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An Analytical Study of Power Distance Dimension 
of Organizational Culture Among Indian And 
Foreign Multi-National Companies (MNCs) 
Operating in Pune Region

Sadashib Padhee*
Dr. Anil Keskar**

ABSTRACT

Culture of any organization is majorly responsible for the success of any organization apart from other factors like role, strategic 
moves, organisational structure and organisational politics. Many researchers have defined the measurement scale for organizational 
culture. However, for the present study researchers have considered only single dimension of organizational culture as power distance 
dimension. The present study is aimed to find out the difference between power distance dimension of organizational culture among 
Indian and foreign national companies operating in Pune region. Moreover, it is intended to find out the impact of power distance 
dimension of organizational culture on employees’ satisfaction. A structured and un-disguised questionnaire was developed and used 
to collect the primary data from 60 respondents working with Indian and foreign national companies operating in Pune region. 
Hypotheses were tested using independent samples t-test and correlation analysis. 

Keywords: Organizational culture, power distance dimension, employee satisfaction

Introduction:

Culture has been defined in a number of ways. The core of all 
the definitions is that there is a set of important understandings 
that binds the people and they share it in common; whereas the 
organizational culture is defined as the underlying beliefs, 
assumptions, values and ways of interacting that contribute to 
the unique social and psychological environment of an 
organization. Culture is a combination of factors that are 
learned through our interaction with the environment during 
our developmental and growth years. Individuals adopt culture 
through their family base and carry the same with them to pass 
on to their further generations. As the culture encompasses set 
of beliefs, assumptions and values in individual’s life, the 
organizations also undergo certain cultural background. 
However, the beliefs and assumptions that are observed in 
different organizations are many times unwritten practices and 
values that are reflected through the decisions taken by their 
management assuming that every employee and the 
management authorities must observe the same with dignity. 
The decisions and all actions lead to manifest the culture of a 
particular organization.

Kennedy (2002), in his opinion culture of any organization is 
majorly responsible for the success of any organization apart 
from other factors like role, strategic moves, organizational 
structure and organizational politics. Thus, it is equally 
important to give due importance to organizational culture. 
Organizational culture usually refers to how people feel about 
the organization, the authority system and the degree of 
employee involvement and commitment. The major 
characteristics of the big corporations are that people from 
different castes, creeds, culture, languages and diverse 
geographic regions come together to achieve common goals 
that matches with the prime goal of the organization they intend 
to work for. When people from different culture, language and 
set of values and having common goal to achieve come 
together, it is inevitable for them all to adjust their own cultural 
setup with the cultural sets of their colleagues so that their 
personal set of values do not clash and thereby hamper the 
growth of the organization. Multi-National Corporations 
(MNCs) pervade their businesses in various parts of the globe. 
The workforce that these corporations employ comes from 
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across all countries. There are no geographical boundaries 
when it comes to recruiting the staff members in MNCs. 
Irrespective of their own creed and cultures; they are expected 
to imbibe new cultural setup that their respective organizations 
adopt for achieving the goals. 

The corporate culture consists of the normal values and 
unwritten rules of conduct of an organization as well as 
management styles, priorities, and beliefs. In the absence of 
sincere efforts for communication and interaction, it is not 
impossible to achieve common goals for the human resource in 
organizational set up. Nothing can be done in isolation as the 
human resource involvement is most crucial factor in achieving 
the corporate goals. Together they create a climate that 
influences how would people communicate, plan and make 
decisions. 

As Madu (2012) observed, ‘the values promoted by the leaders 
(and founders) have a significant impact on the values 
exhibited by the organization, what the leaders emphasize 
(consistently) and measure (in performance evaluation) 
overtime can have a great impact on the organization’s 
culture.’Organizational culture is briefly defined as the basic 
assumptions about the world and the values that guide life in 
organizations (Schneider, Ehrhart & Macey; 2013).

Literature Review

Several authors have defined organizational culture in much 
diversified ways.As stated by Hofstede (2011) defined six 
dimensions of national culture as: Power Distance, Uncertainty 
Avoidance, Individualism/Collectivism, Masculinity/ 
Femininity,  Long/ Short Term Orientation, and 
Indulgence/Restraint. Author stressed that the all dimensions 
depend on the level of aggregation.However, as stated by 
Schneider, Ehrhart and Macey (2013) organizational culture 
concerned the inherent values, beliefs and assumptions that 
personnel deduce guide behaviourand they based these 
implications on the stories, myths and socialization 
understandings they have and the behaviours they perceive, 
mainly on the part of leaders. Organizational culture happened 
as a comprehensive organizational construct for an entire 
organization but also simultaneously in the form of subcultures 
and also in ways that proposed a lack of integration.

Organizational culture has deep impact on variety of 
organizational process and effectiveness, employees and 
performance (Shahzad, Luqman, Khan & Shabbir, 2012; 
Hartnell, Ou & Kinicki, 2011). Many managers and 
management researchers trust that organizational culture 
influences firms’ effectiveness. Moreover, few empirical 
studies have also provided a detail insight to support this 

rational. Study conducted by Gregory, Harris, Armenakis and 
Shook (2009) addresses the mediating role of employee 
attitude between organizational culture as operationalized by 
the competing values framework and diverse measures and 
firms’ effectiveness.

Tsui, Wang and Xin (2006) reported three studies addressing 
the question of whether culture varies among organizations 
with different ownership structures and whether it relates to 
organizational performance or employee attitudes. The first 
study reported five common dimensions across different types 
of organizations. The second study systematic relationship 
between different culture types and firm’s performance. The 
third study established the relationship among organizational 
culture types and middle manager attitudes.

Changing an organization's culture is one of the most 
troublesome leadership challenges. That is on the grounds that 
an organization's culture includes an interlocking arrangement 
of objectives, jobs, forms, values, correspondences practices, 
perspectives and assumptions. The components fit together as a 
commonly strengthening framework and join to forestall any 
endeavour to transform it. That is the reason single-fix changes, 
for example, the presentation of groups, or Lean, or Agile, or 
Scrum, or information the board, or some new procedure, may 
seem to gain ground for some time, yet in the long run the 
interlocking components of the organizational culture 
dominate and the change is relentlessly moved go into the 
current organizational culture. Changing a culture is a huge 
scope undertaking, and in the long run the entirety of the 
organizational instruments for changing personalities should 
be placed in play (Denning, 2012). 

Objectives of the Study

Many researchers have defined the measurement scale for 
organizational culture. However, for the present study 
researchers are aimed to use scale defined by Hofstede (2011) 
where organizational culture is explained based on six 
dimensions as Power Distance, Uncertainty Avoidance, 
Individualism/Collectivism, Masculinity/Femininity, 
Long/Short Term Orientation, and Indulgence/Restraint. 
Moreover, for the present study researchers have aimed to 
study the only one element of organizational culture as power 
distance dimension. Power distance dimension focuses on 
evaluating the power distribution in a particular cultural 
setting. Unequal distribution of power signifies high power 
distance, and low power distance means equal power 
distribution.

Thus, based on the above discussion, researchers have 
established following objectives of the study:
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I. To find out difference between power distance dimension 
of organizational culture among Indian and foreign 
national companies operating in Pune region.

II. To find out the impact of power distance dimension of 
organizational culture on employees’ satisfaction.

Hypotheses

In view of the above cited discussions and underlined 
objectives of the study, the researchers have decided to test the 
following hypotheses:

I. H01: There is no difference in power distance dimension of 
organizational culture among Indian and foreign national 
companies operating in Pune region.

II. H02: There will be no significant correlation between 
power distance dimension and employees’ satisfaction. 

Research Methodology

The present research study is of descriptive nature and has used 
the quantitative research method. Researcher has adopted 
convenience sampling technique to collect the responses from 
60 respondents of Indian and foreign national companies 
operating in Pune region.  To reduce the sampling error, the 

researcher has personally visited the different locations of Pune 
region.

The ‘structured, un-disguised questionnaire’ was developed 
from standard questions of relevant literature and used as a 
research instrument. For collecting data, researcher has 
conducted schedule interviews with the help of developed 
questionnaire. SPSS 17.0 was used in this study for all the 
statistical assessments. The data set was screened and 
examined for incorrect data entry, missing values, normality 
and outliers. In this study, Independent Sample t-Test and 
Correlation Analysisare used to test the hypotheses.

Data Analysis and Interpretation

To check the reliability of all items in the questionnaire, the 
researcher has applied Cronbach’s Alpha reliability method. 
The reliability coefficient value was highly significant i.e. 
0.727 and depict moderately high reliability of the 
questionnaire.

The breakup of respondents’ demographic characteristics is 
shown in the table 1.

Category  Frequency  Percent

Age of the Respondent
 

Less than 35 years  6  10.00

35 to 45 years  12  20.00

45 to 55 years
 

25
 
41.67

More than 55 years
 
17

 
28.33

Gender
 

Male
 

43
 
71.67

Female
 

17
 
28.33

Association with the Present

 

Organization

 

0 to 2 years

 

5

 

8.33

3 to 5 years

 

9

 

15.00

6 to 10 years

 

18

 

30.00

10 to 15 years

 

20

 

33.33

More than 15 years

 

8

 

13.33

Country-of-Origin of the Organization
Indian

 

30

 

50.00

Foreign 30 50.00

Table 1: Profile of the Respondents
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Validation of Hypotheses

H : There is no difference in power distance dimension of organizational culture among Indian and foreign national companies 01

operating in Pune region(i.e. H0: µ1=µ2).

H : There is difference in power distance dimension of organizational culture among Indian and foreign national companies operating 1

in Pune region(i.e. H1: µ1 ≠ ).

Table 2: Group Statistics

The first section, Group-Statistics, provides basic information about the group comparisons, including the sample size (n), mean, 
standard deviation, and standard error. The table represents, there are 30 respondents from Indian firms and 30 respondents working 
with foreign companies. The mean calculation of Power Distance Dimension, according to responses by respondents from Indian 
firms, is observed as 3.63, and the mean calculation of Power Distance Dimension, according to responses by respondents working 
with foreign companies, is observed as 3.83.

Table 3: Independent Samples Test

The second section, Independent-Samples Test, displays the results most relevant to the Independent Samples t-Test. There are two 
parts that provide different pieces of information: (A) Levene’s Test for Equality-of-Variances and (B) t-test for Equality-of-Means. 
The p-value of Levene's test is ".855", so cannot be rejected the null of Levene's test and can be concludedthat there was no significant 
difference between power distance dimension at Indian and foreign national companies operating in Pune region. This also indicates to 
refer to “Equal variances assumed” row for the t-Test. 

t-test for Equality-of-Means provides the results for the actual Independent Samples t-Test.The mean of power distance dimension of 
Indian origin organizations was subtracted from the mean of power distance dimension of foreign companies operating in Pune region. 

µ2

An Analytical Study of Power Distance Dimension of Organizational Culture Among Indian And Foreign Multi-National Companies 
(MNCs) Operating in Pune Region

Country-of-Origin N Mean  Std. Deviation  Std. Error Mean

Power Distance 

Dimension 

Indian 30  3.6333  .89715  .16380

Foreign 30  3.8333  .96341  .17589

 

 

Levene's Test 

for Equality of 

Variances  

t-test for Equality of Means 

   

95% Confidence 

Interval of the 

Difference 

 F Sig. t df 
Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 
Lower Upper 

Power 

Distance 

Dimension 

Equal 

variances 

assumed 

.034 .855 
-

.832 
58 .409 -.20000 .24035 -.68111 .28111 

Equal 

variances 

not assumed 

  
-

.832 
57.708 .409 -.20000 .24035 -.68116 .28116 
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The sign of the mean difference corresponds to the sign of the t 
value. The negativet-value indicates that the mean of power 
distance dimension of Indian origin companiesis significantly 
lesser than the mean for the second group, foreign companies.

The associated p-value is ".409". Since p-value is greater than 
the chosen significance level α = 0.05, researcher cannot reject 
the null (H ) hypothesis, and conclude that There is no 0

difference in power distance dimension of organizational 
culture among Indian and foreign national companies 
operating in Pune region(i.e. H : µ1=µ2 stands true).0

H : There will be no significant correlation between power 02

distance dimension and employees’ satisfaction.

H : There will be significant correlation between power 2

distance dimension and employees’ satisfaction.

Table above presents data on correlation analysis. Correlation 
coefficients range from -1.0 (a perfect negative correlation) to 
positive 1.0 (a perfect positive correlation). The closer 
correlation coefficients get to -1.0 or 1.0, the stronger the 
correlation. From the above table it is observed that correlation 
between power distance dimension and employee satisfaction 
is -0.120 and vice-versa. From the above data it is observed that 
when power distance dimension increases by 1 unit, employee 
satisfaction goes down by 0.120 units. Thus, it is concluded that 
there is significant correlation between power distance 
dimension and employees’ satisfaction.  

Findings of the Study

The researchers have attempted to examine the difference 
between power distance dimension of organizational culture 
among Indian and foreign national companies operating in 
Pune region. The researcher found that Indian and foreign 
national companies did not have much difference in the 
dimensions chosen under this study. Irrespective of their 
origins, the MNCs were having the same types of power 
distance dimension of organizational culture. The researchers 
believe that the hypothesis set in this regard has been fulfilled to 
the utmost satisfaction.

Moreover, it is noted from the inferences that less power 
distance dimension organizational culture is responsible for 
employee satisfaction in various ways. The results from the 
analysis clearly indicated that the employees working in the 
Indian and foreign national companies were satisfied. There 
was very less employee turnover and employees were reluctant 
to leave the organizations as they were more satisfied with the 
existing organizational culture that suited them in various 
ways. It is therefore claimed that the hypothesis set by the 
researchers in this regard is fulfilled to the satisfied level.

Conclusion

When people from different social, economic and educational 
backgrounds work together in certain organization for a longer 
time, they tend to adopt certain common beliefs, values, norms 
of behavior and attitudes. Such common bond that gets firmly 
established becomes the culture of such organization. Any 
deviation from the boundaries of such culture is resisted by the 
senior members and they hesitate to show interest in accepting 
the desired changes despite being the need of the hour. 

