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Editorial        

Mumukshu Journal of Humanities is a bilingual and biannual journal. The main

objective of the publication of this journal is not only to promote interdisciplinary

research in humanities and social science with a focus on literature, culture and

theory, but also to give a platform to the research work done by professionals   as

well as new comers in the field.

The current issue of this journal focuses on the different aspects of the

Commerce, Management, Economics  and other streams of humanities. We are

heartly grateful to the learned contributors for their co-operation.

For this issue of journal, we have received more than 37 articles. So our Peer 
Review Committee and Editorial Board have selected about 28 articles to publish. 
We congratulate all contributors for making the journal a must-have possesction.

We owe a debt of gratitude to all those who have actively participated, directly

or indirectly, in making this volume a grand success. We may faller in not

expressing our feeling of gratitude to each and every one, albeit my heart is replete

with deep emotions  for them.

Dr. A.K. Mishra Dr. Anurag Agarwal
(Editor-in-Chief) (Editor)

Principal Asso. Prof. & Head

S.S. (PG) College, Shahjahanpur Faculty of Commerce

Mob. No. 9415060766 Mob. No. 9415725333
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IMPACT OF DIGITAL MARKETING ON CONSUMER
BUYING BEHAVIOR IN INDIA

Dr. Bhupender Singh*

Abstract : While modern day digital marketing is an enormous system of channels to which
marketers simply must onboard their brands, advertising online is much more complex than the
channels alone. In order to achieve the true potential of digital marketing, marketers have to dig
deep into today’s vast and intricate cross-channel world to discover strategies that make an
impact through engagement marketing. Engagement marketing is the method of forming
meaningful interactions with potential and returning customers based on the data you collect
over time. By engaging customers in a digital landscape, you build brand awareness, set yourself
as an industry thought leader, and place your business at the forefront when the customer is
ready to buy. As for the future of digital marketing, we can expect to see a continued increase in
the variety of wearable devices available to consumers.

Keywords : Digital marketing, Cosumer behavior, traditional marketing and Digital market-
ing.

Digital is at the core of everything in market-
ing today—it has gone from ‘one of the things
marketing does’ to ‘The thing that marketing
does.’”

– Sanjay Dholakia, Former Chief
Marketing Officer, Marketo

Introduction
Digital marketing is wide-based and includes

developing business strategies leveraging emerg-
ing technology that raising expenses and grow
industry internationally in a highly competitive
environment. Rapid technology advances, the
usage of digital marketing, social network ads,
web browser marketing are also on the rise. Digital
marketing is utilized for advertisers to promote
goods & services on the market.

It refers to advertising delivered through
digital channels such as search engines, websites,
social media, email, and mobile apps. Using these
online media channels, digital marketing is the
method by which companies endorse goods,
services, and brands. Consumers heavily rely on
digital means to research products. For example,
Think with Google marketing insights found that
48% of consumers start  their  inquiries  on  search

* Associate Professor, Department of Commerce, Bareilly College, Bareilly

engines, while 33% look to brand websites and
26% search within mobile applications.

While modern day digital marketing is an
enormous system of channels to which marketers
simply must onboard their brands, advertising
online is much more complex than the channels
alone. In order to achieve the true potential of
digital marketing, marketers have to dig deep into
today’s vast and intricate cross-channel world to
discover strategies that make an impact through
engagement marketing. Engagement marketing is
the method of forming meaningful interactions
with potential and returning customers based on
the data you collect over time. By engaging
customers in a digital landscape, you build brand
awareness, set yourself as an industry thought
leader, and place your business at the forefront
when the customer is ready to buy. As for the
future of digital marketing, we can expect to see a
continued increase in the variety of wearable
devices available to consumers. Forbes also
forecasts that social media will become increas-
ingly conversational in the B2B space, video
content will be refined for search engine optimiza-
tion (SEO) purposes, and email marketing will
become even more personalized.



2    Dr. Bhupender Singh
MUMUKSHU JOURNAL OF HUMANITIES 

PEER REVIEWED/REFEREED JOURNAL VOL. 14, NO. 2, DEC. 2022, ISSN 0976-5085

Digital (Online) Marketing in India
India is the third highest Internet community

in the country. Since the proliferation of the
Internet, the Advertising Methodology has taken
hold in order to communicate with the general
population. The enormous growth that computeri-
zed marketing has shown can not be combined
with any other method. Admiring the new scenario
in India, individuals here are conscious of the Web
as well as use it for various reasons in their
everyday lives. Subsequently, there is a flourishing
internet marketing industry in India. Throughout
India internet networking is the driving force
behind the misuse of computerized marketing. The
shopping spotlight in India is rising both online
and offline. India is a new maverick to the online
shopping explosion, yet it is common for online
purchases to grow by half every year over the next
few years. The world is currently the third-largest
Internet user nation with more than 120 million
Internet customers and the rapid development of
flexible exchange is required to increase the
number of customers to more than 330 million by
2015. Web-based life is driving the growth of
digital marketing. Progressively stable socio-
economics of youthful internet-wise users devote
additional time and resources digitally, and thus
affect the inclination of their clients. Books, shop-
ping devices, travel, money-related government,
clothes and magnificence treatment are regular
online items. Online shopping is taking place in
huge urban metropolises, with Mumbai being the
main center preceded by Delhi and Kolkata. Signi-
ficantly, trades are rendered in online commercial
centers such as Snadpdeal, which was introduced

in 2010. For now, the Web is only a minor part of
India's GDP, but the hope is that the Internet
explosion is just around the corner for retailers.
Indian youth will obey strong moral and family
ideals and devote their entire time and commit-
ment to research and job. Career, schooling, thus,
must be the primary goal of a pupil. Indian youth
is a strong consumer group that drives manu-
facturers to do what they want.

Literature Review

Naseeth Ahamed Nizar et al. (2018) This
research relies on the study approach, since the
experiment was distributed to collect input from
citizens in general to investigate the effect of web-
based life marketing on customer purchasing
behavior.

Diyana Ahmed Ghazie Et al. (2018) The
goal of this analysis is to understand the behavior
of consumers against digital selling in Malaysia. In
an attempt to identify the huge, awareness and
content of customer adequacy of digital marketing,
a general written examination was performed.
Through utilizing critical knowledge (study) and
auxiliary knowledge strategies, it allows resear-
chers to differentiate between how to build a good
brand understanding of customer behavior.

Object of Study

❍ To know about digital maketing in India

❍ To know difference between traditional
Marketing and Digital Marketing

❍ To know Impact of Digital marketing on
Consumer behaviour.

 Traditional Marketing v/s Digital Marketing

Traditional Marketing Digital Marketing

Example of traditional marketing includes a poster,
brochure, magazine, newspaper, broadcast, tele-phone.

Example of digital marketing includes a website, social
media platforms, affiliate marketing, email marketing,
search engine optimization.

With a traditional marketing approach, only limited or
local customer can be targeted

With a digital marketing approach customer around the
world can be targeted.

Advertising campaign takesa long period to plan Advertising campaign take a short period to plan.

It is costly and time-consuming Relatively cheap and faster.

A physical relationship isshaped while conveying
merchandise

No physical relationship is formed due to the digital
nature of digital marketing.
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One campaign stays for a long time and change is
expensive.

A campaign can be changed very easily.

For the promotion of product poster, paper, billboard
many various types of material is used

No physical stuff is required because digital marketing
is done on website, social media platforms, or through
online videos.

Due to the physical nature of traditional marketing, its
cost is high.

Digital marketing is cheaper compare to traditional
marketing because it is done on websites and social
media.

For market analysis traditional marketing depends on
surveys or experimentation, it is complex to analyze the
result and does not provide accurate data.

Facts and data available on various analytic tools make
it very convenient to analyze the data and to interpret it.

24/7 marketing is not possible. 24/7 marketing all around the globe is possible.

Only one-way communication can happen. Two-way communication can happen.

No capacity to go viral. High Capacity to go viral.

Customer can feedback only during the working time. Customer can give feedback any time.

Impact of Digital Marketing on Consumer
Behaviour

Consumers have become researches Through
convenient access to the Internet, users are now
much more educated and motivated. Every day
they are overwhelmed with digital content. With
almost every company now marketing their pro-
ducts on digital platforms, it's more than easy for
customers to check and compare online. Their
choice to shop is strongly influenced by the
connections they have with the company and other
influencers online. Digital word of mouth is the
most trustworthy word of mouth used to be the
most reliable source of advice that customers
believed. In today's digital world, word of mouth
is offered in terms of customer feedback,
influencer suggestions, scores, testimonials, etc.
Total customers will insure that they look at what
current brand buyers have to suggest about the
product / service before making their purchase
decisions. Customers are not afraid to experiment
Consumers in the past few days have been very
cautious about modifying the labels they have used
all along. But with time, things have changed.
Now, business thought has grown tremendously.
They have become more open to products and
brands that offer better quality than ever before.
All this was feasible only through digital
marketing, which made it easier for these new
brands to reach out to consumers. Consumers often
switch brands Brand loyalty has been a big thing

in the past. It's very unusual when you see
customers change labels. Today, though, custo-
mers are able to switch brands, because the new
one offers better apps. With a lot of options on the
market, customer engagement is challenging and
switching is fast.

Conclusion
On the basis of study it can be said that, In

digital marketing, recognizing customer behaviour
is crucial to commercial performance because
customers have adopted the usage of the Internet
and online socializing technologies It has been
observed that there is a connection among monthly
income & goods they buy. Monthly People's
Income playsan significant role in the purchasing
of various products across the Internet Web. This
has also been noted that there is a substantial gap
in the degree of consumer service with the online
buying of products. Many of the Consumers was
pleased with the items bought by Digital Network.
A business will achieve even better with digital
media because it knows and implements what the
customer wants.
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NEED AND PROGRAMS OF SKILL DEVELOPMENT
IN INDIA

Dr. Anurag Agarwal*

Abstract : In India, skill development is also critical from both socio-economic and
demographic point of view. For the economy to grow at 8% to 9%, with the targeted growth rate
of 10% for secondary, 11% for tertiary and 4% for agriculture sectors, a multi-faceted and highly
efficient skill development system is imperative. Further, India is destined to be a contributor to
the global workforce pool on account of demographic bonus, with the growth rate of higher
working age population as compared to its total population and home to the second largest
population (with a headcount of around 1.4 billion by 2025) in the world with distinct advantage
of having the youngest population with an average age of 29 years as against the average age of
37 years in China and the US and 45 years in Western Europe (FICCI, 2014). The increasing
globalization and digital presence provide India a unique position to increase its share further in
global market from current share of around 37% in the global outsourcing market.

Key words : Skill development, Need, Present Scenario, Programs.

Introduction
Knowledge and competition have intensified

the need for highly skilled workforce in both the
developing and developed nations as it enables
them to accelerate the growth rate of their economy
towards higher trajectory. Today all economies
need skilled workforce so as to meet global
standards of quality, to increase their foreign trade,
to bring advanced technologies to their domestic
industries and to boost their industrial and econo-
mic development. Thus, skills and knowledge
becomes the major driving force of socio-eco-
nomic growth and development for any country.
As it has been observed that countries with highly
skilled human capital tend to have higher GDP and
per capita income levels and they adjust more
effectively to the challenges and opportunities of
the world of work.

In India, skill development is also critical from
both socio-economic and demographic point of
view. For the economy to grow at 8% to 9%, with
the targeted growth rate of 10% for secondary,
11% for tertiary and 4% for agriculture sectors, a
multi-faceted and highly efficient skill develop-
ment system is imperative. Further, India is
destined  to  be  a  contributor  to  the global work-
force pool on account of demographic bonus, with

* Associate Professor & Head, Department of Commerce, S.S. (P.G.) College, Shahjahanpur (UP)

the growth rate of higher working age population
as compared to its total population and home to the
second largest population (with a headcount of
around 1·4 billion by 2025) in the world with
distinct advantage of having the youngest popula-
tion with an average age of 29 years as against the
average age of 37 years in China and the US and
45 years in Western Europe (FICCI, 2014). The
increasing globalization and digital presence
provide India a unique position to increase its
share further in global market from current share
of around 37% in the global outsourcing market.

Concept of Skill Development

A growing number of countries have achieved
the goal of universal primary education and others
are moving closer to this goal. Young people who
expect to pursue further education and training to
improve their chances for employment and higher
earnings get benefited from these goals.

A skill is the learned ability to carry out a task
with pre-determined results often within a given
amount of time, energy, or both. In other words the
abilities that one possesses. Skills can often be
divided into domain-general and domain-specific
skills. For example, in the domain of work, some
general   skills  would  include  time  management,
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teamwork and leadership, self motivation and
others, whereas domain-specific skills would be
useful only for a certain job. Skill usually requires
certain environmental stimuli and situations to
assess the level of skill being shown and used.
People need a broad range of skills in order to
contribute to a modern economy. Skill develop-
ment has always been an important agenda for all
the governments India has seen so far. When it
comes to a fast developing country like India, the
desired set of skills is of much more importance
than any other economy. Different types of skills
are needed to be developed in an individual in
order to meet lifestyle and industrial needs. A few
can be named as Labor Skill, Life Skill, People
Skill, Social skill, soft skill, hard skill, etc.
Realisation of type of skill required for a specific
job or task is an essential need of the hour.

According to the International Labour Orga-
nization (ILO), “Skill development is of key
importance in stimulating a sustainable develop-
ment process and can make a contribution in
facilitating the transition from an informal to
formal economy. It is also essential to address the
opportunities and challenges to meet new demands
of changing economies and new technologies in
the context of globalization.” The objective of
Skill Development is to create a workforce
empowered with the necessary and continuously
upgraded skills, knowledge and internationally
recognized qualifications to gain access to decent
employment and ensure India’s competitiveness in
the dynamic global market. It aims at increasing
the productivity and employability of workforce
(wage and self-employed) both in the organized
and the unorganized sectors. It seeks increased
participation of youth, women, disabled and other
disadvantaged sections and to synergize efforts of
various sectors and reform the present system with
the enhanced capability to adapt to changing
technologies and labour market demands. Skills
development can help build a ‘virtuous circle’ in
which the quality and relevance of education and
training for all genders fuels the innovation,
investment, technological change, enterprise deve-
lopment, economic diversification and competi-
tiveness that economies need to accelerate the
creation of more jobs.

Review of literature
Agarwal S. (2016) has written paper which

attempts to illustrate the importance on “Central
Pillar of Employability: Skill Development”. This
research paper is an effort to understand the
present skill capacity and the challenges faced by
skill development system in India along with their
solutions. To assessed the level of skill capacity of
the Indian workforce with the help of education
and vocational training. The present study also
found that both the government and its partner
agencies have launched various measures/
initiatives for the effective implementation of the
skill development system in the economy. And
still it faces a number of undetermined issues/
challenges that need immediate attention of the
policy makers. And it also find that these pro-
gramme are unable to create avenues for casual
workers and are not of the scale needed.

 Okada A. (2012) has provided on the topic
“Skills Development for Youth in India: Challen-
ges and Opportunities”. The paper has identified
that recent initiative to facilitate young people’s
transition to the world of work. India facing very
complicated and tremendous challenges in
bringing up the skills development for youths, for
several reasons. This paper has explained an
existing skills gap in India between what industries
demand based on recent rapid economic growth
and the skills that young people acquire through
vocational training. It also suggested that India
must raise its investment in education and training
for youth, which help to promote industrial
development and achieve sustainable growth.

Object of Study

❍ To know about skill development

❍ To know present scenario skill level in India

❍ To know various Skill Based Programs runn-
ing in India.

Need of Skill Development in India
The need of skill Development campaign for

accelerating the economy can be justified on the
bases of following: :

(1) Scale of determination : At present the
capacity of skill development in India is around
3.1 million persons per year. The 11th Five Year
Plan visualize an increase in that capacity to 15
million annually. India has target of producing 500
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million skilled workers by 2022.So that the contri-
bution per individual can be increased economic
Thus, there is a need for increasing capacity and
capability of skill development programs.

(2) Co created solution : We have to accept a
very lopsided India as a starting point. Partnerships
will be responsively promoted between Govern-
ment, industry, local governments, civil society
institutions and all potential skill providers. Insti-
tutional appliances and standing platforms will be
created to ensure sustainability.

(3) Driving towards knowledge economy :
The skill development initiatives support the
supply of trained workers who are adjustable
dynamically to the changing demands of employ-
ment and technologies. This policy will encourage
superiority and will meet the requirements of
knowledge economy.

(4) Lack of coordination among Govern-
ment & Non-Government player : Lack of
coordination among them lead to in efficiency , so
there is strong need of nodal agency which
coordinate governs skill development & policy
making activities .

(5) Coordination&coherence of policy : The
skill development initiatives support enrolment
corps, economic growth and social enlargement
processes. Skill development approach will be
anfundamental part of comprehensive economic,
labour and social policies and programmes. A
substructure for superior coordination among
various Ministries, States, industry and other
stakeholders will be established.

(6) Mismatch between industry require-
ment and availability : Lack of awareness about
industrial requirement & availability of vocational
courses lead to a large gap in development of right
skills. Till date the credibility of vocational courses
is still questionable which sloues the development
of youth in terms of learning skills and making
them employable .

(7) Low Educational Attainment : Though
the country has made progress on educational
attainment as reflected below :

❍ There are about 1.5 million schools in India
with a total enrolment of 250 million students
(from pre-primary to high/senior secondary
levels) i.e. schools constitute the maximum
number of enrolments.

❍ Higher education sector comprises around
20.7 million. The total number of students
enrolling for open universities and other
diploma courses constitute 24.3% of the total
students.

❍ Vocational training in India is primarily
imparted through the government and private
industrial training institutes (ITIs). There are
total 9,447 (in 2012), with a total seating
capacity of 1.3 million. The total number of
ITIs has increased at a CAGR (2007–2012) of
11.5%, while the total number of seats has
increased at a CAGR (2007–2012) of 12.2%.

❍ Current annual training capacity of India is 4.3
million, which is 20% less than theindustrial
requirement of 22 million skilled workers a
year.
(8) Vocational Training : India is pro-

gressively moving towards knowledge economy,
where skills are widely recognized as the impor-
tant lever of economic growth, but the perception
about vocational education is still doubtful i.e., it
is generally meant for those who fail to get
admission in the formal system. Thus, it still need
time to be considered as a viable alternative to
formal education.
❍ As it was observed in India, around 90% of the

jobs are skill-based i.e. they require some sort
of vocational training whereas in reality only
2% of the population (in 15-25 years age
group) enrolled for vocational training in India
as compared to 80% inEurope and 60% in East
Asian countries.

❍ The current capacity of vocational training is
31 lakh against an estimated annual capacity
of 128 lakh workers whereas the overall
national target of skilling is 50 corer of
workers by 2022 i.e. India needs to impart
vocational training to at least 300–350 million
people by 2022 which is significantly lower
than the government target of 500 million

Present Scenario of Skill level in India
In order to capitalize the demographic

dividend, India will need to empower its workers
with the right type of skills. Thus this section
depicts the present skill levels of the Indian
workforce in the age group of 15-59 years in the
form of their general educational levels and
vocational training levels.



8    Dr. Anurag Agarwal
MUMUKSHU JOURNAL OF HUMANITIES 

PEER REVIEWED/REFEREED JOURNAL VOL. 14, NO. 2, DEC. 2022, ISSN 0976-5085

❍ The drop-out rates of educational institution
was estimated to be 50% in the age group of 5-
14 years and86% after 15 years of age and in
contrast to this the participation rate of the
workforce rises rapidly after 14 years of age
and it results in a semi-literate workforce
which finds it difficult to absorb higher form
of skills.

❍ 38% of Indian workforce is illiterate, 25% has
education below primary or up to primary
level and remaining 36%has an education
level of middle and higher level.

❍ 80% of Indian workforce does not possess any
marketable skills.

❍ Only about 2% have received formal vocat-
ional training and 8% non-formal vocational
training, thereby implying that very few new
entrants to the work force have any marketable
skills as compared to developed economies
such as Korea (96%), Germany (75%), Japan
(80%) and United Kingdom (68%).

Various Skill Based Programs running in
India

The different programmes under skill India
campaign are as follows :

(1) Deen Dayal Upadhyay Gram Kaushal
Yojana (DDU-GKY) : The (DDU-GKY) is a
placement linked skill development program for
the rural youth. Till date there have been 66
special projects that were taken up under the
DDU-GKY scheme. 15 states have a minimum of
5 approved projects and many in the pipeline.

(2) Deendayal Antyodaya Yojana – National
Urban Livelihoods Mission (DAY-NULM) : The
main aim of DAY – NULM mission is to curb
poverty of the urban poor households by providing
them access to their skill related employment
opportunities in an organized manner. As a part of
this scheme, regional workshops have also been
conducted in support of urban homeless, urban
street vendors etc. A major objective of the scheme
is to help people earn a sustainable livelihood
through skilling and up skilling.

(3) Director General of Training – Modular
Employable Skills – DGT-MES : Government of
India and the Ministry of Labor together has
launched Modular Employable Skills (MES) under
Skill Development Initiative (SDI). Under this

scheme, school dropouts and existing workers,
specially, in the unorganized sector are to be
trained for employable skills. The scheme has been
in operation since 2007 and statistics show that a
large number of school dropouts do not have
access to skill development for improving their
employability through various vocational training
and apprenticeship programs.

(4) Ministry of Labor and Employment
(MoLE) : The main responsibility of this Ministry
is to protect the interests of workers in general and
also the rural and urban poor and that section of
people who are deprived and sections of the
society.

(5) Mahatma Gandhi National Rural Emp-
loyment Guarantee Act (NREGA NREGA) :
Guarantees right to work in rural areas by
providing wage employment to unskilled manual
workers. People are ensured of at least 100 days of
employment in every household to a member who
is willing to do unskilled work. Employment under
NREGA has legal clauses and the employment
schemes are directly implemented by the gram
panchayats.

(6) Ministry  of  Skill  Development  and
Entrepreneurship (MSDE) : The (MSDE) is
responsible for the co-ordination of overall skill
development efforts across the country, building
the vocational and technical training framework,
skill up-gradation, building of new skills, and
innovative thinking not only for existing jobs but
also jobs that are to be created.

(7) Ministry of Skill Development and
Entrepreneurship (MSDE) : The (MSDE) is
responsible for the co-ordination of overall skill
development efforts across the country, building
the vocational and technical training framework,
skill up-gradation, building of new skills, and
innovative thinking not only for existing jobs but
also jobs that are to be created.

(8) National Skill Development Corporation
(NSDC) : The (NSDC) is a unique organization
under PPP mode, under the Ministry of Skill
Development & Entrepreneurship. It aims to
promote skill development by initiating the
creation of large and quality oriented training
institutes all over the country. NSDC acts as a
catalyst in skill development by providing funding
to enterprises, companies and organizations that
provide skill training.
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(9) National Skill Development Agency
(NSDA) : The NSDA is an autonomous body of
Ministry of Skill Development and Entrepre-
neurship it ensure that the skilling needs of the
disadvantaged and the marginalized groups like
SCs, STs, OBCs, minorities, women and diffe-
rently abled persons are taken care of without any
bias.

(10) Pradhan MantriKaushal Vikas Yojana
(PMKVY) : The PMKVY is a unique initiative by
the Government of India that aims to train about
24 lakh Indian youth to be industry relevant, skill
based and to prepare them for the global market.
Under this scheme, the trainees will also be given
financial support and a certificate on successful
completion of training and assessment, which will
help them in securing a job for a better future.

Conclusion
To further increase the momentum& see to the

proper implementation of the skill India campaign
the government set a target of skilling 400 million
persons by 2022, but its pace is in slow rate than
the set target. At this pace, the 2022 target appears
to be very difficult. And training to job transition
rate is very low than the expectation.In its first
phase, the government trained some 1·97 million
people against a target of 2·4 million. And the
skilling to placement ratio is low. Skill India is
aspiring programme of Government of India. At
present India faces a severe shortage of trained
workers. Only 2·3% of India’s work force has
formal skill training compared to 68% in the UK,
75% in Germany, 52% in USA, 80% in Japan and
96% in South Korea. Hence there is an urgent need
to impart skills in more efficient way. For
contribution in growth in Indian economy to
compete with other developed countries of world it

is necessary to see that in the whole process of
skill India campaign, training to job transmission
rate proper skill acquisition & implementation rate
is undertaken in an affective manner.
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STUDY OF FAMILY ATTITUDE OF MARRIED
WOMEN TOWARDS EMPLOYMENT

(With Special Reference to District Shahjahanpur)

Dr. Gaurav Saxena*

Abstract : In India both recorded history and folk songs indicate that rural women have been
involved in rice production from very early times. Women are said to have domesticated rice. The
tasks in which women are engaged differ in different cultures, geographic regions, climatic
conditions, mode of production and socio-economic groups to which they belong. Women
generally did transplanting, weeding and in some places harvesting too. Improvement of status of
women has now been recognized all over the world as an important aspect of national progress
and development. It is also felt that the problem of poverty cannot be tackled without providing
opportunities of productive employment to women. Productive employment to women would
provide necessary economic base to improve their social status.

Employment is an important factor contributing to the status of women in the family. If a
woman is employed or works outside the family to earn money, she remains absent from the
house for a fixed time. This results in narrowing down her role at home. Thus an employed or
working women may exert a pressure for rearrangement of the household management. Sharing
of the household responsibilities by the male members makes her employment more feasible by
reducing the pressure on her traditional housekeeping role. It is, therefore, expected that an
employed women or a women working in other fields for earning money has a low participation
in house keeping activities.

Key Words : Married Women, Employment, Family Attitude.

Introduction

In ancient period, Women were eligible for the
study of the Vedas and performance of sacrifices.
There were women scholars who remained
unmarried for a long time devoting themselves to
higher studies. The women in ancient times
enjoyed considerable freedom so for political,
social and employment activities were concerned.
They enjoyed a status and prestige in society.
Women could participate in politics on equal terms
with men. No unnatural distinction was made
between the sons and the daughters. Even the
daughters were entitled to undergo the upanayana
ceremony and they too could pursue knowledge
and learning like the sons. The women of those
days should have been as much proficient in
archery as in other branches of learning.

Girls were free to go through upanayan cere-
mony, wear the  sacred  thread,  and  live  a life  of

* Assistant Professor, Department of Commerce, S.S.(PG) College, Shahjahanpur

celibacy. They were free those days along with
their brother pupils Atharva Veda declared that a
maiden was not entitled to marry until after she
had completed her student life. There are instances
when women were so advanced in learning that
they challenged men of acknowledged learning in
public discussions on philosophical and meta-
physical subjects. In Vedic period, women used to
take an active part in agriculture and in the manu-
facture of cloth, bows and arrows and other war
materials. They were useful members of society.

The status of women depend by and large on
the behaviour of husband at home. If the behaviour
of husband is good that he does not indulge in
chastisement, abusing, turning out his wife from
the house, insulting his wife and children and
drinking liquor and harassing his wife and family,
then wife may enjoy a good status within family. If
the husband indulges  in  any  or  all  of  the  above



MUMUKSHU JOURNAL OF HUMANITIES
PEER REVIEWED/REFEREED JOURNAL VOL. 14, NO. 2, DEC. 2022, ISSN 0976-5085 Dr. Gaurav Saxena    11

activities then the life of his wife and family
becomes hell and a women cannot even think of a
high status. In this background an attempt was
made to investigate the status of women on the
basis of behaviour of husband at home, in the
context of all malpractices stated earlier.

A married woman plays a very important role
for her family. A married woman in the family has
to be dependent upon her husband. She feels
frustrated if child bearing becomes the only
purpose of her life. She is unable to develop her
own personality and contribute her share to the life
on the mothers. If the children are too many and
the family resources are limited, it is mother who
suffers.

Object of Study
❍ To know Position of Married Women in Rural

India .

❍ To know Position of Married Women in Rural
India .

❍ To know family attitude towards married
women.

❍ To Give suggestion for improvement in
attitude of family towards married women
towards employment .

Position of Married Women in Rural India
In traditional rural India, man is the head of

the household and makes most of the family
decisions. The traditional position of women is
inferior to men in the family and they generally
follow their males counterparts in the family
matters. But it does not men that the male are the
‘masters’ and the females are the ‘servants’. In
fact, women are the equal partners of men and
enjoy considerable freedom in family matters. The
modern life and economic hardships and pressures
are loosening the sex-ascribed roles in the family
and women are enjoying considerable latitude in
family matters and therefore the male-dominance
is gradually declining. In this background it is tries
to analyse the real position of women in the family
in relation to their male counterparts. With this
view, the major areas of women activities have
tested.

Rural women perform different types of
agricultural activities in paddy fields during the
whole day. The activities which are generally
performed in paddy fields are harvesting, trans-

planting, weeding, harrowing, cutting crops, thre-
shing, carrying manure, cutting a n d collecting
grass and firewood, clearing bushes, watering the
fields and many other related activities. These
activities are remunerative to agricultural labourers
and non-remunerative to land owing women.
During the course of these activities women have
to do work with men. Now a question arises here
that what type of behaviour men do with these
working women during the course of work. In
order to test the attitude of men towards women
during work, various questions were asked from
the responding women such as do men boss on
you during work, insult you, appreciate you and
encourage you. The responses so obtained were
then cross-tabulated with the question “what do
you think about your status in your society

Position of Married Women in Modern
India

In the modern world, the role of the women
goes much beyond the home and the bringing up
of children. She is now adopting a career of her
own and sharing equally with man, the respon-
sibility for the development of society in all its
aspects.

The role of women outside the home has
become an important feature of the social and
economic life of the country and in the years of
come, his will become still more significant from
this point of view, greater attention will have to be
paid to the problems of training and development
of women. Opportunities for part time employ-
ment which would enable women to look after their
homes and to have a career outside will have to be
largely expanded. As the age of marriage conti-
nues to rise, fulltime employment will have to be
provided for almost all young and married women.
As the programme of family planning develop-
ment, elder women whose children have grown up,
will also need employment opportunities. Tea-
ching, nursing and social service are will recogni-
zed areas where women can have useful role to play.

A married woman plays a very important role
for her family. A married woman in the family has
to be dependent upon her husband. She feels
frustrated if child bearing becomes the only
purpose of her life. She is unable to develop her
own personality and contribute her share to the life
on the mothers. If the children are too many and
the family resources are limited, it is mother who
suffers.
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Analysis and Intrepretation
Family attitude of unemployed & Higher employed married women :

Table No. 1

Family attitude of Unemployed & higher employed married women

Higher employed married woman Unemployed married women
Marks No. C.f. Marks No. C.f.

43 1 1 70 1 1
47 1 2 75 1 2
52 2 4 76 1 3
54 1 5 78 1 4
55 3 8 79 1 5
57 1 9 80 1 6
58 1 10 81 1 7
59 2 12 84 2 9
60 4 16 85 2 11
62 3 19 87 2 13
64 2 21 88 2 15
65 1 22 89 2 17
66 1 23 90 3 20
68 3 26 91 3 23 46%
69 4 30 92 1 1
70 4 34 93 1 2
71 4 38 94 6 8
72 3 41 95 4 12
73 1 42 53% 96 1 13
74 3 3 97 9 22
76 1 4 99 3 25
77 3 7 100 1 26
78 2 9 103 1 27 54%
79 5 14
80 1 15
82 1 16
83 3 19
85 1 20
87 4 24
88 1 25
90 3 28
91 2 30
92 3 33
93 1 34
94 1 35
96 1 36
97 1 37 47%

5784 79 4546 50
Mean = 73.22 Mean = 90.92
S.D. = 12.62 S.D. = 7.19
C.V. = 17.23 C.V. = 0.08

Note : No. = No. of married women (frequency)

C no. = Cumulative no. of married women (cumulative frequency)
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It is clear from the above data that mean marks of unemployed married women and higher employed
married women are 90.92 and 73.22. On the basis of these mean marks 47% women are more willing to
have a family while 53% married women are willing to have a career for her satisfaction. On the other
hand only 46% married women are more willing to have a career. S.D. and C.V. of higher employed
married women are 12.62 and 17.23.

Different employment level & family attitude of married women :

Table No. 18

Family attitude

Uneducated married women Educated married women

Marks No. C.f. Marks No. C.f.

9 1 1 41 1 1

61 1 2 42 1 2

62 1 3 43 1 3

63 1 4 47 1 4

65 2 6 50 1 5

66 2 8 52 2 7

75 1 9 53 1 8

76 4 13 54 1 9

79 3 16 55 3 12

80 3 19 56 1 13

81 2 21 57 1 14

82 1 22 58 1 15

83 1 23 59 2 17

84 5 28 60 6 23

85 3 31 35% 62 4 27

87 3 3 64 2 29

88 4 7 65 2 31

89 5 12 66 2 33

90 6 18 68 3 36

91 4 22 69 6 42

92 4 26 70 6 48

93 3 29 71 4 52

94 9 38 72 7 59

95 5 43 73 3 62 56%

96 1 44 74 4 4

97 8 52 75 1 5

99 3 55 76 2 7

100 1 56 77 3 10

103 1 57 65% 78 2 12

79 5 17

80 2 19

82 2 21

83 3 24

85 2 26
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87 5 31

88 1 32

89 1 33

90 3 36

91 2 38

92 3 41

93 3 44

94 3 47

96 1 48

97 1 49 44%

7617 88 8073 111

Mean=86.56 Mean=72.73

S.D.=12.51 S.D.=13.02

C.V.=0.14% C.V.=0.18%

Note : No = No. of women (frequency)

  C. No. = Cumulative No. of women (cumulative frequency)

It is clear from the table 4.1.4 that mean marks
of family attitude of unemployed married women
& employed married women are 86.56 & 72.73.
On the basis of mean marks 65% unem-ployed
married women accept the fact that family is more
important than career. It shows the basic character
of females. While 35% Unem-ployed married
women think about their career. On the other hand
44% employed married women take more interest
in their family life.

S.D. and C.V. of unemployed married women
& employed married women are 12.51, 0.14 and
13.02, 0.18.

Findings and Conclusion
On the basis of analysis it can be conclude

that :

1. Employed married women realize that taking
up a career is more important than being
merely a house wife. They want to make
balance between career and family. While it is
a very difficult to do so in behavioral life.

2. Employed women who are economically self
depend. They feel in complete in their family.
More times women have to face ego problem
of their husband.

3. Most of employed working women are
disturbed with dual life. They want more time
for their personal life except their family.

4. The rural women are generally satisfied with
their household work. They are not desirous to
be self depend economically. They are satis-
fied with the income of their husband. Feeling
of this satisfaction is the main constraints in
the way of development of rural society.

5. Most of non-working married women are
doubtful towards their happiness and safe
future, but they are unable to be self depend,
due to family limitations.

6. Indian society is hindrance of women’s career
today. It is a real fact that all employed women
want to make their career but they suppress
their desires due to social habitants.

7. Today employed women think that their career
is a hindrance in the way of proper upbringing
of the children. It shows that females want to
take career but they also realize their duties
towards children that is why they feel that they
can’t do justice with their children, if they
work outside the home.

8. The employed married women who are work-
ing from outside the home is not more secure
and safe in present society. So they feel
insecure to opt a career.

9. Most of the family member think that women
are made only to make home. So this type of
thinking is found in hindrance of career.
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10. Most of the women think that their career is
confined only in their happiness family life
and they have to use only income of their
husband not only increase the income.
Therefore, this outlook is hindrance in social
progress.

Suggestion
On the basis of findings of study following

suggestions can be given :

1. In rural areas institution like libraries, picture
halls should be established so that rural
women acquire behavioral knowledge of life.

2. Scientific means of importing knowledge like
T.V., Radio etc. should be available in rural
areas. So that women may aware towards
themselves.

3. For the unemployed married women special
literacy programmes should be start according
to their social condition.

4. There is also a need to make useful efforts for
women by making Mahila Panchayat. So that
women could express their feeling without
fear and be fearless to solve their problems.

5. There is also a need to make more aware to
husband and other family member. So that
they could think about career of women.

6. Social security of women should be increased
so that women may free to go anywhere.

7. For the improvement of rural women it is
essential for rural society to come out from the

old traditions and proceed towards moderniza-
tion so that they could accept social change.

8. Rural families should provide sufficient time
to women for their personal thinking they
should not be over loaded with household
work.

9. Rural women should make understand that
they should take any training of handicraft so
that they may be self depend.

10. Rural areas should be linked with urban areas
so that rural women may easily go to cities and
get benefit of those facilities are available in
cities.
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TRENDS AND PATTERNS OF FDI IN INDIA

Dr. Krishna Kumar Verma*

Abstract : Developed economies consider FDI as an engine of market access in developing
and less  developed countries vis-à-vis for their own technological progress and in maintaining
their own economic growth and development. Developing nations looks at FDI as a source of
filling the savings, foreign exchange reserves, revenue, trade deficit, management and tech-
nological gaps. FDI is considered as an instrument of international economic integration as it
brings a package of assets including capital, technology, managerial skills and capacity and
access to foreign markets. The impact of FDI depends on the country’s domestic policy and
foreign policy. As a result FDI has a wide range of impact on the country’s economic policy. In
order to study the impact of foreign direct investment on economic growth, two models were
framed and fitted. The foreign direct investment model shows the factors influencing the foreign
direct investment in India. The economic growth model depicts the contribution of foreign direct
investment to economic growth.

Keywords  : FDI, Indian Economy, Inflow, Sources, Trends of FDI.

Introduction

One of the most striking developments during
the last two decades is the spectacular  growth of
FDI in the global economic landscape. This
unprecedented growth of global FDI in 1990
around the world make FDI an important and vital
component of development strategy in both
developed and developing nations and policies are
designed in order to stimulate inward flows. In
fact, FDI provides a win – win situation to the host
and the home countries. Both countries are directly
interested in inviting FDI, because they benefit a
lot from such type of investment. The ‘home’
countries want to take the advantage of the vast
markets opened by industrial growth.

Background of FDI in India

The historical background of FDI in India can
be traced back with the establishment of East India
Company of Britain. British capital came to India
during the colonial era of Britain in India. How-
ever, researchers could not portray the complete
history of FDI pouring in India due to lack of
abundant and authentic data. Before independence
major amount of FDI came from the British
companies. British companies setup their units in
mining sector and in those sectors that suits their
own economic and business interest. After Second

* Assistant Professor, Department of Commerce, S.S.(PG) College, Shahjahanpur

World War, Japanese companies entered Indian
market and enhanced their trade with India, yet
U.K. remained the most dominant investor in India.

Further, after Independence issues relating to
foreign capital, operations of MNCs, gained
attention of the policy makers. Keeping in mind
the national interests the policy makers designed
the FDI policy which aims FDI as a medium for
acquiring advanced technology and to mobilize
foreign exchange resources. The first Prime
Minister of India considered foreign investment as
‘necessary’ not only to supplement domestic
capital but also to secure scientific, technical, and
industrial knowledge and capital equipments. With
time and as per economic and political regimes
there have been changes in the FDI policy too.

The industrial policy of 1965, allowed MNCs
to venture through technical collaboration in India.
However, the country faced two severe crisis in
the form of foreign exchange and financial resource
mobilization during the second five year plan
(1956-61). Therefore, the government adopted a
liberal attitude by allowing more frequent equity
participation to foreign enterprises, and to accept
equity capital in technical collaborations. The
government also provides many incentives such as
tax  concessions,  simplification  of  licensing  pro-
cedures and de- reserving some industries such  as
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drugs,aluminium, heavy electrical equipments,
fertilizers, etc in order to further boost the FDI
inflows in the country. This liberal attitude of
government towards foreign capital lures investors
from other advanced countries like USA, Japan,
and Germany, etc. But due to significant outflow
of foreign reserves in the form of remittances of
dividends, profits, royalties etc, the government
has to adopt stringent foreign policy in 1970s.
During this period the government adopted a
selective and highly restrictive foreign policy as
far as foreign capital, type of FDI and ownerships
of foreign companies was concerned. Government
setup Foreign Investment Board and enacted
Foreign Exchange Regulation Act in order to
regulate flow of foreign capital and FDI flow to
India.

Review of Literature

❍ Rydqvist Johan55 (2005), in his work “FDI
and Currency Crisis: Currency Crisis and the
inflow of Foreign Direct Investment” analyse
if there are any changes in the flow of FDI
before, during and after a currency crisis. The
study found that no similarities in regions or
year of occurrence of the currency crisis. The
depth, length and structure ofeach currency
crisis together with using the right definition
of a currency crisis are two important factors
relating to the outcomes in this study.

❍ Charlotta Unden9 (2007) in his study “Multi-
national Corporations and Spillovers in
Vietnam-Adding Corporate Social Respon-
sibility” focuses the presence of MNCs and
how they have influenced the Vietnamese
economy is examined. Specifically, MN
Csspillover effects on domestic enterprises are
discussed.

❍ Balasubramanyam V.N Sapsford David4
(2007) in their article “Does India need a lot
more FDI” compares the levels of FDI inflows
in India and China, and found that FDI in
India is one tenth of that of china. The paper
also finds that India may not require increased
FDI because of the structure and composition
of India’s manufacturing, service sectors and
her endowments of human capital. The
requirements of managerial and organizational
skills of these industries are much lower than
that of labour intensive industries such as

those in China. Also, India has a large pool of
well – Trained engineers and scientists capable
of adapting and restructuring imported know –
how to suit local factor and product market
condition all of these factors promote effective
spillovers of technology and know- how from
foreign firms to locally own firms.

Object of Study
❍ To know about Foreign Direct Investment (

FDI).

❍ To know Trends and patterns of FDI  flow in
india.

❍ To know sources of FDI in India.

FDI  and Indian Economy

Developed economies consider FDI as an
engine of market access in developing and less
developed countries vis-à-vis for their own tech-
nological progress and in maintaining their own
economic growth and development. Developing
nations looks at FDI as a source of filling the
savings, foreign exchange reserves, revenue, trade
deficit, management and technological gaps. FDI
is considered as an instrument of international
economic integration as it brings a package of
assets including capital, technology, managerial
skills and capacity and access to foreign markets.
The impact of FDI depends on the country’s
domestic policy and foreign policy. As a result
FDI has a wide range of impact on the country’s
economic policy. In order to study the impact of
foreign direct investment on economic growth,
two models were framed and fitted. The foreign
direct investment model shows the factors influen-
cing the foreign direct investment in India. The
economic growth model depicts the contribution of
foreign direct investment to economic growth.

Trends and patterns of FDI Flow in india

Economic reforms taken by Indian govern-
ment in 1991 makes the country as one of the
prominent performer of global economies by
placing the country as the 4th largest and the 2nd
fastest growing economy in the world. India also
ranks as the 11th largest economy in terms of
industrial output and has the 3rd largest pool of
scientific and technical manpower. Continued
economic liberalization since 1991 and its overall
direction remained the same over the years irres-
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pective of the ruling party moved the economy
towards a market – based system from a closed
economy characterized by extensive regulation,
protectionism, public ownership which leads to
pervasive corruption and slow growth from 1950s
until 1990s.

In fact, India’s economy has been growing at a
rate of more than 9% for three running years and
has seen a decade of 7 plus per cent growth. The
exports in 2008 were $175.7 bn and imports were
$287·5 bn. India’s export has been consistently
rising , covering 81.3% of its imports in 2008, up
from 66.2% in 1990-91. Since independence,

India’s BOP on its current account has been
negative. Since 1996-97, its overall BOP has been
positive, largely on account of increased FDI and
deposits from Non – Resident Indians (NRIs), and
commercial borrowings. The fiscal deficit has
come down from 4.5 per cent in 2003-04 to 2.7 per
cent in 2007-08 and revenue deficit from 3.6 per
cent to 1.1 per cent in 2007-08.

As a result, India’s foreign exchange reserves
shot up 55 per cent in 2007-08 to close at US
$309.16 billion – an increase of nearly US $110
billion from US $199.18 billion at the end of 2006-
07. Domestic saving ratio to GDP shot up from
29.8% in 2004-05 to 37.7% in 2007-08. For the
first time India’s GDP crossed one trillion dollars
mark in 2007. As a consequence of policy
measures (taken way back in 1991) FDI in India
has increased manifold since 1991 irrespective of
the ruling party over the years, as there is a
growing consensus and commitments among poli-
tical parties to follow liberal foreign investment
policy that invite steady flow of FDI in India so
that sustained economic growth can be achieved.
Further, in order to study the impact of economic
reforms and FDI policy on the magnitude of FDI
inflows, quantitative information is needed on

broad dimensions of FDI and its distribution
across sectors and regions.

The actual FDI inflows in India is welcomed
under five broad heads :

1. Foreign Investment Promotion Board’s (FIPB)
discretionary approval route for larger
projects,

2. Reserve Bank of India’s (RBI) automatic
approval route,

3. Acquisition of shares route (since 1996),

4. RBI’s non – resident Indian (NRI’s) scheme,
and

5. External commercial borrowings (ADR/GDR)
route. An analysis of the last eighteen years of
trends in FDI inflows (Chart-3.5 and Chart-
3.6) shows that there has been a steady flow of
FDI in the country upto 2004, but there is an
exponential rise in the FDI inflows from 2005
onwards.

FDI Inflow in India
Under the new foreign investment policy

Government of India constituted FIPB (Foreign
Investment Promotion Board) whose main
function was to invite and facilitate foreign
investment through single window system from
the Prime Minister’s Office. The foreign equity
cap was raised to 51 percent for the existing
companies. Government had allowed the use of
foreign brand names for domestically produced
products which was restricted earlier. India also
became the member of MIGA (Multilateral
Investment Guarantee Agency) for protection of
foreign investments. Government lifted restrictions
on the operations of MNCs by revising the FERA
Act 1973. New sectors such as mining, banking,
telecommunications, highway construction and
management were open to foreign investors as
well as to private sector.

Table-1.1 : FDI Inflows in India

(from 1948-2020)

Amount
of FDI

Mid
1948

March
1964

March
1974

March
1980

March
1990

March
2000

March
2010

March
2020

In crores 256 565·5 916 933·2 2705 18486 1,23,378 442569
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There is a considerable decrease in the tariff
rates on various importable goods.Table–1.1
shows FDI inflows in India from 1948–2020.FDI
inflows during 1991-92 toMarch 2010 in India
increased manifold as compared to during mid
1948 to march 1990 . The measures introduced by
the government to liberalize provisions relatingto
FDI in 1991 lure investors from every corner of
the world. There were just few (U.K,USA, Japan,
Germany, etc.) major countries investing in India
during the period mid1948 to march 1990 and this
number has increased to fifteen in 1991. India
emerged as a strong economic player on the global
front after its first generation of economic reforms.
As a result of this, the list of investing countries to
India reached to maximum number of 120 in 2008.
Although, India is receiving FDI inflows from a
number of sources but large percentage of FDI

inflows is vested with few major countries. Mauri-
tius, USA, UK, Japan, Singapore, Netherlands
constitute 66 percent of the entire FDI inflows to
India.

Sources of FDI in India

India has broadened the sources of FDI in the
period of reforms. There were 120 countries
investing in India in 2008 as compared to 15
countries in 1991. Thus the number of countries
investing in India increased after reforms. After
liberalization of economy Mauritius, South Korea,
Malaysia, Cayman Islands and many more coun-
tries predominantly appears on the list of major
investors apart from U.S., U.K., Germany,Japan,
Italy, and France which are not only the major
investor now but during pre- liberalizations era
also.

Major Sources of FDI in India

Mauri
tius

USA Singa
pore

UK Nether
lands

Japan Ger
many

Cyprus France Switzer
land

39·9 8·8 7·2 6·1 4·4 3·4 2·9 2·1 1·5 1·1

Source : compiled & computed from the various issues of Economic Survey, RBI Bulletin, Ministry of Commerce

The analysis in  presents the major investing
countries in India during 1991-2020. Mauritius is
the largest investor in India during 1991-2020. FDI
inflows from Mauritius constitute about 39.9% of
the total FDI in India and enjoying the top position
on India’s FDI map from 1995. This dominance of
Mauritius is because of the Double Taxation
Treaty i.e. DTAA- Double Taxation Avoidance
Agreement between the two countries, which
favours routing of investment through this country.
This (DTAA) type of taxation treaty has been
made out with Singapore also.

Findings and Conclusion
❍ Although India’s share in global FDI has

increased considerably, but the pace of FDI
inflows has been slower than China, Singapore,
Brazil, and Russia.

❍ Due to the continued economic liberalization
since 1991, India has seen a decade of 7 plus
percent of economic growth. Infact, India’s
economy has been growing more than 9
percent for three consecutive years since 2006
which makes the country a prominent perfor-
mer among global economies. At present India
is the 4th largest and 2nd fastest growing

economy in the world. It is the 11th largest
economy in terms of industrial output and has
the 3rd largest pool of scientific and technical
manpower.

❍ India has considerably decreased its fiscal
deficit from 4·5 percent in 2003-04 to 2.7
percent in 2017-18 and revenue deficit from
3.6 percent to 1·1 percent in 2017-18.

❍ There has been a generous flow of FDI in
India since 1991 and its overall direction also
remained the same over the years irrespective
of the ruling party.

❍ India has received increased NRI’s deposits
and commercial borrowings largely because of
its rate of economic growth and stability in the
political environment of the country.

❍ Economic reform process since 1991 have
paves way for increasing foreign exchange
reserves to US $ 251985 millions as against
US $ 9220 millions in 1991- 92.

❍ During the period under study it is found that
India’s GDP crossed one trillion dollar mark in
2007. Its domestic saving ratio to GDP also
increases from 29.8 percent in 2004-05 to 37
percent in 2017-18.
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❍ An analysis of last eighteen years of trends in
FDI inflows in India shows that initially the
inflows were low but there is a sharp rise in
investment flows from 2005 onwards.

❍ A comparative analysis of FDI approvals and
inflows reveals that there is a huge gap
between the amount of FDI approved and its
realization into actual disbursements.

Finally  India needs a business environment
which is conducive to the needs of business. As
foreign investors doesn’t look for fiscal conces-
sions or special incentives but they are more of a
mind in having access to a consolidated document
that specified official procedures, rules and
regulations, clearance, and opportunities in India.
In fact, this can be achieved only if India imple-
ments its second generation reforms in totality and
in right direction. Then no doubt the third gene-
ration economic reforms make India not only
favourable FDI destination in the world from 2007
to 2020, India’s GDP per capita in US$ terms will
quadruple and the Indian economy will overtake
France and Italy by 2020, Germany, UK and
Russia by 2025, Japan by 2035 and US by 2043.
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IMPACT OF SALES PROMOTION ON MIDDLE
CLASS CONSUMER WITH RESPECT TO SELECTED

FMCG PRODUCTS

Dr. Alok Dixit*

Abstract : India is a largest producer of spices, coconut, livestock, milk, sugarcane, and
cashew and second largest producer of rice, wheat, fruits and vegetables. India also produces
caustic soda and soda ash, which is raw material for soaps and detergents. FMCG sector
estimated of growth at least 12% per annum to become  400,000 cr in size by 2024. And, if
some of the factors play out positive, then, GDP grows a slight faster, the government removes
bottlenecks such as the GST (goods and services tax), investments in infrastructure pick up,
sufficient spending on government subsidy and so on, the growth may be considerably higher. It
could be as high as 17%, tends to an overall industry size of  620,000 crore by 2024. Fast
Moving Consumer Goods segment reserved the maximum advertisement expenses, has set aside
the advertisement costs approximately in proportion to increase in net sales. The elasticity of
advertisement of this sector stands at 0.80 % to their net sales throughout the analyzed stage.

Keywords : FMCG , Sales promotion.

Introduction
FMCG industry is the fourth largest sector

with total market size of US$20.1 billion. Indian
FMCG Sector is estimated to grow 60 percent by
2024. FMCG industry provides a wide range of
consumable products. In India the competition
among FMCG companies is gradually increasing
and thus investment in FMCG sector is also
increasing.

FMCG products include packaged food, dairy
products, detergents, coffee, tea, soaps, tobacco,
cigarettes, glassware, paper products, pharma-
ceuticals, consumer electronics, plastic goods,
printing and stationery, household products,
photography, soft drinks, dry cells, greeting cards,
gifts, watches, etc.

The low operational cost, strong distribution
networks, new technologies and growth in com-
petitive FMCG companies etc. are a few things
which holds potential in FMCG industry. Popula-
tion growth is also a factor which is responsible of
success of this industry. Leading FMCG com-
panies are Nestle, Reckitt Benckiser, Unilever,
Procter & Gamble, Coca-Cola, Carlsberg, Kleenex,

* Assistant Professor, Department of Commerce, Arya Mahila (PG) College, Shahjahanpur

General Mills, Pepsi, Mars, Nirma, Dabur,
Himani, Sara Lee, etc.

There is need of investment in India around
US$ 28 billion in the food-processing industry.
Growth may come in FMCG industry from
consumer ‘upgrading’ in the developed product
categories. About 200 million people were
expected to shift to processed and packaged food
category by 2024.

Investment approval of foreign technology
agreements with specified norms, up to 100 per
cent of foreign stake or 100 per cent for NRI and
OCBs (Overseas Corporate Bodies) investment is
allowed in most of the food processing segment.
And that will leads 10 percent of annual growth
over a 5-year period. FMCG sector estimated as it
will rise from around  56500 cr (in 2020) to
 96100 cr (in 2024). Male Grooming, Female

Hygiene, Chocolates, Hair care, Household care,
and Confectionery are estimated fastest growing
segments, says a HSBC report.

The urban population and income levels are
also increasing and the presence of new FMCG
categories will help the urban areas to maintain  its
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position in terms of consumption. At present,
urban India holds 66 percent of total FMCG
consumption, and rural area holds remaining 34
percent. In categories such as personal care, fabric
care, and hot beverages, rural India holds more
than 40 percent consumption.

The purpose of sales promotion is to influence
consumer for quick buying. It is considered as
marketing techniques that adds value to the
product which is on offer. Advertising influences
consumer at mass level and as well as educate. In
other way we can think it is intangible promotion
at mass level. It has been seen that traditional sales
promotion budget posses 70% of the total
promotional budget.

FMCG Sector & Sales Promotions in India

Fast Moving Consumer Goods segment
reserved the maximum advertisement expenses,
has set aside the advertisement costs approxi-
mately in proportion to increase in net sales. The
elasticity of advertisement of this sector stands at
0.80 % to their net sales throughout the analyzed
stage. Expenditure and Income report of the key
companies in the segment analyzed for the FMCG
companies, which used to be keen advertisers in
the precedent, have slightly hiked their advertise-
ment funds in 2019-20 in contrast with 2018-19.

According to the study of FMCG market,
HUL hiked its promotion expenses in 2019-20 by
48 % to 2,130.92 cr and which was at 440.22 cr in
2018-19. A FMCG major, ITC Limited, used up
just about 33 % additional in 2019-20 than the
preceding year, when the company earned 8.37 %
development in net sales in the same time while
Britannia spent nearly 17.47 % extra on advertise-
ments in 2018-19 compare to preceding year
recorded development of 20.44 % in the same
time.

Indian FMCG market is the 4th largest sector
in the economy having a total market size of US$
13.1 billion and more. It has a major MNC exis-
tence and considered a well recognized supply
network, strong competition among the unor-
ganized and organized segments and with low
functioning cost. Accessibility of input raw
materials, cheaper labor expenses and existence
across the complete significance networks gives
India a reasonable benefit.

Literature Review
❍ Folkes et al. [1993] adopted scarcity theory and

explain that customer lower consumption of
products when supply be limited because they
recognize smaller quantities as more precious.

❍ Chandon and Wansink [2002] explain that
stockpiling boosts consumption of high con-
venience products more than low convenience
products.

❍ Assuncao and Meyer[1993] explain that con-
sumption is an endogenous decision variable
motivated by promotion and promotion added
stockpiling resulting by looking ahead
behaviour.

❍ Erdem et al. [2003], consumers figure future
price opportunity and make a decision when,
what, and how much to purchase.

❍ Sun et al. [2003] reveal that nullifying ahead
looking behaviour leads to an excess of
estimation of promotion elasticity.

Objectives of Study
1. To study the Middle Class Consumer attitude

towards Sales Promotion Schemes i.e. Cash
Discount and Free Gift.

2. To study the Deal Proneness of Middle Class
Consumer considering Family Income, Gender
and Educational Qualification.

3. To study the Middle Class Consumer Brand
Equity perception.

Collection of Data
The study is based on both Primary &

Secondary Data. The possible insight into study
was investigated with the help of Primary data and
Secondary data.

Study Area
District : Shahjahanpur

Analysis and Interpretation
Table 1. Family Income

Income p.a
(in Lakh)

No. of
respondents %

3-6 1523 62·5
6-9 546 22·7
9-12 165 6·9

12-15 100 4·2
15 above 66 2·8

Total 2400 100.00
Source : Primary Data
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It is interpreted that maximum number of
respondents falling in 3-6 lakh of Family Income
group that is 1523 in number, represents 63.5
percentage of the sample size and least number of
respondents falls in 15-18 lakh of family income
group, represents 2.8 percentage of the sample
size. Further, 6-9 lakhs of family income group
having 546 individuals i.e. 22.7 percentage of the
total sample size. 165 respondents were from 9-12
lakhs of family income group and 66 respondents
were from 15-18 laks of family income group.

Table 2. Employment Status

Types of organization No. of
respondents

 %

Employed Govt.Org. 104 4.33

Employed Pvt.Org. 1615 67.29

Not Employed 681 28.38

Total 2400 100.00

Source : Primary Data

Analysis shows that Respondents working in
Private Organisation are maximum in number than
employment status with Govt. Organisation, Not
Employed and Self Employed. There are 1615
(67.29%) number of respondents working in
Private organisation and 681 (28.38%) respondents
are not employed, employment status with Govt.
Organisation is 104 (4.33%) in number.

Table 3. Attraction of cash discount on
consumer

Class of Consumer No. of respondents %

Upper Class 290 12·08

Middle Class 1835 76·45

Lower Class 275 11·47

Total 2400 100·00

Source : Primary Data.

Above table shows attraction of cash discount
to consumer. Study refers that middle class custo-
mers more affected by cash discount. Approx
76.45% person affected by cash discount and
upper class 12.08% and Lower Class 11.47%. it
present middle class customer buy various FMCG
goods on cash discount.

Findings and Conclusions

❍ There is significant difference in the attitude of
Middle Class Consumer towards the cash
discount as a sales promotion scheme with

respect to Family Income, Gender & Educat-
ional Qualification.

❍ Family Income group of 15-18 lakhs has very
strongly rated Cash Discount as sales pro-
motional scheme.

❍ The female considers Cash discount as best
sales promotion scheme.

❍ There is significant difference in Middle Class
Consumer preferences of Cash Discount and
Free Gift.

❍ There is significant difference in Brand Equity
Perception with respect to Family Income,
Gender & Educational Qualification.

❍ Family Income and Educational Qualification
affects Brand Equity perception.

❍ There is media preference to know about sales
promotion schemes. i.e., some of the media is
preferred more than that of other.

❍ Different Sales Promotional schemes pre-
ference changes with change in Family
Income, Gender and Educational Quali-
fication.

❍ Sales Promotion Schemes of International
product with Price off and Local with gift/%
extra are most preferred by Middle Class
Consumers in Mumbai, Pune and Nagpur.

❍ No significant difference has been found in
attitude as per area of residence, towards Sales
Promotion among all respondents from three
cities.

Suggestions

❍ Cash Discount preferred most than Free Gift,
hence, marketer should offer attractive cash
discounts.

❍ Highly Income group of Consumers as well
strongly rated Cash Discount as sales promo-
tional scheme, so marketer should emphasis
more on cash discount as Sales promotion
schemes

❍ Immediate benefits consider better than
delayed benefits, so, marketer should offer
sales promotions considering this as well.

❍ Middle class consumers’ purchasing power is
growing and over the years this class would be
big chunk of the Indian population, so, by the
years business will much depend on this class.
This fact will attract International players to
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India and Domestic players should cater this
class very efficiently, so that they will face
less competition by International Companies.
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CHALLENGES OF TOURISM IN UTTRAKHAND

Dr. Vipul Bhatt*

Abstract : Tourism is normally seen as the act of traveling from one place to another for the
purpose of pleasure, leisure, meeting, sport, health, religion, and sight seen. Tourism sector is a a
very high employment potential There is high scope for profuse employment generation and
related activities in the form of accommodation projects, food oriented projects, amusement parks
and water sports etc. Tourism sector is one of the largest employment generators in India and
inclusive growth of the less-advantaged sections of the society and poverty eradication. The main
objective of the tourism policy in India is to position tourism as a major engine of economic
growth and harness it’s direct and multiplier effect on employment and poverty eradication in a
sustainable manner by active participation of all segments of the society Tourism plays an
important role in employment generation and economic growth of the country. It is accepted as
the potent engine for inclusive social economic progress at universal level through its forward
and backward linkages and ability to create employment in the economy Uttarakhand is a
religious state with immense beauty. The people of Uttarakhand celebrate all festivals while there
are numerous fairs organised here. The traditional rituals and folks songs of Uttarakhand have
been kept alive by these fairs in festivals.

Keywords : Tourism, Uttrakhand, Challanges.

Introduction

The third element of the model is the tourism
industry comprising the variety of businesses and
organizations responsible for supplying the
tourism product. The model provides for the
location of the different industrial sectors to be
identified. For instance, the tour operators and the
travel agents are primarily set up in the traveller-
generating region, attractions and the hospitality
business are located in the tourist destination
region and the transport industry is largely situated
in the transit route region.

Uttarakhand is one of the most diverse and
serene tourism hub. The State has an unbeatable
combination of Single Point Clearances, Subsidies
and incentives for investment, Cheap Power, Clean
Water, Highly skilled manpower, Good law &
order, Proximity to National Capital Region with
its huge Tourist arrivals (Highest in the hilly states
of India), world-renowned education system,
Wild-life sanctuaries, Flora and Fauna, peaceful &
friendly people provide an unmatched quality of
life to its residents as well  as  dedicated  Relation-
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ship managers for Investors to guide them through
the investment life cycle.

Major Religious Destinations (Temples) in
Uttarakhand

Uttrakhand is full of various Religious places.
Which attract to domestic and international tourist
through out the Year :

❍ Adi Badri 

❍ Adi Kailash

❍ Angyari Mahadev Temple

❍ Augustmuni

❍ Badrinath

❍ Baghnath Temple

❍ Baijnath

❍ Bansi Narayan Temple

❍ Bhavishya Badri

❍ Budha Kedar

❍ Chipla Kedar Trek•Chitai Golu Devta Temple

❍ Devprayag

❍ Dwarahat
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❍ Gangnani

❍ Gangolihat

❍ Gangotri

❍ Gaurikund

❍ Ghangaria •Govindghat

❍ Guptkashi

❍ Hanumanchatti (Badrinath)

❍ Haridwar

❍ Hemkund Sahib

❍ Indrasani Mansa Devi Temple

❍ Jageshwar

❍ Jankichatti

❍ Joshimath

❍ Yamunotri temple

❍ Kalishila

❍ Kalpeshwar 

❍ Karnaprayag

❍ Kartik Swami

❍ Kashi Vishwanath Temple Uttarkashi

❍ Kedarnath

❍ Kedarnath Temple

❍ Kharsali

❍ Madmaheshwar

❍ Mahasu Devta Temple

❍ Mahasu Devta Temple in Hanol

❍ Mahavatar Babaji Cave

❍ Mukhba

❍ Nanakmatta •Narayan Koti Temple

❍ Omkareshwar temple

❍ Pandukholi

❍ Patal Bhuvaneshwar

❍ Piran Kaliyar Sharif

❍ Rahu Temple

❍ Rishikesh

❍ Rudranath

❍ Rudraprayag

❍ Satopanth Trek

❍ Tapovan Trek

❍ Tungnath

❍ Ukhimath

Major Fairs and Festival of Uttrakhand

Uttarakhand is a religious state with immense
beauty. The people of Uttarakhand celebrate all
festivals while there are numerous fairs organised
here. The traditional rituals and folks songs of
Uttarakhand have been kept alive by these fairs in
festivals.

Here is a list of Festivals of Uttarakhand
which the people in full zeal celebrate :

1. Kumbh Mela

2. Basant Panchami

3. Bhitauli and Harela

5. Makar Sankranti

6. Kale Kauva or Ghughutiya 7. Phool Dei

8. Ganga Dusshera

9. Kandali

10. Vat Savitri

11. Purnagiri Mela

12. Syalde Bikhauti Mela

13. Ghee Sankranti

14. Hill Jatra

15. Kanwar Yatra

16. Bissu Mela

17. Bagwal Fair

18. Nanda Devi Raj Jat Yatra

19. Magh Mela

20. Uttarayani Mela

21. Egaas

Object of Study
❍ To find out the challenges of tourism sector

with reference to Uttarakhand state.

Research Methodology
This research paper is prepared with the help

of secondary data available in the various sources
like newspaper, magazines, past literature review;
Govt reports, various websites link relevant with
regards to the topic chosen. The study is purely
descriptive in nature as per the requirement of the
research objective.

Challenges faced by the Tourism sector in
Uttarakhnad

1. High risk prone Areas : Numerous
previous incidence of natural calamity proved that
the state is very high risk zone in terms of natural
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calamity is concerned Example Natural calamity at
Kedarnath in the Year 2013 in the Uttarakhand

2. In proper arrangement of Infrastructure
: This is one of the challenge in the state due to
unique geographical structures surrounded by
mountain , forest and rivers. This become one of
the challenge infornt the authority to create long
term sustainable infrastructure and hamper the
planning and management strategies with regards
to destination management is concerned.

3. Parking challenge : This is one of the
challenge in front of the tourism department,
because in hilly areas we are facing shortage of
space and due to tough terrain it became difficult
to create sufficient space for the tourist vehicle.

4. Seasonal is Nature : Tourism in Uttrachand
is sessional and due to which the regular flow of
income does not takes place, which is again a
challenge for the tour operators and other related
to the Industry.

5. Shortage of trained guide : To make
tourism destination more promising it require
proper guidance and convincing skill which can be
only possible through trained guide, presently in
the Uttarakhand there is a huge shortage of
professional guide.

6. Problem of Management of solid waste :
One of the major problems in the hilly areas is to
dispose the solid waste deposited during the tourist
season. There is no proper management from the
tourism department to dispose the solid waste

7. Proper visitor Management : During
tourist season large number of tourist they visited
the state and due to which it became very difficult
to manage the all tourist in terms of Traffic
control, accommodation and other basic amenities
and need to properly address.

8. Medical facility : Though the state is
surrounded by natural beauty all around, but still
there is lack of modern equipped medical facility
in the state. In case some emergency occur then
immediate treatment in terms of medical treatment
is required. This is one of challenge that needs to

be address by the Government to provide one
whole some tourist package for the tourist.

9. Lack of promotion of cultural integrity of
the state : The state itself is equipped with many
traditional cultures and flock dance which need to
address and this can also became centre of
attraction for the tourist coming from other state
and across the world. The Rajasthan is best known
for promoting its cultural in the tourism and
established its niche in this segment.

Conclusion
On the basis of study it can be said that, Due

to massive geographical, natural and unique
ecosystem of the state surrounded by the beautiful
forest and river offer tremendous opportunities for
the tourist to visit the Uttarakhand state There are
some challenges in the path of the success of
tourism in the state which need to be remove by
the Govt and local people. Only one challenge
Natural calamity which is very uncertain is not
under the control of the Govt, but through effec-
tive planning we can minimize the risk. Rest other
challenges which we have identified can by
remove through strategic planning and proper
implementation. The infrastructure related issues is
one of the major challenges which can be removed
through proper planning. Now it is the duty of the
Govt and local people to put hands together to
eliminate those challenges which are hurdles in the
management of tourist destination. It is also
important to strengthen the tourism sector in
Uttarakhand because the tourism sector provides
huge number of employment opportunities to the
local people and state as whole.
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ROLE OF FINANCIAL INSTITUTIONS IN
DEVELOPMENT OF WOMEN ENTREPRENEURSHIP

Dr. Ashish Goel*

Introduction

Entrepreneurial development is a Complex
phenomenon. Productive activity under taken by
entrepreneur and constant endeavor to sustain and
improve it are the outward expression of this
process of development of his/her personality.
Such process is crystallization of social milliew
from which he comes, family Imbibes, Make-up of
his/her mind, personnel attitudes, caste system,
educational level. Parental occupation, and so on
an entrepreneur is a person responsible for setting
up a business up a business or an enterprise. In fact
he/she is one who has the initiative skill for
innovation and who looks for high achievements.
He/she is a catalytic agent of chant of change and
works for the good of people. He/she puts up new
green-field projects that create wealth. Open up
many employment Opportunities and leads to the
growth of other sectors.

As economic agents, entrepreneurs are treated
as resources having both qualitative attributes and
quantitative dimensions. The entrepreneurs under-
take of manage the risk and handle economic
uncertainty ensure planning and innovation, co-
ordination, administration, control and supervise
the routine works of the enterprises. They are to
make investment decision under conditions of
uncertainties and to take decision so as to increase
production. The entrepreneurs search and discover
economic information and translate them into new
marked techniques and goods and seek and
discover economic opportunities and evaluate
them and marshal the financial resources necessary
for the enterprise

Women Entrepreneurship in India
Women in traditional societies are still

confined to the four walls of home, children &
family rituals. In a male dominated society women
are   not  t reated  as  equal  partners.  In  advanced
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countries of the world there is no phenomenal
increase in the number of self employed women
after World War–II.

Women constitute almost half of the total
population in the world. But their representation in
gainful employment is comparatively low. In most
countries average earnings of women are lower
than those of men. Women haw confined their
activities to selected professions and they are the
victims of social prejudices and discrimination
women are taught to depend upon others to limit
their ambitions and to avoid exposure and risk.
Such orientations and role prescription inhibit
development of self-confidence innovativeness
achievements motivations and risk taking ability,
which are essential for an Entrepreneurial carrier.

There is a greater awakening among women.
Given an opportunity, they will deliver the results.
Educating women is absolutely essential streng-
thening her personality. It is therefore encourage-
ment to the growing intensity of motivation
amongst educated young women for coming in the
Entrepreneurial Entrepreneurship a success. For
this both the Govt. and Nongovernmental agencies
have to play a vital role.

Object of Study
❍ To know about women entrepreneurship .
❍ To know need of women entrepreneurship.
❍ To know motivation factors of women entre-

preneurship.
❍ To know about financial institution developing

women entrepreneurship.

Need of Women Entrepreneurship in India
Women constitute half of the population of the

country and to sustain and maintain the expected
economic boom, the country needs to fully
mobilize and utilize all its resources including
human resources.
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The participation of women in the economic
activities is necessary not only from a human
resource point of view but is essential even from
the objective of raising the status of women in the
society. The economic status of the women is now
accepted as an indicator of a society’s stage of
development and therefore it becomes imperative
for the government to frame policies for deve-
lopment of entrepreneurship among women. The
low status of women in large segment of Indian
society cannot be raised without opening up
opportunities of independent employment and
income for them. The long-term objectives of the
developmental profusion for women should be to
raise their economic and social status in order to
bring them into mainstream of the national life and
development. For this, due recognition has to the
accorded to the role and contribution of women in
the various socio-economic and political and
cultural activities.

Motivation Factors for the Development of
Women Entrepreneur

For a woman to become an entrepreneur there
must be considerable motivation either from
within herself or from others close to her. Without
strong motivation a woman cannot achieve entre-
preneurship. In case of women entrepreneur, these
motivation factors have to be understood clearly to
attract more women to entrepreneurship. Gene-
rally, women are motivated towards entre-
preneurial activity by their education and the
education, occupation and economic status of
husband/ fathers. These motivating factors are :

1. Ambition to be highly educated in student life.

2. Husband and fathers are generally main
motivators.

3. Success stories of other women entrepreneurs.

4. Strong desire to use the skill they have
acquired.

5. Improving the economic status of family.

Role of Financial Institution in Develop-
ment of Entrepreneurship Development

The Government of India as a part of its policy
of promotion of small-scale sector in the country
has set up a host of institutions to meet the
financial requirements of small entrepreneurs.
These are as under :

1. Small Industries Development Bank of India
(SIDBI).

2. Industrial Finance Corporation of India Ltd.
(IFCI).

3. The Industrial Credit and Investment Cor-
poration of India (ICICI).

4. National Bank for Agriculture and Rural
Development (NABARD).

5. The Industrial Development Bank of India
(IDBI).

6. Khadi and Village Industries Commission
(KVIC).

7. Small Industries Development Organization
(SIDO).

8. National Small Industries Corporation (NSIC).

1. Small Industries Development Bank of
India (SIDBI) : SIDBI‘s main Endeavour is to
ensure enhanced flow of financial assistance to the
small scale sectors and from a predominantly
refinancing Institutions in 1990-91. A balanced
approach is being adopted by SIDBI to ensure that
while modern SSI units are assisted to gain
competitive advantage in the national and global
context, the smallest of the SSI ‘s including tiny
village cottage and artisan-based units in the
decentralized sector, are bestowed with special
attention to improve their capability and pro-
ductivity. Relatively dis-advantaged sections of the
society including women entrepreneurs, and
scheduled caste/ tribe (SC/ST) entrepreneurs.
SIDBI especially launched some schemes for
entrepreneurs these are as under :

(i) Micro finance scheme

(ii) Mahila Vikas Nidhi

(iii) Mahila Udyam Nidhi

(iv) Entrepreneurship promotion programme.

2. Industrial Finance Corporation of India
LTD (IFCI) : The Government of India setup the
Industrial Finance Corporation of India (IFCI)
under IFCI Act in July 1948. Since July I, 1993, it
has been brought under Companies Act, 1956. The
IFCI extends financial assistance to the industrial
sector through rupee and foreign currency loans,
underwriting/direct subscription to shares/ deben-
tures and guarantees and also offers financial
services through its facilities of equipment pro-
curement, equipment finance, buyers’ and sup-
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pliers’ credit, equipment leasing and finance to
leasing and hire-purchase companies.

3. The Industrial Credit and Investment
Corporation of India (ICICI) : The ICICI (The
Industrial Credit and Investment Corporation of
India) was conceived as a private sector develop-
ment bank in 1955 with the primary function of
providing Industrial finance to the private sector.
Its objectives now include :

❍ Assisting in creation, expansion and moder-
nizations of such enterprises,

❍ Encouraging and promoting the participation
of private capital, both internal and external, in
ownership of industrial investment and the
expansion of investment markets.

