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 ABSTRACT 
The researchers took this study, whether it is the best way of reaching the consumers especially 
the home maker who are the decision maker in the majority times of their family. Because they 
have been identified as the best decision makers when comes purchasing a product that durable, 
convenience, comfortable for everyone, fit to budget and utilized by all in the family 
(Dr.K.K.Ramachandran, 2011). In earlier days the home makers or any members of the family 
stuck with the advertisement in the Television, Radio (AM and FM frequencies) or magazines 
including the newspapers. But the social media at present, paves the way that many brands or 
non-brands reach the consumers and shares the idea about the products or services and they 
required to add in their family (Micheal Solomon 2017). Initially this was a behemoth task for 
the sellers because the number of subscribers pertinent to the home makers were less. But now 
a days the count has been increased to huge and marvelous changes happens in the consumers’ 
decisions. The social media becomes a remarkable catalyzer there (M.Saravanan, 2016). 
Because media like TV and other sources as mentioned earlier have been accessed only in the 
stipulated time. But the access of social media occupies the customized time according to the 
consumers (Dr.K.K.Ramachandran. 2011). And of course, the home makers in the present eon 
has the liberty to access the gadgets which showcase the social media classification to them. 
And this also gives witness when they have asked more questions by the remaining family 
members about the product and services which they are willing to bring to their home (Peter 
Ling, 2019). 
Key Words: - Home makers, decision making, Products or services, Social Media, Purchasing 
convenience 
 
INTRODUCTION 
The ads in the social media have the modified the idea of many consumers in the society. It is 
flexible and the conversation happened in the both sides (two ways communication). After the 
ad if the consumers is willing to raise queries it shall be properly address by the service or 
commodity providers to the consumers. On one side the ads in the social media are helping the 
consumers and the other side it helps in the business to encourage the sale and trigger the profit. 
After three years of pandemic the number of people accessing the social media increases 
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enormously (Dr.K.K.Ramachandran. 2014). This become a supportive tool to many in all the 
dimensions (Consumers, sellers, agents, suppliers, retailers, wholesalers). It has created a 
communication chain in between all and it ease the process of movement of product and 
services from one end to another. Surprisingly all the businesses are flourishing in between the 
completion. It removes all the perils in terms of connecting business with business and 
consumers (Dr.K.K.Ramachandran. et.al 2014). But this is not the jolt of the business but the 
delightedness that shall brought to the consumers does matters. Home makers are the 
predominant decision makers in the family in the present scenario. They have the responsibility 
to bring the best product and the services to the home (Dr.K.K.Ramachandran. 2011). They 
requires adequate details to know about the products especially the electronic and electrical 
categories. Because not only they are durable, they become part and parcel the family set up. 
The researchers have assessed in this research that the list of the factors that the home makers 
using to prefer the product, i.e. usage, design, size, brand, colour, capacity and so on (Peter 
Ling, 2019). The consumers also face the challenges like non available of the brand, vast 
difference in the price and offers (price is too high), specifications is not match with the 
expectations (Dr.K.K.Ramachandran.et. al 2023).. However, the researchers identified that the 
social media ads share all the details about the product which concurrent and expels the 
confusions of the consumers, the home makers. In the modern times, the home makers have 
ideas about the handling of the technologies or using the gadgets to identify the best the 
required and fulfill the expectations of all the members of the home.  
STATEMENT OF THE PROBLEM 
Recently usage of the social media is quite common in individual life. Home makers could not 
isolate from this attribution. However, the researchers from the pilot study have analysed that, 
a greater number of respondents in this research have come out with the several reflexing 
thoughts that have the evidence of the social media impact (Dr.K.K.Ramachandran et. Al 
2014).. This occupies a profound space in the daily progress of the respondents. Although, the 
respondents have many sources, but they feel convenient, comfortable, and customizable. To 
understand about the home makers’ decision which is unique and showcase themselves that 
their judgment on selecting electrical and electronic household items, is a fantastic one, the 
researchers have a tool this study in title of “A study on metamorphosis decision of the 
homemakers influenced by the social media on the consumption of home needs”. 
OBJECTIVES 

1. To study about the metamorphosis decisions of the homemakers’ consumption of 
home need electronic and electrical products. 

2. To identify the factors that trigger the consumers (respondents – homemakers) 
towards social media. 

3. To observe the determinants that stimulated the consumers (homemakers) that fill 
their expectations. 

RESEARCH METHODOLOGY 
1. Primary data (Questionnaire) has been used to collect the data and of course, various 

journals, magazines have been utilized for this research. 
2. Among the total population 210 home makers have been approached by the researchers 

for this study 
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3. Convenience sampling technique has been used, since the researchers have approached 
the respondents in their allotted time. 

