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From the Editer Desk /

Importance of Scientific Writing

The present era is the era of science. Science has undoubtedly done a great service
'I to mankind. Man, a rational being, has been curious to explore mysteries of
¥ nature and this led to many discoveries being made in various part of the world.
But he is never satisfied with the acquired knowledge and is always keen to unravelle mysteries of the
universe. He has conquered the land and air. His incredible lust for knowledge has revolutionised human
life and raised the standard of life. He was able to invent innumerable ways of making his life
comfortable and happy. Every sphere of life has been revolutionised by science.

There have been innumerable inventions. One of the greatest inventions is the invention of
medicines. There has been a series of tests carried out using animals as subjects and various medicines
have been tried out on these animals to check their efficacy. Many fatal diseases can now be cured
because we have the drug to fight those diseases. It has reduced the rate of infant mortality and increased
the life span. Before these inventions millions of people died for lack of medical care.

Science has given us many machines that have made our lives very comfortable. Buses, cars,
sewing machines, mixes, grinders, etc. are all machines that are used every day by us and the discovery
of electricity has made it possible for us to change night into day and summer into a comfortable cool
season. It is now easy to cultivate fields as we have tractors. New forms of irrigation are now being
employed. It is easier to protect the crops because of the use of various chemicals and pesticides. Even
mosquitoes can be driven away because of the discoveries made in science. It has enabled man to
entertain himself in many ways. TV, radio, video and the cinema are all popular means of entertainment.
Besides entertainment they educate the masses. Today the computer has made life even more easy for us.
The press, the means of communication, etc. have all improved because of science and its gifts to us.

Science could notreally exist, if scientists did not record every experiment performed, every data
collected, every result obtained. But scientific writing doesn't mean to only keep records of progress and
information, but to actually publish the results of studies in scientific journals. While keeping records is
quite easy to do, publishing scientific papers can be really difficult, and especially for young researchers
who are just starting to discover the world of scientific publications.

Let us think how and why journal articles are generally according greater prestige and merit
within the scientific community, relative to other forms of disseminating research findings through
venues such as books, book chapters, weblogs, and presenting papers at professional conferences.
Published journal articles typically have gone through a rigorous screening process known as blind peer
review, whereby independent experts provide the author with critical commentary and suggestions to
improve their final paper, prior to publication. Most print journals are now widely accessible over the
internet and are relatively easy for others to access. Articles submitted to journals usually appear in print
sooner than books or book chapters, and continue to be accorded greater influence in promotion and
tenure decisions within academia than alterative means of distributing information. Articles published in
peer reviewed journals are likely to remain a very important means of distributing research findings for
the foreseeable future.
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Keeping records of experiments and writing a scientific article are two very distinct tasks, but
both must be performed regularly to succeed in research. The first task consists in writing everything you
do in a notebook, which is usually provided by the institution where you work and that you cannot take
with you if you decide to leave the institution. This notebook is personal but should be understandable to
anyone who reads it. The point is to keep a record of everything that has be done, to be able to reproduce
the same results in the same conditions, not only for you but for anyone who might need to access your
data. Usually, nobody will review your notebook to make sure you are doing a good job at keeping it
updated or to make sure that the information it contains is true. This can happen however in some cases
and in particular if you try to sell a patent to another institution.

The second task consists in publishing an article in a peer-reviewed journal, which means that
you have to write papers that are clear, with a defined structure and most of all informative. The scientific
publication is then sent to reviewers who check the quality of the content and presentation and give a
recommendation for publication to the editor of the journal you chose. Scientific research writing is not
as easy as it seems, because not only must your article be clear, concise, well written, but the results of
your research must also be new, important, well developed and well discussed. The language used in a
scientific publication should also be technical enough to enable anyone to reproduce the experiments,
but casual enough to permit other scientists who are not in the same exact field of research to understand
the impact of your research. The way the results are written should then clearly state what, how and why
a study has been performed, while at he same time have style, show intelligence, vision and perspective.
Usually, scientists do not enjoy writing (the old science vs. literature duality), which complicates things
even more.

