify,

Research Methodology:

« Primary Data; The primary data was collected by circulatng a structured questionnaire and
mteraction with the home bakers from all over India, majorly Pune and Mumbai. The questionnaire
was ciroulated o 65 home bakers out of which 40 respondents gave their feedback and were able (o
belp in (he analysis of the data for the particular topis,

« Secondary Data: The secondary data was collected by referring various prinfed and  published
material, which was available in the form of official websites, E-paper, newspaper articles, hlogs, efc

Anakysis
1. Areyoua?
Tt was alsn a very noticenble thing that $0% of the responses (20 sumbers) were workimg
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profeszionsls from another field. 45% (13 aembers ) were shadents and 5% (2 numbers) were
hoasewives whe had ventured into this are

——Are you a? {40 responses]
Housge- |

witehushand |
i e
'Wl}"lilm | Student
| Profession A5%
| s o

® Shudgnt = Workng Profession 0 House-wifedhusband

2. When did you start baking?

To identily when did the respomlents actuaily starl baking or think ing aboul getting into this business,
the analysis for the same was 60% Le., 24 respondents were already mio this business even before the
pandemic streck and 4006 Le, 16 respondents only thought or entered into the business during the
pandemic,

When did you start baking?

.I'ugl:-urF'.' nohamie -
-11'.':‘& damic

VLT
m Bofore Pandesric  w AfLer Pandemic

3. What was the purpos2 of bakmg?

Out of 40 respondents 26 were doing this as this was their hobby and likmg, 10 respondents had this
as a source of income, 2 respondents also mentioned baking helped them to relieve stress and anxiety
during this crucml time and 2 respondents were passionate about baking,

__What was the purpase of baking?
Relieve stressand | Passion
arisiany - - T sw |

i i
——ruriE o income |

3_53‘ it it by
o 65%

e

B InferestfHably 8 Soree of income. @ Relieve stress and amsisty = Passion

4. Have o been trained in baking?
When the part of iraining for this partkeular business avises to adapt to the skills of bakmg, out of 40)
respondents 22 had aequired training and 18 were not acival trained in the bakmg.
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Have you been trained in baking?

ufos wfo

3. How did you come up wilh the idea of this busincss?

The grapaical representation shows that the generation for this business came in from various sources
for the respondents. 13 mentioned that the family was the motivation for them into this field, 14 of
them converted their hobby into business, due to pandemic 7 of them started with baking.

How did you come up with the idea of this business?

: P-l'lanurt damand | | Ml busines
M e L — %
Hokiby mne: professinn BT i
L) A Eton
: 1%
e """‘-‘lﬂ' L topal readiad ntemet
7% 10%
= Farrelyfrignds suggestion » Sooal madlaf Imternet @ Pandemic

m Mobby irto profossion a Ffarke: demand ® Mo hiEsness

6. Do vou make uze of Social-Media for advertising your business?
Out of 40 respondents, 39 stated that they do use social media for the purpose of advertisement of their
business.

Do you make use of Social Media for advertising your business

l4a
— 3%

Yes

B gE B KO

7. 1f yes, which platform do you prefer?
From the data collected i = seen that the respondents prefierned various onling platfonms to showcese

their products. Maximum respondents 1.2, 30 numbers chose [nstagram, 4 opted for Facebook, other
4 for WhatsApp and 2 of them prefer all the mentioned platforms.
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If yes, which platform do you prefer?

Whatsapp Al | Faceboak |
o P et .-i,--.,‘ W
Inskagram |
s

® Faoelook  ® nstagram = Whalsdpp = AR

B. Were you successful in attracting the potential customer for your business using social media?

73%% of the roral respondents {30y fownd that social media belped them 1o draw attenton of their clients
towards the business, 23% (9) were not sure whether it was social media that helped themn m the same
and 2% i.e., [ respondent said it did not help him to atiract the customers.

Were you successful in attracting the potential customer for
your business using Social Media’Y

| Maybe |
23, f
Hi _ ‘
) ‘
Yex
ThE

wies mho = Mayba =

9, How do vou deliver vour producks?

It is clearly observed by the pie chart that most of the home-bakers (21 respondents) self-defiver ther
producis. 2 of them use Dunzo App, 14 respondents mentioned other options such as Faito, Uber, third
part ydelivery boy and/or TaXe-aways.

How do you deliver your products?

Swigey/ Tarato | | Dntbasr
o et - o %
o e - '\
M
Self

|2
oSpif = punzo = Swiggy/Zomsto & Onhe

10, Who handles vour Social Media business account?

Moat of the respondents, i.e., 97% handle their Social Media account by themsclves. Only one
respondent mentioned that the account was handled by hisrher fnend.

A — e e mm e m m s
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Wha handles your Social Media business account?
{ Onhar
%

ot
%

m Splf = Other

11, Is your business répistered under Food Safety and Siandards Authoriy of India (FSSATY

When it was asked about the registration of the business under Food Safety and Standards Authoriiy
of India, maximum respondents (23 numbers) have FESAL license ond 17 respondents do not have any
food license or haven't registered for the same.

Is your business registered under Food Safety and
Standards Authority of India [FSSAI)?

;ﬂ“!\
Mo
AR5 ¥es
ST

g

® Yot @ ho

12, Would vou like to adopt any other ways of promotion for your business?

When it came 1o different options to be used for the promotion of the business other than Social Media,
the respondents chose wvarious options. 4 respondents selected advertsement published in the
newspapers, pornphlet distribution was selected by 6 respondents, Most of the respondents [ 26/34)
chose the traditional way Le., word of mouth ag another option to promote their business. 2 respondents
chosze all the mentioned ways and 2 respondents gave suggestions like to promote the products in
stores, cafes and bekeres.

Would you like to adopt any other ways of promotion for

P _
your business? —

-y "'-"*"-"l - Bistributionaf T
[allalthe st o f‘ "‘ll r:-rpnl:ru -
_?.7.5 ] w.;rduimuth . 1
B5%

® Pewspaper Adhvartisements = Distribution of Famphiets = Word of Mouth = All of the sbave = Dihar

Findings
Though many of the home bakers were into the baking business, they have seen an merense i sales
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during the pandemic. The home baking community consists of people not only form hospitality
profession but ales from many other fields, with about 75% people being rom an age group of 21-30
voears, I is obzerved that, out of the 40 responses received, 73% are female bakers, thus, it can be
mtérpreted as the home baking irend 15 a female dominated area. The home baking community is
maostly people who do not hold any professional certification. In other terms, many of them are self-
taughi bakers, Home bakers came into the marke! on & larger scabe due to reasons like, market need,
rise in demand for healthier products lke gliten free, keto diet, sugar free products. The home bakers
alse faced some challenzes in their business, majorly was relaied W avaslability of raw materal,
professionalizm amd shomcomings of knowledge in using social media es & tool for sdvertisement,
Social media 1 also used for comimnication with the clients and to share varions recipes and baking
tips with the other baking enthusiasts. Few home bakers have a third party or a delivery agencies for
the delivery. Majority of the bome bakers manage ther socal media handles on their own, however
there are few hakers who outsource social media handlers. Along with social media, some traditiona]
wayvs of advertisements like newspaper ads, pamphlet distribation, word of mouth and promotion of
their products through other established stores is alse practiced by the bome bakers.

Conclusion

Home Baking as a business was exisiing simee many decades, During the pandemic, home baking was
slill very ongoing business by many and welcomed by both the bakers and the consumers. This
business has also seen a rise in trends related to styles, menws, presentations, themes, colour
combinations, ingredients, etc, According to the NRAI Indian Food Services Report, the share of
bakery and desserts i the foodservice market across different formats i26%. And this number s likely
b grow at & great pace, increasing the number of bakery shops in India. This can also be accounted to
the fact that technology has ensbled many home bakers to showcase ther baking talents and run
successful home bakeries.

In times of covid-19, many people identified their liking and skills which led them to gt inlo this
buginess, As every store, restourants, etc. were shut down during this crucial time. the home bakers
opened their doors for the customers. There were many reasons recorded by these home bakers 1o
come in business such as — passion into profession, source of income, few also ment ioned baking as a
meditative therapy to relieve stress. The home-baking marlket = incréasing on a greater pace with the
assistance of digital marketing. Social media plays & vital role in the advertisement and promotion of
the priducts 1o boost sales. The trend bas now tumed many enthusiasts to take up the baking & a
profession for the full time.
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Introduction

Maharashtra is one of the states of India which is blessed with a scenic and sereng coastal area,
very prominent and popular amongst the weekenders and family tourists, it has also ohserved
a lot of infrastructure development in last decade. The locals bave always becn very hospitable
and have adopled various sirategies for promoting tourism in the this belt. They have always
been showcasing and promoting  their local cuisines and culture and the alternative form of
tourism i.e. Homestays have been one of the most preferned accommodation facilities amongst
tourists both domestic and International. The destinations along coastal belt is well connected
by roads and rails. Tourism over here has seen a footfall all round the year but most busy season
stans from March,

And Beginning of 2020 was no different until the Pandemic started showing its signs . The
alarming spread of the coronavirus infection {(COVID-19) has affected the world, especially
hitting the turism and hospitality industry mest severcly. Uneapected travel restnctions and
border closures &'must countries across the world have caused millions of livelinood and jobs
lost. Because of COVID-19 Homestay business was also affected from February 2020
Bookings were initially suspended via online and travel agencies tll the March 2020, The
revenues have been so scriously hurt that it was diffieull to pay the staff and utility bills,
Homestays were trving (o create a model that would allow tourists to enjoy the quintessential
homestay experience, while alse ensuring the safety of both guests and hosts. Both staff and
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vigitors wene put through th;nnnﬁl screening. Few Homestays also created separate entrance for
EUess.

A Home-Stay, by its combined words (home stay) is staying in some one's home as a paying
puest for ghort time period, guests are provided accommodation and services by individual
family and community toe. Thercfore, the Home- Stay Regulation has accepted it as run
imanaged) by an individual or communiiy. The Home Stay seeks 1o draw tourists away from
posh and crowded urban arcas to the rural locality full of splendid natural surroundings, by
providing them with clean, comfortable and budget-friendly accommodation and food. Thus,
homestay offers the traveller 2 unigue local expericnce and possibilities of interaction with the
host family. It offers the chance o experience new and untappad piaces which has enabied the
government to popularize new tourist destinations, and provide alternative source of income to
the rural folks. In home stay tourism visitors get a chance to spend time with the family
vheerving ther customs, values and culture, which gives them the opportunity to feel the taste
of rural life.

The main objectives of this research paper, 15 to provide an overview of the challenges faced
and remedies adopted by Homestays operators, pre and post pandemic. Because of pandemig,
Homestay revenue were affected |, to recover and deal with future challenges homestay had to
optimize cleaning strategy, rework with the existing layout, create o mini market for essential
o avoiding movements of tourist, take advantages of mew marksting channels, scek
diversification, improve sanitization, self-care, hygene standard as per WHO, cte.

L4 Objectives:

*  To understand the concept off Homestays.

* To identify the change in operations of Homestavs.

* To analyse the sustainability of homestays in future market.
Literature Review

l. Sandeep Kulshreshiha and Ruchika Kulshrestha (12th Auguest, 2019) author of
*The emerging importance of “homestays™ in the Indian hospitality sector’ talking
ghout the benefits of homestay tounsm from the perspective of homestay stakeholders
and the impact on sconomie, social, and cultural life, as a result of growth in the
homestay voncept and also the sing tend toward homestays, Author also mentioned
about the homestay means they provides ravellers 2 sense of feeling &l home, guest
will interact with the host family, first-hand relationship with locals, also experience
the local culture, and it's a low-cost sccommodation so homestay is affordable for
everyone.

3 The newspaper article in The Hindu (13th March, 2020) ‘Homestays gear up
for hard times” written by M, P. Praveen, presenis the current scenarios of the
homestays in India, “The future hardly looks bright though mixed fortunes appear to be
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n store for homestays in the district. Usually, homestays record 70% occupancy during
March, But this time it has gone down for majority of homestays with the future
bookings not looking that bright,” said by the M.P. Sivadattan, He is a director of Kerala
Homestay and Tourism Society, Usually the rooms were full till the end of March, Bul
because of COVID-19, business were affected since February 2020. Remaining
bookings also pot suspended via online booking and travel agencies which was done
for the month of March. *The revenues have been so seriously hurt that it would be hard
to pay the staff and utility bills®, said by one of the homestay operator. Some homestays
alsn voluntarily chose to block the bookings till March 31 for the safety purpose of
family. But al another side one homestay operator chose to take bookings, he have
bockings by foreigners till March 152020 after that they were mostly expecting
domestic tourists Ul the airponts are not get closure.

3 Jiang Yangyang {(30th Apnl, 2020} as mentioned in the Shine news that “How
homestay industry survives after COVID-19" and also gave some suggestions for the
industry to recover and deal with future challenges like have do optimize cleaning
strategy in which he written that safety and health were highly valued by consumers
following the outbreak. Specifically, more than 90 percent of potential customers were
concemed abowt hygiene in rooms and the health of service staff, Therefore, homestay
businesses should optimize and advertise the cleaning process to reassure customers,
For example, they may use multiple media such as websites, WeChat and live streams
to show their cleaning and disinfection procedures, In addition, they ¢ould also provide
a "rcassurance card” in rooms which have record of the cleaning times and the
temperature of the housckeeping employee. Rework with the existing layout means
they may adjust the layout of public areas by increasing the space between chairs and
tables, using screens to divide public aréas, and allogating or limiting the time public
spaces could be used, Create @ mini market for essential to avoiding movements of
tourist. Take the advantage of new marketing channels i.e. Social media platforms,
webcasts and online videos have become popular channels for marketing promotions

Homestay businesses should increase brgnd awareness by sharing the homestay
experience through live broadcasts. Seek diversification because diversification could
enable homestay businesses to withstand risks and uncertaintics, Spectfically, the
coronavirus pandemic has made the public adopt healthy lifestyles, which facilitates
the development of rural tounsm and ecotounsm. Therefore, the mml homestay
industry should launch experiential products that focus on meditation and retuming to
nature, For urban homestay businesses, launching long-term rental products might be
an option for diversification. They may also share spare rooms and public spaces with
other enterprises during the off season, for instance, by jointly creating & wedding
venue. Improve senitization, sclf-care, and maintsin hygiene standard as per WHO in
Homestay for safer stay of guest.

4, The newspaper article in The New Indian Express (1Tth Jume, 2020)
‘Homestays stare at & bleak future” written by Gautham 5., presents that the lockdown
affected the tourism industry badly. Most of the homestays were mn by the elder people.
Henge, they were afmid to toke in guests duc to fear of the pandemic. Though the
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government allowed all homestays to open from June 8, it came with conditions like all
hotels and homestays should have thermal scanner and should only accommodate one
guest per room as per the guidelines. In the'current situation, homestay oWners cannot
even afford the thermal scanners because of no business and Jess revenue, Ganesh
House Homestay, run by Manoj M P, is one of the mest popular homestays in Kovalam.,
Manoj has been awaiting guests from April. He said that the homestay was started by
his parents as a source of income during their retirement life. Dunng peak season, they
mitke a profit of 30,000 per month. Though many enquiries have been coming, they
were scared to take any bookings. I a guest is infected, the entire family will have to
go under quarantine, forcing the homestay to shut down too as per the guidelines by
government. Many foreipners who visit Kovalam every year were ready to come back
if flaght services restart. But if the outbreak was not contained soon, several camers will
have 1o migrate to other businesses. One of the homestay operator, Rita Madhukumar,
who runs Rita's Homestay in Varkala, said they get enguiries [rom tourists within the
state. But they also were not taking any bookings because of COVID 19. Another
homestay operator, Sivadathan gaid that homestay owners will have a tough season this
year. Even if homestays start taking bookings, neighbours may raise issues due to fear
of the pandemic. They can only sustzin in this business if the govemment supports them
in this situation, Becanse almost 10 per cent of the state’s total income comes from
touriam sector. Hence, the government should act to sustain the tourism business. Even
auto rickshaw drivers, cab services and small shops depend on the tourism sector. The
government should give long-term interest-free loans 1o homestay owners o revive
their livelihood.

5. The blog was written by the Karan Kaoshik on the official website of Qutlook
Traveller (27th June, 2020), *While some homestay owners have already hosted guests
since they reopened, others are still fickle minded about opening their doors for
tourists”. Flomestays were trying to create 3 model that would allow tourists o enjoy
the quintessential homestay experience, while alse cosuring the safety of both guests
and hosts. One homestay operator said that both staff and visitors will be put through
thermal screening and every room will have faccmasks. Also, they were croated
separate entrance for guests. They also made changes in cooking style, nowadays guest
will self-served their food which create home away from home feeling. They were
requesting to their guest to promote their nural tourism business and also Flest Were
supporting them by sending their relatives and fricnds and some of their regular clients
will also be coming 1o stay at his destination. The operator belongs 0 a family of
traditional weavers and aims to preserve the dying art of interlock weaving through his
homestay. They make beautiful durries and their guesis love to parlicipate in the
weaving process and learn about their art. They also orpanises village walks, wildlife
safaris and sunset treks for their guests. Some homestay have long staying guest so they
were provide kitchenette for them and cocouraging their guest to cook food for
themselves. Some other homestay operstor said that homestays were not their only
source of income. They glso do farming, woeol work, and they take people on treks and
expeditions. These actrvities help them to susiain in this situation. They were making
short videos and trying to cxplain the Euﬁd:lints in a simpler way to other people.
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6. ‘Emptied by COVID, homestays find the going tough’ this arlicle is wrtten in
The Hindu Newspaper, by John L. Paul (1* August, 2020). He mentioned in the aricle
that the homestay sector, which along with Avurveda and backwaters played a key role
in putting Kerala on the 10™ best global destinations in all over the world. Pre-COVID
figures put the number of homestays in Kerala at over 1,500 and 500 of them were
classified by wurism agencies based on the amenities they provide. Most homestays in
locals like Wayansd and Idukki managed to weather the COVID-19-induced siorm
since their owners have at least 50 cents of cultivable land, where they grew vegetables,
tapioca and other essentials. But homestays at heritage zones in West Kochi, on the
Marari beach, and mumerous other spotz are severely affected since they were situated
in threa to five cents of land. Most of the homestays were operated by the elderly
couples who invest their Life savings in getting their howse readicd as good ledges for
tourists. Foreign tourist also banned in India because of COVID 19 50 this also hit them
hard and the maids and other staff for cleaning and cooking also not coming since
march. Declaration of conluinment zones also made the situation worst for the
homestays, Tn this situation, homestay bave fo pay commercial tanff towerds fixed
charges of power, water, ¢ic. this will be complicated because they have no business as
well as less income. Some homestay owners have found a way to sustain in the crisis
by trying to rent out their facility to returnees to Kerala who have to be on guarantine.
But they are stopped by neighbours. People considered as they were COVID-14
carriers. Few homestay have opened their gates for foreigner tourist who were there in
Kerzla. Those tourist were helping them in cooking and also playved indoor games. They
also did the farming in the compound during their stay.

T. The blog was wntten by Sanna Malwalla { 10th Seplember, 2020 on the official
website of whats hot, *Before You Plan a Holiday Go through These New Homestay
Guidelines in Maharaghira’. Ag per the guidelines issued by the Tourist Department for
Homestays, all travellers checking in will be screened at the entry point and only
agymptomatic travellers will be allowed to enter. Room service will be contactless by
leaving the food owside the room doors and all the communication between the staff
and guests should be carned out via an intercom or a phone call. If guests move arouncd
on the property, they need to be wearing a mask at all times. CCTV cameras al all
accommodation units must be fally functioning to monitor the guests.

B. ‘Post Covid-19: Developing a Homestay Business by Adopting a Social
Entreprencurship Appreach” this article is written by Mohd Mushin Ismail {13th
Seplember, 2020). He mentioned in the article that, to make the homestay industry more
competitive after the COVID-19 outbreak, they have 10 adopl a social entrepreneurship
approach. The Ministry of Tourism and Culture Malpaysia (MOTAC) and its agency
responsible for developing the home stay industry. The homestay indusiry have 1o
improve their economy, then they become more competitive m this business,

9@, The bog was writien by Tania Tarafdar (25 September, 2020) on the official
website of Curlytales, *Indians Prefer Homestays over Hotels as Safer Option amid
COVID-19 Pandemic’. She mentioned in the blog that the pandemic has kit the travel
and tounsm industry so severely that it could take years for the industry to revive.
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Tourist prefer homestays over hotels becanse Homestays were perceived as contactless,
cleaner and more isolated where Holels have a huge twmover of goests. A lot of
cusiomers ai check-m and check-out m the receplion, and hence, people would leel
much more safe and comfortable staying ol short-term rentals like vacation homes.
Homestays were going to be a new normal in the coming times. Apart from the crowd,
the location of the property also matters to the guesis. Also Homestay Hosis were
Marketing Themselves as COVID-Friendly and in this situation sanitisation is most
importan! because of this puest were aitracted towands the homestays, The homestays
in India were continually adapting by ensuring the public health guidelines which is
given by the Health Ministry of the Government of India, as well as provide exceptional
experiences to their guest.

|0, Binita Chakraborty (2020) mentioned in the Research paper, ‘Homestay as a
refiable promotional ool for Coltural Towrism and Secority in Indian context’ that
Homestay could be a potential component when cultural tourism were concerned. It
adds authentic sociocultural richness to the tourist’s experience. A prerequisite for
tourism 5 development of cultural resources which are in abundance in India.
Homestays were an attractive altermative. tourism product to portray the cultural
richness in India. It appeals more often searching for local lifestyle experience, novelty,
personalized scrvice, and suthentic social inferactions.

L1, “Airbab partners MTDC to promote state’s unexplored fourist destinations” this
article is writien in The Ecomomic Times Newspaper, by Gaurav Laghaie (11th
Movember, 20200, He mentioned in the article that, the American tech-hospitality
platform Airbnb will promote homestays and bed & breakfast (B&B) tourism, which
will help enhance the economic prospects as the benefits of tourism will reach many
more communities. Airbnb kas partnership with the Maharashtra Touvrism Development
Corporation (MTDC) to promote nearby travel-to destinations in the state, which are
off the beaten track and offer a unique experience to the travellers.

12. The article was written by Mandeep S. Lamba and Dipti Mohan (28 March,
2021) on the official website of HVS, *Homestays in India are Gaming Popularity in
the Post-COVID Era’. They mentioned in the article that the popularity of homestays
has increased manifold in the post-COVID era when social distancing, cleanliness,
hygiene, and prvacy have become (he top priorilies for travellers. With the advent of
the “work-from-anywhere’ enviranment, homestays at motomble destinations from city
centres have been witnessing exponential growth in the past one year driven by long-
stay, staycation and workstation packages because Homestay has less touch point and
less footfall compared to hotels, In the past few vears, an increasing number of
intemational and domestic travellers in the country have been profeming cosy
homestays over conventional hotels in their quest for authentic, local travel experience.
The homestays scgment is still at a nascent stage and is highly unorganized, with the
presence of very few branded hospitality players, especially in the luxury segment. The
Indian government has over the years provided several incentives such as subsidies end
relaxation in licensing rules ete. for homesfays a8 it helps in promoting eco-lourism,
rural tourism and improves the socio-economic conditions of the regi:m by t:rc:athig
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alternate income for the local commumities. More recently, the Ministry of Tourism also
introduced raming woerkshops to enhance the hospitality skills of homestay owners in
the country This iminarive s ulso cfesting awarengss amongst local communities about
the benefits of homesiave. Developing a good quality homestays network can help in
tapping the full potennal of leisure tourism i India in the future. A growmg number of
tranellers are seeiing ‘memorsble expeniences’ at previously uncxplored leisure
destimgtions i the post-COVID era, There asre several such unexplored and
underdeveloped full stations, wildlile sanctuarics, beaches and heritage sites in India
ahuch can be developed into established tourism destinations but are lagging due to
leck of guality accommodation. Homestays can help brdge this gap espectally at places
where developing a hotel can be commercially unviable due 1o the high land and
construction costs and the tedious approvel process. Developmg a huxury homestay of
such locarons will be a better value proposition due 1o lower overhead costs and higher
profitability compared to a repular hotel and will also help m the holistic development
aned growth of the destination itself.

Concept of Homestav

There is a saying i India, "Athithi Devo Bhava™, which means "The Guest is God”. Indans
consider it a huge honour to Bave guests i their home, and go out of their way (o please them.
There's nothing like Indian hospitality. Sadly, most visiters who come to India and stay in
hoels never pet 10 expenence ree Indign hospitality. The pood thing is that all this is changing
a5 a result of the growing populariv of homestays in [ndia.

Home Stay refers to book accommodation to anyone's residence outside his own local
community that allows the tourist to experience a different [festyle, suthentic culure or even
language. Here in the host community offers their fumished accommodation to tourist
packaged with a porsonalized, homely hospitality which is authentic to local habitat. The
mfrastructure like amenities, living space ete. i3 shared with the tourist such that they can enjoy
a homely hospimlity. To make it an expenence, the offering 15 usually packaged with meals.
whility mems and even allowing them o pamicipate i thew loeal festrvals. Homestay packages
are highly customizable based on the preforenes ol any individuals based on the leagth of thewr
stay or even extended or long stays unless specified by the host.

Apart from accommodation, the Home Sty offers varipus activities for the guests 1o
exclusively expenence the cultural nuances of the area. Activities could be different from one
home to another, which depends on the posinon of the geographical area. Ingstances like at a
home stay in Thailand ofTers tourist to interact with monks, participate in neture tours, learning
how to weave silk or cotton cloth, participating in agricultural aclivities, leamn a specialized
local skill such as cooking Thai Cuisine. Likewise in Japan one can learn craft of doll-making.
Similarky, in India many Homestays in Kerala offers serene experiences of houseboats saling
around backwaters through narrow canals in canocs. In some of the Homestays in Rajasthan
offers safaris by jeep or camel rides into the countryside, interact with tnibes and to face-off
with wildlife. In the hill stations, treks are offered by the host or tounist are enpaged for nature
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walk 10 experience flora and fanna of the habitat. Few host family also hosts guests to take
them around the sights of their town or village, sharing local history and insights and an
experencea far removed from the usval tourist tredge.

The home stays are not just a regular holiday which to spend a few days to exploring the local
aren, they are s holiday destination in themselves. Homestay tourism can occur in any part of
worldwide; residents of homestay countries can encourage the host community in order to
develop their tounism industry. Also as a concept homestay ¢can brings people from varied
backgrounds under a single umbrella, quite literally, and can offers an ideal plasform for long
lasting sustainable development in society and in tourism business.