The concept of organizational culture has become more 
relevant in bigger organizations like Multi-National 
Corporations as they are significant in today’s business world 
in many ways. These MNCs do not have geographical 
boundaries as they emerge from Indian soil and overseas as 
well. The concept of organizational culture bears no boundaries 
and country of origin as human beings almost bear similar 
characteristics and behaviours barring a very few of them. The 
corporate culture consists of the normal values and unwritten 
rules of conduct of an organization as well as management 
styles, priorities, and beliefs. In the absence of sincere efforts 
for communication and interaction, it is not impossible to 
achieve common goals for the human resource in 
organizational set up. Nothing can be done in isolation as the 
human resource involvement is most crucial factor in achieving 
the corporate goals. Together they create a climate that 
influences how would people communicate, plan and make 
decisions.

 
Power Distance 

Dimension

Employee 

Satisfaction

Power Distance 

Dimension

 

Pearson Correlation

 

1 -.120

Sig. (2-tailed)

 

.360

N 60 60

Employee Satisfaction

Pearson Correlation -.120 1

Sig. (2-tailed) .360

N 60 60

Table 4:Correlations
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APPENDIX 1

Items used for survey

Item code Item description 

Power Distance Dimension

PDD_1 Less centralization

PDD_2 Flatter organization pyramids

PDD_3 Smaller wage differentials 

PDD_4 Structure in which manual and clerical 
workers are in equal jobs

Employee Satisfaction

ES_1 Employees are happy to work with this organization  

ES_2 This organization has lesser employee turnover

ES_3 Employees are satisfied with the pay in this 
organization

ES_4 This organization is an enjoyable place to work
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ABSTRACT

Study has undertaken to investigate the economics of Ganpati festival, a prime festival celebrated in Maharashtra state of India. The 
study has been conducted from the view point of customers across different socio economic class (SEC) in Satara city Maharashtra 
India. The objectives that guided the study were; to investigate economics of Ganpati festival in Satara city, to investigate people’s 
preference towards eco-friendly decoration the hypotheses set to test were; the expenses spend in Ganpati festival and total family 
income is independent and second was the samples do not prefer to buy the China electric lights for decoration of Ganpati festival and 
the third hypothesis was samples are aware about water pollution due to using ‘Plaster of Paris’ idol during the Ganpati 
festival.Research was based on 761 samples from 12 Socio Economic Classes in Satara city. Structured close ended and codified 
schedules were executed to seek opinion of  study found that most of the socio economics classes spend for Ganpati festival on an 
average up to Rs. 4586 Sample found to have more preference to China electric lights for decoration and purchased “Plaster of Paris 
“idol. The study rejects entire three null hypotheses. 

Keywords: Economics of Ganpati festival; Idol; Eco-Friendly decoration; Socio Economics classes; Water pollution; Expenses on 
Ganpati festival

Introduction

Shree Ganpati festival is one of the most popular festivals in 
India and it is popularly celebrated in the state of Maharashtra. 
The festival is a great unifier, as it brings together all religious 
communities. The duration of worship varies from1.5 day up to 
ten days in different communities. Ganpati festival generates 
business of  crore of rupees. 

Research Methodology:

Researcher intended to find out economics of Ganpati festival 
in Satara. The study is based on socio economic class. 

Present research is an effort to find answers to questions viz.  Is 
socio economic class affects spending for the Ganpati festival? 
and Do samples prefer eco-friendly decoration for Ganpati 
festival? 

The study has undertaken with an objectives, to analyze the 
spending of during Ganpati festival across socio economics 
class and to know the perception of samples on eco-friendly 
decoration of Ganpati festival

The study put to test following three hypotheses i.e.

1. H1: The samples do not prefer to buy the China electric lights 
for decoration of Ganpati festival.

2. H2: The samples are aware about water pollution due to 
using ‘Plaster of Paris’ idol during the Ganpati festival.

3. H3: The expenses spend in Ganpati festival and total family 
income is independent

761 samples are taken across 12 SEC approached conveniently. 
The data has been collected during Ganpati festival of year 
2019. A structured close ended codified schedule brought in 
use. Data has feed in Ms- Excel and processed in SPSS. The 
statistical tools viz. frequency, percentage, average, standard 
deviation has brought in use. Hypotheses have been tested 
using chi-square test and one sample ‘t’ test. 

Data Analysis:

In Maharashtra the festival is celebrated at home for different 
number of days as per the tradition of family ranging from one 
day to 12 days. 
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Above table number 1 reveals the number of day’s samples 
celebrating Ganpati festival. There are 57% samples found 
celebrating festival about 10-11 days. 22% samples are 
celebrating festival about 1-5 days. Remaining 19% samples 
are celebrating festival about 1-9 days and very few samples are 
celebrating festival about 12 days. 

It is concluded that, majority i.e.57% are celebrating Ganpati 
festival about 10- 11 days and very few samples are celebrating 
festival for 12 days.

Since, the festival is celebrated across state the Ganpati idols 
are prepared at different places like in residential area, rural 
area and to some extend the idols are also prepared at home. 

Above table number 2 reveals about the location from where 
samples purchase Ganpati idol, such as from their residential 
place, from any other area or they are preparing Ganpati idol at 
home. 77.5% samples prefer to purchase idol from their 
residential area, 22.3 % from other area and homemade idol are 
prepared by 0.1% of samples. 

It is concluded that,.77.5% samples are purchasing Ganpati 
idol from residential area whereas; remaining are samples 
purchasing idol from other area.

The Ganpati idols come in different designs, sizes and in 
different postures. The effort has been made to understand the 
preferences of towards design of Ganpati Idol. 

Above table number 3 talks about preference of towards the 
design of Ganpati festival Sample. 31.5% Samples found to 
give preference to Dagdusheth Ganpati, followed by 20.1% 
samples prefer Lalbagcha Raja Ganpati idol, Bahubali Ganpati 
idol found preferred by 5% and other designs of Ganpati idol 
preferred by 43.4%. 

It is concluded that, 51% samples give preference to purchase 
Dagusheth and Lalbagcha Raja Ganpati idol design. 

Above table number 4 reveals the type of decoration samples 
perform on the occasion of Ganpati festival, either it is eco- 
friendly or simple decoration. 78% samples do the simple 
decoration and 21.9% samples perform eco- friendly 
decoration on the occasion of Ganpati festival.

It is concluded that 78% of the samples do simple decoration 
compared to eco-friendly decoration.
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Sr. Number of Days Celebrating Ganpati 
Festival

Frequency Percent

1 1Day

 

11

 

1.4
2 2Day

 

15

 

2.0
3 3 Day

 

4

 

.5
4 5 Day

 
139

 
18.3

5 6 Day
 

15
 

2.0
6 7 Day 121  15.9
7 8 Day

 
3

 
.4

8 9 Day

 
6

 
.8

9 10 Day

 

216

 

28.4
10 11 Day 221 29.0
11 12 Day 10 1.3

Total 761 100.0

Table 1 -Number of Days Celebrating the Ganpati Festival

            (n=761)

Source :( Field Data)

Table 2 -Location from which Ganpati Idol Purchase

            (n=761)

Source :( Field Data)

Sr. Location from which 
Ganpati Idol Purchase

 Frequency Percent

1 Residential Area
 

590
 

77.5
2 Other Area 170  22.3
3 Homemade

 
1

 
.1

Total 761 100.0

Table3-Design of Ganpati Idol

            (n=761)

Sr.
 

Design of Ganpati Idol
 

Frequency
 

Percent
1 Dagdusheth 240  31.5
2 Labagcha  Raja 153  20.1
3 Bahubali1 38  5.0
4 Others 330  43.4

Total 761 100.0
Source :( Field Data)

1 Bahubali was one of the most trending movie during Ganpati festival, so samples were inspired & purchased idol of Bahubali 
design. Bahubali was one of the most trending movie during Ganpati festival, so samples were inspired & purchased idol of 
Bahubali design.

Table 4-Type of Decoration on the Occasion of 
Ganpati Festival

            (n=761)

Sr. Type of Decoration on the Occasion of 
Ganpati Festival

 Frequency Percent

1 Eco-friendly 167  21.9
2 Simple 594  78.1

Total 761 100.0

Source :( Field Data)

Table 5-Opinions of samples about Ganpati festival

            (n=761)
Sr Description Yes % No % Total %
1 Use of electric lights in 

decoration
728 95.7 33 4.3 761 100

2 Special Preparation for 
Decoration of Ganpati 
Festival

311

 

40.9

 

450

 

59.1

 

761 100

3 Shopping of Gold or Silver 
Ornaments

162 21.3  599  78.7  761 100

4 Shopping of New Clothes 
on the Occasion of Ganpati 
Festival

424

 
55.7

 
337

 
44.3

 
761 100

5 Family Members are 
coming from outside City 
for Festival Celebration

311 40.9 450 59.1 761 100

Source :( Field Data)



Above table number 5 reveals about samples use electric 
lights in the decoration of Ganpati festival, 95% samples are 
using the electric lights. 

40.9% samples are doing the special preparation for Ganpati 
decoration and 21.3% samples found purchasing the gold or 
silver ornaments during Ganapati festival.

55.7% samples shop new clothes on the occasion of Ganpati 
festival.  40.9% samples receive family members from other 
city for Ganpati festival. 

It is concluded that, the economic impact exists owing to 
purchase of electric lights, spending for special preparations, 
purchase of gold, silver, shopping new cloths and travel from 
other places to reach out to Ganapati festival. 

Few inferential statistical tools have been used peeping in 
depth. 

Correlation is significant at the 0.01 level (2-tailed).

Above table number 6 shows the correlation between total 
family income and total expenses. It has seen weak positive 
correlation between the total family income and total expenses. 
i.e. r=0.186. 

Present study set to test three hypotheses. Testing of hypotheses 
has been done here. 

Hypothesis 1: 

Null Hypothesis (H0):

 The people do not prefer to buy the china electric lights for 
decoration.

(i.e. H0:-µ=2)

Alternative Hypothesis (H1):

 H1: The people do prefer to buy the china electric lights for 
decoration.

(i.e. H1:-µ?2)

Above table number 7 & table number 8 show the hypothesis 
testing using one sample t-test at test value=2 for 5% level of 
significance. The calculated value of ‘t’ is 77.201 at 760 df 
where ‘p’ value is 0.0 revels to reject null hypothesis and accept 
alternative hypothesis. It is concluded that samples prefer to 
buy the China electric lights for decoration.

Hypothesis 2: 

Null Hypothesis (H0):

The people are aware about water pollution will create by using 
‘Plaster of Paris’ idol.

(i.e. H0:-µ=3)

Alternative Hypothesis (H1):

The people are not aware about water pollution will create by 
using ‘Plaster of Paris’ idol. (i.e. H1:-µ?3)
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Table 6: Correlation between Total Family Income 
and Total Expenses

Total 

Family 

Income

Total Expenses

Total Family 

Income

Pearson 

Correlation

 
1

 

.186**

Sig. (2-tailed)
  

.000

N 761  761

Total Expenses

 
Pearson 

Correlation

 

.186**

 

1

Sig. (2-tailed)

 

.000

 

N 761 761

            (n=761)

Table 7: One-Sample Statistics

N

 
Mean

 
Std. 

Deviation
 Std. Error 

Mean

Types of 

electric lights

 

761 1.89  .674  .024

Table 8: One-Sample Test

Test Value = 2

T Df

 

Sig. (2-

tailed)

 
Mean 

Difference

 
95% Confidence Interval 

of the Difference

Lower Upper

Types 

of 

electric 

lights

77.201

 

760
 

.000
 

1.886
 
1.84 1.93

N

 
Mean

 
Std. 

Deviation
 Std. Error 

Mean

Types of 

Ganpati idol

 

761 2.28  1.044  .038

Table 9: One-Sample Statistics



Above table number 9 & table 10 shows the hypothesis testing 
using one sample t-test at test value=3 for 5% level of 
significance. The calculated value of‘t’ is 60.316.at 760 df 
where ‘p’ value is 0.0 revels to reject null hypothesis and accept 
alternative hypothesis. It’s concluded that the people are not 
aware about water pollution will create by using ‘Plaster of 
Paris’ idol.
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Hypothesis 3

Null Hypothesis (H0)

Total expenses spend in Ganpati festival and total family 
income is independent.

Alternative Hypothesis (H1):

Total expenses spend in Ganpati festival and total family 
income is associated. 

Table number 11 & table 12 shows chi- square test.

Pearson chi – square statistic calculated to be 49.068, at df 18 
and ‘p’ value is 0.000, null hypothesis is rejected because (p- 
value <0.5). 

It has concluded that, the expenses spend in Ganpati festival is 
associated to total family income. 

Since the study has collected data on the basis of socio 
economic class. Following table explains the average expenses 

Test Value = 3

T Df

 

Sig. (2-

tailed)

 
Mean 

Difference

 
95% Confidence Interval 

of the Difference

Lower
 

Upper

Types 

of 

Ganpati 

idol

60.316

 
760

 
.000

 
2.283

 
2.21 2.36

Table 10: One-Sample Test

Total Family Income Total

0-500000 500000-1000000 1000000-1500000 1500000-2000000

Total 

Expenses

0-500

 

Count

 

356

 

120

 

6

 

2

 

484

Expected Count

 

331.4

 

132.9

 

15.3

 

4.5

 

484.0

500-1000

 

Count

 

137

 

71

 

16

 

3

 

227

Expected Count

 

155.4

 

62.3

 

7.2

 

2.1

 

227.0

1000-1500

 

Count

 

22

 

15

 

1

 

1

 

39

Expected Count

 
26.7

 
10.7

 
1.2

 
.4

 
39.0

1500-2000
 

Count
 

4
 

1
 

1
 

1
 
7

Expected Count 4.8 1.9  .2  .1  7.0

2000-2500
 

Count
 

1
 

1
 

0
 

0
 
2

Expected Count

 
1.4

 
.5

 
.1

 
.0

 
2.0

2500-3000

 

Count

 

0

 

1

 

0

 

0

 

1

Expected Count

 

.7

 

.3

 

.0

 

.0

 

1.0

3000-3500

 

Count

 

1

 

0

 

0

 

0

 

1

Expected Count

 

.7

 

.3

 

.0

 

.0

 

1.0

Total Count 521 209 24 7 761

Expected Count 521.0 209.0 24.0 7.0 761.0

Table 11 - Cross tabulation between Total Expenses and Total Family Income



made by each socio economic class for designated expense 
heads. 

