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ABSTRACT

Within the last two decades impact of digital cra has changed life styles of consumers
significantly and digital marketing is actually affecting demand and supply as the consumer is
capable of analyzing a price as per the circulation opinion over the web. Digital revolution
cnables implementation of new models of relationships with consumers through B2C (busincss
to consumer) or 020 (online to online). In the recent years food or culinary business has
witnessed opportunities for adopting digital marketing. This rescarch article is an attempt 10
emphasize on how digital marketing is proving to be a boon for the enterprises who deals in
culinary business. However, some challenges associated with digital marketing in culinary
business such as intangibility, non-standardization, hacking of data, negative promotions by
competitors and lack of human touch etc. may sometimes lead to negative marketing for the
organizations. The study concludes that culinary business enterprises whether small or large are
abundantly using such digital marketing channels and their organizations are taking advantage of
such media. Moreover, new startups are seeking to penetrate in the market by taking the
advantage of digital marketing approaches. The findings of this research paper would help the

entrepreneurs and policy makers to postulate strategies in accordance with the newest trend of

digital marketing to take advantage thereof.
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Growing Role of Digital Marketing on B2C: Special Reference to \

Culinary Business in India

INTRODUCTION

India is the second largest online market in the world with over 560 million internet users. As per
the estimation, by 2023 users shall be increased to 630 million with 50% internet penetration
rate. (Keelery, 2020). This simply means that by the next two years half the population of the
country would be internet literate. The majority of Indian digital population access internet
through their smart mobile phones. The increased availability and cheap data/ internet plans by
the companies along with government of India’s “Digital India” campaign has made the user to
access internet on mobile countrywide. (statista.com, 2021)

Internet or digital era has changed life styles of consumers significantly as it provides
bundle of services such as online banking and trading, cashless transactions, online booking and
orders, advertising, navigation, e-commerce, entertainment and gaming, social interaction and
networking, job search and research etc. (javatpoint.com, 2021)

As per the American Marketing Association (AMA), digital marketing refers to any form
of marketing conducted through electronic devices. Mostly this includes online marketing efforts
conducted on the internet or web. In the process of conducting digital marketing, a business
might leverage websites, social media, blogs, search engines, video, email and similar channels
to reach customers (AMA, 2021). Digital marketing is the inseparable part of technology
development and it is the medium for marketing the products and services using various digital
channels to connect with mass customers (Puri, 2020). Digital marketing is also referred as
“Online Marketing”, “Internet Marketing” or “Web Marketing™ (Desai, 2019). Unlike traditional
marketing which is generally static and referred as “one-way” communication but digital
marketing is an ever-changing and dynamic in nature. Digital marketing provides an avenue for
two-way communication between a business and its prospective or actual customers and creates
a link between businesses to consumer/customer (B2C) (Desai, 2019). Whereas in traditional

marketing customer cannot interact with business through a billboard or print ad or such other

medium (AMA, 2021). Digital marketing communication options used for marketers for various




b,

businesses under B2C to boost /rejuvenation their business (Zivkovic, 2014). The DM A‘(V"i‘y.\

Digital Marketing Institute) refers to digital marketing as "The use of digital technology 1().\“"

create integrated, targeted and measurable communications that help to attract and retain

customers while building deeper relationships with customers” (Royle & Laing, 2014).The

below mentioned chart depicts the various digital media with their options for the marketing,

S. No Name of Options of Digital Marketing
Media
1. Website Companies, organization, institutes, business owners etc. design
websites that shows about the purpose, vision, history, product and
standard of the company. The vital challenge of every website is to
attract the customers or clients and encourage them to visit website
again. And it should be easy to operate.

2. Digital It is one of the favorite media of companies because digital

marketing marketing is having potential to involve and collaborate with
common public. The advertisement in digital marketing results more
positive, as digital marketing holds its targeted customers more
embracing.

3 Mobile It is a current trend in which travelers are using smart phones for
Marketing searching travelling related needs and entreprencurs market the

products through same.

4. Internet These are E-marketing tools in which consumers and advertisers can
specific  Ads | upload Ads and videos for the millions people. YouTube, My space
and videos video and Google videos etc. are the example of it.

3 Display Ads Display Ads are small, rectangular boxes comprises text and
pictures that companies paid to website to display for the large
number of audience.

6. Micro sites

Micro sites are individual web pages having limited areas on the
webs. They are managed by an external advertiser or companies. or
sometimes they are brand specific single web page websites to
promote products or services. These are hosted by company’s sub-

domain or with different URL.(vwo.com)




% Online Many sponsor preferred to communicate with other special inte._
communities | members through posting, instant messaging and chat discussion |,

about the company’s products and brands.

8. Interstitials These are advertisements, often pop with the video or animation

during the scrolling a websites.

9. Blogs Blogs are very often used by an individual’s for informing about the
description of events, for sharing videos or graphics etc. Blogs are

also used for interaction, visitors to give comments and suggestions.

10 Email It is an electronic method of exchanging messages between people
using electronic devices. It was started with limited use in 1961 with
user only send to the user of same computer. Ray Tamilion credited
as the inventor of email (networked). Today’s email system is highly
complexes with store and forward model with function of server

accept, forward, deliver and store messages. Even pop-up for the

marketing are easily supported. (Wikipedia, 2021)

(Table: 1, Options of Digital Marketing Channels, Source: Authors/ Compiled from various
articles) |

B2C (Business to Customer) Model:

The concept of B2C was originated by Michael Aldrich, an English innovator in 1979; he
developed online transactional process allowing customers communicate with businesses
(Shelley, 2011 & Aunyawong, 2015). B2C is the type of e-commerce in which business trades
goods or services to their clients or in other words, it is bne of mode of electronic commerce,
together with B2B business, C2B business and C2C business in a traditional manner, it could
relate to personal shopping for any product at door step (Garbade, 2011). More newly, the B2C
businesses including e-tailing and virtual storefronts, so well known, relates to the online
vending of merchandises in which manufacturers or shopkeepers vend their merchandises to

clients via the Internet (Sandhusen, 2008). This model can easily be understood by the given

model.




