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A STUDY ON INSTAGRAM AS A MARKETING TOOL WITH 

REFERENCE TO LIFESTYLE PRODUCTS: CUSTOMERS’ 

PERSPECTIVE 

 

 

 

 

ABSTRACT 

This study was conducted to determine the impact that Instagram Marketing has towards the 

purchase decision of lifestyle products of consumers. In today’s world, with digitisation 

coming into the picture and technology booming, shopping online has become an important 

activity for everyone. People have started leveraging the buying and selling service that 

Instagram has started providing through its business accounts for lifestyle products. The study 

is aimed at understanding the effect of celebrity endorsements, offers and discounts, appeal of 

the ads and price difference on the purchase decision of people for lifestyle products. According 

to the results from this study, in general, social   media   marketing   relies   heavily   on   

Instagram and the purchasing behaviour of the consumers are more likely to have a positive 

effect for a business when using social media platforms for marketing strategies.  

KEYWORDS: Social media, Instagram Marketing, Discounts, Online Shopping, Lifestyle 

products, Advertising, Influencer Marketing. 

INTRODUCTION 

Social Media has occupied an important position as a communication tool. It is all about 

facilitating people to express and share ideas, thoughts and opinions with others. People across 

the world use social media to connect other people or organisations. The latest trend in 

marketing is the introduction of social media. Now-a-days Social media had become very 

strong tool in influencing buying decisions of consumer. A large section of the audience gets 

to know your brand through the content that is distributed on social media, in this way people 

get to know about your product. The main aim of this study is to observe in what way social 

media will affect the final consumer behaviour among person who mostly uses social media 

websites. The study has also undertaken to analyse how Instagram is used as a marketing tool 
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in the buying decisions of general public and the factors that motivate them to shop through 

these social media platforms. 

Marketing is a well-improved method or act that regularly changes the rules based on the 

necessity of promoting and marketing products and services. It makes the customers aware of 

your products or services, involves them, and helps them make the buying decision. Unlike the 

past, traditional marketing strategy such as television commercials and newspaper 

advertisements do not give much impact to the customers these days. The rising of these new 

technologies does not only affect our living style but also created a new marketing strategy for 

marketers to promote and sell their products. 

Instagram is a photo and video sharing social networking service founded in Oct 6, 2010 by 

Kelvin Systrom and Mike Krieger and later acquired by American company. It is a mobile 

application, which allows users to share their photos and videos to their followers. Instagram 

allows users to snap photo or video anywhere they are at any time and share it with their 

followers nationally and also internationally. Instagram is a word combination of “instant” and 

“telegram”. In 2012, Facebook have offered 530m cash and 23million of its shares to Instagram 

and the deal was finalized very soon after the offer. Instagram is said to be 3rdmost popular 

social networking among the college students in US. 

INSTAGRAM AS A MARKETING TOOL 

As the marketing approach trend move from the traditional marketing strategy to social 

network marketing strategy, many companies have started to take part in promoting the 

company’s brand through several social networking sites. Hence, the social networking site 

that best fit the marketing strategy is the “Instagram”. A lot of firms worldwide are using 

Instagram as a platform to promote and sell its products and services. Amongst the social 

networking sites which remain popular and currently being used, Instagram is a very major 

player and is widely used through mobile devices as an application. It has given marketers a 

unique platform to relate with their customers. The popularity of Instagram is rising day by 

day. Besides being well known among the young people who are active in social media, 

Instagram is also getting more popular in the business industry. 

INSTAGRAM AS A FASTEST GROWING MARKET AMONG CONSUMERS 

In the last few years, Instagram has become a very popular website today. Over half of all 18- 

30 years old are on Instagram. It is used by 48.8 per cent of brands by 2017 and now it is raised 

to 70.7 per cent in 2021. Instagram curved its features focus to creating a better consumer 
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shopping experience. 70per cent of shoppers look to Instagram for their next purchase. For 

various people on Instagram, shopping is an enjoyable way to get inspired and connect with 

new and interesting brands. Connecting people in an instant and effective way is what makes 

Instagram so powerful. 

OBJECTIVES OF THE STUDY 

1. To study different marketing tools especially digital ones available for marketing. 

2. To evaluate the opinions and perceptions of consumers about Instagram as a marketing 

tool with reference to Lifestyle products. 

3. To find out the impact of Instagram as a marketing tool on purchase decisions of 

consumers for Lifestyle products. 

RESEARCH METHODOLOGY 

Present research paper reviews certain studies to gain a better understanding of how Instagram 

is used as a marketing tool. For secondary data researcher attempted to evaluate some e-

journals, e-research papers and e-magazines. Some of the research articles are also reviewed. 

All this has helped the researcher to thoroughly understand the topic and pen down some 

important points for the present study. For gathering first-hand information, primary data will 

be collected through questionnaire methods. A structured questionnaire is used to administer 

responses of the consumers between the age group of 18-45 and above. The sampling method 

used for the study is Snowball and Convenience sampling. The primary data gathered from 

these respondents is statistical analysed and tested and will further be presented in the form of 

graphs and charts to make it more explanatory. Researcher have made an attempt to use 

descriptive analysis to represent the data in the study. 

LITERATURE REVIEW 

Numila Mia (2015), in the article titled “Successful social media marketing on Instagram.” 

exhibited about the focus on Instagram and how it can be used effectively as a part of the 

company’s social media marketing strategy. Based on the results of the study, it is said that 

there are 65 per cent of the world’s top brands that have Instagram accounts to increase its 

profits and to make more businesses out of the company. It also highlights that companies use 

Instagram not as a sales promotion tool but as an opportunity to show the brand and the 

company behind-the scenes. The findings deepened the knowledge about the subject of social 

media marketing and about Instagram in specific. The findings had most certainly come in 

handy in both personal and business use of Instagram. Hence, this research paper discussed 
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that how Instagram has become a favourable platform for marketers to market a product or 

service. 

J. Holmes (2017), states that Instagram evolved from solely being a platform for social 

networking to a possible source of income. Using the concept of sharing on this popular forum 

issuing it in so many different ways. A lot of businesses gathered here to utilize their services 

and reach out to the user base of millions. Big brand names to small closet shops, you can find 

the whole lot amongst the thousands of user profiles that use Instagram for business. Brands 

have been using Instagram to market their product and make their presence valid on this using 

Instagram is an extremely convenient way to show your products to a huge potential customer 

base. People need to be able to see what is on offer in order to know if they want to buy it. It is 

like a free advertising tool for your products and services. This author stated that this will 

automatically reach out to more people if they are actually quality content and also this will 

then generate more customers for the business.  

Sjöberg Annette (2017), the main purpose of this study is to use benchmarking to identify 

concrete actions that can be used to influence brand awareness in social media platforms 

Facebook and Instagram. Facebook and Instagram were selected to be investigated firstly, 

because both platforms are actively used for marketing purposes. According to latest statistics, 

brands are still getting three times more engagement in Instagram than in Facebook, which 

encourages marketers to put more emphasis on Instagram. Decision was supported by the fact 

that Facebook and Instagram are regarded as some of the most important social media 

platforms worldwide and actively used for marketing purposes by the case company and 

benchmarked brands. 
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DISCUSSION OF THE STUDY 

Chart 1.1 

Use of social media 

 
Source: Primary data collection 2023. 

The social media economy is the fastest growing and changing phenomenon of our time. This 

has become one of the primary Internet usage goals of individuals, has become an important 

channel for various businesses adopting a customer-focused approach. According to the chart 

4.5 shown above, all the respondents are using social media. All the respondents, i.e., 50 per 

cent male and 50per cent female have agreed that they use social media regularly for different 

reasons. Most of the people use social media either on their mobile phones or computers. So 

social media is very much popular among the people and almost everyone uses it for various 

purposes such as making friends, chatting, for information and for shopping etc. 

Chart 1.2 

Average Time Spent on social media 

 
Source: Primary data collection 2023. 
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In this research study out of 120 responses it was observed that 5 per cent of male and 34 per 

cent of female respondents spend less than 2 hours on social media. 75 per cent of male and 56 

per cent of female respondents spend 2-5 hours on social media. 18 per cent of male and 10 per 

cent of female respondents spend 6-8 hours on social media. Only 2 per cent of male 

respondents expressed that they spend more than 8 hours on social media. Looking at the 

figures we can say that both men and women are equally inclined towards the use of social 

media. An average time spent by individual on social media platforms is about 2-5 hours, hence 

it can be concluded that a large number of people spend a good amount of time using social 

media whether men or women. 

Chart 1.3 

Preference of Social Media Platform for Online Shopping 

 
Source: Primary data collection 2023. 

Online shopping sites contain wide variety of goods both high quality and mild quality keeping 

in mind the level of people. According to the above chart 4.10, 95 per cent of the respondents 

prefer social media for online shopping whereas only 5 per cent of the respondents do not prefer 

social media for online shopping.  

 

 

 

 

 

95%

5%

YES NO



In-Quest: Students’ Research Compendium 2023-24 
  

7 
 

Chart 1.4 

Social media platform used for online shopping 

Source: Primary data collection 2023. 

Consumers state that they are most likely to make purchases on Facebook, Instagram, YouTube, 

WhatsApp, etc. According to the above chart 4.11,96 per cent of the males and 68 per cent of 

the females use Instagram for making online purchases. 10 per cent of male and 2 per cent of 

the females prefer WhatsApp for shopping online.7 per cent of the male and 2 per cent of the 

females follow Facebook for online shopping whereas only 15 per cent of the females follow 

YouTube for shopping online. 

Chart 1.5 

Purchase of products followed on Instagram 

 
Source: Primary data collection 2023. 

According to the above chart 4.13. 90 per cent of the respondents agreed that they make 

purchase of the above products listed in the chart 4.12 since they follow them on Instagram. 

Only 10 per cent of the respondents said that they don’t make purchases of the products that 

they follow. 
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Chart 1.6 

Influence of advertisements/blogs/posts/user reviews of Instagram on trying new brands, 

products or services 

 
Source: Primary data collection 2023. 

Consumers knowingly or unknowingly are being influenced by the various techniques of the 

influencers; thus, it is crucial to take both the influencers into account in order to deeply analyse 

the subject. According to the above chart, 72 per cent of the respondents strongly agree that 

they get influenced to try new brands and products through reviews on Instagram. 19 per cent 

of the respondents agree that they get influenced by the reviews posted on the Instagram. Only 

9 per cent of the respondents have no specific opinion to express about the influence of 

Instagram to try new brands. 

Chart 1.7 

Instagram as an Effective Marketing Tool 

 
Source: Primary data collection 2023. 
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Visual content is the best way to connect with the customers, and Instagram focuses solely on 

a high-end visual experience. According to the above chart 4.16, 75 per cent of the respondents 

said that Instagram is very effective as a marketing tool. 23 per cent of the respondents said 

that Instagram is an effective tool for marketing. Only 2 per cent of the respondents stated that 

they do not have an opinion regarding effectiveness of Instagram as a marketing tool. 

Chart 1.8 

Reading of reviews posted on Instagram before purchasing a product online 

 
Source: Primary data collection 2023. 

People read online reviews before they shop and also pay more attention for the products of a 

brand with good reviews. As per the chart 4.17, 86 per cent of the respondents said that they 

always read the reviews posted on Instagram before making a purchase. 10 per cent of the 

respondents said that they read the reviews sometimes. Only 4 per cent of the respondents 

mentioned that they never read the reviews as they feel it may not affect or influence their 

purchase decision. 

Chart 1.9 

Providing reviews after purchasing a product 

 
Source: Primary data collection 2023. 

Collecting customer reviews will help product growth, customer success, customer support, 

and marketing teams to understand or modify the product as per consumer demand. According 

to the above chart 4.18, 69 per cent of the respondents said that they provide reviews after 

purchasing a product online. 22 per cent of the respondents are not sure about providing reviews 
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after purchase. Only 9 per cent of the respondents said that they are not interested in providing 

reviews after making a purchase of a product online. 

HYPOTHESIS TESTING 

Null Hypothesis (H0): There is no significant association between the use of social media and 

the number of purchases made online. 

Alternate Hypothesis (H1): There is a significant association between the use of social media 

and the number of purchases made online. 

Variables: 

Use of social media- Facebook, Instagram, WhatsApp, YouTube. 

Preference of social media for online shopping- Yes, No 

Calculation of chi-square test: 

Table no. 4.1 

Observed Frequencies 

Use of social media 

Preference of social media for 

online shopping Grand 

Total 
Yes No 

Facebook 04 0 04 

Instagram 95 04 99 

WhatsApp 6 01 08 

YouTube 06 03 09 

Grand Total 112 08 120 

 

Table no. 4.2 

Expected Frequencies 

Use of social media 

Preference of social media for 

online shopping Grand 

Total 
Yes No 

Facebook 3.73 0.27 04 

Instagram 92.4 6.6 99 

WhatsApp 7.47 0.53 08 

YouTube 8.4 0.6 09 

Grand Total 112 08 120 
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P value of Chi Square test is calculated by applying following excel formula. 

P Value= CHITEST (actual_range,expected_range). P Value=0.00795 

Thus, the obtained p value by applying above formula is 0.00795. Since the P value 

(0.00795) is smaller than the value 0.05, we reject the Null Hypothesis. Thus, we can conclude 

that there is a significant association between the use of social media and the number of 

purchases made online. 

SUGGESTIONS 

1. According to researcher, Instagram marketing enables marketers to build relations with 

customers and prospects, helps to promote their businesses as Instagram is mostly based 

on communication through visual elements like images and videos as it creates a totally 

new way for marketers to communicate to customers. 

2. It should also try to encourage the small entrepreneurs or startups who have started their 

business newly by allowing them to promote their brand and business through Instagram 

and also by cooperating in bringing the customers to their doorstep with different ideas. 

3. Advertisements on social media (Instagram) should be made more attractive and innovative 

so that more people will be paying attention towards it. 

4. Through the research study, it is found that offers and discounts available on Instagram is 

the factor that motivates consumers to shop through social media platforms hence, many 

offers and discounts should be made on products and services in these platforms, so that 

many of the people will be motivated to shop through these media. 

5. Instagram is understood to be a very useful marketing tool in this period it also faces some 

disadvantages as this platform is not a private, as the comments between the customer and 

marketer are shown on the page so some precautions must be taken on this criterion.  

