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ABSTRACT

The objective of this study is to find the impact of job satisfaction on worker’s productivity. Job
satisfaction describes how content an employee is with his or her job. It is a fairly recent term
since in previous centuries the jobs available to a particular person were frequently determined
by the occupation of that person’s parent. There are a variety of factors that can impact a
person’s level of job satisfaction. Some of these factors include the level of pay and
benefits, the perceived fairness of promotion within a company, the quality of the working
conditions, leadership and social connections, the job itself (the variety of tasks involved,

the interest and challenge the job generates, and the clarity of

the job description/conditions).

Employee attitudes are important to management because they determine the behavior of
workers in the association. The generally held opinion is that “A satisfied worker is

a productive worker”. A satisfied work force will produce an affable atmosphere within the
organization to

perform well. Hence job satisfaction has become a major subject for

experimentation studies.

The happier people are within their job, the further satisfied they're said to be.

Job satisfaction isn't the same as motivation, although it's easily linked. Job design aims to
enhance job satisfaction and performance styles include job rotation, job enlargement and
job enrichment. Other influences on satisfaction include the administration style and
culture, employee involvement, empowerment and independent workgroups. Job
satisfaction is a very major attribute which is constantly measured by organizations. The
research recommends that the best way of measurement should be the use of ranking scales
where workers report their responses to their jobs. Questions relating to pay, work
responsibilities, variety of tasks, promotional opportunities, work itself, the relationship

between workers association were asked.
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ABSTRACT

Artificial intelligence (Al) is transforming the way businesses run and engage
with customers both inside and externally as its capabilities grow. Al is
presently being used in the insurance industry in a variety of ways, but its
potential to disrupt the industry is unclear. This study looked at how 20
Insurance businesses implemented Al-driven automation. According to the
research, four business models (BM) are emerging: The insurer in the first
model takes a lesser share of the value chain, allowing others with better Al and
data to take a larger share. In the second model, the insurer employs Al to boost
effectiveness while keeping the same model and value chain. The insurer
modifies their model in the third model to fully employ Al and seek for fresh
data and consumers. Finally, in the fourth model, a technology-focused firm
adds insurance to their existing Al capability and great data. Future research
directions are presented from both an academic and a practitioner perspective.
The findings show that as the insurance business model shifts from loss
compensation to loss prediction and prevention, cost efficiencies and new
revenue streams can be realised. Furthermore, we see two potential
developments in terms of risk insurability. The first is that insurance companies
may use artificial intelligence to make more accurate predictions of loss
probabilities, thereby decreasing one of the industry's most vexing issues,
asymmetric information. The second development is that artificial intelligence
has the potential to dramatically alter the risk landscape by changing some
dangers from low severity/high frequency to high severity/low frequency. This
necessitates insurers rethinking standard insurance coverage and designing
appropriate insurance solutions.
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INTRODUCTION
IMPACT OF Al ON FUTURE OF INSURANCE

The industry is on the verge of a seismic, tech-driven shift. A focus on four

areas can position carriers to embrace this change.

Welcome to the future of insurance, as seen through the Leyes of Scott, a
customer in the year 2030. His digital personal assistant orders him a vehicle
with self-driving capabilities for a meeting across town. Upon hopping into
the arriving car, Scott decides he wants to drive today and moves the car into
“active” mode. Scott’s personal assistant maps out a potential route and
shares it with his mobility insurer, which immediately responds with an
alternate route that has a much lower likelihood of accidents and auto
damage as well as the calculated adjustment to his monthly premium. Scott’s
assistant notifies him that his mobility insurance premium will increase by 4
to 8 percent based on the route he selects and the volume and distribution of
other cars on the road. It also alerts him that his life insurance policy, which
is now priced on a “pay-as-you-live” basis, will increase by 2 percent for this
quarter. The additional amounts are automatically debited from his bank

account.

What exactly is Al?

