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PREFACE

We are delighted to present this edited volume, “Reinventing Paradigms in
Social Science, Commerce and Management.” In an era marked by unprecedented
change, evolving technologies, shifting financial systems, and emerging socio-
cultural challenges, traditional frameworks often struggle to provide comprehensive
solutions. This book is conceptualized with the objective of exploring contemporary
perspectives and innovative approaches that are reshaping academic thought and
practical applications across three broad domains: social science, commerce, and
management.

The contributions included in this volume reflect a diverse range of scholarly
work grounded in both theoretical foundations and empirical evidence.
Researchers, academicians, and practitioners have critically examined important
themes such as digital transformation, entrepreneurship, behavioral studies,
sustainable development, corporate governance, financial innovations,
organizational culture, and public policy reforms. By integrating interdisciplinary
viewpoints, the chapters encourage readers to move beyond established boundaries
and engage in holistic and critical thinking.

As editors, our intention is to provide a platform that stimulates academic
dialogue and supports meaningful research for students, educators, industry
professionals, and policymakers. The world today demands new problem-solving
strategies and informed decision-making. Through this book, we seek to inspire
exploration of alternative models, promote reflective research, and highlight
evolving trends that can guide future studies. Each chapter offers valuable insights
that can contribute to impactful teaching, informed debate, and effective planning in
relevant fields.

We extend our heartfelt gratitude to all contributing authors for their
dedication, scholarly commitment, and timely submissions. We are also thankful to
the reviewers and publisher for their guidance and support throughout the
publication process. Without their cooperation, this volume would not have been

possible.

- Editors
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USE OF ARTIFICIAL NEURAL NETWORK TECHNIQUE IN
SUPPLY CHAIN MANAGEMENT FOR PERFORMANCE ENHANCEMENT

OF COMPANY - A CASE STUDY
Monika Chauhan and Nisha Agarwal
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Corresponding author E-mail: monika.chauhan@iftmuniversity.ac.in,
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Abstract:

As seen in the plant/company, supply chain management plays an important role in cost
reduction of the production system and productivity improvement. The focused role of
supply chain management is the right quality, right way, and right time, for doing that a
flexible path has been searched to full fill the objectives. This research article represents
the use of Artificial Intelligence with Supply Chain Management for the performance
improvement of the company. Initially, a literature review related to supply chain
management and Al have been presented, and based on that a case study has been
performed on the ABC Pvt. Ltd to measure the performance improvement of the company
due to the use of Al with SCM. The obtained data has been trained, validated and tested by
the Artificial Neural Network for enhancing the accuracy of the results. Now finally, this
paper concluded that supply chain management not only reduces the cost of production
but also improves the production and worker satisfaction to the employer.

Keywords: Production, Productivity, Supply Chain Management.

1. Introduction:

The current application of supply chain management depends upon the integration of the
supply chain in proper path, certifying that entirely mechanisms of the supply chain work
continuously and together, rather than cross-resolve. This work helps to understand how
best supply chain management can be of competitive welfare, whereas faintness in supply
chain management can disturb the performance of an organization. For a perfect strategic
framework, we identified transportation, inventory, information, and capital as the vital

driver of good supply chain performance.
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2. Literature Review

The supply chain management places the key role for the supplying or managing the
material, man and machine in the plant or the company from the procurement of the
material to the finished product. The number of the plants in the worldwide searched and
discovered to solve the problem of supply chain management by developing the financial
models under uncertain situation (Hodder and Dincer, 1986) (Management, 1986). The
supply chain management cost for the newly designed and processed product is quite high
but with the help of new design principles supply chain management cost has been
reduced, which considered the logistic and manufacturing cost by Lee et al, (1985) (Taylor
et al, n.d.). The global sourcing problem has been seen in international plant by Hang et al,
(1992) and Taylor & Haug (2007).

The supply chain management international facility location problems have been solved by
mixed integer models. It consists of variables of the corporate tax, tariff and export
incentives. The high competition among companies for reduction of the cost of the product
to attract more number of the customer give the hike to the foreign trade manufacturing
facility. This problem has been solved by the mixed integer model formation. The functions
included, the number of factors like corporate tax, tariff and incentives provided in the
company (International Journal of Multi-Period International Facilities Location: An

Algorithm and Application, 2010). As per the previous research finding, the supply chain
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management much affected the market business, financial liabilities, product performance
and customer loyalty (Tracey & Mark, 2007).

A model has been developed for multipoint organization which helps in price setting and
production allocation at various stations (Dasu & Torre, 1997). In today era, the medium
and small scale companies also used the supply chain management for customer
satisfaction. The low productivity and customer dissatisfaction payed the losses to the
company (Triangle & Luang, 2008). The multinational corporation problems have been
solved by the development of the new models of the supply chain management. It
considered the maximization of the after tax profit with the transfer prices and
transportation cost considered as the decision variables (Vidal & Goetschalckx, 2016).

The market problem of the supply and the demand of the product also solved by supply
chain management after developing the models. These models have been developed by the
data obtained by the case studies data of the various markets analyses and manufacturing
companies demand and supply data (Hadjinicola & Kumar, 2002). The management skills
and performance measurements of the company played the important role in supply chain
management (Dynamics of Global Supply Chain Supernetworks, 2003). The Decision theory
can be applied for the sustainable supply chain management. The important decision
theory proved to be very effective for supply chain management are Cynefin framework for
sense making and keeneys values (Alexander et al, 2014).

The supply chain management is affected due to unfamiliar situation like pandemic, war,
climate change and the biodiversity collapses. A study has been presented, how supply
chain management work at risk to give sustainability in the environment (Sodhi & Tang,
2021). The COVID-19 closed the number of the factories and their work due to the
lockdown and unfavourable work environment lead to the failure of the supply chain
management (David ]. Ketchen, 2016), (Durugbo & Al-balushi, 2023).

In recent era, the Artificial Intelligence (Al) play the important role in the supply chain
management (Pournader et al, 2021b), the Artificial intelligence is the area of the
computer science which deals the machine to behave like as humans. The recent
publication of Al has been seen in all areas like manufacturing (Saraswat & Agrawal, 2023),
agriculture (Sharma & Dadheech, 2023), health (Meena et al, 2023), effectiveness
improvement of the company (Kumar et al, 2023), security (Sumathi et al, 2023) and the
machine learning (Grace et al, 2023). The Figure 2 represents, how Al is works in the

company and the factory locations. The Al have three subsystems that is interacting &
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sensing, learning and decision making. The decision making can be done by the simulation
modelling, optimization, planning & scheduling and expert system. The leaning can be
included the machine learning which consider the surprised learning, unsurprised learning
and reinforcement learning. The sensing & interacting considers the vision, speech
recognition and Natural Language Processing (NLP). The NLP is to development of the
ability of the machine to understand the human language instructions. The NLP work like
in key steps like text extraction, classification, translation and question answering
(Pournader et al, 2021b; Bhatt et al,, 2017). The Al contributes around $13 trillion by 2030
which enhanced the GDP abounds 1.2 percentage annually (Bughin et al, 2018). The first
time Al has been used by John McCarthy in 1955 to use the programming language so that

machine can work like as human (Mccarthy et al,, 2006).
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Figure 2: Al taxonomy in companies (Pournader et al., 2021b)
The involvement of the number of the variables in supply chain management requires
critical reviews of the theoretical models published in various research article (Liao, 2021;
Pournader et al, 2021a). Now, Al gains the large popularity in industry and academia due
to performing the three important functions (i) large enhancement in the computer power
(ii) the large data is available for the training of the algorithm results of development of the
internet of things. (iii) creation of new novel algorithm. Furthermore, the high pace in Al
developed due to the large investment made by the companies namely Google, IBM,

Microsoft and Amazon to become the emerging the Al marketplace (Duan et al, 2019). The
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speech sensing and automatically conversion of the spoken words to the text is inbuilt in
the Al (Pournader et al, 2021b; Joo et al, 2018; Aladag et al, 2024).

The planning, executing and reporting are three important phase of the supply chain
management as shown in Figure 3. The planning phase included the develop protocol,
outline scope and identify journal source. The executive considers the search literature,
apply keywords and analyse review articles. The reporting is the concluding phase of the

study, it considers the convey finding, compare studies and synthesise main finding.

Planring ez | | Reporing

Develop protocol Search Literature Convey Finding
Outline Scope Apply keywords Compare Studies
Identify Journal Source Analyse Review Articles Synthesise main finding

Figure 3: Procedure followed in the supply chain management (Durugbo & Al-
balushi, 2023)
Al can be applying in the supply chain management by developing algorithmic among the
dependent and independent variables. The moderator plays the important role for
developing the theoretical models of the supply chain management. Based on the level of
the third variable, the moderation applied among the independent and dependent
variables. The Table 1 represents the dependent, independent variables, moderator and the
methods used in the model analyses in previous research. Figure 4 represents the concept

for the research in the uncertainty.
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Figure 4: Block diagram of research in Supply Chain Management (Hsin et al., 2019)
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Table 1: Theoretical models design methods in previous findings

Authors Independent Dependent Moderator Model Validation
Details Variables Variables Analyses Company/
Methods Firm/ Factories
Gokarn & | Firm competences Performance of New produce Structural Equation | India businesses
Kuthambalayan, 2018 supply chain supply chain Modelling
Hsin et al, 2019 Business System Supply chain Process Structural Equation | Taiwan Business
Leveraging management modernization and | Modelling
performance uncertainties
Partanen et al, 2020 Supply chain Production small and | Web Structural Equation | Sweden Small and
artifice medium scale skill Modelling Medium Scale
enterprises Enterprises
effectiveness
Liao, 2021 Supplier and internal Supply chain Upper Structural Equation | Australian retail
management performance administration Modelling firm
Shou etal, 2018 Supply chain risk Operational Supplier Structural Equation | Worldwide
management performance integration Modelling survey
Mandal, 2018 Big data analytics Sustainable Skill Partial least India hotels
management abilities Tourism supply alignment square and restaurants

chain

performance




Reinventing Paradigms in Social Science, Commerce and Management Volume I1
(ISBN: 978-93-48620-56-9)

Economics et al, 2017 | External integration Supplier evaluation | Environmental Hierarchical International
abilities capabilities proactivity Linear regression logistic managers
Sourcing et al, 2017 Inter dependence Quality Production cost, Regression USA OEM
Performance independence cost manufacturers
Liao, 2021 Modernization guidance Supply Chain Hospital Size Structural Equation | South Korea
effectiveness Modelling medical facility
Gligor, 2017 Supply chain right Economic Environmental Hierarchical diluted | USA 17 industries
performance ambiguity regression
Authors, 2015 Environmental Environmental Ecological Regression Taiwan business
administration approach performance Relationship in firm
association supply chain
Table 2: Main specification of the company
Total Total Employee Product Annual Production | Number of Types of Average life of
Area | Covered Area | Strength Profile Volume Equipment equipment’s (Major) equipment’s
8000 3500 m? 200 90% 1 million 112 Manufacturing machines 15
m? Timing gear centre and heat treatment
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Above literature review shows that the supply chain management improve the
performance of the companies. It can be applied to manage the machines, raw materials
and man power effectively and scientific manner. In coming future Artificial intelligence
play the important role in the supply chain management as represented in Figure 2. it helps
in supply chain management by performing three important tasks namely learning,
decision making and the sensing and interacting. The machines are programed by
algorithm. So, machine sense, learn and performed the task by the decision making as per
the constraint provided by the supply chain management. The Al enhanced the work
efficiency, reduced the lead time and maximize the production at minimum cost.

Based on above previous surveys and research in this research article, a survey has been
represented to shows the performance improvement after application of the supply chain
management. The company profile and structure are representing in below section. The
survey targeted the four important points namely profit, sales, production cost and
productivity after application of the supply chain management in the company.

3. Case study location and structure

The case study focused a gear manufacturing company located in Bhiwadi, Rajasthan. Itis a
ABC private limited started in year 2000. The Table 2 shows about the specification of the
company. These specifications about the land covered, man power, machines and annually

total production of the company.

| L

Account Production Logistic
Department Department Department

Figure 5: Organization structure
The organisation structure represented in the Figure 5. It is ABC type company, so its
structure is based on ABC Pvt. Ltd. The chairman is the overall in-charge of the company,
and plant head is considered as highest post in company. The next post below the plant

head is chaired by the HR, the HR supervise the all departments of the company namely
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inventory, account, engineering, production, quality, logistic and heat treatment. The study
has been carried out as per the objectives given in Table 3.

4. Artificial Neural Network

The researchers widely use machine learning to predict and analyze the data of the
research. The Artificial Neural Network (ANN) search predicts the data like a human and
gives the better results for predicting the data. The Artificial Neural Network (ANN)
structure represents the input layers, hidden layer, and the output layers as shown in
Figure 6. The ANN works like as the human mind and transfers the signal from the input to
the output. Each node is called a neuron, and the signals connect the number of neurons.
These neurons transfer the signal from the input to the output layers through the
transmission lines. The strength of the signals depends on the provided weight of each
connection. The output is the function of the input variables, which is called the activation

function. The activation function is non-linear in nature. The model equations are given

below.

Wy = Wi Xq + Wy X + Wiy X3 + by (1)
Wy = Wi Xy + WXy + Wi X3 + by (2)
W3 = Wi3Xy + WosXy + Wiz X3 + b (3)

W1, W2, W3, W4, and W5 is the strength of the hidden layer’s neurons, W11, W12 etc. are the
weight of each signal. The b1, bz, b3, b4 and bs are the bias of the activation functions. Bias
are the constant value added to the weighted sum of the inputs. It is used to balance the
irregularities present in the system. Adding the bias in the activation function gives a more
accurate prediction of the output.

Y1=WZ, + WyZy + W3Z3 + W,Zy + WsZs (4)

Now the activation function of output is represented by the following equation

F(Z) = — =5 (5)

This transfer function is also known as sigmoid function which is very widely used in ANN
model. The above equation shows that the output function is non-linear and have multi
variable regression. For training the data in ANN, three types of data are required in the
workspace manual. One is the input, output and sample data. The sample data is required
for the training purpose which will be applied to all data sets. Overfitting is the big problem
in ANN, it enhances the accuracy of the trained data, but on the other hand, reduces for the
other data set. The data division is random and the training algorithm used is Levenberg-

Marquardt, which send error backward to adjust the weight and minimise the mean sum of

9
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square error. The hidden layers learn and iterate the data repeatedly to fit the network.
The number of hidden layers in the ANN was represented the following empirical
formulation.

Ny = 0.5(N; + N,) + VNy (6)

Where Ny is the hidden layer, N1 is the input neurons, N2 is the output neurons, and Nr is
the training data. The overfitting avoided by splitting the training and validating data into
an 80 and 20 ratios. If, validation data is chosen zero then the accuracy is 100% but mean
square error for the other data set is very high. The test data set to be zero, it is tested
separately for reducing the overfitting. The hidden layers have been selected to be 5 and
the data has been trained to calculate the mean sum of squares. The Mean Sum of Error

(MSE) and Mean Absolute Percentage Error (MAPE) are calculated by following formulas.

1
MSE = (Z) Z?:l(yactual - predictied) (7)
_ l n (Yactual—ypredictied)><100
MAPE = (P) = Yactual (8)

Where n is the number of observations and p is the number of predictions. Yactual is the

actual response and Yprediction is the predicted value of response.

Bias bl Bias b2 Bias b3

X1

Input Layer

Figure 6: Representation of the input, hidden and output layers

5. Discussion on Case study
Figure 6 represents the effect of Artificial Intelligence (AI) on the profit, sales, cost and the

productivity of the company. Figure 6 (a) shows that the profit of the company is 259.77

10
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million (INR) upto 2012 when no SCM was used. After using SCM the profit of the company
reached to 682.1 million (INR) and if Artificial Intelligence used in SCM then profit
enhanced to 1848.56 million (INR).

Figure 6 (b) shows the sales turnover in duration of year 2008 to 2024 without SCM, with
SCM and when AI used in SCM. The sales turnover in duration of year 2008-2012, 2013-
2019 and 2020 to 2024 was 2503.7, 3683 million (INR) and 6203 respectively, the use of Al
in SCM enhanced the annual sales turnover around 2.5 times. Figure 6 (c) shows the
production cost without use of SCM, with SCM and Al with SCM. Figure 6 (c) clearly shows
that due to use of SCM the production cost has been reduced but when Artificial
Intelligence used with SCM then production cost increased but compared to sales in
percentage, the production cost has been reduced upto 59.37%. Figure 6 (d) shows the
productivity enhancement due to use of the Al with SCM. Figure 6 (d) clearly shows that,
the productivity is only 0.27 without the use of SCM but when SCM used then productivity
enhanced to 0.36. Now, it is reached to 0.52 when Al has been used with SCM.

Table 3: Objectives of the supply chain management

Sr. No. Description of Target Units Bench Bench Target use of
Parameters Mark Mark Al
Main Subordinate (2013-19) | (2020-2024)
1 Profit Increase In | Millions 259.77 682.1 1848.56
Profit of (year 2008-
Amount Rupees 12)
2 Sales Increase in Millions 2503.70 3683.0 6203.0
turnover Sales of (year 2008-
Turnover Rupees 12)
3 Cost Decrease in % of 75.10 69.45 59.37
Production Sales
Cost
4 Productivity Increase Millions 0.27 0.36 0.52
Plant of rupees
productivity

11
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Figure 6: Effect on performance of the company by use of Al in SCM
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5.1 Discussion on ANN outcomes
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Figure 7: Regression plot for the training, validation, and target

Best Validation Performance is 9.8223 at epoch 3
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Figure 8: MSE error for the validation
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Figure 10: Efficacy of the ANN model

Figure 7, Figure 8, Figure 9, and Figure 10 represent the outcomes of the ANN model

analysis. Figure 7 showcases the regression plots of the training, validation and test

15
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samples. The value of the R? for the training, validation, and target is 0.98356, 099756, and
098718, respectively. These plots show a strong correlation between the dataset and the
ANN model since most of the values of R? are very near 1. Figure 8 depicts the mean sum of
square error for the ANN model to be trained and validated. It is observed from Figure 8
that the training error curve shows consistently downward trends, giving the minimum
error of 10-20 for the epoch 9, which indicates the high degree of accuracy. Figure 9
showcases the error histogram, which gives the error in outcomes from -5.516 to 5.339.
Figure 10 represents the gradient, mu, and validation check for all epochs from the start
and end of the training. Gradient represents the training slope of the curve which show the
accuracy of the ANN model in terms of the fall from one iteration to the other iteration.
Lower value of the mu represents the results to be good, Figure 10 shows the minimum
value of the mu is 105 represents the good convergence of the results. Validation check
curve prevents the overfitting nature of the training data and stops the iteration when the
training gets the best results.
Conclusion:
The Artificial Intelligence is the area of the computer science in which the man made things
behave like the humans. Due to this theme, in coming future Al is used in each and every
field of the technology. The SCM is the integral with the industries to manage the man,
machine and the material. This research article focused on the use of Al with SCM in the
gear manufacturing company located in the Bhiwadi District of the Rajasthan. The data
obtained from the company analysed by the machine learning technique ANN.
Furthermore, ANN data has been tested based on the coefficient of determination and the
mean sum of square. The following points has been concluded after the case study and
analyses on the company.
1. The Al can be successfully used with the SCM based on sensing, learning and decision
making capability.
2. The case study data clearly shows that due to the use of Al with the SCM, the profit of
the company enhanced from 682.1 Million INR to 1848. 56 Million INR.
3. The use of the Al with SCM increased the sales from 3683 million INR to 6283 million
INR.
4. The use of the Al with SCM reduced the production cost in percentage from 69.45% to
59.37%.
5. The use of Al with SCM enhanced the productivity from the 0.36 to 0.52.
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Appendix

function [y1] = my Neural Network Function(x1)
%MYNEURALNETWORKFUNCTION neural network simulation function.
%

% Auto-generated by MATLAB, 03-Mar-2025 19:47:53.

%

% [y1] = myNeuralNetworkFunction(x1) takes these arguments:

% x = 1xQ matrix, input #1

% and returns:

% y = 4xQ matrix, output #1

% where Q is the number of samples.

%#0k<*RPMTO>

% Input 1
x1_stepl.xoffset = 2008;
x1_stepl.gain = 0.125;
x1_stepl.ymin =-1;

% Layer 1

bl = [-16.236056827535019664;0.24698225905336435027; -1.9027917396059761401;
-6.863731355353766439; -0.25923283573722200046];

IW1_1 = [-0.33893572551763012646; -5.1592212285598870736; -
18.87635489294822122; -15.865400895833905892;1.047636307357796781];

% Layer 2

b2 = [-9.8298975634399035073; -
9.4362354515491464468;0.033334467099489270558;0.72970374559130957159];
LW2_1 = [-10.330213581828932234 0.21871790059012061191

0.31630687115578492996 0.17705031542441956871 2.4872030692517270722;
9.4098369722601660214 -0.45852099682794855706 0.41139277493390946638 -
0.14569768903128330062 1.2051522937151788462;-0.065356480122435806068 -
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0.03612410703325556055 0.48114461750016884745 0.061927071766167185451
0.16132963030093444567;0.085570302098222750242 -0.77850782543134133817
0.63098070853638299482 -0.47683648667370004404 -0.62849732863327334442];

% Output 1

y1l_stepl.ymin =-1;

y1_stepl.gain =
[0.00125881960485653;0.000540642824318114;0.127145581691036;8];
y1_stepl.xoffset = [259.77;2503.7;59.37;0.27];

% Dimensions

Q =size(x1,2); % samples

% Input 1
xpl = mapminmax_apply(x1,x1_step1);

% Layer 1
al = tansig_apply(repmat(b1,1,Q) + IW1_1*xp1);

% Layer 2
a2 =repmat(b2,1,Q) + LW2_1*al;

% Output 1
y1 = mapminmax_reverse(a2,yl_stepl);

end

% Map Minimum and Maximum Input Processing Function
function y = mapminmax_apply(x,settings)

y = bsxfun(@minus,x,settings.xoffset);

y = bsxfun(@times,y,settings.gain);

y = bsxfun(@plus,y,settings.ymin);

end
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% Sigmoid Symmetric Transfer Function

function a = tansig_apply(n,~)

a=2./(1+exp(-2*n)) - 1;

end

% Map Minimum and Maximum Output Reverse-Processing Function

function X = mapminmax_reverse(y,settings)

x = bsxfun(@minus,y,settings.ymin);

x = bsxfun(@rdivide,x,settings.gain);

x = bsxfun(@plus,x,settings.xoffset);

end
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Abstract:

The Unified Payments Interface (UPI) is digital payment transfer application designed to
easily accessible and convenient medium for customers, integrated with smartphones and
internet. Maximum number of India's population is located in rural area were increased
number of UPI transaction day by day. This system operates with links by multiple bank
accounts to a single contact number and facilitating real-time payments within the
regulated framework. UPI system emerged as a vital tool including wide range of services
available at online platform for financial inclusion. With the increasing penetration of
internet-based services in rural areas also increase number of customers that replace their
choice from traditional banking to UPI digital payments. Hence user’s influence by instant
payment apps and bank related services towards selecting UPI payment is an alternative to
the traditional bank. The study analyses various motivational factors impact towards
accepting UPI payment.

Keywords: UP], Internet, Smartphone, Digital Payment.

Introduction:

Today customers and merchant who are from the rural area mostly demands proper digital
track to maintain their regular banking transaction due to less bank density and physical
movement. UPI is mobile platform including all banking facility available to customers from
11t April 2016. It works on digital platform same like banking functions with easily
accessible and convenient money transfers developed by National Payments Corporation of
India (NPCI). UPI provides secured and safe real time payment gateway integrated with
third party intermediate, smartphone and internet with regulatory framework and its
interoperable design allows direct transfers payment between bank accounts through any
app. Indian population has divided into urban and rural area, where urban population lived
in large density of banks with access amount of facility as compare to rural. However, use

of UPI payment as alternatives to cash payment which highly impact on small business,
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street vendor, migrant students and workers, it offering easiest and efficient way to
transfer money and received payment. It was accelerated during the covid-19 pandemic
and very much popular when UPI apply of QR code and use of voice box for payment (1).
Today increased number of UPI transaction and digitally awareness in the users recorded
18.39 billion worth of 24.03 lakh crore rupees in single month of June 2025 which is 32 per
cent more from June last year (2).

UPI digitally connects 491 million users and 65 million merchants through 675 banks. This
kind of shifting indicate that India away from cash and card-based payments to cash less
payment and pushed it towards a digital-first economy (3). Interne penetration recorded
7.85 million 5G users available at the end of June 2025, out of them 4.73 million from urban
area and 3.12 million customers from rural area (4) enjoyed downloading 21.42 Mbps and
uploading 4.03 Mbps internet speed (5) as per their geographical location. Recently TRAI
notified that around 22GB data has consumed per month by individual customer that
shows they are aware with digital services as well. The customers from rural likely give
quick response and accept updated UPI technology as compare to urban area. Enhanced 4G
and 5G services used to high data transmission but due to the disturbance by geographical
(6) structure they enjoyed poor network service which is highly responsible to negatively
motivate them. The observation is shows that Senior citizen from that area carried out
their banking transaction continued by traditional way, where the young through digital
payment. Government also motivates them to via their promotion schemes likerecently by
revised their previous policy of merchant transactions limit from Rs1 lakh up to Rs10 lakh
per day for selected categories (7).