6. Government should provide guidelines on fake pages circulating on Instagram, so the user 

will know about the authenticity of the fake pages during online shopping. 

7. Government should also prevent consumers from influencers sharing misleading 

endorsements, fake reviews of products, to influence consumers on these social media 

platforms. It should be made compulsory that the product and service must actually been 

used or experienced by the endorser or influencer. 

8. Businesses have started to increasingly put importance on social media marketing. Yet, very 

little research has been conducted on Instagram marketing for business purposes. 
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9. In terms of the future research there is no doubt that having a successful and strong social 

media marketing strategy will get tougher. 

CONCLUSION  

It can be concluded from the study that there are Instagram plays a vital role in online 

businesses while majority of the respondents  are  of  the  view  that  Instagram  has  a  great  

role  in  buying  and  selling things,   people   were   enjoying   online   shopping, they   like   

the   marketer's strategy to promote brands through social media networking. The impact  of  

social  media  marketing  on  the  general  public  has  been  seen  in  different phases of life. 

Firstly, it changes the state of mind of the community, they are now into online shopping rather 

than traditional shopping they find new  trends  and  fashion  through  social  media  sites  so  

this  reliable  social media network has completely changed the way of thinking of the general 

public. 
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AWARENESS AND IMPORTANCE OF LABELS (EXPIRY & 

NUTRITION) WITH REFERENCE TO FOOD AND COSMETIC 

PRODUCTS 

 

 

 

ABSTRACT 

This research paper extensively explores the pivotal role of labels in shaping consumer 

purchase decisions for food and cosmetic products. It emphasizes the comprehensive nature of 

labels, spanning packaging and labelling variables, as essential mediums of communication. 

The study highlights the multifaceted purposes of labels, ranging from legal compliance to 

advertising and product identification. 

Particularly, the paper underscores the significance of food labels in direct communication 

between buyers and sellers, fulfilling legal requirements for consumer health and safety. Food 

labels are recognized as crucial tools for disseminating nutrition information, empowering 

consumers to make informed and healthier choices. The research extends its focus to cosmetic 

products, acknowledging their impact on mood, appearance, and self-esteem. It emphasizes the 

challenges consumers face, such as allergies, and stresses the role of clear labelling in 

alleviating concerns during the purchasing process. 

Furthermore, the study acknowledges the potential of labels to serve as powerful sales tools, 

influencing consumer decisions and fostering brand loyalty. The problem statement 

emphasizes the critical importance of labels in the marketing strategy of food and cosmetic 

products. The research aims to investigate the impact of packaging and labelling variables on 

customer purchasing behavior, with a specific focus on expiry and nutrition information. The 

paper proposes a comprehensive study to understand the awareness and importance of labels, 

shedding light on their role in shaping consumer choices within the dynamic market landscape. 

KEY WORDS: Labels, Packaging and Labelling Variables, Consumer Purchase Decisions, 

Food and Cosmetic Products, Nutrition Information 
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INTRODUCTION 

Present study explores the intricate role of labels in the context of packaging and labelling 

variables, particularly within the realm of food and cosmetic products. Labels, whether 

composed of paper, polymer, cloth, metal, or other materials, are integral components attached 

to containers, conveying a plethora of information such as ingredients, expiry date, batch 

number, calories, product and company names, pricing, and nutritional content. 

The study underscores the diverse functions of labels, ranging from legal compliance to 

advertising and product identification. Emphasis is placed on the importance of labels in 

providing authentic information, although they do not reveal details about working techniques 

or machinery used. Some labels incorporate protective measures like overcoats, laminates, or 

tape. Despite the challenges of application, companies often employ label machines for 

efficiency. 

Labelling is recognized as a form of communication, fulfilling legal requirements for consumer 

health and safety. The focus extends to food labels, deemed crucial for disseminating nutrition 

information and aiding consumers in making informed, healthier choices. The text stresses the 

impact of labels on pre- and post-purchase decision-making, creating a favorable environment 

for healthy choices within communities. 

The exploration extends to cosmetic products, acknowledging their influence on mood, 

appearance, and self-esteem. Clear labelling is deemed essential, particularly for consumers 

with allergies. The text highlights the role of labels as sales tools, influencing consumer 

decisions and fostering brand loyalty. 

The problem statement underscores the critical importance of labels in the marketing strategy 

of food and cosmetic products. The research aims to investigate the impact of packaging and 

labelling variables on customer purchasing behavior, with a focus on expiry and nutrition 

information. The proposed study seeks to understand the awareness and importance of labels, 

shedding light on their role in shaping consumer choices in the dynamic market landscape. 

Beyond physical health, the text delves into the role of cosmetics in enhancing mood, 

appearance, and self-esteem. It addresses challenges faced by consumers, such as allergies, 

emphasizing the need for clear labelling to alleviate concerns during the purchasing process. 

The study recognizes the potential of labels to provide crucial information, aid in product 

differentiation, and enhance living standards. 
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Study strives underlining the importance of labels as a useful sales tool, with advancements in 

label manufacturing facilitating cross-brand marketing, recipe information, couponing, 

sweepstakes, and gaming. Overall, it advocates for coherent labelling to improve consumer 

learning and commitment, aligning with the paramount importance of food welfare and 

allergen-avoidant consumer preferences. 

OBJECTIVES OF THE STUDY 

1. To study the awareness and importance of labels among people (Expiry & Nutritional) 

with reference to food and cosmetic products. 

2. To study the impact on purchase decisions of people with respect to expiry dates and 

nutritional facts. 

METHODOLOGY OF THE STUDY 

In this research, a dual approach will be employed for data collection, encompassing both 

secondary and primary data sources. The researcher sourced secondary data from various 

platforms, including internet sites, books, e-research papers, and e-journals. For primary data 

collection, a structured questionnaire was developed and administered to respondents. The 

questionnaire, crafted with both open-ended and close-ended questions, was implemented 

using Google Forms and disseminated through email and social media channels. The sample 

for the study was selected using a combination of convenience and snowball sampling methods. 

There were total 80 respondents divided equally according to their age and gender. To derive 

meaningful insights from the collected data, a comprehensive analysis was conducted using 

statistical techniques such as the Chi-square method, alongside descriptive frequency analysis, 

graphs, diagrams, and interpretations. 

LITERATURE REVIEW 

In a study conducted by Raja M Shankar Anand, N. Anisha, and Divya (2019), food labels 

were identified as crucial tools for promoting a stable diet and community health. The research 

aimed to create awareness among consumers to discern the link between diet and disease. 

Findings revealed that 75 percent of respondents focused on food labels, with only 1 percent 

utilizing nutritional data. Marital status, education level, age, gender, and household size were 

identified as factors influencing nutritional label use. Women exhibited greater health 

consciousness, often considering weight and appearance in their food choices. The study also 

highlighted concerns about firms hiding nutritional values, emphasizing the need for easily 

understandable nutritional information, with the Multi Traffic Light (MTL) system proving 
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effective. Dharchana S. and Kanchanadevi P. (2019) explored changes in Indian consumers' 

food consumption behavior, emphasizing the importance of comprehensive and accessible 

information on labels. Government intervention in food labelling was discussed in the context 

of improving health, safety, and minimizing environmental hazards. The study also delved into 

organic food labeling guidelines and emphasized the significant relationship between food 

habits and reading nutritional labels. 

In her research dissertation, Dudhate Uttamrao Ayodhya (2017) focused on food regulation 

in India, aiming to safeguard consumer health and maintain dietary quality. Food labels were 

found to influence both pre-purchase and post-purchase decision-making. The study 

highlighted numeric and non-numeric formats for presenting nutrition information, with 

authorized nutrition claims identified. The research also explored consumer attitudes toward 

food labels, revealing that a majority (55.9%) read labels most of the time, emphasizing 

compliance with FSSAI regulations in the Indian biscuit market. 

DISCUSSION OF THE STUDY 

Demographics of an individual carry a lot of importance when it comes to making retail 

purchases. The present study too tries to understand if the gender as an important element of 

demographics has any relevance with regard to awareness and importance of nutritional labels 

of food and cosmetic products.  

Chart 1.1 

Gender-wise classification of the respondents 

 
Source: Primary data collection 2023 

From the above chart 1.1, it can be observed that the present research has equal number of 

respondents selected according to the gender. It includes 50 per cent of male respondents and 

50 per cent of female respondents. Respondents seem to be aware about the importance of 

50%50%
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FEMALE
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nutritional value and expiry dates on labels of food and cosmetic products irrespective of their 

gender.  

Chart 1.2 

Importance of label on packaged products 

 
Source: Primary data collection 2023 

The label on a product allows the customer to know what is in the food they are consuming or 

the product they are using. This allows the consumer to know how healthy, or unhealthy, the 

product is. It's also important to demonstrate the ingredients for those who may be allergic to 

certain ingredients. According to chart 1.2, 96 per cent of the respondents mentioned that labels 

on packages of food and cosmetic products are important while the remaining 4 per cent of the 

respondents felt that labels on products do not seem to be important 

Chart 1.3 

Importance of reading a label before buying products 

Source: Primary data collection 2023 
 

Labels help us make learned decisions towards choosing good, nutritional, and healthy 

products. Knowing how to read food labels also assures that we get more value for our money 

and protects us from incorrect claims on the product packs. From the above chart 1.3 it can be 
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understood that 97 per cent of the respondents read the label on food and cosmetic products 

while 3 per cent of respondents do not read labels of products they buy. 

Chart 1.4 

Awareness about type of information on products 

              
Source: Primary data collection 2023 

The information provided on the label should be comprehensive and exact so the consumer can 

easily read and understand it. The main purpose of the ingredient label is to inform consumers 

about what is in the product because of health concerns. If a product is not labelled properly, it 

could potentially cause serious health issues. People are allergic to many different ingredients 

in a product, so they can make sure that nothing contained within can trigger an allergic 

reaction. The ingredient label is also needed for people on strict diets or those who try to avoid 

certain ingredients for personal reasons. An information label contains details about the product 

such as its ingredients and nutritional values, health and safety warnings, instructions for use, 

manufacturer, or supplier details, contact information, product data in a barcode format. From 

the above graph 1.4, it was found that highest numbers of 27 per cent respondents look for 

expiry date on labels, 17 per cent of respondents look for date of manufacturing of product, 15 

per cent of respondents look for brand name, 14 per cent of respondents look for price, 14 per 

cent of respondents look for ingredients, and 13 per cent of respondents look for nutritional 

value of the food products.  
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Chart 1.5 

Importance of expiry dates  

 
     Source: Primary data collection 2023 

Expiration dates are the most important aspect on which consumers should pay attention. 

Product expiration dates confirm the time during which the product is acknowledged to remain 

stable, which means it retains its strength, quality, and purity when it is stored according to its 

labelled storage conditions. From the above graph 1.5, it was found that 91 per cent of 

respondents felt that an expiry date on label of food and cosmetic products is important to be 

mentioned while 4 per cent of the respondents felt it was not important and 5 per cent of 

respondents were not sure about the importance of expiry date on labels.  

 

Chart 1.6 

Awareness about nutritional values 

 
Source: Primary data collection 2023 

 

Nutritional awareness is also related to knowledge of interrelations between nutritional values 

and individual’s lifetime which may influence a person's life. Nutritional awareness 

necessitates being conscious of the category of foods an individual consumes and the reasons 

for eating such foods. From the above chart 1.6, it was initiated that 75 per cent of the 

respondents had awareness and looked for nutritional values on food products, while 25 per 
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cent of the respondents did not have awareness and did not look for nutritional values on food 

products. 

Chart 1.7 

Impact of labels on purchase decisions 

 
Source: Primary data collection 2023 

Information regarding different important product attributes can be broadly divided in two 

categories, “product specification” and “product quality.” The final decision to purchase a 

product based on the food labels varies significantly based on the consumer’s gender, age, food 

habit and residential locality. From the above graph 1.7, it is concluded that 83 per cent of 

respondents had an impact of label on their purchase decision while 3 per cent of respondents 

had no impact of label and other14 per cent of the respondent were not sure of influence of 

labels on their purchase decisions.  

 

HYPOTHESIS TESTING  

 

The following hypothesis is selected for the purpose of inferential analysis. 

Statement of Hypothesis:  

Null Hypothesis (H10): There is no significant association between awareness about 

nutritional value on labels of food and cosmetic products and gender of the respondents. 

Alternate Hypothesis (H11): There is a significant association between awareness about 

nutritional value on labels of food and cosmetic products and gender of the respondents. 

 

In the above hypothesis an attempt is made to identify significant association between gender 

and awareness about nutritional value on labels in food and cosmetic products. To test the 

above hypothesis, researchers have made an attempt to use the Chi- square test. Chi – Square 

is a non – parameter test. The Chi-square statistic compares the observed values to the expected 

values. This test statistic is used to determine whether the difference between the observed and 
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expected values is statistically significant. The present hypothesis in the study has been tested 

with the Chi-square test to evaluate the dependency of one variable on the other.  

Variables: 

Gender of the respondents is Nominal variable, asked in two categories Male and Female. 

Awareness about nutritional value is Nominal variable, asked in two categories Yes and No.  

Calculation of chi-square test: 

Table No. 1.1 

Observed frequencies 

Gender of the 

respondents 

Awareness of respondents about nutritional values on labels 

Yes No Total 

Male 12 08 20 

Female 28 32 60 

Grand total 40 40 80 

 

 

Expected Frequencies  

Table No. 1.2 

Gender of 

the 

respondents 

Awareness of respondents about nutritional value on labels 

Yes No Grand Total 

Male 10 10 20 

Female 30 30 60 

Grand total 40 40 80 

 

CHITEST (actual range, expected _range) 

P Value - 0.30170  

Since the P value (0.30170) is greater than the significant value 0.05, thus we accept null 

hypothesis and state that there is no significant association between the two variables. 

CONCLUSION 

The study revealed that 75 per cent of respondents had awareness and looked for nutritional 

values in food products, while 25 per cent of the respondents did not have awareness and did 

not look for nutritional values on food products. It was also confirmed that 97 per cent of the 
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respondents read the label on food and cosmetic products while 3 per cent of respondents do 

not read labels of products they buy. The study further found that 91 per cent of respondents 

felt that an expiry date on label of food and cosmetic products is important to be mentioned 

while 4 per cent of respondents felt it was not important and 5 per cent of respondents were not 

sure about the importance of expiry date on labels.  

