
VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 
Indexed & Listed at:  

Ulrich's Periodicals Directory ©, ProQuest, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., Google Scholar, 

Indian Citation Index (ICI), J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],  

Index Copernicus Publishers Panel, Poland with IC Value of 5.09 (2012) & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 7835 Cities in 197 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 

 

http://ijrcm.org.in/


VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii 

 

 
CONTENTS 

 
 
 

Sr. 

No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 

No. 

1. WOMEN ENTREPRENEUR’S CHALLENGES AND IMPACT 

IN AFTER START UP INDIA DEVELOPMENT 

Dr. K. MANIKANDAN 

1 

2. AN EVALUATION OF THE USE OF ADVANCED 

TECHNOLOGY IN THE PURCHASE PROCEDURE OF THE 

RETAIL DRUG STORE WITH SPECIAL REFERENCE TO 

JALGAON CITY 

JAYA MANOJ NAHATA & Dr. SANGITA GOVINDSING 

PATIL 

5 

 REQUEST FOR FEEDBACK & DISCLAIMER 9 

 
  

http://ijrcm.org.in/


VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii 

FOUNDER PATRON 
Late Sh. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 
Former Vice-President, Dadri Education Society, Charkhi Dadri 
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 

CO-ORDINATOR 
Dr. BHAVET 

Former Faculty, Shree Ram Institute of Engineering & Technology, Urjani 
 

ADVISOR 
Prof. S. L. MAHANDRU 

Principal (Retd.), Maharaja Agrasen College, Jagadhri 
 

EDITOR 
Dr. NAWAB ALI KHAN 

Professor & Dean, Faculty of Commerce, Aligarh Muslim University, Aligarh, U.P. 
 

CO-EDITOR 
Dr. G. BRINDHA 

Professor & Head, Dr.M.G.R. Educational & Research Institute (Deemed to be University), Chennai 
 

EDITORIAL ADVISORY BOARD 
Dr. TEGUH WIDODO 

Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, Jl. Telekomunikasi, Indonesia 
Dr. M. S. SENAM RAJU 

Professor, School of Management Studies, I.G.N.O.U., New Delhi 
Dr. JOSÉ G. VARGAS-HERNÁNDEZ 

Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Gua-
dalajara, Mexico 

Dr. CHRISTIAN EHIOBUCHE 
Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, USA 

Dr. SIKANDER KUMAR 
Vice Chancellor, Himachal Pradesh University, Shimla, Himachal Pradesh 

Dr. BOYINA RUPINI 
Director, School of ITS, Indira Gandhi National Open University, New Delhi 

Dr. MIKE AMUHAYA IRAVO 
Principal, Jomo Kenyatta University of Agriculture & Tech., Westlands Campus, Nairobi-Kenya 

Dr. SANJIV MITTAL 
Professor & Dean, University School of Management Studies, GGS Indraprastha University, Delhi 

Dr. D. S. CHAUBEY 
Professor & Dean (Research & Studies), Uttaranchal University, Dehradun 

Dr. A SAJEEVAN RAO 
Professor & Director, Accurate Institute of Advanced Management, Greater Noida  

Dr. NEPOMUCENO TIU 
Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines 

Dr. RAJENDER GUPTA 
Convener, Board of Studies in Economics, University of Jammu, Jammu 

Dr. KAUP MOHAMED 
Dean & Managing Director, London American City College/ICBEST, United Arab Emirates 

http://ijrcm.org.in/


VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv 

Dr. DHANANJOY RAKSHIT 
Dean, Faculty Council of PG Studies in Commerce and Professor & Head, Department of Commerce, Sidho-

Kanho-Birsha University, Purulia 
Dr. SHIB SHANKAR ROY 

Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh 
Dr. S. P. TIWARI 

Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad 
Dr. SRINIVAS MADISHETTI 

Professor, School of Business, Mzumbe University, Tanzania 
Dr. ABHAY BANSAL 

Head, Department of Information Technology, Amity School of Engg. & Tech., Amity University, Noida 
Dr. ARAMIDE OLUFEMI KUNLE 

Dean, Department of General Studies, The Polytechnic, Ibadan, Nigeria 
Dr. ANIL CHANDHOK 

Professor, University School of Business, Chandigarh University, Gharuan 
RODRECK CHIRAU 

Associate Professor, Botho University, Francistown, Botswana 
Dr. OKAN VELI ŞAFAKLI 

Professor & Dean, European University of Lefke, Lefke, Cyprus 
PARVEEN KHURANA 

Associate Professor, Mukand Lal National College, Yamuna Nagar 
Dr. KEVIN LOW LOCK TENG 

Associate Professor, Deputy Dean, Universiti Tunku Abdul Rahman, Kampar, Perak, Malaysia 
Dr. BORIS MILOVIC 

Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia 
SHASHI KHURANA 

Associate Professor, S. M. S. Khalsa Lubana Girls College, Barara, Ambala 
Dr. IQBAL THONSE HAWALDAR 

