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Strategy of TOMS: A Shoe for a Shoe, and Smile-Social media marketing. 

 

Dr. Ritu, New Delhi Institute of Management, 

50 (B & C) & 60, Tughlakabad Institutional Area,  

New Delhi – 62, www.ndimdelhi.org 

 

Abstract: Selling comes from within. It’s difficult to sell something if you don’t believe in it, don’t 

understand it or feel it. Prospects may not be able to put a finger on it but, our sales numbers 

will tell the story. US-based TOMS Shoes gives away one shoe to a poor child for free, for every 

shoe it sells. This case study looks at how TOMS Shoes made a cause the centre of its 

activities.US-based TOMS Shoes created an out-of-the-box solution to its objective of helping 

people even while running a for-profit business. The company founded on the principle that it 

would give away one shoe to a poor child for free, for every shoe it sold. This case study looks at 

how TOMS Shoes made a cause the centre of its activities, even as the cause itself contributed to 

its revenues and profitability and how it used social media for marketing. 

 

Case study 

Blake Mycoskie created what can arguably be called a unique business model that combines both 

for-profit and not-for-profit philosophies. A native of Texas in the US and a serial entrepreneur, 

Mycoskie was travelling in Argentina in 2006, when he noticed poor children having to grow up 

without shoes, and facing a lot of hardship in the process. Deeply moved, Mycoskie returned 

home and founded TOMS Shoes, a company that made and sold, um, shoes of course. But with a 

twist. 

For every pair of TOMS shoes sold, the company would donate one pair to a child in need. This 

revolutionary concept was called "One for one", and Mycoskie ensured poor children in different 

parts of the world got the benefit of its business. What made it work even better is the fact that a 

buyer, typically a young adult looking for an affordable yet cool pair of shoes, would feel good 

in the knowledge that his purchase has actually helped a poor child get a much-needed shoe for 

free. The business model worked perfectly, because the cost of the free shoe was built into the 

price of the one that is sold, making a seemingly charitable effort also contribute to its 
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profitability.So far, the company's website states that it has provided more than 35 million pairs 

of shoes to children in 70 countries across the world, and this includes India as well. As long as 

people continue to purchase TOMS shoes, children in need will receive a pair in return. The 

shoes that the company designs and sells are based on the Argentine alpargata design. 

In later years, Mycoskie expanded the One for One model to other products as well. In 2011, the 

company introduced eyewear. It followed a similar principle for eyewear as its shoes, but again 

with a twist. Instead of donating a pair of glasses for every pair sold, TOMS would use part of 

the profit from that sale to save or restore the eyesight of a person in developing countries. So 

far, the company website states, TOMS Eyewear have helped restore sight to more than 275,000 

people. Further on, the concept was extended to other product categories as well. 

Mycoskie followed the same principle for his book as well - Start Something That Matters. The 

cover of the book states: "With every book you purchase, a new book will be provided to a child 

in need." While cause-related marketing is followed by many companies, at TOMS the 

philanthropic component is critical to the success of the for-profit business. The TOMS business 

model and its heavy focus on marketing and use of social media is innovative and unique. 

Using Social Media to Tell the Story of TOMS 

TOMS offers more than a comfortable and trendy pair of shoes. It is about status and a story to 

tell. Mycoskie wrote in his book, acknowledging Kendall Haven, who authored Super Simple 

Storytelling: "Human minds rely on stories and story architecture as the primary road map for 

understanding, making sense of, remembering, and planning our lives - as well as the countless 

experiences and narratives we encounter along the way." He added that smart, future-oriented 

companies use this ancient impulse in new ways, by telling stories that people can watch on 

YouTube and share on Facebook. 

He quickly realised the strength of social and digital media to convey his story by saying: 

"People are no longer all listening to or watching the same few radio or TV stations each week - 

they're following their own carefully curated Twitter feeds, commenting on and creating blogs, 

channel surfing among more than 500 TV stations, watching Hulu on laptops, clicking on 

YouTube, reading Kindles and Nooks, and surfing on iPads." 

In 2009, Mycoskie partnered with AT&T by filming a commercial, which ran throughout 2009 

and was an enormous success. The commercial profiled TOMS as a for-profit company that 
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donates one pair of shoes to a child in need for every pair purchased, and founder Blake who 

uses his AT&T BlackBerry to conduct business from around the world. Lots of people tweeted 

about the commercial creating awareness about TOMS and AT&T, and support for the TOMS 

business model. 

All smiles: TOMS Shoes has provided more than 35 million pairs of shoes to children in 70 

countries, including India. 

TOMS's Storytellers: Celebrities 

TOMS didn't pay celebrities to advertise its products. However, due to the prevalence of 

photographs in social media of celebrities wearing the company's shoes, it received a great deal 

of "free" publicity and perceived celebrity endorsements. Many celebrities such as Keira 

Knightley, Scarlett Johansson, Liv Tyler, Anne Hathaway, Tom Felton, and Julia Roberts 

became TOMS storytellers by adopting the brand and spreading the story. 

Celebrities having a penchant for charitable causes, TOMS Shoes allowed them to help others 

and look trendy. The photos of these celebrities wearing TOMS Shoes spread on social media 

sites, which created huge awareness for TOMS. 

Tom Felton tweeted "the @toms shoes come with a bag that says TOMS. That is me all over. 

And a sticker that says TOMS. I stuck it to my head." 

TOMS has certainly benefited from these celebrity endorsements, perhaps more so because of 

their unofficial nature (which fits well with their brand image), and social media has made the 

wide reach of this possible. 

TOMS's Social Media Marketing Excellence 

In an interview in July 2013, Mycoskie had said: "Our community could be 20 million people on 

Facebook, if we employed the tactics that a lot of companies do - add mass followers, bribe them 

with raffles, contests and gifts. But instead, we purposefully kept our community kind of small, 

around two million, because that allows us to have a more intimate connection." 

It's very clear when you go to the TOMS website, that there is a strong presence of social media 

links, such as Facebook, Twitter, YouTube, Pinterest, Instagram and Google Plus. Also, it has 

created a blog to share stories and educate others about TOMS's activities. Mycoskie realised the 

power of social media, which is less costly in comparison to the traditional advertising and fits 

better with his business model. 
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On top of that, many TOMS fans and consumers create their own digital content about their 

experiences with TOMS products and TOMS initiatives, allowing them to do much of the 

marketing for the company and spread the story. 

Content Creation and Audience Engagement 

TOMS's "One day without shoes" campaign creates awareness on global children's health and 

education issues. Participants can share experiences and upload images on Flickr and Facebook. 

Also, TOMS partnered with major companies such as Google and AOL, and created a separate 

website for it. 

One participant uploaded images on Flickr and commented, "I'm going most of the day without 

shoes since about 740 million people fight hookworm, can't go to school, etc., since they don't 

have shoes." 

A student at Columbia University uploaded her image on Flickr and commented: "It gets people 

thinking about children in the world, and may be leads someone into a career of helping children. 

That's the event; it's a simple gesture of wearing no shoes and communicating to people the 

situations and leading to changing a child's life." 

The Future of TOMS 

TOMS is no longer just a shoe company, it has expanded into other areas using its "One for One" 

business model. A for-profit business with a philanthropic component. The company is also 

actively looking for people to help them do this by offering grants to people with like-minded 

ideas. 

It is expanding into many categories, including apparels, accessories and tech as well as 

expanding geographically. To keep the business model sustainable, it is of paramount importance 

to keep innovating and designing new products that appeal to worldwide consumers. On top of 

that, TOMS should closely monitor compliance of its activities and keep the promise of One for 

One. 

TOMS's success in using social media in spreading its story and reaching a vast audience could 

be equally risky to its reputation and the whole business model in case of compliance and ethical 

issues as well as improper management of social media. 

Key Learning’s and Conclusion 

What Made TOMS a Success? 
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•  Fit between the valued customers and marketing mix (social media). The group that 

TOMS targets is very active on social media. 

•  Fit between social cause marketing and using social media; active and socially aware 

consumers. 

•  Having an active community that acted as brand storytellers - utilizing peoples' people 

networks on social media. 

•  Creating awareness, reaching to large audience and geographical coverage through social 

media with minimal marketing cost. Using social media more effectively by having an 

interactive and evangelistic community rather than having a large indiscriminate user 

base. 

• The power of the social cause and CSR activities being directly linked to the purchase of 

company products in the for-profit business. Customers feel they are directly driving 

higher investment in the CSR activities and this is key to the success of this model, and 

that aspect of it (the direct link from purchase to CSR) could be mirrored in many other 

business areas. 

• Making use of social testimonials, not as a sideline to traditional media but as a more 

effective way of growing and expanding brand presence through people's social network 

relationships. 
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DISPOSITION OF BANKS IN WOMEN EMPOWERMENT- A STUDY OF SELECTED 

CUSTOMERS OF DELHI 
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FAIRFIELD Institute of Management and Technology, 

(Affiliated to GGSIPU, Delhi), 

 

 

Abstract: The present study is conducted to know the disposition of banks to the women 

empowerment and to suggest measures for uplifting women empowerment. Primary data based 

on 5 points likert scale structured questionnaire is used collected from bank customers are 

considered for the purpose of the study. ANOVA, t-test and Chi-square test are used to test the 

hypotheses and validate the results. The analysis is in conformity with the objectives of the study 

and the hypotheses formulated. The collected data are analyzed through SPSS. Findings include 

banks should charge less processing fees, should introduce subsidy and grants to women 

entrepreneurs. It is also suggested that providing educational loans to girls students at lower 

rates may be a solution to women empowerment. Banks can play a dominant role in women 

empowerment by providing special schemes for the housewife for domestic upliftment of the 

women. Loans and facilities like Bancassurance will be more helpful for the purpose. Special 

schemes should be introduced for women education about knowledge of bank accounts and 

different facilities provided by banks. 

 

Key Words: Women, Empowerment, Banking. 

Introduction: Women empowerment is a contemporary term that is elementary to many aspects 

like education, exertion, facilities specially provided to women etc. As banking is an institution, 

which provides facilities not only borrowing and lending but has become essential part of to 

operate human life without which our life cannot be imagined. What is role being provided by 

banks for women empowerment is the crux of the issue. However, it will take time to go far as 
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most of the people in India reside in villages and millions of them specially women are not 

having even an account in bank. Even mobile banking users in urban areas are not in large 

numbers. Some banks offer home loans to women on preferable basis. Some are offering other 

schemes but what is the perception of the customers of bank about women empowerment. 

Authors have tried to make an attempt in this study 

Review of Literature: 

In a study IN Kenya by Mwobobia (2013) it was revealed that many small scale women 

entrepreneurs in Umoja market, SMEs in Umoja are mainly sole proprietorships operating 

businesses such as: salons, food outlets, transport, clothing shops among others, the challenges 

faced by the bank are mainly: nonpayment, diversion of funds, poor financial management 

among others. Among the recommendations put forward are: extension of loan repayment 

period, giving of loans in terms of assets, educating customers on the importance of loan 

repayment, training women entrepreneurs in areas of finance, budgeting and the needs of the 

poor, shown that access to formal savings accounts can lead to female empowerment general 

management aspects and further research in this field.  

Women World bank (2013) focused that access to formal savings and investments may lead to 

female empowerment as it can enhance decision making power in many situations of normal life 

as well as critical life decisions.  

Bhartiya Mahila Bank (2013) found that if a bank can address the half population with 

financial soundness, it might have a positive effect on overall empowerment of the nation. As the 

awareness towards banking is very low in rural areas, therefore the promotion and awareness of 

service must be planned and promotional strategies must be aimed at all segment of the society.  

The Hindu (2015) stated that Stree Shakti Package introduced specially for the women 

entrepreneurs is going to strengthen the power of women in Industry and commerce. There have 

been numerous efforts done but no research has been done on the topic Disposition of banks in 

women empowerment so present study is an effort to fill the Gap  

Rationale of the Study: 

Tremendous changes have been observed in the society recently about view point of women 

empowerment. No doubt, banks being financial institution playing a dominant role in the society 
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in exchange of finance. It is very crucial to be aware of nature of factors responsible involvement 

of women so that efforts can be made in the right direction to women empowerment by banking. 

Research Methodology: 

Scope of the Study 

The present study is confined to suggest factors to banks for women empowerment based on 

perception of customers. . 

Objectives of the Study 

The main objective of the study is to know viewpoints about women empowerment in banks 

Indian banks. In this broader framework, the following are the specific objectives of the study:  

(i) To examine the demographic perception about women empowerment. 