4. Tools Used for this research – Chi Square Test, Correlation Analysis, Independent T 
test, Factor Analysis 

HYPOTHESIS 
Null Hypothesis H0 – There is no significant relationship between the time spend in the 
social media and the pop up of the application through social media 
Alterative Hypothesis H1 – There is a significant relationship between the time spend in the 
social media and the pop up of the application through social media 
 
 
LIMITATIONS OF THIS STUDY 

1. The research has been conducted in the Coimbatore city and the respondents are the 
residents of the premium apartments and gated community 

2. The research has been conducted with in the stipulated time, in extension of the time 
period the result may little differ, but in this research the findings shows the concrete 
decision of the respondents. 

3. The data collected from the respondents is pertinent to their opinion in the particular 
time and the experience that they have so far. There is possibilities of changing of their 
experience in the post approach period of the researchers.  

ANALYSIS AND INTERPRETATIONS 
Income of the house hold and No. of Social Media and Social Media Access 
Income is the most important one for the homemakers. They are the persons who have to allot 
the budget for the monthly expenses  including the amount for the savings, insurance, 
Mediclaim and so on. When they are purchasing the electronics items, sometime through full 
cash and other times through EMI schemes, will be calculated perfectly by them. A small 
deviation would bring a huge hassle for the family comfort.  

Income of the house hold Type of Social Media Cross tabulation 

Count 

 Type of Soc. Media Tot
al 
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0 6 0 6 0 0 0 6 0 6 6 6 36 
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1
2 

0 0 0 12 18 6 0 12 6 12 0 78 
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Inferences 
In the 
above table 

the 
researcher 

has 
analysed 

about the 

relationship in between income and number of social media they are accessing. Nowadays, in 
the mobile device almost all the application regarding social media is default installed. Only 
the consumers or home makers have to update the applications to access it. They do receive 
the knowledge for accessing such applications from either their kids or from another social 
media app, for ex, YouTube. All the tutorials already existed there in there, and it gives a better 
opportunity to learn from there. There is no close association in between the income and the 
application used in the device which is coming the aspects of social media. However, if the 
income is more the homemakers are happy to use those social media as a paid version or else 
they use ad version.  
 
The exhibit that have been described here illustrated about the usage of the social media 
application by the consumers (Home Makers). As it has been highlighted by the researcher, the 
homemakers are using the social media applications as one among their easy ways to search 
the better product and bring that to their home. It shall be accessed by all the members in the 
home.  
 

Time Spending and Opinion on Pop 
up in the Social Media 
Time is most important element for the 
consumers or the home makers. Of 
course, like other members in the home, 
the time is also a precious tendency to 
the home makers. From the clock tick 
the earlier morning to the time that they 
are going to the bed, they are doing lot 
of works. Earlier the niche marketing or 
the word of mouth are giving them more 
support to refine their decisions. But, 

300
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0 6 0 12 12 0 6 12 0 0 6 6 60 
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00 - 
500
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0 6 6 0 0 0 0 6 0 6 12 12 48 

> 
500
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Total 
1
8 

18 6 24 30 24 12 24 12 18 36 36 258 
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the social media gives them a convenient zone, to think about buying electrical or electronics 
goods to their home.  
 

Time spent in Social Media and the Pop up they have  

 Opinion On Popup Total 

Highly 
Satisfied 

Satisfied Neither 
Sat Nor 
Dissat 

Dissatisfi
ed 

Highly 
Dissatisfied 

 

Time Spend 
In Soc.Media 

1 Hr 0 24 6 18 12 60 

1 Hrs - 2 Hrs 6 36 18 24 24 108 

2 Hrs- 4 Hrs 0 0 12 6 24 42 

4 Hrs - 6 Hrs 0 0 12 6 18 36 

> 6 Hrs 0 0 0 12 0 12 

Total 6 60 48 66 78 258 

Inferences 
The time spent in the social media by the respondents on social media to grasp the details of 
home needs electrical and electronics items, is limited, but at the same time it is intensive and 
focused. Because their search itself is research and this will be frequently analysed by the 
respondents with other members in the home, relative and friends. Apart from the review that 
has been displayed in the online, they personally collect the details from various sources. New 
tools that helps to access the social media, it further attracts the clients. Thanks to the 
technology, it is not only prevailed everywhere it also customised to all the segments. The 
respondents are also having the caliber to understand the options provided by the application 
came as pop up in the social media. The eagerness is the triggering fragrance to learn about the 
operations or access of the applications.  
 
 
 
 
The researcher explicated this with the following hypothesis 
Null Hypothesis H0 – There is no significant relationship between the time spend in the 
social media and the pop up of the application through social media 
Alterative Hypothesis H1 – There is a significant relationship between the time spend in the 
social media and the pop up of the application through social media 
 

Chi-Square Tests 

 Value df Asymp. Sig. 
(2-sided) 

Pearson Chi-Square 105.330a 16 .000 

Likelihood Ratio 118.827 16 .000 

Linear-by-Linear 
Association 

22.846 1 .000 
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N of Valid Cases 258   

a. 9 cells (36.0%) have expected count less than 5. The minimum 
expected count is .28. 