Associate Professor, College of Business Administration, Kingdom University, Bahrain 
Dr. DEEPANJANA VARSHNEY 

Associate Professor, Department of Business Administration, King Abdulaziz University, Saudi Arabia 
Dr. MOHENDER KUMAR GUPTA 

Associate Professor, Government College, Hodal 
Dr. BIEMBA MALITI 

Associate Professor, School of Business, The Copperbelt University, Main Campus, Zambia 
Dr. ALEXANDER MOSESOV 

Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan 
Dr. VIVEK CHAWLA 

Associate Professor, Kurukshetra University, Kurukshetra 
Dr. FERIT ÖLÇER 

Professor & Head of Division of Management & Organization, Department of Business Administration, Fac-
ulty of Economics & Business Administration Sciences, Mustafa Kemal University, Turkey 

Dr. ASHOK KUMAR CHAUHAN 
Reader, Department of Economics, Kurukshetra University, Kurukshetra 

Dr. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

YU-BING WANG 
Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan 

Dr. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

http://ijrcm.org.in/


VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v 

Dr. KIARASH JAHANPOUR 
Dean of Technology Management Faculty, Farabi Institute of Higher Education, Karaj, Alborz, I.R. Iran 

Dr. TITUS AMODU UMORU 
Professor, Kwara State University, Kwara State, Nigeria 

Dr. SHIVAKUMAR DEENE 
Faculty, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

Dr. BHAVET 
Former Faculty, Shree Ram Institute of Engineering & Technology, Urjani  

Dr. THAMPOE MANAGALESWARAN 
Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka 

Dr. VIKAS CHOUDHARY 
Faculty, N.I.T. (University), Kurukshetra 

SURAJ GAUDEL 
BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal 

Dr. DILIP KUMAR JHA 
Faculty, Department of Economics, Guru Ghasidas Vishwavidyalaya, Bilaspur  

 

FORMER TECHNICAL ADVISOR 
AMITA 

 

FINANCIAL ADVISOR 
NEENA 

Investment Consultant, Chambaghat, Solan, Himachal Pradesh 
 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 
CHANDER BHUSHAN SHARMA 

Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 
 

SUPERINTENDENT 
SURENDER KUMAR POONIA 

  

http://ijrcm.org.in/


VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi 

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to the recent developments & practices in the areas of Com-
puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; 
Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-
ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; 
Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 
Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics 
& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development 
Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; 
Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; 
Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 
Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-
ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-
duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-
tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-
tation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer 
Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-
eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-
gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF______________________________________________________________. 

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please 

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript titled ‘___________________________________________’ for likely publication in one of 

your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language 

fully or partly, nor it is under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of 

their names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation/Post*       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No) : 

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant 

Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-

sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of 

author is not acceptable for the purpose. 

http://ijrcm.org.in/
mailto:infoijrcm@gmail.com
http://ijrcm.org.in/online_submission.php


VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vii 

 

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of the mail, except the cases where the author wishes to give any specific message 

w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is expected to be below 1000 KB. 

e) Only the Abstract will not be considered for review and the author is required to submit the complete manuscript in the first 

instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email within twenty-four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding 

author is required to demand for the same by sending a separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except on the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be typed in bold letters, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-

ternate email address should be given underneath the title. 

4. ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any. 

5. ABSTRACT: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-

dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic 

order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except 

special words e.g. name of the Countries, abbreviations etc.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-

web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free 

from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

9. HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS  

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably be in 2000 to 5000 WORDS, But the limits can vary depending on the nature of the manuscript. 

http://ijrcm.org.in/
http://www.aeaweb.org/econlit/jelCodes.php
http://www.aeaweb.org/econlit/jelCodes.php


VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

viii 

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the titles must be 

above the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are 

referred to from the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed 

at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is 

utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the 

editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined 

on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised 

references in the preparation of manuscript and they may follow Harvard Style of Referencing. Also check to ensure that everything 

that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per 

the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc., in chronologically ascending 

order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italic printing. Double quotation marks are used for titles of journal articles, book chapters, 

dissertations, reports, working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate 

some specific point, which may be placed in number orders before the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited 

by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Jour-

nal of Urban Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Asso-

ciation, New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES 

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES 

• Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 

http://ijrcm.org.in/


VOLUME NO. 13 (2023), ISSUE NO. 7 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

