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EDITORIAL DESK 
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“RADHANVALLI” : An International Peer Reviewed Multidisciplinary Research 
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The journal aims at disseminating research output and provides crucial 

information about recent developments in the relevant fields, through high 

quality research papers on the topics related to multidisciplinary subjects 

It is slowly but firmly gaining its momentum. I am very much pleased to 

present the “RADHANVALLI”: An International Peer Reviewed 

Multidisciplinary Research Journal (Bi-Annual) before the readers, 

academicians and researchers.  

The multidisciplinary 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variety of discussions on topics 
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and perhaps even transformative.  
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Chief Editor 
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Abstract: 

Each and every marketing activity normally relies on research based on consumer behaviour, 

which is extremely complex and hard to forecast. A particular challenge for marketing science and 

practice is in to research Impulse Buying behaviour which is yet not well understood because IB 

is a persuasive and distinctive aspect of consumer lifestyles. Out of many aspects that can influence 

IB, one of the major factors is Gender. Males and females approach of IB with different motives, 

rationale and considerations males and females want different products due to their different 

upbringing and socialization along with various other factors .The decision making process of 

males and females is also differ for IB. Much human activity is driven impulses that are 

biochemically and psychologically stimulated. The purpose of this research was to compare males 

and females for difference in cognitive and affective process associated with impulse buying 

behaviour. In this paper, an attempt is made to understand these differences in impulse buying 

behaviour and also depicts the gender differences and product category purchased which would be 

point out some possible direction of thinking and future research based on experience from 

selected sample consumer at Anand City. 

Key Words: 

Cognitive and Affective process, Impulsive buying behaviour, Gender differences 

Introduction: 

In present scenario, sellers know that a certain percentage of their sales are made to consumers 

who buy in response to a sudden impulse. The competition in every industry is getting fiercer so 

even minor differences between shoppers are becoming important for firms in their efforts to better 

target consumers. The impulse buying behavior tendency alters from consumer to consumer and 
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the affective and cognitive decision processes play an important role even during an impulsive 

purchase. 

The consumers’ preference for purchasing products or using services that are based on the gender 

differentiation is important for ensuring consumers will frequently purchase goods or use services. 

Partly, there is one partial concept of marketing that can be changed when the gender 

differentiation is involved for choosing the right products or services, which is the Impulse Buying. 

This buying concept is actually similar the common purchase decision that is made by people in 

every environment. In this buying concept, consumers do not purchase products (or use services) 

because those items are needed to fulfill their needs and wants, but the purchasing (or usage) action 

is made by them because of the interest when those consumers see the displayed products or the 

advertised services. Directly or not, each individual person, either males or females, has the 

tendency to purchase products or to use services without many considerations in price, models and 

quality. Have an item has become an expression of self-identity. This triggers an increase in the 

number of wants and needs of the community, creating a new lifestyle that is integrated and 

received a lot of customers. This helps to increase spending as a lifestyle. Changes in society can 

also be seen in the declining number of free time outside of work hours.  

Customers spend a little time planning before shopping, and their attitude is shopper lifestyles and 

increased earnings make them want to buy more and more and there was impulse buying. Impulse 

buying is a habit and shopping is a fact of life. Impulse buying is a part of decision making in the 

short time. Customers usually cannot refuse to buy an item, though actually not planned in 

advance; most of the consumers must make an impulsive purchase. Impulse buying is an 

interesting topic within the subject consumer behavior. Impulse buying is a phenomenon that is 

understood and act differently by marketers and psychologists. Marketers typically focus on 

markets that affect the customer, and the construction of impulses as a result of this influence. 

 

Rationale of the Study: 

It is evident that both affective and cognitive processes do occur in consumer decision-making. 

Understanding how and why imbalance of each process works and contributes to impulsivity or 

self-control is essential in understanding the complete process of impulse buying. This study will 

examine the cognitive and affective components of decision making as they relate to impulsive 

buying behavior. In addition, this study will examine the components of affective and cognitive 
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processes and will compare males and females affective and cognitive processes associated with 

consumer impulse buying. Also to be examined are differences between gender and product 

categories purchased. 

 

Major Objectives: 

1. To identify and compare cognitive and affective process elements of males and females 

towards Impulse buying decision. 

2. To examine the relationship between impulse buying and Product categories based on gender 

difference. 

3. To understand priorities and preferences from gender difference related to impulse buying. 

Definitions of Impulse Buying: 

According to Engel & Blackwell (1982): Impulse buying as a buying action undertaken without a 

problem previously having been consciously recognized.  

As per Cobb and Hoyer (1986): Impulse Purchase in a way “which shows that an impulse purchase 

occurs when there is no intent to buy a specific brand, or even from the category, prior to entering 

the store”.  

 

Literature Review: 

Underhill (1999), defines that the majority of shopping products is women‟ domain. Women 

usually shop quite willingly, even for prosaic, routine objects, which cannot bring special 

excitement, pleasure or sensation. Still in Underhill (1999), conclude thatmen typically move faster 

than women through shopping malls spend less time looking around, and in many cases it is hard 

to focus their attention on something they did not intend to buy. On the other hand, they buy 

necessities much quicker than women, they do not find pleasure in searching, choosing and trying, 

and also they are more suggestible to the pleas of children and sales promotions. According to 

Youn (2000), Rook (1987) has unfortunately been unsuccessful in explaining the involvement of 

both the emotional and cognitive reactions in the measurement of impulse buying. Rook (1987) 

described human impulsive behavior as being driven by both biochemical and psychological 

stimuli. The psychological stimuli are the factors responsible for the origin of stimulation and 

motivation from both conscious and unconscious activity. An individual‘s impulses are a creation 
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of two competing forces: the pleasure principle and the reality principle. These two forces compete 

because of difficulties in resistance of impulses that often involve anticipated pleasurable 

experiences. The pleasure principle compromises deliberation of the reality principle with 

immediate gratification (Rook, 1987). 

Underhill (1999), conducted that for women, shopping is a kind of transforming experience, a 

method of becoming better, more ideal version of person; it has emotional and psychological 

factors that hardly exist for men. 

Srivastava and Kumar (2013), defines that when a shopper searches activity in retail setting time 

available has positive effect for that activity. So in these situation individuals who have more time, 

they browse longer in stores. Consumers who have low entertainment values for shopping will be 

more efficient, spend less time in the store, see a lower net benefit of engaging in unplanned 

purchasing.  

 

Research Methodology: 

Research Design Comparative 

Research Approach Survey 

Research instrument Questionnaire 

Data collection& tool Primary data (Survey monkey.com) 

Sampling Method Convenience 

Sample Size 50Customers 

Sampling Area Anand, Gujarat 

Data Processing Management Excel 

Data Analysis 
Frequency distribution and 

descriptive statistics such as mean 

 

 

 

 

 

 

Research Analysis/Results: 
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Demographic Analysis: 

 

Gender of Respondent 

 

 

 

 

 

 

 

 Frequency % 

Males 25 50.00% 

Females 25 50.00% 

Total 50  100.00% 

Age Group Annual Income 
 

 
Frequency % 

Less than 20 14 28% 

21 to 40 29 58% 

41 to 60 7 14% 

61 and above 0 0% 

Total 50 100% 

 

 Frequency % 

Below Rs. 

1,50,000 

11 20.41% 

Rs. 

1,50,001    To   

Rs. 3,00,000 

22 44.90% 

Rs. 

3,00,001   To  Rs

. 5,00,000 

9 18.37% 

Above Rs.  

5,00,000 

8 16.33% 

Total 50  100.00% 
  

 
(Source: Questionnaire) 

 

 

 

 

 



ISSN: 2457-0273 
 (Online) 

RADHANVALLI: An International Peer Reviewed Multidisciplinary Research Journal (Bi-Annual) 
 
 

6 
 

Priority for Impulse Buying 

 

(Source: Questionnaire) 

0.00

1.00

2.00

3.00

4.00

Fashion Electron
ics

Home
and

Living

Daily
needs

Others

MALE SCORE 3.00 2.71 3.30 3.96 2.48

FEMALE SCORE 3.72 3.16 3.00 3.67 1.65

OVERALL SCORE 3.38 2.96 3.15 3.80 2.07

Categories Wise Average Priority 
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Impulse Buying Behavior: 

STATEMENT    

STRONG

LY 

AGREE 

SOMEWH

AT 

AGREE 

NEITHE

R 

AGREE 

NOR 

DISAGR

EE 

SOMEWH

AT 

DISAGRE

E 

STRONG

LY 

DISAGR

EE 

OVERAL

L 

WEIGHT

ED 

AVERAG

E 

MALE 

WEIGHT

ED 

AVERAG

E 

FEMALE 

WEIGHT

ED 

AVERAG

E 

I enjoy the 

sensation of buying 

products 

impulsively 

% 10.00% 44.00% 22.00% 18.00% 6.00% 

3.34 3.48 3.20 
f 5 22 11 9 3 

I tend to think 

about alternatives a 

great deal before I 

buy things 

% 58.00% 28.00% 8.00% 4.00% 2.00% 

4.36 4.24 4.48 
f 29 14 4 2 1 

Buying things on 

impulse gives me a 

sense of joy 

% 26.53% 40.82% 14.29% 14.29% 4.08% 

3.71 3.68 3.75 
f 13 20 7 7 2 

I buy things even 

though I can't 

afford them 

% 2.00% 16.00% 4.00% 12.00% 66.00% 

1.76 1.76 1.76 
f 1 8 2 6 33 
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The urge to buy 

something just 

comes over me all 

at once and I am 

overwhelmed 

% 12.00% 18.00% 20.00% 28.00% 22.00% 

2.70 2.84 2.56 
f 6 9 10 14 11 

I feel a sense of 

thrill when I buy 

something 

impulsively 

% 12.24% 36.73% 24.49% 20.41% 6.12% 

3.29 3.28 3.29 
f 6 18 12 10 3 

Even when I see 

something 

attractive, I usually 

think about the 

consequences 

before I buy it 

% 53.06% 20.41% 14.29% 8.16% 4.08% 

4.10 4.08 4.13 
f 26 10 7 4 2 

When I go 

shopping, I buy 

things that I had 

not intended to 

purchase 

% 10.20% 38.78% 8.16% 12.24% 30.61% 

2.86 2.92 2.79 
f 5 19 4 6 15 

When making % 18.37% 38.78% 16.33% 18.37% 8.16% 3.41 3.24 3.58 
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impulse purchases, 

