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POST COVID COMPLICATIONS, LONG TERM EFFECTS OF CORONAVIRUS AFTER RECOVERY 

 

Dr. Chakresh Patley1, Dr. Kavita Shukla2, Dr. Kaminee Sahu3 

1Associate Professor, Institute of Pharmaceutical Science and Research,  

Sardar Patel University, Balaghat, M.P, India 
2Principal, Shri Ram Institute of Pharmacy, Jabalpur, M.P. India 
3Lecturer, Kalaniketan Polytechnic College Jabalpur, M.P. India 

 

1 OVERVIEW 

Some patients experience new, recurring or ongoing symptoms related to COVID-19 several 

weeks after the acute phase of infection. The U.S. Centers for Disease Control and Prevention 

recommends using the umbrella term “post-COVID conditions” for a wide range of signs and 

symptoms that occur 4 or more weeks after acute COVID-19 infection. Standardized case 

definitions are still being developed. In general, post-COVID conditions are characterized by a 

lack of return to a usual state of health following acute COVID-19 infection. 

Post-COVID conditions are referred by various names, including “long COVID,” “post-

COVID syndrome,” “post-acute COVID-19 syndrome,” as well as the research term “post-acute 

sequelae of SARS-CoV-2 infection.” Among the lay public, the phrase “Post Covid complications” is 

also used. 

The mechanism of post-COVID conditions is not well understood but is hypothesized to 

be secondary to virus-specific pathophysiologic changes, prolonged inflammatory response to 

the acute infection and sequelae of post-intensive care illness. 

Recent research highlights four risk factors for post-COVID conditions including early 

SARS-COV-2 COVID-19 RNA serum level, certain auto antibodies, Epstein-Barr virus reactivation 

and Type 2 diabetes mellitus. 

 

2 COVID-19: HOW IT SPREADS  

COVID-19 is an infectious disease caused by the recently discovered corona virus. The COVID-19 

virus spreads primarily through droplets of saliva or discharge from the nose when an infected 

person coughs or sneezes. The virus enters the body via nose, mouth and eyes. Some recent 

studies suggest that virus may be airborne and can be spread through fine infected droplets that 

remain suspended in the air in closed air-conditioned environments of offices, AC cabs-buses, 

shopping malls and theatres due to absence of cross-ventilation, even when you are not in direct 

contact with an infected person. 

 

2.1 COVID-19 Transmission can be Reduced by:  

1. Staying at home if possible, especially if you are more than 60 years or less than 5 years 

of age, or have co morbidities like diabetes, hypertension or chronic ailments. Avoid 

meeting visitors at home.  

2. Washing your hands and face at regular intervals with soap and water.  

3. Wearing a mask at all times when out of the house.  

4. Social distancing – keeping a distance of 6 feet from others when out of the house.  

5. Cleaning the frequently touched surfaces with disinfectant regularly.  

6. Avoiding closed spaces with central air-conditioning like offices, malls, etc. with 

inadequate fresh air 

7. Ensuring proper nutrition through balanced diet, maintaining hydration with plenty of 

fluids, boosting immunity through fresh fruit juices, herbal drinks and turmeric in milk. 

8. Daily exercise and meditation.  

9. Taking your daily prescribed medicines regularly. Don’t self-medicate.  

10. Avoid going near sick people. 

 

https://www.cdc.gov/coronavirus/2019-ncov/hcp/clinical-care/post-covid-conditions.html
https://www.cdc.gov/coronavirus/2019-ncov/hcp/clinical-care/post-covid-conditions.html
https://www.cdc.gov/coronavirus/2019-ncov/hcp/clinical-care/post-covid-conditions.html
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 The Most Commonly Reported Symptoms of COVID-19 are:  

1. Dry cough, cold, sore throat  

2. Fever or chills  

3. Fatigue, tiredness, muscle or body aches  

4. Headache  

5. Congestion or runny nose  

6. Shortness of breath or difficulty breathing  

7. Loss of appetite/taste/smell  

The severity and duration of symptoms for people who have COVID-19 can vary, for most 

people, usually the symptoms take 7-14 days to subside. Some people may have no symptoms 

while others may require hospitalization to treat these symptoms. Recovery from symptoms 

varies from person to person. In some cases these symptoms might persist even after testing 

negative for COVID-19. If you have any of these symptoms, you should consult your physician 

who will advise for COVID testing if indicated. If you test positive and you have mild symptoms, 

the doctor may advise home treatment. Else, hospitalization may be advised.  

 

2.2 Home Treatment – Instructions for Caregivers: 

Mask: The caregiver should wear a triple layer medical mask appropriately when in the same 

room with the ill person. Front portion of the mask should not be touched or handled during use. 

If the mask gets wet or dirty with secretions, it must be changed immediately. Discard the mask 

after use and perform hand hygiene after disposal of the mask.  

Hand hygiene must be ensured following contact with ill person or his immediate environment. 

Hand hygiene should also be practiced before and after preparing food, before eating, after using 

the toilet, and whenever hands look dirty. Use soap and water for hand washing at least for 40 

seconds. Alcohol-based hand rub can be used, if hands are not visibly soiled. After using soap and 

water, use of disposable paper towels to dry hands is desirable. If not available, use dedicated 

clean cloth towels and replace them when they become wet. Exposure to patient: Avoid direct 

contact with body fluids of the patient, particularly oral or respiratory secretions. Use disposable 

gloves while handling the patient. Perform hand hygiene before and after removing gloves. Avoid 

exposure to potentially contaminated items in his immediate environment (e.g. avoid sharing 

cigarettes, eating utensils, dishes, drinks, used towels or bed linen). 

Utensils and dishes used by the patient should be cleaned with soap/detergent and 

water wearing gloves. The utensils and dishes may be re-used. Clean hands after taking off gloves 

or handling used items.  

Use triple layer medical mask and disposable gloves while cleaning or handling surfaces, 

clothing or linen used by the patient. Perform hand hygiene before and after removing gloves. 

The care giver will make sure that the patient follows the prescribed treatment. The care giver 

and all the other people who were in close contact with the patient should self-monitor their 

health with daily temperature monitoring and report promptly if they develop any symptom 

suggestive of COVID-19 (fever/cough/difficulty in breathing/loss of smell and taste). If care giver 

suffers with any of these symptoms, he/she should consult to physician immediately who will 

guide you for COVID testing and treatment if required. 

 

2.3 Managing your Cough Tips to Manage a Dry Cough: 

A dry cough is likely to put greater strain on your throat. The following strategies can be used to 

manage a dry cough-  

• Stay hydrated by drinking plenty of water (lukewarm preferably)  

• Take small sips of fluids instead of taking large sips to facilitate swallowing.  

• Steam inhalation is necessary to cure a dry cough. So pour hot water into a bowl and put 

your head over the bowl and breathe in the steam. If comfortable, cover your head and 

bowl with a towel. You can also use a steam inhalation machine if you have one.  
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• Drink warm honey and lemon or another warm drink like kadha to soothe irritated throat 

• Salt water gargle or Betadine gargle (1 part betadine & 3 part of water) can be effective for 

treating a sore throat.  

• If you feel the need to cough but don’t have a soothing drink or water at hand, swallow 

repeatedly. Tips to manage a productive cough: A phlegmatic or productive cough can 

become difficult to manage since you have to spit out the phlegm-filled sputum regularly. 

It’s also important to note that viral infections, especially COVID-19, are contagious, so 

proper disposal of sputum is very important. You should also ensure that the sink where 

you dispose of your sputum is regularly disinfected. The following strategies can be used to 

manage a productive cough:  

• Keep yourself hydrated with lukewarm water, broths, soups, herbal teas and kadha.  

• Take steam inhalation at least thrice a day to loosen the phlegm congested in your lungs.  

• Lie on either the left or the right side, instead of lying on your back. This might help drain 

the phlegm faster. 

 

2.4 New or Ongoing Symptoms: 

Some people experience a range of new or ongoing symptoms that last several weeks or months 

(e.g., shortness of breath, cough, palpitations, changes in smell or taste, headaches, joint pain, 

difficulty thinking or concentrating, dizziness, post-exertional malaise). Unlike some other types 

of post-COVID conditions, these symptoms can occur even if the initial infection was mild or 

asymptomatic. This category is heterogeneous and will likely be modified in the future. 

 

2.5 Post-COVID Conditions in Children: 

Post-COVID conditions (i.e., long COVID and PASC) were first described in adults. But several 

studies now report a similar phenomenon in children, with persistent symptoms after acute 

COVID infection such as headache, fatigue and heart palpitations. Even children with an 

asymptomatic or mildly symptomatic COVID-19 infection can develop chronic, persisting 

symptoms.  

The exact burden and long-term consequences of post-COVID conditions in children vary 

widely and are a priority for further research. Data from the U.K. Health Security Agency related 

to lingering symptoms in children are also concerning. Almost 10% of children aged 2-11 years 

and 13% aged 12-16 years reported one or more lingering symptoms 5 weeks after COVID-19 

infection. 

  Another study found that almost 25% of hospitalized children surveyed after discharge 

reported symptoms more than 5 months later. A national survey in the Netherlands showed that 

among 89 children suspected of having long COVID, 18% were admitted to the hospital due to 

their long-term symptoms.  

 

3 GUIDELINES 

CDC interim guidance addresses evaluating and caring for patients with post-COVID conditions. 

Based on current information, many post-COVID conditions can be managed by primary care 

providers.  

As new evidence arises, guidance for health care professionals managing post-COVID 

conditions will likely change over time. 

World Health Organization guidelines include a good practice statement on caring for 

COVID-19 patients after acute illness. 