Motivational Factor of UPI Payment:

There is various motivational factor positively impact on customers to select UPI digital
payment, apart from that Service of UPI, their Convenience, Security and Maintenance are
highly responsible to motivate them. However, the study “Analysis the effected
Motivational Factors of Customer replaces his choice towards UPI payment in rural area of
Hingoli District” is study the impact of above motivational factors on customers while
accepting UPI Apps.

Objective:

1) Study the motivational factors of customers towards accepting UPI payment

2) Study UPIis an alternative to banking services in the rural area.

3) Study the demographical challenges of customers adopts UPI service in rural area.
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Hypothesis:

HO: Age and Motivational factor are correlated between the customers of rural area while
selecting UPI facilities.

H1: There is no relationship between Age and Motivational factor of rural customer while
selecting UPI facility.

Research Methodology:

Primary Data: The researcher carried out the study based on primary and secondary data
collection. Primary data collected by the researcher to prepared structured questionnaires
and conducts 100 number of sample collection of UPI customers from the rural area
Secondary Data: Secondary data collected from various Government publications, research
articles and web sites used to complete the paper.

Statistical Tools: Chi square test is applied for testing hypothesis; also apply statistical
tools to formulation and calculation of the findings.

Review of Literature

According to Deep Baliyan (2023) UPI has opportunities to set their position as the leading
digital payment technology with the integrated with credit cards and continue its growth
by increased adoption, innovation with international expansion.

Ankita Sethi (2024) explorer his in study that Digital illiteracy is a major barrier between
adoptions of UPI payment due to limited accessibility, technical Decline like network issue,
less number of updated mobile phone and scams.

Mona Saini, Manoj Kumar (2025) says that digital services make financial transaction
easier and help to support a cashless way of living like Near Field Communication (NFC)
based contactless payment technologies, QR code-based payments, and mobile banking
applications, are example of mobile payment technology

NPCI launched UPI services at global level integrated with International Merchant Payment
by the use of QR Code (8).

IMF (2025) initiate to India for UPI's great success towards the world’s largest retail fast
payment system and is drawing global recognition and empowerment for revolutionising
digital payments (9) (News, 2025). UPI now works at international level in Singapore
connect with PayNow, In UAE and Mauritius, Indian travellers can pay for goods and
services and in France, Indian tourists can pay by scanning a QR code. Nepal and Bhutan
have already adopted UPIL. UPI extends across Indian border by connecting with central
banks and fintechs that empower India’s digital payment model is being studied worldwide

as a template for financial inclusion (10).
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As per TRAI (Telecom Regulatory Authority Report) report at the end of year 2024 there

are 954.40 million internet subscribers available including urban 111.75% and 44.16%

rural respectively (11)

During the short period of January-March 2025 the study has shown that rural youth are

more likely to use UPI than their urban youth, around 86.7 % of the rural youth from the

age group of 15-24 years and 74.4 % of the urban population in the same age group

respectively used UPI during the same time (12).

Data Analysis and Interpretation

Table 1: Education and gender wise customer responses to UPI Payment.

Gender | Matriculate Higher Graduate Post PG and Total
Secondary Graduate Above
Male 10 15 22 17 3 67
Female 8 12 8 5 0 33
Total 18 27 30 22 3 100

Source: Primary Data Collection

Table 2: Counting Frequency per day in the UPI transaction.

No of Times Frequency
1 Times 85
2 Times 10
3 Times 05
4 Times 0

Source: secondary data (13)

Table 3: Age wise observed customer’s motivational factor to accept UPI Payment.

Motivational 18-24 24-38 38-48 48-Above Total
factor /Age
Service 16 35 20 4 75
Convenience 17 44 25 4 90
Security 15 38 23 4 80
Maintenance 8 12 10 0 30

Source: Primary Data Collection

Chi square test is applied for testing hypothesis

HO: Age and Motivational factor are correlated between the customers of rural area while

selecting UPI facilities.
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Expected frequency using Chi-square test

Motivational 18-24 24-38 38-48 48-Above Total
factor /Age
Service 0.036 0.001 0.076 0.163 0.276
Convenience 0.096 0.074 0.011 0.001 0.182
Security 0.102 0.006 0.005 0.073 0.186
Maintenance 0.595 0.305 0.262 0.000013 | 1.162013

Degree of Freedom=9
Significance level=0.05
Critical value=16.92

Chi Square test=1.806013

At the 0.05 significance level calculated value is 1.806013 is less than critical value 16.92

hence accepted the null hypothesis.

Findings:

Service motivational factors are highly affected to the age group of 24-38 followed by
18-24, 38-48 and 48 and above respectively.

Updated internet network convenience related motivational factors motivate
customers from 24-38 age group given the priority followed by the 18-24, 38-48 and
48 and above respectively.

Security is highly motivational factors effected on customers of 24-38 age group
followed by 18-24, 38-48 and 48 and above respectively.

Maintenance motivational factors shows that customer category of 24-38 age group

are highly motivate followed by 18-24, 38-48 and 48 and above respectively.

Conclusion:

As a concerned with four motivational factors, features of Apps is strong issue for increase

Digital awareness related to convenience motivational factors impact on customers for

selecting UPI services. Security given second priority, barriers in the network is important

service-related motivational factor give negative impact on increase customer usability.

Service has third priority and maintenance given the fourth priority respectively

Suggestions:

Improve UPI service that has wide scope in the rural area select as alternative to
banking. Cooperative banks provide major financial contribution in the rural area with
large network UPI has wide scope collaborate with Cooperative bank and spread over

to cover the entire rural area.
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e Improve in the network connectivity by integrate with high bandwidth.

e CREDIT card used for source of fund with UPI Apps.
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Abstract:

Experimental control is a foundational pillar of empirical research, essential for
establishing the internal validity of findings and ensuring the credibility of causal
inferences. This chapter offers a comprehensive examination of experimental control,
tracing its historical development from the pioneering work of Ronald A. Fisher to
contemporary innovations involving artificial intelligence and automation. Key
methodological strategies such as randomization, blinding, standardization, and control of
extraneous variables that are critically discussed alongside their role in mitigating threats
to validity. The chapter also explores the tension between internal and external validity,
emphasizing the trade-offs inherent in controlled versus ecologically valid settings. Ethical
considerations, including issues of deception, informed consent, and participant welfare,
are addressed to underscore the importance of balancing methodological rigor with ethical
responsibility. By integrating classical frameworks with emerging technologies, this
chapter provides researchers with a nuanced understanding of experimental control and
its evolving role in the advancement of psychological and behavioral science.

Keywords: Experimental Control, Internal Validity, Randomization, Blinding, Research
Design, Al In Research, Ethical Research Practices.

1. Introduction:

Experimental research holds a central place in the hierarchy of scientific inquiry, primarily
due to its unique capacity to establish causal relationships. The cornerstone of this
methodological rigor lies in experimental control, a multifaceted approach aimed at
ensuring that observed effects are attributable to manipulations of the independent
variable, rather than confounding influences (Campbell & Stanley, 1963; Shadish, Cook, &
Campbell, 2002).
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2. Theoretical and Historical Background
2.1 Foundations: Ronald A. Fisher and the Emergence of RCTs
The conceptual underpinnings of experimental control emerged in the early 20th century
through the seminal contributions of Ronald A. Fisher. His innovations in randomized
controlled trials (RCTs) and analysis of variance (ANOVA) revolutionized research
methodology by emphasizing the necessity of randomization for reducing systematic bias
and enhancing causal inference (Fisher, 1935).
2.2 Mid-20t Century Developments: Campbell and Stanley's Validity Taxonomy
Building upon Fisher’s groundwork, Campbell and Stanley (1963) introduced a robust
framework that categorized threats to both internal and external validity. Their taxonomy
served as a diagnostic tool for identifying and mitigating design flaws, thereby reinforcing
the imperative for stringent experimental control.
2.3 Contemporary Innovations: Technology and Artificial Intelligence
Technological advancements in the 21st century, including artificial intelligence (Al) and
automated data collection that have redefined experimental control. These innovations
facilitate procedural standardization, minimize human error, and enable the efficient
handling of complex and voluminous datasets (Obermeyer & Emanuel, 2016; Bryan, Tipton,
& Yeager, 2021).
3. Methodological Strategies for Experimental Control
3.1 Randomization Techniques
Randomization remains a foundational element in experimental design, functioning to
equitably distribute both known and unknown confounders across experimental
conditions (Suresh, 2011).
Variants of Randomization Include:

e Simple Randomization: Employs chance-based procedures such as random number

generators.
e Stratified Randomization: Ensures balanced representation of specific subgroups
(e.g., gender, age).
¢ Block Randomization: Maintains proportional allocation across conditions.
e C(luster Randomization: Allocates entire groups (e.g., classrooms) rather than

individuals. (Suresh, 2011; Schulz, Altman, & Moher, 2010)
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3.2 Utilization of Control Groups
Control groups provide a benchmark against which treatment effects can be accurately
assessed. Variations include:
e Placebo Control: Participants receive an inert intervention to control for expectancy
effects.
e Active Control: Participants receive an alternative treatment to assess comparative
efficacy.
e Waitlist Control: Participants receive the intervention after a predetermined delay,
serving ethical and methodological functions (Kazdin, 2003).
3.3 Blinding Protocols
Blinding, or masking, is employed to curtail bias stemming from participants or
researchers. Types of blinding include:
¢ Single-blind: Participants are unaware of group assignments.
e Double-blind: Both participants and experimenters are blinded.
e Triple-blind: Data analysts are also uninformed regarding group allocation (Schulz &
Grimes, 2002).
3.4 Procedural Standardization
Standardization of research protocols including instructions, environmental settings, and
measurement tools, ensures uniformity across participants and sessions. This
methodological uniformity reduces error variance and bolsters replicability (Shadish et al,
2002).
3.5 Management of Extraneous Variables
Extraneous variables, such as environmental conditions or experimenter effects, must be
systematically managed. Techniques include procedural consistency, counterbalancing, and
statistical controls to isolate the independent variable’s impact (Campbell & Stanley, 1963).
4. Internal vs. External Validity: A Methodological Tension
High levels of experimental control typically enhance internal validity, facilitating clear
attribution of causality. However, such control may constrain external validity, limiting the
generalizability of findings. Laboratory settings, while methodologically rigorous, may not
accurately reflect real-world conditions, whereas field studies offer ecological relevance

but introduce additional confounds (Shadish et al, 2002).
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5. Ethical Considerations in Controlled Research

The implementation of control measures must be tempered by ethical imperatives.

Practices such as deception in blinding or the denial of potentially beneficial treatments to

control groups necessitate rigorous ethical scrutiny. Ethical protocols should encompass

informed consent, confidentiality, risk minimization, and adherence to institutional review

board (IRB) standards (American Psychological Association, 2017).

6. Discussion:

This chapter underscores that experimental control is not a monolithic construct but a

constellation of methodological strategies aimed at safeguarding research validity. The

integration of classical paradigms with contemporary innovations such as Al and

automation has enhanced the precision and scope of empirical inquiry. Nonetheless,

challenges remain in navigating the trade-offs between internal rigor and external

applicability. Furthermore, ethical constraints often impose necessary limits on control,

especially in research involving human subjects. Continued advancement in this domain

will depend on interdisciplinary collaboration, transparency in research practices, and the

sustained development of both technical and ethical standards.

Conclusion:

Experimental control is indispensable for the integrity and validity of empirical research.

Through strategic implementation of randomization, blinding, procedural standardization,

and ethical oversight, researchers can generate findings that are both internally valid and

externally applicable. As experimental methodologies evolve through technological

innovation, maintaining this balance remains a critical objective for contemporary

scientific inquiry (Shadish et al,, 2002).
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"Research is to see what everybody else has seen, and to think what nobody else has

thought." — Albert Szent-Gyorgyi

Introduction:

A comprehensive literature review lays the foundation for understanding any research
topic in depth. In the context of India’s foreign trade, such a review becomes indispensable
given the rapid transformation of trade dynamics in recent decades. This section explores
the necessity of studying foreign trade literature, emphasizing the unique transitions India
has undergone—from an era of colonial trade subjugation to becoming a formidable player
in global exports. By analyzing existing academic work, institutional reports, empirical
studies, and econometric models, the review aids in recognizing scholarly consensus and
debates on key dimensions such as liberalization, globalization, policy changes, and trade
imbalances. Furthermore, it helps identify underexplored areas in the literature that this
research attempts to bridge. The need for scholarly attention to emerging trade concerns
like digital commerce, sustainability, green exports, and rupee-based settlements further
elevates the importance of an updated and critical literature survey. Therefore, this chapter
serves as a navigational map to contextualize the current research within the broader
academic and economic discourse.

Global Perspectives on Trade Liberalization

Trade liberalization has been one of the most transformative forces in the global economic
order over the past century. In the context of developing countries like India, liberalization
is not merely an economic shift but a structural reorientation of policy frameworks,
institutional focus, and global integration. It refers to the removal or reduction of
restrictions and barriers on the free exchange of goods between nations, including tariffs,
duties, quotas, and regulatory obstacles. In India, the 1991 economic reforms marked a

watershed moment, initiating a liberalization drive that dismantled the License Raj,
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removed trade barriers, and opened the Indian economy to foreign competition and
investment.

Economists like Paul Krugman (2018) argue that liberalization was instrumental in
propelling India into the league of significant emerging market economies. His analysis
suggests that reduction in trade barriers increased not only the volume of trade but also its
sophistication. For example, the IT and pharmaceutical sectors leveraged global
opportunities to scale up, attract foreign investment, and create millions of jobs. Jeffrey
Sachs (2020) builds on this by noting that liberalization in India was a two-step process:
deregulation and internationalization. While deregulation facilitated domestic competition,
internationalization made India a stakeholder in global trade governance. Sachs
emphasizes that policy support through EXIM reforms, customs modernization, and
investment treaties reinforced the liberalization momentum.

Jagdish Bhagwati (2017), a staunch proponent of free trade, documents India’s transition
as a textbook case of how selective liberalization—backed by policy experimentation—can
yield high dividends. According to him, liberalization enabled India to move away from the
inefficient import substitution industrialization (ISI) model toward a more dynamic export-
oriented growth strategy. This view is echoed by Anne Krueger (2016), who highlights that
the shift to an outward-looking trade policy was complemented by India’s demographic
advantage and its large English-speaking workforce, especially in services.

Dani Rodrik (2019), however, brings a critical dimension by cautioning against
overdependence on global markets. He asserts that while liberalization has delivered
impressive GDP growth, it also exposes the economy to global shocks, as seen during the
2008 global financial crisis and the 2020 COVID-19 pandemic. Rodrik advocates for a
calibrated liberalization strategy that aligns domestic industrial policy with global
competitiveness goals. This means not just removing barriers, but also building institutions
that can support innovation, upskilling, and inclusive trade.

Integration into Global Supply Chains

India’s role in global supply chains has transformed significantly over the past three
decades. Historically limited to primary goods exports, India has gradually integrated into
the production networks of advanced economies, participating in a complex exchange of
intermediate and finished goods. This transition is largely attributed to favorable
demographics, cost-effective labor, policy liberalization, and the digital revolution.

Globalization and the dismantling of trade barriers have allowed India to connect its
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manufacturing and services sectors with international production processes and
consumption hubs.

According to Robert C. Feenstra (2021), the shift from end-product exports to value-added
participation in global supply chains (GSCs) is among the most defining trends in Indian
trade. His analysis of global trade flows reveals that Indian firms are increasingly serving as
key links in the chains for pharmaceutical ingredients, IT services, automotive components,
and textiles. This transformation is partly due to policy interventions like Special Economic
Zones (SEZs), the Make in India campaign, and bilateral investment treaties that promote
technology transfer and quality enhancements.

Richard Baldwin’s “Great Convergence” theory (2018) adds depth by explaining that the
digital revolution—coupled with outsourcing trends—has enabled developing countries
like India to participate in GSCs without the need for complete industrial ecosystems. His
comparative case studies of India, Vietham, and Malaysia reveal that India's services-led
supply chain integration, particularly in back-end operations like Business Process
Outsourcing (BPO) and Knowledge Process Outsourcing (KPO), has emerged as a unique
model of engagement.

Hal Varian (2019), Google’s chief economist, has emphasized the importance of digital
logistics, Al-powered inventory management, and blockchain for improving transparency
in supply chains. In India, early adopters among logistics firms and customs brokers have
used these technologies to reduce delays, cut costs, and improve regulatory compliance.
However, Varian notes that India still lags in digital maturity relative to countries like
South Korea and Singapore, making further digital investment critical.

Avinash Dixit (2022) provides a macroeconomic assessment of India's global value chain
(GVC) participation, highlighting its uneven integration across sectors. While
pharmaceuticals and IT have a strong GVC presence, electronics, machinery, and
semiconductors are largely import-dependent. This dependence exposes India to
geopolitical shocks, as witnessed during the COVID-19 pandemic and the Ukraine war,
when semiconductor and energy imports became volatile. Therefore, Dixit advocates for
backward linkages in high-tech industries, domestic R&D incentivization, and resilient
infrastructure.

Sectoral Trade Performance and Services Boom

India's sectoral trade performance presents a compelling narrative of structural

transformation, wherein traditional sectors like agriculture and textiles coexist with
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modern sectors such as information technology, pharmaceuticals, and engineering goods.
This evolution is not only the result of macroeconomic liberalization but also of strategic
policy interventions and private sector dynamism.

Arvind Panagariya (2022), through a detailed econometric study, emphasizes the
exponential growth of India’s services exports, especially after the 1991 reforms. He finds
that IT and IT-enabled services (ITES) contributed over 35% to total exports by 2022. With
firms like Infosys, TCS, and Wipro emerging as global players, India created a niche in
software development, customer service, financial outsourcing, and consulting. This
services boom not only mitigated India’s trade deficits but also positioned the country as a
global technology hub.

Devesh Kapur (2020) echoes this by highlighting India's demographic dividend and human
capital as key enablers of the services export surge. His cross-country comparison reveals
that India's edge lies in its large pool of English-speaking, technically trained graduates,
especially in engineering and management. He cautions, however, that this comparative
advantage may erode without continued investment in education, digital infrastructure,
and global market access.

Marc Melitz (2017), using firm-level data, identifies a significant productivity differential
between exporting and non-exporting firms in India. Exporting firms, he notes, enjoy
higher revenue, adopt better technology, and offer higher wages. This reflects the broader
hypothesis that trade enhances firm-level efficiency through exposure to global
competition and demand.

While services dominate India's export landscape, the manufacturing sector has also
evolved, albeit at a slower pace. Engineering goods, particularly auto components,
industrial machinery, and transport equipment, now constitute over 10% of total exports.
India has also emerged as a global pharmaceutical hub, being the world’s largest supplier of
generic drugs. The “Pharmacy of the World” status was further cemented during the
COVID-19 pandemic when India supplied vaccines and medicines to over 150 countries.
Regional Disparities in Trade Gains

Despite significant progress at the national level, India’s foreign trade performance is
marked by substantial regional disparities. These disparities manifest in terms of export
volumes, product diversity, infrastructural capabilities, and access to international

markets. Academic studies and government reports alike underscore the asymmetrical
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distribution of trade benefits across Indian states, posing a challenge to inclusive and
balanced economic growth.

Amitabh Kundu (2019), in his regional trade analysis, highlights that states such as
Maharashtra, Gujarat, Tamil Nadu, and Karnataka dominate India’s export portfolio. These
states benefit from strategic coastal locations, robust industrial clusters, SEZs, efficient
logistics, and proactive state-level policies. Gujarat’s ports handle over 40% of India’s cargo
traffic, while Tamil Nadu and Karnataka have thriving electronics, automotive, and IT
sectors. Maharashtra, home to Mumbai and Pune, leads in pharmaceuticals, engineering,
and service exports.

In contrast, central, eastern, and northeastern states lag significantly behind. States like
Bihar, Jharkhand, Chhattisgarh, Odisha, and the entire Northeast contribute marginally to
India’s exports. Joseph Stiglitz (2020) attributes this to a historical neglect of
infrastructural investment and insufficient policy decentralization. He contends that unless
trade facilitation efforts are tailored to local contexts, these disparities will widen further.
Exchange Rate, Currency Stability, and Trade Balance

The exchange rate of a country’s currency plays a critical role in determining its trade
dynamics. A country’s currency value influences export competitiveness, import costs,
trade balance, capital inflows, and investor confidence. In the case of India, the rupee’s
volatility over the years has had profound implications on foreign trade. Understanding the
literature surrounding exchange rate mechanisms and their impact on India's trade is vital
for formulating effective policy interventions.

Barry Eichengreen (2018) argues that a stable exchange rate policy fosters trade
predictability and strengthens exporter confidence. In his analysis, he demonstrates that in
emerging economies like India, currency volatility disproportionately affects small and
medium exporters who are less equipped to hedge against risk. Eichengreen suggests that
countries with managed floating exchange rate regimes—Ilike India—need robust foreign
exchange reserve buffers and institutional mechanisms to intervene during periods of
excessive volatility.

Robert Dornbusch (2021), through his elasticity model of trade, shows how fluctuations in
the exchange rate influence trade volumes. He presents empirical evidence from India
between 1990 and 2020, highlighting that currency depreciation generally boosts exports

in the short term by making Indian goods cheaper in global markets. However, he cautions
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that such gains may be neutralized if the depreciation also leads to imported inflation,
especially in sectors dependent on raw materials and technology imports.

Kenneth Rogoff (2020) examines the macroeconomic implications of exchange rate
misalignments on India’s trade deficit. Using a dynamic stochastic general equilibrium
(DSGE) model, Rogoff finds that India’s chronic trade deficits—especially in petroleum,
electronics, and gold—amplify currency pressures. He emphasizes that a volatile currency
environment could deter long-term FDI inflows, thereby weakening the export base.

Role of FDI and Institutional Reforms

Verma & Sharma (2020), through a panel data analysis covering 15 years across multiple
sectors, found that higher FDI inflows positively correlated with increased exports in
industries such as automobiles, pharmaceuticals, electronics, and information technology.
Their findings underscore the dual effect of FDI: while it injects financial capital, it also
introduces advanced production techniques and innovation capabilities that domestic
firms often lack.

Chopra (2021) emphasizes the role of multinational corporations (MNCs) in catalyzing
India’s global trade presence. MNCs establish backward and forward linkages with local
suppliers, improve supply chain standards, and open up new market channels for Indian
exporters. Furthermore, they raise compliance standards with global norms, making Indian
products more acceptable in developed markets like the EU and the US.

Reddy (2019) highlights the institutional aspect of FDI-trade synergy. He notes that the
liberalization of India’s FDI policy—such as automatic route approvals, sector-specific
relaxations, and tax incentives—enhanced investor confidence and fostered ease of doing
business. Reddy’s case studies of FDI in Gujarat’s auto sector and Telangana’s pharma
sector reveal that policy clarity and institutional facilitation are crucial for attracting
sustained FDI.

One of the major institutional reforms that accelerated trade growth through FDI is the
abolition of the License Raj in the early 1990s. Since then, India has taken steps to
streamline its bureaucratic processes, digitize customs procedures, and reduce transaction
costs for foreign investors. The establishment of the single-window clearance system and
portals like “Invest India” have also contributed to improving transparency and
coordination.

The new Foreign Trade Policy 2023 exemplifies the evolution of FDI-linked trade

facilitation. It promotes rupee-based settlements, encourages sector-specific FDI inflows
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into green technology and high-value manufacturing, and promotes inclusive trade through
MSME integration. These policies are not only attracting investments but also ensuring that
the benefits of trade and FDI are equitably distributed.

Technological Advancements and Digital Trade

Technological advancements have become a transformative force in global trade,
redefining how businesses interact, governments regulate, and economies grow. India,
recognizing this digital shift, has strategically invested in various initiatives to enhance its
digital trade infrastructure and streamline export-import processes. Digital trade includes
not only e-commerce but also digitally enabled services, cross-border data flows, and
technology-enabled logistics and documentation.

One of the significant developments in India's trade facilitation is the introduction of
ICEGATE (Indian Customs Electronic Gateway), which allows online filing of customs
documents and integration with shipping lines and port authorities. This single-window
digital platform reduces clearance times and increases transparency. Similarly, the SWIFT
(Single Window Interface for Facilitating Trade) system enables importers and exporters to
lodge documents at a single point, enhancing inter-agency coordination and reducing
transaction costs.

Hal Varian (2019), a leading authority on digital economics, emphasizes that access to
digital platforms and analytical tools democratizes international trade. In India, small and
medium enterprises (SMEs), which previously struggled with access to global markets due
to physical and regulatory barriers, are now leveraging platforms like Amazon Global
Selling, Flipkart Export Hub, and eBay India to reach customers worldwide. These
platforms provide end-to-end services, including listing, compliance guidance, and logistics,
thereby lowering entry barriers.

Digital payments also represent a major leap. India’s Unified Payments Interface (UPI) has
enabled instant, cost-effective, and secure payments, and its adoption in cross-border
settlements—such as recent tie-ups with Singapore and UAE—demonstrates the
exportability of digital public infrastructure. These developments reduce dependence on
conventional financial intermediaries, making trade more inclusive and efficient.
Blockchain is another emerging technology transforming trade documentation. India has
begun piloting blockchain solutions for trade finance and customs processing, aiming to

eliminate document fraud and streamline shipping procedures. By enabling smart
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contracts, blockchain reduces human error, increases traceability, and ensures faster
dispute resolution.