The word Home-Stay as a combined words *home & stay’ is replicates that staying or loading
in somebody’s home as a guest by paying some monitory value or book a room on rent basis
for some specific tenure. Guests are offered accommodation with some other necessary
services by specific host family and community. Thus, the Home-Stay tourism or business has
managed by an individual host or community. The 'Home Stay’ gives tourist to experience far
away from busy, hectic, and crowded infrastructural urban arcas to the peaceful calin locality
with full of splendid natwral surroundings, by offering them to siay in natural, clean,
comfortable and pocket-friendly accommodsation and authentic local food. Thus, homestay
provides to the tourist an inimitable anthentic local experience and the charming interaction to
the local hest community. It opens the possibilitics to understand a new and untapped place
which the government enable to promote widely as a new tourist place and arrange for an
alternative source of mcome 1o the rural host population. In home stay tourism visitors get an
ample of chance to spend a quality time with the local family observing their customs, valees
and culture, which is an excellent opportunity o fel the taste of rural life. India is one of the
Eamous destinations for homestay tourism for its culture, heritage and geographical land. The
environments along with culture are inseparable in tourism business, Market value of this
homestay business has been grown up with the demand of visitors, This business offers
financial reward and monitory help to the lecal native community for restoring, protecting and
conserving the environmen! and their indigenous culture, We can count tourism as a component
wherein development is concemed, giving importance to discover the ways of expanding
eonstructive impacts and reducing damaging impacts. To minimize the-rural poverty and
reverse migration hemestay tourism can play a significant role. It assimilates many type of
actrvities like trekking, cultoral tourism, agro-tourism, health tourism, and ecotourism.
Homestay business is known for good source of income generation as well as making foreign
currency. It helps to increased tax revenue in the particular country also upsurge to economic
development of the nation and creates the employment opportunities and helps to overcome
with poverty reduction, [t may also stimulate new markets for local community to show case
and trade their local products, for example agricultural products, crafis and others. The
progression of tounsm business can help to increase the literacy rate. Alse with the growth of
lourism can motivate people to obain for higher education and look for new jobs and
livelihood, This community development can lead to the upcoming generation to foel the
hunger for redefine and reclaim their cultural and ethnic identity. But the main concems are
giving training in hospitality and basic skill of local tour guiding to the local so that they could
oplimized the opportunity of the homestay business. Also provide them the opportunity to
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educate about the safety, security, basic hygiene, tourism as a business and conservarion of
environment techmgues.

Homestays offer scveral advantages such as exposure to everyday life in another location,
opportunities for cultural diplomacy, friendship, intercultural competence, and foreign
language practice, local sdvice, and a lower carbon footprint compared to other types of
ledging: however, they may have restrictions such as curfews and werk requirements and may
not have the same level of comfort, amenitics, and privacy as other types of lodging.
Independent travellers typically arrange homestays via social networking services,

The family provides to the guest a decent room, attached toilet, toiletry kit and breakfast. This
15 why the facility is also called Bed and Breakfast The guest may avail of other meals - lunch,
dinner, snack- at an extra cost, if the family agrees to provide these. Evidently, the family would
expect advance notice for cooking/serving such meals.

» Benelits of Homestays in India

There are a number of reasons why v..l.nymg at a hoimestay can be preferable to staying
in & hotel. The benefits include:

A : i ations  -Homestays offer an unparalleied
nppm‘tumt:,l to experience the 'I'I1|.'!I'Edl|:||:|' dl'l.l'l.'mlil‘}l' and delights of India. The options are
almost endless and include plantation bungalows, historic bavelis {mansions), forts, and
remote rural comages. One on hand, it's possible wo stay with a roval family. On the
other, a tribal family, There's no better way 0 interact with Indians from all walks of
life!

2. Pemonalized Service -In contrast to a hotel, a homestay usually only has a few rooms.
The family who resides there muns it, and acts as host. This guarantees that guests
receive plenty of individual attention, You can spend as liitle or as much time with the
host family as you like. Some guests choose only to dine with them, while others spend
hours chatting to them. Regardless, staying with an Indian family is the easiest way of
finding owt about Indian culture, Many puests and hosts find that they bond with each
other 50 much, they keep in touch long after the vacation is over,

3. Safety -If you are a solo female traveller who is visiting India for the first time or ane
simply concerned about staying safe, vou will have a family who looks after you at a
homestay. They will provide you with advice, and may even pick you up from the
airport or provide a car and driver,

4, Local Knowledge -The wealth of information that the hosts have about therr local area
malkes deciding what to see and do a breeze. Such local knowledge is extremely helpful
in getting the most from your visil. Many hosts are delighted (o show their guests around
their local area, providing thern with invaluable msights that simply aren’t available
from a guide book. Hosts usually have reputable contacts and can assist in making travel
bookings too.
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5. Home Cooked Food -There's @ huge difference between the Indian food served 10
restaurants and hotels, and the food that's cooked in an Indian home. By staying at a
homestay, vou'll be able to taste authentic Indian home cooked food, made to order. It's
a lot lighter, and has more variation and flavour than restaurant foed. Some homesiays
even welcome their guests into their kitchen, and let them watch and participate in the
cooking process.

6. Unigque Activities -As a guest at a homestay, the focus is on you, and your likes and
preferences. The hosts are typically very accommodating and will pul 3 great deal of
effort into armanging activities that are of interest to yon. These activities will vary
depending on location. Exploving a coffee plantation, waiching a pole match in
Rajasthan, herding animals in remote northern India, village visits, picnics, and wemple
tours are just some of the options. Guests arc often invited to attend weddings as well.

7. Celebrating Festivals -The ideal way to celebrate India’s many festivals is with an Indian
family. You will gain a deep appreciation and understanding of what the festival is
about, as well ag gel 1o paricipate in the rituals associated with it, This is particularly
the case during Diwali, which is a special family festival.

8, Getting Off the Tounst Trail -Homestays are commonly located in residential
neighbourhoods, rather than tourist aress. This means you will be away from all the
tourist traps, touts, scams and other hassles,

Staying at a homestay in India is all about immersing vourselfin [ndia, rather skimming

over if,

- YErn tof India Mini of T m Cauidelin Hio

1. The classification for Incredible India Homestay Establishment will be given
enly in those cases whers the owner /promoter of the establishment along with
his [ her family is physically residing in the seme establishment and letting oot
minimum one room and maximum six rooms (12 beds)

2. The schemne will be on bed end breakfast basis and charges will have 1obe levied
accordingly. The type of breakfast to be offered will have to be specified, the
charges will have 1o be displayved and the visitors will have to be informed in
advance &0 as to avoid wnnecessary dispute,

3. The rate of mxes for property, electricity and water (o be paid for classified
Ineredible India Bed & Break fast Establishments and Homestay Establishments
will be those preseribed by the appropriste authorities,

4. An Incredible India Bed & Breakfast Establishments and Homestay
Establishment will be classified following two slage procedure.

a. The presence of facilities and services will be evaluated against the
enclosed Checklist.

b. The quality of facilitics and Services will be evalunted by the Regional
Classification Committec. Due preference will be accorded to the
homes, which are able to provide Indian experience by way of Indian
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“iamarasama coast s popularly known as “Konkan'. The Konkan with an approximately 720
km long ecastline and a narow coastal plain stretching [rom north 1o south is a distinet
phvsiographic region of Maharashtra (India). The coas: Lies 10 the west. On the sast, the Kenkan
1= separated from upland Maharashica by Lhe west facing escarpment of the Sahayadri mountain
range, Platesus and hills dominate the landscape in the narrow stretch of land between the
coastal plain on the cast and the Sahyadri on the west, Tt comprises the coastal districts of
Thane, Raigad, Greater Bombay, Ramagiri and Sindbudurg. The Shorcling is generally
streight. Apart from the beautiful beaches and island forts, the coast is also well known for
fruits - mangees. cashew muts and kokum-which in furn attracts a lot of tounsts and traders.
The zrea is also notable for its unique coastal and manne biodiversity.
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Tourism destination of Konkan { oast:

The beauty of the Konkan coast doesn't really need many depictions as the beautiful sea
beaches, delicious seafood, splendid ruins, and gorgeous waterfalls make it even more
stunning. Tourist can never stop admiring the beauty of this place that has plenty of beautiful
places they can explore on vacalion. Close to the top cities like Mumbai, Punc, Kenkan const
i an wleal weekend getaway destination. However, they may find it hard to select places that
will be safe after the global pandemic. So here there are 10 beeutiful places in Konkan coast
tourist can visit for a thrilling experience on next trip.

Alibang:

Alibaug is the one of the best places to visit in Konkan because of the mesmerizing beauty the
place offers. Tourist can visit Alibaug Fori, Magen Avot Synagogue, there is also Siddheswat
Mandir and Kanakeshwar Mandir where thousands of pilgrims come and visit throughout the
vear. Konkan coast is popular for exotic beaches and find some of them here too, Tourist can
take a atroll on those virgin beaches here including Kashid Beach, Magaon Beach, Akshi Beach,
and 5o on,

Added attractiong: There are sevenl homestays in Alimﬁg that offer the best hospitality and
modern amenities, along with delicions seafood cuisine, and for the adventure lovers, there are
water sports to enjoy.

Ratnagiri:

Immensely popular for the delicious Alphonse mangoes that are produced here, this place home
to the hilly Western Ghats and the gorgeous Arabian Sea, making Ratmagin an ideal weekend
noliday destination. Apart from the natural aspects, Rainagiri also offers 3 lot of watcr sports
and will offer a relaxing holiday in the lap of nature,

Added attractions: Guhagar beach and the Ramagiri lighthouse are some attractions near the
beaches, and also the Marine Biological Research Station, Thibaw Paluce, and the birthplace
of Bal Gangadhar Tilak are therc that have made Ratnagin one of e beautiful places in
Foonkan coast.

Sindhudurg:

Sindhudrg is one of the most popular tourist places in Konkan and is mainly significant for
Chhatrapati Shivaji's fort with the same name that is an amalgamation of elegance and
antiquity. According to the locals, Chhatrapat Shivaji's hand and footprints are still conserved
here. There are some other places worth-visiting like Kunkeshwar, which is a gorgeous temple
dedicated to Lord Shiva and Tarkarli, which i5 a beautiful beach in the region.

Added attractions: This place should be visited during winter to get the best Scuba-diving
experience in winter near the fort. Malvani cuisine is extremely famous over here along with
the Alphonso mangoes.
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Dapoli:

5 [t:s:tad on the Sahyadri hills, this hilly wwn is often called “mini Mahabaleshwar™ because of
its pleasant climate that stays the same throughout the year Among other tourist places in
Konkan, this place gets attention from history lovers. The history of British settlements before
independence is a theme that attracts tourists from all across the country, with so many beauti ful
beaches around, this is one of the ideal places to visit in Konkan coast.

Added attractions; Ancient tamples such as Keshavraj and Vyaghreshwar Temple can be found
here which some major attractions in Dapeli are making it one of the beautiful places in
Kankan. In addition to this, the forest trekking experience and Dolphin sightings are some tun
things tourist can do besides enriching there self with culture,

Harnai:

While talking about the best places to visit in Konkan, this place shouldn’t be overlooked. Even
though it is located in Dapoli, Harnai deserves a special mention because of the splendid sea
beaches, the wirgin coastline, and magnificent locations it offers. Tourist would get to
experience authentic Konkani hospitality, in Hamai. There are some villages that are slightly
low-key and hence people can get the opporiunity o enjoy the bliss of solitude near the
bezutiful sea beaches such as Ladghar, Kelshi, and Anjarle.

Added attractions: The warm hospitality of this small town is the major attraction for all the
tourists, Also, Parshuram Bhumi and Suvarmadurg are there which offer a wonderful trekking
EXperitnce.

Mahad:

Mahad is home to Buddhist Gumpas and Maratha forts that make this place one of the most
ancient places o visil in Konkan coast. The town possesses a ouch o ancient history as this
city used to be the capital of the Maratha Empire under Shivaji. Because of the frequent floads,
the amca resembles a triangular peninsula with water on three sides.

Added attractions: Gandhar Pale Buddhist Caves, Raigad, Pratapgad, Birwadi, Warandha
Forts, ete in Mahad that will reminds the history of Maratha Empire.

Kelshi:

Thiz small village in Dapoli faluka is still untouched by the harshness of city life and famons
for the beach it has, Utambar Hill reaching the Arabian Sea at this place, along with plenty of
flora and fauna, making Kelshi a picnare-perfect landscape.

Added attractions: Aparl from the porgecus beach, tourist will find maltiple varieties of the
K.ingfisher bird in this ares, along with mangroves and coconut plantations. If tourist visit
Kelshi during winter, they fall in love with the majestic sight with hundreds of migratory birds
that can be spotted here making tourist holiday more special.
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Roha:

Roha, which is located between Kalasgiri hills and the Kundalika River, has become a popular
tourist destination over the vears. This small town of Ratnagin district is famows as a haunted
place. The village also offers activities like niver rafting, etc.

Added attractions: Tounst can take a trekking experience o the Avchitgad Fort nuns, visil
famous monuments like The Dhavir Temple and the Bande Ali Shah Dargah and also enjoy
the stunning view from the top of Hanuwman Tekadi.

Amboli:

Located right before the borders of Goa, Amboli is & blissful getaway destination and one of
the top tourist places in Konkan coast. The hill station has a varicty of flora, fauns, and stunning
views. As per some locals, there are supposed to be around 108 Shiva temples, which are still
being discovered until recent years.

Added attractions; The beauty of this small hill station gets enhanced during monsoon, with
lush green hills and waterfalls around.

Chiplun:

This place is the sbode of Parshuram and hence a w-'er_'r sacred place among the locals and
tourists as well, There are several temples in Chiplun to discover the time of Parshuram. Even
though the weather iz pleasant throughout the year, the beauty of thiz place gets enhanced
during monsoon.

Added altractipns: Apart from temples, alse visit The Pandavas cawve, Narayan Laks, and
Kalwande Dam arc some famous spots. Enriched in mythological aspects, ourist will get to
spend an eventful holiday in Chiplun,

Homestay ln Coastal region of Maharashira:

An ideal destination for the pature lovers, it also entices a large number of visiters who yeams
to explore and discover the region's anthenticity. Irrespective purpose of visiting, the homestays
in Konkan always serve a8 ideal retreat to all the visitors to this region. Homely ambience,
warm hospitality, plenitude of things to do and the other offerings of these homestays make
them 1deal for the visitors.

Out of the many Home Stays of Maharashira, the Koakan region 15 the most understated. And
Ratnagiri is its crown jewel, Ratnagin is that one place that silently invites the tourist and it is
also home to one of the most breathtaking home stay near Mumbai.

Sindhudurg in South Konkan is renowned for its authentic homestays that atiracts expenential
travellers from all over. These homestays offers guests authentic local experiences in culture,
cuisine and from where guesis can explore beaches around the area.

Ref hitps:/www slideshare netHolidayICvhig-home-stays-trends-and-patternsfinalv
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Impact of Pandemic on Tourism Industry

In the past decades, wourism has experienced continued growth and became one of the fastest
growing economic sectors globally. The sector wilnessed a 59% growth over the decade in
interpational tourists' arrivals from 1.5 billion 2019 compared to 350 millien in 2009, Tounsm
i5 also a key driver for socio-econpmic progress, with lourism specilic developments in an
increasing nunber of national and international destinations. Globally, the toursm industry
contributed to 58.9 trillion to the global GDP in 201% equalling a contribution of 10.3%. It is
also to note that | in 10 jobs around the world is in tourism, cqualling 330 million jobs.
However, the strong historical growth has besn halted in 2020 amid the global Covid-19
pandemic. With airplanes on the ground, hotels closed and travel restrictions implemented,
travel and tourism became one of the most affected sectors since the very start of the virus
spread. The pandemic has cut international tourist armvals in the first quarter of 2020 to a
fraction of whai they were a year ago. Countries all over the world applicd travel restrictions
to limit the coromavirus spread. Airport closures, the suspension of incoming and outgoing
flights, and nationwide lockdowns are just some of the measures that countries are
implementing in an effort to help contain the pandemic. Atter the spread of the pandemic in
the first two quarters of 2020, at least 93 percent of the global population lived in countries
with coronavirus-related travel restrictions, with approximately 3 billion people residing in
countries enforcing complete border closures 1o foreizners,

The world is facing an unprecedented global health. social and economic emergency as a resull
of the COVID-19 pandemic. Treavel and tourism 15 among the most affected sectors with a
massive fall of international demand amid global ravel restrictions including many borders
Tully elosed, to contain the virus. According o the UNWTO World Tourism Barometer,
International tourist arrvals (overmght visitors) fell by 72% in Januwary-Crctober 2020 over the
same period last vear, curbed by slow virus containment, low traveller confidence and
important resirictions on travel still in place, due o the COVID-19 pandernic. The decline n
the first ten months of the year represents 900 million fewer international tourist arrivals
compared to the same period in 2019, and translates into a loss of USE 935 billion in export
revenues from international tourism, more than 10 times the loss in 2009 under the impact of
the global economic crisis. Asia and the Pacific saw an 82% decrease in arrivals in Janoary-
October 2020. Datz on mternational tourism expenditure conlinues to reflect very weak
demand for cutbound travel. While demand for international travel remains subdued, domestic
tourism continues to grow in several large markets such as China and Russia, where domestic
air travel demand has mostly returned o pre-COVID levels. UNWTO expects international
arrivals to decline by 70% to 75% for the whole of 2020. This would mean that international
tourism could have returned to levels of 30 vears ago. Looking ahead, the announcement and
the roll-out of a vaccine are expected to gradually increase consumer confidence and contribute
to ense ravel restrictions, UNWTO's extended scenarios for 2021-2024 point 1o a rebound in
international tourism by the second half of 202 1. Nonetheless, & retumn to 2019 levels in terms
of international arrivals could take 2% to 4 years.
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The lockdown due to the pandemic has affected the tourism industry across the globe, and the
hotel secior is among the hardest hit. Global hospitality data company STR compared 2020's
first quarter status 1o 2019 figures, botel occupancy rates dropped as much as 96% in Dialy,
68% in China, 67% in UK, 59% in USA and 48% n Singapore. There™s no doubt that the hote]
industry has witnzssed a severe impact by the pandemic and the lockdown status. The
hospitality industry is likely to be hit hard. March has bome the brunt of many large-scals
cancellations acros=s the corporate, MICE and leisure segments. Tier 2 and tier 3 hotel markets
in India continue to witness a small erosion in business. Occopancies in at least the first half of
March were only partially lower despite the spread of the virus m some states. Restrictions
placed on travel and stay-at-home orders issued by the authonties led to sharp decline in hotel
occupancies and revenves, However, the reopening process has slowly begun and authorities
have started to ease restrictions, for example, allow dine-in restaurants to reopen at a reduced
capacity with strict social distancing guidelines, and gradually redace restrictions on domestic
and international travel.
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Data Analvsi
4.1 Research Methodology:

*  Primary Data: Primary data was collected from respondents by circulating structured
questionnaire and interaction with Homestay operators.

Questionnaire circulated to the 30 homestay (coastal region of Maharashtra) out of
which 15 respondent gave their feedback and were able v help data analysis for the
Elven topic,

¢ Secondary Data: Secondary data was collected by referning various print and published
material, which was available in the form of e-books, official websites, e-journals, e-
paper, efc.

Sampling: The Coastal region of Maharashtra was considered for the project, and the age

group of the respondents was 30-60years. Totally there were 15 responses which were received
for the same.

4.2 Analveis and Interpretation

Profile of the Homesiay Operators:
Sex: Majority (93.3 percent) of the Homestay operators are male.

Age: Regarding the ags, majority (86.7 percent) of the homestay operstor’s age is between
30 and 40 vears,

About the Homuestay:

1. How long have you been In this towrism business/ Homestays?

1% mupomes

il 5 10 pears
1050 15 yean
15 80 3 v
i 50 o by e

Analysis and Interpretation: COut of 15 responses, the question asked for how long have
they been in this tourism business of homestays out of which , 33.3% homestay
operators mentioned that they are doing this business from 10 to 15 years and 66, 7%

homestay operators mentioned that they have recently started this business i.e. from 5
1o 10 vears.
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L Is this your Family Business”

15 rea ponses

@ e
@ e

Analvsis and Interpretation: This pie chanl contains, 20% operators have started this
business recently and #0% operators its their family business.

J. Do you persenally operate your business or it 5 owntsourced?
15 responses '

[ R
i@ Ho

Analysis and Interpretation: All the 15 responses, operate their business on their own,

4. What are the varions accommodation Facilities available at vour destination?
15 mepaners

i nehoigss oms

B Terl

& CoHages' Sl uinghsw
@ Dosmitoey

[ FNE- e

Analysis and [mterprefation: Various types of accommodation facilities are
available al homestays in the Coastal Region. 5 operators have mentioned that
cottages along with small individual bungalows are available al their destination.
10 operators have mentioned that accommodation is provided in the extra rooms
that are available in their own residences but exclusively let out for hemestays
BUSINESS.
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S, The total number of rooms available at your establishment?

15 rew ik
[ R
@i
2 More than 8
-

The availability of rooms at the coastal region was minimum 3 and ranged up 1o 6
however the bungalows which were available had a provision of minimum 3rooms
within and was preferred by families who like to stay together.

6. Approximate arca of the ronm?
15 rés pofies
BT 5 F
i T0-100 5q. Fy

B 100-1505g. Ft
i 15020 B F

Angalysis and Interpretation; As homestay is opted by both families and solo travellers
minimum area nffor was T0sq.ft. Per room to 200sq.ft. Per room.

7. Is wour home sty accessible  for  differently  abled goest?
15 §iss paings 3

@ Ten
@ o
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Analysis and Interpreiation: Out of 15 responses, only 9 operators have made ther
homestays accessible for differently abled guests

8. What are the faciliies provided [lor differently abled pgoest?

1 Snumprensss

i Wheecnar @nd sep e o
i Eeochar & ososdhihby Fodgs

@ Mo farrdty e shing guest

@ Ho

retation: As we mentioned facilities provided for differently abled
puest, 60% has mentioned that rooms ane easily accessible by the wheel chair, 20% has
mentioned that property haa wheelchair and step free access, 6.7% never had facility
for differenily abled guest,

9, Has pandemie uffected your business?

15 rengEsaar

L B
» ra

Analysis gnd Interpretation; All respondents mentioned that they have been severely
atfected due to the pandemic.

i Association of Academic Hesearchers and Faculties (AARF)
A Msaihly Dhisbde-Alnd Peer Revewed Referesd Open Acecs bremational e-Joamal - Ineludes] in B Interarima Seral THrector,

Page | 20



10. Is there a change in the facilities/ amenities due to pandemic?
15 rempaniss

i Taa
@ rio

Analvsis and Interpretation: Out of 15 responses, 12 people have sad that they have
changed their facilities due (o pandemic. 3 respondents haven’t changed the facilities.

11. Were vou placing any dmenities before pandemic?
15 mspaned
& Y
@ He

Analvsis and Interpretation; Out of 15 responses, 13 responses have been placing
amenities before pandemic.

12. Amenitles/ Facllitles which were avallable/provided at your establishment

before pandemic T

L ienprren

il Tolaines

W Avpemmoner
B Puool

Aol i sheew

ation: The question asked o the respondent regarding  (ype of
amenities/facilities provided by their establishment before the pandemic, So Out of 15
responses, maximum respondent said basic toiletries were provided by them to the
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guest, 3 people said that they had AC rooms , 5 homestays  had the luxury of
Swimming pools.

13. Facilities provided by your establishment before pandemic are?
1 5 reAnnnIeg

@ Fras Parkng
W Fraa fieh

& Wishirsln

i Al ol Fw aboye

Analvsis and Interpretation; Facilitics provided before pandemic, owt of 15 responses,
| 0 respondents mentioned that their homestays were providing free parking facility to
the guest. 2 respondents were providing free Wi-Fi facility, 3 mentioned the homestays
had all the facilities above but also included a kitchenette foe puests convenience.

14, Precautional Facilities provided by your establishment Post pandemic are?

1% resoorsns

i Thar=al Sereaning o Cuesl
B Inetaiabicr & earitiiein il diTaianl
srakegy

@ Tieup wih hospial is case oy
BMENENDY

I &l ol B abovs
B Fol wales stemmer

Analveis and Interpretation: Out of 15 responses, 9 homestayvs have sad that they
were providing all the facilities after the pandemic like thermal screening of guest,
Installation of samitizers at different strategies, Tie-up with local hospitals in case
of any emergency, Provision of Hot water, steamer.etc. 3 homestays have
mentioned that they have only install sanitizers at different strategics. 2 homestave
have meationed that they have only thomal sercening facility. 1 homestay
mentioned that they have oaly provide hot water, steamer and could not provide
other.
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15. Do you critically follow the salety and precautionary measures?

15 resgponssn

Analysis and Interpretation: All 15 Homestay opcrators were aware and following
the safiety and precautionary measures,

16, Have you trained your stafl regarding safety and precaotionary measares
taken for COVID-197

15 iesporses

B v
& Ho

Analysis and [nterprefation; All 13 respondents have mentioned that they have
trained their staff reparding safety and precautionary measures to be taken for
COVID-19. Local Grampanchayat helped to train homestay staff for the safety and
precantionery mesures by providing them guidelines documents and giving them
demo for the same.
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17. What are the safety and precautionary mCasures followed in your
eglublishment for COVID-197

18 rapoeses

B Scchil Disreing

i Santieed Eviagnmant

8 Tempouium Chsck

B Faval mesk aivd ehisdcl

i Sstuty aulhonoalban cefthicale
o Al of fhe niowe

Arnalysis and Interpretation: Out of 15 responses, maximum respondents ie. 11 of them
followed all the safety and precautionary MmMECRsUres for COVID-19 like social
distancing, sanilized environment, lemperlaire check. facial mask and shicld, safety
authorization certificate. 2 of them only canitized the environment. 2 respondent
follows social distancing norm 1.e. maintained minimum 6 feet physical distance.

18, Frequency of room cleaning?
15 [ ponae
i Ovce a Dy
i Twace @ Day
@ Thiiee o Day

Analysis and Interpretation: Out of 15 responses, 12 people do the room cleaning once
aday and 3 of them do it for twice a day.
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1%. Do you find any change in the selection of cleaning agent brand for hygiene
and safety purpose, pre and pust pandemic?

15 remponsen

@ Yoo
i No

Analysis and Interpretation: Out of 15 responses, 13 respondent have meniioned that
cleaning agent brand changed because of pandemic. The WHO recommended agents were used
as to keep the safety of both operators and guest in mind.

20. Have you adopied any changes even for kitchen after the pandemic?
15 cesparTing

i Provice Kilchenette

W WHD o governTen] spoioeed
sardlising apenis i be used 1o okasn
ra fosdl matenal and Wichen supplies

B Waeor glovet, sap mAage gl fhe lema of
rooling

@ A0 ol the Bbave

Analvsis gnd [nterpretation; Out of 15 responses, 9 respondents has said they have
adopted the changes for kitchen after the pandemic, while working in the kitchen wear
gloves, cap, mask at the time of ceoking. 4 operators has said they follows all the norms
for kitchen after the pandemic like safety gears, WHO approved sanitizing agenis,
provide kitchenette.2 respondents has said they oaly provide kitchenette. Also raw food
wis reimoved from menun.
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21. Do you find any changes in the guests stay duration during this phase?
15 Hipang el

» Fes
@ Mo

Analysis ond Ipterpretation: Out of 135 responses, |2 respondent mentioned that they
find the change in the guest stay as in the duration was more compared to earlicr as
guests liked the concept of workeations and felt better combining the two aspects of
leisure and work.