4. National Bank For Agriculture and Rural
Development (NABARD) : The National Bank
for Agriculture and Rural Development
(NABARD) was established on July 12, 1982
under an Act of Parliament as the apex develop-
ment bank for promotion of agriculture, small-
scale industries, cottage and village industries and
other allied economic activities in rural areas.
Rural areas cover all village irrespective of the size
of the population and also towns with population
not exceeding 10,000.

The short term refinance schemes include
short term credit limits to state cooperative banks/
district central co-operative banks for meeting the
working capital requirements of primary/ apex
weaver cooperative societies, industrial coopera-
tive societies, and rural artisan members of
primary agricultural credit satieties for pursuing
various productions, procurement and marketing
activities in non-farm sector. Short term limits are
also available to regional rural banks far financing
non-agricultural activities.

5. Khadi & Village Industries Commission
(KVIC) : The Khadi and Village Industries
Commission (KVIC), established by an Act of
parliament in 1956, is engaged in the development
of Khadi of Khadi and village industries in rural
areas. It has under its purview 96 village indus-
tries, besides Khadi. The main objectives of the
KVIC are provision of employment in rural areas,
skill improvement, transfer of technology, and
rural industrialisation. The significant charac-
teristics of khadi and village industries under the
purview of KVIC are their ability to use locally

available raw material, local skills, local markets,
low per capita investment, simple techniques of
production which can be easily adopted by rural
people, short gestation period and above all,
production of consumer goods.

6. National Small Industries Corporation
(NSIC) : The National Small Industries Cor-
poration, a Government of India undertaking was
set-up in 1955, with the objectives of supplying
them in procuring Government orders for various
items of stores. Formerly, the Corporation had four
subsidiary corporations at Delhi, Bombay, Calcutta
and Madras. However, since 1961, all the subsi-
diary corporations have been amalgamated with
the main Corporation, and three Branch Offices
have been set-up at Bombay, Calcutta and Madras.
The Delhi subsidiary corporation has been merged
with the parent Corporation, and a separate Delhi
Cell set-up in it looks after its work. The main
functions of the National small Industries Corpo-
ration are :

(a) To provide small-scale industries with modem
machines on a hire purchase basis;

(b) To assist small enterprises to participate in the
Stores Purchase Programme of the Central
Government;

(c) To develop small-scale industries as ancillary
units to large-scale industries;

(d) To arrange the marketing of the products of
small industries by starting emporia and sales
depots and promoting their export;

(e) To distribute basic raw materials through their
raw materials depots;

(f) To import and distribute components and parts
to actual small-scale users in specific
industries; and
To construct industrial estates and establish

and run prototype production-com-training centres.

Conclusion
On the above study it can be said that women

entrepreneurial development is a need of present
era. Because Entrepreneur in an advanced eco-
nomy is an individual who introduces something
new in the economy-a method of production not
yet tested by experience in the branch of manu-
facture concerned a product with which consumers
are not yet familiar, a new source of raw material
or of new markets and the like entrepreneur is a
function to reform or revolutionize the patter of
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production by exploiting an innovation or more
generally an untied technological possibility for
producing a new commodity. Government of India
establish various financial institutions for provid-
ing financial and technical assistance to the entre-
preneur especially to women and rural entre-
preneur. Theses institutions are providing finance,
technical ability, subsidy, and equipment on lease
to the women entrepreneurs.

References
Books :
❏ Gupta Dr. C.G : Entrepreneurship

Development In India.

❏ Mishra D.N. : Entrepreneur and Entrepre-
neurship Development and
planning In India.

❏ Sharma Usha : Women and profession Common
wealth, New Delhi.

❏ Laxmisha A.S.: Entrepreneurship Develop-
ment : Role of Financial
Institution.

Reports :

❏ I.L.O. Report

❏ Report of National Conference on Women
Entrepreneurship.

❏ Report of I.D.B.I on Women Entrepreneurs.

❏ Report of National Commission for Self
employed women and women in informal
Sector.

◆◆



USE OF ICT IN E-LEARNING AND QUALITY
ASSESSMENT

Dr. Arun Kumar*

Abstract : E-learning is a process of education done on electronic or online mode. It is the
acquisition of knowledge which takes place through ICT including social media. In simple, e-
learning is defined as “learning that is enabled electronically”. It is conducted on the Internet,
where students can access their learning materials online at any place and time. E-Learning most
often takes place in the form of online courses, online degrees or online programs. ICT and e-
leaning can enhance the quality of higher education by the use of innovative methods increasing
the students’ motivation, interest and engagement. It facilitates the acquisition of skills and
enhance teacher training eventually improving their communication and exchange of information
with students.The rapid progress in technology and the advancement in learning systemshave
provided a big platform for learners enhancing their knowledge.The introduction of computers,
beginning of newrevolution gets hooked into smartphones, tablets, etc.with the passage of time.
These devices now have agreat importance in the classrooms for students’ learning. Knowledge
can also be shared via the Internet, which is accessible 24/7i.e. anywhere and anytime.ICTis
enhancing the quality of education and quality assessment for teachers also by increasing learner
motivation and engagementfacilitating the basic skills and enhancing teacher’s training.It is
promoting as a result learner-centered environment.

Key Word : E-learning, Technology, Web-based, Remote Teaching, Plagiarism.

Introduction

E-learning activities are important for the
development of any country. Due to COVID -19
E-learning emerge as effective tool for develop-
ment of educational sector in India. E-learning is
learning, utilizing electronic technologies to access
educational curriculum outside of a traditional
classroom. Online courses provide opportunities to
interact with other learner, experts, mentor,
teachers or instructor just like online group
discussions, chat video conferencing, mail, news
group.The modern method in teaching and
learning are useful for development of education
sector in Indian. E-learning environment in
educational technology is a Web-based platform
for the digital aspects of courses of study, usually
within educational institutions. E-learning comes
in several forms: SWAYAM, UGC MOOCs,
ATHSHALA PATHSHALA, AISHE,  SWAYAM

* Assistant Professor, Department of Commerce, Bundelkhand P.G. College, Jhansi (U.P.)

PRABHA, NATIONAL ACADEMIC DEPOSI-
TORY, GOOGLE MEET, ZOOM, CISCO
WEBEX MEETING, GOOGLE CLASS, Smart
phones, Computer-Based, Internet-Based, Remote
Teacher Online, Online Learning.

Schools, colleges and universities use a
diverse set of ICT tools to communicate, create,
disseminate, store, and manage information.
Because of advancement and deployment of ICT
in teaching-learning, we will focus to make effort
to shift from examination-based education to
learning based education. Again, mostly learning
contents are available (b-ok.org, libgen) free of
cost and anyone can access. Therefore, it is time to
focus for making the teaching application oriented
rather delivering the facts in the class. Whenever,
we undergo with any research of own or
supervising the research scholar; we can use
Plagiarism Quiz to improve our understanding  for
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the plagiarism. We shall use free tools (Dupli-
checker, Grammarly, Plagiarism-detector, etc.)
for checking our research-work and ensure that it
is plagiarism free.

During the past few years, the world has
witnessed a phenomenal growth in communication
technology, computer network and information
technology. Development of new broadband
communication services and convergence of
telecommunication with computers have created
numerous possibilities to use a variety of new
technology tools for teaching and learning system.
The integration of computers and communications
offers unprecedented opportunities to the
education systems with its capacity to integrate
enhance and interact with each other over a wide
geographic distance in a meaningful way to
achieve the learning objectives. The growth of
these communication and computer systems, their
ease of use, the power and diversity of information
transfer allow teachers and students to have access
to a world beyond the classroom. It has the
potential to transform the nature and process of the
learning environment and envision a new learning
culture. Interactivity, flexibility and convenience
have become the order of the day in the ICT
supported environment. ICT opens up oppor-
tunities for learning because it enables learners to
access, extend, transform and share ideas and
information in multi-modal communication styles
and format. It helps the learner to share learning
resources and spaces, promote learner centered
and collaborative learning principles and enhance
critical thinking, creative thinking and problem
solving skills.

Present Scenario Of Ict In Teaching And
Learning

Now-a-days, especially since beginning of
2020, the pandemic of COVID-19 has made ICT
an integral part to the teaching-learning interac-
tion.   Our   direct  (physical)   teaching-learning
approaches   has   replaced   chalkboards   with
interactive digital whiteboards (Jamboard, Smart
Board, Google Docs, Etherpad, Ideaflip, Lino,
etc.) using students’ own smartphones or other
devices (laptops, computers, tablets, mobiles)
for learning during class time, and the “flipped
classroom” model where students also became
integral to the teaching-learning interaction. If we

remember the date of 9th July, 2019; when
SWAYAM Portal started for providing education
in ICT mode and the “flipped classroom” model
where students watch lectures at home on the
computer.The use of classroom time for more
interactive exercises at their convenience without
caring the time constraints also started for e-
learning.

Teachers have faced great challenges and still
making effort to update themselves to use ICT in
the same affluential way as earlier (Chalk & Talk).
During inception of ICT in Teaching-Learning, not
only teachers but students also felt puzzled and
they felt overburdened. Everyone was trying to
find-out the solutions to resume teaching learning
at the earliest. Thanks to ICT for giving the way
and help to resume out teaching-learning with ICT.
Although, some problems have been solved and
almost all have exceled with using them but we
shall make further effort to upgrade our ability to
use ICT and support students to make more user
friendly. Afterwards, we will lead to higher order
thinking skills, provide creative and individualized
options for students to express their
understandings, and leave students better prepared
to deal with ongoing technological changes in
society and the workplace.

Issues and Discussions

Not only pursuing students but graduates who
are less familiar with digital culture are
increasingly at a disadvantage in the national and
global economy. Digital literacy (using office
packages, handy softwares), the skills of
searching (Google Scholar, Shodhganga, DOAJ,
Microsoft academic for literature search, Search
engine) for discerning (Mendeley, Geotag image,
meta-search: bing/yahoo-bing) and producing
information (Data collection; Google forms,
survey monkey, opendoar.org, Open Cloud) as
well as the critical use of new media (Google-
Meet, Zoom, Jitsi, Google Classroom, etc.) for
full participation in society has thus become an
important consideration for curriculum
frameworks. In addition to all these, we shall
consider that in our country, especially in marginal
areas has many problems (Laptop, Desktop,
tablets, smartboard, E-readers, flipped
classroom, etc.)
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ICT and Teachers Upgradation

The teachers specially, senior teachers need
specific (voice recorder, OBS Studio, VSDC
Video Editor) as well as updated training oppor-
tunities (hot potatoes, quizziz, easytestmaker,
meta-search and their data bases) in order to
update their ability to use ICT for formative
learning assessments, individualized instruction,
accessing online resources and for fostering
student interaction and collaboration. Such training
in ICT (Asynchronous Learning Platform: LMS,
Moodle, Canvas, edmodo) should positively
impact teachers’ general attitudes towards ICT in
the classroom, but it should also provide specific
guidance on ICT teaching and learning within each
discipline. Without the support and encourage-
ment, teachers tend to use ICT for skill-based
applications, limiting student academic thinking.
To support teachers as they change their teaching,
it is also essential for the concerned staffs to
support teachers, supervisors, educators and
decision makers to be trained in ICT use. We shall
welcome all the effort made in these directions and
try to excel ourselves as well as students.

Ensuring Benefits For Using ICT In
Teaching-Learning

Although, funds are major constraints but ful-
filling the conditions and explaining the require-
ment before the authority, we can ask for invest-
ments in ICT for the benefits of the students
(OER4LFH, Open Book Library, ePG
Pathshala), faculties (Urkund, Grammarly,
Zotero), concerned staffs (blogspot, wordpress,
UGC-MOOC) as well as environment (solar
energy, solarrooftop, SECI). We can suggest for
making policy to provide the minimum acceptable
infrastructure for ICT (Presentation Tube,
Moodle), including stable and affordable internet
connectivity and security measures such as filters
(low-pass, high-pass, band-pass, and notch/
band-reject) and site blockers. We can also
recommend for the policies to make available
basic ICT literacy skills; ICT use in pedagogical
settings and discipline-specific uses. We will also
focus to implement the ICT in the main
curriculum. We will try to develop digital content
in local languages reflecting local culture so that
students can learn easily with interest (Concept
Board, Coggle, bubble.us). We shall try to make

friendly relation with ICT cell to ensure support on
all the issues needed to be resolved at the earliest.

Resource Constrained

The establishment for the training of teachers
and administrators, connectivity, technical support
and software amongst others staffs involves huge
cost, but for the proper planning and effective use
of ICT policies should be made to spread it beyond
the classrooms and an incremental pathway may
be made to establishing infrastructure and brining
in sustainable and easily upgradable ICT. Keeping
in mind resources constraints, we can allow those
students who have their own mobile technology
(laptop, tablet, or smartphone) to bring their own
into class rather than providing such tools to all
students. We will ensure all students have equal
access to ICT devices for learning and make use of
ICT (Miro, Whimsical, etc) among colleagues
and cooperating with seniors and make them
aware about all of these.

Inclusive Considerations

I always focus to remove digital divide at my
end in the class as well as out of the class. We
shall contribute to make policies to bridge the
digital divide to bring media, internet and digital
literacy to all students not just those who are
easiest to reach. We shall also focus to improve the
skills of minority language students; especially in
learning the official language of instruction,
through features such as automatic speech
recognition, the availability of authentic audio-
visual materials and chat and communication
functions (teleprompter).

Students with Different Styles of Learning

If we see Bloom's Taxonomy, audio-visual
and demonstration can provide diverse options
for taking in and processing information making
sense of ideas. More than 3/4th of the students
learn best through visual and tactile modalities
and ICT can help these students ‘experience’ the
information instead of just reading and hearing it.
Mobile devices can also offer programmes
(“apps”) that provide extra support to students
with special needs with features such as simplified
screens and instructions, consistent placement of
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menus and control features, graphics combined
with text, audio feedback, ability to set pace and
level of difficulty, appropriate and unambiguous
feedback, and easy error correction. As a teacher,
we shall not avoid that this is the era of shifting
paper-based education to paper-less education

Conclusion

Teaching and learning will not be the same as
before. We will have to make use of the rich and
exciting opportunities offered by the new techno-
logies in education to reach our training goal and
mission. Learning is not a transfer of knowledge,
rather an active construction. This paradigm shifts
give the learners a completely new role that was
not earlier described in the transmission model of
teaching. Technology and teacher professional
development in its use are best introduced in the
context of broader educational reform which
embraces a shift away from teacher-centred, lecture
oriented towards learner centred, interactive and
constructive learning environment. Multimedia
and ICT can play the role of catalyst for such
educational reforms. Multimedia courseware can
promote effective instruction that is more
engaging; learner centred, interdisciplinary and
more closely related to real life events and
processes and adaptive to individual learning
styles and needs. It also encourages higher order
thinking skills and help to construct knowledge
socially. Thus teacher professional development in
the use of interactive technology should embody
and model the forms of pedagogy that teacher can
use themselves in their classroom.
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RICH LIKE US: AN IMPACT ON FEMINIST STUDY

Dr. Bhoop Narain Dixit*

Quest for identity may be a Herculean task in a
patriarchal society but once women have strong
will and determination, they act as real "Shaktis’.
Maya and Rashmi are products of a parochial
society where women are so conditioned that it is
not without a sense of guilt that they pursue their
goals away from their home. In fact, in the Indian
Psycho-social matrix, feminine identity is wholly
determined and incorporated by her relationship to
others. To illustrate, she is either a mother, a wife,
a sister or a daughter. Beyond these roles, women
in the Indian matrix had till recently no
autonomous existence or speaking metaphorically,
she had no distinction of being ever called an
individual. On the other hand, her western
counterpart is comparatively more liberated,
uninhibited and independent. She has liberty to
move about freely in the society and assert her
place in the male world. To stipulate in terms of
Tony Wolff, a western woman is more into the
Hetaera and Amazonian pattern, while an Indian
woman is in the mode of a Mother. Despite the
western society being patriarchal where a man is
considered dominant and superior, a woman gets
ample opportunities for growth and expansion. But
an Indian woman is relegated to a position of
dependence and inferiority. She has to be
dependent on the male, be it father, husband or the
son. She has been created as an eternal dependent
in the Indian society.

In Rich Like Us, especially in the portrayal of
Sonali Ranade, we notice the feminist in Sahgal
coming of age. Rich Like Us coming after an
interval of seven years marks the third and the
most mature phase of Sahgal's career. The women
belonging to this phase are strong-willed,
emotionally independent women. They refuse to
bow before the stranglehold of men, right from the
beginning. They are mistresses of indomitable
spirit. Sonali grows up with a dream to fulfil "a
new tradition to create, (our)her independent worth
to prove"   (Sahgal 1983,1987:28).  An  uncompro-

* Assistant Professor (English), Government Degree College, Banbasa, Champawat (Uttarakhand)

mising administrative officer, she refuses to
pretend that "the emperor's new clothes were
beautiful" (28). Her survival instinct is strong and
instead of giving in, she gives up. Her resignation
is not her acceptance of defeat; it is rather her
defiance against oppressive forces, her refusal to
cringe before forces acting against her identity. It
is her unique manner of asserting her individuality.

The novel Rich Like Us, is set in one of
India’s most unruly chapter of history, tracing
back from the Partition the Indian independence
and The Emergency. The Emergency, which plays
a central role in this novel, marks the 21 month
period between June 1975 and March 1977 in
India. During this time, President Fakhruddin Ali
Ahmed declared a state of emergency in India.
This announcement gave Ahmed the right to
suspend the elections and civil liberties at his will,
hence bringing India’s people into a state of
extreme discontent.

This historical fiction entwines the fate of two
upper-class females, Rose, a British immigrant and
wife to powerful native business man Ram with
Sonali, a highly educated young civil servant. The
former struggles to find a sense of home in this
foreign society, filled with ancient customs,
including the sati, and exotic social standards. She
is entangled in a three-pronged marriage, as she is
the second wife of Ram. Rose suffers to
understand the Indian culture, and its ramifications
on the female spirit. As Ram’s health deteriorates,
she realizes her rights as wife are in question. Dev,
Ram’s son from his other wife, Mona, schemes to
take all Ram’s assets by disposing of Rose. In fear,
Rose turns to Sonali, her friend and niece. Sonali
is an anomaly to the average Indian, aristocratic
woman. She deals with the living and working in
New Delhi during the political upheaval of the
Emergency and is divided between two worlds,
one representing her ideals and longing for
progression and the other that embodies her upper-



MUMUKSHU JOURNAL OF HUMANITIES
PEER REVIEWED/REFEREED JOURNAL VOL. 14, NO. 2, DEC. 2022, ISSN 0976-5085 Dr. Bhoop Narain Dixit    37

crust, conservative culture. From these two
characters branch off numerous other tales, which
provide a deep and thorough overview of life for
all people during this critical historical period. At
root of these stories lies the duplicitous role of
women in the dynamic, chaotic, new India of the
mid 20th century.

The President declares a state of emergency,
allowing her to have supreme and autocratic
control. During this time the country is in a state of
disarray. The wealthy seek to profit, while
commoners are crushed by the impending globali-
zation. The government's power grows to such an
extent and begins to force men who are low in the
caste system to have vasectomies.

Ravi embraces communism in his youth and
will only accept the exact following of the doctrine.
This near-sighted view of politics shapes his future
narrow-minded and misguided involvement in the
Indian government. Ravi is swept up by the
autocratic ideals of a ruler like Indira Gandhi and
quickly integrates himself in the current extremely
volatile and dangerous regime.

India's long history as a British colony has had
numerous side effects. Thos growing up within
this period feel both Indian and British, This novel
details that complicated effects of colonization has
had on this country and its people. Rose, although
born and raised in Britain, feels just as much
British as Indian, her home since her marriage to
Ram over 30 years prior. Sonali, although raised in
India, her experiences in the UK while studying
and her constant interaction with British people
has left her also confused, to whom should she
show her allegiance? Both Rose and Sonali engage
in external and internal conflict with this
distinction. Sonali's past experience has consisted
mainly of seeing women in submissive roles that
deny their true selves, as when her friend Bimmie
gets married: "But I was hypnotized by Bimmie's
nose ring, the sandalpaste dots on her face, eyes
downcast, and those manacled hands resting
submissively in her red silk lap. This was never
Bimmie." (48) Sonali is thrilled to shuck off the
chains she feels bound by as a woman when she
goes off to Oxford. Rose also feels this conflict

raging around and within her: as Ram's second
wife, she will have very few rights when he dies,
and may end up like just another piece of furniture
for Dev to throw away. She also struggles within
herself about whether the role she has chosen fits
her, whether she has become submissive to Ram's
will and should not have settled for second wife.

This connection seems inevitable, even
inseparable, in the novel. The elite have everything;
the good Scotch whisky, food on their tables; even
a political regime that will turn a blind eye to
certain illegal acts. The poor, however, are likely
to be arrested and tortured for the barest hint, even
a fabricated hint, of committing any crime against
the reigning power.

The theme asserts itself most prominently
through the character of Rose, who loves her
husband Ram so dearly that she is willing to leave
behind her home and everything she knows in
England to take a position she can hardly even
justify to herself, his second wife. She is willing to
sacrifice everything to be with him. The young
Sonali is not any man's bride, but she finds herself
unable to stop caring for Ravi Kachru, her
childhood friend and later lover.
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EFFECT OF REDUCED GST ON THE INDIAN

ECONOMY

Dr. Seema Sharma*,  Anubhav Bhardwaj** and Dr. Hariom Gupta***

Abstract :  The Finance Minister of India, Ms. Nirmala Sitharaman announced on Friday
September 20, 2019 a substantial Corporate Tax Rate cut to boost the economic development of
India. Since Corporate Tax also called corporation tax or company tax, is a direct tax, the
changes in its rates will not impact the GST rates as Goods & Services Tax remains an indirect
tax.  Important changes in Corporate Tax as announced by the Finance Minister of India include
the reduction of corporate tax rate to 22% from 30% while for new manufacturing companies it
has been cut down to 15% from 25%.

Key Facts : Under GST, Goods and services are taxed at the following rates: 0%, 5%, 12%,
18%, 28%.

❍ There is a special rate of 0.25% on rough
precious and semi-precious stones and 3% on
gold. In addition, a cess of 15% or other rates
on top of 28% GST applies on few items like
aerated drinks, luxury cars and tobacco
products.

❍ A single GST has replaced several existing
taxes and levies which include : central excise
duty, services tax, additional customs duty,
surcharges, state-level value added tax and
Octroi.

❍ Other levies which were applicable on inter-
state transportation of goods have also been
done away with the launch of GST regime.

GST in India

GST is known as the Goods and Services Tax.
It is an indirect tax which has replaced many
indirect taxes in India such as the excise duty,
VAT, services tax, etc. The Goods and Service
Tax Act was passed in the Parliament on 29th
March 2017 and came into effect on 1st July 2017.

In other words, Goods and Service Tax (GST)
is levied on the supply of goods and services.
Goods   and   Services   Tax   Law   in   India  is  a
comprehensive, multi-stage, destination-based
tax that is levied on every value addition. GST is
a single domestic indirect tax law for the entire
country.

* N.A.S. College **  Vit ***  H.O.D, J.V.J. College

Components of GST
There are three taxes applicable under this

system: CGST, SGST & IGST.

CGST : It is the tax collected by the Central
Government on an intra-state sale (e.g. , a
transaction happening within Maharashtra)

SGST : It is the tax collected by the state
government on an intra-state sale (e.g. ,  a
transaction happening within Maharashtra)

IGST : It is a tax collected by the Central
Government for an inter-state sale (e.g.,
Maharashtra to Tamil Nadu)

Tran-
saction

New
Regime

Old
Regime

Revenue
Distribution

Sale
within

the State

CGST +
SGST

VAT +
Central
Excise/
Service

tax

Revenue will be
sha red  equa l ly
between the Centre
and the State

Sale to
another
State

IGST Central
Sales Tax

+
Excise/Se
rvice Tax

There will only be
one type of tax
(central) in case of
inter-state sales. The
Centre will then
share the IGST
revenue based on the
destination of goods.
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The features of GST can be summarized as
under :
❍ Subsuming of 17 taxes at Central/States level.

❍ Consumption Based Tax.

❍ One Tax rate across the country.

❍ Taxable event – “Supply of Goods or
Services”

❍ No differentiation in Goods or Services

❍ Comprehensive tax on Goods & Services

❍ No tax on tax.

❍ Free flow of credit.

❍ Value Addition Tax at each stage

Taxes Subsumed In GST

Central Taxes :

❍ Central Excise Duty

❍ Additional Excise Duty

❍ Service Tax

❍ Additional Customs Duty (CVD)

❍ Special Additional Duty of Customs (SAD)

❍ Excise Duty on Medicinal & Toilet
Preparations.

State Taxes :

❍ Sales Tax/Value Added Tax (VAT)

❍ Entertainment Tax (other than collected by
local bodies)

❍ Central Sales Tax (CST)

❍ Octroi & Entry Tax

❍ Purchase Tax

❍ Luxury Tax

❍ Taxes on Lottery, Betting & Gambling

Implementation

The GST was launched at midnight on 1 July
2017 by the President of India, and the Government
of India. The launch was marked by a historic
midnight (30 June – 1 July) session of both the
houses of parliament convened at the Central Hall
of the Parliament. Though the session was
attended by high-profile guests from the business
and the entertainment industry including Ratan
Tata, it was boycotted by the opposition due to the
predicted problems that it was bound to lead for
the middle and lower class Indians. The tax was
strongly opposed by the opposing Indian National

Congress. It is one of the few midnight sessions
that have been held by the parliament - the others
being the declaration of India's independence on
15 August 1947, and the silver and golden jubilees
of that occasion. After its launch, the GST rates
have been modified multiple times, the latest being
on 22 December 2018, where a panel of federal
and state finance ministers decided to revise GST
rates on 28 goods and 53 services.

The Economic Survey 2008-09 recommended
the Government to implement the goods and
services tax (GST) throughout the country as a part
of continuing fiscal reforms, while favouring a
dual GST structure to be levied concurrently by
both the Centre and State. Citing the recommen-
dation on a dual GST by the empowered commi-
ttee of State Finance Ministers, the survey said a
dual GST strikes a good balance between Centre
and State fiscal autonomy, along with eliminating
tax cascading. “It empowers both levels of
Government to apply the tax to a comprehensive
base of goods and services, at all points in the
supply chain. It also eliminates tax cascading,
which occurs because of truncated or partial
application of the Centre and State taxes,” said the
survey. Despite improvements in the country’s tax
design and administration over the past few years,
the systems at both Central and State levels are
still complex, said the survey. The complexities, it
says, are policy related and also due to the present
system of multiple rates and exemptions at State
and Centre level. The survey noted that
deficiencies in CENVAT (Central value added tax)
and service tax are grave and need to be looked at.
For instance, CENVAT’s already narrowed base is
being further eroded by a variety of area-specific
exemptions. “The introduction of GST would thus
be opportune for deepening the reform process
already underway,” the survey said. GST will
create a single, unified Indian market to make the
economy stronger. In totality GST will benefit the
Government as well as the consumers in the long
run thus creating a win-win situation for both.

Benefits of GST Bill implementation
The entire Indian market will be a unified

market which may translate into lower business
costs. It can facilitate seamless movement of goods
across states and reduce the transaction costs
ofbusinesses. It is good for export oriented
businesses.
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HSN code
India is a member of World Customs

Organization (WCO) since 1971. It was originally
using 6-digit HSN codes to classify commodities
for Customs and Central Excise. Later Customs
and Central Excise added two more digits to make
the codes more precise, resulting in an 8-digit
classification. The purpose of HSN codes is to
make GST systematic and globally accepted.

HSN codes will remove the need to upload the
detailed description of the goods. This will save
time and make filing easier since GST returns are
automated.

If a company has turnover up to INR 15
million in the preceding financial year then they
did not mention the HSN code while supplying
goods on invoices. If a company has turnover
more than INR 15 million but up to INR 50
million, then they need to mention the first two
digits of HSN code while supplying goods on
invoices. If turnover crosses INR 50 million, then
they shall mention the first 4 digits of HSN code
on invoices.

Rate

The GST is imposed at variable rates on
variable items. The rate of GST is 18% for soaps
and 28% on washing detergents. GST on movie
tickets is based on slabs, with 18% GST for tickets
that cost less than  100 and 28% GST on tickets
costing more than  100 and 28% on commercial
vehicle and private and 5% on readymade clothes.
The rate on under-construction property booking is
12%. Some industries and products were exempted
by the government and remain untaxed under
GST, such as dairy products, products of milling
industries, fresh vegetables & fruits, meat products,
and other groceries and necessities.

Checkposts across the country were abolished
ensuring free and fast movement of goods. Such
efficient transportation of goods was further
ensured by subsuming octroi within the ambit of
GST.

The Central Government had proposed to
insulate the revenues of the States from the impact
of GST, with the expectation that in due course,
GST will be levied on petroleum and petroleum
products. The central government had assured
states of compensation for any revenue loss

incurred by them from the date of GST for a
period of five years. However, no concrete laws
have yet been made to support such action. GST
council adopted concept paper discouraging
tinkering with rates.

Goods kept outside the GST

Alcohol for human consumption (i.e., not for
commercial use).

Petrol and petroleum products (GST will apply
at a later date), i.e., petroleum crude, high-speed
diesel, motor spirit (petrol), natural gas, aviation
turbine fuel.

Concept of GST

The whole concept of GST is to eradicate
multiple levels of taxation. The simplest example
is, right now, when you go to restaurant in
Bangalore, you pay three different types of taxes,
if you're drinking and having food.

Service tax - 6%(But hotels are exempted up
to 60%), VAT - 14.5? on liquor, and 5.5% VAT on
food. For a bill of  100, 60 consisting of liquor
and 40 for food, you will be paying a tax of 16.9.
Calculation details :

Service tax - 6% of 100 = 6. (With
exemption)

Without exemption - 15 ? of  100 =  15.
VAT on alcohol - 14.5 ? of 60 = 8.7

VAT on food - 5.5? of 40 = 2.2

Total tax (with exemption) = 16.9

Total tax (without exemption) = 25.9

So total tax percentage on the bill with
exemption - 16.9%, without exemption - 25.9%.

Whereas under GST regime, it will be taxed at
a flat rate of 18-19%, i.e.,  18  19.

Therefore, in this example, you might think
GST isn't really going to help you because of the
exemption of 60% of service tax for hotels, but for
a significant number of products, multiple taxes
will be replaced with one tax, which will bring
down the tax that you're paying in certain cases,
which will almost be at par for certain cases, and
which will be more than the tax you're paying now
in certain cases.

But, it's definitely a welcome move, as the tax
compliance will be easier, cascading effect of
taxes will be reduced and tax collection and
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remittance will increase significantly. Overall, as a
consumer, it's definitely going to be a welcome
change.

This is with an assumption that Liquor will be
come under the purview of GST. Even otherwise,
the same concept holds good for other sale of
Goods and services provided

Benefit of GST

(a) Abolition of multiple layer of taxe

(b) Mitigation of Cascading Taxation

(c) Development of Common National Market

(d) Increase in Voluntary Compliance

(e) Reduced Litigation

(f) Efficient Administration by Government

(g) Will act as a Tax Booster for Government

Adverse effects

❍ GST is said to be proving detrimental to the
growth of small scale industries. Basic
exemption limit in excise of  1.5 Crores taken
away in GST, which affects the Small Scale
Industries. Lakhs of industries in India are
surviving only for one reason that they are not
required to pay excise if their turnover does
not exceed 1.5 crores.

❍ Services which were charged on receipt basis
are charged on accrual basis.

❍ GST is required to be paid, once invoice is
raised even if there is no certainty of receiving
the payments for the services rendered

❍ Number of goods and services have become
costlier after launch of GST. It would increase
inflation in the country which is already
reeling under the pressure of demonetization.

Reverse Charge Mechanism

Reverse Charge Mechanism (RCM) is a
system in GST where the receiver pays the tax on
behalf of unregistered, smaller material and
service suppliers. The receiver of the goods is
eligible for Input Tax Credit, while the unregis-
tered dealer is not.

The central Government released  35,298
crore to the state under GST compensation. For the
implementation, this amount was given to the state
to compensate the revenue. Central government

has to face many criticisms for delay in
compensation.

Revenue Distribution

Revenue earned from GST (intra state
transaction - seller and buyer both are located in
same state) is shared equally on 50-50 basis
between central and respective state governments.
Example: if state of Goa has collected a total GST
revenue (intra state transaction - seller and buyer
both are located in same state) of 100 crores in
month of January then share of central government
(CGST) will be 50 crores and remaining 50 crores
will be share of Goa state government (SGST) for
month of January.

For distribution of IGST (interstate transaction
- seller and buyer both are located in different
states) collection, revenue is collected by central
government and shared with state where good is
imported. Example: 'A' is a seller located in state
of Goa selling a product to 'B' a buyer of that
product located in state of Punjab, then IGST
collected from this transaction will be shared
equally on 50-50 basis between central and Punjab
state governments only.

Criticism

❍ Technicalities of GST implementation in India
have been criticized by global financial institu-
tions/industries, sections of Indian media and
opposition political parties in India. World
Bank's 2018 version of India Development
Update descri-bed India's version of GST as
too complex, noticing various flaws compared
to GST systems prevalent in other countries;
mostsignificantly, the second-highest tax rate
among a sample of 115 countries at 28%.

❍ GST's implementation in India has been
further criticized by Indian businessmen for
problems including tax refund delays and too
much documentation and administrative effort
needed. According to a partner at PwC India,
when the first GST returns were filed in
August 2017, the system crashed under the
weight of filings.

The opposition Indian National Congress has
consistently been among the most vocal opponents
of GST implementation in India with party
President, and leader of the opposition, Rahul
Gandhi, slamming BJP for allegedly "destroying
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small businessmen and industries" in the country.
He went on to pejoratively dub GST as "Gabber
Singh Tax" after an ill-famed, fictional dacoit in
Bollywood. Claiming the implementation of GST
as a "way of removing money from the pockets of
the poor", Rahul has called it as a "big failure"
while declaring that if the Congress party is
elected to power, it will implement a single slab
GST instead of different slabs. In the run-up to the
elections in various states of India, Rahul has
intensified his "Gabber Singh" criticisms on
Modi's administration.

Conclusion

The GST rollout, with a single stroke, has
converted India into a unified market of 1.3 billion
citizens. Fundamentally, the $2.4-trillion economy
is attempting to transform itself by doing away
with the internal tariff barriers and subsuming
central, state and local taxes into a unified GST.

Being the Biggest tax reform in India, GST
will allow the real GDP growth of the Indian
economy to hit 6.75 per cent in this fiscal year
with expectations of 7 to 7.5 per cent real GDP
growth in 2018-19. SMEs and small taxpayers
have benefitted from the GST system with a
number of relaxations.

As per the Indian retail industry, the total tax
component is around 30% of the product cost. Due
to the impact of GST, the taxes have gone down.
So, the end consumer has to pay lesser taxes. The
reduced burden of taxes has enhanced the
production and growth of the retail and other
industries.

In 2019-20, amongst the bigger states Madhya
Pradesh and Karnataka managed to improve their
GST collections by more than 10 percent.
Telangana's collection increased by 9.4 percent,
Maharashtra's by 9.2 percent, West Bengal's by 9.1
percent. Most others saw their GST collections rise
by 6-8 percent.

Will reduced GST help the Indian economy
in growing faster?

Definitely. Reduction in GST on various
goods and services will reduce the cost thus
making the product affordable. These will lead to
an increase in demand thus increasing production
which in turn will make the economy grow faster.

In terms of ‘How GST is a boon for Indian
Economy?’ we find some of the following points :

❍ Most of the developed/fast developing
countries across the globe apply it and so on
the same path our nation is on now.

❍ Abundant Revenue strengthens the Govern-
ment to provide better social privileges, safety,
security and other significant services to its
citizens to lead a healthy, safe and pleasant life
ahead.

❍ Growth in FDI will bring a vast opportunity
against unemployment and less global ranking.

❍ Emergence of different advanced software
make the calculations accurate and fast.
Advanced technology in everyday economic
activities will make our country more efficient
in terms of global business. Henceforth, we
can see here clearly that how it will affect the
Indian economy and will take it into a positive
direction like developed countries. Speaking
frankly, it is the real need of the hour to step
forward against the old tax regime.

Since the government has to pay for a huge
number of employees, give subsidy and freebies
to everyone and do a little bit of infrastructure and
other things, indirect taxes are very high in India
compared to most countries. This has always been
so.

Three years ago, Modi government ignored the
naysayers and pushed GST through. Of course,
one reason was that the NDA ruled most states and
could steamroll its way through the GST council.
But even opposition states had a reason to fall in
line. They were all guaranteed an annual revenue
growth of 14 percent, over what they had earned in
2015-16. Any shortfall was to be topped up by the
centre for the first 5 years. That is, till 20.
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OPPORTUNITIES AND PROBLEMS  OF RURAL
MARKETING IN INDIA

Dr. Harminder Kaur*

Abstract : After India got independence from colonial rule in 1947, the process of rebuilding
the economy started. For this various policies and schemes were formulated. First five year plan
for the development of Indian economy came into implementation in 1952. These Five Year
Plans, started by Indian government, focused on the needs of the Indian economy . If on one hand
agriculture received the immediate attention on the other hand the industrial sector was
developed at a fast pace to provide employment opportunities to the growing population and to
keep pace with the developments in the world. Since then the Indian economy has come a long
way . The Indian youth which is madly running after MNCs and 6 digit salaries needs to stop and
think about the rest of the country, how some people don’t get even 2 square meals a day and
play an active role in the developmental process. This is our country, every citizen is a
stakeholder in the nation’s interest and therefore its problems will also have to be solved jointly
and in cooperation with one another The Gross Domestic Product (GDP) at factor cost, which
was 2.3 % in 1951-52 reached 6.5 in the financial year 2014-2015 Trade liberalization, financial
liberalization, tax reforms and opening up to foreign investments were some of the important
steps, which helped Indian economy to gain momentum.

Keywords  :  Rural Marketing, Opportunities, Problems

Introduction

India  is a country of village. 742 million
Indians constituting 138 million households reside
in 6, 38,365 villages. The size of rural market itself
speaks of its potential. The current marketing
environment and economic scenario have brought
the corporate under contemporary roofs of modern
India, which is challenging the current standards of
segmenting, targeting and reaching the customers.
Realistically, India as a nation has come a long
way from the place where only urban population
which constitutes 20 per cent of customer base for
companies are responsible for 80 per cent of their
profits. The companies are looking for new
opportunities and avenues, as they are witnessing a
decline in their growth rates in urban markets due
to market saturation and they do have a huge,
untouched and untapped rural Indian market. The
driving force for this is rural youth who are
educated, have access to technology and have
openness to change. Also rural markets have
acquired   significance,  as  the  overall  growth  of
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economy has resulted into substantial increase in
the purchasing power of the rural communities.

After India got independence from colonial
rule in 1947, the process of rebuilding the
economy started. For this various policies and
schemes were formulated. First five year plan for
the development of Indian economy came into
implementation in 1952. These Five Year Plans,
started by Indian government, focused on the
needs of the Indian economy. If on one hand
agriculture received the immediate attention on the
other hand the industrial sector was developed at a
fast pace to provide employment opportunities to
the growing population and to keep pace with the
developments in the world. Since then the Indian
economy has come a long way . The Indian youth
which is madly running after MNCs and 6 digit
salaries needs to stop and think about the rest of
the country, how some people don’t get even 2
square meals a day and play an active role in the
developmental process. This is our country, every
citizen is a stakeholder in the nation’s interest  and
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therefore its problems will also have to be solved
jointly and in cooperation with one another The
Gross Domestic Product (GDP) at factor cost,
which was 2.3 % in 1951-52 reached 6.5 in the
financial year 2014-2015 Trade liberalization,
financial liberalization, tax reforms and opening
up to foreign investments were some of the
important steps, which helped Indian economy to
gain momentum.

Concept of Rural Marketing

The concept of Rural Marketing in India
Economy has always played an influential role in
the lives of people. In India, leaving out a few
metropolitan cities, all the districts and industrial
townships are connected with rural markets. The
rural market in India is not a separate entity in
itself and it is highly influenced by the sociological
and behavioral factors operating in the country.
The rural population in India accounts for around
627 million, which is exactly 74.3 percent of the
total population. Rural Markets are defined as
those segments of overall market of any economy,
which are distinct from the other types of markets
like stock market, commodity markets or Labor
economics. Rural Markets constitute an important
segment of overall economy, for example, in the
USA, out of about 3000 countries, around 2000
counties are rural, that is, non-urbanized, with
population of 55 million. Typically, a rural market
will represent a community in a rural area with a
population of 2500 to 30000. The concept of rural
marketing in India is often been found to form
ambiguity in the minds of people who think rural
marketing is all about agricultural marketing.
However, rural marketing determines the carrying
out of business activities bringing in the flow of
goods from urban sectors to the rural regions of
the country as well as the marketing of various
products manufactured by the non-agricultural
workers from rural to urban areas. To be precise,
Rural Marketing in India Economy covers two
broad sections, namely–

➢ Selling of agricultural items in the urban
areas

➢ Selling of manufactured products in the
rural regions.

 The Registrars of Companies in different
states chiefly manage, the rural market in India
brings in bigger revenues in the country, as the

rural regions comprise of the maximum consumers
in this country. The rural market in Indian
economy generates almost more than half of the
country's income. Rural marketing in Indian
economy can be classified under two broad
categories. These are : The market for consumer
goods that comprise of both durable and non-
durable goods and the market for agricultural
inputs that include fertilizers, pesticides, seeds,
and so on.

Low population number, low median income,
poor infrastructure [roads, electricity, communi-
cations], and agrarian rather than industrial
activity. Such rural areas are within the sphere of
influence of neighboring cities and metros.

Comparative sizes of Rural and Urban markets

Particulars Urban Rural

Population-2001-2002

(million thousands)

53 135

Population-2018-2019

(million thousands)

69 153

% of all India Population 28 72

Objectives of The Study

The objectives of this study include observing
the dynamics of Indian Rural Markets over a
period of time, reviewing the literature of rural
markets and rural marketing, outlining the
potentiality of rural markets with respective to
different segments like FMCG, Automobiles,
Retail etc. The study also concentrates on the
problems faced by rural markets and finally
offering suggestions to overcome the problems and
tapping the potentiality of the rural markets at
maximum level.

Methodology of The Study
In order to study the various problems and

prospects of rural markets, to find out the facts, to
analysis the findings and to offer suggestions – a
tool, namely, SWOT Analysis Matrix has been
adopted. The inputs for this matrix have been
collected fro m past studies of rural marketing,
reports published by various institutions etc.

Review of Literature
● NSSO (Census) defined rural market as a

Market with population density less than
400 sq km., 75% of male working population
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is engaged in agriculture and no Municipal
Corporation / board.

● Planning Commission of India defined rural
market as towns up to 15,000

● The Sahara group defined as commercial
establishments located in areas serving less
than 1000 population are rural markets.

● National Commission on Agriculture defined
Rural Marketing as decisions to produce
salable commodities involving all aspects of
the market system or structure, both functional
and institutional, based on technical and
economic considerations and includes the pre
and post harvest operations.

● Several Corporate defined Rural marketing
as—function that anages all activities involved
in assessing stimulating and converting the
purchase power of rural consumers into effec-
tive demand for specific products and services
to create satisfaction and a better standard of
living for achieving organizational goals.

Rural Market is Big Chunk For Marketers:

1. Infrastructure is improving rapidly.
2. In 50 years only 40% villages connected

by road, in next 10 years   another 30%.

3. More than 90 % villages electrified,
though only 44% rural homes have electric
connections.

4. Rural telephone density has gone up by
300% in the last 10 years;  every 1000+
pop is connected by STD.

5. Social Indicators have improved a lot
between 1981 and 2001

6. Number of “pucca” houses doubled from
22% to 41% and “kuccha”   houses halved
(41%to 23%)

7. Percentage of BPL families declined from
46% to 27%

8. Rural Literacy level improved from 36%
to 59%

9. Low penetration rates in rural so there are
many marketing opportunities.

Factors Responsible for The Rural Market
Boom to Come Into Existence :

1. Increase in population and hence increase
in demand.

2. A marked increase in the rural income due
to agrarian prosperity.

3. Standard of living is also increasing in
rural areas.

4. Large inflow of investment for rural
development programmes from govern-
ment and other sources.

5. Increased contact of rural people with their
urban counterparts due to development of
transport and wide communication net-
work.

6. Increase in literacy and educational level
and resultant inclination to sophisticated
lives by the rural folks.

7. Inflow of foreign remittances and foreign
made goods into rural areas.

8. Change in the land tenure systems causing
a structural change in the ownership
patterns and consequent changes in the
buying behaviour.

9. Rural markets are laggards in picking up
new products. This will help the companies
to phase their marketing efforts. This will
also help to sell inventories of products
out dated in urban markets.

Rural Marketing in Modern India

“Rural Marketing is defined as a function that
manages all activities involved in assessing,
stimulating and converting the purchasing power
of rural consumers into an effective demand for
specific products & services and moving these
products & services to the people in rural areas to
create satisfaction and a better standard of living
and thereby achieving organizational goals” The
process should be able to straddle the attitudinal
and socio-economic disparity between the urban
and rural customers.

Urban to Rural (U 2 R) : A major part of
rural marketing falls into this category. It includes
the transactions of urban marketers who sell their
goods and services in rural areas, like pesticides,
fertilizers, seeds, FMCG products, tractors,
bicycles, consumer durables, etc.

Rural to Urban (R 2 U) : Transactions in this
category basically fall under agricultural marketing
where a rural producer seeks to sell his produce in
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an urban market, like seeds, fruits and vegetables,
milk and related products, forest produce, spices,
etc.

Opportunities in  Rural Markets
In the early 2000s, around 700 million people,

i.e., 70% of the Indian population lived in 6,27,000
villages, in rural areas. Of this, 90% were
concentrated in villages with population less than
2000. According to a study conducted in 2011 by
the National Council for Applied Economic
Research (NCAER), there were as many "middle
income and above" households in rural areas as
there were in urban areas. Infrastructure is
improving rapidly - In 50 years only, 40% villages
have been connected by road, in next 10 years
another 30% would be connected. More than 90%
villages are electrified, though only 44% rural
homes have electric connections. Rural telephone
density has gone up by 300% in the last 10 years;
every 1000+ population is connected by STD.
Social indicators have improved a lot between
1981 and 2001 - Number of "pucca" houses
doubled from 22% to 41% and "kuccha" houses
halved (41% to 23%). Percentage of BPL families
declined from 46% to 27%. Rural literacy level
improved from 36% to 59%. Low penetration rates
in rural areas, so there are many marketing
opportunities

Fmcg Sector

According to figures released by market
researcher Nielsen, demand for personal care
products grew faster in rural areas than urban areas
during the period January-May 2017. In shampoos,
rural demand grew by 10.7 per cent in value terms,
while in urban markets, it rose by 6.8 per cent.
Similarly, toothpaste sales grew by 9.1 per cent in
rural India and by 4.4 per cent in urban markets.
Several fast moving consumer goods (FMCG)
companies such as Godrej Consumer Products,
Dabur, Marico and Hindustan Unilever (HUL)
have increased their hiring in rural India and small
towns in order to establish a local connect and
increase visibility. Swiss FMCG giant, Nestle
plans to make further inroads into the rural
markets. The company has asked its sales team to
deliver "6,000 new sales points every month in
rural areas" to expand its presence in Indian
villages, according to Antonio Helio Waszyk,
Chairman and Managing Director, Nestle India.

Retail Sector

The rural retail market is currently estimated at
US$ 112 billion, or around 40 per cent of the US$
280 billion Indian retail market, according to a
study paper, 'The Rise of Rural India', by an
industry body. Hindustan Unilever (HUL) is
planning to significantly increase its rural reach.
According to Harish Manwani, Chairman, HUL,
the quality and quantity of rural coverage will go
up to the extent that "what we have done in the last
25 years we want to do it in the next two years."
Currently HUL products reach approximately
250,000 rural retail outlets and the company
intends to scale it up to nearly 750,000 outlets in
two years time. Direct selling firm Tupperware
India, known for its storage containers plans to
foray into the rural markets in the next two-three
years. "We have solid plans for the rural market.
We are working on bringing products for rural
people as well," said Asha Gupta, Managing
Director, Tupperware India. Castrol India is
pushing its rural sales by building up a distribution
infrastructure to reach out to all villages. According
to Ravi Kirpalani, Chief Operating Officer, Castrol
India, "Our distribution now reaches 5,000-7,000
towns and villages, but we are planning to take our
products to six lakh villages with a population of
less of 5,000.''

Automobile Sector

Car sales in rural India have been on the
increase in the last three years since the govern-
ment announced various schemes such as farm
loan waiver etc, for the rural population. Maruti
Suzuki's share of rural sales has increased from 3.5
per cent to 17 per cent in the last three years.
Mahindra & Mahindra (M&M) is now selling
more Scorpios in rural and semi-urban markets.
Scorpio sales have increased from 35 per cent to
50 per cent in the last two years. Toyota Kirloskar
Motor (TKM), in which Japan's Toyota Motor
Corp holds an 89 per cent controlling stake, is
planning at selling 40 per cent of its cars in rural
markets in India. According to Hiroshi Nakagawa,
Managing Director, TKM, "We are aggressively
expanding our dealership footprint in India and
quite a significant portion of this will be in
country's heartland. By end of 2010, we plan to
have 150 dealers across the country." Yamaha is
also planning a major initiative in rural India by



48    Dr. Harminder Kaur
MUMUKSHU JOURNAL OF HUMANITIES 

PEER REVIEWED/REFEREED JOURNAL VOL. 14, NO. 2, DEC. 2022, ISSN 0976-5085

launching more models in the affordable price
range in 2017. "We are very strong in Tier 1 and
Tier II cities. Now onwards, our focus will be rural
India (Tier III towns). We will launch more
models in the affordable price range to dominate
the rural market," according to Pankaj Dubey,
National Business Head, India Yamaha Motor. At
present, around 15 per cent of its sales come from
the rural market and Dubey sees this demand
increasing substantially in 2017. Tata Motors is
also making efforts to sell its pick up truck Ace in
rural markets. It has already opened 600 small
outlets for the Ace in rural and semi-urban
markets. It has also tied up with 117 public sector,
gramin (rural) and co-operative banks to help
small entrepreneurs buy the vehicle.

Estimated Annual Size of the Rural Market

FMCG  65,000 Crore

Durables  5,000 Crore

Agri-Inputs (including tractors)  45,000 Crore

2 / 4 Wheelers  8,000 Crore

Source: NCAER Report, 2019

Problems of Rural Market
Rural markets are a huge attraction to

marketers, it is not easy to enter the market and
take a sizeable share of the market, in the short
time due to the following reasons.

❍ Low Literacy : There are not enough oppor-
tunities for education in rural areas. The
literacy level  is as low (36%) when compared
to all- India average of 52%.

❍ Seasonal Demand : Demand for goods in
rural markets depends upon agricultural
situation, as agriculture is the main source of
income. Agriculture to a large extent depends
upon monsoon and, therefore, the demand or
buying capacity is not stable or regular.

❍ Transportation : Many rural areas are not
connected by rail transport. Kacha roads
become Un serviceable during the monsoon
and interior villages get isolated.

❍ Distribution system : An effective distribution
system requires village-level shopkeeper,
wholesaler or preferred dealer, distributor or
stockiest at district level and company-owned
depot or consignment distribution at state
level. The presence of too many tiers in the

distribution system increases the cost of
distribution.

❍ Communication Problems : Facilities such as
telephone, fax and telegram are rather poor in
rural areas.

(i) Traditional Life : Life in rural areas is still
governed by customs and traditions and people do
not easily adapt new practices.

(ii) Buying Decisions : Rural consumers are
cautious in buying and decisions are slow and
delayed. They like to give a trial and only after
being personally satisfied, do they buy the product.

(iii) Media for Promotions : Reach of formal
media is low in rural households; therefore, the
market has to undertake specific sales promotion
activities in rural areas like participating in melas
or fairs.

❍ Cultural Factors : ICulture is a system of
shared values, beliefs and perceptions that
influence the behavior of consumers. There are
different groups based on religion, caste,
occupation, income, age, education and
politics and each group exerts influence on the
behavior of people in villages.

❍ Decision making : Rural consumers are
cautious in buying and decisions are slow and
delayed. They are give a trial and only after
buying personally satisfied, do they buy the
products.

❍ Future Trends : Markets which are not able
to face the stiff competition posed by MNCs,
can restore their profits in the rural sector. The
market share of urban market when compared
to the rural market is low, hence if Indian
industries concentrate on rural markets their
sales will increase. If rural markets are brought
into the limelight of development, they pave
way to prosperity. Prosperity of India lies in
the prosperity of every Indian, hence no rural
segment should be left untapped.

Findings and Conclusion
On the basis of above study it can be said that  :

1. There are not enough opportunities for
education in rural areas. The literacy level
is as low (36%) when compared to all-
India average of 52%.

2. Demand for goods in rural markets
depends upon agricultural situation, as
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agriculture is the main source of income.
Agriculture to a large extent depends upon
monsoon and, therefore, the demand or
buying capacity is not stable or regular.

3. Many rural areas are not connected by rail
transport. Kacha roads become Un
serviceable during the monsoon and
interior villages get isolated.

4. An effective distribution system requires
village-level shopkeeper, wholesaler or
preferred dealer, distributor or stockiest at
district level and company-owned depot or
consignment distribution at state level.
The presence of too many tiers in the
distribution system increases the cost of
distribution.

5. Facilities such as telephone, fax and
telegram are rather poor in rural areas.

6. Life in rural areas is still governed by
customs and traditions and people do not
easily adapt new practices.

7. Rural consumers are cautious in buying
and decisions are slow and delayed. They
like to give a trial and only after being
personally satisfied, do they buy the
product.

8. Reach of formal media is low in rural
households; therefore, the market has to
undertake specific sales promotion
activities in rural areas like participating in
melas or fairs.

9. Culture is a system of shared values,
beliefs and perceptions that influence the
behavior of consumers. There are different
groups based on religion, caste, occupa-
tion, income, age, education and politics
and each group exerts influence on the
behavior of people in villages.

10. Rural consumers are cautious in buying
and decisions are slow and delayed. They
are give a trial and only after buying
personally satisfied, do they buy the
products.

Finally conclude that rural Markets which
are not able to face the stiff competition
posed by MNCs, can restore their profits
in the rural sector. The market share of

urban market when compared to the rural
market is low, hence if Indian industries
concentrate on rural markets their sales
will increase. If rural markets are brought
into the limelight of development, they
pave way to prosperity. Prosperity of India
lies in the prosperity of every Indian,
hence no rural segment should be left
untapped.
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THE PRIDE OF INDIA : THE TOP 10 WOMEN
ENTREPRENEUR IN INDIA

Dr. Ruchi Srivastva* and Dr. Vibha Srivastava**

Abstract : This is the research paper which is based on secondary data which focuses on
growth and development of women entrepreneurship in India. This paper works on how the
traditional women has moved ahead in Modern India and proved themselves as a successful
entrepreneur. In modern India the women are making a significant contribution to entre-
preneurship activity, economic development and also in creating the new jobs and increasing the
gross domestic product with positive impact on reducing poverty. This research paper will
discuss about some prominent women entrepreneur in India which are the pride of India.

Introduction
Women who were earlier tied with different

types of restrictions, responsibilities where not be
able to actively participate in the growth of Indian
economy but now there is a change in the thought
process of the individuals and societies who have
changed their own old thinking and stared
respecting women.

In the few years, the status of women in Indian
society has changed drastically. Today, Women
have been playing an important role in the growth
of the Indian economy and have made a big impact
and got success in almost every sector. This paper
aims to discuss the top 10 famous Women
Entrepreneurs, who have done something different
to boost the Indian economy and become role
model for others.

1. Vandana Luthra – The founder of VLCC

She was born on 12 July 1956 in Delhi. She is
dynamic and versatile personality, She completed
her graduation in Delhi and moved to different
countries like Germany, UK, and France to gain
expertise in beauty, skincare, fitness and food and
nutrition. In 1988 she got married to Mukesh
Luthra. She has two daughters.

In 1989, Vandana Luthra found a company
called VLCC as a Wellness center.  Now VLCC
has become famous not only nationally but inter-
nationally. Today the company offering a plethora
of  services  like  Slimming,  beauty  &  grooming,

* Associate Professor, SRMS-IBS
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laser, hair transplant and many more. Currently,
VLCC is one of the most leading Beauty and
wellness service industry in India. The company is
operating the service of more than 326 locations in
153 cities and 13 countries. VLCC has employed
more than 5000 people including medical profe-
ssional and nutrition experts and cosmetologists
and beauty professionals. In the present time,
VLCC has set up manufacturing plants in
Haridwar India and Singapore. The company
produces and sells the product like skin care, body
care product, and hair care. As per Wikipedia,
These products are also marketed by 100,000
outlets India and more than 10,000 outlets across
the Middle East and Africa.

VLCC is providing a vocation training course
that is known as the VLCC Institute of Beauty &
nutritions also running a charity that provides
scholarships to underprivileged and physically
challenged people. She is the VC of the NGO
called Khushii. This NGO is working on different
projects like vocational training facility, education
with midday meal facility to 3,000 children, and
telemedicine center.In 2013, Vandana Luthra
received India’s fourth-highest civilian honor
Padma Shri award

2. Kiran Mazumdar Shaw–The founder of
Biocon Limited
Kiran Mazumdar, the founder of Biocon

Limited was born on 23 March 1953 in Gujrati
family     at    Banglore.    Her    father,    Rasendra
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Mazumdar, who was the head brewmaster at
United Breweries advised her to study the
fermentation science, and developed herself to be a
brewmaster, a profession which was a very non-
traditional field for women. She agreed with the
thought of her father and went to Ballarat College,
Melbourne University in Australia in 1974to study
malting and brewing. In college, she was the only
woman enrolled in the brewing course and ranked
first in her class.

When She was backed in India she could not
find any opportunity for advancing her career in
Bangalore or Delhi, because of Indian mentality,
she was told that she could not be hired as a master
brewer in India because "It's a man's work." When
she could not find an appropriate job in India than
she began to look job opportunity outside India
and was offered a position in Scotland.  But before
Mazumdar could shift to abroad, she met Leslie
Auchincloss, the founder of Biocon Biochemicals
Limited, of Cork, Ireland. Auchincloss's company
used to produce enzymes for use in the brewing,
food-packaging and textile industries. Auchincloss
was looking for a partner in India which could
help to establish an Indian subsidiary to supply
him with Papain.

In the beginning, she faced credibility
challenges because of her youth, gender and her
untested business model. She was unable to secure
funding for her company at the early stages of her
business.  She met fortunately with a banker at a
social event which finally enabled her to get her
first financial backing. She also found it difficult
to recruit people to work for her start-up, her first
employee was a retired garage Moreover, she
faced the technological challenges associated with
trying to build a biotech business in a country with
poor infrastructure. Uninterrupted power, good
quality water, sterile labs, imported research
equipment, and workers with advanced scientific
skills were not easily available in India at that
period of time.

The company's initial projects were the
extraction of papain (an enzyme from papaya used
to tenderize meat) and isinglass (obtained from
tropical catfish and used to clarify beer. Within a
year of its inception, Biocon India was able to
manufacture enzymes and export them to the U.S.
and Europe, the first Indian company to do so. At
the end of her first year, Mazumdar used her

earnings to buy a 20-acre property with plans to
expand in the future. Mazumdar spearheaded
Biocon's evolution from an industrial enzymes
manufacturing company to a fully integrated bio-
pharmaceutical company with a well-balanced
business portfolio of products and a research focus
on diabetes, oncology and auto-immune diseases.

3. Priya Paul–The chairperson of Park
Hotel

Priya Paul achieved success quite early in life,
overcoming the challenges that came her way.
When she lost her father and chairman of the
Apeejay Surrendra Group, Surrendra Paul, she had
to take on the responsibility of looking after three
hotels. She overcame that challenge, not with
standing her lack of experience. She says she
chose to follow her heart and not a hotel guide-
book and the outcome was a 400 per cent expan-
sion in the hotel business her father had left her.

Priya Paul is known to have a firm head on her
slender shoulders, which has enabled her to take
on big responsibilities early in life. She was just 21
when she began her career as marketing manager
of THE Park in New Delhi in 1988, equipped with
degrees from Wellesley College, Harvard Business
School and INSEAD. Subsequently, she took
charge as general manager and was appointed
director of the Apeejay Surrendra Group and chair
of Apeejay Surrendra Park Hotels. Paul is director
and member of the Group Management Committee
of Apeejay Surrendra Group, established in 1910.
In 2000 she received the Federation of Hotel and
Restaurant Association of India award as the
‘Entrepreneur of the Year’. She was awarded the
Federation of Hotel and Restaurant Association of
India ‘Hall of Fame’ in 2011. In 2012, she was
conferred the Padma Shri by the President of
India.

4. Ritu Kumar – The Fashion designer
Ritu Kumar is an Indian fashion designer who

began her Fashion career in Kolkata. Initially, she
was making bridal wear and evening clothes. After
decades, she entered an international market. She
has been operating her business in several different
forging cities France and New York. In 2013, She
awarded Padma Shree by the government of India.
About her education, she completed schooling at
Loreto Convent and have done college from lady
Irwin College. Later she got a scholarship at
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Briarcliff College in New York, where she pursued
Art History. Kumar's designs focus on natural
fabrics and traditional printing and weaving
techniques. She has also included Western
elements in her work, but has generally not
innovated beyond traditional sari designs. Her
clothes have been worn by celebrities such as
Princess Diana, Priyanka Chopra, Lara Dutta,
Deepika Padukone, Madhuri Dixit Nene, Madhur
Jaffrey, Kalki Koechlin, Dia Mirza, Soha Ali Khan
and Jemima Goldsmith.

5. Suchi Mukherjee – Founder & CEO of
Limeroad
Suchi graduated from St. Stephens College,

Delhi. She then received her Bachelor of Arts
degree in Economics with Maths from University
of Cambridge in 1998. She then pursued Masters
in Finance & Economics from London School of
Economics (LSE). After getting off with 8 past
jobs, she eventually thought of establishing her
own startup focusing on fashion and apparel for
women. At present, Suchi is serving as the
Founder and Chief Executive Officer (CEO) of the
e-commerce site, Lime Road, which was
established in 2012.Suchi, founded the online
shopping platform, LimeRoad in 2012. The
company is headquartered in Gurugram, Haryana,
India. She serves as the CEO of the company.
LimeRoad is one of the fastest growing digital
shopping platforms in India. If we talk about her
achievement, she received many awards like
Coolest Start-up of the year (from Business
Today), Infocom woman of the year- Digital
Business, and Unicorn Start-up Award (NDTV).

6. Basudha Shrivastav Express Earth
Digital Services
Basudha Shrivastav co-founded Express Earth

Digital services, a travel agency that takes care of
all your travel needs, in 2015. Her co-found
Himanshu Narula was also her schoolmate. Both
of them were interested in starting a venture in
travel. Which is why they quit their jobs and
jumped into entrepreneurship and a marriage.
Express Earth takes care of all your travel needs,
from hotels, cars, flights, insurance and more for
both B2B and B2C clients. Basudha has completed
GNIIT (Diploma, software Engineering) in 2006.
later she has done a B.A in eng (h), has done
Executive Entrepreneurship program, Entre-

preneurial and Small Business operations from
Indian Institute of Management Banglore. and has
experience working in the IT sector. Her company
has won several awards for being an innovative
travel company including the ‘Most Innovative
Travel Management Company’ by India Travel
Award North.

Express Earth established has created a niche
environment for smart travellers. It’s a unique
channel that provides different options for
travelling that truly suit you and not a travel
company or agent. They provide travel options for
corporate travels too. They have won several
awards including NASSCOM 10k programme.
The programme and The Startup India programme
truly helped the startup in its early days from its
establishment in 2015.

7. Aditi Gupta–The Co-founder of Mens-
trupedia
Aditi Gupta is a 34-year-old engineering

graduate and a New Media Design post-graduate
from National Institute of Design, Ahmedabad.
She was born in Garhwa in Jharkhand, India. She
started menstruating at the age of 12, but only
learnt about menstruation when she was taught
about it in class 9 at the age of 15. In her
childhood, when she was menstruating she was not
allowed to touch a place of worship, or sit on other
people’s beds; she had to wash and dry her clothes
separately. She was not allowed to use the sanitary
napkins available in the market as buying them
would ‘risk the family’s dignity’. She bought her
first sanitary napkin at the age of 15. Aditi met her
husband, Tuhin Paul in the National Institute of
Design where they both worked on several
projects together. They found a severe lack of
awareness about menstruation even among the
most educated people, and that many still believed
and followed menstrual myths.

The lack of awareness and education about
menstruation motivated her to undergo research on
the subject for one year. She collated information
from doctors and girls which gave her an idea to
start a comic book with three young girls and a
doctor as the main characters. She put up the
comic books on a website (www.talesofchange.in).
In November 2012, Gupta and her husband, Paul
started Menstrupedia to spread more knowledge
and awareness about the subject. It originally
began as a thesis project while they were in
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National Institute of Design, Ahmedabad. The
website has developed into a platform ‘providing
information on puberty and sexuality for pre-teens
and teenagers.

Menstrupedia provides a user-friendly guide to
menstruation, hygiene and puberty and helps break
myths associated to them. The aim of the website
is to present this information in a culturally
sensitive and an easy-to-understand way through
digital media. The website contains various comic
books, blogs, Q&A section and a Learn section.
The comics are available in fourteen languages
and has been utilised in more than 18 countries.
Gupta prepared the materials used in schools in
five states of North India currently. Gupta
distributed these comics, in schools in Mehsana,
Gandhinagar, Ahmedabad and Ranchi, where the
girls, their parents and teachers liked them a
lot.[11] Menstrupedia has started several
campaigns in collaboration with Whisper India
such as Touch the Pickle movement in
collaboration with many actresses like Shraddha
Kapoor, Parineeti Chopra, Kalki Koechlin, Neha
Dhupia, Mandira Bedi among others. She was
listed on the Forbes India U-30 list.

Aditi Gupta is one of the Indian women
entrepreneurs who is an author and the co-founder
of the comic Menstrupedia. Tired of the myths and
misinformation that surrounded Menstruation she
took it upon herself to make a change. She and her
husband co-founded the comic in 2012. In 2014
she was listed on the Forbes India 30 under 30 list
for her work towards breaking the taboo. Today,
Menstrupedia has been used in more than 6,000
schools and has benefited more than 10,00,000
girls in over 14 languages.

Aditi is a social woman entrepreneur in India
working towards raising awareness about
menstruation. She is a Ted Talk speaker and her
work has been featured in The Wall Street Journal,
Reuters, CNBC and BBC.

8. Falguni Nayar – The Founder of Nykaa

The success story of Falguni Nayar, founder of
the multi-brand beauty retailer Nykaa, is a
testament to the fact that with the right training,
education and support women can conquer any
height. She has built an empire that started off with
a humble beginning, but now stands tall at 200
crores!

Falguni Nayar, who is an IIM Ahmedabad
alumnus, was the former Managing Director at
Kotak Mahindra Capital Company, which she
gave up to pursue the dream of becoming an
entrepreneur. This choice of leaving a fruitful
career behind and entering the world of entre-
preneurship was driven by two factors: 1) Her love
for makeup, and 2) Her curiosity to explore the
online marketing platform which she recognized to
have a lot of potential.She hails from a Gujarati
family, but was born and brought up in Mumbai.
Her father was a businessman and she says that the
seed of business was planted into her mind at a
very young age. She also has said that the stock
market and trade were common topics of
discussion in her house.

 After graduating from IIM, Ahmedabad,
Falguni Nayar spent 19 years working as an
investment banker with the Kotak Mahindra
group. In 2005, she took over as the Managing
Director of the investment banking business post
which she spearheaded the firm. It was in the year
2012 that she decided to take the huge leap of
faith, by quitting her job at the age of 50 and
embarking on an entrepreneurial journey. She was
quick to discern that beauty was an untapped
market in India and was on the way to experien-
cing an explosion. As for her interest in business,
she drew strength from entrepreneurial giants like
Ronnie Screwvala of UTV and Ajay Bijli of PVR
Cinemas. Their confidence and readiness to take
risks in life inspired her a lot.

 Nykaa is primarily an e-commerce website
that offers beauty and wellness products from all
the leading brands including Lakmé, Kaya Skin
Clinic, L'Oréal Paris, etc. It has its offline presence
in 17 stores and is expanding. It has over 850+
curated brands and 35,000 products. . In 2017, she
got the title of “Most powerful business “by
Business Today. She also received the “woman
Ahead” award at the Economic Times. Since 2014,
The company has been a partner with Femina.

9. Vani Kola – Founder, Kalaari Capital

Vani was born and brought up in Hyderabad.
After completing her Electrical Engineering from
Osmania University, she moved to the United
States to pursue her Master’s degree. After
completing her studies, she began working in the
technological sector and went on to work with
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some big names like Empros, Control Data
Corporation, and Consilium Inc.

Vani, after working as an employee for 12
years, took a giant leap in her career and founded
her first venture which is an e-procurement
company. The company was founded in 1996 and
was named RightWorks. After successfully
controlling the company for more than four years,
she sold 53% of the share of Right Works for $657
million to the Internet Capital Group. After that,
Vani decided to jab entrepreneurship in the face
and started with another company maned NthOrbit
in 2001. During her four year stint with the
company, the company went on to become a
leader in the financial compliance market with a
global customer base of 70. After returning from
the United States, Vani spent all of her time
researching, traveling, meeting people, visiting
malls, and understanding the Indian market. As
Vani was preparing to start the firm, a variety of
questions plagued her mind. Some of the questions
were tricky and were more of an obstacle in her
path such as whether there would be enough entre-
preneurs in the startup ecosystem? And was the
Indian start-up market-ready? Vani moved ahead
on her path with positivity. In Sep 2012, Kalaari
Capital stared operation with a 150-million-dollar
fund. Vani Kola is a venture capitalist and founder
& managing director of Kalaari Capital.

The name is inspired from Kalaripayattu,
which is a form of martial arts originated in the
Southern state of Kerala. The idea of the team was
to create an entrepreneur from a smart brain. Now,
within four years, and with 55 investments,
Kalaari Capitals has become India’s leading
investor in the early-stage business. The team
takes care of the entrepreneurs and guides them in
every aspect of growth. The fund gets around 2000
proposals per year and is still growing. Some of
the most successful investments made by the
company ar Snapdeal, Myntra, VIA, Apps Daily,
Urban Ladder, and Zivame. Also, the team has
Ratan Tata as the chief advisor!

10. Radhika Ghai–Co-Founder,
Shopclues.com

Equipped with more than 15 years of
marketing experience in several industries such as
Fashion & lifestyle, advertising & public relations,
and others. She became Co-founder of
Shopclues.com. In 2011, the company was

founded in Silicon Valley. Today, this e-commerce
business has become India’s largest fully managed
marketplace and has over 7 million visitors each
month. The company serves more than 9 thousand
cities. She has done MBA from Washington
University. Her achievement makes her innovative
tech women entrepreneurs in India.

Conclusion
The field of women entrepreneur has gain the

popularity since its emergence in the late 1970s.
Now days a separate domain for a women entre-
preneur has been created, the young female
generation has moved their step towards the entre-
preneurship, we could see the young confident
ladies like Vani Kola, Aditi Gupta, Basudha
Shrivastava and many more who are upcoming
with a new thought and catering their service to
people. They are the inspiration for the startup
manager and women entrepreneur. Many aspiring
women entrepreneur are getting opportunity to
take apprenticeship in target industries, which
helps them to start their own venture. This is new
India where we welcome the women entrepreneur
with warm heart and appreciate their talent and
new ideas
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IMPACT OF COVID-19 ON INDIAN ECONOMY

Dr. Ved Parkash*

Abstract : COVID-19 has wreaked havoc on the economy in a variety of ways. The effect of
the novel corona virus on various aspects of the Indian economy is investigated in this research
paper.  Pessimism looms large all over. COVID-19 has been projected as worse than the Great
Depression of 1930. Everyday analyst and agency reports are diving into new bottoms of a fall-
down in economic activities. Indian economy, however, has a slightly different story to tell at this
hour of crisis. The silver lining for the Indian economy comes from a steep fall in the crude oil
prices from around $ 70 per barrel to a record 18 years low of $ 22 per barrel. This windfall gain
can, to some extent, offset the direct losses due to COVID-19. At the same time, dreams like a $5
trillion economy no longer look even a remote possibility. This article takes stock of the likely
impact of COVID-19 on the Indian economy in the short term and the long term. A decision-tree
approach has been adopted for doing the projections.

Keywords : Economics, Economics and Strategy, Macro impacts, COVID-19.

Introduction
The objective of this paper is to assess the

impact of COVID-19 on the Indian economy in the
short term and the long term. The research
question being addressed is What will be the
impact of COVID-19 on the Indian economy in the
short term and the long term? A decision-tree
approach has been adopted for doing the projec-
tions that spell out the impact. Different scenarios
have been considered for assessment of the econo-
mic impact. These scenarios have been constructed
to follow the generally adopted standard pattern of
‘best’, ‘middle’ and ‘worst’ (Hyndman & Athana-
sopoulos, 2018). In most of the projections, a
scenario framework of strong, moderate and weak
recovery of the economy has been considered in
line with the three general options that are used.

Since the Indian economy is a part of the
global economy first a stock of the global impact
has been taken. Before measuring the likely impact
on the Indian economy, the methodology has been
spelled out in the assessment part of the paper. A
wide range of literature in the form of global and
local reports from eminent financial experts has
been referred. Tables 1 and 2 give details of these
literature reviews. As a policy emphasis was given
on reference to agency research rather than
individual author opinions. Agency research offers
more   credibility   and   reliability.   Five   popular

* Assistant Professor, Department of Commerce, M.M. College, Modi Nagar, Ghaziabad (U.P.)

economic indicators: GDP growth rate, inflation,
unemployment, interest rate and industrial output,
were chosen for measurement of the impact.
Findings for this paper are in the form of short-
term and long-term projections for the key
economic indicators. These have been given and
discussed at the end of the assessment of each of
the economic indicators. Moreover, they have also
been consolidated before the conclusion. A few
suggestions have been given as a part of the
conclusion.