Artificial Intelligence (AI) and machine learning tools are also being adopted by Indian
exporters to forecast demand, analyze buyer behavior, automate inventory management,
and optimize delivery routes. Logistics tech companies in India are integrating Al for real-
time shipment tracking, route optimization, and customs duty forecasting.

Sustainability and Future Trade Paradigms

As global consciousness shifts toward environmental stewardship, sustainability is
becoming a central theme in trade strategies. Jochen Zeitz rightly asserts, "Sustainability is
no longer about doing less harm. It's about doing more good." EY (2023) and OECD (2023)
stress that climate-resilient trade models are vital for long-term economic and ecological
stability. India’s policy apparatus is responding with measures such as incentives for green
technology exports, sustainable packaging, and compliance with international carbon audit
standards. The Carbon Border Adjustment Mechanism (CBAM) introduced by the EU has
spurred India’s steel and cement sectors to align with low-emission benchmarks. India's
ambitious renewable energy targets and investments in solar, wind, and green hydrogen
exports align with this sustainable trade shift. The Foreign Trade Policy 2023 encapsulates
these principles by promoting green export zones and facilitating carbon credit trade.
Therefore, integrating sustainability into trade policy is not just an ethical imperative but
also a competitive strategy. As consumers and regulators across the world demand green
credentials, India’s early action in this domain will enhance its global standing.

Critical Gaps in Literature

Despite a wealth of literature examining various facets of India's foreign trade, significant
gaps persist in both the scope and methodology of existing studies. These gaps not only
limit our understanding of India's evolving trade ecosystem but also impede the
formulation of comprehensive, evidence-based policy solutions. This section explores the
critical omissions in current academic and institutional analyses, underscoring the need for
further research and innovation.

One of the most striking gaps lies in the compartmentalized treatment of exports and
imports. A majority of studies treat these as independent phenomena, without examining
the synergies or trade-offs between them. For instance, while IT services exports have
flourished, India's dependency on imported electronics and hardware components to

support this sector has been largely overlooked. The lack of integrated studies that
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examine the import-export feedback loop presents an incomplete picture of India’s net
trade outcomes.

Graphical & Tabular Insights

Table 1: India's Top Export Sectors (2023)

Rank Sector Share in Total Exports (%)
1 IT & Software Services 35.2
2 Pharmaceuticals 7.4
3 Engineering Goods 10.5
4 Agriculture Products 6.9
5 Textiles & Apparel 5.6

This table demonstrates the dominance of the IT sector in India’s export economy, followed
by engineering goods and pharmaceuticals. It also reflects India’s evolving trade pattern
from primary to high-value sectors.

India’s foreign trade architecture has undergone a profound journey of transition—from a
highly protected, inward-looking economic structure to a dynamic, outward-oriented, and
globally integrated system. This evolution reflects broader shifts in policy, technology,
institutional capacity, and global geopolitics. The present trade ecosystem is characterised
by strong export sectors, strategic yet essential imports, growing integration into global
supply chains, and an increasing emphasis on sustainability, digitalization, and high-value
manufacturing.

India’s export strengths highlight its diverse capabilities. Pharmaceuticals continue to
elevate India’s global standing as the “Pharmacy of the World,” supported by cost
competitiveness, skilled scientific talent, and strong compliance with global standards. The
IT and services sector remains India’s most powerful export engine, contributing
significantly to growth, employment, and foreign exchange through software, business
process management, and advanced digital services. Engineering goods represent the rise
of India’s manufacturing capabilities, reflecting improvements in design, precision, and
productivity. Textiles, rooted deeply in India’s cultural and industrial heritage, connect
traditional strengths with emerging opportunities in technical and sustainable textiles.
Agricultural and marine exports support millions of livelihoods and underscore India’s rich
resource base, though they require modernization, better supply-chain integration, and

climate-resilient practices.
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On the import side, India’s trade profile reflects strategic necessities. Crude oil continues to
dominate the import basket due to energy demands, industrial growth, and expanding
mobility needs. Electronics—especially semiconductors, mobile components, and high-end
hardware—represent both a challenge and an opportunity, as domestic capability building
in this segment can significantly reduce the import burden. Machinery imports support
industrial upgrades, fertilizers enable agricultural productivity, and gold reflects both
cultural demand and raw material needs for the jewellery industry. These imports, while
essential, underline the urgency of strengthening domestic capabilities, diversifying energy
sources, enhancing technology partnerships, and promoting manufacturing self-reliance.
An integrated assessment indicates that India’s trade ecosystem functions through complex
inter-sectoral linkages. Pharmaceuticals depend on chemicals and APIs; engineering goods
require metals, capital equipment, and electronic components; agriculture relies on
fertilizers and modern machinery; and the IT sector drives digital adoption across all
domains. Strengthening these linkages through research, innovation, skill development,
and industrial modernization is central to transforming India from a cost-based exporter to
a value-driven global competitor.

Despite notable progress, structural constraints persist. Logistics costs remain higher than
global benchmarks, and infrastructure gaps across ports, roads, warehousing, and cold
chains limit export efficiency. Inland regions remain less integrated into global trade
compared to coastal states, reflecting an urgent need for balanced regional development.
Small enterprises, although rich in entrepreneurial potential, often face technological,
financial, and regulatory hurdles that restrict their participation in international markets.
Moreover, global trends such as carbon border adjustments and sustainability-linked
standards are reshaping trade rules, compelling India to adopt greener, cleaner, and more
responsible production practices.

Empirical evidence reinforces the need for strategic reforms. Liberalization has boosted
services competitiveness, foreign direct investment has enhanced manufacturing
capabilities, and digital adoption strongly correlates with export success among small
businesses. At the same time, exchange-rate volatility, import dependency in critical
sectors, and exposure to global supply-chain disruptions pose challenges that require
careful risk management and policy resilience.

India’s future trade trajectory depends on deepening industrial capabilities, forming high-

impact global partnerships, and accelerating digital and green transitions. Strategic trade
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diplomacy must focus on strengthening ties with major economic blocs, securing
technology access, and expanding markets for high-value goods and services. Production-
linked incentives, research funding, innovation clusters, and quality standards must work
together to move Indian industries up the value chain. Empowering MSMEs with digital
tools, financial support, and global branding will broaden the export base and enhance
competitiveness.

India stands at a defining moment where economic ambition intersects with global
opportunity. By reinforcing the foundations of manufacturing, embracing technology-led
growth, modernizing supply chains, and aligning policies with global sustainability goals,
India can shape a resilient, inclusive, and future-ready trade framework. With consistent
reforms, collaborative governance, and innovation-driven strategies, India is poised not
just to participate in global trade, but to influence its direction and emerge as a leading
force in the international economic landscape.

Hypothesis Testing

To validate the assertions and relationships identified in this study, the following
hypotheses are tested using appropriate statistical tools, including correlation analysis,
regression models, and comparative trend analysis:

Hypothesis 1: There exists a statistically significant correlation between liberalized trade
policies and the growth rate of India’s service exports.

Testing Method: Time-series regression analysis using export data (1991-2024), policy
indices, and dummy variables representing liberalization phases.

Hypothesis 2: Foreign Direct Investment (FDI) inflows have a positive impact on export
competitiveness across key sectors.

Testing Method: Panel data regression of FDI and sectoral export data using fixed effects to
control for heterogeneity.

Hypothesis 3: Regional disparities in infrastructure and governance significantly influence
state-wise export performance.

Testing Method: ANOVA and regression analysis using state-level export data,
infrastructure indices, and logistic connectivity scores.

Hypothesis 4: Exchange rate fluctuations have a negative impact on India’s overall trade
balance.

Testing Method: Econometric modeling of exchange rate volatility with trade deficit figures

using GARCH models.

44



Reinventing Paradigms in Social Science, Commerce and Management Volume I1
(ISBN: 978-93-48620-56-9)

Hypothesis 5: The adoption of digital trade tools positively correlates with increased SME

participation in exports.

Testing Method: Survey-based correlation analysis and regression with digital readiness

scores and export volume per SME.

These hypotheses form the empirical core of the research and are aligned with theoretical

insights drawn from the literature review. Their testing provides validation and depth to

the broader arguments and recommendations presented in later chapters.
"Trade is the lifeblood of nations, the language through which civilizations
converse."
- Amartya Sen
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Abstract:

Social media has become a space where people connect, express themselves, and form
impressions about the world and about each other. This chapter explores how these digital
interactions shape our thoughts, emotions, and sense of identity. It explains how everyday
activities such as scrolling, posting, and reacting are influenced by deeper psychological
processes like social comparison, self-presentation, and reward-seeking. The role of
algorithms is also discussed, showing how personalized content can subtly guide our
feelings and behaviours without our awareness. While social media can support
connection, creativity, and emotional expression, it can also contribute to stress, insecurity,
and unhealthy patterns of use. By blending research with real-world examples, this chapter
offers a clearer understanding of how social media impacts our inner experiences in
today’s digital world.

Keywords: Social Media Psychology, Human Behaviour, Emotions, Digital Well-Being,
Mental and Emotional Impact.

Introduction:

In today’s world, social media has become a natural part of everyday life. People turn to
these platforms to stay connected, share experiences, and express who they are. Because of
this constant presence, understanding the psychological side of social media how it affects
our thoughts, feelings, and identities has become more important than ever. Many of the
behaviours we see online reflect long-standing psychological processes such as learning
from others, comparing ourselves, and shaping our sense of self, but these processes take
on new intensity in digital spaces (Bandura, 2001; Boyd, 2014).

Social media platforms are designed in ways that encourage repeated use. Features like
likes, reactions, and comments provide quick bursts of feedback, which can make people
return again and again for validation or connection (Skinner, 1953; Meshi et al, 2015).

Emotionally, the online world can amplify feelings both positive and negative. Content
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spreads quickly, and people often respond instantly, leading to moments of emotional
contagion or heightened sensitivity (Kramer, Guillory, & Hancock, 2014). At the same time,
these platforms give individuals a space to explore different parts of their identity,
presenting themselves in ways that may or may not match their offline lives (Goffman,
1959; Valkenburg & Peter, 2011).

These experiences can be meaningful and supportive, helping people build friendships, find
communities, and express emotions that might be difficult to share in person. Yet, they can
also create pressure. Constant comparisons, idealized images, and curated lifestyles often
leave users particularly young people feeling inadequate or anxious (Fardouly et al, 2015).
Algorithms add another layer by shaping what users see, often without them realizing it,
influencing opinions, mood, and even behaviour (Bucher, 2018). For these reasons, social
media is much more than a technological tool it is a psychological environment that shapes
everyday life. This chapter explores how digital interactions influence behaviour, emotions,
and identity, drawing on research to offer a clearer understanding of what it means to live
and connect in an online world.

Psychological Foundations of Social Media Behaviour

Social media behaviour is shaped by long-standing psychological principles, even though
the digital environment itself feels new. One of the most influential ideas is social learning,
which suggests that people often learn simply by watching others (Bandura, 2001). On
platforms like Instagram, TikTok, or YouTube, users are constantly exposed to models
friends, influencers, celebrities, or even strangers whose behaviours set trends and shape
expectations. When an influencer shares a wellness routine or participates in a viral
challenge, others often repeat the behaviour, not because they were directly told to, but
because observing it makes it feel desirable or socially approved. This rapid visibility
makes imitation happen more quickly and widely online than in everyday offline
interactions.

Another strong force behind online behaviour is social comparison. According to
Festinger’s (1954) theory, people naturally evaluate themselves by comparing their lives
with others. Social media intensifies this process by presenting highly curated snapshots of
success, beauty, achievement, and happiness. Users may find themselves gauging their
worth against filtered images or highlight reels, sometimes leading to feelings of
inadequacy or lower body satisfaction (Fardouly et al, 2015). At the same time,

comparison is not always harmful. Some individuals feel supported or reassured when they
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see others facing similar difficulties, showing that comparison can provide comfort as well
as challenge.

The design of social media platforms also plays a key role in shaping behaviour. Likes,
notifications, messages, and comments act as small rewards that reinforce the habit of
returning to the app. This mechanism, rooted in behavioural conditioning (Skinner, 1953),
taps into the brain’s reward pathways and can make online engagement feel gratifying
even addictive. Research indicates that receiving positive feedback on posts activates
neural reward centres, encouraging repeated behaviour (Meshi et al,, 2015). Over time, this
creates familiar habits: checking for updates during free moments, refreshing feeds, or
feeling uneasy when disconnected. Emotion also spreads easily in digital spaces. Social
media is not only a place where people express their emotions it is also a place where
emotions can be transmitted from one person to another without direct conversation.
Studies show that exposure to positive or negative posts can influence a viewer’s mood, a
phenomenon known as emotional contagion (Kramer, Guillory, & Hancock, 2014). Because
content moves quickly and reactions are immediate, emotions whether joy, anger,
excitement, or frustration can travel across networks faster than they would in face-to-face
interactions.

Much of what happens online is guided by the human need to belong. People seek
connection, recognition, and community, and social media provides countless spaces where
they can find others who share their interests, identities, or struggles. This aligns with
Baumeister and Leary’s (1995) argument that belongingness is a fundamental
psychological need. Online groups, comment sections, and shared experiences help people
feel seen and supported. However, belonging can also come with pressure to maintain
certain appearances or conform to group norms, showing that connection in digital spaces
can be both empowering and demanding. Together, these psychological foundations
highlight that social media behaviour is not accidental or superficial. It is deeply rooted in
how humans learn, compare, seek rewards, share emotions, and yearn for connection
processes that social media platforms amplify and accelerate in powerful ways.

Emotional Experiences in the Social Media Environment

Emotions play a central role in how people interact with social media, shaping not only
what they post but also how they respond to the content they encounter. Digital platforms
are uniquely designed to trigger emotional engagement; they present a continuous flow of

stories, images, and reactions that invite users to feel something almost instantly. This

50



Reinventing Paradigms in Social Science, Commerce and Management Volume I1
(ISBN: 978-93-48620-56-9)

emotional intensity is partly due to the speed at which information is shared and the highly
personalized nature of the content users see. Platforms curate feeds based on past
behaviour, showing posts that are likely to evoke strong responses whether joy, anger,
amusement, or curiosity (Bucher, 2018). As a result, social media becomes a space where
emotions are constantly activated and reinforced.

One of the most striking emotional phenomena online is emotional contagion the process
through which people “catch” emotions from others. Research demonstrates that simply
viewing positive or negative posts can influence a person’s mood, even when they do not
interact with the content directly (Kramer, Guillory, & Hancock, 2014). When a user scrolls
through a series of joyful celebrations, inspiring stories, or humorous videos, their own
emotional state often rises. Conversely, exposure to distressing news, conflict-driven
content, or negative commentary can lead to increased stress, sadness, or irritability.
Because posts spread rapidly through networks, emotions can ripple through communities
within minutes, creating collective emotional experiences that would be far less likely to
occur in offline settings.

At the same time, social media offers a unique outlet for emotional expression. Many users
share their feelings whether excitement, frustration, grief, or pride in ways they may
hesitate to in face-to-face interactions. Online environments can feel safer or more
comfortable for expressing vulnerability, especially when users receive supportive
comments, reactions, or messages. Studies suggest that this sense of connection and
emotional acknowledgment can strengthen users’ feelings of belonging and reduce
emotional distress (Valkenburg & Peter, 2011). For individuals who may struggle with
social anxiety or limited offline support, digital communication becomes a meaningful
avenue for emotional relief and understanding.

However, emotional experiences on social media are not always positive. The constant
exposure to others’ achievements, celebrations, or idealized lifestyles can fuel feelings of
envy, self-doubt, or inadequacy, particularly when users compare themselves to carefully
curated images (Fardouly et al, 2015). Negative emotional cycles can also emerge when
individuals seek validation through posts or stories but receive little engagement, leading
to disappointment or lowered self-worth. These emotional fluctuations demonstrate how
tightly online experiences can become intertwined with personal well-being.

Social media can also amplify emotional reactions through its design. Features such as

reaction buttons, share options, and trending topics encourage immediate responses,
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sometimes leading users to react impulsively before fully processing their feelings. This
rapid exchange of emotions can escalate conflicts, intensify outrage, or spread
misinformation fueled by fear or anger (Brady, Wills, Jost, Tucker, & Van Bavel, 2017). In
this way, emotional experiences online can influence not only individual users but also
broader social dynamics, shaping public opinion and collective behaviour. Despite these
challenges, social media remains a deeply emotional space because it mirrors human needs
to connect, to be understood, to express, and to feel alongside others. Whether uplifting or
overwhelming, the emotional experiences that unfold online reveal the powerful role
digital environments play in shaping modern psychological life.

Identity Construction and Self-Presentation Online

Identity has always been shaped through social interactions, but social media has
transformed the way people express and experiment with who they are. In digital spaces,
individuals have the opportunity to curate their self-image, choose what aspects of
themselves to share, and control how they are perceived by different audiences. This aligns
with Goffman’s (1959) classic idea of self-presentation, which describes how people
manage impressions of themselves in social settings. On social media, this “performance”
becomes even more deliberate because users can edit photos, rewrite captions, and
selectively post moments that reflect the version of themselves they want others to see.

The online environment also encourages identity exploration. Adolescents and young
adults, in particular, use social media to try out different roles, interests, and personalities
as they navigate their developing sense of self (Valkenburg & Peter, 2011). By
experimenting with styles, hobbies, or viewpoints online, individuals can receive instant
feedback likes, comments, messages that helps them understand how others respond to
these aspects of their identity. This feedback loop can support personal growth and
confidence, especially when users feel validated or seen by peers and communities who
share similar experiences.

However, the curated nature of social media can also create pressure to maintain an
idealized identity. Many users feel compelled to present a positive, polished version of
themselves, even if it does not reflect their real-life experiences. This discrepancy between
the “online self” and the “offline self” can lead to emotional strain, self-doubt, or feelings of
inauthenticity (Marwick & body, 2011). For some, the desire to impress others or meet

social expectations results in carefully crafted images and narratives that hide
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vulnerabilities. Although these performances can be empowering, they can also create
internal conflict when users feel unable to show their true selves.

Social media platforms also allow individuals to develop multiple identities for different
contexts. Someone might present a professional persona on LinkedIn, a creative one on
Instagram, and a humorous or relaxed version of themselves on WhatsApp or Snapchat.
This ability to shift identities across platforms reflects the flexible nature of modern
identity but can also add complexity to how individuals understand themselves. When
these identities are too fragmented or overly managed, users may struggle to integrate
their online and offline selves in meaningful ways.

Social Media, Relationships, and Interpersonal Dynamics

Social media has reshaped the way people build, maintain, and experience relationships. In
many ways, digital platforms extend everyday social life, providing new spaces for
connection, communication, and emotional support. Whether through posting updates,
sending private messages, or reacting to others’ content, users stay connected across
distances and time zones in ways that were unimaginable a decade ago. Research shows
that social media helps sustain both close relationships and casual connections by offering
ongoing opportunities for interaction, even with minimal effort (Baym, 2015). A simple
“like” or comment can signal presence and care, reinforcing bonds that might otherwise
weaken with physical distance.

At the same time, social media introduces new dynamics into interpersonal relationships.
Because communication online is often quick and publicly visible, misunderstandings can
occur more easily. Tone and emotion may be harder to interpret without facial expressions
or vocal cues, sometimes leading to miscommunication or conflict. The “visibility” of online
interactions who comments on whom, who views a story, who reacts to a post can also
create insecurity or jealousy in close relationships (Fox & Moreland, 2015). These small
digital cues, though subtle, can carry emotional weight because people often read meaning
into them, even when none is intended.

Social media also changes the pace and depth of relational communication. Digital
interactions often encourage brief, frequent exchanges rather than long, in-depth
conversations. While this can help maintain regular contact, it can also reduce
opportunities for richer emotional dialogue. Some users report feeling more connected

online but less emotionally fulfilled offline, suggesting a shift in how intimacy is
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experienced (Turkle, 2015). This blend of closeness and distance is a defining feature of
modern digital relationships.

The platform itself can also influence how relationships develop. Many friendships and
romantic relationships now begin online, where individuals can connect based on shared
interests, communities, or mutual networks. Online self-presentation plays a role in these
early interactions, as people often form first impressions from curated profiles rather than
from in-person cues (Ellison, Heino, & Gibbs, 2006). For some, this creates opportunities
they feel more confident expressing themselves digitally than face-to-face. For others, the
pressure to appear attractive or interesting can disrupt genuine connection.

Impact of Algorithms on Psychological Experiences

Social media algorithms play a powerful, often invisible role in shaping what people see,
think, and feel online. While users may believe they are freely navigating their feeds, much
of their digital experience is curated by algorithmic systems designed to predict
preferences and maximize engagement. Algorithms analyze countless pieces of data likes,
comments, watch time, browsing patterns to create highly personalized content streams.
This personalization can feel convenient and enjoyable, but it also means that users are
constantly exposed to information selected specifically to hold their attention (Bucher,
2018). As a result, psychological experiences on social media are not accidental; they are
carefully shaped through algorithmic design.

One of the most significant psychological effects of algorithms is their ability to amplify
certain emotions. Since emotional content tends to generate stronger reactions, algorithms
often prioritize posts that evoke surprise, anger, excitement, or empathy (Brady et al,
2017). Over time, this can create emotional “feedback loops” where users are repeatedly
shown content that mirrors their strongest reactions. For instance, a user who frequently
engages with inspiring stories may see more uplifting posts, while someone who interacts
with political outrage may encounter increasingly intense or polarizing content. This
selective exposure can shape emotional states and influence overall mood, sometimes
without the user realizing how curated the experience is.

Algorithms also influence cognitive processes by shaping what information feels important
or relevant. When users are repeatedly shown content aligned with their existing beliefs, a
phenomenon known as confirmation bias is strengthened. This can create echo chambers
digital spaces where similar opinions are reinforced while opposing perspectives remain

hidden (Cinelli et al, 2021). Over time, this narrowing of information may affect critical
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thinking, leading individuals to feel more certain about their views even when they are
based on limited or biased content. In this way, algorithms subtly steer cognitive patterns
and shape perceptions of reality.

Algorithmic systems often affect how individuals perceive themselves. Many users receive
more visibility on posts that perform well with the algorithm, encouraging them to create
content that aligns with platform trends or audience expectations. This performance-
driven environment can shift motivation from authentic self-expression to algorithmic
approval (Marwick, 2013). Users may begin to value content that “does well” rather than
what feels meaningful, altering their sense of identity and self-worth. When posts receive
fewer likes or less engagement, individuals may interpret this as personal rejection even
though it is often the result of algorithmic filtering rather than a reflection of social
disinterest.

Algorithms also shape social connections by determining whose posts appear most
frequently. Users may see updates from certain friends, creators, or communities more
than others, not because of personal choice, but because the algorithm prioritizes
relationships it assumes are meaningful. This can subtly restructure social circles, reinforce
certain bonds while weaken others. Over time, people may feel closer to those who appear
frequently in their feeds and more distant from those filtered out of view, demonstrating
how algorithms quietly shape interpersonal dynamics (DeVito, 2017).

Positive and Negative Mental Health Outcomes

Social media plays a complex and often contradictory role in mental health. For many
people, digital platforms provide meaningful emotional support, creative expression, and
opportunities for connection that can improve psychological well-being. At the same time,
the same platforms can contribute to stress, anxiety, and lowered self-esteem, depending
on how individuals engage with them and how they interpret their online experiences. This
dual influence highlights the need to view social media not as inherently good or bad, but
as a tool whose effects depend on patterns of use, personal vulnerabilities, and the social
environment.

On the positive side, social media can foster a sense of belonging and emotional connection.
Many users find comfort in online communities where they can share experiences, seek
advice, or receive encouragement from others who understand their struggles. Research
shows that supportive interactions online can reduce feelings of loneliness, enhance self-
esteem, and contribute to overall well-being (Manago, Taylor, & Greenfield, 2012). Social

media also gives individuals a space to express emotions, celebrate achievements, and
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access mental health resources that might be difficult to find offline. For people with
limited physical mobility, social anxiety, or marginalized identities, these platforms can
provide a lifeline, offering validation and connection that contribute positively to mental
health.

Creativity and self-expression are additional benefits. Sharing art, writing, humour, or
personal narratives allows users to explore their identities and connect with others who
appreciate their creativity. This kind of expression can enhance psychological resilience
and promote a sense of purpose. Several studies suggest that engaging in meaningful online
activities such as advocacy work, creative projects, or supportive conversations can
strengthen emotional well-being and help individuals cope with stress (Lin et al, 2016).
Social media can also have negative psychological consequences, especially when users
engage in frequent comparison or rely heavily on online approval. Constant exposure to
idealized images and carefully curated lifestyles often leads individuals to compare
themselves unfavourably to others, contributing to body dissatisfaction, low self-worth, or
feelings of inadequacy (Fardouly et al, 2015). Platforms that emphasize visual content,
such as Instagram, can intensify these effects by encouraging users to strive for unrealistic
standards of appearance or success. Another source of mental strain is the pressure to
remain constantly connected. The fear of missing out (FOMO) can lead to compulsive
checking of notifications or a sense of anxiety when disconnected (Przybylski et al, 2013).
Over time, this hyperconnectivity can disrupt sleep patterns, increase stress, and reduce
overall life satisfaction. When individuals become overly concerned with likes, comments,
or follower counts, their self-worth may become tied to external feedback, making them
more vulnerable to emotional fluctuations based on online engagement.