1 

WOMEN ENTREPRENEUR’S CHALLENGES AND IMPACT IN AFTER START UP INDIA DEVELOPMENT 
 

Dr. K. MANIKANDAN 
PROFESSOR 

DEPARTMENT OF COMMERCE 
SCHOOL OF ARTS & SCIENCE 

VINAYAKA MISSION’S RESEARCH FOUNDATION (DEEMED TO BE UNIVERSITY) 
PAIYANOOR 

 
ABSTRACT 

India, the land of entrepreneurs stands third in global startup ecosystem (Nasscom report, 2015). There are many unique characteristics of India which makes it a 
prominent start-up nation. Startups are becoming one of the pillars of economy existing in various areas from IT, e-commerce to robotics. Looking at the blessed 
but challenging demographic of India, providing goods, services, security and employment to growing young population is imminent task for Government of India 
(GOI). ‘Make in India’ campaign was born from seriousness of this task in Sept, 2015. It consists of many initiatives designed to push firms, local and global, to 
invest in India and make India a manufacturing hub. Launched on 16th January, 2016, the Startup India Initiative has rolled out several programs with the objective 
of supporting entrepreneurs, building a robust startup ecosystem and transforming India into a country of job creators instead of job seekers. These programs are 
managed by a dedicated Startup India Team, which reports to the Department for Industrial Policy and Promotion (DPIIT). 
 

KEYWORDS 
entrepreneurs, startup, ecosystem, employment, make in India. 
 

JEL CODES 
I20, J16. 
 

INTRODUCTION 
tartup comes into picture which can make a real positive difference in making ‘Make in India’ campaign a success and reality. With availability of global 
funds, availability and inclination of best skilled people, transitioning tendencies of self-employment and most important – with world’s one of the largest 
consumer base, startups can reach for all the stars. Indian startups have capacity to push ‘Make in India’ campaign truly. 

 

OBJECTIVES OF THE STUDY 
1. To Study about the startup’s new ventures and Innovations of Entrepreneurship Development. 
2. To Study about in men Vs women Entrepreneurs. 
3. To analyze the various problems faced by the entrepreneurs in the study area. 
4. To give suitable suggestions based on the study. 
 

STATEMENT OF THE PROBLEM 
The study aims at understanding the pedagogy and learning interventions for entrepreneurship development. The Study Generalizations about men Vs women 
entrepreneurs. The study aims at understanding the incidence of problems of entrepreneurs. 
 

RESEARCH METHODOLOGY 
Primary data have been collected from the selected entrepreneurs in the study are with the help of an interview schedule. 
Sampling Design: Simple random sampling techniques have been used through which entrepreneurs have been selected. 
 

OBSERVATIONS 

Indian startups have capacity to push ‘Make in India’ campaign truly as well as the problems faced by entrepreneurs in the country emanate from a multitude of 
sources and are manifold. Entrepreneurship is not a “bed of roses” to the women. Their task has become more tedious and fuller of challenges since they have to 
encounter public prejudices and criticism. Women face certain problems not as an entrepreneur but as women. Therefore, when compared to the problems of 
women entrepreneurs are more in number. 
4 ‘P’s Innovation 
1) Product Innovation 
2) Process Innovation 
3) Position Innovation 
4) Paradigm Innovation 
CHALLENGES FACED BY THE OF ENTREPRENEUR 
1.  Socio – Personal Problems 
2. Managerial Problems 
3. Production Problems 
4. Marketing Problems 
5. Financial Problems 
6. Problems of Government assistance 
 

STARTUP INDIA 
Generally speaking, startups are new ventures, a form of organization which are designed for scalable business. In the process of development of new processes 
or products, startups are created. Base of such organization revolves around revolutionary innovative idea which can be converted into business case and make 
our society better. In last 3-4 years prominently there has been increase in startups in versatile areas like retail, food delivery, consulting, e-commerce, medical 
services, delivery services, fitness etc. On an average 800 startups are born every year. Startups are evolving in terms of product capabilities, networking, taking 
calculated risks venturing into new spaces. 
Both technology based and non- technology based startups are important from ‘Make in India’ initiative. Technology startups like e-commerce contributes through 
providing platform for thousands of local sellers whereas construction startups like ‘m-supply’ collaborates house owners and raw material suppliers directly. 

S 
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Economic benefits for stakeholders involved in transaction are increased as middle man/unnecessary middle steps are eliminated, which ultimately adds to overall 
economic output. 
 

‘MAKE IN INDIA’ CAMPAIGN 
This initiative of GOI, launched by Prime minister of India in Sept, 2014 has caught attention of different fragments of businesses and society. It recognizes different 
25 sectors and aims to enhance productivity and job creations in these sectors. It comprises of many initiatives which will support increase in productivity for small 
businesses. Currently biggest challenge before success of campaign is parameters of ‘Ease of doing business report, corruption, availability of skilled labor etc. 
Further part of the paper will be discussing how startups and ‘Make in India’ initiatives can be of integral part of each other. 
 

PESTLE ANALYSIS OF INDIAN STARTUPS 
PESTLE is acronym for Political, Economic, Social, Technological, Legal and Environmental. It is a part of the external analysis when conducting a strategic analysis 
and gives an overview of the different macro-environmental factors that the company has to take into consideration. Using the PESTLE analysis, let’s see how of 
startups India can make a dent in ‘Make in India’ campaign. 
 