SUGGESTIONS 

1. Correct and relevant information provided on the labels helps customers to be safe and 

make healthy food choices. If not read carefully, it may lead to health issues and skin 

or any other allergies. 

2. It is essential to read the warning words about the hazard, instructions for safe use which 

includes a warning, caution or special direction on certain products, as they may be 

hazardous to health. The names of ingredients in the order of percentage of content 

should be compulsory. 

3. Labels should be standardized in the country and should be printed in the local or 

regional language, making it feasible for the customers to read easily and conveniently. 

4. The government of India should make it mandatory for packaged goods of food and 

cosmetic products that are imported into the country to be correctly labelled as per 

regulations. 

5. According to the food laws, labels must tell the truth and manufacturers must not 

represent foods in a false, misleading, or deceptive way.  

6. FSSAI labelling rules should be mandatory and should mention the details related to 

the calories of the food product on the label.   
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A COMPARATIVE STUDY BETWEEN ZOMATO AND SWIGGY 

WITH REFERENCE TO THEIR PROMOTIONAL STRATEGIES 

 

 

 

 

ABSTRACT 

Promotions are helpful and successful techniques in restaurant marketing. They can be utilised 

to expand your audience, interact with current clients, and foster loyalty. To accomplish your 

company objectives, it is critical to pick the appropriate promos for your restaurant. 

Apps that deliver food act as intermediaries between customers and restaurants. An online 

ordering and delivery system provides a complete sales channel for the restaurant. This implies 

that the restaurant can utilize it as a tool to increase earnings and improve organization. It also 

allows restaurant owners to save on labour costs and restaurant space needed to serve such 

customers. 

KEYWORDS: Zomato vs. Swiggy, Importance and Liking towards Food Apps, Market 

Demand 

INTRODUCTION 

A food delivery app that delivers food in a timely manner and with the best packing to your 

door. Food delivery businesses have been covered by jobs that provide services to its 

consumers because the epidemic is far from being over, Swiggy and Zomato are two of the 

biggest sites for food delivery. As of the current scenario, these two brands have been regarded 

as two of the most fiercely competitive industries in India. This includes their online presence 

and the user persona they have created for the target audience. What now distinguishes these 

firm’s growth, and how have their promotional strategies been sufficiently effective to maintain 

clients logically? 

Online delivery food apps (Top 10) 

1) Zomato 

2) Swiggy 

3) Faasos 
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4) Deliveroo 

5) Grubhub 

6) Potafo 

7) Pizza Hut 

8) Eat Fit 

9) Domino’s 

10) Dunzo 

Swiggy and Zomato (Comparison, Reviews, Market Demand) 

The Indian food delivery industry, which is expected to breach the $10 billion GMV mark by 

2025, is once again going through a major shift in strategy. The two market leaders — Swiggy 

and Zomato — who virtually command a duopoly are targeting a new segment that could 

eventually dictate their future market shares. 

Zomato vs. Swiggy 

Based on consumer review preference information. Swiggy has 109 reviews and a rating of 

4.0/5. Zomato, in comparison, has 115 reviews and a rating of 4.3/5. To assist you in choosing 

between these two alternatives and determining which one is ideal for your company needs, 

the scores for each product are computed using real-time information from verified customer 

evaluations. Reviewers said Zomato met their demands more effectively than Swiggy. 

According to reviews, Zomato is the best choice when considering the level of continuous 

product support. Our reviewers liked the direction for product upgrades and roadmaps more 

than of Swiggy over Zomato. Zomato continuously focuses on both growth and unit economics. 

Its three businesses—dining out, meal delivery, and Hyper pure—help it develop and diversify 

its products. The meal delivery service platform continues to develop a strong consumer brand 

that is recognizable throughout India while investing in new goods and technology. 

Swiggy 

Swiggy's success is a small component of a larger trend in the startup ecosystem: businesses 

who have managed to fully control the customer experience value chain have outperformed 

pure marketplaces. Swiggy did a lot of things well, but its strong logistical operations are what 

really make the company successful. 

OBJECTIVES OF THE STUDY 

1) To study awareness about various food ordering apps among respondents. 

2) To evaluate promotional strategies adopted by Zomato and Swiggy. 
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3) To find out comparative opinions of respondents about promotional strategies of 

Zomato and Swiggy.  

RESEARCH METHODOLOGY 

Research paper review is intended to help readers understand the current research and 

discussions that are pertinent to a particular subject or field of study and to communicate that 

understanding in the form of a written report. 

A comparative study between Zomato and Swiggy with reference to their promotional 

strategies has been the subject of numerous studies. Although the literature includes a wide 

range of these studies, this analysis will concentrate on promotional tactics that recur often in 

the literature under consideration. These tactics include buy two get one free, Free home 

delivery, savings, and a stellar online menu Send alerts about exclusive deals and promotions, 

although there are numerous examples of these tactics in the literature, this research will mainly 

focus on how they apply to online food apps Zomato and Swiggy. 

LITERATURE REVIEW 

Aaditya Jain (2022, December), Online food ordering apps such as Zomato and Swiggy have 

captured 95% market share of the Indian market and have become more popular as people's 

schedules become busier and they have less time to cook or go out to eat. As they both provide 

the same services to their customers, their app services differ in terms of feature offered and 

customer value system. Online promotions and advertisements done by Zomato and Swiggy 

influences the willingness of a customer to buy greatly. Most people prefer Zomato over 

Swiggy for every factor in concern and in the current market space Zomato has an advantage 

over Swiggy and thus is the best company in the food delivery space as of 2022. 

Barsha Singh (2022), Food delivery has proven to be a huge opportunity for Indian e-

commerce businesses. The online food delivery market in India, which includes internet fusion 

and kitchen service providers, has grown significantly in recent years. “It helps students 

manage their time better. It also shows that easy access to the internet at the same time as 

having access to the desired groceries always is the main reason for using this service.” 

Rahul Dass (2022, September), both businesses' target audiences serve quite different types 

of customers. Age 18 to 35 is a crucial demographic for the companies. People that prefer to 

order things in are the target market that Swiggy mostly serves, whether it is for food, groceries, 

medications, etc. That function is important on Zomato as well, but it also caters to those who 
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prefer eating out. Both services are available for enrollment in their Zomato Gold programme. 

Additionally, they have overseen social media efforts on websites like Facebook, Pinterest, 

Twitter, and Instagram. Zomato’s Instagram reach is much bigger and more effective than 

Swiggy's because of their more audience-engaging promotions that include things like online 

tournaments and more. 

DISCUSSION OF THE STUDY 

Chart 1.1 

Reasons for using food delivery apps 

 
Source: Primary data collected, 2023 

The above Chart 1.1 states that 8.75 per cent used online delivery apps because of Cashbacks 

8.75 per cent used because of discounts, 12.5 per cent used because of Easy order placement, 

2.5 per cent used because of Real Time GPS Tracking, 1.25 per cent used because of Rewards 

and 66.25 per cent used it for All the above. 

Chart 1.2 

Use of online food apps 

 

Source: Primary data collected, 2023. 
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The above Chart 1.2 states that 97.5 per cent respondents use food delivery apps while 2.5 per 

cent respondents do not use it. 

Chart 1.3 

Information about Zomato and Swiggy 

 

Source: The primary data collected, 2023. 

The above Chart 1.3 states that 72 per cent respondents got to know through friends and family, 

21 per cent respondents through social media, 6 per cent through television and 1 per cent 

through SMS marketing. 

Chart 1.4 

Better Services – Zomato Vs Swiggy 

 

Source: The primary data collected, 2023. 

The above Chart No.1.4 states that 47.5 per cent respondents prefer zomato because it offers 

better services, 50 per cent respondents prefer Swiggy and 2.5 per cent prefer other better 

services. 
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Chart 1.5 

Promos and Offers- Zomato Vs Swiggy

 

Source: Primary data collected, 2023 

The above Chart 1.5 states 46.25 per cent feel Zomato offers maximum promos and offers and 

57.5 per cent feel that Swiggy offers better offers. 

Chart 1.6 

Satisfaction Level 

 

Source: Primary data collected, 2023. 

The above Chart 1.6 states that 76.25 per cent of the respondents are satisfied, 20 per cent 

respondents are Neutral and 3.7 per cent are dissatisfied with online food delivery apps. 

Chart. 1.7 

Rating of online food apps 

 

Source: Primary data collected, 2023 
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The above Chart 1.7 shows that 53.13 per cent rated online food delivery apps as Excellent, 

45.31 per cent rated it as Good and 26.56 per cent rated it as Average. 

Chart 1.8 

Timely updates 

 

Source: Primary data collected, 2023 

The above Chart 1.8 shows that 92.5percent respondents think that timely updates are provided 

and 7.5percent respondents think that timely updates are not provided. 

Chart 1.9 

Reasons for Preferences 

 

Source: Primary data collected, 2023. 

The above Chart 1.9 shows that 21.25 per cent respondents prefer Zomato because it offers 

cashbacks, 20 per cent respondents prefer discounts, 43.75 per cent prefer offers and 15 per 

cent prefer rewards. Similarly, 6.25 per cent respondents prefer Swiggy because it offers 

cashbacks, 16.25 per cent respondents prefer discounts, 62.5 per cent prefer offers and 15 per 

cent prefer rewards. 
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CONCLUSION 

Equal number of male and female respondents use online food delivery apps such as Zomato 

and Swiggy. All the respondents in each age group taken in equal numbers; 18-25 years, 26-

35 years, 36-45 years, and 45 years and above use online food delivery apps. Most of them 

used online delivery apps because of offers are provided on the apps, then they are preferred 

because of rewards, and then Cashbacks and Discounts and few of them used it for Real Time 

GPS Tracking. Majority respondents used food delivery apps while a smaller number of 

respondents did not use online food apps. Many respondents got to know about Zomato and 

Swiggy through friends and family, few of them knew through social media, still few through 

television and a very minimal number of respondents said it’s due to SMS marketing. 

Maximum number of respondents prefer Swiggy, the average number of them respondents 

prefer Zomato because it offers better services, and the minimum respondents prefer other 

better services. Large number of respondents feel that Swiggy offers better offers, and a small 

group of them feel Zomato offers maximum promos and offers. Most of the respondents are 

satisfied, an average number of respondents are Neutral and a small group of them are 

dissatisfied with online food delivery apps. Similarly, many prefer Swiggy because it offers, 

less than respondents prefer discounts, less than that respondents prefer cashbacks and a very 

small i.e 15 per cent of them prefer rewards. 

 

REFERENCES 

1) Bhat, D. A. A. (2019). Satisfaction of Consumers By Using Online Food Services [Master’s 

thesis, International Journal of Humanities and Social Sciences (IJHSS)]. 

https://www.researchgate.net/publication/333642857_SATISFACTION_OF_CONSUME

RS_BY_USING_ONLINE_FOOD_SERVICES 

2) Borkar, N. (2018, December 10). Competitive Analysis of the Indian Food delivery 

industry- Zomato, Swiggy. Medium.com. https://nikhilborkar.medium.com/competitive-

analysis-of-the-indian-food-delivery-industry-zomato-swiggy-ubereats-and-foodpanda-

30bd99faece8 

3) Gupta, V. (n.d.). What is the difference in the business model of Swiggy and Zomato? 

Https://www.Quora.com/. https://www.quora.com/What-is-the-difference-in-the-

business-model-of-Swiggy-and-Zomato 

4) https://oyelabs.com/types-of-food-delivery-apps/  

https://oyelabs.com/types
https://oyelabs.com/types
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/


In-Quest: Students’ Research Compendium 2023-24 
  

33 
 

THE RELATIONSHIP BETWEEN NEED FOR COGNITIVE DISCLOSURE, FEAR 

OF NEGATIVE EVALUATION AND APPEARANCE ANXIETY 

 

 

 

 

 

 
 

 

 

ABSTRACT  

Human beings are social by nature, we all seek affirmations from our communities because we 

thrive in them, and therefore we have a strong desire to be part of them. We may observe that 

as society is emerging the ideas of these imaginary standards and norms are constantly 

changing which at times might make an individual feel overwhelmed to fit in. As we all are 

evolving the definition of beauty is no longer based on physical attractiveness. The overly self-

conscious thoughts of what other people might think can be constructively formed into 

acceptance of oneself and appreciating the individual differences. The tendencies of world will 

continue to change, it would be beneficial to be self-aware and self-reflective about what an 

individual like about themselves, what they enjoy, what makes them happy and what provides 

peace of mind. The present study aimed to study the relationship between need for cognitive 

closure, fear of negative evaluation and appearance anxiety. The demographic for the study 

were females between the age range of 20-30 years. The study was carried out using the Need 

for cognitive closure scale, Fear of Negative evaluation scale and appearance anxiety scale. 

Multiple Regression analysis was used to analyse the obtained data.    

Keywords: Physical appearance, Fear of negative evaluation, ambiguity, Need for 

cognitive closure.   

INTRODUCTION  

Women's body image and cognition are significantly influenced by societal factors such as 

comparisons of appearance and the fear of rejection. These comparisons may take place in 

various contexts via publications, social media, or in person. Fear of negative evaluation and 

appearance anxiety is significantly influenced by the need for cognitive closure. Emerging 

evidence sheds light on the effects that social media usage may have on users. On the one hand, 

using social media may be advantageous since it promotes greater connections with others, 

which boosts wellbeing (Tiggemann & Miller, 2010). On the other hand, social media use may 
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result in a preoccupation and attention on physical appearance, such as participation in 

appearance-related picture activities (Cohen, Newton-John, & Slater, 2017), which may induce 

appearance concerns and poor body image and self-esteem (de Vries, Peter, Nikken, & de 

Graaf, 2014). A tremendously popular type of internet communication over the past ten years, 

particularly among young people, is social networking (Perloff, 2014). Accessible through a 

computer, smartphone, tablet, and other types of technology, Facebook, Instagram, and 

Snapchat are some of the most popular social media sites currently available (Perloff, 2014). 