In the U.K., guidelines for managing the long-term effects of COVID-19 

have been jointly developed by the National Institute for Health and Care Excellence, Scottish 

Intercollegiate Guidelines Network and Royal College of General Practitioners. 

https://www.cdc.gov/coronavirus/2019-ncov/hcp/clinical-care/post-covid-index.html
https://app.magicapp.org/#/guideline/j1WBYn
https://www.nice.org.uk/guidance/ng188
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European Society for Clinical Microbiology and Infectious Diseases (ESCMID) also provides 

evidence-based recommendations for defining, assessing and management of persistent 

symptoms after acute COVID-19 infection.  

 

3.1 Prevention: 

Newer data highlight that people who have received one or more doses of a COVID-19 vaccine 

are less likely to develop long COVID than those who remain unvaccinated. 

 

The studies included a recent U.K. Health Security Agency review suggesting that: 

 People who received two doses of the Pfizer, Astra Zeneca, or Moderna vaccines or one 

dose of the Janssen vaccine and then developed COVID-19 were about half as likely as 

people who were unvaccinated or received only one dose of mRNA vaccine to develop 

post-COVID conditions lasting beyond 28 days. 

 Vaccine effectiveness against most post-COVID conditions in adults was highest in people 

over 60 years of age. 

 

3.2 Post Covid Syndrome or Long Covid? 

Most people infected with COVID-19 infection get better within 10 days of illness. People when 

continue to experience mild symptoms post recovery called as Post Covid Syndrome or Long 

Covid, these people may experience post COVID conditions and also develop long-term 

complications that affect the organs. 

Post COVID complications are a broad range of new, ongoing or returning health 

conditions, people can experience more than 28 days/4 weeks after first being infected with the 

corona virus. 

Even asymptomatic people who did not have symptoms when they were infected can 

have post COVID complications. These complications can have different types and combinations 

of health problems for different lengths of time. 

 

3.3 Who all are at the Risk of post-COVID Complications and can have Long-Term Effects of 

Corona Virus? 

Elderly old age group people and people having serious medical conditions such as diabetes, 

immunodeficiency disorders, cancers or chronic diseases are at the risk of developing post COVID 

complications. 

As per recent data even young person recovered from COVID-19 feeling healthy, post 

recovery can also have long term effects of corona virus may experience symptoms for weeks to 

months after infection. 

 

3.4 What are the Causes of Post-COVID Syndrome/Long COVID? 

Currently, researchers are not able to define the causes related to long term effects of corona 

virus, as per recent report possible long Covid causes identified in recovered from COVID-19 

patients may include: 

1) Reduced or lack of response from the immune system 

2) Reinfection of the virus 

3) Multisystem inflammatory syndrome (MIS) 

4) Prolonged hospitalization due to severity 

5) Post-traumatic stress 

As per recent data of SARS-CoV-2 survivors, 30-40% of who had secondary infections, 

survivors of acute COVID-19 infection may be at increased risk of infections with bacterial, fungal 

infections or other complications. However, these secondary infections do not explain the 

persistent and prolonged consequence of a previous infection in post-acute COVID-19. 

 

https://ukhsa.koha-ptfs.co.uk/cgi-bin/koha/opac-detail.pl?biblionumber=64359
https://pubmed.ncbi.nlm.nih.gov/34480857/
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3.5 What are Post COVID Long-Term Symptoms and Complications? 

Long Covid or Post Covid Syndrome having range of symptoms that can last 7 days to 28 days 

after first being infected with the coronavirus or can appear weeks after recovery. It can happen 

to anyone who recovered from COVID-19, completely asymptomatic or having mild, moderate, 

severe or critical symptoms.  

 

3.6 Some Common Signs and Symptoms of Post Covid Complications Observed after 

Recovery that include: 

1) Body pain, Joints pain or headache 

2) High blood sugar (hyperglycemia) 

3) Fever 

4) Fatigue, Feeling of tiredness or lack of energy 

5) Loss of taste or smell 

6) Shortness of breath or difficulty breathing 

7) Coughing or Chest pain 

8) New onset diabetes 

9) Myalgia (muscle pain) for long period 

 

Post-acute COVID-19 syndrome defined if people affected with COVID-19 infection and after 

recovery they may experience these severe complications apart from other post COVID 

symptoms may include: 

1) Myocardial infarction (MI) - chest discomfort with or without dyspnea, nausea, and 

diaphoresis Chronic fatigue syndrome 

2) Deep vein thrombosis (DVT) - a blood clot in a deep vein 

3) Neurological symptoms - seizures, stroke, muscle weakness, tingling or numbness in the 

hands and feet 

4) Gastrointestinal (GI) symptoms - loss of appetite, nausea, vomiting, diarrhea, and 

abdominal pain or discomfort Pancreatitis 

5) Hemothorax - collection of blood in the space between the chest wall and the lung 

6) Pneumothorax - air leaks into the space between the lungs and chest wall. 

 

4 LONG-TERM ORGAN DAMAGE IN COVID-19 (MULTI ORGAN DYSFUNCTION) 

Severe acute respiratory syndrome corona virus 2 (SARS-CoV-2) infection triggers long-lasting 

changes in the immune system, it primarily affects the lungs. Conditions associated with long 

COVID-19 infection may be the result of injury to multiple organs, including the lungs, brain, 

blood vessels, skin, nerves, kidney and heart. This can be seen as metabolic, musculoskeletal, 

cardiovascular, and neurological complications secondary to the disease. Organ damage may 

increase the risk of long-term health issues. Organ damage may increase the risk of long-term 

health issues. As per recent data COVID-19 mainly affect these organs and body parts: 

Lungs - Pneumonia associated with COVID-19 can cause long-term damage to the tiny branches 

of air tubes in the lungs, (alveoli) where the lungs and the blood exchange oxygen and carbon 

dioxide during the process of breathing in and breathing out. Scar tissue in the lungs can lead to 

long-term breathing problems. 

Heart – Patients post COVID-19 recovery have shown irreversible tissue death of the heart 

muscle, even in people who experienced only mild COVID-19 symptoms. This may increase the 

risk of Myocardial infarction (MI) resulting heart failure or other heart related life-threatening 

complications in the future. 

Brain – There are many reports where young people with COVID-19 also experienced 

neurological symptoms include muscle weakness, tingling or numbness in the hands and feet, 

and can eventually cause paralysis (Guillain-Barré syndrome), dizziness, sudden blackout, 
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confusion, delirium, seizures, stroke. COVID-19 may also increase the risk of developing 

Alzheimer's disease and Parkinson's disease. 

Kidney – Patients affected with COVID-19 can develop sudden loss of kidney function, known as 

acute kidney injury. Dialysis may be necessary in severe cases, but this type of kidney damage 

can sometimes be reversed. People with CKD are at higher risk of developing a severe symptoms 

post COVID-19 recovery. So it’s important to take all the necessary precautions to prevent 

infection. 

 

4.1 What are the Warning Signs Post COVID Recoveries? 

Some of the people may experience symptoms post recovery and persisting from 7 days to 28 

days. We suggest all to watch out warning signs of post Covid conditions such as reappearance of 

fever, chest pain, continuous shortness of breath, trouble breathing, tiredness, muscles or joints 

pain and dizziness or blackout on standing. 

  

 

##### 
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STANDARD OPERATION PROCEDURE FOR COVID-19 MANAGEMENT: COVID – 19: MILD 

DISEASE 

 

Mr. Yogesh Dewahe 

Assistant Professor, School of Pharmaceutical Science and Research SPU Balaghat 

 

Most people who develop COVID-19 fully recover, but current evidence suggests approximately 

15%-25% of people experience a variety of mid- and long-term effects after they recover from 

their initial illness. These mid- and long-term effects are collectively known as post COVID-19 

condition or “long COVID.” This Q&A will help you understand more about post COVID-19 

condition and so we can make informed decisions to protect our self and those around us. It’s 

important to remember that our understanding of post COVID-19 condition, along with COVID-

19, continues to evolve. Researchers are working with patients who develop post COVID-19 

condition to better understand more about its cause, symptoms and effects. Through this article 

we learned how to adopt standard operation procedure for COVID-19 and make a management 

plan according to situation. 

 

Standard Operation Procedure for COVID-19 Management: COVID – 19: Mild Disease 

Learning Objectives 

At the end of this chapter the student will be able to: 

1. How to adopt standard operation procedure for COVID-19.  

2. Various Condition of Covid-19.  

3. Management plan according to situation.  

4. Impact of this disease and how to fight against this disease. 

Upper respiratory tract symptoms and/or fever without shortness of breathing or hypoxia.  

Same criteria for children and young adults. 

 

Admission category:  

Home isolation (advice on OPD, day-care and / or tale-consultations) 

 

Management plan: 

Advice: 

1. Ensure adequate hydration and meal/nutrition intake. 

2. Continue to follow all personal protective measures. Children above 2 years of age can use 

face mask. 

3. Temperature monitoring 6 hourly in all (more frequent if having fever). Tepid sponging 

(tap water, not cold water) SOS. 

4. Baseline saturation (SPO2) followed by repeat record after 6 minute walking. Consult if 

baseline saturation below 94% or fall in saturation of more than 5% after 6 min walk. 

Monitor and record 6 hourly (or more frequent if having lower respiratory tract symptoms 

like fast breathing/indrawing of chest) 

5. Gargles with chlorhexidine mouth wash 6 hourly and steam inhalation as tolerates twice 

daily (under supervision of parents). 