Artificial intelligence (Al) has become one of the biggest buzzwords of the
digital age. If you are not familiar with Al, it is essentially the concept that a
computer can think, learn and behave like a human. Al can interpret data and
use the learnings to perform a variety of tasks. Machine learning is the
specific application of Al that allows it to interpret and analyze the data in a

productive way.
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Abstract

In this period of Globalization companies are getting higher
their production behavior in different countries. In this process
production faces pole apart challenge where cultural barrier play
a significant role. The businesses need to appreciate the new
marketplace culture and its enlightening elements which really
matter for production to design promotion strategy. This
investigate has describe the cultural fundamentals that affect
automobile business approximately the world!
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PREFACE

One should always work with an objective in its mind. To accomplish that objective efficient
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is must that determines the degree of success.
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report on “SUPPLY CHAIN MANAGEMENT IN JAQUAR LAND ROVER?” is prepared by
me. The rounded encouraging support by Ms. Shipra Chaudhari towards this report has

created in me confidence regarding the approval of the subject matter.

The present report is well arranged in coherent manner. An attempt has been made to provide
the general public the necessary information about the Supply Chain Management, Logistics

Management and Quality Procedure at Jaguar Land Rover (JLR). The main intention behind
this report is to compile the subject matter in such way that even a layman could get the

knowledge.

So I would like to say that this report is a result of an assignment, to improve and gain

confidence.




PROJECT ON

STUDY OF CHANGES IN CONSUMER
BEHAVIOUR TOWARDS ONLINE
SHOPPING BEFORE AND AFTER COVID

Delhi University in the partial fulfilment of the requirement for
the degree of B.A(VOC) MARKETING MANAGEMENT &
RETAIL BUSINESS

Submitted By:
MEENAL WANKHADE
Roll No.97

Under the guidance of

\ .
S

Miss. GUNEET GILL

(Assistant Professor of Delhi University)
COLLEGE OF VOCATIONAL STUDIES
g '”‘ -




DECLARATION

I affirm that the information in this project report entitled “study of changes in consumer
behaviour towards online shopping before and after covid-19’ is carried out by me under the
supervision of Miss. Guneet Gill.

It is based on the points of relevant books, websites for which due references have been given

of the respective sources.

| further declare that the information furnished in this project is truly genuine.

MEENAL WANKHADE

B.A(VOC) MMRB-B 11l Year

COLLEGE OF VOCATIONAL STUDIES
ROLL NO: 97



CERTIFICATE

This is to certify that “Study of changes in consumer behaviour towards online shopping
before and after covid -19” embodies the original work done by MEENAL WANKHADE
during this project submission as a partial fulfilment of the requirement for the degree of
B.A(VOC) MMRB of College of Vocational Studies, Delhi University

Miss. Guneet Gill

(Assistant Professor of Delhi University)



ACKNOWLEDGEMENT

I would like to take advantage of this space to hereby express my deep gratitude to those who
have helped me directly in completing this work. Words are inadequate to express my deep
gratitude and sentiments towards my mentor “Miss. Guneet Gill”. In spite of her multifarious

responsibilities she took time out to guide me and give me directions on how to take my

project forward. Without her immense help, this project would not have accomplished.

MEENAL WANKHADE
B.A (VOC) MMRB-B 111" Year
Roll NO - 97



CONTENT

No. Topic

1.Introduction

2. Literature review

3. Motivation

4. Convenience

5. Service quality

6. Accessibility

7. Changes in consumer behaviour
8. Impact of covid 19

9. Great consumer shift

10. Popular trends in ecommerce
post covid 19 phase

11. Benefits of online shopping during covid
12. Disadvantages of online shopping
13. Objective of Study.

14. Research Methodology

15. Data analysis and interpretation
16. Findings

17. customer satisfaction

18. conclusion

19. Bibliography

20. Annexure(questionnaire)

Page No.

11
12
13
14
16
17
18

19
20
36
42
43
50
54
55
60
62
65



INTRODUCTION

2020 will be reminded in history, because of Corona Virus Disease 2019 (COVID-19) that
has influenced our lives in every field. There is no part of our lives that has not been touched
by the pandemics. The speed of certain people's growth has also been random and
unexpected, such as social masking, barring the use of public transport, as well as financial,
technological, and government regulations. Through the eyes of some, it has simply set-in
motion behaviours which were already gaining momentum, e.g., with the increased
penetration of internet retail, digital banking, and shopping.