(ii) To suggest measures for improving role of banks in women empowerment. 

 Research Hypotheses  

To validate the results of the study, the following hypotheses have been formulated: 

H01: There is not a significant difference in the opinion of different demographic variables as to 

bank should play a crucial role women empowerment, 

Ha1: There is a significant difference in the opinion of different demographic variables as to bank 

should play a crucial role for women empowerment 

 Sample Profile 

For the purpose of the study, all the banks are considered for the purpose of the study. 

Demographic variables are age, gender, education and occupation. 

 Data Collection 

The present study is based on both primary and secondary data. Primary data have been collected 

from the customers selected by judgement sampling with the help of pre-structured questionnaire 

on five point Likert scale i.e. Strongly Disagree (SD), Disagree (D), Indifferent (I), Agree (A) 

and Strongly Agree (SA). After examination, 48 questionnaires from were found complete and 
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used for further analysis. The other sources include the research studies and articles published in 

various journals, magazines, newspapers and websites. 

 Data Analysis 

The collected data were analyzed through descriptive statistical techniques like frequency 

distribution, percentage, mean, mode, standard deviation, regression analysis, etc. For coding and 

analyzing the data, weights were assigned in order of importance i.e. 1 to Strongly Disagree 

(SD), 2 to Disagree (A), 3 to Neutral, 4 to Agree (A), and 5 to Strongly Agree (SA). ANOVA, t-

test and Chi-square test were used to test the hypotheses and validate the results. The analysis is 

in conformity with the objectives of the study and the hypotheses formulated. The collected data 

were analyzed through SPSS.  

Limitations of the Study 

The study is limited to the study of perception of customers only who are using banking facility, 

not of the bankers. As the perception may change in different time periods, therefore the 

perceptions of the customers are limited to the time period of the study, i.e. March,2015. As the 

study is only limited to customers of the banks in the area of Delhi and NCR only, therefore the 

results may not be applied to the banks in other parts of the country.  

Significance of the Study  

The present study would be beneficial to the policy makers, bankers, customers and researchers 

to know designing suitable strategies for women empowerment.  

Results and Discussions 

Perception of Gender about Role of Banks in Women Empowerment: As is perceptible from 

Table 1 that male respondents suggest (Mean= 4.00 and S.D.=0.655) than female 

respondents(Mean=3.94 and S.D.=1.00) that banks should charge less interest rates from women 

on loan for women empowerment. ANOVA results show that there is no significant difference 

among the customers’ viewpoint towards this regards at 5 percent level of significance (p = 0.08, 

df = 2, 45). Therefore, the null hypothesis (H01) is accepted. Rather Female respondents suggest 

Bank should provide more repayment period to women (Mean 4.09 and S.D.= 0.80) then Male 

respondents (Mean=3.67 and S.D. 1.23). ANOVA results show that there is a significant 

http://www.umrjournal.com/


Vol. II, Issue XIII – May 2016  ISSN No. 2395-6941 

Article ID # 902  Website: http://www.umrjournal.com/ 

Peer–Review Refereed Research Journal  

 
 

18 
© Universal Multidisciplinary Research Journal (Online) 

 

difference among the customers’ viewpoint towards this regards at 5 percent level of significance 

(p = 0.04, df = 2, 45). Therefore, the null hypothesis is rejected and alternate hypothesis is 

accepted. Male respondents (Mean= 3.27 and Standard Deviation=1.28) suggest more than 

Female respondent (Mean= 3.21 and Standard Deviation = 1.31) that banks should introduce 

subsidy to women entrepreneurs for women empowerment. ANOVA results show that there is 

no significant difference among the customers’ viewpoint towards this regards at 5 percent level 

of significance (p = 0.76, df = 2, 45). Therefore Null hypothesis is accepted. Loans to women 

should be more easily available, Male respondents suggest (Mean= 3.73 and S.D. =1.10) than 

Female respondents (Mean= 3.63 and S.D.=1.10). ANOVA results show that there is no 

significant difference among the customers’ viewpoint towards this regards at 5 percent level of 

significance (p = 0.79, df = 2, 45). Therefore Null hypothesis is accepted 

Table 1: Perception of Gender about Role of Banks in Women Empowerment 

Statement  Gender N Mean 
Std. 

Deviation 
Anova 

Bank should charge less 

interest rates from women 

on loans  

Female 33 3.94 1.00 

0.08 
Male 15 4.00 .655 

Bank should provide more 

repayment period to 

women  

Female 33 4.09 0.80 

0.04* 
Male 15 3.67 1.23 

Banks should introduce 

subsidy /grant to women 

entrepreneurs 

Female 33 3.21 1.31 

0.76 
Male 15 3.27 1.28 

Loans to women should be 

more  easily available  

Female 33 3.64 1.14 
0.79 

Male 15 3.73 1.10 

Source:  Primary Survey. * Significant at 5 % level. 

Education Wise perception about Women empowerment: As is obvious from Table 2 that 

graduate respondents (M=4.17, SD=0.75) are at number one place treating that banks should 
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charge less interest rates on loan but M. Phil respondents (Mean 4.43 and S.D= 0.53) argue about 

long repayment period to women. Again graduate respondents (Mean=4.17 and S.D. =are 

At 5 percent level of significance (p = 0.34, df = 2, 45). Therefore, the null hypothesis (H01) is 

accepted.  

Table 2: Education wise perception about role of banks in women empowerment 

Statements Education N Mean S.D. p Value 

Bank should charge less 

interest rates from 

women on loans 

Under 

Graduate 
6 3.33 .81 

0.52 

Graduate 6 4.17 .75 

Post 

Graduation 
24 4.04 1.04 

M.Phil 7 4.00 .57 

PHD 5 4.00 1.00 

Total 48 3.96 .92 

Bank should provide 

more repayment period 

to women for women 

empowerment 

Under 

Graduate 
6 3.83 .75 

0.34 

Graduate 6 4.33 .51 

Post 

Graduation 
24 3.71 1.10 

M.Phil 7 4.43 .53 

PHD 5 4.20 .83 

Total 48 3.96 .967 

Banks should introduce 

subsidy /grant to women 

for women 

empowerment 

Under 

Graduate 
6 3.67 .816 

0.05* 

Graduate 6 4.17 .753 

Post 

Graduation 
24 3.29 1.301 

M.Phil 7 2.57 1.718 

PHD 5 2.20 .447 
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Total 48 3.23 1.292 

Loans to women should 

be more  easily available 

for women 

empowerment 

Under 

Graduate 
6 3.83 .753 

0.25 

Graduate 6 3.17 1.169 

Post 

Graduation 
24 3.88 1.076 

M.Phil 7 3.86 .690 

PHD 5 2.80 1.789 

Total 48 3.67 1.117 

Source:  Primary Survey * significant at 5% level 

Age wise: It is lucid from Table 3 that age group 45 and above (Mean= 4.50 and S.D. =0.70) 

agree most than others that banks should charge less interest rates from women. ANOVA results 

show that there is no significant difference among the customers’ viewpoint towards this at 5 

percent level of significance (p = 0.19, df = 2, 45). Therefore, the null hypothesis (H01) is 

accepted. Age group 30-35 (Mean=4.14 and S.D. =1.06) as well as 35-40 (Mean=4.14 and S.D. 

=1.06) most agree than others about providing more repayment period for women empowerment. 

Age group 18-25 (Mean=3.71 and S.D.=0.76)agree most that subsidy should be provided by 

banks for women empowerment. 

Table 3: Age wise perception towards Women Empowerment 

Statements Age Group N Mean S.D. p Value 

Bank should charge less 

interest rates from women 

for women empowerment 

18-25 7 3.43 0.78 

0.19 

25-30 16 4.19 0.75 

30-35 14 3.71 1.139 

35-40 7 4.43 0.78 

40-45 2 3.50 0.70 

45 and 

above 
2 4.50 0.70 

Total 48 3.96 0.92 

Bank should provide 18-25 7 3.86 0.69 0.88 
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more repayment period to 

women for women 

empowerment 

25-30 16 3.88 1.20 

30-35 14 4.14 0.66 

35-40 7 4.14 1.06 

40-45 2 3.50 0.707 

45 and 

above 
2 3.50 2.12 

Total 48 3.96 0.96 

Banks should introduce 

subsidy /grant to women 

for women empowerment 

18-25 7 3.71 0.76 

0.36 

25-30 16 3.56 1.26 

30-35 14 2.79 1.42 

35-40 7 3.29 1.46 

40-45 2 3.00 1.41 

45 and 

above 
2 2.00 .000 

Total 48 3.23 1.22 

Loans to women should 

be more  easily available 

for women empowerment 

18-25 7 3.57 .97 

0.28 

25-30 16 3.63 1.20 

30-35 14 3.93 0.61 

35-40 7 3.00 1.73 

40-45 2 3.50 0.70 

45 and 

above 
2 5.00 0.00 

Total 48 3.67 1.117 

Source: Primary Survey 

Occupation wise perception about role of banks in women empowerment: It is 

understandable from Table 4 that professional (Mean=4.29, S.D. =0.48) mostly favour about 

providing low interest rate in loan to the women. ANOVA results show that there is no 

significant difference among the customers’ viewpoint towards women empowerment at 5 

percent level of significance (p = 0.39, df = 2, 45). Therefore, the null hypothesis (H01) is 
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accepted. Employee (Mean=4.29 and S.D. = 0.61) are in opinion of long repayment period to be 

provided to the women than occupation. ANOVA results show that there is no significant 

difference among the customers’ viewpoint towards this at 5 percent level of significance (p = 

0.13, df = 2, 45). 

Table 4: Occupation wise perception about role of banks in women empowerment. 

Statements Occupation N Mean S.D. p Value 

Bank should charge 

less interest rates from 

women  

Student 8 3.75 0.70 

0.39 

Employee 14 4.14 0.94 

Business 12 4.00 0.73 

Profession 7 4.29 0.48 

Homemaker(Hou

sewife) 
7 3.43 1.512 

Total 48 3.96 0.92 

Bank should provide 

more repayment period 

to women  

Student 8 4.13 0.83 

0.13 

Employee 14 4.29 0.61 

Business 12 4.00 0.79 

Profession 7 3.86 1.34 

Homemaker(Hou

sewife) 
7 3.14 1.34 

Total 48 3.96 0.96 

Banks should 

introduce subsidy 

/grant to women  

Student 8 3.00 1.44 

0.23 

Employee 14 3.50 1.44 

Business 12 3.33 1.30 

Profession 7 2.29 1.11 

Homemaker(Hou

sewife) 
7 3.71 0.48 

Total 48 3.23 1.22 

Loans to women Student 8 3.88 0.61 0.90 
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should be more  easily 

available 

Employee 14 3.71 1.38 

Business 12 3.50 1.34 

Profession 7 3.43 0.96 

Homemaker(Hou

sewife) 
7 3.86 0.90 

Total 48 3.67 1.11 

Source: Primary Survey 

Conclusion and Policy Implications: 