  

Medications 

1. Tab paracetamol 500 mg SOS if temperature >100F (can take every 4-6 hourly, maximum 4 

doses in 24 hours). 10-15 mg/kg/dose for children 

2. Tab Vitamin C 500 mg once daily x 2 weeks 

3. Tab Zinc 50 mg once daily x 2 weeks (20 mg once a day for children) 
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4. 5. Tab levocetirizine 5 mg + montelukast 8 mg 1 tab once daily at night before sleep   for 5 

days if throat congestion (levocetirizine 2.5 mg + montelukast 4 mg or weight and age 

appropriate for children) 

 

Additional advise deemed appropriate for other associated symptoms such as: 

a. Tab pantoprazole (40mg) 1 tab once daily empty stomach for gastritis. (20 mg for 

children) 

b. Probiotic sachet (1 twice a day for diarrhoeal manifestation) (age appropriate for children) 

c. Throat soothing lozenges or syrup SOS 

d. Oral steroid (dexamethasone 6 mg per day or equivalent dose of methylprednisolone) in 

cases with mild symptoms but laboratory markers suggestive of inflammatory changes. 

Prednisolone 1 mg/kg/day or equivalent doses of methyl prednisolone or dexamethasone 

in children. 

 

Investigations 

Lab tests on day 3-5 of illness (Repeat if done earlier): 

1. CBC with peripheral smear 

2. CRP, Serum ferritin, Serum LDH 

3. PT, aPTT, INR, D-Dimer, Fibrinogen 

4. LFT, RFT 

5. Chest X Ray PA view if lower respiratory tract symptoms. 

 

Awake-proning: Following positions may be adapted in series, each for 30 minute to 2 

hours as tolerated. 
S No Time duration Position  

1 30 min to 2 hours Lying on belly (Prone) 

 
2 30 min to 2 hours Lying on right side (right lateral) 

 
3 30 min to 2 hours Sitting up 60-90 degree (Fowler 

position) or 

Supine 

 
4 30 min to 2 hours Lying on left side (left lateral)  

5 30 min to 2 hours Back to position 1 

(prone) 

 

 

Duration of home isolation: 10 days from symptom onset and no fever for 3 days (20 days in 

diagnosed immunocompromised states). RTPCR negative report is not needed either to finish 

home isolation or for discharge from hospital. 

 

COVID – 19: Moderate disease 

Any of following 

 Respiratory rate more than 24 in adults; (In pediatric age group: Pneumonia defined by 

respiratory rate >60/min in infants <2 months; 

 >50/min in infants 2-12 months; >40/min in 1-5 year age; >30 in older than 5 years) 

 SpO2< 94% in room air 
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Admission category: COVID Ward; Dedicated pediatric COVID ward for children 

 

Management plan 

 Oxygen support to target SpO2 > 92% 

 Anti-inflammatory agent: Steroid (oral or IV dexamethasone 6 mg od or equivalent dose of 

methylprednisolone). Prednisolone 1 mg/kg/day or equivalent doses of methyl 

prednisolone or dexamethasone in children. 

 Anticoagulation: Low molecular weight heparin 1 mg/kg per day subcutaneous in two 

divided doses. In children use LMWH only if established thrombosis. 

 Serial laboratory and radiological investigations (HRCT may be considered if worsening, 

subject to feasibility) 

 Investigations as suggested for mild disease plus additional specific tests such as blood gas, 

electrolytes (serial monitoring if persisting or worsening) 

 Additional antibiotics in cases of suspected secondary bacterial infection 

 Restrictive fluid therapy. COVID – 19: Severe disease 

 

Any of following 

 Respiratory rate more than 30 in adults (In children: pneumonia as defined under 

moderate cases plus cyanosis, grunting, severe retractions, lethargy, somnolence or 

seizures) 

 Critical disease such as ARDS, sepsis, septic shock, MODS, acute thrombosis or MIS-C in 

children 

 SpO2< 90% in room air 

 

Admission category: COVID ICU 

 Respiratory support: 

 

Consider mechanical ventilation/ HFNC/ BiPAP. Prioritize invasive ventilation if high 

work of breathing or respiratory failure 

 Prone ventilation as feasible and indicated 

 Anti-inflammatory agent: Steroid (IV dexamethasone 6 mg od or equivalent dose of 

methylprednisolone), consider methylprednisolone pulse therapy in high cytokine storm. 

 Additional antibiotics in cases of suspected secondary bacterial infection 

 Immunomodulator: Have not been found effective in most of the trials. Tocilizumab may be 

considered on case to case basis. 

 Anticoagulation: Low molecular weight heparin 1 mg/kg per day subcutaneous in two 

divided doses. 

 Restrictive fluid therapy. 

 Supportive measures: treat septic shock as per surviving sepsis or similar protocol, 

maintain euvolemia, take care of pain and optimize sedation. 

 Serial laboratory and radiological investigations (HRCT may be considered subject to 

feasibility and expected additional information) 

 Consider HFOV / ECMO in refractory cases. 

                                                     

Late complication of COVID-19 in Children 

COVID-19 associated Multisystem Inflammatory Syndrome in Children (MIS-C) or Pediatric 

Multisystem Inflammatory Syndrome 
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Children and adolescents 0–19 years of age with fever ≥3 days and two of the 
following: 

1. Rash or bilateral non-purulent conjunctivitis or muco-cutaneous inflammation 
signs (oral, hands or feet). 

2. Hypotension or shock. 
3. Features of myocardial dysfunction, pericarditis, valvulitis, or 

coronary abnormalities (including ECHO findings or elevated Troponin/ NT-pro 
BNP), 

4. Evidence of coagulopathy (by PT, PTT, elevated d-Dimers). 
5. Acute gastrointestinal problems (diarrhoea, vomiting, or abdominal pain). 

                                                                And 
Elevated markers of inflammation such as ESR, C-reactive protein, or procalcitonin. 
                                                                And 
No other obvious microbial cause of inflammation, including bacterial sepsis, 
staphylococcal or streptococcal shock syndromes. 
                                                                And 
Evidence of COVID-19 (RT-PCR, antigen test or serology positive), or likely contact with 
patients with COVID-19. 

WHO Case definition of Pediatric Multisystem Inflammatory Syndrome 

 

Tier 1 investigations 

Child is considered to have positive screen for MIS-C if both of these are present 

1. CRP>5 mg/dL and/or ESR >40 mm/hr 

2. At least one of the following: 

 Lymphopenia (absolute lymphocyte count <1000/micro L) 

 Thrombocytopenia (Platelets <150,000/ micro L) 

 Hyponatremia (S. Sodium <135 mEq/L) 

 Neutrophilia 

 Hypoalbuminemia 

If screen is positive, child should further be evaluated with tier 2 investigations (do tier 1 

and tier 2 investigation simultaneously if child presents with life threatening manifestations such 

as shock, respiratory failure, brain dysfunction, renal failure etc) 

 

Tier 2 investigations 

 Electrocardiogram (ECG) 

 Echocardiogram: quantification of LV size and systolic function using end‐diastolic 

volume (and z‐score) and ejection fraction (EF), detailed evaluation of all coronary artery 

segments for coronary artery aneurism (CAA) and normalization of coronary artery 

measurements to body surface area using z‐scores. 

 BNP/NT‐proBNP levels, Trop T 

 Inflammatory markers: CRP, Serum ferritin, Serum LDH, PT, aPTT, INR, D-Dimer, 

Fibrinogen, Procalcitonin, triglyceride and cytokins such as IL-6, IL-10 and TNF if available 

 SARS-CoV-2 Serology. 

 

Treatment 

If Life-threatening disease 

 Methyl prednisolone 1-2 mg/kg/day AND 

 IVIG 2 gm/kg over 24-48 hours 

 Anti-microbials and evaluate for tropical infections 

 Consider anakinra/ tocilizumab 

 

 



 
11 

 

If not life-threatening disease 

 Evaluate for tropical infections and consider anti-microbials 

 Methyl prednisolone 1-2 mg/kg/day OR 

 IVIG 1-2 gm/kg over 24-48 hours 

 

Antiplatelet therapy is indicated if there is thrombocytosis or CAA (Z score>2.5) 

 Aspirin 3-5 mg/kg/day (max 81 mg/day 

 

Anticoagulation is indicated if there is CAA (Z score>10), thrombosis or LVEF <35% 

 Enoxaparin: 1-2 mg/kg/day subcutaneous, target factor Xa level 0.5-1 

 

Serial monitoring with ECG (repeat 48 hrly), ECHO (7-14 days and 4-6 weeks. Cardiac MRI or CT 

scan should also be considered.  

 

Pediatric COVID-19 related frequently asked questions (FAQs) by parents and caregivers 

during coronavirus pandemic 

Q1. What measures can I take to prevent my child from having COVID-19 infection? 

It can be a confusing time and it is okay to be worried for your children. Continue to take all 

personal protective measures like frequent hand washing or hand sanitization, wear a face mask 

covering your nose, avoid crowded places, cover your mouth and nose while coughing and 

sneezing, and eat healthy. Children above 2 years of age can also wear a mask. 

 

Q2. What should I do if a family member has come COVID-19 positive? 

Do not panic. If a family member has tested coronavirus positive, then rest of the family members 

should also get themselves tested for COVID-19 and continue to take all personal protective 

measures for the next 14 days. 

If the family member has been advised home isolation, then they can stay in a separate 

room (if possible) and wear a face mask at all times along with following other protective 

measures. 

 Keep your children away from the COVID-19 positive patient. If your child is more than 2 

years old and is cooperating, then they can also wear a mask. 

 Make sure to wash their hands frequently, make them eat and drink well (home cooked 

food). 

 Check their temperature frequently, watch for development of any symptoms, and visit a 

nearby doctor if required. 

 

Q3. Do all children need to be tested for COVID-19? 

If your child is not having any flu-like symptoms after coming in close direct contact with a 

COVID-19 positive patient, then you should remain watchful for symptoms till 14 days from 

contact. 