 

 Value Asymp. Std. 
Errora 

Approx. 
Tb 

Approx. 
Sig. 

Interval by 
Interval 

Pearson's R .298 .045 4.998 .000c 

Ordinal by 
Ordinal 

Spearman Correlation .301 .052 5.059 .000c 

N of Valid Cases 258    

 
 
 
Inferences 
From the above table the p value is less than 0.05, so the null hypothesis is rejected and 
alternative hypothesis is accepted. This means there is a significant relationship between the 
time that the consumers spent for the searching of electrical or electronics goods for their home 
and the pop up that they have received through the social media, when they are accessing it. 
The respondents are really showing exquisite interest in accessing the pop ups of ads and other 
relevant highlighters. However, if it is matches with their expectations only, they all having the 
ideas of surfing it further. Otherwise, those options are being omitted by them. But, what 
surprisingly the researcher has observed that, the respondents or the home makers are keeping 
those ideas in their memories and in future if they come across with any such requirements, 
they are recalling it once again.  
 

Opinion on the Electronics Goods Purchased through Social Media Ad – Pop ups 
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0 0 0 0 6 0 0 0 0 0 0 0 6 

Satisfied 0 6 6 18 0 6 12 0 6 0 6 0 60 
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Dissat 

0 0 12 0 6 0 6 12 0 6 0 6 48 
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ed 

0 24 6 12 0 6 0 0 6 6 0 6 66 
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Highly 
Dissatisfi

ed 
6 6 12 0 24 6 0 6 6 0 6 6 78 

Total 6 36 36 30 36 18 18 18 18 12 12 18 258 

 
From the above table the researcher has observed that there are many products the respondents 
are preferred by the respondents esp. the hand mixer, they are highly satisfied with the pop up 
that has been a reminder to the home makers. They buy it and they were satisfied with that, 
according to the observations of the researcher. Of course, branded only they are choosing. 
Because it possess the guarantee and the good will. The reputation of the product along with 
its brand also play the key role in such purchases. Many products the respondents are satisfied 
with, it is because, the marketers also understood that the  home makers will buy the electronics 
or electrical good, by having the expectations like, low price or discounts compare with the 
dealers, customised models or new models, additional post purchase service, quick delivery 
and other offers.  

 Value Asymp. Std. 
Errora 

Approx. Tb Approx. Sig. 

Interval by Interval Pearson's R -.035 .056 -.563 .574c 

Ordinal by Ordinal Spearman Correlation -.059 .058 -.941 .348c 

N of Valid Cases 258    

 
The same respondents sometimes dissatisfied with the purchase of the electronics items 
through such ad in the social media or the recommendation of the product through some social 
media anchors. They further have the fear to purchase since their first impression pain is huge. 
The researcher has observed the immediate feedback for the choice of the home maker comes 
from the members of the family. Appreciation leads to mount of happiness and on the other 
side the strong comments or criticisms also leads to frustration. So, the respondents are very 
cautious and careful on choosing the preferred products from the recommendations of the social 
media websites.  
 
Independent T test – Recommendations or referring the products and the Opinion on 
cloud reminders 
Recommending the products or otherwise called as oral marketing, is highly effective one. 
These respondents are also termed as opinion leaders. Naturally, one questions arises. The more 
experience people of either particular criteria on purchasing the products or the services shall 
be called as opinion leaders. But, with the technology the home maker became the opinion 
leaders for the product categories. Compare with others in the family members, they bother 
about the money which they are paying to buy the products and the matching value. Naturally, 
they shall be called as the economist of the house hold. So, the benefit that they receive from 
the products shall be shared to the other people, esp. the information. This shall be used by the 
relative and neighbours and they too buy the products from the same adapted by the former 
one. The researcher has identified the characteristics of the home maker and observed this trait 
with few products and analysed this with the independent T test. 
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Good Purchased N Mean Std. Deviation Std. Error 

Mean 

Recommend to Neighbours 
Hand Mixer 36 2.6667 .75593 .12599 

Washing Machine 30 2.2000 .40684 .07428 

Opinion On Cloud 
Reminder 

Hand Mixer 36 3.3333 1.39386 .23231 

Washing Machine 30 2.2000 .99655 .18194 

 
Inferences 
Naturally a question shall be arising why the home makers focusing on the hand mixer, washing 
machine, wet grinder, etc. because these are the products which they are using regularly above 
all these products will be very supportive one for them to complete their work with in the 
stipulated time. They can truncate the time and accomplish the task as per the expectations of 
the other members in the home. The reminder through the cloud helps the home maker to search 
for the products and its classifications from various other sources. Blogs have been created for 
them and they are receiving many information from the blog for ex – M Blogger, Quora, from 
here they are collecting the feedback from many people. The process of consumer behaviour 
is learned by the researcher through this sense of decision making by the respondents.  
 