Table number 13 represents information about the total 
expenses classified according to the socio economic class. 
Socio economic class A1 spend total of Rs. 6433 in which they 
spend Rs.1245 on Ganpati idol, Rs. 1280 on Ganpati festival 
decoration, Rs. 540 on worship and flowers, Rs. 754 for Gouri 
decoration. These expenses found increase as compared to 
previous year by Rs.800 Samples spend Rs.1225 on ornaments 
shopping for the Ganpati festival and Rs. 591 spends for other 
shopping.

A2 class spends total of Rs. 4922 on the occasion of Ganpati 
festival. Samples spend about Rs. 1000- 1050 on the Ganpati 
idol and Ganpati festival decoration. For worship and other 
expenses they spend Rs.300- 450 for Gouri decoration and 

12

Value Do Asymp. Sig. (2-

sided)

Pearson Chi-Square

 
49.068a

 
18

 
.000

Likelihood Ratio 36.827 18  .006

Linear-by-Linear 

Association
19.998

 
1

 
.000

N of Valid Cases 761

Table 12 : Chi-Square Test

Sr Expenses

SEC

A1 A2 A3 B1 B2 C1 C2 D2 D2 E1 E2 E3

Mean

 

Mean

 

Mean

 

Mean

 

Mean

 

Mean

 

Mean

 

Mean

 

Mean

 

Mean Mean Mean

1 Ganpati Idol 1245

 

1106

 

1035

 

1016

 

1144

 

1261

 

624

 

650

 

1063

 

684

 

440 450

2 Ganpati Festival Decoration

 
1280

 
1094

 
1045

 
947

 
883

 
770

 
493

 
492

 
1306

 
600

 
200 275

3 Worship, Flowers
 

540
 

413
 

406
 

364
 

351
 

348
 

300
 

250
 

344
 

83
 

240 175

4 Gouri Decoration 754 611 549 540 582  487  341  317  613  133  110 200

5 Increase in expenses as 

compared to previous year

 

800

 
626

 
514

 
484

 
412

 
311

 
187

 
457

 
169

 
136

 
23 40

6 Ornaments 1225

 

766

 

649

 

749

 

724

 

1372

 

314

 

600

 

1189

 

373

 

4 0

7 Other Expenses

 

591

 

306

 

291

 

193

 

143

 

88

 

114

 

67

 

150

 

67

 

0 0

8 Total Expenses 6433 4922 4593 4293 4238 4638 2373 3510 4833 2077 1017 1140

Table 13 - Socio Economic Class wise Expenses of Ganpati Festival
            (n=761)

Source :( Field Data)

ornaments shopping samples spend Rs.600-800 expenses 
found increase compared to previous year by Rs.626. 

Socio economic class A3 spends total of Rs. 4593 for Ganpati 
festival. Samples spend about Rs. 1000-2000 on the Ganpati 
idol and Ganpati festival decoration. Samples spend about Rs. 
400-550 on worship, flowers Gouri decoration. Expenses 
found increase as compared to previous year by Rs. 514. 

Total of Rs. 4293 spend by the samples of B1 SEC. Samples 
spend about Rs. 900-1050 on the Ganpati idol and Ganpati 
festival decoration. They spend Rs. 364 on worship and 
flowers, Rs. 540 for Gouri decoration. Expenses found increase 
as compared to previous year by Rs. 484.  Samples spend Rs. 
749 on ornaments shopping for the Ganpati festival and Rs. 193 
spends for other shopping.

Socio economic class B2 spend total 4238 Rs on the occasion of 
Ganpati festival in which they spend 1144 Rs on Ganpati idol, 
883Rs on Ganpati festival decoration, 351Rs on worship and 
flowers, 582 Rs for Gouri decoration. Increase in expenses as 
compared to previous year is 412 Rs. Samples spend 724 Rs on 
ornaments shopping for the Ganpati festival and 143 Rs spend 
for other shopping.

Socio economic class C1 spend total Rs. 4638 includes Rs. 
1261 on Ganpati idol, Rs. 770 on Ganpati festival decoration, 
Rs. 348 on worship and flowers, Rs. 487 for Gouri decoration. 
Expenses found to be increased  as compared to previous year 
by Rs. 311 Samples spend Rs. 1372 on ornaments shopping for 
the Ganpati festival and very small extent they spend Rs. 88 for 
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other shopping.

C2 class spends total of Rs. 2373 on the occasion of Ganpati 
festival. Samples spend about Rs. 624 for the Ganpati idol, Rs. 
493 on Ganpati festival decoration, Rs. 300-400 for worship & 
Gouri decoration. Rs. 187 is increase in expenses as compared 
to previous year. Rs 314 found spend on ornaments shopping 
and very small extent they spend Rs. 114 for other shopping.

Total of Rs. 3510 spend by the samples of class D1.Samples 
spend about Rs. 650 on the Ganpati idol and Rs. 492 for 
decoration of festival. They spend Rs. 250 on worship and 
flowers, Rs. 317 for Gouri decoration. As compared to previous 
year expenses increase by Rs.457 Samples spend Rs. 600 on 
ornaments shopping for the Ganpati festival and Rs. 67 for 
other shopping.

Socio economic class D2 spends total of Rs. 4833 for Ganpati 
festival. Samples spend about Rs. 1000-1500 on the Ganpati 
idol and Ganpati festival decoration. They spend Rs. 344 on 
worship and flowers, Rs. 613 for Gouri decoration. in as 
compared to previous year expenses increased by Rs. 169. 
Samples spend Rs. 1189 on ornaments shopping for the 
Ganpati festival and Rs. 150 for other shopping. 

E1 SEC class found to spends total of Rs. 2077  on the occasion 
of Ganpati festival. Samples spend about Rs. 684 for the 
Ganpati idol, Rs. 600 on Ganpati festival decoration, Rs 83 for 
worship & Rs 133 for Gouri decoration. Rs. 136 are increased 
expenses as compared to previous year. Rs. 373 spend on 
ornaments shopping and very small extent they spend Rs. 67 
for other shopping.

Socio economic class E2 spend total of Rs. 1017 in which they 
spend Rs. 440 on Ganpati idol, Rs. 220 on Ganpati festival 
decoration, Rs. 240 on worship and flowers, Rs. 110 for Gouri 
decoration. Expenses increases as compared to previous year 
by Rs. 23. Samples spend meager on ornaments shopping.

Socio economic class E3 spend total of Rs. 1140 which 
includes Rs. 450  on Ganpati idol, Rs. 275 on Ganpati festival 
decoration, Rs. 175 on worship and flowers, Rs. 200 for Gouri 
decoration. expenses increases compared to previous year by 
Rs. 40. Samples don’t spend money for ornaments & other 
shopping on the occasion of Ganpati festival.

It is concluded that, the expense on Ganpati festival decreases 
from A1 to C2 but surprisingly in D1 and D2 SEC spending 
found increased. SEC A1 spend more money for celebration 
Ganpati festival as compared to others SEC.  

Findings and Suggestions:

1. Ganpati festival is celebrated about 10- 11 days since it has 
revealed by 57% of  samples and very few samples i.e. 1.3 
%  are celebrating festival for 12 days.(Table number 1)

2. The 77.5% of samples are purchasing Ganpati idol from 
residential area, remaining are purchasing idol from other 
area.(Table number 2)

3. Selection of Ganpati idol found importance. Around 51% 
samples give preference to purchase Dagdusheth and 
Lalbagcha raja Ganpati idol design. (Table number 3)

4. For the festival celebration the decoration is done. 29.9% 
samples found to use eco friendly material for decoration. 
Majority  i.e. 78.1% do simple decoration.(Table number 
4)

5. Electric light is a major aspect in the decoration during 
Ganpati festival. 95% prefer electric lights. 59% of the 
samples do not make special preparation and some of 
samples do the special decoration on the occasion of 
Ganpati festival.

78% samples do not purchase any gold or silver ornaments 
on the occasion of Ganpati festival but there are few 
samples found purchasing gold or silver ornaments. 55.7% 
of the samples purchase new clothes for Ganpati festival. 
Some samples do the shopping of new clothes on the 
occasion of Ganpati festival.  59.1% of family members 
are gathering from outside city for Ganpati festival. (Table 
number 5)

6. There is positive correlation between chief earner income 
and total family income. i.e. r=0.634.(Table number 6)

7. The samples preferred to buy the China electric lights for 
decoration.(Table number 7 & 8)

8. Samples are not aware about water pollution due to using 
‘Plaster of Paris’ idol.(Table number 9 & 10)

9. The expenses in Ganpati festival depends upon total family 
income. If family income is more, then samples spend 
more for Ganpati festival. (Table number 11 & 12). 

10. The expense on Ganpati festival decreases from A1 to C2 
but surprisingly in SEC D1 and D2 expense on Ganpati 
festival increased. SEC A1  spends more money for 
celebration of Ganpati festival as compared to others SEC.  

Suggestions:

On the basis of findings few suggestions are offered as follows, 

1. There is need to aware people about use of idol made up 
from clay, because pop contribute water pollution due to 
immersion of idol

2. People should give preference to do eco-friendly 
decoration on the occasion of Ganpati festival.

A Study on Economics of Ganpati Festival in Satara



Conclusion: 

The result of this research study is concluded that, the Socio economic class affects spending expenses for the Ganpati festival and for 
the festival people gives more preference to purchase china electric lights. There is less awareness about use of idol made up from a 
‘Plaster of Paris’s increase the water pollution. People are not gives more preference to make eco- friendly decoration in their Ganpati 
festival.

Researcher extends gratitude to MBA-ll year marketing specialization students of KBPIMSR for their generous help in data 
collection required for study:
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An Overview of India’s Goods and Services Tax

Dr. Nutan Vijay Pasalkar*

INTRODUCTION:

GST is a huge reform for indirect taxation in India, the likes of 
which the country has not seen post-Independence. GST will 
simplify indirect taxation, reduce complexities, and remove the 
cascading effect. Experts believe that it will have a huge impact 
on businesses both big and small, and change the way the 
economy functions.

GST is abbreviation for Goods and Service Tax. GST is also 
known as Value Added Tax (VAT) in few countries. GST / VAT 
is a consumption based tax wherein the basic principle is to tax 
the value addition at the each business stage. To achieve this, 
tax paid on purchases is allowed as a set off/ credit against 
liability on output/income. GST is levied on all transaction of 
goods and services. Thus, in principle, GST should not 
differentiate between ‘goods’ and ‘services’. Internationally, 
GST was first introduced in France and now more than 150 
countries have introduced GST. Most of the countries, 
depending on their own socio-economic formation, have 
introduced National level GST or Dual GST. GST is different 
from the current tax structure in many ways. Currently, taxes 

treat goods and services differently. As mentioned above, 
‘goods’ attract Excise at manufacturing level and VAT at the 
time of sale. In contrast, services attract only one levy i.e. 
Services tax on provision of taxable services. This distinction, 
in GST regime, would lose its importance as both goods and 
services would be treated as par for taxing purposes. A 
transaction in goods and services for a consideration would 
attract CGST and SGST. Also, the State Government now gets 
the power to tax services and Central Government gets the 
power to levy tax at the distribution and retail level. GST may 
resolve, not all, but surely, most of the current issues such as the 
classification, valuation, double taxation disputes etc. On a 
positive note, most of the credit which is not available will be 
available in GST regime such as the service provider will be 
eligible to avail credit of VAT, Luxury tax, Entertainment Tax 
etc. The compliances are also expected to reduce drastically. 

REVIEW OF LITERATURE:

Shefali Dani (2016) studied Impact of Goods and Service Tax 
(GST) on Indian Economy. In his research paper, the author 

*Assistant Professor, Dr. Vikhe Patil Foundation's, Pravara Center for Management Research and Development, Pune

ABSTRACT

GST is a huge reform for indirect taxation in India, the likes of which the country has not seen post-Independence. GST will simplify 
indirect taxation, reduce complexities, and remove the cascading effect. Experts believe that it will have a huge impact on businesses 
both big and small, and change the way the economy functions.

GST is abbreviation for Goods and Service Tax. GST is also known as Value Added Tax (VAT) in few countries. GST / VAT is a 
consumption based tax wherein the basic principle is to tax the value addition at the each business stage. To achieve this, tax paid on 
purchases is allowed as a set off/ credit against liability on output/income. GST is levied on all transaction of goods and services. Thus, 
in principle, GST should not differentiate between ‘goods’ and ‘services’. Internationally, GST was first introduced in France and now 
more than 150 countries have introduced GST. Most of the countries, depending on their own socio-economic formation, have 
introduced National level GST or Dual GST. GST is different from the current tax structure in many ways. The GST was launched at 
midnight on 1 July 2017 by the President of India, and the Government of India.

This paper attempted to know various aspects of GST, to understand the GST vs old Indirect tax structure in India. An attempt was also 
made to study various concepts under GST and to know the concept of supply.
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defined GST, also known as the Goods and Services Tax, as the 
giant indirect tax structure designed to support and enhance the 
economic growth of a country. The researcher mentioned that, 
more than 150 countries have implemented GST so far. 
However, the idea of GST in India was mooted by Vajpayee 
government in 2000 and the constitutional amendment for the 
same was passed by the Loksabha on 6th May 2015 but is yet to 
be ratified by the Rajyasabha. However, there was a huge hue 
and cry against its implementation. 

