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Sustainable Development
Challenges and Issues

Dr. Savita

Assistant professor of Economics
Tika Ram Girls College, Sonipat

Abstract
The concept of sustainable development has undergone various developmental

phases since its introduction. The historical development of the concept saw participation
of various organizations and institutions, which nowadays work intensely on the
implementation of its principles and objectives. The concept has experienced different
critiques and interpretations over the time while being accepted in different areas of
human activity, and the definition of sustainable development has become one of the
most cited definitions in the literature. In its development, the concept has been adapting
to the contemporary requirements of a complex global environment, but the underlying
principles and goals, as well as the problems of their implementation, remained almost
unchanged. Still, some goals have been updated, and the new goals were set. These goals
are united in the framework of the Millennium Development Goals 2015 which outline
the challenges that humanity has to fight not only to achieve sustainable development
but to survive on Earth as well. Several challenges threaten progress towards sustainable
development goals. The spike in food and energy prices in 2008 led to a severe fgod cri§is.
The subsequent fall of energy prices has eased some of the pressure on energy Importing
countries. Yet, food prices remain high. The global financial and economic Crisis in 2009
has exacerbated the situation: Growth rates are falling, unemployment is rising, poverty
in-deepening, hunger and malnutrition are on the increase again, and the achievement of

the Millennium Development Goals 1s in jeopardy.

Keywords: concept of sustainable development, challenges,
Introduction .

The Sustainable Development Goals (SDGS) evolved }.Jecguse qf extensive stakfh(;k;i;;
consultation involying experts, policymakers, and institutions In 2015 as palx)r roS i
Agenda 2030. The SDGs served as a powerful medium which pr0v1ded mem e_al g
a feasible development pathway ensuring balance between the econor‘mc, soc1Z a’et =
environmental dimensions of sustainable deve Sachs et al. 2018; Costan

Uy £ d agreements in
2016). It further aided improvements on critica s

i : i hange and
areas such - - i cial inclusion, climate ¢
such as poverty alleviation, gender inequality, SO Ahles los 2017). SDGs also

sustainable cities (Tollefson and Gilbert 2012; Winklerand SSReFFr ™ -
i 11

.

human activity
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Role of Customer Relationship Management
in E-Commerce

Dr. Nisha Dahiya
Assistant professor, department of commerce
Tika Ram Girls College (Sonipat) Haryana-131001

to the success of any business, but

Good customer relationship management (CRM) is the strategy
with existing and potential customers. CRM helps

1d customer relationships, increase sales, Improve

Like traditional brick-and-mortar businesses,
o build customer

ABSTRACT

The art of satis
it goes far beyond that.
(plan) used to manage interactions

businesses streamline processes, bui
customer service, and increase profitability.
o-commerce sales are highly competitive and require focused attention t
trust and loyalty to your brand, product, or service. The good news is that CRM doesn't
have to be complicated and there are steps you can take now to start adopting good
practices. As your business grows to the point where youneed amore automated approach,
consider investing in CRM software and service providers to help you manage this for
the long term. There are many methods available such as websites, social media, phone
calls, chats, emails, and various other marketing materials, all of which can be integrated
into your CRM solution. All of this is easily accessible and ultimately you should keep
records and know the pulse of every communication. There are many CRM solutions on
the market that are suitable for small and growing businesses. Many are sold as a service
(known as SAAS or Software as a Service) for a monthly or annual premium per user.
Choose from different tiers or service plans depending on your needs and budget. In this
research paper, we will discuss the importance and challenges of CRM in e-COMMETCE.
stomer Relationship Management, E-Commerce, E-Business.

fying customers is fundamental

Key words: Cu

Introduction
CRM stands for customer relationship management, which is a marketing approach
that ensures customer needs are met at all points of customer-collaboration interaction.
CRM (Customer Relationship Management) is a comprehensive strategy and process for
acquiring, retaining and partnering with eligible customers to create higher value for the
company and the customer relationship management (CRM) has different marketing
approaches, customer market, referral market consisting of word of mouth customers,
supplier market, recruitment market, influencer market and internal market consisting
gfath? Organization's own employees. . The marketing approach to customer relationship
nagement (CRM) has gained a lot of popularity in recent years in an attempt to create
19 "
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GST Influence in Sports Education

in India

. Dr. Suman
Assxstgnt Professor of Physical Education
Tika Ram Girls College, Sonipat