 Levene's 
Test for 
Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig. 
(2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% 
Confidence 
Interval of the 
Difference 

Lower Upper 

Recommend 
to Neighbours 

Equal 
variances 
assumed 

21.973.000 3.03364 .003 .46667 .15388 .15925 .77409 

Equal 
variances 
not 
assumed 

  

3.19155.471 .002 .46667 .14625 .17362 .75971 

Opinion On 
Cloud 
Reminder 

Equal 
variances 
assumed 

9.616 .003 3.72864 .000 1.13333 .30402 .52598 1.74069

Equal 
variances 
not 
assumed 

  

3.84162.655 .000 1.13333 .29508 .54360 1.72307
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The researcher observed that the opinion of the respondents in this research is the wonderful 
thing that the satisfied consumers spread the information to others, which helps others to know 
about the products that they shall purchase for the house hold purposes. The residents in various 
apartments or in any association, conducting meetings once or twice in a month and they are 
discussing various issues about their enclave. Here, they are discussing about their experience 
on product purchasing through the social media. This knowledge is getting disseminated 
everywhere in the friends circle.  
 
Factor Analysis – Advertisement of Expected Products and the Goods Purchased by the 
Respondents  
Advertisement is an essential part in consumers’ decision making. In this research the 
researcher found the advertisement that popped up in between the video streamed or reals 
played is sometimes gives an ideas and other times it impedes the interest of the respondents. 
However, this ads triggers and remind about the requirement or the desires of the home makers, 
respondents of this research. Marketer consider the ad is the powerful tool to create awareness 
about the product and services. It also helps to retain the customers into the business.  
This also aides the business to promote the sales of the products by executing apt marketing 
strategies through modern and modular technologies. The expenses of the digital advertising is 
also very less and the reach of the promotion is so huge. Potential customers like the home 
makers collect the price, special feature and the advantages of the functions related to the 
products and services.  
 

Communalities 

 Initial Extraction 

Expect Product Ads 1.000 .687 

Goods Purchased 1.000 .687 

Inferences 
From this research the researchers observed from the home maker that the product ads played 
in between the reels or any videos is helping them to remind about their requirements. Of 
course, it give various choices to them to select the right place to buy it, off line or on line. 
According to the offers and other services they select the option. For off line sellers, dealers or 
show room retailers, it is a very best opportunity to pull the home maker to their door steps and 
sell the products. The washing machine, electric cookers, refrigerators, kitchen exhausting fans, 
are all few choices of the respondents to buy it from off line. If they are having a better benefit 
in on line then they prefer the second one.  
 

Total Variance Explained 

Component  Initial Eigenvalues Extraction Sums of Squared 
Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 1.373 68.671 68.671 1.373 68.671 68.671 

2 .627 31.329 100.000    
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Extraction Method: Principal Component Analysis. 

 
The researcher identifies from the opinion of the respondents that the brand could be 
distinguished from other competitive brands. It stimulates the purchasing decisions of the 
respondents, because the ad is also creative. Few social awareness spreading people through 
skits and scripts are nowadays creating the advertisements, they became so famous in the 
internet by reels and videos. It is also increasing the percentage of the trust of the respondents, 
since they believe the people who is a genuine folk of the society, by sharing some social issues 
and gave their opinion to resolve the problem. This helps them to place their image on the top 
of trust. So, when they recommend a product that helps to reach the target audience, here the 
home makers, very quick and stable.  
 
SUGGESTIONS 

1. The marketers must consider the home makers as an important asset to their businesses 
and they have to earn their trust, if they did, they must stable it better in the future. 

2. The home maker must filter what is essential to watch. It is unnecessary to buy whatever 
that has been advertised through social media. Because sometimes, it also result failure. 
If the cost or the price of the product is less it shall be managed.  

3. The home makers must also verify about the price and features of the products from 
other sources too. 

4. They must check the genuinely of the websites that leads through the advertisement or 
any pop-up in the midst of the reels or videos or any programmes 

5. The doubted links need not to be clicked by them, because there are many ads stating 
the offers with cheapest price where it couldn’t be even imaginable. Such websites may 
be a trap and this should be avoided.  

6. They shall even give feedback about their experiences to the company or marketer 
about their shopping, if it is online. Because some home makers are restraining from 
this after giving a review or rank. Because some suggestions will helpful to the 
marketers to understand about the development of their websites or products projection 
that helps to the marketer to reshape it well. 

7. The marketers also think about the search engine optimization, because the clients 
shouldn’t be confused and stuck in the process of purchasing. The data provided to 
them must have the clarity, it assists the home makers to choose what is the best for 
their home. 

8. When the marketers are providing any link or connection in between in the ad pop ups 
and the websites, it should be intervened with any blocking cookies. Avoid unnecessary 
cookies in the websites too. Because it drags down the interest of the home makers to 
purchase their preferred products. 