To sum up, male respondents suggest than female respondents that banks should charge less 

interest rate from women on loan for women empowerment. Graduate respondents are at number 

one place treating that banks should charge less interest rate on loan but M. Phil respondents 

argue about long repayment period to women. Age group 30-35 as well as 35-40 most favor than 

others about providing more repayment period for women empowerment. Age group 18-25 

agrees most that subsidy should be provided by banks for women empowerment. Professional 

mostly favour about providing low interest rate in loan to the women. ANOVA results show that 

there is no significant difference among the customers’ viewpoint towards women empowerment 

at 5 percent level of significance Therefore, the null hypothesis (H01) is accepted. Employees are 

in opinion of long repayment period to be provided to the women than respondents of other 

occupation. Banks can play an active role in women empowerment in India. 
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vKs; dr̀ *vlk/; oh.kk* dk dkO;’kkL=h; fpUru 

lfork] 'kks/kkFkhZ fgUnh foHkkx 

nsoh vfgY;k fo'ofo|ky;] bUnkSj ¼e-iz-½ 

 

iz;ksxoknh dkO;/kkjk ds laLFkkid] rkjlIrd ds iz.k;dkj] cgqeq[kh izfrHkk ds gLrk{kj vKs; gSaA vKs; 

fgUnh lkfgR; ds ,sls jpukdkj gSa ftUgksaus miU;kl] dgkuh ds lkFk&lkFk dkO; fo/kk esa Hkh viuh 

ys[kuh pyk;h gSA dkO; fo/kk esa budh egRoiw.kZ df̀r;k¡&fdruh ukoksa esa fdrus ckj] bR;ye~] ckojk 

vgsjh vkSj vlk/; oh.kk vkfn gSaA vlk/; oh.kk fgUnh dh yEch dforkvksa esa egRoiw.kZ LFkku ikrh gS] 

ftlds lkSUn;Z dh [kkst gsrq lkfgfR;d ,oa Hkkf"kd i{k dks tkuus dk iz;kl fd;k x;k vfirq 

dkO;’kkL=h; fpUru ij lkSUn;Z dks tkuus&le>us dk iz;Ru bl 'kks/k i= ds }kjk fd;k  tk jgk gSA 

dkO;'kkL=h; fpUru esa dkO; 'kCn dks Li"V dj ysuk vR;Ur vko’;d gSA  

Hkkjrh; dkO;’kkL= esa dkO; y{k.k dks Li"v djrs gq, fo’oukFk izlkn  dgrs gSa fd ^*okD;a jlkReda 

dkO;e~**
1
 dkO; jlksfpr gSA txUukFk us dkO; dks je.kh; vkSj  lkSUn;Z;qDr dgrs gSa fd ^*jl.kh;kFkZ 

izfriknd% dkO;e~A*^
2
 Hkkjrh; dkO;’kkL= lkFk gh fgUnh ds jhfrdkyhu dkO;'kkL=h; ijEijk ij Hkh 

fopkj dj ysuk vko’;d gSA vkpk;Z vkSj dfo ds’konkl dkO; ds fo"k; esa dgrs gSa fd&  

**t|fi lqtkfr lqy{k.kh Lkqcju ljl lqòRkA 

Hkw"k.k fcuq u fojtkbZ dfork] cfork] feRkAA**
3
 

jhfrdky ds lkFk gh vk/kqfud dky ds dfo;ksa ,oa vkykspdksa us dkO; dks ifjHkkf"kr fd;k gSA vkpk;Z 

jkepUnz 'kqDy ds 'kCnksa esa& **ftl izdkj vkRek dh eqDr n’kk Kku n’kk dgykrh gS] blh izdkj ân; 

dh eqDrkn’kk jl n’kk dgykrh gSA ân; dh eqfDr dh lk/kuk ds fy, euq"; dh ok.kh tks 'kCn fo/kku 

djrh vk;h gS] mls dfork dgrs gSaA**
4
 ik’pkR; vkykspdksa esa dkWyfjt us **loksZRre 'kCnksa dk loksZRre 

fo/kku gh dkO; gSA**
5
 

mi;qZDr ifjHkk"kkvksa ls Li"V gS fd laLdr̀ dkO;’kkL=h; fo}ku] jhfrdkyhu dkO;’kkL=h; fpUrd ,oa 

ik’pkR; fo}ku us dkO; dks je.kh;] 'kCnkFkZ  vkSj loksZRr ’kCn fo/kku dks dkO; dh laKk nh gSA 

dkO;’kkL=h; fpUru ds fofHkUu vk;keksa ds vUrxZr&jhfr] /ofu] jl] vyadkj] oØksfDr vkSj vkSfpR; 

vkfn lEiznk;ksa ds lkFk gh lkFk vizLrqr fo/kku] NUn] xq.k] o`fRr vkfn gaSA vKs; dh vlk/; oh.kk dk 
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dkO;'kkL=h; v/;;u djus ds fy, *vlk/; oh.kk* dfork ds dkO; fpUru ds fofHkUu vk;keksa dks 

le>us vkSj le>kus dh vko’;drk gSA 

jhfr lEiznk; ds izoZrd okeu gSa mUgksaus jhfr dks ifjHkkf"kr djrs gq, dgk gS fd **inksa dh fof’k"V 

la?kVuk gh jhfr gSA**
6
 blh fof’k"V in la?kVuk dks vkpk;Z okeu us *dkO; dh vkRek* dgk gSA vkSj 

jhfr dks rhu Hkkxksa esa ckaVk gS& oSnHkhZ] xkSM+h] ikapkyhA bUgha jhfr;ksa ds vk/kkj ij vKs; dh dfork  

vlk/; oh.kk dks Li"V fd;k x;k gSA oSnHkhZ jhfr ls rkRi;Z ek/kq;Z xq.k okys o.kksZa ls ;qDr lkuqukfld 

vkSj gzLo o.kksZaa okyh ,oa yEcs leklksa ls jfgr jpuk ftl 'kSyh esa gksrh gS] mls oSnHkhZ jhfr dgrs gSaA 

*vlk/; oh.kk*  dfork ls  oSnHkhZ  jhfr dk uequk ns[kk tk ldr gS& 

^^y?kq ladsr le> jktk dk 

x.k nkSMs! Ykk;s vlk/; oh.kk 

lk/kd ds vkxs j[k mldks gV x;s 

lHkk dh mRlqd vk¡[ksa 

,d ckj oh.kk dks y[k] fVd x;ha 

fiz;aon ds psgjs ijA**
7
 

izLrqr iafDr;ksa eas ljy] ljl ,oa lkuqukfld o.kksZa dk iz;ksx gqvk gS ftlesa jktk dk ladsr gksus ij 

ukSdj@vuqpj *vlk/; oh.kk* ykdj fiz;aon ds lkeus j[krs gaS rFkk lHkk esa cSBs lHkh dh vk¡[ksa oh.kk dks 

ns[kdj lk/kd@fiz;aon ds psgjs ij fVd tkrh gSaA vlk/; oh.kk esa jhfr;ksa ds lkFk&lkFk gh /ofu 

lEiznk; dks le>kus vkSj le>kkus dh dksf’k’k dh x;h gSA blds izorZd vkuUno/kZu gaSA vkuUno/kZu 

/fou ds fo"k; esa dgrs gSa fd **tgk¡ dkO; esa okPpkFkZ vkSj y{;kFkZ ls vf/kd je.kh; vkSj peRdkjiw.kZ 

vFkZ O;aftr gks ogk¡ /ofu dh lRrk ekU; gSA**
8
 vlk/; oh.kk ls /ofu lEiznk; dk mnkgj.k izLrqr gS& 

^^esjs gkj x;s lc tkus ekus dkyoUr 

lc fo|k gks x;h vdkjFk] niZ pwj 

dksbZ Kkuh] xq.kh] vkt rd bls u lk/k ldk 

vc ;g vlk/; oh.kk gh [;kr gks x;hA**
9
 

izLrqr iafDR;ksa esa jktk fiz;aon dks crkrk gS fd fdl izdkj ;g oh.kk vlk/; oh.kk ds :Ik esa izfl) gks 

x;hA jktk ds 'kCnksa ls ;g Li"V gS fd mls fiz;aon ij iwjk fo’okl gS fd og oh.kk dks vo’; lk/ksxkA 

tc ge fdlh dkO;] dgkuh ,oa miU;kl dks i<+rs gSa rks mlls ,d fo’ks"k izdkj dh vuqHkwfr gksrh gSA 

ogh vuqHkwfr jl dk fo/kku djrh gSA tks v/;srk dks vius esa cka/ks j[krh gSA  
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,sls fo/kku dk l̀tu Hkkjrh; dkO;'kkL=h; ijEijk esa *Hkjr eqfu* us fd;k gSA os jl dks ifjHkkf"kr djrs 

gq, dgrs gSa fd **foHkkokuqHkko O;kfHkpkjh la;ksxkfnz jlfu"ifRrA**
10
 vKs; ,sls iz;kksx/kkehZ dfo gSa fd 

buds vlk/; oh.kk esa jlksa dk dkO;’kkL=h; vuqikyu gqvk gSA  

blds lanHkZ esa 'kkar jl dk ,d uewuk ns[kk tk ldrk gS& 

**dEcy ij vfHkefU=r ,d vdsysiu esa Mwc x;k Fkk 

ftlesa lk{kh ds vkxs Fkk 

thfor jgh fdjhV r#A*
*11
 

vlk/; oh.kk esa 'kkUr jl ds lkFk&lkFk okRlY; ,oa d#.k vkfn jlksa dk Hkh iz;ksx fd;k x;k gSA 

okRlY; jl dk rkRi;Z ek¡ dk iq=@iq=h ds izfr ;k vU; dk iq=or~ ,oa iq=hor~ izse okRlY; jl ds 

vUrxZr vkrk gSA vlk/; oh.kk esa okRlY; jl ds vUrxZr vkJ; fiz;aon ,oa vkyEcu oh.kk gSA okRlY; 

jl dk ,d mnkgj.k izLrqr gS& 

^^ugha&ugha! oh.kk ;g esjh xksn jgh gS] jgs 

fdUrq eSa gks rks 

rsjh xksnh cSBk eksn&Hkjk ckyd gw¡ 

oks r#&rkr~! laHkky eq>sA**
12
 

vlk/; oh.kk esa d#.k jl dk Hkh iz;ksx gqvk gSA d#.k jl ls rkRi;Z Lotuksa dk ijkHko ;k fdlh Hkh 

O;fDr dks ghukoLFkk ;k fou"V gksus ij tks Hkko gekjs eu esa mRiUu gksrk gS] ogk¡ d#.k jl gksrk gSA 

vlk/; oh.kk ls d#.k jl dk mnkgj.k izLrqr gS& 

**mlh fdjhVksa&r# ls otzdhfrZ us 

lkjk thou bls x<+k % 

gB lk/kuk ;gh Fkh ml lk/kd dh--- 

oh.kk iwjh gqbZ] lkFk lk/kuk] lkFk gh thou yhykA**
13
 

izLrqr iafDr;ksa esa jktk fiz;aon dks vlk/; oh.kk ds bfrgkl ds ckjs esa crkrs gSa fd fdl izkdj otzdhfrZ 

mRrjk[k.M ds taxyksaa ls jgL;e;h fo’kky fdjhV r# ls ydM+h ykrk gS vkSj vius thou dh lk/kuk 

ekudj bl oh.kk dks cukrk gSA oh.kk cukus ds i'pkr~ otzdhfrZ ds thou dh lHkh bPNk,¡ iwjh gks tkrh 

gaS vkSj og LoxZyksd pyk tkrk gSA 

vlk/; oh.kk esa fofHkUu jlksa ds iz;ksx ds lkFk gh fofHkUu izdkj ds vaydkjksa dk iz;ksx vKs; dh iz[kj 

dYiuk’khyrk dk izek.k gSA vyadkj dk 'kkfCnd vFkZ lq’kksfHkr djus okykA okeu vkfn vkpk;ksZa us 
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vyadkj dks O;kid vFkZ esa fy;k gSA vyadkj nks izdkj ds gksrs gSa&’kCnkyadkj vkSj vFkkZyadkjA vKs; 

dh vlk/; oh.kk esa 'kCnyadkj ,oa vFkkZyadkj nksuksa dk iz;ksx gqvk gSA 'kCnkyadkj ds vUrxZr oØksfDr] 

vuqizkl] ;ed vkSj 'ys"k vkfn vyadkj vkrs gaS tcfd vFkkZyadkj ds vUrxZr miek] :id] mRis{kk] 

HkzkfUreku] mYys[k] lUnsg] vkSj vfr’;ksfDr vkfn vyadkj vkrs gSaA 'kCnkyadkj ds vUrxZr vlk/; oh.kk 

esa vuqizkl vyadkj dk iz;ksx gqvk gSA tgk¡ o.kksZa dh vko`fRr gks ogk¡ vuqizkl vyadkj gksrk gSA vuqizkl 

vyadkj dk mnkgj.k n`"VO; gS& 

^^jsrhys dxkj ij fxjuk Ni&NikM+ 

la>k dh QqQdkj] r`Ir 

isM+ksa dk vjjk dj VwV&VwV dj fxjukA**
14
 

izLrqr mnkgj.k esa *Ni&NikM+* ,oa *VwV&VwV* esa vuqizkl vyadkj gSA vFkkZyadkj ds vUrxZr :id] 

mRisz{kk vkfn vyadkjksa dk iz;ksx fd;k x;k gSA tgk¡ miek ,oa mies; dk vHksn vkjksi gksrk gS ogk¡ 