Abstract : This study assesses the growth of football achievement at the high school
level. The CIPP (Context, Input, Process, Product) evaluation model technique is used in
this study. Guidelines for conducting interviews, observation logs, and document analysis
were used to gather the data. The principal, the instructor in charge of establishing a
special sports class, and the football coaches were the respondents for this study. The data
analysis method made use of data triangulation and qualitative data analysis. According
to the study's findings, the installation of a special sports class is dependent on letters of
decision from the DIY Provincial Education Office and the Head of the District Education
Office. The addition of new pupils to the special education.

Keywords : Football coaching programme evaluation keywords Sports-Specific Class

INTRODUCTION:

The underwhelming national athletic accomplishments essentially show how poorly
implemented, optimally planned, and implemented sports coaches are at the school and
athletic levels. For pupils to participate in sports education, the government has made
services and educational possibilities available.

" Can decide to organise special sports schools (SKO) or special sports classes through
education (KKO). In order to carry out sports coaching more effectively and continuously
at t school (SMA), it must be supported by a programme that can accommodgte
ities in the form of a special sports class as an elite sport class. (Kementerian

1 Nasional, 2010). ' ‘ :
egeri 1 Seyegan and SMA Negeri 2 Ngaglik are the senior high schools in
ney that hold the Special Sports Class. FootbaI.I is the most popular sport at
A Negeri 1 Seyegan and SMA Negeri 2 Ngaglik, respectively. . '
ootball is a sport that involves a lot of speed, strength, stamina, skills, and tactic
, according to Luxbacher (2012).

cific sports class plays a crucial role in encouraging athl.etic excellence ;S pazltn o(f
ports system. At the regional, national, and World‘.’vlde poipe

in sports accomplishments are carried out and guided. : d Wah
1ayu, & Soegiyanto, 2012). According to Triatmo, Soegiyanto, an %

= : 29
n Commerce & Economics in context of Indian Economy ,
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Impact of Entrepreneurs op Indian Economy

| Ms. Suman
Assistant _Professor in Department of Commerce
Tika Ram Girls College, Sonepat
ABSTRACT

An entrepreneur 1s a person , who Starts a new business, bears most of the risks and
reaps the majority of the benefits. Entrepreneurs are the people who create new business,
which help in creating new jobs for the people . It can be said that entrepreneurship is
good for economic growth as entrepreneurs helps in escalating competition, with the
help of technology they master in Increasing productivity and thus contributing to the
development of the country ,followed by economic growth. Economic development
achieved through productivity growth is very important to both developed and developing
nations. Entrepreneurs are the businesspeople who find their success by taking risk. An
entrepreneur is someone who starts or owns a business. Whether it is in farming, retail
,manufacturing or in service sectors. An entrepreneur takes most of the risk and initiative
for their new business and is often seen as a visionary or innovator. The best example of
entrepreneurship is a starting of new business venture. Entrepreneurs convert the ideal
resources like land, labor and capital into national income and wealth in the form of goods
and services. In present scenario , economic development is not possible without effective
entrepreneurship and thus entrepreneur is a major component of economic growth. The
entrepreneur with their ability to analyze and identify opportunities in the environment,
transform them into business propositions through creation of economic entities. They
Create wealth by channelizing the resources from less productive use to more productive
use. They act as catalysts for economic development and agents of social transformation

ough the efficient and effective utilization of resources. The aim of this paper is to

develGP‘aIld analyze the contribution of entrepreneur in the Indian economy.
 Entrepreneur, Escalate, Innovator, Initiative

Introduction

e Word “Entrepreneur” originates from a 13th century French verb, entre-
‘Meaning “to do something” or “to undertake”. By the 16th century, the aoun
€preneur was being used to refer to someone who undertakes a business

E;