9. Shipping and logistics of the products must be prompt according to the time that has 
been mentioned, and the customer care executive shall be reached by the home makers 
without struggles.  
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10. In the off line shopping, the dealer or the retailer must not give a different opinion 
compare with the suggestions or discussion that the home makers observed through pop 
up ads in the websites. 

CONCLUSION 
Social media is changing the behaviour of consumers, because ocean size of opportunities for 
the marketers to make their products familiar to the markets and cover a huge segment. It is a 
boon to them and alternative for expensive dissemination compare with other sources. At the 
same time the buyers like home makers, during their free time in their home, they are utilizing 
the social media and its supportive tools to buys goods for their home, which is more 
convenient to them and now a days they are taking this responsibility with proud and they bring 
success in their tasks. Unlike earlier days they could not be said or commented that, they don’t 
know anything and their ideas idea kept in dormant. And the other members in the home also 
trusted them, it is because they bother about the quality and their decision is based on the 
economic conditions. Even some believe that they spent lavishly on purchasing, it is acceptable 
because they did for all the people in the home. Because the care of the mother (homemakers) 
is not parallel to anything, it is the supreme of all.  
 
References 

1. Dr. KK Ramachandran, Dr.K.K. Karthick, M.S. Kumar (2011), “Online Shopping in 
U.K” International Business & Economics Research Journal (IBER) 10 (12), pp.23-36 

2. Micheal Solomon, (2017), “Consumer Behaviour – Buying, Having and Being – Global 
Edition”, Peason 12th Edition; pp – 235 – 435 

3. S Dalle Ave, M Venter, B Mhlophe (2015), “Sensory branding and buying behaviour 
in coffee shops: A study on Generation Y”, The Retail and Marketing Review Vol. 11 
Issue 2, pp. 93 - 96 

4. Dr.K.K.Ramachandran, Dayana Sajjanan (2014), “Perception of Consumers Towards 
Branded Jewellery Products of Malabar Gold In Thiruvananthapuram City” Journal 
Impact Factor 5 (6), pp.10-20 

5. John O’Sahughnessy (2012), “Consumer Behaviour; Perspectives, findings and 
explanations” Palgrave Macmillan, 2012. Pp.157-286 

6. Sara Perez, Barnara Martinez (2008), “Consumer Behaviour” University of Halmstad 
– School of Business and Engineering pp. 7-15 

7. Dr.K.K.Ramachandran, A.Sharma, R.Singh, A.Shameem (2023) “The rising 
importance of AI in boosting the efficiency of online advertising in developing 
countries”, 2023 3rd International Conference on Advance Computing and Innovative 
Technologies in Engineering (ICACITE) – pp - 1762 – 1766 

8. Peter Ling (2019), “Introduction Consumer Behaviour” Oxford Press, pp. 25-94 
9. Suja Ravindran Nair (2001), “Consumer Behaviour in Indian Perspective” Himalayan 

Publishing House. 
10. Dr.K.K.Ramachandran, Dr.K.K.Karthick (2019), “Effect of online shopping in local 

market of India”, International Journal of Engineering and Advanced Technology, 
Vol.8. pp.817-819 



166 
 
 

Business, Management and Economics Engineering, 2024 Volume 22 Issue 2, ISSN: 2669-2481 / eISSN: 2669-249X 
 

11. Carla Carello, et. Al (2020), “resilience effects in food consumption behaviour at the 
time of Covid-19; perspectives from Italy” Heliyon 6(12), e05676. 

12. Dr.K.K.Ramachandran, Dr.Mauricia Miguel-Herrera (2014), “International Branding 
and performance Implications in Emerging Markets”, International Journal of 
Management, vol.5. pp. 1-15 

13. Suresh Vasani (2023), “Evaluate the reason and Overall satisfaction of consumers to 
buying health insurance products” Journal La Bisecoman 3(6), pp.244-251 

14. Vinh Tien Le, Adrian Pitts (2019), “A survey on electrical appliance use and energy 
consumption in Vietnamese households: Case Study of Tuy Hoa City” Energy and 
Buildings, Elsevier, Vol 197, pp.229-241 

15. Monu Bhardwaj (2021), “Internet Marketing, Opportunity and challenges in special 
reference to India”, Journal of Environmental Policy and Planning. 