Ever since the break out of COVID-19 virus
pandemic, analysts and experts worldwide are in a
race to project bigger and bigger economic troubles
for the global economy. With each day passing, the
new forecasts are showing a gloomier picture than
the previous one. A decline of the global economy
by 1% as compared to the previous projection of a
2.5%  growth  has  been forecasted by the UN on 2
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April 2020 (The Economic Times, 2020a). The net
impact that is projected is around 3.5%. The size
of the world economy in 2017 was $80 trillion, as
shown in Figure 1.

Figure : World GDP, 2017

Source : Howmuch.net (2018). COVID-19 and Its
Impact on the Indian Economy

Materials And Methods
Notwithstanding the silver lining in the form

of low crude oil prices, the Indian economy is all
set to follow global cues. This article tries to assess
the impact from both short-term and long-term
perspectives. Short term has been defined as the
financial year 2020–2021. Long term has been
defined as a 5-year period from 2020–2021 to
2024–2025. The assessment of the impact on the
economy has been operationally defined as the
impact on the following key economic indicators:

❍ GDP

❍ Unemployment rate

❍ Inflation rate

❍ Interest rate

❍ Industry output

❍ Theoretical Foundations

The method primarily applied for assessment
of the impact is by way of forecasting through the
decision-tree approach in which generally three
possibilities have been assumed in the nature of
‘best’, ‘middle’ and ‘worst’ (Hyndman &

Athanasopoulos, 2018). Probabilities have been
estimated for the scenarios and expected values
(EVs) have been calculated aggregating values of
the three scenarios. The probabilities have been
estimated assuming equal chance for all the three
types of scenarios. The base values measuring the
five parameters, namely, GDP, unemployment
rate, inflation rate, interest rate and industry output
have been estimated based on an incremental
approach with more or less equal amount of
intervals in the three base values. However, in
some cases, where the impacts are estimated to be
uneven, the base values for scenario forecasting
have been estimated with different length of
interval amounts (Van Asselt et. al, 2012). 

Indian Economy In Pre-Covid-19 Period
The shock is playing out in almost a similar

manner in all countries of the world in terms of
demand and supply disruptions and the consequent
economic slowdown. In case of India however the
problem might be more acute and longer lasting
owing to the state the economy was in, in the pre-
Covid-19 period. By the time the first Covid-19
case was reported in India, the economy had
deteriorated significantly after years of feeble
performance. GDP (gross domestic product)
growth rate has been on a downward trajectory
since 2015-16. According to the official statistics,
GDP growth slowed down to 4.2% in 2019-20, the
lowest level since 2002-03. Industry, which
accounts for 30% of GDP, shrank by 0.58% in Q4,
2019-20. Unemployment reached a 45-year high.
A major driver of growth in any economy is
investment by the private corporate sector. In the
pre-Covid19 period, nominal values of private
sector investment have been declining. The total
outstanding investment projects between 2015-16
and 2019-20 declined by 2.4%, whereas new
projects announced fell by 4%, as per data from
the CMIE (Centre for Monitoring Indian
Economy). Consumption expenditure had also
been falling, for the first time in several decades.
High frequency indicators (figure 4) of urban
consumption demand show that sales of passenger
vehicles as well as consumer durables growth
contracted in February 2020. Overall, urban
consumption appears to have lost steam in Q4.
Among the indicators of rural consumption,
motorcycle sales and the consumer nondurable
segment remained in contraction in February 2020,
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reflecting weak rural demand. The lock-down
would have dampened any chance of revival of
consumption demand and private investment.

Overall Macro Impact of The Crisis

The countrywide lockdown has brought nearly
all economic activities to an abrupt halt. The
disruption of demand and supply forces are likely
to continue even after the lockdown is lifted. It
will take time for the economy to return to a
normal state and even then social distancing
measures will continue for as long as the health
shock plays out. Hence demand is unlikely to get
restored in the next several months, especially
demand for non-essential goods and services.
Three major components of aggregate demand-
consumption, investment, and exports are likely to
stay subdued for a prolonged period of time. In
addition to the unprecedented collapse in demand,
widespread supply chain disruptions will continue
for a while due to the unavailability of raw
materials, exodus of millions of migrant workers
from urban areas, slowing global trade, and
shipment and travel related restrictions imposed by
nearly all affected countries. The supply chains are
unlikely to normalise for some time to come.
Already several industries are struggling owing to
complete disruption of supply chains from China.
The longer the crisis lasts, the more difficult it will
be for firms to stay afloat. This will negatively
affect production in almost all domestic industries.
This in turn will have further spill over effects on
investment, employment, income and consumption,
pulling down the aggregate growth rate of the
economy. At this stage, the possible duration of
the underlying health crisis remains uncertain. In
addition there are multiple unknown factors such
as the true extent of impairment suffered by the
different sectors of the economy, the magnitude of

deterioration of the balance sheets of economic
agents such as firms and households, the ability of
both the formal and informal sectors to bounce
back to normalcy once the lockdown is fully
relaxed and most importantly, the potential
destruction of the productive capacity of the
economy. Therefore, it is difficult to fully com-
prehend the extent of the damage that the Indian
economy is currently incurring. Some of the
statistics available now already highlight the
severity and duration of the slowdown the economy
may experience going forward. After some amount
of recovery in economic activity in June, 2020 it
appears that the slowdown has resumed once again
in most of the sectors. The improvement seen in
most high-frequency indicators in June after the
dramatic collapse in the April-May period has
begun to wane since mid June. This is presumably
due to the renewed lockdowns all over the country
and damage to consumer sentiment and overall
economic productivity.

The central government and RBI have announ-
ced an initial round of fiscal and monetary policies
respectively as well as some broader economic
reforms. In addition, several state governments
have also announced fiscal stimulus measures.

Analysis of Policies Announced

Policy package for informal sector workers On
March 26, 2020 the Finance Minister announced a
 1.7 lakh crore package largely aimed at providing

a safety net for those who have been worse affected
by the Covid-19 lockdown i.e., the unorganised
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sector workers, especially daily wage workers, and
urban and rural poor.27 The “Pradhan Mantri
Garib Kalyan Yojana” contains the following
components :

❍ Free additional 5 kg wheat or rice per person
for 3 months;

❍ 1 kg free pulses per household for 3 months;

❍ Free LPG for Ujjwala beneficiaries for 3
months;

❍  2000 to 87 million farmers under PM Kisan
Yojana in 10 days;

❍ Increase in MGNREGA wages to  202 from 
182;

❍  500 per month to 200 million female Jan
Dhan account holders for next 3 months;

❍ Ex-gratia of  1000 to poor senior citizens,
widows and disabled;

❍  20 lakh collateral-free loans to women self-
help groups;

❍ Govt. to contribute EPF to companies with
less than 100 workers;

❍ Non-refundable advances of 75% or 3 months
wages from PF account;

❍ States to use  31 crore from construction
workers welfare fund;

❍ States to use district mineral fund for medical
activities.

Conclusion

Covid-19 has posed an unprecedented
challenge for India. Given the large size of the
population, the precarious situation of the
economy, especially of the financial sector in the
pre-Covid-19 period, and the economy’s
dependence on informal labour, lockdowns and
other social distancing measures are turning out to
be hugely disruptive. The central and state
governments have recognized the challenge and
have responded but this response should be just the
beginning. The eventual damage to the economy is
likely to be significantly worse than the current
estimates. On the demand side, the government
needs to balance the income support required with
the need to ensure the fiscal situation does not spin
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out of control. The balance struck so far seems to
be a reasonable one but the government needs to
find a greater scope for supporting the incomes of
the poor. Involvement of the state and local
governments may also be crucial in the effective
implementation of further fiscal initiatives. Policy
makers need to be prepared to scale up the
response as the events unfold so as to minimise the
impact of the shock on both the formal and
informal sectors and pave the way for a sustained
recovery. At the same time they must ensure that
the responses remain enshrined in a rules-based
framework and limit the exercise of discretion in
order to avoid long-term damage to the economy.
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AN INSIGHT INTO MIGRATIONAND REVERSE
MIGRATION IN THE STATE OF

UTTARAKHANDDURING COVID-19
Mr. Vyomkesh Bhatt* and Mr. Kapil Pandey**

Abstract : Migration has been central to the development and sustainability of human as a
species. It was the migration of early humans from Africa that led to increase of human
population across the world and helped to prevent the extinction of the human species. However,
in the modern economic scenario the migration of workforce from hilly states to developed urban
states has become a cause of concern as it prevents the sustainable development of the country. It
is also not favorable from security point of view as the state of Uttarakhand shares the border
with other neighboring countries including China. The study provides details of the migration
status quo along with the situation of reverse migration due to Covid-19 pandemic and possible
solution to curtail the situation of migration in the state.

Keywords : Migration, Reverse Migration, Covid-19, Employment.

Introduction
On 11 March 2020, WHO declared Covid-19

as a pandemic and reported all the countries to
treat, detect and reduce the transmission for the
save of people’s lives. This forced the people
across the world to remain in lockdown and
maintain social distancing and India was not an
exception. The unexpected lockdown forced
laborers, semi-skilled and skilled workers, profe-
ssionals, and students to move from their current
destination to the source. The entire nation
witnessed thousands of people marching back to
their villages, cities on trucks, buses, bicycle and
even on foot. As per the data of Census 2011,
Uttar Pradesh, Bihar are the leading states in terms
of migrants internally across the country, followed
by Madhya Pradesh, Punjab, Rajasthan and
Uttarakhand. Majority of these migrants move to
the metropolitan cities such as Delhi, Mumbai, and
Chennai and to other major cities such as
Ahmedabad, Bengaluru, etc.

Migrants are defined as a person who move
from their place of birth  or  residence (Source)  to

* Assistant Professor, Faculty of Management Studies, Gurukula Kangri (Deemed to be University),
Haridwar (Uttarakhand)

** Assistant Professor, Faculty of Management Studies, Gurukula Kangri (Deemed to be University),
Haridwar (Uttarakhand)

Fig. 1

Source : Author Computation

other place (Destination) in search of employment
opportunities either  internally  within  the  country
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or externally outside the country. In context of this
definition, reverse migration can be defined as
moving back from their current working place
(Destination) to the native place of birth or
residence (Source) and working in their home
state. This present study focuses upon the Reverse
Migration status quo at the time of nationwide
lockdown and the strategies that can be adopted to
improve the increasing migration situation in
Uttarakhand.

Source : Rural Development and Migration Commission

Uttarakhand is the 27th state of the Republic
of India. It officially came into existence on 9th
November 2000, after the long and strong protest
by people of Uttarakhand called “Uttarakhand
Andolan”. The movement was the result of belief
among people that the demands and needs of the
Uttarakhand were ignored and cannot be fulfilled
being a part of Uttar Pradesh the largest state of
India. Uttarakhand also shares the border with
neighbouing   countries   China  in  the  north  and
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Nepal in the east. As the state has international
borders growing migration from hilly areas is also
a cause of concern from security point of view.
Uttarakhand comprises of total 13 Districts as
shown below. However, even after 20 years of
formation of the State, the problem of migration
has not been solved. As per the reports of Census
2011, there are 16793 villages in Uttarakhand of
which 1053 have no population and 405 villages
have population less than 10.

Migration Status-quo in the State

As per the reports of Rural Development and
Migration Commission there are hundreds of
villages across the states that have no population
and have now been deserted as shown in Fig. 2.
The highest number of unhabituated villages is in
Puari Garwhal with a total of 186 villages followed
by Bageswhar with 77 villages that have a zero
population The district of Pithoragarh and
Uttarakashi had 75 and 70 villages respectively
with no population, while Champwat had 64, Tehri
had 58, Almora had 57, Chamoli had 41, Haridwar
had 38, Nanital had 22, Rudrprayag 20,
Udhamsingnagar 19 and Dehradun had 7 villages
with zero population as of 2011.

Fig. 3
Source : Rural Development and Migration Commission

Controlling migration has always been one of
prominent issue in the state of Uttarakhand and
despite of many policies introduced in this regard,
the problem has remain stagnant. The year 2020
witnessed the lockdown across the world and one
of the strict lockdown was levied in India. As the
entire country was on stand still, the workers and
laborers of unskilled, semi-skilled and skilled were
left without work and thus they had no option but
to return to their respective native places.

Reverse Migration during Covid-19
lockdown

As per the report of Rural Development and
Migration Commission, 2020 a total of 215875
reverse migrated persons arrived in Uttarakhand as
of June, 2020. The highest number of reverse
migration was seen in the district of Pauri with a
total of 60440 persons migrated back to their
native places, followed by Almora with 43784
people migrating. In Udhamsingnagar 21958
people migrated back to their native place. In the
district of Uttarakashi and Tehri 19405 and 19242
persons arrived during the period respectively.
While in District of Champawat 15097, Nanital
9650, Rudraparayag 7656, Chamoli 5877,
Pithoragarh 5451, Haridwar 3136, Dehradun 2254
and in Bageshwar 19255 persons migrated back as
of June 2020 as shown in Fig. 3.
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This has been considered as a unique oppor-
tunity to control the situation of ever increasing
migration in Uttarakhand by reducing the outflow
of these reverse migrants after the surge of Covid-
19 reduces and the nation will be working as Pre-
Covid period. It is however important to note that
the previous policies of government to provide
employment to local people such as MNREGA has
not been that useful as many young persons do not
want to work under this scheme. Thus, the
Government and policy makers would have to
formulate different policies catering to the needs
of persons, so that the rate of reverse migration can
be increased.

Report from National Skill Development
Corporation pointed at demand supply mismatch
in the region. There was more demand of skilled
and semi-skilled human resource than supply. This
has been due to not focusing on key areas of job
provider sectors in Uttarakhand. The report
suggested that the following sectors will have the
largest demand for the skilled and semi-skilled
workforce which are Agriculture and allied ser-
vices, Manufacturing, Tourism hospitality, and
retail, Construction, Education, and Transportation
and Logistics sector.  It is thus of paramount
importance to focus on these thrust areas to
overcome the problem of migration of people from
‘source’ to ‘destination’ and to prevent people who
have reverse migrated to their ‘source’ from
‘destination’ to move back to their ‘destination’.
Conclusion

Migration is central to the development of
human as a species. Human population was able to
withstand different forces of nature, wildlife, scar-
city and many other threatening elements that could
have led to extinction of a species. Traces of Migra-
tion were first traced to the movement of Homo
erectus who migrated from Africa across Eurasia
about a 1.75 million years ago. Since then, humans
have been migrating to different places from their
source to a constant changing destination.

However, in this modern age time excessive
migration from hilly states to urban and developed
states have hindered the sustainable development
of the country. This study focused upon the state
of Uttarakhand where by migration is one of the
most critical issue. As per the reports of Census
2011, there are more than 734 villages which do

not have a single habitant. Uttarakhand also shares
its borders with China and Nepal thus , an constant
increase in migration is posing a grave threat to the
security.Covid-19 pandemic which created an
havoc across the globe also provided an unique
opportunity in form of lockdown where by people
moved back to their source.

Uttarakhand state policy makers would have to
emphasize on a unique development strategy
whereby the emphasis should be on strengthen the
local industries such as tourism and hospitality,
transportation and logistics sector, retail industry
has also been stated by the reports of National
Skill Development Corporation. The creation of
the policies which favor local sector development
will certainlyhelp to control migration and will
encourage reverse migration.
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AN ANALYSIS OF  CONSUMER BUYING
PREFERENCE AND SATISFACTION  TOWARDS

BIG BAZAAR
(With Special reference District  Bareilly)

Dr. Anoop Kumar*

Abstract : The retail sector is growing business sector in the Indian marketplace, each and
every retail company in the market is aggressive themselves. In order to win the customers
satisfaction and to retail the customers for the longer period of time. In this current period Retail
industry is the fast mover to forthcoming sector, In India Big Bazaar play a valuable role. By
promotions, offers, Displays, window shopping etc. triggers the customers to buy the products
with no list in mind, Discounts, offers, combos, variety, low cost tempts the customers to buy the
products with no particular list on mind. Big Bazaar has clearly emerged as the favorite shopping
destination for millions of Indian consumers, across the country, it’s success is a true testament to
the emotional bonding it has established with the Indian consumer, on account of its value
offerings, asp rational appeal and service levels. We believe Big Bazaar is a true pan-Indian
model that can enter into most towns in India

Keywords : Retail Trade, Big bazaar, products

Introduction
Retail Sector is the most booming sector in the

Indian economy. Some of the  biggest players of
the world are going to enter into the industry soon.
It is on the threshold of a big revolution after the
IT sector. Although organized retail market is not
as strong as of now, but it is expected to grow
manifolds by the year 2010. The sector contributes
10% of the GDP, and is estimated to show 20%
annual growth rate by the end of the decade. The
current growth rate is estimated to be 8.5%. The
retail market is most fragmented in the world and
only 2% of the entire retailing business is in the
organized sector.

Objects of Study

❍ T o  know factors affecting costumer buying
preference towards Big bazaar

❍ To know promotion activities of Big Bazaar,
Bareilly

❍ To know customer satisfaction towards Big
bazaar, Bareilly

* Associate Professor, Faculty of Commerce, Bareilly College, Bareilly

Research Methodology

❍ Sample Area : Bareilly

❍ Sample Size : 50

❍ Collection of Data

Primary : Questionnaire

Secondary : Websites

About BIG BAZAAR

Big Bazaar is a most  favorite shopping
destination of Indian family. Big bazaar is a form
of hypermarket in India. It promote organized
retailing  in India. It provide more than 170,000
products under one roof that cater to every need of
a family.  It provide all products from apparel to
general merchandise like plastics, home furni-
shings, utensils, crockery, cutlery, sports goods,
car accessories, books and music, computer
accessories and many, many more.  Big Bazaar is
continually striving to provide customers with a
‘complete’ look. So be it men’s wear, women’s
wear, kids wear, sportswear or party wear, Big
Bazaar fashions has it all.
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Big Bazaar has clearly emerged as the favorite
shopping destination for millions of Indian
consumers, across the country, it’s success is a true
testament to the emotional bonding it has
established with the Indian consumer, on account
of its value offerings, asp rational appeal and
service levels. We believe Big Bazaar is a true
pan-Indian model that can enter into most towns in
India and democratize shopping everywhere.tag
line of Big Bazaar “ Isse sasta aur accha kahin
nahi”

Partner Companies of  Big Bazaar

Partner Companies of Biz Bazaar are as
follows  :

❍ Pantaloon Industries limited

❍ Home Solutions Retail India Ltd.

❍ Future Capital Holdings

❍ Coverge M retail (India) Ltd

❍ Indus League Clothing Ltd.

❍ Galaxy Entertainment Corporate Ltd.

❍ Planet Retail Holdings Ltd.

❍ Footmart retail

❍ GJ Future Fashions

❍ Capita Land Retail India

❍ ETAM Future Fashions India Pvt. Ltd.

Departments of Big bazaar with their
products

Big bazaar supply wide variety of products
with their various departments . Some are as
follows :

1. General Depot : (1) General books (2)
Office stationary (3) Children stationary

2. Gold Bazaar:Navaras Gold Jewelry

3. Mobile Bazaar : (1) All kinds of Hand
sets ranging from  1000 to !8000 of diffe-
rent Companies (2) Mobile accessories

4. Plastics : (1) Buckets  (2) Casseroles (3)
Containers (4) Boxes (5) Flasks (6) Bowls

5. Utensils : (1) Plates, Bowls, Glasses (2)
Non stick Cookware’s (3) Kitchen tools
Luggage : (1) Travel bags (2) Trolleys
(3) Bags: Schools, Collage Ladies purse

6. Ladies Department : (1) Sarees (2)
Dress materials (3) Under garments (4)
Nightwear’s

7. Star Sitara : (1) Cosmetics (2)
Fragrances (3) Herbals

8. Shringar : (1) Bangles (2) Jewelry sets
(3) Bracelets (4) Hair Accessories (5)
Chins

9. Men’s Department :  (1) Formals (Shirts
& Pants) (2) Casuals (Shirts & pants)

10. Furniture Department : (1) Dining
Table (2) Bedroom Accessories (3) Hall
accessories

11. Footwear Department :  (1) Sports
Shoes (2) Formal Shoes (3) Casual Shoes

12. Home Décor : (1) Flower vase ( 2 )
Religious gifts (3) Photo Frames

13. Home line : (1) bed sheets, Pillows , bed
spreads (2) Towels, Yellow dust etc.

14. Toys Dept : (1) Soft toys (2) Educational
toys (3) Board games, Action figures

15. Kids department : (1) T-Shirts, Trousers,
jeans (2) Ethic wears  etc.

16. Beverages & Confectionaries

17. Fruits & Vegetables

18. Staples Dept : (1) Dal, Rice, Atta, Rava
items  (2) Oil’s, Masala items (3) Dry
fruits (4) Spicy items  (5) Ready meals
(6) Breakfast cereals

19. Process Dept :  (1) Health drinks (2)
Ready to eat

20. Home care : (1) Phenyl, Detergents (2)
Dish wash, Tissue papers, Scratch

21. Personal care : (1) Soaps, tooth paste,
Shampoo  (2) Deodorants, Body spry (3)
Baby food, Talcum powder (4) Men’s
apparel

22. Electronic Bazaar : (1) Televisions (2)
Sound System (3) Refrigerators (5)
Microwave etc

Analysis and interpretation of Data

Table 1

Choice of Customer

Preference No. of Respondents %

Traditional market 05 10

Big Bazaar 45 90

50 100

Source : Primary data
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Table 2

Buying Preference of Customer

Preference No. of Respondents %

Food items 24 48

Cloth 16 32

Electronics 4 8

Others 6 12

50 100

Source : Primary data

Table 3

Satisfaction Level of Customer

Preference No. of Respondents %

Low 01 2

Average 12 24

High 37 74

50 100

Source : Primary data

Findings

On the basis of analysis of primary data
following findings are as follows :

1. Most of customers (Approx 90%) are like
to purchase from Big bazaar.

2. Approx 48% customers purchase food
items and 32% are cloth from Big Bazaar

3. Analysis refers 74% customers are highly
satisfied with Big bazaar shopping.

Conclusion
The consumers preferences are changing &

they are moving from Traditional  Kirana stores to
Modern Retail outlet. It’s the main challenge to the
Modern retail outlets to attract the customers
towards them from that of competitors. To attract
more customers companies have to carryout the
promotional activities in unique way. BIG
BAZAAR has maintained that uniqueness & has
succeeded in attracting customers. The adver-
tisement of the company like TV ads, print media
& pamphlets are good advertisements which made
its place in minds of customer to find BIG
BAZAAR differently. As the competition is
becoming stiff in the market the activities
conducted by the company are unique, that have
brought fruitful result to the company. Among
them Advertisement is one of the leading activity
or unique among all other activities & has high
influence on the customer walk-in.

On the basis of analysis it can be conclude that
the customer of Bareilly are  Fully satisfied with
Products and services of Big Bazaar Big Bazaar
has been doing  good in terms of understanding
customer expectation and providing them good
offers and products in terms of fulfilling their
expectation.  So many factors  and offers of Big
Bazaar influence to customer towards shopping of
various products.
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A STUDY OF RETAIL BANKING IN INDIA

Dr. Omkar*

Abstract : The banking industry in India has undergone a sea of change ever since the
economic form  process was initiated. There is no doubt that the banking industry continues to
play a cardinal role in spread heading the economic activity of the country. From an industry
almost monopolized by the nationalized bank till the 90’s it has now emerged as a conglomerate
of nationalized, private and foreign banks setting new trends in the way banking is carried out.
The deregulation in the interest rates, grant of functional autonomy to the banks in the area of
credit, entry of foreign banks and emergence of new private banks has made the banking
environment. The whole Indian banking industry scenario is changing while the chunk of other
total share in bank credit continues to be dominated by public sector banks, the increaseboost
given to foreign and private participation is expected to make banking more challenging.

A retail banking which acts as a comprehensive financial service provider for retail clients,
allowing them to purchase multiple financial instruments, under one roof. For a multiplicity of
services like opening a savings account, taking a loan, applying for a credit card and may also
inquire about potential banking products that they may need at a future date, which the bank can
offer all the retail customers can approach the bank.

Keywords : Indian  Retail banking,  Services of retail Banking, Challenges in retail Banking

Introduction
The Indian Banking history can be broadly

categorized into nationalized private banks and
specialized banking institutions. The Reserve Bank
of India acts as a centralized monitoring any
discrepancies and shortcoming in the system.
Since the nationalization of  banks in 1969, the
nationalized banks have acquired a place of
prominence and has since then seen tremendous
progress. The need to become highly customer
focused has forced the slow moving pullbacks are
increasingly finding that most viable way of
differentiating themselves will be   to successfully
manage customer relationship and enhance the
overall customer   experience. In future the market
space will see banks and non-banks striving to
seek   opportunities to profit, in the wake of
product customization.  The private sector  banks
with their focused business and services portfolio
have a reputation of being niche player in the
industry. A well chalked out integrated strategy
has allowed  these banks to  operate  70%  of  their
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business to urban areas, this statutory requirement
has translated into lower deposit mobilization costs
and higher margins to public sector banks.

New Generation (Modern) Banking

Economic reforms and the entry of private
players saw nationalized banks revamp their
service and product portfolio to incorporate new,
innovative, customer-centric schemes. The Indian
banking finally woke up to the surging demands of
the ever-discerning Indian consumer. The need to
become highly customers focused (generated by
high competitive levels) forced the slow-moving
public sector banks to adopt a fast track approach.
These customer friendly programs included
revam-ping of the product and service schemes
like credit cards, hassle-free housing loan schemes,
educational loans and flexi-deposit scheme inte-
gration of the branch net work by using advance
networking technology and customers persona-
lization programs (through ATM’s and any time
banking  etc.).  Internet  marketing hoarding  press
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ads, television sponsorships, image makeovers etc.
become an integral part of a bank’s marketing mix.
To meet the personalized needs of the customer
and in order to differentiate its services, banks
repositioned themselves in specialized fields, like
housing loans, car finance, educational loans etc.
to optimally service the customer.

Object of Study

❍ To know concept of retail banking

❍ To know services in retail banking

❍ To Know Challenges in retail banking

Concept of Retail Banking

Retail Banking has emerged as the fastest
growing segment of Indian Banking.  Retail
channel and liability group mobilize the much-
needed resources at highly competitive rates
through deposits and bonds and retail assets and
products group deploys the available resources
through various channels like Home Loans,
Personnel Loans, Consumer Durable Loans,
Commercial Vehicles Loan etc. in the retail assets.
Across the world retail banking has been the high
volume-low value business proposition. Enormous
amount of resources are required to acquire and
service customer in terms of infrastructure and
operation.

Services Offered by the Retail Banks

Here are the following services offered by the
Retail Banks :

❍ Retail banks handle financial needs for
everyday spending as well as life events like
buying a home. Local community banks and
credit unions offer many of the same services
as the big banks. Online-only banks are also an
option, especially for keeping fees to a
minimum.

❍ Bank accounts like checking accounts, savings
accounts, and retirement accounts. Checking
accounts often come with a debit card for
making purchases and the ability to pay bills
online or electronically. Money market
accounts pay marginally high, with a few
limitations on how often one can spend the
money.

❍ Certificates of Deposit (CDs) pay more than
savings accounts, but you usually need to
leave your money untouched for at least

several months to avoid early withdrawal
penalties.

❍ Small valuable safe within the bank’s walls
kept as Safe so they can’t be stolen or
destroyed while in your home.

❍ Home loans help people buy a home,
and second mortgages allow borrowers to
refinance existing loans or take cash out of
home equity.

❍ Auto loans help people buy a car, and can also
be refinanced.

❍ Unsecured personal loans can be used for any
purpose and do not require you to pledge
collateral. Revolving lines of credit (including
credit cards) allow borrowers to spend and
repay repeatedly without applying for a new
loan.

❍ Such amenities make it easier for individuals
to handle their finances. It is possible to live
without a bank account, but life is more
difficult. Without banks and credit unions, you
might end up spending more time on routine
tasks and paying more fees for one-off
transactions.

Challenges in Retail Banking in India

❍ Consumer Protection & Pricing : Consumer
protection has been a recurring theme in my
address today & the pricing of products and
services in the banking system in India is non-
transparent would be an understatement. There
are charges for non-maintenance of minimum
balance, charges for cheque return and there
are charges even where no service has been
provided – customers not conducting any
transactions.

❍ Inadequacy of MIS : The information system
in the Indian banks continues to be funda-
mental which leads to impressionistic decision
making rather than information-based decision
making. The banks even lack the basic
information on how many customers they have
and how many products they have.

❍ Understanding and tackling KYC : Banks in
the advanced countries have handled a subs-
tantial amount of penalties from the regulators
for their failure to conduct satisfactory due
diligence on their customers. In India, had to
impose penalties on some of the banks for
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their failure to have proper due diligence on
their customers. It is vital to understand and
escalate KYC requirements in all appearances
be it for the products on the asset side of the
balance sheet or on the liability side. Banks
would also need to be mindful of the KYC due
diligence for the third-party products that they
sell from their premises/through their delivery
channel.

❍ Managing Risk : The retail banking comprises
dealing with a huge number of customers over
diverse delivery channels thereby creating
significant vulnerabilities across banks’
systems. These vulnerabilities could be in the
form of the inadequacy of internal guidelines
or non-adherence by staff, inadequacy in the
technology systems supplied by vendors,
fraudulent practices employed by customers,
hackers, etc.

Conclusion
The rising attention in retail banking in the

developing economies can be illuminated on
account of a few major developments. The first of
them is the transitioning of the economies into the
intermediate phase. In the early phase of the
development of banking, the policymakers focused
on ensuring the flow of bank credit to the pro-
ductive sectors of the economy. Another reasons
for the growing interest in retail banking is the
banks’ quest for new sources of revenue and new

channels for profit. Slowly but surely, the banks
have realized that the commerce for the poor
anywhere in the world is more viable than the
commerce for the rich and hence they view the
excluded masses as a potential source of profit in
the long-run. Commercial banks cannot ignore the
adage that the “Future of Banking is Retail
Banking.”
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CAUSES AND MEASURES OF ECONOMIC

INEQUALITY IN INDIA

Dr. Upasana Srivastava*

Abstract : Indian economy had been growing at an average annual rate of about 3 per cent in
the years after independence in 1947. It started to expand rapidly, particularly after 2002,
reaching an average annual growth of about 6–8 per  cent. But the benefits of growth remain
very unevenly distributed across the population. Old socio cultural divisions, such as gender and
caste, have been strengthened, because the new economic drivers build on them, posing a real
challenge for the future.

A significant portion of the GDP increase was due to services that are not very employment-
intensive, Manufacturing’s share in both economic output and employment has not moved from
rather a low level. Low-paid, low-productivity work continues to dominate employment; on the
whole, there is little evidence of labour moving to higher-productivity activities.

Keywords : Economic Inequalities, Causes, Measures

Introduction

India is often mistakenly seen as a country
with relatively low economic inequality. In fact,
the country’s inequalities widened after the internal
and external economic liberalization measures
from the 1980s, which attracted global financial
investors and boosted economic growth consi-
derably. The economy had been growing at an
average annual rate of about 3 per cent in the years
after independence in 1947. It started to expand
rapidly, particularly after 2002, reaching an
average annual growth of about 6–8 per  cent. But
the benefits of growth remain very unevenly distri-
buted across the population. Old socio cultural
divisions, such as gender and caste, have been
strengthened, because the new economic drivers
build on them, posing a real challenge for the
future. Inequalities in India increased following
the internal and external economic liberalization
measures of the 1980s. Since then, the country’s
economy has expanded very rapidly, particularly
after 2002, reaching an average annual growth of
about 6–8 per cent.

* Assistant professor, Department of Economics, Arya mahila (PG) College, Shahjahanpur

Economic inequalities in India
Official survey data indicate that the Gini

coefficient increased from 0.31 in 1993–94 to
around 0.34 in 2011–12, clearly an underestimate.
The only large-scale survey data available in India
relate to consumption expenditure, which tends to
understate the extent of inequality by under-
estimating the distribution tails, which exclude the
very rich and the very poor. Further, the poor are
more likely to consume their income or spend
more than they earn, while the rich can save. The
first detailed income distribution estimates for
India  reveal rather high income inequality, with a
Gini oefficient of 0.54, almost the same as for
Brazil.

Even consumption data suggest increasing
consumption inequality, both across regions and
states and within regions. Along with the increase
in the national Gini coefficient for consumption,
the ratio of urban to rural consumption increased
from 1.62 to 1.96 between 2003–04 and 2019–20.
The largest increases in consumption expenditure
were concentrated in the top decile of the urban
population. In the same period, the income  of  the
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top urban decile increased from 7.14 times to
10.33 times that of the bottom urban decile and
from 10.48 times to 14.32 times that of the bottom
rural decile. The shift in incomes between classes
confirms the tendency towards greater inequality:
the wage share of national income fell from 40 per
cent at the start of the 1990s to only 34 per cent by
2019–20. In the organized sector, the wage share
fell from 69 per cent to 51 per cent in the same
period. The unorganized sector’s share of the
national income fell from 64 per cent to 57 per
cent, although it continues to comprise the over-
whelming majority of workers in the country,
including the self-employed

Object of Study

Objects of Study are as follows :

1. To know about Economic inequality

2. To know causes of Economic inequality in
India

3. To know Measures taken by Government
to reduce economic inequality in India

Causes of Economic Inequality in India

In India, inequality in the distribution of in–
come has increased for various reasons. Some  are
as  following :

1. Unemployment : The main reason for low
level of income of the majority of Indian people is
unemployment and underemployment and the
consequent low productivity of labour. Low la–
bour productivity implies low rate of economic
growth which is the main cause of poverty and
inequality of the large masses of people. In fact,
inequality, poverty and unemployment are inter–
related. Since sufficient employment could not be
created through the process of planned economic
development, it was not possible to increase the
income levels of most people.

2. Inflation : Inflation is major cause of
Inequality in India. During inflation, few profit
earners gain and most wage earners lose. This is
exactly what has happened in India. Since wages
have lagged behind prices, profits have increased.
This has cre–ated more and more inequality. More-
over, during inflation, money income increases no
doubt but real income falls. And this leads to a fall
in the standard of living of the poor people since
their purchasing power falls.

3. Tax Evasion : In India, the income tax rates
are very high. High tax rates encourage evasion
and avoidance and give birth to a parallel economy
(Black Money). This is exactly what has happened
in India during the plan period. Here, the unofficial
economy is as strong as (if not stronger than) the
official economy. High tax rates are responsible
for inequality in the distribution of income and
wealth. This is due to undue concentration of
incomes in a few hands caused by largescale tax
evasion.

4. Regressive  Nature of Indirect Tax : The
indirect taxes give maximum revenue to the
government. But they are regressive in nature.
Such taxes have also created more and more
inequality over the years due to growing depen-
dence of the Government on such taxes.

5. Green revolution : No doubt, India’s new
agricultural strategy led to the Green Revolution
and raised agricultural productivity. But the
benefits of higher productivity were en–joyed
mainly by the rich farmers and landowners. At the
same time, the economic conditions of lan–dless
workers and marginal farmers deteriorated over
the years. Most farmers in India could not enjoy
the-benefits of higher agricultural produc–tivity.
As a result, inequality in the distribution of income
in the rural areas has increased.

6. Lack of involvement of Women in Work :
The general invisibility of women’s work is an
indication of their status in society. Where
women’s official work involvement is low, this is
usually a sign of  their lack of freedom and
progress, low status and low empowerment. Where
more women are active in the labour market and
are employed (especially in formal activities), the
share of unpaid work tends to fall and even this
work is more likely to be recognized and valued.
Female labour participation rates in India have
historically been significantly lower than male
rates, and are among the lowest rates in the world,
even the developing world.

Measures Adopted by Government to Redu-
cing Inequality

Various measures have been adopted by the
Government during the plan period to reduce in–
equality in the distribution of income.
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1. Payment of Bonus : Firstly, the payment of
bonus (called annual payment) has been made
compulsory in every industry.

2. Ceiling on Land Holding : Secondly, a
ceiling on landholdings has been imposed in the
rural areas. Each household (or family) is allowed
to hold a certain amount of land. Any surplus
above this is taken over by the Government and is
redistributed among the landless workers and
marginal farmers. Moreover, in 1976 a ceiling on
urban property has also been imposed.

3. Increases  Entrepreneurship : Moreover,
various self-employment projects have been taken
both in rural and urban areas to solve the growing
unemployment problem.

4. Security of Welfare by transfer payment :
Finally, various types of transfer payments (such
as unemployment, compensation, soft loans,
pensions to freedom fighters, concessions to senior
citizens, etc.) have been made for improving the
welfare of certain weaker sections of the society.

Conclusion

The economy’s capacity to create jobs has
been  low even during periods of rapid growth. It
has declined further as a result of India’s exposure
to global competition, which forced enterprises to
adopt the latest labour-saving technologies deve-
loped in the advanced economies. In addition, a
significant portion of the GDP increase was due to
services that are not very employment-intensive,
Manufacturing’s share in both economic output
and employment has not moved from rather a low

level. Low-paid, low-productivity work continues
to dominate employment; on the whole, there is
little evidence of labour moving to higher-
productivity activities. Interestingly, this is true
across all sectors: low-productivity employment
coexists with some high value-added activities in
all of the major sectors. So finally it can be said
that causes of inequality in India is inflation and
unemployment. So government should takes
initiative to develop employment generation
programs to reduce inequality.
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‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊Ê¸ ∑§Ê ÷Ê⁄UÃËÿ SflÃãòÊÃÊ •ÊãŒÊ‹Ÿ ◊¥ ÿÊªŒÊŸ
∞∑§ ∞ÁÃ„UÊÁ‚∑§ •äÿÿŸ

«UÊÚ. •Á÷ŸãŒŸ SflM§¬*

Á„UãŒÈSÃÊŸ ∑§Ë SflÃãòÊÃÊ ∑§ Á‹∞ „U⁄U flª¸ ¡ÊÁÃ ∑§ ‹ÊªÊ¥
Ÿ •¬Ÿ-•¬Ÿ SÃ⁄U ‚ ÿÊªŒÊŸ ÁŒÿÊ ÃÕÊ ’ÈÁh¡ËflË flª¸ Ÿ
Œ‡Ê-ÁflŒ‡Ê ◊¥ •Ÿ∑§ ∑˝§ÊÁãÃ∑§Ê⁄UË ‚¢ªΔUŸÊ¥ ∑§Ê ªΔUŸ Á∑§ÿÊ–
ÁflŒ‡ÊÊ¥ ◊¥ ∑˝§ÊÁãÃ∑§Ê⁄UË ‚¢ªΔUŸÊ¥ ∑§Ë SÕÊ¬ŸÊ ∑§Ë ‡ÊÈM§•ÊÃ
ß¢ª‹Òá«U ‚ „ÈUß¸, ÄÿÊ¥Á∑§ Ãà∑§Ê‹ËŸ ‚◊ÿ ◊¥ ÖÿÊŒÊÃ⁄U ÷Ê⁄UÃËÿ
ŸflÿÈfl∑§ fl„UÊ° •ÊœÈÁŸ∑§ Á‡ÊˇÊÊ ª˝„UáÊ ∑§⁄UŸ ¡ÊÃ Õ–

‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊Ê¸ ∑§Ê ¬˝Ê⁄UÁê÷∑§ ¡ËflŸ ∞fl¢ Á‡ÊˇÊÊ

Á„UãŒÈSÃÊŸ ∑§Ë SflÃãòÊÃÊ ∑§ Á‹∞ ÁflŒ‡ÊÊ¥ ◊¥ ∑˝§ÊÁãÃ∑§Ê⁄UË
‚¢ªΔUŸÊ¥ ∑§Ë SÕÊ¬ŸÊ ◊¥ ‚’‚ ¬„U‹Ê ŸÊ◊ ‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊Ê¸
¡Ë ∑§Ê •ÊÃÊ „ÒU– fl◊Ê¸ ∑§Ê ¡ã◊ 4 •Ä≈ÍU’⁄U, 1857 ∑§Ê ∑§ë¿U
∑§ ◊ãŒÊflË ªÊ°fl ◊¥ ∞∑§ ª⁄UË’ ¬Á⁄UflÊ⁄U ÷Ê¢ŸÊ‹Ë ¬Á⁄UflÊ⁄U ◊¥ „ÈU•Ê
ÕÊ– ’ÊÀÿÊflSÕÊ ‚ „UË fl◊Ê¸ ¡Ë ÃËfl˝ ’ÈÁh ∑§ Õ, ¬…∏UÊß¸ ◊¥ ÷Ë
©UûÊ◊ ⁄U„U Áfl‡Ê·∑§⁄U ‚¢S∑Î§Ã ◊¥ ’„ÈUÃ ÁŸ¬ÈáÊ Õ– 1857 ◊¥
©UŸ∑§Ê ÁflflÊ„U ÷ÊŸÈ◊ÃË ŸÊ◊∑§ ‹«∏U∑§Ë ‚ „ÈU•Ê Á¡ã„UÊ¥Ÿ ©UŸ∑§Ê
¡ËflŸ ∑§ ¬Õ ¬⁄U ‚„UÿÊª ∞fl¢ ‚ÊÕ ÁŒÿÊ– „UÊ‹Ê¢Á∑§ fl ‚¢S∑Î§Ã
¬˝∑§Êá«U ¬Áá«UÃ Õ Á»§⁄U ÷Ë ©UŸ∑§ ÁfløÊ⁄U •ÊœÈÁŸ∑§ Õ •ÊÒ⁄U 18

fl·¸ ∑§Ë ¿UÊ≈UË ‚Ë •ÊÿÈ ◊¥ ©UŸ∑§Ë ÅÿÊÁÃ ’ê’ß¸ ◊¥ »Ò§‹ ªß¸,
’ê’ß¸ ∑§ ‚◊Ê¡ ‚ÈœÊ⁄U∑§Ê¥ ∑§Ê ©UŸ∑§Ë ÁflmÃÊ ‚ ’„ÈUÃ ‹Ê÷
¬„È°UøÊ, ÄÿÊ¥Á∑§ fl ‡ÊÊSòÊÊ¥ ∑§Ë ¬˝ªÁÃ‡ÊË‹ √ÿÊÅÿÊ ∑§⁄UÃ Õ– fl
œÊ⁄UÊ ¬˝flÊ„U ‚¢S∑Î§Ã ◊¥ ÷Ê·áÊ ŒÃ Õ–

ß¢ª‹Òá«U ∑§Ê ¬˝SÕÊŸ
fl◊Ê¸ ¡Ë ∑§Ë ÅÿÊÁÃ ¡’ •ÊÚÄ‚»§Ê«¸U Áfl‡flÁfllÊ‹ÿ ∑§

‚¢S∑Î§Ã ∑§ ¬˝flQ§Ê ◊ÊÁŸÿ⁄U ÁflÁ‹ÿê‚ ∑§ ¬Ê‚ ¬„È°UøË •ÊÒ⁄U
©Uã„UÊ¥Ÿ ¡’ 1857 ◊¥ ÷Ê⁄UÃ ∑§Ë ÿÊòÊÊ ∑§Ë Ã’ ©UŸ∑§Ë ÷¥≈U ‡ÿÊ◊
¡Ë ∑Î§cáÊ fl◊Ê¸ ‚ „ÈUß¸ •ÊÒ⁄U ©Uã„UÊ¥Ÿ fl◊Ê¸ ¡Ë ∑§ ‚◊ˇÊ ¬˝SÃÊfl
⁄Uπ ÁŒÿÊ Á∑§ (fl◊Ê¸ ¡Ë) ß¢Ç‹Òá«U •ÊŸÊ „UÊªÊ, ÃÊÁ∑§
Áfl‡flÁfllÊ‹ÿ ∑§ ¿UÊòÊÊ¥ ∑§Ê •Ê∑§ ôÊÊŸ ‚ ‹Ê÷ ¬„È°Uø– ◊Êø¸
1897 ∑§Ê ÿÊ◊ ¡Ë $∑Î§cáÊ fl◊Ê¸ ∞‚. ∞‚. Á‚ÁãœÿÊ S≈UË◊⁄U ‚
ß¢Ç‹Òá«U „È°Uø– ß‚∑§ ’ÊŒ fl •ÊÚÄ‚»§Ê«¸U ªÿ •ÊÒ⁄U ◊ÊÁŸÿ⁄U
ÁflÁ‹ÿê‚ ∑§Ë ‚„UÊÿÃÊ ‚ ∞∑§ ¬⁄UËˇÊÊ Œ∑§⁄U flÁ‹¬Ê‹ ∑§ÊÚ‹¡
◊¥ ÷ÃË¸ „UÊ ªÿ– ‚ÊÕ „UË ’ÒÁ⁄US≈U⁄UË ÷Ë ¬…∏UÃ ⁄U„U– ©U‚Ë fl·¸
•ÊÚÄ‚»§Ê«¸U ◊¥ ◊ÊÁŸÿ⁄U ÁflÁ‹ÿê‚ Ÿ ß¢Á«UÿŸ ßãS≈UË≈U˜ÿÍ≈U ∞á«U
‹Êß’˝⁄UË ∑§Ë SÕÊ¬ŸÊ  ∑§Ë,  Á¡‚◊¥  ‡ÿÊ◊  ¡Ë  ©UŸ∑§   ¬˝œÊŸ

‚„UÊÿ∑§ ⁄U„U– ◊ÊÁŸÿ⁄U ÁflÁ‹ÿê‚ ∑§ ¬˝ÿÊ‚Ê¥ ‚ ‡ÿÊ◊ ¡Ë ∑§Ê
∑§ë¿U S≈U≈U ‚ ÃËŸ ‚Ê‹ ∑§ Á‹∞ 100 ¬ÊÒ¥«U ∑§Ë flÎÁûÊ ÷Ë Á◊‹
ªß¸– ß‚∑§ •‹ÊflÊ ‚„U∑§Ê⁄UË ∑§ M§¬ ◊¥ ÷Ë ∑È§¿U œŸ ©Uã„¥U ¬˝ÊåÃ
„UÊÃÊ ⁄U„UÊ– ŒÍ‚⁄UË Ã⁄U»§ •ÊÚÄ‚»§Ê«¸U ◊¥ ©UŸ∑§Ë ÅÿÊÁÃ »Ò§‹ ªß¸
•ÊÒ⁄U fl ÁŸ¡Ë ÃÊÒ⁄U ¬⁄U •¢ª˝¡ ¿UÊòÊÊ¥ ∑§Ê ‚¢S∑Î§Ã ¬…∏UÊŸ ‹ª,
Á¡‚‚ ©Uã„¥U ∑È§¿U •Ê⁄U •Êÿ „UÊŸ ‹ªË– ß‚∑§ •ÁÃÁ⁄UQ§ ‡ÿÊ◊
¡Ë ∑§ ◊Ÿ ◊¥ •ãÿ ÷Ê·Ê•Ê¥ ◊¥ L§Áø ’…∏UŸ ‹ªË •ÊÒ⁄U ©Uã„UÊ¥Ÿ
ª˝Ë∑§ •ÊÒ⁄U ‹ÒÁ≈UŸ ÷Ë ‚ËπŸÊ ¬˝Ê⁄Uê÷ ∑§⁄U ÁŒÿÊ–

1881 ◊¥ ÷Ê⁄UÃ ‚Áøfl Ÿ ‡ÿÊ◊ ¡Ë ∑§Ë ’Á‹¸Ÿ ∑§Ë
•ÊÁ⁄U∞á≈U‹ ∑§Ê¢ª˝‚ ◊¥ •¬Ÿ ¬˝ÁÃÁŸÁœ ∑§ M§¬ ◊¥ ÷¡Ê ÕÊ–
1883 ◊¥ ‡ÿÊ◊ ¡Ë Ÿ •ÊÚÄ‚»§Ê«¸U Áfl‡flÁfllÊ‹ÿ ◊¥ ’Ë.∞. ∑§Ë
©U¬ÊœË ¬˝ÊåÃ ∑§Ë •ÊÒ⁄U ‚ÊÕ-‚ÊÕ Áfl‡flÁfllÊ‹ÿ ◊¥ ‚¢S∑Î§Ã,
◊⁄UÊΔUË •Ê⁄U ªÈ¡⁄UÊÃË ÷Ê·Ê•Ê¥ ∑§ •äÿÊ∑§ ÷Ë ÁŸÿÈQ§ Á∑§∞ ª∞–

•ÊÁ⁄U∞á≈U‹ ∑§Ê¢ª˝‚ ◊¥ ÷Ê⁄UÃ ∑§Ê ¬˝ÁÃÁŸÁœàfl („UÊÚ‹Òá«U
1883)

1883 ◊¥ „UË ©Uã„UÊ¥Ÿ „UÊÚ‹Òá«U ∑§ ‹Ê©U«UŸ ◊¥ „UÊŸ flÊ‹Ë
•ÊÁ⁄U∞á≈U‹ ∑§Ê¢ª˝‚ ◊¥ ÷Ë ÷Ê⁄UÃ ∑§ ¬˝ÁÃÁŸÁœ ’Ÿ∑§⁄U ªÿ–
ß‚‚ ‡ÿÊ◊¡Ë ∑Î§cáÊ fl◊Ê¸ ∑§Ë ¬˝Á‚h, ÅÿÊÁÃ »Ò§‹Ÿ ‹ªË,
‡ÿÊ◊ ¡Ë ∞‚ ¬„U‹ ÷Ê⁄UÃËÿ Õ, Á¡ã„¥ U •ÊÚÄ‚»§Ê«¸U
Áfl‡flÁfllÊ‹ÿ ‚ SŸÊÃ∑§ ∑§Ë ©U¬ÊœË ¬˝ÊåÃ „ÈUß¸ •ÊÒ⁄U ‚ÊÕ „UË
•äÿÊ¬∑§ ∑§ ¬Œ ∑§Ê ªÊÒ⁄UflÊÁãflÃ Á∑§ÿÊ– ‚Ÿ˜ 1884 ∑§Ê
ß¢ª‹Òá«U ‚ „UË ©Uã„UÊ¥Ÿ ’ÒÁ⁄US≈U⁄U ∑§Ë ©U¬ÊœË ¬˝ÊåÃ ∑§Ë •ÊÒ⁄U ÷Ê⁄UÃ
•Ê∑§⁄U ’ê’ß¸ „UÊß¸ ∑§Ê≈¸U ◊¥ fl∑§Ê‹Ã ∑§⁄UŸ ‹ª– ⁄UÃ‹Ê◊ ∑§
⁄UÊ¡Ê Ÿ ©Uã„¥U •¬Ÿ ÿ„UÊ° ŒËflÊŸ ∑§ ¬Œ ¬⁄U ÁŸÿÈQ§ Á∑§ÿÊ, Á¡‚
¬⁄U fl 1888 Ã∑§ ⁄U„U– ‡ÿÊ◊ ¡Ë Ÿ ∑È§¿U ÁŒŸ •¡◊⁄U ◊¥ ÷Ë
fl∑§Ê‹Ã ∑§Ë •ÊÒ⁄U 21 ÁŒ‚ê’⁄U, 1893 ◊¥ ©UŒÿ¬È⁄U ∑§ ∑Ò¥§Á‚‹
•ÊÚ»§ S≈U≈U ∑§ ŒËflÊŸ ’Ÿ, ¬⁄U ¡ÀŒË „UË ©Uã„UÊ¥Ÿ •ŸÈ÷fl Á∑§ÿÊ
Á∑§ ©UŒÿÈ⁄U ∑§Ë ’ÊÃ •ÊÒ⁄U ÕË, ÿ„UÊ° ∑§Ê flÊÃÊfl⁄UáÊ ©UŸ∑§ ¬˝ÁÃ∑Í§‹
Ÿ ÕÊ– •Ã— 1897 ◊¥ ŒËflÊŸË ßSÃË»§Ê Œ∑§⁄U ß¢Ç‹Òá«U ø‹ ªÿ–

‡ÿÊ◊ ¡Ë ∑§Ê ∞∑§Ê∞∑§ Á„UãŒÈSÃÊŸ ¿UÊ«∏U∑§⁄U „U◊‡ÊÊ ∑§ Á‹∞
ß¢Ç‹Òá«U ÄÿÊ¥ ø‹ ªÿ– ß‚∑§Ê ◊ÈÅÿ ∑§Ê⁄UáÊ ÕÊ, ©U‚ ‚◊ÿ
’ê’ß¸ ◊¥ ∑˝§ÊÁãÃ∑§Ê⁄UË ªÁÃÁflÁ‡ÊÿÊ° Ã¡ ÕË¥ •ÊÒ⁄U ‡ÊÊ‚Ÿ ∑§Ê ÷Ë
©UŸ ¬⁄U ‚ãŒ„U ÕÊ– ‡ÿÊ◊ ¡Ë  Ÿ  ¡È‹Êß¸  1907   ◊¥  ßÁá«UÿŸ
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‚ÊÁ‡ÊÿÊ‹ÊÚÁ¡S≈U ¬òÊ ◊¥ ∑§„UÊ ÕÊ– ““1897 ◊¥ ŸÊ≈U ’ãœÈ•Ê¥ ∑§Ê
•¢ª˝¡Ë ‚⁄U∑§Ê⁄U Ÿ ¬∑§«∏UÊ •ÊÒ⁄U ÁÃ‹∑§ ¬⁄U ◊Ê◊‹Ê ø‹Ê ÃÊ ◊È¤Ê
ÿ∑§ËŸ „UÊ ªÿÊ Á∑§ Á’˝Á≈U‡ÊÊ¥ ∑§ ÷Ê⁄UÃ ◊¥ √ÿÁQ§ªÃ SflÃãòÊÃÊ ∑§Ê
∑§Êß¸ ◊ÍÀÿ Ÿ„UË¥ „ÒU •ÊÒ⁄U Ÿ ‚◊ÊøÊ⁄U-¬òÊÊ¥ ∑§Ê „UË ∑§Êß¸ SflÃãòÊÃÊ
„ÒU– Á’˝Á≈U‡Ê ŸÿÊÿ ÷Ë ◊„U¡ ∞∑§ ª „ÒU– ß‚Ë ∑§Ê⁄UáÊ ◊¥ SflŒ‡Ê
¿UÊ«∏U∑§⁄U ß¢Ç‹Òá«UflÊ‚Ë ’Ÿ ªÿÊ •ÊÒ⁄U •’ ¡’ Á∑§ ◊Ò¥Ÿ ŒπÊ Á∑§
ß¢Ç‹Òá«U ◊¥ ÷Ë ◊⁄U ÁŸÁfl¸äŸÃÊ ∑§ ‚ÊÕ ⁄U„UŸÊ ‚ê÷fl Ÿ„UË¥ „ÒU, ÃÊ
◊Ò¥ ß¢Ç‹Òá«U ¿UÊ«∏U∑§⁄U ¬Á⁄U‚ ø‹Ê •ÊÿÊ •ÊÒ⁄U ß‚Ë ∑§Ê ◊Ò¥Ÿ •¬ŸÊ
∑§Êÿ¸ˇÊòÊ ’ŸÊÿÊ–”” ‡ÿÊ◊¡Ë ∑Î§cáÊ fl◊Ê¸ Ÿ ‹ãŒŸ ¬„È°Uø ∑§⁄U
„U⁄U’≈¸U S¬ã‚⁄U •ÊÁŒ ÁflmÊŸÊ¥ ‚ Á◊‹Ÿ ‹ª •ÊÒ⁄U ‚ÊÕ „UË
⁄UÊ¡ŸÒÁÃ∑§ ∑§Êÿ¸ ∑§⁄UŸ ‹ª– ß‚Ë ‚◊ÿ ©UŸ∑§Ë ◊È‹Ê∑§ÊÃ ‚⁄UŒÊ⁄U
Á‚¢„U ⁄UÊáÊÊ ¡Ë ‚ „ÈUß¸ ‚⁄UŒÊ⁄U Á‚¢„U ∑§Ê ¡ã◊ ‚ÊÒ⁄UÊc≈˛U ∑§ Á‹ê’«∏UË
⁄UÊÖÿ ∑§ ∑§ãÿÊ⁄UÊ ŸÊ◊∑§ ª˝Ê◊ ◊¥ „ÈU•Ê ÕÊ– ßã„UÊ¥Ÿ ◊Èê’ß¸ ‚
SŸÊÃ∑§ ∑§Ë Á«Uª˝Ë ¬˝ÊåÃ ∑§Ë ÕË •ÊÒ⁄U ©UŸ∑§ ¬‡øÊÃ˜ ‹ãŒŸ
¬„È°Uø– ‚⁄UŒÊ⁄U Á‚¢„U ∑§ ŸÊ◊ ∑§ ‚ÊÕ ⁄UÊáÊÊ ∑§Ë ©U¬ÊœË ∑§ ¬Ë¿U
÷Ë ∞∑§ ⁄UÊø∑§ ∑§„UÊŸË „ÒU– ‚⁄UŒÊ⁄U Á‚¢„U ∑§ ∞∑§ ¬Ífl¸¡ ⁄UÊáÊÊ
¬˝ÃÊ¬ ∑§Ë ‚ŸÊ ◊¥ Õ– fl ©UŸ ÕÊ«∏U ‚ Á‚¬ÊÁ„UÿÊ¥ ◊¥ ‚ Õ
Á¡ã„UÊ¥Ÿ ⁄UÊáÊÊ ¬˝ÃÊ¬ ∑§Ê ∑§÷Ë ‚ÊÕ Ÿ„UË¥ ¿UÊ«∏UÊ– Ã÷Ë ‚ ß‚
¬Á⁄UflÊ⁄U ◊¥ ⁄UÊáÊÊ ∑§Ë ©U¬ÊœË ø‹Ë •Ê ⁄U„UË ÕË– ¿UÊòÊ ¡ËflŸ ◊¥
„UË ©UŸ∑§Ê ÁflflÊ„U „UÊ ªÿÊ ÕÊ •ÊÒ⁄U ŒÊ ¬ÈòÊ ⁄UàŸ ÷Ë ¬˝ÊåÃ „ÈU∞,
‹Á∑§Ÿ ‹ãŒŸ ◊¥ ©Uã„UÊ¥Ÿ ∞∑§ ¡◊¸ŸË ‹«∏U∑§Ë ‚ ‡ÊÊŒË ∑§⁄U ‹Ë
¡Ê ∞∑§ •ÊŒ‡Ê¸ ¬àŸË „UË Ÿ„UË¥ ©UŸ∑§ ‚’ ∑§ÊÿÊZ ◊¥ ‚„UÿÊÁªŸË
÷Ë ÕË–””

◊„UÊà◊Ê ªÊ°œË ¡Ë ‚ •‚ãÃÈc≈U
©UŸ ÁŒŸÊ¥ ¡Ê ‹Êª ◊¡ŒÍ⁄U •ÊãŒÊ‹Ÿ ◊¥ ∑§Ê◊ ∑§⁄U ⁄U„U Õ,

©UŸ‚ ÷Ë ‡ÿÊ◊ ¡Ë •Ä‚⁄U Á◊‹Ã ⁄U„UÃ Õ– «UÊÚ. ÷≈U˜≈UÊøÊÿ¸ Ÿ
‡ÿÊ◊ ¡Ë ∑§ Áfl·ÿ ◊¥ ∞∑§ ÉÊ≈UŸÊ ∑§Ê ©UÀ‹π Á∑§ÿÊ „ÒU, fl„U
ÿ„U „ÒU Á∑§, ““©Uã„UË¥ ÁŒŸÊ¥ ∑È§¿U ∞‚ ÉÊ≈UŸÊø∑˝§ „ÈU•Ê Á∑§ ‡ÿÊ◊¡Ë
∑§Ê ªÊ°œË ¡Ë ∑§Ê ◊Èπ⁄U Áfl⁄UÊœ ∑§⁄UŸÊ ¬«∏UÊ ∑§Ê⁄UáÊ ©UŸ ÁŒŸÊ¥
≈˛UÊã‚flÊ‹ ’È•⁄UÊ¥ ∑§Ê SflÃ¢òÊ ⁄UÊc≈˛U ÕÊ, Á»§⁄U ÷Ë •¢ª˝¡ ©U‚∑§
⁄UÊc≈˛U¬ÁÃ ¡Ÿ⁄U‹ QÈ§ª⁄U ¬⁄U ßÃŸÊ ÖÿÊŒÊ Œ’Êfl «UÊ‹ ⁄U„U Õ Á∑§
•ãÃ ◊¥ ’È•⁄UÊ¥ Ÿ •¢ª˝¡Ê¥ ∑§ ÁflL§h ÿÈh ∑§Ë ÉÊÊ·áÊÊ ∑§⁄U ŒË–
¡◊¸Ÿ-‚◊˝Ê≈U˜ ÁflÀ„UÀ◊ ÁmÃËÿ Ÿ ÃÊ⁄U ‚ QÈ§ª⁄U ∑§ ‚ÊÕ
‚„UÊŸÈ÷ÈÁÃ ¡ÃÊß¸– SflÃãòÊÃÊ ∑§ ŒËflÊŸ •ÊÿÁ⁄U‡ÊÊ¥ Ÿ ÃÊ ∞∑§
Sflÿ¢ ‚fl∑§ ‚ŸÊ ÷¡Ë– ß‚∑§ •ÁÃÁ⁄UQ§ ‚Ê⁄UË ŒÈÁŸÿÊ Ÿ
¡Ÿ⁄UË‹ QÈ§ª⁄U ∑§ ¬ˇÊ ◊¥ ◊Ã ¬˝SÃÈÃ „UÊŸ ‹ª– ÿ„UÊ° Ã∑§ Á∑§
ß¢Ç‹Òá«U ∑§ Áfl⁄UÊœË Œ‹ Ÿ ÷Ë ß‚ ÿÈh ∑§Ê Áfl⁄UÊœ Á∑§ÿÊ–””
÷≈U˜≈UÊøÊÿ¸ •Êª fláÊ¸Ÿ ∑§⁄UÃ—““©Uã„UË¥ ÁŒŸÊ¥ ŸÒ≈UÊ‹flÊ‚Ë Á◊S≈U⁄U
◊Ê„UŸ ŒÊ‚ ∑§⁄U◊øãŒ ªÊ°œË, ¡Ê ŸÒ≈UÊ‹ ◊¥ fl∑§Ê‹Ã ∑§⁄U ⁄U„U Õ
•ÊÒ⁄U ÿÕc≈U ‚ê◊ÊŸ ∑§ •Áœ∑§Ê⁄UË „ÈU∞ Õ, ∞∑§ Sflÿ¢ ‚fl∑§ ‚ŸÊ
ÃÒÿÊ⁄U ∑§⁄U∑§ Á’˝Á≈U‡Ê ◊ÿÊ¸ŒÊ ∑§Ë ⁄UˇÊÊ ∑§ Á‹∞ ⁄UáÊˇÊòÊ ◊¥ ¬„È°Uø
ªÿ– ß‚‚ ’È•⁄U ‚ŸÊ¬ÁÃ ¡Ÿ⁄U‹ ’ÊÕÊ •ÊÒ⁄U ŒÍ‚⁄U ‚ŸÊ¬ÁÃ
’„ÈUÃ √ÿÁÕÃ •ÊÒ⁄U ˇÊÈéœ „ÈU∞– ÿ„U π’⁄U ¬ÊÃ „UË ‡ÿÊ◊ ¡Ë

¬Êª‹ ‚ „UÊ ªÿ Á∑§ ¡Ê ¡ÊÁÃ •ãÿÊÿÍfl¸∑§ ÷Ê⁄UÃ ¬⁄U •Áœ∑§Ê⁄U
∑§⁄U∑§ ÿ„UÊ° ∑§Ë •ÊflÊ◊ ∑§Ê πÈ‹ ÃÊÒ⁄U ¬⁄U ‡ÊÊ·áÊ ∑§⁄U ⁄U„UË „ÒU
•ÊÒ⁄U ß‚ ‚◊ÿ ÷Ë fl„U ∞∑§ ¿UÊ≈UË ‚Ë ¡ÊÁÃ ∑§Ê ¬Ò⁄UÊ¥ Ã‹ ⁄UÊÒ¥ŒŸ
∑§ Á‹∞ ÃÒÿÊ⁄U „ÒU– ©U‚Ë Á’˝Á≈U‡Ê ¡ÊÁÃ ∑§Ë ‚„UÊÿÃÊ ∑§ Á‹∞
ªÊ°œË ¡Ë ∑§Ê ÿ„U ∑§Êÿ¸ Á’À∑È§‹ „UË ’ÈÁh ∑§ Áfl¬⁄UËÃ •ÊÒ⁄U
ãÿÊÿ-ÁflL§h ÕÊ– ©Uã„UË¥ ÁŒŸÊ¥ •◊Á⁄U∑§Ê ∑§ •ÊÿÁ⁄U‡Ê ¬˝¡ÊÃ¢òÊ
Œ‹ ∑§ ◊ÈÅÿ ‚◊ÊøÊ⁄U-¬òÊ ªÒÁ‹∑§ •◊Á⁄U∑§Ÿ Ÿ ÿ„U Á‹πÊ
ÕÊ—ŸÒ≈UÊ‹ ∑§ ÷Ê⁄UÃËÿÊ¥ ∑§Ê •Êø⁄UáÊ ßÃŸÊ ÁŸãŒŸËÿ „ÒU Á∑§
÷Ê·Ê ◊¥ ©U‚∑§Ê fláÊ¸Ÿ Ÿ„UË¥ „UÊ ‚∑§ÃÊ ÷Ê⁄UÃËÿÊ¥ ¬⁄U •àÿÊøÊ⁄U
∑§⁄UŸ flÊ‹ •¢ª˝¡Ê¥ ∑§Ë „UË ÷Ê⁄UÃËÿÊ¥ Ÿ ß‚ ‚◊ÿ ‚„UÊÿÃÊ ∑§Ë,
ß‚‚ ÷Ê⁄UÃËÿÊ¥ ∑§Ê ◊ÊÕÊ ŸËøÊ „UÊ ªÿÊ–”” ÿ„U ŒÎc≈U√ÿ „ÒU Á∑§
„U◊Ê⁄U ßÁÃ„UÊ‚Ê¥ ◊¥ ß‚ ÉÊ≈UŸÊ ∑§Ê ß‚ M§¬ ◊¥ ©UÀ‹π Ÿ„UË¥
Á◊‹ÃÊ •ÊÒ⁄U Ÿ ∞‚Ê ÁŒπÊÿÊ ¡ÊÃÊ „ÒU Á∑§ ªÊ°œË ¡Ë ∑§ ß‚ ∑§Êÿ¸
∑§Ê ©U‚ ÿÈª ∑§Ë SflÃãòÊÃÊ ‚¢ª˝Ê◊∑§Ê⁄UË ÁflÁ÷ãŸ ¡ÊÁÃÿÊ¥ ∑§ ◊Ÿ
¬⁄U ÄÿÊ •‚⁄U „ÈU•Ê– “ßÁá«UÿŸ ‚ÊÁ‡ÊÿÊ‹ÊÚÁ¡S≈U” ¡Ÿfl⁄UË
1905 ◊¥ ‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊Ê¸ Ÿ ßÁá«UÿŸ ‚ÊÁ‡ÊÿÊ‹ÊÚÁ¡S≈U
ŸÊ◊ ‚ ∞∑§ ¬ÁòÊ∑§Ê ÁŸ∑§Ê‹Ë Á¡‚ ¬⁄U Á‹πÊ „UÊÃÊ ÕÊ–
“SflÃãòÊÃÊ •ÊÒ⁄U ⁄UÊ¡ŸÒÁÃ∑§, ‚Ê◊ÊÁ¡∑§ ÃÕÊ œÊÁ◊¸∑§ ‚ÈœÊ⁄U ∑§Ê
◊Èπ¬òÊ” ¬òÊ ∑§Ë ’„ÈUÃ ¬˝‡Ê¢‚Ê „ÈUß¸–

ßÁá«UÿŸ „UÊ◊M§‹ ‚Ê‚Êÿ≈UË ÃÕÊ ßÁá«UÿŸ „UÊ©U‚ ∑§Ë
SÕÊ¬ŸÊ

18 »§⁄Ufl⁄UË, 1905 ∑§Ê 20 ÷Ê⁄UÃËÿÊ¥ Ÿ Á◊‹∑§⁄U ‡ÿÊ◊ ¡Ë
∑§ ŸÃÎàfl ◊¥ ßÁá«UÿŸ „UÊ◊M§‹ ‚Ê‚Êÿ≈UË ∑§Ë SÕÊ¬ŸÊ ∑§Ë,
Á¡‚∑§Ê ©Ug‡ÿ ⁄UπÊ ªÿÊ– ÷Ê⁄UÃËÿÊ¥ ∑§ Á‹∞ ÷Ê⁄UÃËÿÊ¥ mÊ⁄UÊ
÷Ê⁄UÃËÿ ‚⁄U∑§Ê⁄U ∑§Ë SÕÊ¬ŸÊ– ÿ„U Ãÿ „ÈU•Ê Á∑§ ß‚ ©Ug‡ÿ ∑§Ê
‚»§‹ ’ŸÊŸ ∑§ Á‹∞ Á’˝≈UŸ ◊¥ ‚’ Ã⁄U„U ∑§ ∑§Êÿ¸ Á∑§∞ ¡Ê∞¢
•ÊÒ⁄U ÷Ê⁄UÃËÿ ¡ŸÃÊ ◊¥ SflÃãòÊÃÊ •ÊÒ⁄U ⁄UÊc≈˛UËÿ ∞∑§ÃÊ ∑§
‚ê’ãœ ◊¥ ôÊÊŸ ∑§Ê ÁflSÃÊ⁄U Á∑§ÿÊ ¡Êÿ– ßÁá«UÿŸ „UÊ◊M§‹
‚Ê‚Êÿ≈UË ∑§ ‚÷Ê¬ÁÃ ‡ÿÊ◊¡Ë ∑Î§cáÊ fl◊Ê¸ •ÊÒ⁄U ‚⁄UŒÊ⁄U Á‚¢„U
⁄UÊáÊÊ, ¡◊¬Á⁄Uπ, ªÊ«U⁄U¡, «UÊÚ. •éŒÈÀ‹Ê ‚È„UÊ⁄UflŒË¸ ß‚∑§
‚⁄U∑§Ê⁄UË ‚÷ÊÁ¬Ã „ÈU∞ •ÊÒ⁄U ¡.‚Ë. ◊Èπ¡Ë¸ ß‚∑§ •flÒÃÁŸ∑§
◊¢òÊË ’Ÿ– ¡ÀŒ „UË ‚Ê‚Êÿ≈UË ◊‡Ê„ÍU⁄U „UÊ ªß¸ •ÊÒ⁄U ßÁá«UÿŸ
‚ÊÁ‡ÊÿÊ‹ÊÚÁ¡S≈U ∑§Ë Ã⁄U»§ ‹ÊªÊ¥ ∑§Ê äÿÊŸ •Ê∑§Á·¸Ã „ÈU•Ê–

◊ß¸ 1905 ◊¥ ∞∑§ òÊ ◊¥ ÉÊÊ·áÊÊ ∑§Ë ªß¸ Á∑§ ÷Ê⁄UÃËÿ ¿UÊòÊÊ¥
∑§ Á‹∞ ∞∑§ ’ÊÁ«ZUª „UÊ©U‚ ∑§Ë SÕÊ¬ŸÊ ∑§Ë ¡ÊÿªË– 1 ¡È‹Êß¸
∑§Ê “Á’˝Á≈U‡Ê ‚Ê‡Ê‹ «U◊Ê∑˝§Á≈U∑§ »§«U⁄U‡Ê” ∑§ Á◊S≈U⁄U „UÊß«U◊ÒŸ
Ÿ ßÁá«UÿŸ „UÊ©U‚ ∑§Ê ©UŒ˜ÉÊÊ≈UŸ Á∑§ÿÊ– ß‚ ‚ê◊‹Ÿ ◊¥ Á’˝Á≈U‡Ê
¬ÊÚÁ¡Á≈UÁflS≈U ‚Ê‚Êÿ≈UË ∑§ Á◊. ÁSflŸË, “¡ÁS≈U‚” ¬òÊ ∑§
‚ê¬ÊŒ∑§ Á◊. ÄflÀ‚, •ÊÿÁ⁄U‡Ê Á⁄U¬Áé‹∑§ •ÊÒ⁄U ‚»§⁄UÁ¡S≈U Œ‹
∑§Ë ŸòÊË ◊Ò«U◊ Á«US¬Ê≈U, ŒÊŒÊ ÷Êß¸ ŸÊÒ⁄UÊ¡Ë– ‹Ê‹Ê ‹Ê¡¬Ã ⁄UÊÿ,
÷Ë∑§Ê ¡Ë ∑§Ê◊Ê, „¢U‚⁄UÊ¡, ŒÊSÃ ◊Ê„Uê◊Œ •ÊÒ⁄U •ãÿ ÷Ê⁄UÃËÿ
‡ÊÊSòÊ ¿UÊòÊ ◊ÊÒ¡ÍŒ Õ– ßÁá«UÿŸ ‚ÊÁ‡ÊÿÊ‹ÊÚÁ¡S≈U ◊¥ ’⁄UÊ’⁄U
÷Ê⁄UÃËÿ SflÃãòÊÃÊ ∑§ ‚ê’ãœ ◊¥ ÁŸ’ãœ •Ê⁄U ‹π ¬˝∑§ÊÁ‡ÊÃ
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„UÊÃ Õ •ÊÒ⁄U ßÁá«UÿÊ „UÊ©U‚ ◊¥ ÷Ê⁄UÃ ∑§Ë ∞∑§ •¢ª˝¡Ë ©U¬ÁŸfl‡Ê
∑§ M§¬ ◊¥ •Ê‹ÊøŸÊ∞¢ „UÊÃË ÕË¥– ◊ß¸ 1906 ∑§Ê ßÁá«UÿŸ
„UÊ©U‚ ◊¥ ∞∑§ ‚÷Ê „ÈUß¸, Á¡‚◊¥ Áfl≈U˜ΔU‹ ÷Êß¸ ≈U‹, ÷Êß¸
¬⁄U◊ÊŸãŒ ÃÕÊ •ãÿ ÷Ê⁄UÃËÿ ◊ÊÒ¡ÍŒ Õ– ß‚◊¥ ’ÊÁ⁄U‡ÊÊ‹ ◊¥
’¢ªÊ‹ ¬˝ÊŒÁ‡Ê∑§ ‚ê◊‹Ÿ ∑§Ê ÷¢ª ∑§⁄UŸ ∑§Ê •ÊÒ⁄U ‚È⁄Uãº˝ ŸÊÕ
’Ÿ¡Ë¸ ∑§Ê Áª⁄UçÃÊ⁄U ∑§⁄UŸ ∑§Ê Áfl⁄UÊœ Á∑§ÿÊ ªÿÊ •ÊÒ⁄U ßŸ
ÉÊ≈UŸÊ•Ê¥ ∑§ ‚ê’ãœ ◊¥ ∞∑§ ¬˝SÃÊfl ¬Ê‚ Á∑§ÿÊ ªÿÊ–