I find myself 

delighted, amused 

and enthusiastic 

f 9 19 8 9 4 

I am a person who 

makes unplanned 

purchases 

% 16.33% 18.37% 8.16% 20.41% 36.73% 

2.57 2.48 2.67 
f 8 9 4 10 18 

I experience a 

helpless feeling 

when I see 

something 

attractive in store 

% 6.12% 20.41% 10.20% 28.57% 34.69% 

2.35 2.04 2.67 
f 3 10 5 14 17 

I buy a product to 

change my mood 

% 6.12% 22.45% 14.29% 18.37% 38.78% 
2.39 1.92 2.88 

f 3 11 7 9 19 

When I buy things, 

I am more likely to 

be slow and 

reflective than to be 

quick and careless 

% 20.41% 30.61% 16.33% 18.37% 14.29% 

3.24 3.00 3.48 
f 10 15 8 9 7 

I am a very 

cautious shopper 

% 30.61% 34.69% 20.41% 10.20% 4.08% 
3.78 3.96 3.58 

f 15 17 10 5 2 
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I experience mixed 

feelings of pleasure 

and guilt from 

buying something 

on impulse 

% 10.20% 42.86% 32.65% 8.16% 6.12% 

3.43 3.32 3.54 
f 5 21 16 4 3 

I feel the desire to 

buy an item as 

quickly as possible 

so as to terminate 

the pain of not 

buying 

% 12.24% 28.57% 14.29% 24.49% 20.41% 

2.88 2.96 2.79 
f 6 14 7 12 10 

I experience some 

emotional conflict 

when buying 

impulsively 

% 8.16% 44.90% 16.33% 16.33% 14.29% 

3.16 3.32 3.00 
f 4 22 8 8 7 

I have difficulty 

getting control over 

my buying impulses 

% 8.16% 18.37% 14.29% 28.57% 30.61% 

2.45 2.40 2.50 
f 4 9 7 14 15 

Buying is a way of 

reducing the stress 

of my daily life 

% 14.29% 8.16% 14.29% 18.37% 44.90% 

2.29 1.76 2.83 
f 7 4 7 9 22 
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I buy things on 

impulse when I am 

upset 

% 10.20% 8.16% 12.24% 22.45% 46.94% 

2.12 1.72 2.54 
f 5 4 6 11 23 

When faced with 

purchase decision, I 

usually take time to 

consider and weigh 

all aspects 

% 32.65% 46.94% 10.20% 6.12% 4.08% 

3.98 3.92 4.04 
f 16 23 5 3 2 

Sometimes I regret 

buying things on 

impulse 

% 12.24% 46.94% 14.29% 18.37% 8.16% 

3.37 3.28 3.46 
f 6 23 7 9 4 

I sometimes find 

myself in a state of 

tension as I buy 

things on impulse 

% 6.12% 30.61% 22.45% 26.53% 14.29% 

2.88 2.84 2.92 
f 3 15 11 13 7 

I tend to spend 

money as soon as I 

earn it 

% 10.20% 18.37% 14.29% 16.33% 40.82% 

2.41 2.60 2.21 
f 5 9 7 8 20 

Sometimes I feel 

sorry about buying 

something on 

% 10.42% 41.67% 16.67% 16.67% 14.58% 

3.17 3.04 3.30 
f 5 20 8 8 7 
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impulse 

Sometimes, I buy 

something in order 

to make myself feel 

better 

% 12.24% 42.86% 6.12% 16.33% 22.45% 

3.06 2.88 3.25 
f 6 21 3 8 11 

When I'm feeling 

down, I go out and 

buy something 

impulsively 

% 4.08% 14.29% 20.41% 22.45% 38.78% 

2.22 2.16 2.29 
f 2 7 10 11 19 

When walking 

through stores, I 

can't help but buy 

an attractive item 

that catches my eye 

% 14.58% 14.58% 16.67% 12.50% 41.67% 

2.48 2.20 2.78 
f 7 7 8 6 20 

I often buy a 

product that I don’t 

need, while 

knowing that I have 

very little money 

left 

% 6.25% 10.42% 4.17% 14.58% 64.58% 

1.79 1.96 1.61 
f 3 5 2 7 31 

(Source: Questionnaire)
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What time of the day do you usually go for shopping? 

Criteria  Overall Responses Male Responses Females Responses 

Anytime 14.58% 8.33% 20.83% 

Morning 2.08% 0.00% 4.17% 

Afternoon 14.58% 8.33% 20.83% 

Evening 64.58% 79.17% 50.00% 

At Night   4.17% 4.17% 4.17% 
 

(Source: Questionnaire) 

 

What day of the week do you prefer for shopping? 

Criteria  Overall Responses Male Responses Female Responses 

Any day 20.83% 13.04% 28.00% 

No particular day 45.83% 56.52% 36.00% 

0.00%
10.00%
20.00%
30.00%
40.00%
50.00%
60.00%
70.00%
80.00%

Anytime Morning Afternoon Evening At Night

14.58%

2.08%
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4.17%8.33%
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4.17%
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4.17%

20.83%
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4.17%

OVERALL RESPONSES MALE RESPONSES FEMALE RESPONSES
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day
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27.08%
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4.35%

26.09%28.00%
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8.00%

28.00%
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Any Weekday 6.25% 4.35% 8.00% 

Only on weekend 27.08% 26.09% 28.00% 

(Source: Questionnaire) 

Do you go for shopping with a shopping list? 

 

(Source: Questionnaire) 

Interpretation: 

 As per the data received from the above analysis is shown that majority of both males 

(79.17%) and females (50%) were preferred shopping at evening time, few of males 

(8.33%) & females (20.83%) preferred any time & afternoon for shopping and least of 

males (4.17%) & females (4.17%) were preferred shopping at night or morning .as 

specially none from males (0%) is preferred shopping at morning time. so overall 

Respondents (64.58%) were preferred shopping at evening and while comparing males 

and females majority both of them are preferred shopping at evening time.  

 As per the results shown in the analysis, (45.83%) of respondents are preferred 

shopping on no particular day. I.e. the day is not fixed. As we compare gender of 

respondents, (56.52%) of males & (36%) female respondents preferred shopping on no 

particular day. (26.09%) of males & (28%) female respondents preferred shopping on 

weekend. (13.04%) of males & (28%) female respondents preferred shopping on any 
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MALE RESPONSES 12.00% 16.00% 24.00% 16.00% 32.00%

FEMALE RESPONSES 16.00% 24.00% 40.00% 16.00% 4.00%
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day. (4.35%) of males& 8% female respondents preferred shopping on any specific 

weekday. 

 Majority of the respondents (32%) were carried shopping list with them sometimes. As 

we compare, majority of males (32%) always go for shopping with shopping list while 

for females totally reverse result revealed that only (4%) of female respondents go for 

shopping with shopping list. As compared to males, (40%) of female respondents go 

for shopping with shopping list sometimes. And (12%) of males and (16%) of females 

went for shopping with shopping list never.(16%) of males and (24%) of females went 

for shopping with shopping list rarely. 
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             General Purchase Behaviour  
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WEIG

HTED 
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AGE 

When you 

think about 

your buying 

behavior in 

general, do 

you consider 

yourself to .be 

an impulse 

buyer? 

% 
2.08

% 

33.33

% 
16.67% 25.00% 22.92% 

2.67 2.7 2.64 

f 1 16 8 12 11 

Would people 

who know you 

consider you to 

be an impulse 

buyer? 

% 
8.51

% 

34.04

% 
25.53% 10.64% 21.28% 

2.98 2.77 3.16 

f 4 16 12 5 10 

Do you think 

you tend to 

purchase on an 

impulse 

because you 

pay by credit 

card. 

% 
8.33

% 

22.92

% 
22.92% 8.33% 37.50% 

2.56 2.65 2.48 

f 4 11 11 4 18 

(Source: Questionnaire) 

The Research Result: 

 The respondents' Demographic profile structure is the following: 

 Gender: Males 25% and Females 25% so, both males and females respondents 

proportion is shown equal. 
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 Age: less than 20 year old make 28%, 21-40 year old make 58%, 41-60 year old make 

14% & 61 and above year old make 0% 

 Annual Income: Below ₹1,50,000---20.41% of respondents, ₹1,50,001-3,00,000----

44.90% of respondents, ₹3,00,001-5,00,000---18.37% of respondents, Above 

₹5,00,001---16.33% 

 The respondents’ opinion regarding Product categories and Impulse buying: 

 Research revealed that overall impulse buying done with the sequence of priority on 

daily needs goods, Fashion, home & living, electronics & others. But when we compare 

malesand females, majority of males done impulse buying on Daily needs than females 

on the basis of priority. While females is done & preferred impulse buying mostly on 

Fashion goods. 

 

 The respondents ‘preferences for the statements related to cognitive and affective process 

for impulse buying: 

 Overall result revealed that the statement ‘I tend to think about alternatives a great deal 

before I buy things’ rated most highly , with an average weighted score of 4.36. It shows 

that majority of respondents (58%) were strongly agreed with this statement.  It 

interprets that Majority of respondents were rational in the sense of ‘think about 

alternative before IB’. 

 If we compare affective stage of males& females respondents, then it revealed that 

under the head of Irresistible urge to buy& emotional conflict, overall result for the 

statement ‘ I am overwhelm’ rated minimal, with an average weighted score of 2.70 

with disagreement.Male respondents were given neutral opinion regarding their 

overwhelming than females with average weighted score of 2.84 & 2.56 

simultaneously. When we move to the next statement ‘I experience a helpless feeling 

when I see something attractive in store’ rated minimal with overall weighted score 

2.35. Females felt more helpless kind of situation while IB than Males with the 

weighted score of 2.67 than males weighted score of 2.04. The statement ‘I experience 

mixed feelings of pleasure and guilt from buying something on impulse’ rated 

somewhat high with an average weighted score 3.43. Opinion of female respondents 

were neutral or somewhat agreed with the score of 3.54 than males score 3.32. The 

statement ‘I experience some emotional conflict when buying impulsively’ rated 

average and somewhat high with an average weighted score 3.16. Males felt neutral or 
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somewhat agree with statement with the score of 3.32 than females score of 3.00. The 

statement ‘I have difficulty getting control over my buying impulses’ rated minimal 

with an average weighted score of 2.45 where males score 2.40 compare to females 

score 2.50. Somewhat they were faced conflict stage neither agree nor disagree or 

somewhat disagree. Somewhat females felt difficulty in managing self-control than 

males. 

 Under the head of positive buying emotions and mood management, The statement ‘I 

enjoy the sensation of buying products impulsively’ rated somewhat high with an 

average weighted score 3.34. When compare males with females the weighted score 

reveled 3.48 & 3.20 simultaneously. Somewhat males felt enjoyment while IB than 

females. The statement ‘Buying things on impulse gives me a sense of joy’ rated 

somewhat high with an average weighted score 3.71. When we compare females with 

males with the score of 3.75 & 3.68 shows females felt sense of joy while IB. The 

statement ‘I feel a sense of thrill when I buy something impulsively’ rated somewhat 

neutral with an average score 3.29. Both males& females somewhat felt sense of thrill 

in neutral or somewhat agree kind of with the score of 3.28 & 3.29. The statement 

‘When making impulse purchases, I find myself delighted, amused and enthusiastic’ 

rated somewhat high with an average weighted score 3.41. Females considered 

themselves more delighted, amused and enthusiastic than males with the score of 3.58 

& 3.24.The statement ‘I buy a product to change my mood’ rated low with an average 

weighted score 2.39.As compare to males score of 1.92 , females confused with the 

statement with the score of 2.88. The statement ‘I feel the desire to buy an item as 

quickly as possible so as to terminate the pain of not buying’ rated minimal with an 

average weighted score 2.88. As compare to females score 2.79, males rated high score 

2.96. Somewhat both were practiced minimal to terminate pain of not buying with IB.  

 The statement ‘Buying is a way of reducing the stress of my daily life’ rated minimal 

with an average score of 2.29. Males were somewhat disagree with this with the score 

of 1.76 than females score 2.54. The statement ‘I buy things on impulse when I am 

upset’ rated low with an average weighted score 2.12. Maleswere somewhat disagree 

with the particular statement with the score of 1.72 than females score of 2.54. The 

statement ‘I sometimes find myself in a state of tension as I buy things on impulse’ 

rated minimal with an average weighted score 2.88. Females were more agreed with 

this statement with the score of 2.92 than males score of 2.84.The statement 
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‘Sometimes, I buy something in order to make myself feel better’ rated high with an 

average weighted score of 3.06. Females respondents were more preferred IB for feel 

better than males by with the score of 3.25 & 2.88 simultaneously. The statement ‘When 

I'm feeling down, I go out and buy something impulsively’ rated low with an average 

weighted score 2.22. Both females and males were somewhat disagree or neither agree 

nor disagree with this with the score of 2.29 & 2.16 simultaneously. The statement 

‘When walking through stores, I can't help but buy an attractive item that catches my 

eye’ rated minimal with an average score of 2.48. While females respondents were more 

confused than males in the matter of this statement with the score of 2.78 & 2.20 

simultaneously. 