Cyberbullying and online harassment also pose serious mental health risks. Negative
comments, exclusion, or aggressive interactions can contribute to depression, anxiety, and
social withdrawal, particularly among adolescents (Kowalski et al, 2014). Even indirect
exposure to conflict or hostility online can elevate stress levels and contribute to a sense of
emotional exhaustion. The public nature of social media often intensifies these experiences,
as harmful interactions may occur in front of broad audiences. For some individuals,
excessive social media use can contribute to addictive patterns of behaviour. The
continuous stream of notifications and algorithmically-driven content can make it difficult
to disengage, leading to decreased productivity, impaired concentration, or withdrawal
from offline relationships (Andreassen et al, 2016). These patterns highlight the

importance of mindful and intentional use, especially for vulnerable populations.
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Digital Citizenship and Psychological Well-Being

In today’s digital world, simply being online is no longer enough what truly matters is how
individuals behave, make choices, and take responsibility for their actions in digital spaces.
This idea, often described as digital citizenship, is closely tied to psychological well-being
because the way people engage with social media can influence their emotional health, self-
esteem, relationships, and overall sense of balance. At its core, digital citizenship involves
ethical participation, respectful communication, critical thinking, and awareness of the
consequences of one’s online actions (Ribble, 2015). These skills not only shape the digital
environment but also affect the psychological experiences of users themselves.

A key component of digital citizenship is the ability to engage online with empathy and
respect. When individuals practice kindness, supportive dialogue, and constructive
communication, they help cultivate healthier online communities. Research suggests that
positive digital interactions can reduce stress, foster belonging, and contribute to
emotional resilience (Best, Manktelow, & Taylor, 2014). Conversely, environments filled
with hostility, misinformation, or judgment can elevate anxiety and undermine
psychological well-being. The emotional tone of digital spaces is largely shaped by the
collective behaviour of users, making responsible engagement essential for maintaining
healthy online ecosystems.

Digital citizenship also includes the ability to manage one’s online presence mindfully. This
involves recognizing when social media use becomes overwhelming, setting healthy
boundaries, and making conscious choices about the type of content one consumes or
shares. Studies indicate that reflective digital habits such as limiting screen time, curating
feeds, or engaging in purposeful use are associated with higher life satisfaction and reduced
levels of stress and emotional fatigue (Berryman, Ferguson, & Negy, 2018). In contrast,
passive or compulsive scrolling can negatively impact mood and mental health,
highlighting the importance of intentional engagement.

The important aspect of digital citizenship is the critical evaluation of information. Because
social media platforms blend credible information with misinformation and sensational
content, users must develop strong digital literacy skills. The ability to question sources,
verify facts, and recognize bias helps individuals avoid falling into emotional traps such as
fear-driven narratives, polarization, or manipulated content (Guess, Nagler, & Tucker,
2019). A digitally literate individual is better equipped to protect their psychological well-

being by refusing to be swayed by harmful or misleading information.
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Privacy and personal safety also play significant roles in psychological well-being.
Understanding how to protect personal data, set appropriate boundaries, and navigate
privacy settings can reduce anxiety about surveillance, identity theft, or unwanted
exposure (Livingstone & Third, 2017). Feeling secure online allows individuals to
participate more confidently and authentically, enhancing both psychological comfort and
digital empowerment. Digital citizenship encourages people to recognize their influence as
both content consumers and creators. The choices individuals make what they post, how
they respond, and what they endorse shape the broader digital culture. Contributing to a
respectful and supportive environment can increase a sense of purpose and agency, which
are important for overall mental health. Digital citizenship reminds individuals that well-
being is not only personal but also collective; healthy online communities emerge from
shared responsibility.

Future Directions in the Psychology of Social Media

As social media continues to evolve, the psychological landscape surrounding it becomes
increasingly complex. Future research and practice must move beyond simply
understanding the effects of social media and instead explore how digital environments can
be designed, used, and regulated to support human well-being. Because technology
changes faster than traditional research, psychologists face the challenge and opportunity
of continuously rethinking how social media shapes thinking, emotion, identity, and
relationships in both subtle and powerful ways (Bayer, Triéu, & Ellison, 2020).

An important direction for future work is understanding the long-term psychological
impact of social media across the lifespan. While much research focuses on adolescents and
young adults, social media is now deeply embedded in the lives of children, middle-aged
adults, older adults, and even seniors. Each age group experiences social media differently.
For example, older adults may benefit from online connection to reduce loneliness,
whereas younger users may struggle more with identity pressures or comparison
(Nowland, Necka, & Cacioppo, 2018). Future research must examine how these diverse
experiences influence development, cognition, emotional resilience, and social functioning
over time. Another emerging priority is studying the psychological effects of artificial
intelligence-driven platforms, including algorithmic feeds, Al-generated content, virtual
influencers, and conversational agents. As algorithms increasingly shape what people see
and how they interact, the line between human and machine influence becomes less clear.
Researchers must explore how Al-curated content affects trust, autonomy, decision-

making, and self-perception (Lyons, 2021). This includes assessing risks such as echo
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chambers, depersonalization, or manipulated emotional responses, as well as the potential
benefits of Al systems that promote well-being or support mental health.

The rise of immersive digital worlds such as the metaverse, augmented reality (AR), and
virtual reality (VR)opens another frontier for psychological inquiry. These environments
create opportunities for creativity, social interaction, and therapeutic intervention, but they
also introduce new challenges related to identity blending, escapism, and emotional
overstimulation (Slater & Sanchez-Vives, 2016). Future research must investigate how
prolonged immersion in virtual spaces influences real-world behaviour, empathy,
emotional regulation, and self-concept. A critical future direction involves exploring digital
inequality and cultural differences in social media experiences. Not all individuals have
equal access to technology, nor do they interpret digital spaces in the same way. Cultural
expectations, societal norms, and local contexts strongly shape how people express
emotions, construct identities, and navigate online relationships (Lopez & Mendez, 2022).
Understanding these differences will help researchers and practitioners create more
inclusive frameworks that avoid one-size-fits-all assumptions about social media’s
psychological impact.

Ethical design and regulation represent another essential area of development. As public
concern grows around data privacy, misinformation, cyberbullying, and addictive design
elements, psychologists are increasingly called upon to collaborate with policymakers,
educators, and technology companies. The goal is to create platforms that prioritize digital
well-being by design, rather than placing the entire burden on individual users. This may
include features that support healthy habits, reduce harmful content, and encourage
positive engagement online (Center for Humane Technology, 2020). Future research must
strengthen its focus on prevention and intervention. Instead of only identifying risks,
psychologists can help develop digital literacy programs, mental health resources, and
evidence-based tools that empower users to navigate social media safely and confidently.
School-based programs, workplace wellness initiatives, and community-level digital
education can all play a role in promoting healthier online behaviours and reducing
psychological harm (Livingstone et al, 2021).

Conclusion:

Understanding the psychology of social media requires looking beyond simple assumptions
about whether these platforms are “good” or “bad.” Instead, social media represents a
dynamic ecosystem one that influences how people think, feel, relate to others, and

understand themselves. Throughout this chapter, we explored the many psychological
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dimensions of this digital world, from emotional experiences and identity formation to
relationships, algorithms, mental health, digital citizenship, and healthy online practices. A
consistent theme emerges across these discussions: the psychological impact of social
media depends heavily on how it is used, who uses it, and the broader context surrounding
that use. For some individuals, social media provides community, creativity, and emotional
release; for others, it becomes a source of comparison, pressure, or distress. The same
platform that empowers connection can also amplify conflict or insecurity. This dual nature
reminds us that digital environments do not shape people in one uniform way rather,
individuals actively co-create these spaces through their choices, behaviours, and
interactions.

Another key insight is that algorithms and platform designs are not neutral. They guide

attention, emotions, and decision-making in ways users may not fully recognize. This

reinforces the importance of digital literacy, mindful engagement, and ethical design
practices that prioritize well-being. As technology becomes even more immersive and
personalized with Al, virtual environments, and new modes of interaction the
psychological implications will only grow more complex. Perhaps the most important
implication is the need for balanced, intentional, and thoughtful digital habits. Healthy
social media use involves boundaries, self-awareness, critical evaluation, and a focus on
meaningful connection rather than comparison or validation. When individuals practice
these skills, they can navigate digital spaces with greater emotional resilience and purpose.

The psychology of social media will continue to evolve as technology transforms.

Researchers, educators, mental health professionals, and platform designers must work

together to create environments that support human flourishing rather than undermine it.

Social media is now woven into the fabric of modern life, and its influence is unavoidable.

But with awareness, responsibility, and compassion both individually and collectively it

can become a space that enhances well-being, fosters authentic connection, and supports

healthy psychological development.
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Abstract:

Instagram has become one of the most powerful, inventive, and impactful social media
platforms in the modern digital environment. The platform, using the efficacy of visual
communication, has transformed the ways individuals formulate identities, engage in
communities, and interact with global cultures. The incorporation of features like Stories,
Reels, augmented reality filters, and algorithmically selected material has transformed
digital expression, converting Instagram into a vibrant platform for creativity, business,
and networking. The platform enables novel kinds of influence via the emergence of micro-
celebrities, individualised branding, and participatory cultures, profoundly affecting
commercial strategies, political involvement, educational distribution, and socio-cultural
phenomena. Simultaneously, Instagram poses significant issues related to mental health,
body image, privacy, economic exploitation, and algorithmic prejudice, necessitating a
sophisticated comprehension of its influence on public discourse. This chapter posits that
Instagram serves as a potent metaphor for the digital era by analysing its influence,
innovative features, and diverse effects on communication, business, education, and
culture—where visibility translates to value, creativity functions as currency, and social
interactions increasingly manifest through curated visual narratives. The chapter
concludes that although Instagram persists in broadening its technological and cultural
influence, responsible usage and critical literacy are crucial for fostering healthy and
equitable engagement in the developing social media landscape.

Keywords: Instagram, Social Media Impact, Digital Advancement, Visual Culture,
Influencer Economics.

Introduction:

The swift proliferation of social media in the twenty-first century has revolutionised the
methods by which humans communicate, generate, consume, and disseminate information.

Instagram is a prominent platform that significantly influences interpersonal connections,
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visual culture, and online social behaviour in contemporary digital ecosystems. Initially
introduced in 2010 as a basic photo-sharing application, Instagram has transformed into a
complex multimodal platform where images, brief videos, stories, augmented reality filters,
curated feeds, and algorithmic recommendations amalgamate to foster a vibrant arena for
expression and interaction. The unique focus on visual storytelling has transformed users’
communication methods and fostered new kinds of digital identity creation, participatory
cultures, and interconnected communities. Instagram has evolved into a pivotal platform
for social activism, marketing tactics, creative economies, and lifestyle narratives,
mirroring extensive socio-technological transformations in a globalised and hyper-
connected society.

In the Indian context, the platform’s impact has expanded significantly due to rising digital
literacy, cost-effective smartphones, and extensive availability to mobile data. Researchers
like Rajan (2021) contend that Instagram has transformed the ambitions and consumer
behaviour of young in urban and semi-urban India, whilst Sharma (2020) emphasises the
platform’s contribution to fostering vernacular innovation via regional influencers and
localised content formats. Instagram has grown intricately linked with daily social
behaviours, whether via fostering political involvement in civic movements, facilitating
micro-entrepreneurship among tiny enterprises, or offering a platform for creative
recognition. However, the platform also prompts significant enquiries over privacy, mental
health, the commodification of daily existence, and the societal constraints associated with
visual idealism.

This chapter analyses Instagram’s increasing importance through three interrelated
aspects: its influence, its technological and creative advancements, and its diverse effects
on communication, business, education, and cultural domains. This chapter aims to provide
a comprehensive study of how Instagram both empowers and challenges its users by
placing the site within the larger conversation on social media power. The platform is
posited as a quintessential emblem of modern digital existence, wherein visibility,
aesthetics, and algorithmic reasoning influence personal experiences and communal
cultures. The next conversation critically examines Instagram not only as a technology
application but also as a socio-cultural phenomenon that shapes the habits, ambitions, and

imaginations of millions globally.
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The Ascendance of Instagram as a Visual Social Media Platform

The rise of Instagram as a leading social media platform may be attributed to technology
advancements, cultural transformations, and the worldwide move towards visual
communication. When Kevin Systrom and Mike Krieger developed Instagram in 2010, its
primary objective was straightforward—enable people to rapidly share visually stunning
images from their cellphones. The simplicity, along with an easy Ul and included filters that
improved visual aesthetics, distinguished Instagram from previous text-centric networks
like Facebook and Twitter. The swift uptake, reaching one million users within the initial
two months, indicated a robust cultural inclination towards speed, visual clarity, and
expressive material. The 2012 acquisition of Instagram by Facebook (now Meta) was a
pivotal moment, facilitating swift technical growth, algorithmic enhancement, and
increased integration within the global digital landscape. The latter release of features like
Stories (2016), IGTV (2018), and Reels (2020) revolutionised the platform into an all-
encompassing multimedia ecosystem that integrated photography, short-form video,
transient content, and e-commerce. These features not only enhanced user engagement but
also established Instagram as a formidable competitor to services like Snapchat and
TikTok.

The ascent of Instagram is closely associated with the wider cultural transition towards
what academics refer to as a “visual turn” in modern communication. The prevalence of
pictures and videos indicates evolving cognitive and social trends, wherein people favour
succinct, emotionally impactful material over extensive written formats. According to
Mitchell (2015), contemporary cultures increasingly depend on pictures to create meaning,
negotiate identity, and engage in public debate, a phenomenon that Instagram both
exemplifies and amplifies. The platform’s popularity in India has been remarkable,
attributed to the rise in smartphone usage and cost-effective mobile internet, particularly
following the digital revolution initiated by Jio’s arrival in 2016. Nair and Joseph (2022)
observe that Instagram has emerged as a favoured platform for Indian young to express
uniqueness, connect with trends, and partake in global digital cultures. The platform’s
capacity to support multilingual subtitles, regional aesthetics, and culturally distinctive
content—such as dance reels, festival graphics, cuisine photos, and regional comedy—has
solidified its popularity among many demographic groups.

Instagram is distinguished from previous social networks by its ability to integrate

personal expression, public exposure, and algorithmic curation into a seamless and highly
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dynamic environment. The platform’s design facilitates users in crafting their identities via
curated timelines and visual narratives, therefore influencing novel forms of self-
presentation. Its hashtag culture facilitates the establishment of global and local groups
centred on hobbies, professions, causes, and identities. The platform serves as an incubator
for emerging professions, including social media influencers, digital innovators, and online
marketers, transforming work environments and redefining expectations among younger
generations. Furthermore, Instagram’s algorithm, which emphasises engagement-based,
tailored suggestions, exerts a significant albeit covert influence on which photographs
achieve worldwide prominence and which go unnoticed. According to Banerjee (2023), this
algorithmic mediation fosters the development of hierarchical digital ecosystems in which
influence is socially produced and technologically managed.

The emergence of Instagram as a visual social media platform signifies the intersection of
technology advancement and cultural change. It encapsulates the spirit of a society
progressively focused on immediacy, aestheticization, and interactive engagement.
Instagram’s rise is not just due to its features but rather a manifestation of modern
society’s craving for visual narratives, performative identities, and constant connectivity,
establishing it as a pivotal communicative platform in the digital era.

Instagram and Digital Impact

Instagram’s cultural effect is most apparent in its capacity to shape digital power—an
environment where visibility, engagement, and credibility amalgamate to generate novel
kinds of social capital. In contrast to conventional methods of influence based on
institutional authority, Instagram democratises recognition by enabling people to achieve
prominence via creativity, consistency, and smart self-presentation. The site promotes
users to create visually harmonious identities, often curated through meticulously chosen
photographs, aesthetic themes, and lifestyle tales. Goffman’s (1959) dramaturgical
approach posits that identity is a performance tailored for an audience, a notion that aligns
significantly with Instagram’s framework, where each post is a deliberate act of self-
presentation. Individuals showcase idealised representations of their lives, frequently
altered and refined, resulting in a digital identity that may or may not correspond with
their real-life experiences. Indian scholars, like Sen (2021), emphasise that this crafted self-
identity is particularly evident among urban millennials, who leverage Instagram to

navigate goals, social affiliation, and upward mobility within a visually-oriented society.
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The emergence of influencer culture is one of Instagram’s most significant contributions to
digital influence. Instagram influencers, through monetised partnerships, sponsored
content, and branded collaborations, have become influential micro-celebrities capable of
impacting consumer behaviour, lifestyle trends, and public opinion. In contrast to
conventional celebrities, influencers foster closeness and authenticity via direct
engagement, behind-the-scenes material, and individualised narratives. This cultivates
what Horton and Wohl (1956) referred to as “parasocial relationships,” in which listeners
experience emotional connections with persons they have never encountered. In India, the
influencer economy has expanded swiftly across several industries, including fashion,
cuisine, travel, fitness, beauty, and education. Research conducted by Gupta and Roy (2022)
demonstrates that Indian consumers are progressively placing their faith in influencer
endorsements owing to perceived trustworthiness, relatability, and localised content
formats. The emergence of regional language producers has enhanced the diversity of the
influencer landscape, facilitating representation beyond urban centres and broadening the
market for vernacular digital cultures.

Aside from business, Instagram functions as a significant catalyst for cultural and social
impact. The site has significantly contributed to enhancing activism, mobilising
communities, and disseminating awareness via hashtags and visual campaigns. Movements
like #MeToo, which gained considerable momentum in India in 2018, illustrated how
Instagram can serve as a public platform for sharing stories and contesting established
power dynamics. Environmental campaigns and social justice efforts similarly leverage
Instagram’s visual storytelling capabilities to engage kids and foster active activism. Kumar
(2023) notes that Instagram’s participatory structure cultivates a collective identity
regarding socio-political reasons, rendering it an essential instrument for citizenship in the
digital age. Nonetheless, the same methods that facilitate beneficial impact may also
expedite the dissemination of incorrect material, performative activism, or trend-driven
involvement devoid of substantive engagement.

The mechanics of digital influence on Instagram are influenced by both human behaviour
and algorithmic design. Instagram’s recommendation algorithm favours material that is
aesthetically pleasing, emotionally resonant, and likely to elicit engagement. This generates
chances for visibility, while also enforces specific aesthetic standards, physique norms, and
lifestyle expectations that may impose psychological pressure on users. The algorithm'’s

propensity to favour sensational, hilarious, or controversial material fosters what Sharma
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(2022) refers to as “attention-driven digital hierarchies,” wherein influence becomes
progressively linked to an economy of likes, shares, and impressions. As a result, users may
internalise competitive demands to sustain exposure, resulting in an increased focus on
perfection, performance, and public approval.

Instagram has fundamentally altered digital influence by converting ordinary users into
potential cultural agents, while concurrently integrating their experiences inside an
algorithmic structure that dictates visibility, promotion, and normalisation. The platform’s
impact is multifarious—enhancing democratisation of visibility while presenting
complexities in its psychological, social, and cultural ramifications. As digital influence
evolves, Instagram persists as a pivotal platform where identity, aspiration, commerce, and
social narratives converge, placing it at the forefront of modern digital culture

Instagram as a Platform for Innovation

Instagram’s transformation from a basic photo-sharing platform to an extensive digital
ecosystem is propelled by ongoing technological and creative advancements. These
advances have not only improved user engagement but also transformed the
communication methods of individuals, corporations, and institutions in an increasingly
digital landscape. The platform’s initial breakthrough was the implementation of built-in
filters, a seemingly straightforward feature that democratised aesthetic improvement by
allowing users to convert ordinary pictures into visually captivating images. This was a
significant transformation in digital communication, indicating that creativity would no
longer be confined to professional photographers but available to anybody possessing a
smartphone. According to Manovich (2016), Instagram signifies a “visual language
revolution,” enabling ordinary users to exert unparalleled power over visual expression
using computational tools integrated into commonplace gadgets.

The inception of Stories in 2016 significantly transformed content sharing by enabling
ephemeral, spontaneous, and multi-faceted tales. Influenced by Snapchat yet reinterpreted
inside Instagram’s framework, Stories emerged as a potent medium for instantaneous
communication, allowing users to amalgamate photographs, videos, text, stickers, polls,
and music into vibrant, interactive formats. Stories transformed social media conventions
from enduring postings to ephemeral, less moderated expressions, resulting in what Bajpai
(2021) characterises as a “fluid narrative culture” that promotes immediacy, authenticity,
and experimentation. In India, Stories rapidly emerged as a prevalent method of

communication because to its casual nature and flexibility in accommodating regional
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cultural manifestations, including festival celebrations, culinary chronicles, educational
vlogs, and micro-entrepreneurial marketing.

The launch of Reels in 2020 was a crucial development, especially in reaction to the
growing prominence of short-video platforms like TikTok. Reels enabled users to produce
15- to 60-second films using music, transitions, creative filters, and sophisticated editing
capabilities, therefore substantially reducing the obstacles to video production. The feature
gained significant prominence in India with the prohibition of TikTok in 2020, swiftly
occupying the resultant void. Researchers like Iyer (2023) contend that Reels facilitated the
emergence of a new cohort of Indian internet makers who highlighted regional languages,
folk dances, local humour, and grassroots innovation, thereby expanding cultural
representation and contesting the supremacy of urban aesthetics. The format transformed
marketing strategies, as firms progressively used short films for product launches,
narrative campaigns, and influencer partnerships.

Instagram’s innovation encompasses not just content formats but also algorithmic
personalisation, interactive commerce, and augmented reality (AR). The Explore page
employs machine learning to generate personalised suggestions based on users’ interests,
behavioural patterns, and social networks. This enhances engagement and platform
retention, while also influencing user preferences by establishing tailored micro-
environments of information, occasionally strengthening echo chambers. Instagram
Shopping signifies a significant advancement, effortlessly incorporating e-commerce into
the social media platform. Users may examine items, access data, and finalise transactions
within the app—an occurrence termed “social-commerce convergence” by Jain and Dutta
(2022), which is transforming digital consumption in India.

Augmented reality (AR) filters and effects introduce an additional dimension of interactive
innovation, allowing users to engage with amusing, creative, or identity-enhancing
overlays. These filters, developed by Instagram and independent creators, serve as both
creative instruments and cultural artefacts influenced by global and local trends.
Augmented reality innovation has garnered significant appeal among Indian producers,
who are progressively developing region-specific filters inspired by festivals, films, and
linguistic identities.

Instagram’s fundamental innovation lies in its capacity to merge technological complexity
with cultural flexibility. The platform consistently adapts to user behaviour, competitive

dynamics, and global socio-cultural changes. Its innovations enable users to explore digital
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creation while concurrently establishing new standards of communication, performance,
and engagement. Nonetheless, these advances provoke enquiries on data privacy,
algorithmic governance, ethical marketing, and the commodification of human
expression—concerns that persist in shaping discussions about the platform’s function in
modern society

Social, Cultural, and Psychological Effects of Instagram

The swift ascendance of Instagram as a preeminent social media platform has profoundly
affected users’ social conduct, cultural involvement, and psychological health. As a visually
orientated medium, it influences how individuals portray themselves, perceive others, and
navigate identity within extensively mediated digital environments. Researchers observe
that platforms such as Instagram are pivotal in the formation of “performative identities,”
wherein self-presentation is a calculated endeavour shaped by public exposure and peer
endorsement (Goffman, 1959; Banaji & Bhat, 2021). This performativity frequently
emerges through edited postings, aesthetic selections, and the deliberate control of online
identities.

Instagram facilitates users in establishing connections, sustaining relationships, and
engaging in virtual communities. Nonetheless, its algorithmic framework often favours
popularity and exposure, potentially fostering competitive social dynamics (Kaur &
Sharma, 2020). Elements such as likes, comments, and follower metrics perpetuate a
culture of social comparison, influencing users’ self-perceptions and their views of others.
Research within the Indian context indicates that young people frequently associate social
approval on Instagram with their real-world social value, leading to heightened pressure to
sustain an attractive online persona (Raj & Sinha, 2022). The platform can facilitate
community formation, particularly among specialised interest groups; yet, its competitive
tendencies may undermine genuine human relationships.

Instagram functions as a platform for the negotiation of global trends and local identities.
Indian users, specifically, traverse hybrid online societies that integrate traditional values
with contemporary digital aesthetics (Nayar, 2014). Influencers significantly influence
consumer behaviour, fashion trends, and lifestyle goals, frequently endorsing a culture of
ostentatious purchase (Chatterjee, 2021). Concurrently, Instagram serves as a medium for
cultural expression, allowing regional art forms, festivals, and linguistic identities to

achieve prominence beyond geographical confines. This exposure is frequently
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contextualised within the platform’s visual framework, resulting in selective
representation and sometimes cultural commercialisation.

