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Introd uction

"'Ihink out of thc BOX, rvhile sleeping in the BOX". With world inclining towards ur.ban
housing and modem accommodation oprions, consumers are looking for more creative yet
comfonable living spaccs, rvhcreas fcw still find their interest in taditional ways of
accommodations. Hospitality industry is always geared up to cater all sorl ofprefercnces as it
keeps or.r adapting to the present -day trends, hencc today we could see a wide r.ange of
alternate accommodations in the market which also provides gror,r,th and sustairable
opportunities fbr the hotcl brands. When discussing about the concept of Urban housing
Capsule sleeping cabins, Tiny Houses and Miclo apartments are already influencing the
Millcnnials.

Growth of travel & touris:.n along with the preference to cost-cffective living during travel
drives the dcmand 1br capsule lrotels. However, Capsule or Pod Hotels doesn't not only
prolide accornnrodation fbr budget traveler, but are also a convenicnt stay options lor
consumeri rvho are just looking for a comfy comer to rest betwecn their working hoLrrs, as

somc ol them might bc living far, in thc outskirts of thc clty, This particular thought was the
reason behind conceiving Pod Hotels lbr the vcry first tirrre in Japan in 1970. Today, decades
later pods are enjoying ncw wave of popularity and have bccome hospitality fad. Pods
lhcilitate a multipurpose environment rvhere in people can focus on work, sleep in corrlol1,
coliaborate rvith peoplc and unrvind.

India is upgrading as thc Indian entrcpreneur duo, has lounded Urban pod alLcr being inspired
from the similal chain in Singaporc. Today Mumbai's space crunch is nolv bccome a

hospitality fad. Expefts say that Pod Flotels have substantial opportunities in untapped
markcts. This stLrdy sheds light on relatir:g with the corrcept of Pod llotels, gauge lhe
consumer perception and practicality ofthe concept $,ith referencc to Indian Market.

What Exactly Is A Capsulc Hotcl ?

Capsule hotels are accomrnodations that have thro*'n away the idea of a single private room,
and have instead locused on basic nccessities such as sleep antl bath to provide the most
accommodating stay at thc lowest prices. Capsule units that provide rest arc shaped likc the

cockpits of aircrafts and are stackcd in trvo laycrs, continuing down thc halhvay. Many
people think that the only thing you can do at a capsule hotel is sleep, but in fact, sonre

capsule hotels have large batlx, saunas and spacious lounges that are even better equipped
than some busincss hotels.

In recent yeals value-adding serr'ices such as ladies-only floors, sophisticated business

loungcs, rablets and manga rental scr.rices are making capsulc hotels increasingly tnore

attractive at a fast pace, Another characleristic of capsule hotels is being able to secure

accomnrodation rvithout prior booking.
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This is because capsuJe hotels have more rooms than business hotels. Thus, many pcople
such as busincssmen r.vho have missed thcir last trains, or yor.lng pcople rvho arc in town for a

concert and want to save on accommodation oftcn ntake use of capsulc hotcls, and ntany
shorv up rvithout reservations-

Need Of Study

Modern approach of finding the purpose driven stay and gucst inclination towards rhe cost -
eflective accomrnodation has introduced nerv styles ofrooms to tlre markct. The list includcs
popr"rlar conccpts like service apartment's, youth hostcls/ dormitory accommodalion and
Airyort Sleeping cabins. Tndia is recognized as an upcoming / Untapped ntarket for such
concept hotels, hence many unique living projects like The Urban Pod, Mumbai, Qubestay
Airport capsule Mumbai, Snooze at nrt space, Delhi and Adventura Ooty are bcen today
listcd as one of the best pod hotel propellies in India. Opeiators of the property havc come
across noticeable changcs in guest's approach towards trying new optjons and surge to kccp
up rvith trends. Horvever, still there is a nced of bringing more awareness and making people
farnrliar with the Pod - Concept, as "there a lot more to do. with less space".

obicctivcs Of Study

l To relate with the concept ofPod Hotels / Capsule Hotcls.

2. To evaluate consumer perccption towards pod hotels.

3. To analyze the feasibility of pod hotcls in Indian Markct.

Litcrature RevierY

LR l: - The Japanese capsule - its characteristics and popularity, an essay published by UK
Essays on thcir olficial website dated January 1st,2015, highlights thc conccpt ol capsule
hotel along with the factors motivating tourists to stay in economy hotels. It also helps in
understanding rvhether the capsule hotels rvould be attractive style of accommodation.

Link-https:/ vwry.ukessays.com/essa) s/marketing/the-japanesc-capsule-hotel-its-
charrcteristics-and-popularity-marketin g-essay.php

LR 2: - Gaijin Pot BIog in their article, published on August 31st,2017 has narated tlle
rurique feanues of a pod property located in Kyoto. The project has come up with
mnltipurpose environment, where millennials will be able to tbcus on work, sleep in comfort,
collaborate rvith people and nnwind. The property has come up with a signilicant
amalgarnation of High-cnd tcchnology and modem accommodation.

Link-https://blog.gaijinpot.com/millennials-kyoto-capsul€-hotel/

LR 3: - Mr. Aakash Karkare nalrates his experience with India's first Pod hotel in his article

"Mumbai's urban pod hotel brings Japan's capsule hotels to India" publishes on April 29,

2017 on official rvebsite - Scroll.rn. "A night at India's first capsule hotel shou's that

Mumbai's spacc crunch is now a hospitality fad", says Mr. Karkare. Mumbai is upglading as

entrepreneur duo Mr. Shalabh Mittal and Mr. Hiren Gandhi founded Urban pod, after being

inspired from a sinilar chain ir Singapore. Afiicle slates that the capsule sized homes nlight
be the luture of urban housing sonteday - tiny houses and micro appartnlents are already

being considered in increasingly overcrowded cities

Link-https://scroll.in/magazine/834487/a-night-at-indias-first-capsule-holel-sholvs-that-
rnu mbais-space-crunch-is-nolv-a-hospitality-fad
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LR ,1; - ln an ar(icle named " The Plos and Cons of staying at a capsule hotel in Japan"
published on March 24, 2021 on ThcTravcl.com, author Katc Machado has shared hcr
experience aftcr lraving staycd in a pod hotel in Japan. Shc has givcn a clear insight ofpros
and cons which one rvould experience in Ler-rns ollocation, accontmodalion, cornlort, privacy,
silence, sen,ice and arnenities while staying in a pod hotel property.

Link - https://nrrrv.thetravel.conr/pros-and-cons-of-capsule-hotels-japan/

LR 5: - Thc wor'ldwide capsule industry is projectcd to rcach 276.2 million US Dollars by
2028, rvas stated in thc Global opporrunity analysis and industry forecast 2020-2028, repor
by PR Newsrvires and Cision Distribution in thcir article published on Sept. 30th 202 l. Study
states that the concept of pod hotels / slceping cabins is a unique and novel type of
acconrmodatr'on, available at affrrldable rates. Growth of travcl and tourism along with
prefercnce to cost effcctivc living during tlavel drivcs thc denrand for capsule hotels. Ovcrall,
the rcport providcs a quantitativc analysis of a cuffcnt trcnds, cstjmations and dynamics of
the capsule hotel market lrom 2019 - 2028, to identify prevailing market opportunities.

Link-https:/Avwrv.prnelvswire.com/n ervs-releases/the-lyorldwide-capsuIe-hotel-industry-
is-projcctcd-to-reach-276-2-million-by-2028-301 38881 l.html
LR 6: - Authol Ms. Swati Chaturwcdi in her arliclc #PodHotels: - Small is bcautiful,
publishcd o l8'h Fcb 2022 in Flindustan Timcs mentions rhat pod hotels are modem, quirky,
relatirrg and one ol its kind of accommodation. Ms. Swati has also shed light on the concept
of pod hotel by claborating on the specificatior and amenities offered in the premises. Article
also speaks about newly launched pod hotels in lndia and its pricing and tariffs.

I-inkhttps://rrrvrv.hindustantimes.com/lil'estvlc/travcl/podhotels-small-is-beautilul-
101645165951321.htm1

LR 7: - On October 25'r'2021, CNBC TV 18 had published an arricle rvrittcn by Ms. Shoma
Bhattacharjee on their official website, \vhere they have described or mentioned about the
project executed by IRCTC and The Urban pod Pvt. Ltd. Article has also stated that thcse
nervly devcloped pods will have basic amcnities like wi-tl, luggage room, television, air
conditioning, charging slots etc. this facility is launched rvith 48 pods three types - classic
(30 pods) , ladies ( 7 pods) and private pods (10 pods). These pods are available at the

mininrum rate ofrupees 999/- lbr l2 hours according to the repo .

L R 8: - According to a study report published by Research Dive, dated l7'h November 202l
on thcir official wcbsite, thc global capsule hotcl markct is projcctctl to exPeriencc significant
growth in near tuture. It is noticed as a trend among millcnnial lor solo travelling. It also

mentioned that Asia Pacific region is more likely to dominate the market of pod hotels P'ith

rapid growing brands like Riccarton Capsule llotel, Thc Capsule Hotel, In-box Capsule

Hotcl, Book and ISed Tokyo, Ur-banpod hotel, thc Pod, Sydncy and many morc.

Link - https:/inrvrv.researchdive.com/8507/capsule-hotel-market

LR 9: - In a research study published by Research Dive, dated 17'h November 2021 on their

oftjcial website it is said that there is an increasing dernand for affordable accommotlations

by the growing middle-class population along with the rising interest in travel and lourism.

These factors boost the profitable oppominities for the operators. Holevcr, the outbreak of
Covid-19 pandemic has negatively impactcd thc gro$'th of the global capsule hotel industry,

as the number of both intemational and domestic Travellers have dropped down because of
the fear of spread of the disease. Along with that strict Iockdown in various regions has also

affected the grorvth of marke t.

Link - https://rvwrv.researchdive.com/8507/capsule-hotel-nrarket

ciutiFitt Pccr Reviewed/llefereed & UGC Care Lisled Journa] Vol. lX - lssue lI (l), July 2022

(283)



Joumal ol Kavikulagunr Kalidas Sirnskril Unir,ersitv. Ranrtcl< ISSN - 2277-7067

LR l0: - In an afticle published in Hindustan Times on Febrlary 1}tt'2022, by joumalist Ms.
Swati Chaturvcdi, it is mentioned by an interuiewee that pod hotels are an ultra-modenr
accommodations concept which has capabilities to cater millennials, fi'ee individual travelers
and female traveler. Inteir,riewee Ms. Gauri Awasthy also states that it offers accommodation
with no compromise on comfort, quality and unique experience at a very economic rale.

Linkhttps://x'ww.hindustantimes.com/lifeslvle/travel/podhotels-small-is-beautiful-
101645r 65951321.htmt

LR I 1 : - Written by author Mr. Alexzander Love and publishes by Hotel Management
Network on March 10,2022. The article shares data regarding existence of capsule hotels
from last three decades in various parrs of globe and the idea is expected to grow further in
upcoming decade as there is a lot more to do with less room. The study also states that future
rise by 6,31% CAGR by 2026 and approximately valuation of 288 million dollars.

Link - https://www.hotelmanagement-network.com/analysis/pod-people-capsule-hotelsi

LR 12: - In an article "Things to consider while designing a capsule hotel" publishes by
Rethinking the future. Com, and written by Ar. Manasi Khankoje, the various essentials
aspects of building pos hotels is covered. Factors such as community living spaces, privacy,
luxury elements and amenities, integration of technology, variation in design & d6cor,
standard ergonomics, ctc. are elaborated after a systematic study ofpropenies.

Link - https://rvww.re-thinkingthefuture.com/designing-for-typologies/a3l l8-10-things-
to-consider-'ryhen-desi gnin g-a-capsule-h otel/

LR 13: - "India embracing smafi stay options like pod hotels" and interview with Mr. Hiren
Gandhi Co-founder, Director of Urban Pod Pvt. Ltd. Published on lndia retailer.com by
their assistant editor Ms. Tanya Krishna talks about the noticeable change in the mindset of
Indian travelers and willingness to try modem accommodation options Mr. Gandhi also

spoke about the concept, accessibility and competition in the market and their plans for
expansion ofthe brand.

Link-https://www.indianretailer.com/interview/retail-people/profiles/India-embracing-
smart-stay-optionslike-pod-hotels-Hiren-Gandhi,i1466/

LR 14: - In an article named - Capsule Hotels, the unique experience for innovation and

affordable stays. Published by news 18 on l0'h April, 2022 the reporlhas enlightened popular

pod hotel properties located in India. The Urban Pod, Mumbai, Qubesray Airport capsule

Mumbai, Snooze at mt space, Delhi and Adventura Ooty were listed as one ofthe best pod

hotel properties in India

Link-https://www.newsl8.corl/news/lifestyle/travel-capsule-hotels-the-unique-
experience-for-in n ovative-and-allbrd able-stays-4959200.htm1.

LR 15: - According to an article 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

a plan in Califomia where in the pods can be used as an option of sharing accommodations'

When pods are designed practically along with spacious interiors, it more likely to be

preferred by consumers. This might mitigate the issue of rising rent prices pf property in

California

Link - https://www.designboom.com/taglcapsule-hotel/
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LR l6: - Article about Transit Hotels a welcome amenity lor long layovers, written by
journalist Mr. Joe Kunzler on l6rh May, 2022 pubiishcd by sirnplefl ying.com. thc ariclc was
about thc concept ol transit lrotels, along rvirh-it journalist Joe has also sliarcd his expcricnce
of having stayed in a sleepirrg pod at an airport. Joe descritres sleeping pods as smaller
version of transit hotels which offers pay-by the minute system, lugqage comparttncnt,
charging spots, along with a retracting cover. Sleeping pods has also helped airports in
generating revenue lrom unused and vacant spaces.

Link - https://simplellying.com/airport-capsule-hotels/

To havc a better understanding about the objectives, these questions were added to the
questionnaire, which would help in gening a bettcr understanding about the consumer
perception and apprcach torvards pod accommodations

* 3wrndentalrproxs

This data is collectcd fronr various working professionals and students of dit'fcrent agc in
order to have a broader perspective to the concept and thought. During this research,
rcsponses were rccorded from Govemmenl enrployccs, Privatc Sector, Entrcpreneurs and
students. Maj ority of the rcspondcnts from working class as the perccntagc was 56.3olo,

36.3o% responses were received from the students. Respollses from the governmeflt
employees and entrepreneurs rvere less as the figures could only reach to 57o and 2-5Yo

respectivcly.

Sirnilarly, age ofthe respondcnts was also taken into consideration while recording rcsponscs
for this project. It was been observed lhat 35o of the total respondents were between the agc

pf 1 8 to 25 years, another 30%o were between the age of 26 to 30 years and nearly 27'/, people

were above the age of35 years.

Obiective -l: - To r€late with the concept ofPod Hotels / Capsule Hotels'

To gain more clarity about the conccpt of pod hotel or capsule sized accommodation, I
referred literature which was available in tlre fonn of articles, Blogs, press relcase etc. on

various online portals and offrcial websitcs of publication houses. I also refcred some articles

related to capsule accommodation which were publishes in newspapers. Interviews of hotel

opcrator / owners like Mr. Hiren Minal and others helperl me in understanding the corc

opcrations, challcngcs and oppofiunitics which comcs along with thc pod hotcl business.
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Are you au,/are ol concepl of alternate accommodation?

** No

attempt was made to gauge the awarencss related to the altematc accommodation, it was
obseNed that 25%o of the total respondents werc not aware of thc conccpt of altenrate
accornmodations, horvever a positive side to it was also observed as 7 5Yo o[ the total
respondcnts were aware of thc concept.

Which of the following alternate accommodation you heard of before?
g0 responses

Seftice Afparl,"ieltts - 5-i !11 3aA)

7 (46.3%)

Yculh H.stels 6 157 5%)

Ar porl Sl.€plng C.b rs 29 (36.306)

Glamping Siles -13 (16.3%)

29 40 6C

It is 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 about the same.

Respondents werc asked to cl.roose bctwcen four different categories of accommodation i.e.,
Scn'ice appafiments, Pod Hotels, Youth Hostels, Airport/ Railway Slceping cabins,

Glamping sites. Majority of the respondents (71.3%) were aware ol service appartments, in
continuation 57.5% of respondents knew about the concept of youth liostels. 37 responses

(46.3%) said that they have heard about Pods and Capsule hotels. It was observed that people

are least aware about airport sleeping cabins and glanrping sites as the number of responses

was 36% and l6olo rcspcctivelY.
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Have you ever heard of any Pod/Capsule Hotel ?

B0 responses

& Yes

&No

Purpose of this question to gaugc the awareness of people towards pod hotels or capsule

accommodations. Out of 80 responses 60% people are aware of Pod Hotels as an alternate
accommodation, horvcYer it is also seen that 40oh people are not alvare about thc concept.
They are conrpletely unaware ofthe capsule sized accomrnodation

Since there was an attempt to gauge thc awareness ofpod hotel amongst people, thcre are few
prominent playcrs in this section of busincss. This question was put forth to see whether
respondents are aware of these pod hotel brands located in various cities and states pan India.

Which amongst the below mentioned pod hotel brancis. have you heard of ?

8C responses

The Ulba. poC, M!mna;

13 {16.3l,i)

?t

21 i3X 8%)

l0

13 i53.8dr")

Gube-s.ayArpc( Capsule Hctel,

Murnaai

5(6.3%i

Sneoze 2tFyplace Ddh, 5 {6.30r)

ti 1i

Majority i.e., 53%of the people are not aware ofthc brands that wcre mentioned as options.
Very few respondents were aware ofbrands ofpod hotels present in lndia.

It is important to know the difference befweelt youth hostels and pod hotels. Through this
question an attempt to enlighten the difference between both lvas made. Both categorically
fall undcr shared accommodations howcver, pod hotels get few more points as they are better
in tenns of hygiene, safety and privacy. As a response to this question 47o/o of the total
respondents are not aware ofthe differences between both and 28.7%. ofthe total respondents

know how to distinguish betrvcen trvo. ln conclusion number of awarc peoplc is less than the

number of not au,are people. There one more category of respondents those may not be able
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Are,'ou aware o{ the difference between "Youth hostels'and "Pod Hotets" ?

* Yes

{9No

What is your perception towards shared accommodation ?

ll encourages choi.e ot purpcse

daiven accommoCalon
16 i20t/t1

I offers pocketfiiend!y

accorn rn odaton, sa'.€s cost

Sharin-o ;acom m cdaliofi is losg

af p.ivacy

ss 172.4./,)

2t 25%)

t28 7'r,)

Z'

This question was put fofih to determinc consumer perception towards shared

accomnlodatjon in tenns of safety, security, hygiene and cost and privacy as basic and

essential needs. I( is becn observed lhaL 72.5ok i.e., nrajority of the rcspondents fsel that

shared acconrmodations ot-fer pockct friendly staying option and hcnce helps in saving costs.

Horvever, around 20olo people liom the lotal respondents have said that it encourages an

individual's choice of choosing purpose driven accomnlodation. Another 2070 people believe

that living in a pod liotel or in a shared spacc may result in Ioss of privacy atld compromise

un hygiene. sanitalion and safL'ly.
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Objective -3: - To analyze the feasibility of pod horels in Indian l\Iarket.

How often do you travei ?

e0 respotis€s

& lery often

O Somelinres

* Ra.ely

Q \bry Rarely

The pie diagram illustrates the fi'equency of travelling of the rcspondcnts. As pcr the
parameters the Very often nteans weckly travcl, sometimes means Monthly travel. Rarely
means travelling six months and very rarely means travelling once or twice a year. Hence, it
is observed that majority people around 53.8% (43 out ol80 respondents) travel sometime,
next are the 18 (22.5%) rcspondcnts who travel very oftcn in a year, 16.2% of the total
rcspondcnts travel rarely and lastly only 7.5% people travel very rarcly.

It is important to know that with whom do peoplc trayel, to get a berter perceptive about it
this question was added. Resporrdents could choose multiple options at one time- 60%of the
total respondents pref'er travelling with family which the highest percentage of response
reccivcd. 23o% respondcnts travel rvith thcir friends ancJ 11.3o/" peoplc prefer going on solo
trips. Being thc least opted answcr, only 5% pcople travel with their candidates.

With whom do you travel most often?
8! responses

a Family

l} Friends

{t C.lleagues

& Salo tsaleler
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What is )rc!r plr.pose cf lraveilinE

* ausir?:s
& t.erstre
,i:' fa.il./ Ri"irr o. c.
1]l: Enl.!n.nl
& Li,e ,-.

,1.:i iorr€'reslin.r:
* Fanrilv Irips

Purpose oftravelling determines the budget, category offacilities and accommodation that an
individual may choose or opt for, hence purpose of travelling has a major influence on
preferences. Hence this question was included. Respondents had to choose from Leisure or
Business option, as a result percentage of leisure travel is more than that of business travel.
79olo people travel for leisure anr] 2lYo travel for business.

Whic.h CaleEory of acco.rl mcCalion do you prefer ',!hile tra.relli.g?

., 1t2 f

35 (43 Ei.4)

5- Siar Lux,J y li.]"e!

" 7 {8.8"/")

8(10%)

14 r17 5%)

2nil 4..

a? 112 5%)

There is a varied range of accommodation available to travelers in the market. Above given is
the pictorial representation ofconsumer preferences towards various types of accommodation
that one can book while travelling. Respondents were asked to choose lrom 5star luxury
hotels, homestays, youth hostels, resorts, heritage hotel properties and budget hotels. It is
been observed that maximum preference is given to budget hotels as 72.5Yo pcople have
selected that option. Resods and home stays are the second most prefered option of
accommodation as the percentage of votes are 53.8o/o and 43.8% for both categories.lT0% of
the total respondents opt for 5-star luxury hotels while travelling. However, two segments

have very niche number of clienteles as only 10% people have opted for Heritage hotel
properties and 7olo have opted for youth hostels.
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Do you prefer or e'rer opted for shared accommodaiion ?

I ves

8 r,o

Since respondent's perception towards share accomrnodation is part of study it is also
irnponant to know whcther they are willing to opt ibr any shared accomrrodation during their
tour. Numbcr ofpeople that might opt for an option ofshared accomntodation is less tbzrn the
numbcr of pcople not opting for sharcd accommodation. 57,% rcsponscs ai.e not in favour of
slrarcd accommodatrons and,42.5o/o responses are in favour ofsharcd accommodation

Alter having evaluatcd whether people are u,illing to stay in a shared accommodation, it is
important to know that with whom would people prefcr to share thcir accommodation. 58
responses (72.5Yo) prefer shared accommodation with friends when on trip. 6lio% people to

With v,;hom would you prefer or ever opted lor shared accommodation vr'hile tra.Jelling ?

O,rlyCuring Solo hps

2C l25o j

58 i72 5?:)

55 (68 8%)

60

8 (10%)

4'

opt for shared accommodation rvhen they travel with family. Only 25oZ responses were in
favor of sharing accommodation with colleagues. The least pt'cfcrence to sharcd

accommodation was givcn by solo travelers as only l0% of theln has optcd for shared

accommodation.
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How do you prefer to do your bookings/rese.vations for vacation ?

Tircrgh Call

. 13 (16.30^)

9 (36 3%)

2-c (36 3%l

32 OAo/.)

5 t.aa 3 r)

Travet Agent

OTA(Oniine Tra!€l Ageni-
holels com, Elpedia, Booking.

Respectiw Ho:el s website

c ra 3a ,1!

In order to detenline thc most preferred nrode of booking hotel used by consunlers, this
question was included and responses rvere recordcd for in-person, through call, travel zrgent,

OTA, Respcctive hotels website ways of bool(ing a room. Maxirnurn pcople book through
OTAs (online travcl agcnt) as the percentagc shows 560/o, on otlrcr hand only 16.3% people
book through travcl agent. It is obscrvcd that samc rcsponses are rccorded for in-pcrson and
phone call booking as 36%r o[ thc total responscs opted for it.

Hov( much would yoLr lake to spend for dcccmmodation !,Jhi!e iravelling ? [n c"p-,

& Lelslhan < 1l0n lllFlrern ihi
& 5trlrl lr 6:lnn l$F / pEr n lrhl
.l:'' 1!,ft0- i 5,trlr0 NF/pErniqii
.& iriwp thrn > 25,rllLrll!r.- /r:r niEirl

Alter determining the mode of booking it is extremely irnpofiant for the hotelier to be aware

of the spending power of the customer, hence rvith the same motive this parlicular question

was added. It is observed that people tend to spend betiveen the range of 5000-8000 rupees

pcr night, as 57.syo have responded for the same altemative. 41.3% people tend to spcnd

nearly about 1000/- nrpecs per night according to the responses lcceived. There is a niche

base of respondents who spend arouud 10,000/- to t5,000^ mpees per night for an

accomrnodat ion while travelling-

viqgF{cf Pc"-r Rcviervedi Referced & UGC Care Listed Journal Vol lX - Issue ll (l
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How mirch vJcJld you like to spend fc. accommodation while travellino ? E t"o,

This question was added in order to determine the spending power or capacity of the
consumer, as it is important to knolv spending power of people to!!'ards shared
accornmodation. As a result, 65'Yo of the respondents are ready to spend between 1000/- to
3000/- rupees per night lbr shared accomnrodation and 32.570 people arc w illing to
spcnd 500/- rupecs pel night for shared acconrmodation. Howcvcr, none of the responscs
showed inclination towards spending 10,000/- rupees per night.

Has th;s survey helped your in relating with the concept o, Pod Hotelor made you aware o{ PocJ

Hotels ?

& Le!5tier < 1l!0 rl,lRi pEr m!irt

& ailt0l.r Ba0rr NE,Ferr Dhr

.r ta allr- j5 !00 NRtIer nrt:lhi

& M.re fi.. > 25,!nt]llB I !er r eat

6la r'1.

This question u,as inclucled in order to get to know consumer perccption towards pod hotel
and to check whether the suvey has helped thenr in getting nrore knowledge about thc pod

hotcls and capsules. 75% ofthe total responses l'eel that they rvere more enlightened abottt thc

concept after participating in the sun'ey. IIowever, in contrast 22.57o respondents rvere

c0ntilscd about thcir opin ion.

Arc yqn ar?re oi c",x+i of dieirale aaco*r'*ldaibn]

t t,r
t r,,
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Limit a t ions

Although, in order to thc fulfilrncnt of thc prc-determincd objectives of the study various
attempts wcre made for data collection and validation from various sources, bnt ccrtainly
tlrere were fer.v barriers on the pathway. To mention a few, following were the lirlitations
expcrierrced while rJoing researclt;

l. Originated in Japan, Pods are much popular in Asian and other European urban areas
and now is gradually $owing in other countries as rvcll. Hor.vcver, it is a rclatively
new concept of accommodation in India, hencc very limtted publications and news
articles contained infonnation and statistical data related to pod hotels and thcir
operations.

2. Similarly, there are very few pod propefiies in India, they are present in varied
locations and are far from the city of Pune, as a rcsult conducting an on-site survey
was difficult denial of permission from Owners /operators, too was the barrier in
conducting actual on-site visit during study.

3. There is lack of awareness amongst the people regarding capsule sized
accommodation, hence people were hesitant r at times reluctant to fill the google fonn
or answer the questionnaire.

4. As Pods is a newly emerging idea and people are still trying to be familiar with it.
According to the liteiature operators have observed a charge in the prel'erence of the
guests and people are willing to experience the pod stay, however, interacting with
people who have already stayed in a pod hotel property was little challenging.

While doing research on the concept of pod hotels. its feasibility and client's pcrception
towards the same, it rvas important to detennine whether people in India are aware of the
terms like altemate accommodation and thc options that are available in the market and their
perception towards pod hotels.

Few questions were included in the questionnaire which dircctly or indirectly hclps in
collccting data rcgarding pcrception and awareness.

Findings

Following are the findings from the project,

1. People in India are aware of the concept of alternate accommodations, they have

experienced or have heard of types of accommodations othcr than Five-star hotels,
budget hotels, resorts or guest houses.

2. The youth of India is more inclined towards choosing purpose driven stay and opt lbr
facilities and anrenities that arejust enough r essential during that particular transit.

3. It was observed that pcoplc are aware of conrpact living spaces and modcm style of
accommodations that exist in various part of globe. In conffast pod are not much

trendy or most preferred option in India.

4. As there are very limited options available in market for pod hotels, less arvareness

regarding concept and availability of better competitive stay options, there is still
somc timc and a long way for the capsulc concept to grow in India.
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Conr:lrrsion

"There is a lot more to do. $ ith less space"

odcrn appro:rch of frnding thc purpose drivcr stay and gucst incljnation to\vards thc cost -
etltctive accotnnrodation has iutrocluced ncw styles ol rooms to the rrarl(et. Thc lisL includes
l.lopular concepls like serr.ice appartrlenls. youth hostels/ ilonritor.,r accorlrlodation and
Ailport Slccping cabins. India is recognizcd as an upcoming / Untapped nrarkct for such
concept hotcls, hcnce rnanv unique living projccts likc Thc Urban Pod, N,{unrbai. eubestay
Airport capsule Mumbai, Snooze at mt space. Dclhi and Adventura Ootv are bccn today
listed as onc of the best pod hotel propcrties in Inciia. Opcrator.s of rhe property have come
across r'roticeable changes in guest's approach towards trying new options and surge to kccp
up rvith trends }Tol'ever, still rhere is a rrecd ol'bringing more arvarcness and making people
familiar rvith the Pod Concept.

People in India are ai.vare of the concept of altcrnate acconlt)todations, they have expcrienced
ol have heard of tvpcs of accornmodations other than Filc-star hotels, budget hotels, resorls
or guest houses. Thc.vouth of Tndia is more inclined towards choosing purpose driven stalr
and opt lbr tacilitics and amenities that are .iust enough r csscntial during that parricular
transit.

Tt uas obscn,cd that people arc awalc ol contpact living spaccs and modcm stylc of
accorltmodations that exist in various part of globe. In contrlrsl pod are not much treldy or
most prclcrrcd option in lndia. As there are very limitcd options available in nrarkct lbr pod
hotels, less awarcncss resarding conccpt and availability of betrer cornpctiri\e stiry opri(,ns,
thcrc is still some timc and a long rva1, 1br the capsulc conccpt to grorv in India.

Suggestions

1. There are various othcr optiolrs ar,ailable lor accorlmodation in markct for consunrer
rvhich are very rvell promoted and bccausc of rvhich the competition is increased, to
ovcrcon're this challenges pods needs to adopt and implement creative approach ol
nrrrketrnl rnd pton lut iLln.

2. Indran crowd tends to buy or avail things as per their requirement and in a specific
u,a1,, hence the Jiving spacc must be plancd und dcsigned in such rvay that pcople
prel'cr pod not only for solo trips but also u,hilc travcling with thcir thmily and
fiicn ds.
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Abstract-

The word "spa" creates images of long days filled with mud baths and meditation classes,
exquisitely prepared spa cuisinc oflcred in serene cnvironments with thc most exquisite aroma
iilled spaces. But spas seem to be everywhere: office buildings, strip malls, village storefronts.
Salons with one tiny massage table advertise themsclves as spas. How can they all be spas?
Though the Egyptians and Romans have reiterated the benefits of spas, Ayurveda has also
brought to the fore front the benefits of thc messagcs and the various thcrapics that help relieve
one from simple pains to complicated medical conditions. The stressful lives that people live
nowadays has re-livened the necessity for sr:ch rernedies that are long lasting and effective.
The rcsearcher has tried to identify the various strategics uscd by spas in order to rcach out to
their customers. The research attempts to look lor the most commonly used promotional
activities that are enjoyed by the customers and the spa management alikc. Spas are here to
stay and the slow rise ofthe customer base has shown that quality oftherapy(Service), hygiene
(Place) and trained statf (Process and Physical evidencc) are the most important issues for
customers while the management is in a constant bid to rediscover different needs ofconsumers
and custom create therapies to addrcss them. This constant creativity often takes the focus away
from the basic marketing mix ofProduct/ Service, Place, Physical Evidcnce and Process, lvhich
then affects the quality of service. Thus spas need to balance their research on customcr
requirements with the physical delivery of the quality services to their end consurners.
Key words: Ayurveda, Message, Therapy, Marketing Strategy, Physical Evidence, Process,

Service, Marketing Mix.

Introduction
The word "spa" conjures up images of long days filled with mud baths and meditation classes,

exquisitely prepared spa cuisine, and fragrant eucal)?tus gtoves. But spas seem to be

everywhere: office buildings, strip malls, village storcfronts. Salons with one tiny massage

table tout their spa services. How can they all be spas? The concept ofspas is very ancient. It
was what gave Cleopatra her unparallel beauty. Roman and Egyptians were ons of thc early
civilizations that recognized the importance and bcnefits ofSpas. The fast-track lives oltoday
that have stemmed from thc economic dcvelopment of the society has brought with it many a

disease of the mind and body. Alurveda has also brought to the fore front the benefits of the

messages and the various therapies that help relieve one from simple pains to complicated
mcdical conditions. Thc stressful livcs that pcople live norvadays has re-livened the necessity

for such remedies that arc long lasting and cffective. Secn 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 mcthods to rejuvenate and revitalize their lives. Saps

have taken different forms like destination spas, day spas etc. However their basic focus is to

revitalize the mind and body by of'lbring a quiet serene enviromnent in the middle of chaotic

lifestyles of their customers.
Obiectives:

l. To identify thc marketing strategics used by the spas
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2. To understand the customer expectations during scrvice delivcry
3. To idcntily the most profitable and customer oriented marketing strategy currently in
use.

Research methodology:
The methodology includes explanation ofthe approach taken to find out the markcting
strategies being adopted by spas, instruments required to collect data and to analyze the data.
Approach:
A quantitative approach is used in order to accomplish the ainrs of this study. It rvould help in
collecting the data, rvhich is required to analyze the corrcction trends and accornplish the
aims.

In addition, the quantitative approach would help the researcher to examine the factors
objcctively. This approach would also help the rcsearcher to make use of some instruments in
order to gather the required information.
Samplc Size: It was administered to 08 Spas and 25 customers from all age group and types
of clientele in order to extract quality data.
Data collcction: A Qucstionnairc was used as a rescarch tool for collecting data. Thc prcsent
paper is predon.rinantly based on primary data
Data analysis: The data collected r,vas analyzed by way ofpercentile representation of the
results ofthe qucstionnairc. The result is presented here by r,vay ofpic charts.
Scope of research

The scope of this research is restricted to examinc marketing strategies used in 08
located in various parts of Punc city. It focuscs on invcstigating and cxploring thc most
preferred ones and whether it retlects the customer
Literature Revierv
Medical, wellness and hcalth tourism are three segrnents that havc seen growth of varying
levels across countries of the world. Spas form an integral part ofthc wellness tourism industry.
The definition of wellness tourism as per Global Spa Summit is: Wellness Tourism involves
people who travel to a different placc to proactively pursue activities that maintain or enhance

their personal health and wellbeing, and who are seeking unique, authentic or location-based
experiences/thcrapies not available at home. As per Global Spa & Wellness Summit and SRI
Intcrnational rcport, thcre is an upward movement in gowth of the global spa industry. It has

grown from USD 60 billion in 2007 to an estimated USD 73 billion in 2012. Asia has fast-
growing markets with revenues increasing at the rate of20 pcr cent annually.
SRI Intemational has estimated that 22 per ccnt increasc has takcn place in the total numbcr of
spas across the rvorld frorn 71,600 in 2007 to 87,000 plus in 2012.

Success and grorth of global spa industry is also a reflection of fast-growing spa matkets in
dcvcloping nations. India has bcen one of thc major countrics in thc world offcring rvcllness

tourism - given its rich traditions of Ayurveda, nleditatiott, yoga and other spiritual and

healing practices. As per the ministry of tourism, department of AYUSH1 and NABH2,
wellncss centres include spas, ayr.rrveda centres, yoga and naturopathy centres, fitncss centrcs,

and skin care centres, etc. Accreditation of wellness centres is under NABH as per quality
standards defined for evaluation. The rninistry of tourism lras also devised incentives for
accredited wellness centres and ayur/eda hospitals to promote this segment. As per Spa

Association of India (SAI), there are over 2,300 spas in thc cotrntry genersting revenucs of
about USD 400 million per annum. A double-digit growth rate is estimated in the wellness

industry ovcr the next five years, with sectors like spa and beauty treatments, forecasted to

gror,v at 35 to 40 per cent. About 30 per cent growth in the inventory ofspas is expected over

the coming 2 - 5 years. The factors driving the surge in spas in lndia are growing annual

disposable incomes, increasing health a"vareness and high potential of good retums on

investment for existing as well as new entrants. Civen India's strong ayurvedic and yoga
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background, the country reccives incrsirsed attcntion fiom foreign travcllers lor wellncss
treatmcnts. India's spa industry is witnessing increasc in der.nand of the indigenous spa
facilities which have modem designs and a combination of rvcstera and traditional thempics.
Currently, India has roughly 20 -25 major spa ccntrcs, majority olthem being in South India,
the main states bcing Kerala and Kamataka. Kerala is considered to be the centrc ofalurveda
and wellness tourism with many olher states witnessing gror,i.th due to investment in services,
products and promotions. Kerala is already olfbring destination spa packages all year round.
Howevcr, the rvorld's top spa destination namely Ananda Spa - Ananda in the Flimalayas is
locatcd in Norlli India in Uttaranchal as per ranking givcn by the Conde Nast Traveller Rcaders
Spa Awards of2012. Although, dcstination spa is an evcn smallcr markct as compared to day
spas and resoft spas, however, it does direct in innovation in providing an inclusive n.rind-body-
spirit experience. Globally, destination spas comprise only two per cent of tlie total numbcr of
spas but contribute about 13 per cent of the industry revenue and9 per cent of the industry
employment.

Vana Retrcats will launch a wellness rcsort namcly Vana, Malsi Estatc in Dchradun in late
2013 which is going to be another exanrple of destination spa in India for holistic wellness,
ay'urveda and yoga. Also, another destination spa under planning is Bodhi Dhama by GOCO,
in Dharamshala. The rcnowned hotel chain Banyan Trcc Hotcls & Rcsorts is also planning to
further expand its portfolio with two rnore properties in India with Angsana Club & Spa in
Ludhiana and Goa. Recently, Banyan Tree has opened an all-pool villas retreat in Kerala with
a dcdicated ayurvcdic ccntre and variety of wcllness therzpics. Also, Hilton Shillim Estate
Retreat & Spa, the first leisure property by Hilton Hotels & Resorts, has started its operations
in village Shillim in Pune in January this year. We are witnessing a number of intemational
players investing in the wellness industry in India duc to the expanding spa consumer base

along rvith a growing preference for treatments and services that are supported by intematiolral
brands including skincare and beauty products.
There are various known domestic and intemational hotel brands offering specialiscd spa

services across India. Some of them are Jiva Spa by Taj Group, Quan Spa by JW Marriott,
Heavenly Spa by Westin, Shamana Spa by Grand Hyatt, Sereno Spa by Park Hyatt, Wildflower
Hall Spa and Amarvillas Spa by Oberoi, Kaya-Kalp-Thc Royal Spa by ITC, Maya Spa by Zuri
Group, Sohum Spa by Movenpick Hotels & Resorts, etc. The newly-opened resort, Fairmont
in Jaipur is also likely to introduce Willow Stream Spa in lndia in the near futllre. Also, Accor
group has tied up with lndonesia-bascd Mandara Spa for its Novotcl and Pullman brands in
few upcoming locations. Though, Accor already has an In Balancc by Novotel Spa operating

to target business travellers. Also, YOO Spa by Six Senses

Spa in Pune Trump Towers alongsidc luxurious residcntial apanmcnts by Panchsbil realty is
yet to open in 2014. This is another stepping stone by spa operators in targeting luxury domestic

demand. Thus, awareness ofspa among tourists/ day visitors and brand associations for quality
serviccs are sholving positivc sentiments in the glowing spa market- Various statc tourism
govemments are also making efforts to revamp tourism, announcing facilities such as rvellness

and recreational club through public private partnership (PPP) modc. Majority of tourists

travelling to India for wellness tourism are high-end travellers from Nofth America, the Middle
East, alld Europe, as well as affluent Asian countries. Koy mstro cities are also witnessing
incremental spa facilities, mainly day spas and lesod spas, by branded hotels to target a wider

segment and improve revenue contribution by this stream. Spas in hotels are no more just an

"atld on" feature but a profit centre in its own right. Spa is gaining significance for the various

benefits and are often packaged with beauty and salon services to enhance the experience of
the clients.
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India is rising towards the concept ofspa dcstinations and with its increasing clicntele lrom thc
rvord w'el1ress is usually used to indicate a healthy balancc ofmind, body and spirit that results
in an overall fecling of well-being. This expression is tied for alternative medicine, and it is
first uscd by Halbert L. Dunn in mid-50's ol20th ccntury. Thc modcrn concept of lvellness did
not, however, become popular until 1970. The ternl is dcfined by the National Institutes of
Wellness in Wisconsin as "an active process of becoming ar.varc and making choices toward a

more successful cxistence". This is in line with thc changes that the focus is away from
prevention ofillness and approaching to prevent human health. ln othcr words, wellness is to
assess thc state of health that en.rphasizes the entire bcing and its ongoing development.
Wellness can bc described as "constant, conscious pursuit of living to its fullest potential".
Altemative approaches to wcllness are often denoted usjng two diflerent terms: "health various
countries across the rvorld, it certainly is stepping ahead towards one olthe sought aftcr options
for spa destinations. and wellness" and "wcllness pr ograms". Wellness prograrns off'er
alternative medical techniques to irrprove health. Whether thcse tcchniques actually improve
physical health is controversial and the subject ofmuch debate. James Randi and James Randi
Foundation are the honest critics of this altemative concept of a nerv cra of health. Wellncss
often includes many health related disciplincs, such as therapy with natural products.
Wellncss, as pafi of the luxury needs, can readily be found in affluent societies because it
involves dcaling with the body, aftcr thc basic necds for food, sheltcr and medical care base

are already accon.rplished. Many of the activities applied in wellness, in fact, airned at
controlling the side effects of enrichment, such as obesity and inactivity. Wellness roots can be
found in l9th century, when the middle class in tlre industrialized world found time and
resources for different forms of self-improvement.
Wellness, as defined bythe Foundation of Wellness, considers prevention without drugs, which
cannot be eliminatcd hcalth problems, but they can be prevcnted. Wellness focuses on
minirrizing the effects of the tluec dimensions ofstress: physical strcss (which causes imitation
to the nervous systcm), chemical stress which causes toxicity of the body) and mental stress

(rvhich can trigger hormonal changes, mainly in the adrenal glands). It may be noted that the

definition of wellness vary depcnding on who prorrote it. Thesc wellness promoters try to
ensure a healthier population and a higher quality oflife. lt is the pursuit ofa healthy, balanced
lifestylc. Wcllncss as an alternative concept gcnerally means morc than thc abscncc ofdiscase
- an optimal state ofhealth. Supporters ofthe program believe that lnany factors contribute to
rvellness: living in a clean environment, eating organic food, doing rcgular physical exercise,
balance career, family, relationships, and the dcvelopmcnt offaith.
Participating in wellness programs aims to ntake people feel better and have more energy.

These programs allor.v individuals to take greater responsibility for their health behavior.

Private wellness programs are often enrolled to improvc fitness, smoking cessation, and the

regulation olbody weight. Wellness programs in thc workplacc arc recognized by a growing
number ofcompanies. They are part ofthe health and security of tlrc company. These programs

are designcd to improve employce morale, loyalty and productivity.
Rcsearch Findings and Iotcrpretation
Prirnary Data Findings:

These findings are derived from the data obtained from questionnaires (6 spas and 84 clients)

and personal interviewS. The findings are based on a sample size and so could vary a little when

collective study is done.
tr{ale- female prcference chart:
In the researCh 84 cnstomers were distributcd to the customers. 80% females choose spir

whereas in Men 60% chose spa facilities because of the variety of services offered and

spccialized services as compared to beauty salons.
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Male to Female ratio of usage

. MALE
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Existence of Loyalty programmes:

& Yes

s No

Nearly alt Spas have adopted some form of reward programmes in order to reach out to

customers effectively. It also acts as a referal base. Spas have recorded nearly 40-50

enrolments during festive seasons. They also have corporate memberships which entails an

entire organization. Such corporate members use the membership as incentives for their

employees there by expanding the total exposure ofthe spa facility.

Preferred promotional media :
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ial media than any other media

with the customer and is a two-
media but is also being used to

80

Radio

The technologically salwy generation is easier to tap on soc

vehicle. Social media also helps to be in continuous dialogue

way communication forum- It not only acts as a promotional
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takc appointmcnts and discuss rvith thcrapists rcgarding pcrsonalizcd progranrs. This creatcs a
strong bond betrveen the custorner and the spa.

Promotions thus are more regular than a scheduled relcased. They range from daily to cvcn
hourly. The Spa tcanr usually has a dcsignatcd markcting pcrson monitoring their various social
mcdia handlcs.

Budgct provision in annual plan:

Budget

F Less than 5%

*6%to!O%

* 11% lo 75%

.,: 16% lo 20%

K More than 20%

Thc graph clcarly statcs that majority ofstaffspend arortnd 6% to l0% ofthcirtotal budget for
Markcting. This is a relatively sr.nall anrount of fulcls considcring the fact that there is fierce
competition in the markct and their markct presencc is very recent and they are yet to find their

niche in the diversc market likc Punc.

Price chan N'lenu chan c:
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100

50
*! Black-out dates

Yes No

The first bar graph tells us that nearly 95 Yo of the spas whether small or large indulge in the
concept ofblack-out dates. These are some days marked out in advanced when no discounts or
any offcrs are valid. This is a strategy adoptcd to maximize profits and make up for the lost
revenue during slack period. All services are offered at their maximum rctail price to all
whethcr they are loyalty members or walk in. Flowever unfortunately for the customers they
lose their loyalty bcncfits and are treatcd as any other customer. On top of thc fact that their
Ioyalty is not honored, their discounted deals are also not accepted. Most spas have a large
corpomte customer base and the black-out dates coincide with the dates when they can avail of
the scrvices. Hcnce dissatisfaction is rampant. The customer feels cheatcd a s his membership
is rendered useless on all terms. Then the question ofwhether it is profitable to become loyalists
ofa brand arises.
Pricing strategies used:
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x Effect to
Customer5

Spas are involved in altering their menus and thus their prices very frequently. New therapies
are added especially with respect to the seasonal changes and the prices thus reflect dcmancl
for the therapies. Spas have seen to offer new therapics to their loyal customers to test its
relevance in terms of market acceptance and price acceptability.

Use of blackout Dates and its effect on customers:

0
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Nearly 65% ofthe spas in the city offcr daily discounts in ordcr to boost sales. Week day ollers
are very common and can range liorn fiee foot or head messagcs to the use of steam and sauna
lacilities on thc purchase of thcrapy. However, most of the spas have no major offers during
lveekends and are also reluctant to olfer complemcntary therapics for first timers. To counter
this limitation, they have introduced Happy hours- these are certain times ofthe day when extra
discounts or buy one get one free offers are prevalent to connter low demands. Thesc are
beneficial for the corporate customers which form more than 80% of their client base who can
use thcse benefits to their advantage.
Serviccs Offered- product line extension
It was observed from the menus, that there was a good amount ofvaricty offered in the spas.
Spas provided 35-40 services on an average, it ranged from Swedish Massage (with extensive
choices ofoils) Aromatherapy Massage, Shirodhara, Vinotherapy Massage, Foot Reflexology,
Palmarosa & Ylang Ylang Body Polish, Natural Protein Body Wraps, Flealing & Hydrating
Facials to Beautiful Bride Package, Steam variations, etc. Most ofthe focus was given on the
massages in the spas which shows the evolution ofspa according to the nceds ofthe clicnts by
analyzing targct market. Thus thc product line is quite extensivc and thr.rs thc customcr has
good option and the offerings are very competitive with respect to price and value for money.
There arc already big Indian spa brand like four fountain, Sohum spas established in Pune with
specialized staff and big markcting budgets it is a highly competitive markct. Attracting
customers and retaining their loyalty is of vital importance.
What are the Customer Expectations of Clients Pune market?
The customer in Pune market is highly demanding as like any othcr Spa market in India. It was

observed from the finding of this research that the basic demand of any spa client is of
professionalism and wide array of services on offer. Some guest also look into the
qualifications ofthe therapist before choosing a pafiicular spa. Tlre word of mouth is thc most
trusted source of inlbrmation among the guests as many spa fail to delivcr what was pronrised

in the ads. Women need a safe and comfortable environment, and they are always hunting for
best deals in torvn. As hotels are known to deliver their promises females tend to prefer Hotel
Spas.