 As we compare cognitive stage of respondents under the head of Cognitive deliberation,  

unplanned buying and disregard for the future the statement ‘Even when I see 

something attractive, I usually think about the consequences before I buy it’ rated high 

with an average weighted score 4.10. Females respondents were more conscious about 

consequences before IB than males respondents with the score 4.13 & 4.08 

simultaneously. The statement ‘When I go shopping, I buy things that I had not intended 

to purchase’ rated minimal with an average weighted score 2.86 which shows somewhat 

disagreement with this statement. Weighted score of males 2.92 shows that as compare 

to females, males were not buy without intention.The statement ‘When I buy things, I 

am more likely to be slow and reflective than to be quick and careless’ rated somewhat 

high with an average weighted mean 3.24 .overall they considered themselves slow and 

reflective than quick & careless. When we make comparison of males and females, 

analysis shows that females were more slow and reflective than males.The statement ‘I 

am a very cautious shopper’ rated somewhat high with an average weighted score of 

3.78. Males were considered themselves very cautious shopper than females. The 

statement ‘When faced with purchase decision, I usually take time to consider and 

weigh all aspects’ rated somewhat high with an average weighted score of 3.98 

.Females were somewhat agreed with this statement than males with the score of 4.04 

while males with the score of 3.92.The statement ‘I tend to spend money as soon as I 

earn it’ rated low with an average score of 2.41 where males were more disagree with 

the statement with weighted score of 2.60 and females with score of 2.14.majority of 

them were disagree with this statement .The statement ‘Sometimes I feel sorry about 

buying something on impulse’ rated somewhat high with an average weighted score 
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3.17. An average weighted score of females 3.30 depict that Females felt more regret 

about buying something on impulse than males with score of 3.04.The statement ‘I 

often buy a product that I don’t need, while knowing that I have very little money left’ 

rated low with an average weighted score 1.79. Both malesand females were considered 

financial hardship while IB. with the score of 1.96 Males were more conscious 

regarding financial hardship and control over IB compare to female with score of 1.61. 

 When we consider general buying behaviour the statement ‘do you consider yourself 

to be an impulse buyer?’ rated low with an average weighted score of 2.67 which shows 

that overall buyers considered themselves as not Impulse buyer and even confused as 

they were neither agree nor disagree. But when we compare males with the score of 

2.70 & females with the score of 2.64, males were more disagree or confused with the 

same than females. 

 The statement ‘Would people who know you consider you to be an impulse buyer?’ 

rated somewhat minimal with an average weighted score of 2.98. Where male with 

score of 2.77 and females with score of 3.16 shows that females somewhat agree and 

confuse with the same than males. 

 The statement ‘Do you think you tend to purchase on an impulse because you pay by 

credit card’ rated minimal with an average score of 2.56 where males with score of 2.65 

and females with score of 2.48. Again they both were somewhat confused and disagree 

with the above statement. 

 

Findings and Conclusion: 

The purpose of this study was to compare males and females affective and cognitive 

processes, as well as the overall effect of the two processes. 

The results of the research show different types of behaviour of both males and females 

when going shopping. Women are somewhat emotional, impulsive, they react relatively slow 

and reflective impulses and the surrounding. The mood affects their shopping and the choice 

of the bought items, they often go shopping when they are sad or angry and enjoy the 

shopping precisely as it makes them get rid of such negative feelings. 

Men, on the other hand, prefer rational shopping and moderate. 

Most focused finding is that both males and females are considered themselves relatively 

cautious shopper rather than more impulsive buyer and given neutral statements regarding 

Impulsive behaviour under the social acceptance and desirability this required further research 
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for validity purpose. 

Affective and cognitive consumer behaviour is a very important factor in the realization 

of the shopping process and therefore requires special attention. Part of the marketing 

strategy is to be so directed as to use the research and relevant data for the better understanding 

of consumers, their moods, knowledge and experience when choosing a particular type of 

product, which will ultimately boost the sales and improve the business itself. 

Affective and cognitive consumer behaviour affects the quantity, type and presence of 

the product in the market, its supply and demand, competition and business orientation. If 

a company wants to have a bigger market share and be better positioned in the market, 

loyal and satisfied buyers have to be understood – that is, their desires, needs, possibilities. In 

that way the company will operate more successfully and its consumers will continue buying 

its products whether emotionally or rationally. I.e. showing either affective or 

cognitive behaviour. 

 

Possible Future Research: 

Every scientific paper and scientific research has certain limitations and the given 

conclusions are relevant for the research in question. This paper may be further developed and 

completed in the following way: 

 It is possible to ask additional and more concrete questions in relation to consumer 

behaviour in specific situations 

 It is possible to analyze the data by help of statistical causality analysis instead of 

descriptive statistics which is used here. 

 It is possible to carry out the survey with a larger number of respondents (absolutely but 

also according to certain demographic, economic, geographical categories), which would 

make the sample more representative, etc. 

Study Limitations: 

1. The following limitations may have influenced the results of this study: 

The sample was limited in geographical location. 

2. The number of females versus males in the sample size was small. This may 

influence the results of the differences between two groups. 
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3. Respondents could easily fail to remember all items they bought due to memory 

inaccuracy, memory fatigue, or time constraints. 

4. The respondents could fail to report all items brought due to effects of social 

desirability and efforts to appear rational. 
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                                                                Abstract 

Every day we are confronted by headlines blaring that some publication has a million 

subscribers or that somebody on Twitter has a million followers. We see impressive numbers 

that unfold great success stories. People who red this would in all likelihood assume that article 

would have a potential million readers or that each Tweet would have a million impressions! 

But the dismal fact might actually be that with Twitter’s algorithm, as little as 1% to 2% of 

their followers would actually ever see that individual Tweet. Actual impressions are thus 

vastly overstated in most cases when impressive, even intimidating numbers are being cited. 

Are businesses unwittingly using vanity metrics? Do vanity metrics influence business decision 

making? How do vanity metrics influence business decision making? The researcher was 

curious to know the answers to these questions. The researcher attempts to answer them in this 

research paper.  

            Key words: Vanity Metrics, Decision Making, Business Organization, Social Media, 

and Information Overload 

 

Introduction  

 Every day we are confronted by headlines blaring that some publication has a million 

subscribers or that somebody on Twitter has a million followers. We see impressive numbers 

that unfold great success stories. People who read this would in all likelihood assume that each 

article would have a potential million readers or that each tweet would have a million 

impressions! 

             But the dismal fact might be that with Twitter’s algorithm, as little as 1% to 2% of their 

followers would ever see that individual Tweet. Actual impressions are thus vastly overstated 

in most cases where impressive, even intimidating numbers are being cited.  

            The terms ‘vanity metrics’ has been buzzing in both the business world and the world 

of academics in recent years.  A ‘vanity metrics’ refers to a number that looks great on paper, 

but does not necessarily play a significant role in the big picture.  Large numbers tend to create 

the impression of great accomplishments. However, if only a small portion of those numbers 
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are of real significance to the concerned organization, it is questionable whether so much time 

and effort should be spent on them.  

                Vanity metrics are those statistics that marketing people spout at the drop of a hat – 

rising numbers of site visitors, social media followers, newsletter subscribers and the like. 

Vanity metrics are metrics that sound good like the number of ‘Likes,’ ‘Shares,’ ‘Page views,’ 

Site visitors,’ and ‘impressions.’ All that these figures achieve is a feel-good factor when they 

go up. Vanity metrics make the progress of a business organization appear great, without giving 

any meaningful insights.  

 

 Metrics and Decision Making 

                        

                       Metrics are critical and understanding different processes and operation of 

organizations with a view to improving them, but they are difficult to establish. Business and 

organizational leaders need well-defined metric for data-driven decision making. Metrics; such 

as time taken, Errors, Repetition of errors, Rework, Return on Investment, Cost, Annual Labour   

Turnover rate, etc. help in identifying key risk indicators so that organizations can address them 

as soon as they arise. In the absence of clear metrics for informed decision-making, critical 

decisions might be taken on the basis of gut feelings, opinions or untested hypotheses.  

 

Vanity Metrics and Decision Making 

 In May 2015, Snapchat co-founder Even Spiegel declared publicly that his app was 

“approaching” 100 million daily active users in developed markets. The fact was that 

as per their own S-1 filing1in June 2015, Snapchat averaged 89 million daily active 

users overall.  

 Twitter only shares monthly active users, not daily ones. It has been Known to email 

inactive users, pushing them to sign in.  

 Snapchat only shares data regarding daily active users, not monthly active users.  

 Facebook has the most users, but it is not easy to compare other platforms to the social 

media giant.  

 In September 2016, Facebook over-estimated its video views and misled advertisers 

who purchased video time based on the metric for two years.  

 In January 2017, Uber paid a fine of $20 million after its software exaggerated how 

much its drivers could earn, while downplaying the real cost of car financing. 



ISSN: 2457-0273 
 (Online) 

RADHANVALLI: An International Peer Reviewed Multidisciplinary Research Journal (Bi-Annual) 
 

 
Vol.:05 Issue :09 May - 2021 

26 
 

 In August 2017, Google issued refunds for creating advertisements with fake web 

traffic.  

 In October 2017, Twitter admitted that it had over-counted its user numbers over three 

years.  

                    

                      Tech companies thrive or die by metrics. Many private tech companies choose to 

selectively release their numbers, before they start raising money to become public companies.  

 

                     In earlier times, investors used to depend on information obtained through audited 

final accounts of business to evaluate their profits and revenues, before deciding to invest in 

them. But businesses that are start-ups today and are actively different for funding, cannot 

present such information. So investors are inveigled by different user numbers that can be 

manipulated using what is called ‘growth hacking’ to boost their numbers.  

 

                  It is not just start-ups that misuse vanity metrics. Big tech companies have also been 

using vanity metrics to inflate their numbers and present a rosy picture of their present position 

and their future profitability. Thus investors are lured into taking decision with might be based 

on misleading information. Vanity metrics enable businesses to put forth numbers that make 

even start-ups appear to have the potential to earth billions of dollars! 

 

Era of Information Overload 

 

                 This age that we live in is often referred to as the era of information overload, the 

reason being that people today are bombarded by information from not just mass media like 

newspapers, radio, television, cable channels, magazines and newsletters But also online 

articles, blogs, online newsletters, Google alerts, Facebook, Twitter, Whats App messages and 

updates, even paid data services. 

 

                   Human beings have a certain cognitive processing capacity. They tend to attempt 

to take in all the information continuously hurled at them from all sides, in the anxiety to not 

miss out some vital information or to be left behind their rivals. Ironically, this very effort is 

double-edged as we also take in a steady flow of ‘junk’ information that is neither useful nor 

actionable. The steady overload of information taxes their cognitive processing capacity and 
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impairs their critical decision making abilities, oftentimes without even their being consciously 

aware of it! 

 

        The situation appears to be applicable to people in their individual capacities as well as 

business capacities2.  

  

         Research reveals that information overload adversely impacts productivity of workers 

and also has a measurably negative impact on the bottom line of business organizations.  

  

              The Basex Research Group3 estimates that American workers lose 28% of their time 

to information overload. In terms of money that amount to a staggering sum of approximately 

$997 billion in annual lost productivity for companies. To remain competitive in today’s 24-7 

global business economy, employees and businesses simply cannot afford to sift through 

endless data to find targeted, actionable, real-time business intelligence. At the same time, 

ignoring this data could prove to be a costly mistake.  