Scientific and research writing is crucial for a career in sciences. Doing research is only half of
the picture. If the results of research studies are not published and where they are published has an
important impact also — other researchers can not appreciate the value of the experiments or studies
accomplished, they cannot further build on it, the public cannot trust the information and overall science
can not develop and grow. Nowadays and in most countries, research funding are actually decided and
divided based on the number and importance of publications (the importance can be evaluated by the
impact factor, citation index or other tools). Participations at congresses such as oral or poster
presentations and patent applications are very important too, but original articles, to differentiate from
reviews and book chapters, are the most important and decisive factors for scientists. The fact that
reviewers, which are experts in the same field of research, have approved the publication of a paper,
gives it automatically credibility and authority. Considering the well known difficult and time
consuming process of revision, research articles are viewed with respect from the scientific community.
Learn how to write a quality scientific paper is thus a key factor in a scientist's career path.

- Dr. Swati Purwar
Principal
Smt. Buttu Bai Mahavidyalaya,
Oran Road, Atarra, Banda-210201 (U.P.)
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Abhinav Gaveshna

Abstract

Green marketing is beneficial for both businesses and
consumers as it helps create an environment that works
towards sustainability, conservation of resources, and
reducing environmental impact. Businesses stand to gain
from green marketing because it can help improve their public
image, increase customer loyalty, and enhance brand
recognition. This Research Paper basically deals Green
Marketing. Moreover  this paper also focuses on the
contribution of Green Marketing in company product and
strategies for Indian Product.

Keywords- Green Product, Recyclable,
Environmentally safe, eco friendly.

Introduction -

Green marketing is typically more expensive than
traditional marketing, but it does not mean that making profits is
difficult. Especially due to the increased demand for such
practices and market trends. The meaning of green marketing is
to assimilate environmentally conscious practices and
simultaneously improve the brand image by developing and
showcasing eco-friendly products. Green marketing is a
strategy where businesses focus on the sustainable and
environmentally friendly practices of their brand, products, or
charitable efforts. Green marketing works to show how a
company develops and advertises products in an
environmentally sustainable way or how they promote and
support green foundations and initiatives. It began as both a
way for companies to share their sustainable practices and a
way to show how brands have changed to address customers'
wishes for improved environmental practices.

Green Marketing Initiatives -

1. Improves credibility- The first and most important
benefit is the improved credibility of the organization. An
organization needs to have an excellent image to draw profits in
the long run. A company with a positive vision in the market will
not only attract more customers but also attract business partners
who value its credibility. If you, as an organization looking for
methods to improve the credibility of your organization, then
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using green marketing is the best option for you.

2. An opportunity to enter a new
market- It opens a new market segment for the
organization. In order to produce and sell green
products, companies are required to make
changes in their production process, replace the
material used in production with eco-friendly
material, and are required to opt for
environmental-friendly packaging for the
products. The green market is quite a new market
with less competition. You get an opportunity to
enter a new market by adopting green marketing
methods.

3. Long-term growth- Opting for eco—
friendly methods might be expensive initially, but
it is worth it for long-term growth. Green
marketing is a good option for long-term growth.
Because in the present times, more and more
people prefer ecofriendly products, and their
number is going to increase in the future.

4. Offers a Competitive Edge- Not every
company can offer to turn into an eco—friendly
company and change their processes into eco—
friendly processes. Your organization will get a
competitive advantage over all those
organizations if you decide to opt for the methods.

5. More room for innovation- When you
choose to adopt green marketing, then you are
required to recreate your production process and
change your raw material with ecofriendly raw
materials. This provides you an opportunity to
innovate your product. Moreover, along with
delivering eco-friendly benefits, you can also
offer other benefits to your customers, which will
be the cherry on the top of the cake.

6. More profit- Eco-friendly methods are
expensive, and thus it is ok for you to increase the
price of your products. People don't mind paying
a little extra as long as they are getting the right
quality product and the satisfaction of doing their
part to protect the environment. Your initial cost
of adopting green methods can be recovered in
the initial few years. You will generate more
profit than your competitors as people now prefer
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to buy environment—friendly products.
Growing of Green Marketing -

Green marketing is growing for a number
of reasons, one of which is the increasing
awareness and concern for environmental issues
among consumers. As a result, they are more
likely to seek out products and services that are
environmentally friendly and sustainable. This
trend has led companies to adopt more sustainable
business practices and engage in green marketing
in order to appeal to environmentally conscious
consumers.