Business Organization

R T T S

Orders

‘Customer

(Image: 1, B2C nodel. Source: www.Lutorialpoint.com)

B2C in Culinary Business:

The term culinary is related to cooking and it is also referred as art of food preparation,

presentation and service. Over the years culinary field has been enriched with innovations and

experimentation. The food creators are often called as culinarian or chefs. Culinarian are

required to have knowledge of food science, nutrition and diet that ultimately pleases to €yeS and
palate. The culinary business is also called food service industry. As per the reports by the brand
equity (The Economic Times), country’s food service industry is expected to touch USD 77
billion (498130 Crores) by 2021 and growing at an annual rate of 10 percentage (Brand Equity,
2021). Culinary or food service business is the largest employment segment of the world. There
are many areas of food service that focuses on diverse need of the customer. Some of the

culinary business segments are:

Quick Service Full Service Catering Ser- " Travel and
Restaurants Restaurants vices tourism

/Bl|5|lless nnd
ment venues
Ctllill("y/ ""dllSt')

Food Service
Retail Food __— Business

Service

Food service

Health Care \

Educational Bakery & Food Trucks 'Indt:strial &
Cant'een's and pastries Out- & Mobile Ca- Institutional
Dinning let tering mess and

other avenues

Culinary/Ffood Service Business Segrments

(Chart: 1, Culinary/ Food Service Business Segme :Source.' Authors)




Culinary Business Segments e

Quick Service Restaurants: these are often called 23 OSR. These food service rcstaurantsw h

are the quick service operdionz) outlets prov
requires minimal covking expertise. SOmE of the mazjor chzins are Mc Donzld’s, Subway,
Kentucky Fried Chicken ( KFC), Taco bells, Domino, P

and well known fzst food restaurants.

i772 Hut etc. which are quite famous

includes casual to formal dining

Full Service Restaurants: Full service restaurz

restaurants. These offers multi-cuisine delicacies and sophisticated multi course meals.

Often offers major meals such 25 breakfast, lunch and dinner.

Catering Services: These include onsite banquets facilities or off premises food services for

special occasion or functions. These business offers diverse range of food, drinks,

decorations, lightning and music etc.

Business and Industry: Corporate 2nd employee dining are called business and industry

(B&I). This estzblishment provides services of fast food operations to full course meal to

the employees at reasonable price.

Health Care Food service: such food service operation includes hospital, elder care,
retirement homes etc. This provides customized specialty diet for diverse group of

customers.

——]

Food Trucks: These are the mobile food venues have flexibility to provide facility at

different locations as per the footfalls and customer demand.

—

Bakery & pastries Outlet: these are small single store operations to large wholesale
production houses. serves 1o supermarket, retails and too often individual consumers.

Varicty of baked goods, pastries, cakes, confectionery and chocolates etc. are common

menu items.

Educational Canteens and Dinning: These provide services to students and staff of

educational institutions. universities. Usually offers balanced and nutritious menus.

Retail Food Service: Retail food service includes super markets, small independent
operations that sell takeaways food stuffs, fast food items, drinks, juice, tea coffee etc. are

usually offered by such small scale enterprises.

Entertainment venues: These usually offers small size snacks and meals during the

entertainment show like movies, circus, drama, sports matches etc.
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provide the facility of mcal during working hours for the stafl and management whcre-‘

operation exists for more than 12 hours or 24x7.

s

= Travel and tourism: Culinary is not only related to above segments but in the travel and

tourism. culinary is more than fulfilling the physiologicnl needs through food to enjoy, [carn

and explore. Training, workshops, gourmet tour, culinary tours arc some important

segments of culinary in terms of tourism and travel.

(Table: 2, Culinary Business Segments, Source: authors, Compiled from various websites and

literatures)

LITERATURE REVIEW
This study utilized the research papers, articles and edited books published by high

impact journals in the field marketing and food service industry. As the study intends to cover
research studies published in last decade only, however for generalizing the evaluation, concept
and idea creation, many older studies has also been the part. Some of the major are mentioned
below:

(Desai, 2019), in her study on “Digital marketing: A review, highlights on definition,
evolution, shifting of marketing from traditional to digital, types of digital marketing channels
etc. from reviewing various articles and papers. Author concludes that digital marketing has
bright future for long term sustainability of the product and services in the digital or
technological market with various advantages and limitations (Desai, 2019).

A Study on digital marketing and its analysis by (Yogesh, 2019), authors analyzed that
the digital marketing to examine the effectiveness of online media advertising and also about the
emerging media options used for marketing. This study recognized the usefulness of digital
marketing in the competitive market (p 469)

(Aunyawong, W., 2015), through his study on “Types of digital marketing tactics
affecting expected benefits: A case study of B2C businesses in Bangkok™ that higher use
intensity of website marketing leads to more corporate image development, but not to brand

awareness creation. Further author stressed that, several digital marketing tactics have their own

prominent point. B2C businesses are advised to not only focus on one digital marketing tactics,

s

nent Sy




bt they also combine thase tactios ps B2Cs" strtegy, This feads 1o excellent efficlency i,
and corporate fmpe, Then, it also Teads to binsiness success (Aunyawong, 2015) : :

Chamsrabselvan et al, 2000), on (helr study on “Dightal Food  Delivery  Apps :
Revolutiontzing Pood Products Marketing in India” authors stressed that due to rapid
nthantzation md technologieal advancements, consumers are exposure to western lifestyle which
leading the spectacnlar prowth in food delivery and restaurant sepment, Present day food tech
space offers many business models sueh as on cloud kitchen, demand delivery, thin layer, full
stiack, restaurant and food discovery, market place, concierge, and home cooked models. The
stubility and sustainability is primarily based on the sound marketing through digital channels
(Thamaraiselvan, 2019),

(Matondang et al, 2020), stated that both food technology and information technology
with their applications to the culinary business marketing networks affect the growth of ethnic
food in North Sumatra, While at the same time, the external motivation of food experts and chefs
(o explore the local natural resources as the main ingredicnts for fulfilling the digital market
tends (o rise, The casier and accessible technology system, especially with smart phones, makes
the orders and demands for healthy and tasty food in the fast track mechanism of the business
(Matondang, 2020).

(Janusi, 2020), states that advances in information technology or digitalization played a
key role in the development of digital marketing, especially during the Covid-19 Pandemic.
Further author concludes that, business people must follow technological advancements as

digital marketing media to increase their marketing.

OBJECTIVES OF RESEARCH STUDY

The study will focus on understanding the various concepts, evolutions and tools of digital

marketing along with:

I, To explore various tools of digital marketing in the culinary/food service business.

2. To discuss and analyze the growing role of digital marketing in the business to consumer
(B2C) model with reference to culinary/food service business. Furthermore, studies also
attempted to explore the recent developments and trends in the culinary/food service business

to revive amid the pandemic crisis of covid-19.
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DISCUSSIONS -

Business to consumer (B2C) model primarily refers to 2 process of marketing in which

y sells their product and service sbundzntly being

d service/culinary business or i
es for the consumer On payments

rougt

ics via discounts or freebie, advertising throug

nstagram, twitter, LinkedlIn. Pinterest.

s to consumer. This model is

ndustries. In the food service busingss.

company directl
used in hospitality and foo
company offer products and servic
e strategies like using sales tact

ial media such as Facebook, |

and eam profits. For the

business som
digital platform or so¢
being predominantly used.