People want best services in least possible costs which is being delivered to a fair extent in
Stand-alone spa. It was observed that out of20 qucstionnaires lilled by the Cuests 60o10 ofthc
guest listed variety in services as a major factor rvhile selecting a Spa. Some other factors were

price, location, expertise, equipment, ambience, Staff.
Conclusion:
Looking at the need of the hour, the Male population of the city desires these facilities.
However the spas are unable to target this market segment due to the traditional mindsets of
beauty being restricted to ladies. Thc Spas arc active on their social mcdia handles; horvcvcr,

feedbacks should be more detailed so that the visibility ofconsumers can be used as a lcverage

to reach out to niche markets. Another interesting and successful strategy adopted by Spas is

of scasonal variation of therapics and therelore 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 dales. These are the dates like nerv year, festive

holidays and such other days when the majority of clientele is willing to utilize their loyalty

benefits. However, to maximize rcvenue, Spas usc this strategy ofblackout dates. Spa therapies

are still considered as a luxury more than a necessity and hence the lack of member berrefits

rcsults in many a member not utilizing the facility during the said dates. Regular week day

discounts and happy hour concepts are more appealing to the customers rather than pre

purchasing the membership benefits and not utilizing the facility at all. This might result in

spas losing their customer basc there by impacting the total revenue.
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Spas thus have to tread carcfully between revcnue maximization and customcr relationship
management and arrive at a win-win for both.
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ST'UDY GF TTIE IMP.{CT OF'SOCI,.dL N{EDI.{ ON DATI,Y FOOD
cHorcES oF MTLLENNTALS (AGE GROUP t5-2s)

Sachin A Rayarikar-
. "Asst. Professor, MSIHMCT, Model Colony, ShivajiNagar, Pune

Abstract

The purpose of this study was to understand the choices made by the young generation which I

is popularly knoun as Millennial Generationl 'fhis food choices made by this generation has I

direct irnpact on the sales olrestaurants and cloud kitchens. [t has been observed and is being .
discussed in various literatr.rre review that the choices of cuisines. style of preparations- styles I

of presentation and even the ddcor and seating affangemenls keep changing over the period, : F
These preferences are driven by the fiequent patrons of the restaurants and b)' those who a,i t
order online. To understand the changing demands of the customer u,e studied the influence ! ':i

of Social Media. Social media is a collective term for websites and applications that focus on ,!r ,;
communication and communitv based input. interaction, content sharing and collaboration. { !t
Nor'v Social Media these days tbl the Millennials is dominated by some r,r'ell-knou,n digital $ , ai

apps such as Facebook, WhatsApp. lnstagram. Trvitter, Zomato. Swiggy, Food Panda and of i O
course fbllor.ving various Celebrities. Chef s blogs, Food Bloggers and Vloggers. : '
Totlay the Millennials are tech sawy, and they form their opinion based on all of the above '
Social Meclia netr.l,orks and apps. ]'his leads to selection of choices of cuisine 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 influence more and rnore Millennials.

The study reveals reasons for selection and behavioral traits that are influenced b; the social i
meclia. I'

Keywords: Social Media, Food Choices. Millennials. Influe nce of Social media. Consumer !
Psychology,Foodbloggers,Socialrnediaplatforms

The 21" century is the age of Social media. Everything from the products puichased by.
cousumers to the media is dictated tly social media. It has become the most effective r';a)'of
communication as well as nrarketing. lrveryone right liom )oung to the old is on social l

rriedia. it has become a necessitl,, rather than medium ol recreation. Let us first undersfaird

rvhat exactly is social media. Social media is a coilective term for rvebsites and applications,
that fccus on communication and communit,v based input. interaction, content siraring and

collaboration. Some popular examples of social media are WhatsApp, Facebook, Instagram

and YouTube. Year by year, the usage of social media is significantly increasing. Instagram.
in particular has gained a lot of popularit-v. [t is one of the f'astest giowing socia[r,et*oiking{
plaiforms. Instagram is an American photo/video sharing social networking platform founded:
in 2010. Currently. there are over 2 billion people using Instagram worldwide and the number,

is expected to rise f'urther. Over 50olu ofthe social media users log in daily into Instagram.

making the social media platform number one in terms of generating consumer engagement' $

According to studies. the lood preferences olpeople tend to get influenced b; the tlpe ol'
content they r.vatch more often on social media. i;
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FCIOD Selectio, of tlhe topie

The nrotire of this pro.ject is to stuc11 and analvze hor.l social n.redia plals a rolc in the

Rayarikar changtng of daily food choices and purchase intention of the millennial generation. This can

be achiev ed by interacting with millennials and observing their social media usage as well as

ntent they happen to watch more likely. This will help to study the socidl media

hms which will help to understand the changing food choices which are influenced by

s social media platforms.

ificance of the studl'

age of technology, social media has become an integral paft ofthe lives ofpeople ofall
ups. It is not only a medium of recreation but impacts almost every aspect ofthe daily

ofpeople right from fashion to lifestyle changes. This also includes the eating habits of
le, especially the millennial generation. The millennial generation is very content

ented and gets influenced a lot by social media and the trends in society. The impacts of
media may be positive as woll as negative depending upon the individua l. This

will help to study these impacts as well as the consumer behavior and psychology of
miltennial generation and help organizations and buginesses to cope up with the demands

requirements of the millennial generation.

Objectives

To analyze the impact of social media on food choices of millennials.

.. 2. To analyze the consumer behavior of millennials.

3. To identify the plocess of purchase intention of millennials while making,food
choices.

ofthe stud

s restricted to the millennial on onlv.

studv. Out of the 56 responses 54

above l.L) ar.rd

responses
respondents were aged 259/o u'ere
responded r to iiom interior

Review

Na-qar, Pune

ration u hich
neration has

and is being
rlions, styles

r the period.
y those who
Ie influence
iher Acus on
cr,,duoration.
:iorvn digital
Panda and of

of the above

rd restaurant.
f a particular
ps as soon as

by the social is individuals from group

to 25. Thus" this study has a small sample size.

ia, Consumer secondarY data as the topic ofresearch is relatively recent

Rcspondents

A total of 56 people responded to the qucstionnaire circr-rlated as a primarl data source for thc

pur'lased bY

ectr ..; \\'a]- of
I is on sccial
rst unaierstand
d appiioarions
rt sharing and

rok, Instagrarn Monique Thomas Published on 28th November 2021 'This is How the Insta$am Algorithm

lng in 2022, https://later.com/blos./how-instaB.ram-algorithm-works/ . The article explains

ial nefivorkin working of various algorithms used by the social networking platforrn Instagram The

'tform fo rithms are applied for the Feed (posts), stories, Explore page and the newly launched

.nd the number These algorithms are studied and used by influencers to increase customer

into Instaga gement. The four factors that influence algorithms are Information abou[ the post,

)r engagem ation about the person who has posted, User's Activity on Instagram and User's

by the tYPe o ion history. Other factors include Time spent on Instagram, Likes, comments, Saves,

on profile. Based on these factors, Instagram algorithm calculates how likelY ls an

ual to interact with a post, which is known as Score of Interest, which will determine

in which posts will be displayed on an individual's Instagram feed.
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An article bl sarah carone 18'l'JLrne 20ll. "Hor.r Does social nredia alGct eating habits?"

h ttp s://r.vr.i r.r .r,er1'* ellfll.comlhor.r -does-soc ia I-media-aff'ect-eating-habits-5 I gg5 7g.l-he
arlicle talks alrout holv social media has impacted almost every aspect of lil'e, inclLrding
influence on diet riglrt frorn tvpc of food to the portion sizes. Tlie article also discusses the
pros and cons of effects of social media on eating. social media influencers an individual
follows inspires and encourages the individual towards a positive change in his diet. Social
media also provides valuable skills and information. creates a positive fbod community and ,

exposes an individual to ner.r'recipes. diets and Iiflesty'le. Holever" there are some draw.backs ,

too; distracted eating may lead to over or under consumption. At times. fbllowing influencers
too much may create unrealistic belief's and expectations which may lead to disappointment.
One must curate his/her feed by follorving people who have a certified course or degree.
backing the information or expertise they are posting.

Mr. Andrerv Arnold in an arlicle onl4th January 2019. "How Social Media Can Impact Your f-

Constrmption Habits" https:/iwrru.'.forbes.com/sites/andrervarnold/2019/Ol /l4lhow-social-.:
media-can-impact-your-consumption-habits/?sh: l0 c4c9d82796 discusses the negative as

rvell as positive impact of social media on eating. The negative impacts inciude issues about
body image, overeating triggered bl. looking at food pictures frequentl,v. Another aspect is
food photography. Some establishments have banned photographing offood as they believe it
degrades the dining experience. It's difficult to enjoy food or make healthy fbod choices
when an individual is choosing a food item based on its Instagram potential. The brighter side

is that there are qualified nutritionists. chefs, dieticians out there using social media as

platform to share diet advice or infornration on a healthy lifestyle. Social rnedia is also

promoting cross cultural communication, exposing people to new cuisines and widening their
food horizons.

Somi Arian. 22"d May 2019, The N{illennial Mindset: l0 Factors That Drive Millennials' '
Consumer Behavior" by https://smaftcookiemedia.com/the-millennial-mindset/ . The article 1

talks about various factors that influence the millennial mindset and shape their consumer

behavior. The millennial generation has an abundance of choice when it comes to selecting.
any categor)' of products as cotnpared to the older generations. This abundance has iti -

positive as well as negative asp;cb such as a product not being able to survive_ the.

competition due to having other very similar range of products which are compared by.

millenirials. There is no limitation of time and space as r.vell information to the millennials;

everl,thiag is at their fingertips. Millennials adapt to the changing technology as well as.

tr.,.,.i. q,,it* easil;.. Thus, tl.re1. do not get attached to their prcvit,usly useC prodttcts too much,

thus mai<.ing thet]r less loyal as customers. Environmental l'actors'and ciiiaate change afl'ect

the consumir behavior as rvell. Companies need to show their sustainability and their care for

the environment in order to gamer the trust of the audience. Also. millennial generation has'

more ol a cloud-based thinking inclination. They believe in subscribing/renting services orl

products rather than ouning or inresting in them permanentll.

Advantages of Social Media Marketing for your Business

Website- https://www.bluefountainmedia com/blog/advantages-of-socia[-medi a-marketi

The article talks about social media marketing and its advantages in growing a business. It

arded as one oi the most effective ways of marketing. Social media marketi ng ar

lncreasl g brand ar.vareness by engaging with a broader customer platform and hav

higher chance ol new customer acquisition' Companies should work on their searche
optlmlz ation strategics to make the most out of social media marketing. Each post' image

other content Put ttp on social media may conveft the viewers into new customers at the

time increasing the company website's traffic. Social media provides a more persona
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,tnerience to cLtstomcrs thtts increasing ctlstorncr sa(istxction an.l improred branti loraltr.
iilrr impo,trntl.. sucial rnedia is tlte nrost cost ell'ccti\e lorrns of rnarketine and ontr

,aquir.r if'" cornpan,\'to invest time in order to get desired results.

Social media marketing: The Ultimete GLride. Published on lhe Website-

ittos://blog.hubspot.com/marketing/social-media-marketing The article talks about social

,nedia and its elIective usage as a tool in social media tnarketing. Social media rnarketing is

iha oro""r. of crealing contenl lor social media platfbrrns to prornote 5'our products and

services, build community with target audience and drive traffic to your business. The

various platfbrms used are l'acebook, Twitter, Linkedln, YouTube, lnstagt'am, WhatsApp and

other platforms. These platlbrms can be used as a tool in marketing by increasing customer

engagement and inleraction and increasing thc tralfic to\\ards the companl uebsite.
promoting the products and increasing customer satisfaction and brand loyalty. Social media
marketing increases brand awareness, generates new leads and fosters relationships with the
customers. It also helps to keep a check on the competitors. Different platforms can be

utilized depending upon the requirement ofthe companies and their customer profiles.

Hawra Hashem published on l't.t'r.-ovembcr 2021.13 Positive effects of Social Media on our
society today, b)' httos://wwr,l'.kubbco.com/13-positive-effects-of-social-media-on-our-
society-today/ The aticle talks about the benefits of social media for the society. Social
media helps individuals to connect and empowers businesses to build audience. Mindful use

of social media can benefit a lot to inspire, educate and gain knowledge and information.
Social media helps in enhancing the customer experience and inspiring creativity. It 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 gro*th of
businesses as people provide honest feedbacks and reviews.

The positive impact olMillennials on your Social Media Marketing strategies 30'\ Jul) 2018

https://sunnylandingpages.com/blog/positive-impactmillennials-social-media-marketing- 
I ''

strategies/#:-:texFThrough%2Oth eo/A0social?i20marketingo/o?Co/A0the.quiteo/o2Obeneficial
o/oZitook2\the%o20company The article talks about how millennials can benefit a business in
various u,ays. Attracting millennials is a smart move for rnany of the business owners as it
can have a positive impact on their social media rnarketing as rnillennials are the rnost vivid
users of social media and like quality content. Ivlillennials have a strong. networking and
influence u'hich can prove bcnel'ici:l to companies. The1, are rrell aware ol' the sociai.
happenings around the world and mal.purchase a particula; company/brand's procluct onll'
for supponing their cause to\\ar''i5 thc societl. The miliennials are considerell as the
generation with the highest purchasing po$cr. They are believed to be trend setters and adapt
to changes rather quickl]. Millenrrials providc companies $ith hunesl leedbacks and reviews
through r arious social media platlorms and reler 1ou r products in their community if they are
satisfied

Zadrian Ardi, Shania Andrisa Putri 'The Analysis of the social media impact on the
millennial generation behavior and social interacti;ns' published in Vol 1, No 2 (2020).

The anicle anallzes the general irnpacts of social media usage on the millennials regarding
social behavior and interactions.. Social media has its own benefits as uell as shortcomings.
The benefits include easy access to inlbrmation and knowledge. better communicalion. a;d
oetng able to connecl rith other individuals across the globe easily. The shoncomings

lnclude Poor mentat health. general addiction. anxietl and dipression. poor bodl image arid
unrealistic expectations.
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Angela \\'oo. 'tJnc{erstancling the researclr t-rn rnillennial sliopping bchaviors' "1th Jun.. f 0lg
https://rvn n.forbes.com,/sites/forbesagencvcouncil/20 I 8/06/0-1 'rrnJcrsrand inr:-the-r'es.'arc[-
on-millennial-shopping-behaviors/'rhis article analvzes the millennial shopping behavior and
helps to understand their consunrer ps1,chologi,. The millennial gener.ation \\.ants their
purchases to make them f'ee I good and relate with the products on a personal level. They ten{
to value experiences oler material things and are into experiential buying. Thel, like sharing,
the products r.r'ith their community and recommend the products if the.v are happy about.
therr. They terrd to shop promiscuously and do not have an issue in trying out new things.
They trust peer generated endorsements more and believe in word of mouth and product
reviews b1 influencers more.

Ryan .lenkins. "5 Need to Knor.v characteristics of the new millennial buy
http s: //wlvlv. inc.com/r1,an-jenkins/selling.to-m illennial-buyers-5-th ings-) ou-need-to
know.html . this article talks about the common characteristics of the millennial generation.
Buyers re evolving faster than sellers in today's time. There is a growing gap between buyers
and sellers. Millennial buyers are influenced by consumer behavior, reviews, personal
network recommendations and this impacts in their decision making. They are self-educating
and define their needs on their own before reaching out to a particular company for their
products. Millennial buyers are raising their expectations and are interested in IQ over EQ
while making bul ing decisions.

Research Methodology

The type of research methodology used in this study is Quantitative research methodology
and is based on the data collected which is converted into charts and graphs lr'hich makes it
easier to interpret and carry out the research.

Primary Data

. A Questionnaire was prepared and circulated among individuals rvith the help of
Google Forms, with a sample size of 50 people.

o Personal interactions u ith acquaintances.

Secondary Data

. Oriline an ic les

. Newspapers and magazines

Data Anal,vsis And Interpreta-tion

Time spent on Social NIedia
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social media in a day?
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ith a percentage of 92.9o/o. WhatsApp
t 78.60 . YouTube was the third most

of this question was to understand the amount of time spent by individuals on

media dail1. Of the total rcspondcnts. 5..$7o olthe individirals used social media tbr

an hour daitY, which is the least percentage. A majority of the respondents used

ia for l-2 hours with a percentage of 48.2'h. Of the total respondents, 257o used

dia for 2-3 hotrs and 21.4"h used social media for more than 3 hours.

the individuals spent l-2 hours on social media daily and the least percentage of
social media for less than an hour.

Types of Social Media platforms used by individuals

Which social media platforms do
you use the most?

$ c(,py

13 6*)

Other social media platforms used by indiyiduals include Reddit, Linkedln, Snapchat and
Pinterest.

Arvareness about the Algorithms used by Social i{edia platforms

A.e yo,r aware that algorithms ";6 
' :'fr cerrv

r rsed by socrst n redta Platf orms ]
56 responses
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of the total respondents. 87.57" of the respondents were aware that algorithms lvere used bv
various social media platforms. l2,5oh of the respondents \,vere not alvare that algorithms
uerc used b1 srrcial media phtforrns.

Keeping a track of the current trends

a

ONo

Out of the total respondents, 44.60/o of the respondents kept a track of the current millennial
trends. 37.5% did not keep a track ofthe current trends and 17,9Yo kept a track ofthe current
trends sometimes. It can be interpreted that most of the respondents keep a track of the
current millennial trends.

Awareness about the Psychological impact ofsocial media on mindsets

Are you aware of lhe
psychological impacr social
media has on ones mlndEets?
56 respon9es

Out cf the total respondent -s 92.9Yo ol the respondents were aware of the psychological-"
inrpact ol social media on individual-s mindsets while 7.l9zo of the respondents were notr

aware oftl.ie psychological impact olsocial media. i
Various Pages followetl by individuals on Social Media t

wr)nt ki.<l 6t p.Ces .ro you forldw f!] . ,. ::
on 50caal rnldkr? Oul
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7.ll
inte
eatir

vhr*iEar Peer ReviewedRefereed & UGC Care Listed Joumal Vol. IX - Issue ll (l). July 2022
(431)

!is'r

Do you keep a track of the current
millennial trends?

LB c"pv



Journal ,'l KarrkrrlagrrrLr Kalida. Srnsl,rir Lnirersirl. Rarnrek ISS\ - 2:77-706"

The most fbllorved pages wefe Food and Lifesfrle. follou'ed by tlealth and Fitness and
Entertainrnent. other pages included Aft and Design. NeN.s and Information. Education.
Wildlife. Politics and Arch itecture.

Influence of SocialMedia on Lifestyle choices of Indivicluals

rvere used b1'
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How much does social media
impact/inf luence your lifestyte
choices?

I .ot,

LU "oou

O^ut of the total respondents, 48.2yo responded that social media influences their eating

llli'i*, Sometimes. 30.47o responded ihat sociat media Rarely influences their eatingqeclsions. 
14,39/o responded that social media Never impacts their eating decisions. Only

".r^"o responded that social media Always impacts their eating decisions. It can be

::li[T::1J:[]ost or rhe individuals set impact;d by social medii at times rvhile making

ter.ved/Refereed & UGC Care Listed Joumal Vol. IX - Issue Il (I), Jtrly 2022
Peer Rev

(432)
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Out ofthe total iespondents, a percentage of 64.3Yo responded that social rnedia impacts their
lifbstyle choices depending on the situation. 25% responded that social media influences their
choices sometimes and 7.1%o responded that sociai media never impacts their lifestyle
choices. A negligible number of respondents said that social media always impacts their
lifestyle choices. It can be interpreted that social media impacts the lifestyle choices ol
individuals depending upon the circumstances.

Influence of Social Media while deciding What to Eat 
.t ,

How often d(r you get influenced
by social m€dia while declding
what to eat?
56 responses

i). July 2022
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Kind of food preferred to be eaten by individuals

What kind of food do you prefer

eating?

56 responses

- 13 (23.216)

1s (26.4"4)

.r'1 ^[J L,]Py

t Heahhy lood

l} F6st food

S FIE (Ready To En$
lo$d

Out ofthe total respondents, 67.9%o ofindividuals preferred eating Healthy food while
28.67o preferred eating Fast food. Only 39i, ofthe respondents prefered eating RTE (Ready-
To-EaQ foods.

It can be interpreted that most ofthe individuals prefer to eat healthy food.

Food related content watched most often by individuals on Social Media

What kind of food related content
do you watch most often on social
media?
56 lesponses

TI

(
d'

20 (35,71!)
Or
ch
l5

Itr
of

t lo99ln9 -.33 (5A.9ei)

50

The most food related content lvatched by individuals on social media were Recipe making
videos, followed by Food vlogging/blogging posts. Other content included ready to eat food,

one pot meals and food photography.
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Type ofFood related posts preferred to be seen by individuals on social media

Which type of food related Posts
do you prefer seeing on social
media?

r"; copy

33 (5a-9*,)

34 {60 71^'

42 (75\.)

- ro (r7Iti)

! (1.S"")

1 0.a+")

c 't 00

Healthy food (757o) was the most prefened to be seen by. individuals followed by Desserts

leoiilil ""a 
Fast iood (5s.9%). other posts included influencer marketed products and

delicacies local to countries.

Amount of time spent in selection oflfood choices
xrd rvhile
rg RTE (ReadY-

Media

How much amount of tirne do You
lake in seleqtion of Your food
cholces?

1C coev

Out of the total respondents, 53.6%o respondents took 
-10 

minutes in making fbod selection

.ftoi..t, iofio*"J ii Zt'.ZN who took 5 minutes and 16'l%' respondents rvho took more than

tS minut.r. i.fy" ofthe ,".pondents took l5 minutes in selection offood choices'

It can be interpreted that most of the respondents took approximately 1 0 rninutes in selection

of food choices.

e Recipe makin$
'eadr to eat food'
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Fararneters for selection of food choices influenced bv social ntedia

What are the parameters on which
you make selection of your food
choice influenced by social
media?

lG t"o"

32157.1%)

39 (69

. 6 (r o.7%)

6 (1o.7"a)

tr

21148.2%)

24142 9r"\

€ "oo"

aa (67

The most used parameter for selection offood choices was Type oflood product, followed
Eye appeal/Attractiveness and Brand of product. Other parameters included Populari
lnfluencers marketing the product and Caption of the post on social media (marketing).
least influential parameter was influencers marketing the product.

Category of influencers most influential while buying a food product

?o

14 (25%\

2.1

Which category of influencers are
you most influenced by while
buyinq a certain food product?

1 (r.8%)

1 (1.A )

Out of all. Food bloggers/vloggers (677o) were the most influential for individuals
buying a certain food product. They were follow'ed by Instagram reels (58.9%) and Life
bloggers/vloggers (35.7%). Other influencing factors included YouTube shofts, Insta
posts/adr ertisements.
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Acceptanee of food products rvhich are influenced by Social media

Whar kind of food products would
you like to try whicft are
influenced by social media?

29 (s1-e%)

31 (

The category of food product which individuals would like to try the most which are

influenced by social media is Street food (76.8%),lollowed by Fusion food (60.7%) and Fine

dine food (55.4%). Other categories include Vegan food (17.9%) and Diet food (26.8%).

Thus it can be interpreted that Street food is the most influential categor)' among the
respondents which they would like to try by being influenced by social media.

Changes observed by individuals, ,n"Hj:r"j choices which are influenced by social

Have you observed changes in
your food choices which are
influenced by social media?
56.esponses

lS "oo,

nclividuals rvhile

)%) and Lil'estYl'
shorls- lnstagra{

Out ofthe rotal respondents, 50% responded that they observed changes in their food choices
tntluenced by social media while 50% responded that they did not observe any changes in
lood choices influenced by social media.
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Of the toral respondents. 5g.auzo respondents did notrnlluenced b1 social media. 26.go/o ,ip";;;;r;;r;;"
complained of deteriorated eating habits.

11.?" 
A9 inrerpreted lhar mosr of rhe respondents didchorces influenced by social media.

Likeliness of recommendation for making changes
media

On a scale of .l -S, How much
would ygu recommend making
changes in food choices
,nfluenced by social media?

;

:

t,h\er\c . )\ clHrr.:cs irr ti,,,d Chrla$ 
(

co rmprr'\ed carirr.- hahir., rrlrile Il.joi b

i
not observe an1, cirangcs in rheir fbof

in fnorl r.hoiccs ilrfluencerl bl.social

\
, r--t _.i--'-

i

o
pr

9 (r6 I ,B)

s (a 3%)

orrt. of the totar respondent s, 4g.2o/o uere likery to recomrna-.r *^r.:._ - " I
ffi l'fi :X'ff :::[ir-'.:#'mediawhire2sr;;";;rii;,;fl :"ff H:f .'l:l'fi Jil,fifr

& UGC Care Liste
(437)

tiE
rMBcr peer Revierved,Refereed

d Journal Vol. IX - lssue II (t), Juty 2022

tl

2



of KavikurlagLrrLt Kaiidas Sanskrit University" Ramtektss\ - I'7-i06).ffiJot'r''' al

by social mediq

renccd by social

Was the advertised product you
purchased insplred by social
rfiedia same in realily?

s - tood ch9'9es b"hario, influenced by social media while 4l .l % did not observe any changes.
:r,,,s while 14..1%

: Comparison of the social media advertised product and the product in reality

Changes in Food Product buying behavior influeuced by social rnedia

Have you observed any changes {] c"p"
in your food product buying
behaviour whtch are infiuenced by
social media?
56 reEpons.s

l9 t'o,

,Tnffi:t

Of the total respondents 55.4% observed that the adverlised product on social media and the
product in reality were the same, wiile 44.6%o observed that the products received in reality
were not exactly the same as the ones advertised on social media.

Pro<t uct expectaaions post pttrchase
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Did the product you purchased
inspired by social media meet
your expectations?
56 responses
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Out of thc tot
me dia d id no
expectations.

al respondents. 53.6% responded that the pr.oduct purchased inspired b;, sociql
t meet their expectations rvhile 46.4% responded that the pr.oducts met rheir

It can be interpreted that most ofthe respondents were not satisfied with the pro<Jucts th
received in reality post purchase.

observation ofthe impact post changes in food buying behavior influenced by social
media

What was the impact you
observed after changes an food
product buying behaviour
influenced by social media?

On a scale of 1-5, How rnuch
would you rec;ornmend rnaklng
changes in food product buying
behaviour influenced by social
rned ia2

ril

Out of the total respondents . 66.1Yo gave a neutral response and did not observe any ch

negative response saying they observed negative impact in their food buying behavior.

Likeliness of recommendation for making changes in food product buying behavior
influenced by social media

l!

t
in their food buying behavior. 26.8o/o gave a positive response saying that they observed
positive impact in their food buying behavior influenced by social media. Only 7.lVo gave
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rrillennial qeneration is attractecl touards change and adapts to changes qLrite
. J\ cun'rprrerl t,' the older generarion.

olthe nrillennials are likelr, to lbllorv ancl are a*are ofthe cLlrrent trends.

:nnials rvalk alongside thc delcloping technologies.

rnillenrrial generation is altare of the ps).chological impact social media hus on
SEtS.

rl nredia pla)s an integral part ofthe lives ofthe millennial generarion.

.rsram and WhatsApp are the most frequentl).usecl social media platflorms.

,rl media in[luences the lifestvle choices of individuals most of the tirnes,
. ndinc up,rn lhe circumst.rnces.

';nnials are turning torvards healthy lood and are thoughtful about their lbod
aes.

r rell' on influencers and bloggers u,hile buf ing a food product.

iirl media influences the food product buf ing behavior of millennials.

.t of the millennials are not satiltied \\ irh the product reccived in reality against
ne adreni:ed on social rnedia.

And Suggestions

zing the study, it can be concluded that social media does impact the fbod choices
uying behavior of the millennial generation in some rvays and has a signiticant
rhem. The algorithrrs used by social media plattbrms shape the choices and

individuals and impact thern signiticantly. The impacts observed arc positive as

r.rtive. Appropriate usage ol social media can rvork u,onders and help inCividuals
ing a healthy lifest.vle.

li

miliennial generation needs to keep a check cn their social media usage and

irLl tre arl'are of the psychological as l'ell as physiological impact it has on them.

rropriate use ol social media can help millennials gain a lot ot informaticn and
'thcrn lead s $g11qs lifsstl le.

ividuals shor.rld not go overboard with their expectations influenced by social
lia and be arvare of the practical u,orld. False expectations can lead to negative
'tcts and poor mental hcalth.

lennials shoulcl verily the sources they follow on social media befbre getting
racted by them and following them in real lif'e.

;CES

r :1i'later.com rblog,/how-instagram-al gorithm-rvorks,l

::,'/ur.vrv.l e11u,ellfit.com, hor.v-does-soc ial-media-affeqt-eatirg-hab its-5 I 8 8578

.:'r'wwrv.forbes.conllsite s"andre rvarn o ldr20 I 9101/ I ,1,'horr'-social-media-can-impact-) our-

'.rmption-habirs/?sh: I 0c-Ic9d82796

've ali'
rev oh
11 /. L'

:hayitr

ng [-.e I

1..lLri-r

hqnge
l not
rc ial ir

i\

ircti
rat:r i

ploclr

xi'h1'

':

:er Revierved/Releree<I & UGC Care Listed JoLrmal Vol. IX - IssLre lt (l). July 2022



il. https:.//snlartcookiemedia.corn,'the-millennial-mindset/

5, https://\vww.bluefountainmedia.com/blogadvantages-of-social-media-marketing

6. https:,//blog.hubspot.com/'marketing,/social-media-marketing

7. https://www.techtarget.com/whatis/definitionlsocial-media

8. https:lAvrvw.kubbco.com/13-positive-effects-of-soc ial-media-on-our-society-today/

9. hnps://sunnylandingpages.com/blog/positive-impact-millennials-social-media-marketing-
strateg ies/#: -:te xt=Thro ughou ir20the%20social%20 marketing%2co/.20the,qdteo/A0ben efic ialolo2

0the%20company

10. https://www.ipl.org/essaylThe-Negative-Effects-Of-The-Social-Media-PKSDUBH4SCFR

I t https://jumal.iicet.org/index.php/sajts/article/vie 65 I

12. https://ww\,.bankrate.con/finance/credit-cards/social-media-impacts-millennial-
buy ing//#:-:te11:Acc ofii\go/o2\toyoz|aoh20s urvey%2 0fro m,,l SYo2\percentok2\oP/o2\baby%2}bo
s

13. https:/,iwww.indeed.com,/career-advicer'inrerviewing/10-millennial.generation-characteristics

14. https://nuw.forbes.com/sites/forbesagencycouncil,/20 [ 8./06/0,llunderstanding-the-res€arch-on-
nr illenn ia l-shopping-behavior: '

15. https:rwww.inc.com/ryan-jenkins/sellinglc-millennial-buyers-5-things-you-need-to-know.html

t qtiBt Peer Reviewed/Refereed & UGC Care Listecl Joumal Vol. IX - Issue ll (l), l',tly 2022
(441\

.lournal ol Kavikulagrltr Kalidas Saltskrit Universirl,, Ramrek ISSN - ?277-706?
.t,

1

1



s
&

t6 uiti I ut t0!st!



Vol. 96, No. 12, December 2022

ISSN: 0972-0766

JOURNAL
OF THE

ASIATIC SOCIETY OF MUMBAI
(A UGC- CARE Listed Journal)

Editors
Dr. Parineeta Deshpande

Dr. Ambarish Khare

Published by
Asiatic Society of Mumbai

Town Hall, Mumbai - 400 001,

Maharastra State (INDIA)
2022

Edition-VIII

London Agents
ARTHUR PROBSTHAIN

41, Great Russell Street, London,, WC1B, 3PL

Website: asiaticsociety.org.in

E-Mail : editorasiaticsocietymumbai@gmail.com



Guidelines to Authors for Submission of Articles
l. Submit one hard copy ofthe te\t with sott copy.

2. Photographs. illustrations and maps too. shall be subnritted in both the f'or.ms.

3. Inrlicate where in the text they should appear.

4. The sol} copy of the article prepared in MS Word 2003 compatible tbrmat
along with the PDF file tbrmat should be submitted to the Society. Abstracr or
Key-words are not expected with the article

5. The article should be plepared using the Gandhari Unicode font. Roman
script with proper diacritical rnarks according to the style sheet pl.escribed at the
end ofthejoumal should be used for Indian languages.

6. Names ofauthors and published ancient texts should not be italicized. Foot
notes should be used tbr giving additional information only. Reference
should be made in the article only by quoting the name ofthe author followed by
the year and page number'(s) separated by colon in the parenthesis.
Bibliography and References should be according to the Chicago Style sheet in
general. Some examples are as follows:

Gokhale, S. 1991. Kanheri Inscriptions. Pune: Deccan College Post-Graduate
and Research Institute.

Kashikar, C. C. (ed. & tr.) 1964. The Srauta, Paitrmedhika and PariSesa Sutras
ofBharadvaja. 2 Volumes. Poona: Vaidika Samsodhana Mandala.

Eggeling, Julius (tr.) 2001. The Satapatha-Brahmana according to the Text of
the Madhyandina School. Part l. SBE Series Vol. 12. Reprint. Delhi: Motilal
Banarsidass.

Verghese, Anila. 2010. "K snadevaraya's Crants and Constructional Activities
Related to his Kalinga War". JASM. Vol. 83: 115-27

Jamkhedkar. A.P. l987. "Vedic Sacrifices in Archaeological Finding". Sacrifice
in India Concept and Evolution (Papers presented at the UGC Seminar, 1986).
Edited by Sindhu S. dange, 159-64. Aligarh: Viveka Publications.

7. Metric system should be adopted while indicating the weights and measures.

8. Resolution ofthe photographts should be at least 300 dpi.

9. The first page of the afiicle should be indicate the name of the author(s),
address for correspondence, contact number(s) and email addless as it is
expected to appear in the list ofcontributors. Authentic and propel Title
(Prof./Dr./Mr.Mrs.) along with the designation I relevant membership of
prolessional body should also be indicated here.

10. k is at the sole discretion of the society to determine whether an arlicle shall
be accepted tbr publication and , if accepted. in what forrn. Please lef'er to the
Regulations printed at the end olthe Joumal for details.

I

t

i

rrl
,i,

u
,i

,t
s

I
tr
E*
{

II
I
{
I



@ontentd
ACADEN{I(' INTEGRIT\'.\ND SCHOLAITL\' PL]BLICATIO\
Dr. Aplrna R' Dcshpartcle

.IAPANESE C UISINE- r\ Sl UDY ON ITS ACCEPTAN( E AND Sl.ls IENANCE
IN THE PUNE MARKE I'

2. Dr. Arun Sherkar

3. ARBUSCULAR MYCORRHIZAE SPORES DIVERSITY IN SUMMER FROM
POLLUTED SITES
Ashrvini Deshpande, Dr. Nlahavir Gosavi

4. DEVELOPMENT INDUCED DISPLACEMENT AND RESETTLEMENT:
OMKARESHWAR DAM
Bharti Sharnla

5. AN EMPIRICAL STT]DY OF PROFITABILITY PERfORMANCE OF THE
INDIAN CEMENT INDUSTRY
CA Haresh Budhrani, Dr. Aniruddha Sunil Gachake

6. WOMEN'S RIGHTS AND PROTECTION IN INDIA: IMPACT ON THE RICHTS
Nl. Deepa, Dr. S.Subash Chandra Bose

7. NEW EDUCATION POLICY 2O2O OPPORTUNITIES AND CHALLENGES IN SCHOOL
EDUCATION & HIGHER EDUCATION
Prof. Dr. Pratibha .U.Gadwe - (Datir)

8. EVALUATION OF PERFORMANCE OF SELECTED PIIBLIC AND PNVATE BANKS - A
COMPARATIVE STUDY BASED ON PL.CAMEL MODEL
Ceeta B. I\{angtani, Dr. Kamal H. Kharecha

9. FINANCIAL PERFORMANCE OF ABB INDIA PVT LTD, PEENYA INDUSTRIAL
ESTATE BENGALURU
Dr. K, Jayalakshmamma

I(). ESSENTIALISM AND THE DEFINITION OF A WOMAN
Kolt.,aani Gupta

14. IMPACT OF THE COVID-19 PANDEMIC ON ELDERLY
Ivlanjusha Pattvardhan

15. ROLE OF SOCIAL MEDTA DURING 20I4 AND 20I9 LOK SABHA ELECTIONS
IN INDI.A.: A REVIEW
Aijaz Ahmad NIir

t-2

-l- t6

t7 -23

21-28

29-{3

,t.t-51

52-58

59-70

I I. A STIJDY ON TIIE DETERMINANTS OF KNOWLEDGE AND NOTIONS OF CUSTOMERS

CONCERNING TO DICITAI BANKING -EVIDENCE FROM INDIA
Ms. Krishna Ashutoshbhai !'yas 88-96

r2. USER'S OPINION ABOUT QUALITY OF LIBRARY SERVICES IN SELECTED
CONSTITL]ENT COLLEGES IN TAMIL NADU AGRICULTTIRAL LNIVERSITY: A STTIDY

lurnimekalai. N, Dr. C.Sivakumar 97-10'l

13. ONLTNE SHOPPTNG: A BOON OR BANE
Dr. Nlanisha Vinr].. Aole 105- I l0

71-15

'76-8',1

ll l-l l7

I l8- 125



a I6. TO T]NDERS I,\ND SIGNIFIC-ANT IIISF IN AC('EPTANC E -\ND POPT]LARI'TY
OF CIN .\ND CiIN B.\SED BE\/ERACES
lls. llohi[i Rrstll. Dr. Seenur Z:rgade 126-l]l

I7. AC.ADEMIC.STRESS. PERCEIVED PI\RENTINC STY[-ES AND COPING STR.ETEGIES AS
CORRELATES OF SELF. CONCEPT
Nlonikn Luthra l{2-lJ9

18. PANDEMIC. POLIIICS. AND ELECTIONS: LESSONS FROlvl SOUTH ASIA,
Nludnsir Bashir Bhnt 150-155

IS. STUDY ON AWARENESS OF PROTECTTON OF CHILDREN FROM SEXUAL OFFENCES
ACT. ]O I] AMONC SCHOOL TEACHERS AND CHILDREN. A CASE STUDY
OF BELAGAVI CITY
Dr. Nandiui G De1'armani. NIr. Venkfltesh A R l5Gl64

20. EXAMINING THE EFFECTIVENESS OF COLLABORATIVE LEARNING ON
SELF-EFFICACY OF UNDERGRADUATE TEACHERS TEACHING IN UNDERGRADUATE
LEVEL AT WEST BENGAL \
Nandita Deb, Dr.l\Ieenakshi Chauhan 165-17r

21. NEW EDUCATION POLICY: PROMOTING REFLECTIVE PRACTICES IN EDUCATION
ENHANCES TEACHING.LEARNING AMONG EDUCATORS IN THE 2IST CENTTJRY
CLASSROOM SETTINGS
Dr. Anjali NL Pande 172-171

22. ROLE OF POWER AND F,{TE IN VIJAY TENDLILKAR'S GHASHIR.{M KOTWAL
Dr. Poonam Nigam Sahay 178-180

23. A SIJRVEY OF CYBER CRIME IN INDIA WITH RESPECT TO THE BANKING SECTOR
Dr. Ashnini R. Balki, Dr. Survarna S. Mangrulkar l8l-190

24. BIODIVERSITY INFORMATION SYSTEM SUPPORTS IN MAINTAINING THE
ECOLOGICAL BALANCE NECESSARY FOR HUMAN SURVIVAL
Ranjan B. Kalbande l9l-194

25, MANAGEMENT STRATECIES IN INFORMATION TECHNOLOGY (IT) COMPANIES
Dr. Rajesh U. Chheda 195-207

26. EMPOWERING ACADEMIC LIBRARIES THROUGH ICT: AN OVERVIEW
NIr. Sarrtosh B. Bhagwat, Dr, Vandana S. Gavali 208-21.

27. ROLE OF DIGITAL LIBRARIES IN INDIA FOR BETTERMENT OF HIGHER
EDUCATION SYSTEM
Dr. Savita luallik 213-216

28. THE NATIONALIST MOVEMENT IN A SMALL TOWN: A CASE STUDY OF BHIWANDI
Dr. Samina A. R. Shaikh 218-221

29. TRANSFORN,IATION IN WOIVIEN S STATLTS AND REVIEW ON CHALLENCES FACED
BY WOMEN IN BUSINESS PROCESS OUTSOURCING LINITS
Ramya ShetE-, Prof.P Pakeerappa 222-225

30. GENDER ROLE AND IDENTITY CRISIS IN M.ARG,ARi]T ATWOOD'S 'THE
HANDMAID'S 1'ALE
Shilpa Nareshrno More 226-229

I



ffitp
RESI

ACCO

0ark

by 2(

rcach

publi

As it

publi

detnt

perfo

SIGI

lndia

.rolrrnrll oI thc.\si:ttic Soci{r\ of }lrrnlhxi
ISSN] o()71-o7r)a) L Ga (lr. GR,Lrp I J(!tl

'IO UNDERSTAND SICNIFICANT RISE lN ACCEPTi\NCFI AND POPULARITY
OF GIN AND GIN BASED BEVERAGES

NIs. N'Iohini Rasnl

Assistant Prof'essor. Food & Belerage Services, AISSMS CHMCT. Shir,'aji Nagar. Pune. Maharashq
Resea[ch Scholar. Savitribai Phule Pune Univelsitv

Dr. Seema Zagade

Professor, Maharashtm State Institute ofHotel Management and Catering Technology, Pune,
Ph.D Guide - Savitribai Phule Pune Universitv

INTRODUCTION

Alcoholic beverages are deflned as safe, consumable and potable liquid. Diffbrent t)?es of alcoholic
beverages like beer, wine, spirits and liqueurs al'e present in the maiket and are available to ft6
customers. Any femrented liquor containing ethyl alcohol or ethanol, such as wine, beer, or distilld
spirits, is considered an alcoholic beverage. (Britannica, Alcoholic Beverages , 202l)Alcoholic
beverages are classified brewed and fermented, lermented and distilled beverages. All alcoholic
beverages are fermented and distilled and have around 38% to 50% of ABV (Alcohol by Volume).

Distilled beverages include - whisky, rum, brandy, vodka, gin and tequila. (R. Singaravelan, 2022)

Cin is a spirit made from cercals that is flavoured with juniper berries and codander seeds. The

primary gin-producing countries are England. Holland, Canada, and the United States. The beverages

name is derived from the French word for juniper berry, ganidvre, which was altered by the Dutch t0

genever and shortened by the English to gin. It is said to have been invented by Franciscus Sylvius, a

l Tth-century prof'essol of medicine at the Univel'sity of Leiden in Holland, who distilled the juniper

bemy with spirits to create an inexpensive medicine with the diuletic cllaracteristics ofjuniper-berry
oit. (Britannica, 202'l )

SCOPE OF THE STUDY

This study aims 1o investigate the consumer preference and consumption pattem of gin over other

alcoholic beverages in the market. Though India has okl connection of gin and tonic as influence of

British rule, according to the data whisky rules the Indian market, however 2019 saw the uplise ofgn
and acceptance of the same by the millienals of India. Intemational brancls like Tanqueary, Hendricli'

Gordon'i and many others luie the market, lrou,ever today there are l0 Indian brands',vho have made

their mark on the international plattbnn by producing gin in the state olGoa with Inclian botanicals of

export quality.

According to Statista research, alcohol consurnption in lndia reached 5 billion litres in 2020 and is

expectecl io reach 6.21 billion litles by 2024. Fattors such as rising disposable income antl a growing

ulban population, among others, are influencing the beverage induitry'i growth. According to anothor

srucly conclucted by Statista Research Depaftment, over 88 percent of young consumers under the age

of 25 in lndia either purchase ol' consume liquor. contlibuting to thc .ornt,'y', liquor sales. DesPil0

bans ancl sales reslrictions, thesc young consumers arc eager lo consLlurc alcohol. (Stalista Research

Depaltment, 2022)
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RESEARCH PROBLENI

flccording to the lesearch done by Statista. there lias been rise in gin consllnlption overall in the

narket and in United States gin ranks tltih in sales and the sales arc e\pected to rise by 4.3.3 percent

by 2024. Until 20t9 global gin malkel rvas valued just over 9 Billion Dollars rvl.rich is lblecasted to

reach to I 1.2 Billion Dollars by 2014. (Statista Research Depaftment. 2021). According to arlicle

published in The Economic Tinres. Inclia is the 5'r' lalgest nralket to c()nslure gin. lOberoi.N.. l0l8l.
As it is recent bevelage trend. there ale very t'ew research papers focusing on gin and no thesis

published yet. This research will beneflt the gin ploducers of lndia as it will help thenr understand the

demand of their customers. It will also help to inculcate all essential elements for benchmark
perlomrance and to stay on top of innovation tbr the product.

SIGNTFICANCE OF THE RESEARCH

India is close behind Southeast Asia, with a 37 percent increase in alcohol consumption, or 1.6 litres,
since 2010. Per capita alcohol consumption in India was 2.8 litres throughout I990, but has since more

than increased to approximately 6 litres. This trend is linked to higher spending power and l'ewer

regulations on bars and restaurants selling liquor in the country and region as a whole. (Buchholz,

20r9)

Where Aleohol Cohsumption ls Rlsing & falling in Asia
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The Inclian alcoholic beverage market is one of the most enticing spirits oppomtnities in the world.
According ro a repoft published by coldstein Market Intelligence, it is expected to grow at a

Compound Annual Growrh Rate (CAGR) of 7.4 percent during the forecast period of 2017-2030,
hing the thir.d lar:gesr after China and Russia. The alcohol industry's quick recovery during second
wave rellccts its laiec and cliverse consunrer base. According to Nazalcth. D. tbunder and tlanaging
directol ol'tlre Agnui co,npony belier es India has consunrer hase lbr cotnprrr ies like whose tbcus is to
use homegrorvn iarv n.raterial to make beverages ol intemational standatds "Because of lndia's higlr

Population growth rate, every year produces I3 million dlinking age adults. of which at least 3-5

ff+.
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nriiliou eventually cnd up cousullring alcohol in some way or ttnother- so it's detlnite tlrat the nla
hrrge 1or anr categor\ ol'litluor and lill grou. 11 it tiist pace."

With sr"rch a |apid gtor.vth rate and a growing conslurel basc o1'young dr-inkels who are b
rnore plivilegecl and arvare of ."volldrvicle tlends in the inc{ustlv. consunrption pattelns ha\re c

signiticantly, rvith neri, devel
govelnnrentrs atnranilbhar spir
significantly. with hornegrown (Made in India) blands beginning to tbcus on aurhenticiqr,

cral'tsrnanship, and innovation to ploduce something distinctively ground-breaking in order to crenls

out their own specialty within the market. (Sethi, H., 2021 )

Aim * The aim of this leseal'ch paper is to gain understanding in significant rise in acceptance 66
popularity of gin and gin based beverages in the cunent market. The inlluence of range of facton

contributing to rise in popularity and acceptance of gin were investigated to ascertain the same.

Objectives -
l. To explore the gin and gin - based bevelage market in India.
2. To understand the rise in consumers towards acceptance of Gin over other spirits.
3. To identity f'actots that afl'ect consumer prei'erence about spirits such as branding, origil

country, price, packaging, and flavor profile.
4. To determine the consumer's arvareness torvards di1}'erent styles of gins and gin - basd

beverages in the market.
5. To assess the stereotyped statement of-'Gin is a fentinine drink' through research.

Hypothesis of the research -
. H0 - Different factors like ease accessibility, branding, origin of the countly, flavot

profile and price affects the buying decision ofthe consumer.
. Hl - Diff'erent factors like ease accessibility, branding, origin ol the country, flavor

profile and price does not affect the buying decision of the consumer'
. H0 - Gin has health benetits in comparison to other spirits.
. Hl - Cin does not have health benefits in compal'ison to other spilits.
. H0 - Gin is a feminine drink.
o H I - Gin is not a feminine drink.