Social media, as opposed to traditional mass media, are interactive, enabling people to make 

their own personal profiles and share content with other users of their social network 

(Stefanone, Lackaff, & Rosen, 2011). In a nationwide poll conducted by the Pew Research 

Center, it was discovered that women are more likely than males to use social networking (or 

social media) sites among Americans aged 18 to 29 who have access to the Internet (Duggan 

& Brenner, 2013). More than 95% of college students consistently update and manage their 

social media accounts (Perloff, 2014; Stefanone et al., 2011). Specifically, it has been 

discovered that women spend more time updating, monitoring, and maintaining their personal 

profiles on social media than males do (Stefanone et al., 2011). In conclusion, earlier research 

shows a positive correlation between social media use and concerns about appearance. 

Furthermore, research indicates that selfie taking and photo-editing, which are widespread 

social media habits, are linked to lower body image and self-esteem in young women. Selfies 

that have been edited and uploaded may make concerns about looks worse (de Vries et al., 

2014). Numerous studies on the relationship between appearance anxiety and fear of negative 

evaluation have found a favourable correlation. However, little is known about the relationship 

between the appearance anxiety and the fear of negative evaluation and the need for cognitive 

closure.   

AIMS AND OBJECTIVES   

Aim:    

To understand the relationship between Fear of Negative Evaluation, Appearance Anxiety and 

Need for Cognitive Closure. 

Objectives:    

1. To understand whether Need for Cognitive Closure predicts Fear of Negative Evaluation 

among females.    
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2. To understand whether Need for Cognitive Closure predicts Appearance Anxiety among 

females. 

3. To understand whether Fear of Negative Evaluation predicts Appearance Anxiety.    

REVIEW OF LITERATURE 

Many research has been conducted on the need for cognitive closure, fear of negative 

evaluation and appearance anxiety. The relevant research will be recognized and assessed by 

the study's literature review.    

 

Need for Cognitive Closure and Fear of Negative Evaluation:    

Individuals with social anxiety (SA) interpret uncertain social events adversely. However, it is 

unclear whether this prejudice is brought on by social anxiety or general suffering (such as 

melancholy and general anxiety). In the study conducted by Amir (2005) he used movies in 

two tests to examine interpretation bias in SA people. Compared to non-anxious people, SA 

people judged the value of uncertain social encounters as being more negative. When compared 

to a high trait worried and dysphoric control group, SA people also kept this bias. These results 

showed how social anxiety plays a special role in the skewed interpretation of ambiguous social 

encounters.    

A fear of social or performance circumstances where one might feel embarrassed or humiliated 

is the hallmark of social phobia (social anxiety disorder), which is characterized by a strong 

and persistent social anxiety (American Psychiatric Association 2000). Social phobia ranks 

fourth among mental disorders in terms of lifetime prevalence rate, after major depressive 

disorders (16.6%), alcohol misuse (13.2%), and specific phobias (12.5%). (Kessler et al. 2005). 

Only 37% of people with social anxiety heal naturally over a 12-year period (Bruce et al. 2005). 

It is well recognized that social phobia symptoms persist and worsen over time unless a person 

takes action to overcome them and receives the necessary care (Rapee 1995). A study by Kanai 

et al. (2009) evaluated the adjustment for the effects of depression and investigated whether 

high socially anxious individuals view other people's ambiguous conduct in a more negative or 

threatening manner compared to low socially anxious persons. Participants (N = 31) with high 

and low social anxiety each presented a speech.  
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Appearance Anxiety and Need for cognitive closure:    

According to cognitive models of anxiety, negative attitudes affect how socially anxious 

people interpret ambiguous social cues. However, such assumptions have not been addressed 

by paradigms used to evaluate interpretation bias in social anxiety. Being human includes 

having this awareness of oneself as a social object (Cooley, 1902/1964; Duval & Wicklund, 

1972; James, 1890/1981, Vol. 1, Chapter 10; Mead, 1934 as cited by Calogero & Jost 2011). 

We "perceive in another's mind some concept of our look, manners, goals, deeds, character, 

friends, and so on," according to Cooley (1902/1964). (p. 184). However, researchers have 

also shown that adopting such an objective stance toward oneself when viewing oneself 

primarily through an objectified social lens can have significant psychological and social costs 

(e.g., Allport, 1954; Bartky, 1990; Deaux & Major, 1987; de Beauvoir, 1952; Fredrickson & 

Roberts, 1997; Gibbons, 1990; Jost & Hamilton, 2005 as cited by Calogero & Jost 2011). The 

cultural environment that encourages girls and women to adopt an objectified perspective on 

their bodies, eventually leading them to view and "treat themselves as objects to be looked at 

and evaluated," is of particular interest in the current research (Fredrickson & Roberts, 1997, 

p. 177, as cited by Calogero & Jost 2011). 

Fear of Negative Evaluation and Appearance Anxiety:    

An essential psychological phenomenon that has an impact on everyone's life is anxiety. In 

other words, anxiety of some kind affects everyone on a daily basis. Speaking in public often 

causes nervousness in many people. The majority of people, and students in particular, have 

sensations of nervousness prior to speaking, which last throughout the speech, but disappear 

right after it is finished. While others could feel faint and nauseous, others might merely feel a 

little bit anxious. Fear of receiving a bad grade is another significant psychological component 

that has a poor impact on students' performance, much like anxiety. In light of this, the current 

study made an effort to fully comprehend the interaction between these individuals' 

psychological characteristics. At VIT University-Chennai, a study was conducted by Kumar 

et al. (2015) with 64 students majoring in various engineering fields. The findings 

demonstrated a strong correlation between anxiety and fear of a critical assessment. In other 

words, there is a link between anxiety about state traits and the fear of negativity quite 

positively.    

Myers et al. (2012) conducted a research on the impact of appearance-focused social 

comparisons on body image disturbance in the naturalistic environment: The roles of thin-ideal 
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internalization and feminist beliefs. Ecological momentary assessment, which enables 

evaluation of these events in their natural environment, was utilized in the study to examine 

the association between upward appearances focused social comparisons and body image 

distress. The results showed that upward appearance-focused social comparisons and disturbed 

body image are positively correlated. For those who internalized the thin-ideal more deeply, 

upward appearance-focused social comparisons were linked to greater body image 

disturbance, while for those who held fewer feminist ideas, they were linked to increased body 

checking. These results shed more light on the nature of the link between social comparisons 

and disturbed body image.    

In the study done by Levinson et al. (2013) a strong relationship between social appearance 

anxiety and fear of negative appraisal was discovered. It was shown that eating problems and 

social anxiety are very closely related. Perfectionism, generalized fear of negative evaluation, 

and social appearance anxiety have all been identified as risk factors for both social anxiety 

disorder and eating disorders.  

Social media (SM) can create an environment of peer pressure and obsession with outward 

appearance, which increases the risk of emotional disorders like depression and social anxiety.  

METHOD 

Research Problem    

1. Does need for cognitive closure predict fear of negative evaluation?    

2. Does need for cognitive closure predict appearance anxiety?    

3. Does fear of negative evaluation predicts appearance anxiety?    

Hypothesis    

Null Hypothesis -There is no relationship between need for cognitive closure, fear of negative 

evaluation and appearance anxiety.    

Alternate hypothesis – There is a significant relationship between need for cognitive closure, 

fear of negative evaluation and appearance anxiety.    

Participants - The target population for the study were 100 females in the age group of 20-30 

years, who had social media accounts. The data was collected from females living in Mumbai 

city, Maharashtra India.    
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Inclusion Criteria   

1. Females with social media accounts on platforms such as Facebook, Instagram, 

Snapchat and WhatsApp.  

2. The study included females between the ages of 20 and 30.    

3. Women living in Mumbai City were chosen as the sample population for this study.    

4. Females with at least minimum English proficiency.    

5. Females irrespective of them being active or not so active on social media platforms 

were included in the study.  

6. Women who have lived in Mumbai for more than a year despite being migrants were 

counted.    

7. This study included women regardless of marital status.    

    

Exclusion Criteria 

1. Females with any physical or mental ailments were excluded.    

2. Frequent alcohol or recreation drug use/ smoking/ tobacco etc. were not taken.  

 

Sampling Method 

The selection of female participants was primarily done through purposive and snowball 

sampling in the research.     

Variables    

Variable 1 - Need for cognitive closure.    

Variable 2 - Fear of Negative Evaluation.    

Variable 3 – Appearance Anxiety.    

 

Tools    

1. Consent form    

2. Demographic sheet    

3. Need for Cognitive Closure Scale (NFCS)    

Need for Closure Scale-Short Form (NFC-SF) Developed by Roets and Van Hiel, this scale 

measures the need for closure and consists of 15 items and one dimension. The items are 

marked on a 6-point  

Likert scale from “totally agree” (6 points) to “never agree” (1 point). Total scores range from 

1 to 90, and higher scores are interpreted as greater need for closure.  
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4. Fear of Negative Evaluation Scale (FNES)    

The Fear of Negative Evaluation (FNE) instrument measures discomfort and distress in 

interpersonal interactions. Specifically, this instrument is used to measure apprehension in 

subjects when negatively evaluated. The Fear of Negative Evaluation (FNE) test includes 30 

items with a true-false response format. The test takes approximately 10 minutes to complete 

and is mainly given to adults. Low scorers (0–12): Low scorers are typically relaxed in social 

situations. Average scorers (13–20): People who score in this range may be fearful in some 

social or evaluative situations. High scorers (21–30): High scorers are generally apprehensive 

about what other people think of them  

 

Appearance Anxiety Inventory - AAI    

The Appearance Anxiety Inventory is a 10 question self-report scale that measures the cognitive 

and behavioural aspects of body image anxiety in general, and body dysmorphic disorder 

(BDD) in particular. It was developed by Veale, D., Eshkevaria, E., Kanakama, N., Ellisona, 

N., Costa, A., and Werner, T. (2014).  

Research Design    

A correlational design was used in the study to understand the statistical relationships between 

the variables. A correlational research design investigates relationships between variables 

without the researcher controlling or manipulating any of them.  

Procedure    

Based on the decided criteria, potential participants were selected. Females between the age 20-

30 years across Mumbai were chosen with the help of purposive sampling. Informed consent 

was taken and they were briefed with the aim and objectives. Demographic sheets along with 

questionnaires were distributed through collective administration individually and in an offline 

mode in the classroom or social gatherings. Researcher’s contact information were provided. 

After collecting sufficient data, it was analyzed.    

Data Analysis    

After obtaining the required data, a multiple regression analysis was carried out to study the 

relationship between the two predictors and one criterion variable. Microsoft Excel was used 

for analysing the obtained data.    
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Results 

The study was carried out to examine the relationship between female’s Need for Cognitive 

Closure, Fear of Negative Evaluation and Appearance Anxiety. The data for the study was 

collected from Indian females who were between the age of 20-30 having active social media 

accounts. The data of the participants was analyzed with the help of multiple regression 

analysis. This analysis was done by considering need for cognitive closure and fear of negative 

evaluation as predictor variables and appearance as the criterion variable.    

Table 1    

Descriptive statistics for Need for Cognitive Closure, Fear of Negative Evaluation and 

Appearance Anxiety in females.    

      Mean    Standard 

deviation    

N 

     

Need For Cognitive Closure    

    

58.31067961    

    

    

11.76404386    

    

 

103 

    

Fear Of Negative Evaluation    

    

14.48543689     

    

7.513209384    

 

103 

    

Appearance Anxiety    

    

17.04854369    

    

9.633864536    

 

103 

 

Table 1, depicts the descriptive statistics, i.e., the mean and standard deviation scores for the 

variables of Need for Cognitive Closure, Fear of Negative Evaluation and Appearance Anxiety. 

In terms of need for cognitive closure, the mean score was 58.31 with a standard deviation of 

11.26. Whereas the mean score for fear of negative evaluation was 14.48 with a standard 

deviation of 7.51. In terms of appearance anxiety, the mean score was 17.04 with a standard 

deviation of 9.63. The number of participants in the study was 103.    

Table 2    

Correlation for Need for Cognitive Closure, Fear of Negative Evaluation and Appearance 

Anxiety in females.    

Correlation        

     NFC    FNE    AAI    

NFC       1              

FNE    0.19    1         

AAI        0.34    0.33        1    
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Table 2 depicts the correlations and the significance values for each combination of variables. 

The correlation value between need for cognitive closure and appearance anxiety was found 

to be 0.34, which was significant. Figure 1 depicts the scatter plot for the relationship between 

need for cognitive closure (predictor on the x-axis) and appearance anxiety (criterion on the 

y-axis), which shows definite but small positive relationship between the variables. Whereas, 

the correlation for fear of negative evaluation and appearance anxiety was found to be 0.33, 

which was significant at 0.001 level. Figure 2 depicts the scatter plot for the relationship 

between fear of negative evaluation (predictor on the x-axis) and appearance anxiety (criterion 

on the y axis), which shows a slightly upward direction. This indicates that there is a small 

positive relationship between the need for cognitive closure and appearance anxiety, wherein 

the predictor, need for cognitive closure, leads to an increase in the criterion, appearance 

anxiety.    

Table 3 

 Multiple Regression Analysis of Need for Cognitive Closure and fear of negative evaluation 

in Females Predicting Appearance Anxiety    

 

Discussion  

People are pushed to comply by their desire for stability and social approval. Higher cognitive 

closure is also affected by stereotypes. Our cognitive closure is affected by our fear of being 

criticized and ridiculed by others. The subjective experience of being scrutinized by others and 

being concerned about the consequence of their criticism, putting ourselves in challenging, 

unclear situations may result in forced decision-making and sense of wellbeing in our overall 

decisions. As a result, we must discover the gaps in our reasoning.    

Hence, the aim of this research was to understand the relationship between the need for 

cognitive closure, fear of negative evaluation and appearance anxiety. Females between the 

ages of 20 and 30 from  

Mumbai, Maharashtra, who are active on social media sites such as Instagram, Facebook, 

Snapchat, and Whatsapp were considered the demographic.     

 R R square             F Significance value df 

Model 0.438756218 0.192507019       

Summary      

ANNOVA - - -11.9 -<001 -2 
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The sample consisted of 103 female participants. As seen in the figure 3, 22 % of the population 

belong to the age group of 20-25 and 78% belong to the population of 26-30. The sample 

population was taken by participants residing in Mumbai (Maharashtra).     

In addition, a few significant factors associated to appearance anxiety were taken into account, 

even though it was not the primary goal of the study, it had an impact on the final result. 