Monika Sehrawat and UpasanaDhanda (2015) studied GST In 
India: A Key Tax Reform. The researchers mentioned that, GST 
was one of the most crucial tax reforms in India which has been 
long pending. It was supposed to be implemented from April 
2010, but due to political issues and conflicting interests of 
various stakeholders it is still pending. It is a comprehensive tax 
system that will subsume all indirect taxes of states and central 
governments and unified economy into a seamless national 
market. It is expected to iron out wrinkles of existing indirect 
tax system and play a vital role in growth of India. The paper 
presented an overview of GST concept, explained its features 
along with its timeline of implementation in India. The paper 
was more focused on advantages of GST and challenges faced 
by India in execution.

Lourdunathan F and Xavier P (2017) studied implementation 
of goods and services tax (GST) in India: Prospectus and 
challenges. The researchers mentioned that, there are mixed 
response, inexplicit, arguments and opinions among the 
Manufactures, traders and society about the Goods and 
Services Tax (GST) to be implemented by Government of India 
from 1st April 2017 this year. Various news organizations from 
all around the world focused on the bill unifying the country 
and it being an achievement of the government. As the Goods 
and Services Tax Bill was passed in the RajyaSabha, it also 
brought India at the center of the global economy. With the 
passing of the bill, many international newspapers published 
their views on how the GST Bill brings a new wave of 
economic reform in the country. The paper highlighted the 
background, Prospectus and challenges in Implementation of 
Goods and services Tax (GST) in India. Finally, the paper 
examined and draws out a conclusion.

AgogoMawuli (May 2014)1 studied, “Goods and Service Tax-
An Appraisal” and found that GST is not good for low-income 
countries and does not provide broad based growth to poor 
countries. If still these countries want to implement GST then 
the rate of GST should be less than 10% for growth. 

Dr. R. Vasanthagopal (2011)2 studied,“GST in India: A Big 
Leap in the Indirect Taxation System” and concluded that 
switching to seamless GST from current complicated indirect 
tax system in India will be a positive step in booming Indian 
economy. Success of GST will lead to its acceptance by more 
than 130 countries in world and a new preferred form of 
indirect tax system in Asia also. 
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Ehtisham Ahmed and SatyaPoddar (2009)3 studied, “Goods 
and Service Tax Reforms and Intergovernmental 
Consideration in India” and found that GST introduction will 
provide simplier and transparent tax system with increase in 
output and productivity of economy in India. But the benefits of 
GST are critically dependent on rational design of GST. 

Nitin Kumar (2014)6 studied, “Goods and Service Tax- A Way 
Forward” and concluded that implementation of GST in India 
help in removing economic distortion by current indirect tax 
system and expected to encourage unbiased tax structure which 
is indifferent to geographical locations.

Pinki, Supriya Kamma and RichaVerma (July 2014)7 studied, 
“Goods and Service Tax- Panacea For Indirect Tax System in 
India” and concluded that the new NDA government in India is 
positive towards implementation of GST and it is beneficial for 
central government , state government and as well as for 
consumers in long run if its implementation is backed by strong 
IT infrastructure.

OBJECTIVES OF RESEARCH:

The key objectives of the study were: 

1. To know various aspects of GST in India.

2. To understand the GST vs old Indirect tax structure in India.

3. To study various concepts under GST

4. To study the concept of supply under GST

DATA ANALYSIS AND INTERPRETATION:

I) VARIOUS ASPECTS OF GST IN INDIA:

A brief description of various aspects of GST in India is given 
below: 

i. Structure:

India has implemented ‘dual GST’. In ‘dual GST’ regime, all 
the transactions of goods and services made for a consideration 
would attract two levies i.e. CGST (Central GST) and SGST 
(State GST). 

ii. Taxes that are subsumed in GST:

GST is levied on all the transactions of goods and services 
made for a consideration. This new levy has replaced almost all 
of the indirect taxes. In particular, it has replaced the following 
indirect taxes: 

At Central level 

?  Central Excise Duty (including Additional Duties of Excise) 

?  Service Tax 

?  CVD (levied on imports in lieu of Excise duty) 



?  SACD (levied on imports in lieu of VAT) 

?  Central Sales Tax 

At State level 

?  VAT/Sales tax 

?  Entertainment tax (unless it is levied by the local bodies) 

?  Luxury Tax 

?  Taxes on lottery, betting and gambling 

?  Entry tax not in lieu of Octroi

? Cesses and Surcharges 

However, certain items / sectors are outside the GST regime. 
Products such as alcohol, petroleum products are outside GST 
regime. 

iii. Administration:

CGST and IGST is administered by ‘Central Government’ and 
SGST is administered by the respective State Governments. 

iv. Law relating to GST:

In GST regime, there is one CGST law and 31 SGST law for 
each of the States including two Union Territories and one 
IGST law governing inter-State supplies of goods and services. 

v. Mechanism of input tax credit in GST:

Input tax credit of CGST is available for payment of CGST and 
input tax credit of SGST is available for payment of SGST. 
However, cross utilization of tax credit between the Central 
GST and the State GST is allowed in the case of inter-State 
supply of goods and services under the IGST model. 

vi. Interstate transactions in GST:

All the inter-State transactions of goods and services attract 
IGST (which would be CGST plus SGST). The inter-State 
seller is required to pay IGST on value addition after adjusting 
available credit of IGST, CGST, and SGST on his purchases. 
The Exporting State is required to transfer to the Centre the 
credit of SGST used in payment of IGST. The Importing dealer 
claims credit of IGST while discharging his output tax liability 
in his own State. The Centre transfers to the importing State the 
credit of IGST used in payment of SGST. 

vii. Composition scheme:

There is an option available to tax payers having turnover less 
than Rs. 50 lacs can opt for Composition scheme wherein they 
need to discharge tax at a floor rate of 1% or 2.50% (for 
manufacturers) CGST and SGST each. 

viii. Exports and SEZ:

Exports are zero rated, as currently they are. In case of SEZ, if 
the supply of goods or services is for consumption in 
processing zone then it is zero rated. 

ix. Imports:

Even under GST regime, Customs duty is levied on import of 
goods in India. Currently, import of ‘goods’ suffers CVD (in 
lieu of Excise duty) and SACD (in lieu of VAT). On import of 
taxable services, Service tax is attracted. In GST regime, IGST 
is levied on import of goods and services. 

x. Special Area Schemes:

The exemptions available under Special Industrial Area 
Schemes would continue up to legitimate expiry time both for 
the Centre and the States. Later, after the introduction of GST, 
the tax exemptions, remissions etc. related to industrial 
incentives would be converted, if at all needed, into cash refund 
schemes.

II) GST vs CURRENT INDIRECT TAX STRUCTURE:

To understand GST, it is important to understand the current 
indirect taxation system. Direct taxes such as income tax are 
borne by the person liable to pay the tax; this means that the tax 
burden cannot be shifted to anyone else. The liability of indirect 
taxes on the other hand, can be shifted to another person. So, the 
person liable to pay the tax can collect the tax from someone 
else and then pay it to the government; thus shifting the tax 
burden. The GST tax falls in this category. The current indirect 
tax structure, which comprises of so many different taxes, can 
be classified as: 

Central taxes: levied by the Central Government (includes 
Central Sales Tax, Excise Duty etc.) 

State taxes: levied by the various State Government (VAT, 
Service Tax, Octroi) 
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Indirect Taxes in Post-GST Era:

Many of the indirect taxes are subsumed in GST. The diagrams 
helps to understand the indirect tax structure in Post-GST era in 
India:

Salient features of GST:

• The GST would be applicable on the supply of goods or 
services. 

• It would be a destination based consumption tax. 

• It would be a dual GST with the Centre and States 
simultaneously levying it on a common tax base. 

• The GST to be levied by the Centre would be called Central 
GST (CGST) and that to be levied by States would be called 
State GST (SGST). 

• The GST would apply to all goods other than alcoholic liquor 
for human consumption and five petroleum products.

• The GST would apply to services 
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Sr. 

No.

 Tax

 

Taxable Event

 

Nature of Tax

 

Tax Levied by

 

1
 

Excise Duty
 

Manufacturing of 

Goods
 

Central Tax
 

Central Government 
 

2 Additional 

Customs Duty 

Import of Goods Central Tax  Central Government  

3 Special 

Additional Duty
 

Import of Goods Central Tax  Central Government  

4

 
Service Tax

 
Provision of 

Service

 

Central Tax

 
Central Government 

 

5

 

Central Sales 

Tax

 

Inter-State Sale of 

Goods

 

State Tax

 

Government of the State where 

the inter-state sale was 

originated.

 
6

 

State VAT

 

Intra-State Sale of 

Goods

 

State  Tax

 

Government of the State where 

the sale or purchase occurred. 

7

 

Entry Tax

 

Entry of Goods in 

Local Area

 

State Tax

 

Government of the State 

concerned

 

8

 

Entertainment 

Tax

 

Provision of the 

Entertainment

 

State Tax

 

Government of the State 

concerned

 

9

 

Luxury Tax

 

Provision of the 

Luxury

State Tax

 

Government of the State 

concerned

Table No. 1: Indirect Taxes in Pre-GST Era in India

Figure No. 1: Structure of GST
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• Tobacco and tobacco products would be subject to GST. In 
addition, the Centre could levy excise duty on these 
products.

• The GST would subsume numerous Central and State 
taxes.

• The rates would be notified on the recommendations of the 
GST Council. 

• The exemption list would be common for the Centre and the 
States. 

GST rates:

• Rates: 0% (on essential items, rice/wheat)

• 5%: (on items of mass consumption )

• 12%/18%: (standard rates covering most manufactured 
items and Services)

• 28% : ( on Consumer Durable Goods, Pan masala, tobacco 
and aerated drinks etc.) 

• Basic philosophy behind these rates are that, to the extent 
possible, the current combined rate of tax levied on 
individual goods by the Central and the State Governments 
should be maintained in GST

• Uniform GST rate not possible at this stage as luxury goods 
and goods consumed by poorer sections of society cannot 
be taxed at the same rate

•  Rates will be notified by Government on recommendations 
of GST Council.

III) VARIOUS CONCEPTS UNDER GST

Various important concepts under GST are given below:

i. Goods:

 “Goods’’  means every kind of movable property other than 
money and securities but includes actionable claim, growing 
crops, grass and things attached to or forming part of the land 
which are agreed to be severed before supply or under a 
contract of supply

ii. Services:

“Services’’ means anything other than goods, money & 
securities;

But includes activities relating to the use of money or its 
conversion by cash or by any other mode, from one form, 
currency or denomination, to another form, currency or 
denomination for which a separate consideration is charged;

iii. State Goods and Services Tax (SGST):

SGST” means the tax levied under the State Goods and 
Services Tax Act, 2016

iv. Central Goods and Services Tax (CGST):

CGST” means the tax levied under the Central Goods and 
Services Tax Act, 2016

v. Integrated Goods and Services Tax (IGST):

“IGST” means the tax levied under the Integrated Goods and 
Services Tax Act, 2016

vi. Intra-state and Inter-state supply:

It is tax levied under the IGST Act on the supply of any goods 
and/or services in the course of inter-State trade or commerce. 
The concept of Intra-state supplies and Inter-state supplies can 
be understood with the help of following diagram

vii. Payment of SGST, CGST and IGST:

Centre would levy IGST which would be CGST plus SGST on 
all Inter State transactions. The inter-State seller will charge & 
pay IGST in his state on value additions after adjusting 
available credit of IGST, CGST, and SGST on his purchases

The Importing dealer will claim credit of IGST while 
discharging his output tax liability in his own State. The Centre 
will transfer to the importing State the credit of IGST used in 

Figure No.2:Intra-state and Inter-state supply
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payment of SGST

viii. Taxable event under GST:

A taxable event such as manufacture, sale and provision of a 
good has to occur for tax to be collected. Under the current 
system, each taxable event is subject to multiple taxes such as 
excise, VAT/ CST and service tax. But under GST, products 
will no longer have multiple taxes, and will not incur excise 
duty as well as VAT at different points of time. There will no 
longer be any difference between goods and services in terms 
of taxation. The taxable event under GST is Supply of Goods 
and services.

IV) CONCEPT OF SUPPLY UNDER GST:

Supply means all forms of supply of goods and/or services 
made or agreed to be made for consideration by a person in the 
course or furtherance of business.

Important aspects of Supply:

As the taxable event in case of GST is supply, it is important to 
understand following aspects of supply:

WHAT IS SUPPLY?:

Definition:

(1) Supply includes— (a) all forms of supply of goods and/or 
services such as sale, transfer, barter, exchange, license, rental, 
lease or disposal made or agreed to be made for a consideration 
by a person in the course or furtherance of business, (b) 
importation of services, for a consideration whether or not in 
the course or furtherance of business, and (c) a supply specified 
in Schedule I, made or agreed to be made without a 
consideration. 

(2) Schedule II, in respect of matters mentioned therein, shall 
apply for determining what is, or is to be treated as a supply of 
goods or a supply of services. 

(3) Notwithstanding anything contained in sub-section (1), 

 (a)  activities or transactions specified in schedule III; or

 (b) activities or transactions undertaken by the Central 
Government, a State Government or any local authority in 
which they are engaged as public authorities as specified in 

Schedule IV, shall be treated neither as a supply of goods nor a 
supply of services. 

(4) Subject to sub-section (2) and sub-section (3), the Central or 
a State Government may, upon recommendation of the 
Council, specify, by notification, the transactions that are to be 
treated as— 

(a) a supply of goods and not as a supply of services; or 

(b) a supply of services and not as a supply of goods; or 

(c) neither a supply of goods nor a supply of services. 

(5) The tax liability on a composite or a mixed supply shall be 
determined in the following manner — 

(a) a composite supply comprising two or more supplies, one of 
which is a principal supply, shall be treated as a supply of such 
principal supply; 

(b) a mixed supply comprising two or more supplies shall be 
treated as supply of that particular supply which attracts the 
highest rate of tax.

Various schedules related to Supply:

Schedule I – Supplies Made without Consideration treated as 
supply under GST

• Permanent transfer or disposal of business assets where 
Input Tax Credit has been availed on such assets.

• Supply of goods or services or both between related persons 
or between distinct persons as specified in Section 25(4) of 
CGST  Act,2017, when made in the course or furtherance of 
business.

• Supply or receipt of Goods by an Agent on behalf of the 
Principal. 