The psychological impacts of Instagram have been extensively examined. Regular exposure
to idealised pictures, filtered beauty standards, and influencers’-controlled lives can lead to
body dissatisfaction, diminished self-esteem, and heightened anxiety among users,
especially teenagers and young adults (Verma & Mishra, 2021). Indian psychology research
reveals an increasing prevalence of “social media-induced stress” associated with perpetual
online activity and the fear of missing out (FOMO) (Shukla & Gupta, 2020). Although
certain users indicate favourable experiences, including enhanced self-expression, creative
fulfilment, and access to supportive networks, the adverse effects frequently surpass the
advantages for highly involved individuals. The reward-based framework of Instagram,
influenced by alerts and algorithmic feedback loops, may foster addictive behavioural
habits.

Instagram’s effect should not be perceived through a unique perspective; rather, it
functions within a dual framework of empowerment and pressure. It enables users by
providing a platform for visibility, innovation, and social advancement. However, it
concurrently enforces cultural demands, aesthetic standards, and psychological pressures.
This paradox is particularly evident among younger generations, who depend significantly
on social media for identity formation and affirmation (Selvaraj, 2022)

Ethical Considerations with Digital Wellness

The swift proliferation of Instagram as a preeminent social media platform has engendered
several ethical enquiries that necessitate rigorous scrutiny, particularly in nations such as
India where digital engagement is escalating at an extraordinary rate. With Instagram’s use
of algorithmic curation, customised feeds, and targeted advertising, users frequently
interact with information that is intricately influenced by data-driven algorithms.
Academics contend that these processes foster a novel kind of “surveillance capitalism,”
wherein user data is transformed into a commodity for behavioural forecasting and
commercial gain, rather than serving to improve user experience (Zuboff, 2019). In the
Indian digital landscape, apprehensions surrounding data privacy are exacerbated by
comparatively poor understanding of data protection and the consequences of disclosing
personal information online (Kulkarni, 2022). Despite the implementation of the Digital

Personal Data Protection Act (2023), openness about data utilisation and the scope of
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algorithmic monitoring remains inadequate, fostering an environment where users
frequently engage without fully understanding the implications of their digital footprints.

In addition to privacy issues, Instagram’s algorithm presents ethical dilemmas by
influencing users’ perceptions and emotional reactions to online material. The platform’s
inclination towards visually appealing, exciting, or highly engaging content results in a
constructed world where aesthetics eclipse veracity. Researchers observe that this
selective amplification perpetuates false beauty standards, idealised lifestyles, and hyper-
consumption habits, which may profoundly impact the identities and ambitions of young
users (Sharma & Dutta, 2020). Furthermore, the algorithm’s inscrutable design hinders
users’ comprehension of the rationale for the appearance of specific postings in their feed,
eliciting apprehensions around manipulation and selective exposure. In a varied nation
such as India, where cultural representation is essential, algorithmic prioritisation may
marginalise voices that deviate from popular digital trends, thereby establishing a
hierarchy of exposure determined not by social worth but by computational preference.
Ethical issues also emerge about the swiftly proliferating influencer culture that pervades
Instagram. Contemporary influencers serve as thought leaders and lifestyle advisors; yet,
the line between genuine information and promotional material is sometimes obscured.
Despite the Advertising Standards Council of India (ASCI, 2021) requiring explicit
disclosure of paid partnerships, numerous creators utilise vague labels or obscure
disclosures within captions, complicating the ability of audiences—particularly young and
impressionable users—to distinguish between authentic recommendations and
commercial endorsements. This prompts substantial ethical enquiries over transparency,
consumer exploitation, and the moral responsibilities of influencers who possess
tremendous persuasive authority. The rise of influencer marketing in India, albeit
monetarily advantageous, necessitates a more robust culture of accountability and
adherence to regulations to preserve trust within the digital ecosystem.

A significant problem is to digital well-being and mental health. Instagram’s design
promotes sustained engagement with features such as endless scrolling, customised alerts,
algorithmic incentives, and measurable metrics like likes and comments. These factors can
induce addictive behaviour patterns, leading to anxiety, emotional exhaustion, and
diminished attention spans (Thomas & Menon, 2022). Mental health practitioners in India
are increasingly documenting instances of “Instagram fatigue,” a condition characterised by

weariness, emotional discontent, and withdrawal symptoms resulting from excessive usage
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(Verma & Mishra, 2021). Despite Instagram’s implementation of features like concealing
like counts and time-limit notifications, research suggests that the majority of users remain
oblivious to these alternatives or elect not to utilise them, so diminishing their efficacy in
fostering healthy digital practices.

A last ethical concern is to the platform’s impact on children and teenagers, who constitute
a substantial segment of Instagram’s user demographic. Adolescents are especially
susceptible to cyberbullying, body-image demands, targeted advertising, and exposure to
unsuitable information. Their cognitive and emotional maturation may not enable children
to critically analyse online interactions or identify subtle marketing tactics (Singh &
Bhandari, 2022). This scenario necessitates a holistic strategy that includes parental
oversight, digital literacy instruction, and enhanced regulatory protections to guarantee
that Instagram remains a secure and beneficial platform for younger users. As India
increasingly incorporates social media into its socio-cultural framework, it is imperative to
address these ethical problems to cultivate a healthier, more responsible digital future
Obstacles, Hazards, and Prospective Pathways

Despite its considerable promise, Instagram poses several intricate obstacles and threats
that persistently change with the platform’s swift expansion and technical advancement. A
primary worry pertains to disinformation and the unregulated dissemination of
unconfirmed content. The visually appealing and easily shared characteristics of Instagram
frequently expedite the spread of sensationalised stories, altered films, or deceptive
infographics. Academics contend that the speed of digital material dissemination
sometimes surpasses verification processes, resulting in the normalisation of
disinformation in daily digital consumption (Narayanan & Ghosh, 2021). In India, where
social media literacy is inconsistent among socio-economic levels, this issue intensifies,
since users may lack the essential abilities to distinguish reliable information from
misleading or politically biassed content. This not only erodes public trust but also
exacerbates polarisation and social distress.\

A notable difficulty pertains to the platform’s psychological and behavioural dangers. The
architecture of Instagram, characterised by unlimited scrolling, algorithmic suggestion
loops, and engagement-focused alerts, might promote obsessive usage behaviours. Studies
indicate that these digital structures stimulate dopamine reward circuits, leading to
obsessive checking behaviour and reduced self-regulation (Thomas & Menon, 2022). The

social comparison elicited by curated photos, filters, and idealised life representations

74



Reinventing Paradigms in Social Science, Commerce and Management Volume I1
(ISBN: 978-93-48620-56-9)

exacerbates self-doubt, poor self-esteem, and body dissatisfaction, especially among teens
and young adults. Indian mental health experts regularly emphasise the increasing
prevalence of anxiety and emotional exhaustion linked to Instagram, underscoring the
urgent necessity for comprehensive digital well-being strategies (Verma & Mishra, 2021).
The economic dangers linked to Instagram’s algorithmic prominence need consideration.
With the platform’s commercialisation, content providers and small enterprises encounter
escalating demand to sustain relevance via incessant posting, aesthetic improvements, and
financial promotions. This frequently results in an imbalanced digital economy, wherein
those with the financial means to engage in advertising, professional photography, or
algorithmic optimisation get disproportionate attention (Chatterjee, 2021). Small and rural
enterprises in India, although benefiting from the platform’s extensive reach, sometimes
find it challenging to compete with larger companies or influencers who dominate user
feeds. This structural imbalance highlights the necessity for more open and accessible
algorithmic strategies that guarantee equitable content distribution.

Privacy and data security persist as crucial factors that influence discussions over
Instagram’s future. Despite Instagram’s assertions of safeguarding user data,
apprehensions remain about the scope of data gathering, the dissemination of metadata,
and the possible exploitation of user information by other parties. The 2023 Digital
Personal Data Protection Act in India seeks to tackle these concerns; nevertheless, the
speed of legislative enforcement frequently trails technical progress (Kulkarni, 2022).
Furthermore, as Instagram incorporates additional Al-driven functionalities for content
moderation, facial recognition, and tailored recommendations, ethical concerns arise
around surveillance, consent, and algorithmic bias. These complexities necessitate robust
regulatory monitoring, more openness, and systems for user empowerment that enable
individuals to make educated decisions regarding their data.

The future of Instagram will undoubtedly be influenced by technical advancements,
legislative changes, and evolving user expectations. The platform is progressively
incorporating augmented reality (AR), artificial intelligence (Al), and predictive analytics—
advancements that create new opportunities for education, commerce, and creativity.
Nonetheless, they concurrently amplify ethical issues pertaining to digital tampering,
representational fidelity, and algorithmic bias. Academics contend that the future viability
of social media platforms relies on integrating humane and inclusive principles into their

technological frameworks, therefore aligning digital innovation with societal welfare
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(Raghavan, 2022). India’s forthcoming phase of Instagram’s evolution necessitates
investments in digital literacy initiatives, culturally attuned content regulation, and policies
safeguarding underprivileged people from online threats.

Instagram’s future will hinge on the equilibrium between innovation and accountability.
The platform provides transformational potential for communication, learning, self-
expression, and business; nonetheless, it is crucial to manage its hazards to foster a healthy
digital environment. As an increasing number of Indians use Instagram into their
educational, professional, and social practices, the necessity for ethical awareness,
regulatory oversight, and user empowerment becomes not just pertinent but essential for
influencing the future of digital culture.

Conclusion:

Instagram has become one of the most powerful social media platforms of the modern
digital age, transforming how users interact, shape identity, obtain information, and engage
in cultural and commercial transactions. Its evolution from a basic photo-sharing platform
to a complex ecology of reels, tales, and algorithmic interactions illustrates the profound
influence of digital technology on daily human experiences. The platform’s focus on visual
storytelling has revolutionised communication methods both globally and in India,
promoting innovative innovation, self-expression, and community development.
Simultaneously, Instagram has substantially advanced educational innovation, professional
networking, and entrepreneurial development, especially among youngsters who use its
resources to enhance their talents, visibility, and employment prospects. These developing
behaviours demonstrate the platform’s wider significance as a socio-technological
environment that amalgamates artistic expression with informational and economic worth.
The influence of Instagram also presents intricate difficulties with mental health, data
privacy, disinformation, digital inequality, and algorithmic prejudice. The controlled
realities shown on the platform frequently promote comparison, consumerism, and
emotional susceptibility, rendering digital well-being an increasingly pressing issue for
educators, politicians, and mental health professionals. The obscure processes of
algorithmic curation generate disparities in visibility and access, influencing user
experiences and economic prospects in manners that are often neither visible nor
egalitarian. As influencer culture proliferates and targeted advertising intensifies, the
indistinct boundaries between authenticity and commercial persuasion prompt significant

ethical enquiries that need careful consideration and comprehensive regulatory measures.
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In a society as varied as India, these challenges have increased importance, requiring

culturally specific strategies for literacy, moderation, and platform responsibility.

The future of Instagram will hinge on its ability to mix innovation with accountability.

Emerging technologies, such augmented reality, artificial intelligence, and predictive

analytics, bring novel creative and educational opportunities, while simultaneously raising

new ethical concerns around manipulation, representation, and monitoring. Securing a

healthier digital future necessitates collaborative initiatives across various sectors: users

must develop critical awareness; educators must integrate digital literacy into educational
frameworks; policymakers must implement robust data protection and transparency
regulations; and Instagram must dedicate itself to creating user-centric, culturally
inclusive, and psychologically safe digital environments. Ultimately, Instagram’s ongoing
influence will be determined by society’s management of the contradictions between

empowerment and risk. This chapter demonstrates that Instagram transcends a

conventional social media platform, emerging as a formidable cultural entity whose impact

will persistently grow, mirroring the ambitions, concerns, and imaginations of its
worldwide and Indian user base.
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ABSTRACT

This study aims to analyze the impact of social media on pre-purchase decision-making
among both current and future professionals. For this analysis, information obtained from
a previous bibliometric study was used. From this study, 6 research questions and 3
hypotheses were developed, driven by 8 variables. A 14-question survey was administered
to 214 students and graduates from various programs in Medellin, Colombia. Results
indicated that 92.5% of participants actively used social media for information before
making purchase decisions, with Instagram, YouTube, and Facebook as preferred
platforms. Instagram was notably popular among those aged 18-25, while Facebook and
YouTube had a more uniform appeal across age groups. Additionally, participants also
considered reviews on platforms like Google Reviews, Amazon, and Mercado Libre. The
findings suggest no significant age-based differences in platform preferences, implying that
personal factors beyond age influence social media choice. Furthermore, the use of social
networks to research products or services is a common practice among students and
professionals, regardless of their educational level. In conclusion, this study indeed offers
valuable insights for organizations to refine their marketing strategies and captivate
customers through the quality, impact, and dissemination of the content they post on social
media.

Introduction:

Within the constantly evolving field of social media marketing, companies face various
obstacles and opportunities. Effective strategies in this area focus on the use of narratives,
fostering community, demonstrating transparency, and adopting authenticity. In modern

culture, the use of social media is widespread, allowing people to make purchases directly
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on these platforms. In comparison to more conventional approaches, digital marketing has
proven to be more effective

Therefore, social media platforms have emerged as powerful communication tools for
marketing, promotion, and customer service, prompting a fundamental shift in marketing
(Kaplan & Haenlein, 2010; Appel et al., 2020). This transformation has allowed companies
to monitor customer behavior and preferences in unprecedented ways. By leveraging
social media communications, marketers work diligently to effectively target their desired
audience through strategic positioning and data categorization (Tuten & Solomon, 2021).
The influences of social media on consumer decision-making processes highlight the
transformative power of social media and digital marketing techniques, showing how
companies strategically employ online communication strategies to influence consumers’
purchasing decisions (Chen & Lin, 2019).

In the pre-purchase stage of the customer journey, the goal is to maximize purchase
intention. In this regard, authors such as Hajli and Moslehpour et al, define surface
credibility as individuals’ first impression of the content they are provided, which directly
impacts user satisfaction and purchase intention (Hajli, 2015; Moslehpour et al., 2022).
Surface credibility is based on users’ trust in a given platform and how it can bolster their
self-confidence through strategies like creating external and internal stimuli which, for
instance, involve factors such as navigability and visual appeal (Flanagin & Metzger, 2013).
Furthermore, according to Sangwan and Sharma pre-purchase activities are significantly
influenced by social media, followed by post-purchase evaluation, purchase decision, and
need recognition (Sangwan & Sharma, 2021; Sun et al,, 2022).

However, technological advancement and the existence of social media have significantly
transformed consumer interactions and behaviors. Firstly, social media platforms have
redefined the fashion landscape, serving as virtual stages where a wide range of
individuals, from influencers and celebrities to ordinary users, share their styles and
preferences (Djafarova & Rushworth, 2017). Instagram, TikTok, and Pinterest are
prominent examples of these spaces, where trends can emerge and spread rapidly due to
the virality generated by interactions such as likes, shares, and comments. This dynamic
leads to quick adoption of trends by fashion-interested consumers (Kim & Kim, 2021).
Secondly, social media has deeply impacted purchasing habits, acting as a powerful driver

of consumer decisions. The visual nature of platforms like Instagram facilitates product
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exploration and discovery, as users can browse through a wide variety of fashion items
curated by brands, influencers, and other users (Casalé et al., 2018).

Despite the significant impact of social networks on user behavior and decision-making, it’s
essential to consider their effects on individuals. For instance, XX’s study examines the
impact of using IoT in intelligent information systems, particularly those supported by 5G
networks. They focus on the Quality of Experience (QoE) for users and the specific effects
of 5G networks on QoE (Elayan et al., 2021). The research indicates a growing trend in
using loT-based applications for tracking and monitoring to enhance business processes.
Additionally, the widespread adoption of digital technologies has transformed business
operations and consumer behavior. XX’s investigation tracks key themes over five-year
intervals, revealing that digitalization has evolved from a supplemental tool to an integral
part of traditional consumption patterns (Verhoef et al, 2021). This document will be
based on responding to the research objective to analyze the impact of social media on pre-
purchase decision-making among current and future professionals.

Theoretical Framework

According to Alhakimi and Alwadhan (2021) social media has a significant impact on the
pre-purchase, purchase, and post-purchase stages of the customer journey. In the pre-
purchase stage, social media users are urged to recognize the need for a product or service.
Little et al, (2020) for their part, found that groups/forums and social media platforms
were regarded as influential sources of advice. In particular, previous online shopping
experiences and customer reviews of products and services provide a clear picture of how
good or bad a product or service is, which can influence future purchases. Moreover, as
indicated by Nash in the high-street fashion retail sector, consumers use a variety of
internal and external motivations—facilitated and driven by the use of social media—that
shape their behaviors and perceptions of retailers. In a similar context, Lindsey-Mullikin
and Borin pointed out that, in order to effectively plan a social media presence that is in
line with the consumer decision-making process, it is imperative to understand such
process.

Impact of Social Media on Purchase Decisions

As mentioned earlier, surface credibility is based on users’ trust in a given platform and
how it can bolster their self-confidence through strategies like creating external and
internal stimuli, which, for instance, involve factors such as navigability and visual appeal

(Kimiagari & Asadi Malafe, 2021). On the other hand, Schivinski and Dabrowski (2016)
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highlight the role of company-generated content on social media in strengthening
consumer relationships. Leveraging content generated on social media platforms by
companies facilitates the establishment, maintenance, and enhancement of relationships
with their intended consumer segments.

For example, one strategy to engage with consumers and promote company products and
services is through social media influencers. According to Liu et al, (2020) social media
influencers play a crucial role in creating persuasive content that facilitates purchasing
decisions. Additionally, Cheung et al, (2021) suggest that this type of content reduces user
effort when seeking information about products and services (Kumar et al, 2022).
Furthermore, influencers can personalize their content, increasing its appeal to followers
and establishing a direct connection with them (Holliman & Rowley, 2014; Liu et al., 2020).
This approach reflects the traditional strategy of enhancing interactions between
consumers and brands and can encourage consumer engagement by encouraging
comments and sharing of posts, thereby promoting purchasing decisions (Ramantoko,
2021).

The Influence of Platform Choice on Purchase Decisions

The surge in social media users experienced a 34.2% increase in 2017, marking it as the
highest up to that point. However, this growth began to decelerate, reaching only 6.3% the
following year. Across various regions, several social media platforms are frequented by
users, with WhatsApp recording a staggering 88.7% usage, Instagram at 84.8%, and
Facebook at 81.3%. Additionally, TikTok and Telegram have garnered 63.1% and 62.8% of
users, respectively (Statista, 2022).

Key Factors Influencing Purchase Decisions on Social Media

According to Cheung & Thadani (2012), in the high-street fashion retail sector, consumers
use a variety of internal and external motivations—facilitated and driven by the use of
social media—that shape their behaviors and perceptions of retailers. On the other hand,
the influence of social media metrics on purchasing decisions is significant for many
consumers. Before acquiring an item, it's common for people to research on the internet or
on social media, seeking information about the product through content creators they trust.
Product reviews on social media serve as a crucial source of information for consumers
when making purchasing decisions. What was once known as ‘word of mouth’ has now

transitioned into the digital realm. Pre-purchase research focuses on aspects such as price,
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quality, product promotions, content creators presenting the product or service, and the
opinions of other customers.

Additionally, security concerns pose a common obstacle to online purchases. Before
completing a transaction, consumers must provide personal information, such as address
and phone number, for product delivery. This process raises concerns about the security
and potential misuse of personal data. Although delivery is a necessity, the requirement to
share personal data may lead to mistrust among some consumers. However, those who
already trust the store may be more willing to provide this information. In this manner,
when making online purchases through social media, consumers are particularly
concerned about the aforementioned factors, but especially about the quality of the
products offered and the security of their personal data.

How Business Content on Social Media Influences Purchase Decisions

Social media has compelled individuals and organizations to alter communication
strategies, engage with consumers, build brands, and promote products. Consumers can
easily gather product-related information on social media platforms. The user-friendly
nature of social media enables consumers to choose products of their preference
(Blackshaw & Nazzaro, 2006). Martin and Ramsaran-Fowdar (2013) revealed that social
media marketing is highly effective in managing long-term relationships with consumers
and engaging them by facilitating online information exchange. This clearly confirms that
social media marketing leads to consumer satisfaction and loyalty. Anjum et al, (2012)
mentioned that social media marketing helps organizations attract and retain customers.
Consumers can also benefit from interacting with companies on social media platforms,
such as obtaining discounts, clarifying queries, negotiating prices, and viewing product
reviews and ratings Ali & Naushad (2020). Studies in the field suggest that consumers are
increasingly drawn to ads offering a wealth of information and novelty. Also, research has
shown that browsing innovative products and sharing information have an impact on
purchase intention (Kijek et al, 2020). These elements are becoming critical factors playing
a significant role in consumer decision-making.

Social Media: Sufficient for Informed Purchasing

In their research, Little et al, (2020) found that groups/forums and social media platforms
were regarded as influential sources of advice. Previous online shopping experiences and
customer reviews of products and services provide a clear picture of how good or bad a

product or service is, which can influence future purchases. Consumers make purchase
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decisions based on the exchange of benefits and value they receive. The factors guiding
these decisions include product selection, brand choice, timing of purchase, and frequency
of purchase

Social Media: Enhancing Product Comparison and Purchase Decisions

On the other hand, trust in the perceived effectiveness of social media platforms,
particularly in components such as images, comments, and star ratings, is key when
comparing products. These components not only add value by serving as endorsements to
purchasing trends through social media platforms but are also applicable to various
markets. Besides, research suggests that individuals tend to visit more websites and
meticulously compare different options, indicating a higher level of product scrutiny
compared to other consumers.

Gender and Valuation of Company’s Online Presence

In relation to the connection between gender and a company’s online presence, particularly
on social media, Sharma et al, found that for small businesses heavily reliant on customer
engagement for survival, social media marketing (SMM) offers broad reach and
affordability. They also found that gender and educational level play a moderating role in
the acceptance of a company’s presence on social media. Additionally, it is crucial to
identify how online technologies are accepted and adopted for a company’s presence, given
the existence of certain social and gender barriers. In this context, Olsson and Bernhard
explored how female entrepreneurs in small businesses deal with digitalization and learn
to use social media. They understand digitalization, social media use, and digital skills as
part of the adaptation process for female entrepreneurs to an increasingly digital world.
The authors found that hands-on learning, informal learning, and the step-by-step self-
development of business behavior, along with the strategic hiring of young employees with
digital skills—digital natives—allow these entrepreneurs to remain competitive and
generate business growth.

Age and Social Media Platform Preference

Currently, different social groups use social media for marketing, entertainment, shopping,
relationships, and professional purposes, among others. Marengo et al, (2020) note that
approximately 2.7 billion people use at least one of the social media platforms owned by
Facebook: Facebook, WhatsApp, and Instagram. Previous research has identified
differences between users and non-users of these platforms. The increasing relevance of

social media influencers (SMI) has forced companies to adapt to the changing digital
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landscape, driven by the significant influence of these influencers on consumer decision-
making. Social technologies have quickly become part of workplace culture, with
companies using them to communicate, provide customer service, gain exposure and
awareness, attract new customers, increase revenue and profits, conduct marketing,
network and build relationships, and recruit personnel
The use of social media has become an integral part of people’s daily lives, being utilized in
activities such as social interaction, education, and shopping. Similar to the preferences in
social media use among cultural groups and different age groups, there are also variations
in preferences according to the educational level of different social groups. According to
Ziyadin et al, (2019), dependence on social media decreases as educational levels rise.
Conclusions:
This study investigated the impact of social media on purchase decisions among both
current and future professionals. Using a hybrid methodology that combined qualitative
and quantitative methods, we found that 92.5% of the study population use social media as
their primary source of information before making a purchase decision, with the three
most popular platforms being Instagram, YouTube, and Facebook. This study also shows
how social media has evolved into a crucial tool for making decisions about what to buy
and how it affects consumers’ choice of products and services. This was constantly
observed across both genders and age groups, demonstrating its pervasive and universal
influence. Additionally, attention is drawn to the relevance of reviews and comments on
these sites, which play a key role in shaping user opinions and purchase decisions.

Moreover, our analysis revealed the importance of maintaining a varied online presence

and customizing marketing strategies to the specific characteristics of each social media

platform, which is crucial to optimize their influence in consumer decision-making. In this
regard, we emphasize the following six key aspects:

1. Social media’s influence depending on consumers’ demographic characteristics: The
differences we observed in the use and influence of social media platforms among
various age groups and both genders reveal the need for more personalized and
segmented marketing strategies.

2. Impact of influencers and trends: We observed a decline in the impact of influencers on
consumer decision-making, as many respondents reported that these individuals have
little to no bearing on their purchase decisions. Despite this, we find it essential to

continue monitoring their influence because using these public figures for brand
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positioning is still a common way for businesses to gain more recognition and
legitimacy. This issue raises the prospect of a change in how consumers view
influencer marketing, which makes it necessary to adjust marketing strategies to new
trends and shifting consumer behaviors.

Integrating social media with e-commerce: Our findings suggest that social media and
e-commerce are becoming more integrated, which may give companies who use both
platforms in their sales efforts a competitive advantage.

Impact on brand loyalty: In addition to its influence on initial purchase decisions, social
media plays a pivotal role in shaping long-term brand loyalty. To accomplish this,
building online communities and maintaining continuous interaction with customers is
key.