At any point within 14 days of contact, if the child develops symptoms like fever, cough, 

runny nose, vomiting, loose stools, etc. (described in detail below), then you should get them 

tested for coronavirus. 

 

Q4. What should I do if my child has symptoms of COVID-19? 

Do not panic if your child is having flu-like symptoms (fever, cough, runny nose). It can be due to 

any other viral illness. 

 If you have not already got your child tested for COVID-19, then get it done now. 

 Continue to follow personal protective measures for yourself and your child. Give them 

home cooked food and keep them well hydrated. 

 Measure their temperature frequently. If it is more than 100 degree F, then you can do  



 
12 

 

 

 

 

 

 

 

 

 

 

 You can also give nutritional supplements to your child. 
AGE OF CHILD SYRUP ZINC (20mg/5mL) 

<6 months 2.5 mL(10 mg) once daily for 14 days 

>6 months 5 mL (20 mg) once daily for 14 days 

 

 Other nutritional supplements like syrup multivitamin, drop vitamin D, calcium can be 

given as per their doctor’s advice. 

 Be watchful for danger signs (explained below). If present, seek urgent medical advice at 

your nearest hospital. 

 

Q5. Do all children develop severe COVID-19 infection requiring admission in ICU? 

Though we are still learning about coronavirus disease, most children are asymptomatic or 

develop mild flu-like symptoms which can be treated at home. But children who have been sick 

for a long time due to other illnesses (like lung diseases, cancer, heart disease, kidney disease 

etc.) have weak immunity and are at increased risk of developing severe COVID-19 infection that 

may require ICU care. 

  

Q6. When should I admit my child to a hospital if he/she becomes COVID-19 positive? 
SIGNS AND SYMPTOMS ACTIONS 

If your child has: 

 Fever 

 Cough, runny nose 

 Vomiting, loose stools, stomach pain 

 Muscle or body pain 

 Redness of eyes, rash over body, neck 

swelling 

 CONTINUE PROVIDING HOME BASED CARE 

TO     YOUR CHILD 

 Do temperature charting 

 Continue taking personal protective 

measures 

 In case of fever, you can do tepid sponging 

and give syrup/tablet paracetamol 

 Be watchful for danger signs 

GREEN 

 
 

 

If your child has: 

 Babies up to 1 year of age with temp 

>102-degree F 

 Fever >100-degree F for more than 3 days 

 Fast breathing 

VISIT YOUR NEARBY DOCTOR 

AS SOON AS POSSIBLE 

 Continue to follow other suggestions as 

advised above. 

ORANGE 

 
If your child has ANY of the following 

signs/symptoms: 

 Indrawing of chest 

 Looks pale or blue 

 Peripheries feel cold 

 Sunken eyeballs and dry mouth 

 Not passed urine for more than 3- 4 hours 

(for children less than 5 years of age) 

 Refusing to feed 

 Looks drowsy or lethargic 

 Abnormal body movement 

YOUR CHILD NEEDS URGENT HELP, RUSH 

TO THE NEAREST HOSPITAL 

 Keep the child warm. 

 If the child is drowsy or is having abnormal 

body movements, keep them turned to their 

left side. 

RED 

 
 

WEIGHT OF CHILD PARACETAMOL DOSE FOR FEVER 

(per oral, can be repeated after every 4 hours) 

4-5 kg Syrup Paracetamol (125 mg/5 mL) 2.5 mL 

6-8 kg Syrup Paracetamol (125 mg/5 mL) 3.5-5 mL 

9-12 kg Syrup Paracetamol (250 mg/5 mL) 3-4 mL 

13-15 kg Syrup Paracetamol (250 mg/5 mL) 4-5 mL 

16-20 kg Tablet Paracetamol (500 mg). ½ tablet 

20-30 kg Tablet Paracetamol (650 mg) ½ tablet 

>30 kg Tablet Paracetamol (500 mg) 1 tablet 
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*adapted from Royal College of Paediatrics and Child Health (RCPCH) advice for parents/carers 

during coronavirus 
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Abstract - The growth of Internet usage has provided the new way of marketing and distribution 

of the goods and services. The problems in online shopping may arise at any time from entering 

the website for purchase to receiving or while using the product or even after sales service. This 

study aims to find out the problems of online consumers and provide suitable suggestions to 

overcome them. Online stores are usually available 24 hours a day and many consumers have 

internet access both at work and at home. So, it is very convenient for them to shop online. 

The purpose of this study is to examine the factors that influence the Internet users' perception 

towards online shopping. 

Keywords: Consumers Perception, online Shopping, Internet, Satisfaction of Services. 

 

1 INTRODUCTION 

Online buying is the smooth answer for busy existence in today’s world. In the beyond decade, 

there have been a large extrude with inside the manner of patron’s buying. Despite purchasers’ 

continuation to shop for from a bodily store, the customers or consumers sense very handy to 

online buying. Asia Pacific vicinity is main the boom of online buying compared to the mature 

marketplace which include the US, UK, Japan and European Countries. Online buying saves 

important time for present day human beings due to the fact they get so busy that they cannot or 

unwilling to spend tons time buying. Online buying is turning into famous and getting desire 

amongst a collection of purchasers in search of higher fee proposition concerning statistics, 

convenience, cost, choice. Like different younger Asian citizens, children in Uttar Pradesh are 

experimenting with new approaches of buying which have caused the recognition and boom of 

online buying in Uttar Pradesh. Unlike a bodily store, all the products in online shops defined via 

text, with photos, and with multimedia files. Many online shops will offer hyperlinks for tons 

more statistics approximately their product. On the opposite hand, a few online purchasers are 

an adventurous explorer, a laugh seeker, buying lover, and a few are era muddler, hate expecting 

the product to ship. Consequently, online purchaser behaviour (person movement throughout 

searching, buying, the use of products) have become a current studies vicinity for increasingly 

more researchers to recognize this specific nature of on line buying the number one purpose of a 

commercial enterprise is to provide product and offerings that excellent serve their purchaser 

desires. A commercial enterprise which fulfils the patron desires with pride thoroughly is greater 

a success than its competition as happy consumers have a tendency to make a repetitive 

purchase. Moreover, in Uttar Pradesh, online buying has been evolving rapid and has the ability 

to develop exponentially in time to come, as Internet penetration reaches a ways and huge 

throughout the agricultural areas. However, it's also real that Uttar Pradesh human beings are 

historically conservative of their technique to buying because of modernization and rapid-paced 

existence, dependence on online buying will increase. Thus, the motive of this takes a look at is to 

recognize the purchaser behaviour toward online buying, their liking, disliking, and pride level. 

 

Flipkartis an Indian e-commerce company, headquartered in Bangalore, Karnataka, India, and 

incorporated in Singapore as a private limited company. The company initially focused on online 

book sales before expanding into other product categories such as consumer electronics, fashion, 

home essentials groceries, and lifestyle products. 
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Shopsy is a small e-commerce company of flipkart which provides good things in cheap prices 

this led to a very beautiful promotion of flipkart which influenced more and more people towards 

flipkart and people put their trust in flipkart which made flipkart people more also assured to 

provide good and safe delivery service. 

 

Flipkart India’s first biggest online shopping platform. People use more flipkart because flipkart 

gives good quality and service. Flipkart provides also products reviews before purchase any 

product. And easy purchasing by flipkart. 

 

Amazonis aworld-widee-commerce company. Amazon is the world’s largest goods providing 

company. The benefit of which people can sit at home and buy their favourite things without 

spending any time and without go anywhere.Amazon takes the responsibility of its customers 

from payment till their goods reach their home, due to which people’s trust in amazon is very 

high because amazon is a trustworthy company in which there is no scam, so it is very famous all 

over the world and people all over the world buy from amazon. Amazon company advertisement 

its very well. 

 

 So that people are attracted towards him and take advantage of buying his favourite things from 

him, shop more and more. Amzon company is always ready in the service of its customers and 

allows shopping anytime and anywhere, so that the customer prefers amazon more for shopping. 

Myntra is a major Indian fashion e-commerce company headquartered in Bengaluru, Karnataka, 

India. The company launched an express delivery service on its app to offer one of a kind of 

experience by fashion & beauty product platform. Buy latest range of Myntra, Free shipping, cash 

on delivery, easy returns and exchanges on the Myntra providing service. Myntra company 

provides the facility of mostly fashion and gift related goods, due to which people are attracted 

towards it and buy from myntra. Myntra generates good facility to its customers so myntra wants 

customers do not face any problems by shopping time. 

 

2 REVIEW OF LITERATURE 

More people than before are using the web to shop for a wide variety of items, from house to 

shoes, clothes, bus ticket and airplane tickets. Now people have multiple options to choose their 

products and services while they are shopping through an online platform. 

 

HA, N. T., NGUYEN, T. L. H., PHAM, T. V., & NGUYEN, T. H. T. (2021)The study examines factors 

that influence shopping intention of online consumers in Vietnam. Studied factors include 

consumers' attitude, subjective norms, perception of behavioural control, perception of 

usefulness, perceived risks and trust. The expansion of Theory of Planned Behaviour (TPB) and 

Technology Acceptance Model (TAM) are used as basic theories. We have surveyed people who 

have experiences on online shopping. There are 836 selected questionnaires that are qualified for 

data processing. The collected data are analysed through a process which starts from scale 

reliability test to exploratory factor analysis (EFA), correlation analysis and regression analysis. 

The results show that shopping intention of online consumers are positively affected by their 

attitude, subjective norms, perception of behavioural control, perception of usefulness and trust. 