• Import of services by a taxable  person from a related person 
or from any of his establishments outside India, in the 
course or furtherance of business. 

Schedule II – Activities to be treated as Supply of Goods or 
Supply of Services

Supply treated as that of Goods

v Transfer of title in Goods 

v Transfer / Disposal of Business assets

v Supply by association to members 

Supply treated as that of Services

v Transfer of right without title in goods 

v Lease, tenancy, license etc of Land / Building 

v Personal / Other use of Business assets

Figure No.3 Important aspects of Supply
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v Treatment or process i.e. job work 

v Renting of immovable property 

v Construction before completion

v Temporary transfer of IPR

v Development, Design etc. of Information technology 
software

v Obligation to refrain to act, tolerate an act or to do an act

v Works Contracts 

v Supply of food and beverages

Schedule III – Activities or transactions which shall be 
treated neither as a supply of goods nor a supply of services:

1. Services by an employee to employer in the course of his 
employment

2. Services by any court or Tribunal

3. Functions performed by Members of Parliament etc.

4. Services of funeral, burial, crematorium or mortuary

5. Sale of land and building

6. Actionable claims, other than lottery, betting and 
gambling

FINDINGS:

1. GST is a huge reform for indirect taxation in India after 
independence. GST will simplify indirect taxation, reduce 
complexities, and remove the cascading effect. 

2. “Goods’’ means every kind of movable property other than 
money and securities and “Services’’ means anything other 
than goods, money & securities.

3. On Intra-state supplies, CGST and SGST is needed to be 
paid and on Inter-state supplies, IGST is required to be paid.

4. The taxable event in case of GST is supply. Supply means 
all forms of supply of goods and/or services made or agreed 
to be made for consideration by a person in the course or 
furtherance of business

CONCLUSION:

GST is a way for the country to become a high income nation. 
During its implementation, the government should ensure that 
it is business and investor friendly, so that it will not add 
unnecessary pressure to its people. Furthermore, while 
implementing GST, the government should take into 
consideration several problems or factors that might slow down 
the development of the GST system. Problems can occur on 
both sides of taxpayers and administrators. The public should 
be properly educated with general knowledge on GST system, 

since the end consumers will bear the burden of the cost of tax. 
The business entities should be briefed on the administrative 
side since payment of revenues to the government will be done 
by the supply chain. On the government side, well trained 
personnel should be provided in assisting the public. 
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Strategy and Strategic Management in CSR 
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Abstract: 

Management guru, Peter Drucker states: “What gets planned, gets done.” 

It is very well known that any idea, suggestion or a new process originating from any individual of an organisation is equally important 
as a business itself and it should be given equal significance. However, these elements would prove to be significant only if they are 
wisely utilized. And to do so, an organisation must have a proper strategy in place.

Keywords- Strategy, Strategic Management, Strategy Formulation, Strategy Implementation, Goals, Objectives, Corporate Social 
Responsibility (CSR).

1. Introduction:

To achieve any goal, a strategy is always required. It can be put 
as “No strategy – No Goal.” To design a strategy which takes 
everyone in the organisation in the right direction becomes 
more important. It is very important that everyone taking 
initiatives and getting engaged in such strategies are committed 
to putting all their efforts and giving more than one hundred 
percent to achieve the organizational goal.

2. Objectives:

a) To study Strategy and Strategic Management and its 
importance from the organisation’s perspective.

b) To understand the significance of Strategy and Strategic 
Management in Corporate Social Responsibility.

3. Strategy and Strategic Management:

It can be defined as “a carefully designed and developed plan of 
action or technique to achieve long term goals of an 
organisation”.

One should understand the difference between Strategy and the 
Strategic Management. 

The term “Strategic Management” is sometimes used to refer 
“Strategy,” but these two terms actually differ from each other 
and are not the same. Suppose, an organisation’s strategy is to 
capture the retail market of pens in competition with other 
organisations manufacturing pens, strategic management is a 
process of formulating, implementing and evaluating business 
strategies to achieve organizational objectives.
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S T R A T E G Y 
F O R M U L A T I O N 

S T R A T E G Y 
I M P L E M E N  T A T I  O N 

Is positioning forces before the action. Is managing forces during the action. 

It focuses on effectiveness. It focuses on efficiency. 

Is primarily an intellectual process. Is primarily an operational process. 

It requires good initiative and analytical skills. 
It requires special motivation and leadership 
skills. 

It requires co-ordination among a few 
individuals. 

It requires co-ordination among many 
persons. 

 



A well designed strategy can fail if sufficient attention is not 
pad to the individual dimension. The employee problems that 
arise when executing strategies may be traced to one of the 
three causes:

1) Disruption of social and political structures.

2) Failure to match individual’s aptitudes with implementation 
tasks and,

3) Inadequate top management support for implementation 
activities.

Disruption of social and political structures that accompany 
strategy execution may be anticipated and considered during 
strategy formulation and managed during its implementation.

The strategic management process results in decisions that can 
have significant and long lasting consequences. Hence, it 
assumes a greater relevance. 

It helps determine the extent to which the company’s strategies 
are successful in attaining its objectives. 

The basic activities involved in strategic evaluation are:

a) Establishing performance targets, standards and tolerance 
limits for the objectives, strategies and implementation plans.

b) Measuring the performance in relation to the targets at a 
given time. If outcomes are outside the limit, seek guidance 
from the seniors and or inform them to take action.

c) Analyse deviations from acceptable tolerance limits.

d) Execute modifications wherever necessary and are feasible.

This is just a brief about the Strategy and Strategic 
Management. However, at an organizational level and from the 
CSR perspective, it is imperative to understand the elements 
needed to design a strategy that can create an impact on the 
various sections of the society. 

Strategies may differ from company to company. Some may 
have a strategy to provide assistance to the weaker section of 
the society in the field of education. Few may think of going for 
health and sanitation. Some may target women empowerment 
along with providing proper training to the youth and creating 
employment and so on.  

4. Formation of the CSR Strategy:

Major questions that need to be answered at this stage are:

a) What kind of CSR activities the company should be engaged 
in?

b) What are the goals and expectations set?

c) How should resources be allocated to reach these goals?

Well, to answer all the above questions and many more that 
may arise, a company need to do a profound study of the 
objectives and goals set by the management.

It is very important for a company to first decide what kind of 
CSR activities it would want to carry out. An extensive study of 
the society shall always help to decide its activities. Once the 
activities are decided, setting of goals and expectations form 
the secondary part followed by the allocation of the available 
resources. 

5. Elements of the Strategy:

While designing a strategy the following elements need a 
special attention.

5.1. Engagement of Senior Management:

First and most important is the engagement. The engagement of 
senior management in designing and developing a strategy is a 
very important step and shall always act as a boost to the middle 
and junior level management.

5.2.  Objective of CSR Activities:

The objectives and or aims should be clearly defined. There 
should not be any ambiguity in understanding these objectives. 
Objectives, simple to understand and fulfill shall help the 
organisation in long run. 

5.3. Field of operations:

The field of operation where the CSR activities are to be carried 
out should to be finalised. Geographical area to be decided 
earmarked so that the employees carrying out the CSR 
activities can easily reach out to the society and work towards 
achieving the goals set.

5.4 Spend:

It is equally important to set the limit of amount to be spent in 
the CSR projects.  The policy of utilizing funds should be 
aligned with respect to the section 135 of the Companies Act 
2013, the Ministry of Corporate Affairs, Government of India. 
However, it totally depends on the management of the 
company to spend more than defined by the authorities. 
Employees also feel proud when they mention to their friends 
and family members that their organisation has spent more than 
required. This can also work as one of the motivational factor.  

5.5. Choice of volunteering:

The employees shall always be given the choice of 
volunteering in the CSR activities and should never be a forced 
activity. Forced activities never yield maximum output. 
Moreover, it will de-motivate and create disappointment 
thereby resulting in negative approach among the employees. 

5.6. Sense of ownership:

A strategy should be designed in such a manner that employees 
of the organisation should have sense of ownership. An 
employee should feel that he/she owns the task and thus gives 
more than expected to succeed in achieving the set goals.

5.7.  Tracking Progress:

A program for measurement of CSR activities should be 
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designed where all the activities are tracked and the progress is 
monitored as well as recorded.  This will definitely help 
understanding where the organisation stands with respect to 
completion of the CSR projects undertaken.

5.8. Imparting Training:

Providing training to the volunteers always help in getting 
desired outputs. Trained volunteers will undoubtedly perform 
to the best possible level. It facilitates an individual in making 
better decision and effective problem solving. 

Through training and development, motivational variables of 
recognition, achievement, growth, responsibility and 
advancement are internalized and operationalised. Also, it 
helps provide best practices followed by other companies. 

5.9. Measuring Performance:

 Performance measuring tool should be made available so as to 
understand how the members of the CSR activity team are 
performing. Frequent meetings with the members shall help in 
keeping track of every activity performed by and individual. 
These meetings help in improving interpersonal skills. 

5.10. Participation in various competitions:

This element is again something related to the motivational 
aspect. Participation in various competitions motivates the 
volunteers to understand practices followed by other 
organisation and contribute in the CSR activities in a more 
structured manner. By participating in such competitions, 
employees get a chance to interact with people from other 
organisations. This helps them in understanding strategies, 
plans and activities of the competing organisations.

5.11. Rewards and recognition:

“More the appreciation, more will be the enthusiasm.” The 
CSR strategy should have provisions for appreciation and 
rewards to the individual as well as team’s performance. 

6. Strategic Management in CSR:

Different organisations identify different factors and elements 
to design their strategy. 

Implementation of the strategies formed becomes quite easy if 
the strategies defined are crystal clear and easy to understand.

Architecture should be defined with roles and responsibilities 
of the individuals volunteering in the CSR programmes. It 
should have a mix of structure, system, processes, skills, 
people, etc. 

The architecture once defined needs to be articulated explicitly.  
Understanding the roles and responsibilities make it simpler to 
implement. A well trained and experienced team with the help 
of the Management is always an asset to the organisation. 
Objectives and goals are well understood when they are 
communicated in a proper manner and a simpler language. It is 
the Management here who should take initiatives and motivate 

the employees to pursue the goals set for the CSR activities 
along with the organisational goals. 

Leadership and special motivation are the two aspects which 
are very much required for implementation of the strategies. It 
is just not a game of a single person but requires a strong backup 
of a team comprising many members.  

While discussing the implementation part, one should not 
forget one of the important aspects and that is – Audit.

Audits should be carried out at least once a year. Such audits 
help in identifying the components to be replaced in order to 
facilitate the strategic execution. It also helps an organisation to 
take a stock of its important assets and projects from the CSR 
perspective. 

Although, the above aspects do gain attention in the 
implementation of the strategies, the process of developing 
practices, guidelines and policies that help achieve 
organisational objectives are also to be given equal importance. 

Assessment of every strategy, while implementing, should be 
done to study the impact of the same on the organisation as well 
as on the society. In the entire process of forming and 
implementation of the strategies, we must not forget about few 
barriers. 

7. Barriers:

?  Most of the organisations adopt a short term goals and focus 
on the current achievements. 

?  In ability to think strategically, the management is unable to 
go beyond their area of operation. Their knowledge about 
general CSR functioning, their awareness about technological 
advancements is limited. 

8. Conclusion:

After the imperative study, the CSR function in an organisation 
acts as an adhesive which binds different functions by 
propagating common CSR philosophy within the organisation. 

Defining strategies and the strategic management of those 
strategies form an important element of any business unit. 

If the strategies are simple and easy to understand, the 
implementation becomes an easy task. Wisely utilization of the 
available resources and with the strong support of the 
management, any strategy can be implemented successfully. 
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ABSTRACT

The higher education sector has witnessed a drastic change due to new advanced technologies including computers and smartphones. 
As a result, higher education will need to establish a solid foundation aided by information communication technologies (ICT) where 
Smartphone applications can extend learning opportunities for students and graduates to meet the requirements of fast-changing jobs 
market. The purpose of this study is to investigate the use of smartphones by students at graduate level in the Management institute. The 
Schedule was executed to students who own a Smartphone. This study found that the smartphone has replaced a computer, and for 
sharing information WhatsApp application was mostly used. Social media applications were greatly used in teaching and learning. 
The student use smartphone for academic purpose as well as entertainment. The study concludes that there is no association between 
gender and use of Smartphone. The study also sheds light upon specifying the important variables and methods for enhancing the role 
of the Smartphone learning as a part of the electronic learning.  

Keywords: use of smartphones , smartphones in academic, social media, Satara, ICT, Management education, KBPIMSR. 

INTRODUCTION

In 21st century many radical changes have taken place in higher 
education sector owing to developments in information and 
communication technologies using computers, smartphones 
and their applications. International organizations such as 
United Nations have recognized information communication 
technologies as a useful tool at different learning sectors. 
Accordingly, many developed countries invest information 
communication technologies in the infrastructure. Focusing on 
technology-based learning methods is to cope with the various 
learning methods among young people and even third world 
countries are making efforts to benefit from technological 
expansion in the field of computers and Smartphone’s (Olasoji 
et al. 2014). Nowadays, Smartphone’s have become an in 
dispensablep art of every life. People around the world have 
adopted this exciting technology as one of the most important 
required facility in their everyday life. A variety of smartphones 
applications are available to be used in a wider range of usage 
situations. No doubt a smartphone is a gadget which has a 
capability to change people lives. Smartphones are used to 
replace digital cameras, watches, video recorders, and many 
more. Having a smartphone is like having a pocket computer. 
With the advancement of Internet technologies and its 
applications, smartphones are not only used for making phone 
calls but also for internet usage such as sending and receiving 
emails, chatting, sharing photos and documents, reading news, 

browsing the Internet, and online selling and buying. The 
dramatic growth of smartphone users has also increased the 
growth of social media users. (TNN, 2019)The number of 
smartphone users in India is expected to double to 859 million 
by 2022 from 468 million users in 2017 growing at a compound 
annual growth rate (CAGR) of 12.9%, according to an 
ASSOCHAM-PwC joint study. As of 2017, the number of 
smartphones in the country stood at 468 million and likely to 
reach 859 million smartphones users by 2022. The non-
smartphone ownership in India will decrease from 701 million 
in 2017 to 504 million in 2022 at a CAGR of -6.4% as more and 
more people opt for smartphones, noted ASSOCHAM-PwC 
joint study on 'Video on Demand: Entertainment reimagined'. 
All smartphones are equipped or ready for social media 
applications like Facebook, Twitter, Wikipedia, YouTube, 
WhatsApp, Telegram, and Instagram. These applications are 
characterized by social interaction, content sharing, and 
collective intelligence. 