According to the data, 58 participants were active on Facebook, 98 participants were active on 

Instagram, and 100 participants were active on Whatsapp. 44 of the participants used all four 

social media sites regularly. When the population's use of online photo sharing was examined, 

figure 6 depicts that 64 females stated they did so, while 29 indicated they did not.  Also, in 

the figure 7, choosing to use editing programme and filters on image before posting was a 

crucial factor that significantly contributed to appearance anxiety.     

Upon uploading, 69% of females were found to employ little effects and filters, while 31% 

uploaded raw images.  Further, in figure 8, 59% of women reported using skin care products, 

24% reported doing so frequently, 7% reported doing so always, and 10% reported never doing 

so.     

Figure 9 shows physical conditions for which 84 female participants reported having PCOS or 

PCOD. Only 9 people reported having an eating disorder, and bery few others reported having 

other health issues such as high or low blood pressure, depression or generalized anxiety.    

Considering the main goal of the study, which was to determine whether the need for cognitive 

closure and the fear of negative evaluation predicts appearance anxiety, the results of the 

multiple regression analysis conducted provided a significant regression model which 

indicated that need for cognitive closure and fear of negative evaluation together predicts 

appearance anxiety in females. Both these variables, together account for 19% of total variance 

in appearance anxiety. Although there are no published study who has previously tried to 

examine how these two variables predict appearance anxiety, studies showing the relationship 

between need for cognitive closure and appearance anxiety as well as fear of negative 

evaluation and appearance anxiety was found.    

It was seen that the regression model predicts appearance anxiety, but it has been observed that 

there is only a slight positive connection between the individual outcomes. The level of 

education and the backgrounds of the girls may be contributing factors. The sample population 

was drawn from Mumbai and consisted of woman pursuing masters, Graduated from 

Universities and working women.     
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A deeper grasp of the aspects that can have an impact on appearance was made possible by 

paying particular attention to small details. Correlation of need for cognitive closure and 

appearance anxiety as well as fear of negative evaluation and appearance anxiety on females 

practicing makeup and doing skin care on the basis of Always, Sometimes, Often and Never 

was studied.  For females practicing skin care and make up the correlation for need for 

cognitive closure and appearance anxiety was 0.44 and for fear of negative evaluation and 

appearance anxiety was also 0.44 which showed moderate relationship. Proceeding to females 

doing skin care and makeup sometimes showed a negligible relationship between need for 

cognitive closure and appearance anxiety with a correlation of 0.13 and low correlation 

between fear of negative evaluation and appearance anxiety by 0.33. Females practicing make 

up and skin care often showed a low correlation between need for cognitive closure and 

appearance anxiety by 0.27 and slight, almost negligible relationship of 0.05 between fear of 

negative evaluation and appearance anxiety. Further it was seen that the relationship between 

need for cognitive closure and appearance anxiety was 0.77 and 0.82 between fear of negative 

evaluation and appearance anxiety which depicts high correlation among females who said 

they never use makeup or practice skin care. The possible reasons can be that the survey was 

a self-report measure and there is no evidence of the reasons to use skincare and makeup. Some 

females could have given a socially desirable answer. Focusing on the above correlation it can 

be seen that females never using makeup or skincare had the highest correlation and females 

practicing skincare always to sometime had comparatively less relationship which depicts that 

indulging in skincare and makeup helps reduce the appearance anxiety.     

Females uploading raw pictures on social media showed a moderate relationship of 0.45 and 

0.41 between need for cognitive closure and appearance anxiety and between fear of negative 

evaluation and appearance anxiety. It was seen that females using filter and effects on pictures 

before uploading it on social media showed a low correlation of 0.29 among need for cognitive 

closure and appearance anxiety and 0.30 between fear of negative evaluation and appearance 

anxiety. The possible reasons could be that using filters and editing apps helps enhance the 

pictures and modify them according to the trends by using brightness, tones, visual effects, 

body structuring etc. which makes it more socially desirable and less ambiguous to appearance 

anxiety and fear of negative evaluation.    

Limitations:    

The research is subjected to a few limitations. The data cannot be generalized to females in 

other sections of the city or state with various social and political contexts because the study 
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is limited to females in Mumbai, which has a different social and political context. Second, 

because all the scales being utilized in this research are self-report measures, individuals could 

give false information or answers that are deemed to be acceptable by society. Another 

drawback is that the study does not generalize to all females beyond the age criterion and other 

parameters because it only evaluates females who meet certain inclusion criteria. The study 

cannot be applied to men because it is largely focused on women, even though identical results 

may have been produced or data could have been compared to increase the variety of the study.     

Conclusion            

The research aimed to understand the relationship between need for cognitive closure, fear of 

negative evaluation and appearance anxiety. More specifically, whether need for cognitive 

closure and fear of negative evaluation predict appearance anxiety was examined using 

multiple regression analysis. The results provided a significant regression model, which 

indicates that need for cognitive closure and fear of negative evaluation together predict 

appearance anxiety. A small amount of relationship between need for cognitive closure and 

appearance anxiety as well as fear of negative evaluation and appearance anxiety was found.  

Figure -1 Scatter plot of appearance anxiety by need for cognitive closure.    
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Figure -2 Scatter plot of appearance anxiety by fear of negative evaluation.    

     

 

Figure – 4 Sample population of marital status.    
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Figure 5 - Social Media accounts 

 
 

 

Figure - 6   Sample population of females uploading pictures 

  

Figure 7 - Percentage of females using editing apps and filters for enhancing their pictures 
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Figure 8 - Percentage of female users of skin care products 

 

 

Figure 9- Population of females having psychological ailments.    
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‘अब और नह ीं’ कविता सींग्रह में विवित दवित िेतना 

 

 

शोध साराींश : 
दलित का अर्थ होता है – लिचिा, दबाया हुआ, कुचिा हुआ, र ौंदा हुआ आलद। दलितोौं को लहौंदू समाज व्यवस्था 

में सबसे लिचिे पायदाि पर होिे के कारण न्याय, समािता, सम्माि तर्ा स्वतौंत्रता आलद म लिक अलिकारोौं 

से भी वौंलचत रखा गया है। उन्हें तो अपिे ही िमथ में अछूत और असृ्पश्य मािा जाता र्ा। ओमप्रकाश वाल्मीलक 

जी िे जो जीवि लजया, भोगा और देखा है, वही उन्होौंिे अपिे सालहत्य में अलभव्यक्त लकया है। 

‘अब और िही ौं’ इस चलचथत कलवता सौंग्रह में ओमप्रकाश वाल्मीलक िे दलितोौं के जीवि के भोगे हुए यर्ार्थ को 

बखूबी तरीके से व्यक्त लकया है। दलित समाज हमेशा से अपिे हक के लिए िडाइयाौं िडते आया है। हजारोौं 

वर्षों से दलितोौं को सत्ता, सौंपलत्त और प्रलतष्ठा से वौंलचत रखा गया। िेलकि दलितोौं के शोर्षण का यर्ार्थ 

ओमप्रकाश वाल्मीलक जी िे अपिी कलवताओौं के माध्यम से िोगोौं और समाज के सामिे एक आईिे के रूप 

में प्रकट लकया है। दलितोौं का यर्ार्थ ओमप्रकाश वाल्मीलक जी िे अपिी कलवता सौंग्रह में लचलत्रत लकया है 

और समाज को उिके ऊपर हुए दुव्यथवहार को लजस तरह प्रकट लकया है ऐसा बहुत कम िेखकोौं  के सालहत्य 

में लदखाई देता है| ओमप्रकाश वाल्मीलक जी का माििा र्ा लक दलित ही दलित की पीडा को अच्छी तरह 

समझ सकता है। इलतहास में देखेंगे तो पता चिता है लक दलितोौं िे हमेशा लसर्थ  सहा है िेलकि उसका लवरोि 

िही ौं लकया है। 

ओमप्रकाश वाल्मीलक का व्यक्तक्तत्व प्रामालणक, अध्ययिशीि, साहसी, किापे्रमी, अौंिश्रद्धा के लवरोिी, यर्ार्थ 

के लहमायती और समाज में बुरी क्तस्थलतयोौं के पररवतथि की आत्मीय भाविा से ओतप्रोत दृलिगोचर होता है। 

चूहडे जालत में जन्म होिे के कारण उन्हें बचपि से िेकर जीविभर अिेक जातीय दौंश, पीडा, यातिा, अपमाि 

तर्ा उपेक्षा का सामिा करिा पडा है। बचपि में गौंदगी भरे माह ि से लकसी तरह उपजे, प्रायमरी सू्कि में 

लशक्षा की जगह सर्ाई का काम, मास्टरोौं की दहशत और बच्ोौं द्वारा ‘चूहडे’ का कह कर लचढािा हमेशा 

उन्हें दस्तक देता रहा। जालत के कारण िोगोौं का उिके प्रलत से्नह भरा व्यवहार अचािक चमत्कार की भाौंलत 

बदिता र्ा। िेलकि ओमप्रकाश वाल्मीलक िे अपिे जीवि में कभी हार िही ौं मािी। उन्होौंिे अपिे िाम के 

सार् ‘वाल्मीलक’ सरिेम जोडा तालक जाि बुझकर कोई इिसे जालत ि पूछे। आजादी के बाद भी कही ौं ि कही ौं 

पर दलितोौं पर अन्याय हुआ और आज भी हो रहा है लजसको हम िकार िही ौं सकते। वाल्मीलक जी िे दलितोौं 

की पीडा को अपिे गहि अिुभव की लवसृ्तत पररलि में प्रसु्तत लकया हुआ पररिलक्षत होता है। 

ओमप्रकाश वाल्मीलक िे दलित जीवि लकतिा ददथिाक, दुखदायी, भयािक और कू्रर होता है, इसे भोगा भी 

है और वही लचलत्रत भी लकया है। उिकी गहरी सुझ–बुझ दलित सालहत्य को सशक्त और लवकलसत करती 

पररिलक्षत होती है। लवर्षमतापूणथ सामालजक वातावरण में उन्हें कभी चैि से जीिे िही ौं लदया। ‘सत्य’ और 

कु. पूजा लतगाया शोि लवद्यार्ी, स्नातकोत्तर लहौंदी 

लवभाग, श्रीमती मलणबेि एम्.पी शाह लवमेंस कॉिेज 

ऑर् आट्थस एौं ड कॉमसथ, माटुौंगा, मुौंबई. 

tigayapooja67@gmail.com 

डॉ. प्रशाौंत देशपाौंडे, लहौंदी लवभाग, श्रीमती मलणबेि 
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‘प्रामालणकता’ के दो पग िेकर चििेवािे ओमप्रकाश जी िे बहुत कुछ बदाथश्त लकया है और इसी बदाथश्त 

कर िेिे की आदत िे उिसे बहुत कुछ लछिा है।  

ओमप्रकाश वाल्मीलक का व्यक्तक्तत्व सौंघर्षथशीि, कमथशीि, महाि लवचारक, सौंवेदिशीि , बहुमुखी प्रलतभावाि, 

यातिामय एवौं किोौं से ही बिा हुआ पररिलक्षत होता है। ओमप्रकाश वाल्मीलक को अिेक पुरस्कारोौं से 

सम्मालित भी लकया गया है। उिके जीवि के लवलवि पहिू उिकी म लिकता को मजबूत बिाते हैं| उिका 

व्यक्तक्तत्व प्रगलतशीि लवचारक, गहि अधे्यता, मिुष्य की यर्ार्थता को सार्थक रूप देिेवािा जालत के बवौंडर 

में र्ौं सकर भी अिेक तूर्ािोौं का सामिा एवौं सौंघर्षथ कर अपिे जीवि की कश्ती को आदशथमय लदशा देिेवािा 

दृलिगोचर होता है। 

ब ज शब्द :  

दलित लवमशथ, ओमप्रकाश वाल्मीलक के काव्य में लवद्रोह, िकार और आक्रोश, जालत एवौं वणथ व्यवस्था का 

लवरोि   

उदे्दश्य:   

‘अब और िही ौं’ कलवता सौंग्रह के माध्यम से ओमप्रकाश वाल्मीलक के काव्य में दलित लवमशथ की चचाथ करिा 

प्रसु्तत शोि का उदे्दश्य रहा है| उिके काव्य में अलभव्यक्त भोगा हुआ यर्ार्थ को समझिा तर्ा उिकी भार्षा 

शैिी को जाििा भी शोि का उदे्दश्य रहा है|   

प्रस्तािना:  

शोि मेरे लिए हमेशा लजज्ञासा का लवर्षय रहा| दलित सालहत्य में मेरी रुलच होिे के कारण तर्ा मुझे दलित 

सालहत्य पसौंद होिे के कारण मैंिे दलित सालहत्य पर शोि करिा तय लकया र्ा| इसलिए लवर्षय के लिए मैंिे 

पहिे कुछ दलित सालहत्य के बारे में जािकारी िी, तो कुछ िाम सामिे आए जैसे – सूरजपाि च हाि, 

मोहिदास िैलमशराय, सुशीिा टाकभ रे, जयप्रकाश कदथम और ओमप्रकाश वाल्मीलक आलद उिसे जुडे हुए 

दलित सालहत्य को मैंिे पढा। िेलकि इि सब में सबसे ज्यादा ओमप्रकाश वाल्मीलक जी के सालहत्य िे मुझे 

प्रभालवत लकया। ओमप्रकाश वाल्मीलक का कलवता सौंग्रह ‘अब और िही ौं’ जब मैंिे पढा, तो उस कलवता सौंग्रह 

िे मुझे अौंदर से झकझोर लदया और इसी कारण मेरी लजज्ञासा दलित सालहत्य में और बढ गई और मैंिे इसलिए 

ओमप्रकाश वाल्मीलक लक कलवता सौंग्रह ‘अब और िही ौं’  को ही अपिे िघुतर शोि प्रबौंि का लवर्षय चुिा। 

इस कलवता सौंग्रह का शीर्षथक ‘अब और िही ौं’ मुझे बार–बार अपिी और आकलर्षथत कर रहा र्ा, इसलिए इस 

लवर्षय को चुििे में मैंिे ज्यादा समय िही ौं िगाया और इसे अपिे शोि कायथ के लिए चुि लिया। 

शोध प्रविवध:  

मैंिे प्रसु्तत शोि के लिए लववेचिात्मक शोि प्रलवलि का प्रयोग लकया है सार् ही लवशे्लर्षणात्मक, व्याख्यात्मक 

एवौं तुििात्मक शोि प्रलवलि का प्रयोग लकया है|     
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वनष्कर्ष:         