:id vyadkj gksrk gSA :id vyadkj dk mnkgj.k izLrqr gS& 

^^ds'k&dEcyh xqQk&xsg us [kksyk dEcyA 

/kjrh ij pqipki fcNk;k 

oh.kk ml ij j[k] iyd ewan dj izk.k lhap 

djds iz.kke 

vLi’kZ Nqvu ls Nq, rkjA**
15
 

tgk¡ mies; esa mieku dh lEHkkouk izdV dh tk;s ogk¡ mRisz{kk vyadkj gksrk gSA vlk/; oh.kk dfork 

ls mRisz{kk vyadkj mnkgj.k n`"VO; gS&  

**vksl cw¡n dh <jdu&bruh dksey] rjy fd >jrs&>jrs 

Ekuks gjflaxkj dk Qwy cuk x;hA 

nwj igkM+ksa ls dkys es?kksa dh ck<+ 

gkfFk;ksa dk ekuks fp?kkM+ jgk gks ;wFkA**
16
 

dkO; y{k.k] jhfr] /ofu] jl vkSj vyadkj ds lkFk&lkFk dkO; xq.k dkO; lkSUn;Z dks vkSj c<+krs gSa ,sls 

gh iz;ksx *vlk/; oh.kk* esa feyrk gSA ek/kq;Z dk vFkZ gS feBklA Jqfr&e/kqj 'kCnksa dk ,slk foU;kl tks 

lân;ksa dks nzohHkwr vkSj vkYgkfnr dj ns] ek/kq;Z xq.k gksrk gSA blesa lekt ;qDr foU;kl oftZr gSA 

d#.k] fo;ksx ,oa 'kkUr jl esa ek/kqZ; xq.k visf{kr gSA vlk/; oh.kk esa vusd LFkkuksa ij ek/kq;Z xq.k ds 

mnkgj.k n"̀VO; gSa& 
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**pqi gks x;k fiz;aon 

lHkh Hkh ekSu gks jgh 

okn~; mBk lk/kd us xksn j[kk fy;k 

/khjs&/khjs >qd ml ij] rkjksa ij eLrd Vsd fn;kA**
17 

fu"d"kZr% dg ldrs gSa fd vKs; d`fr vlk/; oh.kk dkO; fpUru ds vk;keksa ij [kkjh mrjrh gS ftlds 

dkj.k ;g jpuk fgUnh dkO; lkfgR; esa LFkku izkIr dhA ftlesa dkO; fpUru ds fofo/k igyqvksa&dkO; 

y{k.k] jhfr] jl] vyadkj] /ofu vkSj dkO;&xq.k vkfn dks foLrkj ls Li"V fd;k gSA ;g jpuk 

dkO;'kkL=h; ifjikVh ij l`ftr gksus ds ckotwn ljy] lgt] izHkko'kkyh vkSj ekfeZd gksrs gq, bldk 

Hkkf’kd&oSf'k’B bruk l'kDr gS fd og viuh vFkZoÙkk esa dfork dh cqukoV vkSj cukoV dks vfHkO;Dr 

djus le{k gSA 

lanHkZ lwph  

1- d#.kk'kadj mik/;k; % vk/kqfud fgUnh dfork esa dkO; fpUru] i`- 28 

2-  ogh] i`- 29 

3- ds'ko xzaFkkoyh [kaM ,d dfo fiz;k] i` - 1-1 

4- d#.kk'kadj mik/;k; % vk/kqfud fgUnh dfork esa dkO; fpUru] i`- 29 

5- jkepUnz 'kqDy  %  fpUrkef.k] i`- 41 

6- x.kifrpUnz xqIr % Hkkjrh ,oa ik'pkR; dkO;'kkL=] i`- 109 

7- vKs; % vkaxu ds ikj}kj] ì- 7 

8- x.kifrpUnz xqIr % Hkkjrh ,oa ik'pkR; dkO;'kkL=] i-̀ 121 

9- vKs; % vkaxu ds ikj}kj] ì- 8 

10- jkepUnz frokjh % Hkkjrh; ,oa ik'pkR; dkO;'kkL= rFkk fgUnh vkykspuk] i`- 32 

11- vKs; % vkaxu ds ikj}kj] ì- 9 

12- ogh] i`- 9&10 

13- ogh] i`- 7&8 

14- ogh] i`- 12 

15- ogh] i`- 8 

16- ogh] i`- 12&13 

17- ogh] i`- 20 
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dgkfu;ksa dh okfpd ijEijk dk vè;;u 

¼jk;iqj ftyk fLFkr vkjax CykWd varxZr eafnjglkSn ds fo'ks"k lanHkZ esa½ 

 

pUæ'ks[kj çlkn] (,e.fQy) Tkulapkj foHkkx]  

dq'kkHkkÅ Bkdjs i=dkfjrk ,oa tulapkj fo'ofo|ky;] jk;iqj ¼NÙkhlx<+½ 

 

M‚- “kkfgn vyh] ,lks. izksQslj (foHkkxk/;{k) Tkulapkj foHkkx] 

dq'kkHkkÅ Bkdjs i=dkfjrk ,oa tulapkj fo'ofo|ky;] jk;iqj ¼NÙkhlx<+½ 

 

“kks/k lkjka”k% ,d le; Fkk tc jkr gksr gh ?kjksa esa nknk&nknh] ekek&ekeh] pkpk&pkph] ekrk&firk vkSj 

cM+s HkkbZ vkSj cguksa dh dgkfu;ka “kq: gks tkrh Fkha vkSj cPps Hkh lquus esa #fp fn[kkrs FksA b/kj] dqN 

o’kksZa ls bl okfpd ijEijk esa dkQh cnyko vk;k gSA Vhoh ij cgqr lkjh dkWVqZu] dgkfu;ka] baVjusV 

vkSj ohfM;ks xse vkfn cPpksa ds thou“kSyh esa dkQh izHkko Mky pqdk gSA D;k okfpd ijEijk ;kuh 

dFkk&dgkuh lquus&lqukus dk izpyu vkt Hkh thfor gSA bl lanHkZ esa v/;;u fd;k x;k gSA bl 

v/;;u esa ;g Hkh Li’V gksrk gS fd yksxksa dh HkkxeHkkx ftanxh esa dkQh dqN cnyko vk jgk gS] ftlesa 

ls ,d okfpd ijEijk Hkh gSA ;g ijEijk vkt fnuksa fnu [kRe gksrh tk jgh gSA blesa cM+s&cqtqxksZa dh 

D;k Hkwfedk gSA  

izLrkouk% vko”;drk vkfoLdkj dh tuuh gSA vkS|ksxhdj.k ds igys ds lektksa esa eqæ.k dyk dk 

izpyu Fkk] ysfdu /khjs&/khjs vkS|ksfxd vkfo"dkj ls yksxksa ds lksp esa dkQh cnyko vk;kA gLrfyf[kr 

vkSj gLreqæfr çfrfyfi;ka nqyZHk vkSj cgqewY; FkÈA LokHkkfod Fkk fd ikB&iBu&okpu&vè;kiu bR;kfn 

deZ O;olk;ksa ds :i esa fodflr gksaA muds fo'ks"kKksa ds ikl ikaMqfyfi;ksa dk lap; jgrk Fkk] ysfdu 

mudks lqjf{kr j[kus ds fy, mudk bLrseky de gksrk FkkA blfy, ys[k dks d.BLFk djus dh ijEijk 

iM+hA Lej.k dh lqfoèkk ds fy, NUn vfuok;Z gqvkA vr% okfpd lkfgR; dk igyk y{k.k NUnc] rk ;k 

fQj xs;rk gSA ;g fo'ks"krk HkfDrdky ds lkfgR; rd pyrh pyh vkÃ gSA lwj] rqylh] ehjk vkSj dchj 

lHkh dh jpuk,a xs; gSa vkSj vkt rd Hkh xk;h tkrh gSaA  

fuxqZ.k gks ;k lxq.k çcUèk gks ;k eqäd] okfpd ijEijk dk dkO; çkFkfed :i ls xs; dkO; gSA okfpd 

ijEijk esa xèk lkfgR; dk LFkku Hkh gksrk FkkA bldk :i ewyr% dFkkRed gksrk gSA okfpd ijaijk ds 
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lkfgR; dh jpuk esa ih<+h&nj&ih<+h ijEijk dk ;ksxnku gksrk gSA mlds çekf.kd jpukdkjksa dk uke ;k 

rks feyrk gh ugÈ] ;k fQj feyrk Hkh gS rks dguk eqf'dy gS fd ml uke ls çpfyr lkfgR; esa ls 

fdruk mldk viuk çkekf.kd l`tu gSA NÙkhlx<+ yksd dFkkRed dgkfu;ksa dh –f"V ls lqld >u 

djjh lqjrk ys] ikysÜoj 'kekZ —r Mksdjh ds dfguh] ia- jfo'kadj 'kqDy —r] Hkksyok Hkksykjke cful] 

';keyky prqosZnh —r mYys[kuh; gSA  

;s jpuk,a NÙkhlx<+h dFkk dks fof'k"V laLdkj çnku djrh gSA çLrqr —fr esa yksdkpkj lacaèkh „… 

dgkfu;k¡ lfEefyr gSaA ;s dgkfu;k¡ lpeqp gh ?kj&?kkV dh dgkfu;ka gSa] ;s dgkfu;k¡ xkao&xyh dh 

dgkfu;k¡ gSa] ;s dgkfu;k¡ tu&tu dh dgkfu;k¡ gS] ;s dgkfu;k¡ ioZ&R;kSgkj dh dgkfu;k¡ gSa] ;s 

dgkfu;k¡ jhfr&fjokt dh dgkfu;k¡ gSa] ;s dgkfu;k¡ tu&tu dh dgkfu;k¡ gS] ;s dgkfu;k¡ ioZ&R;kSgkj 

dh dgkfu;k¡ gSa] ;s dgkfu;k¡ jhfr&fjokt dh dgkfu;k¡ gSa] èkeZ&vèkeZ dh dgkfu;k¡ gSaA  

Hkkapknku dFkk esa NÙkhlx<+ ls ml yksdkpkj dh ppkZ gS] tgk¡ vusd tkfr;ksa esa vius Hkkats dks csVh 

C;kguk iq.; deZ ekuk tkrk gSA rhtkgh ysoky dgkuh csfV;ksa dks rhtioZ ds volj ij lEeku lfgr 

ek;ds ysdj vkus dh çFkk dks n'kkZrh gSA 'kknh ds ckn Hkys gh csVh ijkÃ gks tkrh gS fQj Hkh mlds 

eu esa ek;ds dh yyd cuh jgrh gSA NÙkhlx<+ esa fookfgrk csfV;ksa dks thou Hkj rhtk ioZ ds volj 

ek;ds fyok dj ys tk;k tkrk gS] mls oL=] vUu] O;atu vkfn nsdj lEeku lfgr llqjky fonk fd;k 

tkrk gSA ek;ds i{k ,oa llqjky i{k ds chp lacaèkksa ds lsrq dk;Z djrh gS ;g ijaijkA 

xksnuk xksnok ys dFkk NÙkhlx<+ esa cgqçpfyr yksdkpkj gSA ,slh ekU;rk gS fd xksnuk xqnokus ls 

uj&ukjh esa i`Fkdrk dk cksèk gksrk gSA iqutZUe dh ekU;rk dks iksf"kr djrk gS xksnuk dk fu'kkuA 

jaxcrh xzkeh.k vapyksa esa lR;ukjk;.k dFkk ds çfr vkLFkk vkSj foÜokl dks n'kkZrh gSA ,d Fkh vfgY;k 

esa pwM+h gkÃ çFkk ;k fL=;ksa ds iquÆookg çFkk dh ekU;rk dks egÙo nsrk gSA èkeZ&vèkeZ esa èkeZ ifjorZu 

gsrq mUeq[k vkfnoklh tkfr;ksa ds Hkw[k] vHkko vkSj ihM+k ls eqä fnykus okys ds çHkko vkSj ekuoh;rk] 

lsokHkkouk dh egÙkk dks n'kkZ;k x;k gSA  

xkserh dh vka[ksa us=nku dk lans'k nsrh gSa] gsek dk cPpk vaèkfoÜoklksa dh cf[k;k mèksM+rk gqvk LokLF; 

ds çfr tkx#drk dk ea= nsrk gSA jk"Vªifr iqjLdkj dgkuh ukSdjh ds fy, 'kgjksa esa HkVdrs ;qokvksa dks 

tehu ls tqM+us dk ekxZ fn[kkrk gSA vkezikyh i;kZoj.k tkx`fr dk lans'k nsrh ifjR;d uotkr dh 

dFkk gSA vuke fj'rk vui<+ ukjh dh mis{kk ,oa la?k"kZ dh dFkk gS fcgkV iquÆookg ls mRiUu leL;k 