Challenges with privacy and trust: As social media is increasingly being used as a
marketing tool, there have been concerns about data privacy and consumer trust. To
navigate these challenges, brands need to be transparent and ethical in handling social
media data.

This study emphasized how social media is becoming increasingly important in
marketing and consumer decision-making, offering insightful information to

businesses trying to adapt and prosper in the ever-changing digital landscape of today.
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Abstract:

Academic libraries remain central to science education, providing access to both physical
and digital resources that support learning, research, and scholarly inquiry. This review
synthesizes empirical studies on library usage among science students, focusing on
engagement patterns, resource preferences, perceived benefits, and barriers to effective
utilization. Findings reveal that while digital resources are increasingly favored, physical
libraries continue to play a vital role in fostering focused study and academic identity.
Challenges such as digital literacy gaps, limited infrastructure, and inadequate curricular
integration persist. Recommendations highlight the importance of information literacy
programs, faculty-librarian collaboration, and strategies to enhance resource accessibility.
Keywords: Library Engagement, Science Students, Academic Resources, Digital Literacy,
Information Literacy.

Introduction:

Academic libraries serve as foundational pillars of higher education, offering curated
resources that support critical thinking, experimentation, and lifelong learning (Naik,
2020). For science students, access to textbooks, research journals, databases, and
technical manuals is essential for coursework, laboratory work, and project-based learning
(Ivins, 2015). Despite the rise of online learning platforms, libraries provide structured
environments for deep study, peer collaboration, and professional guidance (Mallesha &
Anandhi, 2022).

Prior research highlights that library engagement among science students varies with
academic level, discipline, and familiarity with digital tools. Undergraduates often rely on
course-prescribed textbooks, whereas postgraduates engage more actively with specialized
databases and scholarly journals (Kumar & Reddy, 2014). The integration of digital and
physical resources has reshaped library use, but challenges remain, including low
awareness of institutional repositories and limited alignment with curricula (Mulla &
Chandrashekara, 2010).
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Patterns of Library Use

Studies consistently indicate high engagement among postgraduate students, with frequent
visits to both physical and digital libraries (Sharma & Singh, 2019). Digital resources—
including e-journals, databases such as ScienceDirect and SpringerLink, and online
repositories—are increasingly preferred due to convenience, searchability, and up-to-date
content (Thanuskodi, 2012).

Physical libraries continue to attract students for quiet study, collaborative work, and
access to print collections. Textbooks, reference books, and research journals remain core
resources, though use of institutional repositories and thesis archives is generally low
(Kumar & Reddy, 2014). Correlation analyses in multiple studies suggest that regular
library use positively influences academic performance, research proficiency, and overall
learning outcomes (Simmonds & Andaleeb, 2001; Singh & Kaur, 2015).

Barriers and Challenges

Despite widespread use, students encounter multiple challenges that limit effective
engagement. Limited seating, outdated print collections, and inconsistent internet
connectivity are common infrastructural barriers (Mulla & Chandrashekara, 2010). Digital
literacy deficits, including difficulties with Boolean search techniques, database navigation,
and citation management, further restrict access to electronic resources (Thanuskodi,
2012).

Another challenge is the insufficient integration of library resources into academic
curricula. Without explicit guidance from faculty, many students underutilize specialized
databases and research repositories (Owusu-Ansah, 2004). Additionally, students report a
lack of awareness regarding available services, such as interlibrary loans, reference
consultations, and information literacy workshops (Ranaweera, 2008).

These challenges underscore the need for coordinated strategies that combine
infrastructural improvements, skill development, and curricular embedding of library use.
Implications and Recommendations

The literature affirms the dual role of libraries as both repositories of knowledge and active
learning environments. Libraries enhance academic performance, foster research skills,
and contribute to students’ cognitive and affective development (Elmborg, 2011; Ivins,
2015). To optimize library engagement, institutions should prioritize information literacy
programs that develop students’ digital competencies, search strategies, and critical
evaluation skills (Owusu-Ansah, 2004).

Collaboration between librarians and faculty can ensure that library resources align with

course objectives, research projects, and assessment requirements (Simmonds & Andaleeb,
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2001). Infrastructure upgrades, such as expanded seating, reliable internet, and

modernized print collections, can enhance accessibility and user satisfaction. Additionally,

promoting awareness of institutional repositories and research databases can encourage

deeper engagement with primary literature (Kumar & Reddy, 2014; Sharma & Singh,

2019).
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Introduction:

Women in rural India, particularly in states like Maharashtra, face multiple socio-economic
challenges, including limited access to formal financial services, gender-based restrictions,
and inadequate livelihood opportunities. These constraints often result in poverty, low
social mobility, and limited decision-making power within households and communities. In
response, Self-Help Groups (SHGs) have emerged as an effective mechanism to empower
rural women through financial inclusion, collective savings, and livelihood development
(Sahu & Tripathy, 2020).

SHGs are small, voluntary groups of women, typically 10-20 members, who come together
to pool savings, provide internal lending, and access credit from banks or government
schemes. Beyond financial inclusion, SHGs serve as platforms for skill development,
entrepreneurship, and social solidarity. In Maharashtra, the state government, in
collaboration with NGOs and financial institutions, has implemented numerous initiatives
to strengthen women’s SHGs, aiming to enhance income, reduce poverty, and promote
gender equality (Patil & Deshmukh, 2019).

This review examines the current state of SHG-driven financial upliftment in rural
Maharashtra, analyzing economic impacts, social empowerment, challenges, and enabling
factors. By synthesizing evidence from academic studies, government reports, and NGO
assessments, the review provides insights into the effectiveness and limitations of SHGs
and suggests directions for policy and practice.

Role of SHGs in Financial Empowerment

Savings and Credit Access

A primary function of SHGs is facilitating savings and providing access to credit, which
enhances financial inclusion for rural women. By pooling modest amounts of savings, SHG
members build collective capital, which can be lent internally or used to secure loans from
banks under schemes such as the National Rural Livelihood Mission (NRLM) (Kumar et al,
2018). In Maharashtra, women-led SHGs have leveraged these funds to start small
businesses, invest in agriculture or livestock, and meet household expenses without relying

on informal moneylenders, thereby reducing debt vulnerability (Rao & Bhargava, 2017).
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Livelihood Development and Entrepreneurship

SHGs support livelihood diversification through skill training, capacity building, and
enterprise development. Women engage in dairy farming, poultry, fisheries, handicrafts,
and agro-processing, often combining household responsibilities with income-generating
activities (Patel & Singh, 2020). Collective action allows them to pool resources for
procurement of raw materials, production, and marketing. Studies have demonstrated that
SHG-supported enterprises increase household income, improve food security, and
enhance women's participation in economic decision-making (Sharma & Choudhary, 2018).
Social Empowerment and Community Engagement

Enhancing Decision-Making and Confidence

Beyond economic benefits, SHGs contribute to social empowerment. Participation in SHG
activities improves women'’s confidence, knowledge of government schemes, and capacity
to influence household decisions (Deshmukh & Kale, 2019). Group meetings foster mutual
support, enabling women to discuss social issues, health, and education collectively. In
Maharashtra, women in SHGs have actively engaged in community development, from
managing microfinance resources to promoting sanitation, health awareness, and school
enrollment for children.

Fostering Social Capital and Networks

SHGs also function as social networks that provide emotional support, mentorship, and
access to information. Strong social capital within SHGs strengthens group cohesion and
enhances women’s ability to negotiate in familial and community contexts (Sahu &
Tripathy, 2020). Federations of SHGs further expand these networks, offering collective
bargaining power, shared learning, and stronger market access.

Challenges in SHG Implementation

Financial and Institutional Constraints

Many SHGs operate with limited capital and face irregular access to bank loans.
Bureaucratic hurdles, delays in credit disbursement, and lack of collateral-free loan
schemes impede timely investment in micro-enterprises (Kumar et al, 2018). Inadequate
bookkeeping and weak internal governance may also undermine trust and sustainability
within groups (Rao & Bhargava, 2017).

Skill Gaps and Market Limitations

While SHGs provide financial support, members often lack technical skills, business
management knowledge, and marketing capabilities. Limited access to infrastructure such

as storage, transport, and cold chains, especially for perishable products like dairy or fish,
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restricts income potential (Patel & Singh, 2020). Additionally, women face challenges in
scaling up their enterprises due to fragmented market linkages and low bargaining power.
Social and Cultural Barriers

Traditional gender norms continue to constrain women'’s participation in SHGs. Domestic
responsibilities, time constraints, and societal expectations can limit involvement in group
activities, training, and entrepreneurial efforts (Deshmukh & Kale, 2019). In some
households, male members control income and decision-making, reducing women'’s
autonomy over their earnings.

Enabling Factors and Policy Recommendations

Strengthening Financial and Institutional Support

Ensuring regular access to credit, seed capital, and working capital is critical for SHG
sustainability. Simplifying loan procedures, providing interest subsidies, and offering bank
linkage support can enhance financial resilience. Institutional support from government
agencies and NGOs is vital to maintain transparent governance and facilitate skill-building
(Sharma & Choudhary, 2018).

Skill Development and Market Linkages

Training programs in entrepreneurship, financial literacy, production, and marketing
empower women to manage enterprises effectively. Facilitating market linkages, product
branding, and collective marketing can enhance income and ensure sustainable livelihoods
(Patel & Singh, 2020).

Social Mobilization and Gender Sensitization

Promoting gender-sensitive policies, community awareness programs, and family support
mechanisms is essential to reduce social barriers. Encouraging men’s involvement in
supporting women'’s economic activities can improve acceptance and sustain participation
(Deshmukh & Kale, 2019).

Promoting Federations and Networks

SHG federations at village, block, or district levels enhance collective bargaining power,
resource pooling, and access to government schemes. Networking also facilitates
knowledge sharing, peer learning, and expansion of enterprise activities (Sahu & Tripathy,
2020).

Conclusion:

Self-Help Groups have proven to be a significant tool for empowering rural women in
Maharashtra. They promote financial inclusion, facilitate livelihood development, and

enhance social and decision-making capacities. Despite their successes, challenges related
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to capital, skills, market access, and socio-cultural norms persist. Strengthening

institutional support, skill development programs, gender sensitization, and networking

can enhance SHG effectiveness and sustainability.

With concerted efforts from government agencies, NGOs, and communities, SHGs can

continue to serve as a powerful mechanism for women’s economic upliftment, poverty

alleviation, and social empowerment in rural Maharashtra, contributing to inclusive and

sustainable rural development.
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ERICAGE

FETEAATET qeh AT THq0l QuTei SHROM § Tehidl Sfeg o1 Hel Tgie it Ed. Sedsh auTHed AT et
SHTOTEST AT (e AT, STeTeGT ST TeasTedT e AT ST STl STfieh Teriuiar STe s
B, AT HEwid ST AT 3faeTaTd SHeedT, T 64 He=T SeTile 0l & S (Ul 3fEe Fog. HRT A7
ffifdi=ar el a1 qwd Hehit T@adE FH AR f Arer ARTer qvarn foEw R, A SfeErer '
ETAUATYS SETed shTal SITfcish ATdeiatiet Hecaqul Bei=r Socid STTd o8 .

et

T SITH=AT AT o8 3T S ieR GUITHT TROMTH BI0TR €. i1 $oe=aT forees Jeg TR o s,
TG AT ST TR AT o, TgTeated AT ST FoA S Sierett Sl Sar @efit 2. wifeeud W
Sher SISTHEl STTefoh SRSt SHLoATa Ul SIdeTT, AT il SISTH=aT BT STRa SH AT Sg3exiy Jehedr=l Had
ofiereell, AT GROTEs SITHHETE ATSel AT U1 e R0 SHUIR . ArersHl Rl g = e|
forciier waet ol 2t SAfdmaTett JumR Bt ST 1840 FRTeer fohell d Ta@t SiSHiHdT a1 eomr=an
HETHA TR BT, AT Fel TROTAIE ST ST eaT ST SATTAT SR TZATE R IuaTaTed! gagt shietear=at
TSFRIFIOTET R Sqe SAIf07 SHAATT HTOTAT, IR 34k Foaa TZEAR AT TNed T8 SAT0aHT
T ATITea STeraT TRTETETe hie 3l R 87 Tk e I BT, I 3= Tt freetes 2id 3@ faud.
STMOT T FEUIST TgalTa sh AT Tiard AT TSI AR @AM Seh Foeads T ST ha [uTifa ST
AT ARTET.

EATAIAT 3Tt HeATIHTI STk TREHTETS! SueTses JT|uIT=T foforer qaiai= qerTere ST¥ITd S ot
TG 1T SATCO 2hIOTAT T S ST Ol 3 81 e e &g AT, =IOl S = HAT(eleh, WIS
STV TSTh TR TR ST ST WIRAT YT ST TS ATaTeAT STt ISTHSHI0 hide! qesiTS shell ATer
& Ffterdu] oiq waT=an e TREdT HehR! Teaeie T Hivada FecT 8. § HI=T e ATqedra
WTATEIT 3T faeTer STwATereT A0 Y1 SATe.

TTEAToreh o WRATA T Heehirall TTeeHt:

39, 1947 HTel HRATAT W16 fHaTel. STt WA foshrer=n J7mest wit e, FRIfs foshe e
HTUTAMT SNTEAR e Tohe T BT, AT AR HIEUATEIE! SAT SR ASHIT STETR Ba T, @Te
HEHRT TSTB GeaT AT Hed Ul AMTE fear=iT 3faeme e fUeie HHsivl STawh .

97


mailto:neetajagtap@gmail.com

Bhumi Publishing, India
November 2025

TaTIR T T IATTEH OX 318, TV AFHEI=I] Taaaae 85 aeh Qe USTI ST JTSfosharat
e ST BNl AT TRAT THUT AT 38 AT AT BAl. HATSEN @ T W& TeRi=an
SIBTE SRV ST Halid 3cohe STHIA T Scaaahal d T, ST aRfeerdt feeienes =matfociedn smeheTd
e forR T, §ieisn STl o aTeuaraTst WRATdT STSRugH qifest deeél Qe hall. A1 SAfdih
WA SR TSN Goh1es @ Toreter Trofardi=l Ueh 1eqor 2lefd shed e,

ThTES AT THUTER SATTOT WIATA eT FEehre 359

WATHE TidTeT FThid 3.8, 1901 WA gohTes SR HUh ahefl. AT Thles TR FThe ST S
TRl et ! JATH=AHT Hed FUAHETE! dleredls Hehr fauersh T ar ST [eRe gear shefl.
aftdfi=a ferefier sime SoamEndl JtRT 3.8, 1904 |relt “The Co-operative Credit Society Ace-
1904” =T FHIET UTH Fell AT THLAT T TRATAI TGP TBacIet GoaTd el T SuTdIet Feshit
T RARuaT=AT FHTHT AT FFE FEaT HREAT L gSa A, G 4 Swma wa. vy At sy
AT HIATER FAredled ST ASET TS0 ATIeAiehe HIMA & Togdl. FqCeal Hledld Hiet el AT dicery
SRS GEROTHT AT TEET TR S0 foeT, HIATeier T shie 3T Geroni=T SR foire shefl,

3.8, 1919 A TRl SAT SeATeHe: URON el a1 UM SAqiid Hehr 81 fomm Tsar=a SEaiid a3
Trehel. T T SIFHTT |Taeie {el shivredTel JehRedl qiqal o il Tsdi=al FAlid ek Th Johl
HEHITAT ATSAIq HIHTAT fohal Bt & ST8= UR0T SFaefore] Tt Jraed IRATA Hehi] Taasieed
TSrteriem fereft Treerm Bl & SATTeTe fogd 2.

AT FIBIA W FEHN ASAB T3ee A3 T, HeTg TSTH TTSH 3.8, 1925 ATl HFT FEd Hehrl
TBICEIAT AT QUATT FAT hell. A 3.9, 1932 AT HETE TSI Yodl, SaHASTISTH W&o SadsTe-aH [ers1e] 3T
HTIRT UTH T FEhIAT B! HTTTATT S T, AT THTHR Tehs TN 31k TSI HrIasiiT =ieheia
TRIT el HEhR] 39165 e UaTe! Se o, Tl AT AT 3.8, 1935, T Se 3.8. 1940, B & v
TH. 1948, TR, TAR TN WIBAT 3.8, 1949, HEATGIT SI0T hi<=  RISATRIoE AR 379’ TH. 1951
HE TE SHLUATT ST, ATSHTO FTEURhR o i< 3.8, 1951, TG 4. 1952, TSR TIT UST1e 3.9, 1953,
feATee Yo 3.8, 1954 ATel S Mice-d M IFEE TS o0, SISt o Sadeie-ed [arTe] 7T
TEHRTAT TITHhRIT URUTTHTST T TTAB IR T

W MBI GeaT TRATH Hehil dedesi= hriqead! ST JReeh eeet 3.4, 1912 = fordier
SHTALTTARH AT BIT. FHIBIET ATHEN S 0l ST Bldl, TS TR A S 1956 HeA TF At
et ar afd™ 38 1912 =1 e wrrer onfiT I ATaTTean TS ThIHT sholed Tehr foIeTereh
FHIFIA I A T, AT RM=AT forhTaTeTel ATHRITE! = leheletl ShIUITe! Herhl = TAradl Hehr]
Teaes Rt AEcaTE 1R € HeaT arEey oot a1 aftrdfean RierefiFat wraren feed s e o s
T foTare: TR qTaciadiet & gfea SIet g
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FEATAITE VAT FeohR] Fede Taeas] STHedrEl e 318, HI0T A7 SR FehRl deda &,
TS SCATET &I ST I SHT IHSTITATT 3T .

EATATAT B AHIOT 9T ST AqHUAMT Had 0 TaGT HehRl desdesial e FHer fGgd Ad. &
O TR ST R figfes sioh S, 1953 Arell Ueh |t Fwett. a1 |t shctean wef Rreweft 3.4, 1955
AT 0T 9 HIATHT FEh ARG ThRedT e, TRt 3.4, 1955 d 3.4, 1965 WM HetedT
TEHRT foraT 0T ST 3.

TE=T Yok A=A Shicdld AT Ueehil Seseicdi=al AT AT SUTdial S, 1957 el Wid
LR | Hecllod ST A= Had Edell, ieThed Hehil Toac=dl JURUEE] Wid §hRA fRreref
ARTIOET, T Heshicd Heh dIaT T3S U Wehel. WY T AW S & ST AT ==l et WIRAT
HEH TGB! Wi HATTAT STESTCA HTG el WA HeohI Te3ae3 =T {ohraT=aT gu i 8T 3TedTe Hecaqul
QAT ST, AT STEATATEEHT ST.ELSH. 3l i1 eaT TIHeh g HecdrH! 18 1.

AT B HETE TSATT GEaT Teohil Tesaei Tel W hedrel g Ad. WEraHe e Heaad] qehrl ST
AT Sl AR HIGAT FHTONT IATETST {SEHIAT FHsTiat 3T el Biell. AT FsTiaricr AT & FeaT HHia
FHT SATATT SATAT BIAT. TR FHRA HTT FTHITT TadTeel |- eaT ATaerq GHTeT eh shedr=l siderd
TR, 8. 1950 AT IWEHIA TRATIA HEh] TS FHTLRNE ST Siqer HSfa. 8. 1956.57 7
WIRAT TEHYT 1915 HIGAT Heshi 6T SR BIcal. el W a1gd 3.4, 1957.58 @Il 4529 AT 3.4,
1958.59 HEH 6318 TSRT STl I, CATITHIO 3.8, 1957.58 HIAT WRATA THUT 2000 ell HEFRT HEAT Hf&efeard
T, A7 T HEohT! SEHE TN I ST AR N TSIt ST .

ARATA T TEh NI Tebae=aT giderTat Ueh geiag

TSI TRT T 8 HTFRIS 1914 UST T STEATCRT G VAT HehRT &= STGTAT HUATEIS! Teh A e,
7 AT SSRATE! ATelese WA ShITel 3T AT Heqel @redr |fed 3t Wbl Fi= fgh! oA
FHAOATE HTTHAT TE T AAH. AT HEHIA Tl Tehreea RIBHRIT 0T T AT e SudTd 3Tl .
TO 74 Sfevana 11t B o, aftrefa e wdf frmredia fsrdter senm <1er Sl st carerasTor afirefl o
TG bt foh TrEhTra forshTet &1 eerrel ek STaTaiar 3178, ATgEH R SIeTea Tf{ehol ST HTe.
ST AT O qREST giorieT SiqeTe quTHa a¥ ST 3.4, 1849 HIET 8 T 3cq= e quATd ST,
3.8, 1892 WAt HETH THRA X WS fish fHehice ai=i @ faeht st JuuTeiet Trefior Sifor it st forerres
ehice SHHTT IO HEhRT S SRR HTel. ST Yo el WRATA YT G HUuard Arell
3 SR 7 i SfauTdia shet. AT fordieT e 3.8, 1899 Wl Ui it FHUh e ST TRl
HERHT T T o shogr=a it goger sReqfeardt qurEvaTE |ifiae. J1 SR T MY WER STt
AT ft FEUIST AT TG W HIAET TTH hedTR1E Heshl Tedeies Y& et feell ferehre shear Ao 1. a0
ST A THRA TS e MIATS SETEER STEATT Toh AT e, 3T k= SR W ueae &t 8 8.
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it hetean fRrerden smenid 3.4, 1904 Hiell AT FEHR HEET T HO0IM AT, AT HIFETTAR
HEHRT HEAT HE1oh J[eeh, AIGUIT I[esh STTOT Icq=~T A SHTBUATd T I,

T AT FHEAHA b HEAd] Hehil Sehr=AT HaHlq shrete foe U STl Aowdl. TS AWHRHT
AT Sl AT TSR STeifHer HEehTl SET 1T IR qTSUTR 8T 7 el Tleal. 3k Tsaimes
HEhT THeerehT=aT SHUHT e T 3.8, 1904 =47 TehR FHREAATTHR FehHl Tacia Url Hfeld Hodr=al
HTHT AT AT, FHIAET SHASSITE ST & AT T AT FHIBId WA HeehIaT forehraTehidT 81
FRIET T 1T 378 S AT, e 3. 1912 WAl 30 HeHHT FeT TTH FUATT SATAT. AT FHIFLTER
TTHTOT ST AR HETHE SiT e el ST BT Al ek SR HYETd ST, et Head aeshi e
TATGE FEATd FeAl. TGO, SRITEehr g S0 feve quranft Serel ssiid e ggdd e, W a1
HRIEIT YE&T HeshI ST sl QUITATS! STTeh FHUTUAT A=A STTSHAhS geied she.

3. 1904 TCT=AT FRAEH Fh HehRl 0 sl HEI=aT T Hel SUaTd ST, NS 30 3eaT Joieiid
FTet. W 3.8 1912 WTer=aT eshil HIAE 3qt IETHIAT GeaT Feehr] Heui=an g ol fesrefl. @mes
3H. 1912-13 A=A TRIM T5rdleT TRATHET T 249 SO HEhRT Teefi= TATHHT HTe. A7 HehRT deefi=ar
T, FUTTE FTeT0T Ut et ST TATehi=T ST FRTI TR RTSTaATT HEf=i FTIAT e ABaciet SR
WRATT HEhR] Taci=l GEaTd head Heifid Tod ThiH] Feshi] HeT=l ST SameET el 318
HTCTT TG AT, AT AT THOTH ST AT hY, TEIRT FHIeT TRATHEN TR ThITAT T 13882 FEohidt
HEAT 3T AT, ST Il TEehi = AT TATIHT HIeH, T TS TedeT Jcehdl ST Ircasii=ar
HEHNT HET= T SR 2. 38, 1914 ATl VAT THUT M1 Gkl el [aal Hehr! deufe e
13000 T&TT ST BT, T THVT 189 HEAA FeehRT sfehl ST ATl FerTITy Sehidy sfoh SARcaa ST,

StegT W1 ST AT ST TTeg BT, ATe! HETd Tk 15 Wiel 1892 TSl ek g ST et Sheiih
frepica i< @ ARG FHUM FEd A5 TSATd STHIA foRTeh GamoT=aaT el Jehrl st
TATOH TR TS elTe3 TTEUaTE U HTed.

Shefte Fehica I AT STeaTard STdt ST JUTET SATUR B el [EGATHIST TThit saereer foreft
AT Eelt § HITOATET STEed Shetl, AT deler TR Here =it ST girefl, AT I AEramed ST
TIRSHTET T ST JehTTeaT Heshil TeT Aeft forcdien I ohst qRaiat shuaTel SfoRd M ad greal. a1
el IRMTCATCT TEHI SehiTT AT VAT [HehIeH AT hedT BT, WS T ST 31EY HEHRT ShitT
3.9, 1892 Tt Fehice At fghl shcfl B, T SR ST hedTsHTo fehice AT HRld Tl STvT] e
ST HEhI ST FHRT STETE ATTE G RIBRRT T BT, T Hehics AT STedTe ARATEETE!
IUAS HTE]
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HERNTSAT fIRTETETE HRATT AHIITT ATAAT hid! HEedTedT S =ar SiagmmaT arar
TRATT FEh Fedes = G&aTd 3.8, 1904 HTCH FEhI HTthd FHLUAT STTe. ATYE GRITd FEehi! dedTa har st
TS AT AT T AT SR FeFRT Tcac=l SUFd 3iqe™ 3.4, 1904 AATIE Tevr= IRisT 3.
AT HTBT TEhR] FBacId GO HEdd ST00T T HEHR &A1= fIehTe o) A1 FHre! deie!
3TV T fofar TfHerT=l HHOTE Ut ST, AT HIHTTE GRaTd e Seeid el ATl df 7eurst Siaere
1914 |l I FOATd SATeIcl! Hehel™ GiHdT 8. AT |- 38, 1915 HIel ST TgaTel |Iet shel.
TR i e e f+HioT ErvaTe #ed Firet.