MEN Vs. WOMEN ENTREPRENEURS 
Study Generalizations about men and women entrepreneurs is the following: 
1. POLITICAL FACTORS 
Prime minster of India plans to improve India’s rank of ease of doing business to 50 from current 142. India is ranked 155th in terms of starting a business. Many 
government policies are coming into light to improve this condition. Standup India initiative aims to build positive ecosystem for upcoming ventures. Standup India 
will help startups with bank funding and encourage entrepreneurship spirit. One of the other major initiatives which will help startups is single online clearance 
system. This new online clearance system for new entrepreneurs will allow them to apply and track application status at one location. Through this system 133 
different clearances those are given by different government bodies will come under a single window. 
2. ECONOMIC FACTORS 
Many different factors come under economic factors like access to credit, inflation rates, global economic environment, access to resources, availability of skilled 
workforce etc. Here biggest problem for startups have been access to credit. Attracting investors to fund ventures or getting loans from banks are perennial 
problems for startups. Below fig shows changing trends over last quarter of 2015 over increasing uncertainties in global economic environment. Banks should give 
loans to startups without prior credit history. Many times, despite raising sufficient initial capital, startups find it difficult to survive as they can’t match revenue 
and burn rate mostly because of changed economic factors. 
3. SOCIAL FACTORS 
Indian culture is biggest hurdle as we are taught to look down on failures. Failures are not met with encouraging advices in most of the cases. People are sensitive 
towards risks and rewards. And Indian economy which is highly price sensitive, worsens the situation. Right kind of mentorship is not available. Available mentor-
ship and skill enhancement may not be accessible in all the cases. So though someone has potential to start something and may be that idea is really revolutionary 
but if that doesn’t meet right guidance to turn it into a successful business then that idea remains irrelevant. 
4. TECHNOLOGICAL FACTORS 
Infrastructure is key issue which need to be addressed. As mentioned above to cater to increasing internet users we need robust infrastructure. Seamless internet 
connectivity is still present in very few pockets of the country. Next issue is cyber security. As more and more people are signing up for various internet platforms 
for shopping, banking and many services, safeguarding their crucial data information is becoming herculean task for startups. Many startups have B2B as their 
primary customer base and protecting them from cyber threat becomes important from business point of view. 
5. LEGAL FACTORS 
The Government of India has started to reform the business regulations in order to create the hassle-free experience for the emerging businesses to grow and 
evolve. In order to make compliance easy and flexible, Startups shall be allowed to self-certify compliance with 9 labor and environment laws. In the case of labor 
laws, no inspection will be done for 3 years. However, Startups would inspect on receipt of credible and verifiable complaint of violation, filed in writing and 
approved by at least one level senior to the inspecting officer. Startups would be falling under the ‘white category’ (as was defined by the Central Pollution Control 
Board (CPCB)) and could be able to self-certify compliance. 
6. ENVIRONMENTAL FACTORS 
Startups from sectors like tourism, agriculture, insurance should consider their ecological footprints. While creating business venture, the level of knowledge the 
business advisers have about environmental issues and existing regulations and their willingness to discuss it with their potential clients is important here. In some 
cases, lack of information can falsify otherwise well-meant business purpose. There are many green startups which exists in India. Along with product development 
and providing services they focus on educating masses about environmental issues. 
 

ANALYSIS 
TABLE NO. 1.1: SOCIO PERSONAL PROBLEMS 

S. No. Problems No of Entrepreneurs Agree Percentage 

1. Male dominated society  40 28.57 

2. Lack of family & Community support 22 15.72 

3. Lack of education & Information 19 13.57 

4. Economic backwardness 28 20.00 

5. Low risk bearing capacity 31 22.14 

Source: Primary Data 
According to Table No. 1.1, the socio personal problems include male dominance, a lack of social and familial support, low risk-bearing ability in women, etc., when 
it comes to their frequency. It is saddening to see that 28.57% of women business owners are struggling with the issue of male dominance in their industry, 20% 
of the sample's business owners felt that economic backwardness was their issue, 22.14% accepted their inability to take on risk, 15.72% of the women noticed 
that their families weren't supporting their venture, and 13.57% of the women entrepreneurs understood that a lack of education and information was a problem 
for their business.  