,oa lekèkku dh dFkk gSA iapk;r dk vuks[kk QSlyk cnyrs le; esa vartkZrh; fookg ds egÙo dks 

çfrikfnr djrh gSA xkSjk iwtk dgkuh esa nhikoyh ds ckn xkSjk fookg dh èkwe vkSj ukjh 'kfä ds çfr 
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vkHkkj nÆ'kr gS] Nsj Nsjk ioZ vUunku ds egÙo dks js[kkafdr djrk gS] xqjkaoV 'kknh esa csfV;ksa dh 

vnyk&cnyh dks crk;k x;k gSA blds vykok cdjh vkSj ckf?ku] nsgh rks diky dk djgh xksiky] 

egqvk dk isM+] cdjh vkSj fl;kj] pEik vkSj ck¡l] dkSvk & vuks[kk nksLr vkfn dgkfu;ka gSaA 

ekuoh; lekt dh leLr çfØ;k lapkj ij vkèkkfjr gS] blds fcuk ekuo ugÈ jg ldrkA çR;sd euq"; 

viuh tkxzrkoLFkk esa lapkj djrk gS vFkkZr cksyus lquus lkspus ns[kus i<u+s fy[kus ;k fopkj&foe'kZ esa 

le; yxkrk gSA dFkk&dgkuh Hkh lapkj djus dk ,d ek/;e gS tks thou dky ls pyrk vk jgk gS] 

ysfdu vkt bldk Lo:Ik cny x;k gSA yksxksa dh lksp] laLdkj] jhfr fjoktksa vkSj –f"Vdks.kksa ij lapkj 

ekè;eksa ds çHkko dk budkj ugÈ fd;k tk ldrkA 

mís';% 'kksèkkFkÊ us jk;iqj ftys dks eq[; dsUæ ekurs gq, Cy‚d vkjax ds eafnjglkSan dks pquk gSA ;g 

CykWd jk;iqj ftyk ds vUrxZr vkrk gSA ;gka ds dqy 50 yksxksa ls vuqlwph ds ek/;e ls iz”uokyh 

Hkjok;k x;k gSA  

 okfpd ijEijk D;k [kRe gks jgh gSA  

 D;k dFkk vkSj dgkfu;ksa dks eka&cki cPpksa dks lqukus gSaA  

 D;k dFkk vkSj dgkfu;ka lquus ds fy, cPps eka&cki ls dgrs gSaA 

 c<+rs gq, ,dy ifjokj esaa okfpd ijaijk D;k dk;e gSA 

 

'kksèkkFkÊ us bu pkj fcUnqvksa dks 'kksèk dk mís'; ekuk gSA bUgÈ dks fcUnqxr djrs gq, viuk iqujkoyksdu 

fuèkkZfjr fd;k gS tks bl çdkj gSA  

 okfpd ijEijk /khjs&/khjs de gks jgh gSA  

 dFkk vkSj dgkfu;ksa dks eka&cki cPpksa dks cgqr de lqukus gSaA  

 dFkk vkSj dgkfu;ka lquus ds fy, cPps eka&cki ls dgrs gSaA 

 c<+rs gq, ,dy ifjokj esaa okfpd ijaijk dk;e ugha gSA 

 

lkfgR; leh{kk 

 dFkk&çlax esa M‚- oklqnso 'kj.k vxoky us fy[kk gS fd Hkkjrh;ksa dk foÜokl gS fd dFkk lquus 

ls iki dk u"V gksrk gSA bldk vfHkçk; ;gh jgh gS fd vPNh dFkk,a eu ds ruko dks nwj 

djrh gS vkSj euq"; dh fQj mldh LokHkkfod fLFkfr esa igqapk nsrh gSA ;g ued ds ml pqVdh 
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ds leku gS tks lkjs Hkkstu dks Lokfn"V cuk nsrh gSA ,sls gh thou ds vusd O;ogkjksa dks djrs 

gq, dFkk dh mfpr ek=k ls ge thou dks vfèkd jliw.kZ cuk ldrs gSaA 

 lEiw.kZ dgkfu;ka esa eUtw HkaMkjh us fy[kk gS fd ukuk&ukuh dgks dgkuh] dSlk jktk dSlh jkuhA 

mudk ekuuk gS fd dFkk&dgkuh vkt Hkh eka&cki vkSj cPpksa ds tsgu esa gSA gka dqN varj 

vk;k gS fd fnu çfr fnu c<+rs Vhoh vkSj pSuyksa lsA le; ds vHkko esa cPps Vhoh ij gh eu 

ilan dh dgkfu;ka ns[k vkSj lwu Hkh ysrs gSaA 

 NÙkhlx<+h ds ozr&frgkj vÅ dFkk&dfguh esa M‚- vulw;k vxzoky us fy[kk gS fd dFkk&dgkuh 

vkt Hkh NÙkhlx<+ esa thfor gSA fdLlk&dfguh eu esa vkLFkk&foÜokl txkrk gSA vkus okyh 

ih<+h Hkh dgkfu;ka lqudj gekjh laL—fr vkSj fojklr dks tkusxhA dFkk&dfguh fdlh u fdlh 

:i esa jgsxk vkSj lqurs&lqukrs jgsaxsA 

 yksd dFkk esa yksd vkSj ykfyR; esa M‚- e`.kkfydk vks>k us fy[kk gS fd cpiu ls dFkk,a gekjh 

fudVe fe= cu tkrh gSA 'kk;n gh dksÃ cpiu bruk vHkkxk gks] ftlus yksddFkkvksa dk gkFk 

u Fkkek gksA dFkk,a lqurs&lqurs u tkus dc cpiu fd'kksjkoLFkk esa cny tkrk gSA  

'kksèk lhek ,oa çfofèk 

dFkk&dgkfu;ksa esa okfpd ijEijk dk v/;;u fo’k; ij izLrqrdrkZ us jk;iqj ftyk fLFkr CykWd vkjax 

ds vUrxZr eafnjglkSn dks eq[; fcUnq ekuk gSA eafnjglkSn jk;iqj ls djhc 30 fdeh nwj gSA ;gka “kgjh 

vkSj xzkeh.k {ks= gksus ds ukrs nks rjg ls 50 yksxksa ls Hkh ckrphr vkSj iz”ukoyh Hkjok;k x;k gSA 

losZ{k.k esa lEHkor% rF; ladyu dh lcls vfèkd çpfyr çfofèk çJkoyh fofèk gSA 'kksèk vè;;u ds 

nkSjku cgqr lkjh lwpuk,a ,slh gksrh gS] ftUgsa flQZ mÙkjnkrkvksa ;s lEidZ dj ;k 'kkfCnd çR;qÙkj ds 

vkèkkj ij gh tkuk tk ldrk gSA blfy, 'kksèkkFkh us vius 'kksèk esa lSaiÇyx fofèk dks viukrs gq, 

çJkoyh vkSj lk{kkRdkj fofèk }kjk tkuus dh dksf'k'k dh gSA  

çkFkfed MkVk 

izLrqrdrkZ us dgkfu;ksa ds okfpd ijEijk dk v/;;u fo’k; ij v/;;u us fy, çkFkfed rF; lkexzh 

lcls çFke Lrj ij ,d= Lo;a dh gSA mRrjnkrkvksa ls iz”ukoyh vkSj lk{kkRdkj ds }kjk ifj.kke izkIr 

fd;k gSA  

f}rh;d MkVk 
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f}rh;d rF; os gSa] ftls 'kksèkdrkZ vU; lzksrksa ls çkIr djrk gSA mls og lkexzh f}rh; Lrj ij çkIr 

gksrh gS vFkkZr 'kksèkdrkZ us viuss vuqlaèkku ds le; ys[k] lEikndh;] izdkf”kr dgkfu;ka] baVjusV vkSj 

fdrkcksa ls ladyu fd;k gSA blesa vfèkdka'k lkexzh çys[kksa ds :i esa miyCèk jgrh gSA 

fu’d’kZ vkSj lq>ko 

izLrqrdrkZ us “kks/k mn~ns”; vkSj iqujkoyksdu dks /;ku esa j[krs gq, jk;iqj ftyk varxrZ vHkuiqj CykWd 

fLFkr eafnj glkSn ds 50 yksxksa ls iz”ukoyh Hkjok;k gS] tks yksx de i<+s&fy[ks Fks mlus mlh iz”ukoyh 

dks Lo;a ckrphr dj Hkjk gSA bl iz”ukoyh esa ;qok] ekrk&firk vkSj cqtqxksZa dks “kkfey fd;k x;k gSA 

 

 iz”u la[;k lkr ds fo”ys’k.k ls irk pyrk gS fd 60 ?kjksa esa gh cqtqxZ jgrs gSa] tcfd iz”u 

la[;k vkB ds fo”ys’k.k ls Kkr gS fd 100 izfr”kr ?kjksa esa Vhoh gSA  

 ogha iz”u la[;k ukS ds fo”ys’k.k ls irk pyrk gS fd 100 Qhlnh cPps dkWVqZu vkSj fQYe ns[krs 

gSA tcfd iz”u la[;k 10 ds fo”ys’k.k ls irk pyrk gS 60 izfr”kr yksx v[kckj ysrs gSa vkSj 

i<+rs Hkh gSA 

 iz”u la[;k 11 ds fo”ys’k.k ls irk pyrk gS fd 100 izfr”kr yksx ;g ekurs gSa fd v[kckj 

i<+us ls tkudkfj;ka izkIr gksrh gSA  

 iz”u la[;k 12 ds fo”ys’k.k ls irk pyrk gS fd 60 izfr”kr yksx cPpksa dks dgkfu;ka lqukrs gSa] 

tcfd 40 izfr”kr yksxksa ds ikl blds fy, le; ugha gSA ogha iz”u la[;k 13 ds fo”ys’k.k ls 

irk pyrk gS fd 50 izfr”kr cPps ,sfrgkfld] 30 Qhlnh /kkfeZd vkSj 20 izfr”kr cPps lHkh 

rjg dh dgkfu;ka Lkquus esa #fp ysrs gSaA 

 iz”u la[;k 14 ds fo”ys’k.k ls irk pyrk gS fd 90 izfr”kr cPps eka&cki] nknk&nknh vkSj 

HkkbZ&cgu ls dFkk&dgkuh lqukus ds fy, dgrs gSa] tcfd 10 izfr”kr cPpksa dk jk; dqN ugha 

gSA 

 iz”u la[;k 15 ds fo”ys’k.k ls irk pyrk gS fd 60 izfr”kr yksx /kkfeZd vkSj 40 Qhlnh yksx 

,sfrgkfld dgkfu;ka lqukus esa #fp ysrs gSA 

 iz”u la[;k 16 ds fo”ys’k.k ls irk pyrk gS fd 70 izfr”kr yksx dgkuh lqukus esa 10 feuV 

vkSj 30 Qhlnh yksx 20 feuV dk le; cPpksa dks nsrs gSA ogha iz”u la[;k 17 ds fo”ys’k.k ls 
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Kkr gksrk gS fd 80 izfr”kr yksxksa dks cPpksa dks dgkuh lqukus dk eu ugha djrk gS] tcfd 20 

Qhlnh yksx gh blds fy, jkth gksrs gSaA 

 iz”u la[;k 18 ds fo”ys’k.k ls irk pyrk gS fd 100 izfr”kr yksxksa dk dguk gS fd lqcg ls 