~irepreneurs play a vital role in the economy by establishing ﬁr_ms, which in
narket and organization. This speed up the process of act1vat1ng fact.or_s.of

ding to a higher rate of economic growth, dispersal of economic activities
nent of backwards regions. The more precise meaning of Entrepreneur is one

R ! -‘ 5;-?:1&5 i Commerce & Economics in context of Indian Economy
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gconomic History of India

Ms. Kavita
'Astt. Professor, History
Tika Ram P.G. Girls College

st ovidesan outlook for the Indian ec : _
r msf’ap rg:isis that started in the US, but whic?nnﬁ:;};g“t,hte light of the extraordina
" . ce the Great Depression. ransformed into the wo:yst
my was slowing down even b
of t external shock could not have beeei?r\i;?:e Or?flzt of global crisis and
or SHOWS that the global crisis is likely to bring thé Indi::w] acl;}gls undertaken
ns'derably. This will pose @ big challenge requiring urgent and Sul’ growth rate
revent this downturn from becoming unnecessarily prolonge ;tarlfll;‘ed policy
ate could plummet to the pre-1980s levgls if api;foﬁrriié

‘,::M- top

i risk that the growth T .

" rcydical measures ar€ not taken immediately and arc not urgently followed b
! ¥y

: vstructural reforms.
des a short-teen forecast for GDP growth based on a model of leading

| The HPerPrOVi
B omic indicators. We present three scenarios in the paper assuming differentiated
nally the paper suggests a set of policy measuresto gel the

3 the external crisis. Fi
an economy pack on the path of sustained rapid and inclusive growth.

nald
i

Honomic history of India
one of the Jargest economies in the world, for about fwo and a half

Baillennia starting around the end of 1st millennium BC and ending around the beginning

fiiish rule in India.
" Around 500 BC, the Mahajanapadas

as marked by intensive trade activity and urban developm
he Indian subcontinent including Tamilakam, which was

“ had united most of t
by Three Crowned Kings. The resulting political unity and military security
- for a common The Maurya Empire was followed by classical and early medieval
bms, including the Cholas, Pandyas, Cheras, Guptas, Western Gangas Harsha,
tinent had the Jargest economy ©

‘RaShFrakutas and Hoysalas. The [ndian subcon N Ut
gion in the world for most of the interval petween the 1st and 18th ceqturles.] ve'l
th GDP per capita just above gubsistence evel,

A\D -
Mﬁ; :: W(?IS) a subsistence economy wi
1m0 GDP growth between 1 and 1000 AD-
ich medieval €74 cotn

k. experienced per-capita GDP growth in the hig!
— 215
E dian Econonty

Y lssues in Commerce & Ecomnomics in context of In
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minted punch—marked silver coins. The period
ent. By 300 BC, the Maurya
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Proceedings JHE :
gs of DGHE approved Two day International Conference on “Contemporary Tren

A STUDY ON DIGITAL MARKETING AND 115

- . o . 1001

Assistant Professor, Dept Of(,'rmzmcnf"\g,s']g:f lf;?”gw
ABSTRACT ' As innovation

The world is moving from simple to advanced and advertising 15 0O speClal c d entertainment
advancement is expanding, the utilization of computerized showcasing, web-base i purchaSing
promoting additionally expanding. Online customer is expanding Very quickly- uyd " » ustomary
behavior is changing and they are more disposed towards advanced promoting as OPPOZc vertising 0
showcasing. The motivation behind this paper is to concentrate on the effect of advance 'a ¢ advance d
aser and advertisers. This paper starts with a presen tion O’ o

ed displays

how it is important for the purch i
puterz

promoting and after that its features the modes of computerized a
difference between traditional a

dvertising, com
significance of advanced advertising, nd digital marketing at

and negative aspect of web marketing in present period.
Promotion.