In contrast, online shopping intention is negatively affected by the perceived risks that online 

shopping could bring. Among those factors, the perception of risk is shown to have the strongest 

influence to online shopping intention. The findings of this study suggest that managers and 

retailers can apply cash-on-delivery method and design their website with user-friendly interface 

to enhance online shopping intention of consumers. The Government is also recommended to 

fulfil the law system to reduce customers' perception of financial risks.[1] 
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Dash, S., & Saji, K. B. (2008)Trust has been empirically established as one of the key attributes 

in business to customer (B2C) e-commerce. The effect of measures to build and maintain trust in 

B2C Online Shopping is subject to customer-centric behaviour factors, which cannot be 

controlled by the business firm. The present study conducted in the Indian context explores the 

role of consumer self-efficacy and website social presence in customer's adoption of B2C online 

shopping mediated by trust, perceived usefulness, and perceived risk. The most significant 

outcome of the study is that the consumer self-efficacy and website social-presence affect trust, 

perceived usefulness and perceived risk in the online customers, and in turn positively influence 

the customer's intention to purchase products online.[2] 

 

Shergill, G. S., & Chen, Z. (2005) The growing use of Internet in New Zealand provides a 

developing prospect for E-marketers. If E-marketers know the factors affecting online New 

Zealand buyers’ behaviour, and the relationships between these factors and the type of online 

buyers, then they can further develop their marketing strategies to convert potential customers 

into active ones, while retaining existent online customers. This paper is part of larger study, and 

focuses on factors which online New Zealand buyers keep in mind while shopping online. It also 

investigates how different types of online buyers perceive websites differently. This research 

found that website design, website reliability/fulfilment, website customer service and website 

security/privacy are the four dominant factors which influence consumer perceptions of online 

purchasing. The four types of online New Zealand buyers; i.e., trial, occasional, frequent and 

regular online buyers; perceived the four website factors differently. These buyers have different 

evaluations of website design and website reliability/fulfilment but similar evaluations of 

website security/privacy issues, which implies that security/privacy issues are important to 

most online buyers. The significant discrepancy in how online purchasers perceived website 

design and website reliability accounts for the difference in online purchase frequencies.[3] 

 

Javed, M. K., & Wu, M. (2020)This study empirically examines the influence of after delivery 

services on customer perception of satisfaction, trust, and repurchase intention. Data from 262 

survey respondents, analysed through structural equation modelling, indicate three critical after 

service factors related to customer satisfaction: product exchange, returns, and refunds. Analyses 

also indicate significant mediating effects of customer satisfaction and trust with after delivery 

services upon repurchase intention. Results reveal that customer satisfaction with services also 

mediate the relationship between after delivery services and consumers’ trust in the retailer. The 

findings suggest implications for management and future research directions. [4] 

 

Gupta, M., Srivastava, J. N., & Kumar, S. (2019)Purpose-So far, in India, the Internet has 

primarily been used for enabling communications between individuals through various modes 

such as e-mailing, messaging or even social networking. The potential growth of online shopping 

has triggered the idea of conducting a study on online shopping in India. This paper investigates 

various factors shaping consumer attitudes towards online buying. Design/Methodology/ 

Approach-Present study is a descriptive study; data were collected from the respondents with 

the help of a structured and undisguised questionnaire. Data gathered through the survey was 

analysed and interpreted with the help of SPSS software and tested by statistical techniques such 

as Reliability analysis, Frequencies distribution, Cross Tabulation, Factor analysis, One-way 

ANOVA. Findings-This study aims to identify factors affecting Indian consumers ’attitude toward 

shopping online. This information will surely help Internet retailers to strongly influence Indian 

shoppers’ Practical implications-These findings enable the e-commerce companies to gain 

meaningful insight into understanding the factors shaping the consumer attitude for online 

shopping. The study also provides a powerful tool for ecommerce marketers for strategy 

formulation in the areas of marketing, brand positioning etc. [5] 
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Basha, M. B., & Lal, D. (2019)The primary aim of this research identifies nine important 

determinants influencing the purchasing intentions for organically produced foods from extant 

research, with a view to understanding relational significance between these key determinants 

and those buyers from the cities of Bengaluru and Chennai in India. Data was gathered from 1300 

questionnaires (with primarily closed questions) being distributed randomly to customers of 

large supermarkets in these cities. Multiple regression analysis was used on the key 

determinants, of which: environmental concerns, health and life style, product quality, support 

towards local farmers, convenience and price, safety and trust, and subjective norms, had a 

significant influence on consumer purchase intentions. Furthermore, the lack of consumer 

accessibility to organically produced products was a major problem for industry development 

and this requires further investigation. Results also alluded to a distinct need for marketing 

professionals to focus more attention on highlighting the consumer benefits of organically 

produced foods - to rapidly grow this important market. Study implications suggest the need for 

policy makers to educate and positively promote organically produced foods to consumers. 

Further, an immediate concern for the Indian government – is to consider developing 

appropriate strategies towards stimulating market growth and motivating consumer purchase 

intentions towards increasing sustainable production and consumption of organically produced 

products across India.[6] 

 

Ahmad, A., Rahman, O., & Khan, M. N. (2016)With the increasing penetration of the Internet, 

service quality has become one of the key areas of concern for online shopping sites. Website 

service quality has become a vital factor in making e-commerce successful because comparing 

the features of products in the online environment is easier, practically free of cost, and saves on 

time in comparison to conventional offline markets. To empirically explore the critical factors 

that determine perceptions of the service quality of online shopping sites, researchers adopted 

the eTailQ scale suggested by Wolfinbarger and Gilly (2003). Web layout, web info, customer 

service, fulfilment, and privacy emerged as the critical factors affecting website service quality. 

Findings of the study are expected to provide valuable insights to academicians in better 

conceptualizing the constructs and also help marketing practitioners in fine-tuning their 

strategies by addressing the peculiar needs of the Indian online shoppers.[7] 

 

Wang, T. L. (2011, June)While on-line shopping is considered as a special type of e-service, the 

adoption rate of this service in Taiwan has been paid attention recently. The initial adoption of 

on-line shopping is the important driving force to further influence the use and continued use of 

this service. The model of Trust and technology acceptance model (TAM) in Gefen et al. has been 

well studied in on-line shopping and showed that understanding both the Internet technology 

and trust issue is important in determining behavioural intention to use. The model of Trust in 

Wu and Chen has been well discussed the consumer intention in on-lion tax. An extension of 

Trust and Attitude with TAM model would be in more comprehensive manner to understand 

behavioural intention to use on-line shopping. Furthermore, a large sample survey is used to 

empirically examine this framework.[8] 

 

Taechataratip, C. (2002)Internet shopping is concerned specifically with selling and buying 

"online" or via the Internet_ This includes activities such as information search and evaluation, 

product selection, and purchasing_ The Internet allows consumers to visit several Internet 

"stores", interact with sellers, obtain information on one or several products, and close the sale. 

[9] 

 

Punyatoya, P. (2018)Loyal customers are considered extremely valuable to any organisation. In 

order to attain customer loyalty, online retailers should take major steps that will enhance repeat 

purchase behaviour. The current research examines the impact of satisfaction with previous 

https://www.tandfonline.com/doi/abs/10.1080/15332861.2016.1144442
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interactions, perceived website quality, security and privacy policy, and online retailer credibility 

on trust towards online retailers. Then the relationship between consumer trust and loyalty 

intention was studied. The hypothesised model is validated empirically using data collected from 

334 consumers. The data were analysed using exploratory factor analysis, correlations analysis, 

confirmatory factor analysis and regression analysis. The results indicated that consumers' 

perception of website quality and online retailer's credibility have strong positive effect on 

consumer trust. Consumer satisfaction due to previous interaction with an online retailer also 

directly affects trust. Data further demonstrated that security and privacy policy directly 

influence consumer trust. In the study, trust is found to directly affect loyalty intention. The study 

adds to the understanding of the antecedents and consequences of consumer trust in the online 

shopping environment. Managerial implications and suggestions for further research are 

provided.[10] 

 

3 METHODOLOGY 

To the recognize client, conduct of newly released on line purchasing in Uttar Pradesh, we've 

undertaken a descriptive examine via a survey with the aid of using forming a self-built 

questionnaire thinking about the studies objective. A strongly conform to strongly disagree been 

used to acquire a short reaction from the respondents. Convenient non-chance sampling 

approach has been followed on this examine to collect statistics from respondents in Bareilly and 

Shahjahanpur metropolis in which approximately 50% e-trade clients in Uttar Pradesh. A handy 

sampling approach is simple to put in force and cost-powerful and more. We have entered 50 

respondents belong to exclusive age-group, student, provider holder, commercial enterprise man 

or woman and the homemaker with numerous revels in online purchasing for a non-public 

interview and 50 participated withinside the survey ensuing in 100% reaction rate. However, 

after sorting forty-nine beneficial and legitimate responses have been used for in addition 

analysis. Accumulated statistics have been analysed thru Microsoft Excel. 

 

3.1 Objectives 

 To study consumers perception online shopping  

 To study the find out what problems face while shopping online  

 To study the payment method opted by the consumer with reference to different portal  

 

The Study: The present study is exploratory research by means of primary and secondary data 

analysis in which an attempt will made to identify the responses of Internet users towards online 

shopping with the help of self-administered scale, survey on the internet questionnaire. 

 

The Sample: The sample of the study constituted of 50 respondents located at Uttar Pradesh, 

India. In the absence of sampling frame of Internet users, the sample was drawn with non-

probability judgmental sampling techniques. Only those Internet users were selected as samples 

that were frequently browsing the Internet. 

 

The Data source connected using the questionnaire: 

 

3.2 Data Analysis and interpretation 

Demographics profile of the respondents 

The respondents were categorized into several factors, such as gender, age, occupation, marital 

status. 
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Figure1. Age From Figure 1 we can interpret that majority of the respondents were below 

50 years old. 