Because smartphones extend the learning environment the 
addition of learning environment by using smartphones and its 
apps represent a highly developed trend in higher education 
sector and e-learning, because of the easily transmitted 
teaching experiences via smartphones, as well as the use of 
educational programs and the transfer of information outside 
the routine use of information communication technologies in 
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higher education institutions (Ozuorcun and Tabak, 2012).

Research issues observed by researcher are: 

1. Smart phones made it much easier to access social media. 

2. The student really needs their existencein social media 
because it helps them to get in touch with officials which make 
them get better career. 

3.Academic  learning  is  now  innovative  as  a  result  of 
smartphone and other media in promoting and advancing 21st 
century needed skills and knowledge

4. The challenge of communication in lecture halls with 
students is solved due to use of smartphones.

Research Methodology:

The study aim to find out attitude towards the role of mobile 
apps for learning and the future role of the mobile apps on 
private higher education of students studying in management 
institute The study is conducted in Karmaveer Bhaurao Patil 
Institute of Management Studies and Research, Satara

The objectives of the study are

1. To study the benefits of Google classroom 

2. To know the engagement of students in Social Media.

3. To study awareness and use of educational applications in 
graduation students.

4. To study the use of smart phone by students.

Study put forth four null hypotheses to test, first isthere is no 
association between Gender and use of Smart phone for 
academic purpose and second is, Students do not prefer smart 
phone for academics rather than preferring books. Third is 
Students do not like to listen recorded lectures of teachers on 
smart phone and fourth is there is no association between the 
awareness and usage of educational applications. Present 
research used empirical research design and case study 
approach. A structured schedule for graduation student of 
KBPIMSR is used for primary data collection and required 
secondary data gathered through websites and journals.

Actual samples attained are 71numbers from graduation and 
post-graduation students.

Convenience sampling method was used. Collected data has 
been processed using Ms-Excel and SPSS. Hypotheses testing 
using chi-square and one sample ‘t’ test. 

Data Analysis and Interpretation:

Testing of hypotheses.

H01: There is no association between Gender and use of Smart 
phone for academic purpose.

H1: There is association between Gender and use of Smart 
phone for academic purpose.

From above table 1 shows that almost 93% samples use 
smartphone for academic purpose. 

The ratio of male and female using Smartphone for academic 
purpose is almost equal. 

The test of association is done below. 

Above table number 2  shows the calculated value of Person 
Chi-Square Tests is 2.507 at 1df and 95% of confidence, where 
value of ‘p’ is 0.113 reveal to accept null hypothesis i.e. there is 
no association between gender and use of smart phone for 
academic purpose.

It means the gender does not influence on use of smartphone for 
academic purpose.

H02: Students do not prefer smart phone for academics rather 
than preferring books.

H2: Students prefer smart phone for academics rather than 
preferring books

Table: 1: Smartphone use for Academic 
Purpose across gender 

Sr.
Gender of 

Sample

 Smartphone use for Academic 

Purpose
Total

Yes

 
No

 

1 Male 40  4  44

2 Female

 
26

 
1

 
27

Total 66 5 71

Source: (Field Data)

Table: 2 Association between smartphone use and gender
Following table establishes the association between 
smartphone use and gender using chi-square test. 

Chi-Square Tests

Value

 
df

 
Asymp. 

Sig. (2-

sided)  

Exact Sig. 

(2-sided)

Exact Sig. 

(1-sided)

Pearson Chi-Square 2.507 1 .113 .289 .148

Source: (calculated by researcher) 



Above table 3 shows the descriptive where mean agreement 
value for statement on preference to smart phone rather than 
book for academics is 3.79 which conveys acceptance with a 
accepted standard deviation of 0.970.  

From above table number 4 it reveals the calculated value of ’t’ 
at test value 3 is 6.853 at 70df at 95% level of confidence the ‘p’ 
value is 0.000 reveals  to reject the null hypothesis and accept 
the attentive hypothesis i.e. Sample students prefer smart 
phones rather than books for academic purpose is accepted.

H03: Students do not like to listen recorded lectures of teachers 
on smart phone.

H3: Students like to listen recorded lectures of teachers on 
smart phone.

Table 5 shows the descriptive where mean agreement value for 
statement on Like to listen recorded lectures of teachers on 
smart phone is 3.49 which conveys acceptance with an 
accepted standard deviation of 1.145.  

From above table number 6 it reveals the calculated value of ’t’ 
at test value 3 is 3.628 at 70df at 95% level of confidence the ‘p’ 
value is 0.001 reveals  to reject the null hypothesis and accept 
the attentive hypothesis i.e. Sample students like to listen 
recorded lectures of teachers on smart phone is accepted.

Above table number 7 reveals that around 39 respondents 
(54.9%) are agree that Google Classroom is beneficial 
followed to  13 respondents (18.3%) are Strongly agree 
towards the benefits of Google classroom and only 9.9% 
records the disagreement. 

It shows majority of samples reap the benefits of Google 
classroom. 

Besides the use of Smartphone for academic purpose the very 
popular use of phone for social media by sample students have 
been sought. 
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Table3: Prefer Smart Phones rather than 
Books for academics. 

One-Sample Statistics

N
 
Mean

 
Std. 

Deviation

Std. Error 

Mean

Prefer Smart Phones rather than Book

 
71

 
3.79

 
.970 .115

Source: (calculated by researcher) 

Table 4: One sample‘t’ test for use of smartphone 
for academics over books. 

One-Sample Test

Test Value = 3

 

t

 
df

 
Sig. 

 

(2-

tailed)

 

Mean 

Differen

ce  

95% Confidence Interval 

of the Difference

Lower Upper

Prefer Smart Phones 

rather than Book

6.853

 

70

 

.000

 

.789

 

.56 1.02

Source: (calculated by researcher) 

Table 5: Like to listen recorded lectures of 
teachers on smart phone

One-Sample Statistics

N

 
Mean

 
Std. 

Deviati

on

Std. 

Error 

Mean

Like to listen recorded lectures of 

teachers on smart phone

71

 
3.49

 
1.145 .136

Source: (calculated by researcher) 

Table 6: One sample‘t’ test for like to listen recorded 
lectures of teachers on smart phone

One-Sample Test

Test Value = 3

t

 

df

 

Sig. 

(2-

taile

d)

 

Mean 

Differ

ence  

95% Confidence 

Interval of the 

Difference

Lower Upper

Like to listen recorded lectures of 

teachers on smart phone

3.6

28

70

 

.001

 

.493

 

.22 .76

Source: (calculated by researcher) 

Table 7: Google Classroom is Beneficial for me

Sr.No. Opinion Frequency Percent
1 Strongly Disagree

 
1

 
1.4

2 Disagree
 

6
 

8.5
3 Neither Agree Nor Disagree  12  16.9
4 Agree

 
39

 
54.9

5 Strongly Agree

 

13

 
18.3

Total 71 100.0

Source :( Field data processed using software) 
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Sr.

No

Activity 

Name

and Percent

1st 

Preferenc

e

2nd

preference

3rd

preference

4th

preference

5th

Preference

6th

Preference

1
Text 

Message
9.9

 

4.2

 

15.5

 

11.3

 

29.6 29.6

2 Music 29.6

 
11.3

 
19.7

 
18.3

 
9.9 11.3

3 Photos 1.4 26.8 18.3  29.6  16.9 7.0

4
Internet 

Access
22.5

 

23.9

 

21.1

 

12.7

 

9.9 9.9

5
Video 

Games
16.9

 

8.5

 

7.0

 

15.5

 

14.1 38.0

6
Search 

Engine
21.1 22.5 15.5 14.1 21.1 5.6

Above table number 8 depicts the use of social media 
by sample students which reveals that 97.2% sample 
students found using WhatsApp ranked one in use 
followed by YouTube by 87.3% samples on rank 
two. On rank third use of social media is Instagram 
by 78.9% samples followed by Facebook by 73.2% 

th
samples. On rank 5  two social media found to be 
used one is Linkedin and another is Twitter. And at 
the last rank Skype is ratedby 8.5% samples. It has 
seen that Whatsappranked high.
 The smart phone is used for various applications. In 
India various segments use Smartphone for various 
purposes. Youths for selfie and music, following 
table shows the use of smartphone by sample 
students. 

Table number 9 depicts activities carried on smart 
phone as per preference. It shows that music is 
largely carried activity on smart phone by 29.6 
percent respondents followed by Internet 
Access22.5% samples  and search engine by 21.1% 
samples as1st Preference. The second and third 
preference also marked to the same applications by 
samples almost in the same sequence. Photos and 
text messages are least preferred. Playing games on 
smart phone seems to be on fourth preference. 
Music, Internet access and serarch engine are the 
major activities found by sample students with 
Smartphone. Photos are also one of the preferred 
applications of Smartphone. 
Smartphone housed couple of applications. 
Following table shows the preferential use of 
different applications. 
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Table 8: Member of Social Media

Sr.No Social Media Frequency Percent Missing Total

Ranks on 

the basis 

of 

percentage 

Yes.

1 Facebook

 

Yes

 

52

 

73.2

 

1

 

71 4

No

 

18

 

25.4

 

2 Linkedin Yes

 

13

 

18.3

 

2

 

71 5

No

 

56

 

78.9

 

3 Twitter Yes
 

10
 

14.1
 

2
 

71 6

No

 
59

 
83.1

 
4 Whatsapp

 

Yes

 

69

 

97.2

 

1

 

71 1

No

 

1

 

1.4

 

5 Instagram

 

Yes

 

56

 

78.9

 

1

 

71 3

No

 

14

 

19.7

 

6 Skype Yes

 

6

 

8.5

 

2

 

71 7

No 63 88.7

7 Youtube Yes 62 87.3 1 71 2

No 8 11.3

Source: (Field data processed using software)

Table 9: Activity Carries on Smart Phone 
(figure denotes percentages)

Source: (Field data processed using software) 
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Table 10:Favorite  Application on  Smart Phone

 
Sr.

 
Applications

 

1st Preference

 

2nd

 

preference

 

3rd

 

preference

 

 

Frequency

 

Percent

 

Frequency

 

Percent

 

Frequency

 

Percent

 
1

 

Google

 

9

 

12.7

 

4

 

5.6

 

10

 

14.1

 
2

 

Google 
classroom

 
    

2

 

2.8

 3

 

B612

       
4

 

Linkedin

 

1

 

1.4

 

1

 

1.4

 

1

 

1.4

 
5

 

Loopenergy

       
6

 

Printerest

       
7

 

Whatsapp

 

23

 

32.4

 

16

 

22.5

 

11

 

15.5

 
8

 

Instagram

 

10

 

14.1

 

17

 

23.9

 

7

 

9.9

 
9

 

Youtube

 

11

 

15.5

 

12

 

16.9

 

7

 

9.9

 
10

 

Chrome

 

1

 

1.4

     
11

 

Udictionary

       
12

 

English Marathi 
dictionary

 
      

13

 

Let'sup

       
14

 

Candycrush

 

1

 

1.4

   

1

 

1.4

 
15

 

amazon

   

2

 

2.8

 

1

 

1.4

 
16

 

Dailyhunt

       
17

 

Helloenglish

     

1

 

1.4

 
18

 

Games

 

7

 

9.9

 

3

 

4.2

 

4

 

5.6

 

19

 

Message

       

20

 

Ucbrowser

       

21

 

Flipkart

     

1

 

1.4

 

22

 

Hotstar

       

23

 

Trlegram

   

3

 

4.2

 

3

 

4.2

 

24

 

Applock

       

25

 

Music

   

3

 

4.2

 

4

 

5.6

 

26

 

Snapchat

     

1

 

1.4

 

27

 

Hike

   

1

 

1.4

   

28

 

Camera

 

5

 

7.0

 

1

 

1.4

   

29

 

Newspaper

       

30

 

Tiktok

 

2

 

2.8

 

3

 

4.2

 

3

 

4.2

 

31

 

Let'sup

       

32

 

Facebook

 

1

 

1.4

 

4

 

5.6

 

6

 

8.5

 

 

Total

 

71

 

100

 

70

 

98.59

 

63

 

88.73

 

Missing System

 

0

 

0

 

1

 

1.40

 

8

 

11.26

 

Total

 

71

 

100

 

71

 

100

 

71

 

100

 

Source: (Field data processed using software) 
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Table number 10 depicts favorite application used on smart phone. It shows that the most preferred application of 
smartphone is WhatsApp by 32.4 percent respondents followed by YouTube 15.5 percent. Google and Instagram 
used by 12.7 and 14.1 percentrespondentsrespectively as 1st Preference. The table shows the second and rest 
preferences are also marked to WhatsApp, Youtube, Instagram and Google. 
Few social media are also used for educational purpose and special social media applications are also exist. 
Following table shows the use by samples of these applications for educational purpose. 