Literature Revierv

l. Gin, once the unclisputed king of the bar, fett out of favour after the 1960s, becominB

associated with a generation ol old fogies, countly clubs. and imperial adrninistrators'

However, gin's star lose again in the late lg90s and eariy 2000s. Bombay Sapphire, introducd

in 1987, ancl Henclrick's. introducecl in 1999, *"r" 
"oily 

forerunners ;f t[; dde tuming A

resurgence of interest in classic cocktail recipes has shiftld the spotlight away ft'om the sw€€t

vodki drinks of the 1990s and toward gin, which is t-eatured in classic recipes such as the

Ramos Fizz, Negroni, gimlet, and sling. (Oberoi, N.,20ls)

2. Over the forecast period, the growing nuntber ofbars in India is expectecl to drive the growth

of the Inclia gin market. For exarrple, in January 2019. Sofitel Murnbai BKC opened Jyran -

Tandoor Dining and Lounge. *'hich leatures a nerv gin bar called Jyran Gin Bar'. This.ts

Mumbai's lir-st gin bar', unJ it, n.,"n.r f'eatures gin cocktails. As a resirlt, an increase in.tll

number of bars in the region will favour thc gro\yth of the gin rnzrrkct. Girr market 3r'orvth,ln

India is expccted to be aicled by changing tlcmograpliics. The legal drinking age in Indix vane)

Vol.96, No.l2, December 2022 128

opments emerglllg everv year. hi conibination with the lVlqit,

it. a ventule cteation stolrl has hit India's clali rrotion quitg
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by state, according to cohelent Malket Insights. For example, coa, Utrar. pr.ndesh. and
Karnataka har,'e I8 years. Tamil Nadu ancl Anclhla Pradesh have 21, ancl Maharashtr-a. Delhi.
and Punjab ha"e 25. This statistic positions Inclia as an icleal countly tbr the gin rnarket's r.apicl
grov"th. Increased t'emale alcohol consumption is expectecl Io increase climancl fbr r.vliite
spirits such as gin and r,odka. which rvill tuel market growth. Accorcling to the coherent
Market Insights study, women are 50olo rnole likely than men to drink to get clrunk and twice as
likely to get drunk unintentionally. Fufihermore, young wol'nen are lnole likely to cLink than
young men, and approximately 5Yo of adult women consume alcohol on average. (lnclia Gin
Market 20 I 7-2027, n.d.\

India is on the verge of latrnching its own craft gin movement. Anancl Virmani and vaibhav
Singh, owners of Delhi's Perch coffee and wine barc, noticed in 2015 that, despite rising gin
demand, there were no good craft gins available in India. only mainstream commercial brinds.
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 seconcl, will be available
soon. (Oberoi. N.. 2018)

Gin, as a spirit, has a wide range of flavour profiles. This gives it a significant advantage, as
well as making it versatile for cocktails, which are extremely popular today," says somielier
Agarwal. "I see more high-quality gins entering the market, as well as more a(isan gins being
imported into tn<lia." Strangers and Sons, Hapusa, and Greater Than are among the Indian
brands. Toast & Tonic (Mumbai and Bengaluru) is a bal with a menu dedicatecl to Gin and
Tonic (G&T) as well as a variety ofgin-based cocktails. The bar creates customised drinks for
its customers based on their preferred flavours. Since opening seven years ago, the bar has seen
a seven-fold increase in gin consumption, a testament to consumption pattems in Mumbai and
Bangalore, he adds. "Gin has matured." (Gadge, K., 2019)

The country has the fifth-targest gin market in the world. After the British left the country, the
spirit went into a tailspin and became known as a "latlies drink.,' However, it experiencecl a
renaissance as a result of the growing experimental bar culture and the exclusive gin bars that
sprouted prior to the lockdown. (Nandwani, D., 2020)

According to Maharjan, 2019 in his research paper the alcohol beverage market is expected to
grow at a CAGR of 2o/o from 2018 to 2025 due to increased demand from developing
countries, with gin expected to grow the fastest among liquors, followed by whisky, mixed
drink, vodka, beer, and wine. He describes consumer preference is an inclividual's attitude
toward a group of objects that provide the grcatest anticipated utility to the consumer.
Consumer preferences can differ fiom one person to the next depending on factors such as
product intrinsic and extrinsic factors, consumers' pelception olthe product, and the extemal
environment such as peer preference, retailer suggestions, and adveftisements. (Maharjan,
R.,2020)

Social media marketing has become the most influential marteting tool in the twenly-first
century, with platforms such as Facebook and YouTube used to promote products. Because of
the presence of people of various ages, genders, preferences, and habits, Facebook is quickly
becoming the best tool for ploduct promotion in the alcohol industry. (Maharjan, R.,2020)

Tonic water is making its n.rark into Indian market based on the lootsteps oltrend that began in
the United Kingdom in 2016. However, gin and tonic made its way to India during the British
rule. Tonic water contains quinine which was used to treat mataria. Year 2019 saw the bloom
ln India rvith bars and restaurants stocking premium brands of gin and pron.roting gin cocktails.
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Ir.rclian cotrsumels today are ryiling to pay plemirnl price in olclel to tlv rr iclcl r-ange s
When a consunter.drinks gin. it is 709'o time rvith tonic water as tlte ;rirer (Jangwal.20ll

9. The revierv paper puts emphasis on consull.ler attitude and purchasing behaviour. in 4
Authols Plentice. C & Handsjuk. N.. 2016 studicd thctors of braniling. packagi
oligin antl sociaI nredi a advertiscrnent ol vodka brands. As cited by Pr-er.rtice. C..
N. 2016, according ro Gallagher, 20 l4 youlhs of the country start rh inking gin rvhen
between the age of 20 - 30 years, which is addition to the cun'ent consumers of gi1
usually are older in age. This ponarys gin has rvitle array in the malket due to acceptance
dlink. (Prentice,C., & Handsj uk. N.,2016)

10. Mr.Sanchit Mistu.a throws tight on Cin capital of India in the arlicle published in the ma
Factors Iike young entrpreneurc, use oflocal botanicials in craft spirit and friendly
policies contribute to the rise. Over the most recent two years, regardless of the
around l5 brands of Gin have been made and sent off the nation over and I I of them, yes a
group of brands, have their origins in Goa. Son.rervhele en route, Cin lost lavol and it was
as a 'women drink'. India is the fifth b
Spain, however inside the nation Gin
s.,2021)

iggest purchaser of Gin aftel the UK, USA. Germany
represents pretty much I % of spirits consumed. (Mishrq

RESEARCH }IETHODOLOGY

Primary data collection was done with the help of structuied questionnaire. Quesrionnaire was dividd
into two sections. First section questions were designed to identify tlpes ofparticipants on the basis o[
demographics. rvhereas second section questions -wer.e 

fi.anred io girg" o*u."n"., about'gin'and
types of the spilit and thctors influencing br.rying choice amongsi paiticipanrs. Types of questionr
included in the questionnaiLe were ClosJ endea 

-questions 
and open enclid questions. Quintitativc

analysis was used tbr close ended questions and thematic analysis was used for open ended questions.

Secondary data was collected tlu'ough joumal articles, books, newspaper arlicles. Protagonist of this

researcll that is 'gin' is yet to be explored in the academic angle as tlrerl are ralely any research papen

on the topic of gin. Theretbre, secondary clata collection alio includecl searching and gathering dat
(elying on different magazine articles, newspaper columns, blogs and interviews of the distillen
manufacturing craft gin in India and 

-research 
websiGs like www.statista.com and

rvww. alliedresearchmarket.com
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hterPreta tion -
As seen in the figu.e, out of 92 r'esponclents 49zo ol r.esponclents belongecl to the age group of 2 I - 25
years rvhile respondents between tlre age group of26 year.s till 49 years torm aboutl+oz; eacn.
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IIterpretation -
out of 92 respondents. 67 .4Yo were male and 32.60/o were female. This question was significant to the
study to gain understanding and td asses stereotyped statement of .Gin is a l'eminine driik'.
Analysis -
History about gin has been weaved with threads of interesting names eamed by the spirit as per the
circumstance. Gaining the reputation as 'Dutch Courage' to biing calted as .Mother.s Ruin., gin has
evolved tluough different situations. Dur.ing the Anglo - Dutch war between lTth - lg,h cintury,
(Anglo - Dutch Wars, 2022) , British soldiers observecl Dutch soldier being courageous after
consuming their tipple. intligued by the result and post observation British military adopteJ gin. In the
18'Cenrury, as The English Gin.Ioints allowed women for the first time to share the table and enjoy
gin, after eff'ects of consuming gin led to neglecting their responsibilities towards their children giving
the spirit name as 'Mother's Ruin'. (Narelle, 2020) The further series of events continued to associate
the spirit to women drinkers. (Marsden, M., 2018)
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Figule 2 - Generation period ofthe respondents
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As the tigure shorvs. 46.79lo ol the lesponclents belong to Cen Z. rt'heleas 19. 19.'o \\'erc ntill
Forming only l4% rver-e Gen X responclents. Unclelstanding the gap in gcrleratiott is vital
research as it cor-r-elates to the dentands oltltc custolltels.

Analysis

This purpose of this question is to assess, if there is change in pret'erences of buying spirits.
study by Business Insider India on - "Alcohol sales ale dropping while nonalcoholic booze i
rise - and it reveals a dark truth about social media surveillance culture" by Taylor. K. brings olt
positive result of Gen Z generation choosing nonalcoholic drinks and cocktails ovel hard spirits 1s

save themselves liom embarassment on social media platfomrs like Snapchat, lnstagram ad
Facebook. (Taylor, K., 2019). According to Berenberg Research Report, Gen Z generation prefca

spirit like vodka or gin over beer and wine. (Alcohol Consumption by Generation, n.d.)

C6!.!d Ef Ee0ion

-:-.._---- ---_.. -.

lnt

0u
but

An

ln

c0r

rel,

0n

cot

Figure 3 - Region of respondents

Interpretation -
Above results show that majority of respondents belongs to different parts of India, with maximum

from Maharashtra. The most striking aspict ofthe graph was l.l% of reipondents from New Zealand'

Analysis -
The questionnaire was sharecl online to the respondents and was easy to access. With few respondents

from New Zealancl, it helps the research to create arvaleness about lntlian brancls at the intemational

level.
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lnterpretation -

The respolxlents ol'the cprestionnaile belong to clifterent prot'essional rkrlnains. 23% (21 lespondents)

oithe total respondents we|c acaclerricians tiom l.lospitality Inclust|y. As a hospitality plo1'essional-

.ne is awale about gin as the spirit. l0 r'cspondents rvele nrixologist. baltenders. Renrainin{

r'spondents belongccl to diflerent stratr like Hur.nan Resources Plotessional. IT Plot-essionals,

Scientist and Hotnemakers.

1 0o rqu cargrnre alq4lldl

a,-

lnt€rpretation -
6ut of92 respondents 907o pelcent consume alcohol, whereas almost l0% do not consume alcohol,

but are aware ofthe product.

Analysis

In consideration to above results. respondents who do not consume alcohol are aware of the spirit is

consequence of alcohol advertising and marketing on social media plattbrms. As cited in article

released by Vertava Health Ohio on "social Media Alcohot Adverlising. Influencers, and the Impact

on Youth", social media engagentent with alcohol brands shoot '.ry b.v 3260/o in March 2020 in

comparison to March 2019. (Vertava Health Ohio,202l )

? ar.lql ql.arl tborrl Gn aJ tn al@lrolc d$*"
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I[terpretation -
This research aims to explore rise in consumption of gin and gin beverages, as obseled in the chart
95% ofparticipants are avuate about gin as a spirit

Anal-vsis

As discr.rssecl above, steep rise in advertising of alcohol on social media. Instagmnl has shou'n gl'eat

engagement with alcohoi brands compaled to Facebook or- Trvilter'. The rising trend ol'celebrities.
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Interpretation

The above chafi compares the most preferred to least prefered choice of beverages. The mo$
prefened spirit is whisky with tequila and vodka being second most preferred choice. The surprisllg
result with brandy being the least preferred choice of spirit.

Analysis

According to Metrota, R., 2021, in published newspaper afticle mentions India as the country of
brown liquors. India ranks sixth as global destination for Scotch Whisky and it can be seen from the

above graph. With pandemic push, being at home pushed people to experiment as a chef and fy
different flavor profiles not only in food but also beverages. According different research repofl$

India is an omerging market for white spirits like gin, tequila and white rum and younger generatio0

prefers light bodied, floral and fruity characteristics in the spirits. Brandy is considerecl as the spirit of

winters and is mainly consumed in Northerr part of India. (Mehrotra, R., 2021)
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lnterPretn tion

12.8% ol respotldents plet'el to purchase intelnational bran{s of spilils over lndian brancls. r.vhcreas

27% pref'er lndian blar.rcls. The choice of buying the brand can be intluencecl by taste and tlavot prolile
of the spilit.

Anall"sis

According to research by Parkar. P.. 202 I, global culture, growing purcl.rasing porver and social media
influence can be elements influencing international brands over Inclian blands in skincare ploducts.
(Parkar', P., 2021). Sirnilar reasons can be attached to influence in purchase of intemational brands of
spirits.

To understand tiurher the factors that influence buying of the spirit. an open ended question was asked

and the respondents. Collected responses were analyzed using Thematic Analysis.

THEMATIC ANALYSIS FOR INTERNATIONAL BRANDS

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

THEMATIC ANALYSIS FOR INDIAN BRANDS

Tlree major factors influencing the ohoice were - Taste, Flavour profile, Price and Vocal for Local.
This analysis also helps to realize need of awareness and opportunity to expand market lor
homegrown brands for all the spirits, beer and wine.
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Interpretation

Approximately 58% of participants consume alcohol on special occasions, whereas l97o consume it
on weekends and l4%o consume alcohol once a week.
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I nterpretntion

At least 50o,i: of responclenls pref'er dlinkrng in the lestaurant & bar. rvith approximately 42
respondents consun.ring spit'it at house parlies.

Analy'sis -
India still has a shy d'inking culture, due to stigma atached ro it. This coukl be one of the
approxirnately 42%o oflespondents lo consume alcohol at In-house pallies. Fonunately, the
slorvly changing with youn-r1er generation consuming alcohol. The changing drinking culture has

DrY C

lg'i (
z0t7)birth to ditl'erent outlets like 2BHK. The Mitten, Di Mola, IBHK. culture ancl social who 1bc

sale of liquor and is the parry hub lbr youth of the town.
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Interpretation

Most striking feature of the above graph ranks quality of spirit and tlavors and taste of the spirit as th
highest with 73%o and, most impoftant factor intluencing the choice of alcohol. Origin of the country

and health benefits of gin were rated as 31%. Surprisingly, price of the spirit affects the choice of gin

with only 28%.

Analysis

According to lndia's Brand Ambassador of Moet Hennessy Shehan Minocher, young patrons pref€I

drinks with low sugar content and good presentation and good tlavor profile. Today's generation

prefer experimenting with flavours and are open to accept new spirits.
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Interpretation and Analysis

Gin is categorized as classic and contemporary. Classic gin is with traditional flavors and

contemporary gins are additional flavours like spices an<l hetbs to fruits adding to the profile of gin.
Approximately, 48olo of respondents are aware of craft gins produced in India. Whereas, almost 25o%

ofthem unaware of craft gin.
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Interpretation

Relating to the previous question on Indian Craft gins, the graph reveals populadtY or awareness of
Crns among the consumeis. With Hapusa gin ranking top with 52% fottowed by Greater Than and
Jaisalmer lndian Craft Gin.

Analysis

According to research by Mehratora, R.,2021, younger generation ale open to experimentation and

have shoiin acceptance ttr new flavors of gin. Inilia is an emerging market for white spirits' especially
with recent gro*ih ofcraft gin brancls in Goa have seen heafifelt response by the people. Today. lndia
has more than l2 homegrou n blands. (Shukla. P.. 2021)

ll6 vol96, Ns.12, December 2022 t3'7

l

hterpret,ltion -

$ the graph reveals. London dry gin is the nlost popular style ol gin tbllorved by crati gin and

plymouth gin. Holland gin and SIoe gin are less popular styles ofgins.

fialYsis

There are various difl'erent types of gin available in the market. The styles ol gin include - London
pryGin, Holland Gin, Sloe Gin and Plyrnouth gin. London dry gin gained popularity in London in the

186 Century duling the phase of Cin Craze and also is easily available in the malket. (Almedia, A.,

2017)
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Interpretation and Analysis

The above pie chart illustrates approximately 92o/o arc arvare about gin based cocktails. Examples of
classic cocktails with base olgin are Martini, Singapole Sling, Pink Lady are now lhe part of bat

menu and are part of the brunch menu. For example - Jyran - Tandoor Dining and Lounge has an

innovative menu with more than 30 labels ofgin. (Sofitel, 2019)
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Interpretation

The pie chart shou's 16% of respondents order gin based cocktails always, whereas approximately

35% order sometimes. 29% of participants who order rarely can be convefted to potential customeN

who order is most ofthe time with riglit promotional tools and strategy by the restaurant and bars.

I Z !rs? rB$ A ,ro &d!r gli& bdrorkel! rhi rb{{rg E btr
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Interpretation

The abor.e graplr reveals inlbnnation about promotional events conclucteil by clifl-erent brands to creall

a\l'areness iUout gin in the public. Approiimately 520% of responclents liave attended Cin Fest u'

Murnbai and Delhi Edition rvith 37% attending Gin - To.
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fach passin-g day. tlte con.rpetition in the malket is only incr-easing and hence it is essential lbr. br.antls

t0 use different pronlotional stlategies to penetrate in the nrarket. Surrogate adver-tisements. social

6edia plattbnns. collabot'atious with celebrities al'e the t'ew exarlples. Abol'e mentioned evenrs are

specitically tbr gin lovers l.relcl in cities of Pune. Mumbai and Ner.v Delhi. The pulpose of rhese evenrs

15 also to launch nerv brantls of gin / spirits and provide tasting sessions.

KI|Y 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 -

l. Out of 92 respondents 49%o of respondents belonged to the age group of 2 I - 25 years while
respondents between the age group of26 years till 49 years form about 24o/o each.

2. With change in generation, it can be observed that generation Z prefers fruity, floral
characteristics in the spirits and are more towards buying white spirits.

3. Factors of flavor profile, ingredients used, quality of the spirit are consideled by the patrons
while buying the spirit.

4. India is an emerging market fol white spirits and is expanding with growing demands. Indian
craft gins have additional flavor like cardamom, l'aw nango and clove to the classic tlavor of
Juniper berries.

5. Gin is also considered to have digestive properties, antioxidants and 96 calories per glass of I

ounce which is also one ofthe reason for shift in drinks by the respondenls. (Grundy, K., 2019)

CONCLUSION

The alcohol industry is cunently the world's fastest gl'owing industry, with numerous product
segments based on socio demographics, social class, and economic factors. Consumer preference is
required by industries for product promotion and market penetration, as well as for developing and
improving the product. This study looked into people's gin knowledge and the factors that influence
their choice of gin over other alcoholic beverages. This is important information for pubs and bars

because it suggests they should try to expand their selection of craft and lesser-known gins, which
account for a large potion of the gin category and may entice female customers. With consumption
and demand continuing to rise, it is critical that gin distilleries and retailers understand their target
market and are able to innovate and satisfy demand in order to keep a th-riving industry profitable and

able to oft'er new and exciting gins.
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A STLTDY OF CUSTOMER PERCEPTION TOWARDS VTSITING RESTAURANTS FOR

MEALS AFTER THE UNLOCK OF COVID-l9 PANDEMIC

1Ir. Sachin A Rayarikar* Mr. Chintamani R. Sahasrabudhe*
*Asst. ProJbssor, 412 A/1 Bahirat Patil Chowk, K M Munshi Margh, Model Colony,

Shivaj i Nagar, Pune.

.,1b stract
In on unprecedented calumity of Covid -19 pandemic which was set in the more than 180 countries all
o\.et the torltl accordirtg to the IIHO v'ebsite published a report in the month of March 2020, it was

imperative to understand the totlditions and challenges which v'ill be faced by the Stand-alone

testaurants.

'-[he sndy carried out in this research paper shows the change of mind set of the guests, lhe change is

seen across the strata of the people irrespective of lheir age groups, background and meal choices.

The stand-alone restauranls in Pune city is one of the large but unorganised business sector whtch is
growing rapidly in the last decade. This sector is very competitive, price sensitive and exploring

innovative ideas offood and service vety aggressively. The entire sector of stand- alone workt on very

narrow net profit margins of 10%-15%. This calls for vem accurate and precise execution of the

operalions.

The results of the studl shotts the expetted change in the spending patterns of the customers from
diferent age groups, the thotce oJ the out let will depend upon different parameters, the frequency of the

visit to et'en popular and preferred restuurants x'ili be reduced.

Key Words: Pandentic', Covid 19, Resraurant, Lockdo*,n, L'nlock, Customer Perception, Dark
Kitchens, Hygiene and Saniti:arion, Soc'ial Distancing, Take Atrays, Ecomic Slow Down.

Introduction to the problem and its background
After the outbreak of Covid-19, Govemmenl of india declared a lock down in the country from 25th

March 2020. The Stand Alone Restaurants u ere closed abruptly and for the entire period of lockdown.
This resulted in massrve losses. The restaurant orvners like many other businesspersons had never

prepared for this kind of problem. \ot only the businessmen community but even the Govemment of
India and all the State Govemrnents rrere unprepared. The lockdown brought down the cities and towns

to halt. None of the businesses were functioning in the initially excluding for the very essential

commodities and services for very little period during the day.

The lockdown and further slowing down the economy has led several effects on the society. The virus
has altered our mind set the way it spreads and is affecting people worldwide have made people more

cautious about tl.re choices they make snch as dine out get food from outdoor.

A fascinating and nouvelle trend was set in the last lew years of Dark Kitchens or the Cloud Kitchens.

These are only the production centres or in our terms called even as Ghost Kitchens, which only produce

Inrernational Journal of Managetnent and Social Science Research Review, Vol-8, Issue-1, January-2121 PagelL



thefoodanddeliverthesamethrough,owndistributionchannelsorwiththehelpolmo:e.:::-.!:,-.-..
and national ievel distribution systems developed with the help ofnew technology like Zr::l,:. : ."

being the most popular, tmsted and having span in more than 24 countries and in more than 1t,'.'. . . : - , .

as per the reports of "Abonr Zomato". zomato.com. But apart tiom Zomato, there are ot:..: -. - -
cieliverv options such as Swiggy which has good distribution channel in more than 100 cities aL-...:--
to Madhav Chanchani (17 March 2019). "Online food delivery wars are moving from hdi; :,
Bharat". The Times of India. Retrieved 13 August 20l9.The dark kitchens are cost efl-ective and he:-:=

passing the benefits to the end consumers and are becoming popular over the Take Away'sll The 1'ou::
generation is interested in getting their high-quality meal delivered to their home/office and in perfectly

paclied and has the same quality that they would have been serued at the restaurant. There is a steep nse

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, is the

upsurge of Home Chefs in hugenumbersl! This will add another contestant for the same size of the

market, which will reduce the share of the established restaurants even more. This increase in number u.ri

Home Chet's is due to many reasons such as, less or almost NO Capital lnvestments, Iess stai
requirement, greater standards of hygiene as less or only couple of family members are involved in rhe

whole process from Purchasing to 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 pret-erred over ne\i'
outlets and rvays of delivered food? This study tries to analyse when the lock down will be completell.
liftecl and stand-alone restaurants will be allowed to open lbr operations, what will be the approach oi
the customers tou'ards the restar,lrants? Wili the customers be happy to go back to the favourite tasr

food out lets/ restaurants or there will be many speculations that will come to their mind about rvhether

or not to go to restaurant?

There ri,i1l be lerv other concerns as well! Such as, 'Will they put the hygiene on major imponance :t:
visiting the restaurants l On the other hand, will it be still the taste and the quality of food, u ill be :::
primary concerned of the people'?

Future for restaurants may be locally sourced food, ghost / cloud kitchens, more dependency on on1Lr.

services and Hygiene, Hygiene, Hygiene I I

Scope of the Study
The scope of the study is primarily targeted at the guest perception towards the changed mtnd ser ib
revisiting their favourite restaurant and fast food joilts for socializing or even for recreational neecs

This study will also aim at the challenges faced by the restaurants due to changed perceprion ol th3:

patrons.

Objectives
r To study the perception of the customers for visiting restaurant post Unlock.
o To assess the parameters that contributes the change ifanl'and sfud)'the causes and remedies.
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Researeh Design : Exploratory
o Research \'lethod - OnJine Survey

o Research losm.rment - Questionnaire
. Proposed Sample Size - At least 100 customers from different strata.

r SampLe Tlpe - Random

o Secondary Dara

o Hospitality Jormals and Magazines

. Research Paflers

. Relevant \\-ebsrtes.

Literature Reyie*
Accordi-ng Io \\'HO rvebsite https://www.who.int/emergencies/diseases/novel-coronavirus-2019

COVID-19 is a Crs:ase "-aused by a new strain of corotra virus. 'CO' stands for corona, 'VI' for virus,

and 'D ior J.isease . Formerly,this disease was refened to as '2019 novel corona virus' or '2019-nCoV'.
The CO\'ID- 19 rirus is a ne*' vims linked to the same family of viruses as Severe Acute Respiratory

Syndrome (SARST and some tlpes of common cold. Virus spreads though contact The virus spreads

between people in close contact (u'ithin 6 feet) through respiratory droplets produced when an infected
person cougls or sneezes. But the infection can spread before people develop symptoms, which, on an

average. take around llve dars to appear. Some people develop no symptoms and others have mild
disease but still infect others. Stepprng out 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 rvhere there is community transmission of the disease, according to the

Centres for Disease Control and Prevention in US. Infection may occru without having close contact
also!l

Scientists have documented a cluster of cases among people who worked in shops, visitors or were staff
of a mall without direct contact q.ith an infected person, according to a research document called
"Indirect Virus Transmission in Cluster of Covid-19 Cases, Wenzhou" in China published by the CDC
on March 12. Indirect transmission may have happened among 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
elevators or aslmptomatic patients.

lnternational Journal ofManagement and Social Science Research Review, Vol-8, lssue-l, January-2l21 Page 13
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Primary.* Data
. Io collect ttedback from the guests from different strata ofthe society. ' To collect information

fiom r arious guests who choose a particular out let over the other options available based on

certain perameters.

o To collect information about changed parameters and the causes.

o To u-n,iersrand rhe nerv challenges which the stand- alone restaurants will have to face.
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How Lockdown helps in reducing of spread of the disease?

I-ockdown greatly reduces transmission. A recent study by the Imperial College London's Covic--:
team found that population-wide social distancing would have the largest impact in transmrssi.:-

reduction; and, in combination with other interventions, such as home isolation of infected people arr-

closure of schools and universities. There are many more scientit-rc studies that prove massive social

distancing measures can stabilise transmission and give govemments time to prepare for a spurt in
infections.

One positive change is boosting Ghost / Dark / Central kitchens with delivery-only concept where food
is sold online or through a mobile app, instead of traditional establishments will raise which may
increase the reach of,restaurants where they can reach more people and have less overheads.

t..
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According to Encr clopaedre Britrnnica. 'Restaurant' is an establishment where the publio may procure
relieshments or meals.

It is a public dining place r', here i:'crpl: come togcther. Food is prepared and served to the customers on
the premise. This detlnjti.,n neeC to bc elaborated in today's world where restaurants not only serve food
on the premise but also sen e lcoJ b-' .,nline takeau,ay medium.

These meals are prepare.l and sen eJ to customers and during this time they are exchanged through
many hands

Let's look at a ti,pical process in u hich cookeil rbod is handed over to guest--
. Guest on premise:

Chel cooks food (let's start iiom pLrllit \\'here tbod is cooked as when fbod iscooked there will be no
contamination considering the microbial actrr itf is killed at temperatures above 80 degree Celsius) and
plates it, the plates are rvashed by Steu arding assistants. Plated food is handed over to the Aboyeur (One
who announces the orders and handover correct food to the waiter ) Waiter then carry the food most of
the time by himself and in certain cases one brings it out in restauant upto the sideboard and head
rvaiter seres it. So the lood travels liom Chef -- Steq'ardin.g assistants - Aboyer Waiter -- head waiter

Gnest.

lrternotional Journal of Management and Sotial .science Research fleviev', vol-g, Issrrc-], January-2T21 page lS

, ii'i;
'X'i ril: ;'1.. il

rT

About restaurants



Research Paper
Impact Factor: 6.462

Peer Reviewed & Indexed Journal
wwtv.ijntsrt.com

o Take away by help of a Online food-delivery platforms:
Agent from Online food-delivery piatforms brings order to restaurant Chef cooks food and hands over tc

assistant for packing it. Packed food is handed over to the Aboyeur who further handover to Agent frorr
Online fbod-delivery platforms who carries tbod to guest .

Chef - Assistants fbr packing - Aboyeur - Agent from Online food-delivery platforms - Guest ,The
above examples show that food comes in contact with many people before being sened which makes it
vulnerable for getting infected Also in a t)?ical restarrants guests come in contact with many people

other than food handlers which is also to be considered tbr example, r'alet. welcoming staff, other
peopie rvho are visiting restaurant, the cashier, waiting area assistant, housekeeping staff in restaurant,

etc.

So considering the spread of the corona virus its method restaurant goers will have many questions

before going to the restaurant.

Bob Goldin, a padner at consulting flrm Pentallect lnc. in the article published in The Print an lndian
online nervspaper published on i7 April,2020 expressed a concem about the customers thinking rvho is
touching there food, also they are thinking to live wiihout restaurants . In the same article Dr. Erin
DiCaprio, an expert on food safety from the University of Catifomia, Davis also raised the concem that
social distancing will remain lbr long time 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 precautions to assure customers
about their safety.

In an article - How Indian restaurants will change post lockdown. Published in THE HINDU on April
17,2020 and updated on April 18,2020 restaurateur Ashish Kapur brought forward the necessiry of
Technology for ensuring safety of customers use of automatio temperature checks for stafl portable
washing sinks, minirnises contact - mobile wallets, menus on personal devices and automated surface

sanitising were hightighted in the article. In the same article restaurateur AD Singh raises the concerr-

about social distancing which will eliminate the crowded bars and restaurants particularly on weekends

which are major revenue generators. Chef Manish Mehrotra of lodian Accent brought tbrth the issue of
sourcing of ingredients which have to be done carefully by the restaurants as the guests may be

concemed about it, he also raised a thought that customers may also change their diet pattem and prefer

more healthy options. in the same article also Sandeep Tandon, managing director of Old World
Hospitality that owns Delhi's Indian Accent emphasised that customers may not be willing to pay more
lbr all the extra care taken for the hygiene and sanitisation.

The article What's cooking? Pune restaurants are uncertain as 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 Eatery says that trimming of menu, changing it every few days, smaller staff and also the

International Journal of Management and Social Science Research Review, Vol-8, Issue-1, January-2021 Page 76
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:r-:i-:.---,.:.;-:rr-::.:":-:.:llclinali\eplaceswhomaynotrenlm,extraexpensesonsanitizationalso
i.'.i : j t.i rr-:i :.::.:-:r::i ..,\ ncrs ileve to pay may not reduce are thc major concems of restaurateurs.

''-:. 
-..: .-::...:ii,. ,,,, c g ill trinl the menu and keep changing it every l-ew days. The mles of social

J :::".: ::::r::n \1 e ma), operate l0-15 guestsatatime. The statTwill also be smaller as many of them,
,rt : .:.:: !:ck during the locl<dos.n, *'rll want to return home, outstation, to their worried families.

- , :. .: :hrllences *e are going to lace as soon as the lockdown is lifted, is that at least halfofthe staff

-- . - ,r.:. se:r'ice and utility sections - will go back. We hope there will be a reduction in rent from our

.:.'.:..:u. Sanrtisation will also have to be carried out frequently, probably every hour, which means that

::': J.,,i of running the restaurant will go up," says Devesh Bhatia of the Pan Indian Eatery. Vaibhav

i".r.'.al of Nukkad Ca16 in thc same article say that the covidl9 situation have altected the culture of
:r;.ii.ring rvith people and that people are not allorved to meet, listen and talk which is one of the main

rerson lbr pcople to patronise the restaurants apart form 1bod. Smita Murthy one of the orvners of The

Fat Labrador Cafe in Bavdhan, Vishal Pipraiya who started Pagdandi Bookstore and Caft and Shruti

Kapre of I\lidnight Kaker,v are the owners ol restaurants which operate with a thought of building
communities and relationshrps lbr doing business arc concemed as they have to depend on the food
delivering apps to reach tl.le customers this is also onc oi the concem raised in the article.

Anurag Katiyar, president of the National Restaurant Association of lndia in a recent inten iew on the

ibod satetl'equinox. Said that Hlgiene requirements will change the restaurant industry post COVID as

it u,as changed lor securitv atier 9,'11 terror attacks. Hygiene will be the key marketing factor in the

tlrtr.rre.

Accordrng the pap.r puL,1i--h;d bl Prof Rayarikar and Ms. Anahita Manna in the journal International
Journal oJ Busine.ss tittd lilntitiistrotietn Research Review, Vol. 2, Issue.l, Jan-March, 2016. Page 317 ,

'Nowadays. the trend of dining in restaurants has become quite prominent. Frequent restaurant visits are

not onl) the reflecrron of satrs f\'ing hedonistic needs, but also the result of increasing number of single-
person households as u ell as adjustrrent to the business hours'

Method and Procedures

This is a explanatory research trying to explain the consequences of the problems that rcstauant
business is going to face after the covid-l9 lock down. This is an initial research on a newly-generated

issue in the restaurant business. This research is trying to analyse the impact of covid-19 on perception

of customers towards restaurants through quantitative research. It is a field research where the
questioner is circulated with sample size of 322 and ananalysis was done on the data collected about
causes and etTect.
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Data Presentation, Analysis and Interpretation of Data

Q.1 Age of the respondents

a 1{1 ?5

a :a*i<'l
.*,rdr-r1ll

t Al-riln .i-r

Maximum respondents were in between age group of26 to 65 ivhich includes a large number ofpeople
who go out for work and are from the eaming class ofsociety who can spend on restaurants.

A very small section of the respondents are those who go for eating out very rarely. Because most

respondents are regular visitors to restaurants the feed back given to the questioner can be considered a

valid data

l!hnt \rrill you pretBr rnof€ atrBr 1'3{ k6 o\o1r' ig qr,iq!-

3?2Ierp,:,t11€3

f- li.-i.' - -: -.-: - -
LS.i.'. --:: - -:'

140 i.l3.5trl

1frkr l}*a! rxr, 1'.inl rllr,iuri'r

N61c al th: Eb€!r;

?5 i23.5%:

il (:2.tn:l

r_1 ill 1r)ll ft:l

After lock down is over most people are preferring to bring food home than to go to the restaurant. Also

there is substantial amount ofrespondents who dont want to get food from restaurants at all

International .lournal of Management and Social Science Research Reviev.,, Vol-8, lssue- I , Januarl-2021 Page 18
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Most people have preferred to cook at home than ordering food fiom restaurants.

3l] t'.U t\inli R€ai3ur,rfi'ts a13 Erncng : n-. h:'ie.:-'-ilt i ' 1n*3 cc,r' iC - 19 pendenric ?
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Most people agree that restaurants are among the hardest hit sectors.

!i/ili f aL; to ta n esttLtrant for dilir!:fter tr: b,:kcicr','n :s or''er?
lll::.:c,r-5.i
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OniLy 22.1 % people have responded positive towards going to restaurants after lockdown
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Which is the most important aspect that you \\'ill consider to go to a restaurant after the lock down rs

Iifred?

,: l-
urilen :F bBl.'Farr'rgllilr?

-..r .r . :'i ,i ia:rLr

Food quality and lbod taste are no more important for in selection ol restaurant

VJill" s urknor"rr persr:n harrdling your r-ocd :efore it is be:n ser 
'.+d' 

. aifecl tour Jercepl.ion tc gD

or rKlt t(: $,) te restirrrants?
:1r l rFrlinr€*

I ves

a r{o

Perception about restaurants is changed after covid-19. People do consider the fact that food which i
handled by an unkno\\rn person may not bs safe to eat.

l^rhich 
"f 

ihe follolving !'till ntereit you ta qt,rne t! reitalt.6.rt$' Corlniderrnll {:are !f s*^.;i l

distan{ring ?

Ctrrla:.lHia n).r'ru ?3O i 1"4fi\t
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lnternariotrul .lournal of Management and Social Science Research Review, Vol-8, Issue-1, January-2021 Pagei



Research Paper
Itnpact Factor: 6.46?
Peer Reviated & Indexed Journal
rvtttt .ijntsrr.com

IJMSRR
E- ISSN - 2349-6746

ISSN -2349-673 8

.\ll :te C,-,ntact less options are considered by respondents as important

lc vcl th,nk scci;l d'stancing ,llill ce required even afterthe effecl of oandemic is reduced ?

I Yes

I t'to

Nearly all thinks that social distancing is to stay with us

vlill you expeot t'rat r.;orkers need to wear glcves 1,,,1a$ks and other safety geafs as pr€scribed?
:r?2 re:por5er

e 'r*
l tlc,

Safety gears are compulsory and will allect the decision whether to choose an outlet or not
Do you expect Restarrants to keep pric$ same?
j2: respo'lse;

O vis
* t"tc
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There is a large section ofrespondents who have no effect on lood preflerences.
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Most respondents say that people will spend less in restaurants after covid-19
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\1os: oreferred joinls are quality restaurants chains and Stand alone restaurants.

Frndrogs

-:.-. :: :{.' ro summanes the findings rve arrive at are rather unusual out comes through the online survey

:,: li- iespondents from various age groups and strata ofthe society.

l.1::.. olrhe respondents are frequcnt restaurant customers and are fond of variety of food available in

:l:: :,:arb! restaurants.

Finding I
The f-rrst question was targeted to find the age group of the liequent customer of the restaurants. From

ihe responses received we are able to say the largest group is from age group of 26Yrs. to 40Yrs. This

reveals that they are from the middle-aged group having better income and hence higher spending

power.

The second highest spending group is from the younger age $oup of 16 Yrs. To 25Yrs. And has less

spending capacity and hence they are not regular patrons ofstand- alone restaurants.

Finding 2

The second question was aimed at finding out the frequency of the visits to restaurants. The outcome

tells us that most of the customers do visit Stand-alone Restaurants l-2 times in a month. As the stand-

aione restaurants are usually higher priced and hence the frequency is relatively low.

Finding 3& 6

This question gn'es us the percentage of the patrons who preferred home deliveries over the other option
post Unlock.
The response received teLls us clearly that almost 44Yo ol the respondents pret'er home delivered food
tiom their choice ofrestaurant 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 ofthe pandemic was grave on the mind set of the respondents and due to the fear 72Yo of the
people pret'er Not to order lbod tiom their favourite restaurant or any takeaway kitchens during the

lockdown.

Finding 5

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

affected? The response was very satist'actory as almost 87% of the respondents agree that Hotels and

Restaurant Industry is the most or one ofthe most afl-ected industry.

Finding 7

This question has revealed a new paramet for selection of a restaurant post unlock. The parameter is

Hygiene!! Now more than 68% of the prospective customers are prefemng higher and better standards

ofhygiene ifthey decide to go the public place such as restaurant.
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Research Paper
Impact Factor: 6.462

Peer Retia+ed & Indercd Journal
ttxw.ijmsrr.com



Researc'h Paper

3--L+ Peer Ret,rcved & Indered Journal E- 1SS'\ - :'t:;-: -: '

IS-Sii-l-:494-: !\.-r tr\111'-I lislt'.tOiai

Finding 8& Y

Tiris question rvas asked to the customers to understand their perception of social distancing and

contactless options they would seek if and when they decide to go to the restaurant.

1he response reveals that all the contactless options such as app based menu and ordering and even

contaotless payment options are preferred options.

More than 9270 customers feel that social distancing will continue and is the New Normal!!

Finding l0
The customers are now more concerned about staff wearing all possible sat'ety gears

The gears include such as Masks, Hand Gloves a:rd Face shield.

Finding 13

This question t'as inclnde in the survey to check the financial constraint of the customers post unlock. It
clearly indicatcs that even as the restaurants will re-open but the customers will have relatively less

spending power to spend on leisure and restaurant visits.

Finding l4
This question revealed that customers now prefer only such restaurants, which assures quality in terms
of food and hygiene. Tliese restaurants may be stand alone or a part of a well known chain which may
include branded fast food out lets as well.

Conclusion
The pandemic has changed the perception of the customers significantly. Many aspects and

considerations to which custonlers pay attention to were evaluated through this research work. Study
revealed that large number of respondents are betrveen the age group of 26 to 65 years and are from the

earning group and hence they have additional disposable income which they usually spend on leiswe in
various rvays. These respondents used to visit the restaurants 2-3 times in month before the lock dorvn
was imposed.

As the first lockdown was extended further with some sectors conditionally reopened the Cloud
Kitchens/ Dark Kitchens/ Ghost Kitchens were on the fore front to deliver the food/ meal to the end
consumers, restaurants on the other hand took some time to restart and the delivenes with the help of
delivery channel partners such as ZOMATO, SWIGY, etc. This increased the scope of this delivery app.

Finding 11:

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

Finding l2
This question was aimcd at the choice of the food that customers seek post unlock. According to the
responses received the customers will Not change their preference of being vegetarian or non-vegetarian
or the newer options such as vegan etc,

International .Iottrnal ofManagement and Social Science Research Review, Vol-8, Issue-l, January-2121 Page 24
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\fosr of rhe respt.rndents \\'ere a\\.are that restaurants and over all the hospitality industry is one of the

hardest hir due to rhis pandemic. But due to the fear of pandemic more than 50% of the respondents

\\'ere nor sure il rhel wish to visit the restaurants after the lockdown will be lifted. One of the basic

concerrrs shos n by the respondents was Hygiene, and hence that will be the most important criteria if
ihel decide to visit the restaurant after the pandemic or even post lockdown. This is one of the major

change rhat is observed through this study.

Hence customers rvill prefer Stand alone rcstaurants and quality restaurants chains-

Though many organizations had been lbllowing decent levels of hygiene and employees have been

tbliorving hygienic practices. But due to the pandemic newer and higher levels ofhygienic practices are

required to be implemented. Contact less options for menu, placing the order and even service options

need to be explored.

Safety gears such as Face Shields, Masks, Disposable hand gloves have become an essentiat and

somewhat compulsory and will affect the decision whether place an order from a particular outlet or not

Food quality and lbod taste are no more important for in selection of restaurant!!

Restaurant industry is poised and awaiting for the further guidelines from the competent authority.
Post CO\aID 19 pandemic most customers would prefer 'Take Away' of food deliveries by popular
agencies, channels and food delivery app such as ZOMATO, SWIGY, etc.

This study also highlights that many ofthe respondents are reluctant to order any food from any of the
restaurants in near fiuture. People have given preference to home cooked food over the restaurant/ food
from Cloud Kitchens/ Dark Kitchens. This has given a rise ol another contender, Home Chefs/ Cooks in
the existing and stipulated business domain oleach ofthe restaurant.

Perception about restaurants has changed atler covid-19. People do consider the fact that tbod 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 future. Most people expect the prices ofthe menu to remain unchanged.

There is a large section of respondents u'ho have no effect on food preferences but prefrence of the tlpe
of restaurants has changed!! Due to lockdou,n the economy has slowed down this will result in less

spending on fbod and leisure after covid-19.
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,4r.vra.7.'This paper gives a focus on hont bakers in and aroun,l Pune region, about u,ho lhey arc; fbr u'horn they are bakine; rhcir
work style as well as rheir ambition; the challcnges they are facing such as toral expenditure for business. ti lc spenl by thc home
baker in their business opcrations, is the information and comnunication technology useful for their bLrsiness process and docs
baking torn home upsets the new upcoming bakers.

The paper also focuses on the increasing consciousness about the availability of generating iucome fiom rhe hobby or skilled
posscsscd from the teclrnical cducation. Nowadays, there is a significanl number of coDsurners in Pune !\ ho wants to eat qurlity
and are trying to make bcttcr and healthicr choices. With rapid gro\\,1h in population, afibrdablc prices and larying earine parrt-ms
ofthe Jocal people, bakery products have gaincd popul0rity in lhc Pune region- I\4any bakery producls such cakes, brcads, cookies
and theme cakes have emerged as consumption items during the normaJ days or spccial evenrs in Pune. In fact changing life slyle
and eating habits have shou,n that cuslomizcd cakes, cookics chocolales arc rcplacing traditional lndian mithai as gilis for various
festivals likc Dirvali and Christmas.

Key tords
Home bakcrs
Bakery products
EDtrepreneurs

Inlroduclion
Home bakers cornpriscs ofa snrall and disorganized portion ofthe larger baking indusrry. Itlany women have moved in rhc field ol
cooking and baking and hnve taken steps to establish thcnrselves fluitfully as pronrinent home bakcrs. These bakcrs are baking front
their homes and baking not just cakes and breads but also cupcakes and cookies that are cuslomized lo meet thc custoners'
rcquirements and dcmands.
Home bakers usually stan their operation on a very small scale. They begirr wirh limited resources and shapc their lrade through
personal ef'furt- At lhe end ofthe day, thcir success will depend on thcir capability to manage and gt ow the organization.
The main motto oflhese enthusiastic talents is they vant to
l. Be the oun boss
2. To achieve financial indcpendence
3. To cnjoy creative nccdonr
4. To use your skills and kno*,ledge
Baking industry is been recognised as a conlpetitive induslDr and those &'ho got starlcd earlier have lhe first mover's ud\.anlase but
there is also a place for many in this industry to get started at a minor l.\,el withlimitcd brders. In general, innovativc and creatjvc
bakers somclinrcs achicve amazinS popu)arity becausc oI their passion for baking. They are risk-taking idealisls wlro conrnril
themselves to working long hours to reach dcsired goals. I{ome bakers also take pride in u,hat rhey're doing and achieve satisfaction
fiom doing something thcy enjoy. These young bakr-rs also have rhc t)exibiliry to aher 1o vaqTing siruations in order lo achicve rheir
goals.

Scope ot the sludl'
The scope ofthe study is primarily targeled al the honre bakers in pune this study tries ro study the background ofrhe home bakers,
there reasons to opt for home baking, rhe, challenges faced by them, there source of inlormation and what scope they see in doing
the business in this way.
Objectives
The intention ofthe study is to progress and produce data as an examplc how home bakers mounls the ladder ofthcir business
success. Precisely, the sludy looked into the lollorving:
The personaland busincss profile:
Whether thcse new brced of entreprencurs u'ho have started their home baking profession had received technical skill and
knowledge based education, industrial training and experience lo give their operatjon a proltssional touch, or onty passion and
hobby can t'ulfil thc nceds {br thc home bakers.
Does home baking set ups require invest plans, the types ofproducts been baked, whether they bake occasionally or regularly, the
salcs reaches to achieve profirs.
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5. Rcscarchrncrhodologl
Thc follo\,,'ing rcsearclr mcthodology was adoptcd to conducl lhe prcsent resr'arch sruriy:
5.1 Sc'lcction ofarca: lbr the purposc ofrhe st ucl.v- Punc rt-cion $ls su:-rcrcil as this rcsir)n hrs krts ol'flr.ntiril in r.'lrrtii,rr to
manpo\\L-r! infraslrutture as u,cll as the changing slandard ol livirtg and disposablc inconrc o1'1he nc,)pl(

5.3 Pcriod ofstudy: minimum pcriod lbrthc rcselrch work u,as 2 nronlhs as the rescarch wiis conrluclL-J ill rricr() lc\cl.
Collecrion ofdata and information: lheprimllrydrila uas uscd in this research study. For p|irnary il3la. {l.riril((l qrrosrir)nnirir( \\rs
plepared for rhe honre bakers.

analysed using requi-r'ed statisrical 1ools. Aii.r conrPl.'ling analysis work the results were inr<'r'prctc,J irr a srsrtrrfirrt ullrrrnt.r.

6. Revierl ofliterature
ln tlre anicle "the rise ofhomc bukcrs" publishcd on Nonrn's web datcd 29 January 2013 b5 l\4c)anic krho uho hril irrtcrr ituc.l
some home bakers and her iitcrprctaLions arc !s l'ollo\\s- Bhayiravi N'lani a rcsident ofGurgurrn rrho rlas Norkins l-or an c\cni

anagement cornpany atlmirs thar she hal no inrcrcsts neithcr in cooking nor blkini.: and she had ncvcr bakcd a single producr any
tinre before 2011. Shc also admits that thcre is no larlrily history ofbaking, Bhaliravi stancd taking intcrcst in baking aficr she

visited her tiend and after rcading rccipe books and she realjzed that ingrcdierts used ibr baking are lhc )'l'rost conxnon and ale
readily available. So she purchascd thl: oven and startcd bakjng from home since Novenrbcr 201 l. She slroncly agrecs lhat hoDr
bakers has lo work hard as lhere are no helpcrs to help her and she has to san from the scrap for producing a baked product. The
major challenge faccd by her uas the delivery ofthc baked products as pcople rvere reatly to purchase but afler looking at the
delivery distance they need to lravel for the pu)chase, used to deny the orders. But as her business aDd her reputatiort reacl'led the
peak the problem 1'aced u,as habitually decreased as people stancd taking effur'ts oftravelling lbr the requilcd baked producrs baked
by her. At the end the satisfact ion gained by thc cfforls addcd in thc home baking opcrations is Ii uit fu1. Anolhcr home baker N4onika
Manchanda rvho is from technolog ical background leftherjobdueto hcrsnull baby son. As bak irrg Tvas hcr hobby shc started she
sta(ed writing a blog and s)owly she became passionate to slan a small horne based busincss. As her business grcw, she stopped
baking liom her honre based kitchen and converted one of tlre room iD the house as bakilrg unit. ln the anicle "the rise of home
bakers" published on womcn's web she mentions lhat sct cost is the hurdlc anr.1 is a necessary investnicitl so one must plan lhis
inveslmcnt carefully before starling any business. Another major challengc fbr hcr u'as procuring raw tnatcrial especially food
colouring agerts which she fouDd it's belter to source from us. As conrperition among honrc bakers nu ured she adopred a strategy
-to producc lot ofbreads and savoury products which not all thc home bakers bakes, Lync-ttc Dias rvho is 37-year-old, opcrates her
home bakilg business in NIBM, Pune. Dias, was a hr prolessional in the it industry, ard now she takes four orders a \yeck.
She mcntions in the afiicle oven liesh publishcd in Pune nrirror on Sep 28, 2014, that homc buking business has boomcd 200 per
ccnt in last t1\,o ycars and has staned rcshapin-q as an eDtcrprise it is daily sourcc 1br caslr. The orders for homc bakers have increascd
drastically from onE or two orders a week to evcn three orders a day. In recent years clients lasre aDd preference have also changed
from regular cakes to customised cakes. She also focuses how honre bakers are dilfercnt fronr prolessional bakers. Home bakers
bakes fresh products as per the order which is not always a case wilh comrlcrcial bakeries. Also most ofthc bakeries have baked
products rvith common tlpica) flavours on the olhcr hand lhc home bakers arc always on their foot to bake as pcr the custonrization.
Also according to many home bakers they suSgcsls that clienls can rely on thcm for beltel quality and hygicnc slandards as jt's a
onc man show right from greasing, mixing, baking and packaging.
Focus is also given why most ofthem are driving touards homc baking operations, Indcpendence. crealile frcadom, conlrol on
work load, teedom for creativerress all such ilctors havc given bfth to most ofhor]re bakc[s. Accordirg io Dias i:rdcpcndcnce is a
major rcason why most ofthe home bakers do not want to expand their home based opcrarions into busiucss operations. ln the era
ofcompetition these home bakcls kr]a\\: lhc)'have to be dillirent all the tin'le tbr creating new market at lhe sanle time not Iosillg
their lnentai piece. Internet has proved one ofsuccessful weapon to reach out a huge unknoun nurket. Honre bakers are nraking
use of social networking sites such Facebook, \Ihat's up, lnstagram to spread Iheir busincss apart fionr good rvord of nrourh
communication. Most of the honre bakers are part ol the lbnrm on social net\vorking site called Pune home bakers guild a social
netwolking site crcates a phtfbrrn for most ofthe home bakcrs to share il1fbrnulion reldled to their busincss.
According to chefRishabh Anand, ofthc Leela Palace De)hi, in the article "honre baked goods" in bakcry rcviov (Feb - March
2019) home bakers take lot ofellbns to bake thcir orders up to the customer's standardization. As u ell as they do not comproinjse
for the quality of ingredients uscd for baking as most of the c licnts are regular. Scveral bakcry and pastry acadtrn ics are opt'rat ing
in rrajor metro cities uho are providing vocational and technical qualitrcation to most ollhe upcoming horne bakers. Thcy also
provide traiDing facilitjes to such candidates which can furrher help thcrn in slafiing their own home banking unit. Thcsc home
bakers have startcd making usc of the social nredia like Facebook. lnstagrarL Tu,iller and rclated sitcs to promote their busincss.
They keep posring regularly on their olvn u,ebsites and such sites regarding their products and their day ro day activities rclared to
baking. As home bakers crcate customised products for special occasions to create special elTect the pricing ofrhe pmducts go lttle
high which seems a challenge for the home bakers according lo him.
l-urthcr i11the anicle "home baked goods" in bakery review (f'cb - N'larch 2019) chefBalcndra Singh, fouDder Institulc ofBakery
and Pastry Arts (IBPA) says that lrome bakcrs luve their o\yn idcntity as thcrc products are unique and dillercnt from the regular
bakeries. One can easily ordcr prodllcts and rely on home bakcrs as thcy arc make less use of anificial tlavours, colours, and
minimurn use oipreservati\.es. Quality product as per custo$isal ion. bcllcr coordination and case ofdelilery are somc ofthc llctors
$'hy pcople order to home bakers. These honrc bakers are nol only baking as per the clicnts but rhey har,e sraned crcining and
developing ncw rccipcs which is replacing thc traditional festive nithai. A fusion ofbakery and Indiar nrithai is a trend coming up
during the festivals and attracting the clicnts arorrnd the city. Thcy also produce very exotic products like cakes in jars, srrgar liee
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: -: i::J r-r..ils i1s ilrr_\ nr\e lr-(s alfirrlenJ Lhr'rclore ltss ilrcstnrtnrs opPonunilias lbr nlaahincr) ard locls.