 

          While making important decisions, people should not be content to remain mere users 

of metrics that apparently show the value of programmes or investments. Business leaders 

should understand the impact of effective metrics on critical decision making. Better tools are 

now available for assembling workforce metrics, combined 

 

    2 Dr. Luosheng Peng, a serial entrepreneur and Founder, Chief Executive Officers and 

President at Gage 

In. Inc. views that the pain of information overload is not just personal, it is business as well 

that has a measurably negative impact on bottom line.  

 

                   3 Basex is an IT research and consulting firm founded in 1983. It provides market 

research, competitive intelligence and management consulting to various companies, Basex 

began concentrating on information overload in the problem costs the U.S. economy about 

$900 billion annually. The company writers great deal about information overload being a 

problem for businesses.  

 

with tighter coordination between different departments of organizations. Effective metrics 
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empower leaders to know who is doing what, where, why and how and also evaluate the real 

worth of what is being measured. These tools are useful in extracting meaningful information 

about the performance of their organizations.  

 

          Depending on organizational culture and perceived needs, different metrics can be used 

by organizations, like:  

 

 Percentage of performance goals met or exceeded 

 Percentage of employees rated at top performance appraisal level and who are paid 

above the average salary.  

 Percentage of top-performing employees who resigned for compensation related 

reasons.  

 Turnover percentage of low-performing managers and employees within one years of 

receiving a low performance rating.  

 The rat of involuntary turnover in key jobs. Tracking this metric provides the trend and 

shows whether measures taken to reduce the turnover rate are effective of not.  

 

           In deciding what to measure, metrics that show actions taken to produce results should 

be included, instead of focusing on just the end results. This would lead to the use of vanity 

metrics, despite good intentions. Rather than the use of vanity metrics, driven metrics could be 

used to obtain a clear picture of what is actually happening in an organization and predicting 

what happen if certain actions were to be taken. 

 

Concluding Remarks 

 

               Today, organizations have the tools and the ability to gather data about every aspect 

of their business. So businesses are increasingly becoming data -driven, tending to base more 

and more decisions on measurable metrics instead of intuition or gut ignored.  

 

            No metrics exists in a vacuum. Metrics mean nothing without context. Data means 

nothing without analyses. Metrics are only as the decision taken based on the findings of the 

data. If the data is not analyzed accurately, compared and action taken, all the effort count for 

nothing. To avoid falling into this trap, all metrics should be actionable, accessible and 
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auditable. Metrics have to be credible to the people who drive the product vision, including the 

founders of the business.  

 

                Decision markers need to be capable of independent complex thinking. The key to 

everything is not in the metrics – these are only a guide to the effectiveness of an initiative. 

Using the right data can provide key insights about the business and mean the difference 

between the success or otherwise. Deciding which data is relevant and leveraging it for strategic 

decision-making paves the way for best business results. Thus there is no tool that can replace 

the value of human insight. 
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ઉશનɅ ્ના સૉનેટ કાƥયમા ં̆ણય િનĮપણ 

રબાર� કƣયાણભાઈ આર. 

પીએચ.ડ�. ƨકોલર 

ઉĂર Ȥજુરાત Ȼિુન. પાટણ 
 

Ȥજુરાતી સા�હƗયમા ંપČ ƨવĮપોમાȵં ુ ંએક ƨવĮપ તે સૉનેટ. Ȑ પિĔમમાથંી ઉતર� 

આવેલ સા�હƗય ̆કાર છે. 

ઉશનɅ ્તખƣɀસુથી Ȥજુરાતી સા�હƗયમા ંĤણીતા કિવȵુ ંનામ નટવરલાલ Ȣુબેરદાસ 

પડંÈા હȱ ુ.ં તમેનો જƛમ વડોદરા �જƣલાના સાવલી ગામ ેઈ.સ. ૧૯૨૦ મા ંથયો હતો. 

ઉશનɅ ્ની ̆ણય કિવતાના સદંભ½મા ંમણીલાલ હ.પટ°લ લખે છે ક°, “ઉશનɅ ્ના 

̆ેમકાƥયોમા ંƥય�ƈત̆ીિત તો ȣબૂ છે, પણ એના સહાર° કિવ સમ�Ƨટ ભણી ગિત કર° છે. એ 

કિવતામા ંȺƊુધ̆ેમના િવિવધĮપો છે ને એ સાથે િવદગધ ̆ેમની સમજણȵુ ંિનĮપણ છે. એટલે 

ઉશનɅ ્ની ̆ેમ કિવતા ƨવાતǞંયોતર Ȼગુની કિવતામા ંિવિશƧટ ર�તે ƚયાનપા́ બન ેછે 

એમનામા ંવૈȶƣુય છે.”1 

: ઉશનɅ ્ના ં̆ણય િવષયક સૉનેટો.: 

1- નɂુ ંઘર°Ȱુ:ં 

આ સૉનેટમા ંનાિયકા ̆ણયના ̆થમ અȵભુવને અને આ અȵભુવમાથંી ̆ાƜત થતા 

સૉનેટ શĮઆતથી જ તે કહ° છે ક°, “િ̆યા તારા ̆ેમે અળગી કર� સૌથી દ�ધ મને.”  

 

 ĥવનમા ં̆ેમ એ કƣપના ɂિૃતઓના િવલાસ નથી. ̆ણયના ̆થમ અȵભુવનો રોમાચં 

કંઇક અનેરો હોય છે. એ જ હક�કતન ેકિવ ઉશનસે નɂુ ંઘર°Ȱુ ંસોનેટમા ંƨવીકાȻુ¿ છે અને અȺતૂ½ 

ભાવોને Ⱥતુ½તા ̆દાન કરવાની કિવ ઉશનɅ ્ની әચી સȒનકલાના ંઅહӄ દશ½ન થાય છે. 

 

2- અ̃°ત: 

કિવ ઉશનસ ેઅ̃ °ત સૉનેટમા ંિ̆યતમા ંસાથેના સયંોગથી ઉƗકટ આકëાથી ભરȶરૂ 
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̆ણય ƥયƈત કયҴ છે. અ̃°તમા ંનાયકના Ⱥખેુ રિતનો અȵભુવ પામ ેછે. 

 

“અને Ɇુ ંઆƦલેષે લઈ લઈ તને મનથી ĥને, 

સલજĤને સામે અતડ� ઊભીને વેગ સભર” 

 

પિત સાથેના ̆ણયના અȵભુવમા ંસલƏજ નાિયકાન ેનાયક વેગȶવૂ½ક આƦલેષેમા ંલે છે. 

િ̆યતમાને મળવાને નાયકની ઉƗɅકુતા સ�હતનો વધાર° રસ છે. િમલન, સયંોગ સાથે નાયક° 

દ�વો હોલાવવા માર°લી ĭકં થક� ƥયાપેલો Ӕધકાર રિતભાવન ેપોષક બને છે અને િમલનની આ 

ëણોમા ંસમય િવɀƜુત બની Ĥય છે. 

“સમાિધ કર� આ િનબીડ ëણમા ંકાળિવલય 

ઉભેલા રોમાચેં Ȥ ૂથંી લીધ ȩુદ� તȰુ ંȳૂધપ” 

િ̆યતમા ંસાથેના ઐðની ëણ ક° પળોને કાƥયનાયક સમાિધની પળો માને છે. આથી 

રȥવુીર ચૌધર� નોધે છે ક°, “એક શƞદ ન�હ, એક આȣુ ંકાƥય ઉશનસમાથંી  ઊગી નીકળȱુ ંહોય 

છે, અȵȹુિૂતના આલેખન માટ° કિવ Ȑ ભાવ પ�ર�ƨથિત સȒ છે. તેમા ંમોટ° ભાગે પરંપરાગત 

ઉપમાનો નો આ̒ય લે છે.”2 

પાદટ�પ 

(1) ‘Ȥજુરાતી ̆ેમ કિવતા’ મ�ણલાલ હ. પટ°લ, આર. આર. શેઠની કંપની, અમદાવાદ, 

ȶ.ૃ ૨૧૨. 

(2) ‘અધતન કિવતા’ રȥવુીર ચૌધર� આર. આર. શેઠની કંપની, અમદાવાદ, ̆થમ 

આ.૧૯૭૬. ȶ.ૃ ૫૯. 
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રાજેḍṑ શાહના કાḗયોમા ંિનἙિપત Ṕકિૃત અન ેṔણય 

વἓર Ṕિવણભાઇ ભીખાભાઇ, 

ἵરસચ ᷷Ḛકોલર, 

ગજુરાતી િવભાગ, 

હમેચંṑાચાય ᷷ઉήર ગજુરાત યિુનવἿસટ᷷ી, પાટણ. 
ṔḚતાવના- 

Ḛવાતẓંયોήર ગુજરાતી કિવતામાં રાજેḍṑ શાહ, િનરંજન ભગત, જયંત પાઠક અને િṔયકાḍત મિણયારનંુ Ḛથાન 

અગḉયનંુ અને ખબુ જ મહḉવનું રύંુ છે. તમેણે ગુણવήા અને ઇયતાની ṑિὼએ નોધપાṏ Ṕદાન કયુὑ છે. તેમની કિવ 

Ṕિતભાનો િવિશὼ ઉḍમેષ, ગીત-સોનેટમા ંજોવા મળે છે. તદુપરાંત વૃ᷵, જંગલ, નદી, Ṕકિૃત તેમજ સવાર, બપોર અને 

સાંજ િવશેના Ṕકિૃત કાḗયોનું સજ᷷ન પણ કિવતામા ંછે અને તમેાં પણ ગુણવતાની ṑિὼએ નવોḍમેષ અિḋવતીય રીતે Ṕગટ 

થાય છે. 

અનુગાંધીયગુના આપણા ṝે὾ ઊἿમ᷷કિવ છે રાજેḍṑ શાહ. કિવતામાં જે સἽદય᷷િનવેશ ṔગḄયાં અને તેનો સિવશષે 

આિવભા᷷વ એમની કિવતામા ંજોવા મળે છે. Ṕકિૃત કાḗયો ઘἛં મહḉવ ધરાવે છે. કિવએ Ṕકૃિતને મનભરીન ેમાણી છે, 

તેની Ṕતીિત એમનાં કાḗયો ḋવારા આપણને થાય છે. એમના કાḗયોના લય અને ભાષા સἽદય᷷એ અનુગામીઓ પર જે 

Ṕભાવ પḆયો છે અને ભાવકોને ડોલાḗયા છે, તેમાં એમની Ṕિસિḋધ જોવા મળે છે. 

 ગજુરાતી કિવતામા ંṔકિૃત િનἙપણ- 

આપણા સમṂ સાિહḉયમાં િવિવધ ઋતુઓ, વૃ᷵ો, Ἤલ, સૂય᷷, ચંṑ, આકાશ, ધરતી, નદી, સાગર આ બધાં એક પાṏ 

તરીકે, Ṕતીક તરીકે કલાકિૃતના અંગભૂત તḉવ બની ḚἬટ થતાં રύાં છે. સἽદય᷷Ṕેમી કિવઓએ Ṕકૃિતનો બે રીતે િવિનયોગ 

કયὅ છે. એક તો િનસગ᷷ લીલાનંુ માṏ સἽદય᷷ િનἙપણ અને બીજંુ કાḗયના ભાવને Ṕગટ કરવાની એક Ṕવૃિή તરીકે Ṕકિૃત 

તḉવોને Ṕતીક તરીકે ḗયંિજત કરીને કિવઓએ આલખેન કયુὑ છે. 