21. Have you changed the layout/ setup of establishment after pandemic?
IS repperFoas

[ B
i o

Analysis and Interpretation: Out of 15 responses, 11 respondent said they are working
in same layout, they didn't change the layoul. 4 respondent said they changed the setup
of their establishment after the pandemic.

23, What are the marketing strategies you are using for promating your
establishment, during the pandemic?
15 rapongan

i Digtal Marketing

i Sotial Meda

& Oflanng Loyally Paogien
P Hewspspa fufmriserand
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Analvsis and Interpretation: due to pandemic tousism industry eiw a major risis so .
Homestay operators applied various strategizs for promoting their establishment. 80%
OPEIELONs WiTT using social media e g Facebook, Instagram, clc. 33.3% operalors were
using digital marketing tools like Websites, Email marketing, ctc. 6.7% opertors were
using traditional newspaper advestisement for promoting the business.

14, pue (o pandemic, is there any change in number of employees?

| & reapSieiet

B e
& He

Analvsis and Interpretation; Question was also asked aboul the changes in mumber of
employees, where 9 operators said there is change in number of employees and &
operators said there is o changs i the number of employee because they were
pperating their business with the help of family members.

35 The number of employees working in your organization/ Homestay?

T respiEes

B Lows lhan 5
@ 5w
@ Wiomn they 10

Anglysis and |nterpretation; Minimum number of employees working in homestays
were very less and ranged up W0 o l=ss than 5.
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26. Did you find any stress in maintaining the whole setup of your establishment
(1]

due

pandemic?
15 esponses

B Yes
@ Mo
B Migha

Analysis and [nterpretation: 10 operalors didn’t find any stress as it was well manged
by the family members but few like 4 operators observed stress while one respondent

was meutral.

27. Have you opted for any alternative business! job during the pandemic to
support you

i 51wk porssen

financially?

@ v
@ o

Analysis and Interpretation: only 2 out of 15 respondents took an alternative source
while 13 remained waiting for the situation to change.
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28. did vou observe any sales when the eurbs were lifted for some time and travel

Wil allowed?
LERT Tre ST T 1S
10 205
B 30 %0 B0
@ 8010 100%

8 respondents did not find any enguines even when the travel was allowed as the
travellers were still scared and not ready (o take any sorts of risks, 7 homestay operators
saw some enquiries and sales bul not as it used to be carlier.

29, Were the shoplkeepers or vendors able o deliver the recommended (WHO)

cleaning agenis, kits/salety gears?
15 SR
@ ies
[ R

Analysis and |nterpretation: Due to changing norms, the hygiens and precautionary
measures were 2 extremely imporiant and mandatory , homestay operators had to use

specific toolsfagents preferred by WHO like mask, sanitizer, cleaning agent, ctc. for
safety of guests and operators. So procuring this for 4 respondent was difficult, for 11
respondent it was possible.

Subjective question:
30 What are the challenges Taced by the establishment during pandenyic?

Due to pandemic the cost of operations increased bul there was no sale, ag the premises had

to be well maintmned i spite of no business apart from the daily mamtenance challenges to
cover the cost of overheads was huge,

The electricity, water and taxes sull bad 1w be paid, lew employees were still within the
organisation so the salary component was also to be looked mto. The cleaning agents cost had
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almost doubled up along with the frequency of cleaning. Some times procurements of things
was difficult as they had to travel far 10 purchase the same. Even if there was any sale reusing
was eliminated like earlier so all this contribuled 1o excess expendiiure with low or absolule no

buziness.

31, A part from this the respondents also shared their views in an open guestion and
the information received was |

Government needs to keep provision of Tunds for hospitality industry esp. homestay
operafors in case some lkewise siluafion arises,

They are trying everything possible for the safety and precaution guests.

They are assuring the provision of homemade hygienic food which is prepared by
keeping in mind all the safety and precautionary measures,

Mo support from government regarding the interest on loan, taken for the homestay
business from bank even when there is ao business al all.

Findings

N

¥ v

oW

Majority (933 percent) of the Homestay operators are male members,

Regarding the age, mojority (86.7 percent) of the homestay operator’™s age is
berween 30 and 40 years. It is inferred that mostly youngsters are interested in doing
Homestay Business.

Majority (66.7 percent) of the Homestay operators started their business recently
between 5 to 10 years. It 15 stated that homestay is the need of future,

All homestay operators operate this business themselves. No outsourcing 1s done.
Majority (66.7 percent) of the homestays let out rooms within their own premises .
few of the homestays have Cottages along with the small bungalows.

{60 percent) of the homestays have basic facility for differently abled puest, Most
of them provided wheelchair accessible room for them. Some of the homestays do
not provide any facility for differently abled puest.

All operators are severely affected becanse of pandemic.

Due o pandemic, homestays changed their facilities for the safety of guests.
Hefore pandemic homestays were providing amenitics like Toiletries, Adr-
conditioner and pool. After pandemic swimming pool were closed because of safety
protocol and povernment nomms.

Before pandemic homestays were providing facilities like Free Wi-Fi, frec parking
amd kitchenette. After pandemic they were providing Thermal Screening of Guest,
Installation of sanitizers at different strategic peints, Tie-up with local hospitals in
case of any emergency. Provision of Hot water, nebulizers, etc. accordng to
guidelines by Government were made available.

Majority of the homestays follow the safety and precantionary measures critically
to ensure safer stay of guest. They also trained there staff regarding safety and
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precautionary measures which is taken for COVID-19 through safety videos
provided by local Grampanchayat.

B According to Government puidelines homestays followed safety norms and
precautionary measures for COVID-19 ie. Social Distancing, Sanitized
Environment, Temperature Check, Facial mask and shield, Safety suthorization
certificate, etc.

B Majority (20 pereent) of the homestays do the room cleaning onee a day because of
na business and alse to minimize contaet with the guest,

» homestays find change in the selection of cleaning agent brand because of
pandemic and recommendations by WHO., They are following safety and
precautionary rules and focuging on hygiene and safety measures for increasing the
business,

¥ Some homestays are providing kitchenette after pandemoc and some are giving In-
room dining service for the guest following all the safety and precautionary
measures like Weanng gloves, cap, mask at the time of cooking;

# Majority of the homestays obscrved change in the pucst stay duration.

Some of the homestays changed their layout for social distancing purpose.

Majonty of the homestays were promoting their business through social media and

digital marketing. Very few of them were still promoting their business through

MEWSapCr.

# Majority of the Homestays find it difficult in maintaining their establishment
because of pandemic. They have to pay electncity bill, water bill, and payment for
the staff, etc. and due to no business, it was a burden.

¥ WVery few of them identified altemative business apart from homestay business due
to pandemic.

¥ Bales were rising to 20-30 % when the norms were a little eased oul during
pandemic. -

b 2

TIOM

. An exclusive website has to be designed to create awareness about the home stay
facilities and through which relizhility has to be built in the minds of warisis for
choosing Homestay. Also post some videos on the website containing hygiene,
safety end precautionary measures taken for COVID-19.

2. To promote homestays, tourism stakcholders should take the responsibility and also
tourism entreprencurs should toke the charge to do marking campaign for the
homestay tourism.

3. Provide appropriate facilities to the differently abled guest, for their convenient stay.

4. Follow all the operational guidclines which is given by the Ministry of Tourism
Government of India for COVID-19 even when the situation 15 under control.

5. Adopt new strategies for maintaining the homestays and also for increasing the
revenue after the pandemic,
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Conclusion

In Makarashtra, Coastal region has got many Homestays and have gained popularity. Home
Stay 18 a good alternative for hotels, cost effective accommodation and also safe and secure
fior the tourists. Tourists have been opting for homestays cven during pandemic where the
norms were lifted for a certuin period of time. people whoe had a long term facility to work
from home were enquinng on a larger scale for homestays as it would give a combination
of both work and relaxation,

Some operators even had enguire for long staying puest. However the Challenges also were
big in number meeting day o day expenses and maintaining the norms was a hugs expense
for these small scale operators.

However they were looking at a better tomorrow, with the situation to come under control
and travel norms to be easing oul. Homestays operstors are keeping the protocols in place
and following all salety standards, They have also opted for new tools in marketing and
showing their presence on social and digital media for promoting their business. The local
authoritics also have been joining hands and waiting for the toarism to revieve.
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Glossary of Terms

1. Amenities: Amenities arc & service or item offered to gucsts or placed in the guestroom,
bathroom, and kitchen ete. for conventence and comfort and at no extra cost,

2. Carbon Footprint: The amount of carbon dioxide refeased into the atimosphere as a2 result
of the activities of a particular individual, erganizalion, or commumnity.

3. Cultural Diplomacy: Cultural diplomacy 15 a type of public diplomacy and soft power
that inchudes the “exchange of ideas, information, art, language, and other aspects of
culture amoeng nations and their peoples in order to foster mutual understanding,”
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4. Dormitory: A dormitory is a buillding primarily providing sleeping and residential
guarters for large numbers of people.

5. Dhmtal Marketimg: Digital marketing is the component of marketing that utilizes
infernet and online based digital technologies such as desktop computers, mobile
phones and other diginal media and platforms o promote products and services.

6. Footfall; Footfall is the mumber of people entenng an arca in & given time.

7. Hospitality Industry: The hospitality industry is 2 broad category of fields within the
sorvice industry that includes lodging, food and dnnJi servige, cvent planning, theme
parks, travel and tourism.

#. Homestay: Homestay s a popular form of hospitality and lodging whereby visitors
share a residence with a local of the city 1o which they are traveling.

9. Imtercultuml competence: [ntercultural competence, 15 a continucus and life lonp
journey W increase people’s skills in being proficient in interculiucal and inira culiumal
knowledge which can improve the ability to work with people with different culture.

10, Isolate; To keep somebody separate from other people.

11. Kitchenette: A kitchenette is a small cooking area, which usually has a refrigerator, a
microwave and sometimes a sink.

12. Loyalty Programme: A loyalty program is a marketing strategy designed to encourage
customers to contimue 10 shop at or use the services of a business associated with the
program.

13. Motorable: Roads usable by motor vehicles.

[4, Nebulizers: A device for producing a fine speay of liguid, used for example for inhaling
a medicinal drug.

15, Novelty: The quality of being new and different

16, Oximeter: An instrument for measuring the proportion of oxygenated hasmoglobin in
the blood.

I7. Pandemic: A pandemic is an epidemic of an infections disease that has spread across a
large region, for instance multiple continents or wordwide, affecting a substantial
number of people.

18. Sgcial Medip; Social media are interactive technologies that allow the creation or
sharing/exchange of information, idess, and other forms of expression via virtual
communities and networks,

19. Thermometer; An instrument for measuring lemperature,

20, Tourism Industry: The tourism mdustry is the total of all businesses that direetly provide
goods or services to facilitate business, pleasure and leisure activities away from the
home environment.

21. Vendor: A vendor is  partly in i supply chain that makes poods and services available
to consamers,
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Abstract

In today's tech savvy world where people trust more on the weer genevated coment on the imferned, it becomes
necestary jor organizations o extablich themrefves in the virtial world ax well. Not ondy ane needs fo show anline
presence bul alto requires maintaining their remitation o retain their customer bage, Soctal media platfornis play
an important role in estabiisking brand image virtwall). According to the article "Digital 2020 Global Digiial
herwime " Warldhidde, there are 380 billos tocial medieo usary T ..Iplr:lp.le.- 2000, wiih thix mumber in:'mw'ﬂg b:].r
mare than & percent (320 million new users) sinee thiz time last pear. With the increasing aumber of uiers social
meia platform ix wsefid for establishing brand ond maintaining it ax well. The siudy focuses an the use of social
mectia by kotele, JEwill inglide Bheir curvent handling siralegies and various ways in which social media could be
ered for huilding Erand with reference fo horels.

Introduction

A brand is a name, term, design, symbol, or any other feature that identifics one seller’s good or service as distinct
from those of other sellers™ (American Marketing Association ). Bramsding i3 the process of creating an image of the
oranization and it prxducts in thie minds of the customer. It also emphasizes on the quality and service provided
by the organization which makes it stand oul from sthers, This process s basically carmied ol for retention of
CUSTmETS,

Social media is online platform with vanous communication channels fior sharing of information between poopie.
Organizations have staned o utilize socisl mediv for the benefit of their brand, It has helped o ncresss brand
awareness and keep customers engaged with the brand by posting relovant cortent, Social media a5 8 meoans to
promote brand awarcness and gain consumer attention has its own positive and negative offects. Aadvertising on
Social media is sometimes viewsd as an unwanted, and companics heave 1o keep rack of consumer responses to
their advertisements to understand the value brand-related content.

Literaiure Review

“Thigital 2020; Glabal Digital Overview™ By Simon Kemp, Thiz article is the sumemary of the research carried
out by Global WeblIndex, Statista, GSMA Iniclligence, App Amnie, 3imilar Web and Locowise for We Are Social
and Hootiuite with DataReportal, According to the research the mumber of people around the world wsing the
internet has grown to 4.54 billon, an increase of 7 percent (298 million new users) compared to Janoary 2019,
Most of the people spend their time on soctal media platform, Facehook 15 the most used social media platfonm
aroumd the world with around 1.97 billion audience. Youtube is the second most used platform followed by
whatapp. The survey repors that Indians spend an average of 2 hours and 24 minutes per person, per day using
social media which is also the average wocldwide,

“Role of Social Media in Brand Building™ by Emily Pribanic. In this article the author talks abon| Social media
being essential for companies to build their brand, its important rols for brands. According to the author it helps
companies build connection with the audience for brund and he advises the use of social media as it helps in
building brand by creating a platform for the customers to put forth their views.

“The Value of Social Media in the Hospitality Industry® By Jordan Jones, Social Media Manager of
sionebridge Compenics. The article tlks that even if the hotels believe in the word of mouth publicity it is
necessary [or them (o be active on social media. The suthor makes a point that it i important that e industry
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focuses on the mpact of secial meadia os mest of the travelers use social media 0 eapress pleasure or frustration
ahaut their experiences.

“The Effects of Social media networks in the hospitality industry™ By Wendy Lim. The research talks the use
sacial media platforms in hospitality industry. Talking about hotels the resesrcher sad thal (o siay compelitive in
the digital world, the hotel nead 1o be involved with their intended audiznce by participating in onling discussions,
hospitality fomams, pedcasts, RisS feads, and hetel review commentary while increasing awareness and building
relationships with both new and loyil customers, The researcher sharcs strategies om using of social media
platforms along with few real life exampiles.

“Socinl Media a Prometional Tool: Hotel Industry™ By Manish Verma. This research paper focuses oo use of
sacial medin by business hotels in NCR and custemers perspective in context 1o usage and sdvantapes of social
media. The results of the research showed major reasons hotels use social media &5 to build image wnd to promete
their hotels, Even if social media directly daes nod benefit in moohetacy terme it helped hotele to understand
cusiomer preferenee, creale brand awareneas and also attract people from other regions, The research does siate
thet social media does hebp in brand buildag (Lim, 2000 (Verma, 2018)

“Socinl Medin Strategy for Hotels: Why These Brands Rise above the Rest™ By Sccial tables, This online
article talks about various international chain hotels that are doing well with social media marketing. These chains
have undersioed o share the consent suitable for panticular social media platform rather than sharmg same content
o all the accounts, The arficle shares the strategies used by these chain hotels,

“How Storwood Hotels Made 32m From A Facebook Page™ by Matthew. Thig cage siudy t2lks about Starwood
hedels using social media platforms to increase their business. The article ialks about various smalegies sdopted by
the hrand to pull more clienele on social medin platforms.

“The Inflacnce of socinl medin on the consumers’ hotel decksion journey™ by Barbars Meuboter, This ressarch
paper talks about the use and influence of social medsa on consumes’s hotel decaision-making. With the increasing
use of socinl media platform the changes thar ol ploce and are taking place is explained in this research paper.

“Hutels need to pay better attention to social media to drive revenue™ by Alicia Hosmgton. This article talks
shout the importance about using social media for genersting revenue, The article encourages hoteliers to get
involved in the brand conversations thot go onling, This will not anly belp them in inerensing their customer base
bt will give fiest-hand information of customer expectation for helping the brand o grow,

“Hotel Reputation Management™ By Customer Alliance this article talks about Hotel repuiztion management i
the practice ¢f monitoring and influencing how your property = perceived throughout the web.

Fanel Discussion on “Start-Up pe charcha® was hield in MSIHMOCT on 31st January 2020,

The panclists were the young alummi of Institute isell, whv spoke sbout the challenges they faced by them. They
also discussed imponance of social media marketing in ioday's time. The fact that young genemtion is more
sctive on (he social media plaforms and it becomes casics to tap this market. Ms. Mariya Kagalwala of
Chocollicious said that posting bakery items on ber Instagram account helped her in her business, owing o the
instant seviews and ber clients” post about the product on her page. She also gets her major ordets through socal
media platforms. She posts everyday o bakery item 1o engage her followers and retain them. Mr. J'_'-.I:hu!::l Titksre
owner of Fizzlebuze Foods admitted that asking food blogpers to try out kis products did help in his business. Dry
Food Powder Products being new cencept in India this idea did help him to shoar howw 1o use the product and
reach large crowd,

Significance of Study

Social medis platforms cornect people across the globe It is a cheapest way 1o miarket thlcmmpam-_ products and
create brand pworeness. But with the ease of using social media comes a disadvantage. The nagatrve comments
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can spread out more faster than positive reviews This nesearch will help the budding and existing entrepreneurs
or hateliers to make wse of social media to its optimal Jovel and few suggestions on making social media page
usetul for branding,

Objectives of Study

To present the study related to the Hotel indusary in Uwe Pue, researcher will have following objectives:
1. To study handling of sovial media for branding of Howels.
2, To dentify the effective sucial media platform for branding of hotel.

Scape of the Srudy

[ The research ic extendad (o Residents in Pune,

4, The Guest and hotel survey was condocted in the moath of Merch - April 2020
3. The study is devoted to imderstand handling of social media

4. 1L ia heen concentrating on branding of a hotel using social media.

Limitarions of Study
. Secomdary sources of dota are wsually of limited worth for mesesrch purpose becsuse of the eror
incompletensss in basic data. The duota which 15 shared by the researcher may or may nal be reliable
2. Thestwdy i= based on the responses recerved from the costomers.
1, The Data is collected at a single point in time; it is difficult 10 messure changes in the population unless
WD or moTe surveys are done at different poioes in time

Research Methodology

Applied research aims at (inding a solution for en immediate problem fecing a soclery or an industial business
organtzation. Research airned at certain conclusions (acing & concrele social or business problem is an example of
applied research,

The research is applied because it provides selutions w the prolems of poor vse of Sockal media for braoding.
will be based on exbaustive data analysis collected from both, primary snd secondary sources.

Snarces of data

Frimary data

The research = based on primary data; Survey of o Custoroer prefercinces. It also includes the information
provided by Sample Hotels through questionnaire, The datn is alse collected during the panel discussions
organized by the college. Sorse of the data is collected vissting the socla] media hundles of the hotels,

Secondary [hata
Secondary data hes been collected from research papers published online and web-siles. Varous articles

published in onlitne magazines are also reviewed.

Muothods of data Analyvsis
Collected data is claszified, abulated and arranged in order of objectives. Simple statistical technigues such as

rmtng and pereentages 15 haen uzad 1 ma.'l}'za: the dlatn aned arrive @t inferences. The resolts of this grud;.- ean e
congidered transferable to & wider populstion of technology-savvy vzers, who use speial media in their daily life
and their hotel information search.

Data Analysis
Thic hiotels for the study were surveved 1n Pene city.

———— e e e ———
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Questionnaire for hotels: ~:

1. Which Social Media Platforms, the organization
Social Media Platforms used by hotels

N Instagram
W prehiok
B Thvitiee

B Goophe
W Youlubs:
B Lnkedin

The hotels majorly use Facehook, Instagram and Whatsapp platform.

1. Which is the most nsed Social Media platform by your organization?
The Hatelz use Instapram accounis frequeantiy,

1. According to von which is the most effective sacial Media Platform? Why?
The Hrdals believe Instagram helps to reach the tareet audience,

4. What Type of content is posted on Social Media generally?
The Hivels usz Sncial Media Platform to post about the new produces, Discounts and  offers to atfract
the guest 1o their hotel. Other than thet they also post what their hotel is all about.

8. Is there software used by hotel to identify fake acconnts and handie Social Media account?
Where reviews play en important role in the age of Social Media therz is ne software used by the botels 1o
identify fake reviews.

Responses from the guest

Total no, of responses: 32

In order to be a sample the individual have to fit into the following crtena:
a} Meed o have travelled during the last two years,

bi Harve stayed in & hotel during thedr trip.

¢} Be active users of social mediz,

di Have used social media for travel related decision-making purposes.

i They should be residents of Pune.

Social Media Platforms Platforms used by migs_'l
| Instagram 20 |
Faseboak R . S
| Twitter = = 5 |
| Coogle+ - 15

WouTube _-_ B 24 — _“

~ Linkedln g = 9 =

Whatsapp i

Email__ ) | 33

The respondents arc pJ'T:p:T:I: almost on all social media p-itll'i'n_m.l'_Emaii and whatzapp have muore number of
aceounts as compared to the rest Facebook is the 3rd highest followed by youtwhe and Nsiagmm MCoounts.
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2, Which the most used Social Media platform do youw use?
Whatzapp is the most frequemitly used pletform among the respondents followed by Instagram and then
Facebook, We can see the respondents spend most of their tume using these three social media plaform a:
compared o others.

A, Do you visic the horels sogial media account before booking & Fi T

Around 63% respondents moest of the times visiied hotels Social Media page to get information about the hotel
which may noi be available on variows websites. For example, Yery fow hotels post about varicus offers oc
special occasions on their website or they may not be visible at first glance which ore generally posted on Social
Medin by them.

Social Medin does affect the decicion making of respondents on whiether to book 3 hotel or not. If it does ool
help them in booking the hoted but definitely helps them 1o decide not to beok the specific hotel,

Instagram & Facebook account posts of well-known hofels,

host of the Hotels post something every day or aliemate days. They generally post about mouthwatenng food
with captions, various photos of F&B outlets of the hotel, photwos of celebrities visiting the hotel and also abow
Spo. They also share some posis related to employee apprecistion or any wwards won by the hotel. Most of the
hotels for promoting their banguets can be seen posting about wedding ceremonies taking place in their hotel b
very few in numbers, Wishing their followers on special occasions is pever missed by these hodels To show their
support against fighting coronavinus most of the hotels in Pune huve closed down therr doors and using hotel
room lights made shapes like heart, smiles to honor people nsking their lives o tave others. In these times 1w
ensure their guest at bome they also provide beine delivery thraugh various apps.

Findings and Suggestion
Findings

|. This study shows that the guests used the following accounts the most Whatsapp, Feccbook and
Instagram, Whatsapp being the preferred one among the athers, I was also found that Social Medin docs
atfect the decision making of respoadents on wiveiher 10 book a hotel or not.

2, When usked for sugpestions from guest for social media posts most of them suggested that information
needs to be refated to offers ond dizscount, exact reom photos, sharing pertisulars like special memy 1o the
restogranis, public programs in hedels and most mportantly sharing their guest feedbacks. A corporate
guest alse requesied 1o post something abour the specific facilities for such clients.

3. Az per the analysis, [nstagram is the frequently vsed social medis platforma by hotels. Hotels post
something every day or aliernate day on their social medin handies majoriy about food items. There were
rare posts about the hotel, loyalty programs or offers offered by the hotel, One can hardly spot guest’s
reviews on hotels social medin page stating aboul the stuy or any photos with them.

4, For handling upse! clients on social media the hotelz gonerally respond as soon as possitde and offer them
solutions for their prablems with a request to revisit the hotel. And regarding the fake reviews, thers 13 no
such strategy sharad by the hotels to identify fake reviews, Thers is no software used by hotel to identify
the faki reviews,

8. Only few hotels had computer generated feedback when contacted through Facebook and none actually
returned. Thas highlighting the poor use of social media.

6. The hotels believed in keeping their social media handles gemmine and simple and posting original
pictires to maintain the reputation of the hotel, They also believed in enconraging Guest feedback: to help
boost business, Cme of the kel alse shared they do invite Bloggers for promoting the hosl,

Suggestions
s The independent hotels aspiring to make themselves 3 wall-known brand need 1o tap the potential of social
medin in loday's tech savvy world, as social media acts as a clalyst in creating @ brand by reaching millions

of cuslomer within short span of time with minimuam expendinire,

_—m—m—-m m——
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¢ Sodial Medie handles of the hotel need to have uniformity across all platforms with regards to the logo, hatel
bio, ete. for customer to recognize it easily, | Jenn, C)

= [t i pertinent to design schedule for posting and follow it to keep up with the customers without overdaing
it. Alsa developing a socisl media guide similar to an employee guide will be beneficial and should inchude
detmls like brand character, company catchphrases, brand frasts and vocabulary. Example the term hotel uses
0 adidress s customers could be either client or customers. It should be specified which word 1o usc to
miuintain consistency. { Jenn, C)

» It 15 mportant 1o highlight Uniqueness of hotel in the profile and mention ns distinguished features. For
example, if the hotel allows pet, it should mention Il to atiract pet owners. Holels can share information
related to local compaigns & events on social media o create awareness about the same and attract interesied
oustoamers. | Hart, B

®  lo strengthen the social media presence, hotels can encourage customers to post about their stay sxperience
which in tum will aftract new eustomers, Customers may not be aware of hotels loyalty program and its
henefil. Sharing content related to loyalty progean may be belpful in increasing loyal members for the beand

*  Facebook and Instagram being frequently used accounts; hotels can focus on wsing these platforms for
stanng mformation related 1o hrand. Hotels can creale a page for its guests o wse it for sharing their
Instagram-worlhy personal experiences al its properties.

o  Social media branding comes along with s own challenges. It & necessary to keep track on the onkine
responses and be quick to answer as one negative may hamper the whaole brand umage to some extent. There
i5 onling repistation management soflware available which helps in trocking the brand related communication
on web, manage reviews and alse find brand posibon in viriwal market.