TABLE NO. 1.2: MANAGERIAL PROBLEMS 

S. No. PROBLEM No of Entrepreneurs Agree Percentage 

1. Lack of knowledge of general management & experience 18 45.00 

2. Lack of skilled labours absenteeism & labour turnover 12 30.00 

3. Lack of clear-cut objectives 30 75.00 

4. Transportation Problem as women 14 35.00 

Source: Primary Data 
The table No 1.2 shows that the managerial issues that women business owners deal with include lack of management expertise and experience, skilled worker 
turnover and absenteeism, a lack of a clear goal, and transportation issues. It is implied that 75% of female entrepreneurs lack defined objectives, 45% of respond-
ents say they lack managerial expertise, and 35% report having transportation issues. Only 30% of female business owners are aware of skilled labour shortages, 
employee turnover, and absenteeism.  
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TABLE 1.3: PRODUCTION PROBLEMS 

S. No. PROBLEM No of Entrepreneurs Agree Percentage 

1. Inadequate availability of land premises 11 27.50 

2. Getting required inputs 04 10.00 

3. Inadequate technical support  13 32.50 

4. Lack of up graduation of technology 16 40.00 

5. Poor inventory management 19 47.50 

Source: Primary Data 
The table No. 3.1 clearly identifies the production-related problems, which include poor inventory management, a lack of suitable land premises, trouble locating 
key inputs, inadequate technical help, and outmoded levels of technology. Due to poor inventory management, 47.5% of female business owners report having 
problems meeting demand. 40% of them don't have access to contemporary technology, 32.5% don't have enough technical assistance, and 27.5% have restricted 
access to property because of the real estate sector. Only 10% of survey respondents concurred that adequate supply is not required for inputs.  
 

TABLE 1.4: MARKETING PROBLEMS 

S. No. PROBLEM No of Entrepreneurs Agree Percentage 

1. Lack of knowledge of how to market the product and whom to conduct 21 52.50 

2. Heavy competition  30 75.00 

3. Exploitation by middlemen difficulties in collection of dues 31 77.50 

4. Inadequate sales promotion avenues 28 70.00 

5. Lack of export marketing support 18 45.00 

Source: Primary Data 
It is found that 77.5% of female business owners struggle with marketing-related issues like middlemen's exploitation and difficulties collecting debts, 75% face 
competition in the marketing sector, 70% have insufficient avenues for sales promotion, 52.5% realized they didn't know how to market their products or who to 
market to, and 45% expressed opinions about marketing in the absence of an export market. 
 

TABLE 1.5: FINANCIAL PROBLEMS 

S. No. Problem No of Entrepreneurs Agree Percentage 

1. Problem of getting loan 20 50.00 

2. Insistence of collateral and margin money requirements 32 80.00 

3. Time taken to process loan 10 25.00 

4. Time repayment schedule 14 35.00 

5. Poor financial management maintenance of accounts 09 22.50 

Source: Primary Data 
The aforementioned issue was experienced by women business owners under the heading of money. The results show that 80% of respondents had issues with 
the financial sector's insistence on collateral and margin money requirements, 50% had trouble getting a loan from a financial institution, 35% had a strict repay-
ment schedule, 25% had no problem with the length of time it took to process loans, and 22.5% had poor financial management maintenance of accounts. 
 

TABLE 1.6: PROBLEM OF GOVERNMENT ASSISTANCE 

S. No. PROBLEM No of Entrepreneurs Agree Percentage 

1. In adequate Government Assistance 19 47.50 

2. Red Tapism of various levels 23 57.50 

3. Advisory organization become exploitive and dishonest 04 10.00 

4. Complicated and time-consuming procedures for getting assistance 08 20.00 

5. Government policies are not favourable. 04 10.00 

Source: Primary Data 
It is evident from the above table that the majority of female entrepreneurs (57.5%) are happy with government support. 47.5% of respondents characterize 
government support as being insufficient. 20% of the respondents said that the procedures for receiving help were difficult and time-consuming. Only 10% of 
them voice concerns about unfavorable government policies and exploitative and dishonest advice organization. 
 

SUGGESTIONS 
To widen and strengthen the base of entrepreneurship the following remedial measures may prove meaningful. 
1. Government financial institution should implement to solve financial problems, government implement special lending policies, quick processing of loan and 

liberal repayment. 
2. The government should give subsidies and concessions to women entrepreneurs to face price competition from big enterprises. Government and women 

entrepreneurs’ association should make arrangement for conducting exhibitions and conferences of women entrepreneurs. 
3. Attention of the Government should be drawn in rectifying the production problems by the allotment of factory shed and land in government industrial 

estates on priority basis, supply of raw materials and other inputs regularly at subsidized rates, giving assistance for up gradation of technology research and 
development and giving production training tot women entrepreneurs. 

4. Attention of the government as well as voluntary organizations needs to be drawn to rectify socio-personal problems. A special programme can be conducted 
against the social evils. 

5. Adequate assistance should be given to the right person at the right time. A special advisory organization should be established. 
6. Simplified procedures should be followed in getting the government assistance. 
7. Motivation through subsidies. 
8. Training and development facilities. 
9. NGO and Service organization’s role 
10. Psychological empowerment of women. 
 