Ḛવાતẓંયોήર યગુના રાજેḍṑ શાહની Ṕકિૃત કિવતાના મૂḕયાંકનમા ંગુજરાતી કિવતામા ં નામાંἵકત કિવઓ ḋવારા 

Ṕકિૃતનું ἚદયḚપશὁ રીતે િનἙપણ થયું છે. તેમાં સંિધકાળના, Ḛવાતẓંયોήર યુગની Ṕકિૃત કિવતાઓનું િનἙપણ કરવામાં 

આḗયું છે. 

હવે હું મારા આ સશંોધન લેખમા ંરાજેḍṑ શાહની કિવતામા ંṔકિૃત અને Ṕણય િનἙપણ કેવી રીતે વણાયું છે, તેના 

િવશે વાત કરીશ.  

રાજેḍṑ શાહે એમની સજ᷷ક Ṕિતભાના પἵરપાકἙપે ‘Ḍવિન’, ‘આંદોલન’, ‘ṝુિત’, ‘શાંત કોલાહલ’, ‘િચṏણા’, ‘᷵ણ 

જે િચરંતન’, ‘િવષાદને સાદ’, ‘મḌયમા’, ‘ઉદગીતી’, ‘ઇ᷵ણા’, ‘પṏલખેા’, ‘Ṕસંગ સḎતક’, ‘ἷકંજિḕકની’, ‘િવભાવના’, 

‘ṑાસુપણા᷷’, ‘િનલા᷼જના’, ‘આરḈયક’, ‘હા...હું સા᷵ી છંુ’ જેવાં કાḗયસṂંહો આḎયા છે. એમણે િવષયવḚતુને સચોટ, 
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સરળ, અસરકારક અને ἚદયḚપશὁ રીતે અિભḗય᷺ત કરવામા ંિવિનયોગ કયὅ છે. 

 રાજેḍṑ શાહની કિવતામા ંṔકિૃત િનἙપણ- 

સોનેટ ḚવἙપની સપંિતમાં ઉમેરણ કરનાર મોટા ગἒના કિવ તે રાજેḍṑ શાહ. ચાલીસીના Ṕિસḋધ કિવ રાજેḍṑ 

શાહે સો થી પણ વધારે સુબḋધ સોનેટ આḎયાં છે. આ કિવએ રાિગણીની સોનટેમાળા આપી. જેમા ં કિવ તરીકેની 

સંવેદનોની Ḛપશ᷷᷵મતા ચો᷺કસ દેખાય છે. તેમના કાḗયોમાં Ṕણય, Ṕકૃિત અને અḌયાḉમભાવ જેવાં િવષયો કેḍṑḚથાન ે

છે. પરંપરાનું અનુસધંાન ἒળવી રાજેḍṑ શાહ પોતીકી ચાલે ચાલનારા ‘આયુḙયને અવશેષે’ સોનેટગુ᷿છ. ‘યોગ હીણો 

િવયોગ’, ‘યાિમનીના ἵકનારે’, ‘પુરાતન વડને’, ‘સોનેટ યુ᷼મ’, ‘પાનખરે’ વગેર ેતેનાં બનેમૂન સોનેટ છે. 

કિવ રાજેḍṑ શાહની Ṕણયિવષયક રચનાઓના સંદભὂ ડૉ.તἘલતા ડી. મહેતા પોતાનો િવચાર આપતાં લખે છે કે- 

“કિવતા Ṕણયાિભગમમા ંમુ᷼ધતા, િવḚમય, ἓવનવસંતને મુ᷺તપણે માણી લવેાની અભીḎસા, Ṕસḍનતા અને સૌḍદય᷷ના 

ઉપભોગની સુḜમ રસવૃિή રહેલી છે. તેઓ યૌવનમή િવલાસોને Ṕણયની ભૂિમકામાં Ḛવીકાર ેછે અને કલાસંયમ ἒળવી 

તેનંુ આલેખન કરે છે. તેઓ Ṕહલાદ પારેખની જેમ Ṕણયીઓની િવṝંભકથાને અિત ગોપનીય રાખતા નથી તેમ િṔયકાḍત 

મિણયારની જેમ Ṕણયીઓના શયનગૃહમાં Ṓુὼતાપૂવ᷷ક Ṕવેશતા પણ નથી. તેમનું ṔણયિનἙપણ મૃદુ, માἿમ᷷ક, 

અિભἒḉયપૂણ᷷ સુરેખ હોય છે- ‘હે પાગલ’ કાḗયમાં તેઓ કહે છે, Ṕણયની સંમોહક શિ᷺ત એવી તો Ṕાણવાન હોય છે કે 

બાύ શણગારો તેમાં િનરથ᷷ક નીવડે છે.” (૧) 

કિવ રાજેḍṑ શાહના Ṕણયિવષયક કાḗયોમાં Ṕણયની મુ᷼ધતા, Ṕસḍનતા, અભીḎસા, Ṕણયની ઝંખના, તલસાટ, 

ἓવનવસંતને ભરપુર માણી લેવાની અદḒય ઈ᷿છા, સἽદય᷷શીલતા, િવરહવેદના વગેરે ખુબ જ રસાઈન ે ઘૂંટાઈને 

અિભḗયિ᷺ત પામે છે. કાḗય અને ભાવનંુ સુંદર સાયુḁય એમાં સધાય છે. Ṕેમમાં રહેલી ὥડી ṝḋધા તેમની Ṕણયિવષયક 

રચનાઓમાં દેખાય છે. 

દાḒપḉયṔણયની ધḍયતાને Ṕગટ કરતા સોનેટ ‘તવṔવેશે’માં િṔયપાṏનાં આગમન અને િમલનથી િṔયતમનું ἓવન 

ધḍય બની ἒય છે. ‘પુનἿમ᷷લન’માં પણ ઋતઓુ ગયા પછી Ṕણયીઓના હૈયામાં ἒગેલી Ṕસḍનતા અને આṑતાના 

ભાવોનું સુંદર િનἙપણ થયું છે. Ἤલથી ય કોમળ એવી સુંદર િṔયતમાને Ἒદયના ὥડાણથી ચાહતો િṔયતમ પોતાના કઠોર 

Ḛપશ᷷થી િṔયતમાની માફી માગંે છે જેનું િનἙપણ ‘િશરીષે Ἤલ’ માં અદભૂત કરવામાં આḗયું છે. 

‘ἵદવસ-રાિṏના િવિવધ Ṕહારો િવશેનાં કાḗયોમાં ‘યાિમનીના ἵકનારે’, ‘પાનખરની સḌંયા’, ‘તમસો માં..., ‘હે 

અંધકાર’, ‘કને નવ શુ માહરી? વગેરેનો સમાવેશ કરવામાં આḗયો છે. દἵરયાઈ ગીતોમા ં‘ખારવાના ંગીત’, ‘હે એઈષા’, 

‘વીલનાં આḗયાં ḗહેણ’, ‘Ṕતી᷵ા’, ‘ḕહેરખી’ વગેરે કાḗયોનો સમાવેશ થયો છે. દἵરયાને કિવએ Ṕતીક તરીકે લઈને 

માનવીના મનની પἵરિḚથિતનંુ િનἙપણ કરી િવવેચના કરી છે. 

પ᷵ી અને Ṕાણીનાં કાḗયોમાં ‘નાગ’, ‘ગἘડ’, ‘કાગ અને નાગ’, ‘ગલ વાયસ’ વગેર ેકાḗયોની િવશેષતા અસરકારક 

છે. Ṕકૃિતના Ṕતીક ḋવારા માનવમનની ભાવનાઓનું િનἙપણ કરી તેની આલોચના કિવએ કરી છે. 
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વૃ᷵ િવષયક કાḗયોમાં ‘શીમળો જોગી’, ‘કેસુડો’, ‘તમાલ’ કાḗય નોધપાṏ છે. Ṕકિૃતને Ṕતીક તરીકેનો િવિનયોગ કરીને 

માનવἚદયની લાગણીઓને વાચા આપી છે. Ṕકૃિત માનવીના મનની ભાવનાન ેનવી ἵદશા આપે છે એનું પણ કિવએ 

િનἙપણ કયુὑ છે અને Ṕકૃિતની સમી᷵ા પણ કરી છે.  

Ḛથળ િવશેના Ṕકૃિત કાḗયોમાં ‘િવજન અરḈય’, ‘બીડમાં’, ‘વનખડંન’ કાḗયમાં Ṕકૃિત Ṕḉયેની અનહદ લાગણી અને 

તેનંુ કલાḉમક િનἙપણ Ḍયાન ખἹચે છે. 

Ṕણયમા ંṔકૃિતિનἙપણના કાḗયોમાં ‘પીળી છે પાદંડી’, ‘ὣધણા વીણવા ગઇતી’, ‘અḕયા મહુેલા’, ‘ભતવારીનું ગીત’, 

‘કવેἵડયાનો કાટંો’ વગેરે કાḗયોમા ંṔણય ḋવારા Ṕકૃિતનુ ંિનἙપણ છે અને Ṕણય ḋવારા માનવમનની ભાવનાનું િનἙપણ 

છે. 

Ṕકિૃતના અḍય તḉવોની કિવતામાં ‘તને જોઈ જોઈ તોય તું અἒણી’, ‘શરત’, ‘વનવાસીનાં ગીતો’, ‘મહેક’ કાḗયોમાં 

Ṕકિૃત િનἙપણ, Ṕકિૃત સἽદય᷷ અને માનવ સἽદય᷷ મનભર માણીન ેઆનંદની અનભુૂિત કરે છે. 

હવે આપણે ‘Ḍવિન’ કાḗયસṂંહની કેટલીક રચનાઓ જોઈએ.  

“ὣધણા વીણવા ગૈતી” ગીતરચનામાં બપોરની વેળાએ ὣધણા વીણવા ગયેલી નાિયકાનો ઉίાત રાગાવેગ Ṕગટ થયો 

છે. ગામડાની અḕલડ કḍયા પોતાના Ṕણયાનંુભવોન ેસિહયર પાસ ેવણ᷷વતી ἒય છે. સનૂા ચૈṏી આકાશમાં કોἵકલ કંઠ 

સંભળાય છે. વનની નવલી કૂંપળો ભરી વનરાઈ દિ᷵ણના વાયરે ડોલી ઊઠેલ નાિયકાએ ડાળ, ડાંખળી અને સકૂાં અἵડયાં 

વીḈયાં, લીલા પાંદડાઓમાં મહેકતાં Ἤલો અંબોડામાં ખોḚયા ંઅને વાṏકના ḗહેણમાં, નહાવાના સંદભὅમા ંઈરોἵટક કḕપના 

સમાઈ છે. િṔયજન સાથેના મધુર સંવનનની ᷵ણોનો એમા ંસંકેત છે. વનની વનરાઈ, કોἵકલ કઠં, દિ᷵ણનો પવન વગેરે 

તḉવો એ ṔણયોἿમ᷷ માટે ઉίીપન િવભાવો બḍયાં છે. બḎપોરી વેળાએ નાિયકાએ અનુભવેલા Ṕણયસંવનને એની સિહયર 

પાસે વણ᷷વતા આ ગીતમાં Ṕતીકાḉમકતા છે. રોમેિḍટક શૈલીના ઉίેકમય ઉίગારોની ḗયંજના બળુકી છે. 

‘વાયરે ઊડી ઊડી ἒય’ ગીત Ṃામીણ નાિયકાના મુ᷼ ધ Ṕણયસંવેદનને મૂત᷷ કરે છે. વાયરાથી ઊડી જતા પટોળાને 

કારણે નાિયકાનંુ ભોળું મન મંૂઝાઈ રύંુ છે. ઘરની ગલી છોડીને કેટલી દૂર આવી ચડી છે, ને હજૂ ખેતરની આંબલી તો 

કેટલી દૂર છે...નાિયકા અડધે માગὂ એકલી અજંપ બની છે. ‘કોની ત ેસગં ઉર ખલેુ?ં’ Ἒદય ઉઘાડવાને માટ ેસḍમુખ 

િṔયતમ નથી. 