:_: !i'ir.1i.\'a L;s 1o ba airrricJ oLrl honl honrc thav hr\e 1o balancc thc space and cqui|me l nacdad. Lack ol
i Jr ir 3 Lrle 5ixle anil has ralv on alo-<e o cs rnd good \\!'rd ofnroLrlh. LirriteJ range oiproducls: froJu.es

:i i.::r.ir:!'ri proJuclssolhamcruisshcn!'r-asclrnrpircJtol,-ikrrics.Lou,shclflili: mosl oilhe lirncs proJLI.Is
: :! :\ i:r.lirrrs iirhe or.lcr is c:rnrcll.'d cirnnol ba salJ 1!- nllrrr aLlslcrncrs. Pricing: they pul lot oiallirls ,rr

r:-! J:ri .rcserrrtion as lrcr rcqLlirenlcnt \\hiih irl.iirarrl\ ir:rrrhses the aost of lhe pioduat, the clients !lu a\s
:i aisl \\,rh rclril t-ukeries. Tin:e ccnst!iiifrir Drost oilhe tixlcs lrst nrni:tes orders have to be processed in a shon spun .l'

,:::: rr L:e s;De rr-ricle horle brked -!co.is'ir1 bak.1v rerldr lFth \1.r.1! l0l9) director cf Dilta Nutriiires Prr Ltd \'1r.

, : -:r :h.'ii ljl'c ai,i \\ hin rh.ir price .{)nsir ainls. To -giin knn\\ led!e aboul thc r r.tn1 happcnirgs ir the baking $-orld Ihcs. honre

:"rlrs als,.r ettenil workshops conJuctcJ bl ucll knoun chcls anJ also lisit lhc blk!'r) axpos.
\l:s l),r1i5n)iL.t Shalrn! in her arlicle- Lrdk.rl in age o1-socill nr.dii in bil.ry rtricu (-lun - July 2019) lbcuses on the -\1uJt b]

ihc cn!il!cnlcDI lcrr'is ofthc ciicnts.

ilaarrr!li r I\r ',rr::iir cL-,i.li:ltns 1o lrL,i!'ai lha Jtlrrr'rr proJLrcts. .\nd in shorr ()ne LlocS nol haS to in\,est on the deli\ery pcrson
Tie nrL-:: irr:i,-r.,r:t ls ihit tl:.\ :.iirure th. clr.'nt: tn tlcir $cL,srtc anLl socral rrr.-,lra \yhich is indircclly helps in promoting the
['u: rness oihcrr l.,icr:
ln the arri.r'nr Tir.n;.,r:i \ r:,: :rril ilre :( :r,- i'.t\.r! ri r,-. :rc :rJl:.:inl thc lorlJ oldcsscns in the city on l2 Junc 20l5 sha

she is rer,tly iLr speDl lLras hcuis io c..lr:lere the rn:-r;t \aairJ:l! rn ler rnniJnt is t,ro:L:gc^'so she prefers modelling chocolatc
lirr rhe en \\r.L r..,uir.,l rr 111. .rLr. .\:r,:1.'r l-.:r:r :"irr \1r: \';r:lra llrrri O.rk- *ho *a-r !n occasional baker, quilled hcr
aL)lxli]rlrt,la t,,b lirr Sallirl iunaLl ,riih :.i.rnt Sl:: :,ri--rrt: iii-ii i; .,nc iir. crcatLrc iilcas hc ,.hc can crcalc batrcr products and

oftirJhnt $l:i._h rs rcc;::t lr';n.: in;rlc Jr-ic:.,.rt,r..

Pp 0l alS:h. rJmils that,.hc hlJ a hol:b) ruJ pr::i.ru 1or b:Llir! r i!ht lronr Ihc chrldhood and shc liliillrd it bv doin!r thc srnr. tir
hrr iiLtniis enJ liurilv fi.Dlbr-rs. At one stage of l1li sLe declded lo put her ideas into plofessloll \,hicli $es backed b_'- hc-r lriends

!n.l ihe r.alizlJ rhlre \\ls rlLrii. a deurilnd 10r drcolated clke as per the require rent ofthc cliert!r.ro pursue skjll in thc an of
icco|et in!: cakes shc- srat!-d readirg and pracricing thr- same in her l re hours. She also attcrrded skjl) bu ilJing u or kshops or!l:!n iscd

by tht rvcll-kno*n chci.s. As the load of\\,ork increased her skills $ere also erhanced. Sl'le slallcd cal.lrins morc lrorr thc lrcu lr

hcr es *rllas u ill gire r mor. proti-ssional look 1o hrr op.r-arions. lrirm ihe blrsiness saf.t), point of ricr," she reeliscd thrt lradc
licence and food salilv liccncc is the musl 1o kccp hcr busincss -uoins ad shc -qot il don. Som the respcclive departnrenls. Sht a,hrits
that p.rsonllcomrnu icrtion \\ilh clienis , n'ilrkcting, branding, use ofsocial nredia nruhi-tasling arc allthc basic inplrts lbr thc
running up thc honrc busincss but ifonc nran looking into allthcse aspccts nright alTcct the product qualitr output.

Jlarhod rnd proccduI'cs
Th is r estrr ch dctaiis are ofprople u ho starrtd a honrt brlr,ry businrss, ihe rcasons lbr sranirgll honre trusiress oibakerv. thc srze

nisLlsiness arJ there trouth plans, problenls laced in opening a busiress and running it. It is a field research uhere lhe qriestioner
r' ..: cir iLrl:rcJ rnJ i 2 rcsporscs \\ cre r!-cai\ ad ani in anal) sis \^ rs Jonc on thc dlla colle.ted eb,)ut lhe home bekirg busincss.
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Q. Do -,'ou have a prol|ssional qiraiilication in bakety and corllecliorler) ifyes aL \hich lcYel speci1l"i

@ BaLt:ry sircl1 term colrrse

tffi Diplor,a corrse

'tl. Degree course

& Ncne

A iarge seclion ofrespoDd.nts ( 60 l; ) don't ha\e a degrce r'diploim in hotel nunag.-mcnr .rr a prolessr()nil degree in culirary or
bakerl

Q. Do )ou have a proicssional nlcntl)r,1() rvhom tlo Iou look up to in this industryi

& Y*s

tJ \\'hrt uas thc biouest challenue in slaninc vour bikcrv,/bakinu business?
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Le!;l l.5p"c:5

I !
i:t i

I l-1
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Though a )arge section of respondcnts don't have a prolcssionel rlegree in hotel nranagement culinary or bakery tLc-v have a
pr olessionll nrcntor u,ho can help then.
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As i[ solution to problems social media and YouTube is also a major source to find larest trends

Q. What bakery products are baked by you?

Fl,::r j};:;r'i*r d i:,ili)

'-)... - a. - !: [-tj:t,!
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ihcrd;:rs
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sonr!- solLrlions lik e :

. -\f,plicatr,rn ofsonlc pronrutional or l.!rcrtising tcchliqucs lil(' \isilirlg crr{1.

. (;eIins in r,.ruch $ith llnance cofipany or sponsors \\'ho 0rc \villinlr lo sponsor
r Social nr!'\iia \\'as strcssed bv nrlny as nrajor lool lbr pmrrotirrn anrJ rrsinrr it ell'cctirclv can incrcasc thc pronrotion lbr business
o Explaining thc uniqueness ofthc producl lo lhc custonrer
. Strrrl) 'np hou' lo process loans anJ fi,rJ r ariorrs schcrr'ts lbr iini,rrcrng.
o To find a suitable nrarkct for specialiscd products like glutcn ticc, sugar frcc rcduced fat contain producls etc.

Q. Which ofthe lbllowing sources oflatcst trcnds ket-p you update?
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lluj.rr pnrJticr balrJ:tr;J strlJ rlc ir,lits lnti clp.r:lcs un.i cl:rrc,rlitcs
hlrkcls or large.

Q. \\hr,rt is y,our busincss paltcrn?

il)rrrpt,.i'i. rr.J hr('ri.ls il.'n,l pr.,\iucr-.] lnJ sol.i hr.hor,.c

S i "l;ig;trdiadr-G it ar:.i*r.

& i nlar &L',:i .r';d sriE

& t r,;Le *nly 'tc f:s:ir;lg

Nearly all (88%) ofthe rcspondents bake according to ordcrs. This is to controt cosl and reduce uncenainrics.

Q. Ifyou bake according to order, how often you bakc?

{S Once E r1.€€k

& 3-* bff€-5 € lrieek
,li ik*y r:,-:ce
.& r"{rJeig}€ rir:€ 3 a dBl

J:i,i1,T:ri::iljj:"0fl10;:::.0'u" o,"v- rhis shows the irregularirics ir flow orbusincss. Bakcrs necd 1o rtnd a,narket wh!)c

i
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Large section ofrespondents bake in 01g and convection microwave as lhey have linrit of investing in business

Do you use impoflcd tools:r
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Only aror.rnd .10 ?6 ofhome bakcrs havc donc flsai licence *hich is a lcquiremtnt lbl anyonc \\'ho does fbod related bu-!in.ss. lhcre
* ere also somc hoDt Lriikcrs \\ ho have not responded to the qucstion 3s lhey don't hrve anv liccnsing d,tne.
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N{ost ofrlle home bakcrs intest less in Lhe initial sttige ofbLlsi|.ss hcnce a larre nLnrber ofresponderrls hr\e irl!csleil les5 lhirr I

lakh rupees in setting ofrhe kitchcn (l-.akcryJ.

Q. llo\ mu.h.os1 is rncui'c.l in:.'tting Lrp yoLrr kitihci)

Q. Do _,'ou rlrke use of irnponc.l food matcriels lor rhe nllu laclulirg of thc brkery pr oJucts l lf I cs u hich of Lhc fir llo* inl
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Nlosr ol'thc bakers have a very less naterial cosl rtrortlll) below 111000 rs. lhis also shou'a relerancc lrirh rhe nuniber oflinlcs
thcy bake and uhv the honre hrkcrs rclal on bake accorrling to ord!'rs. -As rhc rrlrlcrial cosr rcquir!'rncnts arc lcrrv that sho$s lhal
thc bLLSincss is also a lorv prolile business uhere bak!'rs necd 1o lake frcal]rrtioniil! lna!sLrrcs to rcriuce ioss.'s.
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The pricing strategies for home bakers is cost plus or exclusive very lil1le seclion ofrespondenrs r<lay on priccs ofri'nrP(r rr r!,r)

Q. What is your lnonthly sales jn rupces?

5C30t-75C0C

The largesl section (64olo) ofrcspondents havc monthly sales of 5000 to 10000 which is a rcflection ofthc material cost they spentl.
Thc home bakers latk in promotion and initial investnrenr which results in a low proiilc olbusincss. The 4 7o ofrespondcnts show
Dtore than 50000 rs ofDroDthly sales which sho*'s that lhere is a scope il] thc busjness and home bakers can do better ifn'lore e1-1brts

lowards promotion are taken.

Q. Wlat are your future plans for your bakery?
I\4ost oflhc respondcnts want stan there own cafes or bakcries on large scale. There is a small section ofrcspondents who do honlc
baking as hobby and don't havc any intention to incrcasc the scalc ofbusiricss.

9. Conclusion
l- A large scclion ofhorrc bakers don't have a profcssitrna) dcgree in hotel manageme)rl culinary or bakcry but lhey luke help fior)r

professional mentors. These ncw breed of cntrepreneurs u,ho have stancd their home baking profession do not have rcceiYed
technical skill and knowledge bascd educalion, induslrial training and expcricnce to give their op!'ralion a professional touch it is

only passion and hobby that makes them to be the honre bakers.
2. Lack ofinvcstmenrs lcading to insulllcicnt promorion and marketing budgcts and snrall space and sin)ple equipnl!-nt are the major

concerns ofhome bakers. The home bakers are aware oflheir invcslmenl problern and have planned to grorv the business tluough
systemaric invcsrnrents frorr rheir carnings.

3. Social nredia is a boon for the home bakers as il lrot only have given a frcc platform for promotion of their business but it is also a
source ofinlormation which home bakers relay on lor infornution relared to lalest trends.

4. There are incgularities in flow ofbusiness for homc bakers for uiich they nced to lind ncw markct where they will get continucs
business like s:ra1l cafcs and restauraDts. They also necd to makc dillerent baked goods and advcrlise thell] to the nrarket as ruosr
ofthem relay on cakes as there major product- Adding more items like pastry products, cookies and anisan breads can open ncw
markets to them.

5. Awareness about fssai licelce is lacking in the home bakers, which requires to be addressed as having this licence will help them
to reach larger markct.

5C00 - 1C0CC
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ABSTRACT
This paper seeks lo qplorc the influence that social media hos on the choices that consumers nake with regards to
decisions of the place that they would like to visit, sawur food as well as helps generate revenue and build a brand
image. Social media plays a major role in bringing nurhbers to the hospitality industry. It has made building
relationships easier and marketing easier at much lesser cost lhqn it v;as a half a decade before. The awarenets and
visibility that an orgqnisation has today is widely due to the marketing, either directly or indirectly by social nedia
plaforms. Furthermore, attractive food ancl locale posts help create a factor which enables viewers'to visit as well qs
uPlo^d lleir conlent which brings in more awareness, which was the outcome of this exploratory research The result
rvould be significant to hotel and restauranl owners as well as consumers vho rely on social media while making a
food choice.

- Keywortls: Social media, viral food, branding, bloggers, customers and hospitality

Introduction millions. That is the ar?reness and visibility

Hospitality does not stop at hotels and today's social media give'

restauranti;it has rather ;;; ,;;,. ii ;; Along with marketing, the audience is also

includes tourism, IT sectis, Malls, Hospitals interested to know who has visited the

and more. Witt tt" Uoo- i.ril;;;;;J.;; properfies, who have posted pictures of ir, who

challenge and conrpetition. e race rather, a ate what. 1'hey look forward to seeing

race to sustain and rise above the 
"th.;. 

H;; everlthing that has happened online with the

do they do that, you ask? They -*t.t. No* brand or property. Every movement related to

the world does not r,"* 
"."r"f, 

uiiit;;;r ; the property is closely observed and if it looks

oover them all nor do ,h";;*;;;;;. h;;; promising, the deal is then and there turned

enough space. It is the social metia and the concrete'

lech savvygeneration that has taken over. 25 objectives
years back, painting of rvalls of houses and o To learn social media's role in the
streets, flyers were pasted on public and private hospitality industry.

. _ properties rvere in focus. o To analyse effective ways of nmrketing.- A decade ago, brands started to advertise their o To unde'stand how it is different than other
properties in newspapers and televisions. modes of marketing.'l'ajness is one such video ad which was made . To know the impact of social media on the
by Taj group of hotels. Another popular mode audience.
of marketing was via pamphlets which is a
practice stilf used. Previousiy pamphlets wer.e Significance of Study

distributed iruide newspapers, magazines and r This study tvill help you understand how a
another mode which is still practised today is, little mori attentio; towards building social
things have changed and dynamios as well, the presence on Intemet can bring mori valge
way of marketing and the way consumers and nloney to the hospitality industry.
attract to a product are different too. Today, it . It will help to an;lyse different social
is all about aesthetics, picturesque locations, media stratigies that will prove to be a
tlending iterus and Instagram-able life. blessing for hotels and restaurants to get
Today it barely takes hundred rupees to make a more rev. an4 monev wise
flyer and post it or ine. You can run ads and
target your audience. The entire process at the
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(Gururaja, 2015)stated that the will to try a new
place, food item or restaurant becomes more
concrete after viewing the pictures posted on
social media and that more than 1/4ft of the
online world popuiation depends on social
media to find eateries and hotels to cater to
their needs.
(Lim, 2010)is his thesis mentioned that social
media is here to stay, and it has the potential to
highlight a business and achieve financial
benefits. A dedicated team to handle social
media is needed to communicate with potential
customers and the organisation.
(Healy & Wilson, n.d.) This article reflects on
the hotel reservations received with relation to
the social media engagement that the hotel
guest have undertaken. With the help of data
mining, it ascertains the pre and post
reservat ions made,
(Kushwaha & Sainy, 2018) states that digital
media has taken over all businesses and
industries, including the hospitality industry.
Hotels not only engage with their guests via
social media, but also aim at creating a hand
for themselves.
(Seth, 2012) this article takes into
consideration the consumer's perspective of the
v'arious channels of social media that have
created an impact on the purchasing choices
and brand imprint for an organisation.
Aswani & Gugloth (2017) states that the hotel
sector in India has been rapidly growing over
the years, alongside, social media has also been
actively used 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 younger generation.

Scope of the Study

This research focuses on how impactful and
sustainable social media ma"rketing is and how
a strong social media presence of a brand is the
ne:ed ofthe hour for the hospitality industry.

Limitations of Study

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

Research Methodologr

Primary Data: Primary Data was collected
from 118 respondents by circulating structured
questionnaire and online interaction with
general audience.
Secondary Data: Secondary Data was collected
by referring various brand's social media
presence, social media marketing strategies,
print and published material, which was
available in the form of e-books, webinars, e-
journals, e-papers, etc.

Data Aualysis and Interpretation

The questionnaire was circulated amongst 160
respondents where in 1 18 gave their feedback.
Age: Majority (70.3 percent) of the audience
age is between 21 and 25 years.
On being asked how familiar they were with
social media, 100% of respondents said they
are well familiar with social media.

Which of the following social media do you
use more?

Instagram: 76; YouTube: 23; Facebook:|2;
Twitter:7 - To identify which social media
platform can be more beneficial to invest in
for the hospitality industry to which most of
the respondents said Instagam and YouTube
followed by Facebook and twitter.

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

The analysis is categorised as per the amount
hours spent:
3-5 hours: 31.8Yo;hattedt timed but very
often: 37.8%o; 3Omins to aa hour: 15.6%o;

More than 5 hours:1 1.1%

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

try that dish?

To analyse the power and impact of a picture
on respondents and the scale of proflt a
picture can give to the brand. 44.4%o said Yes,
sometimes they go to the restaurants to try
that dish, another 33.3yo said they Very often
try out the dish they saw on social media or
they go to that restaurant to try that and
another 22.2%o said they follow this all the
time but neither of the respondent said they

ISSN 23 19-4979
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don't get influenced by a picture on social
media.

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

platforms?

To understand another means to connect with
their customers other than newsletters, social
media can be very personal and ease the
communication on day-to-day basis.
46'/o of the respondents follow their favourite
restaurants on social media platforms.
407o confess that even if they do not follow
the restaurants on social media, they often
check their profile ifthey have any new offers
or to see what new is happening at the
re staurants.
22,20 says they follow quite a few
restaurants and travel pages on social media.

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

77.8Yo people agree that knowingly or
unknowingly they plan on visiting/ adding it
in the itinerary as the picture/video gets stuck
in their minds
l3o/' say once they see something on social
media, they create concrete plans on doing
that. This could be anlthing, dish, restaurant,
hotel or even a city.
llVo of the respondents do not plan on
experiencing what the picture is about, they
.just like to look at it.

Have you 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
powerful and influential platform. A lot of the
times a food video starts trending on social
media and the response it gets from the viewer
who want to try that dish helps the market
understand the demand. More than 85%o of
the people are a fan of such videos. One ofthe
respondent quotes "A lot! In-fact I inspire my
cooking from those recipe'

Have you ever felt tempted Iooking at the
videos online example tandoori chai?

To follow up with the previous question, how
impactful are these trending videos.
51 7o respondents answered rvith 'Yes! Had to
try' l5o say they tried and are still a fan of it.

20Y" do not consumed chai but still tried the
trending tandoori Chai to know what the hype
was about and only 22%o said 'No! Haven't
tried"

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

79: Yes; 24:No; 15: I wish too
79 out of I 18 respondents have tried maximum
viral food dishes like pull up cakes, momos,
and fusion food. 24 of them have not tried any
yet but they are looking forward to it and
l5have 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 Zomato reviews and Swiggy
reviews, Reviews on social media play an
important role. 57.8Yo feel they get better
insight on such platforms and almost check
tagged pictures of the brand every time. 31.1%
claim to check occasionally and 22.2%o solely
depend on tagged pictures and their reviews to
decide to visit the restaurant . 2.2%o says they do
not believe strangers on the internet.

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

To analyse how many restaurants, hotel
brands a respondent follows on social
med,ia,60o/o say they follow quite a few.
13.30/" say nearly 10 to 15 accounts. 17.87o
say 1 or 2 and,8,9"/" claim to follow a lot of
such brands.

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

To understand what is it that the viewer wants
from their favourite restaurant's social
accounts, the respondents was asked what, is it
that attracts them towards the brand ard 28.9Yo
said their al1ttactive food photography of
dishes, to learn what new good-looking dishes
they serve. 24.4Yo follow them for their stories
and daily active and to know what's happening
at the property. 24.4V" follow them to be
updated with their offers ard 22.2o/o for brand
aesthetics and how well they manage and
represent their brand.
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Conclusion

1 . Consumers spend a lot of time on these
apps. More often they are found browsing
on these apps. When you advertise on big
boards on signals and roads, it takes a lot of
nroney and the attention spau you get is
very minimunl Where-as when you post on
social nredia with right strategies, you get
greater attention span, The viewer opens
and stalks the profile, goes tkough all the
pictures, and tagged pictures, Saves the
posts, Shares the profile with the people
they want to go with. All of this with
mininrum cost.

2. Aesthetic food posts have the potential to
attract customers at your door, hence nrore
revenue.

3. customers are interested to keep in touch
with their favourite places even after visits
and look out for their social pages in hope
to see what's happening at the property.

4. When a post is set up at a picturesque spot
at your cafe or the view of the rooftop bar
or simply about your properly, even if the
viewer is not from your city, He/she would
unconsciously plan on visiting the brand of
when irr town.

5. Social media tells a lot about your brand
and what to expect. Especially the tagged
pictures and food posts. Being active and

engaged with the customers is always
recommended.

6. Looking at the statistics, customers are
interested to keep in touch post their dine-
ins at the restaurants too.

7. While starting a brand's social media,
professionalism is key, pre-planning the
feed using apps like preview or UNUM.
Creating a content calendar, using trending
hashtags, making attractive highlights and
engaging stories, havinga budget for food
photography.

Recommendations:

Frorn all the above study, it is safe to say that
social media plays a rnajor 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 a decade before. Being active on
social media ard interacting with customers,
Uploading the restaurant's best dishes with
descriptions/ captions tlut will tempt them to
order food from the restaurant or visit thenr,
Using the corect appropriate hashtags of
around 20-25 with niche specific can help
bring more attention and reach out to newer,
potential customers.
Dedicating a budget to social media will give a

good boost and is a long-term investnrenl.
Budget can include hiring a social media
manager, Food photography, to run ads and
intluencer marketing. A iot of which of
onetime thing and other can be combined.
How influencer marketing lvorks in most of the
cases, A restaurant invites a social media
irfluencer, blogger to the restaurant to host

tlrem for a dine-in or in case of hotels, Stay
which is on tlre hotel and the blogger or
influencers are paid tlre convenience fees i.e.,
the travel fees in return of which the
restaurantlHotel asks for a ferv deliverables on
the blogger's social media.

Chart Title
d lfollowthem

.25%

stories,lliketo see
what is happeningat
the property
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Statement of objectives:

-To understantl the impact of COVID-I9 Pandemic on the Hospitality

Abstract
The world is on the threshold of recovering from the pandemic covlD-l9. Thi pandemic has put the

safety and security of the guests as a prime focus for every industry. The Hospitality hdustry is all

geared up to welcome the guests while adapting to the newer technological trends which assure guest

safety and security to handle crisis. The industry has realised the value of teclmology which acts as a

catalyst in providing guest satisfaction while reducing the operational inefficiency. The Hotels which

are quick to adapt to the technology would be ahead ill the busir1ess as compared to the ones which are

late. The reassurance of the technological applications at various touch points ':ri!l add value and

satisfaction from the customer's perspective. The industry has been quick to adapt strategies for

efiicient management ofthe crisis. Implementation of safe and hygienic practices to handle guests

with inclusion of technology has increased. The staff has undergone systematic training sessions to

handle any crisis situation. In this paper we would explore the new technological interventions which

the Hotels have adapted to enhanci value perception while assuring health safety and confidence. The

adaption to the new technology is increasing the expectations of the guests and even the hospitality

opeiators to add competitive advantage. The paper will carry a quatitative research to understand how

G hotels adapt the niw ways to deal with crisis which impacts the industry in the adverse mannel A

study of literature from articles and papers in Scopus Joumals, web of science, Google Scholar, UGC

C"r" iorrrruk, fr"riously publishes ariicles in leahing ttospitality Magazines will be reviewed for the
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-To analyse the advancements of technology to provide touch less service and the use oftechnology
for effective crisis management.

Ilypothesis:
Hr - The Pandemic, COVID-I9, has had an immense and adverse impact onthe hospitality sector.

Ho - There has been no signifrcant impact bf the Pandemic. COWD- 19 on Hospitality
IL Hospitality sector has adapted the technology for better sewice and experience ofthe guests.

H0 Techlology does not affect the hospitality sector as it works on the prfurciples ofhuman touch and
technology hasn't developed in the sector.

H: Hotels have adapted technology in the testhg times to manage crisis and also sustain the business.

Ho Hotels have no clear strategy to handle crisis.

Research Methodology.
This study uses the evaluative research methodology to analyse the effectiveness ofthe technology in
the crisis situations to make recommendations for the future ofthe Hospitality Industry. The basis of
this paper is on the secondary data and the outcomes are qualitative in nature. Scholarly articles frorn
reputed joumals are reviewed and assessed for compilation cf the data. The scholarly articles from
reputed joumals and authors fronr national and intemational repute have been reviewed. The work is
also an outcome ofarticles and e newsletters published online,All the refered work is recent and most

ofthe articles referred are published in the year 2020 which adds validity and recency to the work. A
detailed questionnaire has been circulated to gah a clear understanding ofthe situation and the impact
oftechnology in these crisis times. Responses from 45 industry experts and guests have been recorded

and analyse for the purpose ofthis research.
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Introduction:
In December 2019, the world woke up to a vlrus which actuaily changed human beings drastically.
The disease was described as an infectious disease that is caused by severe acute respiratory syndrome
coronavirus (Adim, et al2020). The spread ofthe virus was very quick and soon the virus had spread

to 196 countries in the wor1d. The disease has greatly slowed down economic activities across the
world, with many countries coming under partial or total lockdown (Oruonye, & Ahmed, 2020).

Human being is a social animal, it is really difficult for a human to not indulge in activity which
includes his/her close people, be it family, friends. Due to the Covid-I9 pandemic, the world's
economy was shut down aknost overnight GhfWTO, 2020). In only a few months, the coronavirus
(COVID-I9) impacted the world, both socially and economically. As the hospitality sector thrives on
intemational and domestic tourism, got affected severely due to the lock down which was imposed by
many countries. Hospitality businesses are expected to make substantial changes to their operations in
the COVID-19 business environment in order to ensure employees' and customers' health and safety,

and enhance customers' willingness to patronize their business (Gdssling el al,, 2020). This actually
has paved a way for newer ways of service and b,ring the confidence in guest. History has shown that
a crisis can bring about tecbnological innovation and development (Colombo, Shikha, Hasanat, Arif
& Hamid, 2016). Due to advances in artificial htelligence (AI), miniaturization, and other

techlologies, robotics have grown increasingly more viable in hospitality and tourism industry settings
to provide concierge, housekeeping, food, and other service tasks (Yu, 2020). The service industries
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have come to recognize their potential lbr delivering an autornted service to increase productivity,
service capacitl,, provide consistenl service quality, improve competitireness, to cut costs, and
improve hnancial results (Belanche, Casal6 & Flavi6n, 2019; Ivanov & Webster, 2019c). For example,
after the current pandemic (COVID-19) people may desire to have physically distant service which
may not be possible with receiving service from human employees. Thus, robotics may increasingly
gain importance in terms ofproviding physically distant hospitality and tourism services (Seyito!lu &
1vanov,2020). The hospitality industry is a dynamic environment in a constant state ofmovement and
evolution. Through technology, the last several years have witnessed the industry change at an
unprecedented pace (https: //tisoh. edu/).

Review of Literature
The outbreak of the new coronavirus infection, CO\1ID-19 was initiated from the Hunan seafood
market in Wuhan city of China in December 2019, and within a couple of months it tumed out to be a
global health emergency (Adim, et a12020)- This caused the countries to call a nationwide lock down,
close national and intemational borders. As the situation is still recovering, travel restrictions are being
observed at national and intemational levels. These travel bans, border closures, events cancellations,
quarantire requirements aDd fear ofspread, have placed extreme challenges on tourism and hospitality
sectors (Gtjssling et al., 2020a, b). Air travel, for instance, has been regarded as an amplifying and
accelerathg factor for influenza (Browne et a1.,2016) and this segment has witnessed significant
curtailments as the need of personal safety and survival has become pivotal (Nicola et a1.,2020).
Social media is playing a huge role in toiay's rvorld to connect with the guest and provide a clear and
up to date infonnation about tlieii favourite brand, and the status of operations. The hotels are alscr

using live promotions in many live streaming platforrrs to help their guests to get reliable, tunely,
accurate and reLiable information about the hotel. 'Ihe experience of the Covid-lg pandemic shows
that robotic technology could be efficiently and effectively used for cleaning, disinfection, delivering
food and medicines, or providing information related to the pandemic to people (Yang et al., 2020), as

robots are not aflected by the virus. The service of the food or any small housekeepinf requtements
can be delivered by robots to curb any contact of the human being and to spread the feared virus. To
provide a suitable example, in February 2020 the food delivery giant Meituan Dianping introduced
robots in some ofits partners' restaurants in Beijing that helped in taking food llom kitchens to delivery
employees and customers waiting for takeout orders (Toh & Wang, 2020). Ifa guest is infected and is

obliged to remain under quarantine in the room, a hotel may use robots to deliver food, linen, and other
items, without risking the health and safety of the staff (Ivanov and webster, 2018; webster and

Ivanov,2020; Yang et al., 2020). In the poslviral world, the use of robotics may be widespread as

people would be more concemed about their safety; safety and security may be one ofthe main factors

that influence tourists' choice ofa destination and particular tourism./hospitality service provider (Hall,

Scott & Gdssling, 2020). Hotel operators are beginning to pay closer attention to the potential benehts

of artiflrcial intelligence (AI) and its applications, such as robotics, in hotel management practices

(Zabm,2Ol9). Although the hospitality indushy is known for its human touch, such a development in
technology will take some time to actually 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 Hilton,s Digital Key app, allow hotel guests to choose their guest room, check in, and unlock their

doorusing their mobile device (Corncast Business, 2018) Such apps can be developed to increase guest

convenience and confidence.
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f)ata Analysis
According to the survey conducted for the specihc research to understand the technological
interventions rn the Hospitality Industry, the respondents beiieve that the Tecluology does play a
major role rn (he lndustry.

A total of 45 respondenls participated in the survey and ahnost 70 percent of the people feel that
COVID-19 has been one ofthe longest pandemic il the History ofother pandemics in the world. There
have been other Pandernics like the Plagues, SARS etc. but Corona has been one ofthe longest which
has affected many lives across the world.

ll:::::=--=-*

One of the most severely affected urdustry by the COVID-19 is clearly ttre Hospitality Industry. As
this industry is clearly dependent on the dornestic and inteniational tourism, tlle lockdown and travel
ban due to the Pandemic. Also the hospitality industry mosrly deper.rds on human beings for much of
the service part. With nurnber ofpeople ilvolved the risk ofthe rfection is much higher and hence
the industry had to pause its operations to ensule the virus does hot spread due to the industr'1rs
characteristics of Human Touch.

:

It is very clear that the industry must be very cautious in resuming the bushess and bringing it back
on track due to the nature of the Industry. The Industry has always been known for its service and

human touch, and hence it becomes more important for the Hospitality to be more careful to resume

business.

::---::---=-"-'--
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Even though the Hospitality thrives on the Human touch and services offered are personalised, the
technology has started playing a major role in the hospitality. Many of the services are now
technologically enabled and provide a better option lor the sector to decide the exact nature of the
service which is required or would be required for the guesls. This will fl[ther become necessary post
the pandemic as many of the services required would be touch less, to add value addition and safety
for the guests.

fl

I
1l

!
I

The change in service delivery from manual to digital is s1ow1y taking place in the Hospitality sector,
which allows the sector to provide assurance of safety and security to the guests availing the services.
The industry is taking steps to adapt technological iaterventions wherever possible. Self-check ins,
check out kiosks, chat boats, smart key cards, access tkough guest mobiles are some of the key
examples ofthe touch less precautiorc taken by the industry.

Social media has been playing a major role in today's world. The Hotels too, are using ihese social
media platforms to inform the guests aboul the timely updates ofthe protocols guided by the local
govemments, the social distancing practices beiqg practiced at the hotels, the hygiene and sanitation
measures taken, the colnmon areas of the hotels, adaption oftechnology, special rates etc. The social
media influencers too have a role to play in these times as the ones who have already witnessed the

services by a specific hotels may put information about the hotels efforts to ensure safety and security
may also help the hotels in big way.

The technology would only add value whel it comes to guest satisfaction and security. The guest

would become more conJident when the tecbnological interventions would help him enjoy a seamless,

happy and safe stay.
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Digitization ofthe processes will also help hotels to manage their own resources effectively and help
maintain the costs. Technological advancements like sensor motion lights, temperature control enables
tle hotels to save energy.

r:.:;:Jx--'*'

The guest services can be customized and can be served at the guest's convenience and need. The
guests can use their own gadgets and use them whenever they need the services.

Addition oftechnological interventions will only add value to the guest service. The hospitality sector
will gain more advantage of security, safety and control with the advancements of technology. The
advancements which are applicable in these testing times, will contfuue providing better experiences
and guest safety even in the post pandemic world as the guests would become habitual to the
techno logy.
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The hotels which adapt tecbaology at a faster rate will remain 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.

The information received by the guests can actually help the hotel to design the services as needed by
the guests. It also becomes important that this data is carei'ully used to share hformation about the
hotel and the upcoming events and offers etc. Providing guest satisfaction by anticipation ofthe service
need would actually be easy through technology.

The technology can be very useful in handling crisis *'here human beings can do little. Touch iess
services, sensor lighting, robot concierge, mobile and gadget apps will enable the seamless service and
will be able to sail through the crisis situations. Decision making through artificial intelligence would
ensure accurate and effective measures are undertaken by the hotel, to assure safety and security for
the guests and also for the staffofthe hotel in testing times.

The pandemic has had severe impact on the hospitality services. The hospitality has been quick to
realise the need for the technological interventions for providing seamless guest service and deliver
satisfaction. The technology also helps curb costs and allow the rnanagers to take a better control of
the crisis situations as and when they arrive.

Conclusion
COVID-I9 pandemic has certainly affected the world. The Flospitality industry was the worst hit the
tourism industry came to stand still and the operations became close to zero. With the hope of the
vaccination, the hospitality started the operations with domestic guests. Technology was actually not
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 clear intention ofbringing the customer confidence back.

In the past decade, the technology has evolved and has played a key role in the development ofthe
hospitality and tourism sector. Adaption of technology has become mandatory due to the pandemic
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and there have been many imovations and developrnent in the technology. Along with the value
addition, technology also adds sense ofsecurity and confidence. Technology has proved to be efficient,
and accurate to provide guest service. Touch less services *-ere introduced, to ensure reduced ltuman
touch. The customers' expectations also increase as the ewer tech.nologies evolve and this cleariy
create a demand.for new innovations in the freld oftechnology in hospitality sector. The customer is
now dependent on virtual services and requires a higher bandwidth, n 5imple Wi-Fi system is no more
sufftcient and the hotel must invest in a good broadband bandwidth to suffice the load it would carry
due to the virtual services. The menus are now easily accessible ftom guest mobiles or tablets enabling
themto order directly. The trend will just keep growing with more additions and newer ways ofcontact
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 irnprove and create new guest
experiences that anticipate and meet evolving guest expectations.
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Abstract
With the onset of the Covid 19 pandemic and normal life thus coming to a halt, the concept of cloud
kitchen gained momentum. The purpose ofthis study is to ascertain the preference of cloud kitchens
over restaurants during the pandemic. Food delivery globally has been experiencing massive growth,
alongside rapid advancement in technology has given a further push to cloud kitchens. Additionally,
the factor of hygiene and safety as a priority and changing sales strategy can further establish the
vital ity of cloud kitchens overalt.

Keywords: Life in lockdown, cloud kitchens, gho5t kitchens.

Introduction
The concept of cloud kitchen is not a fairly new phenomenon, but has a high amount of investment
that has steadily increased over the years. Pre pandemic, food orders and delivery were managed by
s;mchronous modes of communication like over the phone, personal references, advertisements and
flyers in local newspaper and online food applications. (Kitchens et al.,2021)As technology took oVer,
the operations were mainly managed <lniine, whicli provided arr opportunity to anyone ltavilg a kitcirel
facility could cater to the demand through websites, online applications and food delivery partners.

The virus that took the globe in its gasp since its inception in early 2020 and the subsequent lockdown
measures have seen a substantial shift in demand, from in-restaurant dining towards home-delivered
food. Cloud kitchens have been key to facilitating this move.

Cloud Kitchens:
Cloud kitchens are also referred to as ghost kitchens or virtual kitchens. Cloud kitchens by its virtue
could be explained as a restaurant that does not have the capability ofdine-in. It danotes 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 into food preparation and delivery or
liaise with food ordering portals such as Swiggy, Zomato, dine-in, in ll:ldia (Times of India). Clord
kitchens offer varied meal plans, ranging from local, Indian specialties to global and eve[ haute
cuisine.

Impacts of the change from restaurants to cloud kitchens

Making Hygiene and Safety a Priority
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With maintenance costs further reduced, cloud kitchens have been investing more to ensure the
hygiene and quality of the food aod packaging, since the begiming ofthe pandemic(litdia Today).
Kitchens are equipped wilh infrastructue a d the staf'f is well trained to follow the guidelines provided
by the governing authorities. Daily temperatu'e checks for kitchen staff and delivery staff along with
regular cleaning, and sanitizatiofl ofequipment and workstations is undertaken to ensure that the food
is not contaminated in any manner. In order to meet the timely and systematic delivery to the
customerc, cloud kitchens make use ofFSAs or their own employees for a personalised touch. This
coupled with the advent of contactless delivery has enhanced the safety not only of customers, but
staffas well.

Suitable Conditious
The restrictions on dine-in facilities for restaurants have completely changed in favor of food
delivery(Gosai & Palsapure, 2020). Customers are heavily relying on food delivery apps for ther
needs. This is a growing opportunity for cloud kitchens, which can further expand to combine
variations like standalone restaura ts, multi-brand kitchens, or kitchens where restaurants can have the
whole thing outsourced. The pandemic environment provides for a perfect opening to increase the
market share ofthe Food and Beverage industry by making informed decisions taking into account the
choices and needs ofthe customers. They can easily farniliarize to changing custonier preferences,
which can lead to the rapid growth ofcloud kitchens.

A Change in the Sales Strategy
The universal strategy of offering co_qpons and discounl codes is beilg changed with the assurance of
the delivery of hygienic and safe iood. In the current Covid-l9 fright, customers look ior the trust that
can be guaranteed by restaurants ifthey can guarantee them that the food is made in the most hygienic
conditions and is deiivered to them with no scope for infection. Customers do not falter in paying the
extra amount if brands can ascertain to them that their safety needs are the first pdority of the
restaurants and delivery agents(Jones, 2020).

Lower Costs and Better Margins
The Food and Beverage industry has suffered economic losses like most industries during these

troubled times, which is only getting worse with erninent lockdowns. Kitchens have to cut down on
staff to maintah operations and are therefore preferring the cloud model silce it only requires a

minimal back-end stafl which is advantageous for both employers and employees in the present

conditions(Chavan, 2020). Besides, operating cloud kitchens in the lockdown period is optimal, rather

it has higher margins given the severe cost cuts in inliastructure and other dine-in facilities. With these

margins they can redirect investments to increasing menus and offer competitive rates, ieading to more
revenue.

Change in Customer Demands

Cloud kitchens can adapt to change in demands much faster than restaurants that have b€en switching
to online delivery in the face ofthis pandemic. Cloud kitchens have an edge in providing facilities like
better packaging and contactless delivery. With farnilies spendir:g time together in lockdowns, the

ordering pattern has shifted towards cost-effective meals (Choudhary, 2019). Healthy and nutritious
food have also seen a swell in demand, with people trying to live a healthier lifestyle. Cloud kitchens
lind it easier in givi.ng in to such demands as compared to other restaurants that will lose out on income
ifthey don't keep up with the changing demands. Food items that were earlier exclusive to the dine-
in menu are now added to home delivery menus to attract more customers.
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Social media has been used most often is all of the cloud kitchen undertakings. This rise in use of
social media has delivered an oppo(unity for the growth ofcloud kitchen and the rise in nurnber of
potential customers. Cloud kitchen are known to attract customers for its unique dishes, the taste and
quality offood, the variety in the number offast food items offered and the hassle Aee availability at
the doorstep (Nitesh Chouhan, 2019).The Cloud kitchen concept is cost effective, no fuss and the
eminent future is for home delivery food and takeaway wilh the rise in restrictions put forth by
govemments for containing the pandemic. Cloud Kitchen enterprises advertise through social media
marketing which is iess costly as compared to big hoardilg and bill boards (Kumar, 2019). Cloud
Kitchen as a concept is an emerging trend and modem phenomenon accepted around the globe quite
readily. Compared to restauants and fast food outlets CAGR (compound Annual Growth rate) is very
noteworthy for cloud kitchen operations. Multi cuisine restaurants and chain ofrestaurant have started
implementing the concept ofcloud kitchen to be in the competition. Takeaway food outlets that don't
have the facility ofdine-in within the premises, now have an option ofsetting up cloud kitchens. Cloud
kitchen works as food production team with space for food preparation and delivery at doorstep of
customers or takeaway by customers (H.M.Moyeenudin, 2020).

Research Methodology
Obj ectives

. To apprehend-lhe need of cloud kitchens during the lockdown phases of the Covid 19 Pandemic.

. To rxplore customer preferences ofcloud kitchens over restaurants.
o To identify and analyze the limitations of cloud kitchens.

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

Primary data-The primary data has been collected from people who order food online. A
questionnaire was circulated which featured relevant questioris for analysis ofthe topic chosen by me.

Secondary data-The primary data has been collected fiom the internet from journals, websites, pages,
blogs, research papers and social media.

Sample size-The sample size of this research report involves 69 people who have been selected
completeiy based on convenience and relevant to the study.

Sampling method
Random sampling method has been used to collect the data through a medium of questionnaire.

Oo you kr@ at out clorrd kitchens?
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830/o ofthe respondents know about cloud kitchens and have responded positively to the question, l7o/o

respondents are unaware about what cloud kitchens are and hence have negatively answered the
question

Figure 2

The highest number ofparticipants i.e., 78.3% prefer ordering food through mobile applications. The
other 20.3ok prefer lood take away ftom their favourite lbod joints. The remaining l.4olo participants
prefer ordering food directly from the restaurants or food joints website.

::;:::,-'***"^ 
*''*'

Figure 3

Majorly participants prefer ordering food from restaurants. According to the data collected 73.9Y, of
the participants order food from restauants. Participants do order food from cloud kitchens but they
are comparatively less in numbcr. Irom the data there are 26.1oh of the participants who ordcr ftod
do so from cloud kitchens.

l^lhy do You PEfd o.ddins f,s l€fuhds? Utr
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Figure 4

Inoking at the responses above 55olo ofthe participants prefer ordering food from restaurants because

of their liking for a particular cuisine and because the restaurant food is according to their personal

preferences for taste.37o/o ofthe participants order food from restaurants because they trust the brand

and the quality, taste and quantity offood they serve. The rernaining 19% ofthe people order food
from restaurants because they have been visiting a particular restaurant for quit a long time and are

loyal customers
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Whst accordlng toyou a.e the reas.ns fo. people s lnclln.tion towa.ds ordering froii.loud

(40.6*)

32 {46.4'}6i

. Figure 5
The major reasons why participants order food from cloud kitchens is because ofthe quality offood
they serve, menu variety and value for money. Hygiene and feasibility are other reasons why
participants prefer ordering food from cloud kitchens.

Do )DU tel lhrt in the p.sr y6tr clorrd kitcheE haw f.in d rDpurnity i)E E.r&rsts
wnen 

'r 
cores to orden.p food?

Figure 6

From the above data ii is analyzed that cloud kitchens have gained popularity over restaurants when it
comes to ordering food online. 79olo participants agree ro the question and respontied positively.

The remaining 21% participants responded negatively and saying restaurants still overpower cloud
kitchens when it comes to ordering food online.

Whataccording to you are thellmitations laced by cloud kitchens?

69.eslorse8

G0.4an)

F7.7%)

Nol aHe ro prcvlde oYeE !!inq
exp€rl€tl@ lo g$edls

cciorne, base lor a re€bided

17 (24.6rC)

; 30
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to provide an overall dining experience to gxests and tirey have a customer base for a restricted area.

Other limitations according to respondents are that cloud kitchens face difficulty to reach customers,
they offer limited choices ofmenu and it is difficult for them to frnd a space required to starl a cloud
kitchen.

Why dowe need rnore cloud kitchens?
r_D

13O 1%l

(55.1%)

Promote small bus'nesses

!o

Conclusion
To conclude, cloud kitchens are a new concept which do not have a physrcal dining area but prepaic
food and deliver it through onlhe delivery applications to their customers. Cloud kitchens have

becorne popular during the pandernic as people had no dining options available. Cloud kitchens serve

food with good quality, taste and that too at a reasonable price. Cloud kitchens have lower operational
costs, lesser number of staff required, no restriction ofspace, no dining area to maintain and hence can
offer products ofthe same quality but at a lower price than that ofrestaurants.

Setting aside all the odds cloud kitchens have emerged to be a tough competition for the restaumnt

business in the world and in India. They have made a space for themselves in the market and are

serving customers. All this to the extent that restaurants started following their business model during
the pandemic to vail away their daily operating expenses and earn minimum profits. This shows that

every difficult time gives us an opportunity to upgrade and innovate oumelves and the one who changes

with the time is sure to sustain in any given situation.

Suggestions

o A limited choice ofmenu is a concern with customers, entrepreneurs can add menu variety for more

customer satisfaction
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Hyqienicrty prepeiad food

20

According to the responses there i" u o""a fo, l*ltlua mt"rr"o. so as to promote small business in
the city. 63% people say so 550lo people say that cloud kitchens prepare food hygienically hence there
is a need for more cloud kitchens. 34olo participants say that cloud kitchens serve simplified menus.
Simple and wholesome ingredients with no complexity is the main 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.