Conclushon

A brand i8 more than & logo or profile it 18 aboutl making custormer’s fezl comtortable and approachable towards un
orgarisaion. To establish az a brand ome needs 1w deliver quality service and product coasistently, The
organszations necd wo deliver their promises to win the moest of the customers which will be crucial i the branditg
process. Branding process is a strategyic approach for defining organisation’s position in the market and deciding
o sbeps 1o aceommplish ir's vislions,

Social media 5 & platform that belps © interact with people across the boundaries. Tt helps peaple o build
connecltions and share information with one apother. With millions of users, social media has become an
enpgagement, staffing, retention, and randing tool, Social media enables engagement with larger audience ai the
sume tme bos made it preferred option for organizations (o market their product,

Hnjl;,ﬂ'il.:r' of the brands are u:q'ng social media to the fullest for maintminmg and :nmrrmn':-nul:i.rm their bronel o the
customers. The hotel industry in India may not be using social media o iis fullest potential. The hotel indusery in
developed conntries has understond the true potential of gocial media in branding in today”s world and is making
the mostof 1t. This research provides insight for hotels in Pune to make maximuom use of socisl media, 11 = also
helpful for budding hoteliers to understand the usage of sociol media w their advaniage. Furthermore suggesiions
could be provided 1o echance the use of social media for branding, With the technological advarcements and new
wocial networking sites coming up d study of how useful these sites can be for bronding along with new siregies
can be carried ot
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AN ANALYSIS OF THE EFFECTS OF OTAS ON TRAVEL AGENTS IN
HOTEL ROOM BOOKINGS

Ihr. M5 Vidyva Vilas Kadam and Mr. Devesh Janvebar
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Absiraci

This ressarch activity was condected 1o camgpare variois Tactors of :nﬂqmﬁ.luh which
onling chanpels sse providmyg over the irnditional madiams i booking & hotel oo 1
we look ot the glonce of the histary of howl bookicgs, then we wouald be able to
vmderstand that the boel room reservabions were cither made dirscily (lelephoning the
property/fase-lo-face) o via 2 ovel agent. Ohver the pest decade, a large offer of
bonking channels bas emerged. Mowsdays, howl distribution channels foe ransien
bookings are grouped infa five major categories such as Central Ressrvation Syssem,
Drirect Bookings (walk-ing, tclephomse), (flobal Disribution Syseem, Hoeel's websie, and
OTAs (Oubine Travel Agens), With pew booking channels nsing, conventional
chonmels are slowly bowever steadily lodging mnadker shaie, whersas new channels,
notahiy thase wha permit bookings vin ovline channeli like 0T As, GDS, and Brand's
peartal ane becoming popular. The DEY (Do-it-Yowrsel - approach has been mtroduced im
thz market due to these OTAS and other enline disicbution systeme. Thoagl there are
many edvantages o booking through these mediems, today's rustomer iz well aware of
threats that coulbd arise by using thess phitforms, The holels receive almast 308 - 4353
of the accupancy thraugh the Onlines Travel Agents ame the bedels porisl, snd the
reinadizlag through the offlive travel ngents, Thus, the study has proved that OTAS and
onling charmels are the most popular ond sfficiens way of booking & hotel rocm For the
Cusbormers

Koy Waords — Teavel Agems, OTA, Roam Hoaking,
Imtrodmetion

A teave] agent may bz an individual fom or corparstion which 14 commonly keown a5 a
ravel agency, An agency means tha office of fravel agenl or sTganization where all
fravel goods and services are assembled and coordinated for the smooth conduct of
travel agensy business, Technically, a travel agert 18 en owner of manager of an agency,
but other emplovees are responsible for advising fourists and sellng packages
toursindividua] components of travel produgts

A Travel agent 15 2 person wh has full knowledge of toanst producs -
destmunions, mades of imvel, elisate, scconumslasion, and other areas of the scovics
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sector. He acls on the behalf of product provaders/principhes amd in return gets a
CORTFTISS0T

OTA stands for Choline Trevel Agemey, OTAs are onliag companies whise
wibatied allow consumers o book various trovel pelated sorvices diresily via the
katernet, They are the Ird party apents seselling tripe, hotels, cars, Mighls, vecation
packages, e, providedorganised by others. Travel shopping via oaline agencies s
bocome very popular nowadays, especinlly, in the st minue segment and also
becaiste of the frequent usage of smanphones. Today, congumers gre on-dhe-go apd
the advantags of a booking engine and the ressrvation sohmions provided by the
O As js thet i officrs st payinenl end bookang confirmation

Literature Heview

In his rezearch, “From Trovel Agents to OTAs" Timothy Webh has sioted
the evolution of consumer booking behaviour Lo, trvel booking bes changed
substantially aver the past two decades. The tradidional sppeoach af whlzing fmvel
agerits and basking ahead his evolved inlo s fast-paced, Inst-minale beoking
environment. This evolulion has hed subsamial effects on revenwe management
(RM) n the areas of forscasting, pncing, and online Eravel agency invemtory
allcaiions, These changes have made enderdanding (e consumer booking process
a requiremsnt for suecess.

Ag the marmduction o e Internet, the tourisn and hospitality industry hes
wimessed sea claanges it the tremds of booking a2 well 85 consamer behaviour, Ths
pesearelier found that bese onling wavel ageats (0T As) have positively capiured ihe
imarke] and the minds of thé cormumer us 1 provides losl munate, guick, and sifl<isnt
booking eysiems [t was slso oheervad during the research activity that mamy hotels
have blocked their rooms for such OT As, giving them a8 mare profitable basiness.

Steve Olenski mentioned in his bleg, “Are OTAs really killing Travel
Apencies” that onling booking is ensier and leaves travellers spoiled for choice.
From ageregators like Kavok.com, which merely assembles inventery from other
websites, 1o wavel sites like Flightz.com most tmyellers apres that anline booking s
just more efficient and cheaper, The blog on the Andurmen Holukay's website sated
that with everything becomimg a INY {do-i-yourseif), why are people still choosing
e traditsoaal offlbe medium Gor thelr wavel broking? The answer lies simply m
ane ward = ras. A local ngent has a clear edge whesi i comes b providing a good
vacation deal and mere importantly a better service. The most important of it all is
the human factor — a face, & real person whe Ekes full esponzibility for crafting a
persaalired vacation,
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Im case of Fotels, the art of revenue ieanagement ood smert distribamion hes
become the secred weapon of every botel. Careline Strachan continues in ber blog,
Holels hove worked out how 10 releass and bald their inventory of roams besed on
faciorz like day of the week, citvwide events amd ongite meeimgs This cnebles tem
to fluctaate the price of dheir bedérooms;: a bedroom that hasn’ been slept i is a
wagte, just g5 ou-ofdae food s 0 a spamarket. OTAs spend billiors of dollars a
year in adverizing to win over leisure traffie, for which OTAs churge botels high
commmizsions. The OTAs tell hotels, "Pay us more commission. and we'll do the
advertising for you™ However, OTAs are lurlog business: trovellers with “lower”
rates b dismibusing and makmg their raves beokuble vin bavel mesageoent
compary‘onling kooking tool chonnels.

Slgmificance of the stwdy

Cwling Trovel Agents are pnimnog populsaty o the morker. The trend of busaking 4
oot theough & fravel agent has shifted o o DIY (do-i-veurself) approach whers
customers hove gamed acosts 1o book their travel plans on their own, Hepee, this sady
will help the new entranis 13 well as potential ployers i the market m the form of travel
pgencies boosustaln dn the market with the help of ressarch. [t will help the travel
agencics in determining the ways to sarvive in such cut-throart competition.

My nait objective of this research is Lo identify il 25031 effective soures of room
booking from the costomer’s poant of vicw. The key clements o be explored from this
research activily are the eoncept of OTAs, de reld of wmvel agent i the hotcl room
bocking, adventages & dissdvantages of room booking from hoth sowrees Lo OTAs and
the mavel agoncicd.

Crhjectives -

I gader to streumlme the pressar sdy, Telbed 10 the Hospatality & Tourlsm indusiry in
the Pune, the following ohiedtives have been fmmead

1. To sudy ike concept of Omline Travel Apgents (0T As)

2 To sudy the concept of Travel Apznt & it mole ia hotel room bookings-

3 To dentify the most effeotive source for room booking frof 4 customer™s poind of
ViEw.

Hypothesis

Booking a roain hrosgh an QT As 15 the mosl eftserve souree 1obook 2 oom

W djmer.dn Foar Foviewed s VOLUME @ 9, ISSUE: #3], JULY: 2020

Page 22 of 206



!i E }I I ivernamons Jousss oF M nipsarunaay Epucamnons, Beseancn

ISEM227T-TEE; lwepcy Facron 80514(2020); IC Varwe:5.16; 18] Vo2 186

Scope & Limdtathons of the stody

The participants of this research were the customers, tmvel aents, and hotels, The ttal
samiple af [{ questioneaires was designed for the wovel ageris and 19 responses are
resomiled by personally vigiting tbeir offices (response rate 100841 Hotels wiers Largetid
for r sample of 10 and achieved OF hotele (90% reeponse eated hove filled the
geestonsare. For cussemers, the somple was designed for 50 questionmiires and
recgived 45, The responsg mie is 5%, Thus, we bebeve that the answers cun be
considersd reliable, The study is limited 1o budgeted hotels in the vicinity of Pupe City
and does nol have any relevancs fo any other Hipes of Hobkels moany other localions
eleswhene.

The irmvel] agencs selectad for the study are from Puag City only, and does not have
wny ebevanes o any oflsr catien chewlers,

2. The Study is limited to the period from Auwgost 2015t Movember 2019 anly. The
findingr of thiz reessrch may nol epply to any ather period ever for the same érea
amdl the sanes iype ol holels wepnces,

1. Secomdery sources of data are psually of limited worth for research purposes because
of the arror incompleteress in basic doga, The sscondary data which = shaned by the
reaearcher may or may not he reliahls

4. The sample size & o small 23 compdred to 1he populaton of budgesed botwls, mavel
agenis, and even the customers io he selected arca. However, & rescarcher being an
individdunl is capable of henilling firmbed dotu.

Riscarch Methoidalogy

1. Approsch — Quaastitasive
2. Type of research — Annlyticsl
3. Sample- Travel Agents, Hatels {Budpeted Categoryh amd Cusiomers.
4. Method of Sampling = Purposive - Judgmental
5. Datn collection— Pressnt paper is haged on secondery data and pramary daga.
Foliowing amw the muces of collsciion of daca;
8. Wehsites
b Travel Market Repart
o Vameus previowsly pablished research pppers
i Queshonnains
i Travel Agents =10
il Hobels = [3
itL  Customers = 45
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Rale of Omlime Trovel Jqu,:lml =

OTAs provide o bigh lovel of costomer servics through moebile applications,
responsive websites, emuil campaipns, and even social media plarforins. B bas multiple
chinnnzls of customer cutreach to mot oaly promsote 2nd offer new products amd services
but sobicit feedback from customens which con be used so alter produce and services
offered. OTAs that levernge direct communication chamnels such as mobile chat
applicanons and social media platfonms can engage wilh Customens on & ONE-OR-one
basis. This level of customer relations manegement gives ravellers the personalized
tooking sxperience they desire with increasel speed and copvenience, OTAs ar
ementially available oo & 24°7 basis, tovellers heve neodly unlimited access io thoir
Mkiﬂyt. Thig makes # qm'::k_ ey, mned n'rrql[d for travellers o ndjud huﬂ-}.‘ing: based
an capcellattons or ermaes - Mlight delays, misplesd res=rabions, overbooicings, and
msire.

Hole of Travel Apents (C¥Tine) -

Whateves the size of 2 travel agency, iF kg o provide necessary travel information
o boursts, A travel agency mwst give up-to-date, accurate, and timely isformation
regarding  destinaiions, modes of iravel, sccommodation, sight-seeing, shopping,
unmirrabicn, passport, Vise, cistins clearsnce and procedurs, heakth and security males,
and aboul virors permits nequined to ravel in 8 partcwlsr eres, ete, Adrline Gokeling
umd reservation is & mapor source of revenus, Travel apsncies perfomm @ fuwtion of
arrline 1i.¢kﬂing and resecvation on Behalf of variows airlines, Trasel mgenoies prepane
tour packapes and well diem e tourits. The eosting and pricioge of boor packapges deperl
o a large extent on the ability of the travel agent ag 1o how effectively he can negotiate
with the principal suppliers, A travel egeocy consistently mekes linknpe with the
accommaodation sector, transport seetor and other enfertainmient organizations o reserves
regms. Aaod seats in the cultvm] progmmmes and iomspeortation. Trovel insuramce
prodects the travellers apaingt the personal as well as baguage losaes resuliing from a
wide ramge of travel=related happenmps and problems, again performad by the Travel
Agenls. Approved mavel agency authorized by the govermimenl body provides curmency

exchange services to touriss.

Dats Analysis

Tn fhe study, the travel sgents (offline} have egreed et bocking through o OTA
redures v Lime &= 1he customer miy book & room in the hatel which is convesisnt ta
himfer an board or from anyehere usmg the inlemed, Ako, some of them have staled
diszourried rives or reduced rates then that of mecket rate is being offered by the OTAs
because of whech cosoeers prefer o book theoagh these chammals,
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Considening this, there =50l one advantage of booking theough & Travel Agent and that
iz 15 human touch. Travel Ages are considenng the needs ond requiremeris of the
custamiee. The ravel apent i3 well aware of cusmomers demands, likes, and dislikes, hence
the ropms booked through them are more sullable w the needs of the customer, The
OTAs ade providing what they have for the customers und bence, it may nol suit the
resquiremEnts of the guest wha 15 on the jourmey of vamows ounism acbhivities

Many hetels in the targeted area of research acnvisy have pannership with the OTAs,
with*Make¥yTrip™ being the most bending parmer with the hodels  followed by
TripAdvisor& Trivage,
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There are mixed regponses abosn the OTAz through whizh hossls get room
bhockings. According to the Hotels, 407% - 45% room bonkings ane through thesa OTAs,
while 5% = 5% from theis web portel end remsining from the tmvel agents, smails,
telephone, and other sources. Hemge, from the duta, UTAs ere the second larges
coniribufor o the hotels’ room bookings,

For the customers, OTAs are becoming & mome fowourable way 10 book a roorn in thei
prefermed hoted, Booking theough an OFTA is eagier W search and bosk, it arovides rcal-
Lirnee boeoking as mentioned carlion. The lovobon of the tored fooa b5 ere convepient 1o
the customer while booking throvgh an OTA as it provides vorious filters for lecotion,
amenites, services, cde. ond alao the refund is assured in case of cancellation,

Al mtag=s o baa i Kk ngli UFTA
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Images of hotel moms are uploaded on the site of an OTA which helps determine the
roam Booking and very impertantly the experience of guests who have stayed in the
hotel 15 provided i e form of peview which also provides the authenticaty of the
details. Theae are the few advantages that customers gel by booking throsgh an OTA

Besides these advaniaes, he cumiames lave strongly agreed thas the theeats
ol these casy and efffcien beoking channels always disappoint themn, Hidden charges,
terms & conditions are the most disantiafving threats which costomers majory face
during their bocking cvele. Charpes such ns convenience fees, reserviiion fees, tnx on
the online pavments are few exaomples of e Hidden Charges which OTAs apply on the
room bookings and which hag to be bome by the cusomens availing the services. Temz
& Conditions ars very rgid and difficult fo interpeet which resulls io wn unhappy
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customer. Frasdolzne offers posted on tlw websaes & spps of the OT Az always miskead
tlve customer ardl in many cases, 1he castomers ars over-charged due 1o such false offers.
Tha cleanhmeze shoom in the pichares of the hotel oom may ot ke obeerved by the
hoiel which is alsa the reason for the onheppy custoemers.

Faking into consideration the advantages and the disadwantages, the advaninges
supersede over disadvantages dus 1o the long listing cheracterstics of the OTAs. As it
facilitates direct communication and contsct with the service provider, it s the most
favourable chanpel to book a hotel room from a customer point of view, OTAs allow
castomers 10 book o hotel room pcros: the globe, convenienl to Idsvher, A 2457 suppart
tenm of an O A makes the mustomer coafident about Risther sty and assunes assisance
duging the stay of the customer. It eliminaces the dependerce on the third party for reom
boeaking awd promsoas Y (do-ri-yourself] approach mwards the eourism mdustry,

Findings & Suggestons

Fledings

4 Major Findings

1. The travel apencice are using hotzl's websites and’or pertads 1o hosk a room on the
behalf of the guests

2. The movel ngents in the spmple have clearly staved that vere is o pegative impact on

the busaness of the tmvel iedustry - mainly travel agents dae & the introdsetion of

these anline ravel agents

All the travel agents have conficmed that (he benelils stated in the guestiommaine can

bre availed if 2 qustomer books a room w the botel throagh them.

4. The tovel agents hove olao vonfimned ol OTAS are providing Real-thine Booking
asdl it aaves time of the caniamer

5, Hoswels are receiving room reservations theough vanous channets such as (FTAs,
travel agents, carmpasy s owi portal, e, et

B, 50% - 60% of room bookings are recetved froen the OTAs whibe through e iravel
ogents, hobels are receiving 2% - 30%% cccupancy.

T, B of the carmples have seated that they beok hooel room trough an OTA

B Abowl 40% of the somples have booked hetel room mare than twice 50 date, 23%
of thee samiples have hooked raoem in b otel more thes seven omes amd 15 % of the
total respendents book hotel rooum, every time, using DTAS.

0, “la cage the room hae been booked throagh s iravel sgent ithen nssured bonicmg and
dscounsed rates can be achieved” staie 52% respombents of the total sample.

10, Dependability, lack of flexibility, ond high miark-ups are some major disadvaniapes
listesd by the sample.

1. Mare than 753% of the samales hove stated that OTA is eiich eagier to ook over a
traditional boaking,

IZ. There are many advanmages lined by the sample in cas of booking 8 soom theough
o OT A Easy to scarch and book, convendent location, appropriste flters, real-time
I;n;hnl;i,na are fow & et

16
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13. In cuse of OT Az, hiddon charges, lack of clearly exprosscd terms & combiions,
froiadulent offers are gonye of the disadvantages,

£ Minor Findings

I Mesd of the fruvel spenis have a crmimet with the hoitel; hewes they haak the roam
over an emil.

2 Allthe trevel agents s aware of Online Trovel Apents and agreed chat the
introduction of these (T A3 kave impacted oo the biusiness of the travel agents,

3 Many of the hotels ave dealing with the local ravel agents as well as the ailine
traved agents simulianeossly

4 Makemytip is popular among the cusiomers and has coversd almost 65% marke
share,

5. People orthe poteviial camomars ase wavelling mnjorly fior lelsare purposes.

6. The hedel staff bas confirmed that the avarage room beokings are received through
an OTA

Sugeestions

This research sctivity wa: conducted keeping in mind the three different aspecls or
concerns of 1he reom boaking. Hence, the sugpestions are clissified in these thres

aspects—
& Travel Agents—
1. Tl travel agents can contract with the betols fix room mtes, Those contracted mics

pa

sre much cheaper then the macket reizs bense can impreve the net marging of the
firm,

Trovel ngemts can oct s o OTA by introducing techinological advencement o 1be
uperalions.

Ta win the competition, travel agenls can creabe variok stralegees (o atiact the
custoamirs and can add value (o the serviee oucli-peinls,

One of the major advantaines that the fraved agency has is the personal towch, This
cnn b used to lower the impact of the OTAs on the potental rusiomers in the
mnrkel

Differentation fcims shoild be hiah.'llﬁ;hl!ﬂl while dédling wath the cusiomers.
Thus, creating o value in tbe ey of the customer.

o Hotels -

The heigl can use various strabegies o atrac the guests directly io the hotel using
hotel's portal

Reeording gnest history, behoviowal patternu, trends i 1he markst can help the
hotz| ta tap an oppoerumity.

[ncreasing the room occupaney by recaiving room bookings throush the harel®s web
poral will auromarcically reduee the occupancy of reoms through the evel agents
or the 0T As, Henee, reducing the high commizsiom rates.
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4, Based en the location of the property;, the fype of the cuwstomen can e demifial g
the potentin] cusiomers e be tarpeted.

=l Cusiomers

. There are times sthien the OTAS ane charging high sates; bencs, companing both, e
the trivel agen’s prices asd the OTA's pricing will help to sclect the best
alternaive,

2. Negotiptions af the front desk while registration may alao be beneficial ag chances
af gertay direct dizcoimis by the hadel increases at the fme ofremstatian,

3 Thetems & conditicms given om the OTA'S portal need o be corefully undersocd
end then anly accepied or rejected,

4. Whale b-u-nki.ng thrawgh an T A, the canceliation fees need to be enr:ﬁ..lll.:,' checked,

5. Offers showing kigh discounis need o be carefully examimad.

The shave fiekl data bhave revealed that the introduction of OTAs in the market have
negabively mnpactad on the busness of the fravel sgents (offling). The tmvel agents and
il cuslomers hoth have sranimousty ngreed that real-tinie boaking and time saving ass
e ey feanares of the OTAs which nsake them the mos effective wiy of bookiag lsotel
rooms. Therelore, the hypothesks las been proved.

Toavel ageetd (o) may bave o coutiact wilh the botels for room mie (which o
genermnlly lower thon the marked mte) which help attrect customers. They con alse nct s
an OTA by ndvancing the arganizatinnal technology & systems, Sometimes the OTAs
charge higher rates than the gavel apents; hevce cinlomers shpald compire both and
then chorse the appropriste. (ffers showing high discounts need to be carefully
exarined & confirmed by the OT A= support <aff o reduce frade

Conclusion

Dhirimg this ressarch, it has scconred o the researcher that the customer is the focal point
of amy service. Todey's costomer 3 very consclous, educated, znd 2 uging the besi
pessible resauress o acquise inlfooration alsan & pasciculnd prsduct. They are awnre of
onlme travel agenls, their bepefits, and threas as well, Online Travet Agemis have a
great impact on the travel ageecies as most of the customers =g using sach channels Lo
book their hotel rooms, Travel agencies neéed 1 use various siategics b0 nibmgt
customers hack o the trave] sgemey, They shoukl b able to dilferentiabe betwesn the
fiepn's products and services and conpetitor's prdliocts andd services, Hence, brawel
wgenls must creete value for each ransaction with the costomes 1 retain them,
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Impact of COVID 19 on the business of Home Bakers in Pune

Dir. Anita Moodliar®
Mr. Devesh Janvekar™

Ahstract

= mam e —————

It b undernisble that cormavires hos severcly impacted the world econemy,
and the victiens of this pasdenie e from the MSME sector. Home bakers
are ool Bn eaceptioe o i "Hosue beloer’ s ibe widely used wenm o
enilropronsurs wh axll I.:nk,q-:r produet e in thedr awn homes. They serve
persomalised i unfgue cebes amd ofser haker®s delights a5 per customers”
weeds by onending snd preparing cack onder separacely, whether it s reled

Keywords: o the design of o cske, price, or packaging. Their encompromising quality,

afferidshle price struchare, mude-io-order operations, aod § wide mnge of
Huine baking; custpmesed products bave wken the bakory oerked to mn uliimedc bevel of
COVID 149 buginess. Since it based on word-ol-mewuik hos feed many challeages during
Lockdown; the lockdowm peried. In India, the lodkdown was sudirced o mid of March
Challenges: 020 resulted o cincelled ooders, umused gk of supples, and evea
Strazgics. eebiimed advanees Though e lockdown has éreated some econbmus

comsbranis, it has epabled B homre bakers o comc Op wkh new mpovanive

idems of business. Hence, this resenrch study will preseet ibe challecges faced
by the home bakes m the lockdoan period m well us sew udeas af business
whin the restrictions endorced in Puae,
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1. Introduction
LY. Bakery Business in India

Bakery products’are an infegral part of the Indian Food Tndustry. Though the bread and biscudt do
nok fall under the Fist of essential commoditizs, have faund greot scoeptance in Indis. Bakery items such as
cakes and pasiries are still part of the upper class. Bakery products in India started developing in the Britizh
Era to meel the needs of the Brtish Ammy. Hence, Kolkata became the first centre of producing bakery
prducts even belore Mutnbai, te cater b the nesds of srmy pesonne], World War [1 is the crecial fsctor for
ik evolving bakery indusicy in Incia as supplies from oversess wene reduced which helpsd the indusmy 1o
eapericnos key-changes, The meden bakery products are consumed slong with tea, coffee, or milk as a
complementary fvod, Bakery itoms are alss considered as staple dier as it provides supplementory nutriticn in
low-cost prce. Ome of the major reasons for gaining popularity io swch prodocts emang oll i that these
products are easy, conveniznt, and ready woear foem. In the food industry of India, bakery ploys a vital role in
economic development a3 the abundant vse of wheat and other products are involved in the production of
hakery items. Capital investment in this business is far lower o3 compared with other capitl intensive
industrics m Indin. Thet’s why, there are approximately 75,004 bakery units all over Indin from MSME
sBcloe,

Primwipal. METHMCT, Pune, Malsrshiza, India [Ph. I {Hobed Mansgemerd & Catering Techmolapy), MTW, Rac HTM,
DHMCT, DIRM]
anuent. Masiers in Holel Manogemeni & Calerieg Technology, MSTHRMOT, Puss, Malssrghira, Inidin
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1.2, Wistory of Pane's Bakery Indusiry

Pune, also kmown s "Oxford of the Easr® i widely known ns “IT Capital of India™ and
“Autotnabile hub of Indin”™ hes been buillding modem industry agamsl the backdrop of its tradibons, of
eifucalion anck administration. Despate of indusirial renasssancs the eity is considered &5 educational centre in
India, with approximatcly 2% of i rotal istemational stsdents o he country are sdying i Pupe City
Pume has a great historical significance, oo The carliest reforence to Pune 5 found i &th century's copper
mseriptions,  Afler defeating Yadavas, Pune was under Mushim Regime. In the Muglim Cultune, Naans and
Roaths sre wsed widely m the months of Ramzan, Mobarman: ond Sefer, Though Mushim reglmnes ruled Pupe
for about 350 yesrs there iv ne evidense that they emablished Bakery indusiy in Pune. In the Pune region,
there iz svidence of tha bakery business since the | Bl Century,
Post-independence froim the Boish Rule, the hakery business started growing at & pacs and Maharashtm
Btate was on the wop of the list with a fotal of 650 hakery unils, according to the survey in 1952 There was
only one bakery unit serving 46,000 Puneites in the 17405, And today, the number has crossed 400 bakery
units {including soeall & large) serving 3.5 millon Punzites, It has observed from the data thet one bakery
vt serves almost 2000 residents of Pune City, In Europe, it ks constdered that for every 1000 populstzon
there should be ene bakery unit. Comsidenng this ratio, Pune City shoabd have been 3500 bakeries, but sinca
the Bread is nat an essentinl commadity o Indin she number of bokery units is lesser than the European
Siznakard

L3 Home Bakers: Concepd & Domand o Pune:

Hrme hakers in Pune started increpsmg abeot 2 decsde agn due b chanpe in the demands and trends
of the market This is doe to 8 change in lifestvle or culture. The birthdays snd anniversaries became on
avenl And to calehrate such events "Cake” happened to be & crucial ekement The simple cake began foming
dnto malti-lavered ones, There were very few bokeries in Pune providing the bakery delights other than just
bread and biscuits, The demand: of the market started evolving and coping up with such high demands
bezame difficult for the bakery units i Pune City. That gives birth to the “Home Bakers.” Home baker 13 4
goncepd that s widely used in today’s ert o an enirepreneur who is o free-lancer, eaters to the nead of the
cislomens, Hesthe may not be a professional baker but their bobby and instincis stmulate them o be creative
ail inevitive, The wonten are leading in this husiness as Chey are god giled wath tao major abilises that
are esgential For the butiness — creativily & mmagination, The home bakers magocly scrve cakoes for varous
aozasions. Aleng with cakes they alse serve coolics, bread, chocolntes ns per demand, Customisation is the
key feature of home bakers. They provide customers with super-customised. sometimes signatare cnbes and
othar bakery delights. Thaz bisimess mitally was aar comadered az the main searee of ncome Amateirs or
nan=professionake used 10 o this businesz for bz hobby as well ag o eam exlm income. Since the demand
for boakery products hes sugmented the professions] bekers are turmed iotp home bakers and non-
profesgionals are underpodng waming w upgrade their skills required for it Thus, homes baking has tumed
it main searse of income to mary en the city.