“છાતી ઢાકંુનં ેઊડ ેમાથાનો છેડલો, 

ઢીલો ત ેἒય વળી છૂટી અબંોડલો, 

મહુડાની ડાળીએ બઠેલેુ ંકોઈ મને, 

              જોઈન ેἵરઝાય છે હોલ.ુ” (Ḍવિન કાḗયસṂંહ) 

વાયરાથી ઊડી જતા પટોળાને કારણે અંગ ઢાંકવાની મૂંઝવણે મીઠી અજંપાની દશા ખડી કરી છે. ઢીલો અંબોડલો 

છૂટી ἒય છે અને એના અનવὸ સἽદય᷷ન ેિનહાળતા મહુડાની ડાળે બઠેેલું હોલું આનદં પામ ેછે. Ṕણયનો મત આવેગ 
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અહἸ ગોપવીને ḗયકત થયો છે. 

‘અḕયા મેહુલા’ ગીતમાં પાંદડી અને મેહુલા વ᷿ચેના સવંાદ ḋવારા Ṕણયભાવનું કૌતુંકરાગી શૈલીએ િનἙપણ થયું છે. 

પાંદડી મેહુલાને ફἵરયાદ કરે છે. 

“મારા ખતેરની વાટમા ંવગાડ નહી પાવો, 

                  તાર ેકોઈના કાળἒનો રાગ નહી ગાવો.” (Ḍવિન કાḗયસṂંહ) 

તો વળી ‘ફરી ફરી ફાગુન આયો રી’મા ંવસંતનો ઉίીપનકારી Ṕભાવ કેવો ઝીલાયો છે તે જૂઓ. 

“મજંરીની ગધં 

પલેા ἷકશંકુનો રગં 

                      કોἵકલ કેરો કઠં.”  (Ḍવિન કાḗયસṂંહ) 

આમ, રાજેḍṑ શાહના ંકાḗયોમાં છંદ, અલંકાર, Ṕતીક-કḕપનનો િવિનયોગ જોવા મળે છે. છંદના િશḚત અને ગીતના 

લયના ંલાિલḉય બંને જોવા મળે છે. Ṕકિૃત કાḗયોમા ંઅલંકાર ḋવારા સἓવારોપણ કયુὑ છે અને Ṕતીક-કḕપન ḋવારા 

આંતἵરકભાવોનું િનἙપણ જોઈ શકાય છે. 

 સદંભ-᷷ 

1. અિધત-સήર સપંાદકો- ઉષા ઉપાḌયાય, કḙૃણદેવ આય᷷, જયેશ ભોગાયતા, જયદેવ શુ᷺ લા, ગુજરાતનો 

અḌયાપક સંઘ- ગુજ᷷ર Ṃંથરḉન કાયા᷷લય-અમદાવાદ પૃ-૯૫ 

2. ‘Ḍવિન’ કાḗયસṂંહ- Ṕકાશન વષ᷷-૧૯૫૧ 
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Abstract: 

Indian Accounting Standards are IFRS Converged standards being one of the best single set of 

accounting standards would facilitate investment and other economic decisions across borders, 

increase market efficiency, and reduce the cost of raising capital. IFRS has been adapted by 

115 countries all over the world. In this article investigators The Impact of Indian Accounting 

Standards on Financial Statements of Reliance Industries for the year 2016. 

Keywords: Ind As, Gaap, Financial Statement 

Introduction: 

The use of International Financial Reporting Standards (IFRS) as a universal financial 

reporting language is gaining momentum across the globe. Over 100 countries in the European 

Union, Africa, West Asia and Asia-Pacific regions either require or permit the use of IFRS. 

The Institute of Chartered Accountants of India (ICAI) has recently released a concept paper 

on Convergence with IFRS in India, detailing the strategy for adoption of IFRS in India with 

effect from April 1, 2011.This has been strengthened by a recent announcement from the 

Ministry of Corporate Affairs (MCA) confirming the agenda for convergence with IFRS in 

India by 2011. Even in the US there is an ongoing debate regarding the adoption of IFRS 

replacing US GAAP. 

Conversion is much more than a technical accounting issue. Ind AS (the converged IFRS 

standards) in India may significantly affect a company’s day-to-day operations and may even 

impact the reported profitability of the business itself. Conversion brings a one-time 

opportunity to comprehensively reassess financial reporting. 

On 2nd January 2015, the Press Information Bureau, Government of India, Ministry of 

Corporate Affairs (MCA) issued a note outlining the various phases in which Indian 

Accounting Standards converged with IFRS (Ind AS) is proposed to be implemented in India, 

for Companies other than Banking Companies, Insurance Companies and NBFCs. 

The application of Ind AS is based on the listing status and net worth of a company. Ind AS 
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will first apply to companies with a net worth equal to or exceeding 500 crore INR beginning 

1 April 2016. Listed companies as well as others having a net worth equal to or exceeding 250 

crore INR will follow 1 April 2017 onwards. From April 2015 companies impacted in the first 

phase will have to take a closer look at the details of the 39 new Ind AS currently notified. Ind 

AS will also apply to subsidiaries, joint ventures, associates as well as holding companies of 

the entities covered by the roadmap. 

While announcing the Ind AS implementation in his 2014 Budget speech, Finance Minister 

Arun Jaitley also said that the standards for the computation of tax would be notified separately. 

Phases of Adoption 

Ministry of Corporate Affairs (MCA) has notified a phase-wise convergence to IND AS from 

current accounting standards. IND AS shall be adopted by specific classes of companies based 

on their Net worth and listing status. Let’s see the each of the phases in detail below: 

Phase I 

Mandatory applicability of IND AS to all companies from 1st April 2016, provided:   

 It is a listed or unlisted company 

 Its Net worth is greater than or equal to Rs. 500 crores* 

*Net worth shall be checked for the previous three Financial Years (2013-14, 2014-15, and 

2015-16).   

Phase II 

Mandatory applicability of IND AS to all companies from 1st April 2017, provided: 

 It is a listed company or is in the process of being listed (as on 31.03.2016) 

 Its Net worth is greater than or equal to Rs. 250 crores but less than Rs. 500 crores (for 

any of the below mentioned periods). 

Net worth shall be checked for the previous four Financial Years (2013-14, 2014-15, 2015-16, 

and 2016-17) 
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Phase III 

Mandatory applicability of IND AS to all Banks, NBFCs, and Insurance companies from 1st 

April 2018, whose, 

Net worth is more than or equal to INR 500 crore with effect from 1st April 2018. 

IRDA (Insurance Regulatory and Development Authority) of India shall notify the separate set 

of Ind AS for Banks & Insurance Companies with effect from 1st April 2018. NBFCs include 

core investment companies, stock brokers, venture capitalists, etc. Net Worth shall be checked 

for the past 3 financial years (2015-16, 2016-17, and 2017-18) 

Phase IV 

All NBFCs whose Net worth is more than or equal to INR 250 crore but less than INR 500 

crore shall have IND AS mandatorily applicable to them with effect from 1st April 2019. 

If IND AS become applicable to any company, then IND AS shall automatically be made 

applicable to all the subsidiaries, holding companies, associated companies, and joint ventures 

of that company, irrespective of individual qualification of such companies. 

In case of foreign operations of an Indian Company, the preparation of stand-alone financial 

statements may continue with its jurisdictional requirements and need not be prepared as per 

the IND AS. 

However, these entities will still have to report their IND AS adjusted numbers for their Indian 

parent company to prepare consolidated IND AS accounts.(ICAI - The Institute of Chartered 

Accountants of India, n.d.) 

LITERATURE REVIEW: 

Bhatia, Prakash (2014) in his Ph.D. thesis examine Convergence of Accounting Standards 

with International Financial Reporting Standards in India: Impact On Profitability Of Selected 

Companies. The study found that Almost 2/3rd population is either quite familiar or not worked 

with IFRS just 1/3rd of the population is familiar with IFRS in proper way.  Only 20% 

respondent’s companies and concerns have started implementation of IFRS rest have not 

started till now. 80% population believes that IFRS will provide more insight in terms of 

disclosure of true financial performance and comparability. 60% respondents think IFRS 

should be made applicable on all public interest entities including listed and large sized entities 

and 40% population thinks that IFRS should be made applicable to all companies. From the 
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analysis of primary data, it cannot be wrong to say that we are going to converge our accounts 

with IFRS with half preparedness and less knowledge that’s why the date for transition is again 

and again shifting forward and it will be harmful to implement IFRS with less 

knowledge.(Bhatia, 2013) 

Sodha, Shankarbhai (2015) in their study examine A Study of IFRS And ITS Impact On 

Selected Companies. Based on Company Analysis and Primary Analysis It Can Be Concluded 

That More And More Companies Adopting IFRS as Time Goes. In Latest Year 2013 Highest 

IFRS Components Have Been Disclosed from Companies. Companies from Non-Financial 

Sector Disclosing IFRS Components Most Compare to Financial and Insurance Companies. 

“The Adoption of IFRS Changes Business Processes and Operations” And “IFRS Adoption 

Creates Major Opportunities for Transformation in The Finance Function”. In Summary Most 

of the Companies Believing That IFRS Will Make Financial Business Process Smoother but at 

That the Same It Will Raise the Expense and Need Skilled Work Force to Manage Boom 

Keeping Required to Adopt IFRS.(Sodha, 2015) 

Ghorai, Satyajit (2017) in their thesis examine A Study on Impact of Global Convergence of 

Accounting Standards on Segment Reporting Practices in India. This chapter has examined the 

current segment reporting practices of selected Indian listed companies and assessed the impact 

of convergence of accounting standards thereupon. First of all, 50 Nifty companies were 

selected, but it is found that all of these companies are not following the IFRSs. That’s why 

only IFRSs compliance companies (denoted as Group A) have purposively selected for 

exploring the segment 

Reporting practice under the new regime. This chapter has two parts; part one explored the 

current segment reporting practices of 5 selected IFRSs compliance companies and to judge 

the impact of IFRS 8 Part two initially made a descriptive comparison among these three sets 

of financial statements of selected companies and finally some relevant hypotheses have also 

been tested to highlight the exact impact on some selected parameters.(Ghorai, 2017) 

 

Objectives of the Study: 

The main objective of this study was to identify An Impact of Indian Accounting Standards on 

Financial Performance in case of Reliance Industries Limited. The financial statement of 

RELIANCE INDUSTRIES LIMITED as at March 31, 2016 was considered in both IND AS 

and Indian GAAP.  
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HYPOTHESIS 

In context of the background, this study seeks to examine the following hypotheses: 

H0: There is no Significant Difference between Balance sheet data under GAAP and IND AS. 

H1: There is a Significant Difference between Balance sheet data under GAAP and IND AS. 

H0: There is no Significant Difference between Profit and loss statement data under GAAP 

and IND AS. 

H1: There is a Significant Difference between Profit and loss statement data under GAAP and 

IND AS. 

 

METHODOLOGY 

In this article, investigators used financial statements of RELIANCE INDUSTRIES LIMITED 

as at March 31, 2016 to compare the statements based on IND AS as well as Indian GAAP. In 

this article investigators extracted those items in the financial statement of RELIANCE 

INDUSTRIES LIMITED, which are affected by the IND AS and discussions are made about 

the reason of such changes. According to Table1, we can absorb that there are differences 

between financial elements of RELIANCE INDUSTRIES LIMITED annual report under 

Indian GAAP and IND AS, hence there is differences on total non- current assets, total current 

assets, total assets, total non-current liabilities, total current liabilities, total liabilities. 