163.9%)

50

count 27
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o Since the custorlers have no access to kitchens there is a concem on the hygiele, entrepreneurs leed
to give customers the assurance of quality and hygiene, tluougir ways of packagmg and use of non-
reusable contahers, and vacuum packaging as this is need ofthe pandemic.
o Feedback from customers are important and implementing them gives an assurance to them and
increases profrtability.
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Abstract

India is a country of varied culture and traditions, however this is the counhy which is always ready
to accept, adapt and learn new things then let it be food, apparels, tecblology etc. It was a culture till
the post-independence where the men were the head of the house and were responsible to get the
earnings for the family, there is a sea change in all these traditions now, the family dynamics have
changed over the years. There are a lot oftechnoiogical advancements along with education what rs

observed thgse days, there is no skill or job which is restricted to a padiculal gender or age everyone

is readily following their own passion in some way or the other, sometimes this passiol or liking is

also becoming a souce of Income. This paper is about the emergence of Home-bakers and how the
use ofsocial media in the challenging times have helped therr boosl their sales. Pandemic brought the

wodd to a standstill, but it also gave an opportunity for small time bakers and also budding
entrepreneurs, to follow their passion and converting it into a business opportunity, it also saw a lot
ofuse of social media for promotion and sales, but also faced a few challenges as lock down was

<ieciared and carrying out the task ai times became difficuit. This paper highlights how social media

was a boon for the home-bakers.

Ke],words: Home-bakers, Social Media, Pandemic, Challenges.
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Introduction:
The past year was a major destruction to the world in terms of health as well as business. The COMD-
19 pandemic has affected the lives ofpeople in an immense way. People recognized their ski11s and

talents, made use of the free time and developed their skills by learning more. This situation gave a

rise to many small businesses, Home-Baking is one such small start-up which flourished during the

lockdown. It all started when people started baking desserts for liiends and families during the

lockdown period. People started following the videos and tutorials based on baking to learn and master

the ski1l. People fiom all walks, housewives, students, working professionals and even the experts

started a small set up from home either to relieve stress, an\iety, upgrade the skills or to sta( a small
business.

The clientele's preferences have changed to health and hygiene as there is an increased health risk and

prefer home-baked products. Home-bakers offer a variety of dessert menu starting from brownies,

donuts, cheesecakes, cookies, cupcakes to customized cakes including fancy decor, edible cake

toppers, floral and wedding cakes.
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The pandemic has given these emerging entrepreneurs an opportunity to reach the close circles, expand
their reach to the local regiol. The social rnedia has played a key role in making these home bakers a
success. Social Media has helped them to attract the potential customers. Furthermore, along with the
business home-bakers make use ofthese vi(ual applications to conduct workshops and showcase their
work.

Objectives:
o To understand the evolution ofthe Home-Bakers during the pandemic.
o To assess tlre challenges faced and measures adopted by the Home-Bakers.
. To recognize the use of Social Media for marketing ofthe baking businesses.

Hypothesis:
Hr: The home baking business have flourished due to the pandemic and lockdown.
Ho: The Pandemic has had no significant impact on horne baking business.
I{z: The home baking business has adversities to grow and has to make necessary adjustments
Ho: The home baking business is easy and can be managed easily without any issues.
H3: The social media is an effective tool for marketing for a home baker.
Ho: The social media is only used for socializing and isn't much use for marketing.

Review ofLiterature:
Ritika Gupta, in her blog, Why Home Bakers are an edge 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 ofcakes and other baked delights as
it seems to be out ofthe box. Home bakers have taken the market to next level for a number ofreasous,
such as, uncomplomising quality. Hom€ bakers ensure that all the products baked in their home-
kitchen, is Aesh and ofgood quality.

Home Bakers bake for household consumption and home baking entrepreneurs are the ones who sell
their home baked products. (Seshavarthan V, et al, 2020).In a blog posted ot CNBC Make It (March
28, 2020) tilled 'Why eyeryone is #quarantinebaking their way through the coronavirus pandemic',
Ms. Catherhe Clifford states how people from all over the world have started home-baking as a stress
reliever. Many have started using social media, to share their baked products and conduct a virtual
conversation related to baking, with friends and families on a wide range, using the hashtags. Zfte
Economist (April 08, 2020) posled a blog on the Daily Chart section 'Home baking is on rise, Thanks
to coronavirus lockdown' mentioning the increase in the sale of baking raw materials in France,
according to Nielsen, a market research company. In an article from The Print (April 26, 2020) titled
'Indians in lockdownfind a new passion in baking bread, and it's helping them beat the blues'byMs-
Fiza Jha, mentions that, let it be a supply chain issues or the need to overcome anxious energy,
quarantined Indians are tuming to the culture of baking bread. During the hard times of covid-19
pandemic it was noticed that a trend came into existence amongst the Indians - home baking. In a
newspaper article fuom Hindustan Times (May 07,2020), 'Sweet nothings: Home bakers whip up and
deliver delights antid lockdown', Ms. Malika Bhagat has mentioned about the home bakers from Delhi
who are facing a tough time to keep the business going on, to cater a high demand with limited
resources / raw materials. Home bakers offer a special lockdown menu which consists ofhealthier or
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keto desserts, keeping in mind the health and safety ofthe customen. The news article from The Hindu
(September 17, 2020), 'Students ayound India are tuming towards baking business: heye's how,
written by Ms. Padmaja Jayaram, states about the students who are utilizing the lockdown from
balancing their studies and coming up with new experiments to set up a small business. In the blog
from restdurantindia.in (Obtober 27, 2020, 'How bakery industry is innovating during the Covid-j 9
pandemic', i}Le dkector ofBonn Group oflndustries, Mr. Amrinder Singh, has revealed about how the
pandemic has helped the home bakers to get into iocus and attract a number of customers. Offering
healthy baked goods and unique products have assisted the home bakers to get business. The
newspaper afiicle published in Tfte ly'ew Indian Express (December 25, 2020), 'Home bakers steal the
show' by Ms. Deena Theresa, mentione<i about the rise ofhome bakers and their growing business
during lockdown. The home bakers who had their hands in the business even before the pandemic,
noticed a great increase in their sale from qid of2019. The increase in home bakers was also seemed
to be a challenge for the ones who were already ilto this business, as the new home bakers offered
products at a lower cost. The news article from The Times of India (January 02, 2021) 'Rise of the
Home 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 advertisement. The pandemic had a great effect on
several 1ives, thus to manage the stess and an-riety, people started to get into baking. In an arlicle &om
HospitalityWorld.com from The Economics Times (May 17, 2021) 'The rise of hone bakers amid
pandemic', Ms. Sakshi Singh states about how the lockdow:r has pushed so many baking enthusiasts
to start their own venture and convert their passion into profession. The bakery industry in India, is
facing a robust growth ofover 90% and was calculated to be USD 7.22 billion in 2018. It is clear that
people prefer purchasing liom c1ean, hygienic and trusted baker, for most, this could be a friend,
relative or an acquaintance that they trust which automatically improves their mmket value. With an
increase in the spirit of entepre eruship, the scenario ofhome bakers in India looks quite promising.
Speaking about the digital world, technology has been a big reason for this shift in the trend. A blog
posted on Batry Callebaut website, 'Why people bake at home - Top 3 Home-baking trends'has
mentioned why honoe baking is getting so much growth during the pandemic. This time, people utilized
to bake sweets fi;r their families and watched many baking recipes on the social media platform. The
3 main reasons for this are - Indulgence: Due to the lockdown, people tried their hands on bakilg.
Health is the other reason/trend which has gained importance thus, people preferred home baked
delicacies which offered them vegan and eggless options; Convenience is the ultimate reason. People
need easy way to get their work done with high quahty and quantity.

Research Methodology:
. Primary Data: The primary data was collected by circulating a structured questionnaire and
interaction with the home bakers from al1 over India, majorly Pune and Mumbai. The questionnaire

was circulated to 65 home bakers out of which 40 respondents gave their feedback and were able to
help in the aoalysis ofthe data for the particular topic.
. Secondary Data: The secondary data was collected by leferling various pdnted and pubiished
material, which was available in the form of official websites, E-paper, newspaper articles, blogs, etc.

Analysis
1. Are you a?

It was also a very noticeable thing that 500/o oithe respouses (20 numbers) were working
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professionals from another field. 4502 (18 numbers) were students and 5oZ (2 numbers) were
housewives who had ventured into this are

u a? (40 responses)
House-

wife/husband
5%

Student
45%

{ Student ! Working Profession " House-wife/husband

2. When did you start baking?

To identify when did the respondents actually start baking or thinking about getting into this business,
the analysis for the same was 600lo i-e., 24 respondents were already into this business even before the
pandemic struck and 40%o i.e., 16 respondents only thought or entered into the business during the
pandemic.

When did you start baking?

lr Before Pandemic d After Pandemic

3. What was the purpose ofbaking?
Out of40 respondents 26 were doirg this as this was their hobby and liking, 10 respondents had this
ii a source of income. 2 respondents also mentioned baking helped them to relieve stress and anxiety
during this crucial time and 2 respondents were passionate about baking-

What was the purpose kino)
Passion

5%

of lncome
2s./. obby

f

65%

4. Have you been trained in baking?

When the part of training for this particular business arises to adapt to the skills ofbaking, out of40
respondents 22 had acquired training and 18 were not actual trained in the baking.

Working
Profession

50%

Relieve stress and
anxiety

5%
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Have you been trained in baking?

4\
rlo "l

I 55%\,

.Yes.No

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

The graphical representation shows that the generation for this business came in ftom various sources
for the respcndents. 13 mentioned that the family was the motivation for them into this fleld, 14 of
them converted their hobby into business, due to pandemic 7 ofthem started with baking.

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

Mar

lnternet

r Family/friends suggestion r Social media/ lnternet o Pandemic

. Hobby into profession n Market demand $ No business

6. Do you make use ofSocial-Media for advertising your business?

Out of40 respondents, 39 stated that they do use social media for the purpose ofadvertisement oftheir
business.

Do you make use of Social Media for advertising your business

Yes

97%

7. Ifyes, which platfomr do you prefer?

From the data collected it is seen that the respondents preferred various online platforms to showcase

their products. Maximum respondents i.e., 30 numbers chose Instagram, 4 opted for Facebook, other
4 for WhatsApp and 2 ofthem prefer a1lthe mentioned platforms.
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lf yes, which platform do you prefer?

, 70%

tacebook

!o% :

lnstagrEm
75%

' Facebook . Instagram r WhatsApp . All

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

75oZ ofthe total respondents (30) found that social media helped them to draw altention of their clients
towards the business, 23% (9) were not sure whether it was sociai rnedia that helped them in the same

and Zok i.e., 1 respondent said it did not help him to attract the customers.

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

:ilt';i
23% #|\.f\Hil,"}

\r- -

r Yes . No e Maybe r

9. How do you deliver your products?

It is clearly observed bythe pie chart that most ofthe home-bakers (21 respondents) self-deliver their
products, 2 of them use Dunzo App, 14 respondents mentioned other options such as Faito, Uber, third
party/del ivery boy and/or Take-aways.

How do you deliver your products?
Other

5%

Self
a]%

r self : Dunzo r Swiggy/zomato t other

10. Who handles your Social Media business account?

Most of the respondents, i.e., 97o/o handle their Social Media account by themselves. Only one

respondent mentioned that the account was handled by his/her tiend.
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Who handles your Social Media business account?
: ctt erl

C)
'?llY:

i self s other

1 1. Is your business registered under Food Safety and Standards Authority of India (FSSAI)?
When it was asked aboutthe registration ofthe business under Food Safety and Standards Authority
oflndia, maximum respondents (23 numbers) have FSSAI license and 17 respondents do not have any
food license or haven't registered for the same.

ls your business registered under Food Safety and
Standards Authority of lndia (FSSAI)?

irf\qzx, I v"tgr.
lYes rNo

Would you like to adopt any other ways of promotion for

Other
s%

Allofthe ab

. Newspaper Advertisements r Distribution of Pamphlets sWordofMouth rAlloftheabove c Other

Findings
Though n.rany ofthe home bakers were into the bakittg business, they have seen an increase in sales
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' 12. Would you like to adopt any other ways ofpromotion for your business?

When it carne to different options to be used for the promotion ofthe business othei than Social Media,
the respondents chose various options. 4 respondents selected advertisement published in the
newspapers, pamphlet distribution was selected by 6 respondents. Most ofthe respondents (26140)

chose the traditional way i.e., word ofmouth as another option to promote their business. 2 respondents
chose all the mentioned ways and 2 respondents gave suggestions like to promote the products in
stores, cafes and bakeries.

your business? Newspaper

Distributionof
Pamphlets

Ls%
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during the pandemic. The home baking cornmunity consists of people not only form hospitality
profession but also from rnany other fields, with about 75o/o people being from an age group of21-30
years. It is observed that, out of the 40 responses received, 75oh are femaTe bakers, thus, it can be
interpreted as the home baking trend is a female dominated area. The home baking comrnunity is

mostly people v/ho do not hold any professional certification. In other terms, rrany ofthem are self-
taught bakers. Home bakers came into the market on a larger scale due to reasons like, market need,
rise fu demand for healthier products like gluten free, keto diet, sugar free products. The home bakers
also faced some challenges in their business, majorly was related to availability of raw material,
professionalism and shoficomings of knowledge in using social media as a tool for advertisement.
Social media is also used for communication with the clients and to share various recipes and baking
tips with the other baking enthusiasts. Few home bakers have a third party or a delively agencies for
the deiivery. Majority of the home bakers manage their social media handles on their own, however
there are few bakers who outsource social media handlers. Along with social media, some traditional
ways of advertisements like newspaper ads, pamphlet distribution, word of mouth and promotion of
their products through other established storss is also practiced by the home bakers.

Conclusion

Home Baking as a business was existing since many decades. During the pandemic, home baking was
still very ongohg business by many and welcomed by both the bakers and the consumers. This
business has also seen a rise in trends related to styles, rnenus, presentations, themes, colour
combinations, ingredients, etc. Accordhg to the NRAI Indian Food Services Report, the share oi
bakery and desserts in the foodservice market across different formats is 6%. And this number is likely
to grow at a great pace, increasing the number of bakery shops in India. This can also be accounted to
the fact that technology has enabled many home bakers to showcase their baking talents and run
successful home bakeries.

in times of covid-19, many people identified their liking and skills which led them to get into this
business. As every store, restaufaots, etc. were shut down during this crucial time. the home bakers
opened their doors for the customers. There were rlulny reasons recorded by tirese homc bakers to
come in business such as - passion into profession, source ofincome, few also mentioned baking as a

meditative therapy to relieve stress. The home-baking market is increasing on a greater pace with the
assistance ofdigital marketing. Social media plays a vital role in the advertisement and promotion of
the products to boost sales. The trend has now tumed many enthusiasts to take up the baking as a

profession for the full time.
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Introduction

Maharashtra is one ofthe states oflndia which is blessed with a scenic and serene coastal area,

very prominent and popular amongst the weekenders and family tourists, it has also observed

a lot of infrastructure development in last decade. The locals have always been very hospitable

and have adopted various strategies for promoting lourism in the this belt. They have always

been showcasing and promoting their local cuisines and culture and the altemative form of
tourism i.e. Homestays have been one ofthe most preferred accommodation facilities amongst

tourists both domestic and lntemational. 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

starts from March.

And Beginning of 2020 was no different until the Pandemic started showing its signs . The

alarming spread of the coronavirus infection (COVID-l9) has affected the world, especially

hitting the tourism and hospitality industry most severely. Unexpected travel restrictions and

border closures f6r most countries across the world have caused millions oflivelihood andjobs

lost. Because of COVID-l9 Homestay business was also affected from February 2020.

Bookings were initially suspended via online and travel agencies till the March 2020. The

revenues have been so seriously hut that it was difficult to pay the staff and utility bills.

Homestays were trying to create a model that would allow tourists to enjoy the quintessential

homestay experience, while also ensuring the safety ofboth guests and hosts. Both staff and
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visitors were put through thermal screening. Few Homestays also created separate entrance for
guests.

A Home-Stay, by its combined words (home stay) is staying in some one's home as a paying

guest for short time period, guests are provided accommodation and services by individual

family and community too. Therefore, the Home- Stay Regulation has accepted it as run

(managed) by an individual or community. The Home Stay seeks to draw tourists away from

posh and crowded urban areas to the rural locality full of splendid natural surroundings, by
providing them with clean, comfortable and budget-friendly accommodation and food. Thus,

homestay offets the traveller a unique local experience and possibilities ofinteraction with the

host family. It offers the chance to experience new and untapped places which has enabled the

govemment 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
observing their customs, values and culture, which gives them the opportunity to feel the taste

of rutal life.

The nrain objectives of this research paper, is to provide an overview of the challenges faced

and remedies adopted by Homestays operators, pre and post pandemic. Because ofpandemic,
Homestay revenue were affected , to recover and deal with future challenges homestay had to

optimize cleaning strategy, rework with the existing layout, create a mini market for essential

to avoiding movements of tourist, take advantages of new marketing channels, seek

diversification, improve sanitization, self-care, hygiene standard as per WHO, etc.

1.4 obiectives:

To understand the concept of Homestays.

To identifu the change in operations of Homestays

To analyse the sustainability of homestays in future market.

Literature Review
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1. Sandeep Kulshreshtha and Ruchika Kulshrestha (l2th August, 2019) author of
'The emerging importance of "homestays" in the Indian hospitality sector' talking

about the benefits of homestay tourism from the perspective of homestay stakeholders

and the impact on economic, social, and cultural life, as a result of growth in the

homestay concept and also the rising trend toward homestays. Author also mentioned

about the homestay means they provides travellers a sense of feeling at home, guest

will interact with the host family, first-hand relationship with locals, also experience

the local cultue, and it's a low-cost acoommodation so homestay is affordable for

everyone.

2. The newspaper article in The Hindu (l3th March, 2020) 'Homestays gear up

for hard times' written by M. P. Praveen, presents the current scenarios of the

homestays in India. "The future hardly looks bright though mixed fortunes appear to be
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in store for homestays in the district. Usuallj,, homestays record 70olo 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. But

because of COVID-I9, business were affected since February 2020. Remaining

bookings also got suspended via online booking and travel agencies which was done

for the month of March. 'The revetues have been so seriously hurt that it would be hard

to pay the staffand utility bills', said by one of the homestay operator. Some homestays

also voluntarily chose to block the bookings till March 3l for the safety purpose of
family. But at another side one homestay operator chose to take bookings, he have

bookings by foreigners till March 15,2020 after that they were mostly expecting

domestic tourists till the airports are not get closure.

3. Jiang Yangyang (30th April,2020) as mentioned in the Shine news that 'How
homestay industry survives after COVID-l9' and also gave some suggestions for the

industry to recover and deal with future challenges like have do optimize cleaning

strategy in which he wdtten that safety and health were highly valued by consumers

following the outbreak. Specifically, more than 90 perc€nt ofpotential customers were

concerned about hygiene in rooms and the health ofservice 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 could also provide

a "reassurance card" in rooms which have record of the cleaning times and the

temperature of the housekeeping employee. Rework with the existing layout means

they may adjust the layout ofpublic areas by increasing the space between chairs and

tables, using screens to divide public areas, and allocating or limiting the time public

spaces could be used. Create a 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 brand awareness by sharing the homestay

experience through live broadcasts. Seek diversification because diversification could
enable homestay businesses to withstand risks and uncertainties. Specifically, the

coronavirus pandemic has made the public adopt healthy lifestyles, which facilitates
the development of rural tourism and ecotourism. Therefore, the rural homestay

industry should launch experiential products that focus on meditation and retuming to
nature. For uban 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 a wedding

venue. Improve sanitization, self-care, and maintain hygiene standard as per WHO in
Homestay for safer stay ofguest.

4. The newspaper article in The New lndian Express (17th June, 2020)
'Homestays stare at a bleak future' written by Gautham S., presents that the lockdown
affected the tourism industry badly. Most ofthe homestays were run by the elder people.

Hence, they were aliaid to take in guests.due 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 rurd 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 less revenue. Ganesh

House Homestay, run by Manoj M P, is one of the most popular homestays in Kovalam.

Mano-j 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. During peak season, they

make a profit of 30,000 per month. Though many enquiries have been coming, they

were scared to take any bookings. Ifa guest is infected, the entire family will have to

go under quarantine, forcing the homestay to shut down too as per the guidelines by

govemment. Many foreigners who visit Kovalam every year were ready to come back

if flight services restart. But ifthe outbreak was not contained soon, several owners will
have to migrate to other businesses. One ofthe homestay operator, Rita Madhukumar,

who runs Rita's Homestay in Varkala, said they get enquiries from tourists within the

state. But they also were not taking any bookings because of COVID 19. Another

homestay operator, Sivadathan said that homestay owners will have a tough season this

year. Even ifhomestays start taking bookings, neighbours may raise issues due to fear

ofthe pandemic. They can only sustain in this business if the government supports them

in this situation. Because almost 10 per cent of the state's total income comes from

tourism sector. Hence, the govemment should act to sustain the tourism business. Even

auto rickshaw drivers, cab services and small shops depend on the tourism sector. The

govemment should give long-term interest-free loans to homestay owners to revive

their livelihood.

5. The blog was written by the Karan Kaushik on the official website of Outlook

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'. Homestays were trying to create a model that would allow tourists to enjoy

the quintessential homestay experience, while also ensuring the safety of both guests

and hosts. One homestay operator said tlat both staff and visitors will be put through

thermal screening and every room will have facemasks. Also, they were created

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 rural towism business and also guest were

supporting thsm by sending their relatives and friends and some oftheir regular clients

will also be coming to stay at his destination. The operator belongs to a family of
traditional weavers and aims to preserve the dying art of interlock weaving tfuough his

homestay. They make beautiful durries and their guests love to participate in the

weaving process and learn about their art. They also organises village walks, wildlife
safaris and sunset treks for their guests. Some homestay have long staying guest so they

were provide kitchenette for them and encouraging their guest to cook food for

themselves. Some other homestay operator said that homestays were not their only

source of income. They also do farming, wool work, and they take people on treks and

expeditions. These activities help them to sustain in this situation. They were making

short videos and trying to exp lain the guidelines in a simpler way to other people.
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6. 'Emptied by COVID, homestays find the going tough' this article is written in
The Hindu Newspaper, by John L. Paul (lsrAugust, 2020). He mentioned in the article

that the homestay sector, which along with Ayurveda and backwaters played a key role

in putting Kerala on the lOth 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 tourism agencies based on the amenities they provide. Most homestays in
locals like Wayanad and Idukki managed to weather the COVID-I9-induced storm

since their owners have at least 50 cents ofcultivable land, where they grew vegetables,

tapioca and other essentials. But homestays at heritage zones in West Kochi, on the

Marari beach, and numerous other spots are severely affected since they were situated

in three to five cents of land. Most of the homestays were operated by the elderly

couples who invest their life savings in getting their house readied as good lodges for
tourists. Foreign tourist also banned in lndia because of COVID 19 so this also hit them

hard and the maids and other staff for cleaning and cooking also not coming since

march. Declaration of containment zones also made the situation worst for the

homestays. In this situation, homestay have to pay commercial tariff towards fixed
charges ofpower, watet etc. 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 retumees to Kerala who have to be on quarantine.

But they are stopped by neighbours. People considered as they were COVID-I9
carriers. Few homestay have opened their gates for foreigner tourist who were there in
Kerala. Those tourist were helping them in cooking and also played indoor games. They
also did the fatming in the compound during their stay.

7. The blog was written by Sanna Nalwalla (lOth September,2020) on the oflicial
website of whats hot, 'Before You Plan a Holiday Go through These New Homestay
Guidelines in Maharashtra'. As per the guidelines issued by the Tourist Departrnent for
Homestays, all travellers checking in will be screened at the entry point and only
asymptomatic travellers will be allowed to enter. Room service will be contactless by
leaving the food outside the room doors and all the communication between the staff
and guests should be carried out via an intercom or a phone call. lfguests move around
on the property, they need to be wearing a mask at all times. CCTV cameras at all
accommodation units must be fully functioning to monitor the guests.

8. 'Post Covid-I9: Developing a Homestay Business by Adopting a Social
Entrepreneurship Approach'this article is written by Mohd Mushin Ismail (13th

September, 2020). He mentioned in the article that, to make the homsstay industry more
competitive after the COVID-19 outbreak, they have to adopt a social entrepreneurship

approach. The Ministry of Towism and Culture Malpaysia (MOTAC) and its agency

responsible for developing the home stay industry. Tlre homestay industry have to
improve their economy, then they become more competitive in this business.

9. The blog was written by Tania Tarafdar (25 September, 2020) on the offrcial
website of Crulytales, 'lndians Prefer Homestays over Hotels as Safer Option amid
CO\aID-I9 Pandemic'. She mentioned in the blog that the pandemic has hit the travel
and tourism industry so severely that it could take years for the industry to revive.



Tourist prefer homestays over hotels because Homestays were perceived as contactless,

cleaner and more isolated where Hotels have a huge tumover of guests. A lot of
customers at check-in and check-out in the reception, and hence, people would feel

much more safe and comfortable staying at 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 guests. Also Homestay Hosts were

Marketing Themselves as COVID-Friendly and in this situation sanitisation is most

important because of this guest were attracted towards the homestays. The homestays

in India were continually adapting by ensuring the public health guidelines which is
given by the Health Ministry of the Govemment of India, as well as provide exceptional

experiences to their guest.

10. Binita Chakraborty (2020) mentioned in the Research paper, 'Homestay as a

reliable promotional tool for Cultural Tourism and Security in lndian context' that

Homestay could be a potential component when cultural totrrism were concemed. It
adds authentic sociocultural richness to the tourist's experience. A prerequisite for
tourism is development of cultural resources which are in abundance in India.

Homeskys were an attractive alternative. tourism product to portray the cultural

richness in India. It appeals more often searching for local lifestyle experience, novelty,
personalized service, and authentic social interactions.

I 1. 'Airbnb partners MTDC to promote state's unexplored tourist destinations' this
article is written in The Economic Times Newspaper, by Gaurav Laghate (l1th
November, 2020). He mentioned in the article that, the American tech-hospitality
platform Airbnb will promote homestays and bed & breakfast @&B) tourism, which
will help enhance the economic prospects as the benefits of tourism will reach many
more communities. Airbnb has partnership with the Maharashtra Tourism Development

Corporation (MTDC) to promote nearby travel-to destinations in the state, which are

offthe beaten track and offer a unique experience to the travellers.

12. The article was written by Mandeep S. Lamba and Dipti Mohan (286 March,

2021) on the official website of HVS, 'Homestays in India are Gaining 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 privacy have become the top priorities for travellers. With the advent of
the 'work-from-anyrhere' environment, homestays at motorable 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 years, an increasing number of
intemational and domestic havellers in the country have been preferring cosy

homestays over conventional hotels in their quest for authentic, local travel experience.

The homestays segment is still at a nascent stage and is highly unorganized, with the

presence ofvery few branded hospitality players, especially in the luxury segment. The

lndian government has over the years provided several incentives such as subsidies and

relaxation in licensing rules etc- for homestays as it helps in promoting eco-tourism,

rural tourism and improves the socio-economic conditions of the region creatingby
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porenilai of leisure tourism in India in the future. A growing number of
r;i.morable experiences' at previously unexplored leisure

:!. \lore recently, the Ministry ofTourism also

kshcp: to enhance the hospitality skills of homestay owners in
:tin_q arvareness amongst local communities about

s. Der eloprng a good quality homestays network can help in

post-Co\'lD era. There are several such unexplored and

,,...u......p:d hill statrons, rvildlife sanctuaries, beaches and heritage sites in lndia
.; hrch can be developed into established tourism destinations but are lagging due to

la.-k ofquality accommodation. Homestays can help bridge this gap especially at places

uhere developing a hotel can be commercially unviable due to the high land and

construction costs and the tedious approval process. Developing a luxury homestay at

such locations rvill be a better value proposition due to lower overhead costs and higher

profitability compared to a regular hotel and will also help iu the holistic development

and gromh of the destination itself.

Concept of Uomestay

Therc is a saying in India, "Athithi Devo Bhava", which mcans "The Guest is God". Indians

consider it a huge honour to have gucsts in their home, and go out oftheir way to please them.

Thcre's nothing like Indian hospitality. Sadly, most visitors who come to India and stay in
hotels never get to experience true Indian hospitality. The good thing is that all this is changing

as a result ofthe grou ing popularit) of homesta)'s in India.

Home Stay refers to book accommodation to anyone's residence outside his orvn local

community that ailorvs the tourist to experience a di1]trent liflstyle, authentic culture or er,en

language. Here in the host community oft'ers their fumished acconrnrodation to tourist
packagcd with a personalized, homely hospitality which is authentic to local habitat. The

infrastructure like amenities, living space etc. is shared with thc tourist such that thcy can enjoy

a homely hospitality. To make it an experience, the offering is usually packaged with meals,

utility items and even allowing them to pafiicipate in their local festivals. Homestay packages

are highly customizable based on the preference ofany individuals based on the length of their'

stay or even extended or long stays unless specified by the host.

Apart from accommodatiot't, the Ilome Stay offers various activities for the guests to

exclusively experience the culrural nuances of the area. Activities cor,rld be different from one

home to another, which depends on the position of the geographical area. Instances like at a

home stay in Thailand offers tourist to interact rvith monks, participate in nature tours, learning

how to weave silk or cotton cloth, partrcipating in agricultural activities, learn a specialized

local skill such as cooking Thai Cuisine. Likervise in Japan one can learn craft ofdoll-rnaking.
Similarly, in India many Homestays in Kerala olfers serene experiences of houseboats sailing

around backwaters through narrow canals in canoes. In some of the Homestays in Rajasthan

offers safaris by jeep or camel rides into the countryside, interact with tribes and to face-off
with wildlife. In the hill stalions, treks are off'ered by the host or tourist arc engaged for nature
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walk to experience flora and fauna 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

experience far removed from the usual tourist trudge.

The home stays are not just a regular holiday which to spend a few days to exploring the local
area, they are a 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 tourism industry. Also as a concept homestay can brings people from varied
backgrounds under a single umbrella, quite literally, and can offers an ideal platform 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 toudst to experience far
away from busy, hectic, and crowded infrastructural urban areas to the peaceful calm locality
with full of splendid natural surroundings, by offering them to stay in natural, clean,
comfortable and pocket-friendly accommodation and authentic local food. Thus, homestay
provides to the tourist an inimitabte authentic local experience and the charming interaction to
the local host community. It opens the possibilities to understand a new and untapped place

which the govemment enable to promote widely as a new tourist place and arrange for an

altemative source of income to 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, values

and culture, which is an excellent opportunity to feel the taste of rural life. India is one ofthe
famous 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 local native community for restoring, protecting and

conserving the envifonment and their indigenous culture. We can count tourism as a component
wherein development is concerned, giving importance to discover the ways of expanding
constructive impacts and reducing damaging impacts. To minimize the-rural poverty and

reverse migration homestay tourism can play a significant role. It assimilates many type of
activities like trekking, cultural tourism, agro-tourism, health tourism, and ecotourism.
Homestay business is known for good source of income generation as well as making foreign

crurency. It helpE to increased tax revenue in the particular country also upsurge to economic
development of the nation and creates the employment oppoffunities and helps to overcome
with poverty reduction. It may also stimulate new markets for local community to show case

and trade their local products, for example agricultural products, crafts and others. The
progression of tourism business can help to increase the literacy rate. A-lso with the gro*th of
tourism can motivate people to obtain for higher education and look for new jobs and

livelihood. This community development can lead to the upcoming generation to feel the

hunger for redefine and reclaim their cultural and ethnic identity. But the main concerns are

giving training in hospitality and basic skill oflocal tour guiding to the local so that they could
optimized 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 conservation of
environment techniques.

Homestays offer several advantages such as exposure to everyday life in another location,

oppomurities for cultural diplomacy, friendship, intercultural competence, and foreiglt

language practice, local advice, and a lower carbon footprint compared to other types of
lodging; however, they may have restrictions such as curfews and work requirements and may

not have the same level of comfort, amenities, and privacy as other types of lodging.

Independent travellers typically anange homestays via social networking services.

The family provides to the guest a decent room, attached toilet, toiletry kit and breakfast. This

is why the facility is also called Bed and Breakfast. The guest may avail ofother meals - lunch,

dinner, snack- at an extra cost, ifthe family aglees to provide these. Evidently, the family would

expect advance notice for cooking/serving such meals.

. Benefits of Homestavs in India

There are a number of reasons why staying at a homestay can be preferable to staying

in a hotel. The benefits include:

l. Distinctive and Characterful Accommodations -Homestays offer an unparalleled

opportunity to experience the incredibly diversity and delights oflndia. The options are

almost endless and include plantation bungalows, historic havelis (mansions), forts, and

remote rural cottages. One on hand, it's possible to stay with a royal family. On the

other, a tribal family. There's no better way to interact with Indians from all walks of
life!

2, Personalized Service -In contrast to a hotel, a homestay usually only has a few rooms.

The family who resides there runs it, and acts as host. This guarantees that guests

receive plenty of individual attention. You can spend as little 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 out about lndian culture. Many guests and hosts find that they bond with each

other so much, they keep in touch long after the vacation is over.

3. Safetv -Ifyou are a solo female traveller who is visiting India for the first time or are

simply concemed about staying safe, you 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 their local area

makes deciding what to see and do a breeze. Such local knowledge is extremely helpful

in getting the most from your visit. Many hosts are delighted to show their guests around

their local area, providing them with invaluable insights that simply aren't available

ftom 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 a huge difference between the Indian food sorvcd in

restaurants and hotels, and the food that's cooke<I irr an Indian home. By staying at a

homestay, you'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 food. Some homestays

even welcome their guosts into their kitchen, and let them watch and participate in the

cooking process.

6. Unique Activities -As a guest at a homestay, the focus is on you, and your likes and

preferences. The hosts are tlpically very accommodating and will put a great deal of
effort into arranging activities that are of interest to you. These activities will vary

depending on location. Exploring a coffee plantation, watching a polo match in
Rajasthan, herding animals in remote northem India, village visits, picnics, and temple

tous are jrlst some ofthe options. Guests are often invited to attend weddings as well.

7. Celebratinq Festivals -The ideal way to celebrate lndia's many festivals is with an Indian
family. You will gain a deep appreciation and understanding of what the festival is

about, as well as get to participate in the rituals associated with it. This is particularly

the case during Diwali, which is a special fdmily festival.

8. Getting Off the Tourist Trail -Homestays are commonly located in residential

neighbourhoods, rather than tourist areas. This means you will be away from all the

tourist traps, touts, scams and other hassles.

Staying at a homestay in Ildia is all about immersing yourself in India, rather skimming

over lt.

Government of India Ministrv of Tourism Guidelines for Homestavs:

1. The classification for Incredible India Homestay Establishment will be given

only in those cases where the owner /promoter of the establishment along with
his / her family is physically residing in the same establishment and letting out

minimum one room and maximum six rooms (12 beds).

2. The scheme will be on bed and breakfast basis and charges will have to be levied

accordingly. The type of breakfast to be offered will have to be specified, the

charges will have to be displayed and the visitors will have to be informed in
advance so as to avoid unnecessary dispute.

3. The rate of taxes for property, electricity and water to be paid for classified

Incredible India Bed & Breakfast Establishments and Homestay Establishments

will be those prescribed by the appropriate authorities.

4. An Incredible India Bed & Breakfast Establishments and Homestay

Establishment will be classified following two stage procedure.

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

enclosed Checklist.

b. The quality of facilities and Services will be evaluated by the Regional

Classification Committee. Due preference will be accorded to the

homes, which are able to provide Indian experience by way of Indian
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l'.1,::::s:.r:: c.rast is popularly known as 'Konkan'. The Konkan with an approximate|y 720

.<m .ong coastline and a narrow coastal plain stretching from north to south is a distinct
phl siographic region of Maharashtra (India). The coast lies to the west. On the east, the Kon.kan

is separated from upland Maharashtra by the west facing escarpment ofthe Sahayadri mountain

range. Plateaus and hills dominate the landscape in the narrow stretch of land between the

coastal plain on the east and the Sahyadri on the west. It compriscs the coastal districts of
Thane, Raigad, Creater Bombay, Ratnagiri and Sindhudurg. The Shoreline is generally

straight. Apart from the beautiflrl beaches and island lbrts, the coast is also well known for
f'ruits - mangoes, cashew nuts and kokum-which in hrm attracts a lot of tourists and traders.

The area is also notable for its unique coastal rnd marine biodiversiLy.
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Tourism destination of Konkan Coast:

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 vacation. Close to the top cities like Mumbai, Pune, Konkan coast

is an ideal weekend getaway destination. However, they may find it hard to select places that

will be safe after the global pandemic. So here there are l0 beautiful places in Konkan coast

tourist can visit for a thrilling experience on next trip.

Alibaug:
Alibaug is the one of the best places to visit in Konkan because ofthe mesmerizing beauty the

place offers. Tourist can visit Alibaug Fort, Magen Avot Synagogue, there is also Siddheswat

Mandir and Kanakeshwar Mandir where thousands of pilgrims come and visit throughout the

year. Konkan coast is popular for exotic beaches and find some of them here too, Tourist can

take a stroll on those virgin beaches here including Kashid Beach, Nagaon Beach, Akshi Beach,

and so on.

Added attractions: There are several homestays in Alibaug that offer the best hospitality and

modern amenities, along with delicious seafood cuisine, and for the adventure lovers, there are

water sports to enjoy.

Ratnagiri:
Immensely popular for the delicious Alphonso mangoes that are produced here, this place home

to the hilly Westem Ghats and the gorgeous Arabian Sea, making Ratnagiri an ideal weekend

holiday destination. Apart from the natural aspects, Ratnagiri also offers a lot of water sports

and will offer a relaxing holiday in the lap ofnahrre.

Added attractions: Guhagar beach and the Ratnagid lighthouse are some attractions near the

beaches, and also the Marine Biological Research Station, Thibaw Palace, and the birthplace

of Bal Gangadhar Tilak are there that have made Ratnagiri one of the beautiful places in

Konkan coast.

Page I l2

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, Chhatrapati 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 is 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:
Situated on the Sahyadri hills, this hilly town is often called "mini Mahabaleshwar" because of
its pleasant climate that stays the same tlroughout 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 tho country, with so many beautiful

beaches around, this is one ofthe ideal places to visit in Konkan coast'

Added attractions: Ancient temples such as Keshavraj and Vyaghreshwar Temple can be found

here which some major attractions in Dapoli are making it one of the beautiful places in

Konkan. In addition to this, the forest trekking experience and Dolphin sightings are some fun

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 ofthe splendid sea

beaches, the virgin 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 opportunity to enjoy the bliss of solitude near the

beautiful 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 Suvamadurg are there which offer a wonderful trekking

experience.

Mahad:
Mahad is home to Buddhist Gumpas and Maratha forts that make this place one of the most

ancient places to visit in Konkan coast, The town possesses a touch of ancient history as this

city used to be the capital ofthe Maratha Empire under Shivaji. Because ofthe frequent floods,

the area resembles a triangular peninsula with water on three sides.

Added attractions: Gandhar Pale Buddhist Caves, Raigad, Pratapgad, Birwadi, Warandha

Forts, etc in Mahad that will reminds the history of Maratha Empire.

Kelshi:
This small village in Dapoli taluka is still untouched by the harshness ofcity life and famous

for the beach it has. Utambar Hill reaching the Arabian Sea at this place, along with plenty of
flora and fauna, making Kelshi a picture-perfect landscapo.

Added attractions: Apart from the gorgeous beach, tourist will find multiple varieties of the

Kingfisher bird in this area, along with mangroves and coconut plantations. lf 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 ihe Kundalika River, has become a popular

tourist destination over the years. This small town of Ratnagiri district is famous as a haunted

place. The village also offers activities like river rafting, etc.

Added atffactions: Tourist can take a trekking experience to the Avchitgad Fort ruins, visit

famous monuments like The Dhavir Temple and the Bande Ali Shah Dargah and also enjoy

the stunning view from the top of Hanuman Tekadi.

Amboli:
Located right before the borders ofGoa, Amboli is a blissful getaway destination and one of
the top tourist places in Konkan coast. The hill station has a variety offlora, fauna, 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 abode of Parshuram and hence a very sacred place among the locals and

tourists as well. There are several temples in Chiplun to discover the time ofParshuram. Even

though the weather is pleasant throughout the year, the beauty of this place gets enhanced

during monsoon.

Added attractions: Apart from temples, also visit The Paldavas cave, Narayan Lake, and

Kalwande Dam are some famous spots. Enriched in mythological aspects, tourist will get to

spend an eventful holiday in Chiplun.
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Homestay in Coastal region of Maharashtra:

An ideal destination for the nature lovers, it also entices a large number ofvisitors who yeams

to explore and discover the region's authenticity. Irrespective purpose ofvisiting, the homestays

in Konkan always serue as 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 ideal for the visitors.

Out of the many Home Stays of Maharashtra, the Konkan region is the most understated. And

Ratnagiri is its crown jewel. Ratnagiri 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 attracts experiential

travellers from all over. These homestays offers guests authentic local experiences in culture,

cuisine and from where guests can explore beaches around the area.

Ref httns:,rirwwv.slideshare.neuHolidaylo/hiq-hornc-stays-tlends-and-pollemstE!4lvl



Impact ofPandemic on Tourism Industrv

In the past decades, tourism has experienced continued growth and became one of the fastest

growing economic sectors globally. The sector witnessed a 59o/o growth over the decade in

international tourists' arrivals from 1.5 billion 20l9compared to 880 million in 2009. Tourism

is also a key driver for socio-economic progress, with tourism specific developrnents in an

increasing number of national and intemational destinations. Globally, the tourism industry

contributed to $8.9 trillion to the global GDP in 2019 equalling a contribution of 10.37o. It is
also to note that 1 in 10 jobs around the world is in tourism, equalling 330 million jobs.

However, the strong historical growth has been halted in 2020 amid the global Covid-l9
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 intemational tourist arrivals in the first quarter of 2020 to a
fraction of what they were a year ago. Countries all over the world applied travel restrictions

to limit the coronavirus 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. After the spread of the pandemic in
the first two quarters of2020, 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 closues to foieigners.

The world is facing an unprecedented global health, social and economic emergency as a result

of the COVID-19 pandemic. Travel and tourism is among the most affected sectors with a
massive fall of intemational demand amid global travel restrictions including many borders

fully closed, to contain the virus. According to the UNWTO World Tourism Barometer,

International tourist arrivals (ovemight visitors) fell by 72oh n lauary-October 2020 over the

same period last year, curbed by slow virus containment, low traveller confidence and

important restrictions on travel still in place, due to the COVID-I9 pandemic. The decline in
the first ten months of the year represents 900 million fewer intemational toudst arivals
compared to the same period in 2019, and translates into a loss ofUS$ 935 billion in export
revenues from international tourism, more than l0 times the loss in 2009 under the impact of
the global economic crisis. Asia and the Pacific saw an 82o/o decrease in arrivals in January-

October 2020. Data on intemational tourism expenditure continues to reflect very weak

demand for outbound travel. While demand for intemational travel remains subdued, domestic

tourism continues to grow in several large markets such as China and Russia, where domestic

air travel demand has mostly retumed to pre-COVID levels. UNWTO expects international

arrivals to decline by 70oh to 75oA for the whole of 2020. This would mean that international

tourism could have retumed to levels of30 years ago. Looking ahead, the announcement and

the roll-out ofa vaccine are expected to gradually increase consumer confidence and contribute

to ease travel restrictions. UNWTO's extended scenarios for 2021-2024 point to a rebound in
intemational tourism by the second halfof2021. Nonetheless, a return to 2019 levels in terms

of intemational anivals could take 2% to 4 years.
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INTERNATIONAL TOURIST ARRIVALS BY REGION
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The lockdown due to the pandemic has affected the tourism industry across the globe, and the

hotel sector is among the hardest hit. Global hospitality data company STR compared 2020's

first quarter status to 2019 figures, hotel occupancy rates dropped as much as 96% in Italy,

680/o in China, 67%, inUK,59Y, in USA and 48% in Singapore. There's no doubt that the hotel

industry has witnessed a severe impact by the pandemic and the lockdown status. The

hospitality industry is likely to be hit hard. March has borne the brunt of many large-scale

cancellations across the corporate, MICE and leisure segments. Tier 2 and tier 3 hotel markets

in India continue to witness a small erosion in business. Occupancies in at least the first halfof
March were only partially lower despite the spread of the virus in some states. Restrictions
placed on travel and stay-at-home orders issued by the authorities led to sharp decline in hotel

occupancies and revenues. 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 reduce restrictions on domestic

and international travel.
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Data Analysis

4.1 Research Methodology:

Primarv Data: 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 to help data analysis for the

given topic.

Secondarv Data: Secondary data was collected by referring various print andpublished
material, which was available in the form of e-books, official websites, e-joumals, e-

paper, etc.

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

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

4.2 Analvsis and Interpretation

Profile of the Homestay Operators:

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

Age: Regarding the age, majority (86.7 percent) of the homestay operator's age is between

30 and 40 years.

About the Homestay:

1. How long have you been in this tourism business/ Homestays?
15 responses

a 5 lo l0 years

O 10 io 15 ycars

{i 15 to 30 years

O 30 years to more

Analysis and Intemretation: Out of l5 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

to l0 years.
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Is this your Family Business?
15 responses

a Yes

(lNo

Analvsis and lntemretation: This pie chart contains, 2070 operators have started this

business recently and 800% operators its their family business.

3, Do you personally operate your business or it is outsourced?
l5 responses

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

4. What are the various accommodation facilities available at your destination?

I h-hor.rse rooms

a ]enl

A Collsgesl Small Bunglow

a Do'milory

a All or lh€ above

Analysis and lntemretation: Various tlpes of accommodation facilities are

available at homestays in the Coastal Region. 5 operators have mentioned that
cottages along with small individual bungalows are available at their destination.
l0 operators have mentioned that accommodation is provided in the extra rooms

that are available in their own residences but exclusively let out for homestays

business.
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5. The total number of rooms available at your establishment?
l5 responses

Olto3
lt 3ro6
* More than 6

Analvsis and Intemretation:

The availability of rooms at the coastal region was minimum 3 and ranged up to 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
I5 responses

area of the room?

O 5G7C Sq- Ft.

a 7o-1oo sq. Fi.

* 10&150 Sq. Ft.

l15o-2oosq Fr.

Anal):sis and lnterpretation: As homestay is opted by both families and solo travellers

minimum area offer was 70sq.ft. Per room to 200sq.ft. Per room.

7. Is your home stay accessible for differently abled guest?
15 responses

It Yes

ONo
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Analvsis and lnterpE]loUqni Out of 15 responses, only 9 operators have made their

homestays accessible for differently abled guests

8. What are the facilities provided tbr differently abled guest?
l5 respomes

a Vvheelchan and step tee access

a Wheelchair Ac.es66le Room

& No facility lor sbled guest

lNo

Analysis and Intemretation: As we mentioned facilities provided for differently abled

guest, 60% has mentioned that rooms are easily accessible by the wheel chair, 20% has

mentioned that property has wheelchair and step free access,6.70/o never had facility
for differently abled guest.

9. Has
lS responses

pandemic affected vour business?

O Yes

aNo

Analvsis and Intemretation: All respondents mentioned that they have been severely

affected due to the pandemic.
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10. Is there a change in the facilities/ amenities due to pandemic?
l5 responses

I vos

aNo

Analysis and lntemretation: Out of 15 responses, 12 people have said that they have

changed their facilities due to pandemic. 3 respondents haven't changed the facilities.

11. Were you
l5 responses

placing any amenities before pandemic?

a Yes

aNo

Analysis and Intergretation: Out of 15 responses, 13 responses have been placing

amenities before pandemic.

12. Amenities/ Facilities which were available/provided at your establishment
before pandemic ?

l5,espons€s

C Ioilelnes

i:i' Pool

a Allofihe above

Analysis and lnterpretation: The question asked to the respondent regarding type of
amenities/facilities provided by their establishment before the pandemic. So Out of l5
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 try your establishment before pandemic are?
l5 responses

O Free Pa.krng

a Free Wi-n

ii, Kitcher€lte

a All of ths above

Analvsis and Intemretation: Facilities provided before pandemic, out of 15 responses,

l0 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 guests convenience,

14, Precautional Facilities provided by your establishment Post pandemic are?
15 r*ponses

a Themal Screenjng ot Guest

a lnstallation of san(izers at difreranl
slralegy

{i} Tie'upwith hospitalin cass al1y

emefg€ncy

a Atl ot the above

I Hot walor. stoamor

Analysis and Intemretation: Out of l5 responses, t homestays have said that they

were providing all the facilities after the pandemic like thermal screening ofguest,
Installation of sanitizers 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 strategies. 2 homestays

have mentioned that they have only thermal screening t-acility. I homestay

mentioned that they have only provide hot water, steamer and could not provide

other.
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15. Do you critically follow the safety and precautionary measures?
15 responses

C Yes

ino

16. Have you trained your staff regarding safety and precautionary measures

taken for COVD-l9?
l5 responses

O Yes

iNo

Analysis and Intemretation: All 15 respondents have mentioned that they have

trained their staff regarding safety and precautionary measures to be taken for
COVID-I9. Local Grampanchayat helped to train homestay staff for the safety and

precautionery mesures by providing them guidelines documents and giving them

demo for the same.
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Analvsis and Intemretation: All 15 Homestay operators were aware and following
the safety and precautionary measures.