Another reason for the growth of green

marketing is that there is increasing pressure on
companies to adopt sustainable practices and
reduce their environmental impact. Governments,
consumers, and other stakeholders are
increasingly demanding that companies be more
responsible in their operations and supply chains.
This has led companies to demonstrate their
commitment to sustainability and differentiate
themselves from their competitors.
Finally, the growth of green marketing can also be
attributed to technological advances that have
made it easier and more costeffective for
companies to adopt sustainable practices. As a
result, it has become increasingly viable for
companies to engage in green marketing and to
promote their environmental efforts to consumers.
Green Marketing Strategies -

There are a number of marketing strategies
that can help build an ecofriendly and sustainable
brand. Some of these include—

= Sustainable Design- Sustainable
design involves rethinking the design,
manufacturing process, or even packaging of your
products to ensure the most ethically sourced
resources and minimal waste generation.

= Responsibility- If you are choosing
green marketing as a brand strategy, you will have
to prove your sincerity by reimagining your brand
to account for its new environmental and social
responsibility.

= Green Pricing- Green products are

08/ Vol. 9, Issue 35+36, July-December, 2023



usually more expensive to account for the ethical
practices employed in producing them. You will
need to provide the specifics to your customers to
justify the rise in costs.

= Green Initiatives- Customers love
brands that put their money where their mouth is.
If you choose to support the green causes that you
care about as a brand through internal or external
initiatives, your customers will support you.
Current achievement of Green Marketing in
2023-

There are many companies that
understand the importance of green marketing
and are taking the necessary steps toward that. ..

Some of the companies that are paying
heed to environmental sustaina-bility in 2023 and
targeting environm-entally conscious consumers
quite effectively. So, let's go through some of
them—

Patagonia-

As a source of clothing and equipment for
people who love the outdoors, environmentally
conscious business practices and marketing fit
Patagonia like a glove. The popular retailer has
made all things green a prominent and consistent
part of its marketing strategy.

It's also a major supporter of the Go Green
movement —so much so that its mission statement
pledges that the company will “build the best
product, cause no unnecessary harm, and inspire
and implement solutions to the environmental
crisis.”

Patagonia also encourages eco-friendly
practices in daily life. The brand takes steps to
minimize its carbon footprint by offering
incentives to employees who take public
transportation or carpool to work. It also takes a
unique approach to reducing its manufacturing
carbon footprint. Rather than entice consumers to
upgrade to new products each year, Patagonia has
repair centers around the world to make its
products last longer.

Despite considerable efforts, the
company is not 100% ecofriendly. However,
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Patagonia is transparent about the fact that it relies
on fossil fuels for some of its deliveries, raincoat
manufacturing, and other business processes.

The lesson to be learned here is that it's
possible to have a clear purpose as a brand, as
Patagonia does, while still being transparent in
your content about business-related activities that
aren't entirely green.

Even so, it's clear by looking at the positive
reaction that the travel and lifestyle content that
consumers see is an honest reflection of passion.
IKEA-

The Swedish furniture brand tops our list
of green marketing examples because it has
created its own sustainable strategy called People
& Planet Positive. In addition to integrating
bamboo into its designs and Fair Trade and
organic foods into its product lines, IKEA is
committed to using only recycled plastic in its
products by 2030. It also makes efforts to use
sustainable cotton and wool.

IKEA's core belief as a company is that
consumers shouldn't have to choose between
stylish designs, affordable prices, and
sustainability when purchasing its products. The
company uses its online content to encourage
customers to live a more environmentally
conscious lifestyle. Its sustainable products aren't
just reliable, they also demonstrate the company's
values with eco-friendly reducing practices that
include having solar panels in 90% of its buildings
in the United States and cutting down on waste
delivered to landfills.

Hershey-

The iconic chocolate brand has repurposed
its brand image to include green marketing as a
key ingredient.

The company, which also owns a hotel and
amusement park in Hershey, PA, has made
embracing environmentally—friendly practices the
main priority — so much so that it set a goal to
reduce greenhouse gases from its own emissions
by 50% by 2025.