CONCLUSION 
The heavily reliant Indian society has seen substantial changes as a result of the rise of industrialization, education, and the domestic system. Women are now 
seeking more and more lucrative jobs in the industrial sector. It is a fact that man cannot end inequality, poverty, and unemployment on his own. Women must 
participate actively and equally in the fight against these societal ills. 
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ABSTRACT 

This study investigates the evolving landscape of technology trends in drug stores, aiming to shed light on their impact on purchase procedures. It encompasses 
understanding current technological practices, assessing the effects of advanced technology implementation on purchase processes, and offering tailored recom-
mendations for its successful adoption. Through rigorous statistical analysis, the study establishes a substantial influence of advanced technology on purchase 
procedures. By unraveling the potential of technology in streamlining drugstore operations, this research provides actionable insights that empower stakeholders 
to harness advanced technology for improved efficiency and customer experience within purchase procedures. 
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INTRODUCTION 
he integration of advanced technology has become an omnipresent force, reshaping industries and revolutionizing conventional practices. Within this 
context, the pharmaceutical sector has emerged as a pivotal arena where technological innovations hold the promise of not only transforming business 
operations but also improving healthcare delivery. Among the diverse facets of the pharmaceutical landscape, drug stores occupy a crucial intersection, 

serving as key points of access for medications and healthcare products. In this dynamic environment, the potential impact of advanced technology on various 
aspects of drugstore management, particularly purchase procedures, warrants careful exploration and analysis. 
Modern drug stores are multifaceted establishments that go beyond the mere transactional exchange of pharmaceuticals. They function as healthcare hubs, 
providing a range of services from medication dispensing to health consultations. As technology evolves, these roles are being augmented and redefined. Custom-
ers now expect seamless experiences that mirror the convenience and efficiency offered by other industries. Therefore, drugstores are increasingly turning to 
advanced technology solutions to streamline their processes, enhance customer engagement, and optimize purchase procedures. The drive toward these innova-
tions is grounded in the shared goal of providing efficient, accurate, and patient-centered services while maintaining regulatory compliance and ensuring patient 
safety. This research paper aims to evaluate the use of advanced technology in the purchase procedure of retail drug stores in Jalgaon City. 
 

SIGNIFICANCE OF THE STUDY  
The significance of this study extends beyond its immediate focus on drugstore operations. It contributes to the broader discourse surrounding the intersection of 
technology and healthcare, shedding light on how technological advancements can drive positive changes in healthcare delivery and patient experiences. By 
deciphering the potential impact of advanced technology on purchase procedures, the study will provide valuable insights that empower drug store stakeholders 
to make informed decisions about technology adoption. The outcomes of this research are expected to not only offer a comprehensive understanding of the role 
of technology in drugstore operations but also provide actionable recommendations that can drive meaningful enhancements in patient care and business oper-
ations. 
 

LITERATURE REVIEW 
McGee, J. E., Love, L. G., & Rubach, M. J. (1999) in their paper reports the results of a study designed to complement the research literature by developing a 
typology of distinctive competencies used by small local retailers to address increased environmental turbulence and compete with new, larger competitors. Burke 
R (2002) in their study aims to discover the benefits of technology and consistent innovations that help in customer satisfaction and handle competitive pressure 
effectively. (Eleonora Pantano, 2010) in their study aims to analyze how the introduction of advanced technologies modifies the retailing context and affects 
consumers' shopping experience and considering three aspects - new advantages for retailers; the improvement of the point of sale; and the positive influences 
on consumers shopping experience. Fredrick, E.J. (2018) in their study aims at determining the factors that influence performance in Pharmaceutical Supply Chain. 
Four factors were adopted from various literature and supported by theories and concepts. Bennett, D., & Yin, W. (2019) study examine the effect of chain store 
entry on drug quality and prices in retail pharmacy markets in India and that chain entry led to higher quality and lower prices for both incumbent pharmacies in 
the overall market. (Arunangshu Giri, 2019) in their study explains the importance and need for artificial intelligence in the sense that it performs tasks, gathers 
data, analyzes, maintains the stocks, etc. (Kiran Nimbalkar, 2020) aims to anticipate the effect of apparent AI on retailer goals and to evaluate the connection 
between the retailer expectations and the considered effect of AI among the retailers. 
 

RESEARCH METHODOLOGY 
A descriptive research design is used for the current study. The sample size selected for the study is 120 pharmacists. The sampling technique used for the current 
study is non-probability purposive sampling. Both primary and secondary data collection sources have been used. Non - parametric one-sample Wilcoxon signed 
ranked test has been used using SPSS software as it helps in analysing ordinal data. 
 

OBJECTIVES OF THE STUDY 
1. To study new trends in technology adopted by drug stores. 
2. To analyse the impact of the implementation of advanced technology on the purchase procedure of drug stores. 
3. To give appropriate suggestions to enhance the adoption of advanced technology in drug stores. 