1.4, Uhjectives
1. Tostay he varous challenges faced by the home bakers during the fackdown.

2. Toidesotify verious strategies used by bome bakers in the lockdown.

1.5, Significance of the stedy

Home baking, though isitially started to cherish hobby and cam sdditional penny, now s tumed
info o businzss. As the name sugpess *Home Baker' is nol yel eonsidered as commereial busineas, but plays
an important tele in the bakery indugivy. The business backed by hobby and paksion has greal acope i the
munrket a8 ¢okes, pasiries, blscutts & cookies have beonme every day’s foael tbems. The ‘Cake’ is an mitegral
part of hirthduys, unniversaries, farcwells and such ocossions that has moneased demmamdd e it Not only
frested or decorsted cakes, but sven small cakes such as nuffine & tea cakes ore in a demand. Biscyits and
cookies are treated as complementary ar sccompanying food flems to tea and coffee which starts the day of
miest of the ndizns. This business iz sustaining in the markes baged on one key principle i, customisation,
Unlike other commercial bakeries, home hukers are net keeping their inventory on shelves, They produce
poods s per arder,

The pandemic of coronavines hos a greal smpsct on the busimess of hame bokers. Hence, the main
aim of this stdy is 1o find owl the impact of cooeaayine and the beckdown due to pandemic on the busingsa,
As well as o ideatify which straiegies did the howse bakers used in the Jockdown pensod 1o deliver sate and
Trygitnic products o their customers. This staby aben presants the challenges faced by the home hakers during
ihe lackdown snd the impact on the soles dise to unasticipared Inckdoram enforced tn Indin.
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16, Beope & Limitations of the study

This snady pertaing to the impact of COVID 19 and due to wiiich the challenges or obstacles faced
by the home bakers in the lockdown penod. Researchers have made & sincere effort to identify the fmpact of
the pandertic of cofonavirus on the business as well as virious strutegies and precautions implemested in the
ppeTations by the home bakers (o provide safe, hygienic, yet delicious bakery products to the customers, This
suly ah=o prosent experienges of few home bakers of the basiness during leckdown period,

This sty has sawe limiations. The partcipants of the rescarch are the bhome bakers of Pume. The
tatal sample size was designed for 75 respomcs out of which 5% bave been necorded using Google Fonms,
Thez becomes T0% of the fotal sample, hence can be considered as rebiable. The study 13 limifed to the home
bakers only and ne comanercial bakemies were iovolved i the research sudy. Home bakers based in Pune
werg targeted and hence does not have any relevance 10 any other location ebewhers The Central
Government of Indin enfirced lockdown from mid-Murch till end of May, thus, fndings of ihis research may
not apply 10 any other period or ever same period elsewhers 10 India, or any other pedod for the same area
and even Lo ibe same home bakers, The sample size may be too small as compared with tofal popalation of
komie bakers in Pune, Hovever, researchers have put their best efforts to reach out maximum home bakers
diering the restriction period.

1.7, Reszarch Methodobkiay

The presented study i3 an applicd rescach, Quantiiative approach has beon wed while conducting
this research Erm:r. The I.a.r,gl:iuli audisnce for the resenrch were home bakers from the Pone. Method used for
sampling is purposive and judgemental. This research igcludes Priceary & Secondary dota, Primary dotn was
collected through structured quesiormaire abaut the rmpact of COVTD 1% on the business of home bakers
nsing Google Forms, These formis wene sent using email and other sociel medin charnels and the snalysis has
been done based oo ik nesponses. 53 responsss were recorded out of 75 Le. tarpeted sample size, which is
almost T1% response rate. Secondary data was collected throogh various websites, blogs, news articles ind

reports.

LY. Literature Review

i, The blag written on the website of Dawn (Mar 20200, “Tips for bokeries in COVID 19 envimenment™ has
mentivned the key business siwalegies o maintain the cusiomers, work smaner aml gain mone out of les &
limited resources to adjust in “new normal™ woeld, Social media, which is econowical in cost and s o
pasitive impaet on the business, to be used 1o reack the market on & larpe scale. Offering delivery {if
fensble) within o cersin mdiss of the location shoeld be provided, which increnses the meveie.
Fnmawation 18 the key aad asmg crestive, mnovanve ideas with fhe help of technalopy kesp revenus coming
im.

1, The newspaper articke i The Economust (8 Apnil 20200 “home baking is on the rise® presents the statisics
of Mielsen — o market research company — in Frasce, there 18 2 sudden inereage in the sale of lour by 1605
and soap by 24, The company bas not mentionsd the figures for the flour elsewhere, though the
Jjournalists for The Economist have reporied the scarcity of bakery supplies for homemade bread, cakes &
buis

3, Shambhavi Asaed (12 May 20200 mpentiveed io e colemp of Esonomic Tanes ta there 5 8 600
increase im the sale of bakery rolated items such as bakmg soda, cocoa powder, and other ingredients as
leckibown has mads peaple to dust off dieir hidden skills of buking,

4. Aurelia Lambrechts {bday 2020) has precented some fips in ker blog on “philoeopby-of-sum.” [n thae, she
has specified hmis o increase the huginess of home bakers. Hers she guofes that the basiness of home
bakers will be going o get affected as it won®l be generting revenue as usual, Hence, homs akers should
try doing things differently, which will attrct customers. Further, she mentions that the bakers should
communicste to their clientele whet are the precastions and safely measures they are taking W keep (he
products safe and hyplendc. Alternative income to bakery businesses like conducting bakery classes online
will also be a good and innovative idea, so the revenue dozsn’t stop,

3. Arcle by Purates on their web portal (20200 *Adapt bakeny's senaces in times of COVID-19", thars 5 2
fist of stratzgies (he bakers should sse whilst the eckdown period. In this article, it has mentioned that the
consumers’ needs and behaviour ore chenging promptly, Therefore, the approach towanls the busicess
should also be changed, Dptimising the in-honse management such as inventory manegement, bygicne
mensures, oie, shonkl be grven prime i'mpwl.p;mzz. Tomovative sdens such as 'I.-u].'nll:,r basnus Fnint::, delivery af
goaxls, and bebig in towch with the cussomess {mayhe through Facebook or Yoo Tabe live) B cnacaal,

i, * Peychalogy-backed reason why s mamy peaple are baking during the lsckdown' - & newspaper article in
Times of India (11 May 20200, stoles varieus aspects of bome boking. In this pasdemic, moay in the
society are facing depression, Making a loaf of bread or maybe a cake has psyehological factors bebind it
When people are feeling unessy or siressed, they bosten & comfort food. Bresd & Sugar are the comfon
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food that act as & seothing agent in stressful situntions. Baking and cooking are therapeutic oay as il
rexpuires & lol of patience. efforts, and kills which balances the snxiety or siress Jevels,

. The New Indian Express (18 June 20200 = Hydernbad's home bakers continue to whip delights amdid

COVID-19 leckdown. In this article, the survey of hoeme bokers m Hyderabad have preseated. In spite of

bockdown und huardles in logistics and raw material sepaly many home bakers hove achisved success in

their business. Mew custorsers were added and (e demand for siuch home-haked iterns was mereased
extenzively. Inoovation i the use of raw msterial such &8 ssing sobsiiutes for scorce llems without
compremising oa the @ste amd the quality was the cnesial factor inthe ockdown.

B. Mallika Bhagat {07 May 20200 has sosed in the news anlels of Hisdusian Times thar *Swoeet notings:
Home bekers whip up and deliver delights amid lockdown' the home bakers in Delhi are facing troubles to
meed the higher demands in limited resourcss. Still, they have nod ahul dovwn; instead, they are trving to
coper-tap with the demand in the marker by uaing some s innovative wave to prevent supply fans beung
phsolete. With all the precmrtions ahoai gafery and hygiene, Delhi’s home bakers ane offeritg no conmct
delivery of their delicacies as well as pick-ups from their sounse lecations,

e |

2, Data Analysis & Interpretation
L1, Home Bakers of Pune

To eollect dotn about the home bakess in Pune, a strucured questiomnaire using Googls Forms was
created and circolated throogh email sed other socal medis channels, In this questionmaire basie conlac
information and some general questions regarding their business wene also included, In their response, it has
proved Chil the women are Eading o the mumbers of hame hikers in Pune. Figure 1 (A} The age group of
1H-25 years that mpeans young aduls (Cen £ ane greater o e numbers. Figure 1 (B). The second largest
group is 2633 vears of age which can by tened as millenmals (Gen Y

tsender Age Gramp

Rebirss i Yimrs

| W%

Male T Veals

Figure 1 (A} Figure 1 (B)
For this research activity, Pune wag divided mfo five zones (vefer o the Fignre 2) - East, West,
Central, Morth & South — to identify the mone m which there are magisum number of home bakers, Except
for Morth Begion, the lome bakers are in similar namibers in oher four regions. Figore 3
The central reglon covers the area from Shivafimager Keifway Swdon o the south Deccan
Gymbbana, Tiak Rood ol Seracbawe. And from Swargase to the norh MG Rood, GPO 1l Pune Raitway
Staticn, This reghon alse inchudes all the Pethar in Pune. The Bam Region hos two major highways thar linke
prominent cities of Mahsrashirs — Ahmednoger & Solapur — ome of it iz a Wahoral II1E|'m:_'|.' 'I.b"'l_ill_" other ia @
Stace Highway. MM 65 is 2 highwey that connects Pune and Solapur cities while SH 17 lnks Pune &
Ahmednagnr cities. Apart from it this region ako has Pure faternationa! dirport, Most of the Five Suar
hotels are in thie region. Hence this region is of great imponance from the mtermational clicuis’ perspective
In fle West region there are basically all the residertial complexes. This region includes Karve Rond Faud
Foud, some part of Siwhgad Read Kothud, Wearje in the south part, and foowards morth, this region ineludes
Pune Limiversity, Parhan, dudk, Boner, Bavdhar and Salewadi Stediwm. The west region alse covers
Mumbgi-Bangalore Bypazs Road from north 16 gomh,

11 I internagiong! jourmal of Management, 1T and Engineering
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Figure 3

The narilh region starts \'-llh Ol MuwmbardsProne Higinweny and inchides Sanpamwendi. Kbadakd, Raage
Hilt, Pure Yerawada Jail, Adgndi, Vichrgriwaell, Dhanory, Dopodi, Chakan, etc. Morth- west region has the
IT hub i.e. Hinfewadi Rafiv Gandil InfaTech Park, Pimpri-Chinclad, the sister city of Pune, Sangh, &ic.
soith region bas mostly esidential aren santing with Swergate,. Pasall, Selivdury Pock, Bibwevadi
Padmevar, Koadinea, Hingane, Waodgaon, Dhavar! and the ope of the bigges! cintdcomplexes in Pune,
Wandled Cry. " Historical monurment like Stafigera Foot 13 2130 in the South region of Pune The Raiiv Garafil
Zpofogloal Park ond BN Rescarch Cenrre, Kotraf B8 in south cegion, foo, Pues lifeline that is
Kraabwarfn Do is towards south-west of Pune. The India®s Nasivead Defence Acadeny (MDAY is also o
south-west of Pune, on the banks of Ehadabwarfa Dam.

Years of Operatioes Ris= af Tome Bakrrs

L1

F"lgq:n: 4 {A) FEEI.EF-E 4 I:E:I

Mot of the home bakers have starled the business recently within @ span of one year, Almos 47%
of the eample have been doing the business more than g yeor but [ess than 5 yeors [refer Figure 4 (A)]. There
are fow which arc in this business dor a fong while 1. more than 5 years and most of them aré above 2.5 vears
af age. Dae 1o the lockdown, the people have stamed with home beking business as we can soe rlse of the
home bakers in the Flgure 4 (B}, Asd hence, the nuniber with Less than ene vear of operations is higher in
thee statistical presentation

Stimulug for the boginess of home baking is to porsus bobby and pageioa. The leck-dovm hos also
helpad the individizals o pursue and develop their hobby for beking. T2% of the sample have snterad inio the
busmess to cuftrvate the hobby of beking and the passion for foghioned cakes & cookier. Profesional
education & waining is vital in preparing such high skilled dessers, Figure 5 (A) presents the statistics about
the stimuli o enter indo the business, Eaming extra penny is always 8 motive to start 2 new business, bui
since this bisiness requires Ligh ses of skills which can be impossible witheut dedication asd passion for it

Haking or coaking is an art. Hemce, making a frosted/iced cake requires patience, dedicaion and lotz
of praciize, Qne cannol pohisvie il in a doy, It regquires pood observation and practise. Patience and dadication
ire intrinsie facirs. One major external Tactor which is requited for the baking is the formnl education and

s e e e
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iraining. Figmre 5§ (B) exacthy explaing it. 74% of home bakers bave underpone o formal training in which
they have leami the crax of hakery.

Teaiued Bakers & Certified Rakers
T Iﬂlﬁ-? [ | 1I.-.‘|trlhd.|
. Hakrty
i [ ¥ Trodnd:
Cartifind
Rodiita
%
Vb -
n-
Trairal Rabis Caviifed Riker
Figare 5 (A) Fiure 5 (H)

1L PMsychological-bascd Reasons

While coronavires has created fear abeut the Aare i the mands of people, it has olsa mads people
seart entrepreseurial aetiviy like baking at bome wmd thus incrsasing the number of home bakers that many
wers not aware of From a simple muffie to 8 delicately lced eake, people have imvested ther free time (due
e lockdown ) in leaming a new skill. Thers sre some psychology-hacked reasens why peaqle have med io
produce bakery products ot homs. Figure 6. Bread snd sugar are considered comfort food (refer artiole —
Psg.‘n:l‘:nlngy-hulccd TEAsOE, The Timex n_ll" nadin, MH}' 11, 2024, When a human h:in-g feels a stressfal
situation, befdhe rushes to comfort food Hencs, the art of bakery bas becorne o way Lo distresy and sell-
spiivg for people. Consuming sagar @ stressed situation, repulabes mood, appetite, and social behavioor
People fegl happier after conpuming sweet delicacies. Likewise, bakery delighis also work to fix the body to
b “happy”™ temporarily. The art of boking is 0 conscious effort and require a lof of patience, When somebody
u putting their efforts and tme siccerely in the corsiraction of semething positive, i€ reduces siress aed
arxioly levels. 1lence, cooking end baking nlse oet as ¢ therapeutic medium,

Pevehiologieal Reasons
1

=0
1
4
Brlrasrn Stprss  Conifort Food  Tenpersry fis Thempentls
iy o s h'rlhﬁl:lllﬂ:lllll Medbinm
v o *Flapigar™
Figure &
1.3, Revenue Generntion

The below statisticn] charts represent the financial probability of the business. As there is larger
group of home bakers under the age of 215 yeurs, it provicles s extes ipeame oppomanity to them. Abmns
559 of the wial sample [Figure 7 (A)] eams below () SD00 per ronth that indicetes ecomomic patential of
the kusiness. However, we cannot overboak the $8% of the sample, toe. There are fow home bokers who have
tured i inte their main income source. Some of the hams bakers are producimg the bakery products as per
derrand and solling it through a small sutlet. To operate gn owutlet, more manpowes (s needed. Thus, they
have some employees who asiats them in their business, Otherwise, 4ll home hakers are solely operating
their enlire businzss, [Flgnre 7 (B}

e T —rr—
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Figure 7 (A} Figure 7 (B}

L4 lmpact of COVIT 19

The worldwede outiweak of compavines has severely affevied oo the business of home bakers, In
imtizal FI‘J.I."H!I of lockdown, the home bakers have facad many i,:lullmg:a ard therefore dhe i_|'|1|:||1|;| WS
negative. As people started to cope up with the situstion, the business wes agsin on the po and starts
Nonsrishing. This was due 10 curtailment in the preduction und supply chain of bakery items. The denand for
hakery ilems were at ils peak arnd haane bakers gt & good opporiunity b cover the losses due o eckdoam,
Hlﬂl:t. we can see & mixed impact of COVID 19 on the business of bome bakers [refer Figure 8 (A) & (B)].

Tt of Lockiows Lt o6 Sales

Elgure 8 {A) Fipwre 8 ()

4.5, Challenges faced by Home Bakers in Pune

The sudden lockdewn dus io coromaviros ke mode the home bakers Toee varioums 4.'|.|.::|.|I::|.3-EE
{Flgure®} The major challenge was the scarcity of rw matesial. Bakery praducts require same gpecial
imgredients which are not ovailabie at Indian Grocers” Shop, These ingredients are available in supermarket
stores & dus o COVID 19 fear sl the supermarket stoses were clozed. This resulted i & shortame of supply
& eventually, the cost of raw materizls was on rise. Also, the customers were scared of buying leod stufTs
which were prepared by somebody clie, This perception of customers hes o huge impact on the buginess of
home bakers in Pune. To chunge the perception of castomers, home bakers had to invest a kigh amount of
post in fhe sanitation & oller prevennve maasanes, [nmictal phases of lockdosn, the home bakers hove fced
some Iogristical challenpes, ioo, As the petroleem fuel was rescrved only for the essential services such as
police, medicnl prectifioners & s5afT, press mediz, administrative personnel & sssentinl food commistisies
(proceny, dairy, fruits & vegetablea), the bome bakors coubda’t offer delivery of bakery produsts to e
gusiomers, Thus, dug 1o all abave mentioned reasans, the sales were affected nnd home baken: expeniomced &
hage list of cancelled cirders.

e N —— . = s — i
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Figure 7 (A) Figure 7 (H)

24, Impact af COVID 19

The wogldwide outbreak of corensvirus has severely affected on the busnioess of home bakers, In
initinl phases of lockdawn, the home bakers have faced many challenges and therefare the impact wae
negative. As peaple starled 1o cope up with the sitwation, the business was again on the go and stans
flourishing, This was due to curtilment in the praduction and sapply choin of bakery items. The denand for
bakery items ware at its peak and home hakers got 8 good opportiunity to cover the lnsses due to lockdown.
Hence, we can sec s mized impact of COVID 19 on the business of home bakers [refer Figure 8 (A) & (B)].

Isepach of Lockdown tiupact un Sales

[ L

Figure 8 (Al Figure & [B)

1.5, Chullenges fuced by Home Bakers in Pune

The sudden lsckdown dus io corcoavirs Bac mnade the home hakers face various challenges
(Figgure?). The major challenge was the seascity of raw materizl Bakery products requirs seme special
mgradients which are not available at Indian Grocers' Shop. These ingredients are available In sapermarket
stores & due 1o COVID 19 fear, all the supermarket stores were closed. This resulted in a shortage of supply
8 eventually, the cost of raw nateriak was on rise. Also, the customers were scared of buying foed stuffs
which were prepared by samebody ¢lse. This perception of customers has 8 buge impact on the business of
heme bakers in Punz, To chinge the percephion of costomers, home bakers had o mvest a high amount of
cost in the sanitation & other prevestive measures, In initial phases of bookdown, the home bokers have faced
same logistical challenges, wo. As the perroleum fud was reserved only for the casentinl services such s
palice, medical practitioners & stafl, press media, administative personnel & esoniial food commodities
{grocery, dairy, fuits & vepetbles), the home bakers coulda’t offer delivery of bakery products t the
customers, Thus, dus to all phove mentioned reszons, the sales wene affected and home hakers experticnced i
||ug,|: list of cancetled orders.

- — S =
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Precauations taken during Lock-down
Eeapitathon of
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LB, Various Strategies implemented in Lock-down

The strategy 15 a plan of sction to achicve orgamsational goak. As the matispwide lockdown
enforeed, pause all the business operations. Hence, the home baking business, too. When the markst stmred
to. cope up with the situntion, home bakers bave implemented some strafegics 10 fegain cuslomers and 2o
basiness to cover the backlog of incomse; these various implemented swategies presented in Figurell,
Thoegh the leckdown hns not lifled entirely in Pune, some resmrichions have been relaxed in cerlain arsas jo
allow busines opoations to tzke place The home bakers were following strict hygiens and sanimtion
practices. These were commmunicated through venows channels & create trust in the minds of customers,
Contact-less pick-ups & deliveries were also offered by the home bakers to effeciusie “new-momal” norms.
The ligt of pmducts wns revised to siart the operations after the Tockdoam period, to present - vaniety of
products that will suit the “new-nomal” derrand of the marler.

Strategics Implemented in Lock-dawn

Wewdslbg Proalec B e

Cantne-less Plebeaps &
Defivieries
Ihyginnie & Hale
Psillwietfivan MTmiinggeieqil

s manden g
Frevaniliiary Yeasimns

S hnl Alsulla Lo pransale
& rverive orders

T whclig Teclusmbogleal
Ahls

L : = ' : & & i
(£} (T H1T e A ik

Figure 12
There were some usbigue sralfegles camied ol by :Eh: home bakers o attract customers; fhese presenizd m
pink-coloured bar clsacts, The most effective plasfonm of this ¢rn, 10 promode the business = Social Media.
Home bakers have wacd this platform to alventise as well & W recdve orders foom the customers, By
revising product pange, they have also meloded some creafive, novative, and abimactive, mﬂh—mhring
dzlicacies i the mem fo ameact more eustomers, Few of them have glso worked sacially o perform fher
dluty towanks the country & man-kind.
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3. Wesults & Recommendations

The above research study hes proved that the home beking business has preat sagnificance from an
gtimarme perspestive, Mocimum heme bakers are womes in socicly and Trom e age grouvp ol 18-25 years,
The pandemic of coronavinis has resulted in the rise of bome bakers. Most of the home bekers have started
the husiness within one yesr (due to lockdown). And almost 472 ase into this bosiness ranging from ane year
t five yvears, Though the stimubus for this bosingss is hobby and passion, most of the home bakers have
commpletad Formal training, und 62% of the somplke are certified. Lockdown caused by COVID 19 has helped
the people o purses iheir hohdy and passion for baking. Durisg the lockdown peticd, many have nvesoed
their free tme in leaming a new skill, Since the hakery 15 anar, it reguires passion, dedication, and patience,
And when semebody (5 putting their efforts into creating something positive, it works as a thempeutic
medium, Henee, the art of baking Tas become & way 1o release siress, regulote mooed, and socinl behaviour,
That 1g why it hes sanie peychology-based reszons. This buziness may pot be ficancially sound fo operate,
bt 1f hacksd by passion and dedication, one cas eam O 5000t O 15000 per momih or even more. However,
cerrent statistics reveal tha: 56% of the populstion §s grossing up to O 30640 per moath.

Horme: baking business is not an exception to the peverely affecied busmesses due to COVIIN 19, The
netion-wide lockdown enforeed in India had resulied in many restrictions ond chollenges to e bome bakers,
But the desmanel for the bakery prochects was at itg pank home bakers turmed this spportienity s thels favour,
Thus, the impect of lockdown on e business s mixed, The sales were down i initis] phases of lockdown,
meveritisless as damand was on ds e, the sales [gures wers lhriving a5 home bakers could manage 1o cam
the revemse lost duz to the lockdown, Ome of the crugial challenpes, due 1o the lockdown, 15 e scarcicy of
rew materials, The supermarket stores were closed during the lockdown es a proventive mcasure from
sprepding the vines, which resulted in o shornge of supply of bokery related ingredients, Although, many of
the haorre hakers hnd already stocked-wp thedr mventory that ensured the smocth aperationg The deficiemey
of supply in the market of bakery related ingrediests and supplies led tooa e o the price of commodities.
Alsn, the perception of cusiomers affected soles in the early stages of lockdown. The cancellstion of onders
les crested stress within the home bakers, as they bad to retum the sdvances, while some offered a credis
rofe {0 save future sales. Home bekers bad 1o mvest o high amount of fusds in sapitation that has helped
them to changs the perception of the customers,

There are various strategies Bnplemented in e operations by the bome bakers. Chserving the stricl
lypiene ard sanitation practices in the production end communicating the safety measures taken while
producing the bakery items was the widely wed strutegy by the bome bakers. This swategy was not only to
aract customsrs bus also w create “lrust” in them Contagt-less pick-ups & deliveries were also offered by
the homse bakers to offectuate “pew-normal” norms. The existing menu had revised with the affordable and
suitahla far the “new-nommal” demand of the market. This men has an ample vanely of bakery produts,
Some home bakers have wlso used o few very unique strategies such Az ueing eocial medin platforms io
nébvertige the bisiness that belps reach the preater peopraphical region and to receive orders as well. The new,
revisedl mmeny had ineluded cerfain creative and attractive, mouth-watermg bakery delicacies o asiract
custormers. Very few home bikers bave worked socially to perform their duty towazds fhe country and have
helped the needy people wath essenbals to 2ustain in such hard sitwrtions
Today, the home baking business iz not congidesed o commercial business; but it ks the potential o be one
as the haking &= one of the professional ans. Though the business stimulus is hobhy and passion, the
potential, as well as existing home bakers, should seek profiessional training and courses which will advance
their skills and knowledge. Also, it helps to widen the scope of business, Revenuae from the business can be
improved by exercising unigue sraizgies and novel products. Cancellations need to be handied in such a way
10 secure sales. Various innovative tactcs must be implenented to avoud cancellation, In this advertising
world, home hakers should take their business online that halps % operate and promote the busmess
Fusictions, Sockn] media ond similar anline channels should be wied at #a besi. Also, varsons technalogical
sidvancements such as appi, cloud-based systems, inventory management systems should be used o monitor
he husiness operations. The puest datuhose needs 1o be mainmained which helps gencrate beads. Business
strutegies should be Mexible that can be executed in miscrable siuations, oo, The scasonal offers o limited-
period offers il implemented may belp to boast salet. In short, the home baking business hac a remendous
scope and demand in the naar fubise, iT operated in the best possible manner. The primary motive of tae
businest st be, supply unigue, quality products in the market 1o comply with the demand in # professianal
MATNET,

&, Conclusion )

Afer vempleting this sesearch activity, the resenrcher bas drawn some conclusions. Bakery products
play & significant rale in the Indian food mdustry, The home baking buiiness has immenss potential in the
mmarket: hence, one who hag a passion for baking should pursee professional education in the field of the
bakery before commencing the business. Due o the lockdown of COVID 19, the business of home bakers
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has severely affected. The primary phase of lockdovn had resulted in low sales and cancelled osders;
however, the demand for bakery products in the market boomed in the liter stagss. The incressed demand
has helped the home bakers to cover the backlog of sales. When the restrictions were lifted, home bakers
have osed varbous stravegies (o stract customers back eo thedr businesses. These strategies are in association
wilh governmient norms amd regulations. They bove alse implzmented some unique stteries to stroct mors
custpmmeers, thereby increasing sakes.
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The Challenges faced by Travel Agents due to Price
Transparency in the Travel Industry (reference to the
Pune City).