Hershey takes this commitment further by
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investing in renewable energy and working to cut
its manufacturing energy consumption by 20% in
10 years.

Working with suppliers to extend the
reach of Its sustainability efforts, Hershey is
encouraging Land O'Lakes and other suppliers to
reduce their energy consumption. Hersey has also
committed to buying 100% certified and
sustainable cocoa by 2025.

Ranked as one of the top 10
environmentally conscious companies in the
United States, Hershey has done more than just
follow environmental trends or employ a clever
green marketing strategy.

The company has set marketing examples
that are now being adopted by competitors like
Mars. Hershey goes a step further by repurposing
corporate products for its charity efforts.

Johnson & Johnson-

The brand behind Band-Aid and a line of
well-known baby products, Johnson & Johnson,
has created its own Environment, Health, Safety,
and Sustainability Department to finetune
internal practices. It has implemented an on-the—
job training program to make sure everyone at the
company is on the same page with core values and
key issues, and it has set sustainability goals that
include increasing product recycling to reduce
carbon emissions by 20% by 2020.

Customers can follow Johnson &
Johnson's progress toward these goals through its
online content. The company has also earned a
slew of honors and recognition for its efforts. All
of Johnson & Johnson's positive press has
resulted in a steady flow of content that has helped
to solidify its current brand image. The J&J blog
is a great example of content creation for green
marketing because it's peppered with personal
stories and articles on environmental
sustainability.

Any brand can find creative ways to show
its love for the planet and highlight its efforts to
minimize waste and save energy. If you're just
getting started with your green marketing efforts,
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focus your attention on your most visible online
content. This includes your website, social media
pages, and blog.

Social media can be an effective platform
for getting the word out about your green
endeavors because it allows you to get more
interactive with your audience. For example,
Johnson & Johnson recently launched a successful
Tumblr recycling campaign.

But you'll need more than just smart eco—
focused campaigns to connect with consumers
who prefer to do business with environmentally
aware brands. You'll also need to form an
emotional connection with your audience by
making your green efforts part of your brand's
overall narrative with consistent messaging
throughout your content.

Nike-

Nike is a marketing giant with a long
history of iconic marketing examples. So, it's no
surprise that it is an outstanding example of green
marketing.

Positioning its sustainability efforts to
preserve the future of sports, Nike started with
sports jerseys and sneakers crafted using recycled
plastics. The company expanded into eco
swimwear and a commitment to 100% renewable
energy in its manufacturing.

Most recently, with Nike's Move to Zero
and Bloom Over Doom programs, the company is
implementing systematic efforts to decrease waste
and its environmental footprint.

Sports fans who want to support the
environment have a feel-good option with Nike's
clothing with 50% recycled materials and shoes
with 20%. It's a strong example of how to integrate
fashion content into a green business strategy.
Seventh Generation-

Seventh Generation is a green business at
its core. Founded in 1988, it produces eco-friendly
personal care and cleaning products. Its mission is
“to transform the world into a healthy, sustainable,
and equitable place for the next seven
generations.”
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Consumers looking for an
environmentally friendly alternative to window
cleaner or toilet paper can often find Seventh
Generation's ecofriendly products in their
grocery store aisles.

Seventh Generation packages its plant—
based and sustainably sourced products in
environmentally friendly materials. It's also
making efforts to become a zero-waste
manufacturer by 2025.

Lego-

As landfills overflow with plastic, Lego's
strategy is smart. This company is an excellent
green marketing example because, without
environmentally positive efforts, Lego's product
could be a target of environmentalist criticism.

Instead, Lego is setting goals to make all
its core products from sustainable materials by
2030. It Is also stepping up to use renewable or
recycled materials for packaging by 2025.

The result of these green marketing
efforts is visibility as a forward-thinking
company and sustained customer loyalty. Lego
also has a program it calls Replay, where families
can donate used toys to kids who might not be
able to buy them. This reduces waste and builds
community.

The Body Shop-

Beauty is another industry that can be the
subject of environmentalists' ire. Animal
experimentation, chemicals in the manufacturing
process, and wasteful packaging have all drawn
negative attention.