We have known that how people take this critical time of loneliness results in enormous
improvements to their shopping habits overnight. People are changing what they purchase,
where, and how, from conventional buying to online shopping. It increased the shopping
through websites and mobile apps. Due to increasing risk of corona virus, customers are
avoiding public places which increasing customers’ attraction towards online shopping. Now,
E-Commerce Companies have to make better policies to meet changing needs of shoppers.
According to market research done prior to the Corona Virus, Growth of India's market in
electronic commerce is increasing at a faster rate . Recent developments since the epidemic
indicate that target can accomplished much faster than initially expected, spurred by an
increase in shoppers attracting online deliveries despite concerns of potential infections, if
they go out from their homes.

For short-term or long-term?

Will this all these shifts be temporary, or will customers' preferences stay in place even after
CO-19 is put to bed? Behavioural history studies and past behaviour may help to clarify
questions. Any customer action or inaction has strong location and temporal consequences. 1
It varies by location, and so much that one must understand the different contexts in which
behaviour occurs to fully comprehend it. We are seeing a degree of complexity in this
category of user behaviour that hasn't been seen in this many previous dimensions; for
example, bodily activity has prevented people from coming into virtual environments and has
introduced them to a lot of different influences they haven't seen before.

The greater the amount of time you spend in an area, the more quickly your behaviour and
habits can adapt in that environment, as your brain adjusts to it. It has been shown that it
takes approximately three months to develop a new habit; but, on average, this number rises
to between 66 and 254 days. 2 We may see this most clearly in our own behaviours, where
people are more receptive to changing habits that do not dramatically alter their normal
behaviour. The second stage of this pandemic is changing behaviour and habits long
dependent on short duration, and they have now been shown to have settled into their current
routines for lengthy periods of time to react to several successive waves. As a result, it
provides fertile ground for new habits to develop.
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INTRODUCTION

2020 will be reminded in history, because of Corona Virus Disease 2019 (COVID-19) that
has influenced our lives in every field. There is no part of our lives that has not been touched
by the pandemics. The speed of certain people's growth has also been random and
unexpected, such as social masking, barring the use of public transport, as well as financial,
technological, and government regulations. Through the eyes of some, it has simply set-in
motion behaviours which were already gaining momentum, e.g., with the increased
penetration of internet retail, digital banking, and shopping.

We have known that how people take this critical time of loneliness results in enormous
improvements to their shopping habits overnight. People are changing what they purchase,
where, and how, from conventional buying to online shopping. It increased the shopping
through websites and mobile apps. Due to increasing risk of corona virus, customers are
avoiding public places which increasing customers’ attraction towards online shopping. Now,
E-Commerce Companies have to make better policies to meet changing needs of shoppers.
According to market research done prior to the Corona Virus, Growth of India's market in
electronic commerce is increasing at a faster rate . Recent developments since the epidemic
indicate that target can accomplished much faster than initially expected, spurred by an
increase in shoppers attracting online deliveries despite concerns of potential infections, if
they go out from their homes.

For short-term or long-term?

Will this all these shifts be temporary, or will customers' preferences stay in place even after
CO-19 is put to bed? Behavioural history studies and past behaviour may help to clarify
questions. Any customer action or inaction has strong location and temporal consequences. 1
It varies by location, and so much that one must understand the different contexts in which
behaviour occurs to fully comprehend it. We are seeing a degree of complexity in this
category of user behaviour that hasn't been seen in this many previous dimensions; for
example, bodily activity has prevented people from coming into virtual environments and has
introduced them to a lot of different influences they haven't seen before.

The greater the amount of time you spend in an area, the more quickly your behaviour and
habits can adapt in that environment, as your brain adjusts to it. It has been shown that it
takes approximately three months to develop a new habit; but, on average, this number rises
to between 66 and 254 days. 2 We may see this most clearly in our own behaviours, where
people are more receptive to changing habits that do not dramatically alter their normal
behaviour. The second stage of this pandemic is changing behaviour and habits long
dependent on short duration, and they have now been shown to have settled into their current
routines for lengthy periods of time to react to several successive waves. As a result, it
provides fertile ground for new habits to develop.