Dr. Anite Moodliar' md Mr. Devesh Janveko*
rncrpun!, Matirratidne Seate fseivare or ot Mosagesen & Coneteg Techaofogy, e
“Steadeirl, M, FWCT (Winrers dn Shined Moergemeat & Cufevems Ticinoigey, WETWET P

Aisgrace

tndia, one of the déveldplitg coritiies, fr obseinviing o lod of devivand for ourbouid fravel
da e Yees, B0 altracriieg ol G loaneind mafowing ot e ol Inooime SEQiRe
ard ey e plvg preferang tie amitplived deitrafons T fraved dgenfs gnd faen
O EFEIFT aFF D 2 CONRRDIS Searei g’ promaiion o sack prevploved desimnaiinys, Tha
troveifer of reakr B wed-vered aad o prior SnonlvdBe segiording foorlsan prmilhicts et

Pl dre ST @Hopgl (0 compRretEs T o i vaeledid foale dne 1o afendidnce nae of
the Ierermor, Caline-Travel agendy. gops. Welarie Soodd Media platferres enable an
duifvidhiad focdo mhe pefce anaioris df el sl conphanienr s dagd gaeultan offaved B
thee shivg parties Mipn wseey of S Imenne? Say (MIIAETEE Al e marEmE: GF inahl-1gas
coTmRiss R Y Rk FLES el pe L eca esaony and deoomssndarion gervices,
T Ir dermes oy Frine Transnaree oy wirare e prices g open fov all, frredpecitve of e
CAELT o e perse CLp wipnfesaier, seranor ae fbe emd-iaerl using o consaning e
r.'-'"-d'.'a'. I e g s Moo e EILE UM SN PO cralies D cusiomers fo ::I']'!ﬂfﬂh'l-
EALFTT  CTRGTEFE GRS Do welr mavel plois olse .'Jh:'. o earfeanlpie e .rrar.-.rqup.s

COMFLISONT WRICH Ste Irared dgellly ab Telly oREnTIons ars ohidrglng aud cen bearyain for
i TRk 15 res iRy dv Califivear Conaerition foe the whaifererlers o sedetfeny dn e orarre,
FTERCE iy e confrecied ov afsoounted raifey fgar varkeay compaseenis ail e dopriar
devttnstion furs become cracial for rravan agents, foar operaioes ax welf ax See b2 seciar
7 (e frave) i.uu'.m!r_'.. T.l!lr:_pu."e .I'm'irrg' thie huseers g o verp Jess g el ﬂ..q',ﬂ,lrg e
(s campedition in thie fandrsrmy. Thowgdh: the earhae apoer o pried Ieesgpaseie)
P N CRSRORIETY OO SOMINTE EGEE cuhstiies afferng the tanre services of fwer
Falira i

Keywards: Price iransparency, imvel spent, omlbine vl apent= (0T As), competition

1. Introduction
1.1, Travel Agent

A Tl gdtend is g person who assisis fourisis i plapning, selecling & aFjnising their
tour b i destinabions. For dus, bie sbould have & thoreugh knoewledge of the destinnsion,
tnsporinticn, - ageommodation and other teprism reled Fagalivees, The wavel agent
prensrally bridges the gap betasen product or servies manufaciuree provider and s
ot and feodives g commision A ravel aperd le an ewner or @ manager of te fiom
commonly kKibown a5 o travel ggeney A oorovel ageney i3 a Bem o 4 corparitioa or 4o
urganisaiton which has a representative office where travel telated prodduciz or seraces
ere mssembled and sold w B wlimae oslemers e owdst o oone ol the mos)
importart facers of the tovmeamn modusmy 25 0 contribures a luger sk in the eountry's

= Commesponding Andhin
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gensnpmy by promiting snd selling touviem products and services, Hence, it 15 also knoan

a8 1ae fimage bunlder’ of the country.

A inevel agent pecforms o wade ranmge of fanctions to fulfil the Jenmod of its customers,
They do not just plan amd organiss the 1our for 55 cusiomers bt even they advise their
cliemtele o whers oo, Incal BUTECLORN:, ovents, weditions, adventores, and =0 o, Apan
freeny dis basic functions, avel sgents alie peform falliwing ks i an evenl 1o satify
the needs st dersandy of the fowriss;

- TIJ::,.' pn:wid:t exsential travel infonmahon 8 therr custemers. An accumie and tmely
mforrredion shaul the customers’ joumey. destinations, attractons, passport, VISA und
other procedurss sech s mmigration, sedtama claarance, travel and health insurance,
et At fie provided b e travel agenl

v Travel ageni 35 Also respemsible for aooking the arhne hckelz as owell a5 e
accommodation on behall of the st Servics providers such as adine commpanies
ansl heotels poy oft good commiisss 1o the wevel agenrs on the baas of besiness given,

o Thiy also pasemble or chub varlews individun! tounsm prodieis amd services inlo aoe
product eovmmionly Erswn s wur packaze Whils assembling the foue package, travel
agents Al give smphosis on dbe lelsure acivices and neods and demands of e
inrists, Traditonal norms and casoms ol the wwrsts seligeon must alse be kept In
i while feroulanieg such peckagss

¢ They also help the tounsts tr avil cdrraiay achangs Bilitcs, There 15 a governmient
body who approves tmvel spencies a0 oo aatbonsed orgunisation o provide oarrency
enchange tacalibes to the tatmis 11 Relps e wouss 10 trinsect o foreign coumry
vathot any hazile.

RBole of travel agents in conniry’'s econenm =

v Proosede the toucizm bosusess inihe markst

Create cmployment in the society

Craation of sudget for the argnoisation

Adoraet bocal copital long with the forsign capita

Provide busmess o the allied industrigs duch 23 arime hacel, IT, commercy, ¢ie

1A Indian Tovrism Overview

india iz pse (0l e -highest conmries that has severzl feumse artracnons 1540 mmght be
garnzal or man-made: Abo, the rourism business in India i oamritwing = major stzke to
the cowntry's ceomeny and ats prowing apece “Unity in Diversiee'™ 1s the bey fewfare of
Indin: thet contimuwmsly fascinaws foraign matienals o addiien o s readent: o discover
vared ethnicitves and condiiets thar it has o affer 10 Fe dorld in the vzur 2018, The
Wirld Tovel & Toariem Crmal calealme] the rebveroe generated by the tounsm
indusiry in Indiz 216,91 lakh crore whidy was then eguivalent 1ote TS 5240 billion and 5
comtriased i [idia s 9.2% GDP - It suppoted 42673 mllion jobs which are & 1% of its
total emnployment, The tursm sector in [ndia (5 exprected 1o grow ot sn annual mte of
B8 w0 3208 lakh voore by 2028 comtziboring o the nation’s GOP to 9555 Sewveral
reparts alse preseat the growing ears of inbaund ourism o Indie, medicel tourism is
playing & vital role i b Cilobally, the wapiml ciy of India. Delhi gs renked | ih for the
Toregn (ouris vigis, followed by Mumbnl 14th, Ama 26th, Chenras 56th, Japur 35th
Knlkat 76ih, amd Baigalore 19 aceonling e ihe Enmmonion’s epon oot ve
2019, Pune is ranked 915t acceading o Mastercad"s Repon 2015,

1.3, Priciag in Tourism Industry
Pricing is-one of the most vitnl foctors within the towrizm budiness mix. Touriss rane

the prosfuct by ite price and aathoat which there 15 no guideline of qeality. Determization
of Price 10 particular product oF service 15 thus mdispensable for the success of the
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tounism eskabluhmari. becanse 1 has s vemarkable effect oo demend and tumoser, Price
usully reflocts an indication of quality. The “right” price musi sansfy otk The Gurisc
ol meel the ewd alieciive: thar s profie, of the towrise firm. Pemeption of iumts camiss
the wibimate significanes in ke sarlous doclibons mads by ourists - the selection of o
destination, the consumption of corunodites whedeas an vacotien, and #lso the decigion
o conie back. Touarists are et'pere"ll.'ﬂd travellers, alder and VETY Pt saprcible, B g
essential m o infiuencing travel Bohasour To sustam anoach a competitive elimate, the
tourisr prodduct or sevice shiowld be percaived oy of o bigh quedily which 13 siosla o
Tsigher to different compentors, and 1fs pree should be perceived a3 wresistible. Hence,
the facts om tourists opimiems of cosh aod bepefin pleys in e behavious s of the
binghest imporiance.

L4, Coneept of Price Transparenct

Price Esporeny) 1 ea ahlly o racogmisd all af the d costs, ask Fll'i;l:“, und
incrchandising quamities (or & given siosk. good Oor service ab & given time In the
GOy, Pries Baslerensy promoses compeniton In the lounsm lofusry, for instones,
EOuTELE ugua!.':} heve e oo bt =g o1 what a particuiar riavrisl I:m:.ducl Of FETVICE r-ﬂ.l'l].'
o] ku::pirly: thern mlmicst = the Zark sad oo power o ||eg|.1l:i:|l.|: iqir higher prices. T
bourists don't ssem fo b 450 o negotiiles 10r prces or reseirch effechively. competition 15

sipprzeesd. Koowing wha svanbody ees s huddinge: uskang, oo tradiog beips ideniify
the renl supply ard Secmand for 2 secisity, good, oo service fhet i3 O tee worth, Onee
Ehis datm 1% yppoLesasie fr onavacizblz ma shacket 15 by definition léss economical.

1.5, Cibjectiv e

1, Tosmdy th: mmpacs ol prce TEMSRArery oo the tourism mdusy,

2 Tounderstund Srvoummbls and oy eunblbe aspeens of price iranspasency o fraval
e

b Tosmdy vanieds 1actors ek nfleence prica trangparency {#ich a2 the infemal,

sovinbmedia, wis
1.6, Hypitheses

1. Price wanspasency has an fgract on the ravel sndusiry,
2 Prices intermer and secial rpedia miTuenees the navel plang of the toeleists,

1.7, Significance of the study

Price Tronsparency ko en wed wleoe the prices ure open to all. This mesais that any
mdivadial in the manker can aceess e price of @ gertain commodity, scrvice or S0 Such
carily weeesstble prices crodle Intense compotiten in the madker Alse, e Online
Distcibution Charnels discloses such ':lL'.iI.'I'JIE on their websibes which meles cusomes
Eaiy 10 compare between the servace provider or manafachrer. Taday, in the oadsm
industry, the pree of amy tokmism pridacl or service s svskeble vn the miermel. The
customers of the tounsm mdusioy. comumonly Koown s soursts, arg ewore of prices
Hengs, the buginess of the fravel agents 1= sulferng and ey have 1o fage such immense
competition ereated inthe markel, ju= bacawse of Poce Trinspeneney, Theme are some
advantages of Price Trossparency i we ook 2t it froo the custoners’ peind of view and
even from the trevel apemts’ perspective. Bt its dissdvantaper nnke fhe travel apgents
Tower its margin of gzin and even kvme of the Hmes to s the Dusimess

Ply main objestive of (s rescorch iz o identify e mpact of price ranspareney on
the business of the trevel agents, The key clemems to ke explorsd (o thls reesrch
aeiivity are the congepl af Prize Tearspereney, the mle of i€ in the toursm iy,
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sehvantages & dissdvantzges of The price iranspaniacy Woihe mravel ageniy, the key faciors
whish influenee price tmansparency. Also, provide them [the tovel ageats) with s
sobution b thas probleam

1.6 Seirpe & Limftations of study

This study periams o the mpeet of price iransprrency snd dee o whieh the vemous
challenges oo obemacles travel agents sre meing in the Lourisim inbestry, The researcher bas
made sincers afforts i find oot the mpact of poce ramsparency on the Tusiness of the
irwved ngent. Adse, the ficlors which mflemes price fronspareocy ore idenified o this
research activity, The stody presents the advantages a5 well a5 the disadvantages of Price
Tramsparency.

The partperpents of ks research wers the imve! sgents o the vicinity of Pone City,
The tgtal sarnple of 20 guestionnaires wis designed for the travel agents and 10 responses
arg recorded by parsomally sdsiting their aMces as well as theowgh an email, whieh
becomes 0% of the wial sanple, Thes, the responses con be considered o5 reliable. The
study 15 hiohed o the traoeel agents o the vicingy of Pune ity and dogs not have sny
rebevmnoe vy any other logation glsewhere, Also, the tirmeframg for the research aenvity is
limited 1o the perod of Avgust 2009 tp Movgmber 2019, henoe the findings of this
researcn may et apphy to any ather penod sven n the pames aresagd same avel spents
of the rescarch activily

1.4 Research Methodology Adopted

The present study s an Applied Reszarch. The targeted aedience for this retearch i3
ihe trovel agents which ae facipg the challenges dee 12 price banspardicy, Method used
for surnplionge 5 purposive and odgemenial. The methodalogy used for the ressarch for
ihis poper includes Primary ood Secondary dofo. Prumacy data b8 collested chirough o
striactured guessionnping ahdur the pnee monsparency and it= impact on the bustness of
trovel agenia, Secomdary dwin was collected by reading available maeoal amothe inleened
from anline joumals, websires and articlss,

I Literature Review

= In hig research poper (200D, "Price Tregsporency on fhe Interied Requirements of
revenne managerment For the development of an online swatepy in the hoepiealioe
induptry™ Dy, Egger hise stated that the vapad growdh of informaetion and commusication
tzelmaology has greatly inipacted on the tourism indastry, Theough these diribution
chamnels, customers can scceds a wide range of informatien about tousisn prodocs.
This reswlis-in hord-Focght compeetitiom in e wemsn matke: and price aisparency
play a vital role in it

o LiMino & Anne Mattila beve meusioned in theic research papec {July 2006], “How &
How mek o seveal? The effects of Pricd Dansparency or e corsimers' price
percepinon "o lorge wmomn of data available on the intermet makes it 8 bt configing
for the conswrars 1o makes an optiotal Secizion, Also, the marksters purposely reveal or
hide information from the comstimer in an akempt o maEnipolace the choice of the
consimar. Thess prectices influenes e price evalvidion and pereepion of ermanes
i the market

» In Februacy 2008, The Economic Times published an arbicle written by Nandita da
Cumha, “International Toor Package is Opague” mowhich the suthor mesnoned that
taur pocknge demand has inereased in the o= few years ok o recucedl coxt,
eoivverdence, ond cusiomisadon, The tour opsrators in the coiniry are abssrving the
price fransparency 0 their cpemtiond of encoumicss wath foe eonsumsrs: ard resolts m
crenting a brand value in the nonds of the censamers, Shealsomentioned inthe arle
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ihal 1he HEW A@s cusioierd ate interested in thy =might offers mther Owm virtual
Mscaurts it which the price s impossible o evaluate.

o Agcording o the ACM [Authority of Comsumers & Markess), MNethedands, 2003 report
reny hosinesses o fhe wave]l indastry along with its processes have bosne more
lebspsarent 10 the consumces. ACM i3 olso kooping a close observation ¢n the
businesses i the triovel ndesty those whe wdd costs at the toial price late 0 the
booking and sssures the consumess Uit Srin actica will be taken agninst such prasticas
az it reduces the transparency rhie mnrkear.

s Shunon Lee m May 2004, stated i the bleg on HIT Corenliamnt, “Weticed Towrioe
Close s Home: Price Trangporescy 15 kv thut in the 20th century, the medical
FouTism cam wiiness a shift from developing counsry”s patients trovelling to developed
counlries o curmpletely cpposite sach as patients from the USA are ravelling 10 the
Abisn colniries 1o racelve freatment as the codt of trediment and the quality is o= same
a4 dhavelopod countries bus the cost in developing countries is nuch lesser than their
VT CORInEry

# Christopher Elboti defines price ‘manspafedcy a: et non fae O M pelce o
pup’. He farther gquoted in his newspaper article on 230k Sepeember 2056 v L34
Tooay nawspaper this while berking en avrline sext the prces are mat tansparent. He
had svared chior 71% of teellers, p-;i:;;lrding o Tﬁpﬁ.dnsnr"ﬂ- survey., get umn-_-ud by
bagznge feeb and seat seleetion Fees, which otherwise included in the micfare. )

s Align Vainks sated m her Hlog {J0LEY, “Prate Transparency WI‘.'_'.' Biotels nesd to
hecome chose archilzels” thal pricesssvvy genmembion of cuslomers s the esalt of the
intere wiicd provides them wish a lotof datn. When it comes o the service induaseny,
whers me denncal or the =ime services or peodacts are bemg ofTered, poce plavs a
crucial rale mothe purchose decision. And henee, whether it's & hotel or o travel
agency, selling their products and ssrvices 1o the most price-sensitive audienee, price
transparency piavs a key mls

¢ Clngalge 5 Price Transperency — Don't dove the medicsl foursers away!® {Oonbes,
014 & Rlap wren by Me Pradipis Das on Placud Sokuton’s website, @ which he
menticned the semse of mteprenton of price amsparency [ both, The service
proovider ancd the conguster Wikl be diffecent. When W ooncs 0 the Conmumers N
inclades the sox of service and ol cesty which ae associoted with the prodisct o
service, and elso thet are essznial to p-etf-::m wervice's charnctermtie functvors. Whale
ta the provider it means the covering of all Ihe toinl cosl ol sles and 3 percentage of
yzin 1o the cosi of soles The consumers (Le patients] on the medieal top ae ol
interested in searching for the hest ahematnees, what they need i3 just a8 cormfoctable
stav, treatment, and mansporistien fcility 2 e begt possible price,

A. Data Analysis

Az thi= 15 the quantifative research activty, the primary data or firsi-Fand data i3
collectsd dsing struciered guestonmaires 1o the vl agents. The questionnsie was
desigried using Google Forms and were circulited to she tevel agents throuph an 2miad
ard some b he responses were collected by visiting the travel agenls’ ofGde tr=parses,

Lo cheir responses, mest of the fravel aeents have gereed thae the Price Transporency
bias lmpactest oo the business o recent years ood this is ooe of the imparant aspects
which creates an intensd competition i the mirket {refer Plguree 1) Adss, ihe impeet on
the business & not so fovowrsble fer the tave] apars es it @vee nise we e anlineg
disl!n'huhr.ut chomels md DBLEY tdu-:'t-}u}'l.u:u.-m HFIF!II:ICII:]L
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Figure 1, Intense Compatition

When the questhon was saked o the oovel agonts that waich aee those factors the
influense the ecosting of packaped 1ours, A% of the respondeni hove mmnosed Onlise
Treel Agent’s pricing greatly affects the costing (Flgure 2. Allso 22% of the populston
stared the availshility of prices of mafidua toumsm components Luthiences e casing of
puckaped tours: 3 1% ststed that above owe vanabies along with scasenal discounts and
govarnmient peliics affects the priciog of sach wouws,

B Hropsuces

Chilizid Trarsl Lieghldprol Sswvomd Besonmis Llvegipegs Alload thie alwive
dgels Pricis. Pioesod Tabidess  ofleesd by 81T 4 Pulries
Loa nermatani

Flgura 2, Factors Influeneing costing of Packaged Touwrs

Let's dhsciss noow the adhvantiges of price framsporency to the travel agenis {refer
Figure 3} Major groop of the populatien bave voted that price transparency bailds
knowlodoe abowl the-pricesand costs offered by vanous eompetisors and honee. can reviss
e pricing sraiegies. If alse aids in decizion-making, 7 respondents mentioned that it no
only builds knowledge mnd decision makieg but also redoces socertninty & emphasises
walie by provviding their clienvele an experience of transparent prices. the travel apents are
cezating brand value an tke minds of the corsumeer.

Caming 10 the darier part of The price irknaparency be. the disudvaniages ( Figure 45 of
i, $E% of the popubathon have stmapgly ugreed thar the Blggest disadventage of the price
fracsperency i affects the e of comversion which means the conversion mie of an
enguicy inlo tee busiees, Many of the respoadents hove also satsd thee il redueds ne
profit modpns, A the key charncieristic of prce tanspareitey, the prices are open to all,
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his cuables tee customers. to hargan for prices. Also, 62% oF the tolal ample have
regponded for the Lack of uniguensss in 1he pricing becanse shie conypaition in the markes
nas become inkense Gl e 15 o e poict of value which ditfereniiates 8 from
other competiters, Only 44% vetes for the common bid-pricng, a5 mentioned: corlice, i
{here 15 mo differentiaing Factar then e prices of such tounsm prodogt and seevices will
neid Bodi Fecend, which resulied ovsame orsomlar pricmg strafain,
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Figure 4. Disadvantages of Price Transparancy to Travel Agants

The winsgt mfluential factoe of price transparency s the Onfing Travel Adents as Al the
iravel agenis hasve vided for it Follopwesd by the prices i are open oo e docsil rmedis
|:|i_|:|.|'|_'|_1n'|u g_rr.'ul_fl!.' inflosmices 1he prce tramsparsncy. The mlerel, E-Wobld {eléctmnig
word-ofemouth angd olfline alverisemants such a5 new SPHpCT, INaEATnss pamphfuli and
hunrd'ing-: are alsn congributon b the price rdreperency, O of these Nive influendial
fagrgrs, fourare suppoeried by miernet 1.2 online wavel agents, secial media, E-Wold and
mternet siself The thres comzepte are widely zees ¢nd koown. Het E-Wold 1x n:!la'ri'l.l:-i:,'
new comcepl. Electronie Word-of-Moulh 5 ¢ concepd where people talt to each oiher
nsing =lectranie devices such ps smirtphins. compifes, Ghele &Moo The messenger
applicaioms are the moedion of sach BE-YWod activites, Peaple promote or deosite the
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Tramspareiscy should be peredived in te positl ve semee a5 these

prodicts, services, or even firme while chatting anth others. It is very effective way of
commanecation and spreads ke & grape vine

B esintatien 05 Hesimal B Al B Stonsly Adiecis

i =

Cgivmeer balisfactsmn Custes g Bomsuiiion gl Pelarmics Elrend fega

FJgum 5. |!'|‘I|‘.'rﬁ|!:1 af Price Tr:nt.p:rnnc}r

Lie rmapor umpacts of the prce tmnsparsney wre. roduced costoaner satlalactios
cusiorer retenion, mel margims are lowered and brand isage s alfected (Figure 5)
Alnsost 63% of the population of this rescarch has stated that costomer satizfaction bevele
aré greathy impacted due to price wansparency. 56% voted for custommer retention 25 1t 15
the mist diffieult event ar sitation o retain the potential customens $o the ogmisstion
Nel profit margins g2t hompered dae to poce mansparency as customen: hargan tor lower
prces which eventunlly reduces the profit meging as mos oF the coste are fixed. Very
Few voles are obtained wha stremzly agree for the opact on branxd mage.

4, Findings & Suggestions

Considering all the facels of Price Transparency, il & sire that it has resubed .
ineressing the competition m the market because the prives of vafous components of
fourisin are open to all. OTAs are mizjarly impacting on the !'rri-:m TEALEpArEnCY and are
alen influencing prices of varions teunsm producls. Hence, the puckaged tour cosir
gutling affecied. Price iransparency hag sorse negative aspecds such ag it reduces net profie
margings of the travel agenis, the uniueness in the peodioces amwd seraces may &l
affected, The hggest challeng= lor trovel apents i35 thal the mie of comversicn of a
l.r1r|UI'-'r o the bisingse Lower cotwnrner sshstecHon levels and oo SIOMAT TeDt -
sotie af (he el i Jachs af the price |TI1.-'\|1|I"L'I1|."'| an-fhe bustress ol fravel aeerts Ths
hright side of prite tansparency s, il mds the fraved ngenik and I'..:- l,-.l o Tuild
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ABSTRACT

Mare than ever before, technology today is having'a

“wstantial impact on business spheres, and the hotel
industry is ¢ cxception. It has turned out to'be a
critical element with regards. 1o gucst satistaction, The
purpese of this study was dual: to understand the most
common reasons for choosing @ hotel to steyan and
measure and document the puest satisfaction with the

existing technologies offered in hotel guest rooms. A

random sample of Indien travellers was teken inlo
consideration for the study, a guestionnaire was

developad for hotel. guests; generating a sample ‘of |

| 5% valud responses.

The results of the study revealed that Seamless
anlimited Wi-Fi was (he mostimportant lechnology

for both leisere and busingss travellers. The majority

of respondents would prefer to experience new
sachnolegies in order te improve their experience.

Keywords; guestroom  technology,  technolugical
amenitics, QUest experience, In room techrology

INTRODUCTION .
Technology has had a hig impact on society &l
around and its importance has grown substantially
during the past few decades. Keeping this view in
mind, hotels need to follow the evolution of
technology to attract guests and provide them with a
unique experience, Some technology trends in
industry are leading to great improvements and
savings for the hospitality industry; while some are
changing how hotel establishments plan  their
buildings, infrastructure, management struciure and
staffing requirements,

SrereDn | Available Online (@ www.ijised.com | Volume - 2 | Issue =4 | May-Jun 2018

Ms. Meyola Fernandes
Assistant Professor, Accommaodation Operations,
AISSMS-CHMCT, Shivaji Magar, Pune, Maharashtra
Rescarch Scholer, Savitibai Phule Pune University

Technology already is an intrinsic and invaluable

element ‘'of the total travel lifecyele, ranging from
travellers wsing an assortment of devices to book
hatels to connecting to Wi-Fi instantly upon arrival in
the hotel. '

It 1s extremely important’ for hotels to continue
advancing; /in, technology fo° enhance the guest
experience. Outstanding  hotel experiences arc
important not just 16 keep guests happy during their
stay in the premises of the hotel, but also to influence
their behaviour post-stay as well, Comments on social
media-are now the trend-and are surely bound to rse,
sspecially with the'millennial travellers accounting for
2 greater share of travel acrivity.