The Body Shop is setting industry trends
with ecofriendly and sustainable goods. It has
become synonymous with cruelty-free and
environmentally-eonscious beauty products.

As part of its ongoing commitment to
quality products that do not mistreat animals, The
Body Shop is working on getting its complete
product collection Vegan Society—certified by
2023. This certification requires a rigorous
evaluation of every supplier and producer for all
its products. The Body Shop is also working to
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achieve 100% renewable energy.
Major Green Marketing Ideas -
1. Support Environmental Initiatives-

Host a beach clean—up event in partnership
with a local environmental organization to raise
awareness about the importance of protecting the
environment and position the company as
environmentally conscious.

2. Consider Using a Bulk Email Service-

Use a bulk email service to promote your
company's sustainable products or services and
reduce your carbon footprint while effectively
reaching a large audience.
3.Upgrade Your Equipment and Vehicles-

Upgrading your equipment and vehicles
reduces your organization's carbon footprint.

4. Use Recycled Materials-

Create a line of promotional products
made from recycled materials and use various
marketing channels to promote them and their
environmental benefits.

5. Highlight That Your Company is Eco-
Friendly-

Create a marketing campaign that
showcases your company's eco-friendly practices
and products, highlighting their environmental
benefits and appealing to environmentally
conscious consumers.

6. Investin Social Media Marketing-

Use social media to promote your
company's sustainable products and eco—friendly
practices. Opt for paid advertising and relevant
hashtags to reach a larger audience and build a
sense of community.

Problems faced by Green Marketing -

1. Green products require renewable and
recyclable material, which is costly.

2. Problems of deceptive advertising and
false claims.

3. Requires a technology, which requires
huge investments in research and development.

4. Majority of the people are not aware of
green products and their uses.

5. Majority of the consumers are not
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willing to pay a premium for green products.

6. Educating customers about the
advantages of green marketing.

Conclusion -

Green marketing also referred to as eco—
marketing or environmental marketing, is the
practice of promoting a company's products to
demonstrate their sustainability. Companies
might design sustainable packaging, create
products that reduce the consumer's carbon
footprint or use eco-friendly procedures during
the distribution process. Some companies also
use green marketing when they make public
donations to nonprofit entities that have
sustainability initiatives. Green marketing is part
of a larger societal movement toward more
sustainable and ethical business practices in
response to rapid developments in climate
change. In conclusion, green marketing is a
crucial aspect of modern businesses as it helps
raise awareness about environmental issues and
encourages consumers to make more sustainable
choices. By promoting products and practices
that are eco-friendly, companies can not only
reduce their own environmental impact, but also
contribute to a larger societal shift toward
sustainability. To learn more about green
marketing, check out Emeritus' online courses on
sales and marketing.
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Abstract

The Digital India initiative, driven by technological
innovations, aims to transform India into a digitally
empowered society through three key focuses: developing
digital infrastructure, enhancing governance and service
delivery, and empowering citizens digitally. Spearheaded by
the government, it seeks to synchronize public accountability,
deliver government services efficiently, and mobilize
information technology capabilities across departments.
However, barriers such as digital illiteracy, inadequate
infrastructure, and regulatory challenges must be addressed
fortheinitiative to reach its full potential.

Keywords: Digital India, Digital Technology, e-
Kranti, e-Governance.

Introduction -

The evolution of Information and Communication
Technology (ICT) has catalyzed a seismic shift in the fabric of
society, marking distinct epochs in human history. Our
grandparents navigated a world devoid of telephones, while our
parents were witnesses to the advent of radio and the subsequent
dominance of television as primary sources of information. In
contrast, we find ourselves entrenched in an era dominated by
the internet, where information flows seamlessly across digital
networks, shaping our interactions, perceptions, and
livelihoods. This rapid transformation, fueled by advances in
science, defense, and commerce, has ushered in the age of
digitalization a paradigm shift characterized by the convergence
oftechnology, data, and connectivity.

Digital India, a visionary program aimed at transforming the
nation into a digitally empowered society and knowledge
economy, exemplifies this era of digitalization. Through
targeted initiatives and investments, India is steadily cementing
its position as a global leader in the digital arena. Studies
conducted by the McKinsey Global Institute underscore India's
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remarkable progress, with the country outpacing
its peers in metrics such as app downloads and
internet penetration. This digital revolution is not
merely a trend but a fundamental driver of
economic growth and societal development.