“fast changing dynamics of food
in Indiz.

Youtube, Blogs, Microsites etc. aré
As per the article published in BW Hotelier as service
food service delivery market

uthor stressed on current scenario of
odels such as cloud

delivery market”, @
ged the market dynamics and innovative m

The technology has radically chan
Kitchen has been created successfully. The three key elements of food service delivery chain i.-

ud Kitchen operators and restaurants. Amid

aggregators, clo the pandemic crisis conSUmSr are
skeptical about ordering food online.

/ Food Service Business:

ments has happened that has not

great benefit with

Recent trends and developments in Culinary

In the third decade of 21 century many technological develop

only made the life easy for the consumer but the entrepreneurs are equally in

it.
Advanced Online Ordering System:

pandemic, large companies has streamlined the orders and offers the best

Amid the covid-19

services as possible. They have created
companies to send out push notifications about special offers and coupon codes. Apart with Apps

ious order to create express check out for

their own Apps, which help in marketing. This allows the

also enable customers and companies to save prev
faster service (Kurtz, 2021).

Individual POS System:
In the restaurants, guest rooms, or lobby/ front desk to reduce the interaction between customer

and server, individual POS systems are installed at tables, rooms or corridors. When the

customer finishes dining, they are not required to wait for the bill or check (Kurtz, 2021)

QR code Menu:

I(U(Cyc/'



A quick response (QR) code is kind of bar code that holds information and can be acccsse&“w.h

mobile camera or with an external mode. Recently restaurants are using this technique for ™.

merchandizing their menus. It climinates the need of server and a physical hard copy menu card,

It also helps in reduction of interaction and marketing of the products and services. Sometimes
live videos of the menu items can be imbibed with nutritional values and health benefits of the
dish (Kurtz, 2021).

Open Kitchen Concept:

In the past years, restaurants and catering units were known for food magically appearing from
behind closed doors, with no indication for the guess that how the food was prepared. However,
the post-modern diner seems to want transparency rather than mystery. Open kitchens are a great
way to achieve transparency, experience, and appetite. Although, open kitchens requires higher
budget in its design and décor (dineincompany.com, 2021).

Touch-less Equipment:

The main aim of foodservice industry is to keep their customers and employees safe. During the
pandemic crises touch-less equipment is a great option to reduce the spread of germs and best
protect anyone who comes into your foodservice establishment. Touch-less equipment has been
developed to include touch-free blow dryers, electronic sensor faucets, and even door levers so
that you don’t have to pull a door open with a handle. These equipment manufacturers have
created innovative solutions to reduce contact on surfaces and between your customers and
employees (dineincompany.com, 2021).

Quick & Safe Delivery:

In the modern concepts of food industry, food delivery is an essential component especially in
the cloud kitchen or dark kitchen concept. Establishments have become more robust, quick for
the safe delivery of the food than ever. Businesses have tied-up with third-party operators to
assure the fast and secure deliveries. Even some companies are trying to deliver food through
aerial such as drones. (dineincompany.com, 2021).

Cloud Kitchen:
Cloud kitchen, also called ‘Ghost’ or ‘Dark’ kitchens where business (B2C) operates through
digital mode and no physical dine in facility exists. It provide the facility to consumer to order
online through smart phone Apps such as swiggy, Zomato or any other individual company’s

App. The deliveries are made at the door step of the copgfipier. Some of the prominent cloud

Kot~
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kitchens are Yumist, Spoon Joy, Box 8, ITiffin, Biryani by Kilo, fresh Menu, Eatlo, llcllo\(}
etc. Some reasons for the popularity of this model are: low investment and working capital, S:?{?\\
competition, operational cost reduction, food quality and increase in personal disposal income. D
Whereas some challenges are also associated with model such as: late delivery, dependency on »
internet, absence of human touch and hygiene, as the ghost in nature where entrepreneur wants to
earn maximum profits (Choudhary, 019).

Though, there are ample of benefits of using the digital media for marketing the culinary
business such as time saving, cheap, delivery at doorstep, less or no physical requirement of

infrastructure, maximum outreach etc. that makes it most popular tool in the N

century.
However some challenges are equally associated with digital marketing like, digital marketing
pop-up the advertisement which is opposite of the original picturesque of the product or service,
digital marketing covers the events & promotional activities of famous entrepreneurs only.
Furthermore, many times because of fewer budgets the new entrepreneur is ignored by the digital
marketing even after doing well in contribution to industry, etc.

In the recent days cloud kitchen concept has got the immense popularity between
business and consumer, which ultimately has lead to develop as one of strong and biggest
distribution channel for the food supplies. To measure the potential of cloud kitchen business,

authors are in process to conduct a mixed study (qualitative and quantitative) to measure the

various hypotheses of different variables in the cloud kitchen business using statistical tools.

CONCLUSION ‘

By referring and reviewing various studies and articles, authors has reached to the
conclusions that, In the digital age, business enterprises and consumers are abundantly using the
digital media for the all sort of day today activities. Specifically during and post covid-19,
consumers and businesses are heavily relied on the digital media for advertising, marketing and
maintaining the supply chain management. Due to the strong supply chain management at all the
levels viz. lower to higher or vice-versa, the availability of food products and service has been
ensured from best of food producer to each potential buyer. The social media platforms such as

Instagram, Facebook, Twitter, Linkedin etc. are helping in ensuring the supply of food to every

sort of customers. g
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Government and non government organizations around the globe have cncour\hgt.

-
N,

business and non-business organization and consumers to usc digital marketing to support social \\

distancing and dircet contact. As there are many advantages of using digital marketing such as:

cheap and convenient, rising social sharing and enhanced customer services can be boon to the

B2C enterprises in the culinary industry. Although, some negative impacts such as hacking of
data, negative promotions by competitors and lack of human touch are the major concern for the
policy makers and implementing agencies to react immediately upon. Consequently for the B2C
businesses, it is advisable to usc the digital marketing very precisely with utmost carc as the
negative marketing either on the part (consumer or business) may lead to loss of business and
brand value, for example a poor rating on OTA or website may create the big difference even

without experiencing the actual service or product by the end user.