Gender Among the respondents, we found 52% were female and 48% were male. 

 
(Source – Primary Data Figure-1) 

 

Figure 2.Occupation of the respondents 

In case of occupation, 50% of them were students, 24% of them were Employee, 16% was 

Self Employee, 10% House Wife and the rest of them were doing business (see Figure 2). 

 

 
(Source – Primary Data Figure-2) 

 

Figure 3 Marital Status 

 
(Source – Primary Data Figure-3) 

 

https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1514940#F0002
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Figure 4 People like to do online shopping100%, in which (Male 48%) like to do online 

shopping, (Female 50%) like to do online shopping. And 2% people like manual shopping. 

 
(Source – Primary Data Figure-4) 

Figure 5 People like to shop online because they do not need to go anywhere outside the 

house, they get a chance to buy favourite things sitting at home and facility of safe home 

delivery. 

 
(Source – Primary Data Figure-5) 

 

Figure 6 Age group of use online shopping. 

18 to 25age group choose online shopping respondents 36% (male 12.52%, female 

23.48%) 25 to 35 age group choosing online shopping 52% (male 27.36%, female 24.64%) 

25 to 35 age group choosing online shopping 12% (male 8.58%, female 3.42%) 

 
(Source – Primary Data Figure-6) 
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Figure 7 People related to online shopping trust on some websites, in which some 

websites are like 58% people trust on Flipkart,32% of people trust Amazon, 6% of people 

trust on Meesho and 4% of people trust on Snapdeal. 

 
(Source – Primary Data Figure-7) 

 

Figure 8 People like some things more in online shopping and buy them like, 72% of 

people prefer to buy clothes and footwear when shopping online,14% of people prefer to 

buy groceries when shopping online, 8% of girls prefer to buy cosmetic products online 

and 6% of people want to buy kitchen items, baby dippers and electronics items online. 

 
(Source – Primary Data Figure-8) 

 

Figure 9 Reasons for choosing online shoppers 36% respondents on Convince and Time 

(male 15.55% and female 24.44%), respondents on price 10% (male 8% and female 2%), 

respondents on Quality and Quantity 14% (male 6% and female 8%), respondents on 

verities and range 40% (male 20% and female 20%). 

 
(Source – Primary Data Figure-9) 
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Figure 10 Respondents do you like to shopping. 

 
(Source – Primary Data Figure-10) 

 

Figure 11 There are some people face different problems while shopping online, which 

people have told in this way in which Networking issues 22% (male 15.23%, female 

6.77%), Payment method 27% (male 13.5%,female 13.5), delivery delay 28% (male 

2.33%, female 25.67%), no any issues 23% (male 11.5%, female 11.5%). 

 
(Source – Primary Data Figure-11) 

 

Figure 12.Reviews of people related to any kind of scam while shopping online. Out of 

which 72% people say that there is no scam of any kind while shopping online and out of 

which 28% people say that there is a scam while shopping online.many people who have 

been scam while shopping online in which (male 10% and female 18%), many people with 

whom no one got scam whine shopping online. 

 
(Source – Primary Data Figure-12) 
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Figure 13 

 
(Source – Primary Data Figure-13) 

 

Figure 14 

 
(Source – Primary Data Figure-14) 

 

Figure 15 

 
(Source – Primary Data Figure-15) 

Figure 16 

Mode of payment method in online shopping 

 
(Source – Primary Data Figure-16) 
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Figure 17 

 
(Source – Primary Data Figure-17) 

 

Figure 18 

 
(Source – Primary Data Figure-18) 

 

4 FINDINGS 

With reference to the research conducted the following are the findings associated with the 

research and these are as follows: 

 There is still some fear among people regarding online shopping that they should not be 

scamming and cheated in any way, so it is necessary to make people aware of its facilities 

and services related to online shopping. 

 Most of the respondents believe that the facilities of online shopping affect the society 

but still do not like to do online shopping.  

 People are bothered to pay while shopping online, due to which they do not want to take 

the facilities to the response, people prefer cash on delivery while shopping online. 

 People say that while shopping online, I do not get the thing that is on the screen, which 

customers have to face a lot of problems in returning it later, I say that the fake site 

should be ignored and from this site shopping should be done so that there is no scam. 

 According to our survey 50% of people are enthusiastic about online shopping, they say 

that online shopping does not require them to go anywhere and saves a lot of time. 

 People believe that after online shopping. One has to wait for a long time and can be 

bought immediately by going to the market, so that have to improve its service so that 

the shopping done by the customer can reach him quickly. 

 

5 CONCLUSION 

Uttar Pradesh has the same youth (mostly under 40 years) as in other parts of our research 

segmentation. Out of which many people do online shopping to get something new and according 
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to saving time as well as do not need to go anywhere. According to the responses of the people, 

50% people trust flipkart and shop from flipkart, they say that flipkart provides very good 

products and provide good service. According to the responses of the people, 32 % of people like 

to buy from amazon and trust them, they say that amazon gives very good services in the world 

and it works on world level company, along with good product, quality is also good in this chance 

of fraud are very less and it provide good products at low process and provides good service. 

According to online shopping, some people have different reason like 40% of people do because 

of verities and range. 36% of people prefer to shop online because convince and time. 14% of 

people choose to shop online for quality and quantity. 10% of people prefer to shop online for 

good product at low prices. According to my respondents some people say that while shopping 

online there are some problems like networking site issues, people are worried about payment, 

whether online payment will be fine or cash on delivery, if the delivery time is not paid, people 

remain trouble.According to 58% of the respondents, manual shopping gives a guarantee and 

warranty on the product. According to 42% of the respondents online shopping gives a guarantee 

and warranty on the product.According to respondents 78% of people prefer to shop online and 

22% of people prefer to shop manual. 

 

6 SUGGESTIONS 

According to the responses, it is suggested that people prefer cash on delivery in online shopping, 

its convenience should be more. Return of any product should be easy, delivery should be on time 

as well, there should be big discount on more costly product so that one should be attracted 

towards online shopping in large quantities except manual shopping, the limit of delivery should 

be in every reason. There should not be any kind of fraud on the time of delivery in any place and 

in any product. 
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ANNEXURES 
 Questionnaire attached in the form of google 

forms.https://docs.google.com/forms/d/e/1FAIpQLSfMhpG2QdsmpDMF5OVEkbaZxbqz4mmlS7U6rHW9YmT7Sj9

BDQ/viewform?usp=sf_link 

 https://forms.gle/xdrksm4jqiBFMfLY6 
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Abstract - In addition to the primary research, a study on consumer behaviour in the FMCG 

sector was undertaken with chosen people in Shahjahanpur district. The goal of this study is to 

look into consumer behaviour when it comes to fast-moving consumer items. The goal of this 

study is to learn about the demographic profile of FMCG products, investigate brand awareness, 

identify variables influencing consumer purchasing decisions, and determine customer 

satisfaction with FMCG products. To obtain reliable results, the main source of information is 

collected from sample respondents using a structured questionnaire and a technique based on 

secondary and primary sources.A questionnaire was used to collect data for this study, which 

was done online using Google Forms. This survey gathers information from 50 consumers in the 

Uttar Pradesh area of Shahjahanpur. This study suggests that in order to provide good products 

and services, high levels of customer satisfaction are required.  

Keywords: Consumer behaviour, Fast Moving Consumer Products, branded.  

          

1 INTRODUCTION 

Fast-moving consumer items are ones that the ordinary customer consumes on a daily basis and 

replaces or uses up within a few days, weeks, months, or even a year. Fast Moving Consumer 

Goods, also known as Consumer-Packaged Goods, are items with a high turnover rate and a low 

price. Although the absolute profit margin on FMCG products is minimal, they are typically sold in 

high quantities, resulting in a large cumulative profit margin. Products that sell quickly and have 

a limited shelf life are known as fast-moving consumer goods or consumer packaged goods. The 

typical customer in the region consumes a varied range of products on a regular basis. 

Shahjahanpur is a district of Uttar Pradesh and this study has been done on the consumers living 

in Shahjahanpur who buy FMCG products from there and what factors influence them while 

buying the products. 

 

1.1 Fast-Moving Consumer Goods Products 

Fast-moving consumer items have a shorter shelf life, either due to high demand or because the 

product degrades quickly. Meat, fruits and vegetables, dairy products, and baked items are some 

of the most perishable consumer goods. Other items with high turnover rates include alcohol, 

cosmetics, pre-packaged foods, soft drinks, and cleaning supplies. Fast-moving consumer goods 

are items that have a short shelf life, are inexpensive, and do not require a lot of thought, time, or 

money to purchase. The profit margin on each person's fast rising consumer goods products is 

small. The sheer volume of products sold, on the other hand, makes a difference. Profit always 

equates to the number of things sold in fast-moving consumer goods. Packaged food, packaged 

toiletries, beverages, stationery, over-the-counter pharmaceuticals, cleaning and laundry 

products, plastic goods, personal care products, and lower-cost consumer electronics, such as 

mobile phones and headphones, are all included in the category of fast-moving consumer goods. 

Meat, dairy products, baked goods, fruits, and vegetables are just a few examples of perishable 

consumer goods. Store discounts and sales during holidays and other seasonal periods have a 

significant impact on FMCG sales. Oral care, hair care, skincare, cosmetics, perfume, and feminine 

hygiene are all part of the personal and home care section, which also includes paper products, 

laundry, and cleaning products for the home. Healthy beverages, staples, cereals, bread items, 

snacks, chocolate, ice cream, tea, coffee, soft drinks, processed fruits and vegetables, dairy 

products, and branded flours account for 31 percent of the total. FMCG products have 
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distinguishing characteristics such as low pricing, but they account for a major portion of the 

customer's family budget; the consumer maintains a limited inventory of these products and 

prefers to purchase them as needed; and most products are about to go bad. Strong advertising, 

as well as recommendations from neighbours and friends of the retailer or retailer, 

often pushes the consumer of a new product, i.e., a change of brand. FMCG products suit their 

needs for comfort and luxury, and they are available to all consumers with elasticity. Prices and 

income demand vary depending on the products and users.  