‡ÿÊ◊¡Ë ∑Î§cáÊ fl◊Ê¸ mÊ⁄UÊ ¿UÊòÊflÎÁûÊÿÊ¥ ∑§Ê ÁflÃ⁄UáÊ
‡ÿÊ◊¡Ë ∑Î§cáÊ fl◊Ê¸ Ÿ 14 ÁŒ‚ê’⁄U 1903 ∑§Ê S¬ã‚⁄U ∑§Ë

‚◊ÊœË ¬⁄U ÷Ê·áÊ ŒÃ „ÈU∞ ∑§„UÊ Á∑§ S¬ã‚⁄U ‹Äø⁄UÁ‡Ê¬ ∑§
Á‹∞ fl 1000 ¬ÊÒ¥«U ∑§Ê ŒÊŸ Œ¥ª, ß‚∑§ ‚ÊÕ „UË fl S¬ã‚⁄U ∑§
◊ÃflÊŒ ∑§Ë ÷Ê⁄UËÿ ‡ÊÊ‚òÊÊ¥ ∑§ ÃÈ‹ŸÊà◊∑§ •Ê‹ÊøŸÊ ÷Ë ∑§⁄UŸÊ
øÊ„UÃ Õ– 1904 ◊¥ ÷Ê⁄UÃËÿ ∑§Ê¢ª˝‚ ∑§Ê ¡Ê •Áœfl‡ÊŸ „UÊŸ
flÊ‹Ê ÕÊ, ©U‚∑§ Á‹∞ ‚⁄U ÁflÁ‹ÿê‚ fl«U⁄U’Ÿ¸ ‹á«UŸ ‚ ’ê’ß¸
•Ê ⁄U„U Õ– ©UŸ∑§ ¡Á⁄U∞ ‚ ‡ÿÊ◊ ¡Ë Ÿ ∑§Ê¢ª˝‚ ◊¥ ÿ„U ÉÊÊ·áÊÊ
∑§⁄UÊŸË øÊË Á∑§ fl ÷Ê⁄UÃ ‚ ß¢Ç‹Òá«U ◊¥ •Ê∑§⁄U ¬…∏UŸ flÊ‹ ¿UÊòÊÊ¥
∑§Ê ŒÊ „U¡Ê⁄U L§¬ÿÊ¥ ∑§Ë ¿U— »§‹ÊÁ‡Ê¬ ŒŸÊ øÊ„UÃ „Ò¥U– ÿ
»§‹ÊÁ‡Ê „U⁄U’≈¸U S¬ã‚⁄U ÃÕÊ SflÊ◊Ë ŒÿÊŸãŒ ∑§ ŸÊ◊ ¬⁄U „UÊŸ
flÊ‹ Õ– »Ò§‹ÊÁ‡Ê¬ ‹Ÿ flÊ‹Ê¥ ∑§ Á‹∞ ÿ„U ¡M§⁄UË ÕÊ Á∑§ fl„U
‹ÊÒ≈U ∑§⁄U •¢ª˝¡Ê¥ ∑§Ë ŸÊÒ∑§⁄UË Ÿ ∑§⁄UŸ ∑§Ë ¬˝ÁÃôÊÊ ∑§⁄¥U– ¬⁄U
fl«U⁄U’Ÿ¸ Ÿ ∑§Ê¢ª˝‚ ◊¥ ÿ„U ‚ÍøŸÊ ¬…∏U∑§⁄U Ÿ„UË¥ ‚ÈŸÊß¸– ∑§fl‹
ÿ„UË Ÿ„UË¥ ÿ„U ÷Ë ∑§„UÊ Á∑§ ÿ„U ’„ÈUÃ „UË •ŸÈÁøÃ „ÒU– ¡Ê ∑È§¿U
÷Ë „UÊ ‡ÿÊ◊ ¡Ë ∑§Ê ¬„U‹ ‚ „UË ‚ãŒ„U ÕÊ– ß‚Á‹∞ ©Uã„UÊ¥Ÿ ß‚
ÁflôÊÁåÃ ∑§Ë ¬˝ÁÃÁ‹Á¬ ÷Ê⁄UÃ ∑§ ¬òÊÊ¥ ◊¥ •‹ª ‚ ÷¡ ŒË ÕË–

‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊Ê¸ Ÿ ÿÈflÊ•Ê¥ ∑§Ê ÷Ê⁄UÃ ∑§Ë •Ê⁄U äÿÊŸ
•Ê∑§·¸áÊ ∑§⁄UÊŸ „UÃÈ ßŸÊ◊Ë ¬˝ÁÃÿÊÁªÃÊ•Ê¥ ∑§Ê •ÊÿÊ¡Ÿ Á∑§ÿÊ–
‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊Ê¸ Ÿ 1000 L§. ∑§Ê ∞∑§ ¬È⁄US∑§Ê⁄U ∑§Ë ÉÊÊcÊáÊÊ
ß‚Á‹∞ ∑§Ë ¡Ê ÷Ë ÷Ê⁄UÃËÿ ““÷Ê⁄UÃ SflÃ¢òÊ „UÊŸ ¬⁄U ©U‚∑§Ê
‚¢ÁflœÊŸ ÄÿÊ „UÊªÊ”” ß‚ ¬⁄U ÁŸ’ãœ Á‹πªÊ, ©U‚Ë ∑§Ê ÿ„U
¬È⁄US∑§Ê⁄U Á◊‹ªÊ– ∑È§¿U •ÊΔU Œ‚ ÁŸ’ãœ •Ê∞ Õ, Á¡‚◊¥ ‚
∞∑§ ÁŸ’ãœ •ÊªÊ πÊ¢ ∑§Ê Á‹πÊ „ÈU•Ê ÕÊ– ©U‚◊¥ ÿ„U ∑§„UÊ
ªÿÊ ÕÊ Á∑§ ÷Ê⁄UÃ SflÃãòÊÃÊ ∑§ Á‹∞ Á’À∑È§‹ ©U¬ÿÈQ§ Ÿ„UË¥ „ÒU,
ÄÿÊ¥Á∑§ ÿ„UË¥ ‚Êê¬˝ŒÊÁÿ∑§ Áflm· ’„ÈUÃ ÖÿÊŒÊ „ÒU, ¡’Á∑§ ’ÊÁ∑§
ÁŸ’ãœ ŒÍ‚⁄U ◊Ã ∑§ Õ– ÁŸ’ãœ ∑§ ¬⁄UËˇÊ∑§Ê¥ ◊¥ Sflÿ¢ ‡ÿÊ◊¡Ë,
‚⁄UŒÊ⁄U Á‚¢„U ⁄UÊáÊÊ, ªÊŒ⁄U¡, flË⁄Uãº˝ ø≈U˜≈UÊ¬ÊäÿÊÿ •ÊÒ⁄U ŒÍ‚⁄U
√ÿÁQ§ Õ– ÁŸ’ãœÊ¥ ∑§Ë ‚¢ÅÿÊ ∑§◊ „UÊŸ ∑§ ∑§Ê⁄UáÊ ¬È⁄US∑§Ê⁄U
Á∑§‚Ë ∑§Ê Ÿ„UË¥ ÁŒÿÊ ªÿÊ–

ÁflŸÊÿ∑§ ŒÊ◊ÊŒ⁄U ‚Êfl⁄U∑§⁄U ∑§Ê ‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊ÊÉ¸
‚ ‚ê¬∑¸§

‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊Ê¸ ∑§Ë ÅÿÊÁÃ øÊ⁄UÊ¥ •Ê⁄U »Ò§‹Ÿ ‹ªË–
ÿflÊ•Ê¥ ∑§Ê ∞∑§ ’„ÈUÃ ’«∏UÊ Á‡Êcÿ ‚◊Ê¡ ©UŸ∑§v øÊ⁄UÊ¥ •Ê⁄U
ß∑§≈U˜ΔUÊ „UÊ ªÿÊ– ßŸ ÿÈflÊ•Ê¥ ◊¥ ÁflŸÊÿ∑§ ŒÊ◊ÊŒ⁄U ‚Êfl⁄U∑§⁄U ÷Ë

Õ– ‡ÿÊ◊ ¡Ë ∑Î§cáÊ fl◊Ê¸ Ÿ ß‚ ¬˝∑§Ê⁄U ∑§ß¸ ∞‚ √ÿÁQ§ÿÊ¥ ∑§Ê
∞∑§ÁòÊÃ Á∑§ÿÊ, ¡Ê ÁflmÊŸ˜, ’ÈÁh◊ÊŸ „UÊŸ ∑§ ‚ÊÕ „UË ∞∑§ ÁŸÈáÊ
Œ‡Ê÷Q§ Õ– ‚Êfl⁄U∑§⁄U ¡Ò‚ √ÿÁQ§ Á∑§‚Ë ÷Ë ˇÊòÊ ◊¥ ¡Ê∑§⁄U
ø◊∑§ ‚∑§Ã Õ– ÿ„U “ßÁá«UÿÊ „UÊ©U‚” ÁflŒ‡Ê ◊¥ Œ‡Ê÷Q§Ê¥ ∑§Ê
∞∑§ •ë¿UÊ ∑§ãº˝ „UÊ ªÿÊ– ÕÊ«∏U „UË ÁŒŸÊ¥ ◊¥ ¬ÈÁ‹‚ ∑§Ë ß‚ ¬⁄U
ŒÎÁc≈U ¬«∏U ªß¸– ‚Ÿ˜ 1907 ß¸. ∑§Ê ¡È‹Êß¸ ◊¥ Á∑§‚Ë ◊Ÿø‹
‚ŒSÿ Ÿ ¬ÊÁ‹¸ÿÊ◊ã≈U ◊¥ ÿ„U ¬˝‡Ÿ ¬Í¿UÊ Á∑§ ÄÿÊ ‚⁄U∑§Ê⁄U ∑Î§cáÊ
fl◊Ê¸ ∑§ ÁflL§h ∑È§¿U ∑§⁄UŸ ∑§Ê ß⁄UÊŒÊ ∑§⁄U ⁄U„UË „ÒU ? ß‚ ¬˝‡Ÿ ∑§
»§‹SflM§¬ ¬Á⁄UÁSÕÁÃ ∞‚Ë „UÊ ªß¸ Á∑§ ‡ÿÊ◊ ¡Ë Ÿ ß¢Ç‹Òá«U ‚
•¬ŸÊ «U⁄UÊ ©UΔUÊ Á‹ÿÊ •ÊÒ⁄U ¬Á⁄U‚ ø‹ ªÿ– ¬Á⁄U‚ ◊¥ ©UŸ∑§Ê
‹ãŒŸ ‚ ∑§„UË¥ •Áœ∑§ SflÃãòÊÃÊ¬Ífl¸∑§ ∑§Ê◊ ∑§⁄UŸ ∑§Ê ◊ÊÒ∑§Ê
Á◊‹Ê– Á∑§ãÃÈ ©UŸ∑§Ê •π’Ê⁄U ßÁá«UÿÊ ‚ÊÁ‡ÊÿÊ‹ÊÚÁ¡S≈U ¬„U‹
∑§Ë ÷Ê°ÁÃ ‹ãŒŸ ‚ „UË ÁŸ∑§‹Ÿ ‹ªÊ– Á’˝≈UŸ ∑§Ë ‚⁄U∑§Ê⁄U ß‚
’ÊÃ ∑§Ê ÷‹Ê ∑§„UÊ° ‚„U ‚∑§ÃË ÕË ? ¡È‹Êß¸ 1909 ß¸. ∑§Ê
ß‚∑§ ◊Èº˝∑§ ∑§ ™§¬⁄U ◊È∑§Œ◊Ê ø‹Ê •ÊÒ⁄U ©U‚ ‚¡Ê ŒË ªß¸–
¿U¬Êß¸ ∑§Ê ÷Ê⁄U ŒÍ‚⁄U √ÿÁQ§ Ÿ •¬Ÿ ™§¬⁄U ‹ Á‹ÿÊ– Á∑§ãÃÈ ©U‚
Á‚Ãê’⁄U 1909 ß¸. ◊¥ ∞∑§ fl·¸ ∑§Ë ∑§«∏UË ‚¡Ê „ÈUß¸– ©U‚∑§ ’ÊŒ
•π’Ê⁄U ◊¡’Í⁄UË fl‡Ê ¬Á⁄U‚ ‚ ÁŸ∑§‹Ÿ ‹ªÊ •ÊÒ⁄U ‡ÿÊ◊ ¡Ë
‚⁄UŒÊ⁄U Á‚¢„U ⁄UÊáÊÊ ∑§ mÊ⁄UÊ •¬ŸÊ ‚ê’ãœ “ßÁá«UÿŸ „UÊ©U‚” ‚
’ŸÊ∞ ⁄UπÊ–

‡ÿÊ◊ ¡Ë ∑§ •π’Ê⁄U ◊¥ ∑Ò§‚Ë-∑Ò§‚Ë ⁄UÊ¡º˝Ê„UÊà◊∑§ ’ÊÃ¥
ÁŸ∑§‹ÃË ÕË¥, ÿ„U ÁŒπ‹ÊŸ ∑§ Á‹∞ ⁄UÊÒ‹≈U ‚Ê„U’ Ÿ •¬ŸË
Á⁄U¬Ê≈¸U ◊¥ ©U‚∑§ ÁŒ‚ê’⁄U 1907 flÊ‹ •¢∑§ ‚ ÿ„U ÷Êfl ©UŒ˜œÎÃ
Á∑§ÿÊ „ÒU—∞‚Ê ◊Ê‹Í◊ „UÊÃÊ „ÒU Á∑§ ÷Ê⁄UÃ fl·¸ ∑§ Á∑§‚Ë ÷Ë
•ÊãŒÊ‹Ÿ ∑§ Á‹∞ ªÈåÃ „UÊŸÊ •ÁŸflÊÿ¸ „ÒU– ß‚∑§ •ÁÃÁ⁄UQ§
Á’˝Á≈U‡Ê ‚⁄U∑§Ê⁄U ∑§Ê „UÊ‡Ê ◊¥ ‹ÊŸ ∑§Ê ∞∑§◊ÊòÊ ©U¬Êÿ M§‚Ë
Ã⁄UË∑§Ê¥ ∑§Ê ¬˝ÿÊª ¡Ê⁄U-¡Ê⁄U ‚ •ÊÒ⁄U ‹ªÊÃÊ⁄U ∑§⁄UŸÊ „UË „ÒU– ÿ„U
¬˝ÿÊª ÷Ë Ã’ Ã∑§ Á∑§ÿÊ ¡Ê∞ ¡’ Ã∑§ Á∑§ •¢ª˝¡ ÿ„UÊ°
•àÿÊøÊ⁄U ∑§⁄UŸÊ Ÿ ¿UÊ«∏U Œ¥ •ÊÒ⁄U Œ‡Ê ‚ Ÿ ÷Êª ¡Ê∞°– ∑§Êß¸ ÷Ë
Ÿ„UË¥ ’ÃÊ ‚∑§ÃÊ Á∑§ Á∑§Ÿ ¬Á⁄UÁSÕÁÃÿÊ¥ ◊¥ „U◊ •¬ŸË ŸËÁÃ ◊¥
ÄàÿÊ ¬Á⁄UflÃ¸Ÿ ∑§⁄¥Uª– ÿ„U ÃÊ ‡ÊÊÿŒ ’„ÈUÃ ∑È§¿U SÕÊŸËÿ
¬Á⁄UÁSÕÁÃÿÊ¥ ¬⁄U ÁŸ÷¸⁄U „Ò¥U ‚ÊœÊ⁄UáÊ Á‚hÊ¢Ã ∑§ ÃÊÒ⁄U ¬⁄U Á»§⁄U ÷Ë
„U◊ ∑§„U ‚∑§Ã „Ò¥U Á∑§ M§‚Ë Ã⁄UË∑§Ê¥ ∑§Ê ¬˝ÿÊª ¬„U‹ ÷Ê⁄UÃËÿ
•»§‚⁄UÊ¥ ¬⁄U ‹ÊªÍ „UÊªÊ Ÿ Á∑§ ªÊ⁄U •»§‚⁄UÊ¥ ¬⁄U–

©U¬‚¢„UÊ⁄U
‚¢ˇÊ ◊¥ ÿ„UÊ° ÿ„U ’ÃÊŸÊ •Êfl‡ÿ∑§ „ÒU Á∑§ ‡ÿÊ◊ ¡Ë ∑Î§cáÊ

fl◊Ê¸ ¡Ê ÿÍ⁄UÊ¬ ◊¥ ⁄U„U ªÿ ©Uã„UÊ¥Ÿ ’ÊŒ ◊¥ ÄÿÊ Á∑§ÿÊ– Á‚Ãê’⁄U
1909 ◊¥ ‡ÿÊ◊ ¡Ë Ÿ ‹Ê‹Ê ‹Ê¡¬Ã ∑§Ê ¬Á⁄U‚ ◊¥ ’È‹Ê∑§⁄U ∞∑§
•¢ª˝¡ ¬òÊ “flãŒ ◊ÊÃ⁄U◊˜” ŸÊ◊ ‚ ÁŸ∑§Ê‹Ÿ ∑§Ê ¬˝ÿÊ‚ Á∑§ÿÊ
ÕÊ– ß‚∑§ •ÁÃÁ⁄UQ§ ¡’ ‚Êfl⁄U∑§⁄U ∑§Ê Áª⁄UçÃÊ⁄U ∑§⁄U∑§ ÷Ê⁄UÃ
‹ÊÿÊ ¡Ê ⁄U„UÊ ÕÊ, ÃÊ ©Uã„¥U ’Ëø ⁄UÊSÃ ‚ „UË ÷ÊªŸ ∑§Ê ·«U˜ÿãòÊ
÷Ë ‡ÿÊ◊ ¡Ë Ÿ ⁄UøÊ ÕÊ, ¬⁄UãÃÈ fl„U ·«U˜ÿãòÊ ‚»§‹ Ÿ „UÊ ‚∑§Ê
‚Êfl⁄U∑§⁄U ¬ÈŸ— Áª⁄UçÃÊ⁄U ∑§⁄U Á‹ÿ ªÿ– ’ÊŒ ◊¥ ÷Ë ‡ÿÊ◊ ¡Ë
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∑Î§cáÊ fl◊Ê¸ ’⁄UÊ’⁄U ∑È§¿U Ÿ ∑È§¿U •¬Ÿ Œ‡Ê ∑§Ë SflÊœËŸÃÊ ∑§
Á‹∞ ∑§⁄UÃ ⁄U„U– ¬˝Õ◊ ◊„UÊÿÈh Á¿U«∏UŸ ∑§ ’ÊŒ ‡ÿÊ◊ ¡Ë ∑§
Á‹∞ ¬Á⁄U‚ ◊¥ ⁄U„UŸÊ ÷Ë •‚ê÷fl „UÊ ªÿÊ ÕÊ– ß‚Á‹∞ ¡ŸflÊ
¬„È°Uø •Ê⁄U fl„UË ©UŸ∑§Ê– 30 ◊Êø¸, 1930 ∑§Ê Œ„UÊãÃ „UÊ ªÿÊ–
ÁflŒ‡ÊË œ⁄UÃË ¬⁄U ⁄U„U∑§⁄U •¬Ÿ ⁄UÊc≈˛U ∑§Ë ¡Ê ‚flÊ ‡ÿÊ◊ ¡Ë
∑Î§cáÊ fl◊Ê¸ Ÿ ∑§Ë fl„U •ÃÈ‹ŸËÿ „ÒU– fl Á„UãŒÈSÃÊŸ ∑§ ¬˝Õ◊
∑˝§ÊÁãÃ∑§Ê⁄UË ŸÃÊ Õ Á¡‚Ÿ ß¢Ç‹Òá«U ◊¥ ⁄U„U∑§⁄U •¢ª˝¡Ê¥ ∑§
Áπ‹Ê»§ flÒøÊÁ⁄U∑§ ∑˝§ÊÁãÃ ∞fl¢ ‚‡ÊSòÊ ∑˝§ÊÁãÃ ∑§Ê ©UŒ˜ÉÊÊ· Á∑§ÿÊ
∞‚ ∑˝§ÊÁãÃ∑§Ê⁄UË ŸÃÊ ∑§Ê ‡ÊÃ-‡ÊÃ ¬˝áÊÊ◊–

‚ãŒ÷¸
❏ ÷Ê⁄UÃËÿ ∑˝§ÊÁãÃ∑§Ê⁄UË •ÊãŒÊ‹Ÿ ∑§Ê ßÁÃ„UÊ‚—◊ã◊ÕŸÊÕ

ªÈåÃ–

❏ flË⁄U flÊfl⁄U∑§⁄U—Á‡Êfl ∑È§◊Ê⁄U ªÊÿ‹–

❏ ÁflŒ‡ÊÊ¥ ◊¥ ÷Ê⁄UÃËÿ ∑˝§ÊÁãÃ∑§Ê⁄UË •ÊãŒÊ‹Ÿ—Áfl‡flÊÁ◊òÊ
©U¬ÊäÿÊÿ–

❏ ßÁá«UÿŸ •⁄UŸS≈U—flË. Á‚⁄UÊ‹–

❏ flË⁄U ‚Êfl⁄U∑§⁄U √ÿÁQ§ ∞fl¢ ÁfløÊ⁄U—«UÊÚ. ∞Ÿ. ‚Ë. ◊„U⁄UÊòÊÊ–

❏ ÷Ê⁄UÃËÿ •ÊÃ¢∑§flÊŒ ∑§Ê ßÁÃ„UÊ‚—•ÊøÊÿ¸ øãº˝‡Êπ⁄U–

❏ Á„US≈˛UË •ÊÚ»§ »˝§Ë«U◊ ßŸ ßÁá«UÿÊ—«UÊÚ. ÃÊ⁄UÊøãº˝–

❏ ‡ÊÁøã„UŸÊÕ ‚ãÿÊ‹ •ÊÒ⁄U ©UŸ∑§Ê ÿÈª— Áfl‡flÊÁ◊òÊ
©U¬ÊäÿÊÿ–

❏ How India Struggled for Freedom—J.C. Kar.

◆◆



÷Ê⁄UÃ ◊¥ ¬ÿÊ¸fl⁄UáÊËÿ •ÊãŒÊ‹Ÿ ∑§Ê fláÊ¸Ÿ
«UÊÚ. •¡ËÃ Á‚¢„U*

‚Ê⁄UÊ¢‡Ê — ÷Ê⁄UÃ ∑§ ‚ÊÕ-‚ÊÕ ¬ÿÊ¸fl⁄UáÊ •ÊœÊÁ⁄UÃ ‚¢ÉÊ·¸ ÷Ë ’…∏UÃ ¡Ê ⁄U„U „Ò¥U– ÿ •Ê◊ •ÊŒ◊Ë ∑§ ¬⁄Uê¬⁄UÊªÃ
•Áœ∑§Ê⁄UÊ¥ ∑§Ë ⁄UˇÊÊ ∑§ Á‹∞ ‚¢ÉÊ·¸ •ÊÒ⁄U •ÊãŒÊ‹Ÿ ∑§⁄UŸ ∑§Ê ◊¡’Í⁄U Á∑§ÿÊ „ÒU– ÿ •ÊãŒÊ‹Ÿ ¡„UÊ° ∞∑§ •Ê⁄U ¬ÿÊ¸fl⁄UáÊ
‚¢⁄UˇÊáÊ ∑§Ë ‹«∏UÊß¸ ‹«∏U ⁄U„U „Ò¥U fl„UË •Ê◊ •ÊŒ◊Ë ∑§ ¬⁄Uê¬⁄UÊªÃ •Áœ∑§Ê⁄UÊ¥ ∑§Ë ⁄UˇÊÊ ∑§Ë ’ÊÃ ÷Ë ∑§⁄U ⁄U„U „Ò¥U, ÄÿÊ¥Á∑§ ◊Í‹Ã—
ŒÊŸÊ¥ ∞∑§-ŒÍ‚⁄U ¬⁄U ÁŸ÷¸⁄U „Ò¥U ¡ÊÁ∑§ flSÃÈÃ— ÷Ê⁄UÃËÿ ¬˝ÊøËŸ ‚¢S∑Î§ÁÃ ∑§Ë Áfl‡Ê·ÃÊ ⁄U„UË „ÒU– ßã„UÊ¥Ÿ Áfl∑§Ê‚ ∑§ flÃ¸◊ÊŸ
◊ÊÚ«U‹ ∑§Ê flÒøÊÁ⁄U∑§ øÈŸÊÒÃË ÷Ë ŒË „ÒU– ¬ÿÊ¸fl⁄UáÊ •ÊãŒÊ‹Ÿ Ÿ ÷Ê⁄UÃËÿ ‹Ê∑§Ã¢òÊ ÃÕÊ ŸÊªÁ⁄U∑§ ‚◊Ê¡ ∑§Ê ∞∑§ ŸÿÊ •ÊÿÊ◊
ÁŒÿÊ „ÒU– ¬ÿÊ¸fl⁄UáÊ •ÊãŒÊ‹ŸÊ¥ ∑§ ©UŒÿ ∑§Ê ◊ÈÅÿ ∑§Ê⁄UáÊ ¬ÿÊ¸fl⁄UáÊ ÁflŸÊ‡Ê „ÒU– ÷Ê⁄UÃ ◊¥ Á¬¿U‹ 200 fl·ÊZ ‚ •¬ŸÊÿË ª∞
Áfl∑§Ê‚ ¬˝Á∑˝§ÿÊ ∑§Ê „UË ÿ„U ¬Á⁄UáÊÊ◊ „ÒU Á∑§ •Ê¡ „U◊Ê⁄UË flÊÿÈ ¡„U⁄UË‹Ë „UÊ ªß¸ „ÒU, ŸÁŒÿÊ°, ŸÊ‹Ê¥ ◊¥ ÃéŒË‹ „UÊ ªßZ, ’…∏UÃÊ
‡ÊÊ⁄U ¬˝ŒÍ·áÊ „U◊¥ ◊ÊŸÁ‚∑§ M§¬ ‚ Áfl∑§‹Ê¢ª ’ŸÊ ⁄U„UÊ „ÒU, ÁflÁ÷ãŸ ¡Ëfl ¡¢ÃÈ•Ê¥ ∑§Ë •Ÿ∑§ ¬˝¡ÊÁÃÿÊ° ‹ÈåÃ „UÊ ⁄U„UË „Ò¥U, flŸÊ¥
∑§Ê •¢œÊœÈ¢œ ∑§≈UÊfl „UÊ ⁄U„UÊ „ÒU, Á¡‚∑§Ê ¬Á⁄UáÊÊ◊ „U◊¥ ◊ÊÒ‚◊Ë ¬Á⁄UflÃ¸Ÿ, œ⁄UÃË ∑§ ÃÊ ◊¥ ’…∏UÊÃ⁄UË, •Ê¡ÊŸ ¬⁄UÃ ◊¥ ¿UŒ
•ÊÁŒ ◊¥ ŒπŸ ∑§Ê Á◊‹ ⁄U„UÊ „ÒU– Áfl∑§Ê‚ ∑§Ë ß‚ ¬˝Á∑˝§ÿÊ ∑§ ∑§Ê⁄UáÊ ◊ŸÈcÿ •ÊÒ⁄U ¡ËflÊ¥ ¬⁄U ÁŸ⁄¢UÃ⁄U ‚¢∑§≈U •Ê ⁄U„UÊ „ÒU–

¬˝SÃÊflŸÊ
„U◊Ê⁄UË Áfl∑§Ê‚ ¬˝Á∑˝§ÿÊ Ÿ „U¡Ê⁄UÊ¥ ‹ÊªÊ¥ ∑§Ê ¡‹, ¡¢ª‹

•ÊÒ⁄U ¡◊ËŸ ‚ ’Œπ‹ Á∑§ÿÊ „ÒU– Áfl∑§Ê‚ ¬˝Á∑˝§ÿÊ ∑§ ßã„UË¥
ŒÈc¬˝÷ÊflÊ¥ Ÿ •Ê◊ •ÊŒ◊Ë ∑§Ê Á¬¿U‹ ∑È§¿U ‚◊ÿ ‚ ∞∑§¡È≈U
„UÊŸ ÃÕÊ Áfl∑§Ê‚ ∑§Ê ¬ÿÊ¸fl⁄UáÊ ‚¢⁄UˇÊáÊ •ÊœÊÁ⁄UÃ ∑§⁄UŸ ∑§ Á‹∞
•Ÿ∑§ •ÊãŒÊ‹Ÿ ø‹ÊŸ ∑§Ê ¬˝Á⁄UÃ Á∑§ÿÊ „ÒU Á¡ã„¥U „U◊ ¬ÿÊ¸fl⁄UáÊ
•ÊãŒÊ‹Ÿ ∑§„UÃ „Ò¥U– ßŸ◊¥ ◊ÈÅÿ „Ò¥U Áø¬∑§Ê •ÊãŒÊ‹Ÿ, Ÿ◊¸ŒÊ
•ÊãŒÊ‹Ÿ, Áø¬∑§Ê •ÊãŒÊ‹Ÿ, •ÊÁŒ– ◊Êœfl ªÊ«UªËÃ ÃÕÊ
⁄UÊ◊øãº˝ ªÈ„UÊ, ÷Ê⁄UÃËÿ ¬ÿÊ¸fl⁄UáÊ •ÊãŒÊ‹ŸÊ¥ ◊¥ ◊ÈÅÿÃ— ÃËŸ
flÒøÊÁ⁄U∑§ ŒÎÁc≈U∑§ÊáÊ ⁄UπÊ¢Á∑§Ã ∑§⁄UÃ „Ò¥U—ªÊ°œËflÊŒË, ◊ÊÄ‚¸flÊŒË
ÃÕÊ ©U¬ÿÈQ§ Ã∑§ŸË∑§Ë ŒÎÁc≈U∑§ÊáÊ– ªÊ°œËflÊŒË ŒÎÁc≈U∑§ÊáÊ
¬ÿÊ¸fl⁄UáÊËÿ ‚◊SÿÊ•Ê¥ ∑§ Á‹∞ ◊ÊŸflËÿ ◊ÍÀÿÊ¥ ◊¥ „UÊ ⁄U„U
•fl◊ÍÀÿŸ ∑§Ê ÃÕÊ •ÊœÈÁŸ∑§ ©U¬÷ÊQ§ÊflÊŒË ¡ËflŸ ‡ÊÒ‹Ë ∑§Ê
Á¡ê◊ŒÊ⁄U ◊ÊŸÃ „Ò¥U– ß‚ ‚◊SÿÊ ∑§Ë ‚◊ÊÁåÃ ∑§ Á‹∞ fl ¬˝ÊøËŸ
÷Ê⁄UÃËÿ ‚Ê¢S∑Î§ÁÃ∑§ ◊ÍÀÿÊ¥ ∑§Ë ¬ÈŸ— SÕÊ¬ŸÊ ∑§⁄UŸ ¬⁄U ¡Ê⁄U ŒÃ
„Ò¥U– ÿ„U ŒÎÁc≈U∑§ÊáÊ ¬Ífl¸ •ÊÒ¬ÁŸflÁ‡Ê∑§ ª˝Ê◊ËáÊ ¡ËflŸ ∑§Ë •Ê⁄U
‹ÊÒ≈UŸ ∑§Ê •ÊuÔUÊŸ ∑§⁄UÃÊ „ÒU, ¡Ê ‚Ê◊ÊÁ¡∑§ ÃÕÊ ¬ÿÊ¸fl⁄UáÊËÿ
‚ÊÒ„UÊº˝¸ ¬⁄U •ÊœÊÁ⁄UÃ ÕÊ– ŒÍ‚⁄UË •Ê⁄U ◊ÊÄ‚¸flÊŒË ŒÎÁc≈U∑§ÊáÊ ◊¥
¬ÿÊ¸fl⁄UáÊËÿ ‚¢∑§≈U ∑§Ê ⁄UÊ¡ŸËÁÃ∑§ ÃÕÊ •ÊÁÕ¸∑§ ¬„U‹È•Ê¥ ‚
¡Ê«∏UÊ ¡ÊÃÊ „ÒU– ß‚∑§Ê ◊ÊŸŸÊ „ÒU Á∑§ ‚◊Ê¡ ◊¥ ‚¢‚ÊœŸÊ¥ ∑§Ê
•‚◊ÊŸ ÁflÃ⁄UáÊ ¬ÿÊ¸fl⁄UáÊËÿ ‚◊SÿÊ•Ê¥ ∑§Ê ◊Í‹ ∑§Ê⁄UáÊ „ÒU–
•Ã— ◊ÊÄ‚¸flÊÁŒÿÊ¥ ∑§ •ŸÈ‚Ê⁄U ¬ÿÊ¸fl⁄UáÊËÿ ‚ÊÒ„UÊº˝¸ ¬ÊŸ ∑§ Á‹∞
•ÊÁÕ¸∑§ ‚◊ÊŸÃÊ ¬⁄U •ÊœÊÁ⁄UÃ ‚◊Ê¡ ∑§Ë SÕÊ¬ŸÊ ∞∑§
•ÁŸflÊÿ¸ ‡ÊÃ¸ „ÒU– ÃË‚⁄UË •Ê⁄U ©U¬ÿÈQ§ Ã∑§ŸË∑§Ë ŒÎÁc≈U∑§ÊáÊ
•ÊÒlÊÁª∑§ •ÊÒ⁄U ∑Î§Á·, ’«∏U ÃÕÊ ¿UÊ≈U ’Ê°œÊ¥, ¬˝ÊøËŸ ÃÕÊ
•ÊœÈÁŸ∑§ Ã∑§ŸË∑§Ë ¬⁄U◊˝Ê•Ê¥ ∑§ ◊äÿ ‚Ê◊¢¡Sÿ ‹ÊŸ ∑§Ê ¬˝ÿàŸ

* ∞‚ÊÁ‚∞≈U ¬˝Ê»§‚⁄U, Áfl÷ÊªÊäÿˇÊ (ßÁÃ„UÊ‚), ’ÈãŒ‹πá«U ◊„UÊÁfllÊ‹ÿ, ¤ÊÊ°‚Ë

∑§⁄UÃÊ „ÒU– ÿ„U ŒÎÁc≈U∑§ÊáÊ √ÿÊfl„UÊÁ⁄U∑§ SÃ⁄U ¬⁄U ªÊ°œËflÊŒË
Ã∑§ŸË∑§Ê¥ ÃÕÊ ⁄UøŸÊà◊∑§ ∑§ÊÿÊZ ‚ ’„ÈUÃ ◊‹ πÊÃÊ „ÒU– ßŸ
ÃËŸÊ¥ ŒÎÁc≈U∑§ÊáÊÊ¥ ∑§Ë ∞∑§ ¤Ê‹∑§ „U◊¥ ÁflÁ÷ãŸ ÁflÁ÷ãŸ ÿÊ¸fl⁄UáÊ
•ÊãŒÊ‹Ÿ ◊¥ ŒπŸ ∑§Ê Á◊‹ÃË „ÒU ¡Ê ÁŸêŸ ¬˝∑§Ê⁄U ‚ „ÒU—

¬ÿÊ¸fl⁄UáÊËÿ •ÊãŒÊ‹Ÿ
•Áå¬¬∑§Ê •ÊãŒÊ‹Ÿ—flŸÊ¥ •ÊÒ⁄U flÎˇÊÊ¥ ∑§Ë ⁄UˇÊÊ ∑§ ‚ãŒ÷¸

◊¥ ª…∏UflÊ‹ Á„U◊Ê‹ÿ flÊÁ‚ÿÊ¥ ∑§Ê “Áø¬∑§Ê” •ÊãŒÊ‹Ÿ ∑§Ê
ÿÊªŒÊŸ ‚fl¸ÁflÁŒÃ „ÒU– ß‚Ÿ ÷Ê⁄UÃ ∑§ •ãÿ ÷ÊªÊ¥ ◊¥ ÷Ë •¬ŸÊ
¬˝÷Êfl ÁŒπÊÿÊ– ©UûÊ⁄U ∑§Ê ÿ„U Áø¬∑§Ê •ÊãŒÊ‹Ÿ ŒÁˇÊáÊ ◊¥
“•Áå¬∑§Ê” •ÊãŒÊ‹Ÿ ∑§ M§¬ ◊¥ ©U÷⁄U∑§⁄U ‚Ê◊Ÿ •ÊÿÊ–
•Áå¬∑§Ê ∑§ãŸ«∏U ÷Ê·Ê ∑§Ê ‡ÊéŒ „ÒU ¡Ê ∑§ãŸ«∏U ◊¥ Áø¬∑§Ê ∑§Ê
¬ÿÊ¸ÿ „ÒU– ¬ÿÊ¸fl⁄UáÊ ‚ê’ãœË ¡ÊªL§∑§ÃÊ ∑§Ê ÿ„U •ÊãŒÊ‹Ÿ
•ªSÃ 1983 ◊¥ ∑§ŸÊ¸≈U∑§ ∑§ ©UûÊ⁄U ∑§ãŸ«∏U ˇÊòÊ ◊¥ ‡ÊÈM§ „ÈU•Ê–
ÿ„U •ÊãŒÊ‹Ÿ ¬Í⁄U ¡Ê‡Ê ‚ ‹ªÊÃÊ⁄U 38 ÁŒŸ Ã∑§ ø‹Ê ⁄U„UÊ–
ÿÈflÊ ‹ÊªÊ¥ Ÿ ÷Ë ¡’ ¬ÊÿÊ Á∑§ ©UŸ∑§ ªÊ°flÊ¥ ∑§ øÊ⁄UÊ¥ •Ê⁄U ∑§
¡¢ª‹ œË⁄U-œË⁄U ªÊÿ’ „UÊÃ ¡Ê ⁄U„U „Ò¥U, ÃÊ fl ß‚ •ÊãŒÊ‹Ÿ ◊¥
¡Ê⁄U-‡ÊÊ⁄U ‚ ‹ª ªÿ– ‹ÊªÊ¥ Ÿ ¬ÊÿÊ Á∑§ ∑§Êª¡ ¬⁄U ÃÊ ¬˝ÁÃ
∞∑§«∏U ŒÊ ¬«∏UÊ¥ ∑§Ë ∑§≈UÊß¸ ÁŒπÊß¸ ¡ÊÃË „ÒU, ‹Á∑§Ÿ •‚‹ ◊¥
∑§Ê»§Ë •Áœ∑§ ¬«∏U ∑§Ê≈U ¡ÊÃ „Ò¥U •Ê⁄U ∑§ß¸ ˇÊÁÃª˝SÃ ∑§⁄U ÁŒÿ
¡ÊÃ „Ò¥U, Á¡‚‚ flŸÊ¥ ∑§Ê ‚»§ÊÿÊ „UÊÃÊ ¡Ê ⁄U„UÊ „ÒU– Á‚Ãê’⁄U
1983 ◊¥ ‚‹∑§ÊŸË ÃÕÊ ÁŸ∑§≈U ∑§ ªÊ°flÊ¥ ‚ ÿÈflÊ ÃÕÊ
◊Á„U‹Ê•Ê¥ Ÿ ¬Ê‚ ∑§ ¡¢ª‹Ê¥ Ã∑§ 5 ◊Ë‹ ∑§Ë ÿÊòÊÊ Ãÿ ∑§⁄U∑§
fl„UÊ° ∑§ ¬«∏UÊ¥ ∑§Ê ª‹ ‹ªÊÿÊ– ©Uã„UÊ¥Ÿ ⁄UÊÖÿ ∑§ flŸ Áfl÷Êª ∑§
•ÊŒ‡Ê ‚ ∑§≈U ⁄U„U ¬«∏UÊ¥ ∑§Ë ∑§≈UÊß¸ L§∑§flÊß¸– ‹ÊªÊ¥ Ÿ „U⁄U ¬«∏UÊ¥
∑§Ê ∑§≈UÊŸ ¬⁄U ¬˝ÁÃ’ãœ ∑§Ë ◊Ê°ª ∑§Ë–  ©Uã„UÊ¥Ÿ  •¬ŸË  •ÊflÊ¡
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’È‹¢Œ ∑§⁄U ∑§„UÊ Á∑§ „U◊ √ÿÊ¬ÊÁ⁄U∑§ ¬˝ÊÿÊ¡ŸÊ¥ ∑§ Á‹∞ ¬«∏UÊ¥ ∑§Ê
Á’À∑È§‹ ÷Ë Ÿ„UË¥ ∑§≈UŸ Œ¥ª •ÊÒ⁄U ¬«∏UÊ¥ ¬⁄U Áø¬∑§∑§⁄U „UΔUœÁ◊¸ÃÊ
•¬ŸÊ ∑§⁄U ’Ê‹ Á∑§ ¬«∏U ∑§Ê≈UŸ „Ò¥U, ÃÊ ¬„U‹ „U◊Ê⁄U ™§¬⁄U
∑È§À„UÊ«∏UË ø‹Ê•Ê– fl ¬«∏UÊ¥ ∑§ Á‹∞ •¬ŸË ¡ÊŸ ÷Ë ŒŸ ∑§Ê
ÃÒÿÊ⁄U „UÊ ªÿ– ¡¢ª‹ ◊¥ ‹ªÊÊ⁄U 38 ÁŒŸÊ¥ Ã∑§ ø‹ Áfl⁄UÊœ
•ÊãŒÊ‹Ÿ Ÿ ‚⁄U∑§Ê⁄U ∑§Ê ¬«∏UÊ¥ ∑§Ë ∑§≈UÊß¸ L§∑§flÊŸ ∑§Ê •ÊŒ‡Ê
ŒŸ ∑§ Á‹∞ ◊¡’Í⁄U Á∑§ÿÊ– ÿ„U •ÊãŒÊ‹Ÿ ßÃŸÊ ‹Ê∑§Á¬˝ÿ „UÊ
ªÿÊ Á∑§ ¬«∏U ∑§Ê≈UŸ •Êÿ ◊¡ŒÍ⁄U ÷Ë ¬«∏UÊ¥ ∑§Ë ∑§≈UÊß¸ ¿UÊ«∏U∑§⁄U
ø‹ ªÿ–

•Á„¢U‚Ê ∑§ ß‚ •ÊãŒÊ‹Ÿ Ÿ •ãÿ SÕÊŸÊ¥ ∑§ ‹ÊªÊ¥ ∑§Ê ÷Ë
•Ê∑§Á·¸Ã Á∑§ÿÊ– •Ä≈ÍU’⁄U ◊¥ ÿ„U •ÊãŒÊ‹Ÿ ’ŸªÊ°fl ∑§
•ÊÁŒflÊ‚Ë •Ê’ÊŒË ˇÊòÊ ◊¥ »Ò§‹ ªÿÊ– ÿ„UÊ° ‹ÊªÊ¥ Ÿ ŒπÊ Á∑§
’Ê°‚ ∑§ ¬«∏U Á¡Ÿ‚ fl ⁄UÊ¡◊⁄UÊ¸ ∑§ ¡ËflŸ ∑§Ë •Ÿ∑§ ©U¬ÿÊªË
øË¡¥ ¡Ò‚ ≈UÊ∑§⁄UË, ø≈UÊß¸, ÉÊ⁄U ÁŸ◊Ê¸áÊ ∑§⁄UÃ „Ò¥U ©UŸ∑§Ë ≈˛ÒUÄ≈U⁄U ‚
•¢œÊœÈãœ ∑§≈UÊß¸ „UÊ ⁄U„UË „ÒU •ÊÒ⁄U fl ‹ÈÃ „UÊÃ ¡Ê ⁄U„U „Ò¥U– ß‚
’Ê⁄U •ÊÁŒflÊ‚Ë ‹ÊªÊ¥ Ÿ ¬«∏UÊ¥ ∑§Ë ⁄UˇÊÊ ∑§ Á‹∞ ©Uã„¥U ª‹ ‚
‹ªÊÿÊ– ß‚ •ÊãŒÊ‹Ÿ ‚ ¬˝Á⁄UÃ „UÊ∑§⁄U „U⁄U‚Ë ªÊ°fl ◊¥ ∑§ß¸ „U¡Ê⁄U
¬ÈL§·Ê¥ •ÊÒ⁄U ◊Á„U‹Ê•Ê¥ Ÿ ¬«∏UÊ¥ ∑§ √ÿÊfl‚ÊÁÿ∑§ ∑§ÊÿÊZ ∑§ Á‹∞
∑§Ê≈U ¡ÊŸ ∑§Ê Áfl⁄UÊœ Á∑§ÿÊ– ¡„UÊ° ‚⁄U∑§Ê⁄U √ÿÊfl‚ÊÁÿ∑§ ¬«∏UÊ¥
∑§Ê ©UªÊŸ ¬⁄U ¡Ê⁄U ŒÃË ÕË ‹ÊªÊ¥ Ÿ ©UŸ ¬«∏UÊ¥ ∑§Ê ©UªÊŸ ∑§Ë
’ÊÃ ∑§Ë ¡Ê ©Uã„¥U ßZœŸ ÃÕÊ ©UŸ∑§Ë ⁄UÊ¡◊⁄UÊ¸ ∑§Ë ¡M§⁄UÃÊ¥ ∑§Ë
¬ÍÁÃ¸ ∑§⁄UÃ Õ– Ÿflê’⁄U ◊¥ ÿ„U •ÊãŒÊ‹Ÿ ÁŸŒªÊ«U (Á‚ŒŒÊ¬È⁄U
ÃÊ‹È∑§) Ã∑§ »Ò§‹ ªÿÊ ¡„UÊ° 300 ‹ÊªÊ¥ Ÿ ß∑§_ÔUÊ „UÊ∑§⁄U ¬«∏UÊ¥
∑§Ê Áª⁄UÊÿ ¡ÊŸ ∑§Ë ¬˝Á∑˝§ÿÊ ∑§Ê ⁄UÊ∑§∑§⁄U ‚»§‹ÃÊ ¬˝ÊåÃ ∑§Ë–
‹ÊªÊ¥ Ÿ ¬ÊÿÊ Á∑§ ¡„UÊ°-Ã„UÊ° øÊ⁄UË-Á¿U¬ ¬«∏UÊ¥ ∑§Ë ∑§≈UÊß¸ •ÊÒ⁄U
flŸ‚¢„UÊ⁄U „UÊÃÊ ⁄U„UÃÊ „ÒU– Á◊‚Ê‹ ∑§ ÃÊÒ.⁄U ¬⁄U Á‚ŒŒÊ¬È⁄U ÃÊ‹È∑§
∑§ ∑§‹ÁªÁ⁄U ¡gË flŸ ◊¥ ‹Êß¸flÈ«U »Ò§Ä≈U⁄UË flÊ‹Ê¥ Ÿ 51 ¬«∏U ∑§Ê≈U
Áª⁄UÊÿ ÃÕÊ ß‚ ∑§≈UÊß¸ ∑§ ŒÊÒ⁄UÊŸ 547 •ãÿ ¬«∏UÊ¥ ∑§Ê ŸÈ∑§‚ÊŸ
¬„È°UøÃÊ „ÒU– ß‚ ˇÊòÊ ◊¥ ŒÍ‚⁄UË ‚◊SÿÊ ÿ„U ÕË Á∑§ flŸÊ¥ ∑§Ê ∞∑§
„UË ¡ÊÁÃ ∑§ flŸÊ¥ ◊¥ M§¬Ê¢ÃÁ⁄UÃ Á∑§ÿÊ ¡Ê ⁄U„UÊ ÕÊ, Á¡‚‚
¬Á⁄UÁSÕÁÃ∑§ ÁSÕÁÃÿÊ¥ ∑§Ê „UÊÁŸ ¬„È°Uø ⁄U„UË ÕË– ŸflË¡ÃŸ ‹ÊªÊ¥
∑§Ê flŸÊ¥ ‚ πÊŒ •ÊÒ⁄U øÊ⁄UÊ Ÿ„UË¥ Á◊‹ ¬Ê ⁄U„UÊ ÕÊ– ◊œÈ◊ÄπË
∑§ ¿UûÊ ªÊÿ’ „UÊ ªÿ Õ– „U⁄U ¬Á⁄UflÊ⁄U flÊ‹ ¬„U‹ ÁflÁ÷ãŸ
¬˝∑§Ê⁄U ∑§ ¬«∏UÊ¥ ‚ ¬˝ÁÃfl·¸ ∑§◊-‚-∑§◊ øÊ⁄U Á≈UŸ ‡Ê„UŒ ß∑§_ÔUÊ
∑§⁄U ‹Ã Õ, ‹Á∑§Ÿ ©UlÊªÊ¥ ∑§ Á‹∞ •ãÿ ¬«∏UÊ¥ ∑§Ê ∑§Ê≈U∑§⁄U
ÿÍ∑§Á‹å≈U‚ ∑§ ¬«∏U ‹ªÊŸ ‚ •’ fl ‡Ê„UŒ •ÊÁŒ ‚ fl¢ÁøÃ „UÊ
¡ÊÃ Õ– ß‚ ¬˝∑§Ê⁄U ∑§ß¸ •ãÿ ‚◊SÿÊ∞¢ ©UΔU π«∏UË „UÊ ªÿË¥
Á¡Ÿ‚ ‹ÊªÊ¥ ∑§Ë ¬⁄U‡ÊÊÁŸÿÊ° „U⁄U Ã⁄U„U ‚ ’…∏U ªß¸ ÕË¥–

•Áå¬∑§Ê •ÊãŒÊ‹Ÿ ŒÁˇÊáÊË ÷Ê⁄UÃ ◊¥ ¬ÿÊ¸fl⁄UáÊ øÃŸÊ ∑§Ê
dÊÃ ’ŸÊ– ß‚Ÿ ß‚ ’ÊÃ ∑§Ê ©U¡Êª⁄U Á∑§ÿÊ Á∑§ Á∑§‚ ¬˝∑§Ê⁄U
flŸ Áfl÷Êª ∑§Ë ŸËÁÃÿÊ¥ ‚ √ÿÊ¬ÊÁ⁄U∑§ flÎˇÊÊ¥ ∑§Ê ’…∏UÊflÊ ÁŒÿÊ ¡Ê
⁄U„UÊ „ÒU ¡Ê •Ê◊ •ÊŒ◊Ë ∑§Ê ŒÒÁŸ∑§ ¡ËflŸ ◊¥ ©U¬ÿÊª „UÊŸ flÊ‹
∑§ß¸ •Êfl‡ÿ∑§ ‚¢‚ÊœŸÊ¥ ‚ fl¢ÁøÃ ∑§⁄U ⁄U„UÊ „ÒU– ©U‚Ÿ ©UŸ

ΔU∑§ŒÊ⁄UÊ¥ ∑§ √ÿÊfl‚ÊÁÿ∑§ Á„UÃÊ¥ ∑§ ‹Ê‹ø ∑§Ê ¬ŒÊ¸»§Ê‡Ê Á∑§ÿÊ
¡Ê flŸ Áfl÷Êª mÊ⁄UÊ ÁŸœÊ¸Á⁄UÃ ‚¢ÅÿÊ ‚ •Áœ∑§ ¬«∏U ∑§Ê≈UÃ Õ–
ß‚Ÿ ß‚ ¬˝Á∑˝§ÿÊ ◊¥ Á‹åÃ ΔU∑§ŒÊ⁄UÊ ¥, flŸ Áfl÷Êª ÃÕÊ
⁄UÊ¡ŸËÁÃôÊÊ¥ ∑§Ë ‚Ê°ΔU-ªÊ°ΔU ∑§Ê ÷Ë ¬ŒÊ¸»§Ê‡Ê Á∑§ÿÊ– •Áå¬∑§Ê
•ÊãŒÊ‹Ÿ •¬Ÿ ÃËŸ ¬˝◊Èπ ©Ug‡ÿÊ¥ ◊¥ ‚»§‹ ⁄U„UÊ– ◊ÊÒ¡ÍŒÊ flŸ
ˇÊòÊ ∑§Ê ‚¢⁄UˇÊáÊ ∑§⁄UŸ, πÊ‹Ë ÷ÍÁ◊ ¬⁄U flÎˇÊÊ⁄UÊ¬áÊ ∑§⁄UŸ, ÃÕÊ
¬˝Ê∑Î§ÁÃ∑§ ‚¢‚ÊœŸÊ¥ ∑§ ‚¢Î⁄UˇÊáÊ ∑§Ê äÿÊŸ ◊¥ ⁄Uπ∑§⁄U ©UŸ∑§Ê
‚ŒÈ¬ÿÊª ∑§⁄UŸ– ßŸ ©Ug‡ÿÊ¥ ∑§Ê „UÊÁ‚‹ ∑§⁄UŸ ◊¥ SÕÊŸËÿ SÃ⁄U
¬⁄U SÕÊÁ¬Ã ∞∑§ ‹Ê∑§Á¬˝ÿ ‚¢ªΔUŸ “¬Á⁄U‚⁄U ‚¢⁄UˇÊáÊ ∑§ãº˝” Ÿ
◊„Uûfl¬ÍáÊ¸ ÷ÍÁ◊∑§Ê •ŒÊ ∑§Ë– •Áå¬∑§Ê •ÊãŒÊ‹Ÿ Ÿ ‹ÊªÊ¥ ∑§
¡ËflŸ ◊¥ ©U¬ÿÊª ∑§Ë ¡ÊŸ flÊ‹Ë øË¡Ê¥ ∑§Ë ⁄UˇÊÊ ∑§Ë ¡Ò‚—
’Ê°‚ ∑§ flÎˇÊ, Á¡Ÿ∑§Ê ©U¬ÿÊª „USÃÁ‡ÊÀ¬ ∑§Ë flSÃÈ•Ê¥ ∑§ ’ŸÊŸ
◊¥ „UÊÃÊ „ÒU Á¡Ÿ ∑§Ê ’ø∑§⁄U SÕÊŸËÿ ‹Êª •ŸË •Ê¡ËÁfl∑§Ê
ø‹ÊÃ „Ò¥U– ß‚ •ÊãŒÊ‹Ÿ Ÿ ¬Á‡ø◊Ë ÉÊÊ≈U ∑§ ‚÷Ë ªÊ°flÊ¥ ◊¥
√ÿÊ¬ÊÁ⁄U∑§ Á„UÃÊ¥ ‚ ©UŸ∑§Ë •Ê¡ËÁfl∑§Ê ∑§ ‚ÊœŸ, ¡¢ª‹Ê¥ ÃÕÊ
¬ÿÊ¸fl⁄UáÊ ∑§Ê „UÊŸ flÊ‹ πÃ⁄U ‚ ‚øÃ Á∑§ÿÊ– •Áå¬∑§Ê Ÿ
‡ÊÊ¢ÁÃ¬ÍáÊ¸ Ã⁄UË∑§ ‚ ªÊ¢œËflÊŒË ◊Êª¸ ¬⁄U ø‹Ã „ÈU∞ ∞∑§ ∞‚
¬Ê·áÊ∑§Ê⁄UË ‚◊Ê¡ ∑§ Á‹∞ ‹ÊªÊ¥ ∑§Ê ¬Õ-˝Œ‡Ê¸Ÿ Á∑§ÿÊ Á¡‚◊¥
Ÿ ∑§Êß¸ ◊ŸÈcÿ ∑§Ê •ÊÒ⁄U Ÿ „UË ¬˝∑Î§ÁÃ ∑§Ê ‡ÊÊ·áÊ ∑§⁄U ‚∑§–
fl¢ŒŸÊ Á‡ÊflÊ ∑§ ‡ÊéŒÊ¥ ◊¥ ““ÿ„U ◊ÊŸfl •ÁSÃûfl ∑§ πÃ⁄U ∑§Ê
⁄UÊ∑§Ÿ ◊¥ ‚èÿ ‚◊Ê¡ ∑§Ê ‚èÿ ©UûÊ⁄U ÕÊ–””

Áø¬∑§Ê •ÊãŒÊ‹Ÿ ∞∑§ ¬ÿÊ¸fl⁄UáÊ-⁄UˇÊÊ ∑§Ê •ÊãŒÊ‹Ÿ ÕÊ–
ÿ„U ÷Ê⁄UÃ ∑§ ©UûÊ⁄UÊπá«U ⁄UÊÖÿ (Ã’ ©UûÊ⁄U ¬˝Œ‡Ê ∑§Ê ÷Êª) ◊¥
Á∑§‚ÊŸÊ¥ Ÿ flÎπÊ¥ ∑§Ë ∑§≈UÊß¸ ∑§Ê Áfl⁄UÊœ ∑§⁄UŸ ∑§ Á‹∞ Á∑§ÿÊ
ÕÊ– fl ⁄UÊÖÿ ∑§v flŸ Áfl÷Êª ∑§ ΔU∑§ŒÊ⁄UÊ¥ mÊ⁄UÊ flŸÊ¥ ∑§Ë ∑§≈UÊß¸
∑§Ê Áfl⁄UÊœ ∑§⁄U ⁄U„U Õ •ÊÒ⁄U ©UŸ ¬⁄U •¬ŸÊ ¬⁄Uê¬⁄UÊªÃ •Áœ∑§Ê⁄U
¡ÃÊ ⁄U„U Õ– ÿ„U •ÊãŒÊ‹Ÿ Ãà∑§Ê‹ËŸ ©UûÊ⁄U ¬˝Œ‡Ê ∑§ ø◊Ê‹Ë
Á¡‹ ◊¥ ‚Ÿ˜ 1973 ◊¥ ¬˝Ê⁄Uê÷ „ÈU•Ê– ∞∑§ Œ‡Ê∑§ ∑§ •ãŒ⁄U ÿ„U
¬Í⁄U ©UûÊ⁄UÊπá«U ˇÊòÊ ◊¥ »Ò§‹ ªÿÊ ÕÊ– Áø¬∑§Ê •ÊãŒÊ‹Ÿ ∑§Ë
∞∑§ ◊ÈÅÿ ’ÊÃ ÕË Á∑§ ß‚◊¥ ÁSòÊÿÊ¥Ÿ ÷Ê⁄UË ‚¢ÅÿÊ ◊¥ ÷Êª
Á‹ÿÊ ÕÊ– ß‚ •ÊãŒÊ‹Ÿ ∑§Ë ‡ÊÈM§•ÊÃ 1970 ◊¥ ÷Ê⁄UÃ ∑§
¬˝Á‚h ¬ÿÊ¸fl⁄UáÊÁflŒ˜ ‚ÈãŒ⁄U‹Ê‹ ’„ÈUªÈáÊÊ, ∑§Ê◊⁄U«U ªÊÁflãŒ Á‚¢„U
⁄UÊflÃ, øá«UË¬˝‚ÊŒ ÷^ÔU ÃÕÊ üÊË◊ÃË ªÊÒ⁄UÊŒflË ∑§ ŸÃÎàfl ◊¥ „ÈUß¸
ÕË– ÿ„U ÷Ë ∑§„UÊ ¡ÊÃÊ „ÒU Á∑§ ∑§ÊÚ◊⁄U«U ªÊÁflãŒ Á‚¢„U ⁄UÊflÃ „UË
Áø∑§Ê •ÊãŒÊ‹Ÿ ∑§ √ÿÊfl„UÊÁ⁄U∑§ ¬ˇÊ Õ, ¡’ Áø¬∑§Ê ∑§Ë ◊Ê⁄U
√ÿÊ¬∑§ ¬˝ÁÃ’¢œÊ¥ ∑§ M§¬ ◊¥ Sflÿ¢ Áø¬∑§Ê ∑§Ë ¡ã◊SÕ‹Ë ∑§Ë
ÉÊÊ≈UË ¬⁄U ¬«∏UË Ã’ ∑§Ê◊⁄U«U ªÊÁflãŒ Á‚¢„U ⁄UÊflÃ Ÿ ¤Ê¬≈UÊ-¿UËŸÊ
•ÊãŒÊ‹Ÿ ∑§Ê ÁŒ‡ÊÊ ¬˝ŒÊŸ ∑§Ë– Áø¬∑§Ê •ÊãŒÊ‹Ÿ flŸÊ¥ ∑§Ê
•√ÿÊfl„UÊÁ⁄U∑§ ∑§≈UÊŸ ⁄UÊ∑§Ÿ •Ê⁄U flŸÊ¥ ¬⁄U •ÊÁüÊÃ ‹ÊªÊ¥ ∑§
flŸÊÁœ∑§Ê⁄UÊ¥ ∑§Ë ⁄UˇÊÊ ∑§Ê •ÊãŒÊ‹Ÿ ÕÊ ⁄UáÊË ◊¥ 2400 ‚
•Áœ∑§ ¬«∏UÊ¥ ∑§Ê ∑§Ê≈UÊ ¡ÊŸÊ ÕÊ, ß‚Á‹∞ ß‚ ¬⁄U flŸ Áfl÷Êª
•ÊÒ⁄U ΔU∑§ŒÊ⁄U ¡ÊŸ ‹«∏UÊŸ ∑§Ê ÃÒÿÊ⁄U ’ÒΔU Õ Á¡‚ ªÊÒ⁄UÊ ŒflË ¡Ë
∑§ ŸÃÎàfl ◊¥ ⁄UáÊË ªÊ°fl ∑§Ë 27 ◊Á„U‹Ê•Ê¥ Ÿ ¬˝ÊáÊÊ¥ ∑§Ë ’Ê¡Ë
‹ªÊ∑§⁄U •‚»§‹ ∑§⁄U ÁŒÿÊ ÕÊ–
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ß‚ •ÊãŒÊ‹Ÿ ∑§Ë ◊ÈÅÿ ©U¬‹Áéœ ÿ ⁄U„UË Á∑§ ß‚Ÿ
∑§ãº˝Ëÿ ⁄UÊ¡ŸËÁÃ ∑§ ∞¡¥«U ◊¥ ¬ÿÊ¸fl⁄UáÊ ∑§Ê ∞∑§ ‚ÉÊŸ ◊ÈgÊ ’ŸÊ
ÁŒÿÊ Áø∑§Ê ∑§ ‚„U÷ÊªË ÃÕÊ ∑È§◊Ê™°§ Áfl‡flÁfllÊ‹ÿ ∑§
¬˝Ê»§‚⁄U «UÊÚ. ‡Êπ⁄U ¬ÊΔU∑§ ∑§ •ŸÈ‚Ê⁄U, ““÷Ê⁄UÃ ◊¥ 1980 ∑§Ê
flŸ ‚¢⁄UˇÊáÊ •ÁœÁŸÿ◊ •ÊÒ⁄U ÿ„UÊ° Ã∑§ Á∑§ ∑§ãº˝ ‚⁄U∑§Ê⁄U ◊¥
¬ÿÊ¸fl⁄UáÊ ◊¢òÊÊ‹ÿ ∑§Ê ªΔUŸ ÷Ë Áø¬∑§Ê ∑§Ë fl¡„U ‚ „UË ‚ê÷fl
„UÊ ÊÿÊ–”” ©UûÊ⁄U ¬˝Œ‡Ê (flÃ¸◊ÊŸ ©UûÊ⁄UÊπá«U) ◊¥ ß‚ •ÊãŒÊ‹Ÿ
Ÿ 1980 ◊¥ Ã’ ∞∑§ ’«∏UË ¡ËÃ „UÊÁ‚‹ ∑§Ë, Ã’ Ãà∑§Ê‹ËŸ
¬˝œÊŸ◊¢òÊË ß¢ÁŒ⁄UÊ ªÊ¢œË Ÿ Œ‡Ê ∑§ Á„U◊Ê‹ÿË flŸÊ¥ ◊¥ flÎˇÊÊ¥ ∑§Ë
∑§≈UÊß¸ ¬⁄U 15 fl·ÊZ ∑§ Á‹∞ ⁄UÊ∑§ ‹ªÊ ŒË– ’ÊŒ ∑§ fl·ÊZ ◊¥ ÿ„U
•ÊãŒÊ‹Ÿ ¬Ífl¸ ◊¥ Á’„UÊ⁄U, ¬Á‡ø◊ ◊¥ ⁄UÊ¡SÕÊŸ, ©UûÊ⁄U ◊¥
Á„U◊Êø‹ ¬˝Œ‡Ê, ŒÁˇÊáÊ ◊¥ ∑§ŸÊ¸≈U∑§ •ÊÒ⁄U ◊äÿ ÷Ê⁄UÃ ◊¥ Áfl¢äÿ
Ã∑§ »Ò§‹ ªÿÊ ÕÊ– ©UûÊ⁄U ¬˝Œ‡Ê ◊¥ ¬˝ÁÃ’¢œ ∑§ •‹ÊflÊ ÿ„U
•ÊãŒÊ‹Ÿ ¬Á‡ø◊Ë ÉÊÊ≈U •ÊÒ⁄U Áfl¢äÿ ¬fl¸Ã◊Ê‹Ê ◊¥ flÎˇÊÊ¥ ∑§Ë
∑§≈UÊß¸ ∑§Ê ⁄UÊ∑§Ÿ ◊¥ ‚»§‹ ⁄U„UÊ– ‚ÊÕ „UË ÿ„U ‹ÊªÊ¥ ∑§Ë
•Êfl‡ÿ∑§ÃÊ•Ê¥ •ÊÒ⁄U ¬ÿÊ¸fl⁄UáÊ ∑§ ¬˝ÁÃ •Áœ∑§ ‚øÃ ¬˝Ê∑Î§ÁÃ∑§
‚¢‚ÊœŸ ŸËÁÃ ∑§ Á‹∞ Œ’Êfl ’ŸÊŸ ◊¥ ÷Ë ‚»§‹ ⁄U„UÊ–

Áø‹∑§Ê ’øÊ•Ê •ÊãŒÊ‹Ÿ

Áø‹∑§Ê ¤ÊË‹ ©U«∏UË‚Ê ∑§ ¬ÍflË¸ Ã≈U ¬⁄U ÁSÕÃ „ÒU– ÿ„U
∞Á‡ÊÿÊ ∑§Ë ‚’‚ ’«∏UË ¬˝Ê∑Î§ÁÃ∑§ ¤ÊË‹ „ÒU •ÊÒ⁄U •ãÃ⁄UÊ¸c≈˛UËÿ
◊„Uàfl ∑§Ë ‚¡‹ ÷ÍÁ◊ ∑§ M§¬ ◊¥ ¬˝Á‚h „ÒU– „UÊ‹ ∑§Ë “Áfl∑§Ê‚
‚ê’ãœË” ªÁÃÁflÁœÿÊ¥ ∑§ ∑§Ê⁄UáÊ Ã¡Ë ‚ ªÊŒ ’Ÿ ⁄U„UË „ÒU, ¤ÊË‹
∑§v ¬ÊŸË ∑§Ë ‹fláÊÃÊ ∑§◊ „UÊ ⁄U„UË „ÒU •ÊÒ⁄U ¬ÊŸË ∑§Ë ª„U⁄UÊß¸ ÷Ë
œË⁄U-œË⁄U ∑§◊ „UÊÃË ¡Ê ⁄U„UË „ÒU– ÿ„U ©UlÊªÊ¥ ∑§Ë ’…∏UÃË ‚¢ÅÿÊ
∑§Ê ŸÃË¡Ê „ÒU– ∞∑§ ‚ÊÒ¥Œÿ¸ ¬˝‚ÊœŸ ’ŸÊŸ flÊ‹Ë ˇÊÊ⁄UËÿ ß∑§Êß¸
•¬Ÿ º˝flÊ¥ ∑§Ê ‚Ëœ ¤ÊË‹ ◊¥ ¿UÊ«∏UÃË „ÒU, Á¡‚∑§ ∑§Ê⁄UáÊ ¤ÊË‹
∑§Ë ¬Á⁄UÁSÕÁÃ∑§Ëÿ √ÿflSÕÊ ◊¥ ¬Ê⁄U ∑§Ê ¡◊Êfl „UÊ ªÿÊ „ÒU–
ß‚∑§ •ÁÃÁ⁄UQ§, flŸÊã◊Í‹Ÿ ÷ÍÁ◊ ∑§≈UÊfl „ÈU•Ê •ÊÒ⁄U ¤ÊË‹ ◊¥
ªÊŒ ’ŸË– ≈UÊ≈UÊ ‚◊Í„U Ÿ ¤ÊË¥ªÊ ◊¿U‹Ë ∑§Ê ∑§Ê◊ »Ò§‹ÊÿÊ ÃÊ
‚◊SÿÊ •ÊÒ⁄U ’…∏U ªß¸– ßŸ ‚Ê⁄UË ÁSÕÁÃÿÊ¥ ∑§Ê Á◊‹Ê-¡È‹Ê •‚⁄U
ÿ„U „ÈU•Ê Á∑§ ¤ÊË‹ ∑§Ê ¡ËflŸ ∑§◊ „UÊ ªÿÊ– ÿ„U ¬Á⁄UáÊÊ◊ „ÒU
ÁŸÿÊ¸Ã Áfl∑§Ê‚ ‚ •Á÷¬˝Á⁄UÃ Áfl∑§Ê‚ ∑§Ë ÁŒ‡ÊÊ ∑§Ê ¬˝Êà‚Ê„UŸ
•ÕflÊ ‚¢⁄UˇÊáÊ ŒŸ ∑§Ê, Á¡‚◊¥ •¬Ê⁄U ◊„Uàfl ∑§Ë ∞∑§ ¤ÊË‹ ∑§
¬ÿÊ¸fl⁄UáÊËÿ SÃ⁄U •ÊÒ⁄U ‚È⁄UˇÊÊ ∑§Ë •Ê⁄U ∑§Êß¸ äÿÊŸ „UË Ÿ„UË¥ „ÒU–
ß‚ ¤ÊË‹ ∑§Ê ‹ê’Ê ßÁÃ„UÊ‚ ⁄U„UÊ „ÒU •ÊÒ⁄U ß‚Ÿ ∑§ß¸ ‚ûÊÊ
¬Á⁄UflÃ¸Ÿ Œπ „Ò¥U SÕÊŸËÿ ◊¿ÈU•Ê⁄U ß‚ ¤ÊË‹ ¬⁄U ÁŸ÷¸⁄U Õ •ÊÒ⁄U
©Uã„¥U ß‚ ¬⁄U ¬Ê⁄Uê¬Á⁄U∑§ •Áœ∑§Ê⁄U ¬˝ÊåÃ Õ– Á∑§ãÃÈ fl„UÊ°
Á’øÊÒÁ‹ÿÊ¥ ∑§Ê ∞∑§ ‚◊Í„U ÷Ë ÕÊ ¡Ê ßŸ ◊¿ÈU•Ê⁄UÊ¥ ∑§Ê ‡ÊÊ·áÊ
∑§⁄UÃÊ ÕÊ– 1950 ∑§ Œ‡Ê∑§ ◊¥ ◊¿ÈU•Ê⁄UÊ¥ ∑§Ê ßŸ Á’øÊÒÁ‹ÿÊ¥ ∑§
ø¢ÈªÈ‹ ‚ ¿ÈU«∏UÊŸ ∑§Ê ¬˝ÿÊ‚ „ÈU•Ê ÕÊ– ©Uã„¥U ∞∑§ ‚„U∑§ÊÁ⁄UÃÊ ∑§
¤Ê¢«U Ã‹ ‚¢ªÁΔUÃ Á∑§ÿÊ ªÿÊ– ß‚‚ ◊¿ÈU•Ê⁄UÊ¥ ∑§Ë Œ‡ÊÊ ‚ÈœÊ⁄UŸ
◊¥ ◊ŒŒ Á◊‹Ë– Á∑§ãÃÈ ÿ„U •Áœ∑§ ‚◊ÿ Ã∑§ Ÿ„UË¥ ø‹Ê–
1970 ∑§ Œ‡Ê∑§ ∑§ ¬˝Ê⁄Uê÷ Ã∑§ ¤ÊË¥ªÊ ÁŸÿÊ¸Ã ∑§Ë ∞∑§

◊„Uûfl¬ÍáÊ¸ flSÃÈ ’Ÿ ªß¸ •ÊÒ⁄U ß‚‚ ’Ê„U⁄UË ‹ÊªÊ¥ ∑§Ê ÿ„UÊ° •ÊŸ
∑§Ê ¬˝‹Ê÷Ÿ Á◊‹Ê •ÊÒ⁄U Áø‹∑§Ê ¤ÊË‹ ∑§ ‚¢∑§≈U ∑§Ë ÿ„UË¥ ‚
‡ÊÈM§•ÊÃ „UÊ ªß¸– ÿ„U fl„UË Áø‹∑§Ê ¤ÊË‹ ÕË Á¡‚ ¬⁄U ◊¿ÈU•Ê⁄U
‹Êª •¬ŸË ⁄UÊ¡Ë-⁄UÊ≈UË ∑§ Á‹∞ ÁŸ÷¸⁄U Õ– 1880 ∑§ Œ‡Ê∑§ Ã∑§
áË‹ ∑§Ë ◊¿UÁ‹ÿÊ¥ ¬⁄U ’Ê„U⁄UË ‹ÊªÊ¥ ∑§Ê ∑§é¡Ê „UÊ ªÿÊ– ßŸ
’Ê„U⁄UË ‹ÊªÊ¥ Ÿ ÃÊ∑§Ã •ÊÒ⁄U ¬Ò‚ ∑§ ’‹ ¬⁄U SÕÊŸËÿ ◊¿ÈU•Ê⁄UÊ¥
∑§Ê œË⁄U-œË⁄U ‚¢‚ÊœŸÊ¥ ‚ fl¢ÁøÃ ∑§⁄U ÁŒÿÊ–