16. Dr.K.K.Ramachandran (2012), “A study on the customer perception, preference and 
satisfaction towards online traveling”, European Journal of Social Sciences, Vo..33, 
pp.163-183 

17. Indrila Goswami Varma, Ms.Rupa Agarwal (2014), “Online Buying Behaviour of 
Homemakers in Western Suburbs of Mumbai and Social Media Influence” IOSR 
Journal of Business and Management, Vol 16, pp. 42-65 

18. Dr. Kumar, R,V & Das,G (2009), ‟Impact of sales Promotion on Buyer Behaviour,‟ 
GlobsynManagement Journal, 3,issue 

19. M.Saravanan (2016), “A consumer buying behaviour while purchasing laptops in 
Tirupathur Town”, International Journal of Research – Granthaalayah 4(10), pp. 1-8 

20. Dr.K.K.Ramachandran, R.Selvamani (2012), “A study on Role of consumerism in 
Modern Retailing in India”, International Journal of Management, vol.3, pp.63-69 

21. V.Vijaya Lakshmi, Milcah Paul Machavarapu (2019). “Electrical Appliance Usage and 
Electricity Consumption Pattern at household level”, Journal of Krishi Vigyan Vol.7 
(2), DOI:10.5958/2349-4433.2019.00019.9 p.110-114 

22. Sudhakar.A & Rani,T.S, (2012), ‟ Social Factors Influence On The Buying Behaviour 
Of Personal care Products,‟ SIES Journal Of Management, September 2012,Vol.8(2) 

23. Tracey Crosbie (2008), “Household energy consumption and consumer electronics: 
The case of television”, Energy Policy, Elsevier, Vol. 36, pp. 2191-2199 

24. KuruvillaS.J, Joshi,N & Shah,N, (2009), ‟ Do Men and Women Shop Differently? An 
Exploration Of Gender Differences In Mall Shopping In India‟ ,International Journal 
of Consumer Studies ISSN 1470-6423, 33 (2009) 715–723, The Authors Journal 
compilation,  Blackwell Publishing Ltd.  

25. Nair Rajan Gupta C.B., (2018), “Marketing Management Text and Cases”, Sultan 
Chand and sons’ publications, ISBN-13  :  978-9351611219 

26. Dr.S.Thanga Ramya, et al, Secure forensic data transmission system in cloud database 
using fuzzy based butterfly optimization and modified ECC, Transactions on emerging 
telecommunications technologies, Vol.33June 2022, https://doi.org/10.1002/ett.4558 

27. Dr.S.Thanga Ramya, et al, Hybrid Cloud Data Protection Using Machine Learning 
Approach, Advanced Soft Computing Techniques in Data Science, IoT and Cloud 
Computing (Springer),Nov 2021, Vol 89, 151-166, DOI: 10.1007/978-3-030-75657-
4_7. 



167 
 

167 | P a g e  
 
 

Business, Management and Economics Engineering, 2024 Volume 22 Issue 2, ISSN: 2669-2481 / eISSN: 2669-249X 

28. Dr.S.Thanga Ramya, et al, Memory and Time aware Automated Job Ontology 
Construction with reduced Ontology Size Based Semantic Similarity, Journal of Xi’an 
Shiyou University, Natural 

29. Dr.S.Thanga Ramya, et al, Modified Mackenzie Equation and CVOA Algorithm 
Reduces Delay in UASN, Computer Systems Science and Engineering,  

     Vol.41, No.2, 2022, pp.829-847, 829-847, doi:10.32604/csse.2022.020307.  
30. Dr.S.Thanga Ramya, et al, Roadmap to Biomedical Image Segmentation and 

Processing – Background and Approaches, Design Engineering, 2021, Issue: 7,  
   8491 – 8504, 8491 – 8504, 0011-9342. 
31. Dr.S.Thanga Ramya, et al, Smart Supermarket Billing Automation System based on 

barcode recognition using canny Edge detection, Annals of R.S.C.B,  
      2021,Vol. 25, Issue 4, 19139-19143, ISSN:1583-6258. 
32. Dr.S.Thanga Ramya, et al, Enhanced Features based Private Virtual Card, Annals of 

R.S.C.B, 2021,Vol. 25, Issue 4, 17867 - 17872, ISSN:1583-6258. 
33. Dr.S.Thanga Ramya, et al, IOT Based an Efficient Image Processing Algorithm for 

Capture Image in Museum using Localization Service for user Involvement, 
Revistageintec-gestaoinovacao e tecnologias (Management, Innovation and 
Technologies) Online, Vol. 11 No. 2 (2021), 2322-2331, ISSN: 2237-0722. 

34. Dr.S.Thanga Ramya, et al, Private virtual card as additional security, Elementary 
Education Online, 2021; Vol 20 (Issue 5), 7341-734. 

35. Dr.S.Thanga Ramya, et al, Deep Learning Driven Image Segmentation in 
Medical Science - An Intense Learning, Solid State Technology, 2021 Volume: 64 
Issue: 2, 1725-1734. 

36. Dr.S.Thanga Ramya, et al, Software Defined Networking: A Paradigm Shift in 
Networking for Future, Emerging Trends and Applications., International Journal of 
Applied Engineering Research., Volume 13, Number 18 (2018) , pp.13475 – 13481., 
ISSN 0973 – 4562. 

37. Dr.S.Thanga Ramya, et al, Novel Effective X-Path Particle Swarm Extraction based 
Retrieval for Deprived Videos, Springer Cluster computing, Online: Oct 2017, , 1573-
7543. 