LIMITATIONS AND POTENTIAL FOR FURTHER STUDY

This study highlights only on the conceptual dimensions of the growing role of digital marketing
in the food service business, where demography of population, perception, attitude, analysis,
hypothesis etc. could not be measured through statistical tools. However, by seeing the present
scope of the B2C business in the culinary domain, it will be imperative to conduct a study on one
of the segment. Authors are in process to conduct a study on cloud kitchen business with its

various parameters.
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Introduction

There are di def 0

&rc ifferent definiti > i i

i - lnltf f"lS of f.'esllval tourism in different literatures; however
1 the domestic esearch 1t 1s believed that festival tourism is the floorboard of

festivals and celebrations. It i
celebrations. It is a form of social activity lived by the local people
time and gradually established and passes

2014). Getz. D. (1997) stated that festivals
piritual. adventures etc.

for fulfilling the living customs for long
on generation to generation (congoong,v
are the tourism attraction like other attractions such as s
and 'rt IS‘ a way to plan for development, establishing a vivid image of a region as

estination of festivals and marketing the series of activities associated witl? these.

While. (Belam Swapna, 2020). highlighted that fairs and festivals gives a chance

uals of the host community/destination to share their way of
ng of qualities and convictions

de chances to individuals to

urther, Festivals are essentially portals to get into

a chance to the tourist 10 perceive how the local
this impacts the development of a
s to connect with the host

to the Jocal individ
Jife and convictions. which ultimately make a feeli

held by the people in a local community and provi

trades. experiences and data. F

the local community and give
r way of life and how

blishes the tourist

communities extol thei
t's worth without influencing it.

community. which additionally esta
way of life for what i

network and appreciate the

The Back Ground

northwestern India. This

cgion of Rajasthan statc in
d with present day

south western 1
This region is comprise

Marwar is the

region partly lies in the Thar Desert.
districts of Jodhpur, Barmer. Sirohi. Nagaur, pali and some parts of Sikar district
owever. by looking in the administration sctup of the present
r division. S0 Jaisalmer may also be

(wikipedia. 2021). H
day Jaisalmer also co
considcrcd in the Marwar rc

as Jodhpur state an
ing the arca ©

mes under the Jodhpu

gion. Historical
Vo

ar is also known

Iy kingdom of Marw
7. This region is

d its capital was the city of Jodhpur until 194

f93424squarc kilometers.
¢ more festivals celebrated in

» [n this region, most of the
nal relevance

fervor. Most

cover
aving, “There ar

ays in the year.
h religious. mytho
als. prayers. devo

According 10
Rajasthan th
traditional fairs
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Literature Review

The subject of research needed substantial review of earlier studies to know the
concept better and proceeding further in research. However, International and
Indian authors in context with India have done an appreciable and commendable
research work on “Festivals for Sustainable Tourism Development”. Following

extensive literatures and relevant literature has been the part of study to get deep
insights about the research problem.

~ Moscardo (2007) demonstrated that the contemporary tourism research on

\f

Local Food and Community Empowerment through Tourism {Yolume I}

festivals and occasions is centered on four fundamental themes includi-ng
financial effects, assessing and improving advertising and administration
quality, the administration of festivals with a specific focus on showcasing
their potential benefits and evaluating the more extensive festival impacts as
experienced by local residents and communities. :

Waitt (2003) states that arranging/managing tourism in a way that it is suitable
to personal satisfaction and values results in socio culturally sustainable
tourism. Sustainability in tourism expects hosts to be strongly positive
towards improvements, to upgrade the visitors’ involvement and also adding
qualities for place attraction.

Schuster (2001) has argues that festivals yield financial advantages by raising

the profile of places, their items and establishments and pulling in streams of

visitors, capital and internal speculation. For some western urban

communities, a key inspiration in creating festivals has been to recover from
long-term monetary loss.

According to Fox Gotham (2005), Festivals and occasions have been only one
piece of a more extensive range of new ‘social procedures’ that is used to re-
vitalize traditional economies.

The study of Pine & Gilmore (1999) and Zukin (1993), advocates about the
encounter cconomy that is supported by tourism through relaxation and
diversion.

In terms of financial or economic effects. as Formica (1998) authenticated

that, festival profiles, sponsorship, estimating economic, management and
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;llt]:lrgé)i::];fyul are the fundamental subjects impacts the financial stability of

> In context of the present rescarch, the local fairs and festivals can work a5 2
bac‘kbunc not only for income but also for the development and reimaging of a
rtfgmn. Events can make a positive representation for the Jocal community and
give a healthy marketing benefit in the context of similar communitics (Allen,
O'Toole, and McDonnell & Harris 2002).

> The important point here is to consider that we need adequate resources and
investments for promoting local festivals. As suggested by Bailey (199%).
Making huge investments and developing extra facilitics are not always

necessary to market an event.

In the similar context, as per Jackson et al. (2005), Mc Morland & Mactaggart
d values are self

(2007), The community participation, belief in their culturc an
sufficient to promote the local festivals and events. Furthermore, the merger

of festivals and events with tourism can certainly bring many benefits to the

society at large scale. Numerous regions consider festivals to be extremely
kson et al. 2005:

significant components of the tourism product (Jac
of the best tourism

McMorland & Mactaggart 2007), and festivals arc one
products which a region can offer to differentiate it from its competitors.

Research Methodology

ed where; exploration of

The exploratory research methodology has been utiliz
rnal articles, periodicals.

secondary data through reviewing various published jou
newsletters, blogs, websites etc. has taken place.

Fairs and festivals of Marwar Region

ivals are celebrated in the Marwar region but their ¢
d fairs can be categorized on the

omplete

There are many fest
précis is very hard to find. However festivals an

basis of below mentioned diagram.

Festivals for Sustainable Tourism Development:
A Case Study of Marwar Region of Rajasthan, India
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> For sustainable development, Tourism can protect the surroundings and local
heritage in a way that would not be possible it mega occasions are not

organized.

However, many challenges are associated with the fair and festival tourism that

sometimes creates huge difference in the livelihood of the local community. Some
of the major challenges can be safety and security concern of local community,

carrving capacity of the destination, escalating crime rate cte.

The local fairs and festivals of Marwar region are exceptionally instrumental in
enhancing domestic tourism and in making a major contribution to the cconomy

of the region. Fairs and festivals are a key strategy in promoting those places that
have suffered from underinvestment and have been essentially abandoned. Stake
holders at regional and national should systematically work on it. Tourism, cvent
and hospitality industry stakeholders and local officials need to view local
festivals as crucial activities for providing income and business opportunities,
especially for the local people who are suffering from economic scarcity. Fairs
and festivals are not merely a medium of entertainment in the Marwar region but
they have an important social function and provide economic development
resources. This chapter suggests that the local festivals of Marwar region have
both social and economic impacts. However, there are some important lessons to
be learned which would be helpful in sustainable development of the tourism.
Focused training on marketing and promotion strategies is needed. Additionally.
government support is needed in order to allow local festival organizers to
conduct well planned and well-operated fairs and festivals. Finally. amenities
should be provided to the attendees, visitors and tourists at the place of festival.
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IMPACT OF PANDEMIC COVID 19 ON EATING HABITS —-AN INDIAN SURVEY

