Paradigm Shift

in
MARKETING
AND FINANCE

Edited by

Dr. Shikha Gupta
Dr. Pooja Goel

:% | Bharti

Publications



Copyright © Editors

Title:
Editors:

Paradigm Shift in Marketing and Finance
Dr. Shikha Gupta, Dr. Pooja Goel

All rights reserved. No part of this publication may be reproduced or
transmitted, in any from or by any means, without permission. Any
person who does any unauthorised act in relation to this publication
may be liable to criminal prosecution and civil claims for damages.

First Published, 2022
ISBN: 978-93-91681-30-2
Published by:
Bharti Publications
4819/24, 2nd Floor, Mathur Lane
Ansari Road, Darya Ganj, New Delhi-110002
Phone: 011-23247537
Mobile : +91-989-989-7381
E-mail: bhartipublications@gmail.com
info@bharatipublications.com

Website: www .bhartipublications.com

Printed in India, by: Sagar Color Scan, Delhi

Disclaimer: The views expressed in the book are of the authors and
not necessarily of the publisher and editors. Editors themselves are
responsible for any kind of Plagiarism found in book and any related
issues found with the book.

Pref
[

The world economic landscape
pecoming Snﬂmw&:m_v\. m_o_um_z\\ wﬂh
come, it will be more diverse. Vir

developing as well as the am<m_0ﬁwn
continues to be the rm_::m.nw 0

concern of the 21st century 1S rath
are, especially atexploiting theevol
their underlying challenges as im:
depend on how intelligent busine
interpreting the dynamics of the s
operate. The environment under w
will be more than ever before, comj
volatile, and yet, highly competitiv

This trend is likely to expand, and
come, especially regarding the eve
from these external conditions, res:
businesses currently face many glc
linked with talent flow, and gene:
shortage of much-desired competer

In this backdrop, the present bool
and Finance” invites chapters or
(Marketing and Finance) of busine:
have thrown the light on how busi
COVID-19, technological advancen
book consists of fifteen chapters wh
The first section, ‘Marketing Manag
while the other section, ‘Financia
chapters. We believe that this book

of readers regarding changing faces
these turbulent times.




Contents

Preface

SectionI Marketing Management

Understanding Ethnocentrism, Country-of-Origin
and Protectionism: A Review of Concepts and the
Impact on Customer Intentions

Srishti Nagarajan & Dr. Ekta Duggal

E-CRM: A Tool for Customer Retention
in the E-Commerce ERA

Abhimanyu Verma & Dr. Gurjeet Kaur

Ramification of Unlearning in Crisis and Its
Management in An Organisation

Rashika Shukla & Dr. Amit Kumar Sinha

Spirituality and Tourism: An Analysis of
its Glowing Spiritualism Market in India

Teena Chaudhary & Dr. Abhishek Sharma

Ascertaining Factors Crucial For Successful
Social Media Marketing (SMM) Campaign

Aashish Garg, Amarjit Kaur & Muskan Sachdeva

Examining the Reverse Consumer Socialization
of Parents During The Covid-19 Pandemic

Dr. Harikishni Nain

iii

2-17

18-32

33-57

58-70

71-83

84-96



10.

11.

12.

13.

14.

15.

Understanding the Perspectives of C.ustomers. 97-106
and Retailers Towards Impulse Buying Behaviour

Dy Sonia, Dr. Garima Dalal & Priya Chugh

A Paradigm Shift in Pharmaceutical Marketing  107-128

Amol Adkonkar, Dr. Anil K. Angrish, Vishal, Dr. Anand
Sharma & Dr. Sanjeev K. Bansal

PN SN D S et i

Section II Financial Management
e e~ o~ P

Inter-Connectedness of Non-Banking 130-152
Financial Companies & Development

Financial Institutions in India: Issues

and Policy Implications

Professor Karam Pal Narwal, Mansi Anand & Simran Arya

COVID 19 Pandemic and the Stock Market 153-169
Behaviour: Evidences from India

Dr. Rachna Mahalwala

The Unified Payment Interface (UPI): A 170-176
Digital Transformation and Its Impact on