38. Dr.S.Thanga Ramya, et al, Xml Based Approach For Object Oriented Medical Video 
Retrieval Using Neural Networks, Journal Of Medical Imaging And Health 
Information, VOL.6., (2016), pp.1-8, 2156-7018. 

39. Dr.S.Thanga Ramya, et al, Knowledge based methods for video data retrieval, 
International Journal of Computer Science & Information Technology, October 2011 
Vol.3, no.5   , pp.165-172, 0975-4660. 

40. Dr.S.Thanga Ramya, et al, Person identification using OODB- A fuzzy logic approach, 
i-manager’s Journal on Software Engineering, Vol. 3l, pp 32-42, 0973-5151. 

41. Pillai, S. R., & Chithirai, P. S. M. (2019). Collision avoidance mechanism in vehicles 
using neural networks. Proceedings of the International Conference on Smart Systems 
and Inventive Technology, ICSSIT 2018, 76-81. 
https://doi.org/10.1109/ICSSIT.2018.8748689 

42. Ramaswamy Pillai, S., Reddy Madara, S., & Pon Selvan, C. (2019). Prediction of kerf 
width and surface roughness in waterjet cutting using neural networks. In Journal of 



168 
 
 

Business, Management and Economics Engineering, 2024 Volume 22 Issue 2, ISSN: 2669-2481 / eISSN: 2669-249X 
 

Physics: Conference Series (Vol. 1276). https://doi.org/10.1088/1742-
6596/1276/1/012011 

43. Pillai, S. R., Pon Selvan, C., & Madara, S. R. (2019). Design of PID control to improve 
efficiency of suspension system in electric vehicles. In Proceedings of 2019 
International Conference on Computational Intelligence and Knowledge Economy, 
ICCIKE 2019 (pp. 570-575). https://doi.org/10.1109/ICCIKE47802.2019.9004322. 

44. Chithirai Pon Selvan, M., Midhunchakkaravarthy, D., Senanayake, R., Ramaswamy 
Pillai, S., & Reddy Madara, S. (2020). A mathematical modelling of abrasive waterjet 
machining on Ti-6Al-4V using artificial neural network. Materials Today: Proceedings, 
28, 538-544. https://doi.org/10.1016/j.matpr.2019.12.215 

45. Madara, S. R., Pillai, S. R., Chithirai Pon Selvan, M., & Van Heirle, J. (2021). 
Modelling of surface roughness in abrasive waterjet cutting of Kevlar 49 composite 
using artificial neural network. Materials Today: Proceedings, 46, 1-8. 
https://doi.org/10.1016/j.matpr.2020.02.868. 

46. Suresh, A. B., Selvan, C. P., Vinayaka, N., et al. (2024). Computational investigations 
of aluminum-based airfoil profiles of helical shaped vertical axis wind turbines suitable 
for friction stir joining and processing. International Journal on Interactive Design and 
Manufacturing, 18(1), 1491–1506. https://doi.org/10.1007/s12008-022-01181-9 

47. Shivalingaiah, K., Nagarajaiah, V., Selvan, C. P., Kariappa, S. T., Chandrashekarappa, 
N. G., Lakshmikanthan, A., Chandrashekarappa, M. P. G., & Linul, E. (2022). Stir 
casting process analysis and optimization for better properties in Al-MWCNT-GR-
based hybrid composites. Metals, 12(1297). https://doi.org/10.3390/met12081297 

48. Shankar, V. K., Lakshmikanthan, A., Selvan, C. P., et al. (2023). Prediction of transient 
temperature at bit-rock interface using numerical modelling approach and optimization. 
International Journal on Interactive Design and Manufacturing. 
https://doi.org/10.1007/s12008-023-01543-x 

49.  Kumar, S., Lakshmikanthan, A., Selvan, C. P., et al. (2023). Effect of interlock angle 
and bottom die flange diameter on clinching joint load bearing capacity in cross-tensile 
loading. *International Journal on Interactive Design and Manufacturing, 17*(1), 
2209–2220. https://doi.org/10.1007/s12008-022-00955-5 

50. Nagarajan Thiyaneshwaran, Chithirai Pon Selvan, Lakshmikanthan, A., Sivaprasad, K., 
& Ravisankar, B. (2021). Comparison based on specific strength and density of in-situ 
Ti/Al and Ti/Ni metal intermetallic laminates. Journal of Materials Research and 
Technology, 14, 1126-1136. https://doi.org/10.1016/j.jmrt.2021.06.102 

51. Minervini G, Franco R, Marrapodi MM, Di Blasio M, Ronsivalle V, Cicciù M. Children 
oral health and parents education status: a cross sectional study. BMC Oral Health. 
2023 Oct 24;23(1):787. doi: 10.1186/s12903-023-03424-x. PMID: 37875845; PMCID: 
PMC10594879. 
https://www.scopus.com/record/display.uri?eid=2-s2.0-
85174817824&origin=resultslist 

52. Minervini G, Franco R, Marrapodi MM, Almeida LE, Ronsivalle V, Cicciù M. 
Prevalence of temporomandibular disorders (TMD) in obesity patients: A systematic 
review and meta-analysis. J Oral Rehabil. 2023 Dec;50(12):1544-1553. doi: 
10.1111/joor.13573. Epub 2023 Aug 27. PMID: 37635375. 