∑Î§Á· ◊¢òÊÊ‹ÿ Ÿ 1984 ◊¥ ∞∑§ ◊¢ø ªÁΔUÃ ∑§⁄UŸ ∑§Ê
•‚»§‹ ¬˝ÿÊ‚ Á∑§ÿÊ •ÊÒ⁄U ÷Ê⁄UÃ ∑§ ∞∑§ ¬˝◊Èπ •ÊÒlÊÁª∑§
‚◊Í„U ≈UÊ≈UÊ ∑§Ê ¬˝fl‡Ê „UÊ ªÿÊ– ©U«∏UË‚Ê ‚⁄U∑§Ê⁄U Ÿ ¤ÊË‹ ∑§Ê
‚Êfl¸¡ÁŸ∑§ ŸË‹Ê◊ ∑§⁄U ÁŒÿÊ ÕÊ •ÊÒ⁄U ß‚ Ã⁄U„U •ÊÁÕ¸∑§
Áfl∑§Ê‚ ∑§ ŸÊ◊ ¬⁄U, ß‚ ˇÊòÊ ◊¥ ’«∏U √ÿÊ¬ÊÁ⁄U∑§ ÉÊ⁄UÊŸÊ¥ ∑§Ê
¬˝fl‡Ê „UÊ ªÿÊ– Œ⁄U•‚‹, ∑§ãº˝ •ÊÒ⁄U ⁄UÊÖÿ ‚⁄U∑§Ê⁄UÊ¥ Ÿ ÁŸÿÊ¸Ã
ŸËÁÃ Áfl∑§Ê‚ ∑§ ∞∑§ Á„US‚ ∑§ ÃÊÒ⁄U ¬⁄U ©Uà¬ÊŒŸ √ÿflSÕÊ ∑§
•ÊœÈÁŸ∑§Ë∑§⁄UáÊ ∑§Ê ¬˝Êà‚ÊÁ„UÃ ∑§⁄UŸÊ ß‚ •ÊœÊ⁄U  ¬⁄U ¡Ê⁄UË
⁄UπÊ Á∑§ ß‚‚ ’„ÈUÃ ‚Ê⁄UË ÁflŒ‡ÊË ◊Èº˝Ê •Á¡¸Ã ∑§Ë ¡Ê ‚∑§ÃË
„ÒU– Á∑§ãÃÈ, •ÊœÈÁŸ∑§ Ã⁄UË∑§Ê¥ •ÊÒ⁄U Áfl‡ÊÊ‹ œŸ⁄UÊÁ‡Ê ∑§Ê ß‚ ˇÊòÊ
¬⁄U ©U‹≈UÊ •‚⁄U „ÈU•Ê •ÊÒ⁄U Áø‹∑§Ê ’øÊ•Ê •ÊãŒÊ‹Ÿ π«∏UÊ „UÊ
ªÿÊ– •Ê‚¬Ê‚ ∑§ ªÊ°fl, 1990 ∑§ Œ‡Ê∑§ ∑§ ¬˝Ê⁄Uê÷ Ã∑§,
‚⁄U∑§Ê⁄UË ŸËÁÃ ∑§Ê Áfl⁄UÊœ ‡ÊÈM§ ∑§⁄U øÈ∑§ Õ– ¤ÊË‹ ∑§Ë ‚„UÃ ∑§Ê
‚flÊ‹ ◊„Uûfl¬ÍáÊ¸ „UÊ ªÿÊ– ßŸ ‚flÊ‹Ê¥ ∑§Ê ∞∑§ ¡Ÿ ‚¢ªΔUŸ
©U«∏UË‚Ê ∑Î§·∑§ ◊„UÊ‚¢ÉÊ Ÿ ©UΔUÊÿÊ– ’«∏U √ÿÊ¬ÊÁ⁄U∑§ ‚◊Í„UÊ¥ mÊ⁄UÊ
÷Ê«∏U ¬⁄U Á‹∞ ª∞ ÁŸ¡Ë ‚◊Í„UÊ¥ Ÿ •ÊãŒÊ‹Ÿ∑§ÊÁ⁄UÿÊ¥ •ÊÒ⁄U ‹ÊªÊ¥
∑§Ê •ÊÃ¢Á∑§Ã ∑§⁄UŸÊ ‡ÊÈM§ ∑§⁄U ÁŒÿÊ– ßŸ œ◊Á∑§ÿÊ¥ ∑§ ’Êfl¡ÍŒ,
∞∑§ ‚‡ÊQ§ ¡Ÿ •ÊãŒÊ‹Ÿ ©UΔU π«∏UÊ „ÈU•Ê– ‚÷Ë ¡ª„UÊ¥ ∑§
◊¿ÈU•Ê⁄UÊ¥ Ÿ ∞∑§¡È≈UÃÊ ÁŒπÊß¸ •Ê⁄U fl ß‚ •ÊãŒÊ‹Ÿ ◊¥ ‡Ê⁄UË∑§
„UÊ ª∞– ÁflÁ÷ãŸ ⁄UÊ¡ŸËÁÃ∑§ Œ‹Ê¥Ÿ ÷Ë •ÊãŒÊ‹Ÿ ∑§Ê •¬ŸÊ
‚◊Õ¸Ÿ ÁŒÿÊ– ß‚∑§Ë ¬⁄UÊ∑§ÊcΔUÊSflM§¬, ∞∑§ √ÿÊ¬∑§ •ÊœÊ⁄U
flÊ‹Ê •ÊãŒÊ‹Ÿ ’Ÿ ªÿÊ •ÊÒ⁄U 1992 ◊¥ ⁄UÊÖÿ SÃ⁄U ∑§Ê ∞∑§
Áfl‡ÊÊ‹ •ÊãŒÊ‹Ÿ „ÈU•Ê– •¢ÃÃ— ÷Ê⁄UÃ ‚⁄U∑§Ê⁄U Ÿ „USÃˇÊ¬
Á∑§ÿÊ •ÊÒ⁄U •ÊœË ŒÍ⁄UË Ãÿ ∑§⁄U øÈ∑§Ë ¬Á⁄UÿÊ¡ŸÊ ⁄UÊ∑§ ŒË ªß¸,
ÄÿÊ¥Á∑§ ¬ÿÊ¸fl⁄UáÊ ÃÕÊ flŸ ◊¢òÊÊ‹ÿ Ÿ ©U‚ „U⁄UË ¤Ê¢«UË Ÿ„UË¥ ŒË–
¬Ê°ø ‚ÊÒ ‚ ÷Ë •Áœ∑§ fl·ÊZ ’ÊŒ ≈UÊ≈UÊ ‚◊Í„U ∑§Ê •¬ŸÊ „UÊÕ
flÊ¬‚ πË¥øŸÊ ¬«∏UÊ

Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ
Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ ∞∑§ ’Ê⁄U •ÊÒ⁄U ◊⁄U ÷Ê⁄UÃ ◊¥ ø‹

⁄U„U ¬ÿÊ¸fl⁄UáÊ •ÊãŒÊ‹Ÿ ∑§Ë ¬Á⁄U¬Ä¬flÃÊ ∑§Ê ©UŒÊ„U⁄UáÊ „ÒU– ß‚Ÿ
¬„U‹Ë ’Ê⁄U ¬ÿÊ¸fl⁄UáÊ ÃÕÊ Áfl∑§Ê‚ ∑§ ‚¢··¸ ∑§Ê ⁄UÊc≈˛UËÿ SÃ⁄U ¬⁄U
øøÊ¸ ∑§Ê Áfl·ÿ ’ŸÊÿÊ Á¡‚◊¥ Ÿ ∑§fl‹ ÁflSÕÊÁ¬Ã ‹ÊªÊ¥,
’ÁÀ∑§ flÒôÊÊÁŸ∑§Ê¥, ªÒ⁄U ‚⁄U∑§Ê⁄UË ‚¢ªΔUŸÊ¥ ÃÕÊ •Ê◊ ¡ŸÃÊ ∑§Ë ÷Ë
÷ÊªËŒÊ⁄UË ⁄U„UË– Ÿ◊¸ŒÊ ŸŒË ¬⁄U ‚⁄UŒÊ⁄U ‚⁄UÊfl⁄U ’Ê°œ ¬Á⁄UÿÊ¡ŸÊ
∑§Ê ©UŒ˜ÉÊÊ≈UŸ 1961 ◊¥ ¬¢Á«Ã ¡flÊ„U⁄U ‹Ê‹ Ÿ„UM§ Ÿ Á∑§ÿÊ ÕÊ–
‹Á∑§Ÿ ÃËŸ ⁄UÊÖÿÊ¥—ªÈ¡⁄UÊÃ, ◊äÿ ¬˝Œ‡Ê, ◊„UÊ⁄UÊc≈˛U ÃÕÊ
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⁄UÊ¡SÕÊŸ ∑§ ◊äÿ ∞∑§ ©U¬ÿÈQ§ ¡‹ ÁflÃ⁄UáÊ ŸËÁÃ ¬⁄U ∑§Êß¸
‚„U◊ÁÃ Ÿ„UË¥ ’Ÿ ¬ÊÿË– 1969 ◊¥, ‚⁄U∑§Ê⁄U Ÿ Ÿ◊¸ŒÊ ¡‹
ÁflflÊŒ ãÿÊÿÊÁœ∑§⁄UáÊ ∑§Ê ªΔUŸ Á∑§ÿÊ, ÃÊÁ∑§ ¡‹ ‚ê’ãœË
ÁflflÊŒ ∑§Ê „U‹ ∑§⁄U∑§ ¬Á⁄UÿÊ¡ŸÊ ∑§Ê ∑§Êÿ¸ ‡ÊÈM§ Á∑§ÿÊ ¡Ê ‚∑§–
1979 ◊¥ ãÿÊÿÊÁœ∑§⁄UáÊ ‚fl¸‚ê◊ÁÃ ¬⁄U ¬„È°UøÊ ÃÕÊ Ÿ◊¸ŒÊ ÉÊÊ≈UË
¬Á⁄UÿÊ¡Ÿ⁄UÊ Ÿ ¡ã◊ Á‹ÿÊ Á¡‚◊¥ Ÿ◊¸ŒÊ ŸŒË ÃÕÊ ©U‚∑§Ë 41
ŸÁŒÿÊ¥ ¬⁄U ŒÊ Áfl‡ÊÊ‹ ’Ê°œÊ¥—ªÈ¡⁄UÊÃ ◊¥ ‚⁄UŒÊ⁄U ‚⁄UÊfl⁄U ’Ê°œ
ÃÕÊ ◊äÿ ¬˝Œ‡Ê ◊¥ Ÿ◊¸ŒÊ ‚Êª∑§⁄U ’Ê°œ, 28 ◊äÿ◊ ’Ê°œ ÃÕÊ
3000 ¡‹ ¬Á⁄UÿÊ¡ŸÊ•Ê¥ ∑§Ê ÁŸ◊Ê¸áÊ ‡ÊÊÁ◊‹ ÕÊ– 1985 ◊¥ ß‚
¬Á⁄UÿÊ¡ŸÊ ∑§ Á‹∞ Áfl‡fl ’Ò¥∑§ Ÿ 450 ∑§⁄UÊ«∏U «UÊÚ‹⁄U ∑§Ê ‹ÊŸ
ŒŸ ∑§Ë ÉÊÊ·áÊÊ ∑§Ë ‚⁄U∑§Ê⁄U ∑§ •ŸÈ‚Ê⁄U ß‚ ¬Á⁄UÿÊ¡ŸÊ ‚ ◊äÿ
¬˝Œ‡Ê, ªÈ¡⁄UÊÃ ÃÕÊ ⁄UÊ¡SÕÊŸ ∑§ ‚ÍπÊ ª˝SÃ ˇÊòÊÊ¥ ∑§Ë 2·27
∑§⁄UÊ«∏U „UÄ≈Uÿ⁄U ÷ÍÁ◊ ∑§Ê Á‚¢øÊß¸ ∑§ Á‹∞ ¡‹ Á◊‹ªÊ, Á’¡‹Ë
∑§Ê ÁŸ◊Ê¸áÊ „UÊªÊ, ¬ËŸ ∑§ Á‹∞ ¡‹ Á◊‹ªÊ ÃÕÊ ˇÊòÊ ◊¥ ’Ê…∏U
∑§Ê ⁄UÊ∑§Ê ¡Ê ‚∑§ªÊ– Ÿ◊¸ŒÊ ¬Á⁄UÿÊ¡ŸÊ Ÿ ∞∑§ ªê÷Ë⁄U ÁflflÊŒ
∑§Ê ¡ã◊ ÁŒÿÊ „ÒU– ∞∑§ •Ê⁄U ß‚ ¬Á⁄UÿÊ¡ŸÊ ∑§Ê ‚◊ÔÎÁh ÃÕÊ
Áfl∑§Ê‚ ∑§Ê ‚Íø∑§ ◊ÊŸÊ ¡Ê ⁄U„UÊ „ÒU Á¡‚∑§ ¬Á⁄UáÊÊ◊SflM§¬
Á‚¢øÊß¸, ¬ÿ¡‹ ∑§Ë •Ê¬ÍÁÃ¸, ’Ê…∏U ¬⁄U ÁŸÿ¢òÊáÊ, ⁄UÊ¡ªÊ⁄U ∑§ Ÿÿ
•fl‚⁄U, Á’¡‹Ë ÃÕÊ ‚Íπ ‚ ’øÊfl •ÊÁŒ ‹Ê÷Ê¥ ∑§Ê ¬˝ÊåÃ
∑§⁄UŸ ∑§Ë ’ÊÃ ∑§Ë ¡Ê ⁄U„UË „ÒU fl„UË¥ ŒÍ‚⁄UË •Ê⁄U •ŸÈ◊ÊŸ „ÒU Á∑§
ß‚‚ ÃËŸ ⁄UÊÖÿÊ¥ ∑§Ë 37000 „UÄ≈Uÿ⁄U ÷ÍÁ◊ ¡‹◊ÇŸ „UÊ ¡Ê∞ªË
Á¡‚◊¥ 13000 „UÄ≈Uÿ⁄U flŸ ÷ÍÁ◊ „ÒU– ÿ„U ÷Ë •ŸÈ◊ÊŸ „ÒU Á∑§
ß‚‚ 248 ªÊ°fl ∑§ ∞∑§ ‹Êπ ‚ •Áœ∑§ ‹Êª ÁflSÕÊÁ¬Ã „UÊ¥ª–
Á¡Ÿ◊¥ 58 ¬˝ÁÃ‡ÊÃ ‹Êª •ÊÁŒflÊ‚Ë ˇÊòÊ ∑§ „Ò¥U– •Ã— ¬˝É÷ÊÁflÃ
ªÊ°flÊ¥ ∑§ ∑§⁄UË’ …UÊß¸ ‹Êπ ‹ÊªÊ¥ ∑§ ¬ÈŸflÊ¸‚ ∑§Ê ◊ÈgÊ ‚’‚
¬„U‹ SÕÊŸËÿ ∑§Êÿ¸∑§ÃÊ¸•Ê¥ Ÿ ©UΔUÊÿÊ– ßŸ ªÁÃÁflÁœÿÊ¥ ∑§Ê ∞∑§
•ÊãŒÊ‹Ÿ ∑§Ë ‡ÊÄ‹ 1988-89 ∑§ ŒÊÒ⁄UÊŸ Á◊‹Ë ¡’ ∑§
SÕÊŸËÿ Sflÿ¢‚flË ‚¢ªΔUŸÊ¥ Ÿ πÈŒ ∑§Ê Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ
∑§ M§¬ ◊¥ ªÁΔUÃ Á∑§ÿÊ–

ß‚ ¬Á⁄UÿÊ¡ŸÊ ∑§ Áfl⁄UÊœ Ÿ •’ ∞∑§ ¡Ÿ •ÊãŒÊ‹Ÿ ∑§Ê
M§¬ ‹ Á‹ÿÊ „ÒU– 1980-87 ∑§ ŒÊÒ⁄UÊŸ ¡Ÿ¡ÊÁÃÿÊ¥ ∑§ •Áœ∑§Ê⁄UÊ¥
∑§Ë ‚◊Õ¸∑§ ªÒ⁄U-‚⁄U∑§Ê⁄UË ‚¢SÕÊ •¢∑§ flÊ„UŸË ∑§v ŸÃÊ •ÁŸ‹
¬≈U‹ Ÿ ¡Ÿ¡ÊÃËÿ ‹ÊªÊ¥ ∑§ ¬ÈŸflÊ¸‚ ∑§ •Áœ∑§Ê⁄UÊ¥ ∑§Ê ‹∑§⁄U
„UÊß¸ ∑§Ê≈¸U fl ‚flÊ¸ìÊ ãÿÊÿÊ‹ÿ ◊¥ ‹«∏UÊß¸ ‹«∏UË– ‚flÊ¸ìÊ
ãÿÊÿÊ‹ÿ ∑§ •ÊŒ‡ÊÊ¥ ∑§ ¬Á⁄UáÊÊ◊SflM§¬ ªÈ¡⁄UÊÃ ‚⁄U∑§Ê⁄U Ÿ
ÁŒ‚ê’⁄U 1987 ◊¥ ∞∑§ ¬ÈŸflÊ¸‚ ŸËÁÃ ÉÊÊÁ·Ã ∑§Ë– ŒÍ‚⁄UË •Ê⁄U
1989 ◊¥ ◊ÉÊÊ ¬Ê≈U∑§⁄U mÊ⁄UÊ ‹Ê∞ ª∞ Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ
Ÿ ‚⁄UŒÊ⁄U ‚fl⁄UÊfl⁄U ¬Á⁄UÿÊ¡ŸÊ ÃÕÊ ß‚‚ ÁflSÕÊÁ¬Ã ‹ÊªÊ¥ ∑§
¬ÈŸflÊ¸‚ ∑§Ë ŸËÁÃÿÊ¥ ∑§ Á∑˝§ÿÊãflÿŸ ∑§Ë ∑§Á◊ÿÊ¥ ∑§Ê ©U¡Êª⁄U
Á∑§ÿÊ „ÒU– ‡ÊÈM§ ◊¥ •ÊãŒÊ‹Ÿ ∑§Ê ©Ug‡ÿ ’Ê°œ ∑§Ê ⁄UÊ∑§∑§⁄U
¬ÿÊ¸fl⁄UáÊ ÁflŸÊ‡Ê ÃÕÊ ß‚‚ ‹ÊªÊ¥ ∑§ ÁflSÕÊ¬Ÿ ∑§Ê ⁄UÊ∑§ŸÊ ÕÊ–
’ÊŒ ◊¥ •ÊãŒÊ‹Ÿ ∑§Ê ©Ug‡ÿ ’Ê°œ ∑§ ∑§Ê⁄UáÊ ÁflSÕÊÁ¬Ã ‹ÊªÊ¥
∑§Ê ‚⁄U∑§Ê⁄U mÊ⁄UÊ ŒË ¡Ê ⁄U„UË ⁄UÊ„UÃ ∑§ÊÿÊZ ∑§Ë Œπ-⁄Uπ ÃÕÊ
©UŸ∑§ •Áœ∑§Ê⁄UÊ ¥ ∑§ Á‹∞ ãÿÊÿÊ‹ÿ ◊¥ ¡ÊŸÊ ’Ÿ ªÿÊ–

•ÊãŒÊ‹Ÿ ∑§Ë ÿ„U ÷Ë ◊Ê°ª „ÒU Á∑§ Á¡Ÿ ‹ÊªÊ¥ ∑§Ë ¡◊ËŸ ‹Ë ¡Ê
⁄U„UË „ÒU ©Uã„¥U ÿÊ¡ŸÊ ◊¥ ÷ÊªËŒÊ⁄UË ∑§Ê •Áœ∑§Ê⁄U „UÊŸÊ øÊÁ„U∞,
©Uã„¥U •¬Ÿ Á‹∞ Ÿ ∑§fl‹ ©UÁøÃ ÷ÈªÃÊŸ ∑§Ê •Áœ∑§Ê⁄U „UÊŸÊ
øÊÁ„U∞, ’ÁÀ∑§ ¬Á⁄UÿÊ¡ŸÊ ∑§ ‹Ê÷Ê¥ ◊¥ ÷ÊªËŒÊ⁄UË „UÊŸË øÊÁ„U∞–
ß‚ ¬˝Á∑˝§ÿÊ ◊¥ Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ Ÿ flÃ¸◊ÊŸ Áfl∑§Ê‚ ∑§
◊Ú©U‹ ¬⁄U ¬˝‡Ÿ Áøã„U ‹ªÊÿÊ „ÒU– Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ ¡Ê
∞∑§ ¡Ÿ •ÊãŒÊ‹Ÿ ∑§ M§¬ ◊¥ ©U÷⁄UÊ, ∑§ß¸ ‚◊Ê¡‚ÁflÿÊ¥,
¬ÿÊ¸fl⁄UáÊÁflŒÊ¥, ¿UÊ}òÊÊ¥ ◊Á„U‹Ê•Ê¥, •ÊÁŒflÊÁ‚ÿÊ¥, Á∑§‚ÊŸÊ¥ ÃÕÊ
◊ÊŸfl •Áœ∑§Ê⁄U ∑§Êÿ¸∑§ÃÊ¸•Ê¥ ∑§Ê ∞∑§ ‚¢ªÁΔUÃ ‚◊Í„U ’ŸÊ–
•ÊãŒÊ‹Ÿ Ÿ Áfl⁄UÊœ ∑§ ∑§ß¸ Ã⁄UË∑§ •¬ŸÊ∞ ¡Ò‚—÷Íπ
„U«∏UÃÊ‹, ¬ŒÿÊòÊÊ∞¢, ‚◊ÊøÊ⁄U-¬òÊÊ¥ ∑§ ◊Êäÿ◊ ‚, ÃÕÊ Á»§À◊Ë
∑§‹Ê∑§Ê⁄UÊ¥ ÃÕÊ „UÁSÃÿÊ¥ ∑§Ê •¬Ÿ •ÊãŒÊ‹Ÿ ◊¥ ‡ÊÊÁ◊‹ ∑§⁄U
•¬ŸË ’ÊÃ •Ê◊ ‹ÊªÊ¥ ÃÕÊ ‚⁄U∑§Ê⁄U Ã∑§ ¬„È°UøÊŸ ∑§Ë ∑§ÊÁ‡Ê‡Ê
∑§Ë– ß‚∑§ ◊ÈÅÿ ∑§Êÿ¸∑§ÃÊ¸•Ê¥ ◊¥ ◊ÉÊÊ ¬Ê≈U∑§⁄U ∑§ •‹ÊflÊ
•ÁŸ‹ ¬≈U‹, ’È∑§⁄U ‚ê◊ÊŸ ‚ ŸflÊ¡Ë ªÿË •L¢§œÃË ⁄UÊÚÿ, ’Ê’Ê
•Êê≈U •ÊÁŒ ‡ÊÊÁ◊‹ „Ò¥U– Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ Ÿ 1989 ◊¥
∞∑§ ŸÿÊ ◊Ê«∏U Á‹ÿÊ– Á‚Ãê’⁄U 1989 ◊¥ ◊äÿ ¬˝Œ‡Ê ∑§ „UÊ⁄U‚ÍŒ
¡ª„U ¬⁄U ∞∑§ •Ê◊ ‚÷Ê „ÈUß¸ Á¡‚◊¥ 200 ‚ •Áœ∑§ ªÒ⁄U-
‚⁄U∑§Ê⁄UË ‚¢ªΔUŸÊ¥ ∑§ 45000 ‹ÊªÊ¥ Ÿ ÷Êª Á‹ÿÊ– ÷Ê⁄UÃ ◊¥
¬„U‹Ë ’Ê⁄U “Ÿ◊¸ŒÊ” ∑§Ê ¬˝‡Ÿ •’ ∞∑§ ⁄UÊc≈˛UËÿ ◊ÈgÊ ’Ÿ ªÿÊ–
ÿ„U ¬ÿÊ¸fl⁄UáÊ ∑§ ◊ÈgŒ ¬⁄U •’ Ã∑§ ∑§Ë ’‚‚ ’«∏UË ⁄ÒU‹Ë ÕË
Á¡‚◊¥ Œ‡Ê ∑§ ‚÷Ë ’«∏U ªÒ⁄U-‚⁄U∑§Ê⁄UË ‚¢ÎªΔUŸÊ¥ ÃÕÊ •Ê◊
•ÊŒ◊Ë ∑§ •Áœ∑§Ê⁄UÊ¥ ∑§Ë ⁄UˇÊÊ ◊¥ ‹ª ‚◊Ê¡‚ÁflÿÊ¥ Ÿ Á„US‚Ê
Á‹ÿÊ– „UÊ⁄U‚ÍŒ ‚ê◊‹Ÿ Ÿ Ÿ ∑§fl‹ ’Ê°œ ∑§Ê Áfl⁄UÊœ Á∑§ÿÊ,
’ÁÀ∑§ ß‚ “ÁflŸÊ‡Ê∑§Ê⁄UË Áfl∑§Ê‚” ∑§Ê ŸÊ◊ ÷Ë ÁŒÿÊ– ¬Í⁄U Áfl‡fl
Ÿ ß‚ ¬ÿÊ¸fl⁄UáÊËÿ ÉÊ≈UŸÊ ∑§Ê ’«∏U äÿÊŸ ‚ ŒπÊ–

ÁŒ‚ê’⁄U 1990 ◊¥ Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ mÊ⁄UÊ ∞∑§
“‚¢ÉÊ·¸ ÿÊòÊÊ” ÷Ë ÁŸ∑§Ê‹Ë ªß¸– ¬ŒÿÊÁòÊÿÊ¥ ∑§Ê •Ê‡ÊÊ ÕË Á∑§ fl
‚⁄U∑§Ê⁄U ∑§Ê ‚⁄UŒÊ⁄U ‚⁄UÊfl⁄U ’Ê°œ ¬Á⁄UÿÊ¡ŸÊ ¬⁄U √ÿÊ¬∑§
¬ÈŸÁfl¸øÊ⁄U ∑§ Á‹∞ Œ’Êfl «UÊ‹ ‚∑¥§ª– ‹ª÷ª 6000 ‹ÊªÊ¥ Ÿ
⁄UÊ¡ÉÊÊ≈U ‚ ◊äÿ ¬˝Œ‡Ê, ªÈ¡⁄UÊ Ã∑§ ¬ŒÿÊòÊÊ ∑§Ë– ß‚∑§Ê
‚∑§Ê⁄UÊà◊∑§ ¬Á⁄UáÊÊ◊ ÷Ë ŒπŸ ∑§Ê Á◊‹Ê– ¡Ÿ ÷ÊflŸÊ•Ê¥ ∑§Ê
äÿÊŸ ◊¥ ⁄UπÃ „ÈU∞ Áfl‡fl ’Ò¥∑§ Ÿ 1991 ◊¥ ’Ê°œ ∑§Ë ‚◊ËˇÊÊ ∑§
Á‹∞ ∞∑§ ÁŸc¬ˇÊ •ÊÿÊª ∑§Ê ªΔUŸ Á∑§ÿÊ– ß‚ ÿÊ¡ŸÊ Ÿ ∑§„UÊ
Á∑§ ¬Á⁄UÿÊ¡ŸÊ ∑§Ê ∑§Êÿ¸ Áfl‡fl ’Ò¥∑§ ÃÕÊ ÷Ê⁄UÃ ‚⁄U∑§Ê⁄U ∑§Ë
ŸËÁÃÿÊ¥ ∑§ •ŸÈM§¬ Ÿ„UË¥ „UÊ ⁄U„UÊ „ÒU– ß‚ ¬˝∑§Ê⁄U Áfl‡fl ’Ò¥∑§ Ÿ
ß‚ ¬Á⁄UÿÊ¡ŸÊ ‚ 1994 ◊¥ •¬Ÿ „UÊÕ πË¥ø Á‹∞– „UÊ‹Ê¢Á∑§
⁄UÊÖÿ ‚⁄U∑§Ê⁄U Ÿ ¬Á⁄UÿÊ¡ŸÊ ¡Ê⁄UË ⁄UπŸ ∑§Ê ÁŸáÊ¸ÿ Á‹ÿÊ– ß‚
¬⁄U ◊ÉÊÊ ¬Ê≈U∑§⁄U ∑§ 1993 ◊¥ ÷Íπ „U«∏UÃÊ‹ ⁄UπË Á¡‚∑§Ê ◊ÈÅÿ
©Ug‡ÿ ’Ê°œ ÁŸ◊Ê¸áÊ SÕ‹ ‚ ‹ÊªÊ¥ ∑§ ÁflSÕÊ¬Ÿ ∑§Ê ⁄UÊ∑§ŸÊ ÕÊ–
•ÊãŒÊ‹Ÿ∑§ÃÊ¸•Ê¥ Ÿ ¡’ ŒπÊ Á∑§ Ÿ◊¸ŒÊ ÁŸÿ¢òÊáÊ ÁŸª◊ ÃÕÊ
⁄UÊÖÿ ‚⁄U∑§Ê⁄U mÊ⁄UÊ 1987 ◊¥ ¬ÿÊ¸fl⁄UáÊ ÃÕÊ flŸ ◊¢òÊÊ‹ÿ mÊ⁄UÊ
ÁŒÿ ªÿ ÁŒ‡ÊÊ-ÁŸŒ¸‡ÊÊ¥ ∑§Ê Ÿ„UË¥ ‹ÊªÍ Á∑§ÿÊ ¡Ê ⁄U„UÊ „ÒU, ÃÊ
1994 ◊¥ Ÿ◊¸ŒÊ ’øÊ•Ê •ÊãŒÊ‹Ÿ Ÿ ‚flÊ¸ìÊ ãÿÊÿÊ‹ÿ ◊¥ ∞∑§
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ÿÊÁø∑§Ê Œ¡¸ ∑§Ë ÃÕÊ ãÿÊÿ¬ÊÁ‹∑§Ê ‚ ∑§‚ ∑§ ÁŸ¬≈UÊ⁄U Ã∑§
’Ê°œ ∑§ ÁŸ◊Ê¸áÊ ∑§Êÿ¸ ∑§Ê ⁄UÊ∑§Ÿ ∑§Ë ªÈ¡ÊÁ⁄U‡Ê ∑§Ë– 1995 ∑§
•Ê⁄Uê÷ ◊¥ ‚È¬˝Ë◊ ∑§Ê≈¸U Ÿ •ÊŒ‡Ê ÁŒÿÊ Á∑§ ‚⁄U∑§Ê⁄U ’Ê°œ ∑§
’Ê∑§Ë ∑§ÊÿÊZ ∑§Ê Ã’ Ã∑§ ⁄UÊ∑§ Œ ¡’ Ã∑§ ÁflSÕÊÁ¬Ã „UÊ øÈ∑§
‹ÊªÊ¥ ∑§ ¬ÈŸflÊ¸‚ ∑§Ê ¬˝’¢œ Ÿ„UË¥ „UÊ ¡ÊÃÊ– 18 •Ä≈ÍU’⁄U, 2000
∑§Ê ‚flÊ¸ìÊ ãÿÊÿÊ‹ÿ Ÿ ’Ê°œ ∑§ ∑§Êÿ¸ ∑§Ê Á»§⁄U ‡ÊÈM§ ∑§⁄UŸ ÃÕÊ
ß‚∑§Ë ™°§øÊß¸ 90 ◊Ë≈U⁄U Ã∑§ ’…∏UÊŸ ∑§Ë ◊¢¡Í⁄UË Œ ŒË– ß‚◊¥
∑§„UÊ ªÿÊ Á∑§ ™°§øÊß¸ ¬„U‹ 90 •ÊÒ⁄U Á»§⁄U 138 ◊Ë≈U⁄U Ã∑§ ¡Ê
‚∑§ÃË „U, ‹Á∑§Ÿ ß‚∑§ Á‹∞ ∑§Œ◊-∑§Œ◊ ¬⁄U ÿ„U ‚ÈÁŸÁ‡øÃ
∑§⁄UŸÊ „UÊªÊ Á∑§ ¬ÿÊ¸fl⁄UáÊ ∑§Ê πÃ⁄UÊ ÃÊ Ÿ„UË¥ „ÒU •ÊÒ⁄U ‹ÊªÊ¥ ∑§Ê
’‚ÊŸ ∑§Ê ∑§Êÿ¸ ΔUË∑§ Ã⁄UË∑§ ‚ ø‹ ⁄U„UÊ „ÒU, ‚ÊÕ „UË
ãÿÊÿ¬ÊÁ‹∑§Ê Ÿ ÁflSÕÊÁ¬Ã ‹ÊªÊ¥ ∑§ ¬ÈŸflÊ¸‚ ∑§ Á‹∞ ÁŒ‡ÊÊ-
ÁŸŒ¸‡Ê ÁŒ∞ Á¡Ÿ∑§ •ŸÈ‚Ê⁄U Ÿÿ SÕÊŸ ¬⁄U ¬ÈŸflÊ¸Á‚Ã ‹ÊªÊ¥ ∑§
Á‹∞ 500 √ÿÁQ§ÿÊ¥ ¬⁄U ∞∑§ ¬˝Êß¸◊⁄UË S∑Í§‹, ∞∑§ ¬¢øÊÿÃ ÉÊ⁄U,
∞∑§ ÁøÁ∑§à‚Ê‹ÿ, ¬ÊŸË ÃÕÊ Á’¡‹Ë ∑§Ë √ÿflSÕÊ ÃÕÊ ∞∑§
œÊÁ◊¸∑§ SÕ‹ •fl‡ÿ „UÊŸÊ øÊÁ„U∞– •¬˝Ò‹ 2006 ◊¥ Ÿ◊¸ŒÊ
’øÊ•Ê •ÊãŒÊ‹Ÿ ◊¥ ∞∑§ ’Ê⁄U Á»§⁄U ‚ ©Uª˝ÃÊ •Êß¸, ÄÿÊ¥Á∑§
’Ê°œ ∑§Ë ™°§øÊß¸ 110 ◊Ë≈U⁄U ‚ ’…∏UÊ∑§⁄U 122 ◊Ë≈U⁄U Ã∑§ ‹ ¡ÊŸ
∑§Ê ÁŸáÊ¸Úÿ Á‹ÿÊ ªÿÊ– ◊ÉÊÊ ¬Ê≈U∑§⁄U ¡Ê ¬„U‹ ‚ „UË ÁflSÕÊÁ¬Ã
„ÈU∞ ‹ÊªÊ¥ ∑§ ¬ÈŸflÊ¸‚ ∑§Ë ◊Ê°ª ∑§Ê ‹∑§⁄U ‚¢ÉÊ·¸ ∑§⁄U ⁄U„UË ÕË¥,
•Ÿ‡ÊŸ ¬⁄U ’ÒΔU ªÿË¥– 17 •¬˝Ò‹, 2006 ∑§Ê Ÿ◊¸ŒÊ ’øÊ•Ê
•ÊãŒÊ‹Ÿ ∑§Ë ÿÊÁø∑§Ê ¬⁄U ©UìÊÃ◊ ãÿÊÿÊ‹ÿ Ÿ ‚ê’ÁãœÃ
⁄UÊÖÿ ‚⁄U∑§Ê⁄UÊ¥ ∑§Ê øÃÊflŸË ŒË Á∑§ ÿÁŒ ÁflSÕÊÁ¬ÃÊ¥ ∑§Ê ©UÁøÃ
¬ÈŸflÊ¸‚ Ÿ„UË¥ „ÈU•Ê ÃÊ ’Ê°œ ∑§Ê •ÊÒ⁄U •Êª ÁŸ◊Ê¸áÊ ∑§Êÿ¸ ⁄UÊ∑§
ÁŒÿÊ ¡Ê∞ªÊ–

ÁflcáÊÊß¸ •ÊãŒÊ‹Ÿ

◊äÿ∑§Ê‹ËŸ ⁄UÊ¡SÕÊŸ ‚ „U◊¥ ¬ÿÊ¸fl⁄UáÊ øÃŸÊ ∑§Ê ∞∑§
‚ÈŒÍ⁄U ©UŒÊ„U⁄UáÊ Á◊‹ÃÊ „ÒU– Áfl‡ŸÊß¸ ‚ê¬˝ŒÊÿ ∑§ ‚¢SÕÊ¬∑§
¡Êê÷Ê¡Ë (1451-1536 ß¸.) mÊ⁄UÊ •¬Ÿ •ŸÈÿÊÁÿÿÊ¥ ∑§ Á‹∞
29 ÁŸÿ◊ ÁŒ∞ ª∞ Õ– ßã„UË¥ 29 ÁŸÿ◊Ê¥ •ÕÊ¸Ã˜ ’Ë‚ •ÊÒ⁄U ŸÊÒ
∑§ ∑§Ê⁄UáÊ „UË ß‚ ‚ê¬˝ŒÊÿ ∑§Ê ŸÊ◊ Á’‡ŸÊß¸ ¬«∏UÊ, ßŸ◊¥ ‚
•Áœ∑§Ê¢‡Ê ¬ÿÊ¸fl⁄UáÊ ∑§ ‚ÊÕ ‚„UøÊÁ⁄UÃÊ ’ŸÊÿ ⁄UπŸ ¬⁄U ’‹
ŒÃ „Ò¥U ¡Ò‚ „U⁄U-÷⁄U flÎˇÊÊ¥ ∑§Ê ∑§Ê≈UŸ ÃÕÊ ¬‡ÊÈflœ ∑§Ë ¬Ê’¢ŒË–
©U‚ ‚◊ÿ ⁄UÊ¡SÕÊŸ ∑§ ¡Ê ∑§ÀflÎˇÊ Õ, fl π¡«UË ∑§ ¬«∏U Õ,
¡Ê ⁄UÁªSÃÊŸË ¬Á⁄UÁSÕÁÃÿÊ¥ ◊¥ ÷Ë ¬Ÿ¬ ¡ÊÃ Õ– ©UŸ‚ ∑§fl‹
¬‡ÊÈ•Ê¥ ∑§Ê øÊ⁄UÊ „UË Ÿ„UË¥ Á◊‹ÃÊ ÕÊ, ©UŸ∑§Ë»§Á‹ÿÊ¥ ‚ ◊ŸÈcÿÊ¥
∑§Ê πÊŸÊ ÷Ë Á◊‹ÊÃ ÕÊ– ∞‚Ê ÷Ë ◊ÊŸÊ ¡ÊÃÊ „ÒU ªÈL§ ¡ê◊‡fl⁄U
÷ªflÊŸ Ÿ “™°§ ÁflcáÊÈ” ∑§Ê ◊¢òÊ ÁŒÿÊ ÕÊ ∞fl¢ ÷ªflÊŸ ÁflcáÊÈ ∑§Ë
©U¬Ê‚ŸÊ ∑§⁄UŸ ∑§ ∑§Ê⁄UáÊ ¡Êê÷Ê¡Ë mÊ⁄UÊ ¬˝flÁÃ¸Ã ŸflËŸ ‚ê¬˝ŒÊÿ
“ÁflcáÊÊß¸ ‚ê¬˝ŒÊÿ” ∑§„U‹ÊÃÊ „ÒU– ß‚ ‚ê¬˝ŒÊÿ ∑§ ‹ÊªÊ¥ ∑§Ê
ÿÈÁQ§¬flÍ¸∑§ ¡ËflŸ ¡ËÃ „ÈU∞ ◊ÈÁQ§ ∑§Ë •Ê⁄U •ª˝‚⁄U „UÊŸ ∑§
ÁŸÁ◊ûÊ 29 ÁŸÿ◊Ê¥ ∑§Ê ¬Ê‹Ÿ ∑§⁄UŸ ∑§Ê ©U¬Œ‡Ê–

•Êª ø‹∑§⁄U ¡Êê’Ê¡Ë ∑§Ê ¬˝÷Êfl ‹ÊªÊ¥ ∑§ NUŒÿ ¬⁄U
∑§Ê»§Ë ª„U⁄UÊß¸ ¬⁄U ¬«∏UÊ– ‚Ÿ˜ 1970 ◊¥ ¡Êœ¬È⁄U ∑§ ◊„UÊ⁄UÊ¡Ê
•¡ÿ Á‚¢„U Ÿ ∞∑§ Áfl‡ÊÊ‹ ◊„U‹ ’ŸÊŸ ∑§Ë ÿÊ¡ŸÊ ’ŸÊß¸– ¡’
◊„U‹ ∑§ Á‹∞ ‹∑§«∏UË ∑§Ë ’ÊÃ •Êß¸ ÃÊ ÿ„U ‚È¤ÊÊfl ÁŒÿÊ ªÿÊ
Á∑§ ⁄UÊ¡SÕÊŸ ◊¥ flÎˇÊÊ¥ ∑§Ê •∑§Ê‹ „ÒU, ‹Á∑§Ÿ ∑§fl‹ ∞∑§ „UË
¡ª„U „ÒU ¡„UÊ° ’„ÈUÃ ◊Ê≈U-◊Ê≈U ¬«∏U „Ò¥U fl„U „ÒU Á’‡ŸÊß¸ ‚◊Ê¡ ∑§Ê
Áπ¡«∏UË ªÊ°fl– ◊„UÊ⁄UÊ¡Ê ∑§ „ÈU∑È§◊ ◊„U‹ ∑§ ‹ÊªÊ ¥ ∑§Ê
∑È§À„UÊÁ«∏UÿÊ¥ ∑§ ‚ÊÕ ©U‚ ªÊ°fl ÷¡Ê ªÿÊ– fl ‹Êª ª∞ •ÊÒ⁄U
∑È§À„UÊÁ«∏UÿÊ¥ ‚ ‚Ëœ π¡«∏UË ∑§ ◊Ê≈U-◊Ê≈U ¬«∏U ∑§Ê≈UŸ ‹ª–
©U‚Ë ‚◊ÿ ∞∑§ ’„UŸ •◊ÎÃÊ ŒflË ¿UÊ¿U Áfl‹Ê ⁄U„UË ÕË– ©U‚∑§
∑§ÊŸÊ¥ ◊¥ •¡ËÃ ‚Ë •ÊflÊ¡ •Êß¸, ¬«∏U ∑§Ê≈UŸ ∑§Ë •ÊflÊ¡ ¡Ê
©U‚Ÿ ∑§÷Ë ‚ÈŸË Ÿ„UË¥ ÕË– fl„U ’Ê„U⁄U •Êß¸– ©U‚Ÿ ∑§„UÊ—ÄÿÊ
∑§⁄U ⁄U„U „UÊ ? L§∑§Ê! ¬«∏U ∑§Ê≈UŸ flÊ‹Ê¥ Ÿ ∑§„UÊ Á∑§ ⁄UÊ¡Ê ∑§Ê
„ÈUÄ◊ „ÒU– ß‚ ¬⁄U •◊ÎÃÊ ŒflË Ÿ ∑§„UÊ ⁄UÊ¡Ê ∑§Ê „ÈUÄ◊ ÷‹ „UË
„UÊ, ‹Á∑§Ÿ ÿ„U „U◊Ê⁄U ¬¢Õ ∑§ Áπ‹Ê»§ „ÒU– ¬«∏U ∑§Ê≈UŸ flÊ‹Ê¥ ∑§
Ÿ„UË¥ ◊ÊŸŸ ¬⁄U •◊ÎÃÊ ŒflË Ÿ »Ò§‚‹Ê Á‹ÿÊ Á∑§ ÿÁŒ œ◊¸ ∑§Ë
⁄UˇÊÊ ∑§ Á‹∞, ¬«∏U ∑§Ë ⁄UˇÊÊ ∑§ Á‹∞, ¬˝ÊáÊÊ¥ ∑§Ë •Ê„ÈUÁÃ ÷Ë ŒŸË
¬«∏U, ÃÊ fl„U ∑§◊ „ÒU– fl„U ¬«∏U ‚ Á‹¬≈U ªß¸ •ÊÒ⁄U ©U‚Ÿ •¬ŸÊ
’Á‹ŒÊŸ Œ ÁŒÿÊ– ©U‚∑§Ë ÃËŸÊ¥ ’Á≈UÿÊ° ÷Ë ¬Ê‚ „UË π«∏UË ÕË¥ fl
’Ê⁄UË-’Ê⁄UË ‚ ¬«∏UÊ ¥ ‚ Á‹¬≈U ªß¸ •ÊÒ⁄U ©Uã„UÊ¥Ÿ ÷Ë •¬ŸÊ
’Á‹ŒÊŸ Œ ÁŒÿÊ– ÿ„U π’⁄U ‚Ê⁄U ˇÊòÊ ◊¥ »Ò§‹ ªß¸ •ÊÒ⁄U ŒπÃ
„UË ŒπÃ 363 Á’‡ŸÊßÿÊ¥ Ÿ ß‚ SÕÊŸ ¬⁄U •¬ŸÊ ’Á‹ŒÊŸ Œ
ÁŒÿÊ– ¡’ flÎˇÊ-¬˝◊Ë Á⁄Uø«¸U ’⁄Ufl ’∑§⁄U ÷Ê⁄UÃ •Ê∞ •ÊÒ⁄U
©Uã„UÊ¥Ÿ ÿ„U ∑§„UÊŸË ‚ÈŸË, ÃÊ fl„U ªŒªŒ „UÊ ª∞– ©Uã„UÊ¥Ÿ Áfl‡fl
∑§ ‚÷Ë Œ‡ÊÊ¥ ◊¥ flÎˇÊ ◊ÊŸfl ‚¢SÕÊ ∑§ ◊Êäÿ◊ ‚ ß‚ ∑§„UÊŸË
∑§Ê ¬˝øÊÁ⁄UÃ Á∑§ÿÊ– ©Uã„UÊ¥Ÿ ∑§„UÊ, ÿ„U ÷Ê⁄UÃ ∑§Ë ◊„UÊŸ˜ ‚¢S∑Î§ÁÃ
„ÒU •ÊÒ⁄U ŒÈÁŸÿÊ ∑§ ‚Ê◊Ÿ •Ê¡ ÃÊ ‚¢∑§≈U „ÒU, ©U‚∑§Ê ©UûÊ⁄U ß‚◊¥
Á¿U¬Ê „ÈU•Ê „ÒU– •Êª ø‹∑§⁄U ß‚ •ÊãŒÊ‹Ÿ Ÿ ÷Ê⁄UÃ ◊¥ ‹ÊªÊ¥
∑§Ê Áø¬∑§Ê •ÊãŒÊ‹Ÿ ∑§ Á‹∞ ¬˝Á⁄UÃ Á∑§ÿÊ–

‚Êß‹¥≈U ÉÊÊ≈UË •ÊãŒÊ‹Ÿ
‚Êß‹¥≈U ÉÊÊ≈UË ∑§⁄U‹Ê ◊¥ ÁSÕÃ „ÒU– ÿ„U ∞∑§ Áfl‡ÊÊ‹ ¡¢ª‹

„ÒU ¡Ê ∑§⁄U‹Ê ∑§ ¬Ê‹ÉÊÊ≈U Á¡‹ ◊¥ ÁSÕÃ „ÒU– ß‚ ¡¢ª‹ ◊¥
∑È¢§ÕË¬ÈÖ„UÊ ŸŒË ◊ÈÅÿ M§¬ ‚ ’„UÃË „ÒU– 1928 ◊¥ ∑È¢§ÕË¬ÈÖ„UÊ
ŸŒË ∑§ ÁŸ∑§≈U ‚Ò⁄Uœ˝Ë SÕÊŸ ∑§Ê ⁄UÊÖÿ ‚⁄U∑§Ê⁄U Ÿ Á’¡‹Ë
©Uà¬ÊŒŸ ∑§ Á‹∞ ÁøÁã„UÃ Á∑§ÿÊ– ÿ„U ¡ª„U ©UŸ∑§Ê Á’¡‹Ë
©Uà¬ÊŒŸ ∑§ Á‹∞ •ÊŒ‡Ê¸ ‹ªË– 1970 ◊¥ ∑§⁄U‹Ê ⁄UÊÖÿ ÁfllÈÃ˜
’Ê«¸U Ÿ ß‚ SÕÊŸ ¬⁄U ¡‹ ÁfllÈÃ˜ ’Ê°œ („UÊß«˛UÊ ß‹ÁÄ≈˛U∑§
«ÒU◊) ’ŸÊŸ ∑§Ê ¬˝SÃÊfl ⁄UπÊ Á¡‚‚ 8·9 Á∑§‹Ê◊Ë≈U⁄U ∑§Ê ˇÊòÊ
¬ÊŸË ◊¥ «ÍU’ ¡ÊÃÊ– ÿÊ¡ŸÊ •ÊÿÊª Ÿ ß‚ ’Ê°œ ∑§Ê ’ŸÊŸ ∑§
Á‹∞  25 ∑§⁄UÊ«∏U ∑§Ë œŸ⁄UÊÁ‡Ê SflË∑Î§Ã ∑§⁄U ŒË– ¡Ò‚ „UË ’Ê°œ
’ŸŸ ∑§Ë ÉÊÊ·áÊÊ „ÈUß¸ ‹ÊªÊ¥ Ÿ ©U‚∑§Ê Áfl⁄UÊœ ‡ÊÈM§ ∑§⁄U ÁŒÿÊ–
‡ÊÊ¢ÁÃ ÉÊÊ≈UË (‚Êß‹¥≈U flÒ‹Ë) •¬Ÿ „UÁ⁄UÿÊ‹Ë «∏U ¬ÊÒœÊ¥ •ÊÒ⁄U
¡¢ª‹ ∑§ Á‹∞ ¡ÊŸË ¡ÊÃË „ÒU– ÿ„U ˇÊòÊ ¡Òfl ÁflÁflœÃÊ ‚
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‚ê¬ãŸ „ÒU, ß‚Á‹∞ ‹ÊªÊ¥ Ÿ ß‚∑§Ê Áfl⁄UÊœ ‡ÊÈM§ ∑§⁄U ÁŒÿÊ–
‡ÊÊ¢ÁÃ ÉÊÊ≈UË ◊¥ ‹ê’Ë ¬Í¢¿U flÊ‹ ◊∑§Ê∑§ ’¢Œ⁄U ÷Ë ¬Ê∞ ¡ÊÃ „Ò¥U,
Á¡Ÿ∑§Ê ŒÈ‹¸÷ ¬˝¡ÊÁÃ ‚◊¤ÊÊ ¡ÊÃÊ „ÒU– ⁄UÊ◊È‹‚ flË≈UÊ∑§⁄U
Á¡ã„UÊ¥Ÿ ◊º˝Ê‚ ‚¬¸ ©UlÊŸ ∑§Ë SÕÊ¬ŸÊ ∑§Ë ÕË, ©Uã„UÊ¥Ÿ ‚’‚
¬„U‹ ’Ê°œ ÿÊ¡ŸÊ ∑§Ê Áfl⁄UÊœ ∑§⁄UŸÊ ‡ÊÈM§ Á∑§ÿÊ– 1977 ◊¥
∑§⁄U‹Ê flŸ Á⁄U‚ø¸ ‚¢SÕÊŸ Ÿ ‚fl¸ ∑§⁄UŸÊ ‡ÊÈM§ Á∑§ÿÊ Á∑§ ’Ê°œ
’ŸŸ ∑§ ’ÊŒ ¬ÿÊ¸fl⁄UáÊ ∑§Ê Á∑§ÃŸÊ ŸÈ∑§‚ÊŸ „UÊªÊ– ‡ÊÊ¢ÁÃ ÉÊÊ≈UË
∑§Ê ’øÊŸ ∑§ Á‹∞ “∑§⁄U‹Ê ‡ÊSòÊ ‚ÊÁ„Uàÿ ¬Á⁄U·Œ˜” Ÿ ◊„Uûfl¬ÍáÊ¸
÷ÍÁ◊∑§Ê ÁŸ÷Êß¸– ©Uã„UÊ¥Ÿ ∑§ß¸ ¬Áé‹∑§ ◊ËÁ≈¢Uª ∑§Ë, ß‚◊¥ ‹ÊªÊ¥
∑§Ê ’Ê°œ ’ŸŸ ∑§ ’ÊŒ ¬ÿÊ¸fl⁄UáÊ ∑§Ê „UÊŸ flÊ‹ ŸÈ∑§‚ÊŸ ∑§ ’Ê⁄U
◊¥ ÁflSÃÊ⁄U ‚ ¡ÊŸ∑§Ê⁄UË ŒË– ‚ÈªÊÕÊ ∑È§◊Ê⁄UË ¡Ê ∑§⁄U‹Ê ∑§Ë
ÁflÅÿÊÃ ∑§ÁflòÊË ÕË, fl„U ÷Ë ß‚ •ÊãŒÊ‹Ÿ ◊¥ ¡È«∏U ªß¸– ©Uã„UÊ¥Ÿ
“‡ÊÊ¢ÁÃ ÉÊÊ≈UË ’øÊ•Ê” ∑§Ê ŸÊ⁄UÊ ÁŒÿÊ– ‡ÊÊ¢ÁÃ ÉÊÊ≈UË ∑§Ê ’øÊŸ ∑§
Á‹∞ ©Uã„UÊ ¥Ÿ ∑§ß¸ ∑§ÁflÃÊ∞° ÷Ë Á‹πË¥ Á¡ã„UÊ ¥Ÿ Á¡ã„UÊ ¥Ÿ
•ÊãŒÊ‹Ÿ ◊¥ ‹ÊªÊ¥ ∑§Ê ¡ÊªM§∑§ ’ŸÊÿÊ– «UÊÚÄ≈U⁄U ‚‹Ë◊ •‹Ë
¡Ê ∞∑§ ¬˝Á‚h ¬ˇÊË ÁflôÊÊŸË Õ •ÊÒ⁄U ◊Èê’ß¸ ŸøÈ⁄U‹ Á„US≈˛UË
‚Ê‚Êÿ≈UË ∑§ ‚ŒSÿ Õ ©Uã„UÊ¥Ÿ ß‚ ¡‹ÁfllÈÃ ’Ê°œ ¬Á⁄UÿÊ¡ŸÊ
∑§Ê ’ãŒ ∑§⁄UŸ ∑§Ë •¬Ë‹ ∑§Ë–

‡ÊÊ¢ÁÃ ÉÊÊ≈UË ∑§ ¬«∏UÊ¥ ∑§Ê ∑§Ê≈UŸ ∑§Ê ⁄UÊ∑§Ÿ ∑§ Á‹∞ ∑§⁄U‹Ê
„UÊß¸ ∑§Ê≈¸U ◊¥ ÿÊÁø∑§Ê ŒÊÿ⁄U ∑§Ë ªß¸– «UÊÚ. ∞◊. ∞‚. SflÊ◊ËŸÊÕŸ
¡Ê ∞∑§ ¡ÊŸ-◊ÊŸ ∑Î§Á· flÒôÊÊÁŸ∑§ Õ •ÊÒ⁄U ∑Î§Á· Áfl÷Êª ∑§
‚Áøfl Õ ©Uã„UÊ¥Ÿ ‡ÊÊ¢ÁÃ ÉÊÊ≈UË ∑§Ê ∞∑§ •Ê⁄UÁˇÊÃ ¬ÿÊ¸fl⁄UáÊ ¬Ê∑¸§
’ŸÊŸ ∑§Ë ’ÊÃ ∑§„UË– ©Uã„UÊ¥Ÿ ∑§„UÊ Á∑§ ‡ÊÊ¢ÁÃ ÉÊÊ≈UË ∑§ 8·9
Á∑§‹Ê◊Ë≈U⁄U flª¸ ˇÊòÊ •ÊÒ⁄U ß‚‚ ‹ª „ÈU∞ •◊Ê⁄UÊ’Ê‹◊ (80 flª¸
Á∑§◊Ë), •^ÔUÊ¬aÔUË (120 flª¸ Á∑§◊Ë), ¡Ò‚ ˇÊòÊÊ¥ ∑§Ê Á◊‹Ê∑§⁄U
∞∑§ ¬˝Ê∑Î§ÁÃ∑§ ¬Ê∑¸§ ’ŸÊŸ ∑§Ë ’ÊÃ ∑§„UË– 1980 ¡Ÿfl⁄UË ◊„UËŸ
◊¥ ∑§⁄U‹Ê „UÊß¸∑§Ê≈¸U ◊¥ Á»§⁄U ‚ ‡ÊÊ¢ÁÃ ÉÊÊ≈UË ∑§ ¬«∏UÊ¥ ∑§Ê ∑§Ê≈UŸ
∑§Ë •ŸÈ◊ÁÃ Œ ŒË, ‹Á∑§Ÿ Ãà∑§Ê‹ËŸ ¬˝œÊŸ◊¢òÊË ß¢ÁŒ⁄UÊ ªÊ°œË Ÿ
∑§⁄U‹ ‚⁄U∑§Ê⁄U ‚ ß‚ ¡‹ÁfllÈÃ ’Ê°œ ¬Á⁄UÿÊ¡ŸÊ ∑§Ê ’ãŒ ∑§⁄UŸ
∑§Ë ’ÊÃ ∑§„UË– ©Uã„UÊ¥Ÿ ∑§„UÊ Á∑§ ß‚ ¬⁄U ÁflSÃÊ⁄U ‚ ÁfløÊ⁄U
∑§⁄UŸÊ øÊÁ„U∞, ©U‚∑§ ’ÊŒ „UË ’Ê°œ ’ŸÊŸÊ øÊÁ„U∞– 1982 ◊¥
∞∑§ ∑§◊≈UË ’ŸÊß¸ ªß¸, Á¡‚∑§Ê øÿ⁄U◊ÒŸ ∞Ÿ.¡Ë. ∑§ ◊ŸŸ •ÊÒ⁄U
◊Êœfl ª«UÁª‹, ÁŒ‹Ë¬ ∑§ Áfl‡flÊ‚ ∑§Ê ’ŸÊÿÊ ªÿÊ– ∑È§å¿U
•ãÿ ‹Êª ß‚ ∑§◊≈UË ◊¥ ‡ÊÊÁ◊‹ Õ– 1983 ◊¥ ◊ŸŸ ∑§◊≈UË Ÿ
•¬ŸË Á⁄U¬Ê≈¸U ¬˝SÃÈÃ ∑§Ë– Á⁄U¬Ê≈¸U ∑§Ê •ë¿UË Ã⁄U„U ¬…∏UŸ ∑§ ’ÊŒ
Ãà∑§Ê‹ËŸ ¬˝œÊŸ◊¢òÊË üÊË◊ÃË ß¢ÁŒ⁄UÊ ªÊ¢œË Ÿ ‡ÊÊ¢ÁÃ ÉÊÊ≈UË ◊¥ ’ŸŸ
flÊ‹ ¡‹ÁfllÈÃ˜ ’Ê°œ ¬Á⁄UÿÊ¡ŸÊ ∑§Ê ’ãŒ ∑§⁄UŸ ∑§Ê •ÊŒ‡Ê Œ
ÁŒÿÊ– 15 Ÿflê’⁄U, 1984 ∑§Ê ß‚ ∞∑§ ⁄UÊc≈˛UËÿ ©UlÊŸ ∑§Ê Œ¡Ê¸
Œ ÁŒÿÊ ªÿÊ •ÊÒ⁄U ß‚ ‚¢⁄UÁˇÊÃ ¬∑§Ê¸ ’ŸÊ ÁŒÿÊ ªÿÊ– 7
Á‚Ãê’⁄U, 1985 ∑§Ê Ãà∑§Ê‹ËŸ ¬˝œÊŸ◊¢òÊË ⁄UÊ¡Ëfl ªÊ°œË Ÿ ‡ÊÊ¢ÁÃ
ÉÊÊ≈UË Ÿ‡ÊŸ‹ ¬Ê∑¸§ ∑§Ê ©UŒ˜ÉÊÊ≈UŸ Á∑§ÿÊ •ÊÒ⁄U ‚Ò⁄¢Uœ˝Ë ◊¥ ß¢ÁŒ⁄UÊ
ªÊ°œË ∑§Ê ◊◊Ê⁄UË ÷Ë ß‚ ¬Ê∑¸§ ◊¥ ’ŸÊÿÊ ªÿÊ– flÃ¸◊ÊŸ ◊¥ ÿ„U
ÉÊÊ≈UË ŸË‹Áª⁄UË ¡Òfl ÁflÁflœÃÊ ¬Ê∑¸§ ∑§ •¢Ãª¸Ã ‚¢⁄UÁˇÊÃ ∑§⁄U ‹Ë
ªß¸ „ÒU–

ÁŸc∑§·¸
÷Ê⁄UÃËÿ ¬ÿÊ¸fl⁄UáÊ •ÊãŒÊ‹Ÿ ∑§Ê ◊ÈgÊ¥ ∑§ •ÊœÊ⁄U ¬⁄U ÃËŸ

flªÊZ ◊¥ ’Ê°≈UÊ ¡Ê ‚∑§ÃÊ „ÒU– ¬˝Õ◊ ‚◊Í„U ◊¥ ¡‹ ‚ ¡È«∏U
•ÊãŒÊ‹Ÿ „Ò ¥ U Á¡Ÿ◊¥ ◊ÈÅÿ „Ò ¥ U—Ÿ◊¸ŒÊ-Á≈U„U⁄UË ’øÊ•Ê
•ÊãŒÊ‹Ÿ, Áø‹∑§Ê ’øÊ•Ê •ÊãŒÊ‹Ÿ, ª¢ªÊ ◊ÈÁQ§ •ÊãŒÊ‹Ÿ,
¬ÊŸË ¬¢øÊÿÃ •ÊÁŒ– ßŸ∑§Ê ©Ug‡ÿ ¡‹ ∑§Ê ¬˝ŒÍ·áÊ ◊ÈQ§ ∑§⁄UŸÊ,
¬ÿ¡‹ ∑§Ë ¬˝ÊÁåÃ ÃÕÊ ¡‹ ‚¢⁄UˇÊáÊ ∑§Ë ¬⁄Uê¬⁄UÊªÃ Ã∑§ŸË∑§Ê¥
∑§Ê ¬˝ÿÊvª ◊¥ ‹ÊŸÊ „ÒU– ŒÍ‚⁄U flª¸ ◊¥ ¡¢ª‹ ‚ ¡È«∏U •ÊãŒÊ‹Ÿ
„Ò¥U– ßŸ◊¥ ◊ÈÅÿ „Ò¥U—ÁflcáÊÈß¸ •ÊãŒÊ‹Ÿ, Áø¬∑§Ê-•Áå¬∑§Ê
•ÊãŒÊ‹Ÿ, ‚Êß‹¥≈U ÉÊÊ≈UË •ÊãŒÊ‹Ÿ •ÊÁŒ– ßŸ∑§Ê ◊ÈÅÿ ©Ug‡ÿ
flŸÊ¥ ∑§Ê ‚¢⁄UÁˇÊÃ ∑§⁄UŸÊ, ¡Òfl ÁflÁflœÃÊ ∑§Ë ⁄UˇÊÊ ∑§⁄UŸÊ ÃÕÊ flŸ
‚¢‚ÊœŸÊ¥ ◊¥ •Ê◊ •ÊŒ◊Ë ∑§Ë ÷ÊªËŒÊ⁄UË ‚ÈÁŸÁ‡øÃ ∑§⁄UŸÊ „ÒU–
ÃË‚⁄U ‚◊Í„U ◊¥ ¡◊ËŸ ‚ ¡È«∏U •ÊãŒÊ‹Ÿ „Ò¥U ¡Ê Á◊^ÔUË ∑§Ë ©Ufl¸⁄UÊ
‡ÊÁQ§ ’…∏UÊŸ, Á◊^ÔUË ∑§Ê ∑§≈UÊfl ⁄UÊ∑§Ÿ ÃÕÊ ’«∏UË ¬Á⁄UÿÊ¡ŸÊ•Ê¥
∑§ ∑§Ê⁄UáÊ ÁflSÕÊÁ¬Ã ‹ÊªÊ¥ ∑§ •Áœ∑§Ê⁄UÊ¥ ∑§Ê ’øÊŸ ∑§ Á‹∞
‚¢ÉÊ·¸⁄UÃ „Ò¥U– ßŸ◊¥ ◊ÈÅÿ „Ò¥U—’Ë¡ ’øÊ•Ê •ÊãŒÊ‹Ÿ, Ÿ◊¸ŒÊ
ÃÕÊ Á≈U„U⁄UË ’øÊ•Ê •ÊãŒÊ‹Ÿ– ß‚ oÎ¢π‹Ê ◊¥ ◊ÈÅÿÃ— ßŸ
‚÷Ë •ÊãŒÊ‹ŸÊ¥ ◊¥ ©Ug‡ÿÊ¥, ∑§Êÿ¸∑˝§◊Ê¥ ÃÕÊ ßŸ∑§ ‚¢ÉÊ·ÊZ ∑§Ê
ÁflSÃÊ⁄U ‚ ⁄UπŸ ∑§Ë ∑§ÊÁ‡Ê‡Ê ∑§Ë ªß¸ „ÒU–
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‹Ê∑§ŸÊ≈U˜ÿ ∞∑§ ¬Á⁄Uøÿ
«UÊÚ. •Ê‹Ê∑§ Á◊üÊÊ* ∞fl¢ «UÊÚ. üÊË∑§ÊãÃ Á◊üÊÊ**

‹Ê∑§ ŸÊ≈U∑§ •Ê◊ ¡ŸÃÊ •¬Ÿ Á‹∞ •¬ŸÊ¥ ∑§ mÊ⁄UÊ
•Á÷ŸËÃ fl„U ¬⁄Uê¬⁄UÊ „ÒU ¡Ê ‚„U¡ ◊ŸÊ⁄¢U¡Ÿ ∑§⁄UŸ ◊¥ ‚◊Õ¸ ÃÊ
„ÒU „UË ‚ÊÕ „UË ‹Ê∑§ Á‡ÊˇÊÊ ∑§Ê ∞∑§ ‚‡ÊQ§ ◊Êäÿ◊ ÷Ë „ÒU– ß‚
ŒÍ‚⁄UÊ¥ ◊¥ ∑§„¥U ÃÊ ªËÃ, ŸÎàÿ •ÊÒ⁄U ‚¢ªËÃ ‚ ÿÈQ§ ‹Ê∑§ÊŸÈ⁄¢U¡∑§
∑§ÕÊflSÃÈ ∑§Ê ‹Ê∑§ ÷Ê·Ê ◊¥ •Á÷ŸËÃ „UÊŸÊ ‹Ê∑§ŸÊ≈U˜ÿ „ÒU–
‚Ê◊Êãÿ ¡ËflŸ ◊¥ •fl∑§Ê‡Ê ∑§ ‚◊ÿ ‹Ê∑§ŸÊ≈U˜ÿ ‚Êfl¸¡ÁŸ∑§
◊ŸÊ⁄¢U¡Ÿ ∑§Ê ‚flÊ¸ûÊ◊ ‚ÊœŸ „UÊÃÊ „ÒU– ÁŒŸ ÷⁄U ∑§Ë Á⁄UüÊ◊ ¡ãÿ
Ä‹ÊÁãÃ, ©U‹¤ÊŸÊ¥ •ÊÒ⁄U •fl‚ÊŒ ∑§Ê ¬Á⁄U„UÊ⁄U ◊ŸÈcÿ ß‚ ¬˝∑§Ê⁄U
∑§ ◊ŸÊ⁄¢U¡∑§ ∑§Êÿ¸∑˝§◊Ê¥ ◊¥ ¬ÊÃÊ „ÒU– „U⁄U ∞∑§ Œ‡Ê ∑§Ê ‹Ê∑§
¡ËflŸ-Ë‹Ê∑§ ŸÊ≈U˜ÿÊ¥ ∑§Ë ¤Ê¢∑§Ê⁄U ‚ ªÍ¡ÃÊ „ÒU–

‹Ê∑§-ŸÊ≈U˜ÿ ∑§Ë ¬⁄Uê¬⁄UÊ ’„ÈUÃ ¬˝ÊøËŸ „ÒU– flÒÁŒ∑§ ∑§Ê‹ ‚
„UË ŸÊ≈U∑§Ê¥ ∑§Ë ©Uà¬ÁûÊ ∑§Ê ßÁÃ„UÊ‚ ‡ÊÈM§ „UÊÃÊ „ÒU– ÷⁄UÃ◊ÈÁŸ ∑§
“ŸÊ≈U˜ÿ ‡ÊÊSòÊ” ◊¥ ŸÊ≈U∑§ ∑§Ë ©Uà¬ÁûÊ ∑§ ‚ê’ãœ ◊¥ ∞∑§ ∑§ÕÊ
∑§Ê ©UÀ‹π „ÒU Á∑§ ßãº˝ ÃÕÊ •ãÿ ŒflÃÊ•Ê¥ Ÿ ’˝rÊÔÊ ‚
◊ŸÊÁflŸÊŒ ∑§Ê ∞‚Ê ‚ÊœŸ ©Uà¬ãŸ ∑§⁄UŸ ∑§Ë ¬˝ÊÕ¸ŸÊ ∑§Ë ¡Ê
üÊ√ÿ •ÊÒ⁄U ŒÎcÿ ŒÊŸÊ¥ „UÊ •ÊÒ⁄U Á¡‚‚ ‚÷Ë flªÊZ ∑§ ‹ÊªÊ¥ ∑§Ê
◊ŸÊ⁄¢U¡Ÿ „UÊ– øÊ⁄UÊ¥ flŒÊ¥ ∑§Ê ¬ΔUŸ-¬ÊΔUŸ ‡ÊÍº˝Ê¥ ∑§ Á‹∞ ÁŸÁ·h
ÕÊ, ß‚Á‹∞ ¬¢ø◊flŒ ∑§Ë •Êfl‡ÿ∑§ÃÊ „ÈUß¸– ’˝rÊÔÊ Ÿ ´§ÇflŒ ‚
¬ÊΔU˜ÿ, ‚Ê◊Œfl ‚ ªÊŸ, ÿ¡Èfl¸Œ ‚ •Á÷Ÿÿ ÃÕÊ •Õfl¸flŒ ‚
⁄U‚ ‹∑§⁄U ŸÊ≈U˜ÿflŒ ∑§Ë ⁄UøŸÊ ∑§Ë– ß‚ Ã⁄U„U ŸÊ≈U∑§ ‚◊SÃ
√ÿÁQ§ÿÊ¥ ∑§ ◊ŸÊ⁄¢U¡Ÿ ∑§Ê ‚ÊœŸ „ÈU•Ê–

ŸÊ≈U∑§Ê¥ ∑§Ë flŒÊ¥ ∑§Ë ‚„U÷ÊÁªÃÊ

´§ÇflŒ ¬ÊΔU˜ÿ
ÿ¡Èfl¸Œ •Á÷Ÿÿ
‚Ê◊flŒ ªÊŸ
•Õfl¸flŒ ⁄U‚

flŒÊ¥ ◊¥ ŸÊ≈U∑§Ëÿ ÃàflÊ¥ ∑§ ’Ë¡ ¬˝ÊÃ „UÊÃ „Ò¥U– ´§ÇflŒ ∑§Ë
‚¢flÊŒÊà◊∑§ ´§øÊ∞¢ ŸÊ≈U∑§Ëÿ ‚¢flÊŒÊ¥ ∑§Ê ◊Í‹ M§¬ „ÒU– ªËÃ ŸÎàÿ
•ÊÒ⁄U •Á÷Ÿÿ ∑§ Ãàfl flŒÊ¥ ◊¥ ¬˝ÊåÃ „UÊÃ „Ò¥U– ©Uã„UË¥ ∑§ ÿÊª ‚
ŸÊ≈U∑§ ∑§Ê ¡ã◊ „ÈU•Ê „ÒU– ß¸‚Ê ¬Ífl¸ ÃË‚⁄UË ‡ÊÃÊéŒË ◊¥ ‚⁄UªÈ¡Ê
Á⁄UÿÊ‚Ã ∑§Ë ¬„UÊ«∏UË ◊¥ ‚ËÃÊ ’Ò¥ªÊ •ÊÒ⁄U ¡ÊªË÷⁄UÊ ªÈ»§Ê•Ê¥ ◊¥
ÁSÕÃ ¬˝ˇÊÊªÎ„U ¬˝ÊåÃ „UÊÃÊ „ÒU, ¡Ê Ãà∑§Ê‹ËŸ ŸÊ≈U˜ÿ Áfl‹Ê‚ ∑§Ê
¬Á⁄UøÊÿ∑§ „ÒU– ¬ÊÁáÊŸË ∑§ •c≈UÊäÿÊ¬Ë ◊¥ •Á÷ŸÃÊ•Ê¥ ∑§Ê
©UÀ‹π Á◊‹ÃÊ „ÒU– ¬Ã¢¡Á‹ ∑§ ◊„UÊ÷Êcÿ ◊¥ “∑¢§‚  flœ”  •ÊÒ⁄U

* Áfl÷ÊªÊäÿˇÊ Á„UãŒË, ∞‚.∞‚. ¬Ë.¡Ë. ∑§ÊÚ‹¡, ‡ÊÊ„U¡„UÊ°¬È⁄U,
** ‚„UÊÿ∑§ •ÊøÊÿ¸, Á„UãŒË, ∞‚.∞‚. ¬Ë.¡Ë. ∑§ÊÚ‹¡, ‡ÊÊ„U¡„UÊ°¬È⁄U