I Shilpa Parihar Research scholar Department of management studies Jai Nar'fain Vyas Ur}iversity
Dr. Swapna Patawari Associate Professor Department of management studies Jai Narain Vyas
University
Abstract

Background - e b it wi
Theregis too much fuss about the prevailing COVID situation Iike;whaF 1I.1e virus is, how lon;\;N 31“{1112
last, how it is affecting people, what are the ways to stay safe, how it is spreading, Wh"i]“ life is
vaccine arrive, etc. But there is much more than this. We are cven more conlcel_'md about ho

getting changed due to COVID 19 and how life will change after the pandemic s OVEr- | sickness.
Corona infections are a massive group of viruses which might trigger huma ‘o8 anme ing from
“Numerous corona viruses are proven to cause respiratory infections in humans ramgE RgS) o
common cold to more serious illnesses like Middle East Respiratory s'yndr‘ome .(Md causes a
Extreme Acute Respiratory Syndrome (SARS). The most recent corona VIrus o 019, until
COVID-19 corona virus disease. The latest virus and disease was unknown in December 2015, rics
the outbreak began in Wuhan, China. COVID-19 is a pandemic which affects many countrt
Wo.rldwide”. d
Th|§Covid 19 has changed the life of human being in the whole universe. The life &also the foP’
habn_ havealso changed. The Covid -19 is a major influence on lifestyle, eating patterns, and.soma
relationships. If it has absolutely modified the essential slogan like human is a social animal. Life has

ng changed to keep distance, to keep limits and to exercise more disconnection instead of mixing

Methods—

g:r:fjs:.:](ly is aimed to investigate to immediate impact and change in eating habits due to Covid-19
For ih- among the selected respondents and it also analyses the factors resgonmble for the change.
demoupr: hl_)urpose researcher has framed a self-structured questionnaire that .analyz.es the

graphics factor(gender,age, home town, qualification, current employment) eatinghabit, food

type, cooking method, Numb !
i : er of - ducted from
April 2020 to August 2020 of meals / day, work efficiency etc. The survey was condu

Data Analysis -

;\nitli)}lf‘:%s?)um 8res;pondenlhave been included in this survey with the help- of SPSSlversion 25. For
lukcnl o cmrsaltm: ¢ lest, one sample analysis, KMO and Barlet test, factor analysis etc. has been
by Si:cl the faclors'and find 1h(? d.lfference between all categorical variablc§between two or
C I&, e P eaishito CSlIIb.IISh the association between dependent & independent variables.
Conclusion — This study is one of a kind and it comes under the category of innovative study as the
IIll(‘)rmutmrf investigated and provided through the study for the first time on the Indian population
cating habits during COVID 19 lockdown. Results of the study reveal that eating habits of
respondents have changed and are impacted during the COVID period due to several factors.

Keywords — COVID 19, Eating habits, Life style.

1.1 INTRODUCTION -

The corona or now we can say Covid-19 transit from animals to humans, this pandemic had first
been officially confirmed by China on 31 December 2019 and quickly spread from Wuhan city of
China. from China to India the number of individuals growing day by day and becoming infected
with new corona virus, we are residing through unbelievable periods. The effect of the novel corona
virus and the outbreak it produces, COVID-19, has resonated into every part of the planet — taking
jobs, damaging lives and health. and transforming anything about how we communigate with each
‘other and with the environment. (Sahu, Mishra, &Lal, 2020)
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Jai Narain Vyas University, Jodhpur




Wesleyan Journal of Research, Vol.13 Nod(ll)

On 25 March 2020 India's prime minister declared a countrywide shutdown with sxially distanci
restn‘ctfons on most commercial operations and mass gatherings like wlum:i:,;mt /y: :1 M:’ ;;;':
institutions. In such an extraordinary situation of the century, it is impostant for us o .,;,A,..;;;.‘,.‘Z }g;;,
people respond to the restrictions imposed by government by coronavirus lock-down and il;mf:f,icm; ¢ ’
the population and its routines and habits, .
:f;d;g:;ie_i(;),wmg has zlgr-u{lcamly dismpwi various Indian sectors including  petroleun,
- transport, agricultural production, department stores, ete, Ve can ot avetiok the
l :SC; :ﬂ:gﬂ; rrfacissslzrn ::'{II -:mh h:a’vf: lcﬂ’an' y sector and any individual fmmut,hty!, ftcan have mewe of
R Jal.mv!'evfs I;Eedcdt'mg habits and paticrn of Indians, (CGautam, Nebva, (arg,; 20020
e Sl imj CI::', ! {h lm,aé"‘ .lgkﬂ;c (2({20 ) ,‘\.atfonal 'dnmmrs of any erisis that cfirm:’;‘ in 4
and curfiw due:u) {hgao ,[Tf ;: ogrc{fdll .sy.su::n ’r;f lhc' nation. Soon after lhl:,d!:x;l?mmr’l of ’-’""'Jf;“’j”}’}z
Gullireal COV]D-]9: reak of COVID-19 in India the pcf)pl'; are f;;lmfmul in their howwss, The
cross the globe has caused changes in the eating paler and preferencss of

people around the globe.

1.2 C .
3 orona virus in India -
45 nearly one-third 10

The w

half ofc::: ‘:\:’r‘idszread otf r‘love‘] coronavirus disease is seriously affecting Jife

Amount of peopl eps l? ;;, a::j’” is now under some sort of lockdown a5 per the recent updates. )

Wuhan Hubei Province eéh. from serious respiratory illness in the month of December 2019 in

2019 of the number ofe ax'lna' ('h.ma m'd_ the WO{ld Health Organization (WHO) on 3‘l !)w:mlwr

studies indicate that L Otclm.s Wit respiratory disorder symptoms of an unknown origin, Recent

symptoms.Gassling Scop:t ["&el {may transmit the COVID-19 infection before they show the
’ ’ all, C. M. (2020)