 

FINDINGS 

Comparative Consolidated Balance Sheet of Reliance Industries under GAAP and IND 

AS:  

 

Particulars 

As per 

Previous 

GAAP 

As per 

IND AS 

% 

Difference 

ASSETS       

Non-Current Assets       

Property, Plant and Equipment 107781 157825 46.43 

Capital Work- in-Progress 174831 170397 -2.54 

Goodwill 5,251 4254 -18.99 

Intangible Assets 61999 22831 -63.18 

Intangible Assets Under Development 75111 58300 -22.38 
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Financial Assets       

Investment 37005 41512 12.18 

Loans 682 2032 197.95 

Other Non-Current Assets 16967 14061 -17.13 

Total Non-Current Assets 479627 471212 -1.75 

Current Assets       

Inventories 46964 46486 -1.02 

Financial Assets       

Investment 39928 42503 6.45 

Trade Receivables 4897 4465 -8.82 

Cash and Cash Equivalents 11197 11028 -1.51 

Loans 6435 841 -86.93 

Other Financial Assets 2470 6117 147.65 

Other Current Assets 14696 16345 11.22 

Total Current Assets 126587 127785 0.95 

Total Assets 606214 598997 -1.19 

EQUITY AND LIABILITIES       

Equity         

Equity share capital 2948 2948 0.00 

Other Equity 240703 228608 -5.02 

Non-Controlling Interest 3254 3356 3.13 

        

Liabilities       

Non-Current Liabilities       

Financial Liabilities       

Borrowings 142000 141647 -0.25 

Other Financial Liabilities 2439 2249 -7.79 

Deffered Payment Liabilities 13310 13310 0.00 

Provisions 1869 1231 -34.14 

Deffered Tax Liabilities (Net) 13821 20494 48.28 

Total Non-Current Liabilities 173439 178931 3.17 
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Current Liabilities       

Financial Liabilities       

Borrowings 23954 23545 -1.70743926 

Trade Payables 61252 60296 -1.56076536 

Other Financial Liabilities 85441 89533 4.789269789 

Other Current Liabilities 13587 10005 -26.3634356 

Provisions 1636 1775 8.496332518 

Total Current Liabilities 185870 185154 -0.38521547 

Total Liabilities 359309 364085 1.329218027 

Total Equity and Liabilities 606214 598997 -1.19050368 

 

    

Particulars 

As per 

Previous 

GAAP 

As per 

IND AS 

% 

Difference 

Total Non-Current Assets 479627 471212 -1.75% 

Total Current Assets 126587 127785 0.95% 

Total Assets 606214 598997 -1.19% 

Total Equity   246905 234912 -4.86% 

Total Non-Current Liabilities 173439 178931 3.17% 

Total Current Liabilities 185870 185154 -0.38% 

Total Liabilities 359309 364085 1.33% 

Total Equity and Liabilities 606214 598997 -1.19% 

 

 
-6.00%

-4.00%

-2.00%

0.00%

2.00%

4.00%

Differences in values among  Balance sheet 
statements under GAAP and IND AS. 
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Above graph explain the difference between Ind AS and Gaap. Above data are presented 

difference in percentage. In above data Researcher find there is a Difference Between Ind AS 

and Gaap for Total Non-Current Assets, Total Current Assets, Total Assets, Total Equity, Total 

Non-Current Liabilities, Total Current Liabilities, Total Liabilities and Total Equity and 

Liabilities. 

 

Comparative Consolidated Statement of Profit and Loss of Reliance Industries under 

GAAP and IND AS:  

Particulars 

As per 

Previous 

GAAP 

As per 

IND AS 

% 

Difference 

INCOME       

Revenue from Operation       

Sale of Product 286576 285752 -0.29 

Income from Service 9515 7546 -20.69 

  296091 293298 -0.94 

Other Income 8035 12053 50.01 

Total Income 304126 305351 0.40 

EXPENDITURE       

Cost of Material Consumed 158186 158199 0.01 

Purchase of Stock-in-Trade 28297 28055 -0.86 

Changes in Inventories of Finished Goods, Work in 

Progress and Stock in-Trade 2571 2560 -0.43 

Excise Duty and Service Tax 19547 19299 -1.27 

Employee Benefits Expense 7724 7407 -4.10 

Finance Cost 3608 3691 2.30 

Depreciation/Amortisation and Deplation Expense 12916 11565 -10.46 

Other Expenses 35509 36074 1.59 

Total Expenses 268358 266850 -0.56 

Profit before Share of Profit-Loss of Associates and Joint 

Ventures and Tax 35768 38501 7.64 

Share of Profit/(Loss) of Associates and Joint Ventures 211 236 11.85 
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Profit before tax 35979 38737 7.67 

Tax Expense       

Current Tax 8073 8042 -0.38 

Deferred Tax 191 834 336.65 

Profit for the Year 27715 29861 7.74 

Add: Share of (Profit) transferred to Non-Controlling 

Interest 85 116 36.47 

Profit for the Year (After Non-Controlling Interest) 27630 29745 7.65 

Source: Reliance Industries Ltd. Annual Report 2016-17 

Particulars 

As per 

Previous 

GAAP 

As per 

IND 

AS 

% 

Difference 

Total Income 304126 305351 0.40% 

Total Expenses 268358 266850 -0.56% 

Profit before tax 35979 38737 7.67% 

Profit for the Year 27715 29861 7.74% 

 

 

 

Above graph explain the difference between Ind AS and Gaap. Above data are presented 

difference in percentage. In above data Researcher find there is a Difference Between Ind AS 

and Gaap for Total Income, Total Expenses, Profit before tax and Profit for the year. Due to 

-2.00%

0.00%

2.00%

4.00%

6.00%

8.00%

10.00%

Total Income Total Expenses Profit before tax Profit for the Year

Differences in values among  Profit and 
Loss statements under GAAP and IND 

AS. 
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Indian Accounting Standards Total Income, Profit Before Tax and Profit for the Year are 

Positive Increment. 

 

CONCLUSION: 

Many developing countries and countries with economies in transition strive to mobilize 

financial resources from domestic and international sources to attain their economic and social 

development goals. The availability of relevant information on potential investment targets has 

bearing efforts on mobilizing investment for financing economic and social development. Such 

information plays an important role in making critical investment decisions and conducting risk 

assessment. It also contributes to improved investor confidence and decreased cost of capital. 

Over the years, attracting financing needed for eco-nomic development has become more 

competitive. Economic resources have become more mobile across borders. Enterprises that 

provide potential investors with reliable and comparable financial statements are more likely to 

attract domestic and international investment. RELIANCE INDUSTRIES LIMITED also tried 

to provide reliable and comparable financial statements based on both Ind AS and Indian GAAP 

to attract domestic and international investment. By considering RELIANCE INDUSTRIES 

LIMITED financial statement we can absorb that there are differences between Ind AS and 

Indian GAAP. 

0 
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JFJ TF,]SFGL DFwIlDS XF/FVMGF WMZ6v)GFlJWFYL"VF[GM VFSF\1FF:TZGM S[8,FS R,MGF 
;\NE"DF\ VeIF;P 

A STUDY OF ASPIRATION IN TERMS OF CERTAIN VIRIABLES FOR STD-9th 
OF SECONDARY SCHOOL STUDENTS OF VAV TALUKA 

0F¶P VFZPS[PZMlCT 
l5|g;L5F, 
zL VZJ<,L ALPV[0PSM,[H4lJHIGUZ 

0F¶P PV[PALPVF;M0LIF  
VF;LP5|MO[;Z4 
zLDlT H[P0LP9SSZs5\5 JF/Ff  ALPV[0PSM,[H4ZFWG5]Z 

 
5|:TFJGF 
VFH[ VF56F N[XDF\ J{7FlGS 5|UlTGF SFZ6[ lX1F6DF\ B}AH 5lZJTG VFjI] K[  tIFZ[ DFlCTL VFWFlZT 7FG DF8[ lJWFYL"VF[G[ 
TLJ| CZLOF.GF[ ;FDGF[ SZJM 50[ K[PVFD AF/S HIFZ[ GFGM CMI K[ tiFFZ[ VG[ 5KL ;DH6 VFjIF 5KL T[ S<5GFVF[GL 
N]lGIFDF\ ZFRTF[ CF[I K[ VG[ S<5GFVF[YL T[ S[8,LS VFSF\1FFVF[ ZFB[ K[P AF/S S[8,LS êRL VFSF\1FFVF[  ZFB[ K[ TF[ S[8,LS 
GLRL VFSF\1FFVF[ ZFB[ K[ DGF[J{7FlGS ZLT[ AF/SGL ;O/TFV[ ;FDFgI GYL 56 T[ AF/SGL VFSF\1FF ;FY[ ;\A\W WZFJ[ K[P 
;D:IF lJWFG 
VeIF;GF C[T]VF[ 

SF[. 56 ;\XF[WG C[T] lJGF VFU/ JWL XST]\ GYLP 5|:T]T VeIF;GF C[T]VF[ GLR[ 5|DF6[ K[P 
!   DFwIlDS XF/FGF WF[Z6v) GF lJWFYL"VF[GF  VFSF\1FF:TZGF HFTLITFGF ;\NE"DF\ VeIF; SZJF[[ 
%F   DFwIlDS XF/FGF WF[Z6v) GF lJWFYL"VF[GF VFSF\1FF:TZGF lJ:TFZGF ;\NE"DF\ VeIF; SZJF[\ 
DFwIlDS XF/FGF WF[Z6v) GF  lJWFYL"VF[GF VFSF\1FF:TZGF 7FlTGF  ;\NE"DF\ VeIF; SZJF[\ 
DFwIlDS XF/FGF WF[Z6v) GF lJWFYL"VF[GF VFSF\1FF:TZGF X{1Fl6S l;lw£GF ;\NE"DF\ VeIF; SZJF[\ 
 
ptS<5GFVF[ 
ptS<5GFV[ ;\XF[WG;D:IFGF SFDR,Fp HJFA CF[I K[P H[ ;\XF[WGG[ IF[uiF l¹XF VG[ J[U VF5[ K[P 5|:T]T VeIF;GL X}giF 
ptS<5GFVF[ GLR[ 5|DF6[ K[ 
!  WMZ6v ) GF KMSZF VG[ KMSZLVMGF  VFSF\1FF:TZGF;ZF;ZL 5|F\%TMSM JrR[ SM. TOFJT GCL CMIP 
!  WMZ6 v ) GF U|FdI VG[ XC[ZL lJ:TFZGF lJWFYL"VF[GF VFSF\1FF:TZGF;ZF;ZL 5|F%TF\SM JrR[ SM. TOFJT GCL CMIP 
!  WMZ6 v ) GF 5KFTVG[ lAG 5KFT lJWFYL"VF[GF VFSF\1FF:TZGF;ZF;ZL 5|F%TF\SM JrR[ SM. TOFJT GCL CMIP 
!  WMZ6 v ) GF pR]\ VFSF\1FF:TZ VG[ GLR]\ VFSF\1FF:TZ WZFJTF lJWFYL"VF[GF X{1Fl6S l;lw£GF ;ZF;ZL 5|F%TF\SM JrR[ SM. 
TOFJT GCL CMIP 
jIF5lJ`J 
5|:T]T VeIF;G]\ jIF5lJ`J  AGF;SF\9F lH<,FGL JFJ TF,]SFGL U|FdI VG[ XC[ZL lJ:TFZGL DFwIlDS XF/FVF[DF\ VeIF; 
SZTF WF[Z6v) GF lJWFYL"VF[ CTFP 
GD}GF5;\NUL 