The Payments Industry

Vishu Jain & Prof. (Dr.) Neelam Jain

Exploring the Investor's Opinion on SEBI 177-187
SCORES Redressal

Ritika Gupta & Sonam Bhateja

Impact of Financial Reporting Quality on 188-199

.abour Investment Inefficienc
Leela Joshi

Digitalization of Financial Inclusion

| 200-211
Dr. Richa Agrawal

Blockchain: Implementation and Challenges

ha | 212-226
Dr. Nidhi Walia, Poonam & Naina Goyal



the Reverse Consumer Socialization of Parents_ ‘
. 'ng
| xamini

\NTRODUCTION

ffamily buying decisions pertain to the buyin

enymust ol A d ICes involve &
\large N ing of different goods an serv ® th
and ff,’nstl:ltion amongst family members ( G_house etal, 2
""“wmurh et al., 2018). This inter-familiaj Interaction Make
(‘h‘“:(r-?i:ilons animportant research segment for the res carcher:
”“;1 (makers, and marketers (Rao, 2920)- Continuoys ey
E::ni?:a' interaction also makes it Possible that aJ tbo:e
‘;rc involved in this process to le‘z‘nm from each other;p ‘erm.
of consumer socialization, the Processes by which
people acquire skills, kno»_vledge
functioning as consy
Except few research

F‘mM} :.,:\"‘ W e r
al-c 2‘.\}5!_ T‘:‘ S St

IS gap.

e sigmﬁca

0 te

-

) il et al
alL 2007 b 186). This iy,
Bround tor thus stud

YV at the time of .
mic. More SPeifically

this study | in Present soenan

ant Indian CONteXt tor sey eral reasons 1) the e of
P 1401 milhon People (Worldometen A2
he sinth Buggest and 0 Of the fasges

e (111) Coy, wl-19 nducend SUCeSsIve bockdonmms

USulting ¢ Inter-tamilia) “ONsumphon
Hase inlvm\lmnw. dingly n Indian CONtext. the fodios
Objectyy, ©S Were lurmul\au\i O proy
this Stidy

whe the PEESSANY Structiim. o

and Ntensgy,
Accoy



@ ro:ciom Shift in Marketing and Finan
Ce

1 0 exami ( {
To examine the extent of reverse con
parents. SUmer socj
To exami i f
o itrmne.the impact of parents’, children’
2racteristics on reverse consumer socializ : and
ation of

To draw im_p!jcations for the stakehold
consumer-activists, researchers, marketersels "
, and

makers.

LITERATURE REVIEW

;Ue?j.iar{dwrzm}}a-\e gstabhshed thaf children are influeng
buvin g'd partidpating, _and cpnmbuﬁng significantly i
ving dedisions of their families (Ghouse et al., 2020 o
grteng that ,their families are becoming child-led Th:e ;\(vc{lm'dn
;n duldre:d s pqsxbon in family consumer decisions is u‘t:'z[;;
oa_x.ment in literature (Chaudhary et al., 2018), governn
pollqes, marlfeﬁng and advertising efforts. Over a Perl;r:jt
of time certain socio-economic factors such as increase in
education, better medical facilities, '
dual-income-nuclear families, late marriages,

ahzah-(,n ;

)

famr
aMiljeq
Pl]l'[‘nh
cludip,
8
Poliy

L)

better nutrition, increase in
late child bearing,

lessor number of children per family, and active social media
ha_ve facilitated the transition of children from almost nor-
existent level to becoming the focal point of their families. As
the average family size is decreasing, parent-children relations
are becoming more open and democratic whereby parents