The projected trajectory of India's internet
landscape is equally staggering. According to
Statista, the country is poised to become home to
1.5 billion internet users by 2040 an exponential
increase from the current figures. This
proliferation of digital connectivity holds
immense promise for economic empowerment,
social inclusion, and innovation. Moreover,
research from the World Bank highlights the
catalytic role of broadband penetration in driving
economic prosperity, with each percentage point
increase translating to significant gains in GDP
for developing nations like India.

As the internet permeates every facet of
Indian society, from rural villages to bustling
metropolises, its impact on the economy becomes
increasingly pronounced. E-commerce, digital
payments, online education, and telemedicine are
just a few examples of burgeoning digital sectors
that are reshaping traditional industries and
creating new avenues for growth. The
democratization of information and access to
services empowers individuals and businesses
alike, fostering entrepreneurship, job creation,
and economic resilience.

However, amidst the promise of a
digitally enabled future, challenges such as
digital divide, cyber-security threats, and privacy
concerns loom large. Bridging the gap between
urban and rural areas, ensuring cyber-security
resilience, and safeguarding digital privacy are
imperative for realizing the full potential of
India's digital economy. In conclusion, the
internet's transformative power is reshaping the
Indian economy, heralding an era of
unprecedented opportunity and growth. By
embracing digitalization and leveraging
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technology as a catalyst for inclusive
development, India can chart a path towards a
more prosperous and equitable future in the global
digital landscape.

Objective-

< To investigate the concept of digital
India.

< To determine the contribution of the
Indian ITBPM industry to India's GDP from FY
2009to FY 2022.

< To learn about the difficulties
encountered during the DEGITAL INDIA
implementation.

Literature Review -

Digital India: A Study of India's New-Age
e—Entrepreneurship (Arjuna Kumar Sahu 1, 2015)
Arjuna Kumar analyzes Digital India and other
projects, including the National Digital Literacy
Mission (NDLM). Mobile phone and broadband
penetration has risen dramatically, and customer
preferences have shifted. Smart City
Development in India: From Idea to Reality.
(Suresh 2016) Suresh explores planned
urbanization tactics, offers smart city
development principles, and discusses concepts
for urban transformation in India. Including
Mobile Wallet in the Customer Journey will
advance India's digital transformation (Joshi,
2016). Joshi examines the prerequisites for
utilizing a mobile wallet, including cognition,
knowledge, and legal consequences. Banks that
provide this service should focus on spreading
awareness of it. Because more than 75% (or more
than 100 core) of the population owns a mobile
phone, every mobile user must utilize a mobile
wallet.

The widespread use of mobile wallets is an
important aspect of Digital India. Reviewing
India's Healthcare Services Digitization (Joshi,
2016) Joshi is attempting to grasp the conceptual
foundations and big picture of the present global
and Indian trend in digital health care. This
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research also covers the challenges and
difficulties associated with India's health-eare
system's digitization. A study on the use of digital
locker technology in the district of Vadodara
(Singh, 2016) Singh focused on the notion of the
digital locker. It has been recommended that this
country conduct a campaign to promote
awareness of digital lockers, which are an
important component of Digital India.

India's digital knowledge café, Green Tab
2016's Bharat Bhagtani Bharat examines the
advantages of the e-ibrary business model
through primary research. According to the
author, it will break even in two years. E—
Government: Using technology to reform
government (Raghavendra Kulkarni, 2016) In his
explanation and analysis of the characteristics,
benefits, and difficulties of implementing e—
governance, Raghavendra Kulkarni The two key
benefits of e-governance are accelerated public
service delivery and improved transparency.

EXKranti : Electronic service delivery
(Sarkar, 2016) Sarkar emphasises the benefits and
characteristics of E-Kranti. With the program's
review, there will be a greater need for IT
equipment. To meet this need, the E governance
should adopt a realistic strategy based on
previous Ne GP experience. Realizing a Digital
India (Chowdhary, 2016) The opinions of
Debjani Ghosh, vice president of sales and
marketing and managing director of Intel South,
were discussed in a piece by Sudhir Chowdhary.