T 
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HYPOTHESES 
The hypotheses formulated for the study are: 
Ho: Impact of the implementation of advanced technology on the purchase procedure of drug store is insignificant (Median = 3) 
H1: The impact of the implementation of advanced technology on the purchase procedure of drug store is significant (Median ≠ 3) 
 

DEMOGRAPHIC PROFILE OF THE PHARMACIST 
 

TABLE 1: DEMOGRAPHIC PROFILE OF PHARMACISTS 

Variables Category Frequency Percentage (%) 

Gender Male 104 86.67 

Female 16 13.33 

Age Group 25 years to 35 years 55 45.84 

36 years to 45 years 43 35.83 

46 years to 55 years 22 18.33 

Years of Experience 1 – 5 years 23 19.17 

5 - 10 years 37 30.83 

10 -15 years 38 31.67 

More than 15 years 22 18.33 

The dataset comprises replies from 120 pharmacists. 
FIGURE: 1 GENDER 

 
From Figure 1, 86.67% of whom are identified as men, and 13.33% of whom did not. It denotes that a significant proportion of men are involved in the ownership 
or management of drug stores. This statistic suggests that drug store ownership or management is more common among men compared to other demographics. 
 

FIGURE 2: AGE GROUP 

 
The age distribution of respondents within drug stores reveals a multi-generational presence. A significant portion, 46%, falls within the 25 to 35 age range, 
indicating a substantial involvement of young adults. Those aged 36 to 45 constitute 36% of the respondents, underlining the engagement of middle-aged individ-
uals. The remaining 18% are between 46 and 55, indicating a smaller but still notable representation of older adults. This diversity across age groups suggests that 
drug stores cater to a wide range of customers, potentially reflecting the variety of products and services offered or reflecting the needs of different generations 
within the community. 

FIGURE 3: YEARS OF EXPERIENCE 

 
The distribution of professional experience in drug stores reveals a balanced mix of newcomers (19%), mid-level experts (31-32%), and experienced leaders (18%). 
This blend indicates a vibrant industry with fresh talent, steady growth, and seasoned guidance, contributing to its dynamic and resilient nature. 

87%
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DATA ANALYSIS AND INTERPRETATION 
TABLE 2: ONE SAMPLE WILCOXON SIGNED RANK TEST 

Impact of Advance Technology Null hypothesis Observed 
Median 

P – 
value 

Results 

Reduce errors in Inventory management 
 

The median of reduced error in inventory management 
equals 3 

4 0.000 Rejected (High impact) 

Customer engagement 
 

The median customer engagement equals 3 4 
 

0.000 Rejected (High impact) 

Customer satisfaction The median of customer satisfaction equals 3 4 0.000 Rejected (High impact) 

Online ordering The median of online ordering equals 3 3 0.323 Accepted (low impact) 

Improved accuracy of prescriptions 
 

The median of improved accuracy of prescription equals 3 4 0.000 Rejected (High impact) 

Faster and efficient purchase procedure 
 

The median of faster and more efficient purchase proce-
dures equals 3 

4 0.000 Rejected (High impact) 

Virtual consultation with pharmacists 
 

The median of virtual consultation with pharmacists 
equals 3 

2 0.213 Accepted (low impact) 

Regulatory Compliance (Tracking expiry 
dates) 

The median of regulatory compliance (Tracking expiry 
dates) equals 3 

4 0.000 Rejected (High impact) 

Telehealth services 
 

The median of telehealth service equals 3 4 0.000 Rejected (High impact) 

Patient health records 
 

The median of patient health records equals 3 4 0.015 Rejected (high impact) 

This chart presents the impact of advanced technology on various aspects of a drugstore's operations. Each aspect is assessed using a null hypothesis test, where 
the observed median impact is compared to a predetermined reference value. The "P-value" indicates the statistical significance of the results. Here's an explana-
tion of each row: 
1. Reduce errors in Inventory management: The observed median impact is 4, and the very low p-value of 0.000 indicates a highly significant rejection of the null 
hypothesis. This suggests that advanced technology has a high impact on reducing errors in inventory management. 
2. Customer engagement: The observed median impact is 4, and the p-value is 0.000, indicating a significant rejection of the null hypothesis. This implies that 
advanced technology has a high impact on customer engagement. 
3. Customer satisfaction: The observed median impact is 4, and the p-value is 0.000, indicating a significant rejection of the null hypothesis. This suggests that 
advanced technology has a high impact on improving customer satisfaction. 
4. Online ordering: The observed median impact is 3, and the p-value is 0.323, which is relatively high. This leads to an acceptance of the null hypothesis, suggesting 
a lower impact of advanced technology on online ordering compared to other aspects. 
5. Improved accuracy of prescriptions: The observed median impact is 4, and the p-value is 0.000, indicating a significant rejection of the null hypothesis. This 
suggests that advanced technology has a high impact on improving the accuracy of prescriptions. 
6. Faster and efficient purchase procedure: The observed median impact is 4, and the p-value is 0.000, indicating a significant rejection of the null hypothesis. 
This implies that advanced technology has a high impact on making the purchase procedure faster and more efficient. 
7. Virtual consultation with pharmacists: The observed median impact is 2, and the p-value is 0.213. The p-value is relatively high, leading to an acceptance of the 
null hypothesis, suggesting a lower impact of advanced technology on virtual consultation with pharmacists. 
8. Regulatory Compliance (Tracking expiry dates): The observed median impact is 4, and the p-value is 0.000, indicating a significant rejection of the null hypothesis. 
This suggests that advanced technology has a high impact on ensuring regulatory compliance by tracking expiry dates. 
9. Telehealth services: The observed median impact is 4, and the p-value is 0.000, indicating a significant rejection of the null hypothesis. This implies that advanced 
technology has a high impact on providing telehealth services. 
10. Patient health records: The observed median impact is 4, and the p-value is 0.015, indicating a significant rejection of the null hypothesis. This suggests a high 
impact of advanced technology on maintaining patient health records. 
In summary, the chart indicates that advanced technology has a high impact on various aspects of drugstore operations, such as reducing errors, improving cus-
tomer engagement and satisfaction, the accuracy of prescriptions, purchase procedures, regulatory compliance, telehealth services, and patient health records. 
However, its impact on online ordering and virtual consultation with pharmacists is comparatively lower. 
 