“kke rd dke djus ls “kjhj Fkd tkrk gS] blfy, dgkuh lqukus dk eu ugha djrk gSA ogha 

iz”u la[;k 19 ds fo”ys’k.k ls irk pyrk gS fd 100 izfr”kr cPps Vhch ij dkWVqZu ns[kdj 

vius&vki dks larq’V dj ysrs gSaA 

 iz”u la[;k 20 ds fo”ys’k.k ls irk pyrk gS fd 60 izfr”kr cPps dkWVqZu esa vkWfM;ks vkSj ohfM;ks 

nksuksa ,d lkFk ns[kdj gh [kq”k jgrs gSa] tcfd 40 Qhlnh cPpksa ds eka&firk ds ikl blds fy, 

le; 

 ugha gSA ogha iz”u la[;k 21 ds fo”ys’k.k ls Kkr gksrk gS fd 60 izfr”kr yksx lksrs le; cPpksa 

dks dgkuh lqukrs gS vkSj 40 izfr”kr yksxksa ds ikl le; ugha gSA 

 iz”u la[;k 22 ds fo”ys’k.k ls irk pyrk gS fd 50 izfr”kr yksx tc cPps dgkuh lquus ds 

fy, ftn~n djrs gSa rks MkVdj lqyk nsrs gS] tcfd 50 izfr”kr lqukrs gSaA ogha iz”u la[;k 23 

ds fo”ys’k.k ls irk pyrk gS fd 70 izfr”kr yksxksa dk dguk gS fd cPps fnuHkj ijs”kku djrs 

gSa] blfy, MkVdj lqykuk iM+rk gS] ogha 30 Qhlnh yksx ?kj esa cqtqxZ ugha gksus ds ukrs ijs”kku 

jgrs gSaA 

 iz”u la[;k 24 ds fo”ys’k.k ls irk pyrk gS fd 80 izfr”kr yksx ekurs gSa fd cPpksa dh 

dke;kch esa dgkuh lqukus dk ;ksxnku gS] tcfd 20 Qhlnh yksx bls ugha ekurs gSA ogha iz”u 

la[;k 25 ds fo”ys’k.k ls Kkr gksrk gS fd 90 izfr”kr ekurs gSa fd dgkuh lqukus ls cPpksa dks 

izsj.kk feyrh gS] tcfd 10 izfr”kr yksxksa dk dguk gS ftls rjg ds dgkuh lqukrs gSa] cPps Hkh 

oSls gh cuus dh dksf”k”k djrs gSaA 

Lkq>ko 

 jkr dks lksrs le; ;g dksf”k”k t:j djs fd izfr fnu cPpksa dks de ls de vk/ks ?kaVs dgkuh 

lqukus ds fy, le; t:j fudkysA 

 ;fn vki vius lkFk cM+s&cqtqxksZa dks j[krs gS rks cPpksa ds lkFk&lkFk vkidk Hkh eukscy c<+sxkA 

 cPpksa dks ,slh dgkuh lquk, ftlls lqudj laLdkfjr gks vkSj izsj.kk Hkh feysA 
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 tc cPps ckj&ckj dgkuh lquus ds fy, ftn~n djs rks mUgsa MkfV, ugha cfYd I;kj ls 

le>kb,aA  

 cPpksa dks dkWVqZu ds lkFk&lkFk v[kckj i<+us ds fy, Hkh vknr MkysA 

 

Lkgk;d xzaFk lwph 

1- Hkkjr dh yksd&dFkk,a&,ds jkekuqtu] vuqokn& dSyk”k dchj] us”kuy cqd ट्रस्ट] bafM;k 
2- lEiw.kZ dgkfu;ka& eUuw HkaMkjh& jk/kkd̀’.k izdk”ku izkbosV fyfeVsM] nfj;kxat ubZ fnYYkh 

3- lkekftd vuqla/kku rFkk “kks/k izfof/k;ka& MkW ,vkj,u JhokLro vkSj MkW jes”k pkScs& e/; izns”k fgzUnh xzUFk 
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Abstract: The Present time is technology-oriented, day to day advance technologies are 

developing and adapted in media field. More than this convergence has covered every filed of 

human lives. In this series online newspapers are convergence of print newspapers available on 

new media platforms. Online newspapers are convenient, cheap, and interactive then the printed 

editions. It also helps to improve reading habits, knowledge, and awareness among new media 

addicted youth. According to Stadler (1980), reading online newspapers are responsible for 

creating and generating reading habits among students. This paper aims to study online 

newspaper reading habits of semi urban area. The study has been conducted on 100 students of 

Govt. College of Julana i.e. a Semi-Urban town in Jind district, Haryana. The data was collected 

through survey method. The results show that Internet has become an important part of students’ 

life. All the surveyed respondents reported they read online newspapers. The results reveal that 

Hindi dailies are read more than the English dailies. The students reported that Internet speed 

affects online newspaper reading. 

Key Words: Online, E-paper, College Students, Semi-Urban Area  

“The online version is better if you need to quickly access a story, or if you want to find more 

stories that the paper may not have. It makes it easier to find things.” Sophomore
1
 

Introduction: The advent of Web technologies has broadened the scope of news and 

information. The most advanced features of today’s web technologies are that they provide two-

way communication platform. The readers are not only readers now they can participate in news 
                                                           
1
 http://www.jeadigitalmedia.org/2013/01/20/what-do-students-prefer-reading-online-or-print-news-an-anecdotal-

response/ 
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communication through giving their feedback or through citizen journalism. All this has created 

a huge pressure and competition for Print Media mainly the national dailies. 

The Internet has become a regular habit of today’s life. Everything is gone online.  Earlier the 

Internet started as Military Communication through Arpanet. But today the Internet is used in 

every sphere of life. Whether it is about self-expression, interpersonal communication, e-

commerce, banking, news, entertainment, information or whatever. The Internet has become one 

for all. Moreover the continuous advancement & update in Web technology is advancing the 

features available online. All this has affected news media a lot. The convergence culture has 

made it mandatory for traditional news media to have place in online media. The Interactive 

feature of Web 2.0 has made it a little convenient too for traditional media to go online. The 

present paper aims to study online newspaper reading habits of semi-urban students. The 

newspaper today is available online to cater the needs of Internet Community. The online papers 

are available in two forms. One is the printed copy of Printed newspaper is available online as it 

is. The other is the media organizations are having Internet editions of their newspapers in which 

top stories are reported at instant. The present study limits to study reading habits of online 

versions of printed newspapers only. 

Literature Review:  

Pradeep Tewari in his research article The habits of online newspaper readers in India conducted 

an online survey on 3183 online news consumers to know the reading habits of online readers. 

The study found differences in reading habits of male and female news consumers. The Times of 

India was found to be most preferred newspaper. An important finding of the study was that the 

news consumer’s online newspaper subscription decreases when the online paper has a paid 

subscription. The results of the study revealed that news consumers further share news on other 

platforms and respondents like the 24*7 update in online newspapers. 

Herman in the Master’s Thesis titled Newspaper Reading: The Explaining factors of newspaper 

reading behavior of young adults studied the affecting variables for newspaper reading among 

youth. The study aimed to find out whether there is difference between paid newspaper readers 

and free newspaper students. The study was accompanied through a survey on 245 Dutch fresh 

grownups. The results discovered that newspaper reading doesn’t depend on young adult’s 

investigation desires. The assistances provided are very significant in newspaper evaluation time. 
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The young adults tend to read online newspapers regardless of real interest n news subjects when 

reading is made easy to them. 

Edegoh et. al. in research paper titled Evaluation of Newspaper reading habits of youths in 

Anambra State, Nigeria studied the youths preferred newspapers, reading frequency, type of 

stories, and accessing ways of newspapers. The findings revealed that the youth read newspapers 

a lot. The youth majorly prefers to read sports, political, and economic news stories. The results 

concluded that The youth of Anambra State do not but newspapers they read rather they access 

newspapers through newspapers stands, borrowing from friends or neighbors or browsing 

through mobile on internet. 

Objective of the Study: 

1. To know the online newspaper reading habits of the students of semi-urban area. 

2. To find out how much time students read online newspapers. 

3. To explore which sections of newspapers are mostly read by the students. 

4. To find out the students’ motives for reading online newspapers. 

Methodology: In the present research paper survey method has been adopted. 100 students of 

Government College, Julana (A semi-urban town), Jind, Haryana were surveyed to know the 

online newspaper reading habits among semi-urban youth. The data has been collected through 

personally administered printed questionnaire & data has been analyzed through SPSS. 

Descriptive statists have been used for analyzing the results. The results are presented through 

tables showing simple frequency and percent. 

Results and Discussion 

Table 1: Gender of Respondent 

Variable Frequency Percent 

Male 54 54% 

Female 46 46% 

Total 100 100% 

Table 1 shows the gender of the surveyed respondents. The data shows that out of 100 surveyed 

students 54% were male and 46% were female. It shows that the surveyed youth constitutes a 

slightly more percentage of female students. 
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Table 2: Media habit of the respondents 

Variable  Response Response Percent 

Print Media  42 23.59% 

Electronic Media  49 27.53% 

Web/New Media  62 34.83% 

Any others, please specify  25 14% 

Total  178 100% 

Table no. 2 shows the most often used media by the surveyed students. The question was asked 

in multiple choice question, as in general various media is used. The data reflects that majority of 

respondents almost two fifth uses web/new media as being reported by 34.83%. The second 

majorly used media as being reported by the respondents is electronic media (27.53%) followed 

by print media (23.59%), and any others (14%). It shows that most of the respondents use mix of 

all media types but youth most often used media is web media reflecting the adoption of new 

technology among youth. 

Table 3: How often do you use Internet?   

Variable  Frequency  Percent  

Always  24 24% 

Often  49 49% 

Sometimes  17 17% 

Rarely  10 10% 

Never  00 00% 

Total  100 100% 

In response to the question how often do you use Internet, majority of the respondents reported 

they use Internet Often as being reported by 49% respondents. Although 24% reported Always, 

17% said sometimes, and 10% said they use internet rarely. None of the respondents reported 

never use of Internet. It shows that now everyone is using Internet. The usage varies from always 

to rarely. The 100% of the surveyed students reported Internet usage. 
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Table 4: Through which devices you access Internet 

Variable  Response Response Percent 

Personal Computer  37 18.05% 

Laptop  46 22.44% 

Tablet/palmtop  11 5.37% 

Smartphone  88 42.93% 

Any other, please specify  23 11.22% 

Total  205 100% 

Table no. 4 shows the data reporting major devices used by surveyed youth for accessing 

Internet. The survey shows that majorly Smartphone is reported for accessing Internet is laptop 

as mentioned by being reported by 42.93%. The next majorly mentioned device for accessing 

Internet is laptop as being mentioned by 22.44% respondents followed by Computer (18.05%), 

Tablet/palmtop (5.37%), and other (11.22%). The overall data shows that mobile devices have 

become more popular among youth for accessing Internet and computers and traditional devices 

for accessing Internet are now less prominent among youth. 

Table 5: How much you are familiar with Internet surfing 

Variable  Frequency  Percent 

Extremely familiar  25 25% 

Moderately  34 34% 

Average  24 24% 

Slightly  15 15% 

Not at all  2 2% 

Total  100 100% 

In response to the question, how much you are familiar with Internet surfing, highest responses 

are for moderately familiar (34%) followed by extremely familiar (25%), average (24%), and 

lowest for slightly familiar (15%). Out of 100 surveyed youth only 2% reported not at all 

familiar with Internet surfing. The data reflects that the Internet has become common everywhere 
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and even in semi urban area almost everyone is familiar with Internet surfing although the 

familiarity level ranges from extremely to slightly familiar. 

Table 6: Read online newspaper  

Variable Frequency  Percent 

Always  37 37% 

Often  32 32% 

Sometimes  15 15% 

Rarely  16 16% 

Never  00 0% 

Total  100 100% 

Table 6 show youth habit of reading online newspaper. Majority of the respondents i.e. 37% 

percent students always read online newspapers. The second higher percent of 32% read online 

newspaper often followed by 15% who read sometimes and 16% reading rarely. 100% of the 

surveyed youth reported they read online newspaper.  It shows that majority of students read 

online newspapers. Its good sign for technology acceptance among semi-urban youth.  

Table 7: At what place respondents prefer to read online newspaper  

Variable  Response Response Percent 

At Home  34 12.37% 

At Cyber Café 19 6.9% 

While Travelling  67 24.37% 

Department/College Computer Lab 66 24% 

Department/College Library 51 18.55% 

Any others please specify…. 38 13.82% 

Total  275 100% 

When asked to students at what place do you prefer to read online newspaper almost an equal 

percent of 24% said While travelling and Department/Computer Lab. 18.55% reported at 

Department/College Library, 13.82% said at other places than the given option read at that major 
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places preferred by students for reading online newspapers are educational places, while 

travelling, and at home. 

Table 8: From how long you are reading online newspaper 

Variable  Frequency  Percent 

From last two months  19 19% 

From last four months  23 23% 

From last six months  17 17% 

From last one year  29 29% 

More than one year   12 12% 

Total  100 100% 

Table 8 shows that 29 percent respondents are reading online newspaper from last one year, 23% 

respondents are reading online newspaper from last four months, 12% said more than one year, 

19% read newspaper from last two months and 17% read from last six months and. This data 

shows that on an average the respondents have been reading online newspaper from last six 

months.  