17. What are the safety

establishment
I5 responses

and precautionarY
for

measures followed in Your
covlD-19?

ti n

i Social Distan6ing

a Senitized Envirqlnment

t:jt Tempe.aiule check

a Facial mask 6nd shield

It Sately aulhorizalion certrficate

a All otlie above

Out of l5 responses, maximum respondents i .e. I I ofthem

It oflcs a Day

a Twc6 e oay

6 Thrico a Day

Analysis and lnterpretation: Out of 15 responses, 12 people do the room cleaning once

a day and 3 of them do it for twice a day'
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followed all the safetY and Precau tionary measures for COVID- l 9 like social

distancing, sanitized environment, tempertaure check, facial mask and shield, safety

authorization certificate. 2 of them only sanitized the environment. 2 respondent

follows social distancing norm i e' maintained minimunr 6 feet physical distance'

18. FrequencY
15 resPonses

room cleaning?

Pryel24

of



19. Do you find any change in the selection of cleaning agent brand for hygiene

and safety purpose, pre and post pandemic?

15 responses

a Yes

aNo

Analysis and Interpretation: Out of 15 responses, 13 respondent have mentioned that

cleaning agent brand changed because ofpandemic. The WHO recommended agents were used

as to keep the safety ofboth operators and guest in mind.

20. llave you adopted any changes even for kitchen after the pandemic?
lS responses

a Provide Kitche.etle

O WHO or govornment approved
sanitisjng agents lo be used lo clean
ra\,y food mateialand kilchen supplieB

& Wear gloves, cap, nask alihe lime of

a All of the above

Analysis and Intemretation: 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 ofoooking. 4 operators has said they follows all the norms

for kitchen after the pandemic like safety gears, WHO approved sanitizing agents,

provide kitchenette.2 respondents has said they only provide kitchenette. Also raw food

was removed from menu.
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21. Do you find any changes in the guests stay duration during this phase?

, Yes

ONo

Analysis and Intemretation: Out of 15 responses, 12 respondent mentioned that they

find the change in the guest stay as in the duration was more compared to earlier as

guests liked the concept of workcations and felt better combining the two aspects of
leisure and work.

Zl,Have you changed the layout/ setup of establishment after pandemic?

a Y.6

I lto

Analysis and Intemretation: Out of 15 responses, 1 1 respondent said they are working

in same layout, they didn't change the layout. 4 respondent said they changed the setup

oftheir establishment after the pandemic.

23. What are the marketing strategies you are using for promoting your

establishment, during the pandemic?
'15 responses

, Dagnat Ma*ering

a Social Medre

* Ollering Loyslty Program

a Newspaper Adverlisement
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Homestay oPentors aPPlied various strategies for promoting their establishment' 80%

operators were using social media e'g' Facebook, Instagram, etc' 33'3% operators were

usmg digital marketing tools like Websi tes, Email marketitg, etc' 6'7Yo operators were

uslng traditional newspaper advertisement for promoting the business'

24. Due to. Pandemic'
15 ieqronses

is there any change in number of employees?

a Yes

aNo

SlS due to Pandemic tourism industry saw a major crisrs so '

Question was also asked about the changes in nuriber of
S d

@ Association of Academic Researchers antl Facutties (A-All?,o,n" 
rn,"*",ional serial Dir€ctories.
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employees , where 9 operators said there 1S ohange in number of emPloYees and 6

operators said there lsno change in the number of employee because they were

operating their business with the hetp of familY members

25. The number of emPloYees
'15 r€spon3€s

working in your organization/ Ilomestay?

a Less than 5

35to1c
t l,lore than 10

and on: Minimum number of employees working in homestays
In

were very less and ranged up to or less than 5.
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26. Did you llnd any stress in maintaining the whole setup of your establishment

due to pandemic?
15 aesprtnses

Analysis and Interpretation: l0 operators didnl find any stress as it was well manged
by the family members but few like 4 operators observed stress while one respondent
was neutral.

2l.Have you opted for any alternative business/ job during the pandemic to
support you linancially?

l5 responses

i Yes

tl ruo

Analysis and Interpretation: only 2 out of 15 respondents took an alternative sowce
while 13 remained waiting for the situation to change.
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28. did you observe any sales when the curbs were lifted for some time and travel
was allowed?

l5 responses

a io b ao%

a 30lo 606;

* 60 to 1ooo.,;

Analysis and Interpretation:

8 respondents did not find any enquiries even when the travel was allowed as the

travellers were still scared and not ready to take any sorts ofrisks, 7 homestay operators

saw some enquiries and sales but not as it used to be earlier-

a Yes

ra No

Analysis and lntemretation: Due to changing norms, the hygiene and precautionary

measures were a extremely important and mandatory , homestay operators had to use

specific tools/agents prefered by WHO like mask, sanitizer, cleaning agent, etc. for
safety of guests and operators. So procuring this for 4 respondent was difficult, for I 1

respondent it was possible.

Subjective question:

30. What are the challenges faced by the establishment during pandemic?

Due to pandemic the cost ofoperations increased but there was no sale, as the premises had

to be well maintained in spite ofno business apart llom the daily maintenance challenges to

cover the cost ofoverheads was huge.

The electricity, water and taxes still had to be paid, few employees were still within the

organisation so the salary component was also to be looked into. The cleaning agents cost had
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29.Were the shopkeepers or vendors able to deliver the recommended (WHO)
cleaning agents, kits/safety gears?

l5 rgsponses

L

I



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

L Government needs to keep provision offunds for hospitality industry esp. homestay

operators in case some likewise situation arises.

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

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

4. No support from government regarding the interest on loan, taken for the homestay
business from bank even when there is no business at all.

Findinss

) Majority (93.3 percent) of the Homestay operators are male members.
! Regarding the age, majority (86.7 percent) of the homestay operator's age is

between 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 is stated that homestay is the need of future.

) All homestay operators operate this business themselves. No outsourcing is 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 guest. Most

ofthem provided wheelchair accessible room for them. Some of the homestays do
not provide any facility for differently abled guest.

D All operators are severely affected because ofpandemic.
F Due to pandemic, homestays changed their facilities for the safety of guests.

F Before pandemic homestays were providing amenities like Toiletries, Air-
conditioner and pool. After pandemic swimming pool were closed because ofsafety
protocol and government norms.

) Before pandemic homestays were providing facilities like Free Wi-Fi, free parking

and kitchenette. After pandemic they were providing Thermal Screening of Guest,

Installation of sanitizers at different strategic points, Tie-up with local hospitals in
case of any emergency. Provision of Hot water, nebulizers, etc. according to
guidelines by Govemment were made available.

! Majority of the homestays follow the safety and precautionary measures critically
to ensure safer stay of guest, They also trained there staff regarding safety and
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almost doubled up along with the frequency of cleaning. Some times procurements of things

was difficult as they had to kavel far to purchase the same. Even ifthere was any sale reusing

was eliminated like earlier so all this contributed to excess expenditure with low or absolute no

business.



I

L An exclusive website has to be designed to create awareness about the home stay

facilities and through which reliability has to be built in the minds of tourists for
choosing Homestay. Also post some videos on the website containing hygiene,

safety and precautionary measures kken for COVID-l9.
2. To promote homestays, tourism stakeholders should take the responsibility and also

tourism entrepreneurs should take 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 guidelines which is given by the Ministry of Tourism

Govemment of India for COVID-19 even when the situation is under control.

5. Adopt new strategies for maintaining the homestays and also for increasing the

revenue after the pandemic.
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precautionary measures which is taken for COVID- 19 through safety videos

provided by local Grampanchayat.

) According to Govemment guidelines homestays tbllowed safety norms and

precautionary measures for COVID-I9 i.e. Social Distancing, Sanitized

Environment, Temperature Check, Facial mask and shield, Safety authorization

certificate, etc.

F Majority (80 percent) of the homestays do the room cleaning once a day because of
no business and also to minimize contact with the guest.

F 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 focusing on hygiene and safety measures for increasing the

business.

F Some homestays are providing kitchenette after pandemic and some are giving In-
room dining service for the guest following all the safety and precautionary

measures like Wearing gloves, cap, mask at the time of cooking;
! Majority ofthe homestays observed change in the guest stay duration.

) Some ofthe homestays changed their layout for social distancing purpose.

D Majority of the homestays were promoting their business through social media and

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

newspaper,

F Majority of the Homestays find it difficult in maintaining their establishment

because of pandemic. They have to pay electricity bill, water bill, and payment for
the stafl etc. and due to no business, it was a burden.

F Very few ofthem identified altemative business apart ftom homestay business due

to pandemic.

D Sales were rising to 20-30 %o when the norms were a little eased out during
pandemic.

SUGGESTIONS



In Maharashtra, Coastal region has got many Homestays and have gained popularity. Home

Stay is a good altemative for hotels, cost offective accommodation and also safe and secure

for the tourists. Tourists have been opting for homestays even during pandemic where the

norns were lifted for a certain period of time. people who had a long term facility to work
from home were enquiring on a larger scale for homestays as it would give a combination

ofboth work and relaxation.

Some operators even had enquire for long staying guest. However the Challenges also were
big in number meeting day to day expenses and.maintaining the norms was a huge 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 out. Homestays operators are keeping the protocols in place

and following all safety 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
authorities also have been joining hands and waiting for the tourism to revieve.
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Glossary of Terms
1. Amenities: Amenities are a service or item offored to guests or placed in the gueshoom,

batkoom, and kitchen etc. for convenience and comfort and at no extra cost.

2. Carbon Footprint: The amount ofcarbon dioxide released into the atmosphere as a result

of the activities ofa particular individual, organization, or communitlr.
3. Cultural DiplomacE Cultural diplomacy is a type of public diplomacy and soft power

that includes the "exchange of ideas, information, art, language, and other aspects of
culture among nations and their peoples in order to foster mutual understanding."
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4. Dormitorv: A dormitory is a building primarily providing sleeping and residential
quarters for large numbers ofpeople.

5. Dieital Markeling: Digital marketing is the component of marketing that utilizes
intemet and online based digital technologies such as desktop computers, mobile
phones and other digital media and platfonns to promote products and services.

Footfall: Footfall is the number ofpeople entering an area in a given time.

HosDitaliw Industry: The hospitality industry is a broad category of fields within the

service industry that includes lodging, food and drink service, event planning, tieme
parks, travel and tourism.

8. Homestay: Homestay is a popular form of hospitaliry and lodging whereby visitors
share a residence with a local ofthe city to which they are traveling.

9. Intercultural comoetence: Intercultural competence, is a continuous and life long
journey to increase people's skills in being proficient in intercultural and intra cultural
knowledge which can improve the ability to work with people with different culture.

10. Isolate: To keep somebody separate from other people.

I l. Kitchenette: A kitchenette is a small cooking area, which usually has a refrigerator, a

microwave and sometimes a sink.
12. Loyalty Proeramme: A loyalty program is a marketing strategy designed to encourage

customers to continue to shop at or use the services of a business associated with the

proglan.
13. Motorable: Roads usable by motor vehicles.

14. Nebulizers: A device for producing a fine spray ofliquid, used for example for inhaling
a medicinal drug.

15. Noveltv: The quality ofbeing new and different.
16. Oximeter: An instrument for measuring the proportion of oxygenated haemoglobin in

the blood.

17. Pandemic: A pandemic is an epidemic ofan infectious disease that has spread across a

large region, fot instance multiple continents or worldwide, affecting a substantial

number ofpeople.
18. Social Media: Social media are interactive technologies that allow the creation or

sharing/exchange of information, ideas, and other forms of expression via virtual
communities and networks.

19. Thermometer: An instrument for measuring temperature.

20. Tourism Industrv: The tourisrn industry is the total ofall businesses that directly provide

goods or services to facilitate business, pleasure and leisure activities away from the

home environment.

21. Vendor: A vendor is a party in the supply chain that makes goods and services available

to consumers.
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Absbact
In today's tech savvy world where people trust more on the user generated content on lhe internet, it becomes
necessaryfor organizations to establish themselves in the virlual world as well. Not only one needs to show online
presence but also requires maintaining their reputqtion to retain their cuslomer base. Social media platforms play
an importqnt role in establishing brand image virnally. According to the qrticle "Digital 2020: Global Digital
Overview" Worldwide, there are 3,80 billion social mediq users in January 2020, with this nuruber increasing by
more thqn 9 percenl (321 million new users) since this lime last yeqr. llith the increasing number ofusers social
media platfurm is useful for establishing brand and maintaining it as well. The study focuses on the use of social
media by hotels. It will include their current hdndling strategie\ and various ways in which social media could be
used for building brand with reference to hotels.

Introduction
A brand is a name, term, design, symbol, or any other feature that identifies one seller's good or service as distinct
from those of other sellers" (American Marketing Association).Branding is the process ofcreating an image of the
organization and its products in the minds ofthe customer. It also emphasizes on the quality and service provided
by the organization which makes it stand out from others. This process is basically carried out for retention of
customers.

Social media is online platform with various communication channels for sharing of information between people.

Organizations have started to utilize social media for the benefit of their brand. It has helped to increase brand
awareness and keep customers engaged with the brand by posting relevant content. Social media as a means to
promote brand awareness and gain comumer attention has its own positive and negative effects. Aadvertising on
Social media is sometimes viewed as an unwanted, and companies have to keep track of consumer responses to
their advertisements to understand the value brand-related content.

Literature Review
"Dlgital 2020: Global Digital Overview" By Simon Kemp. This article is the summary of the research carried
out by Global Weblndex, Statista, GSMA Intelligence, App Amie, Similar Web and Locowise for We Arc Social
and Hootsuite with DataReportal. According to the research the number of people around the world using the
intemet has grown to 4.54 billion, an increase of 7 percent (298 million new users) compaxed to Jaauary 2019.
Most of the people spend their time on social media platform. Facebook is the most used social media platform
aroulld the world with around 1.97 billion audience. Youtube is the second most used platform followed by
whatapp. The suryey reports that Indians spend an average of 2 hours and 24 minutes per person, per day using

social media which is also the average worldwide.

.,Role of Social Medla in Brand Building" by Emily Pdbanic. In this article the author talks about Social media

being essential for companies to build their brand, its important role for brands. According to the author it helps

companies build connection with the audience for brand 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 Valu€ of Social Media in the Hospitality Industry" By Jordan Jones, Social Media Manager of
Stonebridge Companies. The arlicle talks that even if the hotels believe in the word of mouth publicity it is

necessary for them to be active on social media. The author makes a point that it is important that the industy
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focuses on the impact of social media as most of the travelers use social media to express pleasure or frustration
about their experiences.

"The Effects of Social media networks in the hospitality industry" By Wendy Lim. The research talks the us€

social media platfbrms in hospitality industry. Talking about hotels the researcher said that to stay competitive in
the digital world, the hotel need to be involved with their intended audience by panicipating in online discussions,
hospitality forums, podcasts, RSS feeds, and hotel review commentary while increasing awareness and building
relationships with both new and loyal customers. The researcher shares strategies on using of social media
platfoms along with few real life examples.

"Social Mcdia a Promotional Tool: Hotel Industry" By Manish Verma. This research paper focuses on use of
social media by business hotels in NCR and customers perspective in context to usage and advantages of social
media. The results of the research showed major reasons hotels use social media is to build image and to promote
their hotels. Even if social media directly does not benefit in monetary terms it helped hotels to understand

custonrer preference, create brand awareness and also attract people tiom other regions. The research does state

that social media does help in brand building. (Lim,2010) (Verma,20l8)

"social Media Strategy for Hotels: Why These Brands Rise above the Rest" By Social tables. This online
afiicle tall$ about various intemational chain hotels that are doing well with social media marketing. These chains

have understood to share the content suitable for particular social D.redia platform rather than sharing same content

on all the accounts. The article shares the stategies used by these chain hotels.

"How Starwood Hotels Made $2m tr'rom A Facebook Page" by Matthew. This case study talks about Starwood

hotels using social media platforms to increase their business. The article talks about various strategies adopted by
the brand to pull more clientele on social media platforms.

"The influence of social media on the consumers' hotel decision journey" by Barbara Neuhofer. This research

paper talks about the use and influence of social media on consumer's hotel decision-rnaking. With the increasing

use of social media platform the changes that took place and are taking place is explained in this research paper.

,.Hotels need to pay bett€r attentior to social media to drive revenue" by Alicia Hoisington. This article talks

about the importanca about using social media for generating revenue. The article encourages hoteliers to get

involved in the brand conversations that go online. This will not only help them in increasing their customer base

but will give first-hand information ofcustomer expectation for helping the brand to grow.

,.Hot€l Reputation Management" By Customer Alliance this article talks about Hotel reputation management is

the practice of monitoring and influencing how your property is perceived tkoughout the web.

Panel Discussion on "start-Up pe charcha" was held in MSIHMCT on 31st January 2020.

The panelists were the young alumni of lnstitute itseli who spoke about the challenges they faced by them. They

also discussed importance of social media marketing in today's time. The fact that yourlg generation is more

active on the social media platforms and it becomes easier to tap this market. Ms. Mariya Kagalwala of
Chocollicious said that posting bakery items on her Instagram account helped her in her business, owing to the

instant reviews and her ilients; post about the product on her page. She also gets her major orders through social

media platforms. She posts everyday a bakery item to engage hel followers and retain them. MI. Abhijeet Titkare

orro". of Fiol"burz F;ods admittea that asking food bloggers to try out his products did help in his business. Dry

Food Powder Products being new concept in India this idea did help him to show how to use the product and

reach large crowd.

Signilicance of Study
So"cial media platforms co tect people across the globe. It is a cheapest way to market the company products and

create brand u*u."o"r.. But with the ease of using social media comes a disadvantag€. The negative comments

Internc ional Joulnal of Management and Social Science Reseqrch Review, Vol-7, Issue-06, June-2020 Page 39

)



Research Paper
Impacl Factar: 6.462
Peer Reviewed & Indexed Jourual
www.imsrr.com

IJMSRR
E- ISSN - 2349-6716

ISSN -2349-6738

can spread out more faster than positive reviews" This research will help the budding and existing entrepreneurs
or hoteliers to make use of social media to its optimal level and few suggestions on making social media page
useful for branding.

Objectives of Study
To presenl the study related to the Hotel industry in the Pune, researcher will have following objectives:
1. To study handling ofsocial media for branding ofHotels.
2. To identi! the effective social media platform for branding ofhotet.

Scope ofthe Study
1. The research is extended to Residents in Pune.
2. The Guest and hotel survey was conducted in the month of March - April 2020
3. The study is devoted to understand handling ofsocial media.
4. It is been concentrating on branding ofa hotel using social media.

Limitations of Study
l. Secondary sources of data are usually of limited worth for research purpose because of the error

incompleteness in basic data. The data which is shared by the researcher may or may not be reliable.
2. The study is based on the rcsponses received from the customers.
3. The Data is collected at a single point in time; it is difficult to measure changes in the population unless

two or more surveys are done at different points in time.

Research Methodology
Applied research aims at finding a solution for an immediate problem facing a society or an industrial/trusiness
organization. Research aimed at certain conclusions facing a concrete social or business problem is an example of
applied research.

The research is applied because it provides solutions to the problems ofpoor use of Social media for branding. It
will be based on exhaustive data analysis collected from both, primary and secondary sources.

Sources of data
Primary data
The research is based on primary data; Suwey of a Customer preferences. It also includes the information
provided by Sample Hotels through questionnaire. The data is also collected during the panel discussions
organized by the college. Sorne ofthe data is collected visiting the social media handles ofthe hotels.

Secondary Data
Secondary data has been collected from research papers published online and web-sites. Various articles
published in online magazines are also reviewed.

Methods of data Analysis
Collected data is classified, tabulated and arranged in order of objectives. Sirnple statistical techniques such as

ratios and percentages is been used to analyze the data and arrive at inferences. The results of this study can be
considered transferable to a wider population of technology-sawy users, who use social media in their daily life
and their hotel information search.

Data Atralysis
The hotels for the study were surveyed in Pune city.
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Questionnaire for hotels:
1. Which Social X{cdia Platforms, the organization

SociallVledia Platforms Hsed by hotels

almlr$r?&

I I'tleboot

m'l v,.ltttr

f Googlt+

IYputube

x linledra

The hotels majorly use Facebook, Instagram and Whatsapp platform

2. Which is the most used Social Media platform by your organization?
The Hotels use lnstagram accounts frequently.

3. According to you which is the most effective social Media Platform? Why?
The Hotels believe Instagram helps to reach the target audience.

4. What Type ofcontent is posted on Social Media generally?
The Hotels use Social Media Platform to post about the new products, Discounts and offers to attract

the guest to their hotel. Other than that they also post lvhat their hotel is all about.

5. Is there software used by hotel to identify fake accounts and handle Social Media account?

Where reviews play an important role iu the age of Social Media there is no software used by the hotels to

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 criteria
a) Need to have tuavelled during the last t\,vo years.

b) Have stayed in a hotel during their trip.
c) Be active users ofsocial media.

d) Have used social media for travel related decision-making purposes.

f) They should be residents of Pune.

1. Which Social Media Platforms do u use?
Social Media Platforms Platfomrs used by Guests

Instagram 20

Facebook 28

Twitter 5

Google+ 15

YouTube
Linkedhr 9

Whatsapp 31

Email 33
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2. Which the most used Social Media platform do you use?
Whatsapp is the most iiequently used platfom among the respondents followed by lnstagram and then
Facebook" We can see the respondents spend most of their time using these three social media platfom as

compared to others,

3. Do you yisit the hotcl's social medla account before booldng a room?
Around 63% respondents most of the times visited hotels Social Media page to get information about the hotel
which may not be available on various websites. For example, Very few hotels post about various offers or
special occasions on their website or they may not be visible at first glance which are generally posted on Social
Media by them.

Social Media does affect the decision making of respondents on whether to book a hotel or not. If it does not
help them in booking the hotel but definitely helps them to decide not to book the specific hotel.

Instagram & Facebook account posts of well-known hotels.
Most of the Hotels post something every day or altemate days. They generally post about mouthwatering food
with captions, various photos of F&B outlets of the hotel, photos of celebrities visiting the hotel and also about
Spa. They also share some posts related to employee appreciation or any awards won by the hotel. Most of the
hotels for promoting their banquets can be seen posting about wedding ceremonies taking place in their hotel but
very few in numbers. Wishing their followers on special occasions is never missed by these hotels. To show their
support against fighting coronavirus most of the hotels in Pune have closed down their doors and using hotel
room lights made shapes like heart, smiles to honor people risking their lives to save others. In these times to
ensure their guest at home they also provide home delivery through various apps.

Findings and Suggestion
Findings

1. This strdy shows that the guests used the following accounts the most: Whatsapp, Facebook and

Instagram, Whatsapp being the preferred one among the others. It was also found that Social Media does

affect the decision making ofrespondents on whether to book a hotel or not.

2. When asked for suggestions from guest for social media posts most of them suggested that information
needs to be related to offers and discount, exact room photos, sha ng particulars like special menu in the
restauants, public programs in hotels and most importantly sharing their guest feedbacks. A corporate
guest also requested to post something about the specific facilities for such clients.

3. As per the analysis, Instagram is the frequently used social media platforms by hotels. Hotels post

something every day or alternale day on their social media handles majorly about food items. There wele
rare posts about the hotel, loyalty prog@ms or offers offered by the hotel. One can hardly spot guest's

reviews on hotels social media page stating about the stay or any photos with them.
4. For handling upset clients on social media the hotels generally respond as soon as possible and offer them

sotutions for their problems with a request to revisit the hotel. And regarding the fake reviews, there is no

such strategy shared by the hotels to identift fake reviews. There is no software used by hotel to identify
the fake reviews.

5. Only few hotels had computer generated feedback when contacted through Facebook and none actually
retumed. Thus highlighting the poor use ofsocial media.

6. The hotels believed in keeping their social media handles genuine and simple and posting original
pictures to maintain the reputation ofthe hotel. They also believed in encouraging Guest feedback to help

boost business. One ofthe hotel also shared they do invite Bloggers for promoting the hotel.

Suggestions
r The independent hotels aspiring to make themselves a well-known brand need to tap the potential of social

media in today's tech sawy world, as social media acts as a catalyst in creating a brand by reaching millions
ofcustomer within short span of time with minimum expenditure.
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Social Media handles ofthe hotel need to have uniformity across all platforms with regards to the logo, hotel
bio, etc. for customer to recognize it easily. ( Jenn, C)
It is pertinent to design schedule for posting and follow it to keep up with the customers without overdoing
it. Also developing a social media guide similar to an employee euide will be beneficial and should include
details like brand character, company catchphases, brand tuaits and vocabulary. Example the term hotel uses
to address its customers could be either client or customers. It should be specified which word to use to
maintain consistency. ( Jenn, C)
It is important to highlight Uniqueness of hotel in the profile and mention its distinguished features. For
example, if the hotel allows pet, it should mention it to attract pet owners. Hotels can share informatiofl
related to local campaigns & events on social media to create awareness about the same and attract interested
customers.( Hart, K)
To strengthen the social media presence, hotels can encourage customers to post about their stay experience
which in tum will athact new customers. Customers may not be aware of hotels loyalty progam and its
benefit. Sharing content related to loyalty program may be helpful in increasing loyal members for the brand.
Facebook and Instagram being frequently used accounts; hotels cm focus on using these platforms for
sharing information related to brand. Hotels can create a page for its guests to use it for sharing their
Instagram-worthy personal experiences at its properties.
Social media branding comes along with its own challenges. It is necessary to keep track on the online
responses and be quick to answer as one negative may hamper the whole brand image to some extent. There
is online reputation management software available which helps in tracking the brand related communication
on web, manage reviews and also find brand position in vhtual market.

Conclusion
A brand is more than a logo or profile it is about making customer's feel comfortable and approachable towards an
organisation. To establish as a brand one needs to deliver quality service and product consistently. The
organizations need to deliver their promises to win the trust ofthe customers which will be crucial in the branding
process. Branding process is a strategyic approaclr for defining organisation's position in the market and deciding
on steps to accomplish it's visions.

Social media is a platform that helps to interact with people across the boundaries. It helps people to build
connections and share information with one another. With millions of users, social media has become an
engagement, staffing, retention, and branding tool. Social media enables engagement with larger audience at the
same time has made it preferred option for organizations to market their product.

Majority ofthe brands are using social media to the fullest for maintaining and communicating their brand to the

customers. The hotel industry in India may not be using social media to its fullest potential. The hotel industry ia
developed countries has understood the true potential of social media in branding in today's world and is making
the most of it. This research provides insight for hotels in Pune to make maximum use of social media. It is also

helpful for budding hoteliers to understand the usage of social media to their advantage, Furthermore suggestions
could be provided to enhance the use of social media for branding. With the technologioal advancements and new
social networking sites coming up a study ofhow useftrl these sites can be for branding along with new strategies

can be canied out.
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Abstract

This research activity was conducted to compare various factors of comparison rvhich
online channels are providing over the traditional mediums in booking a hotel room. If
we look at the glance of the history of hotel bookings, then we would be able to
unde$tand that the hotel room reservations were either made directly (telephoning the
property/face-to-face) or via a travel agent. Over the past decade, a large oller of
booki[g charuels has emerged. Nowadays, hotel distribution channels 1br fiansient
bookings are grouped into five major categories such as Cental Reservation Systenr,

Dfuect Bookitrgs (walk-ins, telephone), Global Distribution System, Hotel's website, and

OTAs (Online Travel Agents). With new booking channels rising, conventional
channels are slowly however steadily losing market share; whereas new channels,

lotably those who permit bookings via online ahanoels like OTAs, GDS, and Brand's
portal are becomirg popular. The DIY (Do-it-Yoursel0 approach has been introduced in
the market due to these OTAS and other online distribution systems. Though there are

many advantages to booking through these mediums, today's customer is well aware of
threats that could arise by using these platforms. The hotels receive almost 40Yo - 45%oTo

of the occupancy through the Online Travel Agents and the hotel's portal, and the
rernaining through the offline travel agents. Thus, the study has proved that OTAs and

online channels are the most popular and effIcielt way ofbooking a hotel room for the

customels

Key Words * Travel Agents, OTA, Room Booking

Introduction

A travel agent may be an individual /firm or corporation which is commonly known as a

tmvel agency. An agency means the olfice of travel agent or organization where all
ravel goods and services are assembled and coordinated fo. the smooth conduct of
tlavel agency business. Technically, a lravel agent is an owner ot manager ofan agency,

but other employees are responsible for advising toulists ard selling packages

tourVindividual components of tavel products.

A Travel agent is a person who has full knowledge oftou st products -
destinations, modes oftrav€I, climate, accornmodation, and other areas ofthe service
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sector. He acts on the behalfofproduct providers/principles and in return gets a

OTA stands for Online Travel Agency. OTAs are online companies whose
websites allow consumers to book vadous travel related services directly via the
lntemet. They are the 3rd party agents reselling trips, hotels, cars, flights, vacatioD
packages, etc. provided/organis€d by others. Travel shopping via online agencies has
become very popular oowadays, especially, in the last minute sogment and also
because of the frequeot usage of smartphones. Today, consumers are on-the-go and
the advantage of a booking engine and the reservation solutions provided by the
OTAS is that it offers instant palmlent and booking conirmation.

Literature ReYiew

In his research, "From Travel Agents to OTAs" Timothy Webb has stated
the evolution of consumer booking behaviour i.e. travel booking has changed
substantially over the past two decades. The haditional approach ofutilizing travel
agents atrd booking ahead lras evolved into a fast-paced, last-minutc booki[g
environment. This evolution has had substantial effects on rgvenue management
(RM) in the areas of forecasting, pricing, and online travel agency inventory
allocatious. These changes have made understanding 0re consumer booking process
a requirement for success.

As the introduction ofthe Interuet, the tourism and hospitality industry has
witnessed sea changes into the trends ofbooking as well as consumer behaviour. The
researcher found that these online travel agents (OTAS) have positively captured the
market and the minds ofthe consumer as it provides last minute, quick, and efftcient
booking systems. It was also observed during the research activity that many hotels
have blocked their rooms for such OTAS, giving them a more profitable business.

Steve Olenski mentioned in his blog, "Are oTAs really killing Travel
Agencies" that online booking is easier and leaves travellers spoiled for choice.
From aggregators like Kayak.com, which merely assembles inventory from other
websites, to ftavel sites like Flights.com most travellers agree that online booking is
just more efficient and cheaper. The blog on the Andaman Holiday's website stated

that with everything becoming a DIY (do-iFyourself), why are people still choosing
the traditional offline medium for their travel booking? The answer lies simply in
one word - trust. A local agent has a clear edge when it comes to providing a good

vacation deal and more importantly a better servica. The most important of it all is
the human factor - a face, a real person who takes fiIl responsibility for craffing a

persollalized vacation.
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In case ofHotels, the arl ofrevenue management and smarl dishibution has

become the secret weapon of every hotel. Caroline Strachan conti[ues in her blog,
Hotels have worked out how to release alld hold thefu ilventory of rooms based on

factors like day ofthe week, citywide events and onsite meetings. This enables tham

to fluctuate the price of thet bedrooms; a bedroom that hasn't been slept in is a

waste, just as out-of-date food is to a supermarket. OTAs spend billions of dollars a

year in advertising to win over leisure haffic, for which OTAs charge hotels high
commissions. The OTAs tell hotels, "Pay us more commission, and we'll do the

advertising for you." However, OTAS are ludng business travellers with "lower"
rates by dishibuting and making their rates bookable via tavel management

compauy/online booking tool channels.

SignilicaDce of the study

Online Travel Agents are gaining populadty in the market. The trend of booking a
room through a travel agent has shifted to a DIY (do-it-youselt) approacb where

customers have gaitred access to book their travel plans on theil own Hence, this study

wilt help the new entrants as well as potential players in the market in lhe form of trcvel
agencies to sustain in the market with the help of research. It will help the travel

agencies in detetmining the ways to survive in such cut-throat compatition.

Er* :

My main objective of this research is to idertiry the most effective soutce of room

booking ftom the custome/s poinl of view. The key elements to be explored from this

rcsearch activity are the concept of OTAs, the role of havel agent in the hotel room

booking, advantages & disadvarfages of room booking from both soulcss i.e. OTAS aBd

the taval agencies.

Objectives -

In order to strear ine the present study, rclated to the Hospitality & Tourism industry in

the Pune, the following objectives have been formed:

l, To study the coocept ofOr ine Travel Agents (OTAS)

2. To study thc concept ofTmvel Agent & its role i1 hotel room bookings.

3. To ideuti$/ the most effective souce for room booking from a customer's poiot of
view.

Hypothesis

Booking a room through .rn OTA5 is the lnost effective source lo book a room.
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Scope & Limitations of the study

The participaots ofthis research were the customers, travel agenls, and hotels. The total
sample of [0 questionnaires was designed for the travel agents and l0 responses are
recorded by personally visiting their offices (response rate l00olo). Hotels were targeted
for a sample of l0 and achieved 05 hotels (50% response rate) have filled the
questionnaire. For customers, the sample was designed for 50 questionnaires and
recei\€d 45. The response rate is 9070. Thus, we believe that the answers can be

considered reliable. The study is limited to budgeted hotels in the vicinity ofPune City
and does not have ary relevance to any other types of Hotels in any other locations
elsewhere,

L The travel agents selected for the study are from Pune City only, and does not have
any lelevance to any other location elsewher'e.

2. The Study is limited to the period Iiom August 2019 to November 2019 only. The
findings of this research may not apply to any other period even for the same area
and the same tl,pe ofhotels/services.

3. Secondary sources of data are usually of limited worth for research pulposes becaus€

ofthe error incon'rpleteness in basic data. The secondary data which is shared by the
researcher rnay or may not be reliable.

4. The sample size is too suall as compared to the population ofbudgeted hotels, favel
agents. and even the customers in the selected area. Howevet, a tcseatcher being an

individual is capable ofhandling limited data.

1. Approach - Quantitative
2. Type ofresearch - Analytical

3. Sample - Travel Agents, Hotels (Budgeted Category) and Custome$.

4. Method of Sampling - Purposive - Judgmental

5. Data collection - Present paper is based on secondary data and primary data
Following are the sources ofcollection ofdata:

a. Websites
b. Travel Market Report
c. Various previously published research papers.

d. Questionnaires
i. Travel Agents - 10

ii. Hotels - 05
iii. Customers - 45
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Role of Online Travel Agents -

OTAs plovide a high level of customer service through mobile applications,
responsive websites, email campaigns, and even social media plarforms. It has multiple
chaDnels ofcustomer outreach to not only promote and offer new products and seryices
but soliait feedback from customers which can be used to alter products and services
offered. OTAs that leverage direct communication channels such as mobile chat
applications and social media platforms can engage with customers on a one-on-one
basis. This level of customer relations management gives kavellors the perconalized
booking experience they dcsirc with increased speed and convenience. OTAs are
essentially available on a 2417 basis, travellers have nearly unlimited access to their
bookings. This makes it quick, easy, and simple for trav€lI€rs to adjust bookings based
on carcellations or efioIS - flight delays, misplaced reservations, overbooki[gs, and
mole,

Role of Trayel Agents (OffliDe) -

Whatever the size ofa tBvel agency, it has to provide necessary travel ilformatioD
to tourists. A travel agency must give up-to-date, accurate, and timely information
regarding destinations, modes of travel, accommodatioq sight-seeing, shopping,
immigmtion, passport, visa, customs clearance and procedurc, health and security rules,
and about various permits required to travel in a particular area, etc. Airline ticketing
and reservation is a major sotllce of revenue. Travel agencies perform a function of
airline tickeli[g and reservatiotr on behalf of various atlines. T&vel agencies prepare
tour packages and sell them to tourists. The costilg and pricing oftour packages depend
to a large extent on the ability ofthe travel agent as to how effectively he catr uegotiate
with the principal supplicrs. A travol agency consistently makes tinkage with the
accommodation sector, lransport sectof and other entortainmeat orgalizations to resorve
rooms, and seats in the cultural programmes and transportation. Travel insurance
protects the travellers against the personal as well as baggage losses resulting from a
wid€ range of travel-related happenings and problems, again perfonned by the Travel
Agents. Approved travel agency authorized by the govemment body provides curency
exchange services to tourists.

Data Analysis

In the study, the travcl agents (oflline) have agreed thal booking through an OTA
reduces the time as the customer may book a room in the hotel \ryhich is coqvenie[t to
him,/her on board or from anywhere using the intenet. Also, some ofthem have stated

discounted rates or reduced rates than that of market rate is being offered by the OTAS
because ofwhich custome$ prefer to book through these chaDnels.

Peer Reviewed : VOLUME | 9,lSSUE:7(2), JULYr 2020

Page 24 oI 2OO

I rrEnNnrnrel JouRNAL oF MuLTrorscrpLrNeqy Eoucelror,JnL Reselncn
ISSN:2277"7891; l pacr FacroR :6.514(2020); lC Vrr.ue:5.16; lsl V^!uE12.286

\dww.rJmer.m



Ad%otrse lo qrBbucr. (te}'ng rnroqh OI-A9

X rtsFEc.l$r nr{rs!!t!
11

?

I

'Iime i1iIng

3

a

1!
I
a

5

RpAl-IinliIookn,g I(educed/Dlsanmled
Rnt's

I nreaueroruer JounNlL or lvluLrrorscreurrenv EouclrrornL Resenncu
ISSN:2277-7881; lMpAcr F,rcroc :6.514(2020); lC VaruE:5.16; lSl Vrue:2.286

Considering this, there is still one advantage ofbooking through a Travel Agent and that
is tbe human touch. Travel Agents ale conside ng the needs and requirements of the
customer, The travel agent is well aware ofcustomer demaDds, likes, and dislikes, hence
the rooms booked through thern are more suitable to the needs of the customer. The
OTAs are providing what they have for the customers and hence, it may not suit the
requirements ofthe guest who is on the.lourney ofvarious tourism activities.

Many hotels in the targeted area of research activity have partnership with the OTAS,
with"MakeMyTrip" being the most trending pa rer with the hotels followed by
TripAdvisor&Trivago.
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There are mixed responses about the OTAS through which hotels get room
bookiDgs. According to the Hotels,40% - 457o room bookings are through these OTAs,
while 45% - 50% from their web portal and remaining from the travel agents, emails,

telephone, aDd other souces. Hence, Aom thc data, OTAS are the second largest

contributor to the hotels' room booki[gs.

For the customers, OTAs are becoming a more favourable way to book a room in their
prgferred hotel. Booking through an OTA is easier to search and book, it provides real-
time booking as mentioned earlier. The location ofthe hotel room is more convenient to
the customq while booking through an OTA as it provides various filters for location,
amenities, services, etc. and also the refund is assured in case ofcancellation.

&lri*}llllter 10 h(()l rlu{ullorA
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Images of hotel looms are uploaded on the site of an OTA which helps determine the

roorn booking and very importaDtly the experience of guests who have stayed in the

hotel is provided in the forn of review which also provides the authenticity of the

details. These are the few advantages that customers get by booking though an OTA.

Besides these advantages. the customers have strongly agreed that the threats

of these easy and efficient booking channels always disappoint them. Hidden charges,

terms & conditions are the most dissatisfying theats which customers majorly face

during their booking cycle. Charges such as convenience fees, reservation fees, tax on

the online payments are few examples ofthe Hidden Charges which OTAs apply on the

room bookings and which has to be bome by the customers availing the services. Terms

& Conditions are very rigid and diflicult to interpret which results in an unhappy
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customer. Fraudulent offels posted on the websites & apps of the OTAs always mislead
the customer and in many cases, the customers are over-charged due to such false offers.
The cleanliness showE in the pictrues of the hotel rcom may not be observed by the
hotel which is also the reason for the unhappy customers.

Taking into consideration the advantages and the disadvantages, the advantages
supersede over disadvantages due to the long listing characteristics of the OTAS. As it
facilitates direct co1nmullication aDd cotrtact with the service provider, it is the most
favourable channel to book a hotel room ftom a customer point of vier,v. OTAS allow
customers to book a hotel room across the globe, convenient to hin her. A 2417 support
team ofan OTA makes the customer confident about his/h€r stay and assures assistance
during the stay ofthe customer. lt eliminates the dependence on the third party for loom
booking and prouotes DIY (do-it-yourself approach towards the tourism indushy.

Findings & Suggestions
Findings
.1. Major Findings
l. The travel agencies are using hotel's websites and/or pofta1s to book a room on the

behalfofthe guests.

2. The travel agents in the sanDle have clearly stated that there is a negative impact on
the business of the travel industry - mainly aavel agents due to the intoduction of
these online tmvel agents.

3. All the travel agents have confirmed that the benefits stated in the questionnaire can

be availed ifa customer books a room in the hotel tkough them.
4. The travel agents have also confirmed that OTAS are providing Real-tirne Booking

and it saves time ofthe consumer.
5, Hotels are receiving room reservations tkough various channels such as OTAs,

travel agents, company's own pofal, email, etc.

6. 50yo - 6|yo of room bookings are received from the OTAS while through the travel
agents, hotels are receiving 20% - 30% occupancy.

7. 84% ofthe samples have stated that they book hotel room through an OTA.
8. About 40% of the samples have booked hotel room more than twice till d^te. 23o/o

ofthe samples have booked room in the hotel more than seven times and 15 % ofthe
total respondents book hotel room, every time, using OTAs.

9. 'In case the room has been booked through a travel agent then assured booking and

discou ed rates can be achieved' state 58%0 respondents ofthe total sample.

I O. Dependability, tack of flexibility, and high mark-ups are some major disadvantages
listed by the sample.

I 1. More than 75% of the samples have stated that OTA is nuch easier to book over a

traditional booking.
12. There are many advantages listed by t]te sample in case ofbooking a room through

an OTA. Easy to search and book convenient locatio4 appropriate filters, real-time

booking aie few to list.

Peer Roviewed: VOLUME : I,ISSUE:7(2), JULY:2020www.tlmer.ln

Page27 of206

)



Q

I rtenrurttoNll JounNAL oF [VluLTrDrscrpLneny EoucertolrnL REseeRcr
ISSN:2277-7881; hpncr FAcroR :6.514{2020}; lC VaLUE:5.16; lsl V^!uE:2.290

Suggestions

This research activity was conducted keeping in mind the three difldent aspeots or
concems of the room booking. Llence, the suggestions are classified in these three
aspects -

.1. Travel Agents -
1, The travel agents can contract with the hotels for room rates. These contracted rates

are much cheaper tha! the market rates hence can improve the net margins ofthe
firm.

2. Travel agents can act as an OTA by inhoducing technological advancement into the
operations.

3. To win the competition, tra'/el agents can qeate various strategies to attract the
custoners and can add value to the seryice touch-points.

4. One ofthe major advantages that the tlayel agency has is the personal touch. This
can be used to lorver the impact of the OTAS on th€ potential customers in tho
market.

5. Differentiation factols should be highlighted while dealing with the customeN.
Thus, creating a value in the eyes ofthe customer.

* Eotels -
L The hotel can use various stategies to atEact the guests directly to the hotel usiog

hotel's portal.
2. Recording guest history, behavioural pattems! trends in tle market can help the

hotel to tap an oppomnity.
3. Increasing the room occupancy by receiving room bookings though the hotel's web

portal will automatically reduce the occupancy of rooms through the travel agents

or the OTAS. Herce, reduciog the high commission rates.
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13. In 
"u.a 

o
fraudulgnt offels arc some ofthe disadvantages.

t Minor Firdings
1. Most ofthe tmvel agents have a contract with the hotel; hence they book the room

oyer an email.
2. Allthe travel agents are aware ofonline Travel Agents and a$eed that the

introduction ofthese OTAS have impacted on the business ofthe ffavel agents.
3. Many ofthe hotels are dealing with the local ffavel agents as well as the online

tavel agents simultaneously.
4. Makeml.trip is popular among the custoners and has covered almost 65oZ market

share.
5. People or the potential customers are travelling majorly for leisure purposes.
6. The hotel staffhas confirmed that the avemge room bookings are received through

an OTA.



I rurenreloltnl JounNeL or MuLrrorsclpLr.rlny Eoucarrorar Reseeacx
ISSN:2277.7881; lMpacr Frcron :6.514(2020); IC VALUE:$.16; lSl VA-uE:2.286

The above field data have revealed that the introduction of OTAs in the market have
negatively impacted on the business ofthe travel agerts (offline). The kavel agents and
the customers both have unanimously agreed that real-time booking and time saving are
the key features ofthe OTAs which make them the most effective way ofbooking hotel
rooms. Therefore, the hypothesis has beon proved.
Travel agents (offline) may have a contract with the hotels for room rates (which are
generally lower than the market rate) which help attract customers. They can also act as

an OTA by advancing the organisational technology & systelDs. Sometimes the OTAS
charge higher rates thar the tavel agents; hence customers should compare both and
then choose the appropriate. Offers showing high discounts need to be carefully
examined & confirmed by the OTAS support stalfto reduce frauds.

Conclusion

During this research, it has occurred to the researcher that the customer is the focal point
of any service. Today's customer is very conscious, educated, and is using the best
possible resources to acquire information about a particular product. They are aware of
online travel agents, their beneflts, and threats as well. Online Travel Agents have a

great impact on the tavel agencies as most of the customeG are using such channels to
book their hotel rooms. Travel agencies need to use various stategies to attract

customers back to tbe travel agency. They should be able to differentiate between the
firm's products aod services and competitor's products and services. HeDco, havel
age[ts must create value for each transactiol with tho customer to retain them,

www.umer.!n Peer Review.d : VOLUME : 9,ISSUE: 7(2)' JULY:2020

Page 29 of 206

4, Based on the location ofthe property, thc tJDe ofthe customer can be identified and
the potential custome$ can be targeted.

* Customerr
l, There are times wherl the OTAs are chargitrg high rates; hence, comparing both, i.e.

the travel agent's prices and the OTA'S pricing will help to select the best
altemative.

2. Negotiations at the front desk rvhile registration may also be beneficial as chances
ofgetting diect discounts by the hotel increases at the time ofregistation.

3. The tenns & conditions given on the OTA's poflal need to be carefully understood
and then only accepled or reJecled.

4. While booking tluough an OTA, the cancellation fees need to be carefully checked.
5. Offers showing high discounts need to be carefullyexamined.
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Impact of COVID 19 on the business of Home Bakers in Pune

Dr. Anita Moodliar.
Mr. Devesh Janvekar"

Ahstract

It is undeniable that coronavirus has severely impacted the world economy,
arld the victims ofthis pande ic arc ftom the MSME sector. Home bakers

are not an exception to this. 'Home baker' is the widely used term for
ertrepreneurs who sell bakery products madg in their own homes. They s€rve
personalised and unique cakes and other bake.'s delights as per customers'
needs by aflending and preparing each order separately, whether il is relired
to the desigr of a cake, price, or packaging. Their uncompromising quality,
affordable price structure, made.to-order operations, and a wide range of
customised products have taken the bakery market to an ultimate level of
business. Since it based on word-of-mouth has faced many challenges du ng
the lockdown period. In India, the lockdown was enforced in mid of Ma.rch

2020 resulted in cancelled orders, unused stock of supplies, and even
retumed advances, Though the lockdown has created some econooic
constraints, it has enobled thc home bakers to come up with new innovative
ideas ofbusiness. Hence, this research study will prcsent the challenges faced
by the home bakem in the lockdown period as rvell as new ideas ofbusiness
when the restrictions enforced in Pune.
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l. lntroduction
l.l.Bakery Business in lndia

Bakery products are an inte$al part of the Indian Food Industry. Though the bread and biscuit do
not fall under the list of essential commodities, have found great acceptaDce in India. Bakery items such as
cakes and pastdes are still part of the upper class. Bakery products in Irdia started developing in the British
Era to meet the needs of the British Army. Hence, Kolkata became the f[st centle of producing bakely
products even before Mumbai, to catel to the needs of auny perconnel. World War II is the crucial factor for
the evolving bakery industry in India as supplies from overseas werc reduced which helped the industry to
experience key-changes. The modem bakery products are consumed along with tea, coffee, or milk as a
complementary food. Bakery items are also considered as staple dief as it provides supplementary nutrition in
low-cost pdce. Olle of the major reasons for gaining popularity in such products among all is that these
products are easy, convenient, and ready to eat form. In the food industry oflndia, bakery plays a vital rolc in
economic development as the abundant use of wheat and other products are involved in the production of
bakery items. Capital i[vestment io this busidess is far lower as compared with other capital intensive
industries in India. That's why, there are approxirnately 75,000 bakery units all over lndia from MSME
sector.
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1.2. Ilistory ofPune's Bakery Industry
Pune, also known as "Oxford of the East" is widely known as "IT Capital of India" and

"Automobile hub of India" has been building modem industry against the backdrop of its traditions, of
education and adninistration. Despite of industrial renaissance the city is considered as educational centre in
lndia, with approximately 50% of the total intemational students in the counky are studying in Pune City.
Pune has a great historical significance, too. The earliest reference to Pune is found in 8th century's copper
inscdptions. After defeating Yadavas, Pune was under Muslim Regime. ln the Muslim Culture, Naans and
Roaths are used widely in the months ofRamzan, Mohamrm and Safar. Though Muslim regimes ruled Pune
for about 350 years there is no evidence that they established Bakery industry in Pune. In the Pune region,
there is evidence ofthe bakery business since the 18th Century.
Post-independence from the British Rule, the bakery business started growing at a pace and Maharashtra
State was on the top of the list with a total of 690 bakery units, accorditg to the suNey in 1992. There was
only one bakery unit serving 46,000 Puneites in the 1740s. And today, the number has crossed 400 bakery
units (including small & large) serving 3.5 million Puneites. It has observed from the data that one bakery
unit serves almost 8000 residents of Pune City. In Europe, it has considered that for every 1000 population
there should be one bakery unit. Considering this ratio, Pune City should have been 3500 bakeries, but since
the bread is not an essential commodity in India the number of bakery units is lesser than the European
Standard.