ओमप्रकाश वाल्मीलक जी िे अपिी कलवताओौं के माध्यम से दलित जीवि के यर्ार्थ को समाज के सामिे रखा 

है। इिकी कलवताओौं में समस्याओौं को हमिें बहुत अचे्छ से देखा और समझा है। ओमप्रकाश वाल्मीलक की 

कलवताओौं में लचलत्रत सबसे बडी समस्या जालतभेद ही है। दलितोौं का शोर्षण, असमािता, अपमाि और दलित 

चेतिा आलद को बहुत ही लवस्तार से वाल्मीलक जी िे अपिे सालहत्य में जगह दी है और उसका यर्ार्थ रूप 

प्रसु्तत लकया है। 

ओमप्रकाश वाल्मीलक जी की भार्षा–लशल्प बहुत ही प्रभावी और तथ्यपरक रहा है। ‘अब और िही ौं’ कलवता 

सौंग्रह में ओमप्रकाश वाल्मीलक जी िे दलितोौं की सामालजक क्तस्थलत, पररवेश तर्ा उिका भालर्षक सौंपकथ  आलद 

के अिुरूप भार्षा का प्रयोग लकया है। उिके भाव भार्षा के कारण सजीव प्रतीत होिे िगते है। वाल्मीलक जी 

के िेखि की भार्षा इतिी सहज, सरि तर्ा कही ौं – कही ौं जलटि भी होती है| शब्ोौं के माध्यम से की पाठक 

को अपिी मिोदशा की ओर खी ौंच िाती है। वाल्मीलक जी की भार्षा उिके भावोौं में प्रकट उि शब्ोौं से पता 

चि जाता है, लक भार्षा के शब् कैसे है ? तत्सम है, तद्भव है, वणथिात्मक है जैसे शब्ोौं का प्रयोग लदखाई  

देता है। 

ओमप्रकाश वाल्मीलक एक ऐसे िेखक का िाम है, लजिका ऐसे पररवेश में बचपि बीता जहाौं साौंस िेिा भी 

मुक्तिि र्ा। वहाौं से ही उन्होौंिे अपिे जीवि यात्रा की शुरुआत की। इस जीवि सर्र में उन्हें सायेदार रास्तोौं 

से अलिक काौंटेदार,  ह्रदय को कचोटिे वािे तर्ा पैरोौं को िहू – िुहाि करिे वािे रासे्त ही अलिक लमिे। 

तभी भी वाल्मीलक जी िे हार िही ौं मािी और अपिे अलिकारोौं के लिए आगे बढते रहे। वाल्मीलक जी को सबसे 

अलिक सवणों द्वारा बिाए गए उि खोखिें लियमोौं का सामिा करिा पडा। एक समाज में रहते हुए भी दलितोौं 

को समाज से बलहषृ्कत लकया गया र्ा। ऐसे पररवेश से ही उन्होौंिे अपिे जीवि को सशक्त बिािे के लिए 

सौंघर्षथ करिे िगें। सवणों द्वारा बिाए गए उि बेबुलियादी लियमोौं का लवरोि करिे िगे। उिके भीतर पिप 

रही दलित चेतिा को अपिे जीवि में आगे बढािे के लिए उन्होौंिे लशक्षा को अपिी ताकत बिाई और दलित 

सालहत्य में अपिा स्थाि बिा लिया।आज जो ओमप्रकाश वाल्मीलक जी का िाम एक लवशाि वृक्ष के रूप में 

सामिे आया है, उसका कारण है — लवरोि, अन्याय, शोर्षण, प्रताडिा, उत्पीडि आलद से वे अपिे आप को 

और भी मजबूत बिाते रहे। 

ओमप्रकाश वाल्मीलक जी के व्यक्तक्तत्व की बात करें  तो उिका पूरा जीवि तमाम सौंघर्षों से भरा रहा है। वह 

बचपि से ही जालतभेद के लशकार होते आए हैं,  बचपि से ही िोगोौं के जालत आिाररत तािे और शोर्षण को 

सहते आए हैं। बचपि से ही इतिा कि झेििे होिे के बावजूद भी एक चीज में कभी िही ौं पीछे हटे वह र्ी 

— लशक्षा। हर तरह  के सौंघर्षथ तर्ा मेहित से उन्होौंिे लशक्षा को प्राप्त लकया और अपिी इस लशक्षा को दलितोौं 

को समाज में अलिकार लदिािे का प्रमुख केन्द्र बिा लिया। लशक्षा ही वाल्मीलक जी के लिए एक शक्तक्तशािी 

शस्त्र बिा,  जो दलितोौं की इस िकथ  जैसी व्यवस्था को खत्म कर उन्हें समाज में अपिा स्थाि, अपिा अलिकार 

लदिा सकती है। वाल्मीलक जी के व्यक्तक्तत्व से ही उिके कृलतत्व की स्थापिा हुई है। उन्होौंिे अपिे जीवि में 

जो भोगा – देखा  और समझा इन्ही ौं अिुभवोौं को अपिे सालहत्य का लवर्षय बिा कर उसे सालहत्य में उतार 

लदया। लर्र चाहे — आत्मकर्ा, कहािी, कलवता, िाटक आलद हो। वाल्मीलक जी के सालहक्तत्यक पररचय लक 



In-Quest: Students’ Research Compendium 2024 
 
 

54 
 

शुरुआत उिकी आत्मकर्ा —‘जूठि’ से होती है। ‘जूठि’ इसमें वाल्मीलक जी िे अपिे जीवि का यर्ार्थपरक 

लचत्रण लकया है, लजससे िोगोौं को दलितोौं के यर्ार्थ जीवि का पररचय लदया लक लकस तरह एक ही समाज में 

रहकर भी दलितोौं को अपिे ही अलिकारोौं से वौंलचत रहिा पडता र्ा। वाल्मीलक जी अपिी आत्मकर्ा ‘जूठि 

’ में अपिे जीवि के यर्ार्थ अिुभवोौं को समाज के सामिे प्रकट करते  हैं। 

ओमप्रकाश वाल्मीलक जी िे कलवताएौं  दलित जीवि के सौंघर्षथ, शोर्षण, अपमाि तर्ा उिके सार् हुए अन्याय 

को ध्याि में रखकर प्रसु्तत की है। इिकी कलवताएौं  जो दलितोौं की उत्पीडि, शोर्षण,  दुव्यथवहार तर्ा अन्याय 

का लवरोि करते हुए दलितोौं की चेतिा को यर्ार्थ प्रसु्तत करती है। ओमप्रकाश वाल्मीलक जी की ‘अब और 

िही ौं ’ कलवता सौंग्रह लजस पर मेरा शोि कायथ है, वह कलवता सौंग्रह अपिे कथ्य और लशल्प के कारण तो हमारा 

ध्याि खी ौंचता ही है, सार् में अपिे सरोकारोौं के कारण भी हमें हृदय दहिािे देिे वािी यर्ार्थ क्तस्थलतयोौं से 

गुजरिे पर मजबूर करता है। इस कलवता सौंग्रह में क्तस्थत दलित वगथ की बात करें  तो, उिका जीवि जो है 

लसर्थ  जीिे की जद्दोजहद में ही कट जाता है तर्ा इसी रूलढवादी परौंपरा के लवरोि में दलित चेतिा को प्रकट 

करती है|  

‘अब और िही ौं’ कलवता सौंग्रह में ओमप्रकाश वाल्मीलक जी िे दलितोौं की समस्याओौं का यर्ार्थ रूप प्रकट 

कर उिमें उभर रही दलित चेतिा को प्रसु्तत लकया है। जैसे — जालतभेद, छुआछूत, िमथ, सवणथ, लिम्न वगथ, 

अलशक्षा, शोर्षण, अौंिलवश्वास हीिता ग्रक्ति, रूलढवादी परौंपराओौं का लवरोि आलद इस कलवता सौंग्रह की 

कलवताओौं में लचलत्रत करते हैं। जालतभेद – छुआछूत यह तो हर दलित व्यक्तक्त के लिए सबसे बडी समस्या 

मािी जाती है और इसी के आिार पर अन्याय लकया जाता है| दलित समाज को उन्हें जालतभेद के िाम पर 

र ौंदा गया र्ा। उिके हार् का खािा िही ौं खािा, सवणथ वगथ के लकसी भी वसु्त को भी अगर दलित व्यक्तक्त छू 

भी िे तो ऐसा व्यवहार करते की जैसे लकसी की हत्या कर दी हो। दलितोौं को प्रतालडत लकया जाता र्ा लक ये 

क्या कर लदया ? मेरे सामाि को छू कर उसे अपलवत्र कर लदया। समाज में हर कोई व्यक्तक्त एक समाि लदखता 

है, सभी िोग जीलवत है,  तो लर्र ये दलितोौं के सार् ही जािवरोौं जैसा इतिा दुव्यथवहार कैसे कर सकते हैं?  

ये हक सवणों को लकसिे लदया? क्या लकसी एक व्यक्तक्त का दूसरे व्यक्तक्त को छू िेिा पाप है ? इस तरह से 

प्रतालडत लकए गए दलित वगथ को न्याय लदिािे के लिए वाल्मीलक जी िे अपिा हर सौंभव प्रयास लकया हैं और 

अपिी कलवताओौं में इन्ही ौं भाविाओौं को शब् लदए हैं|  वाल्मीलक जी िे कलवता सौंग्रह में दलितोौं में उभर रही 

चेतिा के यर्ार्थ को समाज के सामिे प्रसु्तत लकया और तकथ   के सार् लसद्ध लकया है लक लजससे दलितोौं में 

एक शक्तक्तशािी और दलित जीवि को सशक्त बिािे वािी इस चेतिा का लिमाथण हो जो दलित समाज एक 

प्रबि रूप प्रदाि कर सकता है| ओमप्रकाश वाल्मीलक जी िे अपिी कलवता सौंग्रह में ज्यादातर दलित चेतिा 

को यर्ार्थ रूप में प्रसु्तत लकया है। तर्ा समाज में दलितोौं की क्तस्थलत प्रसु्तत की है। 

वाल्मीलक जी की भार्षा — लशल्प की बात करें  तो उन्होौंिे सहज, सरि, तथ्यपरक, तर्ा कही जलटि शब्ोौं 

का प्रयोग अपिी भार्षा में लकया है। उिकी भार्षा दलितोौं की मिोदशा, पररवेश और क्तस्थलतयोौं को ध्याि में 

रखकर प्रसु्तत की जाती है। वाल्मीलक जी की सालहत्य की भार्षा इतिी सहज और सरि तर्ा प्रभावशािी 

होती है लक िोगोौं को आसािी से समझ में आ जाती है लक उन्होौंिे क्या कहा ? वाल्मीलक जी की अध्यिशीिता 

अलिक र्ी, इसलिए उन्हें भार्षा का भी अलिक ज्ञाि र्ा और शब्ोौं का भी। तत्सम, तद्भव, यह वह शब् है 
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लजन्हें वाल्मीलक जी को औलचत्यपूणथ ढौंग से अपिे सालहत्य में प्रसु्तत लकया है। ओमप्रकाश वाल्मीलक जी िे 

अपिी लशक्षा को अपिी ताकत बिाई और दलित सालहत्य में दलितोौं के अलिकारोौं को समाज में स्थालपत कर 

अपिे सालहत्य को समृद्ध लकया है तर्ा अपिे जीवि को भी सर्ि लसद्ध लकया है। 

सींदर्ष एिीं सहायक ग्रन्थ तथा पि-पविकाएँ: 

➢  मूि ग्रौंर् – 

अब और िही ौं – ओमप्रकाश वाल्मीलक, रािाकृष्ण प्रकाशि, िई लदल्ली, प्रकाशि वर्षथ 2009   

 

➢ सौंदभथ ग्रौंर् –  

1) लहन्दी दलित सालहत्य लवमशथ के लवलवि आयाम – डॉ. रक्ति चतुवेदी, सरस्वती प्रकाशि, कािपुर- 

21, प्रकाशि वर्षथ – 2013 

2) लहन्दी कलवताओौं का लशल्प-लवलि का लवकास —डॉ. िक्ष्मीिारायण िाि,   

 

वेब लिौंक - http://ir.unishivaji.ac.in › jspui › bitstream 
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इतिहास और वितमान का िाना-बाना ‘कलि-कथा:वाया बाइपास’ 

 

 
 

 

शोध सार:    

आधुनिक हिन्दी साहित्य में अपिी मित्वपूर्ण रचिाओं के कारर् अलका सरावगी का स्मरर्ीय 
स्थाि िै | इिकी रचिाओं में वैववध्य िै |सभी अपिे समय की मित्वपूर्ण दस्तावेज िैं उि सब 
में एक ववशिष्ट स्थाि िै इिका सबसे चर्चणत उपन्यास ‘कशल-कथा:वाया बाइपास’ | जजसके शलए 
इन्िें पुरस्कार भी प्राप्त िुआ िै |  इस उपन्यास में जो समस्याएं र्चत्रित िै वे केवल मारवाड़ी 
समाज तक िी सीशमत ििीं िै बजकक सम्पूर्ण भारत की समस्या का यथाथण र्चिर् ‘कशल-
कथा:वाया बाइपास’ उपन्यास में में िुआ िै | 
अलका जी िे ‘कशल-कथा:वाया बाइपास’ उपन्यास में पाररवाररक समस्याओं को भी र्चत्रित ककया 
िै | जब पररवार में लड़ाई - झगड़ें, मि-मुटाव िोता िै तो उसमें बच्चों को भी बिुत कुछ देखिा 
व सििा पड़ता िै इससे बच्चों के मि में बिुत बुरा असर िोता िै | पररवार में आर्थणक समस्या 
का भी वर्णि देखिे को शमलता िै जिााँ पररवार में िौकरी करिे वाला एक िी व्यजतत िै परंतु घर 
में बिुत स ेलोग रित ेिैं | जजसके कारर् पररवार की आर्थणक जस्थनत खराब िो जाती िै | दाम्पत्य 
जीवि में वववािबाह्य संबधंों का बिुत बुरा असर िोता िै जजसमें पनत या पत्िी दोिों का एक दसूरे 
पर पूरा भरोसा ि िोिे के कारर् मि में एक प्रकार गांठ पड़ जाती िै | इस उपन्यास में वववािेत्तर 
संबंध की समस्या को बखूबी दिाणया गया िै |ककिोर बाबू के मामा का संबंध ककसी और अन्य 
स्िी के साथ िोता िै जजस कारर् उिकी मामी को बिुत सी परेिािी का सामिा करिा पड़ता िै | 