‘{\fHO Literature Review
/ has annou
nced an outbreak of corona virus 2019 (COVID-19), caused hy extreme acute

respiratory corona virus
UN Educational, SCiCn-CCza(ﬂSdA gSI'COV'Z), m’be a pandemic on 12 March 2020 (WHO, 2020). The
had adopted COVID-19-related s al Organization reported on March 14, 2020 that 107 countries
adults, nearly h _ national school closures, affecting 462 million children and young
v half of the global stude PR o TR
countries with closu global student population. This crisis had worsened quickly from 29
AceoslinastolR res of the national school a week before (UNESCO, 20207,
: g enzo, Gualtieri andPivar (2020) “The C gl : o ,
impact on human health. causing sudden [; ) “The COVID-19 pandemic represents a massive
home, with social g £ sudden lifestyle changes, through social distancing and jsolation at
cial and economic consequences, Optimizi ; i ‘ :
requirEsiriotoily knowledse frariihs S:dq nees, Optimizing public health during this pandemic
eolated g lifsstvie. <oia) 2 1c medical and biological scicnces, but also of all human sciences
lvazstudyiiiledias _?S-lat am:jb(:havfoural studies, including dietary habits and lifestyle™.
May 202‘0)_ et s ;-e( an hphyucal a(-‘t'lVli)" fiuri'ng the COVID-19 lockdown period (March-
. d S from the Frcngh NutriNet-Santé eohort study”. In the lockout time the
= 0‘1;'5 rie tc? identify dietary behaviours, To this end 37,252 French adults from the web-based
NutriNet-Santé cohort filled out -loc!cdown-fspecif'xc questionnaires in April-May 2020 for the authors’
surveys. Results from lhc.study indicate that the lockdown contributed to unhealthy dietary habits in
a.largc part of th? pop'ulatlon, which, if sustained in the long term, may increase the dietary burden of
disease and also impair immunity. Nevertheless, the situation of lockdown also provided an incentive
for certain people to change their dietary behaviour, with high stakes in knowing the leverages to
bring them on a long-term basis. (Pecollo, Edelenyi, Tanguy, 2020)
The Covid-19 pandemic led to lockdowns in many parts of the world and, a5 2 result, changed some
everyday behaviors, including social interactions, athletic ability, and Jikely diet. On 9 March 2020,
laid down and enacted lockout measures. The study attempted to determine

the Italian government !
induced confinement policies on self-reported food intake by self-selected
d disseminated on the Intemet. Nearly hal “respondents

\ e ] i# (.
§mi bezrain \yas Ui

‘the effects of Covid-19-i
- lalians through a questionnaire created an e
.. did not substantially alter their diet during the lockdown; however, remaining
N (28] (Vo o,
T Hezd p
e Dzpartrment of WAzrzgrant S %3
Faoutty of Commenea % Wgt, SWaes
srivsprainy, JOUTTRAT



Wesleyan Journal of Research, Vol.13 No4(Il)

reported eating more while in isolation, and few increased in weight. Reports note an rise in
consumption of "comfort food," especially chocolate, ice cream and sweets and salty snacks among
others. Interestingly, 21:2 per cent of respondents have increased their fresh fruit and vegetable
intake. Just 33.5 percent of those who reported lower consumption attributed this dietary adjustment
to reduced quality and ease of purchasing these products.Similarly interesting, more than half of
respondents, acknowledged that when in lockdown, fruit and vegetables did not appeal to them.
Ready-made meal sales have been popular by almost 50 percent. Similar large-scale research wf[[ be
carricd out globally and will help public health officials shape their reactions to potential, imminent
pandemics.(Scarmozzino and Visioli, 2020)

Data reveals that corona viruscasesin India were doubled from 16000 to 32000 in 10 days (report as
on 30"April 2020) and now currently (21 august) India is reporting around 70000 cases in a single
day with a highest one day spike. .
{\S per Schwartz, King, & Yen, (2020) Pandemics are the most common disease outbreaks rujsultl“g
from the spread of human to human infections we have seen in recent times that COVID 19 will have
a cascading influence on overall medical systems, the world's economy, organizations of all shapes,
sizes and people around the world. Before 2019, the patterns seen over the last few months would
indeed be unthinkable. Advanced computational statistics are built nearly regularly. For example, on
the financial aspect, the airline company is experiencing its worst ever crisis, with 90 percent of the
world ‘s fleet suspended. In the meantime, global commodity prices reported their biggest drop,
dropping by 20.4% in the month to March 2020. Global economy and trade are also affected badly
and are forecasted to follow a declining trend even after the pandemic is over. i

In most ol the countries,Canada has shown remarkable progress stalling the spread of the virus
barring Canada; the rate of doubling has remained below.

Namber of days to doyble

Moo B 1eeleis @ 2omite B LossS e B woeeledve B e len
[h

v

oy i ' s

There are two keyimpactsof lockdown on our behavio

r - “staying at home and stockpiling”

7 d
1y crmasd beac host k samber of desthe

N gen by 2f e 3ves mbon 8 roua!

3 - —T— Ll L
B B e @ e B




Weslevan Journal of Research, Vol 13 Nod(ll)

Chpoges 1o Lating gk Dond Pomppoyrion o be f sotd 14

Ve eap—————
B I e

e L TIPS ——
e
Sy e o i e
W s o o S i i T
e e ]
S s o e v S
By e S e e e (S
L]
e L T ———

R |

b e e

LR ]
- - "= - =
So ' i . ght- "
ure hpe “““.h\"m“nc“nc“,s‘m”an'dcs;|(,zzﬁ.cught-m-tcn-crmsumcrq-changed-thetr
cating-habits-duc-to-covid-19
14

RESEARCH OBJECTIVES
To study the pe
pandemic.

To stud:\ the impact of lockdow
responsible for this change.

* ; ‘ : : ing Covid-19
reeption of respondents about change in eating habits during

n on eating habits of respondents and identify the factors

LS RESEAR
For the CH METHODOLOGY

are se]ecf;:?(;:;:faﬁseamh data is collected from Indian citizens from all over India. Respondents
respondents are seleqaﬁe S a”_ places and from all occupational categories. A total of 1018

only primary data fo y ?]n tﬁe basis Of_ cor}\'enience sampling procedure. The study made use of

mailed to all the res : ;c leving the objectives of the study. Online surveys were generated and

Questionnaire comp(:in ents. Respon§es were also collected online. '

questionnaire en 1prises of 1hree' different parts of mainly closed ended questions. Part A. of
quires demographics of respondents like his age, gender, locality etc. Part B enquires

n Onnail()n i . ‘

pandemic COVID 19 on Eating Habi 'si 0 le T-test
and i - ng Habits. For the analysis of data, One sample
Factor analysis is applied to test the major hypothesis and extract the factors.