1.3. Home Bakers: Conccpt & Demand iD Punc
Home bakers iD Pune started increasing about a decade ago due to change ill the deurands and trends

of the market. This is due to a change in lifestyle or culture. The birthdays and anniversaries became an
event. And to celebrate such events "Cake" happened to be a crucial element. The simple cake began tuming
into multilayered ones. There were very few baleries in Pune providing the bakery delights other tha[ just
bread and biscuits. The demands of the market started evolving and coping up with such high demands
became difficult for the bakery units in Pune City. That gives birth ao the "Home Bakers." Home baker is a

concept that is widely used in today's era to an entepre[eur who is a free-lancer, cate$ to the need of the
customers. He/she may not bc a professional baker but their hobby and instincts stimulate them to be creative
and innovatiye. The women are leading in this business as they are god gifted with two major abilities that
are essential for the business creativity & inagination. The home bakers majorly serve cakes for various
occasions. Along with cakes they also serve cookies, bread, chocolates as per demand. Customisation is the

key feature ofhome bakers. They provide customers with super-customised, sometimes signature cakes and

other bakery delights. This business initially was not considered as the main source of income. Amateu$ or
non-professionals used to do this business for the hobby as well as to eam extra income. Since the demand

lbr bakery prcducts has augmented the professional bakers are tumed into home bakers and non-
professionals are undergoirg tr aining to upgrade their skills required for it. Thus, home baking has tumed
into main source of income to many in the city.

1.4. Objectives
1. To study the various challenges faced by the home bakers duing the lockdown.

2. To identji/ various strategies used by home bakers in the lockdown.

1.5. Significrnce ofthe study
Home baking, though initially started to cherish hobby and eam additional penny, now has turned

into a business. As the name suggests 'Home Baker' is not yet considered as commercial business, but plays

an important role in the bakery industry. The business backed by hobby and passion has great scope in the

market as cakes, pastries, biscuits & cookies have become evety day's food items. The 'Cake' is an integral
part of birthdays, arjliversaries, farewells and such occasions that has increased demand for it. Not only
frosted or decorated cakes, but even small cakes such as mulfins & tea cakes are in a demand. Biscuits and

cookies are treated as complementary or accompanying food items to tea and coffee which starts the day of
most of the Indians. This business is sustaining in the market based on one key principle i.e. customisation.

Unlike other commercial bakeries, home bakers are trot keeping theil inventory on shelves. They produce

goods as per order,
The pandemic of coronavirus has a great impact on the business of home bakers. Hence, the main

aim ofthis study is to find out the impact ofcoronavirus and the lockdown due to pandemic on the business.

As well as to identify which strategies did the home bakerc used in the lockdown period to deliver safe and

hygiedc products to their customers. This study also presents the challenges faced by the home bakers during

the lockdown aDd the impact on the sales due to umnticipated lockdown enforced iu India.
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1.6. Scope & Limitations of the study
This study peflains to the impact of COVID 19 and due to which the challenges or obstacles faced

by the home bakers in the lockdown period. Researchers have made a sincere effort to identify the impact of
the pandemic of coronavirus on the business as well as various stategies and precautions implemented in the
operations by the home bako$ to provide safe, hygienic, yet delicious bakery products to the customers. This
study also present experiences of few home bakers ofthe business during lockdown period.

This study has some limitations. The participants of the research are the home bakers of Pune. The
total sample size was designed for 75 responses out of which 59 have been recorded usiag Google Forms.
This becomes 79yo of the lotal sample, hence can be considered as reliable. The study is limited to the home
bakers only and no commercial bakeries were involved in the research study. Home bakers based in Pune
were talgeted and hence does not have any relevance to any other location elsewhere. The Cental
Govemment of India enfolced lockdown ftom mid-March till end of May, thus, findings ofthis research may
flot apply to any other period or even same period elsewhere in lndia, or any other period for the same area
and even to the same home bakers. The sample size may be too small as compared with total population of
home bakers in Pune. However, researchers have put their best efforts to reach out maximum home bakers
during the restriction period.

1.8. Literature Review
l.The blog w tten on the website ofDawn (Mar 2020), "Tips for bakeries in COVID 19 environment" has

mentioned the key business strategies to maintail the customers, work smarter and gain more out ofless &
limited resources to adjust in "aew normal" world. Social media, which is economical in cost and has a
positive impact on the business, to be used to reach the market on a large scale. Offering delivery (if
feasible) within a certai[ radius of the location should be provided, which increases the rcvenue.
Innovation is the key and using creatiye, innovative ideas with the help oftechnology keep revenue coming
in.

2.The newspaper article iu The Econourist (8 Ap l2020) 'home baking is on the rise' presents the statistics
of Nielsen - a market research company - in France, there is a sudden increase in the sale of flour by 160%
and soap by 220%o. The company has not mentioned the figures for the flour elsewhere, though the
joumalists for The Economist have repoted the scarcity ofbakery supplies for homemade bread, cakes &
buns.

3. Shambhavi Anand (12 May 2020) mentioned in the column of Economic Times that there is a 60%
increase in the sale of bakery related items such as baking soda, cocoa powder, and other ingredients as

lockdown has made people to dust offtheir hidden skills ofbaking.
4. Aurelia Lambrechts (May 2020) has presented some tips in her blog on 'philosophy-of-1um.' In that, she

has specified hints to incr€ase lie business of home bakers. Here she quotes that the business of homc
bakers will be going to get affected as it won't be genemling revenue as usual. Hence, home bakers should
try doing things differently, which will attract customerc. Further, she mentions that the bakers should
commuricate to their clientele what are the precautions and safety maasures they are taking to keep the
products safe and hygienic. Altemative income to bakery businssses like conducting bakery classes online
will also be a good and innovative idea, so the revenue doesn't stop,

5.Article by Puatos on their web portal (2020) 'Adapt bakery's services in times of COVID-I9', there is a

list ofstrategies the bakers should use whilst the lockdo$.n period. In this article, it has mentioned ftat the
consume$'needs and behaviour are changing promptly. Thelefore, the approach towards the business
should also be changed. Optimising the in-house management such as iuventory management, hygiene
measures, etc. should be given prime irnportance. Innovative ideas such as loyalty bonus points, delivery of
goods, and being in touch with the customers (maybe through Facebook or YouTube live) is crucial.

6. 'Psychology-backed reason why so many people are baking during the lockdown' - a newspaper article in
Times of lndia (11 May 2020), states vadous aspeats of home baking. In this pandemic, many in the
society are facing depression. Making a loaf of bread or maybe a cake has psychological factors behind it.
When people are feeling uneasy or stessed, they hasten to comfort food. Bread & Sugar are the comfort

101 I temational jotrnal ofManagement, lT and Engineering
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4.

I.7. Research Methodology
The presented study is an applied research. Quantitative approach has been used while conducting

this research study. The targeted audience for the research were home bakers ftom the Pune. Method used for
sampling is purposive andjudgemental. This research includes Primary & Secondary data. Primary data was
collected through structued questiomaire about the impact of COVID 19 on the business of home bakers
using Google Foms. These forms were sent using email and other social media channels and the analysis has
been done based on the responses. 53 tespolses werc recorded out of 75 i.e, targeted sample size, which is
almost 71% rcspol1se rate. Secondary data was collected through various websites, blogs, news articles and
reports.
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food that act as a soothing agent in stressful situations. Baking and cooking are thempeutic way as it
requires a lot ofpatience, effofts, and skills which balances the anxiety or stress levels.

7.The New lndian Express (18 June 2020) - Hyderabad's home bakers continue to whip delights amid
COVID-l9 lockdown, In this article, the survey of home bakers in Hyderabad have presented. In spite of
lockdown and hurdles in logistics and raw rnaterial supply many home bakers have achieved success in
their business. New customers were added and the demand for such home-baked items was increased
extensively. Innovation in the use of raw material such as usilg substitutes for scarce items without
compromising on the taste ard the quality was the crucial factor in the lockdown.

8. Mallika Bhagat (O1 May 2020) has stated ir the news article of Hindustan Times that 'Sweet nothings:
Home bakers whip up and deliver delights amid lockdown' the home bakers in Delhi are facing troubles to
meet the higher demands in limited resources. Still, they have not shut down; instead, they are trying to
cope-up with the demand in the market by using some new innovative ways to prevent supply from being
obsolete. With all the precautions about safety and hygiene, Delhi's home bakers are offering no contact
delivery oftheir delicacies as well as pick-ups from their source locations.

2. Data Analysis & Interpretation
2.I. Home Bakers of Pune

To collect data about the home bake6 in Pune, a struchued questionnaire using Google Forms was
creat€d and circulated through email and other social media channels. ID this questionnaire basic contact
information and some general questions regarding their business were also included. In their response, it has
proved that the women are leading in the numbers of home bakers in Pune. Figure 1 (A). The age grcup of
18-25 years that means young adults (Gen Z) are greater in the numbels. Figure 1 (B). The second laryest
group is 26-35 years ofage which can be termed as millennials (Gen Y).

krNirr
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Figure 1(A) Figure 1 (B)
For this research activity, Pune was divided into tive zones (refer to the Figure 2) - East, West,

Cenhal, North & South - to identify the zone in which there are lllaximum number of home bakers. Except

for North Regioq the home bakers are in similar numbers in other four regions. Figure 3.

The central region covers the area from Shivaji agqr Railway Station to the south Deccar

Gymkhana, Tilak Road till Sarasbaug. And from swargale to the north MG Road, GPO till P e Railwcty

Slalioz. This region also includes atl the Pethas inPurrc. The East Region has two major highways that links

prominent citiei of Maharashtra - Ahmednagar & Solapur - one ofit is a National Highway while other is a

Stut" High*uy. NH 65 is a highway that connects Pune and Solapur cities while Sff 27 links Pune &
Ahmeclnigar cities. Apart frour it, this region also has Pune Interuotional Aifport. Most of the Five Star

hotels are in this region. Hence this region is of great importance from the intemational clients' perspective.

In the West region ihere are basically all the residential complexes. This region includes Kame Road, Paud

Road, some part of sl nhgad Road, Kothntd, llarje in the south palt, and towards north, this region includes
pune lJniveisity, pashan, Audh, Baner, Baydhatt and Balewadi Stadiu . The west region also covers

Mumbai-Bangalore Bypass ,Road from nortb to south.
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Sourcer httpsr//www.istanbul-city- Figure 3

zuide.conr/mao/India/pune-map.asp#
The north region starts with Old Mumbai-Pune Highway and incl.ades Sangamwadi, Khadaki, Range

Hill, Pune Yeruwada Jail, Alandi, Vishrantwadi, Dhanori, Dapodi, Chaken, etc. North- west region has the
lT hlb i.e. Hinjewadi Rajiv Gandhi InfoTech Park, Pimpri-Chincr)rad, the sister city of Pune, ,laagivr, etc.
South region has mostly residential ar€a starting with Swatgate, Paruati, Salisbury Park, Bibwewadi,
Padmavsti, Kondhwa, Hingane, ll/adgaon, Dhayari and the one of the biggest citylcomplexes ill Pune,
'Nanded City.' Historical monument like Sinhgad Fort is also in the South region ofPune. The Rajiv Gandhi
Zoological Park and W'ildlife Research Centre, Katraj is in south region, too. Pune's lifeline that is
Khadala,oqsla Dam is towards south-west of Pune. The lndta's National Defence Academy (NDA) is also at
south-west of Punc, on the ba*s of Khadakwqsla Dam,
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Figure 4 (A) Figure 4 (B)
Most of the home bakers have started the business recently within a span ofone year. Alnost 47Vo

ofthe sample have been doing the business more than a year but less tha[ 5 years [refer Figure 4 (A)]. There
are few which are in this business for a long while i.e. more than 5 yaars and most ofthem are above 25 years
of age. DBe to the lockdown, the people have started with home bakirg business as we can see rise of the
home bakers in the Figure 4 (B). And hence, the number with less than one year of operations is higher in
the statistical presentation.

Stimulus for the business of home baking is to pursue hobby and passion. The lock-down has also
helped the individuals to pursue and develop their hobby for baking. 72% ofthe sample have entered into the
business to cultivate the hobby of baking and the passion for fashioned cakes & cookies. Professional
education & taining is vital in prcparing such high skilled desserts. Figure 5 (A) presents the statistics about
the stimuli to enter into the business. Eaming extm penny is always a motive to start a new business, but
since this business requires high set ofskills which can be impossible without dedication and passion for it.

Baking or cooking is an aft. Hence, making a frosted/iced cake requires patience, dedication and lots
ofpractise. One cannot achieve it in a day. It requires good observation aod practise. Patience and dedication
are intdnsic factors. One major extemal factor which is requted for the baking is the formal education and
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training. Figure 5 (B) exactly explains it. 74% of home bakers have undergone a formal training in which
have leamt the crux of
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Figure 5 (A) Figure 5 (B)

2.2, Psychological-based Reasons
Wlile coronavirus has created fear about the future in the minds of people, it has also made people

start entrepreneudal activity like baking at home and thus increasing the number of home bakem that matry
were not aware of. From a siople rnuffin to a delicately iced cake, people have invested their free time (due
to lockdown) in leaming a new skill. There are some psychology-backed reasons why people have tumed to
produce bakery products at home. Figure 6. Bread and sugar are considered comfort food (refer article -
Psychology-backed reasons, Tl,e Times of lndia, May 11,2020). Wher a human being feels a stesstul
situation, he/she rushes to comfort food. Hence, the art of bakery has become a way to distress and self-
soothe for people. Consuming sugar in a shessed situation, regulates mood, appetite, and social behaviour.
People feel happier after consuming sweet delicacies. Likewise, bakery delights also work to fix the body to
be "happy" temporarily. The art ofbaking is a conscious effort and require a lot ofpatience. When somebody
is putti[g their efforts and time sincerely in the constuctior of something positive, it reduces stress and
anxiety levels. Hence, cooking ald baking also act as a therapeutic medium.
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Figure 6

2.3, Revenue Gencration
The below statistical charts reprcsent the financial probability ofthe business. As there is larger

group ofhorne bakers under the age of25 years, itprovides an extra income opportunity to them Almost
56% ofthe total sample [Figure ? (A)] eams below - 5000 per month that indicates economic poteDtial of
the business. However, we cannot overlook the 44% ofthe sample. too, There arc few home bakers who have

hmed it into their main income source. Some ofthe home bakers are producing the bakery products as per

demand and selling it through a smal1 outlet. To oparate an outlet, more manpower is needed. Thus, they

have some employees who assisls them in their business. Otherwise, all home bakers are solely operating

the entirc business. lFigure 7 (B)]
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2.4. Impact of COVID l9
The worldwide outbreak of colonavirus has severely affected on the business of home bakers. ln

initial phases of lockdown, the home bakers have faced many challenges and therefor€ the inpact was
negative. As people started to cope up with the situation, the business was again otr the go and starts
flourishing. This was due to culailment in the production and supply chain ofbakery items. The demand for
bakery items were at its peak and home bakers got a good oppodunity to cover the losses due to lockdown.
Hence, we can see a mixed of COVID 19 on the busiress ofhome bakers refer Figure 8 &

Figure 8 (A) Figure 8 (B)

2.5. Challenges faced by Home Bakers in Pune
The sudden lockdown due to coronavirus has made the home bakers face various challenges

(Figure9). The majo! challenge was the scarcity of raw material. Bakery products require some special

ingredients which are not avaiiable at Indian Grocers' Shop. These in$edients are available in supemarket
stores & due to COVID 19 l'ear, all the supermarket stores were closed. This resulted in a shortage of supply
& evennrally, the cost of raw materials was on rise. Also, dle custome$ were scared of buying food stuffs
which were prepared by somebody else. This perception of customers has a huge impact on the business of
home bakers in Pune. To change the perception of customers, home bakers had to invest a high amount of
cost in the sanitation & other preventive measures. [u initial phases oflockdown, the home bakers have faced

some logistical challenges, too. As the petroleum fuel was reserved only for the essential services such as

police, medical practitioners & staff, press media, admjnistrative personnel & essential food corrunodities
(grocery, dairy, fruits & vegetables), the home bakers couldn't offer delivery of bakery products to the
customen, Thus, due to all above mentioned reasons, the sales were affected and home bakers experienced a

huge list ofcancelled orders.
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2.4. Impact of COVID 19
The worldwide outbreak of coronavirus has severely affected on the bnsiness of home bakers. In

initial phases of lockdown, the home bakers have faced many challenges and therefore the impact was

negative. As people started to cope up with the situation, the business was again on the go and starts

due to curtailment in the production and supply chain of bakery items. The demand for
its peak and home bakers got a good opportunity to coYer the losses due to lockdown.

Hence, we can see a mixed of COVID l9 on the business ofhome bakers re8 &

Figure 8 (A) Figure 8 (B)

2.5. Challenges faced by Home Bakers ln Pune
The sudden lockdown due to coronavirus has made the home bakers face various challenges

(Figureg). The major challenge was the scarcity of raw matedal. Bakery products require some special

ingiedients which irs not available at Indian Grocers' Shop. These ingredients are available in supermalket

stJres & due to COVID 19 fear, all the supermarket stores were closed. This resulted in a shortage of supply

& eventually, the cost of raw materials was on rise. Also, the customerc were scared of buying food stuffs

which were prepared by somebody else. This perception of custome$ has a huge impact on tho business of
home bakers in'pune. io change the perception of customers, home bakers had to invest a high amount of
cost in the sanitation & other preventive measures. In initial phases oflockdown, the home bakers have faced

some logisticat challenges, too. As the petroleum fuel was reserved only for the essential services such as

police, ;dical practiti;ners & staff, press media, administrative p,e-tsonnel & essential food oommodities

[grocery, dairy,'fruits & vegetables), the home bakers couldn't of'fer delivery of bakery products to the

"irtoro"o. 
fn*, Are to all above mentioned reasons, the sales were affected aud home bakem experienced a

huge list ofcancelled orders.
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Figure 11

2.8. Various Strategies implemented in Lock-down
The strategy is a plan of action to achieve organisational goals. As the nationwide lockdown

enforced, pause all the business operations. Hence, the home baking business, too. wllen the market started
to cope up with the situation, home bakers have impleme[ted some strategies to regain customers and so
business to cover the backlog of income; these vadous implemented strategies presented in Figurel2.
Though the lockdown has not lifted entirety in Pune, some restrictions have been relaxed in certain areas to
allow business operations to take place. The home bakers were following strict hygiene ard saritatiol
pmctices, These were communicated through va ous channels to create trust in the minds of custome$.
Contactless pick-ups & deliveries were also offered by the home bakers to effectuate "new-normal" norms.
The list of products was revised to start the operations after the lockdown period, to present a variety of
products that will suit the "new-normal" demand ofthe market.
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Figure 12

There were some unique strategies carried out by the home bakers to attract customeB; these presented in
pink-coloured bar charts, The most effective platform of this era, to promote the business is Social Media.
Home bakers have used this platform to advertise as well as to receive orders ftom the customen. By
revising product range, they have also included some qeative, ionovative, and attactive, mouth-watering
delicacies in the menu to attact more customers. Few of them have also worked socially to perform their
duty towards the country & man-kind.
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3. Results & Recommendations
The above research study has proved that the home baking business has great significance from an

economic perspective. Maximum home bakers are women in society and fiom the age group of l8-25 years,
The pandemic of coronavirus has resulted in the dse of home bakerc. Most of the home bakers have started
the business within one year (due to lockdown). And almost 47% are into this business ranging from one year
to five yeam. Though the stimulus for this business is hobby and passion, most of the home bakers have
completed formal trainitg, ard 62Yo of the sample are ccrtified. Lockdown caused by COVID 19 has helped
the people to pursue their hobby and passion for bakiug. Dudng the lockdown period, many have invested
thet free time in leaming a new skill. Since the bakery is an art, it requires passion, dedication, and patience.
And when somebody is putting their efforts into creating something positive, it works as a therapeutic
medium. Hence, the art of baking has become a way to releasc stress, regulate mood, and social behaviour.
That is why it has some psychology-based reasons. This business may not be financially sound to operate,
but if backed by passion and dedication, one can eam I 5000 to f 15000 per month or even more. However,
current statistics reveal that 56% ofthe population is grcssing up to I 5000 per month.

Home baking business is not an exccption to the severely affected businesses due to COVID 19. The
nation-wide lockdown enforced in India had resulted in many restrictions and challenges to tbe home bakers,
But the demand for the bakery products was at its peak home bakers tumed this opportunity in their favour.
Thus, the impact of lockdown on the business is mixed. The sales were down in initial phases of lockdown,
nevefiheless as demand was on its rise, the sales figules were thriving as home bakers could manage to eam
the revenue lost due to the lockdowr. One of the crucial challenges, due to the lockdown, is the scarcity of
raw materials. The supermarket stores were closed during the lockdown as a preventive measure from
spreading the virus, which resulted in a shortage of supply ofbakery related ingedients. Although, many of
the home bakem had a)ready stocked-up their inventory that ensured the smooth operations. The deficiency
of supply in the market of bakery related ingredients and supplies led to a rise in the price of commodities.
Also, the perception of customers affected sales in the early stages of lockdown. The cancellation of orders

has created shess within the home bakers, as they had to retum the advances, while some offered a credit
note to save future sales. Home bakers had to irvest a high amount of funds in sanitation that has helped
them to change the perception ofthe customers.

Therc are various stntegies implemented h the operations by the home bakers. Observing the strict
hygiene and saaitation practices io the production and communicating the safety measures taken while
producing the bakery items was the widely used stmtegy by the home bakers. This strategy was not only to
attract custome$ but also to create "trust" in them. ContactJess pick-ups & deliveries were also offered by
the home bakers to effectuate "new-normal" norms. The existing menu had revised with the affordable and

suitable for the "new-normal" demand of the market. This menu has an ample variety of bakery products.

Some home bakers have also used a few very unique stategies such as usilg social media platforms to
advertise the business that helps reach the greater geographical region and to receive orders as well. The new,

revised menu had included certain cr€ative and atractive, mouth-watedng bakery delicacies lo attract

customers, Very few home bakers have worked socially to perform their duty towards the country and have

helped the needy people with essentials to sustain in such hard situations.

Today, the home baking business is not considered a commercial business; but it has the potential to be one

as the baking is one ofthe professional arts. Though the business stimulus is hobby and passion, the

potential, as well as existing home bakers, should seek professional training and courses which will advance

ihet skills and knowledge. Also, it helps to widen the scope ofbusiness. Revenue from the business can be

improved by exercising unique strategies and novel products. Cancellations need to be handled in such a way

to iecure sales. Various innovative tactics must be implemented to avoid cancellation. In this advenising

world, home bakers should take thoir business online that helps to operate and promote the business

functions. Social media and similar online channels should be used at its best. Also, vadous technological

advancements such as apps, cloud-based systems, inventory management systems should be used to monitol

the business opemtions. The guest database needs to be maintained which helps generate leads. Business

shategies sho;ld be flexible that can be executed in miserable situations, too. The seasonal offers or limited-

perioJ offers if implemented may help to boost sales. In short, the home baking business has a tremendous

icope and demand in the near future, ifopemted in the best possible manner. The primary motive ofthe

bus'iness must be, supply unique, quality products in the malket to comply with the demand in a professional

manner.

4. Conclusion
After completing this research activity, the researcher has drawn some conclusions. Bakery products

play a significant role in the lndian food industry. The home baking business has immense potential itr the

market; f,ence, one who has a passion for baking should pursue professional education in the field of the

bakery before commencing the business. Due to the lockdowo of COVID 19, the business ofhome bakers
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has severely affected. The pdmary phase of lockdown had resulted in low sales and cancelled orders;
howeveq the demand for bakery products in the market boomed in the later stages. The increased demand
has helped the home bakers to cover the backlog of sales. When the restdctions were lifted, home bakers
have used various strategies to attract customeN back to their busilesses. These strategies are in association
with govemment norms and regulations, They have also implemented some unique strategies to attract more
customers, ther€by increasing sales.
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India, one oJ the developing countries, is observing.t lot ofdemand for outbound tratel
in recent years. It is attracting a lot of toutists majoring from the mid-income segments
and they are also prefering the unexplored destinations. The tra|l agents and tour
operators are in a corLtinuous search and promorion ofsuch wrexplored desrinatio/ts. The

traveller of todq, is well-versed and has pior knot edge regarding touism products a d
they al'e stnart enough in compaing the pice5 b\ rarious tools due to abundance use oJ
the internet. Online-Travel agetlts. Apps- R'ebsites. Social Media platfurms enable an
indiidual to do the pice anahsis a{intiitidual tratel components and services ofJbred $,
the third panies Hish u$ee o.l ihe i enlet has impacted on tlle margilts or mark-ups.
comnissiolL\ oi hore!-s. tit'ij,':e: e|en on the iocal tartsport and accomfiodation serrices.
This is ternted as Pn.e Trinsparrn.i \there Ihe pices are open for all, iftespectiye of the
status qf rhe p.rsan iie ',cltolesaler. retailor or the end-user) using or consuming the
products or s;.,ices- Hence the ptice tansparcncy enables the q$tomers to elrtciently
search- :oitpare and book their travel plans also they can calculate the mark-ups,
comnissions \lhicll the ftarcl agenis or tolr operators are charging and ca balgainfor
it. This is resulting i cuttllrcat competitionJbr the wholesalers & retdilers in the mqrket.
Hence getting the coklracted or discoLnted rates fbr tarious couponents at the touist
destination has become crucialfor travel agents, tour aperqtors as )\)ell as the b2b sector
in the travel irdustry. They arc losing the business due to very less margin and raising the
intense conpetitiotl in the industD). Though the positive aspect oJ price transparency is
that the customers can co pare lore substitutes olferiry the same services at lowet
prices.

Kr\ $ ordsr Pnce 1r ln.par ertcr . lra\ ei xgent. online tr a!el agcnts ( OTAs). cL, r rpcIitlL, I

1, Introductior

1.1. TraYel Agert

A travel agent is e person \ho assists touuisrs iD ploroing. seleclrug &,llganising rherr
lour to a destinatrorL. For rhrs. he should here r tliololrgh lino[lecige ot thc dcstinarior],
lrxn\puiatrorl. acc,Jnril)oddtion a d other to,,rrisnr relilled lircilrtrcs. Tlic lra\c1 aeent
gcrtrall) bridgcs ilrc gilp []et\\,eef fr-oducI or scrricc n1anu1'actlLrer plovider and its
consunlcr arld r:cccilcs [o]nfiissrorl .\ Lrrirel egcnr is all o\\'r1cr or a managcr cfthe finn
commonll, knorln as l tllrel iigencr' \ tlii\!i lgcnrv is N t'inn or ii,,:orI,)t.rtion,,t Jn

olganisation rvhich h:rs al refresentaii\e alllcc ilhcrc tr-avcl lclatccl products or ser\iccs
rre assernllled and sold ro lts uliinlite crstorrer \ i.e. toulists. lt is ctle of the most
imporranl t'dce1\ or'ihe li-.r,rrsin indu.Ln as i1 rorltriblltcs a lagcr stakc in the counlry's
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Role of travel agents in country's economl -
. Promote the toul-ism business in the marker.
. Create employment iD the society.
. Crearion olbudpet lbr the orpanrsa ron.
. Atract local capital along \.vith the tbreign caprlal
r Provide business to the allied industries such as airllne. hoiel

economy by promoting and selling tourism products and services. Hence, it is also known
ds lre image builder" of 11.c corrtrl.

A travel agent performs a rvide range offunctions to fulfil the demand ofits customers.
They do not just plan and organise the tour lor its customers but even they advise their
clientele on where to go, local allractions, er ents. tiadjtions, adventures, and so on. Apart
from its basic functions, travel agents also perfomr following tasks in an event to satisfy
lhe needs and demands ol the tourist..
. They provide essential travel infomation to their customers. An accurate and timely

infomration about the customels'joumey. destinations, attractions, passpofi, VISA and
other procedures such as immigration. customs clearance, tral,el and health insurance,
etc. must be provided b1' the travel agenr.

. Travel agent is also responsible for bookrng the airline tickels as well as the
accommodation on behalf of the tourists. Sen ice providers such as airline companies
and hotels pay off good comnrission to the ra\ el agents on the basis ofbusiness given.

. They also assemble or club various Lndir idual tourism products and se.vices inlo one
product commonly known as tour packase. \\ hile assembling thc tour package, travel
agents must give emphasis on the leisuJe acir\'ities and needs and demands of the
tou sts. Traditional nonns and cusroms of rhe iourist s religion must also be kept in
mind while forrnulating such packages.

. They also help the tourists to ar ail crirrency erchange facilities. Thero is a govenrment
body wlio approves travel agencies as an aurhorised organisatioll to provide cun-ency
exchange facilities to the tourisrs- It heips rhe iounsts to transact in foreign country
without any hassle.

t

IT. commercc. etc

1.2. Indian Tourism Overview

India is one in all the highest countries that has several rounst aliracrions that might be
natural or ma11-made. Also, the tourism business in Iadia is contributing a fiajor stake to
the counlry's economy and its growing apace. "Unity in DiYersiry" is the ke)'feature of
India thar continuously fascinatcs loreign nationals in addition to its residenis to discover
varied ethnicities and conducs lhat it has to offer to the \\orld. In the }-ear 1.018. The

World Travel & Tourism Coiurcil calculated the revenue generated by rhe tourism
industry in India 116.91 lakh crore which *as then equivalent to the US Sl40 billion and

contributed to India's 9.2% CDP. It suppofied 42.673 million jobs \\hich are 8.19; of its
total employmert. The tou sm sector il] India is expected to grol\' at an anaual rate of
6.901) ta 32.05 lakh crore by 2028 contributing to the nation's GDP to 9.9o'0. Se!'eral

repofts also present the growing ratc of inbound tourism in india, medical tourism is
playing a vital role in it. Globally, the capital city of lndia, DeLhi is ranted 1lth for the

foreign towist visits, followed by Mumbai t4th, Agra 26th. Chennai 361h. laipur 39th.

Kolkata 761.L and Ba11galore l00th according to the Euromonitor's repon in the !'ear
2019. Pu[e is ranked 9 ist according to Mastercard's Report 2018.

1.3. Pricing in T0urism Industr"v

Pncrng rs one of the mosr fital factors $ithiD the iourism business tnir. Tourists .3li
the ploducr b] its pricc and rvithour wlrich rhere is no guidcline of cluaiily. Detemrinatio:r
oi Pr'1cc to paniculiu pro.iuct oi sel\'ice rs thus indispcnsablc lbr thc success oi the
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tourism establishment, because it has a remarkablc affect on demand anci turnover. Price
usually reflects an indicarion ol quality. The " ght" price must satisfy both the tourists
and meet the end objective. thai is profit ol the tourist finr. Percepnon oftourists carries

the ultimate significance in rhe rarious decisions made by tourists - tire selection ofa
destination, th€ corlsumprion ol comnrodities whereas on vacation, and also the decision
to come back. Tourists are erperienced travellers, older and vety price sensible. It is

essential in influencing rrarel behariour. To sustain in such a competitive climate, tfie
toudst product or serrice should b"'perceired as ofa high quality which is sin.tilar or
higher to clifi'erent competiiors. art.l iis price should be perceived as irresistible. Hence.

the facts on tourists' opinions oi cosi alid benellt plays in tourist behaviour is of the
highest importarce.

1.4. Conccpt of Pri(r Trensprr.nir

P.ice transparenc) is th,a'. a:iiirl to recosnise all of the bid costs, ask prices, and
merchandising quanriti* i-or 3,qi...n stock. gooci. or ser-vice at a given time. In the
economy, price transparen;) prorao:es ;r.mperition In rhe tourism industy, for instance,
tou sts usually have no tr li,il: rd;a ..r \\ har a panicular tourist product or service really
costs, keeping them al:!ios: r- ire i:rii anri no porver to negotiate for higher prices. If
toudsts doo't seem ao be.rcle t.-, n€oiiate ior prices or iesearch eflectivell. competition is
suppressed. Ki!r!'. ug .,,.n:: e,::''r..1_' e.se Ls bidding. asking, and trading helps identify
the real supplr lnd;3:r::-J r,::: s3.u-l\. good. or scnice that is, its tlxe worth. Once
this data is unrou:.::-:.: : :::;'.:rl:bl;. :re narket is by deiinition less economical.

1. To srudy lhi iEpacts oi pnce Ea.nsparencl on the tourism industry.
2. To undes-,aad r'ar ourble ald ud'a|ourable aspects ofprice bansparency to travel

ageots.
3. To studv Yario'*; t'actors r\fuch intluence price transparency (such as the intemet,

social media- erc.).

1.5. Obje$ir es

1.6. H\ porhrs.!

I Price transparency has an in-ipact on the travei industry.
l. Prices. intcrnct and socjal rnedia intluences the travel plans ofthe tourists

l.l. Signillcance 0l the stud\

i'r ice 1_ransparel]t\' is ! ierll :.!aai 1h:1. the p|ices rre ,rp".D to all. 
_i_hrs 

rnexn,rr thiit an\
rnJrridual ir lhe miu-krt arn ir.:asi the D'icc of r cerlain conutodjlr- scl-\,jce rr so. Such
lasi[1 acccssibLc priccs rrcalc irlcr-i; corup!titiol in rhe mar].,et. r\lsLr. the Online
Distribution Chrnireis clisclosr-s such plicLru or1 tlicir u'ebsites rvhicir makes cLlstorners
tlr\ lo ci_rntpare bel\!ec)l the:errice prorider jr manulhclllrel Todav. !r thr tolrris]r
iI]dustr1.. rhe pri!"-.i.1 \ ioulisnr producL or serrjce is.rvajla-ble on thc iDrcr-rcl. Thc
custurmels of tlie ta)r,irisnl industry. corlilronl! klotn as iouirsts. a!r a\lare of prices.
l{ence. the busiress ,.ri-the trarel agenE is sLLjlirixg ancl they hare Lo lac,- such lrrnensc
.on]petitjon created in lhe nelket. just becluse of Prce Tr-lr]sparenc). There irrc somc
ad\,.rntages oi Price Trarrsparelcy if \1'c iook al lt liom lhc cLrst.imcri foint of vieu. and
cvelr 1i-o1n the trarel sgents perspecti\ e. But its disadra[rages lnake the tra\,el agenls
lor cl its margin of gail and cvcl1 somc of thc tiues to losr thc busincss.

N,ly nrain ob-jecLive of lliis research is to ideirliI tlre ir]rplct ofDricc tlanspi][cnc]'on
the busincss of the tralcl agcnts. 'l'hc kcl clcm.lts ro bc erpiorecl tlonr this rcscarclt
arcti\ity are the concept ()1'Plice Transparencv. lhe role ol' jt ili thc tourisn industry.
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advantages & disadvantages ofthe price transparency to the travel agents. the key factors
rvhich influence price transparcncy. Also. provide them (the tralel agents) with the
so1utio11 to this problem.

1,8. Scope & LirnitatioDs of studY

This studl pcrrains to the impact ofplice transparenc;- anti duc to r.::r, , - --,,
challenges orobsiaclcs travcl agcnts arc facing idt[]c tourisln lndLrstn T':':-::'r-: a ::
made sincere effbrts to find out the inlpact ofprice transparenc_v on the rL. : r : :
travel age[t Also. the lact,:,s rvhrch inlluence p ce transparencv are ]de-lir::-
resealch activity. Thc stud_"- prescuts thc edvilntages as \r,ell as the thsldr antag.'' ..: P: ::
Ti'arsparenc!.

The participaDts of this research qele the travel agents in the vicirlit],ol PLr:r: ( r:.
The lolil sample oI 20 qrrestionnaucs rvns rlcsignccl lilr thc travcl agelts.nd I6 rc.::::.:.
a|c rccordcil b.l pcrsonally .,,isitirg tl)eiI ofiices as rvell as ihlough an cmail. ,\i:.::
becomcs 8{J9'o oi thc tot:rl sample. Thus, the responses can be considclcd as leltabtr Ti:
stnd), r-s hDntcd !o thc lravcl agents in the vicntit) of Pune city alld docs nLrt ha\e an].

r-clcvancc Io an! other location else\!here. Also. Lhe time franre ior thc research actLr in rs

hrrited ro the penod oi ArLgust 2019 ro Novernber 2l-119. lience rhr: findings ,.rf ihis
lcsearch ma_v not airply to anl other treno(l e.,err ru the sanle .tr!-it rnd same iravel agent:
of thc rcscarch actir,itv

1.9" Research Methodology Adopted

The present sludy is an Applied Research The rargeted aridience for this research is
lhe travel agents u,hich are thcing the challenges due ro price rlansparency. Metl'lod used
fol sampling is purposive and judgemental. The methodologl used fbr the research for
this paper includes Primary and Secondar] data. Pdmar], data is collected through a
structured questionnajte about rhe price transparenc]'and its ilnpact on the business of
trayel agents. Secondary data was collected by reading avarlable matenal on the internet
lrom online loumals, websltes and a11icles.

2. Literature Review

In hrs jcsciir-ch pxpcr (2iltl5). 'Price Transpa|cLrcy !rn !h. I11r.rr.t R:!LLrenre.ri. r,l
re\Ielrue rra,riigemerl ior lhr dc\clopntatli ol'arr olline \lriltcg\ i! iha hosfLlilirl
in,:1ustr1r' Dr. Irggcr hrs sretcLl Lhal rl're rrplai gro\\lh of inl'orlnxrrlrn irnLl conrnrrLnr,-rrLrru
tcchno)oqy, has glcall) rnprcrc.l on ihe tourism rnciustry. t hrougir rllese Lllsrriburiorr
clranrels. austorrer5 arlr lcccss a !\idc rltngc oj'tnlitrnrailon ,iboLll toulrsln llroajucts.
l'l'rs resull\ in hlrd-forLght.onlperitiol iI1 ihc toritrstl1 [larkct atlai pricc transpiirelic]
pler, l vrtal role in it
Li \{iao & a.nna )vlattila have fier]ironed in rheir rcseach paper (JLrl1 2006). '11orL it
Hatt rttrch la tAtui.) Tlt( t/it:Il.t tf Pricc Trttl.spete cy un th( cais tttctr ptttt
ptr('a!!!t)tl-- i\ largc alnou[r of darii x\ ai]able o the lntenret makes it a bit co fusing
ior the consulrers,,o nlake lli optlrnal ciectslcin. Also, the markctcrs purposel.v revcal or
liidc rnibr-rnation fiom thc consumcr i[ an lttcnlpt to manipulatc tire choice of rhe
con\umcr. Thcse prrcticcs rnUucnce thc plicc cvaluation ancl pcrccption ol consunrcrs
in ihc rnarket.
In February 2008, The llcor]olnrc Tunes publishetl ln rrrr.ie rrillerj ir] \andil.r,-i.r
Curha- Inrernrriona) Tour Package is Opaque in tlirch the autiror rrellione.i thrt
rour package rlemanC has rncreascd rl1 fh]: lasr li\l \eirs Jue tu ietlreet] rtr:r.
corlvenience. and cuslomi:ia',ron. The Lt,LLr ofi:rattr' rrl ir( !,Ltllir\ .Lr:,,1-r-rerrilg illl
pricc transprrcncy m theil operations or encountcrs u,ith ihc consuurcrs :1uii rcslLlts LLI

alcittillg r bra[d va]uc rr rhc l11xrds ofthc collsumers. Shc also lrcrtioDcd iD rl]e ar_tl,rla
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ihai lhe ne\ age customers are interested in the straight offers rather than virtual
iisco'.rnts in rvhich the price is impossible to evaluate.

,{ccording to the ACM (Authority of Co!.sumers & Markets). Netherlands, 2013 report
manv businesses in the tavel industry along with its processes have become more
traDsparent to the co sumers. ACM is also keeping a close observation on the

businesses in the llavel industry those who add costs at the total price late in the

booking and assures the consumem that firm action will be taken against such practices

as it reduces the transparency in the market.

Shanon Lee in May 2014, stated in the blog on HIT Consultant, "Medical Tourisu
Close io Home: Price Transparency is key" thar in the 20th cenhuy, the medical
tourism can witness a shift from developing country's patients travelling to developeci

counffics to compietely opposite sucl as patients from thc USA are havelling to the
Asian countries to receive treatment as the cost of treatment and lhe quality is as same

as developed counnies but the aost in developing countdes is t]]uch lesser than their
own country.
Christopher Elliott defines price transparency as 'price yoLt see is lhe price yau
pal'. He further quoted in his newspaper article on 25rlz September 2016 h USA

fo./a)., neu,spapei that u,hile booking an airline seat the prices are l1ot transparent. He
had stated that 71% of travellers, according to TripAdvisor's survey, get annoyed by
baggage fees and scat selection fees, which othetwise included itl the airfare.

Alisa Vortika stated in her blog (2018), "'Price Transparency: why hotels need to
become choice architects" that pdce-savvy geremtioll of customels is the rcsult olthe
intemer \l'hich prolides them with a lot of data. When it comes to the service industry.
where tilo idenncal or the same seNices or products are being offered, price plays a

crucial role in the purchase decision. And hence, whether it's a hotel or a travel
agencl,. selling lheir products and servlces lo the most price-sensitive audience, price
transparenc) p1a)s a ke] role.
'IJldulge in Price Transparenc.v Don't driYe the medical tourists awayl'(October.
2018) a blog urinen b} NIr. Pradipta Das on Placid Solution's website, in which he
menrioned the sense of lnterpreEtlon of price transpaxency for both, the service
provider and the consumer will be difl'erent. When it comes to the consurners it
includes the cost of seryice and otlier costs which are associated with the product or
senice, and also that ale essential to perfom service's charactcristic functions. While
to the provider it means the covering of all the total cost of saies and a percentage of
gain to the cost of sales. Tire consulners (i.e. patients) on the medical trip are not
interested in searching for the best altematives, what they need is just a comfotable
stay, treatment, and transportation facility at the best possible price.

3. Data Analvsis

As ihis is the quanritativc research aclivity. the plimary data 01 first-hand dala is
collected using structured questioluaires to tire uavel age1lts. The questioDlaire wds
designed using Google Fonns and rvere circulatcd to the travei agents tluough atr email
and some oithe responses were collectcd by visiting the travei agents' office 1n-person.

In their responses, most of the travel agenis have agreed that the Price Transparency
has impacted on the business in recent years and this is one of the impofiant aspects

whiclr creates an intense competition in the markel (refel Figure l). Aiso, the impact or,

the business is not so l'avourable for the tlavel agenis as it gives rise to the online
distribution channels and DIY (do-it-youlself approach.
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Figure 1, lntense Competition

When the question was asked to the trar el agents that \\'hich are those tactors thai
influence the costing of packaged tours. 690.,0 of the respondenu ha\e mentioned ODline
Travcl Agent's pricing greatly affects the costing (Figure 2). Also 62% ofrhe popuianon
stated the availability ofprices of iudir iduai tourisur components int-iuences the costing of
packaged tours. 319lo statcd that above two r ariables along rvith seasonal discounG and
govcrlment po]icics affects the pncing of such tours.

! Respqmes

l2

l0

I

6

z

0

A\.il.bjlity of tjeasoo.l Dtcouts
Prtcel oiIniin.duaI oifered b-y OTAg

Figure 2. Factors influencing costing of Packaged Tours

Lcr's discuss no\\ thc advartages of price transparcncy to the tra\cl agcnts (refer
Figure 3). Major group of fte popLrlation bave voted that pricc transParency builds
knowlcdge about the priccs and costs ol'fercd by various competitors and hcDre can re\ ise

the pricing strategies. It also aids in decisiol-makirg. 7 rcspondents mentioued thar it not
only builds knowledge and decision making but also reduces uncertaing' & emphasises
value by prolidiDg their clientele an experience of trauspaleDt prices. thc travel asents are

crcating brand valuc in the minds ofthc consumer.
Couing to the darker part of the p ce transparency i.e. the disadvantages (Figure 4) of

it, 88%, ol the population have strongiy agreed that the biggcst disadvantagc of the price
transparency is it affects llre ratc of conversion rvhich rneans the convcrsion rate ol an
enquily into the busincss. Many of thc fespondents ha1'e also statcd thar it reduces net
profit margins. As the kcy charactetistic ofprice transpareucy, the plices are open to all,
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this enables the customels to bargain fot prices. Also, 62% of the total sample have

responded for the Lack ofuniqueness in the pricing because the competition in the market
has becoure intense tilat there is no rurique porni of valire which differeutiates it ftom
other competito$. O y 44% votes for the comnon bid-pricing, as mentioted earliel, if
there is no differentiating faclor lhen ihe prices of such toutism product and services will
not be differeut, whicfi resulted tn same or simt)ar pricing strategy.

8

j

,]

l

e

:=.::::. -.-?.!. trrc.r:oL-E6li!3 .5ll oflhe abole

Cornnon DidTirnts Redrcer Nei it{a+iN Lr.k olUniqlenes; Aftle.ts mte ofcorve.sioD

Figure 4. Disadvantages of Price Transparency to Travel Agents

The most influential lactor of price h-arsparency is the Online Travel Agents as all the
travel agents have voted for it. Follorved by the prices that are open on the social media
platlonns gleatly influences the price anspare]1cy',. The intemet, E-\\'oM (electonic
rvord-of-rnouth) and olfline advertisements such as ne\l,spaper, magazines, pamphlets and

hoardings are also contributor to the price transparency. Out of these fi\,e influential
factors, four are suppofied by intemet i.e. online travel agents. social media, E-WoM and
inteulet itself. The three concepts are rvidell used and knorr.n. But E-WoM is relatively
new concept. Electronic Word-of-Mouth is a concept rvhere people talk to each other
using electronic devices such as smaaehones. computers, tablets, etc. The messenger
appiications are the mcdium of such E-\\'o\1 actilities. Peopie prornote or demote the

->!L H {r.20ltt l'\(rJ L'li'( ll

7

-l

!

FiE-rr: ; ll,:i:ages ci Pflce Transparency to Travei Agents



\ a\. ,1* arx r-

products, sewices, or even fiIrns while chatting with others. It is very effective rva1,r'i
coFmunication and soreads Iike a grapev,n.-

g Ir.i! ir.i iticr ,lictri,.i I,\flicrj m StroDpllrfi.is

Iu
lj
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Figure 5. lmpact of Price Transparency

'fhe nra,]or ltnpncts of th! ptLCl lranipirinc\ .Lr'a: reducecl custonier satisfaailor_
crrslorller retention. iel mnrqif! arr Io,.r'cretl and h.and inrasc is aiiectecl (Figure 5,
ALnost 63-ci, ofthe populil]L.n ollh]s rcicarch has srated that customel satisfaction li\al:
are grcatl1,i|r]pacted .iue 10 prici itrflspar.Dc1. j60,o voted lirr customer. letcntion as it t:
the 1nosl difficrilt e\et1r i)r sittLntiot! L! releil dtc potenlial cusLomcrs to the,nllniretr ,r
Nct pr',:riit mar gir-r get lrarxirar ai 'lu! rn frjce transparcnc_r, as custotrers bargain lbr lon at
prices uhich cvcntuallr r;Jucer li1. prolli margins as rnost oithe costs iu.c fixcd. \r!-r\
fclv rttes are obtaineC u,ho :trlltgll ilr ei t'ot thc nnpaci oD bran(1 ulage.

4. Findings & Suggestions

Considering ail the facets of Price Transparency, it is sure that it has resulted in
increasing the competition in the market because the p ces of vadous compooents ol
tourism are open to all. OTAs are majorly impacting on the price tatsparency and are
also influencing prices of various toudsm products. Hence, the pacl@ged tour cosiing ri
getting affected. Price kansparency has some negative aspects such as it reduces net proit
margins of the travel agents. the uniqueless in t1]e products and services may alsc gi:
affected. The biggest challenge tbr travel agents is that the rate of cor\ ersio] Lri 3.

enquiry into the business. Lower customer satisfaction levels and customer r.1.r:trr: --.
some of the great impacts of tlie price transparency on tho business ofh-a1el ase:r:: 11:
bright side of price hansparency is, it aids the havel agent a1]d his ream i.. :u:-l
knowledge of vaious pricing strategies that are used by the competitors in :l: i:'::.'::r
mar*et. And also helps ir decision making, crealing value as $eil aa Lr .:drirri
u ncertainty.

To sustain in such cut-tbroat competition, tuavel agents musa creaie :.-.:--:. J-
services whioh add value to the brand image ofthe company. Sales per...: 4:.-r:.: :.,
the travel agent is tho first point of contacl in {1e orgaDisatioo. and h.n:.. l= .:,; .:- u-:
be able to distinguish between the finn's own products and senices -r-r r:-:.! :r :--:
market. Ard should not oniy confide[tly but effectively, too. con\e] :lie.e n:--.:::,r:::
factors to the customer and convince him by applying all the possibie ..il-r= .L . : -

this, the salesperson shouid liave an up-to-date knou,ledge of ihe markei c!r:a-- .:
He/she should be aware of va ous stategies and pricings of the compeii.-:r. :--:=
Ttansparency should be perceived in the positive sense as there are man\ adi axi::i: :: :
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Ir heips u-ar el agens to be optimistic at all times in the operations vr'hile the management
of suc:r iompades ma! anticipate the shift in demand mote efficiently. Thus, improves
Cec isioa-malii-ng.