Educating the Public About IT Skills:
(Ahaskar, 2016) Abhijit Ahaskar emphasises
DISHA, a federal programme that would provide
IT training to more than 50 lakh people by 2018.
The Economic Growth Model Will Change Due
to Digitization: Nilekani (The Hindu, 2016) (The
Hindu, 2016) According to Mr. Nilekani, the
integration of Aadhar, the Jan Dhan Yojana, and
smartphones, among other things, are the "tipping
point" of transforming how the economy grows
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and sharing other benefits of digitalisation, as
explained by the Bureau of the Hindu Business
Line.

Methodology-

The study is founded on secondary
information that has been found online, in
magazines, and in journals. A conceptual
document, that is. Knowing more about the idea,
its use, and the effects on the economy is the main
goal. As aresult, this article uses qualitative data.
Concept of Digital India -

The Indian government's ambitious
"Digital India" campaign represents a concerted
effort to modernize the nation's infrastructure and
ensure the widespread availability of electronic
services to its populace. By prioritizing the
improvement of online infrastructure, expanding
internet connectivity, and promoting digital
literacy, the program aims to bridge the digital
divide and foster technological advancement
across the country. Central to its objectives is the
ambitious task of connecting rural areas to high—
speed internet networks, thereby democratizing
access to information and opportunities.

With its three foundational pillars
developing a secure and reliable digital
infrastructure, enabling online delivery of public
services, and promoting broad digital
literacy—the Digital India initiative aspires to
usher in a new era of socio—economic
transformation. Embodying the ethos of "power to
empower," the program seeks to empower citizens
by providing them with digital tools and resources
to enhance their lives and livelihoods.

At its core, the Digital India initiative
envisions leveraging technology as a catalyst for
progress across various sectors, including
governance, education, healthcare, and
commerce. By facilitating the seamless delivery
of government services online and empowering
citizens to access information and participate in
digital governance, the program aims to enhance
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Share of Information technology/business process management sector in the GDP of
India from financial year 2009 to 2022
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transparency, efficiency, and accountability in
public administration.

Moreover, the Digital India campaign
recognizes the strategic importance of fostering
growth in the electronics industry, encompassing
services, goods, manufacturing, and job creation.
By nurturing a vibrant digital ecosystem, the
initiative aims to unlock new economic
opportunities, drive innovation, and propel India
towards becoming a global leader in technology
and innovation.

Beyond its economic implications, the
Digital India program holds profound social
significance, aiming to improve digital literacy
and empower marginalized communities with the
tools and skills needed to thrive in the digital age.
By bridging the digital divide and ensuring
inclusive access to digital resources, the initiative
seeks to create a more equitable and inclusive
society. In essence, the Digital India initiative
represents a bold vision for the future one where
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technology serves as a catalyst for inclusive
growth, empowerment, and prosperity. Through
targeted investments in digital infrastructure,
education, and innovation, the program aims to
transform India into a technologically advanced,
knowledge-driven economy, thereby positioning
the country for success in the digital era and
beyond.

Contribution of Indian IT-BPM Industry in
GDP of India Fy-2009-2022-

The business process management (BPM)
industry holds considerable significance in India,
as the country stands out as one of the premier
offshoring destinations for numerous IT
organizations worldwide. Contributing
significantly to the national economy, in the fiscal
year 2022, the information technology/business
process management (ITBPM) sector accounted
for approximately 7.4% of the country's Gross
Domestic Product (GDP). Contrary to common
misconception, BPM is not merely a process but
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rather a comprehensive discipline encompassing
various techniques aimed at enhancing,
analyzing, automating, and improving business
processes. Notably, in the fiscal year 2018, the
export value of ITBPM services surpassed that of
software and engineering services combined,
both within India and internationally,
underscoring the industry's pivotal role in
generating revenue. Moreover, the sector has also
contributed significantly to the domestic
economy, generating substantial revenue within
the country. Employment opportunities provided
by the ITBPM sector have been substantial, with
over three million individuals directly employed
in the field within the nation during the fiscal year