Sr.No

 

Educational Applications

 

Frequency

 

Percent

 

Missing

 

Total

 

1

 
Slide Share

 Yes

 

18

 

25.4

 

1

 
71

 

No
 

52
 

73.2
 

2
 

Google Classroom
 Yes

 
65

 
91.5

 

0
 

71
 

No
 

6
 

8.5
 

3
 

LearnComputerCourse
 Yes

 
10

 
14.1

 

2
 

71
 

No
 

59
 

83.1
 

4 Unacademy 
Yes 14  19.7  

1  71  

No 56  78.9  

5 LectureNotes.in 
Yes 16  22.5  

2  71  
No 53  74.6  

6 Youtube 

Yes 69  97.2  
1  71  

No 1  1.4  

7
 

Educational Website
 

Yes
 

39
 

54.9
 3

 
71

 No
 

29
 

40.8
 

8
 

Adda247
 

Yes
 

4
 

5.6
 

2
 

71
 

No
 

65
 

91.5
 

9

 

Google

 

Yes

 
70

 
98.6

 
0

 
71

 
No

 

1

 

1.4

 

 

Table 11: Use of Educational Applications

Source: (Field data processed using software) 
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Table number 11 depicts Use of Educational Applications. It reveals that Google is used by 98.6%, samples 
followed by YouTube97.2% Google Classroom by 91.5% and Educational Website applications by 54.9% 
samples.  It seems that students prefer YouTube and Google preferably Google search engine to get clarify the 
doubts and probe into depth of knowledge. The Google classroom is directed to used by teachers hence it is used 
at third ranked 
The first stage of introduction of learning management system is perceived to be use of Google classroom. The 
institute has implemented Google classroom. It was expected that the entire samples avails Google classroom 
but the data does not support the use of Google classroom by entire students. 

H04: There is no associationbetween the awareness and usage of educational applications.

H4: There is association between the awareness and usage of educational applications.

Sr

.

Educational 

Application

Awareness
Usage

Chi-

Square 

Value

 
D

f

Asymp

. Sig

Null 

Hypothesis

 

1 Slide share
 

 

Ye

s

 
N

o

 
Tota

l

 

    

Yes

 
18

 
11

 
29

 
34.25

7
 1

 
.000

 
Rejected 

No 0 41 41      

Total 
 

18
 

52
 

70
     

2
Google 

classroom

 

Yes

 

65

 

4

 

69

 

22.29

5

 

1

 

.000

 

Rejected 

No

 

0

 

2

 

2

     
Total

 

65

 

6

 

71

     
3

Learn 

computer 

course

 

Yes

 

10

 

7

 

17

 

35.77

3

 

1

 

.000

 

Rejected

No

 

0

 

52

 

52

     

Total

 

10

 

59

 

69

     

4 Academy  

learning app

 

Yes

 

14

 

7

 

21

 

40.83

3

 

1

 

.000

 

Rejected

No

 

0

 

49

 

49

     

Total

 

14

 

56

 

70

     

5
LectureNotes.i

n

 

Yes

 

16

 

1

 

17

 

63.71

6

 

1

 

.000

 

Rejected

No

 

0

 

52

 

52

     

Total

 

16

 

53

 

69

     

6 You Tube

 

Yes

 

69

 

1

 

70

 

_

 

_

 

_

  

No

 

0

 

0

 

0

     

Total 69 1 70
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Table number 12 shows the chi-square test to find the 
association between awareness and usage of 
different educational applications. Nine educational 
applications were asked to mark by samples 
regarding its awareness and its use. There nine 
educational applications were Slide share, Google 
classroom, Learn Computer Course, Academy 
Learning app, Lecture notes.in, YouTube, 
Educational Website, Adda 24 and Google. The Chi-
square test has not been calculated for YouTube and 
Google since almost entire samples aware and also 
uses these educational applications. With rest of the 
educational applications at 1df and 95% of 
confidence, where value of ‘p’ is 0.000 reveal to 
reject null hypothesis i.e. There is no association 
between the awareness and usage of educational 
applications.  
It means there is association between the awareness 
and usage of educational applications.
This leaves sufficient scope to teaching fraternity to 
make aware students on different educational tools 
and it is likely that students would adapt the same. 

Study has following noteworthy findings. 

Findings: 

1. The association between gender and use of smart 
phone has been sought. There is no association 
found between Gender and use of Smart phone 
for academic purpose. To test the association chi 
square test is used. (Table number 1 and 2)

2. Students found to prefer smart phone for 
academics rather than preferring books .(Table 
number 3)

3. Studentslike to listen recorded lectures of 
teachers on smart phone.(Table number 5)

4. Around 73% samples opinion in agreement zone 
out of which 18.3% are strongly agree to the 
statement. (Table number 7)

5. Membership on social media of samples has 
sought, it has found that WhatsApp rank highest 
as member position 97.2 % followed by YouTube 
of 87.3 %, Instagram78.9% and Facebook as 
73.2%. Skype, twitter and Linkedin member are 
least observed. (Table number 8)

6. Different activities are carried on smart phones. 
Music is largely carried activity on smart phone 
by 29.6 percent respondents followed by internet 
access and search engine as1st Preference. (Table 
number 9) 

7. It shows that1st Preference given to Whatsapp by 
32.4 percent respondents followed by YouTube 
15.5 percent. Google and Instagram used by 12.7 
and 14.1 percentrespectively by respondents as 
1st Preference. (Table number 10)

8. It shows that more than 95% of students use 
Google, YouTube, Google Classroom and 54% 
students use Educational Website applications.  
(Table number 11)

9. It shows that there is association between the 
awareness and usage of all educational 
applications viz. Slideshare, Google classroom, 
Learn Computer Course, Academy Learning 
app, Lecture notes.in, YouTube, Educational 
Website, Adda 24 and Google.. (Table number 
12)

Suggestions:
The findings reveal positive trajectory and a hope to 
use smartphones for academic purposes. Students 
are mostly indulging with smart phones and also 
found using smart phones for academic purpose. The 
teacher driven smartphone academic applications 
are less at present but engrossing the applications in 
future may appeal to the students at large especially 
students dealing with professional educational 
programs. 
1. There is the need to highlight the role of 

technology for higher education sector and 
prepare the proper procedures to equip students 
with the best methods for the best usage.

2. There must be as part of private college curricula 
a serious tendency for the insertion of 
information technology and communication 
training programs by of using on the new and 
requirement-based applications.

3. The study presents a new hypothesis in 
accordance with the use of technology as a 
teaching tool. Thus, colleges are required to be 
aware of these technologies to facilitate and 
direct the learning process.
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Conclusion:
The resulting analysis for smartphone usage among 
management students in the context of graduation 
reveals no association between Gender and use of 
Smart phone for academic purpose. It shows that 
Students prefer smart phone for academics rather 
than preferring books. It shows that Whatsapp rank 
highest followed by Youtube, Instagram and 
Facebook. Skype, twitter and Linkedin member are 
least observed. It shows that Internet Access is 
largely carried activity on smart phone followed by 
music and search engine. In spite of negative effects, 
smartphones have been a very a great tool for 
supervising project's students and knowledge 
sharing.
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ABSTRACT

Study undertaken to investigate the economics of Diwali festival from the view point of customers across different socio economic class 
(SEC) in Satara city. The hypothesis put to test is, there is no significance difference between total family income and expenses spend on 
Diwali festival. Study have undertaken with objectives, to analyze the expenses of Diwali festival across socio economic classes, to 
compare between total family income and expenses spend on Diwali festival, to know the perception related use of eco-friendly 
crackers, to know the awareness and samples towards Diwali shopping sources such as online, market and D-mart. The sample gives 
preference towards the type of diyas such as diyas made from soil, aluminum etc. To suffice the objective of study, structured schedule is 
executed on 463 samples across 12 SEC. The study concluded that, across all SEC, C1 class spends more in Diwali festival. The 
samples give preference towards the diyas which made from the soil. i.e. 73.9%. The majority i.e. 78%.of the samples are not aware 
about green crackers. Study reject null hypothesis i.e. there is significance difference between total family income and expenses spends 
on Diwali festival.

Keywords: Diwali Festival, Expenses Diwali, Diwali and SEC 

INTRODUCTION

The festival of lights, Diwali is one of the most popular and 
important festivals of India, which is celebrated with great 
enjoyment and excitement all over the country. Diwali is 
celebrated to worship Goddess Laxmi, the deity of wealth. 
Samples spend reasonably good amount of money in Diwali 
festival. The study purports to understand the pattern of 
expenses made by samples on Diwali festival.

Research Methodology: 

The important motive of research is to critically analyze 
spending of samples during Diwali festival and relate it with 
their family income across socio economic classes. 

The study also intent to identify opinion of samples about use of 
crackers at Diwali festival in Satara district. 

Present researcher is an effort to find answers for following 
questions:

1. What is the pattern of spending of samples in Diwali festival?

2. Do samples know about eco-friendly crackers?

Present study put to test the hypothesis i.e. 

There is no significance difference between total family 
income and expenses spend on Diwali festival. Study has 
undertaken with an objectives to, 

1) To analyze the expenses of Diwali festival across socio 
economic classes. 

2) To compare between total family income and spendings on 
Diwali festival.

3) To know the perception related use of eco-friendly crackers.

463 samples are taken across 12 SEC. Samples approached 
conveniently. The data has been collected during Diwali 
festival of year 2019. A structured close ended codified 
schedule brought in use. Data has been feed in Ms-Excel and 
processed in SPSS. The statistical tools viz. frequency, 
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percentage, average, standard deviation has brought in use. 
Hypothesis has been tested using chi-square test, Karl Pearson 
Correlation. 

Above table 1 shows opinion of samples about the source of 
shopping at the time of Diwali.  64%   samples use regular 
market as a source, D- mart is used by 23% and remaining 13% 
shop at   both online shopping and D-mart, .It is concluded that, 
more preference has been given to market shopping. i.e. 64.8%.

Above table no. 2 shows that preference of samples towards 
shopping of electric lightening during Diwali festival such as 
samples purchase electric lightening through online shopping, 
from local market and D- mart. Most of the samples i.e. 72.1%, 
purchase electric lightening through online shopping 21% are 
from local market and remaining 6.9%.purchased through D-
mart.

It is concluded that, samples give more preference to local 
market for the shopping of electric lightening .i.e. 72.1%.

Table no. 3 talks about purchase of a new vehicle on the 
occasion of Diwali so what vehicle samples have purchased 
like Scotty, 4 – wheeler, 2 – wheeler, tractor and any other type 
of vehicle. 61.4% samples purchase Scotty, four-wheeler, two-
wheeler, tractor and other type of vehicles.

It is concluded that, on the occasion of Diwali festival majority 
of samples purchase various types of vehicles. i.e. 61.4%.

Above table no. 4 reveals the information on shopping of soap 
and uttan which is needed on the occasion of Diwali festival. 
Shopping sources like from mahila bachat gat, D- mart and 
from local market. 14.9% samples get soap and uttan from 
mahila bachat gat, and 65.4% samples get it from local market.

It is concluded that, for shopping of soap and uttan majority 
samples i.e. 65.4% gives preference to local market. 

Above table no 5 reveals the preference of samples towards the 
types of lamp shopping for the Diwali festival. Like Indian, 
China and homemade. 48% samples give preferences to Indian 
lamp shopping 33.9% for china lamp. And very few samples 
i.e. 17% prefer homemade lamp on the occasion of Diwali 
festival. 

It is concluded that, 48% samples gives preference to shopping 
Indian lamp. 
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Data Analysis:
Table 1: Diwali Shopping Source 

Sr.No Diwali Shopping Source Frequency Percentage

1 Online

 

106

 

22.9

2 Local Market

 
300

 
64.8

3 D-mart 43  9.3

4 Both 1 &2 10  2.2

5 Both 2&3

 
2

 
0.4

6 All above 2 0.4

Total 463 100.0

            (n=463)

Table 2 - Electric lightening Preference on 
the occasion of Diwali Festival

Sr. No. Electric Lightening Preference

 
Frequency

 
Percentage

1 Online
 

97
 
21.0

2 Local Market 334  72.1

3 D-mart
 

32
 

6.9

Total 463 100.0

            (n=463)

Source: (Field Data)

Source: (Field Data)

Sr.No
Typesof Vehicle Purchase at 

Diwali Festival Frequency
Percentage

1 No One

 
179

 
38.7

2 Scotty
 

60
 

13.0

3 4-Wheeler 41  8.9

4 2-Wheeler
 

46
 

9.9

5 Tractor

 
36

 
7.8

6 Others 101 21.8

Total 463 100.0

Table 3 - Types of Vehicle Purchase at Diwali Festival

            (n=463)

Source: (Field Data)

Sr.No Soap and Uttan Shopping Frequency Percentage

1 Mahila
 

Bachat gat
 

69
 
14.9

2 D-mart 91  19.7

3 Market
 

303
 
65.4

Total 463 100.0

Table 4 - Soap and Uttan Shopping on 
the Occasion of Diwali Festival

            (n=463)

Source: (Field Data)

Sr.No Types of Lamp Shopping Frequency Percentage

1 Indian
 

224
 

48.4

2 China 157  33.9

3 Homemade
 

82
 

17.7

Total 463 100.0

Table 5 - Types of Lamp Shopping for Diwali Festival

            (n=463)

Source: (Field Data)

Sr.No Kind of decoration

 
Frequency

 
Percentage

1 Eco-Friendly
 

181
 

39.1

2 Simple 282  60.9

Total 463 100.0

Table 6 - Kind of decoration on the 
occasion of Diwali Festival

Source: (Field Data)

            (n=463)



Table no. 6 reveals the kind of decoration samples prefer on 
Diwali festival, either eco- friendly or simple decoration. 60% 
samples found preferring simple decoration and 39% samples 
do the eco- friendly decoration on the occasion of Diwali 
festival. 

It is concluded that, the majority of the samples i.e.60%. prefer 
simple decoration during Diwali festival. 

Above table no. 7 reveals the preference of samples towards the 
type of diyas shopping such as made from soil, aluminum or 
other kind of Diyas. It is concluded that, the sample’s gives 
preference towards the diyas which made from clay 
i.e.73.9%.some 17.5% samples prefer diyas made of 
aluminum. And only 8.6% use other kinds of diyas. 

Table 8 - Correlation between the annual income and total 
expenses spend on Diwali Festival

Hypothesis: 

H0: There is no significance relation between total family 
income and expenses spend on Diwali festival.

H1: There is significance relation between total family income 
and expenses spends on Diwali festival.

Above table no. 8 show the positive correlation between the 
annual income and total expenses spend on Diwali festival. The 
Pearson Correlation coefficient calculated to be 0.102 where 
the ‘p’ value is 0.028 at 5% level of significance the correlation 
is found to be significant. It means that the total expenses and 
annual income are related. 