Key Words : Online advertising, Search Engine Optimization, Digital marketing,

pany undertake to promote the buying and selling

d delivering products or services to consumers Of
met such as- email,

type of direct

1. Introduction:- Marketing refers to activities of a com

of a product or service. It includes advertising, selling an
other businesses. Digital marketing means all marketing activities done through inte

interactive television, websites, mobile communications etc. Digital marketing is a
showcasing that joins consumers with dealers electronically.
Web Marketing term was first instituted in the 1990s. It is also called online marketing, internet
showcasing, or web promoting. The major advantage of advance promoting is that advertisers can sell their
products or services 24 hours and 365 days, on lower cost with greater efficiency. It helps many to many
communications as a result of its extreme degree of connectivity and is for the most part finished to sell

products in pertinent, non-public and cost powerful manner.

2. Objectives: -
1) Describing the different channels of online marketing.

2) Difference between traditional and digital marketing.

3) Positive and Negative aspects of online marketing.

3. Channels of digital marketing: -
In digital marketing, there arc various channels that are used by marketers to promot
¢ or advertise their

products or services. For a marketer, the first main aim is to select the channel of digital
1tal marketing that gi
t give

them maximum return on investment. Here is some list of important online mark, ti
cting chann, ;
els are given

below:
A. Email Marketing:- Email marketing is the use of email to promote

developing relationships with potential consumers. This channel of dj .taleOducts or services while
understand. In this, marketers used to sell a product using discounts and evgl marketing is simple to
and dirf:ct clients to do their business thorough websites. Various - en :

promotional, informational, Re-engagement emails etc. Email is not a i Cmails in marketj hig used ke
of the v‘e(;'y first means (;f lc)mlir:;: communications. Email marketing helpsW y::fl:%lo . In fact, it ::S e
your product or services), brand awareness and customer loyalty. It s ot O get conversation (selling

a community.
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DIGITAL BUSINESS MODELS

Ms. Monika Kumari

ges in Global Business Environment”

Tika Ram PG Girls College, Sonepat

INTRODUCTION
A digital business model focuses on harnessing digital technologies to create a value pr oposition.

Digital technologies change how value is created as well as change the outcome of innovation. As an
example, by attaching sensors to a large wind turbine engineers can creatc a digital twin and then l.lse
this to understand faults in the current design. In this case, digital technologies are tools that provide
new ways to innovate .On the other hand, digital innovations can be new product-service sy stems like
a Fitbit watch. Fitbit uses sensors on a physical watch that generate digital data and help people to
understand their heart rate, fitness level and track their performance .Because of low cost, global
digital infrastructure and the ease with which technologies can be integrated, creating a new and
innovative digital business model is within reach of most entrepreneurs .Add to this the no-code
movement and you have the ability for most business people to at least create a prototype digital

business model.
Digital technologies also present opportunities to identify and realize new and untapped revenue

streams, distribution methods and monetization opportunities. Examples of how digital business
models change work, home and consumer behavior Products and processes that were once physical
are now digital. A newspaper used to be printed overnight and then sent in vans to be sold in
newsagents and on streets. Now, the news is digital and fluidly distributed globally in seconds.
Likewise, internal processes in a company were once heavily reliant on paper but now digital enables
collaborative and social processes, speeding up decisions and saving time.

But, digitalization is much more than this. Trying to track and analyse things when everything was
physical was difficult and sometimes just impossible. Digital technologies are interwoven and code is

ubiquitous.
Just about everything can be digitized to generate data. Smartphones, interactions on socia] media —

virtually anything through sensors. As a result, we are now swamped with data. The growth in ToT
devices is massive. By 2025, there 41.6 billion IoT devices will generate over 79.47ZB.

Objective
The objective of this special issue is to stimulate research on digital business model and digital

transformation and their effects on market and firm outcomes .Together the S aspects of many aspect
of conceptual model. We were formulate to have papers with different approaches namely papers tha:
1) are conceptual 2) Analyze empirical secondary data 3) Use experiments 4) Develop ap analyti

Model 5) Propose and apply new analytical techniques to analyze big data . cal

CHARACTERSTICS Of DIGITAL BUSINESS MODELS
- If we focus on the different types of digital business models as they are now we can see j
ow

they wij) change. The diagram below shows the current digital business model characteristicg

- Ispy,
- BN: 978 93 5636.799.9 ~
2 _ 127
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