 

1.2 FMCG Industry 

The FMCG sector is the fourth largest in India's economy, employing over three million people, or 

roughly 5% of the country's total manufacturing employment. It is characterised by a well-

established distribution network, intense competition between the organised and unorganised 

segments, and low operational expenses. India has a competitive edge because of the availability 

of critical raw resources, lower labour costs, and a presence across the whole value chain. In 

India, the fast-growing consumer products industry began to take shape in the last fifty years. 

The fast-moving consumer goodsindustry is the backbone of the Indian economy. This field has 

an impact on all aspects of human life. The FMCG market can be divided into two categories: 

organised and unorganised. Unlike the US FMCG market, which is dominated by multinational 

corporations, India's FMCG market is highly fragmented, with unbranded, unpackaged, and 

homemade products accounting for nearly half of the market. This presents a huge opportunity 

for branded product producers and sellers who can persuade consumers to buy their products. In 

India, the FMCG sector has done well in selling items to low-and middle-income people. 

 

1.3 Top 10 companies of FMCG sector  

1) Hindustan Unilever Limited 

2) Dabur-India  

3) Nestle-India  

4) Cadbury-India  

5) AMUL  

6) Britannia Industry  

7) Asian Paints -India 

8) ITC-Indian Tobacco Company  

9) Procter & Gamble Hygiene & Health Care  

10) Marico Industry 

 

1.4 Objectives of the Study 

1. To know the demographic profile of the FMCG products. 

2. To study media through which respondents got awareness about FMCG products. 

3. To study the factors influencing purchase decision in respect of branded FMCG products 

4. To know customer’s satisfaction towards FMCG products. 

 

2 REVIEW OF LITERATURE 

Mahalingam and Nand Kumar (2012) concluded that consumer behaviour plays an important 

role in marketing. It is affected by various factors. It is influenced by a number of things. In 

today's shifting global environment, we've discovered that when it comes to purchasing things, 

customers' requirements and aspirations are inextricably linked. Researchers analysed the socio-

economic profiles and buying patterns of customers in this study, titled "A Study on Consumer 

Behaviour on Chosen Fast Moving Consumer Goods in Coimbatore City," and found the factors 

influencing the purchase of selected FMCG products by consumers. The primary data required for 

the study was collected through a questionnaire that was distributed among 400 samples 

selected from the city of Coimbatore. The tools used for the analysis are percentile analysis, chi-
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square and Garrett ranking. It was found from this study that most consumers are influenced by 

the brand and quality in the purchase of FMCG products. 

 

Muneeswaran and Vethirajan (2013) discovered that in the current consumer-oriented 

marketing system, customer behaviour is extremely important, particularly in the context of 

gender focus. The FMCG industry is made up of four product categories: personal care, home 

care, food and beverages, each of which has its own set of items with a high turnover rate and 

cheap cost. 

 

Katiyar (2014) studied the buying behaviour of consumers towards FMCG products with special 

reference to bath soap. Bath soap sales have increased in India in recent decades, and consumers 

are exploring new types of bath soap. According to research, people in rural and urban areas 

have similar attitudes toward bath soaps. 

 

Kansal and Singh (2015) studied the impact of brands on buying FMCG products. The findings 

suggest that characteristics including educational attainment, gender, occupation, and income 

have a favourable link, but family size has a negative impact on FMCG purchases. Marketers' main 

sales promotion strategies include cash discounts and free gifts. 

 

Pandey and Puntumbekar (2016) described consumer behaviour trends toward shampoo 

brands. Both male and female consumers are particularly sensitive about their image in today's 

world. Shampoos have been increasingly popular in recent decades. Commercials on television 

have had a significant effect on the purchase of shampoo. Madhya Pradesh is a small state, and 

citizens in practically all cities, regardless of their age or population, use modern products such 

as shampoo. 

 

Anandarajan (2016) studied consumer expectations for rapidly growing consumer goods in the 

Villupuram district. Face-to-face interviews with respondents were used to gather data for this 

study. The survey looked into the respondents' socioeconomic backgrounds as well as their level 

of pleasure. Consumers only buy things that are appealing to them. 

 

Pro. Gangadhar G. Hugar and Dr. M. R. Patil(2017)described in the study "Customer 

Behaviour Analysis towards Selected Fast Moving Consumer Goods with Special Reference 

to Branded Tea Powder Products: An Empirical Study from the City of Mumbai”, Brand 

preferences of tea brands were discovered in the study. A standardised questionnaire was used 

to collect data from 500 people in Mumbai. Simple percentages, chi-square, and mean were used 

to analyse the data. This indicated that the majority of the consumers in this study had a low 

opinion of tea. Brand recognition is the most important factor in a product's market success. 

 

Ms. A. Josephine Reena, Dr. R. Kanthia alias Deepak, Dr. C. Velaudham2 and Dr. M. 

Manivannan (2019) attempted to explore the impact of brand image on purchases in this study. 

This study's appropriate methodologies help to achieve the goal of FMCG items. In Salem City, a 

sample size of 200 was acquired through Kota sampling. The researcher devised a 5-point scale 

for the questionnaire. According to the conclusions of this study, the consumer's buying goal is 

influenced by brand image. According to the survey, FMCG firms place a greater emphasis on 

appealing marketing, product quality, price, product design, and ease of use. It has the ability to 

establish and improve the brand's positive image in consumers' minds. 

 

Hugher, Gangadhar G (2020) attempted to demonstrate that rising consumer interest in bath 

soaps reflects increased environmental and health consciousness. Marketers' primary goal is to 

establish relationships with customers rather than just generate sales. A strong tie between the 
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buyer and the brand is, in theory, the essence of that relationship. The nature of the branded 

product or service determines whether an individual approach or a combination of strategies 

should be used. The strategy's effectiveness hinges on a thorough understanding of market 

preference formation and the bonding process. 

 

Pooja Sisodia, Dr. Gargi Sharma (2018)explained in this study "Impact of Marketing Mix 

Fundamentals on Consumer Buying Behaviour: A Study of FMCG Products in Jaipur City" 

takes a careful viewpoint on the impact of the marketing mix on Jaipur City. The city's designated 

retail area's consumer purchasing habits. The purpose of the study's purpose is to investigate the 

impact of demographic factors on consumer purchasing behaviour and to examine the 

relationship between marketing mix and consumer purchasing behaviour in FMCG firms. The 

hypothesis based on the 4P marketing mix model was proven using one-way ANOVA and 

multiple correlation analysis. These findings have given rise to the retail marketing literature, 

which includes marketing strategies for increasing traffic and sales in supermarkets. 

 

3 RESEARCH METHODOLOGY  

3.1 Research Design 

Before examining the types of research design it is important to understand the role and purpose 

of research design. It is also necessary to know what type of research design has been prepared. 

This research is descriptive in nature as the study aims to find out the consumer buying 

behaviour for select fast moving consumer goods in Shahjahanpur district.  

 

3.2 Data Collection 

The data for the present research has been collected mainly from a primary and secondary 

source, through a structured questionnaire. The main sources of primary data from customers 

from Shahjahanpur district. It mainly depends on the primary data. Secondary data is collected 

from publications, journals, articles, research papers and website. 

 

3.3 Sampling Method and Sample Size 

The convenience sampling technique was used for the survey. Questionnaire has been filled by 

the selected respondents through Google Form by online.The sample size included substantial 

numbers in Shahjahanpur district. The selected sample size is 50. 

 

3.4 Statistical Tools and Data Analysis  

The data is analysed and tested with the help of tables, charts and graphs analysis. 

 

4 ANALYSIS AND INTERPRETATION  

A demographic profile analysis was performed. The results of the analysis are given below: 

Table 1 Demographic Variables of Fast Moving Consumer Goods Consumers. 
Sr. No.  Demographic 

Variables  

Classification 

Variables 

No. of Respondents  Percentage 

1. Age  18-25 

25-30 

30-35 

35 above 

5 Male 7 Female 

5 Male 15 Female 

1 Male 3 Female 

8 Male 6 female 

10 Male 14 Female 

10 Male 30 Female 

2 Male 6 Female 

16 Male 12 Female 

  Total 50 100 

2. Gender Male 

Female 

31 

19 

62 

38 

  Total 50 100 

3. Marital 

Status 

Married 

Unmarried 

20 

30 

40 

60 

  Total 50 100 

4. Qualification  School Level 

Degree/Diploma 

6 

21 

12 

42 
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Post Graduate 

Professional 

16 

7 

32 

14 

  Total 50 100 

5. Occupational 

Status 

Student 

Employed 

Business 

Housewife 

9 

24 

8 

9 

18 

48 

16 

18 

  Total 50 100 

6. Monthly 

Income of 

family 

10000 

10000/20000 

20000/30000 

30000 Above 

4 

6 

18 

22 

8 

12 

36 

44 

  Total 50 100 

 

4.1 Source–Primary Data 

Interpretation - An analysis of the demographic profiles of 50 percent of the respondents from 

the above table reveals that in the terms of age, in the age group of 18-25 years, 10 percent are 

males and 14 percent are females, the age group of 25-30 years, 10 percent are males and 30 

percent are females, the age group of 30-35 years, 2 percent are males and 6 percent are females, 

the age group of 30 years above, 16 percent are males and 12percent are females.In the terms of 

gender, 62 percent are men and 38 percent are women. In terms of marital status, 40 percent are 

unmarried and 60 percent are married. In terms of qualification, 12 percent are school level, 42 

percent are degreeand diploma, 32 percent are post graduate, 14 percent are professional. In 

terms of occupational status, 18 percent are students, 48 percent are employed, 16 percent are 

businessmen and businessmen and 18 percent are housewives. In terms of monthly family 

income, 8 percent of the respondents have an income of 10,000, 12 per cent have a family income 

between 10,000/20,000, 36 percent have a family income between 20,000-30,000, 44 per cent 

have a family income of more than 30,000. Therefore, we can see that we have different types of 

respondents from different demographic profiles. 