36 PMR  JULY - DEC 2019

Sr.No Types of Diyas use in Diwali Frequency Percentage

1 Soil/ clay diyas
 

342
 

73.9

2 Aluminum 81  17.5

3 Others
 

40
 
8.6

Total 463 100.0

Table 7 - Types of Diyas to use in Diwali

            (n=463)

Source: (Field Data)

Total 
Income 

Expense

Total 
Income

Pearson Correlation

 

1

 

0.102*

Sig. (2-tailed)
  

0.028

N 463  463

Expense Pearson Correlation
 

0.102*

 
1

Sig. (2-tailed)

 
0.028

 N 463 463

*. Correlation is significant at the 0.05 level (2-tailed).

Observation Table:

Source: (Field Data)

Sr. 
Expenses 

Upper Class Middle Class Lower Class 

No. Mean  Mean Mean 

1 Expensive Shopping at Diwali 
Festival 

56238 125731 4350 

2 Panties, Rangoli and Lamp 1130 820 500 

3 Flowers and Worship 502 386 700 

4 Expenses on Festival eatables  2548 1994 4000 

5 Expenses of Diwali as Compared to 
Previous Year

 1383
 

918
 

1100
 

6
 

Soap, Uttan Scented Oil, etc
 

516
 

313
 

350
 

7
 

Expenses on Crackers or Fire Work
 

1296
 

1665
 

650
 

8
 

Decreased Expenses on Crackers as 
Compared to Previous

 642
 

440
 

300
 

9
 

Expenses on New Clothes
 

4816
 

5055
 

3800
 

10
 

Expenses on Others
 

637
 

484
 

625
 

 

Table 9 - Socio Economic Class wise expenses (Average rupees)

Source: (Field Data)

            (n=463)



Table no. 9 reveals socio economic class wise expenses (Average). The 12 SEC were clubbed into three viz.  upper class, middle class 
and lower class. The middle class samples are purchased expensive commodities at Diwali festival with a mean Rs. 125731 and upper 
class samples are purchased with a mean Rs. 56238 and lower class with a  mean  of Rs. 4350. The expense of diyas, rangoli and lamp in 
upper class is Rs. 1130.and in lower class is Rs. 500. Expenses of flowers and worship in upper class are Rs. 502 and lower class is Rs. 
700. Expenses on festival eatable of upper class are Rs. 2548 and lower class is Rs. 4000. Expenses on Diwali as compared to previous 
year to upper class is Rs.1383 and lower class is Rs.1100. Expenses on soap, Uttan Scented oil of upper class are Rs. 516 and lower class 
is Rs.350. Expenses on crackers by upper class is Rs.1296. and by middle class is Rs.1665. expenses on new clothes of upper class are 
Rs. 4816 and middle class are Rs. 5055. 

It is concluded that, the Middle Socio economic class spend more on Diwali festival as compared to the upper class and lower class. 

Above table no. 10 reveals expenses classified as per socio economic class. Socio economic class A1 spends average total of 
Rs.125519 in Diwali festival includes Rs.60123 in expensive shopping, Rs.1564 on panties, rangoli and lamps, Rs.622 on flowers and 
worship of Diwali festival, Rs.2558 on Diwali festival eatable. The expenses found increased compared to previous year by Rs.2097. 
Samples spend Rs. 1076-8600 for purchase of new clothes, soap, uttan or Scented Oil, etc.  Expenses decreased on Crackers as 
Compared to Previous Year by Rs.1195.and Rs.687 spends for other shopping.

A2 class spends total average of Rs.44613 on the Diwali festival includes Rs.31758 on expensive shopping, Rs.512-1254 on 
purchasing panties, rangoli, lamp, flowers and worship. Rs.2660 on festival eatable. Expenses Increased as compared to previous year 
by Rs.727 .Samples spend Rs.461- 4248 on purchase of new clothes, soap, uttan, and scented oil. Expenses decrease on crackers as 
compared to previous year by Rs.720. and Rs.816 spend for other shopping. 

A3 class spend total average Rs.17171 on Diwali festival includes Rs. 60123 on expensive shopping,  Rs.499-889 on   diyas, rangoli, 
lamp, flowers and worship. Rs.2573 on festival eatable. Expenses increase compared to previous year by Rs.581. Samples spend 
Rs.375 to Rs.4069 on purchase of new clothes, soap, uttan or Scented Oil, etc.  Expenses decreased on Crackers as Compared to 
Previous Year by Rs.413 and Rs.687 spends for other shopping.

SEC B1 class spend total average of Rs.67705 on the Diwali festival includes Rs.10580 on expensive shopping, Rs.366-831 on 
purchasing diyas, rangoli, lamp, flowers and worship. Rs.2237 on festival eatable. Expenses increase compared to previous year by 
Rs.3557. Samples spend in Rs.323-3468 on purchasing new clothes, soap, uttan, and scented oil. Expenses decrease on crackers as 
compared to previous year by Rs.314. Rs.507 spend for other shopping.

SEC B2 spends total average of Rs.119912 on Diwali festival which includes Rs.10580 on expensive shopping, Rs.414-853 on 
purchasing diyas, rangoli, lamp, flowers and worship, Rs.2158 on festival eatable. Expenses increase as compared to previous year by 
Rs.1073. Samples spend Rs.339-6404 on purchase of new clothes, soap, uttan or Scented Oil, Etc.  Expenses decreased on Crackers as 

Expenses
Socio Economic Class

Sr.
No.

A1 A2 A3 B1 B2 C1 C2 D1 D2 E1

1 Expensive Shopping 

 

105612

 

31758

 

60123

 

55463

 

10580

 

202500

 

105563

 

52500

 

700 8000

2 Panties, Rangoli and Lamp

 

1564

 

1254

 

889

 

831

 

853

 

700

 

863

 

850

 

500 500

3 Flowers and Worship

 
622

 
512

 
499

 
366

 
414

 
342

 
295

 
500

 
1000 400

4 Expenses on festival eatable
 

2558
 

2660
 

2573
 

2237
 

2158
 

2154
 

910
 

2450
 

5000 3000

5 Expenses Compared to Previous 
Year 

2097 727 581 3557  1073  592  356  1650  2000 200

6 Soap, Uttan Scented Oil, etc
 

1076
 

461
 

375
 

323
 

339
 

248
 

276
 

300
 

200 500

7 Crackers 1408

 
1604

 
1194

 
639

 
1960

 
1438

 
941

 
650

 
300 1000

8 Expenses Compared to Previous 
Year on crackers

 

1195

 

720

 

413

 

314

 

349

 

628

 

590

 

250

 

100 500

9 New Clothes

 

8700

 

4248

 

4069

 

3468

 

6404

 

2769

 

2555

 

1750

 

2600 5000

10 Other Shopping 687 816 456 507 533 89 750 750 250 1000

Total Expenses 125519 44613 71171 67705 11991 211462 113098 61650 12650 20100

Table 10 - Socio Economic Class wise expenses on expensive shopping at Diwali Festival (Average)
            (n=463)

Source: (Field data processed) 
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Compared to Previous Year by Rs.349 and Rs.533 spends for 
other shopping.

Socio economic class C1 spends total average of Rs.211462 in 
Diwali festival which includes Rs. 202500 on expensive 
shopping, Rs.700 on diyas, rangoli and lamps, Rs.342 on 
flowers and worship of Diwali festival and Rs.2154 on festival 
eatable. Expenses increase in compared to previous year by 
Rs.592. Samples spends in Rs. 248-2769 on purchase new 
clothes, soap, uttan or Scented Oil, etc.  expenses decreased on 
Crackers as compared to previous year by Rs.628 and Rs.89 on 
other shopping.

Socio economic class C2 spends total average Rs.113098 in 
Diwali festival which includes Rs. 105563 on expensive 
shopping,  Rs.863 on diyas, rangoli and lamps, Rs.295 on 
flowers and worship of Diwali festival, Rs.910 on  festival 
eatable. Expenses increase as compared to previous year by 
Rs.356. Samples spends Rs.276-2555. On purchase of new 
clothes, soap, uttan or Scented Oil, etc.  Expenses decreased on 
Crackers and other shopping.

D1 class spends total average Rs.61650 on Diwali festival. 
Which they spend Rs.52500 in expensive shopping.  They also 
spend Rs.500-850 in purchasing diyas, rangoli, lamp, flowers 
and worship. Rs.2450 Spend in Diwali festival eatable. 
Increase in expenses as compared to previous year is Rs.1650. 
Samples spend inRs.300-1750 in purchase new clothes, soap, 
uttan or Scented Oil, Etc.  Decreased Expenses on Crackers as 
Compared to Previous Year is Rs.250 and Rs.750 spends for 
other shopping.

D2 class spends total Rs.12650 on Diwali festival. Which they 
spend Rs.700 in expensive shopping.  They also spend Rs.500-
1000 in purchasing   diyas, rangoli, lamp, flowers and worship. 
Rs.5000 spend in Diwali festival eatable. Increase in expenses 
as compared to previous year is Rs.2000 Samples spend in 
Rs.200-2600 in purchase new clothes, soap, uttan or Scented 
Oil, etc. Decreased Expenses on Crackers as Compared to 
Previous Year is Rs.100 and Rs.250 spends for other shopping.

E1 class spends total average of Rs.20100 on Diwali festival 
includes Rs.8000 on expensive shopping, Rs.400-500 on 
purchasing diyas, rangoli, lamp, flowers and worship, Rs.3000 
on festival eatable. Expenses increase on purchase new clothes, 
soap, uttan or Scented Oil, etc.  Expenses decreased on 
Crackers and other shopping.

It is concluded that, SEC C1 spend more money at Diwali 
festival and Class D2 spend less money at Diwali festival 
among all SEC. 

Above table no. 11 shows that 83% samples are aware about 
sky lamp. 53.6% samples found avoiding crackers at Diwali 
festival. 91% respondents are using electric lights at Diwali 
festival. 78% samples are not aware about green crackers and 
21% samples are aware about green crackers.

It is conclude that, most samples are not aware about green 
crackers. They used firecrackers which are not environment 
friendly. 

Table 12 - Chi-square test for Independence

Here researcher’s check the association between the spending 
on Diwali festival is and total family income.

Null hypothesis (H0):

There is no association between spending on Diwali festival 
and total family income.

Alternative hypothesis (H1):

There is association between spending on Diwali festival and 
total family income.

Observation Table:

Cross tabulation between total expense spend on Diwali 
festival and total family income   

Table 11 -Awareness and use of decorations and crackers. 

Sr.No. Particulars Yes % No %

1 Awareness about sky lamp

 

386

 

83.4

 

77 16.6

2 Opinion of samples

 
about avoiding 

crackers at Diwali Festival 
248

 
53.3

 
215 46.4

3 Use of electric lights 

 
421

 
90.9

 
42 9.1

4 Awareness about green crackers 101 21.8 362 78.2

Source: (Field Data)

Total Expenses
(In Lakhs)

Total Family Income(In Lakhs)

Sr. 0-20 20-40 40-60 60-80 80-100 Total

1 0-3 429

 
1

 
1

 
0

 
1 432

2 3-6 10
 

1
 

0
 

1
 

0 12

3 6-9 11 0 0  0  0 11

4 9-12 6
 

0
 

0
 

0
 

0 6

5 12-15 1

 
0

 
0

 
0

 
0 1

6 15-18 0 1 0 0 0 1

Total 457 3 1 1 1 463

            (n=463)

Source: (Field Data)

Value d.f. Asymp.sig.(2-sided)

Pearson Chi-square

 

203.3720

 

20

 

0.00

Likelihood ratio

 
23.007

 
20

 
0.288

Linear by linear 

association

4.518
 

1
 

0.023

No. of Valid cases

 
463

  
a. 26 cells (86.7%) have expected count less than 5. The minimum expected count is 

.00.
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It is concluded that the spending on Diwali festival is 
associated with total family income. If family 
income is large then samples found spending more 
money for Diwali festival. (Table no. 19)

Findings and Suggestion: 

1. The opinion of samples 64.8%, they gives more 
preference to market shopping. (Table no.1) 

2. The majority of the samples i.e. 72.1% gives 
more preference to market for the shopping of 
electric lightening. (Table no.2) 

3. The majority of samples i.e. 61.4%. purchase 
various types of vehicles such as two-wheeler, 
four-wheeler, Tractor and other type of vehicles 
(Table no.3) 

4. For shopping of soap and uttan majority samples 
i.e. 65.4% gives preference to the market 
shopping. (Table no.4) 

5. The most of the samples i.e. 48%  gives 
preference to Indian lamp shopping (Table no.5) 

6. The majority of the samples i.e.60% are doing 
simple decoration during Diwali festival. (Table 
no.6) 

7. The sample's i.e. 73.9% gives preference 
towards the diyas which made from the soil. 
(Table no.7) 

8. There exists significance correction between 
income of samples and expenses made during 
festival. (Table no.8)

9. The middle class spends more money as 
compared upper class and lower class. (Table 
no.9) 

10. It has found that across all SEC C1 class spend 
more in Diwali festival. (Table no.10) 

11. Most of the respondents i.e. 91% are using 
electric lights. The majority of the 57% samples 
are aware about sky lamps, 50% samples are not 
avoiding fire Crackers and 78%  samples are not 
aware about green crackers. 

Conclusion:
Diwali festival is prime festival especially in 
Maharashtra. SEC C1 is found spending more 
money in Diwali festival the spendings on Diwali 

festival is depending on total family income. The 
samples spend more money to purchase various 
ingredients such as new clothes, festival eatable and 
also purchase expensive products like tractors, two-
wheelers, four-wheelers and other various vehicles. 
In Satara city the samples are not aware about green 
crackers also they do not avoid the firecrackers.  

Suggestion: 
Researcher proposed following suggestions on the 
basis and findings.
Diwali is a time of celebration but it comes with fear 
terrible pollution increase health diseases for 
specially children's.  Pollution can be avoid burning 
firecrackers and use green crackers. Green crackers 
are less harmful as compared to the conventional fire 
crackers. 
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