1.6  ANALYSIS
Table 1:- Demographic information of respondents

Demographics Options Froamency e
Age Group 1824 e N
25-34 310 05
i 348 342
4554 106 [ 104
2364 | 140 1138
65-74 36 s
Total [ 1018 1100.0
Gender Male 566 (556
Female 452 | 44.4
Total 1018 | 100.0
Highest Qualification High school Diploma 30 | 2.9
9 | 9.4
Bachelor Degree
University Degree 100 | 9.8
Master's Degree or Above | 792 | 778
it Total 1018

[90]
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Profession Student 104 10.2 J
Teacher ( Public or Private 122 120
sector)

Academicians 34 8.3
Lawyer 6 6
Psychotherapist 4 4
Nursing assistant ( Public or 2 29
|_private sector ) -
Other - Private sector 388 38.1
Other - Public sector 62 6.1
Elderly 48 4.7
Job seekers 20 2.0
Housewife 86 8.4
Professor B 1.1
Tneoms———— | Total 1018 100.0
> Below -2 Lakh 258 25.3
200000-500000 206 20.2
500000-800000 174 17.1
800000-1500000 154 15.1
More than 1500000 226 2(2)620
In Tabie o e Total 1018 !

be seen from table that

of age Eroup. When gende
suhslunliully. Thus the
Rep

arding cducation
are Imlding m
Most of the r
income of the
lakhs of
significant,

1.6.1 Hypothesis;
To find the
follow ing hy

al qualification of respondents it can be said that most of the respondents (78%)
aster’s degree and

espondents are
. e respondents it can be
come proup,

ails of demographic variables of respondents are given. Regarding age ll, e
most of the respondents (65%) are falling under the category 0f25-4~4 >E§ES

Fis enquired. it is found that the sample data contains both type of gender
results will give better results due to inclusion of both gender perceptions.

above. When profession of respondent is investigated it is Ioulldd‘_hat
. N o " & et Y p
working in private sector, followed by. teaching prafession. Rucalf m?)
seen form the data that most of the respondents are from below 2

However number of respondents from other income groups is also

significant change dur

Hoi:  There
respondents,
Hy:  There
respondents,

Are you canng

Are vou d_m_\kl

LR S

Are you cating

day

One-Sample Statisties

Are vou Lating healthy foad

= . \
yolein added 1oad cveny G2
Do yvou cat Nuls & Protein added IGRC S

" i
| dainy product eveny G2
S Sl

Are you cating Cream.

is no significant ch

is a significant ch

Table 2:- One-Sample Statistics

ing Covid-19 pandemics on the eating habits of respondents
pothesis is formulated: its of
ange during Covid-19 pandemics on the cating habits o

ange during Covid-19 pandemics on the eating habits of

\
|

A
Vegetables eveny day
e — -

| 1018 | 1o | .108

00
)

3
1104 | 185 006

o drinks every day
merey OIS CNNA .
ng quice & NOTEY ENT C -
e

|14 | 49T

Bread . Cheese & o

————— -
——————————

; - - Carhomdrales gnt
L Are you cating Sweets |, dugar & Carbolnc

129 | 355
(156 | 497 | 016

|
| Mean Std. Std

Deviat | Error
ion Mean

|

|

|

| .

|

'_ 4 1L \f-'
e wher {2 giving producis ¢© )
i‘uﬂ In\ LRANRA i =~ o 4

na products |

170 | 458 \-m"
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every day

Are you Eating more home made food 1018 | 1.02 145 005

Have you changed / Increase the number of meal during this | 1018 | 1.62 486 015

period

Have you become more health conscious 1018 1.11 318 010

Are You taking any health drink kada etc. to fight covid19 . 1018 | 1.40 491 015 |

Are you consuming any vitamin - C supplements . 1018 | 1.40 490 o015 |

Has your economic condition changed as a result of the | 1018 | 1.51 500 016

coronavirus outbreak? (Eg- Become jobless, private job closure,
|_monthly salary cuts etc,

If the answer to the question above is "yes," you believe that the | 1018 | 1.59 492 015

'Mprovement in your economic condition will affect your eating

atterns

?jgczotllll believe there is some improvement in your food habits | 1018 1.46 498 016

. € start of social isolation (for example, rise in serving

312¢s or decline in duration ete.)?

:?a(; Z;]):nl')e(liieYe your main course (breakfast, lunch or dinner) [ 1018 | 1.55 498 016
m&Wion starte('i? T —61—5———-
_IOfsoci al iso]atiozgur snack intake has improved after the onset | 1018 1.39 .
s?arlllzl?art(i":;rsir?ple Statistic table, the number of respondents (N), mean, standard deviation and

clear that hi

S represented for all the variables related with eating habits. Also from the table it 1s
products ey

ghest Tean is recorded for variable “Are you eating Cream, Butter & i {itagring
ery day” (1.70) and lowest m

ean (1.01) is recorded for “Are you Eating healthy food™.
Tuble 2:- One-

Sampl
One-Sample Test e Test
Test Value=0
t df Sig. (2- | Mean | 95%  Confidence
tailed) Differ | Interval of the
ence Difference
" — Lower Upper
e you Lating healihy food 2089 | 1017 | 000 | 1012 | 1ol | 1.02
> | 57
Are you cating Vegetables every day 1774 ‘ 1009 \ 000 \ 1036 \ 102 105 J
s . H . . 38
Are you drinking juice & Energy giving drinks | 9225 [ 1005 T 000 | Taa [ 1T | 141
|_cvery day 5
Do you eat Nuts & Protein added food every day \ 90.44 \ 1013 \ 000 \ 1292 \ 1.26 \ 132 J
e e ——————— 2
Arce you cating Bread , Cheese & all dairy | 9969 | 1013 | .000 1.556 ‘ 1.53 \ 1.59 J
_product every day 3
Are you cating Cream, Butter & other fat giving \ 118.5 \ 1017 \ 000 \ 1.701 \ 1.67 \ 1.73 J
products every day 56 -
Are vou eating Sweets , Sugar & Carbohydrates \ 101.8 \ 1013 \ 000 \ 1.580 \ 1.55 \ Iz J
ivin s every ds 76
piving products every day ‘ . o
Are vou Eating more home made food \ %'54.0 \ 1017 \ 000 \ 1.022 \
’ 5
or of | 000 1617 | 1.59 1.65
ave vou changed / Increase the number of ‘ 226.0 \ 1017 \ \ \
meal during this period —— s o7 | 00 s \1_09 3
Have vou become more health conscrous ol
] 103 1.37
& T L 9126 | 1017 | .000 I
“._ | Are You taking any health drink kada etc. 1o | 7 \
L0 covid19 . s,
& 192]
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Are you consuming any vitamin - C | 91.10 [ 1017 [ .000 1.399 1.37 1.43
supplements . 3
Has your economic condition changed as a | 96.51 1017 | .000 1.513 1.48 1.54

result of the coronavirus outbreak? (Eg- Become | 7
jobless, private job closure, monthly salary cuts
etc.

If the answer to the question above is "yes," you | 103.2 [ 1017 | .000 1.591 1.56 1.62
believe that the improvement in your economic | 36
condition will affect your eating patterns
Do you believe there is some improvement in | 93.31 | 1017 | .000 1.458 1.43 1.49
your food habits since the start of social | 1
isolation (for example, rise in serving sizes or
decline in duration etc.)?