“•Á‹’ãœ” ŸÊ≈U∑§Ê¥ ∑§ •Á÷ŸËÃ „UÊŸ ∑§Ê fláÊ¸Ÿ Á◊‹ÃÊ „ÒU–
¬ÊÁ‹ ª˝ãÕÊ¥ ◊¥ ’ÊÒh, Á÷ˇÊÈ•Ê¥ ∑§ Á‹∞ ŸÊ≈U∑§ ŒπŸÊ ÁŸÁ·h „ÒU–
∑§Ê≈UÊÁªÁ⁄U ∑§Ë ⁄¢Uª‡ÊÊ‹Ê ◊¥ ŸÎàÿ ŒπŸ ∑§ •¬⁄UÊœ ◊¥ ŒÊ Á·ˇÊÈ•Ê¥
∑§Ê Œá«U ŒŸ ∑§Ê ÷Ë ©UÀ‹π „ÈU•Ê „ÒU– ‚¢S∑Î§Ã ‚ÊÁ„Uàÿ ◊¥
ŸÊ≈U∑§Ê¥ ∑§Ê ¬ÍáÊ¸ M§¬ ‚ Áfl∑§Ê‚ „ÈU•Ê „ÒU– ÷Ê‚, •‡flÉÊÊ·
ŸÊ≈U∑§Ê¥ ∑§Ê Áfl∑§Ê‚ ‹ªÊÃÊ⁄U ø‹ÃÊ ⁄U„UÊ „ÒU– ◊Èª‹ ‡ÊÊ‚Ÿ ∑§Ê‹
◊¥ ÿ„U ¬⁄Uê¬⁄UÊ Ÿc≈U „UÊ ªß¸– ß‚ ‚◊ÿ ÷ÁQ§ •ÊãŒÊ‹Ÿ ¬˝flÁÃ¸Ã
„UÊ ªÿÊ •ÊÒ⁄U ⁄UÊ◊ ÃÕÊ ∑Î§cáÊ ∑§ ¡ËflŸ øÁ⁄UÃ ¬˝∑§Ê‡Ê ◊¥ •Ê∞–
‚ªÈáÊ ’˝rÊÔ ∑§ ©U¬Ê‚∑§Ê¥ Ÿ ⁄UÊ◊ ÃÕÊ ∑Î§cáÊ ∑§ SflM§¬ ∑§Ê ¬˝‚Ê⁄U
∑§⁄UŸ ∑§ Á‹∞ ∑Î§cáÊ ‹Ë‹Ê •ÊÒ⁄U ⁄UÊ◊ ‹ËË‹Ê ∑§Ê ¡ã◊ Á∑§ÿÊ–
ß‚ Ã⁄U„U ÷ÁQ§ •ÊãŒÊ‹Ÿ ∑§ ¬˝÷Êfl ‚ ©UûÊ⁄U ÷Ê⁄UÃ ◊¥ ‹Ê∑§
œ◊Ë¸ ŸÊ≈U˜ÿ ¬⁄Uê¬⁄UÊ ∑§Ë ‡ÊÈM§•ÊÃ „ÈUß¸– •‹ª-•‹ª ¡ª„U ¬⁄U
œÊÁ◊¸∑§ ÷ÊflŸÊ ‚ ¬˝Á⁄UÃ „UÊ∑§⁄U ÷ªflÃ ‹Ë‹Ê•Ê¥ ∑§Ê ¬˝øÊ⁄U „UÊŸ
‹ªÊ •ÊÒ⁄U ŸÊ∑§ŸÊ≈U∑§Ê¥ ∑§ Áfl∑§Ê‚ ◊¥ Ã¡Ë „UÊŸ ‹ªË–

‹Ê∑§ ŸÊ≈U∑§Ê¥ ∑§ ‚◊Ê¡ ◊¥ •Ÿ∑§ÊŸ∑§ SflM§¬ ¬˝øÁ‹Ã
„Ò¥U—

1. ⁄UÊ‚ 2. SflÊ¢ª
3. ◊¢«∏ÒU‹Ë ÿÊ Ÿ∑§‹ 4. ÷ªÃ ÿÊ ŸÊÒ≈¢U∑§Ë
5. ‚¢ªËÃ SflÊ¢ª 6. πÊßÿÊ
7. ‡ÊÊ⁄UËÁ⁄U∑§ ÿÊ ∑§ÊÁÿ∑§–
ßŸ◊¥ ‚ ∑È§¿U ¬˝„U‚ŸÊà◊∑§ „UÊÃ „Ò¥ U •ÊÒ⁄U ∑È§¿U ŸÎàÿ

ŸÊ≈U˜ÿÊà◊∑§– ¬˝„U‚ŸÊà◊∑§ ◊¥ Á∑§‚Ë ∑§ÕÊ ÿÊ ÉÊ≈UŸÊ ∑§Ê •Á÷Ÿÿ
∑§Ê Áfl·ÿ ’ŸÊÿÊ ¡ÊÃÊ „ÒU •ÊÒ⁄U ŸÎàÿ ŸÊ≈U˜ÿÊà◊∑§ ◊¥ •Á÷Ÿÿ ∑§
‚ÊÕ-‚ÊÕ ‚¢ªËÃ ÃÕÊ ŸÎàÿ ∑§Ê ¬˝÷Êfl ÷Ë ⁄U„UÃÊ „ÒU– ÷Ê⁄UÃ ∑§
•‹ª-•‹ª ¬˝Œ‡ÊÊ¥ ◊¥ •‹ª-•‹ª ¬˝∑§Ê⁄U ∑§ ‹Ê∑§-ŸÊ≈U∑§
¬˝ø‹Ÿ ◊¥ „Ò¥U– ©UûÊ⁄U ÷Ê⁄UÃ ◊¥ ⁄UÊ◊‹Ë‹Ê ÃÕÊ ⁄UÊ‚‹Ë‹Ê ¬˝øÁ‹Ã
„Ò¥U, ÃÕÊ ¬Á‡ø◊Ë Á¡‹Ê¥ ◊¥ ŸÊÒ≈¢U∑§Ë •àÿÁœ∑§ ¬˝øÁ‹Ã „ÒU ◊äÿ
÷Ê⁄UÃ ◊¥ ◊Ê¢ø ŸÊ◊∑§ ŸÊ∑§ŸÊ≈U˜ÿ ¬˝Á‚h „ÒU– ◊Ê¢ø ‡ÊéŒ “◊Ê¢ø”
∑§Ê •¬÷˝¢‡Ê M§¬ „ÒU– ⁄UÊ¡SÕÊŸ ◊¥ ÅÿÊ‹ ∑§ΔU¬ÈÃ‹Ë ∑§ M§¬ ◊¥
ß‚∑§Ê ¬˝øÊ⁄U „ÒU– ªÈ¡⁄UÊÃ ◊¥ “÷flÊß¸” ŸÊ◊∑§ ‹Ê∑§ŸÊ≈U˜ÿ
‹Ê∑§Á¬˝ÿ „ÒU– ’¢ª‹Ê ◊¥ “¡ÊflÊ” ÃÕÊ “ª¢÷Ë⁄UÊ” ¬˝Á‚h „ÒU–
◊„UÊ⁄UÊc≈˛U ◊¥ Ã◊Ê‡ÊÊ, ‹Á‹Ã, ªÊœ‹, ’„ÈUM§Á¬ÿÊ •ÊÒ⁄U Œ‡ÊÊflÃÊ⁄U
¬˝ÅÿÊÃ „ÒU–
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ÁŸêŸÁ‹ÁπÃ ‹Ê∑§ŸÊ≈U˜ÿÊ¥ ∑§Ë ∑È§¿U Áfl‡Ê·ÃÊ∞° „Ò¥U Á¡Ÿ◊¥
‹Ê∑§-‚◊ÈŒÊÿ ∑§Ë ¬˝flÎÁûÊÿÊ° ‚◊ÊÁ„UÃ „Ò¥U—

2. ‚Ê◊ÍÁ„U∑§ •Á÷Ÿÿ—‹Ê∑§ŸÊ≈U˜ÿÊ¥ ◊¥ √ÿÁQ§ Áfl‡Ê· ∑§Ê
◊„Uàfl Ÿªáÿ „UÊÃÊ „ÒU– ‚ê¬ÍáÊ¸ ŸÊ≈U∑§ ◊¢«U‹Ë ∑§ ‚¢ÿÈQ§
•Á÷Ÿÿ ∑§ mÊ⁄UÊ ‚◊Í„U, ¡ÊÁÃ •ÕflÊ ‚◊Ê¡ ∑§Ë ÷ÊflŸÊ∞¢ √ÿQ§
„UÊÃË „Ò¥U–

2. •Ê«Uê’⁄U-„UËŸ ⁄¢Uª◊¢ø—‹Ê∑§ŸÊ≈U˜ÿ •Áœ∑§Ã⁄U πÈ‹ „ÈU∞
⁄¢Uª◊¢ø ¬⁄U „ÈU•Ê ∑§⁄UÃ „Ò¥U– ¡ŸÃÊ ŸÊ≈U∑§ πÈ‹ ◊ÒŒÊŸ ◊¥ ¡◊ËŸ
¬⁄U ’ÒΔU∑§⁄U ŒπÃË „Ò¥U– ⁄¢Uª◊¢ø ∑§Ê ÁŸ◊Ê¸áÊ ø’ÍÃ⁄UÊ¥ ¬⁄U •ÕflÊ
ÃÅÃ Á’¿UÊ∑§⁄U Á∑§ÿÊ ¡ÊÃÊ „ÒU– ⁄¢Uª◊¢ø ¬⁄U ¬ŒÊ¥ ∑§Ê •÷Êfl „UÊÃÊ
„ÒU– ∑§ÕÊ •ÁflÁë¿UãŸ M§¬ ‚ •Á÷ŸËÃ ∑§Ë ¡ÊÃË „ÒU– ¬l◊ÿ
∑§ÕŸ ‚ ŒÎ‡ÿ-¬Á⁄UflÃ¸Ÿ ∑§Ë ‚ÍøŸÊ ‚◊¤ÊÊÿË ¡ÊÃË „ÒU– Á∑§‚Ë
ŒËflÊ‹ ÿÊ ¬«∏U ∑§Ë •Ê«∏U ◊¥ ¬ÊòÊªáÊ •¬ŸÊ ¬˝‚ÊœŸ ∑§⁄UÃ „Ò¥U–

3. ∑§ÕÊ•Ê¥ ∑§Ê Áfl∑Î§Ã M§¬—‹Ê∑§-ŸÊ≈U∑§Ê¥ ∑§Ê •ÊœÊ⁄U
Á¡Ÿ ¬ÊÒ⁄UÊÁáÊ∑§, ∞ÁÃ„UÊÁ‚∑§ ÿÊ œÊÁ◊¸∑§ ∑§ÕÊ•Ê¥ ∑§Ê ’ŸÊÿÊ
¡ÊÃÊ „ÒU, ©UŸ◊¥ ‚◊ÈÁøÃ •ŸÈ∑§⁄UáÊ ∑§ÊÒ‡Ê‹ ∑§ •÷Êfl ◊¥ Áfl∑Î§ÁÃ
•Ê ¡ÊÃË „ÒU– ‹Ê∑§ •Á÷ŸÃÊ ÿÁŒ ∑§ÕÊ ∑§ ¬˝‚¢ªÊ¥ ∑§Ê ΔUË∑§
•ÊÁfl÷Ê¸fl Ÿ„UË¥ ∑§⁄U ¬ÊÃ Ã’ ÷Ë Œ‡Ê¸∑§Ê¥ ∑§ ◊ŸÊ⁄¢U¡Ÿ √ÿÊ¬Ê⁄U ◊¥
ß‚ ∑§ÕÊ Áfl∑Î§ÁÃ ‚ ∑§Êß¸ √ÿflœÊŸ ©Uà¬ãŸ Ÿ„UË¥ „UÊÃÊ–

4. ¬ÊòÊ—‹Ê∑§ŸÊ≈U˜ÿÊ¥ ◊¥  ¬˝Êÿ— ¬ÈL§· „UË SòÊË-¬ÈL§· ŒÊŸÊ¥ ∑§Ê
•Á÷Ÿÿ ∑§⁄UÃ „Ò¥U– ßŸ •Á÷ŸÃÊ•Ê¥ ◊¥ SÕÊŸËÿ flÒÁ‡Êc≈U˜ÿ „UÊÃÊ
„ÒU– ‹Ê∑§ŸÊ≈U˜ÿÊ¥ ∑§ ¬ÊòÊ fl‡Ê-÷Í·Ê ¬⁄U äÿÊŸ Ÿ„UË¥ ŒÃ, ’ÁÀ∑§
•Á÷Ÿÿ mÊ⁄UÊ ¡ŸÃÊ ∑§Ê ¬˝÷ÊÁflÃ ∑§⁄UŸ ∑§Ë ©U¬Êÿ ∑§⁄UÃ „Ò¥U–

5. øÁ⁄UòÊ ÁøòÊáÊ—‹Ê∑§ŸÊ≈U˜ÿÊ¥ ◊¥ øÁ⁄UòÊ-ÁøòÊáÊ ’„ÈUÃ „UË
SflÊ÷ÊÁfl∑§ „UÊÃÊ „ÒU– ¬˝Êÿ— ¬ÊÒ⁄UÊÁáÊ∑§ ∑§ÕÊ•Ê¥ ∑§ ◊ÈÅÿ ¬ÊòÊÊ¥
∑§Ê øÁ⁄UòÊ-ÁøòÊáÊ Á∑§ÿÊ „ÒU ÿÊ Á»§⁄U ‚◊Ê¡ ∑§ ¬Á⁄UÁøÃ øÁ⁄UòÊÊ¥
¬⁄U ¬˝∑§Ê‡Ê «UÊ‹Ê ¡ÊÃÊ „ÒU– ¬ÊÒ⁄UÊÁáÊ∑§ ¬ÊòÊÊ¥ ◊¥ ◊ÈÅÿ M§¬ ‚ ⁄UÊ◊,
‹ˇ◊áÊ, ÷⁄UÃ, „UŸÈ◊ÊŸ, •¢ªŒ, ⁄UÊfláÊ, Œ‡Ê⁄UÕ, ¡Ÿ∑§, ∑Î§cáÊ,
ŸãŒ, ∑¢§‚, •Á÷◊ãÿÈ, ßàÿÊÁŒ ∑§ ÁflÁ‡Êc≈U SflM§¬ ‚ê◊Èπ •ÊÃ
„Ò¥U •ÊÒ⁄U ‚Ê◊ÊÁ¡∑§ √ÿÁQ§ÿÊ¥ ◊¥ ∑¢§¡Í‚ ’ÁŸÿÊ, ¬Êπá«UË ‚ÊœÈ,

•àÿÊøÊ⁄UË •»§‚⁄U, ‡Ê⁄UÊ’Ë ¬ÁÃ, ŒÈc≈UÊ ‚Ê‚, ∑È§‹≈UÊ flœÍ
ßàÿÊÁŒ ∑§ øÁ⁄UòÊ ©U¬ÁSÕÃ „UÊÃ „Ò¥U–

6. M§¬ ÿÊ¡ŸÊ ∑§Ê •÷Êfl—‹Ê∑§ŸÊ≈U˜ÿÊ¥ ◊¥ ¬ÊòÊ ∞fl¢
Œ‡Ê∑§Ê‹ ∑§ •ŸÈM§ ¬˝‚ÊœŸ, •‹¢∑§Ê⁄U, flSòÊ •ÊÁŒ ∑§Ê •÷Êfl
⁄U„UÃÊ „ÒU– ∑§Êÿ‹, ∑§Ê¡‹, •‹¢∑§Ê⁄U, πÁ«∏UÿÊ, ªM§ ⁄¢Uª •ÊÁŒ ∑§
¬˝‹¬Ÿ ∞fl¢ ‚Ê◊Êãÿ flSòÊ-œÊ⁄UáÊ ‚ „UË ∑§Êÿ¸ ¬ÍáÊ¸ „UÊ ¡ÊÃÊ „ÒU–

‚ÊÁ„Uàÿ ∑§ ◊¢ª‹ ÁflœÊŸ ◊¥ ‚ÊÁ„Uàÿ∑§Ê⁄U ∑§Ë ‚Ê◊ÊÁ¡∑§
øc≈UÊ ‚ŒÒfl ¬Á⁄U‹ÁˇÊÃ „UÊÃË ⁄U„UÃË „ÒU– ‚◊Ê¡ ◊¥ ‚ÊÁ„Uàÿ ‚ŒÊ
‚ Á„UÃ ‚ÊœŸ ∑§Ë ¬⁄Uê¬⁄UÊ ∑§Ê ¬Ê‹Ÿ ∑§⁄UÃÊ ⁄U„UÊ „ÒU– Á„UãŒË
‚ÊÁ„Uàÿ ◊¥ ÷ÁQ§∑§Ê‹ ∑§Ê SfláÊ¸ ÿÈª ∑§Ë ‚¢ôÊÊ ¬˝ŒÊŸ ∑§Ë ªÿË
„ÒU– ß‚ ÿÈª ∑§ ‚flÊ¸Áœ∑§ ŒÒŒËåÿ◊ÊŸ ŸˇÊòÊ ªÊSflÊ◊Ë ÃÈ‹‚ËŒÊ‚
¡Ë ‚ÊÁ„Uàÿ ∑§Ë Áfl‡Ê·ÃÊ ∑§Ê ‚¢ŒÁ÷¸Ã ∑§⁄UÃ „ÈU∞ Á‹πÃ „Ò¥U,

““∑§Ë⁄UÃ ÷ÁŸÁÃ ÷ÍÁÃ ÷Á‹ ‚Êß¸–
‚È⁄U‚Á⁄U ‚◊ ‚’ ∑§„¥U Á„UÃ „UÊß¸H””
‚◊ËˇÊÊ ∑§ ◊ÊŸŒá«U SÕÊÁ¬Ã ∑§⁄UŸ flÊ‹ Á„UãŒË ∑§ ◊Íœ¸ãÿ

ÁflmÊŸ˜ •ÊøÊÿ¸ ⁄UÊ◊øãº˝ ‡ÊÈÄ‹ Ÿ Á‹πÊ „ÒU—““‚ÊÁ„Uàÿ ¡ŸÃÊ
∑§Ë ÁøûÊflÎÁûÊÿÊ¥ ∑§Ê ‚¢ÁøÃ ¬˝ÁÃÁ’ê’ „ÒU–”” Áfl‡Ê·ÃÊ—‹Ê∑§
•¬Ÿ •ŸÈ⁄¢U¡Ÿ ∑§Ê ÁflœÊŸ ‚ŒÒfl ‚ ∑§⁄UÃÊ ø‹Ê •ÊÿÊ ß‚Ë
•ŸÈ⁄¢U¡Ÿ ∑§Ê ¬Á⁄UáÊÊ◊ „ÒU ∑§ÕÊ-∑§„UÊŸË, SflÊ¢ª, ŸÊ≈U∑§, ªËÃ-
∑§ÁflÃÊ ßàÿÊÁŒ– ‹Ê∑§ ‚ÊÁ„Uàÿ •ŸÈ⁄¢U¡Ÿ ÃÊ ∑§⁄UÃÊ „UË „ÒU ‚ÊÕ
„UË ‚ÊÕ ‚fl¸ ÷flãÃÈ ‚ÈÁπŸ— ◊Ê ∑§ÁëüÊÃ˜ ŒÈ—π ÷ÊÇ÷flÃ˜ ∑§Ë
¬Á⁄U∑§À¬ŸÊ ∑§Ê ’‹ ŒŸ ∑§ ‚ÊÕ „UË ‚ÊÕ ‚Èπ-ŒÈπ ‚„UŸ
∑§⁄UŸ ∑§Ë ‚Ê◊Õ¸ ◊¥ flÎÁh ÷Ë ∑§⁄UÃÊ „ÒU–

‚ãŒ÷¸
❏ ŸÊ≈U˜ÿ‡ÊÊSòÊ, 1/17/-188

❏ Á„UãŒË ‚ÊÁ„Uàÿ ∑§Ê flÎ„UÃ˜ ßÁÃ„UÊ‚, ÷Êª-16, ¬ÎcΔU-126

❏ ‡ÿÊ◊ ¬⁄U◊Ê⁄U, ÷Ê⁄UÃËÿ ‹Ê∑§ ‚ÊÁ„Uàÿ, ¬ÎcΔU-180-182

❏ ÃÈ‹‚ËŒÊ‚, üÊË⁄UÊ◊øÁ⁄UÃ◊ÊŸ‚ ’Ê‹ ∑§Êá«U ŒÊ„UÊ—14/5

❏ ⁄UÊ◊øãº˝ ‡ÊÈÄ‹, Á„UãŒË ‚ÊÁ„Uàÿ ∑§Ê ßÁÃ„UÊ‚—÷ÍÁ◊∑§Ê ‚
◆◆



◊ãŸÍ ÷á«UÊ⁄UË ∑§ ∑§ÕÊ ‚ÊÁ„Uàÿ ◊¥ ŸÊ⁄UË
«UÊÚ. ◊Ë⁄UÊ ∑§‡ÿ¬*

◊ãŸÍ ÷á«UÊ⁄UË ‚◊∑§Ê‹ËŸ ‚ÊÁ„UÃÿ ∑§Ê ∞∑§ ’«∏UÊ „USÃÊˇÊ⁄U
„ÒU •ÊÒ⁄U ©UŸ∑§Ê Á‹πÊ „U⁄U ‡ÊéŒ Á„UãŒË ¬ÊΔU∑§Ê¥ ∑§ Á‹∞ ’«∏U
◊ÊÿŸ ⁄UπÃÊ „ÒU, ß‚Á‹∞ ©UŸ∑§Ê ¡ËflŸ •ÊÒ⁄U ©UŸ∑§Ë ⁄UøŸÊ•Ê¥
∑§Ë SòÊË ∑§Ê ¡ËflŸ ßÃŸ ÉÊÈ‹zÁ◊‹ „Ò¥U, ∞∑§-ŒÍ‚⁄U ‚ ßÃŸ
‚¢∑˝§ÊãÃ „Ò¥U Á∑§ ©Uã„¥U •‹ªÊÿÊ Ÿ„UË¥ ¡Ê ‚∑§ÃÊ, ©Uã„UÊ¥Ÿ •¬Ÿ
Á¡∞ „ÈU∞ ∑§Ê ∑§Ê»§Ë „UŒ Ã∑§ Sflÿ¢ ∑§Ê •¬ŸË ⁄UøŸÊ•Ê¥ ◊¥
©U¬ÁSÕÃ Á∑§ÿÊ– flÒflÊÁ„U∑§ ¡ËflŸ ∑§Ë ÁŸÿÁ◊Ã ¬ÊΔU‡ÊÊ‹Ê ◊¥
Á¬ÃÎ‚ûÊÊ mÊ⁄UÊ ‚ÊÒ¥¬ ª∞ ¬ÊΔU˜ÿ∑˝§◊ ‚ •ŸÈ÷flÊ¥ ∑§ Ÿÿ-Ÿÿ
øÒå≈U⁄U πÈ‹; ◊ãŸÍ ÷á«UÊ⁄UË Ÿ ßŸ •äÿÊÿÊ¥ ◊¥ ¡Ê ¬…∏UÊ ¡Ê ÷ÊªÊ,
fl„U ’Ò¥∑§ ª˝Ê©Uá«U êÿÍÁ¡∑§ ∑§Ë Ã⁄U„U ©UŸ∑§Ë “◊Ÿ ∑§Ë ¬⁄UÃÊ¥” ¬⁄U
ÁŸ⁄UãÃ⁄U ’¡ÃÊ ⁄U„UÊ– √ÿª˝ÃÊ •ÊÒ⁄U ’øÒŸË ‚ ‚⁄UÊ’Ê⁄U ß‚Ë ’Ò¥∑§
ª˝Ê©Uá«U êÿÍÁ¡∑§ ∑§Ë œÈŸ ©UŸ∑§ SòÊË ¬ÊòÊÊ¥ ∑§ ◊ÊŸÁ‚∑§ ‚¢ÉÊ·¸,
Áø¢ÃÊ •ÊÒ⁄U ¿U≈U¬≈UÊ„U≈U ∑§ M§¬ ◊¥ ©UŸ∑§Ë ‚Î¡Ÿ‡ÊË‹ÃÊ ∑§Ê
•Á÷ãŸ Á„US‚Ê ’Ÿ ªÿË– ‚ÊÕ „UË •¬Ÿ ßŒ¸-ÁªŒ¸ SòÊË ¡ËflŸ
∑§Ë Áfl«Uê’ŸÊ•Ê¥, •ãÃÁfl¸⁄UÊœÊ¥ •ÊÒ⁄U Áfl⁄UÊœÊ÷Ê‚Ê¥ Ÿ ◊ãŸÍ
÷á«UÊ⁄UË ¡Ò‚Ë ‚¢flŒŸ‡ÊË‹ ⁄UøŸÊ∑§Ê⁄U ∑§Ê “⁄UÊŸË◊Ê° ∑§Ê ø’ÍÃ⁄UÊ
∑§Ë ªÈ‹Ê’Ë Ÿ‡ÊÊ ∑§Ë •ÊŸãŒË”, “•∑§‹Ë ÷Ë ‚Ê◊Ê ’È•Ê” ¡‚
¡ËflãÃ øÁ⁄UòÊ ©U¬‹éœ ∑§⁄UÊÿ– ßÃŸË Áfl«Uê’ŸÊ•Ê¥ Ã∑§‹Ë»§Ê¥
•ÊÒ⁄U •ÁSÃàfl ∑§Ë ‹«∏UÊß¸ ∑§ ‚¢ÉÊ·¸ ∑§Ê ©Uã„UÊ ¥Ÿ ß‚ Ã⁄U„U
∑§„UÊÁŸÿÊ¥ ◊¥ ’ÈŸÊ, ¡„UÊ° SflÊŸÈ÷ÍÁÃ •ÊÒ⁄U ‚„UÊŸÈ÷ÍÁÃ ∑§Ê •ãÃ⁄U
¬Í⁄UË Ã⁄U„U Á◊≈U ªÿÊ— ““ÿ„U ∑Ò§‚Ë Áfl«Uê’ŸÊ „ÒU ŒÍ‚⁄UÊ¥ ∑§Ë
∑§„UÊÁŸÿÊ° ⁄UøÃ ‚◊ÿ ◊È¤Ê ‚Ê◊Ÿ flÊ‹ ∑§Ê ©U‚∑§Ë ‚ê¬ÍáÊ¸ÃÊ ∑§
‚ÊÕ •¬Ÿ ◊¥ Á◊‹ÊŸÊ ¬«∏UÃÊ ÕÊ •ÊÒ⁄U ß‚ „UŒ Ã∑§ Á◊‹ÊŸÊ
¬«∏ÎUÃÊ ÕÊ Á∑§ “Sfl” •ÊÒ⁄U “¬⁄U” ∑§ ‚Ê⁄U ÷Œ Á◊‹∑§⁄U ŒÊŸÊ¥ ∞∑§
‹ÿ ∞∑§Ê∑§Ê⁄U „UÊ ¡ÊÃ Õ–””

◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë ∑§„UÊÁŸÿÊ° ¿UΔU •ÊÒ⁄U ‚ÊÃfl¢ Œ‡Ê∑§ ∑§
¬ÍflÊ¸h¸ ∑§ ©U‚ ŒÊÒ⁄U ∑§Ë ∑§„UÊÁŸÿÊ° „Ò¥U, ¡’ ‚◊Ê¡ ∑§ „U⁄U ˇÊòÊ ◊¥
’Œ‹Êfl „UÊ ⁄U„UÊ ÕÊ– ¬Á⁄UflÁÃ¸Ã „UÊÃË „ÈUß¸ ‚Ê◊ÊÁ¡∑§ •ÊÒ⁄U
•ÊÁÕ¸∑§ ÁSÕÁÃÿÊ¥ ÁfløÊ⁄UœÊ⁄UÊà◊∑§ •Áœ⁄UøŸÊ ∑§Ê ¬˝÷ÊÁflÃ ∑§⁄U
⁄U„UË ÕË, Á¡‚∑§ ø‹Ã ‚ê’ãœÊ¥ ◊¥ ÷ÊflÈ∑§ÃÊ ∑§Ê •ÊœÊ⁄U
Áπ‚∑§ ⁄U„UÊ ÕÊ– ÿ„U fl„U ‚◊ÿ Ÿ„UË¥ ÕÊ, ¡„UÊ° ¬˝◊ fløŸ’hÃÊ
∑§ •ÊŒ‡Ê¸ ∑§ Á‹∞ ∑§Êß¸ •¬ŸË ¡ÊŸ ª°flÊ ŒÃÊ ÕÊ, √ÿÊfl„UÊÁ⁄U∑§
•Ê⁄U √ÿÊfl‚ÊÁÿ∑§ ‚ê’ãœÊ¥ Ÿ ‚◊Ê¡ ◊¥ •¬ŸË ¡«∏¥U ¡◊ÊŸË
‡ÊÈM§ ∑§⁄U ŒË ÕË– ““‚ê’ãœÊ¥ ∑§Ë ß‚ ŸÿË ¬ª«¢U©U ¬⁄U ◊ãŸÍ
÷¢«UÊ⁄UË ∑§Ë SòÊË ŒË¬∑§ ¡‹Ê∑§⁄U ÿÈª-ÿÈª ¬˝ÁÃÁŒŸ, ¬˝ÁÃˇÊáÊ
¬˝ÁÃ»§‹ Á¬˝ÿÃ◊ ∑§Ê ¬Õ •Ê‹ÊÁ∑§Ã ∑§⁄UŸ flÊ‹Ë SòÊË Ÿ„UË¥ „ÒU–
’ÁÀ∑§ fl„U ÿÕÊÕ¸ ∑§Ë ª„U⁄UË ‚ê¬ÎÁÄÃ ‚  ÁŸÁ◊¸Ã  SòÊË  „ÒU,  ¡Ê

* ∞‚ÊÁ‚∞≈U ¬˝Ê»§‚⁄U, •äÿˇÊ, Á„UãŒË Áfl÷Êª, ∑§.¡Ë.∑§. ◊„UÊÁfllÊ‹ÿ, ◊È⁄UÊŒÊ’ÊŒ (©U. ¬˝.)

Á∑§‚Ë ŸÊ⁄UËflÊŒ Á‚hÊãÃ ∑§Ë ◊ÈπÊ¬ˇÊË Ÿ„UË¥ „ÒU, fl„U fl‚ÃÈÃ—
•ÊãÃÁ⁄U∑§ •ÊÒ⁄U ’ÊsÔ ÃŸÊflÊ¥ ∑§Ê ¡Ë∑§⁄U Á»§⁄U •Á÷√ÿQ§ „UÊŸ
flÊ‹Ë SòÊË „ÒU, ¡Ê ÿÕÊÕ¸ ∑§ ΔUÊ‚ œ⁄UÊÃ‹ ¬⁄U •ÁS◊ÃÊ ∑§Ë
⁄UÊ‡ÊŸË ◊¥ SòÊË ∑§Ë òÊÊ‚ŒË ∑§Ê, ©U‚∑§Ë ÁŸÿÁÃ ∑§Ê ‚„U¡ÃÊ •ÊÒ⁄U
ªê÷Ë⁄UÃÊ ‚ ‚Ê◊Ÿ ⁄UπÃË „ÒU, •¬ŸË ‚„U¡ SflÊ÷ÊÁfl∑§ ÁSÕÁÃ
◊¥ fl„U SòÊË ∑§ ¬˝ÁÃ ‚¢flŒŸ‡ÊË‹ „UÊ ‚∑§ÃË „ÒU–””

◊ãŸÍ ÷á«UÊ⁄UË Ÿ SflÃ¢òÊ ÷Ê⁄UÃ ◊¥ ◊ÈÁQ§ ∑§ Á‹∞ ◊ø‹ÃË
•ÊÒ⁄U Ã«∏U¬ÃË SòÊË ∑§Ë ©UÁmÇŸÃÊ ∑§Ê √ÿQ§ Á∑§ÿÊ, ©UŸ∑§Ë
⁄UøŸÊ•Ê¥ Ÿ ¬˝ÕÊŸÈªÊ◊Ë •ŸÈ÷fl •ÊÒ⁄U •ÊœÈÁŸ∑§ÃÊ ∑§Ë ≈U∑§⁄UÊ„U≈U
•ÊÒ⁄U •‚◊¢¡‚ ‚ ¬ÒŒÊ „ÈUß¸ ∞‚Ë SòÊË ∑§Ê ÁŸ◊Ê¸áÊ Á∑§ÿÊ „ÒU, ¡Ê
πÈ‹ •Ê∑§Ê‡Ê ◊¥ ¬¢π »Ò§‹Ê∑§⁄U ©Uã◊ÈQ§ ©U«∏UŸ ∑§Ê Áfl∑§À¬ Ÿ„UË¥
…Í°U…∏U ⁄U„UË ÕË, ’ÁÀ∑§ ¬ÊÁ⁄UflÊÁ⁄U∑§ √ÿflSÕÊ ∑§ ÷ËÃ⁄U ⁄U„UÃ „ÈU∞
•‚◊ÊŸÃÊ ∑§Ë ŒÍ⁄UË ∑§Ê ∑§◊ ∑§⁄UŸ ∑§Ë •ÊÒ⁄U •¬Ÿ Á‹∞ ‚ê◊ÊŸ
¬ÊŸ ∑§Ë ßë¿UÊ ¬Ê‹ ⁄U„UË ÕË, ¡Ê ‚Ê◊ÊÁ¡∑§ SÃ⁄U ¬⁄U Ÿÿ
‚Ê◊ÊÁ¡∑§ ‚ê’ãœÊ¥ •ÊÒ⁄U ¬⁄Uê¬⁄UÊªÃ ‚¢SÕÊ•Ê¥ ∑§ ’Ëø ª„U⁄U
•‚◊¢¡‚ ∑§Ê ¤Ê‹ ⁄U„UË ÕË–

◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë SòÊË ¬⁄Uê¬⁄UÊ ‚ ‚¢ÉÊ·¸ ∑§Ë ÁSÕÁÃ ◊¥ „ÒU,
◊ª⁄U ¬⁄Uê¬⁄UÊ ∑§ ∑¥§øÈ‹ ∑§Ê Ã„U‚-Ÿ„U‚ ∑§⁄U ŸÿÊ •Ê∑§Ê⁄U Ÿ„UË¥
‹ÃË– fl„U •ÊœÈÁŸ∑§ÃÊ •ÊÒ⁄U ‚¢S∑§Ê⁄UÊ¥ ∑§ ™§„UÊ¬Ê„UÊ¥ ◊¥ »°§‚Ë,
∞‚Ë SòÊË „ÒU ¡Ê ©U«∏UŸÊ ÃÊ øÊ„UÃË „ÒU ◊ª⁄U ¡«∏UÊ¥ ∑§Ê ¿UÊ«∏U∑§⁄U
Ÿ„UË¥– ©UŸ∑§ ÿ„UÊ° ‚Ê◊Áÿ∑§ ÿÈª ∑§ Œ’Êfl ∑§ »§‹SflM§¬ SòÊË-
¬ÈL§· ∑§ Ÿÿ ‚ê’ãœ ¬˝ÕÊŸÈªÊ◊Ë •ŸÈ÷fl ‚ ≈U∑§⁄UÊ∑§⁄U ∞∑§
‚◊SÿÊ ∑§ M§¬ ◊¥ √ÿ¢Á¡Ã „UÊÃ „Ò¥U—““•Ê¡ Á¡ãŒªË ∑§Ê „U⁄U
¬„U‹Í „U⁄U ÁSÕÁÃ •ÊÒ⁄U „U⁄U ‚ê’ãœ ∞∑§ ‚◊ÊœÊŸ„UËŸÃÊ ‚◊SÿÊ
„UÊ∑§⁄U „UË •ÊÃÊ „ÒU– Á¡‚ ‚È‹¤ÊÊÿÊ Ÿ„UË¥ ¡Ê ‚∑§ÃÊ, ∑§fl‹
÷ÊªÊ ¡Ê ‚∑§ÃÊ „ÒU, Á¡‚◊¥ •ÊŒ◊Ë ÁŸ⁄UãÃ⁄U Á’π⁄UÃÊ •ÊÒ⁄U ≈ÍU≈UÃÊ
ø‹ÃÊ „ÒU–””

◊ãŸÍ ¡Ë ∑§Ë ⁄UøŸÊ•Ê¥ ∑§ SòÊË-¬ÊòÊ •¬Ÿ-•¬Ÿ Ã⁄UË∑§Ê¥ ‚
•¬ŸË-•¬ŸË ◊Ÿ—ÁSÕÁÃ ‚ ‚¢ÉÊ·¸ ∑§⁄UÃ „Ò¥U, SòÊË-¬ÈL§· ‚ê’ãœ¥
◊¥ ¬ÒŒÊ „UÊŸ flÊ‹ ÃŸÊflÊ¥ •ÊÒ⁄U Œ’ÊflÊ¥ ∑§Ë ÿ„UÊ° ÿÕÊÕ¸¬⁄U∑§
•Á÷√ÿÁQ§ „ÒU, ©UŸ∑§Ë SòÊË ¬ÊòÊ •¬Ÿ •∑§‹¬Ÿ ‚ ‹«∏UÃ „ÈU∞
ÁŒπÊß¸ ¬«∏UÃ „Ò¥U, ª„U⁄U •‚◊¢¡‚ •ÊÒ⁄U m¢m ∑§Ê ¤Ê‹Ã „ÈU∞, øÊ„U
fl„U “∞∑§ ∑§◊¡Ê⁄U ‹«∏U∑§Ë ∑§Ë ∑§„UÊŸË” ∑§Ë M§¬ „UÊ “¡ËÃ ∑§Ê
øÈê’Ÿ” ∑§Ë ∑§ÁŸ∑§Ê „UÊ, “’¢Œ” Œ⁄UflÊ¡ ∑§Ê ‚ÊÕ” ∑§Ë ◊¢¡⁄UË „UÊ,
ÿ„UË ‚ø „ÒU Á∑§ ŒË¬Ê „UÊ “∑§Ë‹ •ÊÒ⁄U ∑§‚∑§” ∑§Ë ⁄UÊŸË „UÊ,
“Ÿ‡ÊÊ” ∑§Ë •ÊŸãŒË „UÊ, “ÁòÊ‡Ê¢∑È§” ∑§Ë  ◊◊Ë  „UÊ,  “™°§øÊß¸”  ∑§Ë
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Á‡ÊflÊŸË „UÊ, “∞∑§ ß¢ø ∑§Ë ◊ÈS∑§ÊŸ” ∑§Ë ⁄¢U¡ŸÊ ÿÊ •◊‹Ê „UÊ ÿÊ
Á»§⁄U “•Ê¬∑§Ê ’¢≈UË” ∑§Ë ‡Ê∑È§Ÿ, ÿ ‚÷Ë ÁSòÊÿÊ° „Ò¥U, ÿ„U
•‚◊¢¡‚ •ÊÒ⁄U m¢m „ÒU ¬˝◊ •ÊÒ⁄U ÁflflÊ„U ∑§Ê, ŸÒÁÃ∑§ÃÊ-•ŸÒÁÃ∑§ÃÊ
∑§Ê, ◊ÊÃÎàfl •ÊÒ⁄U SòÊËàfl ∑§Ê, ¬⁄Uê¬⁄UÊ •ÊÒ⁄U •ÊœÈÁŸ∑§ÃÊ ∑§Ê
SflË∑§Ê⁄U-•SflË∑§Ê⁄U ∑§Ê– Ã‹Ê∑§ ∑§Ë •¡Ë¸ ¬⁄U ŒSÃπÃ ∑§⁄UŸ
∑§ ’ÊŒ “‡Ê∑È§Ÿ” ∑§Ê ◊ÊŸÁ‚∑§ ‚¢ÉÊ·¸, ©U‚∑§Ê •‚◊¢¡‚ ©U‚∑§Ê
m¢m •ÊÒ⁄U ŒŒ¸ ß‚ Ã⁄U„U »Í§≈UÃÊ „ÒU—““Œ‚ fl·¸ ∑§Ê ÿ„U ÁflflÊÁ„UÃ
¡ËflŸ ∞∑§ •¢œ⁄UË ‚È⁄¢Uª ◊¥ ø‹Ã ¡ÊŸ ∑§Ë •ŸÈ÷ÍÁÃ ‚ Á÷ãŸ Ÿ
ÕÊ– •Ê¡ ¡Ò‚ ∞∑§Ê∞∑§ fl„U ©U‚∑§ •ÁãÃ◊ ¿UÊ⁄U ¬⁄U •Ê ªÿË
„ÒU, ¬⁄U •Ê ¬„È°UøŸ ∑§Ê ‚¢ÃÊ· ÷Ë ÃÊ Ÿ„UË¥ „ÒU– …U∑§‹ ÁŒ∞ ¡ÊŸ
∑§Ë Áflfl‡Ê ∑§øÊ≈U ÷⁄U „ÒU, ¬⁄U ∑Ò§‚Ê „ÒU fl„U ¿UÊ⁄U ? Ÿ ¬˝∑§Ê‡Ê, Ÿ
πÈ‹Ê¬Ÿ, Ÿ ◊ÈÁQ§ ∑§Ê •„U‚Ê‚ ‹ªÃÊ „ÒU ß‚ ‚È⁄¢Uª Ÿ ©U‚ ∞∑§
ŒÍ‚⁄UË ‚È⁄¢Uª ∑§ ◊È„UÊŸ ¬⁄U ¿UÊ«∏U ÁŒÿÊ „ÒU—Á»§⁄U ∞∑§ •ÊÒ⁄U ÿÊòÊÊ
flÒ‚Ê „UË •ãœ∑§Ê⁄U, flÒ‚Ê „UË •∑§‹Ê¬Ÿ–”” ‡Ê∑È§Ÿ ∑§Ê m¢m „UË „ÒU
¡Ê ©U‚ •¢œ⁄UË ‚È⁄¢Uª ‚ ¿ÈU≈UŸ ∑§Ê ‚Èπ •ÊÒ⁄U òÊÊ‚ŒÊÿ∑§ flÒflÊÁ„U∑§
‚ê’ãœ ‚ ◊ÈQ§ „UÊŸ ∑§Ê ‚Èπ Ÿ„UË¥ ‹Ÿ Œ ⁄U„UÊ, ÿ„U ¬˝’ÈhÃÊ ∑§Ë
•Ê⁄U ∑§Œ◊ ’…∏UÊ øÈ∑§Ë øÃŸÊ ‚ê¬ãŸ ◊äÿflªË¸ÿ ∞‚Ë SòÊË „ÒU,
¡Ê •¬ŸË ◊Ÿ—ÁSÕÁÃ •ÊÒ⁄U ¬Á⁄Ufl‡Ê ‚ ‹ªÊÃÊ⁄U ≈U∑§⁄UÊ ⁄U„UË „ÒU–

◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë SòÊË ¡ËflŸ ∑§ •Ÿ∑§ SÃ⁄UÊ ¥ ¬⁄U
’„ÈU•ÊÿÊ◊Ë ‚¢ÉÊ·¸ ∑§Ê ¤Ê‹ÃË ∞‚Ë SòÊË „ÒU Á¡‚ ◊Ÿ ∑§ ÷ËÃ⁄U,
Á¬⁄UflÊ⁄U ∑§ ÷ËÃ⁄U •ÊÒ⁄U ‚◊Ê¡ ◊¥ Á∑§S◊-Á∑§S◊ ∑§ ÿÈh ‹«∏UŸ
¬«∏UÃ „Ò¥U, ß‚ ÿÈh ÷ÍÁ◊ ◊¥ •¬ŸË ¬„UøÊŸ, •¬Ÿ ©Uà¬Ë«∏UŸ •ÊÒ⁄U
•¬Ÿ •Ê„UÃ SflÊÁ÷◊ÊŸ ∑§Ë ⁄UˇÊÊ ∑§ Á‹∞ fl„U ‚Ê◊ãÃË ÁflœÊŸÊ¥
•ÊÒ⁄U ¬˝flÎÁûÊÿÊ¥ ‚ ≈U∑§⁄UÊÃË ÃÊ ¡M§⁄U „ÒU, ‹Á∑§Ÿ ©U‚∑§ ÁflL§h
÷Ë·áÊ ≈¢U∑§Ê⁄U ∑§Ë •ŸÈªÍ¢¡ ©U‚◊¥ Ÿ„UË¥ „ÒU, fl„UÊ° ◊ÊÒ¡ÍŒ „ÒU, ÁŸ·œ
•ÊÒ⁄U •SflË∑§Ê⁄U ∑§Ë ‡ÊÊ¢Ã äflÁŸ– ¬ÁÃ ∑§ ÁflflÊ„UÃ⁄U ¬˝◊ ‚ê’ãœÊ¥
‚ •Ê„UÃ •Êà◊øÃŸÊ ‚ê¬ãŸ, SflÊfl‹ê’Ë ◊¢¡⁄UË ©U‚‚ ΔUΔU
¬⁄Uê¬⁄UÊªÃ •‚„UÊÿ Á„UãŒÈSÃÊŸË •ÊÒ⁄UÃ ∑§Ë Ã⁄U„U •Ê¢‚È•Ê¥ ‚
Ã⁄U’Ã⁄U „UÊ ¬⁄U ∑§Ë ÷Ëπ Ÿ„UË¥ ◊Ê¢ªÃË, ’ÁÀ∑§ Sflÿ¢ ©U‚
•SflË∑§Ê⁄U ∑§⁄U •¬Ÿ ∑§Ê ◊ÈQ§ ∑§⁄U ‹ÃË „ÒU– ““©U‚ ‚◊ÿ ÷ËÃ⁄U
„UË ÷ËÃ⁄U ∑È§¿U ∑§‚∑§Ê ÷Ë ÕÊ, ŒÍ‚⁄U „UË ˇÊáÊ ©U‚Ÿ •Ÿ ∑§Ê
‚„U¡ ’ŸÊ Á‹ÿÊ, ÿ„U ‚Êø∑§⁄U Á∑§ ÿ„U ÁŸ⁄UË ÷ÊflÈ∑§ÃÊ „ÒU •ÊÒ⁄U
÷ÊflÈ∑§ÃÊ ∑§Ê ‹∑§⁄U •ÊŒ◊Ë ∑§fl‹ ∑§c≈U ¬Ê ‚∑§ÃÊ „ÒU, ¡Ë Ÿ„UË¥
‚∑§ÃÊ, ◊¢¡⁄UË ¡ËŸÊ øÊ„UÃË ÕË, •¬Ÿ Á‹∞ •ÊÒ⁄U •¬Ÿ ’ìÊÊ¥
∑§ Á‹∞–”” “flŒ Œ⁄UÊ¡Ê¥ ∑§Ê ‚ÊÕ” ∑§Ë ◊¢¡⁄UË ∑§Ë Ã⁄U„U “•Ê¬∑§Ê
’¢≈UË” ∑§Ë ‡Ê∑È§Ÿ, “Ÿß¸ ŸÊÒ∑§⁄UË” ∑§Ë ⁄U◊Ê, “ß¸‚Ê ∑§ ÉÊ⁄U ß¢‚ÊŸ”
∑§Ë ∞¢Á¡‹Ê ∑§Ë Ã⁄U„U ◊ãŸÍ ÷á«UÊ⁄UË ∑§ •Áœ∑§Ê¢‡Ê SòÊË-¬ÊòÊÊ¥ ◊¥
•ÁS◊ÃÊ ∑§Ë øÃŸÊ ∑§Ë ∑§◊Ë Ÿ„UË¥ „ÒU, fl ’⁄UÊ’⁄UË fl¡ÍŒ ∑§Ë
⁄UˇÊÊ, ÁŸáÊ¸ÿ ∑§ •Áœ∑§Ê⁄U •ÊÁÕ¸∑§ •ÊœÊ⁄U ÃÕÊ •¬ŸË ÷ÊflŸÊ•Ê¥
∑§Ê ¡ËŸ ∑§Ë •Ê∑§Ê¢ˇÊÊ ⁄UπÃË „ÒU, •¬ŸË ªÁ⁄U◊Ê ∑§ ’øÊfl ∑§
‚ÊÕ „UË, SflÊÃãòÊÿ •ÊÒ⁄U ãÿÊÿ ∑§Ë ∑§Ê◊ŸÊ ÷Ë ©UŸ◊¥ ÷⁄U¬Í⁄U „ÒU
•ÊÒ⁄U •ãÿÊÿ ∑§ ÁflL§h •SflË∑Î§ÁÃ ∑§ ÷Êfl ‚ ÷Ë fl ÷⁄UË „ÈUß¸
„ÒU– fl Á¡¢ŒÊ ⁄U„UŸÊ øÊ„UÃË „ÒU, ÉÊÈ≈U-ÉÊÈ≈U ∑§⁄U ◊⁄UŸÊ Ÿ„UË¥ øÊ„UÃË,

¡ËŸÊ ÃÊ øÊ„UÃË „ÒU, ‹Á∑§Ÿ •¬ŸË ŒÎ…∏UÃÊ •ÊÒ⁄U ◊È≈U˜ΔUË ÷Ë¥ø-
÷Ë¥ø ∑§⁄U Á‹ÿ ªÿ ‚¢∑§À¬ ∑§ ’Êfl¡ÍŒ Á¬ÃÎ‚ûÊÊ ∑§ •Êª fl
„UÊ⁄U ¡ÊÃË „Ò¥U– •ÊœÈÁŸ∑§ ’Êœ ∑§Ë øÃŸÊ ‚ ÷⁄UË ¬Í⁄UË SòÊË •¬Ÿ
•„U◊ •ÊÒ⁄U ’ÊÒÁh∑§ÃÊ ∑§ ’Êfl¡ÍŒ ¬Á⁄UflÊ⁄U ∑§ ÁflL§h Ÿ„UË¥ „ÒU, fl
√ÿÁQ§ ’Œ‹ÃËÃ „ÒU, √ÿflSÕÊ Ÿ„UË¥, ‡Ê∑È§Ÿ ∑§Ë Á¡ãŒªË ◊¥
“•¡ÿ” ∑§Ë ¡ª„U «UÊÚ. ¡Ê‡ÊË •Ê ¡ÊÃ „Ò¥U– flÒflÊÁ„U∑§ ‚ê’ãœÊ¥
∑§Ë “‹Ê‡Ê ‚ ¬ÒŒÊ „ÈUß¸” Ÿß¸ ◊¢¡⁄UË ÁflÁ¬Ÿ ∑§Ë ¡ª„U ÁŒ‹Ë¬ ∑§Ê
fl⁄UáÊ ∑§⁄U ‹ÃË „ÒU, ¬ÈŸ— fl ŒÊŸÊ¥ Sflÿ¢ ∑§Ê ÿÊÃŸÊ ∑§Ë ©U‚Ë ¡◊ËŸ
¬⁄U π«∏UÊ ¬ÊÃË „ÒU, ‚ÊÕ ∑§ ’Êfl¡ÍŒ •∑§‹¬Ÿ ∑§Ë ÿ¢òÊáÊ ©UŸ∑§Ë
‚◊ÍøË SflÃ¢òÊÃÊ ∑§Ê ‹Ë‹ ¡ÊÃË „ÒU– ◊ÊÃÎàfl •ÊÒ⁄U SòÊËàfl ∑§ mãm
‚ ªÈ¡⁄UÃË ◊¢¡⁄UË ÁŸáÊ¸ÿ ‹ÃË „ÒU Á∑§, ““fl„U •Á‚Ã ∑§Ê „UÊÚS≈U‹
÷¡ ŒªË fl„U •¬ŸÊ •∑§‹Ê¬Ÿ ‚◊ÃÊ ∑§⁄UŸ ∑§ Á‹∞ ‚„UË •ÊÒ⁄U
SflÊ÷ÊÁfl∑§ ◊Êª¸ „UË •¬ŸÊÿªË, ◊ª⁄U ©U‚∑§Ê ÿ„U m¢m Õ◊ÃÊ
Ÿ„UË¥, ≈ÍU≈UÃË ◊Ÿ—ÁSÕÁÃ ◊¥ fl„U SflË∑§Ê⁄U ∑§⁄UÃË „ÒU, Á∑§ ©U‚ ‚Ê⁄UË
Á¡ãŒªË „UË ßŸ ≈ÈU∑§«∏UÊ¥ ∑§Ë •Á÷‡ÊåÃ ¿UÊÿÊ ◊¥ ∑§Ê≈UŸË „UÊªË Á∑§
fl„U •’ ÷Ë •¬ŸË ‚ê¬ÍáÊ¸ Á¡ãŒªË Ÿ„UË¥ ¡Ë ¡ÊÿªË–””

◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë SòÊË ∑§Ë ÁŸ·œ •ÊÒ⁄U •SflË∑§Ê⁄U ∑§Ë ◊Èº˝Ê
÷Ë ’„UŒ ‚¢ÿÃ •ÊÒ⁄U ◊È‹ÊÁ◊ÿÃ ‚ ‚ŸË „ÈUß¸ „Ò¥U–¡Ò‚ ‹ªÃÊ „ÒU
◊ãŸÍ ¡Ë ∑§ √ÿÁQ§àfl ∑§Ë ‚„U¡ÃÊ, ‚⁄U‹ÃÊ, Ã⁄U‹ÃÊ, ∑§Ê◊‹ÃÊ,
ÁflŸ◊˝ÃÊ •ÊÒ⁄U ‡ÊÊ‹ËŸÃÊ „UË ©UŸ∑§ SòÊË ¬ÊòÊÊ¥ ◊¥ M§¬ÊãÃÁ⁄UÃ „UÊ
ªÿË „UÊ “∞∑§ ’Ê⁄U •ÊÒ⁄U” ∑§Ë ◊œÈ, “•Áœ∑§Ê⁄U ‡ÊÍãÿ” ¬àŸËàfl ∑§Ê
Ÿ„UË¥ ¡ËŸÊ øÊ„UÃË, •¬Ÿ •ÊÒ⁄U ∑È§¡ ∑§ ’Ëø Á’ãŸË ∑§Ë
©U¬ÁSÕÁÃ ∑§ ¬˝ÁÃ ©U‚∑§ •SflË∑§Ê⁄U ∑§Ë ◊Èº˝Ê ’„UŒ ‚¢ÿÃ Sfl⁄UÊ¥
◊¢ •¬ŸË ÁŸáÊÊ¸ÿ∑§ ÁSÕÁÃ ∑§Ê ‚Ê◊Ÿ ⁄UπÃË „ÒU—““ÃÈ◊Ÿ ÁflflÊ„U
‚ ¬„U‹ ∞∑§ ’Ê⁄U ◊È¤Ê ÷Ë ’ÃÊ ÁŒÿÊ „UÊÃÊ Á∑§ ÃÈ◊ Á∑§‚Ë •ÊÒ⁄U
∑§Ê •Áœ∑§Ê⁄U Á¿UŸŸ ∑§Ë ◊⁄UË •ÊŒÃ Ÿ„UË¥, ¬⁄U ¡Ê •Áœ∑§Ê⁄U
ÃÈ◊Ÿ Sflë¿UÊ ‚ ÁŒÿÊ ©U‚◊¥ ’¢≈UflÊ⁄UÊ ∑§⁄UŸÊ ÷Ë ◊⁄U Á‹∞ ‚ê÷fl
Ÿ„UË¥– •Ê¡ ÷Ë •¬ŸÊ ◊Ã ‚Ê»§ ∑§⁄U∑§ ◊È¤Ê ’ÃÊ ŒÊ, ◊Ò¥ øÈ¬øÊ¬
‹ÊÒ≈U ¡Ê™°§ªË, ¬⁄U ©U‚ ‚◊ÿ Á»§⁄U ªÊŒ ◊¥ ◊È°„U Á¿U¬Ê∑§⁄U •Ê°‚Í
◊Ã ’„UÊŸÊ, ÃÈ◊ ¡ÊŸÃ „UÊ ÃÈê„UÊ⁄U •Ê°‚Í ◊È¤Ê Á∑§ÃŸÊ ŒÈ’¸‹ ’ŸÊ
ŒÃË „Ò¥U ◊Ò¥ ÃÈê„UÊ⁄U ÁŸáÊ¸ÿ ∑§Ë ¬˝ÃËˇÊÊ ∑§M°§ªË, ßœ⁄U ÿÊ ©Uœ⁄U–””

◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë SòÊË ÷Ê⁄UÃ ∑§ ¬⁄Uê¬⁄UÊflÊŒË ≈˛¥U«U •Ê⁄U
•ÊœÈÁŸ∑§ ¡ËflŸ ∑§ ¬˝S»È§≈UŸ ‚ ≈U∑§⁄UÊ∑§⁄U ¬ÒŒÊ „ÈUß¸ SòÊË „ÒU, ¡Ê
•¬ŸË •ÁS◊ÃÊ ∑§Ê ’øÊŸÊ ÷Ë øÊ„UÃË „ÒU, ◊ª⁄U ¬ÁÃ ∑§ •Ê°‚È•Ê¥
◊¥ ©U‚∑§ ‚¢∑§À¬ fl„U ¡ÊŸ ∑§Ë ¬Í⁄UË ‚ê÷ÊflŸÊ∞° ÷Ë ◊ÊÒ¡ÍŒ „Ò¥U–
‚Ê◊Áÿ∑§ ‚ãŒ÷ÊZ ‚ ¡È«∏U∑§⁄U ◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë ∑§„UÊÁŸÿÊ°
Á¬ÃÎ‚ûÊÊà◊∑§ √ÿflSÕÊ ∑§Ë Áfl‚¢ªÁÃÿÊ¥ ’Ÿ∑§Ê’ ∑§⁄UÃË ∞‚Ë
SòÊË ∑§ ∞„U‚Ê‚ ∑§Ê ÷Ë ¡ËflãÃ •Á÷√ÿÁQ§ ŒÃË „Ò¥U, ¡Ê ¬˝◊ ∑§
π‹ ◊¥ ΔUªË ¡Ê øÈ∑§Ë „Ò¥U, ◊ª⁄U •’ ’«∏UË Á‡ÊŒ˜ŒÃ ‚ ¬ÈL§·Ê¥ ∑§Ê
ŒflÃÊ ∑§Ë ∑È§‚Ë¸ •¬ŒSÕ ∑§⁄U ©U‚∑§ ¿U‹-¬˝¬¢ø, œÍÃ¸ÃÊ,
SflÊÕ¸¬⁄UÃÊ ÃÕÊ ‡ÊÊ·áÊ∑§Ê⁄UË ’’¸⁄U M§¬ ∑§Ê •¬ŸË ‹Ê‹ •Ê°πÊ¥
‚ Œπ ⁄U„UË „ÒU—““¬ÈM§¬ ∑§Ê ßÄ∑§Ê ÿÊÁŸ ÉÊ⁄U—©U‚∑§ ¬Ê‚–
ÃÈM§¬ ∑§Ê ’ÊŒ‡ÊÊ„U ÿÊÁŸ ’ìÊÊ—©U‚∑§ ¬Ê‚/ÃÈM§¬ ∑§Ë ’ª◊ ÿÊÁŸ
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’Ë’Ë •ÊÒ⁄U/¬˝◊ ∑§⁄UŸ ∑§ Á‹∞ ∞∑§ ¬˝Á◊∑§Ê—©U‚∑§ ¬Ê‚/ÃÈM§¬
∑§Ê ªÈ‹Ê◊ ÿÊÁŸ ŸÊÒ∑§⁄U-øÊ∑§⁄U/ªÊ«∏UË ’¢ª‹Ê—©U‚∑§ ¬Ê‚–””

◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë •Áœ∑§Ê¢‡Ê ÁSòÊÿÊ° Á¬ÃÎ‚ûÊÊà◊∑§ …UÊ°ø ◊¥
•¬ŸË •ÁS◊ÃÊ ∑§Ë Ã‹Ê‡Ê ∑§Ë ©U¬∑˝§◊ ∑§⁄UÃË „ÒU, ¬ÈL§· ¬˝◊
•ÊÒ⁄U ∞∑§ •ŒŒ ¬ÁÃ ©UŸ∑§ ¡ËflŸ-◊⁄UáÊ ∑§Ê ¬˝‡Ÿ ’ŸÊ ⁄U„UÃÊ „ÒU,
ß‚ ‚Êø ∑§ ∑§Ê⁄UáÊ ©UŸ∑§Ë SflÃ¢òÊÃÊ ß‚ ÁflÁ‡Êc≈U √ÿflSÕÊ ∑§Ë
‚Ë◊Ê•Ê¥ ∑§ ÷ËÃ⁄U „UË ⁄U„U ¡ÊÃË „ÒU, ÿ ÁSòÊÿÊ° Á¬ÃÎ‚ûÊÊ ∑§
‡ÊÊ·áÊ◊Í‹∑§ ŒÈcø∑˝§ ∑§Ê äflSÃ ∑§⁄UŸ ◊¥ •‚»§‹ ⁄U„UÃË „ÒU–
‡Ê⁄UÊ’Ë ¬ÁÃ ∑§Ë ¬˝ÃÊ«∏UŸÊ ∑§Ê ¤Ê‹ÃË “Ÿ‡ÊÊ” ∑§„UÊŸË ∑§Ë ∑§◊Ê™§
•ÊŸ¢ŒË ’≈U ∑§Ë ¡⁄UÊ ‚Ë ‚„UÊŸÈ÷ÍÁÃ ¬Ê∑§⁄U ◊ÈÁQ§ ∑§Ë ¿U≈U¬≈UÊ„U≈U
◊¥ ’≈U ‚ ∑§„U ©UΔUÃË „ÒU—““◊È¤Ê ÿ„UÊ° ‚ ‹ ø‹ Á∑§‡ÊŸÍ—ÿ„UÊ°
‚ ‹ ø‹, ◊Ò¥Ÿ ’„ÈUÃ ‚„UÊ „ÒU •ÊÒ⁄U •’ Ÿ„UË¥ ‚„UÊ ¡ÊÃÊ,—◊È¤Ê
ÿ„UÊ° ‚ ‹ ø‹, ◊Ò¥Ÿ ’„ÈUÃ ‚„UÊ „ÒU, •ÊÒ⁄U •’ Ÿ„UË¥ ‚„UÊ ¡ÊÃÊ,
◊È¤Ê ÿ„UÊ° ‚—ø‹ •Ê¡ „UË–”” ◊ª⁄U ÿ„UË •ÊŸ¢ŒË ’≈U ∑§ ‚ÊÕ
¬ÁÃ ŒÍ⁄U ¡Ê∑§⁄U ÷Ë ©U‚‚ ◊ÈQ§ Ÿ„UË¥ „UÊ ‚∑§Ë, fl„U Sflÿ¢ ¬ÈòÊ ‚
¿ÈU¬Ê∑§⁄U ¬ÁÃ ∑§Ê •¬ŸË Á‚‹Êß¸-’ÈŸÊß¸ ‚ ∑§◊Ê∞ ¬Ò‚ ÷¡Ÿ
‹ªÃË „ÒU– •Ã— ∑§„UÊ ¡Ê ‚∑§ÃÊ „ÒU Á∑§ ◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë ÁSòÊáÊ°
∞∑§ •‚¢÷fl Á∑§S◊ ∑§ …UÊ°ø ‚ •‚»§‹ „UÊŸ ∑§ Œ’Êfl •ÊÒ⁄U
ŒŒ¸ ∑§Ê ¤Ê‹ÃË „ÒU, ÿÊÃŸÊ◊ÿ ‚¢‚Ê⁄U ∑§Ê •¬ŸË ÁŸÿÁÃ ◊ÊŸ∑§⁄U
SflË∑§Ê⁄U ∑§⁄UÃË ø‹ÃË „Ò¥U, Ÿ ©U‚ …UÊ°ø ∑§Ê ¿UÊ«∏U ¬ÊÃË „ÒU, •ÊÒ⁄U
Ÿ ©U‚∑§ flø¸SflflÊŒË SflM§¬ ∑§Ê ÃÊ«∏U ¬ÊÃË „ÒU, ◊Ò¥ „UÊ⁄U ªÿË Á∑§
¬˝ÁÃäflÁŸ ŒŸ ‹ªÃË „ÒU– ß‚ Ã⁄U„U ŒπÊ ¡Ê∞, ÃÊ ◊ãŸÍ ÷á«UÊ⁄UË
∑§Ë ÁSòÊÿÊ° ∞∑§ •‚ê÷fl Á∑§S◊ ∑§ …UÊ°ø ◊¥ •‚»§‹ „UÊŸ ∑§
Œ’Êfl •ÊÒ⁄U ŒŒ¸ ∑§Ê ¤Ê‹ÃË ⁄U„UÃË „ÒU, ©U‚Ë ÿÊÃŸÊ ◊ÿ ‚¢‚Ê⁄U ∑§Ê
•¬ŸË ÁŸÿÁÃ ◊ÊŸ∑§⁄U SflË∑§Ê⁄U ∑§⁄UÃË ø‹ÃË „ÒU, Ÿ ©U‚ …UÊ°ø
∑§Ê ÃÊ«∏U ¬ÊÃË „ÒU, Ÿ ©U‚∑§ flø¸SflflÊŒË SflM§¬ ∑§Ê ÃÊ«∏U ¬ÊÃË
„Ò¥U– ß‚◊¥ ∑§Êß¸ ‚¢Œ„U Ÿ„UË¥ Á∑§ ◊ãŸÍ ÷á«UÊ⁄UË ◊¥ ÿÕÊÕ¸ ¬Á⁄Ufl‡Ê
◊¥ SòÊË •ÊÒ⁄U ©U‚∑§ ¡ËflŸ ∑§Ê ¬˝SÃÈÃ Á∑§ÿÊ „ÒU—““◊ÊŸflËÿ
ÁSÕÁÃÿÊ¥ •ÊÒ⁄U •¬Ÿ „U∑§ ◊¥ •¬ŸË ‹Ê‹‚Ê•Ê¥ ∑§Ê ¬Ê‚Ÿ flÊ‹
©UŸ∑§ SòÊË øÁ⁄UòÊ •ŸÈ÷ÍÁÃ ∑§ œ⁄UÊÃ‹ ¬⁄U ’„ÈUÃ ◊ÍÀÿflÊŸ „ÒU–
∞ÁÃ„UÊÁ‚∑§, fl¡¸ŸÊ•Ê¥ •ÊÒ⁄U …UÊ°ø ‚ ≈U∑§⁄UÊ∑§⁄U ‹„ÍU‹È„UÊŸ „UÊÃË
©UŸ∑§Ë SòÊË ◊¥ •¬Ÿ •Áœ∑§Ê⁄UÊ¥ ∑§ ¬˝ÁÃ ‹‹∑§÷⁄UË ŒÎÁc≈U ÃÊ „ÒU,
‹Á∑§Ÿ •Áœ∑§Ê⁄UÊ¥ ∑§Ê Á¿UŸŸ ∑§ ∞¢ª ◊¥ øÃÊflŸË ÷⁄UË ◊Èº˝Ê „ÒU,
‡ÊÊ·áÊ •ÊÒ⁄U •ãÿÊÿ ∑§ ¬˝ÁÃ ∑§Êß¸ •Ê∑˝§Ê◊∑§ Ãfl⁄U ÷Ë Ÿ„UË¥ „ÒU,
’ÁÀ∑§ fl Á¬ÃÎ‚ûÊÊ ∑§ •Êª ≈ÍU≈UÃË-Á’π⁄UÃË, •‚¢Åÿ-•‚¢Åÿ
ÃŸÊflÊ¥ •ÊÒ⁄U mãmÊ¥ ∑§Ê ¡ËÃË ∞‚Ë SòÊË „ÒU, ¡Ê ¬Á⁄UflÊ⁄U •ÊÒ⁄U
‚◊Ê¡ ◊¥ ⁄U„UÃ „ÈU∞ ÷Ë •∑§‹Ë „ÒU–””

◊ãŸÍ ÷á«UÊ⁄UË ∑§ ∑§âÿÊà◊∑§ •ŸÈ÷fl »§‹∑§ ◊¥ SòÊË ∑§Ë
òÊÊ‚ ÷⁄UË ÁŸÿÁÃ, ©U‚∑§Ë ‚¢ÉÊ·¸¬ÍáÊ¸ ÁSÕÁÃ ©U‚∑§Ë ¬Ë«∏UÊ •ÊÒ⁄U
•Ê∑§Ê¢ˇÊÊ ∑§Ê ∞∑§ SflÊÿûÊ ‚¢‚Ê⁄U „ÒU, ß‚ ‚¢‚Ê⁄U ◊¥ SòÊË ∑§Ë
©U‹Ê„UŸÊ „ÒU, Á‡Ê∑§ÊÿÃ „ÒU, ∑§‚∑§ „ÒU, Ã«∏U¬ „ÒU, Á¡‚‚ ¬ÊΔU∑§
∑§Ë ’⁄UÊ’⁄UË ‚Ê¤ÊŒÊ⁄UË „UÊÃË ø‹ÃË „ÒU, ÁSòÊÿÊ¥ ∑§Ë ‚◊SÿÊ∞°

√ÿÁQ§ªÃ ‚¢Œ÷ÊZ ‚ ø‹∑§⁄U ‚Ê◊ÊÁ¡∑§ ‚¢Œ÷ÊZ ‚ ¡È«∏UÃË „ÒU,
ÄÿÊ¥Á∑§ SòÊË ‚◊Ê¡ ∑§ ’Ëø, √ÿÊ¬∑§ ‚◊ÈŒÊÿ ∑§ ’Ëø •¬ŸË
Á„UÃ ÁøãÃÊ ∑§Ê ©UΔUŸÊ øÊ„UÃË „ÒU, Sflÿ¢ ◊ãŸÍ ¡Ë ∑§Ë •flœÊ⁄UáÊÊ
÷Ë ÿ„UË „ÒU—““◊Ò¥ ‚◊¤ÊÃË „Í°U Á∑§ ŸÊ⁄UË •‹ª π«∏UË ∑§Êß¸ ∞‚Ë
ÕÊ⁄U◊ ÿÊ ¬˝ÊÚé‹◊ Ÿ„UË¥ „ÒU, Á¡‚ øÊ⁄U •ÊŒ◊Ë ’ÒΔU∑§⁄U „U‹ ∑§⁄U
‹Ÿ ∑§Ê ‚ãÃÊ· ¬Êÿ¥, ÿÁŒ ‚◊Ê¡ ∑§ ¬˝ÁÃ ©U‚∑§ ∑§Ã¸√ÿ •ÊÒ⁄U
•¬ˇÊÊ∞° ¬ÈL§· ∑§ „UË ‚◊ÊŸ „ÒU, ÃÊ ©U‚∑§Ë ∑§Êß¸ ‚◊SÿÊ ©U‚∑§Ë
•¬ŸË ‚◊SÿÊ Ÿ„UË¥ „ÒU fl⁄UŸ˜ fl„U ‚◊Ê¡ ∑§Ë ‚◊SÿÊ „ÒU–

◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë ∑§„UÊÁŸÿÊ° ª‹Ã •ÊÒ⁄U ‚„UË ∑§Ê ÁŸáÊ¸ÿ
¬ÊΔU∑§ ¬⁄U Ÿ„UË¥ ¿UÊ«∏UÃË, ’ÁÀ∑§ ©UŸ∑§Ë ¬ˇÊœ⁄UÃÊ •∑§‹Ë,
•ÃÎåÃ •ÊÒ⁄U àÿÊ‚Ë SòÊË ∑§Ë Ã⁄U»§ ÖÿÊŒÊ „UÊÃË „ÒU– ∑§◊‹‡fl⁄U ∑§
‡ÊéŒÊ¥ ◊¥ ◊ãŸÍ ÷á«UÊ⁄UË ∑§Ë ∑§„UÊÁŸÿÊ°—““•ÊÒ⁄UÃ ∑§ ◊ÊŸÁ‚∑§
‡ÊÊ⁄UËÁ⁄U∑§ •ÊÒ⁄U ‚Ê¢‚ÊÁ⁄U∑§ ‚àÿ ∑§Ê ’„ÈUÃ ª„U⁄UÊ •ÊÒ⁄U ŒÊ„U∑§
∞„U‚Ê‚ ŒÃË „ÒU–””

‚ÊÁ„Uàÿ ÿÊ ∑§‹Ê •¬Ÿ ‚◊ÿ ∑§ ‚Ê◊ÊÁ¡∑§ ∞fl¢
‚Ê¢S∑Î§ÁÃ∑§ ◊ÍÀÿÊ¥ ∑§Ê „UË ‚◊ÊÁ„UÃ ∑§⁄U∑§ •¬ŸÊ flÒÁ‡Êc≈U˜ÿ Ÿ„UË¥
ÁŸM§Á¬Ã ∑§⁄UÃË „ÒU, ’ÁÀ∑§ fl„U •ª‹Ë ¬Ë…∏UË ∑§ Á‹∞ ¬ª«¢U«UË
÷Ë ÃÒÿÊ⁄U ∑§⁄U ⁄U„UË „ÒU, ß‚ ŒÎÁc≈U ‚ ◊ãŸÍ ÷á«UÊ⁄UË ∑§Ê ∑§ÕÊà◊∑§
‚¢‚Ê⁄U SòÊË ∑§Ë ÁSÕÁÃ •ÊÒ⁄U ÁŸÿÁÃ ∑§Ê ÿÕÊÕ¸flÊŒË œ⁄UÊÃ‹ ¬⁄U
◊È≈U˜ΔUË •ÊÒ⁄U Á÷¢øË ◊È≈U˜ΔUË ∑§Ë ‚ÊÕ¸∑§ÃÊ ß‚ ’ÊÃ ◊¥ „ÒU Á∑§ fl
SflÃ¢òÊ ¡ËflŸ ◊ÍÀÿÊ¥ ∑§ ¬˝ÁÃ •ÊSÕÊflÊŸ „UÊ ©UΔUË „Ò¥U– ©UŸ∑§Ë
⁄UøŸÊ•Ê¥ ∑§Ë ÁSòÊÿÊ¥ ∑§Ê •ŸÈ÷ÍÃ ‚àÿ •Ê¡ ÷Ë ‚Ò∑§«∏UÊ ¥
Á„UãŒÈSÃÊŸË •ÊÒ⁄UÃÊ¥ ∑§ ¡ËflŸ ∑§Ë òÊÊ‚ŒË ∑§Ê ‚Êˇÿ „ÒU– ‚ê◊ÊŸ
•ÊÒ⁄U •Áœ∑§Ê⁄U ∑§ Á‹∞ •¬ŸË ‚¢ÉÊ·¸ ÿÊòÊÊ ◊¥ ◊ÊŸÁ‚∑§ øÊ≈UÊ¥ ‚
ˇÊÃ-ÁflˇÊÃ „UÊÃË „ÈUß¸ ◊ãŸÍ ¡Ë ∑§Ë SòÊË ◊¥ ◊ÈÁQ§ ∑§Ë ¡Ê Ã«∏U¬
•ÊÒ⁄U ¿U≈U¬≈UÊ„U≈U „ÒU, fl„UË •¢œ⁄U ‚ ©U¡Ê‹ ∑§Ë •Ê⁄U ¡ÊÃË
¬ª«¢U«UË ∑§Ê ‚¢∑§Ã „ÒU, •ÊÒ⁄U ÿ„UË ¬ª«¢U«UË SòÊË ∑§Ê ÷ÊflÊà◊∑§
•ÊÒ⁄U √ÿÊfl„UÊÁ⁄U∑§ ŒÎÁc≈U ‚ flÿS∑§ ’ŸÊ∑§⁄U Sflÿ¢ •¬ŸË •Ê¡ÊŒË
∑§Ê S≈U≈U◊¥≈U Á‹πŸ ∑§ Á‹∞ ‚ê÷ÊflŸÊ•Ê¥ ∑§Ê ◊Êª¸ Ã‹Ê‡ÊŸ ∑§
„UÊÒ‚‹ ∑§Ë ’ÈÁŸÿÊŒ ÷Ë „ÒU–
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∑§ÊÁfl«U-19 •ÊÒ⁄U ◊ÊŸÁ‚∑§ SflÊâÿ
«UÊÚ. ÁŸÁœ Á◊üÊÊ*