R HITAT Joei FHET AT Al FeUS STHAR 1945 Wl Teh hetedn W=y a1 |t Faise
| S HEEUAT T BId. AT HH AT AT 3.4, 1946 HAT AT Hedl, TN, SR TMeiiies Fizar
AT FHAAT FRIT SROT Al sheteam Rieriiat Rrspmide 9 forem o € gear a1 At = T e
ERRCE

HEFR THSF | ST STedTd |Iet FHAHT M A dheiedl RIGRYT=T TaquaT el g, a1
|t ST FEETATT 3 FHE el Bl [oh, ATHIOT WRTIATS AR sl [ASATTT T Heearal HI 3T
AT HTE 3 TAATRIS Fsfiehear HiTTshicaia gu ol IRy ATE. ATIIHI0 AehRIshgd TR SO
TTASHTO T TR Sohi-T STTICHT sl SHeEI STes HFhH TR 3 T o ToRodTa 1@ et e
. TeTes Wit sheredn RIrei= T@ wieid e a1 e Iied™ qraran i shiemme S
Il ot T FEUST T4, 1936 AT TRA SRR Fgeg domeaT STEeTid TT9F shofel ‘Rl el Hemes” 1.
Hitre=a STEaTeTd e 3 RIBR= Feat Mt o s Seh TRAT=aT Heehil sqareeid 3t STeh Geron
S SOOI I hel.

AT FBA 3.8, 1929 WA STk AT FIAES AT, HUT JUTHR HEFE et fGeamies MRareR
HeaT YT TN HTeA, IT HlSTd 3eh FSfeeT Hederd] Heshil slehl feaTes@ria e, qt =t
Hecis SEOTUAT Trfies Feehil HET IR IS, $H. 1935-36 =AT STRIH SHTIdeh HETHE! HYBTd ATel.
TRl ST ATte qHUAT HeTgERT R aTg TNt 2. 3.8, 1939 Hiell §& gieiet SE HeRges AT e
FASHHIT HTTATAT ST SISV FThIAT ST IS HEHRT TBTZ AT HId =T &I 307 W1 AT
ek ST G& FATCH. A1 6 TSI WRATIT Sicis HIHST Agtd erd sht sy 72t ieht fmior ge.
3H. 1945 HeAT TE HETIES HIeT AT 34, 1947 HeAT TS WIRATer s 2l ATed © ey 3ATe. W
T 1B SR TEFR ASABI S Tk T el AT AT HTGHIT ST Bl

TR FEHRT FASTSIAT HFFH ST AT TR Brcll. el TSI ANl shigy qAeltevi= 3fee ared
FOATETS! RGN STTawhaT Bidl. 8 FE IR TISUaTEE! 3.4, 1949 HTe TR SR ATHIOT ST =reheit
|l T shefl. a1 WA HIET shelell g HRATdT HehRl Hodacsi=al giqerardiel U cd Heed =
AT A ST, AT WA =T ferraremel figiee siohehg Wilia Sl STUe shefl. STeaTeire HehRcHeh
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IO ST, Sl 1951 72l Tgied slehd WRATdTeT Teehit &afTelier shriehd TITOT SRR ol SAfererer S,
TTEOT el SHEEIAT TR TTRITeR. HTHTNT Ak HIEHTAT st Qs T T A5el ATk U RM40r &7
e ATRFCIHTET THE 3L BT, SRETETA o=l Teh e qIR 01T AT, Fgheg e Ia qrevite
T BT SATel HATIT il T FTETOT RTIA ST SATehi=aT @ STSavi HHST HUTa S e 34 7 STearend
REICERIGIEI S

Gt STEATATET ST A AT Hel e ST F Ry fgred stehami Jaet, sk e Het stear
SRR, TR 3.4, 1951 Areft fgisg sfoh 2. TS, TMRaret Ji=an steasiaare! sifaet Jrete arior aq areoft
|t T kel & faree siohell gehT] Wil FeU Shierdd @@l S, A1 Wi dee ST 3.
TA.TH.3TR, I, 1. SR, Meties, Sehera, Sf. sfteh, HaT © BIAV] Hai=dT e ef. sft.h. WM I
=T HeRIaTa TS foeames o, of.ud. TR 561 it ot ST & e,

7 FHAH BT AT ST e HAHT YTk A Sl | |et shofear Rereft wrdsagsi=ar
FICATIETT qUITOT STETT EICT. ATHes ST ToT Tt 3h, AT STIAT e T T HRAT T SAT0T
T fommT Bt B1d. T i BT HIE sheldl 81 STaTel Feuisl Heshi! Aesda fRmi= STeheaRl STTfT
wTfe =t @ToT A S,

I ST SR FH AU el Bl shl, *HEHRT FTEAT & Th Teh AAVMTE ATe! T cATohS Toh T
TRV e TRt ATae JuTTCer ITHOT s sAarSreAT et A Sf i Heshi e fohdlt HgcaT T
foet 31 @ fogd 3. 3.4, 1937 |t TR fgteg stk HTHION st [LagaTT=aT Hawid ST STeaTel qar el T
HeaT THOT Tl SeefTedeh shel qRaIgaTT=aT il TeehRl &= T ARG el €d. S, 1955.56 Hedl
WRATAIE TR 236000 FEhT HeT SARAcaTd Siedl & T 3.8, 1956.57 I1 Ueh AHI=AT HIB[q e S
T SR aTG 241000 HCATE g HTTSd. T T H1e1d & a1e ATUET FeaTl S 819 3.8 1957.58
T 257000 TR T,

TATAHTT AT FHIBI AT HET= HETT HEAT FEaT IR Thi AT (S Id. Hae HeAdiet Aehean=
TE Tfeelt STear 3% fog I for, & w78 amar aed 102 AR Tt Bl TeUSt AT HS e Hee
HErf 916 dod 24 ARG TAQ! T HERRI HEdiel SUEl Hew €@ 49 9% 61 9 ueHd]. 39y
e tae ST g Ad foh, THOT 166543 HEhTT TEAtehl 74036 HET I Y& S WSATIHES FRIT BicaT.
TATEISHTOY T HT3Td FEUIS 3.9, 1957.58 T TEhRT TeSTc5H aTey heled hoti=aT ThATd higarad} Fqai=ht are
AT Hie AT,

HRATA T TEehIT SeRiTororat o

WIRAT HehHl Feaci=a foemamaT S8, 1992 Han S gt 30T AHa Sl Qe axmdie et
UTAGSIoR HEeld Heehil siehi=dl TATTHCAT FEaTd FIel. JT shicsld T Fleiedl 189 HEFadl Heehil siehitshl
S [EATETE! TGS HLUAT= HTH TR ISt STl 3.
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ARATAS AISEAR Tgehi{t HeTy wiel urdsst snfin sfrem

3.9, 1948 | WRATA THUT HISUTE G 27 Aok 3cATe BIgel 3TT SFATST BIT. WRATH SATHAe! A fohTRdet
SATIOT T ATk TTvRTedT AT SO AIIHGS ST forehTe gvareit Hell SR JeTared Sicil. eSO a1
SN el AT Bl Ik AT, FeUH el T 1 SHTHRI Al T a7 Heehil Eeem T
FOATET ISk [ FeAT. S 1958 WRI=T IFRT GohiT=al 1637 €T HARcard STer, A1 Hershgd
Het. RS SR HIEHH SAaHTaTeT HehR! Sda SiTelT Hedi=r a1 foaT 18 g 3.

ATHIOT FEhRT SfehT

STEOTTT e &= el qLaaT SR BICT. AT ohiel GEaTdie HRTHIEaa 50000 T 100000 FFTTHT et
TS UTHIOT AT Rt shofi= 9% Hisfauarardl a1 deaift yrar=a s sfderard wecar= i o7
ST el SR

TSl TEehRT Rt

fared o ofie feam IR FRft 9q egamEedtd uh Tt afrdt Amet gt a1 afde e
RIERRMTAR 3.8, 1956 T 3. 1958 T Ngfeg sleb AT STEATAT e HEhRT sishiedn THal el sHiar
T T G el Th RO TRUTHeS HEad] Heshill siehie AT 478 % 418 wid @rett STl s
SIS TSAT Tohehlaa! 56 SohT TR Bical el HeAT 37 T Wiel! 3avetl. i AT HIBd Feursi 3.4. 1956 d
1958 3TFIT 3F4eh foreri=ar faerToft efi wearer! Heshiil sfehi=i TeToHT shuaTd AT = Yeal Sfaerd 3Te.

3.H. 1955.56 4 3.8, 1957.58 STFIT HEFad] Ueshill sishi=d1 HEAd 2 At JHel qil Yeal sihi=d1 Haed ded
AT HIGAT JHIUIG 1€ ST AidT TR, 3. 6. 1955.56 AT St e €& 144000 Bt of 3.4, 1957.58 Wi
TG 147000 HTA, SR FEHI siohT ST TEehidl U AT SeAi= HE& HEAT A< HIST 156000 F&F 176000
SHTIRARE! 3qT hH AT g Aq Fogdl. ol qLagamr=a1 Sl il HrRieHar aevarde! deiftrd Tse
TUHRFHST AT sl STV IFIGHTAT TIEATT ATk Had hedl Sq ST, ATATHTN HEFad] Tehil (et
FHTIEHAT AT ATIATHIST TS TR S AT ST Tt eaT Wevard A 314,

=T HEhH ekt

e TSI Fdiod TTAabIeR Ueh USd Feehi] sieh TTO SH{UATd AT 3T el T a3l HISUaTd 4% ANTe.
Hel TS FrATEl HeHdt aveet. e 3H. 1955 4 1958 TR TR THR=AT A1 UsT HEHHT b1
HNTeATd AT, T IT A S FHT B & ST Ao I&7 Tha g q3id Wrell AT, 3.8, 1955.56 wear
TATI T U5 WEhI sfshi=l GeaTic= =Te] HiSae 6334 TG &4 Bld. 3.4, 1957.58 T &1 HTHST 10914
ARG ARl e, fgee s 16 Sfeam gear A i e ot wera gvareidt A aen
SATSTEL st JRAST hell. CATITHI I ETe! STarsreh STEuUAT St St qast Fvamend! fEeg s 3.4
1957 Tdid Wk fag ZenT SATST QU st QST =Te] ST BIdT. W 16 7 1957 TSi Sohat ATecarHos Heehrl sehi-T
TTSITAT STl AT S THFRATTEA G TR AT VAT ST,
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It HERRT Ud YRT T

HEATHZ el SITd. 3.8 1955.56 Tl VAT ST TH=AT e HehR Tqqaa] Hei= €& 10003 Breil. Eer
AT 3. 1957.58 WEA ATGH 10430 AT, I HBMA e HehRT q [T Geefi=l Feed Hear gear e
AT Fad g ATEid Tereell. T i< =1e] Higad 8574 TRY FHAEEA 10254 AN FRTET A, HoTg
ST ST TS ST Feohid! Heri= AT S1fieh qX diiel W T ol qRaSaTr=aT hHT shetel Hrd AT
Tt ffted seerert 2.

HEFAT FAHIA TROT SHehT

QETITE AT sfshi=t et (STealr=aT fSehoft e Shigrd 3T, 3.4. 1957.58 @Il Herg 107 AT TsAHES
T TehTCAT TR Weaadl ST Q0T SiehT STRACTA BIcal. AT Sehiol SAGwATI Heehi] TeEad i dTerd 374, Rt
forepTeTeTS! SATae STHUIRY STTed Thwtelt ST foef qaie=ft oot a1 sfent qEfaTer 3 e 3fae™ 1. & &l
STHEAT el AROTER QUaTel UfdeTiéeh GeaTd sieh = HTthd WIRdTd HUoaTd ST,

ATEEeR 1955 HEH WRA THITAT S ST It HATAH S8 42 Toh ATRATE wforet Bidl. AT SARRREAT
hTTT GeioRe HEFAd] STHIT QROT (o=l GERUMTS! 3.8, 1956 Al Ngtes 5ok 3T e Tah wivd! e
ahefl. SIS 1957 Wel A1 R ST e ATaT FHell. IT STEATATR ToreR FUATaTa! Tt Tl wfirer=it
U FOATT AT, Tt WAl SATIAT 3T Shelail o Sfet 1958 0T Ul o ST qROT ehi=al ST
3TIfoT ofefRerder GERUT FRUATETS! FTE ST STei=aT FarT e, AT e GorT TR Rgred stoh weftenred
AT BT FERRT SHIHETHAT A0 SV TR BTG T ITH e qUT ATETST TR TRRA
AT Tgres obl SBIaes! 3Tk |firea, Tl wfieam AT svarme Tref=h fgeht e shaere amvedl. ar ad
e TR GERUIHET! shotedl IR FeaT Tid Thr ST figred sfoh wfiehrearan 3faee .
% e STaTedT |ideaiHT FThreft SToeTa ST a1 ST Heshi ST SR &= ShigEa 3
UROT B A1, W 8. 1955 Hiel Feiel TF Hedl WU Siae WRA™ 9q 9evl |t shotedt
Rl StucTerSTent AT TR §hEA | ST 1955 TSi T2 s STt SreT=i TATIHT shefl.

3H. 1955 HIeAT T HIHATITYA € o 3T AT AT HEhI=aT HILATGT TTHIOT st [egaT=AT il
TET A AT 3T8TH TS, T Jog T T2 3ok 3T 3 HEFRT TBABIAT AT FBhe | SUAT
39, 1955 T AIAT shedT=aT Al SIS e,

WRATA T AR {IUUT SaEe= giagm™

HATOTUT=T ST THATL ST Rorefl ST Sliet SATary & QeTreiet TRTehi= STedid ST fUcseorsh soar
SITSTRUS e SATATY ST FRRISRIAT SdUsh o STl SIeHEs Tgeied] gShIeIos Tuaelatl e STeTRuSdiet 7
STk ST 9681 St SATARY ST & STefes |- W31 et TUGauhicl ST shell. T AT hiard e
ST TET BASH AT Sl BId. ST SR TG AT = qeehar saTIR geat a1 @isrit wisderari=ar
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AT H HIOTH WA HThI TR SATIR SR A0 shedl. SR #d qRiErdi=m STerar Sed Usd s3mr
RS TATIATE FeT kel HETHSRBTSAT THUT VT HiSAATIehl 51 Tk HISaeT ohg ThITe TR 49 Taeh TS
R STV EISHT T[AaU[hari= SaTe ST FerT FUATd ATl SR T8 Hd TS o, SR SATTRIHTST
ST HEFR TSIST ATIR Hacl T GhH SAIR AEMHSS 1 GAIquul =Te] ehel. HUT Heshr=al
SR ST el ScararTei! forshl TSt ST STz wsfer STeeisd gid caTes WTHIOT YT el et
WIS THEM =T AT, HOT ThAdTeR Fquiqer a1 @renft st =T gid. |firdi=ar 7 a1 S ST gewrt
TN TG el T FR I AT forqurT SHaeddiet FISTTSTR AT HYETT I, FHOT HehH 3
qfem g SR, WY © I A ST HEhH Tdes ISR AUt SIaTd WIS ATet A< geat
T T ETehTe AT HEw T HaCeat el Ut Soare g&aTd shall.

TH=T U TSl 2hTeaTd WEehil cil €T T I {TehTT=aT shieish UPsfcheRl 3TTeT. caTHe S.4. 1957.58
e HEhH foaue sHaed=ar Hevia SHAaSaiien gEard el 30 S 1958 Tdd WRaTd 1899 wreifien
HEHRT Fur deerm AT 7469 S ScqTEeh=aT Heshl HeT SR ST, S 1958 Wi srerfivsh qeehit
foroor weori= wewr HEA AreuTE ATEia S B, STEIeT, 6, R, Heg, ey ST Fi, s,
HEhR oo e sl el e Shier ST,

TATAHT IATETST ST FHU HTE ST SN U e SUATAT T AU SRS GeaT forehiera
e,

AT Hefter TEehr T weeriHt v ST wiedt SeareTean foshar Tet ShEid shedran sfier . fommrer
S IcATEH HTIT HISHUTAT IATGHeAT TN HEHR] HEAT T F AT = forshl saredidier 2
T HTTAT T e

e ST ST IcaTe =T forshl Saeree YeaIdT SUvaT= e AT FidTd el Feehil forshl saare sherar
HREEE

ST o ShTSHIY TSATCAS HgehTT St Tt S ST [aaaTa @& sheld shet Bl SATTOT forer Favrer
AT faeiedl sl A=A T e FE B STEAHT e AGHTS AT ReshetT ST 7.

BT HEHRT T Feeril ATes, GUrl, Srer o7 it Searemm=an forsht srereerd eerar Ao SR
AT, T TR FEHRT HEIT I, TATHAT ST ST fofsht SHaed =& Bical.

HETHHE FEhl S TAT WIthd WId, S, h1qw, e, stere sarfor e fashiendl ssmusd stes fmfor
SIS ST 3T 3TTe. 3.4, 1957.58 AT avid A Heflel Heshl Hei+ Tohor i oI &9 fehmeft=r
AT FEshil HEAHT o IcarenreA foshi=h gear | Suciey e fawar= Hie SR, qX ST fosht
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TeAT=AT forsh! SERed GENTT HOTATET JIeT hAd Blcdl. T USTTel el Teehil Seei IS FREMERIsRISK
ST 1958 THd HRATT TR 189 Weaekdl ST 7469 STAfieh Feehil v deer sAfkdcard ST, o seer
TTHEA S8 ScA1Gshi=AT Elcal. = TR e HEAT 30[4 0 ARG STfereh Eell, 3f4eh TSI U5 UTeesian
et FIIU HEeht T TATO ST STaTd HTe. Tl Tsd ThiHT el fIqur deir Jeiaes! 7ad shefl
BT, FEUL AT HET TATIH BIS AT HIGBTdl [CohT 6 JToheT.

AT FEITAT T WISAATd eV FHUOATAT hTH! Tt Tsd ST TeHie JeThR Hael. @T= JH 3.9.
1955 |t TATTH FCIea T2 o 3T Sfeam g dopdhe A0 weq o weerioRid Tereed s St Ao
TEHR] forqur e AT el Heaeeri= it IR areearE 3iiew I,

BIGHTT &1 HRATd IS ST ShIBTITE <TeTd STl SHTHTT HTe, WRATAT 3IAeTaTd 1o TSTehT HTIT JRITEehid
IS ST, T BTN SSETR T e UleeaTe! G Ad. AR AT STTHATT ST X SATeiedT USTehra
SEITAT LA hodl AT, 0T BTAHRTIG A0 HeTedT ST &1l o wr=aT Siedies fsidher Seitsien g
4. ST FIAUTT v AT WRATd Fatd SRR 2. ST 31 ® we e A i et
fuTeRti=T B FTATE Y& hell. 3ideTaTd 3T |ifTael SITd 31, ST el Srees foumer s fardw
AR TG et IT S §e 34k TohIT=AT Fed o5 BTaITce SIHTT I HSHUA AT,

AT Fd TSV e Fd HLAT I BTAHRT TN TSETeTi=a Shlesd FeaT o et Ufeedt. SAT0T Eairei>a st e
AT ST Al USHTRETET ST SRR Heeisd 8ld 761 3o |uedl. 38, 1955.56 Aer=an 75
TSIT=AT FEFR Torerrsh W ST ToT 390 T 18T BTaHNT ST die F%d ool 3T, FTUhT LG o
TG ETCHTT HETHHE B,

3.H. 1940 HATRIT SEHTT IJMTI=AT GERUIA HehRT TSdBH HIRH MG foet Fogd. HRT 3. €. 1940 @Teft
HYUT VAT eh 194 AT Heshil Tl STRAeaTd BT, TS UTded e BTaHTT foureht Heehr = ST 3.
. 1935 UTH F& FATCH. W 3.9, 1940 Td cai=h et T Freft Towdl. 3. 1940.41 d 3. 1945.46 ST
FHE HE FHIONT GEROT AT, RO o7 HHT TE0ATe HROT FUrS AT Heferrd fordier evehm arafareteft
ST B, W 3.8, 1946 T THRA HEFRT ST TEHITAT HIHIq ST TR GR0T Reehiet. S
ST SR ST EETHTT SENTT= TEhIhT0T Huar=rT o ST,

TR AT SEAHT fovTeRti=a eehit il S STean- areet!. SCaHnT ot deshit Tei=i 3.9. 1945.46
et SO 336 € WA 3H. 1946.47 @Il 659 THd TR 3H. 1946.47 WA SEHNT fororeti=ar
FEHTT I et gurRear=r FEf HeR! Todd A TSAT W HEART !, TE Tsardia
TEAHTT IUNTHTS! FEFRT TSABM S HTH el TaT S(aeTard dieal i ATl 3.8, 1955.56 Hrell 75/
TEHR A HEE hoicdl ST SEHRT STNAIT T8kl JBac=aT AMEHET T@id TEET e
T Ad. ST BT AT hToT=aT eTver=h ST THaior STl degt Herd S fourert Heeht §eal e wecar=t
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T IR TS, 38, 1949.50 el TR SEAANT fourht geepil deei=an faermammet #idt @ ArsT
TG, STV T=AT FIBIA AT HEIHT [GeiedT FHfioricel TSN HEhi A% hel. $.8. 1950.51 AT 72 TsT
TR TEIHTT HEhR] HEITHRIAT ST ASHT STRITAT T b5 TR Wl faefl. 8. 1951.52 ATelt ARardie
TEAHNT I 2T THET SV HIISAT. JoeT TLhRA AT JeNT=AT FATOIETS! SEadmT Heshi! Eeeri=an
AT HTet T ATSHT ST

3.9, 1953.54 =47 I HEH ST BTAHTT Uit Heenill Seer forere shudmd SATet. T HETaHed SHATEast
Tt AT Setl. @mTes ar SR foeed e 3 ST AT T, deR] WIRTE ST o= el quard
AT el T8 shel. AT GURONHENT Th FEl FeUH 3.8, 1952 Tl WA TR HIIS STRHCAT A7
HEBTAT STEHEULT HHA. HTT Alegal 1952 HEY HTS JENT FHHNT AfHAT=A A7 hedl. Hlarll 1953 Hed R
TEHRA FHREATA HIIE ISR ST IcqTe I[eeh HTHRATT U1 HqeT. A1 Fel SAHZN STAHRT IeT
HTIOT BIQHTT feroreRti=a Heshit HEIHT Tsd ThRiHT 31 o Hadtel ool HlL el 3T 1A% QUATd AT, AT
Hd Uehd ST S8 did 3fd IR 91T, 3.4, 1953.54 Hed gEqqTT foureti=ar geshil dxeri=h gwan
5748 & TSHaR 1958 Td 9352 X A drar=rct.

3. 1955 TIEl YRA TR SIAHTT JLTICT shet [T SHUATRIAT GeT SHuaTare! Tk @it e, frared
ST VAT e AT =T Hel RIGRATET STV shell S0 HEHRATRG <Al aed SToTUAT &arT
SIS figreg o HEET 17(2)(F) SAaF W FHeiret TGl hefl, T FHoltard! Feiferd Tsg aehret ot
AT BT, AT FHIBT AT JITHTT TR T T T Shearr=T 3fderd 3R, 3Ty Jemdier
T BRI ST QISR ARGTIET ST $iTel. ATdeh! 1 SEIHNT Heshi] de3des! HThd aTelfoe ST i,
3.8, 1957.58 AT Helg TSAT THUT 845 Turrt Heshidl Teem SARAeaTd Bica. Wiel 1958 Tid SaTdiet graHmT
fororeRt wreehTt vt wear 311 v rererel Bidl. HETaaeieT SR Heshil Seul=ft T Feiier S .
3.8 1957.58 Tid AETEweie STqHNT Seer= §EAT 981 Aaw e,

ST BT Hehrt Teori=aT S Yeal STaes Sfes e 16 FTCH. 3.8, 1955.56 Hreft & wem 291 e,
4. 1957.58 Wl A1GT 474 T drEr=e.

i STt AT Wl TSATHE STUET BT 3. 6. 1957.58 | 37 TSATAC SEHIT el Seeri=i €T 1010 ST
T T AT IS ATGIET ST I, AT AT GolTel GeaT S TsAt=a1 7l Joad. 3.4, 1957.58 At
ST fororeht weehit Hei=f S 562 B, T ST fureht Feehl dei= €ear 1146 Taa B,
AT 47 FEAT et FehiRl HEl=aT TEUTd SIcT. ST fovre Hehrt e € T =R il
T HEAT USTETT 767 e 3higd |l

foreremefier fomert TreepR Teuf=h e FoTea aredt Bidt 3 fiFT A 3/, 1956 1 3.4, 1958 M R
3.8, 1957.58 FNT=AT et HEATSRTA THVT 254 Turert wreshiit weer STReard SATed. T I o3l Tireid it
HErT= ST 16 Tt STIOT fawefia ST SohTCaT T ST SRR e,
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WRATA T AR KT ATk TSac eI Siaee

WIATHITEAT TSI oM Hehl Fesacid S forshrar=an it or urecie fiet qeifard T Jom T
T 3ieT 3R, UfeedT Uit JeH=aT SIS (3.4, 1951 @ 3.8, 1955) FR e a1 gsieft 3mmer
TR Wehe et & T fao SRreT RoaT el shefl. g BTqHTT fourshii=a Seeif¥remy av sfefien weenrt
T TTI=AT T B I AT ATE. GEUAT T=aTivieh A=A H1eald (3.8, 1956 d 3.8, 1960) W Hrel
TSN HERRT HEAT ITATH AT, L 1957 WAl R FLhRA T ST TATIH] JRIAT TS TTevATaS!
ThT STATE T TATIHT e,

AT AT FBI FEUS 3. 1956 3.8, 1958 TAM ST A& IcaTe FOTUAT Heehil AT
HEAT T AT 3(qeTd TR, AT TESUNT S Trea™ e fouml, ayes arei o 7e Icared, A1
FHHTET SAT AT AT TR, AT HRTHE! ST S TR Helell HIE AT FHHIA GEaT TehRT
TSN e i Tt e el 2.