Do you believe your main course (breakfast, | 99.36 | 1017 | .000 1.550 1.52 1.58
lunch or dinner) has changed since social | 7
isolation started?
Do you believe your snack intake has improved | 90.95 | 1017 | .000 1.393 1.36 1.42
after the onset of social isolation? 2
The Sig. (2-Tailed) value in above Table is smaller than 0.05 for all variables. Because of this, it can
be concluded that there is a significant change during Covid-19 pandemics on the eating habits of
respondents.

1.6.2 Hypothesis;
HO02: There is no significant impact of pandemic COVID 19 on Eating Habits of respondents.
H12: There is a significant impact of pandemic COVID 19 on Eating Habits of respondents.

Table 4:- KMO and Bartlett's Test

KMO and Bartlett's Test
Kaiser-Mever-Olkin Measure of Sampling Adequacy. .822
Bartletr's Test of Sphericity Approx. Chi-Square 15179.340
df 496
Sig. 000

The Kaiser-Meyer-Olkin Measure of Sampling Adequacy is 0.822; hence factor analysis can be
applied. _

“ll:;[;rtlett's test of sphericity is .000 which is less than 0.05which indicate that a factor ane.llyms may
be useful with this data” and There is a significant impact of pandemic COVID 19 on Eating Habits

of respondents.

Table 5:- Communalities table

Commupaifies Initial Extraction
Follow health food - diet rigidly . . 1.000 2?)/14

Did your sense of hunger change during this period at | 1.000 :

home

Distracted by thoughts of healthy eating lgg(()) 2'172
Increase house hold budget ' 1. | .755
There has been an increase in the amount of main meals 1.000 | .556
“here has been an decrease in the amount of main meals 1.000 .

(93]
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There has been an decrease in the consumption | 1.000 .690
frequency of main meals

The time of consumption of main meals has changed 1.000 661
Started taking vitamin supplements in addition to meals 1.000 735
Prefer frozen or canned foods more 1.000 6061
Prefer pre cooked ready to eat foods more 1.000 973
Prefer cooking vegetables dishes more 1.000 540
Prefer consuming legumes more 1.000 640
Pret)‘er animal - based foods ( Red meat . chicken , eggs | 1.000 621
etc.

Cook main meals mostly by frying or sauteing methods 1.000 610
Cook main meals mostly by boiling or Grilling methods 1.000 634
There has been an increase in the amount of snacks 1.000 814
There has been an decrease in the amount of my snacks 1.000 127
There has been an increase in the consumption frequency | 1.000 .769
of snacks

There has been an decrease in the consumption | 1.000 759
frequency of snacks

The time of consumption of snacks has changed 1.000 742
Food type and / or cooking method has changed 1.000 631
Prefer salty & packaged snacks such as chips , crackers | 1.000 342
etc.

Prefer food products such as cakes , pastries ,biscuits , [ 1.000 326
wafers , chocolate etc.

Prefer pastry food such as puff pastry , pies etc. more 1.000 771
Prefer milk desserts such as pudding , custard etc. 1.000 558
There has been an increase in water consumption 1.000 .602
There has been an decrease in water consumption 1.000 652
There has been an increase in my tea, coffee , etc. | 1.000 544
consumption

Improve efficiency ( In respect of working ) 1.000 .544
Getting Support from family members 1.000 737
Shared feelings with family members 1.000 745
Extraction Method: Principal Component Analysis.

“Extraction communalities are estimates of the variance in each variable accounted for by the factors
in the factor solution. Small values indicate variables that do not fit well with the factor solution, and
should possibly be dropped from the analysis. The extraction communalities for this solution are
acceptable, although the lower values of Prefer salty & packaged snacks such as chips, crackers etc.
and Prefer food products such as cakes , pastries ,biscuits , wafers , chocolate etc. show that they

don't fit as well as the others”.

Table 6:- Total Variance Explained table

Total Variance Explained

Componen | _Initial Eigenvalues Extraction Sums of Squared Loadings

t Total % of | Cumulative Total % of | Cumulative

Variance % Variance %

1 10.521 26.629 26.629 8.521 26.629 26.629

2 8.503 10.948 37.576 3.503 10.948 47.576

3 5.664 8.326 45,903 2.664 8.326 55.903

4 2.944 6.074 51.977 1.944 6.074 61.977
LS 1.264 3.951 55.928 1.264 3.951 65.928

6 179 3.684 59.612

092 3.414 63.026

(94]
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8 .052 3.286 66.312
9 .099 3.103 69.415
10 .088 2.749 72.164
11 0821 2.565 74.729
12 71 2.408 71.137
13 751 2.346 79.483
14 677 2.115 81.598
15 619 1.934 83.532
16 .548 1.712 85.244
17 .503 1.570 86.814
18 487 1.521 88.335
19 437 1.367 89.702
20 .390 1.219 90.921
21 .376 1.175 92.095
22 356 1.111 93.207
23 342 1.068 94,274
24 274 .857 95.132
25 .266 .830 95.962
26 241 753 96.715
27 232 726 97.440
28 .206 .643 08.083
29 182 .570 98.653
30 .166 S18 99.171
31 137 428 99.600
32 128 400 100.000
Extraction Method: Principal Component Analysis.

From above table it is clear that only five factors in the initial solution have eigenvalues greater than
1. They combined account for almost 65% of the variability in the original variables. This suggests
that five factors that are responsible for changes in eating habits due to COVID 19 lockdown can be
extracted. These 32 variables can be thus divided into five broad categories as follows;

1. Increased time for diet plan

2. Increased/decreased Consumption pattern

3. Increased snack cravings

4. Frequency of meals

5. Extra Time for cooking

These are the factors identified as responsible for changes in eating habits of people due to

COVIDI9.

1.7 CONCLUSION:
Assuming that the lockout is inclined to maintain for weeks, the daily activities and well-being of the

population must be controlled urgently and Collect study data to establish evidence-driven
approaches to mitigate the adverse effects of lockdown implementation and the consequences of
these profound changes in the everyday lives of individuals. The COVID-19 pandemic (also widely
called coronavirus) is causing a lot of changes in people's everyday lives across the globe. A
balanced diet is an important part of supporting a strong immune system. But the lockout era has
caused big changes in people's eating habits.

Due to lockdown conditions, present web-based survey study may be relevant to illustrate certain big
trends in changing our eating patterns. The condition of lockdown has affected the habits and way of
life of a given population. The study attempted to find the perception of resPondents towards t_he
change in their eating habits due to the lockdown period and the study identified five factors viz.
'ncreased time for diet plan, Increased/decreased Consumption pattern, Increased snack cravings,

[95]
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