Business guests and leisure travellers are on the
constant look out for new experiences. As a maiter of
fact expectations of having access W the newest

Ltechnialogy in hotels continue to incrcase. The
- growing level of technological acceptance by guests

combitied with the shorter life cycles of technology
creatés a major challenge for hotels. In the past, hotel
guestrooms provided access to varied experiences
with technology that potential hotel guests could not
get in their homes a few years earlier. At the preseat
time, this has changed completely wherein, in most
cases, what guests have in their homes today is at
times far more superior o anything that is available
in hotel rooms (Homer, 2012). Thercfore, it 1s
necessary to provide in-room technology that reflects
what is on the market now and what people ure
currently experiencing. Hotel guests expecl o have
access to the intemet seamlessly and without any
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mtermptions, leading hotels to invest in better, faster
Wi-Fi inlrastructure so that guests can conduct
business and use their technology devices with ease
during their stay.

In order to meet the rising demand of hotel guests,
notels today have incorporated modem technological
trends m guestrooms such as Food tray trackers, Dash
buttons, Yideo phones in rooms, In room interactive
lelevision, Pad, LCD Mirror television, Smart
showers and Keyless room entry, to name a fow,

The purpose of this study was:

l. To identify the main reasons for Buests
cheosing a hotel to stay in.

2, To analyse the importance of technology with
respect (o guest experiences in hotels,

3. To ascertain whether the latest technologies in
hotel guest experiences varies according to age
group and purpose of travel.

Literature Review:

1. Apa carina freire margarido (2015) in her study
mention that upmariet hotels ‘operate’ In “a “very
competilive market and therefore placs a-high amount
of importance on cmphasis providing quality service

through the latest technological amenities, OF late:

hotel crgamisations are paying heed to the customers’
destres in an effort o offer them a unique experience:
Nevertheless, given the number ofroptions available

with respect to technologies -in the, market today,

hoteliers have a very limited understanding of their
guests’ expectations and of which technologicsl
amenities will help achieveé guest satisfaction, ‘As

technological items change rapidly over time, the .
~dy was carried out to analyse the gmpact of current
wehnologies available as well as 1o pssess the

potential of the latest rechnologies o guest
experience.

2. Chee Wah Peter Too (2010) in his rescarch paper
mentions the various types of technology and facility
enhancement devices adopted by hoeliers for their
guestrooms in order to meet the constantly increasing
demand and expectation from the guests. The author
.aleo explores the technologies and devices that hotel
operation  heads use to  influence  business
sustzinability for daily operations. As a pan of the
corporate  social responsibdlity, hotel owners are
exploring the opportunities to increase certain
activities through the use of modern technolopy to
reduce damage to the environment by using energy

saving devices in their propertias. This paper as also
provides a better understanding on the technologies
adopted by hoteliers that have a positive impact on the
environment without compromising the service level
they deliver,

3. Cihan Cobanoglu (2011) states that tschnology is a
vifal determinant with regards to satislaction of hotel
guesis. Hotels often make use of technology as a
valug-added amenity to help promole a sense of
unigueness and enhance guest satisfaction. This study
to measures the level of puest satisfaction with the
existmg technology-based amenities in hotels, and
examines the scope of impact of these amenilies on

coverall hotel guest satisfaction.

4. SeYeon Jung (2014) This paper mentions the
mporance of hotel operators recognise in-room
technology trends and as an effect the impact of in-
room technology on business performance. The
study also determines that setting up particular in-
room technologies that have a significant effect on

- enhancing the customer experience and increasing

hotel revenue. The study also mentions the most
commonly installed in-room technologies that
hoteliers plan to install in the near future

Data Analysis and Interpretation

Age of the respondents
Age of Respondents |
: i
| m 18-25
|  26-40
B 41-59
& 60 and above

Figure 1

The above data iz categorised by age of the
respondents who travel. The data reflects that 37%
of the respondents were between the age of 18-25
years, 32% respondents were between the age of
26-40 wvears . A few. respondents, ]18%, were
between the age of 41-59 and only 13% were older
than 60 years.

e
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Gender of Respondents

§ Fersla

# ok
@ Frefe nillo say

Figure 2

The questionnaire was distibuted among 1358
respondents out of which 51.7% were Female and
48.3% were Male.

Marital Status of Respondents

Marital Status
= Singh

m Warried

u Bamied with - ;g,
:hlldrﬂ'l i

= I.

Figure 3

e *1|£|'-"

In terms of marital status, almgst ha!l’ of 1h-t—:,;l_'
spondents were single (46%), and 36% werg
married or were cohabitating, The remaindar’ pf ﬂm__ :

respondents were married with children, 16% and just
1% were in a relationship.

Educational qualification of Respondents

A UTSRN | Available Online @ www.ijtsrd.com | Volume - 2 | Issue —4 | May-Jun 2018

@ Undergyraduzle

@ Graduate

i Posl Graduaie

i Doctorale

@ HSC paszed

@ PhD

@ FhD

® Diploma in Naulical sciences

Figure 4

‘With respect to the Educational Qualification of the

respondents who filled out the guestionnaire.the
results show that 42.7% were had Post Graduate

' Degree, while 24.7% were Under Graduates and

23.6% were Craduates The remaining respondents
were varied such as,Doctorstes, Ph.D holders, and

from the Nautical Sciences background to name

. afew,

Purﬂl.l_.u_ of Travel
Purpose of Travel

Flgm'e £
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When examining the purpose of travel of the
respondents’, the vast majority of respondents 79%
were leisure puests, while 13% were travelling for
hoth, Business and Leisure. A small portion of the
sample 7% were travelling for Business, Almost
1% of the respondents said they travelled as a
Student.

73

How do you mostly travel ?
; I"'ll

wAlane H

W85 B Coupd : ;*

= with cguwnrkers |

i\l.rlth'ﬁ.-_qﬂ_-.-: 7’1

e

g s

i e e
Figure &

Typically the most common reason for guests to
choose a hotel would be the location of the
property,but the data collected suggests that
Location comes a close second,(47%) whereby
making Technological Amenities prevailing in
hotels(52%) the top choice of hotel guests. The
price and quality of the hotel room (30%) and other
puest room service and  amenities(19%%).and
choosing a hotel on the basis of website reviews is
24%. Discount vouchers and Chosen by company 15
rated by 6% and 3% of hotel puests.

Number of devices that a Hotel Guest travels

r_u. ar L _.-_!=I|=':|1

' ﬂ How many Devices doyou
3 Travel with? B

Another finding of this study indicates that almost bl

54%, of respondents that stayed in hotels had ravelled
with Family.While 26% of the respondents travelled
with Friends and 12% trovelled as a couple. Just 7%

travelled Alone and 1% with co-workers for the |

purpose of attending meetings or conferences.
Vital Reasons for choosing a hotel to stay in.

Reasons for choosing a i
hotel to stay in :

''''' - 'Figuﬂrﬂ
Apart from just travelling with their smarphones
and laptops, more and more guests today travel

‘with devices such as iPod.iPad.Tablets and other

streaming devices. OF late many guests are bringing
their own content when they stay in a hotel, which

i .':,-'" they can access through Smarl Televisions in the

. puestrooms. The adata collected states that 44% of

DISCOUNT VOLKCHERS
CHOSEM BY COMPANY
WERSITE REVIEWS
TECHNDADGICAL AMENITIES [
SERVICES AND FACILITIES - et
RRICE AND CIALITY. 3

| IGLATION - P

R _:.:. _'..-r' L=l ey g pro b ol At }
o4 - - LI, T ' i | = g 1af y -
Sty TR e el ek
r - Pl SRS e L T T

ral.

e nilahle Onling @ www.ijtsrd.com | Volume -2 | Issuc—4 | May-Jun 2013

| hotel guests travel with atleast two devices, 26%
| tend 1o travel with three or more devices whercas

8% with one device and a relatively low amount
of hotel guests,2% travel with no device.

Guests acknowledgement of Hotel Technological
Amenities
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-

‘Whuld & hatel's technology offerings
make 2 difference in whether you
stayed thera?

I
|

Do you think that technology amenity
prefarences of guest's should be
based on the purpose of travel and
age?

Are you willing 1o pay extra for a
guestroom which has the Batest
technology?

m ko
i Yes

—

Are you satlsfled with the technology
awailable in hotels across the globe?

Figure 9

Jata collected to understand the acknowledgement of hotel guest with respect to certain aspects of
techuology in hotel rooms, displyed the following results. 80% of of mentioned that they are satisfied with
the various technologies available in hotels across the globe while 18% state that it could be befier
improved or newer technologies introduced. 46% guests say that they are willing to pay extra for a hotel
room which provides them with the latest technology. 78% agree that technoloical amenity prefernces of
puests should be baged on the purpose of travel and age of the potential traveller as compared 1o 22% who
did not agree with the above. 63% of hotel guests mention that there would be a definite difference in the
choice of hotel to reside in, depending upon the hotels technology offerings, while 37% state that
technology offerings of a hotel would not make a difference while choosing a hotel to reside in.

Technological amenities in hotel rooms that guest would prefer while visiting a hotel.

D ——
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T 1
E food tray tracker 361
N i e L]
Autemated Minibars with Radio Freguency... -_ ! ; 365
Artificial Intellizence[Robots for laundry.. B
A 0 SO O )
Yoice Command Techrology : - : ; 7
Smart showers ' aar
: AR O IO O R G
Dash Buttons: Example of Amazen Dash... ; - 161
4 T
RoomCast || | I -- 4,00
Videa phanes in rooms |
Pawer strips with international plugs 1,30
Sazmless unBmited wili o= .50
Kindles on losn
Badsice headphone |acks 5r
Mablle apps which allows guests to request... alig
: —---
in-room check-out system through TV 343
Smart Thermostats ' 4.08
. N e Vet O AR R e i
Kaykass rooms|Roocn Lock Access via guests’,., 4,04
: E s g g e
In-room Interactive TV (Glant flat-soreens,.. S 403
g, |
In-roam Interactive mirran wall 35
. R A T A O e L
In-racm Tablet or iPad and table touch screens 3.55
In-roam Xhoax 260 Console with kinect sensor 4, Fi
Dmﬂﬂlﬂﬂlﬁﬂi 0o 3. 5u3mam¢m45usm

Figure 10

Respondents were asked to state. their preference from e scale of 1 to 3 on the 20 listed technological amenitics
in hotel guest rooms that-would enhance yvour stay, Likert's Scale was-used for the rating wherehy, 1=strongly
disagree, 2=disagrec, 3=neutral, 4=agree, S=strongly agree.

Mentioned below is the list of latest Tmhualngscnl ﬁmemna-s that he!p enhance the Guest their stay in a hotel.

?q:; Technological amenitr]q Hotel ﬁlﬁfﬁ"tﬁms _

I | In-room Xbox 360 Console with kincet sensor

2 In-room Tablet or iPad and table touch screens.

3 In-room Interactive mirmor’ wall

4 In-room Interactive TV .(Giant flat-screens, HD, 3D and 4K TV)

5 Keyless rooms (Room Lock Access via guests” mobile phone)

6 Smart Thermostats (technology that will allow guests to adjust the temperature in their
rooms with a smartphone, even if they aren't on the premises)

7 In-room check-out system through TV

. Mobile apps which allows guests to requast everything from fresh towels to a mmdown
service

q Bedside headphone jacks

e ———
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1 kKmdles on loan

I Seamless unlimited Wi-Fi

12 | Power strips with intemational plugs

13 Video phones in rooms

Koom Cast (a mobile streaming service for the hospitality industry from TeleAdapt)
14 | allows guests to watch their own content on the hotel TV from thousands of Cast-
enabled apps, including Netflix. YouTube, HBO and Spotify

15 | Dash Buttons: Example of Amazon Dash button, Push to order new toilette paper

with the touch of a button

Smart showers: Smart showers avtomatically control the temperature and power of your
16 | water with pre-set preferences. Shower slalls that tum the glass from clear w frosted

-
B understand voice commands)

Voice Command Technology (placed by the bedside console and equipped to

1% Artificial Intelligence [Robots for laundry valet, newspaper delivery ete.)

19 | Automated Minibars with Radio Frequency Identification (RFID)

20 | Empty food tray tracker

The study revealod fife-Seandioss Unlimited WRK

{Intemet access) was the maost important technology

for hotel travellers with the hlgh-l.sl Mean: of 4.51:

This reflects that as: most guests” today travel with
multiple dmm having a high specd internst or Wi-
Fi connection is vital, Power strips with international

plugs (4.30) ranks a close second, and Mabile apps

which allows puests to- request everything from fresh
owels to a tumdown service (4.18) ranks third
primarily due to the need forguests wanting to be
empowered when they/ stay
Thermostats (technology that will_allow guests to
adjust the tempersture in  their rooms with a
smariphone, aven if they aren't on the premises) has a

Mean of 4.09 and ranks fourth'in the technological
amenitics desired by hotel guests. Kevless rooms

(Room Lock Access via guests’ mobile phone) with a
mean of 4.04 was also considered to be important.

Technological amenities that have been rated lower
on the overall spectrum include In-room Xbox 360
Console with kinect sensor 3.13,Artificial Intelligence
{Robots for laundry wvalet, newspaper delivery etc.)
1.16, In-room Interactive mirror/ wall is 3.35, Dash
Buttons: Example of Amazon Dash button,3.61,
Empty food tray wracker 3.61, Automated Minibars
with Radio Frequency Ildentification {RF1D) rated at
3.65 Mean.

" ""i--l'"l-11.t|r||'|-.|'E

in “hotels! - Smart”

www djrsrd. com | Volume - 2 | Issue — 4 | May-Jun 2018

+ Caneluasion

Withs technology progressing in such a fast pace, the
key requirement for every hotel in enhancing the
guest) cypericnce and ncreasung repeat business, is
staying ahcad of changes. The challenge bere is in
keeping up with the guest, whu are already tech savvy
and desire tachnology st _gvery step of the
way,cspecially while they travel 1o keep them connect
with Business and acquaintances.

[neidentally, technolapy i being taken out of the
hands of the hotglier and-put into the hands of the
puest, allowing -them greater control over their
individual experience-by also empowering them to
m&eﬂmsmns Il'mdm:cﬂ} concern them during their

slay.

The-stidy ulm states that most of the travellers today
who stav in hotels are millennials who travel with
family for leisure purposes and who have a tendency
fo choose a hotel for the type and amount of
Technological amenities it provides, irrespective if the
amenity 18 charged or complimentary. Among all the
Technological amenities provided to the hotel goest
the most faveured 15 Seamnless Unliomted Wi-Fi
(Intemet access), due to the number of devices they
travel with and the need to have access to products
and services at the touch of a button.
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ABSTRACT

Eco- Purchasing iy a key activity fn eltminaiing waste and Jielps in Increasing in profie and reduces
cost fAmenbe, 2013). I iy ome of the exsential stepm in warte rediciion metfod. If systemaiioally
trrplemented the Eco-Furchasing can be vhe most effeciive sofution T felhring ogainss e growing
Jrrabient of solid waste disposal. In Tndia arownd 753% of the toral Hovel acconints for sworgenized?
snrdl Bugdeer horeds, wirich sormally faces fingncial consiraing 1o Isess I savironmesially fricnaly
tectmodogy and producty (Dwiveds, 2006 ). Depending on the type of orgainsation e eco=purciasing
practices cam be drafled which will yiite the need of the orgainsation Eco- Purchosing coh confribiies
in fovvering the negalive impact on environmen! by minimizing waste, since it works on the principle of
diseimifenion of products i advamee so d it can be recyeled after wve (Sloan e af 2008,

The carrerd shiedy feds oul the Feo- Porchasing practices ollowed by the Sotels ard Restouraniy of
Pre city, The Data Is collected by cirendating o well-sivuctured questionnaive ta all the Purchasing
Memagers of the hote! and Restmercnty. The study reveals that for has to be done in this eco-
purchasing praciices and the emplovess need o be made aware abow 15 Tmportance and showld be
tralned to practice those in day 1o day work, as thougt the awareness percent ahod solid wagste and
waliel wete monagement iy 08 T8 ond T8 YR rexpectively bur they ore sl do mor wedirsiond the
Tmportace of Furchasing paficy, Feos Poarchasing comee, rolfe of Suppiiers efe, Thiy could work §F
the mancgewment frames effective purchasing peldicy covering afl aspects of Fen- purchaxing

Kepwords: Eco-Purchasing, Solid Waste Management, Purchasing Practices, Wasle Reduction,
Recycling, Purchasing Policy

INTRODUCTION

Hospitality industry is one of the most important sectors in world's economy, which 15 pouring in
millions of dallars in the pockets of developing as well a3 developed countries. Bul as the industry s
expanding its rools it is also uprooting the sustainability of the land; ereating threat for ferility of soil
xs well as global warming and environmentsl pollution lesding to health hazards and problems
{Alesander 2002,).

The major problem which every industry is facing today is about solid wasic disposol. Tons amd ons
of salid waste is getting accumulated on the landfills leading w0 pollution of land water and air. As per
Times of India article 2012 under sustaingbilinv outlook issue, Pune city generates 1300 metric tons of
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solid waste per day and the emount is growing day by day a5 population iz inereasing. Dispasal of the
solid waste is also becoming a burning issue as the dumping area is nod available and currently the
garbage i3 disposed off in place call Urali Devachi and Phursung: and there is lot of unrest among the
local residents due fo rising environmenial isswe and health problems.

Even hospitality industry is also facing the heat of being the *Bulk Gengrator® of Salid Waste as this
indusiry majory uses the paper, plastic, metal, glass, packaging malerial and disposables made eut of
thermocol. The use of all this material in their day to day activity leads to the piling up of garbage in
the form of wet and dry solid waste which is mostly mixed together. This mixed nature of solid waste
when dumped on the landfills gives of 7 poisenous gases and leachates which results in the pollution of
environment. In last two decades the awareness and realization in adverse effect of solid waste and its
grewing problem has made this industry 1o deal with it in a seientific manner. Many researches has
shown that this problem of waste needs to be systematically solved by following the major 5 R
Concepts namely: Rethink, Reduce, Reuse, Recycle and Reassess. This concept i systematically
implemented can be an effective way of dealing with the problem. Out of the above the first *Rethink”
concept deals puide us to think before we actually purchase a particular flem. Keeping in view our
requirement, its need, and ultimately the disposal, it is very important to understand whether a
pasticular item need to be purchased.  Here is where the role of *Purchasing comes into the picture.
The importance of sensible or eco- friendly purchasing which assures the envirommental concern can
be practiced 1o deal with the increasing problem of solid waste digposal. Even hospitality sector can be
the one who can be a lead in such activity wherein they can adept the effective Eco-purchasing
practices 1o deal with the problem, The attenipts ave being done by the hospitality industry.

The best example is of the first Ecotal in Asia. Deb & Welling (2011}, eritically reviaws the linkage of
sustainability into busingss as an emerging phenomenon of The Orchid Hetel, Mumhai hoids five-
globe Ecotel certified status, [n its attempt to become “Zero Garbage' Haotel, The Ckchid hotel,
Mumbai, apart from vermiculture compesting of kitchen waste, it has successfully reduced 309 of
incoming packnging material and purchase all paper producs with ot least 50% recycled content. This
has been achieved through regularly coordinating and screening of suppliers {0 ensure fulfiflment of
hotel"s stringent environmeninl policies.

Purchasing is a key activity in eliminating wasle. Green purchasing can improve a finn's eeonomic
position by reducing disposal and liability costs, conserving resources and improving organizations
public image. It has been observid that many of the hospitality seciors has alresdy adapting eco-
purchasing metheds. The only issues they face and are two mosl highly rated obstacles o effective
implementing green purchasing is cost and revenue, It is believed that most of the products which
are environmentally friendly are little costlier as compared to the other products and this is what is the
major concern of most of the hotels and restaurants, as it is affecting their balance between cost and
revenue. Amemba (2013). Apart from this consumer's aceeplance 1o the services and staft approach
wowards providing such services is also a major issuz where it mostly depends on their awareness
towards ecofriendly purchasing,

The researcher has gone through the literature based on topic dealing with cco-purchasing, Pune city is
growing not culy for its population but to serve the needs of the growing population, hospitality secior
is also in boom. City has o combination of various hospitality sectors like Hotels, restaurants, Pubs,
calé's, bars, night clubs cte. to serve 1o the need of all type of clicntele. The rescarcher aims to
understand the role of purchasing personne! in adapting to the eco-friendly purchasing practices.

OBJECTIVE OF THE STUDY
After reviewing the various literatures and finding the gap the researcher aims to study

. To Study the peneral awareness about Selld Waste and Solid Waste Management of Purchasing
Personne] of Hotels and Bestaurants,

2. To Study the Purchosing Proctices adopted by Hotels and Restourants of Pune City.
Volume 7 Issue 9 (September, 2018) 11 Online 155N 2277-11484

b |



Abhinav National Monthly Refereed Journal of Research In
e e e L PR e S P IT Hps SE S PPy s P
Commerce & Management

3. To Smdy Waste Reduction Methods followed by the Purchasing Department of Hotels and
Restaurants of Pune city.

LITERATURE REVIEW
DEFINING ECO- PURCHASING

“Prevention™ is the best way of reducing the woste. Even purchosing cost can be reduced ifwe plan out
our eperations effectively and reduce waste during ectusl operafions Duursma et al (2018). This has
been a key word in solid waste reduction, As many researches has proved that rather than sticking 1o
the 3 R eoncept of Reduce, Reuse and Recyele, there 15 a need for ‘Rethinking”. This will meke sure
the future of the material purchased by an erganization. The need of that material will result in the
possible cause of wasts cyela.

(Sloan el al 2048}, opined that ceo-procurement or eco-purchasing can contributes in lowering the
negalive impact on environment by minimizing waste. To meet eco-procurement standards, all
products and services should analytically pass through the environmental impact nght from origin of
the product to its end wtility. This eco-purchasing activity should not only stick to it eriginal role of
quality, price, delivery, availability, convenience eic, but should also take into consideration its
disposal and after use.

Eco- procurement noemally works oo the principal of dissimilation of the produwets in advance, so that
it can be recycled after use. The best example iz by replacing biodegradable “agrifibers” or *hioplasfic’
products with normal disposable products made up of plastic and Styrofoam. Some of these are not
anly dishwasher but microwsve safe,

Author also suggests some principles of eco- procurement fond services like:

L, Using local produce of same quality, quanticy and price, instead of importing foodswife and
should give mere value to seasonalicy of produets,

2. Avoid purchasing foods which are Enovwn 10 damage human bealth or environment.
3. Suppord producers which use organic or responsible fann products,
4, Avoid using products containing chemical additives, salt and sugar.
5. Using food products produced by using resource efficient methods

{Remoulador 201 1), discessed various strategies for green purchasing. Green purchasing is a powerful
strategy for reducing environmental foot pring and increase the operational sustainability of hotels,
Girean purchasing also known & environmentally preferable product purchasing of EPP, is defined as
the purchase of products and services thet have less or reduced effect on human health and
envimnment s companed to the competitive products and services that serve the same purpose.

PURCHASING PRACTICES

(Walter Jamieson, 2003), Discussed in the maneal, the sechniques to be wsed to avoid waste and that
¢an he by Purchmsing malerinls or services with careful considaration. This method of responsible
purchasing can be a major slep of source reduction slong with seving facilities moncy and
environment, Purchasing guidelines can hove established 1o encourage the purchase of cquipment,
limzn oo fable ware with durabile, reusable and high quality properties,

The Purchasing Policies should focus on three main factors namely:
I. Theenvironmental guality of products
2. The recycling and reuse qualities of products
3. Products that use minirnum packaging

Volume 7 Issue 9 (September, 2015) 12 Online 155N 2277-11466
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Thoush there are advantuges of implementing Green Purchasing still there are certain hurdles in
implementing the same those ehallenges are:

1. Lack of choice of products

2. Costof products s compared to other

3. Information of prodiscis on the Tabels are confusing and contradicting

4. Lack of awanreness in stafl regarding producis, especially in purchasing department

{Clarei & Dodds 2008}, synthesizes various literature and best practices to lustrate some practical and
tactical reasons for going green in hotel industry. One of the reasons for opting green concept by the
hatel can influence guest’s choice of a facility. This can be expected from a guest whose level of
environmental gwareness increnses and can support in recycling activities. From last 20 years thers has
been lot of changes taken place when it comes o expectations and demands from consumer, It is
obvious from a sophisticated homel geast that they will be concern about the environmentnl ssues such
&5 recycling botles, cans amd paper ol home or they may have 8 view of making greener ‘lifestyle’
purchases like organic vegetables or fuel efficient cars.

{5loan et al, 2008), Management to work with suppliers in processing products which will help redoce /
prevent waste, They may be requested to alter their products packaging and delivery sysiem to redoce
waste. They abso support the view of purchasing in bulk, using recycled products and buving products
from supplier who follows proper environmental policy which can be a major step in reducing waste
generation. It is advantageous to reduce pollution and seve natural resources by either creating less
waze of reduce waste belore it is being creared. Outsourcing of some services can also help reduce
hotel waste and to cut costs

(Fein el al 2008, puide provides you with practical wooks that can be implemented w overcome the
problems of waste issuwes. This guide highllights the imporfant factor of purchasing, which is carried out
o keeging in view the needs of satisfying guest s expeciation of quality service. [T s e estimated ilat
arcand 3% of hoizl's solid wastes consists of packaging and containers of consumed products, It is
extremely important 1o reduce this quamity by following effective purchasing policy, The purchasing
of products should be considered keeplng in view the product life cycle right from (s rranulaciuring
process Gl the end of product life cycle. The purchasing of “green” products can help reduce the
bmpact of waste creation. These are the products which can be recyeled, reused effectively and can
reduce the influx of wiuste @ the waste stream, The use of ‘preen’ products can be encoursged by
crealing awareness amongst stafl, suppliers and guesis. The guide suggests some aspects to be
considered by following steps like conducting self-assessment; which gives the exact status of curreat
conditions of purchasing praciices.

(Mufeed Sharholy, 2008}, shows regret on gap found between Municipal Solid Waste Management
Poltcies end Implemetation process. 11 s dire responsibility of the producer to seoid infrodocing
products in the market which will add o the waste creation without any systematic disposal methods.

(Remonlador, 200110, sugaesied various steps W camy on green purchasing program. Firstly, it is
essential 1o credte a policy statement for developing purchasing pelicy; 50 thet the staffs ol the hote)
arg informed about the purchasing preferences, lo rack future purchasing decisions. This will also
creale gwireness amongst the customer ebowt the hote]l purchasing practices. Sccond step involves
reviewing current purchasing practices and products, Mds includes aking inventory of current product
purchasad keeping in view the vanous aspect of reduce, recycle amnd revsa; so that the same can ba
dizcusscd with the supplicr to make the purchasing greencr. Afier discussing with the supplicr the next
step can be the esting of products by demanding samples and testing them to assurne that it satisfics the
hiotel requirement, Documenting the green purchases along with lis cost and saving done due o use of
product s the next imporiant siep, This will help in fere purchasing and help promating cominuous
EPP practices. Evaluating the program and measuring is environmental impact on regular basis 15 an
essential step, as it will help to review resulis and current pmctices and make necessary changes for

Volume 7 Issue 9 (Seplember, 2018} 13 Online IS5N 2277-1144



Abhinav National Monthly Refereed Journal of Research In
e el B Lk T ol s e e W i A M T b ST o T et e e e e e e

Commerce & Management

improving program. These steps help management and staff w understand the benefits of purchasing
choice and their eflect on the enviromment and its budgen.