3H. 1957.58 WA SIS ST TeFRT HEAT= AT 319 BT X A< THVT HEE HEAT G=a1g FIeT
317k Bt

I TN HeTs TSATG il a&=a SeaTeATa hrid STEUTUAT Hehil ST S0 hoaTd ATl gied. a1
AT ST e, T2, S ST e o], Yk, ATl i<, e, SHe, O IcdTe- Semal &Td i
BT 3.8, 1956.57 T o1 TSATT 7T THITAT TR 1544 TEHRT ST ST G S, =i de
TG 4. 1950.58 ATl 1980 HTCH. SATIOT AT FHB HeFRI Selh GE=aT Hawi=! HEAT LT FoaAT0E
ETRISE Ueh ATGT=AT o TTel=ie.

LB ARGTAT Y IcTe FLUTUAT 3k Fehil TelfiTeh HET ATel HIe3Td SAAcATd AT, 3.8, 1956.57
e TR JehTCAT ToRVT 245 WEehRT STeifiren Teai=ht =i:}a Feswed eft S, =i S angd 3.8, 1957.58
7T 325 TR qIErEcH. e T AT BT BT AT S Tkl HeT Sg3exid are 314 fogy ad.
ICITE, AR, H13 IS SeaTara STt TH& Hald el HRTHTT GEaT ST AT 3 11 Hehrt
ShTel! UTEATIT o ATHSATTSAT 3T SR T e ST e,

IS Heahit STelfieh ESeiel TR ST @Iet ST J7 e JHR S99 Foard ATl gidt. ™
SIS ATt TEehI EEAT =S, T[6b STV WISEL, WTEIdd, AThe! o ARGS! o, RISTUHH, BITEMT, MU
IcqTed, ol |rEur e ST SR T[acied Bical. HEANQRIIdIe HeehR] STeElfieh Icare Sl et
3H. 1957.58 HEA ToUX TSATA AR NHR=AT THUT 832 HEHHI Sk IcTe TeelT gica. el qaey we
UTIUIGH AREeAT I Bl
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fewTeret geawmTdlier a1 o= SeaT Sat A=A Jerd e HHT B 34, 1956.57 Wiell THT 22 Feh
HTENTTeR ST A7 TsaTd SRAETT S, 4. 1957.58 T € HE&AT angd dediger Hiereel. feur=iet Jaer @ st
TETE! TS 3T A1 GEaT TeahR STk SE{=aT Helferd STaetell ST HHTeehReh B,

TS ST ST JohT=T et Teehit STenfieh € 3.9, 1957.58 Arelt s1Rdcard giear & faeetia € e
272 B,

TR T3dea STTEfiTeh ST I AT ScdTeAT=T STt ier steit farfarerar araforett aefer fafererar o seamiq
T HUT=AT T SRaoeaT= Saerd 2. HR0T AT HET FHIVT THT=AT R S, Jsaarvreten ke
£ TR, T EHTSIIIC TS o AR ST -SHT T eal T8l Fceaesi AT sdqearan e
3T TS, FROT S 1959 HefTet AETER T8 BT ohl SIS STIOT SR ARG 1+ Feahrt ST et
HEAT 1376 3h1 AT BT, AT Teeri= ek ST IS Togat, X T Y01 HIHama- g aical.

WA qeur foremeff aumiett Seisiehde o uaredn it Aofiel el Feas AN Jeedl. 30 ST 1959 Tsi
345 BT, AT & T TG sh eia e Shel ST EIeed FeaT HETAHE FeehR] HeAHThd dTciare! S
. TETEmEie TR deaTa ATAuTUAT STRET-=T= S 30 S 1959 Tsft 7% e,

ARATSAT HgehT{ TEa euiien siaete

TSRt FreTEieTd geaT waTd FHarUai=ar STquic=n I BT, T 3.4, 1947 |Ielt WRaH W= et S
AU G AT ST eheRtoTTelt geaTd Siefl, TROMHt = S foedm ST i st g
18 AT FRETUaT=an T 30 &9 9RT shed. TS T HRATd Teaiguil Harerar=l STt ot STTefl.
e farUarer w1 disfavamardt wHT 3 Terdiel dishiean SRSl FRdT wel @ ASET gE oA
AT, T GeaT &1 TS GIUATT e TSN TN, I o =41 I 1S shedl T HITRIAT
RI=AT TS HIAA gelel shed. HIVICATel QuTTier fTeifiteh shich AR sheamorT=aT silefdid Sl o
TETET 3[eTE 3TTE. YTl ST AT 3Tads o STkl oI &= T GigaTd dANTdid 8T 2T
TATST eI Tesaedi &1 T AIeiuare st St Ufcreriees ATar fact 31 o et g sohear 4. 1956
d 39 1958 IRIM AIEIq A0S, $H. 1955.56 1 §.4. 1956.57 3T §.4. 1957.58 AT e IRATAA S
AT Tedard geshRl foa €eem SIfdeara TTe, i< 4ee 68T A7 Hed dad ared Uteefl, cT=IHTor
T U7 TR ST hg TRRA SAT(h HEd hedT= g Mot sohedl Sgarad Wad. T8, 1956 d 3.4.
1958 =T TR WRATA I Heehi! [aaievit Seei=ar T 1703 TIe! a16 e, AT4h! S Siaes e e
(48 TFF) HEE TSAT BIcAl. T I Tl HETE, HATEIRT, Fog, U, TSTee, fowett, aftem simer sifor
IS AT TSATT BT,

TS TSAT 3.8 1957.58 WTeA! Hgehr T8 for Eieeri= St 292 FTelt Sidl. ATISHION 37 Seefie Wi Wisdd, ATe]
igae ST T facied shefi=ar ThHd YEaT T 16 AT Bil. i SATeUT=AT ShIHT AT HEIHT 35 HTM0T TS
LI Had I 374
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TR ST FEeh TEaguil HeTHEre SATIHT THUET FerTiNeh AIST-=a1 G&aTdid 3.8, 1956.57 HEd Sl 3.4.
1957.58 =T BT Fog TS TEeevl TeTHesT= Hatd Tt HIgan ST aree!. HeHeas e Hras
h Tedl AT HAffed = ST ATHI0T AT GeaT cr=iT foreaTe shett. Trefior 9T Tesieofiardt Jigdm SHToMeR
ot TSI FHUOATA ST, FEe VST ST THe Feehi TR -HioT Seie St a8 @il §ew Hed Ael 2. 3.4.
1957.58 BTt Fegt wefiet Srerfirer weshidl T8 fwfor deeri=t 2040 R stevarar st il Had e,
SRETAIT Teatavl AEmHeEET 2T Fgult T4, 1955 ATl el TH= UsATd STATHEh TehR] eHHTor G
TATIAT HATAT HIBIA AT (8T Ad. ST 1958 T TSATT ST THR=AT THT 92 Freifieh Feepil TRi-mior
TITT ATEd BT, TSI ST Taatet Teshi! Tedes STt Ui shafT foraruar=n Jare d grdt.
ST 3.8, 1956.57 HIATAIS USATHIS ST TghRl Tei-HI0T Sefi= €@ 160 Trdl. 3.4, 1957.58 =1
TR & EEAT AT 183 T Hrerere. SSTemeier JTHiv Heshi SeiEt ST SHTeTeRReh ardl. S 1958 T
USTTsmeiet qTHior Teehr esiuvl deulel S 118 Frel idt. qee a1 dei s qof shetea s de
HeaT A1l .

Had d1ed Bidl. 3.8, 1956.57 |t AT HEAT= H@AT 166 T, T8 AT Teerihgd fooiell ool ST qof shetear
TR THTOT HET TATI S & =T TRUATET T AU SR shetl, TIve ST T5e SR GeaT A1 Seiar
AT ST Had shetl. TATes TSATAI HEFRT TSI AT ST FE ke, TS TLhRA FHT Ica~
TS SATehi=AT TEshi SETehlar forseT e STt STieieh Had shedr= Sider qver Sreredt sefdid semer
firesa.

T ITE el He TSATAT SIS faeei el HeshR! Hedaes I SaTd d aidl. AT hiewd feoai et
ST TEehR TR0 Heer=ht €T 173 STelt. THe Sei= 9es §Ear S0 e-miv Hriard! Sucsy e
faciet siigaet AT &t Aol Fehl Ae3acbl STt Sfderd Hefaer. W SHiA feauardia sre=oh, deuf=
aTfeler feerclt & wTfoTohshg EATeRIT= HSfT $caTel Heeh faoei=an Weshil Jadaiell ST ST AR STedrT
3foeTe draear.

VIS Teh Fo0T, SHETET 3T TIcbaics TETel WSH aRIIdie §el S |Ise] Wehd ATel & Ffdane g 3w,
I e BT HAYd T FISIIUATT e FHR ST BT, el TIT HTMT sheted AT ST Haedrd a1
AT TEeh TTesaeiiel WfaTieeh FNTaT TTefd 2.,

HARATATCT TTEeh HEHhN ABABIAT 3TaRTH

SISET STV UTeeh HEhR! Tesacdl Hawia o sar ey sTueen enr fsdmeia mee Teasier sfoem
3T Tl FROT fsreF= sk Heshil Fesdes S Welid S IR, UHIVArSAT Irdqehred1 Hearar fsreameier
{ohedt I T TEshil Te5dcsl ST HIdell o a9 2Id 3.9, 1844,

AHR e A auit oS 1864 Hiel WG qfewar UTesh SR TATOET Fiell, STl TTeeh deshi
BT UTAT Uehsel J BT TTAT STET T 3T AT R UTeeh Hehi desdesian JVATE qUf g
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TR ATRT. T T AT 3T SIATAh UTesh HehRl dedacidl Siaerd VT FEed e wifed
ITT@Ta TS W0 SHSTH 3R,

WRATI TTee Hehl Aedcsia 3 3.8, 1904 ITHH & HUaT ANTdl. WRATd ddid JoH HEE I 3.8, 1904
Treft ufeel TTesh TEshT TEAT T ST, AT TR AT ISAUTHUSEH w38 5. saHaSIISTH ¢ TEuHSIer] T8
2. 15 SR 1955 TSf T STt GaviHeicas! au | shol. A7 HEr=T THUT 58 MG ST §ae Hea
33000 BT, 3. 1955 ARl HETEHeet UTesh Heshi{l Seri= S sii= areefl gidl. 3. 6. 1914 4 3.4. 1918
7 AT HER[ERTAT HIBIA AT FohHA TGS TAhiAT e Feshi Seiel STt shefl. 3. 8. 1921 T3
ETETEfeT SR St € 103 T drerEe it 38, 1939 Wl S0 AETIEE GE He. Fa darge aifedt
Y& hefl. 3H. 1943.44 Fred! Tsifter ARTdiet UTeeh Herehit Seeri= € 3500 YeT S gieil. T8 Hees de
HET ATGIIEITET 3ATer B,

T I HTATIHTI TEE AT TTeeh HehR! dedes Waehd TR 3T Bil. 3.4, 1938.39 Hiell HErameia
TITE WEshIl WA= HEAT 85 Biell. 30 S 1940 ST €1 HEAT dTgy 236 ATl qe= AT HicTEerd TsaTd el Teehrl
TR &g slehaa T st TR 3.8, 1945 ATl AT Hehil de3acion T HTfed! JReehT T shett
=l A1 YRk HUAT HERIERT=AT hlesTd HRAT=AT UTesh FehR] TAdcd sheiel hid SATOT ST STrereT
ST ST,

WRATHTS UTeeh Hehi! Adai< dobac el Geard HEEHed A Hofs, STETH, HET FasT, I Qw7 ST
L TSN TS AT HIeBTd T TS 0T, 38, 1945 T Feg sfobd 3.8, 1956 1 1958 SHI=AT
UTEeh HEohil TBacial HTETET BURT STUE! T 3TgaTel d1at hell. 3.8, 1955.56 HIeh WRATd I TTesh Teshil
HETE AT 7359 BT, T AT HIeTd HEAAT HEAd el SHTUIG B HeaTs! fogd 3Ad. A1 Heriisht o
STefes fHRRITIETT Sfereh T HTS, SATETH, Tver STTet ATHOT AT TSATd UshadedT BIe.

AT B T TR TS ST IR WA F TS IR Il HEehIL HeehT=T STl T Heehil
HETT et e a%] e WA oot 4. 1958.59 AT auiq AETEre e qE SR ST S SR
A VAT 3T Bid. THE WA TR STl ATEeh Heshil FSdodlell Hfeld el 34 FHUAHE] Hehr
freirem wfirelt gear Tomo Sheft B,

RATATS ATesh Heshil SIdciie] Geard Huar=aT HHT 3.4, 1904 Aot HETEe ANEH A AecdT™ 3.
AT HTBT Geal HETEHE N UTeeh Teshil Tobaei- HTIedT St HTehg ddd 9@dl sacard fagd Id. 3.4.
1958 T SIHaT AfEwTa wTeaT=! STefefst HY. Gormuam F1=aT T ThT HIgAT Fehil GoHhiTel SE1eT FHI0aTd 3T,
AT T3 YT HETH TS FLhR, TSAT HEhR @Id AT Sieat Heard] stehi-1 TsATdier UTesh Heahi]
TSABIAT T FHLAT 9T AT T 3faeme 3.

WHRATH T Tgeh R St sfagm

ST 3Tk TSIt ekl I SRINT JIRyor Teiferears sfaere TR, 1 Sr=a Al =i ot ¥ i=h
T AT AT . YT =T SIe3Id Feehil Tt SAehi= forie ST, fortier SHTumy STeAT SR 3 i,
0T STHIAGR ST FEshi{l ded e shedT STTOTUAT I THos TSRl Bled SR e Iset 3t fireht amea
Y. TR TRATT FEaT 3T e JETNER o SHAER AR Bidl. JTaT JIEHT 0t SRITdier @reh et
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I JUT AT HEaT | Toed. UMY Heohrdl =T Hawiq TRATdIe Alehi1 T fHeuargeiorey forem
0 & ohel T, [RBRIGRI IITHTS! 3Teh STATEehT Feshi IdT=T SART Fatae grar. 3.8. 1945 Hrel F30,
& ST HTEWHY foreTreh ehTo] |t TRATA Sehi = ST GeoetT aidl. T8 3.4, 1946 @Telt Tardie
FEhR RS Wit I dearar JeehR = ST Taiauard e 16 gafaet. 3.8, 1956 dreft SR
WA Wbl hiUE 1 Hel Iacld GXal. carel SHIO ekl i STV Soaend] =iaer we feeren
RrrieaM = fosheEmEmE! TeswRl Idter A g, ST Sehi=al T Jea 3T garT IRATd deshil
AT SRS ST 3 SreaT.

AT HBIA AR FRISH WM geat 81 7T ol oal. @es RIS Heasr=an STearand a1 st w8
EISHeRI 378 7d Tecl foh, ST E@UAT TeaTieh drsi=T hiesid Heehil = T ATl = e
e dedie S aTaTa! WHId aUdal hedl aTiesid. St 1956 Hell Fegl 49 §al A i=a1 Heshi HAre!
qfeTe e, aieTad 8 forerer foramref Svard STTe. aiered ST gataet 6, 3.4, 1956.57 T TR qeaier
ToRHT OTer HeahTdl et ST VT shealT wTfes.

FeeaT 1957 HeA A TS forepma Heesrean Tumft @fide weehRt St svmen widar gwifoa. aftdy
AU drETfen AT HesTd Teehil A=l i &S AT Terfervar=r goa e, gaUan deafie disd
HEHT R AT FTAT. 8. 1958.59 AT AWIq weTy fShToft Heehrt Rchi=r ST SHettd et e Hqol @i
T TS HIEH 3.8, 1958 =T LF1ETE AEAIATT TEhRT =T TG ST FLOATETS Ueh STHTHT
e, AT T BIEE el T Toaysh SUa. TRAR TSR Hie Hq0f STeaTel TR, Fa T 49
AT 64 AT SRS T T HITH ST AReg AT S0 ITH HeAT. T ST HehRT TbaIcs forehiiad
FIOATAT GO Tor=T HTe. BT Y0 3 3. 9. 1958 =T SR heied] Faier STRid .

TRATA IS HEahRT Rt ForeTeren WTARTer SR o =i 3fderee

foUan deraiiien ATS=ar HiesTd WRAWR Sedeh fofeaitd Heerrl Q= fohHTT T ST sogr Stford Tiet. 31
TR THUT 320 FEHRT el AT AR ST, T HEIHE ThTIal (e Tei=n JraieT g,
SRR deetier Tafaredn SIomUET AT ATSH ST @lish hdl e ST FehRedT 3o FeT H&dedd It
STOT HEhILT RAcHTAT 7T 5. AT SAUEAT et

WRATATS Il Tkl Rt HeATel e STea™ 1) ThiAa R, 2) WHfee 2t 3) o 2t S 4)
FEOTUAE el 3 shed ST, S 1960 HET AT WG Teh=aT ezt AT THT 5409 ell Heshrdl wea
AT BT, ATIhT 1597 EHEAT THI =T Tediak SATIRIA BIcal. T AT ThITd Heh I Tt AT fieh
BT ST TATHeS BT SR FeehR AT YTE3 SohR Halea SIS, Jha AT,

WIRATAI e TSAMET e qifeel d STaeTe Fial Tsaie STHSIR! Feal 9] 8% k. 30 S
1958 TSIt WRATA THIT 2020 FEHR el HEAT AT ST, ATHEN Al STt HeT ISTawed Aigear e,
A T AT BT 478, JANG TSAML 3. H. 1958 HICTE HERRT T AT SHSART ARl ®
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HIGUR.31, SEM.170, F8R.24, HeE.402, SHT T HIAT.7, He8.155, HEANGRT. 140, HIH.37, FeHL.100,
HITET.28, TSTEA. 105, I TSR, 225, qfeard siTTet. 148, fawedt. 22, AU 3, Afor Bror. 12 35=ft favmroft |,
AT 1T TRATAIS I HERRT TeATel HEAT ST i< HeeT 6 o ANESrare! Sciet & 3T
JcaTfet AT SFHTOT AT Hel Heehd aTe ST Shighd 37Te.

TR

TSI hTeTa TRATC T TS AEshil He3acbi=an AT TG BSa HTOUITE Sae Shefl. T
TS TR 3. 1949.50 ATl TSAG Heohidl W= foememend! us At wegt foaft, & aemn afeean
HEHRI AT ATt oo Tt a1 A Haia 3.0, 1957.58 T TSATA Fehrl A= =0T =irer=
T ST BIT. AT A ST SH. 1957.58 TE 42488 T TaE &1 FeahR] RIdii=aT SRNTETS! ATt .
T 1957 we FEl A AT foeh ST oA SATRETEI AE USAT Seehi TS e
T HEFRT T HEAH ST IS T WA kel $H. 1957.58 =T GEag AE T
TEHRT It HEAHT 4370 TR ST ARTEETETEt SToTet .

ISl HEY 3.4, 1957.58 WICH THUT 678 Uclt HeT SAfEAcdTd ST, AT Wit Heal=h Tl weey wedn ffaet
IR Il HET=aT HawT SE=aT 41 9 Tae! erdt. Geiamelier It Seehr Seeri= Tehn aer §E& 11892
B, A7 Tl TR TEAT ST =T e e 3., 1957.58 el THUT 127587 THE &1 AATTarET@nett SATvret
B TRt 378 fog A o, ISTermeliet Heehrl Q=T ST SaX TsaiedT qei-d =IiTerT= ARl Sl i,

YT SRTr=AT TEh Il ST ST ST dl dferer S7fereh st e (Havar e Id. 7 1958
Tq SATEICRITT THUT 1034 HEhHT It HeAT ARSI, A1 §el TeehR] weelm M7 weerH1 figd 3.4,
1957.58 WA ST THUT 86095 TH SHIA ARTACIETA! STV BT, TSI HTERIG RIdana!
Tk ST THRI T o AT [ASITATS! SeRT TTdei e Teehill BT3eh ohs, & HudTd ATl gidl.
TS TG I TG THT 471 FEHRT FRIT HEAT ST ST, AT HEATll T Haed €T 15137 Bt 0
Te HEhRT HEAT F i< ¥ w1 e 3.8, 1957.58 ATal THT 137717 T Tde &1 ANEERaTel! et
214, I TSI TEFRT Al IcAed Fored] S=Tar=Are o1 fohAd 21 ag &R 3qeh! ardl. Sedifed
STTeE B,

I SeRTTeTeT St el HerehTt S gicerd JTedrT € Sfshar heh el ScaTe-Tqee! watfed Fogd! at Actarst
AT AU T, e, TSRO geareien qeaat YeaT Heshill <feecdi=al HIEAHIq Fiedr=l Sider AT, A1
AT I TR TS FLHIAT Iceh! WAl Feehil Aedassiall wiid #ad Het.

T TSATT 3.4, 1957.58 =T ST THYT 47 EhN T ST SATedcand erc. a1 v weert= et 8671 vee
BId. AT HEHThT ARTaETaTe! 0Tl THUT &7 8447 T Tae d. ATASHTOl HaBldiel Heshil St Seeria
Had AT FHM A AOIREST FEhH HEAT Fd SEAT 0T T 2T, S eI Il Tgehr]
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TS, ST, IR QT ST Ifverd STTet A1 SR TS iHed Wl SIed Teehi aTofl TaraT Seeri=am qefd & € 92
Tk B, AT AR =T fHegd TRl 1557 el aToft qRaiaT Sl Shred BicT. i1 ez 144376 T S
3.8, 1957.58 Aielt SRl S0t il 3. 1957.58 |t HeIg TSATd THOT 312 Feh Wrofl [ardy e
ARSI, a1 &l FertHt ezt 30000 T STHIA ST TaT@et! SHTOTaTe! e hedTe 71 HTe.
HETHET forei hLdT 3.4, 1957.58 @il UsTd THUT 18 e UTvfl qLaT ST H&fedTd ST, AT S+t Tehur
4900 T & ATOf LT el BT, forseT FeurSt ATHehT 55 oo T Q1T Tetd TG Heal i STt
W S el Toedl.

TR TSI HSTarmeiet qToft qRaeT el Heiar 3faemd JISTHT el 3T, SR UsAid e Heahl aTufl qEaT
T HIGHT GuTi=aT WereAT fofalt et fore e =Tetd 37, oiq USTTeITdict Tl 225 Feehid) qToft qearaT deeridh!
181 HEAT FUATARITAT SR T 44 HEAT I AUATSR HRA(T-a gicdr. a1 & deift fiest 91778 Tkt S
HfATTETA HATOTA BT, 3H. 1957.58 ATl USTETIC THUT TehRl TUITRaaT HEATIehl 56 Taeh Tl TR
&I,

ISTTemete Sl FTeia STV SEeR! Swase ST T FEwEU AMTEH SiaeTard |ed. o TSt oK
3G AT FHIBIA TSATd T 821 FEHN HEAT TEHANIT=AT FHHTG [deicdT Sl TEHIT FEhiT
AT AT SIS o forehre STV ST 1 HeT= Sfder HATe. A1 §eit et 3.8, 1957.58
AT 14025 TH TEET TEieh SHHIT FUROT e ARTESIAN shefl, T 95250 Tt STHIHTER Tef STttt Armas
e,

ST 3.8 1957.58 AATTAT 26 HEhIT TTUILEST T SR AT, ATl THT Faed HEAT 3729 Brelt
T AT ST el &ATe STTHRA 5640 TH STHTAT= A FEeg sish 3T ST heft 3T,

HFAR 1955 HE T HHRA HEhR= ARIIET SUA@nal SATior Wil gemonishitar TR et
T STEFEIITAT T |UdT 7!, AT AR FeshrraT Hiowrdiet feme ST qataviere! sTeid Hecarsan
Repreett s, o gel RIerel T Tehedn el arR ARG ASHIe T TSN Heehil
FBAB T HedTa 3iqerE Heal 3. W 1 Hawia e HuarEid! S feuor wiiasama wardt |l
firevareht faftara sTret 3o 39 ofer .
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