 

Table 2 You buy FMCG products. 
Sr. No.   No. of respondents  Percentage of respondents 

1.  Weekly  14 28 

2.  Two times in a week 3 6 

3.  Monthly  28 56 

4.  Two times in a month 5 10 

 Total 50 100 

 

 
Source –Primary Data Graph 2. 

 

Interpretation – From the above tableand graph, 28 percent of respondents buy FMCG products 

weekly, 6 percent of respondents buy FMCG products two times a week, 56 percent of 
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respondents buy FMCG products monthly, and 10 percent of respondents buy FMCG products 

two times a month. 

 

Table 3 Media through which respondents got awareness about FMCG products. 
Sr. No.   No. of respondents  Percentage of respondents 

1.  Departmental Store 11 22 

2.  Super Market  22 44 

3.  Kirana Store 14 28 

4.  Convenient Store  3 6 

 Total 50 100 

 

 
Source –Primary Data Graph 3. 

 

Interpretation –From the above tableand graph, 22 percent of respondents got awareness about 

FMCG products through the departmental store, 44 percent of respondents get awareness about 

FMCG products through the supermarket, 28 percent of respondents get awareness about FMCG 

products through the Kirana store, and 6 percent of respondents get awareness about FMCG 

products through convenient store. 

 

Table 4 How often discount & incentives are provided by the departmental store? 
Sr. No.   No. of respondents  Percentage of respondents 

1.  Always  3 6 

2.  Sometimes  31 62 

3.  Often 14 28 

4.  Not at all  2 4 

 Total 50 100 

 

 
Source –Primary Data Graph 4. 
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Interpretation- From the above tableand graph, 6 percent of respondents get always discount 

and incentives from the departmental store, 62 percent of respondents get sometimes, 28 

percent get often and 4 percent get not at all discount and incentives from the departmental 

store.  

 

Table 5 Who affect your preference for brand? 
Sr. No.   No. of respondents  Percentage of respondents 

1.  Family 14 28 

2.  Friends  9 18 

3.  Advertisements  19 38 

4.  Self  8 16 

 Total 50 100 

 

 
Source –Primary Data Graph 5. 

 

Interpretation- From the above table and graph, family influenced 28 percent of consumers' 

preferences for the brand, Friends influenced 18 percent of consumer preferences for the brand, 

advertisement influenced 38 percent of consumers' preferences for the brand and 16 percent of 

consumers' preferences for the brand itself 

 

Table 6 Have you bought any FMCG brands recently after coming across and 

advertisement? 
Sr. No.   No. of respondents  Percentage of respondents 

1.  Yes 42 84 

2.  No  8 16 

 Total 50 100 

 

 
Source –Primary DataGraph 6. 

 

Interpretation- From the above table and graph,84percent of the consumers have bought the 

FMCG brand after seeing the advertisement and 16 percent of the consumers have not bought the 

FMCG brand after seeing advertisement.  
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Table 7 When you find something of your choice while buying FMCG products, you get 

satisfaction. 
Sr. No.   No. of respondents  Percentage of respondents 

1.  Yes 50 100 

2.  No  0 0 

 Total 50 100 

 

 
Source –Primary Data graph 7. 

 

Interpretation- From the above table and graph100% of the consumers are satisfied with the 

FMCG product of their choice. 

 

5 CONCLUSION 

Customers' preferences change over time due to changing demands, behaviour, taste, purchasing 

style, and other factors. They've developed a high level of sensitivity to product quality and cost. 

Customers must consider and determine which items they will purchase, as there are numerous 

options accessible across brands in every product category, and FMCG firms must fulfil their 

responsibilities by planning, developing, producing, and launching new brands. Advertising was 

once thought to be the most effective promotional medium. However, for new product 

introductions, sample, product discount, and coupon approaches are preferred for impact. To 

increase their market share, FMCG companies might use techniques like sampling and product 

marketing. And it was discovered in this survey that after receiving the product of their choosing, 

every consumer is satisfied. This research revealed that, in today's market, people don't just buy 

products based on their quality but also examine them thoroughly before purchasing them. As a 

result, in today's competitive market, it's critical to understand clients' brand preferences and 

consider them when purchasing a product. 
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1 INTRODUCTION 

COVID-19 has affected lives globally in a very drastic manner. It drew negative and hampering 

effect on different aspects of business. Livelihood of people and income of businesses suffered a 

lot and there was a rise in unemployment. Dangers of COVID-19’s different new variants still 

present even today. If we can analyze the past trends of public life and business with respect to 

COVID-19, we can be more prepared for situations like this pandemic. In this paper, we are 

considering ‘Mobility’ in different sections, impact of COVID-19 on stock market and effect of 

COVID-19 on metals and non-metals.  

 

2 EFFECT OF COVID-19 ON MOBILITY IN DIFFERENT SECTIONS 

In India during COVID-19 lockdown mobility in parks, transit stations, workplaces, grocery and 

pharmacy decreased by 68%, 66%, 41% and 51%, respectively. Surprisingly residential mobility 

increased by 22%, because most of the people wanted to stay in home. [1] 

During lockdown in India, the reduction in overall mobility from baseline is seen in the 

states and union territories were Chandigarh (85%), Delhi (82%), Andaman & Nicobar Iceland 

(71%) and Maharashtra (71%). Which states  showing least reduction in mobility from baseline 

were Mizoram (34%), Arunanchal Pradesh (39%), Bihar (41%) and Manipur (41%). [1] 

Residential Places Mobility till April 30,2022 increased by 23.8% however COVID-19 

lockdown was started on March 24,2020 and just after one day residential mobility decreased by 

26.3 % . [2] 

During Lockdown and Unlock Period(COVID-19) of pandemic, residential Mobility in 

lockdown phase1 (25 march to 14 April) increased by 26.9%, during lockdown phase2(April 15 

to May 3) by 26.5%,During lockdown phase3 (May4 to May17)and 19.1% during lockdown 

phase4 ( May 18 to May 31) from baseline average, because most of the people chose to stay in 

home in lockdown. During unlock 1,residential mobility increased by 14.6%(June1 to June30) 

and during unlock 2.0 17.9%(July1 to July31).  

During Lockdown Phase – 4 residential mobility increased highly from baseline 

percentage while in all states and union territories of India decreased during phase – 1, 2 and 3.  

 

3 EFFECT OF COVID-19 ON STOCK MARKET 

There are two main stock indices in India. BSE – SENSEX and NSE – NIFTY. If we see the BSE – 

SENSEX, there was a fall of 13.2% on 23rdMarch, 2020. In NSE – NIFTY there was a fall of 29% on 

the same day. After spread of COVID – 19, stock market came in a danger, because SENSEX and 

NIFTY fell by 38%. It fell by 27.3% in stock market in the beginning of year. Stocks of tourism and 

entertainment fell more than 40%, because of strict transportation restrictions. [3]  

The fall of SENSEX and NIFTY overtook the disaster of 1992’s ‘Great Stock Market Fall’. Only 

FMCG shown positive trends, while others saw rapid fall.  

 

4 EFFECT OF COVID-19 ON METALS AND NON-METALS 

Till early March 2020 the share price of metals and mining industry fell by 10%. And individual 

companies have lost 30-50% of their market capital. Moreover, closing of sites and temporary 

shutting down of operations caused the industry production loss up to 20%. COVID – 19 has 

disrupted the already cash strapped asset-intensive metal industry. 
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Table 1 Change in the prices of commodities from 2019 to 2020 
Sr. No. Commodity Name % Change in Prices 

1. Copper 2.67 

2. Lithium 44.8 

3. Bitumin 27.26 

4. Steel 0.67 

5. Coal 26.97 

6. Cobalt 7.14 

7. Lead 9.0 

8. Nickel 11.73 

9. Iron Ore 0.50 

10. Aluminum  9.58 

11. Tin 13.38 

12. Zinc 17.53 

 

4.1 Effect of COVID-19 on Industrial Clusters  

The operations in Industrial Clusters were first temporarily and then permanently shut down. 

The labor force went into mass transit in an unmanaged way due to uncertainty of livelihood. 

This condition was bad for both, labor and industry, as both are interdependent on each other. 

 

5 RESULTS AND DISCUSSION 

COVID – 19 impacted all the industries except very few, like FMCG, in a negative way. After 

unlock industries are trying to get on the track.  

Residential mobility increased during COVID – 19 and still some industries provide 

work-from-home opportunities, which increase the residential mobility even after unlock. 

Workplace mobility is increasing as the businesses get back to normalcy. After mass vaccination 

of public, industrial operations are also running and stock markets are generally showing 

positive trends.  

 

6 CONCLUSION 

Low-cost housing facilities near Industrial Clusters can help to reduce the loss to the industry 

because asymptomatic work force 

a. Can be indulged in production 

b. Can be recalled during unlock. And it would be easier to resume the industry. 

c. System failure caused by unmanaged mass transit can be avoided.   
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