themgelves encourage their children to be more participative in
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METHOD
Sample and Procedures
This stud'_v_ make"s use of qualitative data obtained f
of 27 families residing in different areas of National f‘mm A Samyy
(NCR), Delhi, India. Due to Covid-19 P"”dvn];"‘( Pital Reg,
snowball sampling technique was adopted for "t, Testriction,
surveyed families to ensure the collection of data e selection ,
ossble time (Davis et al, 2021).Semi.structured inferviemons
Copducted during January 2022 with parents (mother/f, Ptk
children at their residence. The respondent: rHather) a
of the study objectives in dhe-Beginain fSthre quh awan
Each interview took approximately onegh(;u: feo lnterw'e s
R complete. ,
Sp;am;t tealn'dmone Cf"ll]d from each selected family was inrt)ervlim?e;
. eF',‘?and t;\)' ' :abtam deeper and more accurate insights about how
it w t extent the reverse socialization is taking place
dian families. g placein
A 9 .
P:?:r:z’ssi(d& o) formed the majority of the respondents from
e e because of their easy approachability and availability
0507 3O(‘Parf‘hf:belonged to three age categories, i.e., 30-40 (44%),
\«'e;e ‘vra;:/jo)/ ?n 50-60 (26%). More than half of the parents (56%)
nudea?; 16':? es and above, and two-third of the families wer
of the suire "',);d“’”i‘a“’ children constituted more than half (5%
beiow 10 ”:.‘(" children spread across three age categories, 1.t
of the fam .JT o), ]Q'ZO (59%), and 20 and above (26%). Except 11%
wo-third JJ;(;; r?'_}gad one (33 %) or two (56 %) children. About
of the children were from public/pri i 37 %)
[able 1 provides a brief sample pruﬁlﬁ.u S school ¢
ablﬁ { Families’ Socio-Economic Demographics
| Chirdren
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v
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T C. In moegt f

» enjoyin Of the cages,

g these New th]inys & and E‘mPOW@ring themselyes
- A father said aboy¢ learning to

NG you-tube videos
- €Xperiment jn cooking.
dishes. This has req uced the tension

etween g a
nd no >
W we comm Unicate more on regular bases on

Q Variety of topics,
EXPERT ADVICE
Children also
-ases whenever eXpensive durapje pr
nachines, cars, televisions, re

nd desktops are being Purchased ip
merged as an important source of information especially
' case of family entertainment sych as family tours, picnics,
ovies, eating joints, hotels, fine-dine Testaurants, pest place
d season to visit, and travel bookings efc. For example, a
>ther of an eleven year old boy said:

provided ice to their parents in
oducts such as washing
S Smart phones, laptops,
their families. Children

7 son in most cases searches the web-sites and let uys knows
| laces where we can visit during vacations. He watches

P trailers and in general we watch the movije suggested by
vie tr.

' Parents

Socialization of Parents... [
: oo the Reverse Consumer
Exammlﬂg
ink he is more knowledgeable to his age and many a
him. [ H:;leek his advice before taking a final decisjon
times W

, in most families also taught their parents to use new
Chllt:lren s, download new apps by going through the manual,
aPR]'a"‘;eiénds or watching videos on Google/you-tube. As
asking ZI to their parents, children are not hesitant to use new
co_mP:';p ecially when it comes to complicated technological
g:)':é;s as reported by a fifteen year old boy:

In our family, a laptop is purchased fot the first time for my
online-classes. My parents do not use this laptop as they think
that they may cause some problem in the laptop as they are
not expert to use it even after I assured therrt that it would not.
Whenever, they want to know about anything they ask me to
search and let them know.

Few of the parents learn about new produc't themselves from
media, colleagues, and web-browsing but still they §egk inputs
from their children. Parents perceive children’s participation in
buying decisions important as they consid_er thfem to be more
tech savvy. A mother of a twelve year old girl said:

Although I knew the kind of smart phone I need to buy, still my
daughter discussed this with her friends and mfortned ttte sar}te
to me as well. This information helped me a lot in buying the
right phone finally.

BOOMERANG EFFECT _
Sometimes the parents get irritated also by the continuous

interruptions by their children as they C?nSldet;r:; atz z:_;f;l;
on their authority; therefore, tttey s_ometlm‘f;j.lke o Jgnore
the suggestions made by their cl_nldreAn. helnomenon )
term “boomerang effect” in 1986 for thlls p nom havé o
People resist the influence more than hg,),/ (xé/kstrom 20(,)7) d
they not felt their freedom to be threatene y

aCknowledged by most of the study participant.

CHILDREN AS EQUALS .
S -ents have reported that as c.ompared to

i veyed palen; oung), their children enjoy more f.reetiom
{hen they anf ?nd are frank enough to tht ft)rth their views
o respect lm- dt\h‘ing. Some of the parents indicated that now
01} nlmrb‘f (‘\jl:‘ill)L/ir = are grown ups, every product purchase is
when their ¢
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