AGF;SF\9F lH<,FGL JFJ TF,]SFGL U|FdI VG[ XC[ZL lJ:TFZGF DFwIlDSXF/FGF lJWFYL"VF[DF\YL IFNŸlrKS ÂRõL 
p5F0 5wWlT§FZF # XC[ZL lJ:TFZGL  VG[ # U|FdI lJ:TFZGL  DFwIlDS XF/FVF[G[  5;\N SZJF[DF\ VFJL CTLP 5;\N 5FD[, 
XF/FGF TDFD lJWFYL"VF[GF[ ;DFJ[X GD}GF h}DBF 5wWlTYL SZJF[DF\ VFjIF[ CTF[P VFD V\T[ GD}GFG ]\  SN $$! DFwIlDS 
XF/FGF lJWFYL\VF[ CTFP 
p5SZ6GL 5;\NUL 
p5SZ6GL ZRGFV[[ J{7FlGS 5|lSIF K[P 5|:T]T VeIF; VFSF\1FF:TZ  DF8[  0F¶PH[PALP VF;F[0LIF ZlRT ‘VFSF\1FF :TZ 
;\XF[WlGSF’ GF[ p5IF[U DFlCTL V[S+LSZ6 DF8[ SZJF[DF\ VFjIF[ CTF[P 
DFlCTL V[S+LSZ6 

DFlCTL V[S+LSZ6 DF8[ GD}GFDF\ 5;\N 5FD[,L DFwIlDS XF/FVF[GF VFRFI¶`F|LGL 5}J¶ D\H}ZL D[/JJFDF\ VFJL CTLP 
tIFZAFN lJWFYL"VF[G[ ;\XF[WG V\U[ DFlCTL VF5L lJWFYL"VF[G[ 5F[t;FlCT SZJF[DF\ VFjIF CTFP5|:T]T VeIF;GF C[T]VF[YL 
DFlCTLUFZ SZJF[DF\ VFjIF CTFP ,UEU A[ TF;GF ;DIDF H~ZL\ DFlCTL V[S9L SZJF[DF\ VFJL CTLP 
DFlCTL 5'yYSSZ6 
5|:T]T VeIF;DF\ 5;\N SZ[, lGNX"G[ VFWFZ[  5|F%TF\SMGM ;ZJF/M[ T D}<I ãFZF U6TZL SZJF[DF\ VFJL CTLP 
JFJ TF,]SFGL R, 5|DF6[ WM v ) GL ;\bIF4 ;ZF;ZL45|DF6lJR,G4 5|DF6E}, VG[  8L D}<I 
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           R, ;\bIF ;ZF;ZL 5|PlJ 5|PE}, 8L D}<I ;FY"STF 
HFlT KMSZF 220 83.47 11.80 1.01 2.07 0.05 
 KMSZLVM 221 85.57 9.32    
lJ:TFZ XC[ZL 226 87.17 9.76 5.54 5.53 0.01 
 U|FdI 215 81.73 10.89    
X{1Fl6S l;lw£ prR 146 193.03 61.39 6.24 3.27 0.01 
 lGdG 295 172.60 61.87    
7FlT 5KFT 241 84.30 10.46 1.02 0.47 NS 
 lAG 

5KFT 
200 84.78 10.94    

 
TFZ6M   5|:T]T VeIF;GF TFZ6M GLR[ D]HA K[P 
DFwIlDS XF/FGF WMZ6 v ) GF KMSZFVM SZTF\ KMSZLVM JW] VFSF\1FF WZFJ[ K[ T[YL HFlTV[  VFSF\1FF :TZ 5Z V;Z SZGFZ 
5lZA/ K[P 
DFwIlDS XF/FGF WMZ6v ) GF U|FdI lJ:TFZ SZTF\ XC[ZL lJ:TFZGF lJWFYL"VM JW] VFSF\1FF  WZFJ[ K[P T[YL lJ:TFZV[ VFSF\1FF 
:TZ 5Z V;Z SZGFZ 5lZA/ K[P 
DFwIlDS XF/FGF WMZ6 v ) GF lGdG X{1Fl6S l;lâ WZFJTF  lJWFYL"VM SZTF\ prR X{1Fl6S l;lâ WZFJTF lJWFYL"VMG]\ 
VFSF\1FF JW] WZFJ[ K[P T[YL X{1Fl6S l;lâV[  VFSF\1FF :TZ 5Z V;Z SZGFZ 5lZA/ GYLP 
DFwIlDS XF/FGF WMZ6v )GF 5KFT VG[ lAG5KFT lJWFYL"VM ;ZB]  VFSF\1FF  WZFJ[ K[P T[YL 7FlT V[ VFSF\1FF :TZ 5Z 
V;Z SZGFZ 5lZA/ K[P 
 
p5;\CFZ 
VFD VFHGF CZLOF.GF I]UDF\ lJWFYL"VF[G[ ;O/TF  S[ lGQO/TF lJS:FFJL lJWFYL"VF[dFF\ lJSF; 5|[ZS JFTFJZ6 lJWFYL"VM[GL 
A]lw£DF\ JWFZF[[ SZ[ K[P T[DH lJWFYL"VF[GL  VFSF\1FF JWFZJF DF8 [lJWFYL"VF[GL 5|\X;F SZJL4 AN,F[ VF5JF[ T[DH ;O/TF VG[ 
5|UlT  V\U[ DNN SZJL HF[.V[P 
;\NE" ;}lR 
! N[;F. V[RPHL VG[ N[;F. S[PHL4 ‘;\XF[WG  5wWlTVF[ VG[ 5|lJl3VM’s+LHL   VFJ'lTfVDNFJFN I]lGP U|\Y lGDF"6  AF[0" 

v !)(5 
Z N[;F. V[RPHL VG[ N[;F. S[PHL4‘DGF[J{7FlGS DF5G’s+LHL VFJ'lTfVDNFJFN I]lGP U|\Y lGDF"6  AF[0" v !))$ 
# 5FZ[B4ALPIP] VG[ l+J][NL V[DP0L4¬ lX1F6DF\ VF\S0FXF:+ ¬ sRF[YL VFJ'lTf VDNFJFN I]lGP U|\Y lGDF"6  AF[0" v !))$ 
$ ZFJ,4G8]EF. VG[ VgI4 ‘VwI[TF :J~5  VG[ lJSF;’ VDNFJFNo GLZJ 5|SFXG v !))5v)& 
5 XFC4 0LPALP sZ__5f ‘X{1Fl6S ;\XF[WG’  VDNFJFN I]lGP U|\Y lGDF"6  AF[0"P 

& 58[,P XF:+L VG[ VgIP VwIIG vVwIF5G 4 5|lJlWVF[ TYF X{1Fl6S D}<IF\SG VG[ VF\S0FXF:+ s5F\RDL VFJ'lTf 
VDNFJFN o ALPV[;PXFC 5|SFXGv!))_ 
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Python is a high-level, interpreted, interactive and object-oriented scripting language. Python 

is designed to be highly readable. It uses English keywords frequently whereas the other 

languages use punctuations. It has fewer syntactical constructions than other languages.  

 Python is interpreted: Python is processed at runtime by the interpreter. You do not need to 

compile your program before executing it. This is similar to PERL and PHP. 

  Python is Interactive: You can actually sit at a Python prompt and interact with the 

interpreter directly to write your programs.  

 Python is Object-Oriented: Python supports Object-Oriented style or technique of 

programming that encapsulates code within objects.  

 Python is a Beginner's Language: Python is a great language for the beginner level 

programmers and supports the development of a wide range of applications from simple text 

processing to WWW browsers to games.  

History of Python 

 Python was developed by Guido van Rossum in the late eighties and early nineties at the 

National Research Institute for Mathematics and Computer Science in the Netherlands. 

  Python is derived from many other languages, including ABC, Modula-3, C, C++, Algol-

68, SmallTalk, and Unix shell and other scripting languages.  

 Python is copyrighted. Like Perl, Python source code is now available under the GNU 

General Public License (GPL).  Python is now maintained by a core development team at the 

institute, although Guido van Rossum still holds a vital role in directing its progress.  

 Python 1.0 was released in November 1994. In 2000, Python 2.0 was released. Python 2.7.11 

is the latest edition of Python 2. 

  Meanwhile, Python 3.0 was released in 2008. Python 3 is not backward compatible with 

Python 2. The emphasis in Python 3 had been on the removal of duplicate programming 

constructs and modules so that "There should be one -- and preferably only one -- obvious way 

to do it." Python 3.5.1 is the latest version of 

 

Python Features  
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Python's features include-  

 Easy-to-learn: Python has few keywords, simple structure, and a clearly defined syntax. This 

allows a student to pick up the language quickly.  

 Easy-to-read: Python code is more clearly defined and visible to the eyes.  

 Easy-to-maintain: Python's source code is fairly easy-to-maintain.  

 A broad standard library: Python's bulk of the library is very portable and cross platform 

compatible on UNIX, Windows, and Macintosh.  

 Interactive Mode: Python has support for an interactive mode, which allows interactive 

testing and debugging of snippets of code.  

 Portable: Python can run on a wide variety of hardware platforms and has the same interface 

on all platforms. 

 Extendable: You can add low-level modules to the Python interpreter. These modules enable 

programmers to add to or customize their tools to be more efficient. 

  Databases: Python provides interfaces to all major commercial databases. 

  GUI Programming: Python supports GUI applications that can be created and ported to many 

system calls, libraries and windows systems, such as Windows MFC, Macintosh, and the X 

Window system of Unix.  

 Scalable: Python provides a better structure and support for large programs than shell 

scripting. Apart from the above-mentioned features, Python has a big list of good features. A 

few are listed below-  It supports functional and structured programming methods as well as 

OOP. 

  It can be used as a scripting language or can be compiled to byte-code for building large 

applications.  It provides very high-level dynamic data types and supports dynamic type 

checking. 

  It supports automatic garbage collection.  

 It can be easily integrated with C, C++, COM, ActiveX, CORBA, and Java 

Local Environment Setup  

Open a terminal window and type "python" to find out if it is already installed and which 

version is installed.  

Getting Python  

1. Windows platform 

 Binaries of latest version of Python 3 (Python 3.5.1) are available on this download 
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page The following different installation options are available.  

 Windows x86-64 embeddable zip file  

 Windows x86-64 executable installer  

 Windows x86-64 web-based installer  

 Windows x86 embeddable zip file  

 Windows x86 executable installer  

 Windows x86 web-based installer  

Note: 

In order to install Python 3.5.1, minimum OS requirements are Windows 7 with SP1. 

For versions 3.0 to 3.4.x, Windows XP is acceptable. 

Linux platform Different flavors of Linux use different package managers for 

installation of new packages. On Ubuntu Linux, Python 3 is installed using the 

following command from the terminal 

 

 

Installation from source 

 

 

 

 

 

 

 

 

Mac OS Download 

 Mac OS installers from this URL:https://www.python.org/downloads/mac-osx/ 

  Mac OS X 64-bit/32-bit installer : python-3.5.1-macosx10.6.pkg 

  Mac OS X 32-bit i386/PPC installer : python-3.5.1-macosx10.5.pkg Double click this 

package file and follow the wizard instructions to install. 

Resourses: 

http://www.python.org 

www.python.org/doc  

www.google.com 

$sudo apt-get install python3-minimal 
 

Download Gzipped source tarball from Python's download URL: 
*https://www.python.org/ftp/python/3.5.1/Python-3.5.1.tgz *Extract 
the tarball 
* tar xvfz Python-3.5.1.tgz  
*Configure and Install:  
cd Python-3.5.1 ./configure --prefix=/opt/python3.5.1  
make sudo make install 
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