Table 9: Approximately, how much time you spend on reading online newspaper in a day  

Variable  Frequency  Percent 

30-60 minutes 42 42% 

One to two hours  29 29% 

Two to three hours  11 11% 

More than three hours  18 18% 

Total  100 100% 

When asked to respondent that approximately how much time they spend on reading online 

newspaper in a day. Majority i.e. 42% respondents said, they spend daily 30-60 minutes for 

reading online newspaper. 29% reported one to two hours daily, 18% mentioned more than three 

hours and a total of 11% reported that they read online newspapers for at least two to three hours 

in a day. 
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Table 10: Which online newspaper do you like to read online? (Can tick multiple) 

Variable  Response Response Percent 

Dainik Bhaskar (epaper.bhaskar.com)  72 17.69% 

Dainik Jagran (epaper.jagran.com) 57 14% 

Haribhoomi (epaper.haribhoomi.com) 38  9.34% 

Punjab Kesari (epaper.punjabkesari.in) 58 14.25% 

Dainik Tribune  (epaper.dainiktrinuneonline.com) 22 5.40% 

Amar Ujala (epaper.amarujala.com) 35 8.59% 

The Tribune (epaper.tribuneindia.com) 63 15.48% 

Indian Express (epaper.indianexpress.com) 22 5.40% 

The Hindu (epaper.thehindu.com) 13 3.19% 

Any other, please specify... 27 6.63% 

Total  407 100% 

Table 10 shows that, when asked to students which online newspaper do you like to read online? 

Majority of the respondents mentioned Dainik Bhaskar (17.69%). The second majorly online 

read newspaper was The Tribune (15.48%), followed by Punjab Kesari (14.25%), Dainik Jagran 

(14%), Haribhoomi (9.34%), Amar Ujala (8.59%), other newspapers (6.63%), The Hindu 

(3.19%),  and an equal percent of 5.40% reported Dainik tribune & Indian Express. The data 

shows that the semi urban youth is prefeering both Hindi as well as English dailies. Although 

Hindi online newspapers have been chosen more by the respondents. 

Table 11: Preferred language of Online Newspaper  

Variable  Response Response Percent 

Hindi  74 61.67% 

English  38 31.67% 

Any others, please specify  08 6.67% 

Total  120 100% 

The survey results show that majority of the respondent i.e., 61.67 percent of the surveyed youth 

prefer Hindi language e-newspaper. Although one third i.e. 31.67% respondents prefer English 
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language online newspaper. Approximately 7% prefer others language for reading online 

newspaper.  

Table 12: Motives to choose online newspaper?  

Variable  Response Response Percent 

No costs 57 15.7% 

Wide news choices 33 9.1% 

In-depth and background information 38 10.47% 

24/7 Updates  56 15.43% 

News can be saved digitally for future reference 37 10.19% 

Ability to discuss & share news with peers  28 7.71% 

The existence of different viewpoints  32 8.82% 

The opportunity to talk back to the media  59 16.25% 

Any others, please specify  23 6.34% 

Total  363 100% 

Table 12 shows motives of choosing online newspaper. The data shows that majority of students 

e.g. 16.25% read online newspaper because of online newspaper gives respondents the 

opportunity to give feedback to media by comment or opinion port on online newspaper site. The 

second majority of responses is for no costs i.e. 15.7% followed by 24/7 updates (15.43%), in-

depth and background information (10.47%), News can be saved digitally for future reference 

(10.19%), wide news choices (9.1%), the existence of different viewpoints (8.82%), ability to 

discuss & share news with peers (7.71%), and a 6.34% mentioned others reasons to choose 

online newspapers.  

Table 13: Type of content mostly liked in online newspaper? 

Variable  Response Response Percent 

Graphics  52 4.31% 

Videos  78 6.46% 

Book Reviews  60 4.97% 
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Product Reviews 68 5.63% 

Interviews  60 4.97% 

Research and Original data 28 2.32% 

Advice column  76 6.30% 

By line  80 6.63% 

Editorial  85 7.04% 

Letter-to-Editor  65 5.38% 

Business and Finance  62 5.14% 

Entertainment and celebrity  77 6.38% 

Health and education  67 5.55% 

Arts and cultural  86 7.13% 

Politics  86 7.13% 

Science  68 5.63% 

Sports  73 6.05% 

Any others, please specify  35 2.90% 

Total  1206 100% 

Table 13 shows type of content mostly liked by the surveyed youth in online newspaper. The 

data shows that majority of students i.e. 7.13% read online newspaper because of online 

newspaper provide art, cultural and political content. The second majority of responses is for 

editorial i.e. 7.04% followed by byline (6.63%), videos (6.46%), entertainment and celebrity 

(6.38%), advice column (6.30%), sports (6.05%), product reviews (5.63%), health and education 

5.55%, letter-to-editor 5.38, business and finance 5.14, interviews 4.97, graphics 4.31, book 

review 4.97, any others 2.90 and research and original data 2.32.  

Table no. 14: Criteria for choosing online newspaper 

Variable  Response Response Percent 

On the basis of Content 38 21.46% 

On the basis of Language 48 27.11% 

On the basis of Writer 12 6.77% 
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On the basis of Interest area 42 23.72% 

Any others, please specify 37 20.90% 

Total 177 100% 

Table 14 shows criteria for choosing online newspaper. The data shows that majority of students’ 

criteria for choosing online newspaper is language basis i.e. 27.11%. Although a little less but an 

important percent of respondents choose online newspapers on the basis of interest area i.e. 

23.72%. 21.46% means one fifth of the respondents choose online newspapers on the basis of 

Interest area. Although equally 20.90% students reported on the basis of other reasons than the 

given options.  6.77% mentioned they choose online newspapers on the basis of Writer.  

Table 15: Why do you prefer to read online newspaper?  

Variable  Response Response Percent 

Save time 83 9.21% 

Easily available  75 8.32% 

Interesting 67 7.43% 

Extra content 74 8.21% 

Knowledgeable 80 8.87% 

Entertainment 70 7.76% 

Interest 57 6.32% 

Content in detail 55 6.10% 

Instant news update  82 9.10% 

Maximum news coverage  78 8.65% 

Free of cost  85 9.43% 

Take print out  65 7.21% 

Any others, please specify  30 3.32% 

Total  901 100% 

Table 15 shows motives for preferring to read online newspaper. The data shows that majority of 

students e.g. 9.43% prefer to read online newspaper because of online newspapers are available 

free of cost. The second majority of responses are for save time i.e. 9.21%, next majority of 
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responses is for instant news update i.e. 9.10%, followed by knowledgeable (8.87%). 8.65% 

prefer to read online newspapers for wide news coverage, 7.43% prefer because interesting 

content is available, 7.21% reported they can take print outs, and 3.325 said for any other reasons 

they prefer to read online newspapers.  

Table 16: Difficulties in reading online newspaper  

Variable  Response Response Percent 

Unknown character display for regional language  58 24.57% 

Slow downloading rate  44 18.64% 

Too many links  59 25% 

Reading on screening is tiring  35 14.83% 

Any others, please specify  40 16.94% 

Total  236 100% 

Table 16 shows the difficulties face by the respondents while reading online newspapers. One 

fourth of the respondents reported that they face too many links issue in reading online 

newspapers, Almost equally i.e. 24.57% face difficulties of unknown character display for 

regional language, 18.64% said they are affected by slow downloading rate in online reading, 

and 14.83% reported reading on screening is tiring and 16.94 percent face other than the 

mentioned difficulties during reading online newspaper.  

Table 17: Which section of online newspaper do you read first? 

Variable  Response Response 

Percent 

Headlines  64 7.17% 

Lifestyle section  44 4.93% 

Fashion  38 4.26% 

Arts  44 4.93% 

Music  52 5.82% 

Advertisement  58 6.50% 
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Hot Jobs 68 7.62% 

International News  42 4.70% 

National News  70 7.84% 

Sports Column 52 5.82% 

Editorials  62 6.95% 

Current Topic  64 7.17% 

Spirituality 28 3.13% 

Astrological  20 2.24% 

Forecasts 37 4.14% 

Local News  68 7.62% 

Finance section  33 3.69% 

Any others please specify. 48 5.38% 

Total  892 100% 

Table 17 shows data related to preferred section of online newspapers. 7.84% of respondents 

reported that they read at first national news, 6.95% read editorials, 7.62% read first hot jobs and 

local news, 7.17% read first current topic and headlines. 6.50% first read advertisement, 5.82% 

first read music and sports column, 4.93% read lifestyle section and arts. Only 3.69 percent 

respondent read finance section at first, 4.26 percent respondent read fashion related content and 

3.13 percent respondent read content related to spirituality, 2.24 percent respondent read 

astrological section at first. The survey results that students read national news, editorials, and 

about jobs at first while starting to read online newspapers.  

Findings:  

 The survey constituted a slightly more percentage of female students. 

 The data shows that two fifth of the respondents use web/new media. Although 

Electronic media and print media are also in usage as being reported by more than one 

fourth respondents. It shows that most of the respondents use mix of all media types but 

web media is used more than other media. The 100% of the surveyed students reported 

Internet usage. 
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 The results show that majorly Smartphone is used by students for accessing Internet. The 

overall data shows that mobile devices have become more popular among youth for 

accessing Internet and computers and traditional devices for accessing Internet are now 

less prominent among youth. 

 100% of the surveyed youth reported they read online newspaper. Most of the surveyed 

students reported that they read online newspaper while travelling and in 

Department/Computer Lab. The data shows that on an average the respondents have been 

reading online newspaper from last six months. 

 An important finding is on average students read online newspaper for 30-60 minutes in a 

day. Most preferred newspapers are Hindi dailies. 

 In response to motives for reading online newspapers the surveyed youth reported they 

read online newspaper because of online newspaper gives respondents the opportunity to 

give feedback to media by comment or opinion post on online newspaper site and online 

newspapers are available for no costs.  

 The data shows that reader face difficulties too while reading online newspapers. The 

surveyed youth reported that while reading online newspapers they face too many links 

issue, unknown character display for regional language, slow downloading rate, and they 

mentioned that on screening reading is tiring.  

 In response to the question what they read at first in online newspaper, the respondents 

reported that they read national news, editorials, and about jobs at first. 

Conclusion: New media has taken over all other media platforms. The traditional media forms 

are also taking place through new media. It shows the convergence era and its effect. In such 

times the traditional printed newspapers have to be on new media platforms to sustain 

themselves as in today’s time everyone is heavily dependent on Internet. In this lieu the online 

edition of printed newspapers are tackling perfectly with the convergence culture. The present 

research study aimed to know online newspaper reading habits of semi urban area. The earlier 

studies have studied about online newspaper reading habits among urban or rural area people. In 

such context this study adds new knowledge to the existing literature on online newspaper 

reading habits. The results of the study confirm the earlier studies. The online newspapers are 

equally popular semi urban area. The technology has reached every nook and corner of every 
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region. The youth is actively using online newspapers and benefitting from them. Although 

Hindi dailies are read more than English newspapers. An another important finding of the study 

is youth reads online newspapers because it is available free of cost, are interactive, instant and 

give options to save for future or share among online network in the era of virtual social 

networks. 
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Abstract: Organized retailing involves trading conducted by licensed retailers. Government took 

bold action to revive India’s economic reform by allowing 51% FDI in multi brand retail. FDI in 

multi-brand has become economic issue. The evidence so far is mixed varying from positive to 

negative effect of FDI. The liberalization of Foreign Direct Investment policy of the Indian 

Economy in 1991 has made most business sectors eligible to receive foreign investment which 

opens up doors for various multinational corporations. But the policy framework for retail & the 

trading sector was highly restricted. In 2008, the Government contemplated opening up retail 

sector by allowing 100 percent FDI in single-brand retail & 51 percent FDI in multi-brand 

retailing. However, it did not succeed due to opposition from opposite parties as well as the local 

trade associations. Until 2011, Indian government denied foreign direct investment in multi-

brand retail but finally on November 24, 2011 Indian government approved proposal and 

announced retail reforms for single-brand and multi-brand retail. This paper throws light on the 

existing retail and limitations of current set-up. The paper also discusses the government policy 

on FDI in retailing and tries to examine it pros & cons.  

 

Introduction: India has emerged as an attractive destination for retailing over the last few years. 