169 
 

169 | P a g e  
 
 

Business, Management and Economics Engineering, 2024 Volume 22 Issue 2, ISSN: 2669-2481 / eISSN: 2669-249X 

https://www.scopus.com/record/display.uri?eid=2-s2.0-
85168909924&origin=resultslist  

53. Minervini G, Franco R, Marrapodi MM, Di Blasio M, Isola G, Cicciù M. Conservative 
treatment of temporomandibular joint condylar fractures: A systematic review 
conducted according to PRISMA guidelines and the Cochrane Handbook for 
Systematic Reviews of Interventions. J Oral Rehabil. 2023 Sep;50(9):886-893. doi: 
10.1111/joor.13497. Epub 2023 May 24. PMID: 37191365. 
https://www.scopus.com/record/display.uri?eid=2-s2.0-
85160102823&origin=resultslist  

54. Minervini G, Franco R, Marrapodi MM, Fiorillo L, Cervino G, Cicciù M. The 
association between parent education level, oral health, and oral-related sleep 
disturbance. An observational crosssectional study. Eur J Paediatr Dent. 2023 Sep 
1;24(3):218-223. doi: 10.23804/ejpd.2023.1910. PMID: 37668455. 
https://www.scopus.com/record/display.uri?eid=2-s2.0-
85169847956&origin=resultslist   

55. Minervini G, Franco R, Marrapodi MM, Fiorillo L, Cervino G, Cicciù M. Post-
traumatic stress, prevalence of temporomandibular disorders in war veterans: 
Systematic review with meta-analysis. J Oral Rehabil. 2023 Oct;50(10):1101-1109. 
doi: 10.1111/joor.13535. Epub 2023 Jun 23. PMID: 37300526. 
https://www.scopus.com/record/display.uri?eid=2-s2.0-
85169847956&origin=resultslist 

56. Di Stasio D, Romano A, Paparella RS, Gentile C, Serpico R, Minervini G, Candotto V, 
Laino L. How social media meet patients  questions: YouTube  review for mouth 
sores in children. J Biol Regul Homeost Agents. 2018 Jan-Feb;32(2 Suppl. 1):117-121. 
PMID: 29460528. 
https://www.scopus.com/record/display.uri?eid=2-s2.0-
85042328325&origin=resultslist 

57. Di Stasio D, Lauritano D, Romano A, Salerno C, Minervini G, Minervini G, Gentile E, 
Serpico R, Lucchese A. IN VIVO CHARACTERIZATION OF ORAL PEMPHIGUS 
VULGARIS BY OPTICAL COHERENCE TOMOGRAPHY. J Biol Regul Homeost 
Agents. 2015 Jul-Sep;29(3 Suppl 1):39-41. PMID: 26511179. 
https://www.scopus.com/record/display.uri?eid=2-s2.0-
84992222066&origin=resultslist   

58. Di Stasio D, Lauritano D, Gritti P, Migliozzi R, Maio C, Minervini G, Petruzzi M, 
Serpico R, Candotto V, Lucchese A. Psychiatric disorders in oral lichen planus: a 
preliminary case control study. J Biol Regul Homeost Agents. 2018 Jan-Feb;32(2 
Suppl. 1):97-100. PMID: 29460524. 
https://www.scopus.com/record/display.uri?eid=2-s2.0-
85042256369&origin=resultslist 

59. Lucchese A, Dolci A, Minervini G, Salerno C, DI Stasio D, Minervini G, Laino L, 
Silvestre F, Serpico R. Vulvovaginal gingival lichen planus: report of two cases and 
review of literature. Oral Implantol (Rome). 2016 Nov 13;9(2):54-60. doi: 
10.11138/orl/2016.9.2.054. PMID: 28042431; PMCID: PMC5159910. 



170 
 
 

Business, Management and Economics Engineering, 2024 Volume 22 Issue 2, ISSN: 2669-2481 / eISSN: 2669-249X 
 

https://www.scopus.com/record/display.uri?eid=2-s2.0-84995923599&orig 
in=resultslist 

60. Di Stasio D, Romano A, Gentile C, Maio C, Lucchese A, Serpico R, Paparella R, 
Minervini G, Candotto V, Laino L. Systemic and topical photodynamic therapy (PDT) 
on oral mucosa lesions: an overview. J Biol Regul Homeost Agents. 2018 Jan-Feb;32(2 
Suppl. 1):123-126. PMID: 29460529. 
https://www.scopus.com/record/display.uri?eid=2-s2.0-
85042255902&origin=resultslist  

 
 
 
 