उपन्यास में धाशमणक समस्या पर भी प्रकाि डाला गया िै कक कैसे पिले हिन्द ूऔर मुजस्लम दोिों 
िी धमण के लोग एक साथ प्रेम से रिते थे परंत ुअंग्रेजी िासि आिे के बाद दोिों िी पक्षों में 
वववाद िोिे लगा तयोंकक अंग्रेजों िे एक िीनत अपिाई ‘फूट डालो और राज करो’ इस िीनत के 
कारर् हिन्द ूऔर मुजस्लम आपस में लड़ते रिे |  

उपन्यास में अंग्रेजी िासकों की दमिकारी िीनतयों के प्रनत आक्रोि प्रकट ककया गया िै | जजसमें 
बंगाल के अकाल में भी राजिीनत िुई थी |अंग्रेजों िे राजिीनत के चलते चावल की सप्लाई बंद कर 
दी थी जजस कारर् लोग भूखमरी का शिकार िो रिे थे | प्लासी के युद्ध का भी वर्णि देखिे को 
शमलता| बंगभंग कािूि लगिे के कारर् कोई भी सामिे से ववरोध ििीं कर पाता था तयोंकक अंग्रेज 

आरती शमाथ, शोि लवद्यार्ी,स्नातकोत्तर लहौंदी 

लवभाग, श्रीमती मलणबेि एम्.पी शाह लवमेंस 

कॉिेज ऑर् आट्थस एौं ड कॉमसथ, माटुौंगा, मुौंबई 

डॉ. वृर्षािी च घिे , िेक्चरर, लहौंदी लवभाग, श्रीमती 

मलणबेि एम्.पी शाह लवमेंस कॉिेज ऑर् आट्थस 

एौं ड कॉमसथ, माटुौंगा, मुौंबई 
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उन्िें जेल में डाल देत थे इसशलए लोग इसका ववरोध छुप छुप कर करते थे | इस प्रकार कई 
ऐनतिाशसक घटिाओं पर प्रकाि डाला गया िै | 

बीज शब्द: 
मारवाड़ी समाज में जस्ियों की समस्या, पाररवाररक समस्याएं, धमणभेद, ऐनतिाशसक पररदृश्य| 

प्राक्कथन :     
‘कशल-कथा:वाया बाइपास’ उपन्यास के माध्यम स ेअलका जी िे उपभोततावाद और बाजारवाद के 
चक्र में फंसे सामान्य आदमी का यथाथणवादी र्चि प्रस्तुत ककया िै | उदारीकरर् तथा निजीकारर् 
के फलस्वरूप जन्मे बाजारवाद िे पूरी दनुिया पर अपिा कब्जा कर शलया िै | शसफण  आर्थणक क्षेि 
में िी ििीं सामाजजक और सांस्कृनतक क्षेि पर भी अिेक प्रकार के पररवतणि आए िैं | पिले बाजार 
मिुष्य की आवश्यकता के अिुसार बिता था परंतु आज िमें बाजार की आवश्यकताओं के अिुसार 
ढाला जा रिा िै | उदारीकरर्,निजीकरर्,भूमंडलीकरर् आहद के िाम बिुराष्रीय कंपनियों ि ेभारतीय 
बाजार पर अपिा अर्धकार जमा शलया िै | प्रस्तुत उपन्यास में बढ़ते िुए उपभोततावाद के कारर्ों 
की पड़ताल भी की गयी िै | भूमंडलीकरर् के इस दौर में िमारी संस्कृनत का ह्रास िो रिा िै और 
सामाजजक मूकयों में पररवतणि आ रिा िै | ‘कशल-कथा:वाया बाइपास’ अलका सरावगी िे बदलत े
समय के साथ िो रिे मूकय पररवतणि का अंकि बखूबी ककया िै |   

इस उपन्यास में ककिोर बाबू की पााँच पीहढ़यों के इनतिास को दजण ककया िै और इसके माध्यम से 
उन्िोंिे आजादी के पिले और बाद के कलकत्ता के लगभग 300 साल के पररवेि को साकार ककया 
िै | ककिोर बाब ूकी बाइपास सजणरी उिके हदल के साथ-साथ हदमाग की भी बंद िली खोल देती 
िैं और वे अपिे पूवणजों की जड़ें खोजते िैं | प्रस्तुत उपन्यास में व्यापार के शलए कलकत्ता में आए 
मारवाड़ी समाज का व्यापक र्चि अलका जी िे प्रस्तुत ककया िै | ‘कशल-कथा:वाया बाइपास’ केवल 
मारवाड़ी पररवार की पांच पीहढ़यों की कथा ििीं िै बजकक स्वातंत्र्यपूवण और स्वातंत्र्योत्तर कलकत्ता 
का पूरा र्चि उपन्यास में उपजस्थत िुआ िै | प्लासी के युद्ध से लेकर बाबरी मजस्जद के दंगे जैसी 
कई तात्काशलक घटिाओं का उकलेख उपन्यास में ककया गया िै साथ िी इि घटिाओं तत्कालीि 
सामाज पर पड़े प्रभाव का बखूबी अंकि ककया िै | 

शोध का उद्देश्य: 
1. उपन्यास में र्चत्रित कलकत्ता के 300 वर्षों के इनतिास से पररचय करिा | 
2. तत्कालीि सामाजजक समस्याओं से अवगत करिा | 
3. मारवाड़ी समाज में जस्ियों की जस्थनत को जाििा |   
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शोध प्रववधध: 
ऐनतिाशसक घटिाओं से अवगत िोिे के शलए वर्णिात्मक और वववेचिात्मक ववर्ध का प्रयोग ककया 
गया िै | सामाजजक तथा स्िी ववर्षयक समस्याओं के र्चिर् के शलए ववश्लेर्षर्ात्मक तथा 
समीक्षात्मक ववर्ध का प्रयोग ककया गया िै | 

2.1 मारवाड़ी समाज में स्त्रियों की समरया: 
    अलका सरावगी का पिला उपन्यास ‘कशल-कथा:वाया बाइपास’ सि ्1998 में प्रकाशित िुआ | 
जजसमें मारवाड़ी समाज में जस्ियों की समस्या का यथाथण र्चिर् देखिे को शमलता िै | आधुनिक 
सामाजजक पररवेि में िारी की अजस्मता एवं मिःजस्थनत, जो कक इस समाज के रूहढ़वादी ववचारों 
एवं मान्यताओं के कारर् लगिे वाले प्रनतबंधों स ेआित िै, अपिी लेखिी के माध्यम से अलका 
सरावगी जी िे र्चत्रित ककया िै | अलका जी के उपन्यास में िारी जीवि से जुड़ी अिेक समस्याएाँ 
सामिे आई िैं| उन्िोंिे िारी के प्रत्येक रूप मााँ, बिू, पत्िी एवं सास के दःुख, संघर्षण, संवेदिा एवं 
अन्तमणि को िब्दबद्ध ककया िै |  

2.1.1. रिी-भ्रूण हत्या की समरया: 
इस उपन्यास में मारवाड़ी समाज की स्िी-भ्रूर् ित्या का यथाथण र्चिर् देखिे को शमलता िै | 
'कशल-कथा:वाया बाइपास' में ककिोर बाबू की बड़ी बेटी तीि बार गभणपात करवा चुकी िै| वि िर 
संभव प्रयास करती िै कक वि बेटे को जन्म दे सके| ककिोर बाबू की पत्िी उसके शलए किती िै- 
“आज बड़ी लड़की िे दो लड़ककयों के बाद तीसरा गभणपात कराया िै | इस जमािे में बेचारी पााँच 
बार मााँ बि गई | बच्चा आधा िो या पूरा औरत का िरीर तो बराबर खराब िोता िै | इस बार 
भी पेट से पािी निकालकर परीक्षा कराई, तो लड़की िी निकली, जबकक इस बार तो बच्चा पेट में 
इंजेतिि से डाला था, जजसमें खाली लड़का पैदा करिे वाले कीड़े थे | िज़ारों तो रूपए खचण िो गए 
और िरीर का इतिा िकुसाि िुआ सो अलग |”1 ककिोर बाबू के माध्यम से अलका जी िे ऐसे 
लोगों पर अपिा क्रोध व्यतत ककया िै जो कक ककिोर बाबू की बिु मााँ ििीं बि सकती िै परंत ु
दसूरे का गभणपात करािे चली जाती िै |ककिोर बाबू गुस्से में अपिी बेटी को अपिे घर आिे स े
भी मिा कर देते िैं | वे किते िै कक “और सुिो, तुम्िारी बड़ी दीदी जब ठीक िोकर घर आ जाए, 
तो मेरी तरफ से उसे एक संदेि दे देिा | मैं अपिे बच्चों को मारिेवाली उस ित्यारी औरत की 
ितल ििीं देखिा चािता | आज से वि इस घर में पांव ि रखे’’2   

 2.1.2.  दहेज की समरया:   
दिेज प्रथा केवल मारवाड़ी समाज की समस्या ििीं िै अवपत ुसम्पूर्ण भारत की समस्या िै जजसस े
प्रत्येक माता वपता को गजुरिा पड़ता िै | यि प्रथा समाज की उि गरीब बेहटयों के शलए श्राप िै 
तथा माता वपता को अपिी बेहटयों के वववाि करािे के शलए पैसों के शलये अिेक प्रकार की मुजश्कलों 
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का सामिा करिा पड़ता िै|  ककिोर बाबू की पत्िी अपिी पााँच बेहटयों के वववाि के शलए अपिा 
सब कुछ जमा करती रिती िै “ऊपर से पााँच-पााँच लड़ककयााँ पैदा िोती गईं एक-के-बाद एक सारी 
जवािी तो लड़के की आस में उन्िें पैदा करिे में निकल गई कफर सबके शलए दिेज जुटािे में 
अपिे शलए कभी कोई चीज रख पाईं ? जो खरीदा, लड़ककयों के शलए रखती गईं |”3 ककिोर बाब ू
की पत्िी को भी दिेज की समस्या का सामिा करिा पड़ता िै तथा ककिोर बाबू को भी इसी बात 
की र्चतंा रिती िै कक बेहटयों को पढ़ाऊाँ  या उिके दिेज के शलए पैसे बचाऊाँ  | अलका जी िे दिेज 
की समस्या को बड़ी ईमािदारी से उपन्यास में र्चत्रित ककया िै|  

2.1.3. रूढ़िवादी एवं परंपरावादी सोच में जकड़ी रिी:  

रूहढ़यों और परम्पराओं में जकड़ी स्िी के जीवि का ददण अलका जी के इस उपन्यास में देखिे को 
शमलता िै | धमण, संस्कार और परम्पराओं के िाम पर स्िी का िोर्षर् ककसी ि ककसी रूप में िो 
रिा िै | समाज में सदैव स्िी को सुरक्षा के पदों में सीशमत दायरे में रखा जाता िै | अलका जी 
के प्रथम उपन्यास 'कशल-कथा:वाया बाइपास’ में ककिोर बाबू के स्कूल में मदिमोिि शसघंानिया 
की पत्िी को सारे हदि घूाँघट ओढ़कर बैठे रििा पड़ता था| “ककिोर बाबू को अपिे स्कूल के मदि 
मोिि शसघंानिया की बातें याद थीं कक ककस प्रकार उसकी िई-िवेली पत्िी सुबि से रात तक भारी 
जरीदार ओढ़िी ओड़े पीछे पर अपिा पूरा मुाँि ढके बैठी रिती थी, जजससे रात को उसकी पीठ में 
ददण िो जाता था और खािा खाते समय घूाँघट के कारर् उसका कौर मुंि की जगि कभी-कभी िाक 
में लग जाता था |”4 उसी प्रकार से ककिोर बाबू की मााँ भी िमेिा घूाँघट में िी रिी तथा अमोलक 
के िनििाल में भी यिी घूाँघट प्रथा चली आ रिी िै | अलका जी िे मारवाडड़यों में स्िी के घूंघट 
ओढ़िे का कई स्थािों पर उकलेख ककया िै |     

2.1.4. ववधवा समरया: 
इस उपन्यास में ववधवा समस्या को भी अंककत ककया गया िै यि समस्या भी शसफण  मारवाड़ी 
समाज की ििीं िै अवपतु पूरे भारत की समस्या िै | एक ववधवा स्िी का जीवि अिेक प्रकार की 
कहठिाइयों से भरा िोता िै | कदम-कदम पर लोग उसे निराि, िताि करते िैं | यहद ववधवा स्िी 
जवाि िैं तो लोग उसके चररि पर कीचड़ उछालिे से पीछे ििीं िटते िैं | बिुत कम ऐसा िोता िै 
कक ववधवा स्िी को लोग सम्माि की दृजष्ट से देखते िैं | ‘कशल-कथा:वाया बाइपास’ में ववधवाओ ं
की समस्या पर व्यापक प्रकाि डाला िै |ककिोर बाबू की भाभी जो कक ववधवा िोिे के कारर् सफेद 
साड़ी पििा करती थी, वि एक बार उिके रंगीि साड़ी पिि कर आिे पर ककिोर बाबू का क्रोध 
ववधवा िारी के जीवि की समस्या को दिाणता िै | “तुम्िारा हदमाग तया अब एकदम िी खराब िो 
गया िै भाभी? उम्र बढ़िे के साथ-साथ आदमी की अतल बढ़ती िै, पर मुझे लगता िै यू०पी० (उत्तर 
प्रदेि) वालों की अतल कम िोिे लगती िैं यि तया इतिे चटक-मटक रंग की साड़ी पििी िै | 
तया किेंगे लोग देखकर कुछ तो मयाणदा रखी िोती समाज में |”5 उपन्यास में कई िाररयों के 
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ववधवा जीवि को दिाणया िै | ककिोर बाबू की मााँ, भाभी के माध्यम से उिके कष्टों पर प्रकाि 
डाला िै | छोटी उम्र में िी ववधवा बिी िांता भाभी का दखु उिके देखा ििीं जाता | मारवाडी 
समाज में उिके पुिववणवाि का कोई नियम ििीं | ववधवा जीवि की यि ववडम्बिा िी िै कक ससुराल 
में उसका अपिा कोई िोता ििीं जजससे वि अपिा दःुख बांट सके वि सदैव अकेलेपि में अपिा 
जीवि व्यतीत करती िै |  