(Chen & Chen,2012), analyses on various aspects of green hotel, in which green purchasing is being
listed as the first step towards building and managing green hotel. Purchases heing the greatest power
in protecting environment and human existence, the principal of 3R 3E is being proposed as key to
purchase policy which includes reduce, reuse, recvcle, economic, ecological and equitsble. For
managing hotls supply chain it is essential 1o find suitable suppliers which can meet hotel’s policies
of envircnmental protection. It will be a challenge for managers 1o make purchaging decision based on
reused and recyveled producis as they will nol be sure whether these products can saiisfy enstomer’s
neads. Another challenge will be of higher prices and less of options of products available, Bur sill
these policies if developed can be best wse of energy, reduce pollution and reduce cost. Another benefit
could be in pood health conditions of custemer and staff and business reputation can be promaoted.

(Koaufmann et ol 2012), assess different varabic approach of consumers for green purchasing. 1t 1=
foand 1t the general purchasing behavior of the consumer is driven by assessing s benafiis and
cosis, whereas, il consumer is knowledgeable about the environment can have positive effect on its
inclination towards green purchasing. This again deperds on the depth of the imowledze abow
environment which en individual consumer possesses. This can have a significant impact on
consumer’s behavior to buy green products. Apart from environmental awareness other aspects which
can have significant impact on consumer’s behavior o purchase green products are awareness, concermn
and attiude wwards environmenl, beliel abowl product safety, its availability, percelved consumer
effectiveness and other trade practices,

CAmemba 20133 apan from major issues of concern like gresn manufactunng, greéen packing, gresn
distrabution and marketing, the approach for preen purchasing’ procurement 5 being highlichied 1o
eliminate or minimize waste in the form of energy, emission, bazardows, chemical and solid waste. The
impartance of Green Supply Chaln Management (GSCR), 15 getling escalated die 1o deterioration of
enviranment €.p diminishing raw material resources, ovarflowing waste sites and increasing level of
pollution. GSCM s not only environment frendly bat il is also a good business viloe driver and hiph
profit earner. The conceptunl frame work presented in study glves importance to green procurement is
best practices for GSCM in hospitality industry. Koy fkctors for préen pisclasing includes providing
design specificofion to suppliers, specifving environmental requirements for purchassd items,
cooperating with suppliers for environmental objectives, environmental audits for supplier’s intemal
management snd suppliers IS0 4001 certificaion.

Green procurement will help in increase in investment and reduced cost. [nitiating greed procuremsnt
practices has 10 be a continuous process and this needs to be incorporated in strategic planning of the
firm, The priorities of the customers can influence the environmental management and envirenmental
pasrchiasing

( Pirami & Arafat 2014) suggests applying green purchesing in the Hospitality sector for products like
office supplies and cleaning products, so that it can lead to reduction in waste generation as these
products are not packaging intensive and packaging they do can be recyclable. 1t is also advizable to
buy products with a minimum of 20% post- consumar content.

{Fukey & lssac 2014) suggests purchasing less pockaged food to reduce pockage waste and thus
saving resources and expanding recycling beyond paper gless and aluminum. Hotels can buy products
in bulk and can influence supplier to provide supplies in fess packaging and environmental friendly
materials, Due to awarengss amongst the managers, they are insisting on purchasing of eco- friendly
products. Priority to be given in purchasing gréen products like recycled paper while purchasing
stationary, Decomposition of plastic is difficult so, care should be faken for purchasing less plastic
products.
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{Ellis, 2015}, It is being observed that in hospitality industry 108% of the purchpsed food gets wasies ay
pre-consumer waste before it is being served on to the table, The main challenge feced by the food
purchaser is reducing this pre-consumer waste and subsequently loose chance in reducing cost
Therefore, it is cssential that the thess has (o be proper policics and systcam should be established 1o
minimize or avoid waste, This can be achieved by proper forecasting of the material requirement,
purchasing goods and malerial as per requirement, controlling sieck, proper siorage of the material,
Mlanning of menu and ponticning 1o reduce waste, and processing of the food a5 per order.

It 15 very essential that we should keep communicating our policies, amendmems done, creale
awareness about the waste reducing and minimizing policies of the onganization, understand the valuss
end priodties of the suppliers since they are one of the sakeholder in this activity of moking
purchasing eco-friendlier.

(Rajiy Kuwmar ot al, 2016), suggests that by sinplifying their cost effective green practices, Indian
Budget hotels can sive optimwin operating cost. It has been observed that unorgenizedSmall buedget
hotels accounts for around 73% of the total hotels 0 India, These are the hotels which nomally Facc
financial constroints and therefore they are not able 10 Invest in envirommentally friendly technology
endd products. Thus operating cost saved through the cost effective green practices can be utilized to
purchase environmental friendly technelogy and produsts,

{Ranjitzsinh Pawar, 2016), identifies the present trends i Green Marketing and also explores how it is
going 10 help in facing future challenges of shifling consumer's behaviour and attitude fowards more
environmentally friendly lifestyle. Green Marketing helps in undersianding the Holistica way of
understanding the Production of product, Marketing . its consumption , disposal of the product and
services 50 that the same can |essen the burden on environment

{Bisnoi, 2017), in their interview by Anupriya Bisnoi, the Purchase Managers discussed about the need
for going eco-friendly when it comes to purchasing for hotels, They not ooy stressed on the need and
importance of eco-friendly purchases but elso Insisted on:

1. Procuring eco-friendly products

2. Use of recycled materials

3. Ascertaining the need for technical knowledge of products, its manufaciuring details, the disposal
factors after use, emploving the products which can be recycled

4, Taking decision related to purchases kecping in mind the corbon footpeint reduction.
While purchasing green product keeping in mind not 1o sacrifice the cost involved, quality and
performance standards,

&, Keep enhancing the knowledge about eco-friendly products available in market.

7. Undersianding the cost effectivencss of eco-friendly products as they not only reduce and prevent
wastage it also helps in reducing the material, waste disposal, operations and maintenance cost
and protect environment.

8. Undersiending the cffect of adapting eco-friendly purchases as it nol only enbances the
oiganization image but also improves the employes's health,

RESEARCH GAP

After exploring through the various literature reviewed on the purchasing practices being followed by
the hospitality sector it s identified by the researcher that variows aspects are discussed like
contribution of cco-procurement or ceo-purchising can help in lowering the negative impact on
environment by waste minimization, green purchasing can help reduce waste by minimizing
packaging, cresting awarcness amongst the staff and customers can lift hotel image as sustainable
property, practical tools are also suggested for effective implementation of waste management, evan
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IR concept 15 being discussed for being an effective metheds for waste management ete. but it is being
observed that thers has been lack of ressarch on sctual waste management practices being followed by
the Purchising department as this is the first step owards solid waste minimization. For that giving
importance 1 the Purchasing can be a major step.

RESEARCH METHODOLOGY

To obtain data related to above research problem, both primacy and secondary data colfection methods
were used. The following instraments will be wsed Tor data caollection:

1. Primary data

Primary data will be collested with the help of sruciured questionnaing for the Purchasing Personnel,
Oramer of Hotels and Restawrants or in some cases by filling up questionnoire from other depariment
employecs wha looks after the purchesing procedure as some Hotels and Restaurants do not have full
time Purchasing perscancl,

o Interview: Few Hotwl and restaurant owners or Purchasing personnel were interviewad to gt
the questionnaire [lled and to understand more in-depth in their purchasing practices.

= (lesthonnaire: Literatures on solid waste management practices were reviewsd. Based oo
which a questionnuire wes drafted which included 16 questions based on following calegorics
like:

[. General Profile: which consisted of information about the Mame of Hotel' Resiaurant, address,
contact details, Mame of the Purchasing Personnel, Designation, Qualification, Categories of the
organization, Methods of purchasing adopted, Number of suppliers eic,

Awareness Regarding Solid Waste and Solid Waste management.
Purchasing Practices adopted by the Hotels and Resiauranis
Waste reduction praclices adopted by the Hotels apd Restaurants
Eco friendly Practices followed by the Hotel and Restawrants,

Around 100 questionnaires were disiribufed to Differend Hotels and Restowrant through emmil, by
google forms and by personally handing over the hard copy. Around 35 responses were received out of
which 76 guestionnaires were usable.

1, Secondary dats

The secondary daza was collegted from different newspapers articles, Magazines, journals, published
papers of this particular topic, magasines ad by searching relevant websites on the intomet,

The above instruments were used o par their suitability Tor different situations. Primary dats has been
collecied from employees working in various Hotels and Restaurants, This is the current data relevant
to the tepic of the research,

RESULT AND DISCUSSION

As discussed in Research Methodology, the data was collected from the Purchase Manager or in case
of some Hotels and Restawrant where this particular sctivity of Purchasing is being looked after by
other deparimental Heads or Personnel.

The daia is entered, tabulated and analyzed for all the respondents,  First of all, the General profile of
the Hotels and Restaurant is prescnted. The information with reference to Awarepess, Purchasing
practices and Waste reduction practices followed by all the hotel and restourant are discussed and
imtespreted in tabular and graphical fom.

il o -
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Table 1: Designation of the Respondents  Graph 1; Designation of the Respondents
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Above groph and table shows the diswibution of purchasing personmel as per their designation, The
maximum respondent was from other category (50.6%), like Owner of the Restaurant, General
Manager of the Hotel, Chefs and Food & Beverage Manager, Front Office or Executive.

Craph 2; QGualification of the Bespondent

Table 2; Qualification of the Respondent
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Above graph and table shows the Cualification og the Purchasing personnel thoss who were taken as
sample. The highest guol fication reage was graduate (46_8%) and the least was S58C (1.3%).

Graph J:Number OF Holels and Restunrants
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The above Teble and Graph exploins the Number of various category of the Hotels and Restaurants
participated in this study. As the study mastly sims al knowing the Eco purchasing practices followed
by beth Hotels and Restaurants, 5o the mix of all categories of Hotels and Restaurants were included in
the study, The above igble and graph shows that maximum respondenis are from Restaaranis which s
33%:(25) and the lowest being the 5 Star deluxe Hotels which is 5 % (4).

Craph 4: Awareness Regarding the Solid Waste and Solid Waste Management

o)

L _
m rEd
{ 1]

(1]

" e & |

S
. .. s SR
i ...} , .

LN TR e Y | Flimy i i
s gmroin g wola 1 S oy Salin
Euule : W el rr Pl g rem
W Freuwrsy 3 F3 1 1% LS
wadaazl A T ' e — LE u
m Pewco rdl S Ak Fid T3

= Cramgaary @ Desar

Tha ahowve graph clearly shows the percentage of awareness amonest the respondent regarding the
teerm, “Solid Waste” and "Salid Waste Management'.

1. The mesearcher found that maximum respondent i.e. 90.0% are aware abowi the term “Solid
Waste” but when the question about Solid Waste Management was asked il was found that around
T8.9% were awire aboul the Skne.

2. Though they are aware sbout the term Solid Waste but guitz a few of them were not eble to
exacthy differentiate berween dry and wet garbage. They were also unable to understand what
exactly i the werm Solid Waste bManagemeant,

3. They do understnd the importance of managing waste, but in many cases it was found there has
been no formal training given Lo them wiien it come to the matter of menaging waste.

Table 3: Methods Of Purchasing Adopted By Hotels and Restaurants

Methods OF Methols O
Purchasing | Responses | Frequency | Percent | Purchasing | Responses | Frequency | Percent
Mo 22 TR Mo < T50
Purchasing
Tl : Yes 1% 250
Contract ¥es ke : by Daily
Purchusing | Teodal 76 1000 Cuotation Tatal 76 1000
s 47 61.8 Ho 68 29,5
s & 0.5
Cash Yes 29 382 Group s
Purchasing | Totol Th FOCL O Purchosing | Total T K1)
Mo LY. 684 Mo 74 97.4
b 24 K Yes 2 2.6
Periodic e -
Purchasing | Total 76 1060 Any Other | Total 76 140.0

Table number 3 shows the consolidated information about the Purchasing methods adopted by the
Hatels and restaurants. Follewing points are being observed by the researchers:
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1. From the above data it can be infemed that is mixed option preferrad by the respondent when it
comes o the purchasing of various types of marerial. The methods chasen by the respondent
mosily depends on what Kind of marerial has to be purchased.

I
i

Maximum respossdent prefess the oplion of contract purchasing which is 71%. The reason which
researcher found in common is that it is easy for an outlet o get centinuows supply of raw
material once they enter into the contract with the supplier for supplics of material as knowing the
fact that this indusiry being a service industry and customer mostly prefers to visit the propery
only for their need of food and services.

1, Also there are respondent who prefer 1o opt for other servives like Online purchasing which is
being opred by 2.6%, this method is opted by the restaurants. The reasen being the latest trends of
purchasing through online system gives fexibility to the buyers to choose from the range of
producis ar a very competitive raes also since the pavment is direct and the services also includes
free delivery culs cost for transportation of the goods o the premises. Also this method can be
opted in case of emergency requirement withoul any botheration of availehilily.

4. Onher Purchasing mesthods like Cash Purchazing, Daily Purchasing and Periodic Purchazing is
fess preferred option ranging to the percentoge of 38.2%, 31.6% and 25%0 and this is mostly apted
when they to purchase any perishable or when they have bay any Turniture for the property.

5. There are certain Hotels and restauranis who have their chain in Pune or in other places opl for
Group Purchasing option as this assures the siandard quality and supply of material 1o all the
outlets,

. Creerall it can be summed that wharever mefhod they opi, they can coordinare with the supplier in
waste reduction by mutually drafiing the policy.

Table 4;: Number of Supiers Graph 5: Number of Suppliers

Eum‘ha a L
suppliers Frequency ercent

1 Supplier ke 7.9

2 Suppliers 11 145

3 Suppliers 10 13.2

F—'nur Supplies B 3.3

[More than  Fourfd2 155.3

S:::Hm u1 Suppliar B 2 Supgpliers

53 wupplies m Fous Suppllers

Any Other £ 5.9 ® Moro than Four Supglisrs m Ary Other
oial T 10000

Mumber of suppliers decided by each hotel snd Restsurant depends upon the methods of purchasing
adopted by them for variows types of material. It has been observed that makimum respondents choose
more Lhin four suppliars (55.3%%) the reason being that they prefer 1o give contract for different type of
supplies like perishable, groceries, meat and meat prodocts, dairy and dairy products only to the
specific supplier who normally deal with a kind of pmdect in wholesale, as it give them option 1o
ehoose from variety and in quantity at reasonable price.,

Craph 6: Purchusing Practices Adopied by the Hotels and Restanrant
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It iz essential for 8 food and beverage sector to follow certain purchasing practices to reduce waste.
Based on the lieranwte review certain Purchasing practices were identified and those practices wers
ircluched in the quesstionnaire to find ot that how many of the purchazing persanse] from Hotel and
Restaurant of Pune city were really following those practices to reduce waste,

The data collected from the respondent showed that the purchasing policy which iz a standard
operating document of the purchasing department, anly 46.15 were having purchasing policy were &
it was surprising to know that around 9.2 % of the purchasing personnel were actually not aware abowt
the purchasing policy and 44,750 clearly responded that they don't have purchasing policy.

When it comes 10 awarensss about whether the statf working in purchasing depatment is aware about
the Purchasing policy, maximum purchasing personnel (33.3%) commented that the staff is not made
aware about the policy, whers as 10.5% of the purchasing personnel were not aware whether their
employess are gware and 34.2% of the purchesing department staff is aware shout the purchasing
policy drafted by their arganization and the same iz being atrictly adhered to.

Supplier’s Audit which is an essential activity was carned out by 51.5% of the purchasing parsonnel
Aroand 6.6% of the personnel was not aware that it is impertant to carry reguls audit for supplier.
Training stafl to get acquainted with the variow peactices of department was carried out onky by
35.5%, where a3 in about §7.9% places the employees are not trained abowt the practices to follow
while purchasing material to reduca waste. Around 6.6% were not sware that such kind of training
reeds to be carried oug by an organization and whether it nead to be practiced,

Researcher found out that though few of the orppniztions claims to be having the purchasing policy
bait only 32.9% of the respondent have made their supplier aware aboul their purchasing palicy.

Purchising of the ecoftiendly products by purchasing personnel s not being done by abow 60,5%. the
reason given For the same was that the cost of the product is more as comparad to the nomal produet
andd they have u challenge of maimaining balance between the quantum of supplies and ther cost,

Graph 7: Solid Waste Reduction Practices Adopted By the Hotels and Restaurant Purchasing
Department
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Certain Solid Waste Reduction methods which can be easily pricticed In day to day work were listesd
and the question was asked to the purchasing personnel to ascentain whether those proctices are
adopted by the Hotel and reslaurant (o relige washs.

Certain practices like Segregating waste, Recycling waste and reusing practices are followed by
97 4%, 57.9% znd 36.8% respondents respactively. The main reason being the enforcement of law
‘Health and Sanitation by Lew 2014°. Which clenrly instruct the waste generator L0 follow waste
reduction methods by implementing practices like weste segregation, recycling and reusing.

There are few respondents who are nol aware aboul the practices like Segregating waste 1.3%,
Recveling waste 9.2% and rewsing wastel(l3 %a. This is due 1o the reason as there are certain Hotels
and Restaurants which doesn't hawe separate purchasing depanment of persomnel specifically
appointed 1o carry on the purchasing procedure, Either this job is being looked afier by the other
depariment personrel or the supplies are being transferred from main branch to other outlets.
Maximum respondents follow practices like purchasing matenal 8 pef raquirement (39.5%),
Purchasing maelerial in bulk (80.3%5), Avoid purchasing plastic (33.9%), check material with
specification while receiving (67.1%) and returning material to the supplier back if it is found wrong
ar damaged (61.8%), The main reason for the sume is due 10 the cost involved in the above activity
leading 10 redustion [ profit,

*Responses received for the question: List few Eeo —Purchasing Practices followed by your
depariment to reduce ampunat of Golid Waste, The responses reccived are as below:

|, Stff are wained to handle the Solid wagie in appropriate manner through a PowerPaoint shown
where sorme techniques are projected to reduce solid waste.

2 Process solid waste in house and use in their own premises and ensure all waste get converted
into reusable, or they recycled and reducad.

3. Mo Plastic Bottles are purchased. The supplicrs are instructed 1o collect any plostic material
transperted by them during the supply of matenal,
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4. Reduction of Paper usage in Kitchen and other depanment as no paper is purchased unfess it is
essentially required for a specific job. Strict controlled is kept on purchasing of Paper.

Wi buy wine baotiles in wrapped packaging instead of card board boxes,
Segrepation of all solid waste at pickup point
20 litres water Jars are use and buy 1o avoid solid waste of plastic boilles.

- B

Educate all perishable material vendors o use reusable crates and containers instead of cerd board
boxes amd packing.
9. Separate Garbage Areas
19, Separate codowr coded garbage bags end hins
1. Beusing all possible items, Reevele, try to reduce waste
12. Take Monthly inventory te maintain low stock,
13. Documentation maintained by department o record wastage.
14, Disciplinory reles for wasioge,
13, Purchase cycles ace being changed to weekly to gvoid big storage.
I6. Swongly insiston First in and First out for every product purchased.
17. Wet garbage composting machine.
18. Do not use printed menu cards, use black board for menu display.
19. Separate bins for plastic products.
20, Awoid Plastie.
21. Purchasing of Vegetable & fruits free of Chemical
22. The waste material or vegstable is given for cattle feed without throwing it.
23. Disposing garbage at appropriate place.
RECOMMENDATION AND SUGGESTIONS

Afier analyzing the data collected from various Holels and Restaurant the researcher would like to give
some recommendation, so that the same can be followed to make the purchasing eco-friendlier and 1o
achieve the goal of waste reduction.

1. First and foremost, the organization should frame Purchasing policy ¢ per the operations of the
organization. That should include the norms for eco-friendly purchasing adaptadle for the
O EAmiZEAtion.

2. It is important for the organization lo give a formal training to a2l their cmployees in
understanding the imporfance of reducing wasle. They should be made aware abuul the eoo-
friendly practices followed while purchasing material,

3, Whatever method of purchasing & 10 be decided it is imporiant the suppliers are made aware
ahout the purchasing policy and eco- friendly approach of the organization.

4. Regular audit of the supplier should be made compulsory, as this is going w0 affect the purchasing
activily drastically.

5. Practices like Reduce, Reuse, Recycle should be inculcaled in every individual working in
purchasing depariment
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f, The organization whers separated purchasing deparunent is not in hierarchy, should make sure
that the person handling purchasing should be aware alout purchasing policy.

CONCLUSIONS

Eco- Purchasing is one of the major and first slep in reducing wasie, It has been noticed ihat with the
hue and crv on the generation of waste by the hospitality industry. many of the secters has started
adopting green or sustainable sppronch when it comes to the solid waste management. Many of the
resgarches has consistently highlighted that it is always better to reduce waste rather than creating and
then planning strmtegics to deal with the disposal. Being first in the process of waste creation, il is
imgartant for fhe hospitality industry in general o star working towards reducing waste, This could be
achieved through preparing purchasing policy which includes all the possible practices which can be
contributed in reducing waste. The above study shows (hat though some of the Hotels and restaurants
arg following some practices of Eco-Purchasing, but their percentage is very low, Still that awareness
in following Eco-Purchasing practices lss block in their mind that these practices are very costly amd
may result in reducing their peofits. But & sysiematie approach to the purchasing can make this activity
muore sustainable nnd cost effective, There are chances that they will be more benefinted if the policy is
sviternatically planned keeping in view all the aspects of an organization.

LIMITATIONS
While conducting this study there were cerlain limitations faced those are:

1. This study was lmited to Pune City.

2 Only two sectors of Hospisality namely: Holels and Resfaurants were taken into considerstion,
3. Mumber of respondent were limited due to fime and financial consiraints,
4

The places were separate purchasing department was not there it was difficult to collect dala as
the person handling the purchasing was not available, so the nescarcher has to depend on other
deparimend personne] to collect data,

5. Some of the persoanel was not very keen on sharing dats due to privacy issue.
SCOPE FOR FUTURE RESEARCH
Fullowing topics could be considered for fiture research:
1. The study could be done by wking every individual sector of bospitality industry like Fast food,
Bars, Pube, Might clubs cte.
2. Comparizon of purchasing praciices can be done between two identical seciors,

3. Caze studies based on Good Purchazing practices followed by any hospitality sector can be
cobsidered, 3o that the same can be an example for ciher sector of same éntity,

REFERENCES

1. Amemba, C. 5 (2013). GREEN SUPPLY CHAIN BEST PRACTICES IN HOSPITALITY
INDUSTEY 1N KENY A, Giobal Journal of Comimerce & Management Perspective, 1113}, 7-18.

2. Biznoi, A, (2017, Decembaer), Managing Purchuses, An Acid Test, (Sanjeet, F) Hospitality Talk,
IV{ 12}, pp. 34-39.
3. Corporation, P. M., (2014). PUNE MUNICIPAL CORPORATION PUBLIC HEALTHE

SANITATIONBY E-LAWS-2014, PUNE MUNICIPAL CORPORATION FUBLIC HEALTH&
SANITATIONDY E-LAWS-2014, 1-9%, Pune, Maharashira, [ndia.

4, Ellis, G. (2013}, Responsible Food Purchasing: Fouwr steps towands sustainability for the hospaalicy
sector. Responsible Food Purchasing: Four steps lowards sustainability for the hospitality sector, 1-
50, Pans, France: United Metions Envirenment Programmse.

Volume 7 [ssue 9 (Seplember, 2018) 23 Online 133N 2277-1144



Abhinav National Monthly Refereed Journal of Research In

1.

1.

12

13

1d.

15.

16.

I

Commerce & Management

Gieegje Duwrsma, F. V., (2000} Food waste reduction al Restaurant De Pleats: Small sleps for
mankind, Fessarch in Hospitality Management, W1(1], 95-104.

Hans Ruediger Kaufmann, M. F. (2012, February), FACTORS AFFECTING CONSUMERS
GREEN PURCHASING BEHAVIOR:AN INTEGRATED CONCEPTUAL FRAMEWOREK.
Amfiteatru Economic, XIV(31}, 50-62.

Karim Zein, M. 5 (2008, Jung), Best Environmental prectices For the Hotel Industry, Best
Envircnmental proctices For the Hetel Iedusiry, 1-31. Swieelaind: Sustsinable Business
Associates (sha),

Leenn M. Fukev, 5. 5, (2014}, Connect amotg Green, Sustamability and Hotel Industry: A
Prospective  Simulation Study. lnternational Joumal of Social, Education, Economics ard
Munagement Enginecring, W1}, 296-312,

Mufaed Sharhioly, K. A. (2008} Municipal solid waste management in Indinn citiss — A review.
Waste Management, 28, 459-447,

Papiya Deb, MW, (2001, July), Strategising Hospiality Environment Change- Case Stdy of An
Eeotel, South Asian Journal of Tourism and Heritge, IV(2), 6467,

Rajiv Kumar Dwivedi, D, M. (2016 , April). Simplifving Cost Effective Green Practices For Indian
Budget Hotels. GLOBAL JOURNAL FOR RESEARCH ANALYSIS, V', 355-356,

Ranjitsinh Pawar, [, K. (2016, February), Oreen Marketing- Future Challenges and opportunitics.
Asion Joumal of Multidisciplinary Studies, [V{3), 149-155.

Ramoladar, M. A. (2011, October). GUIDE T0 GEREENING HOTELS THROUGH WASTE
MANAGEMENT & GREEN PLIRCHASING. New England.

Sanoa [ Pirani, H A (2014) Solid wasie management in the hospitality industry: A review.
Joumal of Environmental Mansgement, 146, 320-336.

Sonyn Groci, B D, (2008). Why Go Green? The Business Case for Envionmental Commitment in
the Canadian Hotel Industry. An Indermgions] Joumal of Tewnsm and Hespiality Rescorch,
XIX{2), 250=2770.

Walter Junicson, A. K. (2003), A Manual for Waster and Waste Management: What the Tourism
Tadustry Can Do To Improve its Performsance. A Manual for Waster and Waste Management: What
the Tourism Industry Can Do To linprove jts Performance, |, 1-68. Paris, France: Unitad Nagions
Environment Programme,

Ying-Chang Chen, Y.-T. C. (2012) The Advamiages of Creen Management for Hotel

Competitiveness in Taiwan: In the Viewpaint of Senior Hotel Managers, Joumal of Management
unal Sawstninability, 11{2), 211-218.

Volume 7 Issue 9 (September, 2018) 24 Online IS5N 2277-1146