‚Ê⁄UÊ¢‡Ê — ∑§ÊÁfl«U-19 ◊„UÊ◊Ê⁄UË Ÿ ¬Í⁄U ¡ªÃ ◊¥ ‹ÊªÊ¥ ∑§ ◊ÊŸÁ‚∑§ SflÊSâÿ ∑§Ê ∑§Ê»§Ë ¬˝÷ÊÁflÃ Á∑§ÿÊ „ÒU– ß‚
◊„UÊ◊Ê⁄UË ◊¥ ‚Ê◊ÊÁ¡∑§ ŒÍÁ⁄UÿÊ° ’…∏UŸ, •‹ªÊfl, •ÊÁÕ¸∑§ ¬⁄U‡ÊÊŸË •ÊÁŒ ∑§ ø‹Ã ‹ÊªÊ¥ ◊¥ ÁøãÃÊ •ÊÒ⁄U ÃŸÊfl ∑§Ê SÃ⁄U ’…∏UÊ
„ÒU– ÄflÊ⁄¢U≈UÊßŸ •ÊÒ⁄U ‚Ê‡Ê‹ Á«US≈¥UÁ‚¢ª ¡Ò‚ ‡ÊéŒ ‹ÊªÊ¥ ◊¥ ∑È¢§ΔUÊ ∞fl¢ •fl‚ÊŒ ¬ÒŒÊ ∑§⁄U ‚∑§Ã „Ò¥U– •ÊÁÕ¸∑§ ‚¢∑§≈U ∑§ ∑§Ê⁄UáÊ
Œ‡Ê ∑§Ë ’„ÈUÃ ’«∏UË •Ê’ÊŒË ∑§Ê ◊ÊŸÁ‚∑§ SflÊSâÿ ’È⁄UË Ã⁄U„U ¬˝÷ÊÁflÃ „UÊ ⁄U„UÊ „ÒU– ∞‚Ë ÁSÕÁÃ ◊¥ œÒÿ¸ ⁄UπÃ „ÈU∞ ◊ÊŸÁ‚∑§
M§¬ ‚ •¬Ÿ •Ê¬∑§Ê ◊¡’ÍÃ ⁄UπŸÊ øÊÁ„U∞– ‚∑§Ê⁄UÊà◊∑§ ‚Êø ’ŸÊ∞ ⁄Uπ¥ ÄÿÊ¥Á∑§ ‚∑§Ê⁄UÊà◊∑§ÃÊ „UË √ÿÁQ§ ∑§Ê ◊ÊŸÁ‚∑§
M§¬ ‚ ◊¡’ÍÃ ⁄UπÃË „ÒU–

◊ÈÅÿ ‡ÊéŒ — ◊ÊŸÁ‚∑§ SflÊSâÿ, «U⁄U, ÃŸÊfl, •fl‚ÊŒ ‚∑§Ê⁄UÊà◊∑§ ‚Êø–
©Ug‡ÿ — ∑§Ê⁄UÊŸÊ ◊„UÊ◊Ê⁄UË ∑§ ŒÊÒ⁄UÊŸ ◊ÊŸÁ‚∑§ SflÊSâÿ ∑§Ê •äÿÿŸ ∑§⁄UŸÊ–

◊ÊŸÁ‚∑§ SflÊSâÿ
•Ê¡ ∑§Ê ◊ÊŸfl ¡ËflŸ •ãÃ¸mãm, ∑È§áΔUÊ, ÁøãÃÊ,

◊ÊŸÁ‚∑§-‚¢ÉÊ·¸ ∞fl¢ ¬˝ÁÃS¬œÊ¸ ∑§ ŒÊÿ⁄U ◊¥ Á‚◊≈U ∑§⁄U ⁄U„U ªÿÊ
„ÒU, Á¡‚∑§ ¬Á⁄UáÊÊ◊SflM§¬ ‹ÊªÊ¥ ◊¥ ©Uà¬ãŸ ◊ÊŸÁ‚∑§ •‚¢ÃÈ‹Ÿ
∑§ ∑§Ê⁄UáÊ ÁflÁ÷ãŸ ¬˝∑§Ê⁄U ∑§Ë ◊ÊŸÁ‚∑§ Áfl∑Î§ÁÃÿÊ¥ ∑§Ê ¡ã◊ „UÊ
⁄U„UÊ „ÒU ¡Ê √ÿÁQ§ ∑§ ¬ÊÁ⁄UflÊÁ⁄U∑§ √ÿÊfl‚ÊÁÿ∑§, ‚Ê◊ÊÁ¡∑§,
‡ÊÒÁˇÊ∑§ ∞fl¢ ‚Ê¢S∑Î§ÁÃ∑§ ‚◊ÊÿÊ¡Ÿ ∑§Ê ◊„Uûfl¬ÍáÊ¸ …¢Uª ‚
¬˝÷ÊÁflÃ ∑§⁄U ⁄U„UÊ „ÒU– S≈˛Uã¡ (Strange) ∑§Ê ÁfløÊ⁄U „ÒU Á∑§
◊ÊŸÁ‚∑§ SflÊSâÿ ‚ ÃÊà¬ÿ¸ flÒ‚ ‚Ëπ ª∞ √ÿfl„UÊ⁄U ‚ „UÊÃÊ „ÒU
¡Ê ‚Ê◊ÊÁ¡∑§ M§¬ ‚ •ŸÈ∑Í§‹Ë „UÊÃ „Ò¥U •ÊÒ⁄U ¡Ê √ÿÁQ§ ∑§Ê
•¬ŸË Á¡¢ŒªË ∑§ ‚ÊÕ ¬ÿÊ¸åÃ M§¬ ‚ ◊È∑§Ê’‹Ê ∑§⁄UŸ ∑§Ë
•ŸÈ◊ÁÃ ŒÃÊ „ÒU– œŸÊà◊∑§ ◊ÊŸÁ‚∑§ SflÊSâÿ √ÿÁQ§ ∑§ ‚»§‹
‚◊ÊÿÊ¡Ÿ ∞fl¢ Áfl∑§Ê‚ ∑§Ë ∑È¢§¡Ë „ÒU–

∑§Ê‹¸ ◊ÁŸ¢ª ∑§ •ŸÈ‚Ê⁄U, ““◊ÊŸÁ‚∑§ SflÊSâÿ •Áœ∑§Ã◊
πÈ‡ÊË ÃÕÊ ¬˝÷Êfl‡ÊË‹ÃÊ ∑§ ‚ÊÕ flÊÃÊfl⁄UáÊ ∞fl¢ ©U‚∑§ ¬˝àÿ∑§
ŒÍ‚⁄U √ÿÁQ§ ∑§ ‚ÊÕ ◊ÊŸfl ‚◊ÊÿÊ¡Ÿ „ÒU—fl„U ∞∑§ ‚¢ÃÈÁ‹Ã
◊ŸÊŒ‡ÊÊ, ‚Ã∑¸§ ’ÈÁh, ‚Ê◊ÊÁ¡∑§ M§¬ ‚ ◊Êãÿ √ÿfl„UÊ⁄U ÃÕÊ
∞∑§ πÈ‡Ê Á◊¡Ê¡ ’ŸÊ∞ ⁄UπŸ¢ ∑§Ë ˇÊ◊ÃÊ „ÒU–””

◊ÊŸÁ‚∑§ SflÊSâÿ ∑§ •÷Êfl ◊¥ √ÿÁQ§ ∑§ Áfl∑§Ê‚ ∑§Ê ◊Êª¸
•flL§h „UÊ ¡ÊÃÊ „ÒU– fl„U Sflÿ¢ ÃÕÊ ‚◊Ê¡ ¬⁄U ’Ê¤Ê ’Ÿ ¡ÊÃÊ
„ÒU– ◊ÊŸÁ‚∑§ M§¬ ‚ SflSÕ √ÿÁQ§ •¬Ÿ ÃÕÊ flÊÃÊfl⁄UáÊ ∑§
‚ÊÕ ‚Ê◊¢¡Sÿ SÕÊÁ¬Ã ∑§⁄U ‹ÃÊ „ÒU, •ÊÒ⁄U ¬˝ÁÃ∑Í§‹ ¬Á⁄UÁSÕÁÃÿÊ¥
∑§Ê ÷Ë •ŸÈ∑Í§‹ ’ŸÊ ‹ÃÊ „ÒU– ◊ÊŸÁ‚∑§ M§¬ ‚ SflSÕ √ÿÁQ§
Áfl∑§Ê‚ ∑§ ŸflËŸ ◊ÊªÊZ ∑§Ê  πÊ¡ÃÊ „ÒU– ◊ÊŸÁ‚∑§ M§¬ ‚ •SflSÕ
√ÿÁQ§ ◊¥ •Ÿ∑§ ‹ˇÊáÊ ¬Êÿ ¡ÊÃ „Ò¥U ¡Ò‚—Áø«∏UÁø«∏UÊ¬Ÿ,
•fl‚ÊŒË ∞fl¢ ÁŸ⁄UÊ‡ÊÊflÊŒË ŒÎÁc≈U∑§ÊáÊ, ©UŒÊ‚Ë, ©Uà‚Ê„U ∑§Ê
•÷Êfl, •œÒÿ¸, •‚È⁄UˇÊÊ ∑§Ë ÷ÊflŸÊ ∞fl¢ „UËŸÃÊ ∑§Ê ÷Êfl–

*  •Á‚S≈Uã≈U ¬˝Ê»§‚⁄U (◊ŸÊÁflôÊÊŸ), ∑§Ê.‚È. ‚Ê∑§Ã SŸÊÃ∑§ÊûÊ⁄U ◊„UÊÁfllÊ‹ÿ, •ÿÊäÿÊ

ß‚ ‚◊ÿ ¬Í⁄UÊ Œ‡Ê ∑§Ê⁄UÊŸÊ ◊„UÊ◊Ê⁄UË ‚ ◊ÈÁ‡∑§‹ ŒÊÒ⁄U ‚
ªÈ¡⁄U ⁄U„UÊ „ÒU– ß‚ Œ‡Ê ∑§Ë ‚⁄U∑§Ê⁄U Ÿ ß‚‚ ÁŸ¡ÊÃ ¬ÊŸ ∑§ Á‹∞
¬Í⁄U Œ‡Ê ◊¥ ‹ÊÚ∑§«UÊ©UŸ Á∑§ÿÊ „ÈU•Ê „ÒU, Á¡‚∑§ ∑§Ê⁄UáÊ ‚’∑§ ◊Ÿ
◊¥ «U⁄U, ÁøãÃÊ, ÃŸÊfl, ÉÊ’⁄UÊ„U≈U ’øÒŸË ¡Ò‚Ë ÷ÊflŸÊ∞° •Ê ⁄U„UË
„Ò¥U, Á¡‚‚ ‹ÊªÊ¥ ∑§Ê ◊ÊŸÁ‚∑§ SflÊSâÿ ¬˝÷ÊÁflÃ „UÊ ⁄U„UÊ „ÒU–

ÿÁŒ „U◊Ê⁄UÊ ◊Ÿ ¬˝‚ãŸ „UÊÃÊ „ÒU, ÃÊ •Ê¬∑§ ¬Ê‚ ¡Ê ÷Ë
„UÊÃÊ „ÒU, fl„UË •Ê¬∑§ Á‹∞ ¬ÿÊ¸åÃ „UÊÃÊ „ÒU, ¬⁄U •Ê¡∑§‹ ∑§Ë
¬Á⁄UÁSÕÁÃÿÊ¥ ◊¥ „U◊Ê⁄UÊ ◊Ÿ ¬˝‚ãŸ Ÿ„UË¥ „UÊ ¬Ê ⁄U„UÊ „ÒU, Á¡‚∑§
ø‹Ã ‹ÊªÊ¥ ∑§Ê ¡ËflŸ •SÃ-√ÿSÃ „UÊÊÃ ¡Ê ⁄U„UÊ „ÒU– ‹Êª
ÁŸ¡Ë ¡ËflŸ ◊¥ ÷Ë •‚¢ÃÈc≈U ⁄U„U ⁄U„U „Ò¥U–

¬„U‹ ∑§Ë Ã⁄U„U ‚’ ∑È§¿U ∑§’ ΔUË∑§ „UÊªÊ ÿ„U ‚flÊ‹ ‹ÊªÊ¥
∑§Ê •Áœ∑§ ’øÒŸ ∑§⁄U ⁄U„UÊ „ÒU– ’Ê„U⁄U ∑§Ê◊ ¬⁄U ÁŸ∑§‹Ÿ •ÊÒ⁄U
•√ÿflÁSÕÃ ÁŒŸøÿÊ¸ ∑§Ê ΔUË∑§-ΔUË∑§ ∑§⁄UŸ ∑§Ë ¿U≈U¬≈UÊ„U≈U ’…∏U
ªß¸ „ÒU– Á∑§‚Ë ∑§Ê ∑§Ê◊ ¿ÍU≈U ¡ÊŸ ∑§Ë ≈¥U‡ÊŸ „ÒU, ÃÊ ∑§Êß¸ ¬⁄UËˇÊÊ
∑§’ „UÊªË, Á∑§‚ M§¬ ◊¥ „UÊªË, ÷Áflcÿ ÄÿÊ „UÊªÊ ß‚ ‹∑§⁄U
‚÷Ë flª¸ ∑§ ‹Êª ¬⁄U‡ÊÊŸ „Ò¥U– Á¡‚ ∑§Ê⁄UáÊ „U◊Ê⁄UÊ ◊ÊŸÁ‚∑§
SflÊSâÿ ¬˝÷ÊÁflÃ „UÊ ⁄U„UÊ „ÒU–

‚¢∑˝§◊áÊ ∑§Ê ⁄UÊ∑§Ÿ ∑§ Á‹∞ ‹ÊªÊ¥ ∑§Ê ÉÊ⁄U ¬⁄U ⁄U„UŸÊ ¬«∏U
⁄U„UÊ „ÒU •ÊÒ⁄U ß‚‚ ’øŸ ∑§ Á‹∞ „U⁄U Ã⁄U„U ∑§Ë ‚ÊflœÊÁŸÿÊ°
’⁄UÃË ¡Ê ⁄U„UË „Ò¥U– Á»§⁄U ÷Ë •Áœ∑§Ê¢‡Ê ‹Êª ∑§„UË Ÿ ∑§„UË ß‚
‹∑§⁄U ÷ÿª˝SÃ „Ò¥U– •ª⁄U ∑§Êß¸ ¬„U‹ ‚ ◊ŸÊ⁄UÊª ‚ ª˝Á‚Ã „Ò¥U,
ÃÊ ©UŸ∑§Ê ß‚ ◊Ê„UÊÒ‹ ◊¥ Áfl‡Ê· äÿÊŸ ⁄UπŸ ∑§Ë ¡M§⁄UÃ „ÒU–
ÄÿÊ¥Á∑§ ∞‚ ‹Êª •ãÿ ‚ŒSÿÊ¥ ‚ Á∑§‚Ë ¬˝∑§Ê⁄U ∑§Ë Ÿ∑§Ê⁄UÊà◊∑§
øøÊ¸ ‚ÈŸ∑§⁄U ‡Ê¢∑§Êª˝SÃ „UÊ ¡ÊÃ „Ò¥U •ÊÒ⁄U ’„ÈUÃ ¡ÀŒË „UË ©U‚
‚◊SÿÊ ◊¥ πÈŒ ∑§Ê Ã‹Ê‡ÊŸ ‹ªÃ „Ò¥U– ß‚‚ ©UŸ∑§Ë ◊ÊŸÁ‚∑§
ÁSÕÁÃ Á’ª«∏UŸ ∑§ ‚ÊÕ ’Ë◊Ê⁄UË ∑§Ë ÷ÿÊfl„U M§¬ ‹Ÿ ∑§Ë
‚ê÷ÊflŸÊ ’…∏U ¡ÊÃË „ÒU– ÿ„U ‚◊SÿÊ ©UŸ ‹ÊªÊ¥ ◊¥ ’„ÈUÃ •Áœ∑§
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„UÊÃË „ÒU, ¡Ê Anxiety Disorder ∑§Ë ‚◊SÿÊ ‚ ª˝Á‚Ã „UÊÃ
„Ò¥U– ß‚ Ã⁄U„U ∑§ ⁄UÊÁªÿÊ¥ ‚ ¿ÈU¬Ê∑§⁄U Á∑§‚Ë Áfl·ÿ ¬⁄U øøÊ¸ Ÿ
∑§⁄U, ÄÿÊ¥Á∑§ ∑§ß¸ ’Ê⁄U ©Uã„¥U ÿ„U ‹ªÃÊ „ÒU Á∑§ ∑§„UË¥ ©UŸ‚ ∑È§¿U
¿ÈU¬ÊÿÊ ÃÊ Ÿ„UË¥ ¡Ê ⁄U„UÊ „ÒU– ∞‚ ◊¥ ©UŸ∑§Ë ◊ÊŸÁ‚∑§ ÁSÕÁÃ
π⁄UÊ’ „UÊ ¡ÊÃË „ÒU–

«U⁄U •ÊÒ⁄U ÁøãÃÊ ÿ ŒÊ ∞‚Ë ◊ÊŸÁ‚∑§ •flSÕÊ „ÒU ¡Ê œË⁄U-
œË⁄U ¡ËflŸ ∑§Ê πÊπ‹Ê ∑§⁄U ŒÃË „ÒU– flÿS∑§ ¡ËflŸ ◊¥ ÿ
‚◊SÿÊ∞° ’„ÈUÃ ÁŒπÊÿË Œ ⁄U„UË „Ò¥U, ÄÿÊ¥Á∑§ fl •¬Ÿ ∑Ò§Á⁄Uÿ⁄U
‚ê’ãœË, ŸÊÒ∑§⁄UË, ‚È⁄UˇÊÊ SflÊSâÿ •ÊÒ⁄U •ÊÁÕ¸∑§ ÁSÕÁÃ ¡Ò‚
∑§ÃÊ⁄UáÊÊ¥ ∑§ ∑§Ê⁄UáÊ ©UŸ∑§ ◊Ÿ ◊¥ «U⁄U ÿÊ ÁøãÃÊ ¡Ò‚Ë Áfl∑Î§ÁÃÿÊ°
©Uà¬ãŸ „UÊ ⁄U„UË „Ò¥U– Á¡‚∑§ ∑§Ê⁄UáÊ ©UŸ∑§Ê ◊ÊŸÁ‚∑§ SflÊSâÿ
¬˝÷ÊÁflÃ „UÊ ⁄U„UÊ „ÒU– ÿ„UË ‚„UË ‚◊ÿ „ÒU ¡’ „U◊ ‚◊¤Ê ¬Êÿ Á∑§
‡ÊÊ⁄UËÁ⁄U∑§ SflÊSâÿ ∑§ ‚ÊÕ-‚ÊÕ „U◊ •¬Ÿ ◊ÊŸÁ‚∑§ SflÊSâÿ
¬⁄U ÷Ë »§Ê∑§‚ ∑§⁄¥U–

Áfl‡fl SflÊSâÿ ‚¢ªΔUŸ ∑§ •ŸÈ‚Ê⁄U ‹Êª ßŸ ÁŒŸÊ¥
•Ê∑˝§Ê◊∑§ •ÊÒ⁄U ÷ÿ÷ËÃ „UÊ ⁄U„U, ÃÊ ß‚∑§Ê ∑§Ê⁄UáÊ ‚◊ÊøÊ⁄U
◊Êäÿ◊Ê¥ ∑§Ê •Áœ∑§ ‚◊ÿ ŒŸÊ „ÒU– ’„UÃ⁄U „UÊªÊ Á∑§ •Áœ∑§
‚◊ÿ ¬Á⁄UflÊ⁄U ∑§Ê Œ •ÊÒ⁄U ’‚ •¬«U≈U „UÊŸ ∑§ Á‹∞ ◊ËÁ«UÿÊ ÿÊ
‚Ê‡Ê‹ ◊ËÁ«UÿÊ ∑§Ë •Ê⁄U ¡Ê∞–

SflÊSâÿ ¬ÁòÊ∑§Ê “Œ ‹Ê¢‚≈U” ∑§ •ŸÈ‚Ê⁄U ∑§Ê⁄UÊŸÊ ‚ ΔUË∑§
„ÈU∞ ‹Êª ◊ÊŸÁ‚∑§ ’Ë◊Ê⁄UË ∑§ ø¬≈U ◊¥ •Ê ⁄U„U „Ò¥U– ß‚ •äÿÿŸ
∑§Ê “Œ ‹Ê¢‚≈U” ‚ÊßÁ∑§ÿÊÁ≈˛U∑§ ¡Ÿ¸‹ ◊¥ ¬˝∑§ÊÁ‡ÊÃ Á∑§ÿÊ ªÿÊ–
ß‚∑§ •ŸÈ‚Ê⁄U ∑§Ê⁄UÊŸÊ ‚ ΔUË∑§ „ÈU∞ ∑§⁄UË’ 20 »§Ë‚ŒË ‹Êª 90
ÁŒŸÊ¥ ∑§ •¢Œ⁄U ‚ÊßÁ∑§ÿÊÁ≈˛U∑§ Á«U‚•ÊÚ«¸U⁄U ∑§ Á‡Ê∑§Ê⁄U „ÈU∞ „Ò¥U– ß‚
S≈U©UË ∑§ ◊ÈÃÊÁ’∑§ ◊ÊŸÁ‚∑§ ’Ë◊Ê⁄UË ‚ ¡Í¤Ê ⁄U„U ◊⁄UË¡Ê¥ ◊¥
ÁøãÃÊ, •fl‚ÊŒ •ÊÒ⁄U •ÁŸ¢º˝Ê •Ê◊ ’ÊÃ „UÊ ªß¸ „ÒU–

ß‚ ◊„UÊ◊Ê⁄UË ∑§Ê ‚◊Ê¡ ∑§ ¬˝àÿ∑§ ŸÊªÁ⁄U∑§ ¬⁄U •àÿãÃ
ª„U⁄UÊ ¬˝÷Êfl ¬«∏UÊ „ÒU– ◊Á«U∑§‹ ¡Ÿ⁄U‹ ∑§ ‡ÊÊœ ◊¥ ““◊¥≈U‹
„UÀÕ ∑§ÿ⁄U »§ÊÚ⁄U ‚Êß∑§Á≈˛U∑§ ßŸ ¬‡Ê¥≈U «U˜ÿÍÁ⁄¢Uª Œ ∑§ÊÁfl«U”” ∑§Ê
„UflÊ‹Ê ŒÃ „ÈU∞ Áfl‡Ê·ôÊ ∑§„UÃ „Ò¥U Á∑§ 19·2 »§Ë‚Œ ‹Êª
∑§Ê⁄UÊŸÊ ∑§Ê ‹∑§⁄U ◊ÊŸÁ‚∑§ M§¬ ‚ ¬⁄U‡ÊÊŸ „Ò¥U– Á¡‚∑§ ∑§Ê⁄UáÊ
„U◊Ê⁄UÊ ◊Ÿ ∑§◊¡Ê⁄U „UÊŸ ‹ªÃÊ „ÒU •ÊÒ⁄U ◊ÊŸÁ‚∑§ SflÊSâÿ
¬˝÷ÊÁflÃ „UÊŸ ‹ªÃÊ „ÒU– »§‹SflM§¬ ‹ÊªÊ¥ ∑§ ◊Ÿ ◊¥ •ŸÈÁøÃ
ÁfløÊ⁄UÊ¥ ∑§ ∑§Ê⁄UáÊ ©UŸ∑§ √ÿfl„UÊ⁄UÊ¥ ◊¥ ¬Á⁄UflÃ¸Ÿ •ÊŸ ‹ªÃÊ „ÒU,
¡Ò‚ ’Ê⁄U-’Ê⁄U „UÊÕ œÊŸ ∑§Ë ¬˝flÎÁûÊ ’…∏U ªÿË „ÒU, ©UŸ∑§Ê „U◊‡ÊÊ
ÿ„U «U⁄U ⁄U„UÃÊ „ÒU Á∑§ ∑§„UË¥ fl„U ‚¢∑˝§Á◊ÃÊ Ÿ„UË¥ „UÊ ¡Êÿ¥ª, ◊È¤Ê
∑§Ê⁄UÊŸÊ „UÊ ªÿÊ, ÃÊ ÄÿÊ „UÊªÊ, •ÊÁŒ ’ÊÃ¥ ©UŸ∑§ ◊Ÿ ◊¥ ’Ê⁄U-
’Ê⁄U •Ê∑§⁄U ¬⁄U‡ÊÊŸ ∑§⁄UÃË „ÒU– Á¡‚∑§ ∑§Ê⁄UáÊ •Ÿ∑§ ¬˝∑§Ê⁄U ∑§Ë
◊ÊŸÁ‚∑§ Áfl∑Î§ÁÃÿÊ° ©Uà¬ãŸ „UÊ ¡ÊÃË „ÒU– ¡Ò‚—«U⁄U, •fl‚ÊŒ,
ŸË¥Œ Ÿ •ÊŸÊ, •∑§‹Ê¬Ÿ, ÃŸÊfl, ◊ŸÊª˝ÁSÃ-’ÊäÿÃÊ ⁄UÊª, ÷˝◊
•ÊÁŒ–

∑§Ê⁄UÊŸÊ flÊÿ⁄U‚ ∑§ ‚¢∑˝§◊áÊ ∑§Ê ‹∑§⁄U ’È¡ÈªÊZ ∑§Ê ‚’‚
ÖÿÊŒÊ ‚Ã∑¸§ ⁄U„UŸ ∑§ Á‹∞ ∑§„UÊ ¡ÊÃÊ „ÒU– •Áœ∑§Ã⁄U ’È¡Èª¸

•¬Ÿ Ã⁄UË∑§ ‚ ÁŒŸ Á’ÃÊŸÊ •Áœ∑§ ¬‚¢Œ ∑§⁄UÃ „Ò¥U ©UŸ∑§Ê „U⁄U
∑§Ê◊ ÁŸÁ‡øÃ ‚◊ÿ ‚ „UÊÃÊ „ÒU, ¡Ò‚—‚È’„U-‡ÊÊ◊ ≈U„U‹ŸÊ,
•π’Ê⁄U ¬…∏UŸÊ •¬Ÿ ‚ÊÁÕÿÊ¥ ‚ ’ÊÃøËÃ ∑§⁄UŸÊ, ¬⁄UãÃÈ
‹ÊÚ∑§«UÊ©UŸ ∑§ ∑§Ê⁄UáÊ fl„U ÉÊ⁄U ‚ ’Ê„U⁄U Ÿ„UË¥ ÁŸ∑§‹ ¬Ê ⁄U„U „Ò¥U,
Á¡‚∑§Ê •‚⁄U ©UŸ∑§ ◊ÊŸÁ‚∑§ •ÊÒ⁄U ‡ÊÊ⁄UËÁ⁄U∑§ ‚„UÃ ¬⁄U ¬«∏U ⁄U„UÊ
„ÒU– ’È¡ÈªÊZ ∑§Ê •¬Ÿ ‚ÊÁÕÿÊ¥ ∑§ ‚ÊÕ ≈U„U‹Ÿ ∑§Ë •ÊŒÃ „UÊÃË
„ÒU, ¬⁄UãÃÈ ‚¢∑˝§◊áÊ ‚ ’øŸ ∑§ Á‹∞ ©Uã„¥U ’Ê„U⁄U ¡ÊŸ ∑§ Á‹∞
◊ŸÊ Á∑§ÿÊ ªÿÊ „ÒU– ß‚ ÁSÕÁÃ ◊¥ ©UŸ∑§ ÁŒ◊Êª ◊¥ Ÿ∑§Ê⁄UÊà◊∑§
ÁfløÊ⁄U •Áœ∑§ •ÊÃ „Ò¥U– ’È¡ÈªÊZ ◊¥ •∑§‹¬Ÿ ∑§Ë ‚◊SÿÊ ’…∏U
⁄U„UË „ÒU– ¬Á⁄Ufl„UŸ, ◊ŸÊ⁄¢U¡Ÿ •ÊÒ⁄U •ãÿ ªÁÃÁflÁœÿÊ¥ ∑§ ∑§≈U
¡ÊŸ ∑§ ∑§ÃÊ⁄UáÊ ©UŸ◊¥ •∑§‹Ê¬Ÿ •ÊÒ⁄U •fl‚ÊŒ ∑§Ê SÃ⁄U ’…∏U
ªÿÊ „ÒU– •Êß‚Ê‹‡ÊŸ ∑§Ë ÁSÕÁÃ ◊¥ ©UŸ∑§Ë ◊ÊŸÁ‚∑§ ‚„UÃ ∑§Ê
äÿÊŸ ⁄UπÊ ¡ÊÃÊ „ÒU, ÃÊÁ∑§ •∑§‹ ⁄U„UŸ ¬⁄U ÃŸÊfl •ÊÒ⁄U
•∑§‹¬Ÿ ∑§Ê ©UŸ∑§ ™§¬⁄U Ÿ∑§Ê⁄UÊà◊∑§ •‚⁄U Ÿ ¬«∏U– •ª⁄U
©UŸ∑§ ◊ÊŸÁ‚∑§ SflÊSâÿ ∑§Ê äÿÊŸ Ÿ„UË¥ ⁄UπÊ ªÿÊ, ÃÊ •fl‚ÊŒ
∑§Ë ÁSÕÁÃ ◊¥ fl„U •Êà◊„UàÿÊ ÷Ë ∑§⁄U ‚∑§Ã „Ò¥U– ©UŸ◊¥ •‹ªÊfl
∑§Ê ÷Êfl ’…∏U ⁄U„UÊ „ÒU– ‚Ê◊ÊÁ¡∑§ ŒÍ⁄UË ’ŸÊŸ ¡Ò‚ ÁŸÿ◊Ê¥ ∑§Ê
¬Ê‹Ÿ ∑§⁄UŸÊ ©UŸ∑§ •¢Œ⁄U ÉÊ’⁄UÊ„U≈U ¬ÒŒÊ ∑§⁄U ⁄U„UÊ „ÒU– ’È¡ÈªÊZ ∑§Ê
ÿ„U ÷Ë «U⁄U ‚ÃÊ ⁄U„UÊ „ÒU Á∑§ ∑§„UË¥ •∑§‹¬Ÿ ‚ ©UŸ∑§Ë ¡ÊŸ Ÿ
ø‹Ë ¡Ê∞– ß‚ ‚¢∑§≈U ∑§Ë ÉÊ«∏UË ◊¥ „U◊¥ •¬Ÿ ’È¡ÈªÊZ ∑§Ê åÿÊ⁄U,
‚ê◊ÊŸ •ÊÒ⁄U ’ÊÃøËÃ ∑§⁄UÃ ⁄U„UŸÊ „UÊªÊ, Á¡‚‚ ©UŸ∑§Ê ◊Ÿ
πÈ‡Ê „UÊªÊ •ÊÒ⁄U ©UŸ∑§ •¢Œ⁄U Ÿ∑§Ê⁄UÊà◊∑§ÃÊ ∑§◊ „UÊ∑§⁄U
‚∑§Ê⁄UÊà◊∑§ÃÊ ∑§Ê ‚Î¡Ÿ „UÊªÊ–

∑§Ê⁄UÊŸÊ flÊÿ⁄U‚ ∑§Ê «U⁄U „ÒU ©U‚∑§Ë fl¡„U ‚ ÷‹ ‡ÊÊ⁄UËÁ⁄U∑§
M§¬ ‚ ’Ë◊Ê⁄U Ÿ „UÊ, ‹Á∑§Ÿ ÿ„U «U⁄U ©UŸ∑§ ◊ÊŸÁ‚∑§ ‚„UÃ ∑§Ê
∑§◊¡Ê⁄U ∑§⁄UŸ ∑§ Á‹∞ ∑§Ê»§Ë „ÒU– ∑§Ê⁄UÊŸÊ flÊÿ⁄U‚ ∑§Ê «U⁄U
ÿÈflÊ•Ê¥ ∑§ ’Ëø •‚È⁄UˇÊÊ ∑§Ê ◊Ê„UÊÒ‹ ¬ÒŒÊ ∑§⁄U ⁄U„UÊ „ÒU– ß‚∑§Ë
fl¡„U ‚ ÿÈflÊ ◊ŸÊŒÒÁ„U∑§ Áfl∑Î§ÁÃ ∑§ ◊⁄UË¡ ’ŸÃ ¡Ê ⁄U„U „Ò¥U–
ß‚ Áfl∑Î§ÁÃ ‚ ª˝Á‚Ã „UÊŸ ∑§ ∑§Ê⁄UáÊ ÿÈflÊ•Ê¥ ∑§Ë ◊ÊŸÁ‚∑§
‚„UÃ ¬˝÷ÊÁflÃ „UÊ ⁄U„UË „ÒU–

◊„UÊ◊Ê⁄UË ‚ ’øŸ ∑§ Á‹∞ S∑Í§‹Ê¥ ◊¥ ¿ÈUÁ≈U˜≈UÿÊ° ∑§⁄U ŒË ªß¸
„Ò¥U, ’ìÊ ÉÊ⁄U ‚ ’Ê„U⁄U Ÿ„UË¥ ÁŸ∑§‹ ¬Ê ⁄U„U „Ò¥U •ÊÒ⁄U Ÿ „UË ŒÊSÃÊ¥
‚ Á◊‹ ¬Ê ⁄U„U „Ò¥U– ÁŒŸ ÷⁄U ÉÊ⁄U ◊¥ ⁄U„UŸ ∑§ ∑§Ê⁄UáÊ ©UŸ∑§
√ÿfl„UÊ⁄U ◊¥ ¬Á⁄UflÃ¸Ÿ •Ê ⁄U„UÊ „ÒU– ’ìÊÊ¥ ∑§Ë ÁŒŸøÿÊ¸ Á’ª«∏UŸ ∑§
∑§Ê⁄UáÊ ©UŸ∑§ ◊ÊŸÁ‚∑§ SflÊSâÿ ¬⁄U ’È⁄UÊ ¬˝÷Êfl ¬«∏U ⁄U„UÊ „ÒU– ÉÊ⁄U
∑§ ‚ŒSÿÊ¥ ∑§Ê ÁøãÃÊ•Ê¥ ∑§ ’Ëø ÁÉÊ⁄UÊ Œπ∑§⁄U fl ÷Ë ∞¢¡Êÿ≈UË
∑§ Á‡Ê∑§Ê⁄U „UÊ ‚∑§Ã „Ò¥U– ÁŒŸ ÷⁄U ÉÊ⁄U ◊¥ ⁄U„UŸ ∑§ ∑§Ê⁄UáÊ ’ìÊÊ¥
◊¥ ÃŸÊfl, Áø«∏UÁø«∏UÊ¬Ÿ •ÊÒ⁄U ªÈS‚Ê ’…∏U ⁄U„UÊ „ÒU– ÁŒŸ ÷⁄U ÉÊ⁄U|
◊¥ ⁄U„U∑§⁄U ≈UË.flË. ◊Ê’Êß‹ fl ß¢≈U⁄UŸ≈U ª◊ ∑§ ¡Á⁄Uÿ ‚◊ÿ
Á’ÃÊŸ ∑§ ∑§Ê⁄UáÊ ’ìÊÊ¥ ◊¥ ªÈS‚Ê •ÊÒ⁄U •ÁŸº˝Ê ¡Ò‚Ë ¬⁄U‡ÊÊÁŸÿÊ°
„UÊ ⁄U„UË „Ò¥U– ’Á„¸U◊ÈπË Sfl÷Êfl ∑§ ’ìÊ •¬ŸË Á¡ôÊÊ‚Ê ∑§Ê ‡ÊÊ¢Ã
∑§⁄UŸ ∑§ Á‹∞ ‚flÊ‹ ∑§⁄UÃ „Ò¥U, ¬⁄UãÃÈ •¢Ã◊È¸πË ’ìÊ øÈ¬øÊ¬
‚’ ∑È§¿U ‚„UŸ ∑§⁄UÃ ⁄U„UÃ „Ò¥U, ¡Ê ©UŸ∑§ ∑§Ê◊‹ ◊Ÿ ¬⁄U ’È⁄UÊ
¬˝÷Êfl «UÊ‹Ã „Ò¥U– ‡ÊÊ⁄UËÁ⁄U∑§ ªÁÃÁflÁœÿÊ° ∑§◊ „UÊŸ ∑§Ê ¬˝÷Êfl
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©UŸ∑§Ë ŸË¥Œ •ÊÒ⁄U ÷Íπ ¬⁄U ¬«∏U ⁄U„UÊ „ÒU– ⁄UÊÃ ∑§Ê Œ⁄U Ã∑§ ≈UË.flË.
ŒπŸ •ÊÒ⁄U ‚È’„U Œ⁄U Ã∑§ ‚ÊŸ ∑§ ∑§Ê⁄UáÊ ©UŸ∑§Ê ¬ÊøŸ Ã¢òÊ
Á’ª«∏U ⁄U„UÊ „ÒU–

S∑Í§‹Ê¥ ◊¥ •ÊÚŸ‹ÊßŸ ∑§ˇÊÊ∞° ‡ÊÈM§ ∑§⁄U ŒË ªß¸ „Ò¥U, ¬⁄UãÃÈ
∑È§¿U ’ìÊ •ÊÚŸ‹ÊßŸ ¬…∏UŸ •ÊÒ⁄U „UÊ◊fl∑¸§ ∑§⁄UŸ ◊¥ L§Áø Ÿ„UË¥ ‹
⁄U„U „Ò¥ U, Á¡‚‚ ©UŸ∑§Ê «UÊ°≈U ¬«∏UÃË „ÒU– ß‚‚ ÷Ë ©UŸ◊¥
Áø«∏UÁø«∏UÊ¬Ÿ ’…∏U ⁄U„UÊ „ÒU–

Œ ‹Ê¢‚≈U ◊¥ „UÊ‹ „UË ◊¥ ¬˝∑§ÊÁ‡ÊÃ ‚fl¸ˇÊáÊ ¬Á⁄UáÊÊ◊Ê¥ ‚
¬ÃÊ ø‹Ê „ÒU Á∑§ ⁄UÊ¡◊⁄UÊ¸ ∑§ ∑§Ê◊ ¡Ò‚ Á∑§ Á∑§‚Ë ŒÈ∑§ÊŸ ¬⁄U
¡ÊŸÊ ÿÊ ŒflÊ π⁄UËŒŸÊ ∑È§¿U ‹ÊªÊ¥ ∑§ Á‹∞ ÁøãÃÊ ∑§Ê Áfl·ÿ
’Ÿ ªÿÊ „ÒU– ∑È§¿U ‹Êª ©UŒÊ‚Ë ’ÊÁ⁄UÿÃ, •∑§‹Ê¬Ÿ •ÊÒ⁄U
ÁŸ⁄UÊ‡ÊÊ ‚ ÷Ë ¡Í¤ÊÃ Ÿ¡⁄U •Ê∞ „Ò¥U–

•äÿÿŸ ÿ„U ÷Ë ’ÃÊÃ „Ò¥U Á∑§ •∑§‹Ê¬Ÿ ‚ •fl‚ÊŒ,
ÁøãÃÊ, ÃŸÊfl, ŸË¥Œ ∑§Ë π⁄UÊ’ ªÈáÊflûÊÊ •ÊÒ⁄U ÁŒ‹ ∑§Ë ‚◊SÿÊ∞°
¡È«∏UË „ÈUß¸ „Ò¥U– ÿ„U •Ê¬∑§ ◊ÊŸÁ‚∑§ SflÊSâÿ ÃÕÊ ¬˝ÁÃ⁄UˇÊÊ
¬˝áÊÊ‹Ë ∑§Ê ÷Ë ¬˝÷ÊÁflÃ ∑§⁄UÃÊ „ÒU–

ãÿÍ ß¢Ç‹Òá«U ¡Ÿ¸‹ •ÊÚ»§ ◊Á«U‚‹ ◊¥ ∞∑§ Á⁄U‚ø¸ ¬¬⁄U
¬˝∑§ÊÁ‡ÊÃ „ÈU•Ê– ß‚ Á⁄U‚ø¸ ¬¬⁄U ◊¥ ∑È§¿U ∞‚ ∑§Ê⁄U∑§Ê¥ ∑§Ë
¬„UøÊŸ ∑§Ë ªß¸ ¡Ê ‹ÊªÊ¥ ◊¥ ÃŸÊfl •ÊÒ⁄U ÁŸ⁄UÊ‡ÊÊ ’…∏UÊŸ ∑§Ê ∑§Ê◊
÷Ë ∑§⁄UÃ „Ò¥U– ÄflÊ⁄¢U≈UÊßŸ •ÊÒ⁄U ‚Ê‡Ê‹ Á«US≈¥UÁ‚¢ª ¡Ò‚ ‡ÊéŒ ‹ÊªÊ¥
◊¥ ÁŸ⁄UÊ‡ÊÊ ∑§Ê ◊Ê„UÊÒ‹ ¬ÒŒÊ ∑§⁄U ‚∑§Ã „Ò¥U–

øËŸ ◊¥ ∑§ÊÁfl«U-19 ◊⁄UË¡Ê¥ ∑§Ê ß‹Ê¡ ∑§⁄U ⁄U„U „UÀÕ ∑§ÿ⁄U
fl∑¸§‚¸ ¬⁄U •äÿÿŸ Á∑§ÿÊ •ÊÒ⁄U ¬ÊÿÊ Á∑§ ßŸ fl∑¸§‚¸ Ÿ ÁøãÃÊ,
ŸË¥Œ Ÿ •ÊŸ ¡Ò‚ ‹ˇÊáÊ ∑§Ë ’ÊÃ SflË∑§Ê⁄UË „ÒU–

ÁŸc∑§·¸
ÁøÁ∑§à‚∑§Ëÿ ¬˝áÊÊ‹Ë ∑§ ‚ÊÕ-‚ÊÕ „UË ◊ŸÊflÒôÊÊÁŸ∑§ •ÊÒ⁄U

‚Ê◊ÊÁ¡∑§ ‚◊Õ¸Ÿ ∑§Ë •Êfl‡ÿ∑§ÃÊ ◊„Uûfl¬ÍáÊ¸ „ÒU– ◊ÊŸÁ‚∑§
Áfl∑Î§ÁÃÿÊ¥ ‚ ÁŸ¡ÊÃ ¬ÊŸ ∑§ Á‹∞ „U◊¥ ÃŸÊfl ‚ ’øŸÊ øÊÁ„U∞–
Ã÷Ë „U◊ ◊ÊŸÁ‚∑§ M§¬ ‚ SflSÕ ⁄U„U ‚∑§Ã „Ò¥U– „U◊¥ ∞‚Ë
¬ÈSÃ∑¥§ ¬…∏UŸÊ øÊÁ„U∞ ¡Ê „U◊Ê⁄U ◊Ÿ ◊ÁSÃc∑§ ∑§Ê ’‹ ¬˝ŒÊŸ

∑§⁄U, ÁŒ‹ ∑§Ê ‚È∑Í§Ÿ ¬˝ŒÊŸ ∑§⁄¥U– ‚∑§Ê⁄UÊà◊∑§ ‚Êø ⁄UπŸË
øÊÁ„U∞, ÄÿÊ¥Á∑§ ‚∑§Ê⁄UÊà◊∑§ ‚Êø „U◊Ê⁄U ßêÿÍŸ Á‚S≈U◊ ∑§Ê
’…∏UÊÃË „ÒU– ¡Ê øË¡¥ „U◊Ê⁄U fl‡Ê ◊¥ Ÿ„UË¥ „ÒU ©UŸ∑§ ’Ê⁄U ◊¥ ÖÿÊŒÊ
Ÿ„UË¥ ‚ÊøŸÊ øÊÁ„U∞– ∞‚Ë ÁSÕÁÃ ◊¥ œÒÿ¸ ⁄UπÃ „ÈU∞ ◊ÊŸÁ‚∑§
M§¬ ‚ •¬Ÿ •Ê¬∑§Ê ◊¡’ÍÃ ⁄UπŸÊ øÊÁ„U∞– Á¡ÃŸË ¡ÊŸ∑§Ê⁄UË
•Êfl‡ÿ∑§ „ÒU ©U‚ ¬⁄U äÿÊŸ Œ¥ ÖÿÊŒÊ ¡ÊŸ∑§Ê⁄UË •Ê¬∑§v
◊ÊŸÁ‚∑§ SflÊSâÿ ∑§Ê ∑§◊¡Ê⁄U ∑§⁄U ‚∑§ÃË „ÒU– •¬Ÿ ◊Ÿ ∑§Ê
•äÿÊà◊ ∑§Ë ‡ÊÁQ§ ‚ ¬˝»È§ÁÀ‹Ã ⁄Uπ–

ÃŸÊfl ÷⁄U ¡ËflŸ ◊¥ ÿÊª, ‡ÊÊ⁄UËÁ⁄U∑§ •ÊÒ⁄U ◊ÊŸÁ‚∑§ SflÊSâÿ
∑§ Á‹∞ ©U¬ÿÊªË „ÒU– ¡Ê ◊Ÿ ◊ÁSÃc∑§ ∑§Ê SflSÕ ⁄U∫Ÿ ∑§ Á‹∞
•Êfl‡ÿ∑§ „ÒU–

ß‚ ‚¢∑§≈U ∑§Ë ÉÊ«∏UË ◊¥ ÃŸÊfl fl •fl‚ÊŒ ∑§Ê •¬Ÿ ¬Ê‚ Ÿ
•ÊŸ Œ¥– •¬ŸÊ ÃÕÊ ¬Á⁄UflÊ⁄U ∑§Ê äÿÊŸ ⁄UπÃ „ÈU∞ √ÿSÃ ⁄U„U •ÊÒ⁄U
πÈ‡Ê ⁄U„U– ‚∑§Ê⁄UÊà◊∑§ ‚Êø ’ŸÊÿ ⁄Uπ¥ ÄÿÊ¥Á∑§ ‚∑§Ê⁄UÊà◊∑§ÃÊ
„UË √ÿÁQ§ ∑§Ê ◊ÊŸÁ‚∑§ M§¬ ‚ ◊¡’ÍÃ ⁄UπÃË „ÒU–
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‚Ê⁄UÊ¢‡Ê — ßÁÃ„UÊ‚ ∑§ ¬ãŸÊ¥ ◊¥ ∞∑§ ‚◊ÿ fl„U ÷Ë ÕÊ ¡’ ‚¢ªËÃ •¬ŸÊ SfláÊ¸ ÿÈª ‚◊ÊåÃ ∑§⁄U ◊„UÊªÃ¸ ◊¥ ¬«∏UÊ ÕÊ
∑§‹Ê∑§Ê⁄U ŒÈŒ¸‡ÊÊ ∑§ Á‡Ê∑§Ê⁄U Õ– ¬⁄UãÃÈ ‚ÊœÊ⁄UáÊ ¡ŸÃÊ ∑§Ê ¬ÈSÃ∑§Ê¥ ∑§ ◊Êäÿ◊ ‚ ßÃŸÊ ôÊÊŸ ÃÊ „UÊ „UË øÈ∑§Ê ÕÊ Á∑§ Sfl⁄U „UË
ß¸‡fl⁄U „ÒU, •ÊÒ⁄U ‚¢ª˝ËÃ ◊ÊˇÊ ¬˝ÊÁåÃ ∑§Ê ‚fl¸üÊcΔU ‚ÊœŸ– œ◊¸÷ËM§ ‚◊Ê¡ ◊¥ œ◊¸ªÈL§•Ê¥ ∑§Ë ∑È¢§ÁΔUÃ ÁfløÊ⁄UœÊ⁄UÊ Ÿ ‚¢ªËÃ ∑§
SflM§¬ ∑§Ê ’Œ‹ ÁŒÿÊ ÕÊ– øÊ≈ÍU∑§Ê⁄U Œ⁄U’ÊÁ⁄UÿÊ¥ ∑§Ë •Áœ∑§ÃÊ ◊¥ ‚¢ªËÃ M§¬Ë ¬Èc¬ ∑§Ë ‚Èªãœ ◊ÊŸfl ‚ŒÎ‡Ê ÷˝◊⁄UÊ¥ ∑§Ë
¡ËflŸ ‚È⁄UÁˇÊÃ ∑§⁄UŸ ◊¥ •¬Ÿ ∑§Ê •‚„UÊÿ ¬Ê ⁄U„UË ÕË– ÷Ê⁄UÃ ◊¥ ÿflŸÊ¥ ∑§ •Êª◊Ÿ ‚ ¬Ífl¸ ‚¢ªËÃ ∑§ ∑§Êÿ¸∑˝§◊ ◊ÈÅÿÃ—
◊¢ÁŒ⁄UÊ¥ ◊¥ •ÊÿÊÁ¡Ã Á∑§∞ ¡ÊÃ Õ •ÊÒ⁄U ¡ŸÃÊ ‚¢ªËÃ ∑§Ê ß¸‡fl⁄UÊ¬Ê‚ŸÊ ∑§Ê ‚flÊ¸ûÊ◊ ‚ÊœŸ ◊ÊŸÃË ÕË– ◊äÿ∑§Ê‹ ◊¥ ÿflŸÊ¥
Ÿ ÷Ê⁄UÃ ¬⁄U ¬˝◊Èπ SÕÊÁ¬Ã ∑§⁄UŸÊ ¬˝Ê⁄Uê÷ ∑§⁄U ÁŒÿÊ •ÊÒ⁄U œË⁄U-œË⁄U ∑§⁄U∑§ Œ‡Ê ∑§ ‡ÊÊ‚∑§ ’Ÿ ’ÒΔU– ©UŸ∑§ ‡ÊÊ‚Ÿ ∑§Ê‹ ◊¥
‚¢ªËÃ ‚ÊœÊ⁄UáÊ ¡ŸÃÊ ‚ ŒÍ⁄U „U≈UÃË ªß¸ •ÊÒ⁄U ∑§Áãº˝Ã „ÈUß¸ ⁄UÊ¡◊„U‹ ∑§Ë øÊ⁄U ŒËflÊÁ⁄UÿÊ¥ ◊¥, »§‹SflM§¬ ¡ŸÃÊ ‚ ‡ÊŸÒ—-‡ÊŸÒ—
‚¢ªËÃ ∑§Ê ‹Ê¬ „UÊŸ ‹ªÊ– ‚¢ªËÃ ∑§Ë ß‚ ÁSÕÁÃ ◊¥ ◊„UÊŸ˜ ‚¢ªËÃ ©UmÊ⁄U∑§ ¬¢. ÁflcáÊÈ ŸÊ⁄UÊÿáÊ ÷Ãπá«U ∑§Ê •fl‡ÿ „UË
∑§c≈U „ÈU•Ê „UÊªÊ– ©U‚Ë ∑§ ÁŸflÊ⁄UáÊ „UÃÈ ©Uã„UÊ¥Ÿ ’«∏UÊÒŒÊ Ÿ⁄U‡Ê ∑§ ‚„UÿÊª ‚ ‚Ÿ˜ 1916 ß¸. ◊¥ ¬˝Õ◊ ““•Áπ‹ ÷Ê⁄UÃËÿ
‚¢ªËÃ ‚ê◊‹Ÿ”” ∑§Ê •ÊÿÊ¡Ÿ ’«∏UÊÒŒÊ ◊¥ ∑§⁄UÊÿÊ ‚¢ªËÃ ‚ê◊‹Ÿ ∑§Ë ¬Á⁄U¬Ê≈UË •’ ø‹ ÁŸ∑§‹Ë •ÊÒ⁄U •Ê¡ ÃÊ Œ‡Ê ∑§
’«∏U-’«∏U Ÿª⁄UÊ¥ ◊¥ ¬˝ÁÃfl·¸ ‚¢ªËÃ ‚ê◊‹ŸÊ¥ ∑§Ê •ÊÿÊ¡Ÿ •Êfl‡ÿ∑§ ‚Ê „UÊ ªÿÊ–

ßÁÃ„UÊ‚ ∑§ ¬ãŸÊ¥ ◊¥ ∞∑§ ‚◊ÿ fl„U ÷Ë ÕÊ ¡’ ‚¢ªËÃ
•¬ŸÊ SfláÊ¸ ÿÈª ‚◊ÊåÃ ∑§⁄U ◊„UÊªÃ¸ ◊¥ ¬«∏UÊ ÕÊ– ∑§‹Ê∑§Ê⁄U
ŒÈŒ¸‡ÊÊ ∑§ Á‡Ê∑§Ê⁄U ‚¢ªËÃ •¬Ÿ ¡ËflŸ ∑§ SfláÊ¸ ÿÈª ∑§Ê ‚◊ÊåÃ
∑§⁄U ¡’ •¬Ÿ ¡ËflŸ ∑§ ◊„UÊªÃ¸ ◊¥ ¬«∏UÊ ÕÊ, ∑§‹Ê∑§Ê⁄U ∑§Ëø«∏U
◊¥ »°§‚ Õ– ¬⁄UãÃÈ ‚ÊœÊ⁄UáÊ ¡ŸÃÊ ∑§Ê ¬ÈSÃ∑§Ê¥ ∑§ ◊Êäÿ◊ ‚
ÿ„U ôÊÊŸ ÕÊ Á∑§ Sfl⁄U „UË ß¸‡fl⁄U „ÒU •ÊÒ⁄U ‚¢ªËÃ ◊ÊˇÊ ∑§Ê ‚flÊ¸ûÊ◊
‚ÊœŸ „ÒU œ◊¸÷ËM§ ‚◊Ê¡ ◊¥ œ◊¸ªÈL§•Ê¥ ∑§Ë ∑È¢§ÁΔUÃ ÁfløÊ⁄UœÊ⁄UÊ
Ÿ ‚¢ªËÃ ∑§ SflM§¬ ∑§Ê ’Œ‹ ÁŒÿÊ– •Ê¡ ‚ •S‚Ë fl·¸ ¬Ífl¸
„U◊¥ ∞∑§ ÷Ë ∞‚Ê ©UŒÊ„U⁄UáÊ Ÿ„UË¥ Á◊‹ÃÊ „ÒU– ¡„UÊ° ‚¢ªËÃ ∑§
∑§Êÿ¸∑˝§◊ ∑§Ê •ÊÿÊ¡Ÿ ‚ÊœÊ⁄UáÊ ‚¢ªËÃ ¬˝◊Ë ¡ŸÃÊ ∑§ Á‹∞
‚Êfl¸¡ÁŸ∑§ M§¬ ‚ Á∑§ÿÊ „UÊ– ÷Ê⁄UÃ ◊¥ ÿflŸÊ¥ ∑§ •Êª◊Ÿ ‚
¬Ífl¸ ‚¢ªËÃ ∑§Ê ß¸‡fl⁄U ∑§Ë ©U¬Ê‚ŸÊ ∑§Ê ‚flÊ¸ûÊ◊ ‚ÊœŸ ◊ÊŸÊ
¡ÊÃÊ ÕÊ– ◊äÿ∑§Ê‹ ◊¥ ÿflŸÊ¥ Ÿ ÷Ê⁄UÃ ¬⁄U ¬˝÷Èàfl SÕÊÁ¬Ã
∑§⁄UŸÊ ¬˝Ê⁄Uê÷ ∑§⁄U ÁŒÿÊ •ÊÒ⁄U œË⁄U-œË⁄U ∑§⁄U∑§ Œ‡Ê ∑§ ‡ÊÊ‚∑§
’Ÿ ’ÒΔU– ©UŸ∑§ ‡ÊÊ‚Ÿ ∑§Ê‹ ◊¥ ‚¢ªËÃ ‚ÊœÊ⁄UáÊ ¡ŸÃÊ ‚ ŒÍ⁄U
„U≈UÃË ªß¸ •ÊÒ⁄U ∑§Áãº˝Ã „ÈUß¸ ⁄UÊ¡◊„U‹ ∑§Ë øÊ⁄U ŒËflÊÁ⁄UÿÊ¥ ◊¥–
œ◊¸$ªÈM§•Ê¥ ∑§Ë ∑È¢§ÁΔUÃ ÁfløÊ⁄UœÊ⁄UÊ Ÿ ‚¢ªËÃ ∑§ SflM§¬ ∑§Ê
’Œ‹ ÁŒÿÊ ÕÊ ©U‚ ‚◊ÿ ‚¢ªËÃ ∑§Ê ¬˝Œ‡Ê¸Ÿ ∑§fl‹ ∞∑§ Áfl‡Ê·
flª¸ mÊ⁄UÊ ∞∑§ Áfl‡Ê· flª¸ ∑§ Á‹∞ „UË Á∑§ÿÊ ¡ÊŸ ‹ªÊ– S¬c≈U „ÒU
Á∑§ ©U‚ ’ÊŒ‡ÊÊ„UÊ¥ ∑§ ⁄¢Uª ◊„U‹Ê¥ ◊¥ ÃÕÊ ⁄UÊ¡Ê•Ê¥ ∑§ ◊ŸÊ⁄¢U¡Ÿ
ª˝„UÊ¥ ◊¥ ‚ÊœÊ⁄UáÊ ¡ŸÃÊ ∑§Ê ¬˝fl‡Ê ¬ÊŸÊ ‚ê÷fl Ÿ ÕÊ–

œË⁄U-œË⁄U ¡ŸÃÊ ‚ ‚¢ªËÃ ∑§Ê ‹Ê¬ „UÊŸ ‹ªÊ– ‚¢ªËÃ ∑§Ë
ß‚ ÁSÕÁÃ ◊¥ ◊„UÊŸ ‚¢ªËÃ ©UhÊ⁄U∑§ ¬¢. ÁflcáÊÈ ŸÊ⁄UÊÿáÊ ÷Ãπ¢«U
∑§Ê •fl‡ÿ „UË ∑§c≈U „ÈU•Ê „UÊªÊ ©U‚Ë ∑§  ÁŸflÊ⁄UáÊ  „UÃÈ  ©Uã„UÊ¥Ÿ

*  •Á‚S≈Uã≈U ¬˝Ê»§‚⁄U, ‚¢ªËÃ Áfl÷Êª, ∞‚.∞‚. (¬Ë.¡Ë.) ∑§ÊÚ‹¡, ‡ÊÊ„U¡„UÊ°¬È⁄U–

’«∏UÊÒŒÊ Ÿ⁄U‡Ê ∑§ ‚„UÿÊª ‚ ‚Ÿ˜ 1916 ß¸. ◊¥ ¬˝Õ◊ “•Áπ‹
÷Ê⁄UÃËÿ ‚¢ªËÃ ‚ê◊‹Ÿ” ∑§Ê •ÊÿÊ¡Ÿ, ’«∏UÊÒŒÊ ◊¥ ∑§⁄UflÊÿÊ
©U‚∑§ ’ÊŒ œË⁄U-œË⁄U ¬Ê°ø ¿UÊ≈UË ’«∏UË ‚¢ªËÃ ‚ê◊‹ŸÊ¥ ∑§Ê
•ÊÿÊ¡Ÿ ∑§⁄UÊÿÊ Á¡‚◊¥ ‚¢ªËÃ ∑§ ∑§Êÿ¸∑˝§◊Ê¥ ∑§ •ÁÃÁ⁄UQ§
‚¢ªËÃ ªÊÁcΔUÿÊ° ÷Ë ‚Áê◊Á‹Ã ÕË¥– ‚¢ªËÁÃ∑§ ¡ËflŸ ∑§Ê
¬˝÷Êfl‡ÊÊ‹Ë •ÊÒ⁄U ªÊÒ⁄Ufl¬ÍáÊ¸ ’ŸÊŸ ◊¥ ‚¢ªËÃ ‚ê◊‹Ÿ ∑§Ê •¬ŸÊ
◊ÍÀÿ „ÒU– ß‚∑§ •÷Êfl ◊¥ ‚¢ªËÃ∑§Ê⁄U ∑§Ë ¬˝ÁÃ÷Ê ∞‚Ë ◊Ê‹Í◊
¬«∏UÃË „ÒU, ◊ÊŸÊ Á∑§‚Ë ‚⁄UÊfl⁄U ∑§Ê øÊ⁄UÊ¥ Ã⁄U„U ‚◊ ‚ËÁ◊Ã ∑§⁄U
ÁŒÿÊ ªÿÊ „UÊ ÃÕÊ Á¡‚◊¥ ¬ÊŸË ∑§ ’„UŸ ∑§Ê ∑§Êß¸ ‚ÊœŸ Ÿ „UÊ
•ÊÒ⁄U „UË ¬ÊŸ •ÊŸ ∑§Ê ‚¢ªËÃ ‚ê◊‹Ÿ ‚¢ªËÃ ∑§Ë ©UãŸÁÃ ∑§Ê
∑§Êß¸ ◊Êäÿ◊ „ÒU– ‚¢ªËÃ ‚ê◊‹Ÿ ∑§ ‚ÊÕ ‚¢ªËÃ ∑§ ªÊÁcΔUÿÊ°
÷Ë •Êfl‡ÿ∑§ „Ò¥U– Á¡‚◊¥ •Ê◊¢ÁòÊÃ „ÒU ∑§‹Ê∑§Ê⁄U ‚¢ªËÃ ∑§
ÁflflÊŒª˝SÃ Áfl·ÿÊ¥ ¬⁄U ÁfløÊ⁄U ÁflÁŸ◊ÿ ∑§⁄UÃ Õ– •Ê¡ ÃÊ Œ‡Ê
∑§ ’«∏U-’«∏U Ÿª⁄UÊ¥ ◊¥ ¬˝ÁÃfl·¸ ‚¢ªËÃ ‚ê◊‹ŸÊ¥ ∑§Ê •ÊÿÊ¡Ÿ
•Êfl‡ÿ∑§ „ÒU– •Ê¡ ÃÊ Œ‡Ê ∑§ ’«∏U-’«∏U Ÿª⁄UÊ¥ ◊¥ ¬˝ÁÃfl·¸
‚¢ªËÃ ‚ê◊‹ŸÊ¥ ∑§Ê •ÊÿÊ¡Ÿ •Êfl‡ÿ∑§ „UÊ ªÿÊ „ÒU– ‚¢ªËÃ
‚ê◊‹Ÿ •ÊÒ⁄U ‚¢ªËÃ ªÊÁcΔUÿÊ° ‚¢ªËÃ∑§Ê⁄UÊ¥ ∑§ Á‹∞ Áfl‡Ê·
©U¬ÿÊªË „ÒU–

•Ê¡ ∑§ ‚¢ªËÃ ‚ê◊‹ŸÊ¥ ∑§Ê üÊÿ ‚¢ªËÃ ‚¢SÕÊ•Ê¥ ÃÕÊ
‚¢ªËÃ ¬˝Á◊ÿÊ¥ ∑§Ê „ÒU– ßŸ ‚¢ªËÃ ‚ê◊‹ŸÊ¥ ∑§ •ÊÿÊ¡Ÿ ‚
‚ÊœÊ⁄UáÊ ¡ŸÃÊ ÷Ë ’«∏U-‚-’«∏U ∑§‹Ê∑§Ê⁄UÊ¥ ∑§ ‚ê¬∑¸§ ◊¥
•Ê∑§⁄U ©UŸ∑§ ‚¢ªËÃ ∑§Ê ⁄U‚ÊSflÊŒŸ ∑§⁄UÃË „ÒU– ‚¢ªËÃ ‚ê◊‹Ÿ
◊¥ ÁflÁ÷ãŸ ¬˝∑§Ê⁄U ∑§ ªÊÿŸ, flÊŒŸ ÃÕÊ ŸÎàÿ ∑§ ∑§Êÿ¸∑˝§◊Ê¥ ‚
¬˝àÿ∑§ L§Áø ∑§Ë ¡ŸÃÊ ∑§Ê ‚¢ÃÈÁc≈U ¬˝ÊåÃ „UÊÃË „ÒU–
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ß‚Ë ∑§«∏UË ◊¥ ¬¢Á«UÃ ¬‹ÈS∑§⁄U ∑§Ê ŸÊ◊ ÷Ë ©UÀ‹πŸËÿ „ÒU
Á¡ã„UÊ¥Ÿ ÷Ê⁄UÃËÿ ‚¢ªËÃ ∑§ ¡Ÿ‚Ê◊Êãÿ ◊¥ ¬˝øÊ⁄U-¬˝‚Ê⁄U ∑§ Á‹∞
‚¢ªËÃ ‚ê◊‹ŸÊ¥ •ÊÒ⁄U ‚Ê¢ªËÁÃ∑§ ªÊÁcΔUÿÊ¥ ∑§Ê •ÊÿÊ¡Ÿ Á∑§ÿÊ,
¬⁄UãÃÈ ‚¢ªËÃ ∑§Ë ◊„UûÊÊ ÿ„U ⁄U„UË „ÒU Á∑§ ◊Ê° flÊÇŒflË ‚⁄USflÃË ∑§Ê
÷á«UÊ⁄U Á»§⁄U ÷Ë •ˇÊÈááÊ •ÊÒ⁄U •πá«U ’ŸÊ ⁄U„UÊ–

‚¢ªËÃ ‚ê◊‹Ÿ „UË ∞∑§ •ÊÿÊ¡Ÿ „ÒU ¡Ê ¡ÊÃËÿÃÊ,
¬˝ÊãÃËÿÃÊ •ÊÁŒ ∑§Ë ÷ÊflŸÊ•Ê¥ ‚ ¬⁄U „ÒU– ∑§‹Ê∑§Ê⁄U „ÒU, ÷‹ „UË
fl„U Á„UãŒÍ, ◊È‚‹◊ÊŸ, Á‚Äπ ÿÊ ß¸‚Êß¸ „UÊ Á¡‚ ‚◊ÿ fl„U ◊Ê°
‚⁄USflÃË ∑§Ë flãŒŸÊ ∑§ Á‹ÿ ◊¢ø ¬⁄U •ÊÃÊ „ÒU, fl„U ‚¢∑§ËáÊ¸ÃÊ
‚ ŒÍ⁄U „U⁄U ¡ÊÃÊ „ÒU, •ÊÒ⁄U ⁄U„U ¡ÊÃÊ „ÒU– ∑§fl‹ ∞∑§ ∑§‹Ê∑§Ê⁄U
‚¢ªËÃ-‚ê◊‹Ÿ ◊¥ ’¢ªÊ‹ ∑§Ê ∑§‹Ê∑§Ê⁄U „UÊ ÿÊ ◊º˝Ê‚ ∑§Ê,
◊„UÊ⁄UÊc≈˛U ∑§Ê „UÊ ÿÊ ©UûÊ⁄U ¬˝Œ‡Ê ∑§Ê, ‚◊ÊŸ ‚ê◊ÊŸ ¬ÊÃÊ „ÒU–
•Ã— ß‚ ¬˝∑§Ê⁄U ∑§ ‚ê◊‹ŸÊ¥ ‚ Œ‡Ê ◊¥ ⁄UÊc≈˛UËÿ ∞∑§ÃÊ ∑§Ë flÎÁh
„UÊÃË „ÒU–

‚¢ªËÃ ‚ê◊‹Ÿ •ÊÒ⁄U ‚¢ªËÃ ªÊÁcΔUÿÊ° ∑§‹Ê∑§Ê⁄UÊ¥ ∑§ Á‹∞
Áfl‡Ê· ©UÿÊªË „ÒU, ÄÿÊ¥Á∑§ ªÊÁcΔUÿÊ¥ ∑§ •fl‚⁄U ¬⁄U •Ÿ∑§
∑§‹Ê∑§Ê⁄UÊ¥ ∑§Ê Á◊‹Ÿ „UÊÃÊ „ÒU, ÁfløÊ⁄U-Áfl◊‡Ê¸ „UÊÃÊ „ÒU •ÊÒ⁄U „UÊÃÊ
„UË ⁄U„UÃÊ „ÒU– ∑§‹Ê∑§Ê⁄UÊ¥ ∑§Ê ¬⁄US¬⁄U •ÊŒÊŸ-¬˝ŒÊŸ, Á¡‚‚
‚¢ªËÃ∑§Ê⁄UÊ¥ ∑§ flÊÃÊfl⁄UáÊ ◊¥ ∞∑§ ŸÍÃŸ øÃŸÊ ∑§Ê ‚Î¡Ÿ „UÊÃÊ
„ÒU– ¡Ê ‚¢ªËÃ ∑§ Áfl∑§Ê‚ ∑§Ê ¬˝ÃË∑§ „ÒU– ‚»§‹ ‚¢ªËÃ ‚ê◊‹Ÿ
•ÊÒ⁄U ‚¢ªËÃ ªÊÁcΔUÿÊ¥ ∑§Ê •ÊÿÊ¡Ÿ ‚¢ªËÃ ∑§ Áfl∑§Ê‚ ∑§ ¬Õ ◊¥
¬˝∑§Ê‡Ê ŒË¬ ∑§ ‚◊ÊŸ „ÒU–

¡ŸÃÊ ∑§ •ÁÃÁ⁄UQ§ ∑§‹Ê∑§Ê⁄UÊ¥ ∑§Ê ÷Ë ß‚ ‚ê◊‹ŸÊ¥ ◊¥
•¬ŸË ‚¢ªËÃ ‚ÊœŸÊ ∑§Ê ¬Á⁄Uøÿ ŒŸ ∑§Ê •fl‚⁄U ¬˝Ê¬Ã „UÊÃÊ
„ÒU– ∑§‹Ê∑§Ê⁄U ∑§Ê ∞‚Ë ¡ŸÃÊ øÊÁ„U∞ ¡Ê ©U‚∑§Ë ∑§‹Ê ∑§Ê
œÒÿ¸¬Ífl¸∑§ Œπ ‚ÈŸ∑§⁄U ©U‚∑§Ê ‚„UË ◊ÍÀÿÊ¢∑§Ÿ ∑§⁄U ‚∑§– ß‚∑§
•ÁÃÁ⁄UQ§ ∑§‹Ê∑§Ê⁄UÊ ¥ ∑§Ê •ÊÁÕ¸∑§ ¬ˇÊ ÷Ë ’„ÈUÃ ∑È§¿U ßŸ
‚ê◊‹ŸÊ¥ ‚ ◊¡’ÍÃ „UÊÃÊ „ÒU– Œ‡Ê ◊¥ Á∑§ÃŸ ∑§‹Ê∑§Ê⁄U „Ò¥U ¡Ê
ßŸ ‚ê◊‹ŸÊ¥ ∑§Ë •Êÿ ⁄U ÁŸ÷¸⁄U ⁄U„UÃ „Ò¥U–

ÿ„U ÃÊ „ÈUß¸ ‚¢ªËÃ ‚ê◊‹Ÿ ∑§Ë Áfl‡Ê·ÃÊÿ¥ ß‚◊¥ •ÁÃÁ⁄UQ§
•Ê¡ ∑§ ‚¢ªËÃ ‚ê◊‹Ÿ ◊¥ ∑È§¿U ∞‚ ŒÈªÈ¸áÊ ÷Ë •Ê ªÿ „Ò¥U,
Á¡‚‚ ‚¢ªËÃ ◊¥ •Ê¬ÁˇÊÃ ©UãŸÁÃ Ÿ„UË¥ „UÊ ⁄U„UË „ÒU– •ÊÁÕ¸∑§
‚◊SÿÊ •Ê¡ ∑§ ∑§‹Ê∑§Ê⁄U ∑§Ë ‚’‚ ’«∏UË ‚◊SÿÊ „ÒU– „U⁄U
∑§‹Ê∑§Ê⁄U •⁄UáÿflÊ‚Ë, „UÁ⁄UŒÊ‚, ◊Ã¢ª ÿÊ ÷⁄UÃ Ÿ„UË¥ ’Ÿ
‚∑§ÃÊ– ß‚ ‚◊SÿÊ ∑§ ∑§Ê⁄UáÊ ∑§‹Ê∑§Ê⁄UÊ¥ ∑§Ê ‚SÃ ‚¢ªËÃ ◊¥
’„ÈUÃ ‚Ê ‚◊ÿ Ÿc≈U ∑§⁄UŸÊ ¬«∏UÃÊ „ÒU– •Ê¡ ’„ÈUÃ ‚ ‚¢ÿÊ¡∑§
‚¢ªËÃ ‚ê◊‹ŸÊ¥ ◊¥ ‚¢ªËÃ ∑§Ê ÃÊ ∑§◊ œŸÊ¬Ê¡¸Ÿ ∑§Ê •Áœ∑§
äÿÊŸ ⁄UπÃ „Ò¥U– ∑§ËÊË-∑§÷Ë Á≈U∑§≈U ∑§ Œ⁄U ßÃŸ ™°§ø ⁄Uπ ÁŒ∞
¡ÊÃ „Ò¥U Á∑§ ‚ÊœÊ⁄UáÊ ¡ŸÃÊ ¬˝fl‡Ê ¬ÊŸ ◊¥ •¬Ÿ ∑§Ê •‚◊Õ¸
¬ÊÃË „ÒU–

∞‚ •ÊÿÊ¡∑§Ê¥ ∑§Ë ∑§◊Ë Ÿ„UË¥ „ÒU ¡Ê Ÿ Sflÿ¢ ‚¢ªËÃ ¡ÊŸÃ
„Ò¥U, Ÿ ‚¢ªËÃôÊÊ¥ ∑§Ë ‚‹Ê„U ◊ÊŸÃ „Ò¥U– Ÿ „UË ‚¢ªËÃ ∑§Ë ©UãŸÁÃ
øÊ„UÃ „Ò¥U– ∑§‹Ê ∑§Ë •¬ˇÊÊ ÿ„U Ÿª⁄U ∑§ ¬˝ÁÃÁcΔUÃ √ÿÁQ§ÿÊ¥,