The most important phase of the growth of this sector was from 2000-2006, when the revenues 

increased about 93.5 percent. This encouraged international retailers to evaluate an entry into the 

Indian market-place. Level of Urbanization in India has put drastic changes in the consumption 

pattern of people. Emergence  of  new  social  classes  and  expansion  of  middle  and  upper  

middle  classes, substantial  rise  in  the  income  of  the  people  and  growth  of  the  nuclear  

family  system  have brought  in  a  great  deal  of  change  in  the  attitude  of  consumers.   
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All this makes India a very attractive destination for foreign investment in retail sector. Retailing 

industry of India accounts for US $470 billion with an annual compound growth rate of 11 

percent. India is one of the fastest growing retail markets in the world. India’s retailing is 

essentially owner manned small shops account for more than 90%. In 2010, larger format 

convenience stores and supermarkets was just 4% of the total industry and these were present 

only in large cities but now scenario is totally changing. 

Objectives of the Study: 

In this paper attempt has been made to cover: 

 Existing retail scenario in India & its limitations. 

 Government Policy on FDI with its pros and cons. 

FOREIGN DIRECT INVESTMENT (FDI) 

FDI can be defined as a cross border investment, where foreign assets are invested into 

organizations of the domestic market excluding the investment in stock. An investment made by 

a company or entity based in one country, into a company or entity based in another country. 

Foreign direct investments differ substantially from indirect investments such as portfolio flows, 

wherein overseas institutions invest in equities listed on a nation's stock exchange. Entities 

making direct investments typically have a significant degree of influence and control over the 

company into which the investment is made. Open economies with skilled workforces and good 

growth prospects tend to attract larger amounts of foreign direct investment than closed, highly 

regulated economies. 

REQUIREMENT OF FDI  

No doubt every country requires funds for technological development, industrialization, 

infrastructure development, etc. Modern technology is utmost important for the development of 

economy basically, for developing economy like India in which FDI plays prominent role. FDI 

also generate healthy competition in the recipient countries. With the increase in level of 

competition consumer choice also increases which tend to bring down prices and boost economic 

welfare of consumers.  

 

 

 



Vol. II, Issue XIII – May 2016  ISSN No. 2395-6941 

Article ID # 906  Website: http://www.umrjournal.com/ 

Peer–Review Refereed Research Journal  

 

 

53 
© Universal Multidisciplinary Research Journal (Online) 

 

 

INFLOW TREND OF FOREIGN DIRECT INVESTMENT 

(US $ Million) 

2008-09 37,838 

2009-10 37,763 

2010-11 32,901 

2012-13(Apr. to 

Feb.) 

24,625 

Source: Handbook of Statistics on Indian Economy, 2011-12; RBI Bulletin, April 2013 

RETAIL SECTOR 

Transformation is one world which can be best describing the state of retail industry at a global 

and Indian level. Retailing by its nature, is a dynamic industry. The emergence of the 24/7 

culture has had a very strong impact on the changes occurring in industry. Each passing year has 

had new and far reaching effects on the retail industry and next ten year will undoubtedly hold 

even more changes than the last decade. 

The retail industry can be divided into (i) organized, (ii) unorganized and (iii) informal sector. 

The first category retailers comprise traders who possess legal permissions or licenses to 

undertake the activity, are registered with sales tax/VAT etc. Such enterprises are supermarkets, 

hypermarkets, retail chains, and also the privately-owned large retail businesses. This sector is 

gradually gaining importance, and slowly vanish the business of second category of retailers. By 

unorganized retail trade enterprises, means all those local kirana & general shops, family 

managed –Own Account trade enterprises (Mom-Pop shops), registered under the Shops and 

Establishment Act, administered by the local authorities. Their number is very large and this 

category of enterprises dominate Indian scenario. The third category of retailers include small 

shops such as tiny grocery and vegetable shops run from a room of a house, paan/beedi kiosks 

(often selling a variety of items, like small toothpaste tubes, tooth brushes, soaps, pouches of 

shampoo, etc),  operating without any licenses.  

LIMITATIONS OF PRESENT SET UP (UNORGANIZED SECTOR):  

 Limited scope:  Most of the unorganized retail shops in India employ family members, 

do not have the scale to procure or transport products at high volume, have no quality 

control and have no training on safe and hygienic storage, packaging or logistics. The 
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unorganized retail shops source their products from a chain of middlemen who offers at 

hike markup which increases price of product and even unorganized retail shops rarely 

offer after-sales support or service. 

 Limited choice to the consumer: People in India used to shop in open markets or 

millions of small, independent grocery and retail shops. Shoppers usually stand outside 

the retail shop & ask for what they want. Access to the shelf or product storage area is 

limited. Once the shopper requests the item they are looking for, the shopkeeper goes to 

storage area, brings it out and offers it for sale to the consumer. Often the shopkeeper 

give substitute the product, claiming that it is similar or equivalent to the product the 

consumer is asking for. 

 No fixed Price: The product offered by shopkeeper generally has no price label in these 

small retail shops although some products have a maximum retail price pre-printed on the 

package. The shopkeeper prices the item and two consumers may pay different prices for 

the same product on the same day. Price is sometimes negotiated between the consumer 

and shopkeeper. Today’s in busy schedule, the consumers do not have time to examine 

the product label, and do not have a choice to make an informed decision between 

competitive products.  

 Infrastructure: There has been a lack of investment in the logistics of the retail chain, 

leading to an inefficient market mechanism. Though India is the second largest producer 

of fruits and vegetables (about 180 million MT), it has a very limited integrated cold-

chain infrastructure, with only 5386 stand-alone cold storages, having a total capacity of 

23.6 million MT., 80% of this is used only for potatoes. Storage infrastructure is 

necessary for carrying over the agricultural produce from production periods to the rest of 

the year and to prevent distress sales. Lack of adequate storage facilities cause heavy 

losses to farmers in terms of wastage in quality and quantity of produce in general.  

FDI IN RETAIL & GOVERNMENT POLICY- A GALANCE 

SINGLE BRAND: Single brand implies that foreign companies shall be allowed to sell goods 

internationally under a ‘single brand’, viz., Reebok, Nokia and Adidas. FDI in ‘Single brand’ 

retail implies that a retail store with foreign investment can only sell one brand. 
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MULTI BRAND: FDI in Multi Brand retail implies that a retail store with a foreign investment 

can sell multiple brands under one roof. Opening up FDI in multi-brand retail will mean that 

global retailers including Wal-Mart, Carrefour and Tesco can open stores offering wider range of 

household items and grocery directly to consumers in the same way as ‘kirana’ store.  

SHAPE OF FDI- GOVERNMENT POLICY 

As part of the economic liberalization process set in place by the Industrial Policy of 1999, the 

Indian government has opened the retail sector to FDI slowly through a series of steps: 

 1995- World Trade Organization’s general agreement on trade in services, which include 

both wholesale and retailing services, came into effect. 

 1997- FDI in cash and carry (wholesale) with 100% rights allowed under government 

approval route. 

 2006- FDI in cash and carry (wholesale) brought under the automatic route. 

--Up-to 51% investment in Single- brand retail outlet permitted. 

 2011- 100% FDI in Single-brand retail permitted. 

 2012- 51% FDI in Multi- brand retail permitted. 

a) FDI in “single-brand” retail- Up to 100% FDI is permissible in single-brand retail, 

subject to approval of Foreign Investment Promotion Board(FIPB) and as per conditions 

mentioned: 

 Only single-brand products are sold & under same brand internationally. 

 Any additional products categories to be sold must receive government approval. 

b) FDI in “multi-brand” retail- Department of Industrial Policy and Promotion (DIPP) 

and Ministry of Commerce in July 2010, released discussion paper on FDI in multi-brand 

retailing.  The committee of Secretaries, led by cabinet Secretary, recommended opening 

the multi-brand retail sector for 51% FDI, minimum investment of US $100 million and a 

mandatory 50% capital reinvestment into backend operations. On November 24, 2011, 

the Union Cabinet of the Indian Government approved a proposal of 51% FDI in multi-

brand retailing. 

The retail industry of India is the second largest employer with approximate to 35 million people 

employed in this sector. There has been opening of Indian economy to foreign organization for 

foreign direct investment through organized retail. The union government in 2012 has sanctioned 



Vol. II, Issue XIII – May 2016  ISSN No. 2395-6941 

Article ID # 906  Website: http://www.umrjournal.com/ 

Peer–Review Refereed Research Journal  

 

 

56 
© Universal Multidisciplinary Research Journal (Online) 

 

 

51% foreign direct investment in multi-brand like Wal-Mart, Carrefour, and Tesco up to 100% in 

single brand retail like Adidas, Nokia and Reebok. By this foreign goods and items of daily 

consumption available locally, at a lower price, to Indian consumers. The new policy will allow 

multi-brand foreign retailers to set up shop only in cities with a population of more than 10 lakhs 

as per the 2011 census & there are 53 such cities.  

ARGUMENT IN SUPPORT OF GOVERNMENT DECISION 

 Increase in Knowledge: FDI in retail will create a path for inflow of knowledge from 

international experts. There will be strong retail growth through the development of the 

retail capability.  

 Availability of new technology: FDI results in transfer of skills and technology from 

other country which develop the infrastructure of the domestic country. Greater 

managerial talent inflow from other countries will be possible through Foreign 

Investment. 

 Farmers- a Gainer: FDI in retail provides biggest benefit to framers because it results in 

improving their productivity. The farmers will not just able to increase their output but 

also get benefit by supplying directly to organized retailers, by having long term contracts 

with them. The foreign retailers will purchase raw materials and various other goods from 

the original producer directly. The original producers will get higher price and also profit 

will flow to them directly.   

 Indian consumers: India is now country with largest number of moneyed consumers. 

Indian consumers are becoming quality-conscious and with FDI in retail sector they will 

able to access quality goods at a low cost in their home country. The stage is now set 

when Indian consumers will have the luxury of world class opportunity of shopping to 

meet the requirements of daily life. Big retailers will often allow discounts on selected 

items which will facilitate the consumers and they can end up with marginal bargains.  

 Increase employment opportunities: There will be huge job opportunities in the 

country as organized retailers need workers. The entry of modern retailers will expand 

the market creating large amount of additional jobs. The job opportunities will vary from 

ordinary workers to specialized officers. The employment opportunities will be in retail 

sales, retail floor manager, cold chains, warehousing and logistics. 
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There are many who believe that FDI will act as guardian for the economic development of the  

Country. It will not happen that big fish will eat small fishes. This is because in India 95% retail 

is in the hand of un-organized sector that means only 5% is of organized sector.  

ARGUMENT AGAINST FDI IN RETAIL 

 The arguments against are that FDI will displace the traditional shops and petty retail stops in 

markets and mohallas. India has two types of un-organized retailers: one is the big un-organized 

retailers i.e. the shop of wealthy consumers and the other small un-organized retailers i.e. the 

shop of poor consumers. The latter will remain untouched while the former may be marginally 

affected. Followings are ill effects of government decision 

 Negative effect on Middle & Small retailers: In India there are lots of hardworking 

bread earners, comprising of 80 crore people, will surely get affected. In terms of 

employment around 38% in rural areas and around 47% in urban areas depend on retail 

sector for their livelihood. Around 14 crore people are directly or indirectly earning from 

the retail sector and if we consider their family members then this number would be 40 

crore and they will definitely be effected.  

 Purchase of raw material from mother land or from other country: The retailers will 

import huge quantities of consumer goods from their mother country or from other 

country, where these goods are available relatively cheaper, which negatively affect the 

interest of the domestic producers. The proposal contains provision that big retailers have 

to purchase 30% from the small scale industries has its drawback because that small scale 

industries could be anywhere in the world not necessarily of India. So the Indian industry 

will not be benefited.  

 Ruining economy: Big retailers will not able to create additional markets for themselves 

so they try to tap the existing ones. It would lead to unfair competition and ultimately 

results in large-scale exit of domestic retailers, especially the small family managed 

outlets. So, the entry of large global retailers such as Wal-Mart would kill local shops and 

millions of jobs, since the unorganized retail sector employs an enormous percentage of 

Indian population after the agriculture sector. 

So, the above point states both positive and negative effect of government decision. We can 

overcome negative effects by making strong policies with regard to this effect.  
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Conclusion: In light of the above, it can be concluded that people are not considering FDI in 

retail sector as path of economic development but they are taken it as fear. This may be due to 

lack of knowledge about the pros and cons of the proposed policy change. FDI in retail sector 

with proper norms would not just lead to economic growth but would also create coordination 

and integration of Indian retail market with that of foreign market. This opens up path for new 

employment opportunities, raise GDP & tax income, Supply chain improvement, Up-gradation 

in Agriculture, Manpower and skill development. It can be considered as appreciable move of 

government for development of country. Retailers who are cost effective, with sustainable 

business models and who are willing to understand and adapt to the Indian sensibilities are more 

likely to succeed in Indian market.          
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