5. Conclusion

-\ner completing this study, the researcher has concluded as the price is the key factor
in the rourism industry. Due to transparent pricing, the business of the tmvel agents is
greadl alTected. Though there are many advantages for booking through online
distribution channels, such as OTAs, it is not profitable every time. Many-a-times, hidden
charges, lack of ciearly cxpressed terms & conditions make the tourists pay higher ptices
thall \\.har is initialty showcased. Price transparency has definitely hit the market, but it
helps the customer to be aware of actual prices and prevents it from being cheated or
overcharged. In case of travel agents, price transparency has mixed impacts on *te
business, It makes the travel agent introduce new. unique and affordable pricing strategies
for its customers which sonctimes affects the net profit margins. Hetce, 'hypatllesis l:
Pice Transparency has an impact on the travel indusn .'v' has becn proved.

In today's techno-sawy world, tourism is evolving with the introduction ol new
technology. The interuet is the base of all the technological advanceurents. Today, the
intcmet has become a crucial paft of human life. Anlthing dral a human \\ants to kno\v
about, her'shc searches for. th.ough an immense use of the Lntemet. In the tourism
indusll). too. the internet has pror ed iti signiircance. h is the internei $hich creates a

rvant or a desire. through social medla. to \isrt a particular destination in the mind ofa
touist. This desire. ii Saiked b\ i.onoinic condiiions oi an individuai tourist, gets

conlened into ihe Cimlr]d The-:; ec..r...;n:; .oniiiions are norhing but the cost of the
toul The ccsi oi:c::r :-s.. lin,-ir:, .]. r::;: :. .:::cheo :1 the tcurist. again rhe use ol
inteme t an j s.. ar al :ri,.lr: $ h a.i :h: :--ui !: ',' rl: :r, i.. ::iaii uo n'r!-r.e : n tormation about the
prices arJ destr:alon. \\len Ih3 oaices ..f 3 lanrculer lounsm product or senice nratches
\\'ith ih3 e\pe.:ai1.rns. ;he cusiomer is .airstied. Hence. ,4rporriesrs ): Price. internet aid
sotiai niedia ;/trlueute-s iht pice i'ansparetit.\ has been pror ed.
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ABSTRACT

More than ever before, technologi t6day is haviiig'a - . Technology already is an intrinsic and invaluable

)stantial impact on business- spheres, ind the hotel . elernent of the tciial travel lifecycle, ranging from

industr.y is o exception. It has- tr]rned out. to be 2 " travellers using .an assortment of devices to book

critical element with regards to gue.st satisfaction. The hotels to connecting to Wi'Fi instantly upon anival in

purpose of this stutly wis dual: to understand,the most ' the hotel'

comnron reasons for choosing a hotel to stay in and

measure and document th" d;;.1"'r,;;1^_-:,jh,: [*.f;-T'i,lffirffi]' fl ,1i'."i1"'*!""i'J*i
existing technologies oflered lt l:11 tltl]llil_l li.o.ri.n... ourstanding hotel experiences are
random sample or lndian travetlers was raken rnto : il;;;-;*l;;i'ili.& grlr,, r.,upiy during their
consideration for the studv; ^:^J::'ji"-':::,:1: lL i,- ,t 

" 
premises of the hotel, but also to influence

developed lor hotel guests' generating a sarnple of 
il.,"ir behurio* post-sray as well. comments on social

158 valid responses' I i rn"ii. r." r"* il;..rd uro *" ,o..ty bound to rise,

The results of the istudy revealed that Seamless especiallywith the millennial ffavellers accounting for

unlimited Wi-Fi was the most:important technology:. .1 grgaler share of travel activify'

for both leisure and business.travellers:l!:-T:J"jlY 
Business gui:sis and leisure travellers are on the

ol respondents would preler 
.lo . 

t'ptll:l:-t- nt* ."*i""il.ir. 
"r, 

l"r r"* *p-iences. As a mauer of
'^chnologies in order to improve their experience ;;i;.;..i.if"". 

"1 
fr""iri access to thc newesr

Keywords: guestroom technology, 7,sbtt6;lsigical ' tecJ,nology in hotels continue to increase' The

anienities, gttist experience, i,,"affL;"n,a,g, " : ::ffi'ff?j';:lro|1":[i",.t:f;?: [:i3:'[i:lfii;]
INTRODUCTION ' :breates a major challenge for hotels. In the past, hotel

Techlology has had a big impact on society all guestrooms provided access to varied experiences

around and its importance has grown substantially with technology that potential hotel guests could not

during the past few decades. Keeping this view in get in their homes a few years earlier. At the present

mind, hotels need to follow the evolution of time, this has changed completely wherein, in most

techrrologytoattractguestsandprovidethemwith-acases,whatguestshaveintheirhomestodayisat
unique 

"experier.". -So-" 
technology trends in times fat more superior to any'thing that is available

industry aie leading to great improvements and in hotel rooms (Horner ' 2012)' Therefore' it is

.uuingJ ro. the hospltality industry; while some. are necessary to provide in-room technology that reflects

"t 
unfrng how hotel establishments plan their what is on the market now and what people are

builcingi, infrastructure, management structure and currently experiencing' Hotel guests expect to have

staffing requirements. access to the intemet seamlessly and without any

-,. rY"r(nTr I Arrail,hle Ortiri @ ***Itt'a-r, I Votume-Z I Issle-4 lMay-Jun2018 Page:293

IJTSRO



lntemational JoumaI of Trend in Scientific Research and Development (IJTSRD) ISSN: 2456-6470

llte|r.rptious, leading hotels to invest in better, faster saving devices in their properties. This paper as also
Wi-Fi infrastructure so that guests can conduct provides a better understanding on the technologies
business and use their technology devices with ease adopted by hoteliers that have a-positive impact orithe
during their stay. environment without compromiiing the service level

In ord,er to meet the rising demand of hotel guests, 
they deliver'

hotels today have incorporated modem technological
trends in guestrooms such as Food tray trackers, Dash
buttons, Video phones in rooms, In room interactive
television, iPad, LCD Miror television, Smaft
showers and Keyless room entry, to name a few.

The purpose of this study was:

l. To identi$r the main reasons for guests

3. Cihan Cobanoglu (201 1) states that technology is a
vital determinant with regards to satisfaction of hotel
guests. Hotels often make use of technolo gy as a
value-added amenity to help promote a sense of
uniqueness and enhance guest satisfaction. This study
to measures the level of guest satisfaction with the
existing technology-based amenities in hotels, and
examines the scope of impact of these amenities on

importance of hotel operators recognise in-room
1n 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

Data Analysis and Interpretation

Age of the respondents

Age of Respondents

730/.

s 18-25

s 26-40

* 41-59

* 60 and above

Figure I

The above data is categorised by age of the
respondents who travel. The data reflects that 37%
of the respondents were between the age of l8-25
years, 32%o respondents were between the age of
26-40 years A few. respondents,l Sol0, were
between the age of41-59 and only 13% were older
than 60 years.

choosing a hotel to stay in .,. ovqrall hotel guest satisfaction.

2. To analyse the importance of technology with 4. SoYeon Jung (2014).This paper mentions therespect to guest experiences in hotels.
3. To ascertain whether the latest technologies

expefl9nce.

2. Chee Wah Peter Too (2010) in his research paper
mentions the various types of technology and facility
enhancement devices adopted by hoteliers for their
gueshooms in order to meet the constantly increasing
demand and expectation from the guests. The author
also explores the technologies and devices that hotel
operation heads use to influence business
sustainability for daily operations. As a part of the
corporate social responsibility, hotel owners are

exploring the opporlunities to increase certain
activities through the use of modem technology to
reduce damage to the environment by using energy

,;iIITqRD I Available Onlne @ www.ijtsrd.com I Volume-2 | Issue-4 lMay-Jun 2018 Page:294

hoteliers plan to install in the near future
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GenCer of Respondents

f Femsle

ll MaE

* Prete. no{ to saf

Figure 2

The questionnaire was distributed among 1 5 8 :"'

respondents out of which 51.7%o were Female and
48.3% werc Male.

Marital Status of Respondents

Marital Status

,r Married with
children

Educational qualification of Respondents

Figure 3 . r,.
l

In tems of marital statlrs, almost hdlf 1ip:l"6i6 ',

spondents were sittgle 1460/o). and 36Vo wete
rnanied or were cohabitating. The remairider of the.

respondents were married with children, 16% andjuir'
1%o were in a relationshiP.

O [-llldorgra duate

a 8.ad$ale

& Post Gra{tuaie

I Dodolate

a HsC gass€d

{E} PhD

lPtrB
& giploma in Nadical sciences

'r Figure 4

': 
With respect to the Educational Qualification of the

': respondents who filled out the questionnaire,the
results show that 42.7oh were had Post Graduate

, Degree, while 24.7Yo were Under Graduates and

23.60/o were Graduates .The remaining respondents
' were varied such as,Doctorates, Ph.D holders, and

from the Nautical Sciences background to name
.... afew.

P of Travel

;( Leisure

/a IrrqnD I Available Online @ www.ijtsrd.com I Volume-2 I Issue - 4 lMay-Jun 2018 Page:295

r Single

Purpose of Travel

Figure 5
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When examining the purpose of travel of the

respondents', the vast majority of respondents 790lo

were leisure guests, while l3o/o were travelling for
both,Business and Loisure. A small portion of the

sample 77o were travelling for Business. Almost
1% of the respondents said they travelled as a

Student.

Another finding of this shrdy indicates that almost

5470 of respondents that stayed in hotels had travelled
witlr Family.Whlle 260/o of the respondents travelled '

with Friends and 12"/o travelled as a couple. Jlust 7o/o

travelled Alone and 1%o with co-workers for the '
purpose of attending meetings or conferences.

Vital Reasons fo1 9!t99sing I !tg! l !C s ly iq.

Reasons for choosing a

' ' hotelto staY in

DISCOUNT VOUCHERS

CHOSEN BY CON4PANY

WEBS{TE REVtEt4/s

LOG ENIT'ES

Figure 7

Apart from just travelling with their smartphones

and laptops, more and more guests today travel

"',.': 'with devices such as iPod,iPad,Tablets and other

. :'i streaming devices. Of late many guests are bringing

. 
". 

their own content when they stay in a hotel, which
,they can access through Smart Televisions in the

I guestrooms. The adata collected states that 44% of
;'hotel guests travel with atleast two devices, 260/o

. tend to travel with three or more devices whereas

28Yo with one device and a relatively low amount

ofhotel guests,2Yo ttavel with no device.

Tlpically the most common reason fot guests to
choose a hotel would be the location of the

property,but the data collected suggests that
Location comes a close second,( 47o/o),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
guest room service and amenities(l9%),and
choosing a hotel on the basis of website reviews is
24%o. Discount vouchers and Chosen by company is
rated by 6%. and 3Yo ofhotel guests.

Number of devices that a Hotel Guest travels
with.

Figure 8

Guests acknowledgement of Hotel Technological
Amenities

How do you most

Figure 6

r --^:t^r.la nnline (r). www.i jtsrd.com I Volume * 2 I Issue - 4 | May-Jrlr 2018 Page'.296
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Would a hotel's technology offerings
make a difference in whether you

stayed there?

Do you think that technology amenity
preferences of guest's should be

based on the purpose oftravel and

age?

Are you willing to pay extra for a

guestroom which has the latest
technology?

:NO

a Yes

0 20 40 60 80 100

Jata collected to understand the acknowledg"XiTtli n"r", guest with respect to certain aspects of
technology 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 better
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. 7 8"/o agree that technoloical amenity prefernces of
guests should be based on the purpose of travel and age of the potential traveller as compared to 22%o who
did not agree with the above.63%o ofhotel guests mention that there would be a definite difference in the
choice of hotel to reside in, depending upon the hotels technology offerings, while 3'l%o state that
technology offerings ofa hotel would not make a difference while choosing a hotel to reside in.

Technologicat amenities in hotel rooms that guest would prefer while visiting a.hotel.

r^Lr^ nnrine @ www.ijtsrd.com I Volume - 2 | Issue'-4 lMay-Jun2018 Page:.297

Are you satisfied with the technology
available in hotels across the globe?
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Empty food tray tracker 3. 1.

Automated Minibars with Radio Frequency ..

Artificial lntelligence(Robots for laundry..

Voice command TechnologY

smart showers

6

.74

3.9

Dash Buttons: Example of Amazon Dash... 1

RoomCast

Video phones in rooms

Power strips with international plugs

Seamless unlimited wifi

Kindles on loan

Bedside headphone jacks

4

6

30

4

Mobile apps which allows guests to request... 8

ln-room check-out system through TV

Smart Thermostats

Keyless rooms(Room Lock Access via guests',,.

ln-room lnteractive TV.(Giant fl at-screens,.'-

ln-room lnteractive mirror/ wall

ln-room Tablet or iPad and table touch screens

ln-room Xbox 360 Console with kinect sensor

0.00 0.50 1.00 1.50 2.00 2.50 3.00 3.50 4.00 4.50 5.00

amenities
=strongly

a hotel.

amenity in Hotel Guest roomsTechnological
Sr.
No

1 In-room Xbox 360 Console with kinect ieriSor

2 In-room Tablet or iPad and table touch screens.

J In-room lnteractive mirror/ wall

4 In-room Interactive TV.(Giant flat-screens, HD, 3D and 4K TV)

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 areD't on the premises)

7 In-room check-out system through TV

Mobile apps which allows guests to request every.thing from fresh towels to a tumdown
servlce

8

9 Bedside headphone jacks

r^Lr- 
^rline 6) www.ijtsrd.com I Volume -"2 | Issue - 4 | May-Jun 2018 Page'. 29

Figure l0
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The study revealed that Seamlpss Unlimited Wi-Fi Conclusion
(lntemet access) was the most important technology
fbr hotel trarellers with the highest Mean of +.ii. with technotogy progressing 

.in such a fast pace, the

This reflects that as most guesis' today favel with key 'requirement for. e]:ry hqtel in enhancing the

multiple devices, having a high speed inieriei oi Wi-. , guest experience and increasing repeat business, is

Fi connection is vital. Poweritrips with intemational l,lVlrt {ea{ _of_ 
changes' The .challenge here is in

plugs (4.30) ranks a close second, and Mobile apps keepingup with the guest, who are already tech sawy
which allows guests to request everything from.fresh aod,.d9|ire technqlogy, at .every step of the

towels to a iun down service (+.tS; ranks third way,especially while they travel to keep them connect

primarily due to the need for guests wanting 1o 6. - with Bqsiness and acquaintances'

empowered when they stay- in hotels. Smafi Incidentaliy, tephnology is being taken out of the

Thirlrostats (rechnology that will atlow guests to hands of the hoteliel and put into the hands of the

adjust the temperanrie in tlreir rooms ,with . a fl9.L, allowing 'them greater control over their

smartphone, 
"u", 

if th"y aren't on .the premises). has a ' individual 
.expe1en99 . 

by. also empowering them to

Mearof 4.09 and ranks fourtli in the technoiogiial ..rlll4te decisions that directly concem them during their

arrenities dcsired by hotel guests. Keyless rooms yy
(Room Lock Access via guesti, mobile pirone) with u The study also states that most of the travellers today

mean of 4.04 was also considered to be important. who stay in hotels are millennials who travel with' family for leisure purposes and who have a tendency
Technological amenities that have been rated lower to choose a hotel for the type and amount of
on tl.re overall spectrum include In-room Xbox 360 Technological amenities it provides, inespective ifthe
Corrsole with kinect sensor 3.l3,Artificial Intelligence amenity is charged or complimentary. Among all the
(Robots for laundry valet, newspaper delivery etc.) Technological amenities provided to the hotel guest

3.16, In-room Interactive mirror/ wall is 3.35, Dash the most favoured is Seamless Unlimited Wi-Fi
Buttons: Example of Amazon Dash button,3.61, (Intemet access), due to the number of devices they
Empty food tray tracker 3.61, Automated Minibars travel with and the need to have access to products
with Radio Frequency Identification (RFID) rated at and services at the touch ofa button.
3.65 Mean.

11 Seamless unlimited Wi-Fi

12 Power strips with intemational plugs

13 Video phones in rooms

14

Room Cast (a mobile streaming service for the hospitality industry from TeleAdapt)
allows guests to watch their own content on the hotel TV from thousands of Cast-
enabled apps, including Netflix, YouTube, HBO and Spotify

Dash Buttons: Example of Amazon Dash button. Push to order new toilette paper

t6
Smart showers: Smart showers automatically control the temperature and power of your
water with pre-set preferences. Shower stalls that turn the glass from clear to frosted
with the touch of a button

17
Voice Command Technology (placed
rurderstand voice commands) .

by the bedside console and equipped to

18 Artificial Intelligence (Robots for laundry valet, n paper. delivery etc.)ews

l9 Automaled M inibars with Radio Frequency Identification (RFID)

20 Empty food tray tracker

" r-'^ rr6ri11e 6.l wr,wv.ijtsld.oom I Volume-2 | Issue -4 lMay-Jun 2018 Page:299

Kindles on loan
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ABSTRACT

Eco- Purchasing is a key activily in eliminating waste and helps in increasing in profit and reduces
cost (Antenrba, 2013). It is one of the essential steps in waste redltction ntelhod. If systematically
implemanted the Eco-Purchasing can be the nost effective solution in jlghting against the growing
probletn o/ solid wasle disposal. In India oound 75% of the tolal Holel accounts for unorganizedt
small budget hotels, which nonnally faces fina cial conslrains to itlvest in em.tirorunentally J'riendly
technologi and producls (Dwi,edi, 2016 ). Depending on the type of orgainsation the eco-purchasing
practices cun be drafled tvlich will suite the need ofthe orgainsation Eco- Purchasing can contributes
in lowering the negative impact on environment by minimizing waste, since il works on the principle of
dissirnilation ofproducts in advance so that it can be recycled afler ttse (Sloan et al ,2008).

The curenl stucly finds out the Eco- Purchasing practices followed by the Hotels and Restaurants of
Pune cily. The Data is collected by circulating a well-structured questionnaire lo all tlle Purchasing
Managers of the horel and Restaurants. The study reveals that lot has to be done in tis eco-
purclusirrg practices and the employees need to be ntade aware about ils itnportdnce and should be

lrained to practice those in tlay to day work, as though the aware ess percent about solid waste and
solid vasle manqgeruent is 96.1% and 78.9% respectively but lltey are still do nol undet'stand the
importafice of Purcha.sing policy, Eco- Purchasing concepl, role oJ Suppliers etc. This could work if
the manogement fromes effecth'e purchasing policy covering all aspects of Eco- purchasing.

Keywords: Eco-Pulchasing, Solid Waste Management, Purchasing Practices, Waste Reduction,

Recycling, Purchasing Policy

INTRODUCTION

Hospitality industry is one of the most important sectors in world's economy, which is pouring in
rnillions of dollars in the pockets of developing as well as developed countries. But as the industry is

expanding its roots it is also uprooting the sustainability ofthe land; crcating tlueat for fertility of soil

as well as global warming and environmental pollution leading to healtlr hazards and problems
(A lexarrder 2002.).

The major problern which every industry is facing today is about solid waste disposal. Tons and tons

of solid waste is getting accumulated on the lrrndfills leading to pollution of land water and air. As per

Tirnes of India arlicle 2012 under sustainabjlity outlook issue, Pune oity generates 1300 metric tons of

Avoiloble online on www.obhinovjournol.com 't0
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solid waste per day and the amount is growing day by day as population is increasing. Disposal ofthe
solid waste is also becoming a buming issue as the dumping area is not available and currently the
garbage is disposed off in place call Urali Devachi and Phursungi and there is lot of unrest among the
local residents due to rising environmental issue and health problems.

Even hospitality industry is also facing the heat of being the 'Bulk Generator' of Solid Waste as this
industry majorly uses the paper, plastic, metal, glass, packaging material and disposables made out of
thermocol. The use of all this material in their day to day activity leads to the piling up of garbage in
the form ofwet and dry solid waste whicli is mostly mixed together. This mixed nature of solid waste
when dumped on the landfills gives offpoisonous 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
growing problem has made this industry to deal with it in a scientific mamer. 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 if systematically
implemented can be an effective way of dealing rvith the problem. Out ofthe above the first 'Rethink'
concept deals guide us to think before we actually purchase a parlicular itern. Keeping in view our
requirement, its need, and ultimately the disposal, it is very important to understand whether a
particular 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 environmental concern can

be practiced to deal with the increasing problem of solid waste disposal. Even hospitality sector can be

the one who can be a lead in such activity wherein they can adopt the effective Eco-purchasing
practices to deal with the problem. The attempts are being done by the hospitality industry.

The best example is of tlie first Ecotel in Asia. Deb & Welling (201 I ), critically reviews the linkage of
sustainability into business as an emerging phenomenon of The Qrchid Hotel, Mumbai holds five-
globe Ecotel certified status. ln its attempt to become 'Zero Garbage' Hotel, The Orchid hotel,

Mumbai, apart from vermiculture composting of kitchen waste, it Ims successfully reduced 30% of
incorning packaging material and pulchase all paper products with at least 50% recycled content. This
has been achieved through regularty coordinating and screening of suppliers to ensure fulfillment of
hotel's stringent envirorulental policies.

Purchasing is a key activity in eliminating waste. Green putchasing can improve a firm's economic
position by reducing disposal and liability costs, conserving resources and improving organizations
public image. It has been observed that many of the hospitality sectors has already adapting eco-

purchasing methods. The only issues lhey face and are two most highly rated obstacles to effective
implementing green purchasing is cost and revenue. It is believed that most ofthe products which
are envirorunentally friendly are Iittle costlier as colnpared to the other products and this is what is the

major concern of most of tlie hotels and restaurants, as it is affecting their balance between cost and

revenue. Amemba (2013). Apart from this consumer's acceptance to the services and staff approach

towards providing such services is also a major issue where it mostly depends on their awareness

towards ecofriendly purchasing.

The researcher has gone tfuough the literature based on topic dealing with eco-purchasing. Pune city is
growing not only for its population but to selve the needs ofthe growing population, hospitality sector

is also in boom. City has a combination of various hospitality sectors like Hotels, restaurarts, Pubs,

caf6's, bars, night clubs etc. to serve to the need of all type of clientele. The researcher aims to
understand the role of purchasing personnel 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

l. To Study the general awareness about Solid Waste and Solid Waste Management of Purchasing

Personnel of Hotels and Restaurants.

2. To Study the Purchasing Practices adopted by Hotels and Restaurants of Pune City'

Volume 7 Issue 9 (September, 2018) I I Online ISSN 2277-1165



Abhinav National Monthl Refereed ]ournal of Research In

Volume 7 Issue 9 (September, 2018) . 12 Online ISSN 2277-1166

Commerce & Management
3. To Study Waste Reduction Methods followed by the Purchasing Department of Hotels and

Restaurants of Pune city.

LITERATURE REVIEW

DEFINING ECO. PURCHASING
i'Prevention" is the best way ofreducing the waste. Even purchasing cost can be reduced if we plan out
our operations effectively ard reduce wasle dudng acfual operations Duursma et al (2016). This has
been a key word in solid waste reduction. As many researches has proved that rather than sticking to
the 3 R concept of Reduce, Reuse and Recycle, there is a need for 'Rethinking' . This will make sure
the future of the material purchased by an organization. The need of that material will result in the
possible cause of waste cycle.

(Sloan et al ,2008), opined thal eco-procurement or eco-purchasing can contributes in lowedng the
negative impact on environment by minimizing waste. To meet eco-procurement standards, all
products and services should analytically pass through the envirorimental impact right from origin of
the product to its end utility. This eco-purchasing activity should not or y stick to its original role of
quality, price, delivery, availability, convenience etc, but should also take into consideration its
disposal and after use.

Eco- procurement normally works on the principal of dissimilation ofthe products in advalce, so that
it can be recycled after use. The best example is by replacing biodegradable 'agrifibers' or 'bioplastic'
products with normal disposable products made up of plastic and Styrofoam. Some ofthese are not
only dishwasher but microwave safe.

Author also suggests some principles ofeco- procurement food services like:

1. Using local produce of same quality, quantity and price, instead of importing foodstuffs ald
should give more value to seasonality ofproducts.

2. Avoid purchasing foods which are known to darnaSe human health or environment.

3. Support producers which use organic or responsible farm products.

4. Avoid using products containing chemical additives, salt and sugax.

5. Using food products produced by using resource efficient methods.

(Remoulador ,2011), disqussed vadous shategies for green purchasing. Green puchasing is a powerful
stmtes/ for reducing environmental foot print and increase the operational sustainability of hotels.
Green purchasing also known as environmentally preferable product purchasing or EPP, is defined as

the purchase of products and services that have less or reduced effect on human health and
environment as coDrpared to the competitive products and services that serve the same purpose.

PURCHASING PRACTICES

(Walter Jamieson, 2003), Discussed in the manual, the techniques to be used to avoid waste and that

can be by Purchasing materials or services with careful consideration. This method of responsible
purchasing can be a major step of source reduction along with saving .facilities money and

environment. Purchasing guidelines can have established to encourage the purchase of equipment,
linen and table ware with durable, reusable and high quality properties.

The Purchasing Policies should focus on three main factors namely:

l. The environmental quality ofproducls

2. The recycling and reuse qualities of products

3. Products that use minimum packaging
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Though there are advantages of implementing Green Purchasing still there are certain hurdles in
irnplementing the same those challenges are:

l. Lack ofchoice ofproducts

2. Cost of products as compared to other

3. Information ofproducts on the labels are confusing and contradicting

4. Lack of awareness in staff regarding products, especially in purchasing department

(Garci & Dodds,2008), synthesizes various literature and best practices to illustrate some practical and
tactical reasons for going green in hotel industry. One of the reasons for opting green concept by the
hotel can influence guest's choice of a facility. This can be expected from a guest whose level of
environmental awareness increases and can support in recycling activities. From last 20 years there has
been lot of changes taken place when it comes to expectations and dernands from consumer. It is
obvious from a sophisticated hotel guest that they will be concern about the environmental issues such
as recycling bottles, cans and paper at home or they may have a view of making greener 'lifestyle'
purchases like organic vegetables or fuel e{Iicient cars.

(Sloan et a1,2008), Management to work with suppliers in processing products which will help reduce /
prevent waste. Tliey may be requested to alter their products packaging and delivery system to reduce
waste. They also support the view of purchasing in bulk, using recycled products and buying 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 save natural resources by either creating less
waste or reduce waste before it is being created. Outsourcing of some services can also help reduce
hotel waste and to cut costs

(Zein et al ,2008), guide provides you with practical tools that can be implemented to overcome the
problems of waste issues. This guide highlights the important factor of purchasing which is carried out
to keeping in view the needs ofsatisfying guest's expectation ofquality service. It is the estimated that
around 50oZ of hotel's solid wastes consists of packaging and containers of consumed products. It is
extremely important to reduce this quantity by following effective purchasing policy. The purchasing
of products should be considered keeping in view the product life cycle right from its manufacturing
process till the end of product life cycle. The purchasing of'green' products can help reduce the
impact of waste creation. These are the products which can be recycled, reused effectively and can
reduce the influx of waste to the waste stream. The use of 'green' products can be encouraged by
creating awareness arnongst staff, suppliers and guests. The guide suggests some aspects to be
considered by following steps like conducting self-assessment; which gives the exact status of current
conditions of purchasing practices.

(Mufeed Sharholy, 2008), shows regret on gap found between Municipal Solid Waste Management
Policies and Implemetation process. It is dire responsibility of the ploducer to avoid introducing
products in the market which will add to the waste creation without any systematic disposal methods.

(Remoulador, 2011), suggested various steps to carry on green purchasing program. Firstly, it is
essential to create a policy statement for developing purchasing policy; so that the staffs ofthe hotel
are informed about the purchasing preferences, to track future purchasing decisions. This will also
create awareness amongst the customer about tlre hotel purchasing practices. Second step involves
reviewing curent purchasing practices and products, this includes taking inventory of current product
purchased keeping in view the various aspect of reduce, recycle and reuse; so that the same can be
discussed with the supplier to make the purchasing greener. After discussing \vith the supplier the next
step can be tlre testing ofproducts by demanding samples and testing them to assure that it satisfies the
hotel requirement. Documenting the green purchases along with its cost and saving done due to use of
product is the next important step. This will help in future purchasing and help promotins continuous
EPP practices. Evaluating the program and measudng its environmental impact on regular basis is an
essential step, as it will help to review results and current practices and make necessary changes for
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improving program. These steps help management and staff to understand the benefits of purchasing
choice and their effect on the environment and its budget.

(Chen & Chen,20l2), 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 being 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, recycle, economic, ecological and equitable. For
managing hotels supply chain it is essential to find suitable suppliers which can meet hotel's policies
of environmental protection. It will be a challenge for managers to make purchasing decision based on
reused and recycled products as they will not be sure whether tlese products can satisfy customer's
needs. Another challenge will be of higher prices and less of options of products available. But still
these policies ifdeveloped can be best use of energy, reduce pollution and reduce cost. Another benefrt
could be in good health conditions ofcustomer and staff and business reputation can be promoted.

(Kaufi.nann et al ,2012), assess different variable approach of consumers for green purchasing. It is
found that the general pulchasing belravior of the consumer is driven by assessing its benefits and
costs, whereas, if consumer is knowledgeable about the environment can have positive effect on its
inclination towards green purchasing. This again depends on the depth of the knowledge about
environment which an 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 signihcant impact on consumer's behavior to purchase green ploducts are awareness, concern
and attitude towards environment, belief about product safety, its availability, perceived consumer
effecliveness and other trade practices.

(Amenrba ,2013), apafi frorn major issues of concern like green manufacturing green packing, green
distribution and marketing, the approach for green purchasing/ procurement is being highlighted to
eliminate or minimize waste in the form of energy, emission, hazardous, chemical and solid waste. The
impofiance of Green Supply Chain Management (CSCM), is getting escalated due to deterioration of
environment e.g diminishing raw material resources, overflowing waste sites and increasing level of
pollution. GSCM is not only environment friendly but it is also a good business value driver and high
profit earner. The conceptual frame work presented in study gives importance to green procurement as

best practices for GSCM in hospitality industry. Key factors for green purchasing includes providing
design specification to suppliers, specifying environmental requirements for purchased items,
cooperating with suppliers for environmental objectives, environmental audits for supplier's intemal
management and suppliers ISO 4001 certification.

Creen procurement will help in increase in investment and reduced cost. Initiating green procurement
practices has to be a continuous process and this needs to be incorporated in strategic planning ofthe
finn. The priorities of the customers can influence tlre environmental management and environmental
purchasing

(Pirani & Arafat ,2014) suggests applying green purchasing 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. It is also advisable to
buy products with a minimum of 20olo post- consumer content.

(Fukey & Issac ,2014) suggests purchasing less packaged food to reduce package waste and thus

saving resources and expanding recycling beyond paper glass and aluminum. Hotels can buy products

in bulk and can influence supplier to provide supplies in less packaging and environmental friendly
rnaterials. Due to awareness amongst the managers, tlrey are insisting on purchasing of eco- friendly
products. Priority to be given in purchasing green products like recycled paper while purchasing

stationary. Decomposition of plastic is difficult so, care should be taken for purchasing less plastic
products.
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(Ellis, 2015), lt is being observed that in hospitality industry 10% of tl,e purchased food gets wastes as

pre-consumer waste before it is being served on to the table. The main challenge faced by the food
purchaser is reducing this pre-consumer waste and subsequently loose chance in reducing cost.
Therefore, it is essential that the there has to be proper policies and system should be established to
minimize or avoid waste. This can be achieved by proper forecasting of the material requirement,
purchasing goods and material as per requirement, controlling stock, proper storage of the material,
planning ofmenu and portioning to reduce waste, and processing ofthe food as per order.

it is very essential that we should keep communicating our policies, amendments done, create
awareness about the waste reducing and minimizing policies ofthe organization, understand the values
and priorities of the suppliers since they are one of the stakeholder in this activity of making
purchasing eco-friendlier.

(Rajiv Kumar et aI, 2016), suggests that by sinplifying their cost effective green practices, Indian
Budget hotels can save optimun operating cost. It has been observed that unorganized/small budget
hotels accounts for around 75yo of the total hotels in India. These axe the hotels which normally face

financial constraints and therefore they are not able to invest in environmentally friendly techaology
and products. Thus operating cost saved through the cost effective green practices can be utilized to
purchase environmental friendly technolory and products.

(Ranjitsinh Pawar, 2016), idenlifies the present trends in Green Marketing and also explores how it is
going to help in facing future challenges of shifting consumer's behaviour and attitude towards more
environmentally friendly lifestyle. Creen Marketing helps in understanding the Holistica way of
understanding the Production of product, Marketing , its consumption , disposal of the product and
services so that the sarne can lessen the burden on environment

(Bisnoi, 2017), in their interview by Anupriya Bisnoi, the Purchase Managen discussed about the need

for going eco-friendly when it comes to purchasing for hotels. They not only stressed on the need and
importance ofeco-friendly purchases but also insisted on:

1. Procuringeco-friendly products

2. Use ofrecycled materials

3. Asceltaining the need for technical knowledge ofproducts, its. manufacturing details, the disposal

factors after use, employing the products which can be recycled

4. Taking decision related to purchases keeping in mind the carbon footprint reduction.

5. While purchasing green product keeping in mind not to sacrifice the cost involved, quality and

peformance standards.

6. Keep enhancing the knowledge about eco-friendly products available in market.

7. Understanding the cost effectiveness 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. Understanding the effect of adapting eco-friendly purchases as it not only enhances the

organization image but also improves the er:rployee's health.

RESEARCH GAP

After exploring through the various literature reviewed on the purchasing practices being followed by
the hospitality sector it is identified by the researcher that various aspects are discussed like
contribution of eco-procurement or eco-purchasing can help in lowering the negative impact on

environment by waste minirnization, green purchasing can help reduce waste by minimizing
packaging, creating awareness amongst the staff and customers can lift hotel image as sustainable
property, practical tools are also suggested for effective implementation of waste management, even

Volume T Issue 9 (September, 2018) ls Online ISSN 2277-1166

-]



Abhinav National Monthly Refereed ]ournal of Research In
Commerce & Management

3R concept is being discussed for being an effective methods for waste management etc- but it is being
observed that there has been lack ofresearch on actual waste management practices being followed by
the Purchasing department as this is the first step towards solid waste minimization. For that giving
impofiance to the Purchasing can be a major step.

RESEARCH METHODOLOGY

To obtain data related to above research problem, both prirnary and secondary data collection methods
were used. The following instruments will be used for data collection:

1. Primary data

Primary data will be collected with the help of structured questionnaire for the Purchasing Personnel,
Owner of Hotels and Restaurants or in some cases by filling up questionnaire from other department
employees who looks after the purchasing procedure as some Hotels and Restauants do not have full
time Purchasing personnel.

o Interview: Few Hotel and restaurant owners or Purchasing personnel were interviewed to get
the questionnaire {llled and to understand more in-depth in their purchasing practices.

r Questionnaire: Literatures on solid waste management practices were reviewed- Based on
which a questionnaire was drafted which included 16 questions based on following categories
like:

l. General Profile: which consisted of information about the Name of Hotey Restaurant, address,

contact details, Narne of the Purchasing Personnel, Designation, Qualification, Categories of the
organization, Methods of purchasing adopted, Number of suppliers etc.

2. Awareness Regarding Solid Waste and Solid Waste management.

3. Purchasing Practices adopted by the Hotels and Restaurants

4. Waste reduction practices adopted by the Hotels and Restaurants

5. Eco friendly Practices followed by the Hotel and Restaurarts.

Around 100 questionnaires were distributed to Different Hotels and Restaurant through email, by
google forrns and by personally handing over the hard copy. Around 85 responses were received out of
which 76 questionnaires were usable.

2. Secondary data

The secondary data was collected from different newspapem articles, Magazines, journals, published
papers on this particular topic, magazines and by searching relevant websites on the internet.

The above instruments were used as per their suitability for different situations. Primary data has been

collected from employees working in various Hotels and Restaurants. This is the current data relevant
10 the topic ofthe research.

RESULT AND DISCUSSION

As discussed in Research Methodology, the data was collected from the Purchase Manager or in cme
of some Hotels and Restaurant where this particular activity of Purchasing is being looked after by
other departmental Heads or Personnel.

The data is entered, tabulated and analyzed for all the respondents. First ofall, the General profile of
the Hotels and Restaurant is presented. The infomation with reference to Awareness, Purchasing
practices and Waste reduction practices followed by all the hotel and restaurant are discussed and

interyreted in tabular and graphical form.
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Table l: Designation ofthe Respondents Graph l: Designation ofthe Respondents

Designation Frequency Percent

Purchase
Manager

24 31,2
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Purchase
Manager

4 5.2

Purchase
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2-t)

Store
Manager

8 10.4

Other 50.6

Total '77 100.0

Frequency Percent

SSC I 1.3
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Above graph and table shows the distribution of purchasing personnel as per their designation. The
rna,rimum respondent was from otlter category (50.6%), like Owner of the Restaurant, General
Manager ofthe Hotel, Chefs and Food & Beverage Manager, Front Office or Executive.

Table 2: Qualification ofthe Respondent Graph 2: Qualification ofthe Respondent

Above graph and table shows the Qualification og tlie Purchasing personnel those who were taken as

sarnple. The highest qualification range was graduate (46.8%) and the least was SSC (1.37").

Graph 3:Number Of Hotels and Restaurants
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The above Table and Graph explains the Number of various category ofthe Hotels and Restaurants
participated in this study. As the study mostly aims at knowing the Eco purchasing practices followed
by both Hotels and Restaurants, so the mix ofall categories ofHotels and Restaurants were included in
the study. The above table and graph shows that ma,\imum respondents are from Restaurants which is

33% (25) and the lowest being the 5 Star deluxe Hotels which is 5 % (4).

Graph 4: Awareness Regarding the Solid Waste and Solid Waste Management

wast. M.@sercnt
3

The above graph clearly shows the percentage of awareness amongst the respondent regarding the
term, 'Solid Waste' and 'Solid Waste Management'.

1. Tlre researcher found that maximum respondent i.e. 96.6Y. are aware about the term 'Solid
Waste' but when the question about Solid Waste Management was asked it was found that around
78.9olo were aware about the sarne.

2. Though they are aware about the term Solid Waste but quite a few of them were not able to
exactly differentiate between dry and wet garbage. They were also unable to understand what
exactly is the tenn Solid Waste Management.

3. They do understand the importance of managing waste, but in many cases it was found there has

been no fonnal training given to them when it come to the matter ofmanaging waste.

Table 3: Methods OfPurchasing Adopted By Hotels and Restaurants

Table number 3 shows the consolidated information about the Purchasing methods adopted by the

Hotels and restaurants. Following points are being observed by the researchers:

Methods of
Purchasing Responses Frequency Percent Responses Frequency Percent

Contract
Purchasing

No 22 28.9

Purchasing
by Daily
Quotation

No 57 75.0

Yes 54 '7 t.1 Yes 25.0

Total 100.0 Total 76 100.0

Cash
Purchasing

No 4',7 61.8

Croup
Purchasing

No 68 89.5

Yes 29 38.2 Yes 8 10.5

Total 76 100.0 Tolal 76 100.0

Periodic
Purchasing

No 52 68.4

Any Other

No 74 97 .4

Yes 24 31.6 Yes 2 z.o

Total 76 100.0 76 100.0
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l. From the above data it can be infened that is mixed option preferred by the respondent when it
comes to the purchasing of various types of material. TIre methods chosen by the respondent
mostly depends on what kind of material has to be purchased.

2. Maximurn respondent prefers the option of contract purchasing which is 7l%. The reason which
researcher found in common is that it is easy for an outlet to get continuous supply of raw
material once they enter into the contract with the supplier for supplies of material as knowing the
fact that this industry being a service industry and customer mostly prefers to visit the property
only for tlreir need offood and services.

3. Also there are respondent who prefer to opt for other services like Online purchasing which is
being opted by 2.602, this method is opted by the restaurants. The reason being the latest trends of
purchasing though online system gives flexibility to the buyers to choose from the range of
products at a very competitive rates also since the payment is direct and the services also includes
free delivery cuts cost for transportation of the goods to the premises. Also this method can be
opted in case ofemergency requirement without any botheration ofavailability.

4. Other Purchasing methods like Cash Purchasing, Daily Purchasing and Periodic Purchasing is
less preferred option ranging to the percentage of 38.2%0, 3l.6Yo and 25%o and this is mostly opted
when they to purchase any perishable or when they have buy any furniture for the property.

5. There are certain Hotels and restauants who have their chain in Pune or in other places opt for
Group Purchasing option as this assures the standard quality and supply of material to all the
outlets-

6. Overall it can be summed tlrat whatever method they opt, they can coordinate with the supplier in
waste reduction by mutually drafting the policy.

Table 4: Number ofSuppliers Graph 5: Number of Suppliers

Number
Suppliers

o1

Frequency Percent

I Supplier 6 7.9

2 Suppliers ll
3 Suppliers 10 13.2

Four Suppliers 4 5.3

More than Four
Suppliers

42 55.3

Anv Other J 3.9

Total 76 100.0

Number of suppliers decided by each hotel and Restaurant depends upon the methods of purchasing

adopted by them for various types of matelial. It has been obseNed that maximum respondents choose

more than four suppliers (55.3%o) the reason being that they prefer to give contract for different type of
supplies like perishable, groceries, meat and meat products, dairy and dairy products only to the

specific supplier who norrnally deal with a kind of product in wholesale, as it give them option to

choose from variety and in quantity at reasonable price.

fflsupplier &2 Suppliers

.,3 Srppliers Tour Suppliers

xMore than four Supplie.s iiAnyOther

I

1r 
4.5

Graph 6: Purchasing Practices Adopted by the Hotels and Restaurant
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It is essential for a food and beverage sector to follow cartain purchasing praclices to reduce waste.
Based on the literature review ce{ain Purchasing practices were identified and those practices were
included in the questionnaire to find out that how many of the purchasing personnel from Hotel and
Restaurant ofPune city were really following those practices to reduce waste.

The data collected from the respondent showed that the purchasing policy which is a standard
operating document ofthe purchasing depaxtment, only 46.15 were having purchasing policy were as

it was surprising to know that around 9.2 % ofthe purchasing personnel were actually not awarc about
the purchasing policy and 44.1Yo clearly responded that they don't have purchasing policy.

When it comes to awareness about whether the staffworking in purchasing department is aware about
the Purchasing policy, maximum purchasing personnel (55.3%) commented that the staff is not made
aware about the policy, where as 10.5% of the purchasing personnel were not aware whether their
employees are aware and 34.2%o of the purchasing department staff is aware about the purchasing
policy drafted by their organization and the same is being strictly adhered to.

Supplier's Audit which is an essential activity was carried out by 51.30 ofthe purchasing personnel.
Around 6.6% ofthe personnel was not aware that it is impodant to cany regular audit for supplier,

Training staff to get acquainted with the various practices of department was caried out only by
35.5%, where as in about 57.9Yo places the employees are not trained about the practices to follow
while purchasing material to reduce waste. Around 6.60lo were not aware that such kind of training
needs to be carried out by an organization and whether it need to be practiced.

Researcher found out that though few ofthe organizations claims to be having the purchasing policy
btt only 32.9o/o of the respondent have made their supplier aware about their purchasing policy'

Purchasing of the ecofriendly products by purchasing personnel is not being done by about 60.5%. the

reason given for the same was that the cost ofthe product is more as compared to the normal product

and they have a challenge of maintaining balance between the quantum of supplies and their cost.

Graph 7: Sotid Waste Reduction Practices Adopted By the Hotels and Restaurant Purchasing
Department
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Certain Solid Waste Reduction methods which can be easily practiced in day to day work were listed

and the question was asked to tir" p*"rruring personnel-to ascertain whethef those practices are

adopted b, the Hotel and restaurant to reduce waste'

Certain practices like Segegating waste, Recycling waste.and reusing practices are followed by

97.4Vo, 57 .9o/o and 36.8% ,..pona?oi' i"tpt"tiiety' ine main reason being the enforcement of law

'Health ancl Sanitation fry m* ZOii: W'trich ctea'ty instruct the waste generator to follow waste

#;;;;;;; uy imptementing practices like wasie segregation' recycling and reusing'

There are few respondents who axe not aware about the practices like Segregating wasle 
-1 

3of

n.jiy.f *g 
"^rr, 

i.Li, -o ..*irg1"1^i.io.s 7". fr.,i. is due io the reason as there are certain Horels

and Resraurants which do.sn't "ha;-;;;r; purchasing .department 
or personnel. specifically

appoinred to carry on tt. pur"n*iig-p-J"a*". 
'ei,n"r. 

rtr',i lob is being looked after by the other

il;;;;;i;",t"fu.t o, tt.,.,uppiilt itd being transferred from main hranch to other outlets'

Ma,rimum respondents [ollow practices like purchasing material as per requirement (89 5olo)'

Purchasing material in urrr. tg'01;i' 
-e"oiA 'purcnasin-g plastic (53'9%)' check. material with

il;iil;ff;ib receiving (oi.il"l andretuming material to,the supplier back if it is found wrong

or damaged (61.g7o). The -uln,"^6n io.trr" sarn"e is due to the cost involved in the above activity

leading to reduction in Profit.

*Responses received for the uugstign -!i1t 
few Eco +l1tl-:'g Practices followed by your

a"p"it-"rrt tt *auce amount df solid Waste' The responses received are as below:

1. Staff are trained to handle the Solid waste in appropriate mamer tkough a PowerPoint shown

where some techniques are projected to reduce solid waste'

2.Processsolidwasteinhouseanduseintheirownpremisesandensureallwastegetconverted
into reusable, or they recycled and reduced'

3. No plastic Bottles are purchased. The suppliers are insfucted to collect any plastic material

transported by them during the supply of material'
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4. Reduction of Paper usage in Kitchen and other department as no paper is purchased unless it is
essentially required for a specificjob. Strict controlled is kept on purchasing ofPaper.

5. We buy wine bottles in wrapped packaging instead ofcard board boxes.

6. Segregation ofall solid waste at pickup point.

7. 20 litres water Jars are use and buy to avoid solid waste of plastic bottles.

8. Educate all perishable material vendors to use reusable crates and containers instead of card board
boxes and packing.

9. Separate Garbage Areas

10. Separate colour coded garbage bags and bins

I 1. Reusing all possible items, Recycle, try to reduce waste

12. Take Monthly inventory to maintain low stock.

13. Documentation maintained by department to record wastage.

14. Disciplinary rules for wastage.

15. Purchase cycles are being changed to weekly to avoid big storage.

16. Strongly insist on First in and First out for every product purchased.

l7. Wet garbage composting machine.

18. Do not use printed menu cards, use black board for menu display.

19. Separate bins for plastic products.

20. Avoid Plastic.

21. Purchasing ofVegetable & fruits free of Chemical

22. The waste material or vegetable is given for cattle feed without throwing it.

23. Disposing garbage at appropriate place.

RECOMMENDATION AND SUGGESTIONS

After analyzing the data collected from various Hotels and Restaurart the researcher would like to give

some recornmendation, so that the same can be followed to make the purchasing eco-friendlier and to

achieve the goal of waste reduction.

l. First and foremost, tlte organization should frame Purchasing policy as pel the operations of the

organization. That should include the norms for eco-friendly purchasing adaptable for the

organ izat ion.

2. It is important for the organization to give a formal training to all their employees in

understanding the importance of reducing waste. They should be made aware about the eco-

friendly practices followed while purchasing material'

3. Whatever method of purchasing is to be decided it is important the suppliers are made aware

about the purchasing policy and eco- friendly approach ofthe organization

4. Regular audit ofthe supplier should be made compulsory, as this is going to affect the purchasing

activity drastically.

5. Practices like Reduce, Reuse, Recycle should be iaculcated in every individual working in

purcliasing department.
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6. The organization where separated purchasing department is not in hierarchy, should make sure
that the person handling purchasing should be aware about purchasing policy.

CONCLUSIONS

Eco- Purchasing is one of the major and first step in reducing waste. It has been noticed that with the
hue and cry on the generation of waste by the hospitality industry, many of the sectors has started
adopting green or sustainable approach when it comes to the solid waste management. Many of the
researches has consistently highlighted that it is always better to reduce waste rather than creating and
then plaru ng strategies to deal with the disposal. Being first in the process of waste creation, it is
important for the hospitality industry in general to stat working towards reducing waste. This could be
achieved tkough preparing purchasing policy which includes all the possible practices which can be
contributed in reducing waste. The above study shows that though some ofthe Hotels and restaurants
are following some practices of Eco-Purchasing, but thek percentage is very low. Still that awareness
in following Eco-Purchasing practices has block in their mind that these practices are very costly and
may result in reducing their profits. But a systematic approach to the purchasing can make this activity
more sustainable and cost effective. There are chances that they will be more benefitted ifthe policy is
systematically planned keeping in view all the aspects ofan organization.

LIMITATIONS

While conducting this study there were certain lirnitations faced those are:

1. This study was limited to Pune City.

2. Only two sectors of Hospitality namely: Hotels and Restauants were taken into consideration.

3. Number of respondent were limited due to time and financial constraints.

4. The places were separate purchasing departrnent was not there it was difficult to collect data as
the person handling the purchasing was not available, so the researcher has to depend on other
department personnel to collect data-

5. Some ofthe personnel was not very keen on sharing data due to privacy issue.

SCOPE FOR FUTURE RESEARCH

Following topics could be considered for future research:

l. The study could be done by taking every individual sector of hospitality industry like Fast food,
Bars, Pubs, Night clubs etc.

2. Comparison ofpurchasing practices can be done between two identical sectors,

3. Case studies based on Good Purchasing practices followed by any hospitality sector can be
considered, so that the same can be an example for otl.rer sector ofsame entity.
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