•¬Ÿ √ÿfl‚Êÿ ‚ ‚ê’ÁãœÃ •Áœ∑§ÊÁ⁄UÿÊ¥ ¬⁄U ¬˝÷Êfl ¡◊ÊŸ
•ÊÒ⁄U ∑§„UË-∑§„UË ◊ÈÅÿ √ÿfl‚Êÿ ∑§ ÁflôÊÊ¬ŸÊÕ¸ ‚¢ªËÃ ‚ê◊‹Ÿ
•ÊÿÊÁ¡Ã ∑§⁄UÃ „Ò¥U, ß‚◊¥ ©Uã„¥U øÊ„U ¡Ê ÷Ë ∑§⁄UŸÊ ¬«∏U–
∑§‹Ê∑§Ê⁄UÊ¥ ∑§ øÈŸÊfl ◊¥ ÃÕÊ ∑§Êÿ¸∑˝§◊ ⁄UπŸ ∑§ ∑˝§◊ ◊¥ ∞‚Ë
ª«∏U’«∏UË ∑§⁄U ŒÃ „Ò¥U Á∑§ ’«∏U ∑§‹Ê∑§Ê⁄U ∑§Ê •¬◊ÊÁŸÃ „UÊŸÊ
¬«∏UÃÊ „ÒU •ÊÒ⁄U ¡ŸÃÊ ∑§Ê ÷Ë ‚¢ªËÃ ‚ ¬ÍáÊ¸ ‚ãÃÊ· Ÿ„UË¥ Á◊‹
¡ÊÃÊ •Êfl‡ÿ∑§ÃÊ ß‚ ’ÊÃ ∑§Ë •ÊÿÊ¡∑§ ÷‹ „UË ∑§‹Ê∑§Ê⁄U Ÿ
„UÊ, ¬⁄UãÃÈ ‚¢ªËÃ ∑§Ê ¡ÊŸ∑§Ê⁄U ÃÊ •fl‡ÿ „UÊ–

•Ê¡ ∑§‹ ‚¢ªËÃ ‚ê◊‹ŸÊ¥ ◊¥ ¬Ê‡fl¸ ªÊÿ∑§ ªÊÁÿ∑§Ê•Ê¥
∑§Ê •Áœ∑§ œŸ ¬˝ÊåÃ „UÊŸ ∑§Ë ŒÎÁc≈U ‚ ’È‹ÊÿÊ ¡ÊÃÊ „ÒU– ‚¢ªËÃ
‚ ∑§Ê‚Ê¥ ŒÍ⁄U ¡Ÿ ‚ÊœÊ⁄UáÊ ©Uã„¥U ŒπŸ ∑§ Á‹∞ ÉÊÈ‚ ¬«∏UÊ
‚ê◊‹Ÿ ◊¥ ∞‚ ‚ê◊‹Ÿ ∑§Ê ©UŒ˜ÉÊÊ≈UŸ ÷Ë ¬˝Êÿ— ∞‚
⁄UÊ¡ŸËÁÃ∑§ ∞fl¢ ‚ûÊÊM§…∏U ŸÃÊ •ÕflÊ ∞‚ √ÿÁQ§ ‚ ∑§⁄UÊÿÊ
¡ÊÃÊ „ÒU– Á¡‚‚ Á∑§‚Ë Ÿ Á∑§‚Ë M§¬ ◊¥ ‹Ê÷ „UÊ ‚∑§– ÷‹ „UË
‚¢ªËÃ ◊¥ ∞∑§ Œ◊ ÁŸ⁄UˇÊ⁄U „UÊ–

ß‚ ’ÊÃ ∑§Ê äÿÊŸ ⁄UπŸÊ øÊÁ„U∞ Á∑§ ©UŸ‚ ∑§Êÿ¸∑˝§◊ ‚
ŒÍ‚⁄U ‡ÊÊSòÊËÿ ∑§‹Ê∑§Ê⁄UÊ¥ ∑§ ∑§Êÿ¸∑˝§◊ Ÿc≈U Ÿ „UÊ ¬Êÿ ∞‚Ê
∑§⁄UŸ ∑§ Á‹∞ ∑§fl‹ ∞∑§ „UË ‚È¤ÊÊfl „ÒU Á∑§ ‚¢ªËÃ ‚ê◊‹Ÿ ◊¥
∞∑§ „UË ¬˝∑§Ê⁄U ∑§ ∑§‹Ê∑§Ê⁄U •Ê◊¢ÁòÊÃ Á∑§∞ ¡Ê∞¢– ∑È§¿U √ÿÁQ§
ÿ„U Ã∑¸§ ⁄UπÃ „Ò¥U Á∑§ ¡ŸÃÊ ∑§Ë L§Áø ‡ÊÊSòÊËÿ ‚¢ªËÃ ∑§Ë
•Ê∑§⁄U ’„ÈUÃ ∑§◊ „ÒU •Ã— ∞‚Ê ∑§⁄UŸÊ ¬«∏UÃÊ „ÒU– ‚¢ªËÃ
‚ê◊‹Ÿ ∑§ •ÊÿÊ¡∑§Ê¥ ∑§Ê øÊÁ„U∞ Á∑§ fl„U ¡ŸÃÊ ∑§Ë L§Áø ¬⁄U
äÿÊŸ Œ– ©UŸ∑§Ê SflSÕ ◊ŸÊ⁄¢U¡Ÿ ∑§ Á‹∞ •ë¿U •ÊÒ⁄U SflSÕ
‚¢ªËÃ ∑§Êÿ¸∑˝§◊Ê¥ ∑§Ê ⁄Uπ∑§⁄U ¡ŸÃÊ ∑§Ë L§Áø ∑§Ê •ë¿U ‚¢ªËÃ
∑§Ë •Ê⁄U ‹ ¡ÊŸ ◊¥ ÿÊªŒÊŸ ŒŸÊ øÊÁ„U∞–

⁄UÊ¡ŸËÁÃ flÊ‹Ë Œ‹’ãŒË ‚¢ªËÃ ¡Ò‚Ë ¬ÁflòÊ ∑§‹Ê ◊¥ ÷Ë
¬˝Áflc≈U ∑§⁄UÃË ¡Ê ⁄U„UË „ÒU– ß‚ Œ‹’ãŒË ∑§Ê ‚¢ªËÃ ‚ê◊‹Ÿ ∑§
•ÊÿÊ¡∑§ ÷‹Ë-÷Ê°ÁÃ Œ⁄U ∑§⁄U ‚∑§Ã „Ò¥U– •Ê∑§Ê‡ÊflÊáÊË ◊¥
ß‚∑§Ê ∞∑§ Áfl÷Êª SÕÊÁ¬Ã „UÊ ªÿÊ „ÒU– ©U‚ Áfl÷Êª ∑§ mÊ⁄UÊ
¬˝ÁÃÿÊÁªÃÊ ∞fl¢ ‚ê◊‹Ÿ ∑§ ∑§Êÿ¸∑˝§◊ ¬˝‚ÊÁ⁄UÃ Á∑§∞ ¡ÊÃ „Ò¥U
•ÊÒ⁄U ∑§‹Ê∑§Ê⁄UÊ¥ M§¬ ‚ ¬È⁄US∑Î§Ã Á∑§ÿÊ ¡ÊÃÊ „ÒU–

ÁŸc∑§·¸
‚¢ªËÃ •¬Ÿ ¡ËflŸ ∑§ SfláÊ¸ ÿÈª ∑§Ê ‚◊ÊåÃ ∑§⁄U ¡’

•¬Ÿ ¡ËflŸ ∑§ ◊„UÊªÃ¸ ◊¥ ¬«∏UÊ ÕÊ, ∑§‹Ê∑§Ê⁄U ∑§Ëø«∏U ◊¥ »°§‚
Õ– ¡ŸÃÊ ∑§Ê ÿ„U ÃÊ ôÊÊŸ ÕÊ Á∑§ Sfl⁄U „UË ß¸‡fl⁄U „ÒU •ÊÒ⁄U ‚¢ªËÃ
◊ÊˇÊ ∑§Ê ‚fl¸üÊcΔU ‚ÊœŸ „ÒU, ¬⁄UãÃÈ ‚’ ∑È§¿U ◊ÊÒÁπ∑§ ÕÊ ∑§fl‹
¬È⁄UÊŸË ¬ÈSÃ∑§Ê¥ ∑§ •ÊœÊ⁄U ¬⁄U œ◊¸÷ËM§ ‚◊Ê¡, ‚¢ªËÃ ∑§Ê ©U‚
ªÃ¸ ‚ ÁŸ∑§Ê‹Ÿ ∑§Ê ‚Ê„U‚ Ÿ„UË¥ ∑§⁄U ¬ÊÃÊ ÕÊ– œ◊¸÷ËM§ ‚◊Ê¡
◊¥ œ◊¸ªÈL§•Ê¥ ∑§Ë ∑È¢§ÁΔUÃ ÁfløÊ⁄UœÊ⁄UÊ Ÿ ‚¢ªËÃ ∑§ SflM§¬ ∑§Ê
’Œ‹ ÁŒÿÊ– øÊ≈ÍU∑§Ê⁄U Œ⁄U’ÊÁ⁄UÿÊ¥ ∑§Ë •Áœ∑§ÃÊ ◊¥ ‚¢ªËÃ M§¬Ë
¬Èc¬ ∑§Ë ‚Èªãœ ◊ÊŸfl ‚ŒÎ‡Ê ÷˝◊⁄UÊ¥ ∑§Ê ¡ËflŸ ‚È⁄UÁˇÊÃ ∑§⁄UŸ ◊¥
•¬Ÿ ∑§Ê •‚„UÊÿ ◊„U‚Í‚ ∑§⁄U ⁄U„UË ÕË– ∞‚ ‚◊ÿ ◊¥ ‚¢ªËÃ
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üÊfláÊËÿÃÊ ∑§Ê ÷Êfl ¡ªÊŸ ∑§ Á‹∞ ¬¢. ÷ÊÃπ¢«U M§¬Ë ◊ÍÃ¸
‚¢flŒŸÊ ¬˝∑§≈U „ÈUß¸Ú Á¡Ÿ∑§ •Õ∑§ ¬˝ÿÊ‚ Ÿ üÊhÊ ‚ ªÊÿŸ,
flÊŒŸ ∑§ ‚ÈãŒ⁄U ÃàflÊ¥ ∑§Ê øÈŸ∑§⁄U ªÈ‹ŒSÃ ∑§Ê ÁŸ◊Ê¸áÊ Á∑§ÿÊ–
¬˝àÿ∑§ ªÊÿ∑§ ∑§Ë ŸflËŸ äflÁŸ fl ªÊÿ∑§Ë ªÈ‹ŒSÃ ∑§ ÁflÁ÷ãŸ
¬È·¥ ∑§Ë ‚Èªãœ ∑§ ‚◊ÊŸ ÕË– ß‚Ë ∑§«∏UË ◊¥ ¬¢Á«UÃ ¬‹ÍS∑§⁄U ∑§Ê
ŸÊ◊ ÷Ë ©UÀ‹πŸËÿ „ÒU, Á¡ã„UÊ ¥Ÿ ÷Ê⁄UÃËÿ ‚¢ªËÃ ∑§ ¡Ÿ
‚Ê◊Êãÿ ◊¥ ¬˝øÊ⁄U ∞fl¢ ¬˝‚Ê⁄U ∑§ Á‹∞ ‚¢ªËÃ ‚ê◊‹Ÿ •ÊÒ⁄U
‚¢ªËÁÃ∑§ ªÊÁcΔUÿÊ¥ ∑§Ê •ÊÿÊ¡Ÿ Á∑§ÿÊ, ¬⁄UãÃÈ ‚¢ªËÃ ∑§Ë ◊„UûÊÊ
ÿ„U ⁄U„UË Á∑§ ◊Ê° flÊÇŒflË ‚⁄USflÃË ∑§Ê ÷á«UÊ⁄U Á»§⁄U ÷Ë •ˇÊÈááÊ
•ÊÒ⁄U •πá«U ’ŸÊ ⁄U„UÊ– ‚’‚ ¬„U‹ ©Uã„UÊ¥Ÿ ’«∏UÊÒŒÊ Ÿ⁄U‡Ê ∑§
‚„UÿÊª ‚ ‚Ÿ˜ 1916 ß¸. “•Áπ‹ ÷Ê⁄UÃËÿ ‚¢ªËÃ ‚ê◊‹Ÿ”
∑§Ê •ÊÿÊ¡Ÿ ’«∏UÊÒŒÊ ◊¥ ∑§⁄UÊÿÊ– ß‚∑§ ’ÊŒ œË⁄U-œË⁄U ¬Ê°ø
¿UÊ≈UË ’«∏UË ‚¢ªËÃ ‚ê◊‹ŸÊ¥ ∑§Ê •ÊÿÊ¡Ÿ ∑§⁄UÊÿÊ Á¡‚◊¥ ‚¢ªËÃ
∑§ ∑§Êÿ¸∑˝§◊Ê¥ ∑§ •ÁÃÁ⁄UQ§ ‚¢ªËÃ ªÊÁcΔUÿÊ° ÷Ë ‡ÊÊÁ◊‹ ÕË¥–
©U‚◊¥ •Êÿ ∑§‹Ê∑§Ê⁄U ‚¢ªËÃ ∑§ ÁflflÊŒ ª˝SÃ Áfl·ÿÊ¥ ¬⁄U ÁfløÊ⁄U
ÁflÁŸÿ◊ ∑§⁄UÃ Õ– ‚¢ªËÃ ‚ê◊‹Ÿ ∑§Ë ÿ„U ¬Á⁄U¬Ê≈UË •’ ø‹

¬«∏UË •ÊÒ⁄U •Ê¡ ÃÊ Œ‡Ê ∑§ ’«∏U-’«∏U Ÿª⁄UÊ¥ ◊¥ ¬˝ÁÃfl·¸ ‚¢ªËÃ
‚ê◊‹Ÿ ∑§Ê •ÊÿÊ¡Ÿ •Êfl‡ÿ∑§ ‚Ê „UÊ ªÿÊ „ÒU–
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A STUDY ON CUSTOMER SATISFACTION TOWARDS MOBILE

BRANDS IN DISTRICT MUZAFFARNAGAR

Naina Bansal*, Dr Saurabh Mittal**

Abstract : In the new era of technology advancement the mobile phone manufacturing companies
are introducing various new features in their brands. Mobile Phones are very convenient for travelling,

the wide range of users for Mobile Phones. The objective of the study is to find the customer satisfaction

level of mobile phone design and preference. The primary research was done through questionnaire
survey in Muzaffarnagar Town, using convenient sampling of 50 respondents. Majority of the respondents

are at the student. Majority of the respondents are having HP Mobile Phones .Majority of the respondents
are seeing quality factor while purchasing the mobile phone. Majority of the respondents are buying

the mobile phone for Rs.25,000 to 50,000 price ranges. Our entire research has been states that looks,
design, brand name, price and other features are very important factors, which affect the customers

satisfaction level. So the mobile phone manufactures should focus on these features as well as on other

features influence to satisfy the customers expectations.

Keywords : Customer Satisfaction level, Mobile Phones, Preference, Brands

Introduction

A mobile phone computer, sometimes called a note-

book computer by manufacturers, is a battery- or AC-
powered personal computer generally smaller than a

briefcase that can easily be transported and conve-
niently used in temporary spaces such as on airplanes,

in libraries, temporary offices, and at meetings. A mo-

bile phone typically weighs less than 5 pounds and is 3
inches or less in thickness. Today, a bundle of brands

is available with several options such as lower price,
higher quality, better performance and world-class

services along with the power efficiency, touch screen
functions, etc. and various companies are coming with
various attractive promotional schemes with added

features to their Mobile Phones. Apart from the rap-
idly falling prices of Mobile Phones and new technolo-

gies being packed into an ultra-slick Mobile Phones,
the entry of non-traditional players to develop wireless
infrastructure has given the market a further boost.

Education sector, though slower initially is caught up
with the trend and today there is an emphasis on stu-

dents owning/using their Mobile Phones in their vari-
ous programs for presentations, project work with

colleges/universities providing Wi-Fi facility has added
to the usage of Mobile Phones by faculties as well as

students. This eventually resulted in increased usage
of online technology in classroom teaching and learn-
ing process.

Statement of The Problem

In the modern world everything depends on the
Mobile phone. The mobile phone users have increased
in the recent years. Customers will not be discriminat-
ing products based on its functionally, instead they
will select the product on the brand name. The com-
pany wants to know how to increase its market share
and improve its sales. Thus it is imperative that the
company should information pertaining to customers
satisfaction about the customer service, performance
of mobile phone and also after sales service.

Objectives of The Study

 To analyse the customers satisfaction for
mobile phone design and preference.

 To find out the satisfaction of the customers
towards the charges, the quality, the provi-
sions, the after sales service and others by
the dealers.

 To offer various suggestions for the improve-
ment of supply and service of Mobile Phones.

Research Design

Research design is purely and simply the frame
work or plan for a study that guide the collection.
Descriptive research technique is adopted in this re-
port.

Sampling Method

The study covers the customers of Mobile phone
Brands in Muzaffarnagar town. A group of 50 respon-

* Assistant Professor, Shri Ram College, Muzaffarnagar

** Head, Department Of Commerce, Shri Ram College, Muzaffarnagar
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dents will be surveyed for this study. The researcher
will adopt convenient sampling for selecting the
samples.

Sampling Size

Only 50respondents have been selected through
Primary sampling method.

Statistical Tool Used For Anlaysis

1. Percentage Method

2. Spearman’s Rank Correlation Coefficient

Data Analysis And Interpretation

Table 1
Occupation of The Respondents

S.No Occupation Respon- Cumu- Percen-
dents lative tage

1 Student 29 29 58%

2 Homemaker 5 34 10%

3 Private 10 44 20%
Employee

4 Government 2 46 4%
Employee

5 Professionals 4 50 8%

 Total 50 50 100%

Interpretation:

The above table highlights that out of 50 respon-
dents, 58% of the respondents are at the student, 20%
of the respondents are the private employee, 10% of
the respondents are the homemaker, 8% of the re-
spondents are at the professionals and 4% of the re-
spondents are the government employee.

Table 2

Mobile Phone Brand Based On Respondent

S.No Brand Respon- Cumu- Percen-
dents lative tage

1 REALME 10 10 20%

2 SAMSUNG 16 26 32%

3 REDMI 20 46 40%

4 Other 4 50 8%

 Total 50 50 100%

Sources: Primary Data

Interpretation:
The above table shows that 40% respondents are

having Redmi Mobile Phones, 32% respondents are
having Samsung mobile phone, 20% respondents are
having Realme mobile phone and finally 8% respon-
dents are having other brand Mobile Phones.

Table 3

Factor Influencing To Purchase Of Mobile Phone

S.No Factor Respon- Cumu- Percen-
dents lative tage

1 Price/Costing 10 10 20%

2 Advertisement 4 14 8%

3 Quality 30 44 60%

4 Others 6 50 12%

 Total 50 50 100%

Sources: Primary Data

Interpretation:

In this table explain that the 60% respondents are
seeing quality factor for the mobile phone, 20% re-
spondents are seeing the price/costing factor for the
mobile phone, 12% respondents are seeing other fac-
tors for the mobile phone and 8% respondents are see-
ing advertisement factor for the mobile phone.

Table 4

The Price Ranges For Buying The Mobile Phone

S.No Price Respon- Cumu- Percen-
Ranges dents lative tage

1 Below 9 9 18%
Rs.25000

2 Rs.25000- 30 39 60%
50000

3 Rs.50000- 9 48 18%
70000

4 Above 2 50 4%
Rs.70000

 Total 50 50 100%

Interpretation:

The above table shows that 60% respondents are
buying the mobile phone for Rs.25,000 to 50,000 price
ranges, 18% respondents are buying the mobile phone
for below Rs.20,000 price ranges, 18% respondents
are buying the mobile phone for Rs.50.000 to 70,000
price ranges and 4% respondents are buying the mo-
bile phone for above Rs.70,000 price ranges

Findings
 Majority (58%) of the respondents are at the

student.

 Majority (40%) of the respondents are having

HP Mobile Phones.
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 Majority (60%) of the respondents are seeing

quality factor while purchasing the mobile

phone.

 Majority (60%) of the respondents are buy-

ing the mobile phone for Rs.25, 000 to 50,000

price ranges.

Conclusion

The main purpose of this study is to collect infor-

mation about the mobile phone users among the dif-

ferent groups of youngsters in ViIllupuram Town. Our

entire research has been states that looks, design, brand

name, price and other features are very important fac-

tors, which affect the customer’s satisfaction level.

So the mobile phone manufactures should focus on

these features as well as on other features influence to

satisfy the customers’ expectations.
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INFORMATION TECHNOLOGY, MARKETING AND

SOCIAL MEDIA : A CASE STUDY

Pankaj Kumar* Kapil Dev Dhiman**

Abstract : Information technology commonly known as IT is a very important and widely used
technology in innovation. This innovation has played an important role in the growth of business.

Today, not a single business in India that are not using Information technology in day to day work,

policy making and development of skills in human resource. Information technology is based upon
software and hardware.By the introduction of these software and hardware can help endeavor reduce

their operational costs. Any business is generally governed by fulfilling the demands of customers and
generates revenue through uplifting the society.  Businesses are using the tools of information technology

to enhance customer relations and strengthen great relationship with customers. Every company has
developed a medium to interact with the customers for solving the problems after using their product

or services. So we can say information technology is becoming the tool to connect common man with

the business. In this article, we will explore the different application of information technology in
business and scope of connectedness through social media.

Keywords : Information Technology, Applications, Software and Hardware, Social Media

Introduction

Information technology is not only a combination
of information and technology but an application of

technology in the field of business and society. After
the introduction of computing, lots of phases haveseen

in this area like development of computer software,

programme and hardware,introduction of internet,
mobile technology, automation, social networking and

robotics. If we take the example of banking sector: IT
was started from the introduction record keeping in

personal computer and now it is becoming the intelli-

gent information system known as centralized bank-
ing system spreading worldwide through Internet. This

is the end of passbook system and generated green
statements. So we can say by the help of information

technology, common man got benefited and save the
time to complete the transactions through UPI, NEFT
or RTGS. This is only one example of application of

information technology in business for the simplifica-
tion of operations for common man.The main prob-

lem in India is the diversity and big population. Today
the population of India is around 140 crores. About 15

percent of India’s population is living in multidimen-
sional poverty and about 48 percent (759 million) of
peoples of India are not using internet services that
means only 52 percent of population is using technol-

ogy in any type (2022). As per the report “Internet in

India Report, 2022’ out of 759 million ‘active’ internet
users, 399 million are from rural India, while 360 mil-

lion are from urban India, indicating that the growth

of the internet in the country. Now the target is about
600 million peoples, not using Internet in any form. If

a person is not using internet i.e. he is out of the circle
and he will not benefited from new products, innova-

tions and government initiatives.The of this  study is

to explore and study the current situation of IT Indus-
try, business applications and social media in India.It

is also the core objective to know how information
technology support and enhancement of  overall growth
of the business and satisfy common man by providing
correct information timely through social media, so

that they can take advantage of new innovations.

Software, Hardware and Networking

Software is the bundle of instruction or programs

used for completion and execution in defined tasks. It
is intangible in nature but the core activity in comput-

ing and guided the operations and applications. There
are two types of software, one is application software

and other is system software. These application soft-
ware are very common in the use of common man

through mobile devices and personal computer. This
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application software is working on system software

as window or android. Window and android is very
common word for the users.

On the other side hardware are the devices like
mobile phones and personal computer, tangible in na-

ture. Without hardware, we can not use software for
accomplishing the task. For example, if we want to

send money to our friend, at least we must have one

device and application. One more thing is the network-
ing like Internet. Networking is the way to connect

two or more than two devices by different methods in
a defined manner by using physical or non physical

medium. Physical medium covers the satellites, cables,

routers, hub etc. and non physical medium is different
protocols, which make connection easy and differen-

tiate devices by allocating addresses and internet pro-
tocols.

Information Technology and Social Media

This is the time to make new relationship with

known and unknown persons and the personalities. In
past few years we are not depend upon the call wait-

ing, high tariff charges and other limitations of com-

munication devices because of a new type of commu-
nication channel came into light and that is social me-

dia or social sites. Social media is a new way to com-
municate and interact with each other with the world.

Social media depends on user created messages and

require a channel known as social networking sites.
But as with other media before it, social media’s rise

to prominence has experienced some very serious
problems. This is the challenge before social network-

ing sites to make a balance between the interaction
and profit.Facebook, Google+, Twitter (Now X),
Whatsapp are very common name in society. Every

generation of today’s era feel pride to share their views
through these websites or applications. These types

of channels of communication are known as social
sites or social media. The speed of spreading informa-
tion is very fast on social media due to its popularity

and availability of internet. A wrong event or false state-
ment about any product or services could harm the

image of company in minutes. Promotion of any prod-
uct or services is a great challenge in front of compa-

nies in this changing scenario. Now, Corporate sector
is targeting their customer through community based

input, interaction, content sharing and voice messages
on social media. In this article we explore and analyze
the Impact of social media in the field of advertising

and sales promotion of products and services and their
effect on society and business environment. By the

help of  the study we explore some of the issues re-

lated to social media, and a new communication and
interaction medium link society and other pillers of the

environment interlined through social sites like
Facebook, WhatsApp, Google Plus and LinkedIn and

others.

Social Networking Platforms

Social networking websites allow individuals to
interact with one another and build relationships. When

products or companies join those sites, people can in-

teract with the product or company. That interaction
feels personal to users because of their previous expe-

riences with social networking site interactions. So-
cial networking sites like Twitter, Facebook, Google

Plus, YouTube, Pinterest and blogs allow individual

followers to “retweet” or “repost” comments made
by the product being promoted. By repeating the mes-

sage, all of the users connections are able to see the
message, therefore reaching more people. Social net-

working sites act as word of mouth. Because the in-
formation about the product is being put out there and

is getting repeated, more traffic is brought to the prod-

uct/company. Through social networking sites, prod-
ucts/companies can have conversations and interac-

tions with individual followers. This personal interac-
tion can instill a feeling of loyalty into followers and

potential customers. Also, by choosing whom to fol-

low on these sites, products can reach a very narrow
target audience

Social Media and Business

Social media is a powerful tool to give messages

to a individual, groups, organizations in written or spo-
ken form. Social sites are conduits for dialogues be-

tween many to many, held in a very visible format. By
this new method we can change our business policy

like change in advertising, sales promotion, relation-

ship management and fabricate and build virtual per-
sonalities. As in other communication channels made

distance relatives, social media has made cultures and
companies relative. These sites works to make small

families, villages and cities on a single plateform. Ac-
cording to Malcolm Gladwell, the characteristic that
wins people over and keeps our loyalty is personality
traits. In turn, the most successful brands and com-
panies can be categorized by personalities. So, we could

understand the importance of networking in market-
ing of products and services.Companies could gain

and win the loyalty of customers by making friendly

relationship with customers. The most important part
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of the relationships between customers and compa-

nies are networks. We can understand the importance
by a example: A customer wants to know about a prod-

uct and send few words on twitter about their ques-
tions and doubts, the company representative immedi-

ately sent their number, connect through whatsapp and

sent the picture of the product, other specifications
and nearest outlet of the company.

By introducing new promotional offers on the use
of socially related consumers with the sites. The com-

pany Jet Blue is followed by just over 106 million people,
and employees of the company complaints of their

followers, creating a literal dialogue between customer

and company. and to make their followers feel like
they are gaining something, the something, they often

post limited-time deals on flights. The brand Jet Blue
becomes mixed in with the tweets of your close friends,

and there becomes a natural sense that you have mean-
ingful interaction with the company. Social network-

ing sites do not only seek out new customers, but they

also keep their customers coming back. However,
marketing through social networking is not always

successful. In starting of the social networking, orkut
was the breakthrough social networking website. It

was relatively simple, and featured a mixture of user

pages and band pages. However, within two years,
many people simply stopped using it, making Facebook

the most internationally popular social networking
website on the Internet. Companies could advertise

their products indirectly by producing additional

schemes by referrals.

Businesses are also using online “chatting” net-

works, such as Whatsapp, facebook etc. as market-
ing tools. A very common plateform is the most popu-
lar chat link on computers in Europe. Recently this
link has been hacked into and there are advertisements

containing viruses that pop out from nowhere while

people talk with their friends. The person who is being
“hacked” cannot see it but the person on the other end
can and she or he will be hacked also. Not having
control over these pop-up advertisements can be frus-
trating annoying to the social media user, after all, no
one goes on the internet to anticipate looking at hun-

dreds of ads and commercials.

One can only imagine where the future of market-
ing on social media sites will take us. There are new

forms of advertisements on these sites everyday from
pop-ups, to commercials, to interactive games and
surveys. Before we know it advertisements will start

taking over your computer screen and the only way to

make it stop will be to shut down the computer en-

tirely, who knows? Advertisers do and will do any-
thing they can to get the attention of the consumer and

sell their products.

The advertisements on the website have to be cre-

ated in such a way that they are both efficient and
effective, in other words, that the content is relevant

to users. This can be done by making sure that both

the user and advertiser will benefit from the exposure
of the advertisement

Social Media and Marketing

In marketing, we give preferences to the need of

the customers. To know the needs of the customers
we have to conduct research and , Besides research

tools, there are many companies providing specialized

platforms/tools for social media marketing, such as
tools for:

Social Media Innovations

Social Media Market Segmentation

Social Satisfaction

Online Campaigning

Social Integration

Social Media Monitoring

Social Aggregation

Social Book Marking and Tagging

Social Analytics and Reporting

Automation

Social Media Blog

Marketing Validation

Social Media: Marketing and Society

As marketers are always interested to grab the
attention of the consumer. People have embraced new

media and technologies to such an extent like smart
phone etc. has given marketers the opportunity to reach

consumers in a 24/7 capacity through a variety of
mediums. It enhances the chances of messaging be-
ing seen. Therefore it is obvious to allure the market-

ers towards social media. Traditional campaigning ap-
proaches are overshadowed not only by rising social

media but also due to increasing difficulty to create an
outstanding campaign due to very competitive mar-

ket. The problem lies with the change in the consumer’s

mindset. Social media has led to a culture of active
engagement, immediate access to anyone and for any-
thing and constant communication. This is of course
something that the traditional advertisement and other
marketing methods could not ever achieve. Whereas
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social media like Face book page, Twitter and YouTube

etc. Impact of social media on public relation can be
tracked by looking at how social media has affected

the costs of marketing efforts. This can be accom-
plished by utilizing a few standard metrics like online

advertising, public relations, and search engine opti-

mization. There are few bases to calculate relation-
ships:

1. Cost per Impression

2. Cost per engagement

3. Cost per site visitor

4. Cost per click

5. Cost per inbound link

6. Cost per subscriber

Criticism

As the social media has grown in popularity, mul-

tiple concerns have emerged regarding technology. If
comments and tweets are posted in haste, it can lead

to some marketing disasters that can damage both the

client and their agencies reputation. The moment con-
sumer finds a brand?s social networking activity in-

trusive or annoying then consumer is lost. There are
many instances where brands try to abuse the system

thorough fake comments. Since marketers are directly

dealing with the public can not lurk behind the scene
but have to become more accountable for the brand.

Other concerns of social media are social media stalk-
ers, child predators and privacy concerns. In spite of

potential drawbacks of social media, popularity of so-

cial media is overtaking traditional forms of market-
ing. If compare TV commercials with online virals

promoted through social media, TV commercials can
cost millions; are poorly targeted and do not enable
data capture where as cost on social media is almost
nothing. That is why social media become popular

among marketers. Companies can manipulates the

messages or feedback of the customers and can cir-
culate a bed messages among publics.

Conclusions

Social Media is the demand of marketers, con-

sumers and organization. Besides the business activi-

ties, a nation and world family also requires network-

ing. Because of the popularity and entertaining facili-

ties and its fast growing following, companies could

use their advertising activates through social media and

social networking sits. They can earn by creating new

ideas and innovations on these sites. As the popularity

of social media is growing and there is no turning back

it seems social media will overtake to other functional

areas of marketing to a large extent. Social media is

trying to fill the gap between marketers and consum-

ers through continual dialogue, building trust and in-

teracting with right audience in right way, as fast as

possible.
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COMPARATIVE STUDY OF FAMILY ENVIRONMENT OF

FEMALE COLLEGE TEACHERS WORKING IN PUBLIC AND

PRIVATE SECTOR

Mukesh Kumar*, Khushboo Chaudhary**

Abstract : The present study is an attempt to check the impact of demographic factors like type of 
college, income and family type on family environment of female college teachers. The population for 
this research was the female college teachers working in public and private sector colleges. The 
research work presents the status of female college teacher’s working in public and private sector in 
Udaipur, Jaipur and Jodhpur. The well documented model was used as conceptual framework for 
understanding the theoretical background of the study. The measuring instrument in this research 
was Family Environment Scale modified by Professor Mohan Chandra Joshi and Dr.Om Prakash R 
Vyas (1987). The tool used to gage the situation was structured and well testedina cademics. To 
achieve the objectives primary research was conducted constituting 378 respondents from the 
desired area and snowball technique was used to collect the data.

The data was analysed through Microsoft Excel-2019 and appropriate hypothesis tools like students
t-test and ANOVA was used for data analysis.

Keywords : FamilyEnvironment,College Teachers,Teachers,Educators,Female.

Introduction

The expression”familyenvironment?inc orporates
the conditionsandsocialenv ironmentcondition sinside
thefamily.  As creation of every family is unique; in
this way, family climate contrast from numerous points
ofview. Each family climate is exceptional. A few fami-
lies carry on with sumptuous life while others have
lowfinancial status. The family climate is unequivo-
cally identified with person’s prosperity. As indicated
by Business Dictionary,” Familyisasocialunitofatlea
sttwopeoplerelated by blood, marriage, orreception and
having acommon obligation to theshared relationship.

Familyclimateimpliestheenthusiasticclimateinafamily
whereinthereisanadoration,harmonyandbackingfor one
another. From relational connections in a family, the
family climate creates. Sociologists commented that
home and family is the primary objective from com-
mon man and lady. There is asolid connection between
family climate and ladies’vocation improvement.

Thefamilyclimatestraightforwardlyimpactsth 
eindividual’strademark example of Behavior and 
hisacclimation to life. Family climate additionally relies 
on the local area or gathering it has a place. Family 
unitshave ended up being more suitable than joint fami-

lies. In the event that family climate is good, it could
make anormalindividual into anunmistakablech
aracter,how ever then again, helpless family
climateannihilatesevery one of theopportunities for ac-
complishment of asplendid individual.

As indicated by conventional sexual orientation job
standards, ladies are the “kinfolk’s guardian” of the
family and inthis way feelcommittedtogivecare. Mod-
erate lyaged grownupsmayencounter parental figure
trouble mentalpainrelatedwithrequests ofgiving,
careforsomebodywithphysical orintellectual imped-
ances. Thissynchronous tension from youths or youth-
ful grown-up youngsters, and maturing guardians
might add topressureincentreadulthood.

Various societies see their family surroundings in
an unexpected way. (Bhatia & Chadha, 1993) had
givenfollowingdifferentaspects of familyenvironment

1. Cohesiveness : Cohesivenessisportrayed by
the level of resp onsibility, help and backingrela
tivesaccommodate each other.

2. Expressiveness : Expressivenessisdescribed by
the degreeto whichre lativesareurged
toacttransparentlyandexpress theirsentiments and
considerationsstraightforwardly.
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3. Conflict : Themeasureof transparently

communicatedanimosity and struggle among the rela-

tives

4. Acceptanceand Caring : Extentto which the in

dividu alsareunequivocally acknowledged and

howmuch the caringis communicated in the family.

Over foursubscales are inrelationship

measurement.

1. Independence:Extenttowhichrelatives areself-

assuredandfreelysettle ontheirownchoices.

2. Active Recreational Orientation : Extent of

investment in friendly and sportingexercises. Over two

subscales arein self-improvement measurement.

3. Organization:Degreeof clearassociationst

ructureinarranging familyexercisesandobligations.

4. Control:Control isportrayed by level of cut of

fsettinginsideafamily.

Family Environment Scale:

Family Environment Scaleismodifiedby Professor

Mohan Chandra Joshiand Dr. Om Prakash RVyas

(1987). FES is utilized to gauge the social-ecological

attributes of family. The scale is a 79 thing stock that

has 10subscalesestimatingRelationalDimensions.

ThePersonal Growth andtheSystemMaintenance.

The Relationship measurementin corporate

sestimation sofunion, expressive ness, and struggle

Cohesionis the level of responsibility and backing rela-

tives accommodate each other, expressiveness is the

degree to relativesare urged to communicate their sen-

timents straightforwardly, and struggle is the measure

of transparentlycommunicatedoutrageand struggle

among relatives.

Fivesubscalesreferto Personal Growth : indepe

ndence, achievement orientation, intellectual

culturalorientation, active-recreational orientation, and

moral-religious emphasis. Independence evaluates the

degree to which relatives are emphatic, independent

and settleon their own choices. Achievement Orienta-

tion reflectshow much exercises are projected into an

accomplishment arranged or serious system. Intellec-

tual-culturalorientation estimates the degree of interest

in political, scholarly, and social exercises. Active-

recreationalorientation estimates the measure of coop-

eration in friendly and sporting exercise. Moral-reli-

gious surveys theaccentuationon moral and strict is-

sues and qualities.

The final two subscales, organization and control,

are for System Maintenance. These action how much
arrang in gisplacedin to family exercises and obliga-

tions and how much set principles and
techniquesareutilizedto run dayto daylife.

Research Methodology:

The primary objective of the study was to study

the Family Environment of women working in public
andprivatesector.

The universe for the study was the teachers work-

ing in the selected public and private sector colleges of
theUdaipur, Jaipur and Jodhpur district. They were

from different types of colleges like primary, second-
ary andseniorsecondary.

To achieve the desiredo bjective Purposive sam-
pling wasused to collect the primarydata. Initially

somecolleges were visitedtocollectthedataan

demployeeswerecontacted and requestedtoprovidet
hedatabutdue to poorres ponserate. Lateronsnow-ball

sampling technique was used to collect the datainit
there ference of the collegeteachers werecollected and

then they were asked to provide the information and

give new references. Total 378 responses were col-
lected from the secolleges.

The data was analyzed withthehelpof
MicrosoftExcel, SPSSandappr opriatehy

pothesistesting tool slikechi-squaretest wasapplied.

Figure No.1 Sample Distribution

Total 
Respondents 

378

Primary 
54

Secondary 
46

Sr. 
Secondary 

56

Primary 
124

Secondary 
72

Sr. 
Secondary 

26

Public 
Schools 156

Private 
Schools 222

Data Analysis:

Table No.1 Demographic Factors with Percentage

Parti No. of Percen- Cumula-
culars Respon tage tive

dents

College Public 156 41.2698 41.2698

Type Private 222 58.7302 100.0000

Primary 178 47.0899 47.0899

Level Secondary 118 31.2169 78.3069

Sr.Secon 82 21.6931 100.0000
dary
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<30 58 15.3439 15.3439

31-40 138 36.5079 51.8519

Age 41-50 120 31.7460 83.5979

>50 62 16.4021 100.0000

Marital Single 38 10.0529 10.0529

Status Married 330 87.3016 97.3545

Divorced 10 2.6455 100.0000

<20000 92 24.3386 24.3386

20000-30000 60 15.8730 40.2116

Salary 30000-40000 48 12.6984 52.9101

40000-50000 50 13.2275 66.1376

50000-60000 44 11.6402 77.7778

>60000 84 22.2222 100.0000

Graduation 62 16.4021 16.4021

Post-Gradu- 276 73.0159 89.4180
ation

Education Ph.D. 22 5.8201 95.2381

Other 18 4.7619 100.0000

<5 years 86 22.7513 22.7513

5-10 years 98 25.9259 48.6772

Job Tenure 10-15 years 78 20.6349 69.3122

15-20 years 48 12.6984 82.0106

>20 years 68 17.9894 100.0000

Analysis of Family Environment

There were 79 questionsrelatedtofamilyenvir

onment of the female colleget each ersworkinginprivate

and public colleges. The below table contains the av-
erage and standard deviation of the response of there
spon dentsoffemalecollegeteachersw orkinginpublic
and private collegesonal l79 questionsr elated to family

environment:

Table No. 2 Family Environment Score :

Public & Private Colleges

Public Colleges Private Colleges

AVG. Std.Dev. AVG. Std.Dev.

B-1 1.6 0.7 1.59 0.77

B-2 3.7 1.2 3.31 1.23

B-3 3.9 0.8 3.86 0.97

B-4 3.6 0.9 3.57 1.03

B-5 1.7 1 1.78 1.02

B-6 3.3 1.1 3.15 1.1

B-7 2.7 1 2.36 0.98

B-8 3.1 1 2.5 1.13

B-9 2.2 0.8 2.3 1.02

B-10 3.7 1 3.88 1.12

B-11 4.1 1.2 4.01 1.19

B-12 2.3 1.4 2.39 1.24

B-13 1.8 1 1.77 1.05

B-14 1.4 0.7 1.66 0.9

B-15 3.7 1.2 2.92 1.22

B-16 4.2 1.2 3.92 1.31

B-17 1.4 0.8 1.46 0.87

B-18 1.5 0.8 1.6 0.91

B-19 2.5 1.4 3.16 1.52

B-20 3.9 1.2 4.05 1.18

B-21 2.7 1 2.5 1.05

B-22 2.3 1.3 2.68 1.46

B-23 2.1 0.9 1.78 0.87

B-24 3.5 1 3.47 1.11

B-25 1.9 0.9 1.87 1.09

B-26 2.4 1.3 2.82 1.23

B-27 2.3 1.4 2.89 1.43

B-28 1.8 0.9 1.77 0.9

B-29 2 0.8 2 1.06

B-30 3.4 0.9 3.41 0.94

B-31 2.7 1.2 2.41 1.17

B-32 3.5 1.5 3.15 1.37

B-33 3.4 1.3 3.3 1.15

B-34 2.8 0.8 2.56 1.02

B-35 3.5 1.3 3.22 1.29

B-36 2.3 1.2 2.22 1.08

B-37 1.9 1.1 1.94 1.03

B-38 2.7 1.2 2.83 1.26

B-39 2.1 1 2.16 0.98

B-40 4.2 1 4.04 1.22

B-41 3.3 1.3 3.55 1.25

B-42 1.8 1 1.97 0.97

B-43 2.7 1.5 2.78 1.3

B-44 2.9 1.1 2.91 1.12

B-45 2.1 1.1 2.11 1.06

B-46 1.9 1 2.21 1.03

B-47 1.6 0.8 1.71 1.03
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B-48 2.6 1 2.51 1.08

B-49 1.8 0.9 1.81 0.93

B-50 1.7 1 2.19 1.07

B-51 3.9 1.2 3.42 1.27

B-52 2.4 1.2 2.44 1.15

B-53 1.6 0.8 1.73 0.9

B-54 1.9 1.1 1.8 1.01

B-55 4.2 1.2 4.02 1.26

B-56 1.9 1 2.09 1.11

B-57 1.7 0.8 1.8 0.95

B-58 1.6 0.9 1.71 0.92

B-59 3.7 1.3 3.21 1.13

B-60 2.3 0.9 2.2 1.01

B-61 3 1.1 2.6 1.1

B-62 1.8 0.9 1.88 1.04

B-63 2.3 1 2.08 1.05

B-64 2.3 1.2 2.18 1.22

B-65 2.6 1.4 3.2 1.5

B-66 2.9 1.1 2.57 1.15

B-67 3.4 1 2.97 1.12

B-68 3.6 0.9 3.04 1.05

B-69 2.9 0.9 2.51 1

B-70 4.1 1.2 3.69 1.42

B-71 3.7 1.3 3.3 1.4

B-72 3.9 1 3.63 1.23

B-73 2.2 1.1 2.32 1.43

B-74 3.2 1.5 3.51 1.38

B-75 3.6 1 3.62 1.17

B-76 3 1 2.64 1.03

B-77 2.4 0.9 2.51 1.26

B-78 1.9 0.7 1.77 0.87

B-79 2.4 0.9 2.65 1.15

Table No. 3 Family Environment Average

and Standard Deviation Score

 B

Average Stdev

Public 2.689711 1.34864

Private 2.647052 1.342802

H. 1 The reisnosignific antdifference

indifferentdimen sions of family environment of

women working in public and private sector Colleges.

H.1 The reissignificant differenceind ifferent di-

mensions of family environment of women working

in public and private sector Colleges.

To check the above hypothesis the t-Test: Two-

Sample Assuming Unequal Variances and fallowing

resultswereobtained.

Table No. 4 Hypothesis Testing : Type of

Colleges on Family Environment

t-Test:Two-SampleAssumingUnequalVariances

Public Private

Mean 2.689711133 2.647052115

Variance 0.680437043 0.532065869

Observations 79 79

Hypothesized

Mean

Difference 0

Df 154

t Stat 0.34433645

P(T<=t)one-tail 0.365531513

tCriticalone-tail 1.654808385

P(T<=t)two-tail 0.731063027

tCriticaltwo-tail 1.975488058

On the basis of above analysis null hypothesis is

accepted as the two tailed p-value (0.731) is more than

0.05 (at 5% level of  significance). Soitcan beinferred

that the reisnosig nificant differenceindifferent dimen-

sions of family environment of women working in

public and private sector Colleges. The family envi-

ronment is samewith public and privatesector college

teachers.

H. 2 There is no significant difference in different

dimensions of family environment of women with

respecttomarital status.

H.2 There is significant difference in different di-

mensions of family environment of women with re-

spect tomaritalstatus.

Tocheckthe abovehypothesis theAnova:Single

Factorwasappliedandfallowingresultswereobtained.
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Table No. 5 Hypothesis Testing : Marital Statuson Family Environment

Anova : Single Factor

SUMMARY

 Groups Count Sum Average Variance

MaritalStatus 1 79 199.6315789 2.526982 0.355742

MaritalStatus 2 79 211.430303 2.676333 0.607618

MaritalStatus 3 79 221.4 2.802532 0.898968

ANOVA

 Source of

 Variation SS df MS F P-value Fcrit

BetweenGroups 3.006197902 2 1.503099 2.421323 0.091026 3.034414

Within Groups 145.2615789 234 0.620776

Total 148.2677769 236

On the basis of above analysis null hypothesis is accepted as the p-value (0.0910) is more than 0.05 (at5%
level of significance). So it can be inferred that there is no significant difference in different dimensions offamily

environment of working women of different marital status. The family environment is same withdifferentmarital
status offemalecollege teachers.

H.3 Thereisnosignificantdifferenceindifferentdimensionsoffamilyenvironmentofwomenwithrespecttosalary.

H.3 Thereissignificantdifferenceindifferentdimensionsoffamilyenvironmentofwomenwithrespecttosalary.

Tocheckthe abovehypothesistheAnova:Single Factor wasappliedandfallowingresultswereobtained.

TableNo. 6HypothesisTesting: SalaryonFamilyEnvironment

Anova:SingleFactor

SUMMARY

 Groups Count Sum Average Variance

Salary1 79 206.1521739 2.609521 0.652046

Salary2 79 219.4 2.777215 0.508164

Salary3 79 210.125 2.65981 0.342345

Salary4 79 208.52 2.639494 0.732164

Salary5 79 204.1363636 2.584005 0.847483

Salary6 79 213.6666667 2.704641 0.658025

ANOVA

Source of Variation SS df MS F P-value Fcrit

Between Groups 1.930780552 5 0.386156 0.619464 0.685035 2.233275

WithinGroups 291.7376723 468 0.623371

Total 293.6684529 473



MUMUKSHU JOURNAL OF HUMANITIES Mukesh Kumar 107

PEER REVIEWED/REFEREED JOURNAL VOL. 14 NO. 2 DEC. 2022, ISSN 0976-5085 Khushboo Chaudhary

On the basis of above analysis null hypothesis is

accepted as the p-value (0.6850) is more than 0.05
(at5% level of significance). So it can be inferred that

there is no significant difference in different dimen-
sions offamily environment of working women of dif-

ferent salary structure. The family environment is same

withdifferentsalarystructure of femalecollege teachers.

Conclusion:

From the above analysis it is clear that the family

environment of women working in public and private

sectorColleges areindependentwith respect to the own-
ership of colleges, salaryand familytype.

From the data analysis it is also clear that whether
the teacher is from private college or from public col-

lege thefamily environment is same and it needs the

attention and to be healthy. With present situation it is
tough tomaintaingood work lifefamilybalance.

Suggestions:

We must respect the college teachers as they are

the nation builders by transferring the knowledge to
the youngminds. The society should thank and give

respect and regards to the teachers for shaping the
young minds inthepositivedirection.

Every individual is unique in nature so the prob-

lems need the special attention regardless of income,
collegetypeandfamily.Counsellingandproblem-solving

sessions are the need of thehour.AfterCOVID-19 the
things become moreproblematic.

Train the teachers (TOT), In order to reorient and
motivate the college teachers the seminars, confer-

ences andworkshops should be planned. The teachers

should be invited to deliberate their problems which
they face andshouldget experts adviceto handleit.
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TRANSFORMING MANAGEMENT EDUCATION FOR 21ST

CENTURY LEARNERS: A COMPREHENSIVE ANALYSIS OF THE

RELEVANCE OF NATIONAL EDUCATION POLICY (NEP) 2020

Shruti Mittal*, Rajeev Rawal**

Abstract : This research paper investigates the transformative impact of the National Education

Policy (NEP) 2020 on Management Education, with a specific focus on its relevance for 21st century
learners. NEP 2020, introduced by the Government of India, aims to revamp the entire education

system, aligning it with the evolving needs of the contemporary world. In this context, the study delves
into the key provisions of NEP 2020 & assesses their implications for the field of Management

Education. The paper begins with an overview of NEP 2020, highlighting its foundational principles,
including holistic & multidisciplinary learning, flexibility, & the integration of technology. Subsequently,

it delves into the specific aspects of Management Education affected by the policy, exploring changes

in curriculum design, teaching methodologies, & assessment strategies.

A critical analysis is conducted to evaluate the incorporation of real-world applications, industry

internships, & experiential learning in Management Education. The paper examines how these elements
contribute to bridging gap between theoretical knowledge & practical application, fostering a more

dynamic & adaptive learning environment.

Keywords : Management Education, Multidisciplinary Learning, Experiential Learning, Holistic

Learning, Adaptive Learning.

Introduction

The National  Education Policy  (NEP) 2020  is a
comprehensive and visionary policy framework intro-
duced  by  the  Government  of  India  to  revamp  the
country’s  education  system.  Enacted  after  a  gap  of
over  three  decades, NEP 2020  replaces  the National
Policy on Education of 1986 and aims to address the
evolving  needs  and  challenges  of  the  21st  century.
Unveiled on July 29, 2020, by the Ministry of Human
Resource Development  (now Ministry of Education),
the NEP  2020  is  a  result  of  extensive  consultations
and deliberations  with educators,  experts,  and  stake-
holders  across various  sectors.

The  overarching  goal  of  NEP 2020  is  to  trans-
form  the  Indian  education  system  to  be more  inclu-
sive, flexible, and aligned with global standards. It en-
visions  an  education  system  that  not  only  imparts
knowledge but  also  focuses  on holistic  development,
critical  thinking,  creativity,  and  practical  skills. The
policy recognizes the importance of education in shap-
ing the socio-economic fabric of the nation and places
a  strong  emphasis  on  fostering a  culture of  innova-
tion, research, and lifelong learning.

Key features of NEP 2020 include:

1. Foundational Changes:  NEP  2020  proposes
foundational  changes  in  the  education  system,  from
the  school  level  to higher education, with a  focus on
universalization of education, quality improvement, and
equity.

2. Holistic Development:  The policy  advocates
for a holistic and multidisciplinary approach to educa-
tion, aiming to break down rigid subject barriers and
promote a more integrated learning experience.

3. Flexibility and Choice: NEP 2020 introduces
flexibility  in  the education  system,  allowing  students
to choose subjects based on their interests and provid-
ing multiple entry and exit points for various courses.

4. Technology Integration: Emphasizing the role
of technology in education, NEP 2020 encourages the
integration of digital tools and innovative teaching meth-
ods to enhance the quality of learning and make edu-
cation more  accessible.

5. Vocational Education: The policy emphasizes
the  importance  of  vocational  education  and aims  to
make  it  an  integral  part of  the  curriculum,  ensuring
that students acquire both academic and practical skills.
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** Assistant Professor, Shri Ram College, Muzaffarnagar
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6. Assessment Reforms: NEP  2020  proposes  a
shift  in  the  assessment methods,  moving  away  from
rote  memorization  to  focus on  critical  thinking,  con-
ceptual understanding, and application-oriented assess-
ments.

7. Language Policy: The policy suggests a flex-
ible approach to the choice of language of instruction,
promoting  the use of  the mother  tongue or  local  lan-
guage as the medium of instruction at the early stages
of  education.

8. Global Engagement:  NEP 2020  encourages
internationalization and global exposure in education,
fostering collaborations with international institutions
and promoting a broader perspective among students.

In essence,  the National  Education Policy  2020
reflects a forward-looking vision to transform India’s
education  system,  making  it  more  adaptable  to  the
changing needs of the 21st century and equipping learn-
ers with the skills required for a rapidly evolving glo-
bal landscape.

Comprehensive Analysis/ Review of Literature

The competence of the new education policy 2020
in  achieving  the  aims  was  scrutinized  by  Subra
Jyothsna A. and Aithal S. The study concentrated on
the  summary of  the  National  Education Policy  2020
and  compared  it  with prevailing  education policy  in
order  to classify  the  inadequacies  of  the  concluding
and  tendencies  that  would  be  brought  about  by  the
new education  policy 2020  in  the  future. Major  rec-
ommendations  from  the  research  for  the  introduction
of the new education strategy for 2020 were given to
the  departments  of  education,  including  encourage-
ment for faculty development, Ph.D. requirements, and
article distribution. Praveen J. and Pooja P.  looked at
the modifications made to the ministry of education’s
educational policies  during  the  previous  three  years,
and it also criticized the elements that  are promoting
the  sector’s  all  round  development. The  focus of  the
study was on the adjustments that educational institu-
tions, including as colleges and universities, must make
in order  to effectively device  the National Education
Policy 2020.  On  the  national  education  policy 2020,
Muskan  S.  made  a point. All  areas  of  the  education
sector  and  their  impacts  on  the  economy  were  the
focus of the investigator. The study primarily discussed
the  national  education  policy,  from  the  moment  the
Prime Minister made the declaration until  the numer-
ous difficulties that academic institutions would have
in  making  changes  to  their  working  environments
based on the National education policy 2020. Univer-
sities, colleges, schools, teaching personnel, students,

and  other  participants  face  a  variety of  issues as  a
result of the new education policy that will be imple-
mented.  The  total  academic  ecosphere  needs  to  be
overhauled  this year  in accordance  with NEP  2020;
yet,  because  many  participants are  unaware of  how
NEP 2020  operates,  they  may  find  it challenging  to
adapt to the changes. The benefits indicated with NEP
2020 must be understood by  the participants.

National  Education Policy  2020 concentrates  on
the  education  system,  which connects  directly  to  the
transition  of our  nation’s  sustainability  into an  equi-
table and vivacious knowledge society by giving high-
quality education to all. (2020, Ajay Kurien1, Dr Sudeep
B. Chandramana2) The global  standard of Education
in our Indian states and villages. This policy brings us
to multi-disciplinary  Institutes which help learners  to
revive their focus on the fields like Arts and Humani-
ties. This form of educational system will help the stu-
dents to learn holistically. As the finding from the analysis
of Dr K. Meenakshi Sundaram1 et al. by Implement-
ing the new NEP 2020 multidisciplinary approach to
student-centric learning with digital learning, autonomy
to courses  and curriculum  and advanced  technology,
business and education globally enhance the student’s
skill set and leads to holistic development. Prominence
is  given  to  music,  art,  instruments,  and  vocational
courses  which  were  not  in  the  NEP 1986.  Compe-
tency-based credit  systems provide  the advantage  of
evaluating students’ skill sets in addition to their knowl-
edge and experience, unlike choose-based credit  sys-
tems.  Competence breeds  confidence, which  breeds
Building confidence  to  recognize  new obstacles  and
turn  them  into  opportunities  to  tackle  societal  prob-
lems, is the goal of higher education, regardless of the
subjects and fields of  study.

Therefore, the goal of this study is to evaluate the
advantages of the NEP 2020 for the fields of manage-
ment so that the educational society may comprehend
the  results and  effectively collaborate  with  the  NEP
2020 to achieve the goal.

Impact of NEP on Management Education

The National Education Policy (NEP) 2020, which
was introduced in India, encompasses various aspects
of  education,  including  management  education.  The
policy aims  to  transform  the education  system  in  the
country and  make  it  more holistic,  flexible,  and  rel-
evant  to  the needs  of  the  21st-century  learners  and
society.  Here’s how  the  NEP  2020  impacts  manage-
ment education:

Interdisciplinary Approach: The  NEP  2020
promotes  an  interdisciplinary  approach  to  education,
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including  management  education.  It  encourages
breaking down rigid silos between different disciplines
and fosters integration across subjects. This approach
allows students pursuing management education to gain
a  broader  perspective  and  develop  a  well-rounded
understanding  of  various  aspects  of  business  and
management.

Flexibility and Choice:  The  policy  emphasizes
providing flexibility and choice to students, including
those pursuing management educations. It encourages
institutions to offer diverse management programs and
specializations,  allowing  students  to choose  courses
based on their interests, skills, and career aspirations.

Promotion of Entrepreneurship: NEP 2020 rec-
ognizes the importance of promoting entrepreneurship
and  innovation  in  the country.  It  aims  to nurture  an
entrepreneurial mindset among students, including those
studying  management,  by  providing  them  with  the
necessary  support, mentoring, and exposure  to entre-
preneurship-related activities.

Technology Integration: The policy emphasizes
the  integration of  technology  in  education,  and  this
includes management education as well. It encourages
the  use  of  technology  in  teaching  and  learning  pro-
cesses, which can enhance the overall learning experi-
ence, facilitate  research, and prepare students  for  the
digital economy.

Real-World Application & Experiential Learn-
ing: NEP 2020 encourages the integration of real-world
applications,  case studies, & Experiential  learning  in
the curriculum. In management education, this involves
incorporating  practical  experiences,  industry  intern-
ships, & hands-on projects to bridge the gap between
theoretical knowledge & practical skills.

Research and Innovation: NEP 2020 emphasizes
the  importance  of  research and  innovation  in  higher
education, including management education. It encour-
ages management  institutions  to  focus  on  research
activities,  contribute  to  the  development of  manage-
ment knowledge, and address real-world business chal-
lenges  through  research.

Professional Development of Faculty: The
policy  emphasizes  the  professional  development  of
faculty members  in  higher  education  institutions,  in-
cluding those teaching in management schools. It aims
to enhance their teaching skills, research capabilities,
and industry exposure, ensuring that they provide high-
quality education  to students.

Industry-Academia Collaboration: NEP  2020

stresses  the  significance  of  collaboration  between
academia and industry. This is particularly relevant for

management  education, where  industry  exposure,  in-
ternships, and practical projects play a crucial role in

preparing  students  for  the corporate  world.

Emphasis on Skill Development: The  policy

focuses  on  developing  both  cognitive  and  practical

skills among students. In the context of technical edu-
cation,  this  means  enhancing  technical  skills,  prob-

lem-solving abilities, and critical thinking.

Quality Enhancement: The  policy  focuses  on

enhancing the quality of education in all domains, in-

cluding  management  education.  It  encourages  man-
agement institutions to maintain high standards of edu-

cation and provides support for accreditation and qual-
ity assurance  mechanisms.

It’s  important  to  note  that  the  implementation  of
the NEP  2020  may  vary across  different  states  and

institutions in India. Management education is a criti-

cal component of  the education  system, and the NEP
2020 aims to improve its effectiveness and relevance

to meet the evolving needs of the business world and
society.

Conclusion

To conclude this big policy that has been proposed

by  Indian government  to  improve  the  Indian  Educa-
tion System is a big task. There was the need for a big

change after  34 years of  education  system  there was

the  gap  that  could  be  seen  between  Industry  and
academia and this gap result into the production of the

skilled and educated students that won’t find their place
in  Industry  or  corporate  results  into  unemployment
scenario or  if  employed  they are under  paid.  In both

the situation a person gets frustrated and leads towards
depression and similar other things. Mostly all the pro-

posal that have been proposed in NEP 2020 are having
great potential  to give success to all  the stakeholders
in  future. The  New  Education Policy  2020  proposes
all  the tools  like choosing  the  right subject combina-
tion to study, introduction of vocational courses at early

stages, changing the exam/ marking pattern, focus on
learning according to the talent and many more. From

this effort the industry will have the right people to fill
the right position.



THE GLOBALIZATION OF SOCIAL MEDIA AND HOW IT

AFFECTS INDIAN POLITICS
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Abstract : Global political systems have undergone radical change as a result of the growth of
social media. This also applies to India. Social media influences the political climate of the nation.

This study aims to offer an in-depth examination of the multilateral interactions between politics and

social media. The political system, election propaganda, public involvement, and government-citizen
communication were all explained by social media. Spreading false information about the democratic

process.

INTRODUCTION
Social media’s explosive rise has transformed In-

dian politics by presenting previously unseen chances

for interaction, knowledge sharing, and public invest-
ment. Politicians can now address closely related is-

sues. So thanks to the digital revolution. As a result,

the general public started speaking up. Information from
political social media started to be more widely ac-

cepted. However, there are drawbacks to social me-
dia, including false information, echo chambers, and

privacy issues. Social media’s growing impact on In-
dian politics makes it crucial to comprehend how it

uses democratic tendencies and develops a digital po-

litical landscape that will shape the country’s political
landscape in the future. The aim of this study article is

to enhance comprehension of the distinct influence of
social media on politics in India. This essay examines

how democracy has become more polarized and how

it has affected democratic prospects, difficulties, and
the nation’s social media landscape. It also looks at the

search essay itself.

SUBJECT RELEVANCE
The influence of social media on Indian politics is

becoming more significant, with potential consequences

for the largest democracy globally.

This research holds significance for scholars, leg-

islators, decision-makers, and anybody with an inter-

est in the convergence of technology and politics in
India.

What is social media?
People share ideas and information with each other

through social media. The term “social media” de-

scribes the channels of communication that allow

members of a network to communicate with one an-

other virtually. The primary Facebook account is run

by the Office of Communications and Marketing.

accounts on YouTube, LinkedIn, Instagram, and Twit-

ter. Social media offices, schools, and methods are all

important topics to explore. Social media conversa-

tions, community development, audience connection,

and relationship building are the main goals of current

social media.

These are the only significant routes for sales and

marketing, genuineness, integrity, and unrestricted

connection. Blogs, Facebook, Twitter, YouTube /

Vimeo, Flickr, Instagram, LinkedIn, and other popular

social networking sites and tools.

Impact of social media on Society
 Development of regional and local

languages: Social media platforms that

support regional languages have emerged as a

result of India’s linguistic variety, increasing

the accessibility and relevance of online

information for non-English speakers. Due to

their emphasis on local content, platforms

such as Share Chat and Hello have become

increasingly popular.

 Economic and political influence: Social

media is a key tool for bringing together

consumers and businesses and has a

significant impact on politics. Since 2014,

political parties and their leaders have been

using this platform to interact with voters and

conduct campaigns.

* Assistant Professor, Department of Business Administration, Shri Ram College, Muzaffarnagar
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 Entertainment: Influencer culture has grown

as a result of the introduction of websites such
as Instagram and TikTok, which are now

blocked in India. As a result, a sizable
following has been acquired.

 Government and Social Media: The Indian
government has acknowledged the value of

social media for citizen participation in

governance and for communication. Social
media sites like Twitter are now used as formal

channels for communication and
announcements.

 In India, social media’s ascent has had a
significant effect on politics, the economy,

culture, and communication. It has given

people a forum for communication and
expression that transcends national borders.

However, utilizing false information and
privacy sensibly. Obstacles to come it take

time and conversation to strike a balance

between these platforms’ benefits and
drawbacks.

The Impact of Social Media on Political
Communication—

Political communication has undergone a dramatic
change thanks to social media. Social media has radi-

cally altered how public figures, political parties, and
citizens interact with one another. The sharing of in-

formation, campaigning, voter turnout, political mobi-
lization, and even policymaking have all been greatly

impacted by social media.

Here are a few salient features of social media’s
influence on political communication.

 Able to communicate directly with voters :
Through social media, politicians may

communicate directly with citizens, activists,
and resolve issues. Do not forget to take part

in online discussions. This style of two-way

communication makes people feel more at ease
and responsive.

 Greater participation from the public:
Compared to traditional media outlets, social

media gives politicians access to a broader
and more varied audience. For instance,

interactive blogs, live streaming, and videos
can all result in a high level of audience
engagement.

 Viral campaigns and trends: By employing
memes, hash tags, and challenges to increase

the virality of their content, politicians can aid

in the dissemination of political discourse.

 Young Political Activism and Participation:

Social media platforms are effective tools for
raising young political activism and

participation. Particularly among the younger
age group. Younger people are more likely to

use social media to campaign and participate

in political discourse.

 Personalization: Politicians can use social

media to target particular demographic groups
with their message according to their location,

interests, and behavior. A political leader may
always improve political discourse by offering

their own perspective.

 Helpful for Online Donations and
Fundraising: Political figures and parties can

utilize social media to raise money from their
followers. Donation drives and crowd

financing initiatives can raise money from a
lot of people very rapidly.

 Disaster Situations and Quick Reaction:

During emergencies, politicians have the ability
to spread false or true information via social

media.

When given the chance, social media may

propagate false information fast, and it can
also exacerbate political polarization and echo

chambers.

 Accountability and Transparency: Social

media helps increase accountability by

empowering voters to hold public officials
responsible for their words, deeds, and
promises.

 Fosters Global Political Connectivity:

Social media has the ability to cut across
national boundaries and link politicians with
audiences across the world. Ultimately, social

media has a significant influence on political
communication, presenting both advantages

and disadvantages. Its influence on the
exchange of information, participation, and

communication is underscored once more in
the structure and comprehension of politics.
I think social media’s contribution to political

communication could grow in importance as
technology and user behavior continues to

change in today’s democracy.

Democratization of Information Access and Po-
litical Discourse - Social media has been instrumental
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in democratizing information access and political dis-

course by dismantling established boundaries and pro-
viding a voice to a wide range of people. The process

of democratization bears significant consequences for
civic engagement, openness, and collaborative gover-

nance. A study of the role social media has had in this

transformation is provided below.

 Inclusive Platform: Social media provides a

forum for people of all backgrounds, social
classes, and geographic locations to voice their

ideas, opinions, and viewpoints.

 Citizen journalism: By using social media,

regular people may report news and
happenings in real time, eclipsing traditional

gatekeepers and encouraging more

decentralized media.

 Extension of Grassroots Movements: Social

media has made it possible for these
movements to spread far more quickly, which

has contributed to an increase in grassroots
knowledge.

 Collaboration and networking:Social me-

dia platforms are crucial in making it possible for people
and groups to work together, exchange resources, and

plan for social and political change.

Lastly, social media access to information has de-

mocratized the flow of information that previously
excluded voices could not access. Citizens now use

this medium to shape it. Nonetheless, initiatives must

also be taken to address disinformation in order to
maintain an educated, candid, and productive dialogue.

Citizen Participation in Policy Discourse:
Thanks to social media, people may now engage in

policy discourse in ways never possible before, con-
tributing to conversations, offering feedback, and in-

fluencing public policy. Social media can encourage

citizens to participate more actively in policy talks.

Social media platforms offer citizens a handy
means of expressing their opinions and engaging in
policy debates. Additionally, elected leaders and gov-
ernment officials can engage in direct participation or
interactions through public discussion forums like

Twitter, where users can communicate with each other.

 Using social media to launch movements or

submit online petitions on particular policy

issues might help unite people in support of

 Social Networks When developing policies,

government organizations can communicate
with the public online through surveys and
consultations; social media platforms facilitate

the creation of communities centered around

certain strategic topics, enabling like-minded
people to work together or plan.

 Public knowledge: People can increase the
importance of policy concerns by using social
media to spread knowledge of them to a wider
audience. These issues may not receive much
coverage in traditional media.

 Supporting government activities :
Lawmakers can use social media to directly
formulate policies by bringing the public into
the decision-making process or to inform the
public on changes, initiatives, and benefits of
government agency policies.

 Awareness campaigns: People can start
social media campaigns to raise public
awareness of important topics like social
justice, public health, and environmental
protection.

 Policy Education: Through social media,
people may understand more easily
consumable material and gain knowledge about
intricate policy matters.

Social media expressions of public opinion have
the power to sway policy decisions by exerting
pressure on decision-makers to adopt popular
viewpoints.

Lastly, social media has made policy discourse
more democratic by enabling people to actively en-
gage in conversations, express their perspectives, and
have an impact on the procedures involved in making
decisions. This improves inclusiveness and transpar-
ency, but it takes work to make sure Conversations
continue to be educated and productive.

Amplifying grassroots voices and underrep-
resented populations: Social media has become a
potent instrument for bringing underrepresented com-
munities’ tales,worries,and dreams to a wider audi-
ence.

 Global Visibility: Through social media,
marginalized communities and grassroots
movements may share their local problems,
victories, and goals with a worldwide
audience.

 Creating awareness: Underrepresented
groups can utilize social media to draw
attention to the difficulties that they face,
which often go unnoticed in traditional media.

Last but not least, social media has given voice to
underrepresented groups and grassroots initiatives,
fostering relationships across national boundaries.
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Tailored messaging: Social media data allows cam-

paigns to target particular demographic groups with
messages customized by tics analytics, which has had

a revolutionary impact on Indian politics. In this man-
ner, Customization makes marketing content more rel-

evant.

 Interaction and engagement: Social media

promotes two-way communication, allowing

candidates to speak with voters, respond to
inquiries, and discuss pressing topics.

 Content Diversity: To effectively engage a
varied audience and convey their message,

campaigns can use a range of content formats,
including as text, photographs, video, and live

streams.

 Quick reaction:  Social media gives
campaigns the ability to immediately react to

news or attacks, reshape the story, and
successfully refute objections.

 Live Q&A sessions, town hall meetings, and
video debates are available for candidates to

participate in, giving voters a direct opportunity

to engage with them.

Peer effects are facilitated by social media, since

voters discuss candidates with their friends and fol-
lowers on these platforms.

Lastly, social media has revolutionized voter par-
ticipation and election campaigns by giving politicians

access to dynamic and engaging venues.

Despite the many advantages, campaigns must also

avoid false information, avoid online echo chambers,

and deal with difficulties in preserving authenticity in
the digital sphere.

Social Media and Public Records: The public
can access government budgets, spending reports, and

other financial data through social media platforms.

 Access to Information:  Social media

promotes open access to information by
enabling citizens to view reports, documents,

and public records from the government.

 Using social media, the public may report
issues with public services, such

infrastructure, and hold the government
responsible for resolving them.

 Public meetings, legislative sessions, and town
halls can be streamed live on social media

platforms, allowing citizens to watch

government proceedings.

 Social media gives journalists and

whistleblowers a platform to expose

corruption, inefficiency, and abuse in

government.

 Social media may facilitate candid

conversations between citizens and elected
officials, promoting openness and confidence.

Lastly, the contribution of social media to increased
government openness establishing a structure for gov-

ernance that is more responsive, responsible, and par-

ticipatory requires accountability. To guarantee that
social media platforms are used sensibly and construc-

tively to advance openness and enable meaningful com-
munication, governments and individuals must collabo-

rate.

False Information, Echo Chambers, and Fake

News The spread of social media presents significant

obstacles to the spread of false information, fake news,
and Echo chamber development. These problems may

have broad effects on civic engagement, public dis-
course, and the stability of democracy. False or inac-

curate information that is purposefully presented is
called misrepresentation. Because social media sites

move quickly, disinformation can spread quickly on

them.

 The purposeful fabrication of misleading

information in order to mislead or influence
the public is known as fake news. Fake news

may be produced rapidly and shared widely
thanks to social media.

 Echo Chambers: These online environments

are places where people are mainly exposed
to information that confirms their preexisting

ideas and viewpoints. Social media frequently
gives content priority based on users’ previous
connections, reinforcing limited viewpoints.

 Sensationalism or false information frequently

travels farther and more quickly than true

information, which contributes to the rapid
spread of false information.

False information and fake news have the power
to sway public opinion on important matters, and even
alter election outcomes.

Political polarization and social media’s role - It is

well recognized that social media plays a major role in
causing people and groups to grow increasingly sepa-

rated along ideological lines. Media literacy initiatives,

platform design adjustments, and a renewed dedica-
tion to civil and honest dialogue are all necessary to

address social media’s role in political polarization. In
order to promote more impartial and productive online

discussions, it is imperative to acknowledge the possi-
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bility of polarization and proactively investigate vari-

ous strategies.

Importance for studying Indian politics: So-

cial media is now a significant platform for political
engagement, activity, and discourse in India. Recog-

nizing the manner in which it is necessary to compre-
hend the specifics of the changes that have occurred

between political parties, candidates, and citizens. The

use of social media in campaign tactics has changed
Indian elections, which are renowned for their com-

plexity and size. This study can clarify the ways in
which political parties use social media to connect with

voters, exchange ideas, and shape public perception.

Social media has been crucial in uniting people for
political objectives ever since social movements be-

gan. Gaining knowledge of this facet can help one
comprehend the workings of contemporary Indian

political mobilization.

Social media platforms have facilitated the expres-

sion of issues and opinions by marginalized groups,

regions, and communities, hence democratizing politi-
cal debate.

 Social media networks have a quick reach.
This contains accurate news and analyses.

The impact of these dynamics on political
decision-making is examined in this study.

 Digital citizenship and media literacy: The
study can emphasize the significance of media

literacy and offer tactics to improve

responsible digital citizenship as social media
literacy grows in prominence.

Put simply, its goal is to acquire a thorough grasp
of how social media is influencing the nation’s politi-
cal landscape, communication patterns, and levels of
participation. Because of this, the study is now perti-

nent to Indian politics. By looking at the possibilities,

this study, which outlines issues and potential answers,
can help stakeholders, researchers, and policy makers
understand how Indian politics are developing in the
digital era.

Conclusion:
Ultimately, it is clear that the emergence of social

media has altered the landscape of Indian politics by

raising political investment and creating more noise.

Still, the outcome is a double sword, since it simulta-
neously poses the difficulties brought on by polariza-

tion and disinformation, while also providing a fresh
avenue for engagement. It is crucial for the political

climate in India to strike a balance between maximiz-

ing social media’s positive effects and minimizing its
drawbacks.

Difficulties and Concerns Challenges including
disinformation, fake news, online harassment, and pri-

vacy concerns arose with the rise of social media.
Talks concerning regulation and ethical platform us-

age were sparked by these concerns.
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