2.2. पाररवाररक समरयाएं: 

अलका जी के उपन्यासों एवं किानियों में अर्धकांितः संयुतत पररवार िी देखिे को शमलते िैं | वे 
स्वयं एक सुसंस्कृत संयुतत पररवार का हिस्सा रिी िैं | इसी कारर् अपिी पुरािी पीहढ़यों एवं ियी 
पीहढ़यों के मध्य सामंजस्य, प्रेम-भाव, भाविात्मक जुड़ाव एवं मि-मुटाव का अत्यन्त स्वाभाववक 
वर्णि देखिे को शमलता िै | पररवार स ेजुड़ी कुछ समस्याएाँ अलका जी के इस उपन्यास में देखि े
को शमलती िै | 

2.2.1. पाररवाररक झगड़ों का बच्चों पर प्रभाव:   
िर पररवार में लड़ाई-झगड़े िोत ेरिते िैं कफर वो पररवार बड़ा िो या छोटा लड़ाइयााँ िोती िी िै| 
और इि बड़े लोग की लड़ाई में बच्चों के मि में एक बिुत बुरा असर िोता िै |बच्चे बिुत 
संवेदििील िोते िैं |आसपास के मािौल का उिके मि पर गिरा असर पड़ता िै संयुतत पररवार 
में सबके अपिे अलग-अलग ववचार, जीवि िैली, हदिचयाण, पसंद-िापसंद िोिे के कारर् वैचाररक 
मतभेद िोते िैं | घर में वववाद िोिे पर के बच्चों के कोमल हृदय पर इसका सबसे गिरा प्रभाव 
पड़ता िै और वि हृदय आघात कभी-कभी उिके शलए अत्यर्धक िकारात्मक सात्रबत िोता िै | 
'कशल-कथा:वाया बाइपास' उपन्यास में ककिोर के बड़े भाई लशलत का अपिे मामा द्वारा मामी को 
हदया गया कष्ट अत्यंत दखु दे जाता था|   
2.2.2. दाम्पत्य जीवन की समरया:  
मारवाड़ी समाज में अर्धकतर लोग धि कमािे तथा व्यापार करिे अपि ेपररवार को छोड़ कर 
अन्य ििरों में जा कर बसते िैं | ककिोर बाबू के दादा और परदादा धि कमािे कलकत्ता आ गए| 
धि कमािे और अपिे पररवार का पालि-पोर्षर् करिे िेतु उन्िें जी-तोड़ मेिित करिी पड़ी| ककंत ु
इसका पररर्ाम यि िुआ कक वि अपिे पररवार को समय ििीं दे पाए और ि िी अपिे बच्चों को 
बड़े िोते देख पाते िैं |बड़ा पररवार, शभवािी में िवेली बिािे का सपिा शलए वे हदि-रात काटते 
रिे|  

जब पररवार में ककसी व्यजतत का दाम्पत्य जीवि प्रारम्भ िोता िै, िववधू पररवार का एक अिम 
अंग बि जाती िै| अर्धकांितः िारी को िी पररवार में अपिा स्थाि बिािे िेतु प्रयास करिे पड़त े
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िैं | जजस प्रककया में पिले से चले आ रिे कुछ ररश्तों को समझिे में उन्िें समय लगता िै| 'कशल-
कथा:वाया बाइपास' में ककिोर बाबू की पत्िी को भी अपिे पनत का अपिी भाभी से अत्यर्धक 
आत्मीयता का ररश्ता प्रारम्भ में कुछ अखरता िै – “जब ककिोर बाबू की पत्िी ब्याि कर आईं, तब 
तो भाभी से पूछे त्रबिा पत्ता तक ि हिलाते थे|.... िुरू में उन्िें यि भाभी -पुरार् अखरा भी था यि 
तया रात-हदि भाभी - भाभी | मािा कक भाभी बिुत अच्छी िै बेचारी भरी जवािी में ववधवा िो 
गई, पर िर एक चीज की एक िद तो िोती िै शसिेमा जाएाँ, तो भाभी साथ में, ववतटोररया जाएाँ तो 
भाभी के त्रबिा तया मजाल जाएं|”6 

2.2.3. वववाह बाह्य संबधं: 
पनत और पत्िी से िी पररवार का निमाणर् िोता िै यहद इि दोिों के बीच में कोई तीसरा व्यजतत 
आ जाता िै तो पररवार टूटिे की कगार पर आ जाता िै| ‘कशल-कथा:वाया बाइपास’ उपन्यास में 
अलका सरावगी िे वववाि बाह्य संबंधों पर प्रकाि डाला िै| जिााँ ककिोर बाब ूके बड़े मामा का मैिा 
ठकुराइि से अवैध संबंध रखिा बड़ी मामी के जीवि के सपिों के िुरू िोिे से पिले िी समाप्त 
कर देता िै| लशलत की मामी बिुत परेिाि रिती कक इिका बिु बाजार जािा कैसे बंद करे परंत ु
कोई उपाय काम ि आया | अंत में मामी को राजयक्ष्मा की बीमारी िो गई थी| और इसी में उिकी 
मतृ्यु िो गई | पर वे जीते जी मामा को विााँ जािे से ििीं रोक पाई | बड़े शमकटि सािब के भी 
हिन्द ूलड़की से वववाि बाह्य संबंध बिते िैं|   

2.3. धमतभेद: 

समाज में मिुष्यों द्वारा ववशभन्ि समुदायों में बाँटकर, प्राचीिकाल में कमण, जानत के अिुसार तो 
आज माि व्यजतत के अिुसार धमण के आधार पर आचरर् करता िै | आज धमण के आधार पर िी 
िमारे देि में ववभाजि देखिे शमलता िै जैसे - हिन्द,ू मुजस्लम, शसख, ईसाई, जैि, बौद्ध, आहद| 
इि धमों में भी आन्तररक ववभाजि ववद्यमाि िै धमण को माििा, उसके अिुरूप सदाचरर् करिा, 
मािवीय मूकयों को अपिे जीवि का अंग बिाकर दसूरे का ककयार् करिा, इसमें कभी कोई दोर्ष 
ििी,ं ककन्तु धाशमणक समस्याएाँ प्रारम्भ िोती िै, जब मिुष्य अपिे धमण का अंधािुकरर् करिे लगता 
िै धमण, जानत, सम्प्रदाय के बीच जब आपसी मतभेद बढ़िे के कारर् दंगे भड़क उठते िैं |  

2.3.1. ववभाजन की िासदी: 
अलका जी के उपन्यास 'कशल-कथा:वाया बाइपास’ में आजादी के समय, बंगाल ववभाजि के समय 
के साम्प्रदानयक दंगों का वर्णि िै | उस समय हिन्द-ूमुजस्लम वववाद इतिा अर्धक बढ़ गया था 
कक चारों ओर दोिो धमण के लोग एक दसूरे के धमण के लोगों को बेददी से मारे गए थे | दोिों एक 
दसूरे के खूि के इस तरि प्यासे िो रिे थे कक उिके मािवीयता और संवदेिा त्रबककुल समाप्त िो 
गयी थी, उन्िें पुरुर्ष, महिला, बच्चों, बुजुणगों ककसी के प्रनत कोई दया भाव ििीं था |  
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2.4. ऐतिहालसक पररदृश्य: 

बंगाल और कोलकत्ता से संबंर्धत ऐनतिाशसक घटिाओं का र्चिर् अलका जी की रचिाओं में देखिे 
को शमलता िै |  

2.4.1. बंगाि का अकाि:  

बंगाल का अकाल सि ्1942 में िुआ था वास्तव में अकाल इंसानियत पर एक धब्बा िै | भूख के 
कारर् लोगों में मािवीयता िष्ट िो गयी थी एक वतत की रोटी के शलए लोग सब कुछ बेच रिे 
थे | इि सबका बुरा असर स्िी एवं बच्चों पर िी अर्धक पड़ा | पैसे के शलए औरतों एवं लडककयों 
को वेश्यालयों में बेचा जािे लगा उस समय घरवालों के पास पैसा कमािे का और कोई चारा भी 
ििीं था | हदि-पर-हदि लोगों की िालत त्रबगड़ि ेलगी थी | उस समय गली-गली लािों से भरी 
पड़ी थी | लािों को हठकािे लगािा सरकार के शलए भी मुसीबत बि गई थी इसशलए लािों को 
िहदयों में फें का जािे लगा | जजसकी वजि से िदी प्रदवूर्षत िोिे लगी कफर भी लोग उसी से पािी 
पीते थे | उस वजि से लोग मलेररया जैसी बीमाररयों के शिकार िो जाते थ े|भूख शमटािे के शलए 
लोग भीख भी मााँगते थे | अलका जी िे अपिे उपन्यास 'कशल-कथा:वाया बाइपास' में इस घटिा 
का र्चिर् ककया िै |अमोलक ककिोर का दोस्त िै वि ककिोर से किता िै  “कलकते्त की सड़कों 
पर भीख मााँगिे वाले गााँव के लोग रोज ककस तरि बढ़ रिे िैं? मेरे वपताजी के शमि िैं ि संपत्त 
चाचा- वे कि रिे िैं कक बंगाल के गााँवों के लोगों के पास खािे को िै अपिे सारे बतणि -भाड़े 
बेचकर ये लोग चावल खरीदकर खा चुके िैं और अब भूख कुछ ििीं के मारे गााँव छोड़कर कलकत्ता 
आ रिे िैं | सब सूख-सूखकर कंकाल िो रिे िैं |”7 अमोलक और संपत्त चाचा भूख से पीडड़त लोगों 
की मदद करिे की कोशिि करते िैं | 

2.4.2. प्िासी की िड़ाई: 
सि ्1757 में शसराजुद्दौला और अंग्रेजों के बीच िुई की प्लासी की लड़ाई के बाद भारत का 
इनतिास बदल गया | अलका जी िे 'कशल-कथा:वाया बाइपास' में इस ऐनतिाशसक घटिा का जजक्र 
ककया िै | सि ्1757 जूि 23 को प्लासी की लड़ाई िुरू िुई | कुछ ज़मीिदारों एवं व्यापाररयों िे 
रॉबटण तलाइव से िाथ शमला शलया| शसराजुद्दौला को उिके िी लोगों िे धोखा हदया था वे अंग्रेजों 
के खखलाफ लड़ते रिे लेककि अन्त में वि िार गया और मुशिणदाबाद की तरफ भाग गया | उिके 
लोगों िे िी उन्िें मारा था इस प्रकार शसराजुद्दौला का बड़ा दखुद अन्त िुआ और अंग्रेजों ि ेप्लासी 
की लड़ाई जीत शलया | भारत को अपिे कब्जे में लेिे के शलए भारत पर िमला करिे के शलए 
और दनुिया वालों के सामिे भारतीयों को बबणर हदखािे के शलए अंग्रेजों िे इस घटिा में मारे 
जािेवाले लोगों की संख्या बढ़ा-चढ़ा कर बता हदया था | अंग्रेजों िे धोखे से बंगाल का सत्ता िवाब 
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से छीिा शलया था | अलका जी िे इस ऐनतिाशसक घटिा का र्चिर् करके बंगाल के इनतिास को 
प्रस्तुत ककया िै | 

2.4.3. बंग-भंग:  

'कशल-कथा:वाया बाइपास' में भी बंग-भंग संबंधी ऐनतिाशसक घटिाओं को अलका जी िे प्रस्तुत 
ककया िै | लॉडण कजणि िे बंगाल में बंग-भंग का कािूि लागू कर हदया था इसके खखलाफ पूरे बंगाल 
में ववरोध प्रदिणि िुआ और सिस्ि क्रांनत की भी चेष्टा िुई थी इसका र्चिर् उपन्यास ककया गया 
िै | 

2.5. अंधववश्वास की समरया: 
‘कशल-कथा:वाया बाइपास’ मे िमें कई जगि अंधववश्वास देखिे को शमलता िै| मिुष्य अपिी 
कमजोररयों का, समस्याओं के निवारर् का िमेिा कोई आसाि मागण खोजिा चािता िै इसी कारर् 
यि राशिरत्ि आहद भी किीं ि किीं अंधववश्वास िी दिाणते िैं |जबकक रत्ि धारर् करिे वाले 
व्यजतत की जजंदगी जैसे थी उससे भी बदतर िोती जाए | उपन्यास में ककिोर बाबू का बेटा 
अंधववश्वास के कारर् िाथ में कई प्रकार की अंगुहठयााँ पििता िै | ‘कशल-कथा:वाया बाइपास' में 
बड़े मामा का वेश्या मैिा ठाकुरािी के पास जािे के बारे में उसकी मााँ का यि कििा कक उस पर 
जाद ूककया गया िै, माि एक अंधववश्वास िी िै | ककिोर बाबू की िािी टोटके को िी मामी के 
मरिे का कारर् मािती थी | “बड़ी जो टोटका- टोिा करवा रिी थी विी उसके उलटा पड़ गया 
इसीशलए उसे मरिा पड़ा |“8 ककिोर की बिि जब बीमार थी तब उसे डॉतटर के पास ले जािे की 
बजे िज़र उतारिे झाड़ा देिे वाले को बुलाया जाता था |  

तनष्कर्त: 
अलका जी िे ‘कशल-कथा: वाया बायपास’ उपन्यास के जररए मारवाड़ी समाज का यथाथण र्चिर् 
ककया िै | उन्िोंिे मारवाड़ी समाज में जस्ियों की जस्थनत का वास्तववक र्चि प्रस्तुत ककया िै | 
साथ िी कलकत्ता के ऐनतिाशसक पररदृश्य को भी बखूबी साकार ककया िै | समसमानयक  समस्याओं 
पर उिकी बारीक िजर थी | अलका सरावगी िे बाजारवाद और भूमंडलीकरर् के कारर् बदलत े
सामाजजक मूकयों का अंकि ‘कशल-कथा: वाया बायपास में यथाथण धरातल पर ककया िै | प्रस्ततु 
उपन्यास में उन्िोंिे आर्थणक, राजिीनतक, धाशमणक समस्याओं का सूक्ष्म र्चिर् देखिे को शमलता 
िै| 
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