FINDINGS AND OBSERVATION 
The findings of the above analysis on the impact of advanced technology in a drugstore setting are as follows: 
1. HIGH IMPACT 

• Advanced technology significantly reduces errors in inventory management. 

• It has a substantial positive impact on customer engagement and satisfaction. 

• The accuracy of prescriptions is greatly improved. 

• Advanced technology enhances the efficiency and speed of the purchase procedure. 

• It ensures regulatory compliance by effectively tracking expiry dates. 

• Telehealth services are greatly benefited by advanced technology. 

• Maintaining patient health records is significantly improved. 
2. LOW IMPACT 

• The impact of advanced technology on online ordering is relatively lower compared to other aspects. 

• Virtual consultation with pharmacists sees a modest impact from advanced technology. 
These findings suggest that implementing advanced technology in a drugstore environment yields a range of positive effects, particularly in terms of reducing 
errors, enhancing customer experiences, improving prescription accuracy, and streamlining various processes. However, while online ordering and virtual consul-
tation with pharmacists still benefit from technology, their impact might be comparatively less pronounced. Overall, the study underscores the potential of tech-
nology to significantly transform and enhance various aspects of drugstore operations. 
 

RECOMMENDATIONS 
Based on the findings of the analysis regarding the impact of advanced technology in a drugstore setting, here are some recommendations: 

• Prioritise Telehealth Services: Due to the significant effect of these services, it is advised to continue investing in and improving them to provide convenient 
remote healthcare access. 

• Optimise Patient Health Records: Improve patient care and streamline medical information management by further enhancing and expanding the use of 
patient health records. 
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• Enhance Online Ordering Experience: Although not statistically significant, improvements should be made to the online ordering process to take advantage 
of any prospective advantages for the purchasing process. 

• Examine Virtual Consultation: Discover the variables that are restricting its efficacy and remove any roadblocks that may stand in its way. 

• Regular Technology Audits: Conduct frequent technology audits to make that all adopted technical solutions are current, effective, and in line with the 
changing requirements of the pharmacy and its clients. 

• Employee Training: To ensure that the latest technology is used to its full potential, provide staff members with thorough training. 

• Continuous Feedback Mechanism: Establish a feedback system that will allow you to continuously enhance your products by learning from your consumers 
about how they used the integrated technology. 

• Cooperate with Regulatory Authorities: Cooperate with regulatory authorities to further streamline compliance procedures, particularly when it comes to 
keeping track of expiration dates and making sure that pharmaceutical rules are followed. 

• Research Online Ordering: Carry out more research to comprehend the variables affecting the efficacy of online ordering and to make the appropriate 
improvements. 

• Promote Technology Adoption: Put in place programs to encourage the use of cutting-edge technology by both customers and employees, ensuring that it 
is seamlessly incorporated into daily operations. 

These recommendations aim to guide drug stores in harnessing the potential of advanced technology to improve various aspects of their operations, ultimately 
leading to enhanced customer experiences, increased efficiency, and better healthcare outcomes. 
 

CONCLUSION 
The study highlights the significant advantages that come with using cutting-edge technology in the buying processes at the medicine shop. A variety of beneficial 
effects from this change include increased accuracy, customer happiness, and regulatory compliance. Notably, the administration of patient records and telehealth 
services have become significant forces behind enhanced operations, showing the rising significance of remote patient accessibility and effective management of 
medical data. However, it's important to remember that even if online ordering had a modest effect, its full potential has to be unlocked via future development. 
Similar to this, the relatively little impact of online pharmacy consultations points to possible obstacles that demand further investigation to fully realize their 
projected benefits. The paper highlights how the pharmaceutical industry is changing and how strategic technology integration has become a powerful tool for 
boosting productivity, engagement, and overall customer experience. 
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