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1. Abstract  
 
E-magazines and e-books has become more 

relevant in present situation of COVID-19 

pandemic as it has caused an international 

lockdown in the world and India as a result of 

which majority of the citizens don’t have any 

option but to stay at home. The research was 

conducted to understand the STP 

(Segmentation, Targeting & Positioning) 

marketing concept and sales strategies to 

market e-magazines & e-books to different 

segment of population during this COVID-19 

pandemic. Besides this, the research also 

collected the data for the various activities 

carried out by users at home so as to get 

themselves updated to the new magazines 

and books. Above all, the research disclosed 

that reading of books and magazines from the 

electronic platform became the main activity 

of the users during lockdown. This finding 

will inspire the various e-magazine and e-

books industry for establishing their image in 

the competitive environment by creating a 

much more user-friendly environment and 

for focusing on different segments of people 

who loves to read which will result in the 

growth of more eBooks and e-magazines 

company to form up for and provide better 

services to their users during situations like 

that of COVID-19. 

 

2.Introduction 

2.1 About context: 

For over decades, the printing industry has 

played a huge role in mass communication, 

disseminating information and cognizance. 

The innovation of multimedia, technology 

and digitalizing sector that occur 

significantly have changed a lot of function 

and role in the publishing industry today. 

Hence, a rise of a new aspect that is the new 

electronic publication can be seen playing an 

important role in publishing reading material 

while introducing a new concept of online 

publication through the rise of e-magazines 
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and e-books. By understanding the STP 

(segmentation, targeting & positioning) 

marketing concept we can use that in 

marketing the e-magazines and e-books to 

the correct population as per their need. 

Moreover, there are different sales strategies 

that many companies do follow to attract and 

influence the customer to buy the 

subscription pack so that the customers will 

get the necessary part under one such 

platform. The thing which motivates me to do 

this kind of research was that the situation of 

pandemic is a very hot topic in the ongoing 

scenario and it can be seen that due to the 

lockdown people find themselves detached 

from the magazines and various books as a 

result of which need was aroused in the mind 

of the people to get themselves accustomed 

to a platform where they can find the e-books 

and e-magazines. The key learnings which I 

got while conducting this research was that 

electronic platform were like the pampering 

cover of the mother during this pandemic to 

those segments of people who are fond of 

reading magazines and books. Through the 

online platform the people got accessed to 

various magazines and books and were 

happily getting the updates while staying in 

their home which reminds me of such entities 

who supports door to door service.  

 

2.2 Global context: 

Despite the COVID-19 disruption, UK 

magazine publishers are reporting triple-digit 

surges in new print and digital subscriptions. 

Global digital partner, Jellyfish, has exclusive 

insight across the UK print and digital 

magazine subscription sector, as it not only 

owns magazine.co.uk, the leading magazine 

subscription website in the UK, 

and Pocketmags.com, the fast-growing 

international digital newsstand, but it also 

runs Paid Search and Paid Social campaigns 

for numerous publishers – including Hearst 

Magazines UK, Investors Chronicle (FT), 

TIME Europe. With the UK population 

learning to live in confinement and more time 

set to be spent at home over the next few 

weeks, magazines are proving to be of huge 

interest. This is thanks to their ability to keep 

readers entertained, inspired and distracted – 

and, in some cases, help people learn a new 

skill or further develop an existing passion. 

All print magazine categories have shown 

significant increases in page views, with the 

biggest growth seen in Kids (an incredible 

502%!), Home & Gardening (403%), and 

Women’s (325%). People may still be 

looking for good value deals, but what’s more 

important at the moment is ensuring you call 

out your USPs in your ads – such as free 

delivery, or immediate and free access to a 
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digital edition, if bundled with a print 

subscription. 

The development of the cyber world has led 

to the integrating of an overabundance of 

concepts starting with “e- “to our lives. E-

mail, e-shopping, e-banking, ecommerce, e-

signatures and e-learning are leading 

concepts among them. E-books with growing 

reader population are a book format that most 

of us have utilized a lot lately because of their 

established history and the extensive 

application of information technologies. 

2.3 Indian context: 

As the nation went into a lockdown in March-

end, there was a sudden rush in people to 

stock-in on essentials. Even I rushed to stock 

in on large quantities of food, household 

materials, coffee and books… you know, the 

essentials. But turns out books were not 

deemed as essential, given the circumstances, 

and hence were unavailable for me to stock 

up on. And there starts a tale of woe. 

The pandemic forced people indoors, with 

limited means to entertain themselves. 

Thanks to that, reading acquired a premium 

space in everyone’s mind. However, their 

inability to buy books either from stores or 

online portals meant that this burgeoning 

demand was unmet. 

Since bookstores were closed and online 

stores were delivering only essentials, the 

publishing industry all but came to a halt. It 

meant all major summer releases were either 

pushed back or postponed. It also meant that 

there was literally zero sale of physical copies 

of books during these times. In a country 

where physical books still constitute to 

around 85-90% of the total sales, the 

publishing industry was badly hit. 

Most publishing houses, already quite 

leveraged in the market and with heavily 

extended cash-flows, were suddenly gasping 

for breath. After all, the new books, 

especially the big summer releases, are an 

important part of the cash-flow cycle. 

Without the cycle moving, the short and the 

long-term diagnosis was all but terminal for 

the industry. 

In these dark times, the saviour came in the 

form of eBooks and e-magazines – both of 

which, despite a comparatively low 

penetration in India, ensured that the rising 

demand for books was not unmet. 

Almost all publishing houses saw a sharp 

increase and improvement in sale of eBooks 

during the days of lockdown.  

However, publishers and digital platforms 

had to fight the rampant piracy of digital 
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books by offering special prices and free 

subscriptions. 

With the unlock process starting, the sales of 

print books have started soaring once again. 

But that in no way means the digital 

consumption of books has reduced. It has 

merely flattened. 

While brick-mortar shops are still deeply 

affected and slowly re-starting their 

operations, online stores have been able to 

capitalise on this gap and slowly scale back 

up. Even now, sporadic cases of lockdown in 

different states are impacting the industry. 

3 Literature Review 

3.1 Theoretical framework, background 

theory. 

Literature review refers to an overview of 

previously published works on a specific 

topic and it is done so as to find the gap 

between the previously done research and the 

scope of the research one is doing. It also acts 

as a basis for one to do the research work in a 

particular area in which the research is yet to 

be done. 

In this age, when digital and creativity can be 

combined in the most appealing ways, digital 

magazines have many opportunities to make 

a difference both in editorial and business 

models.  

 

3.1.1 Digital magazines can attract readers 

attention through creative ways of 

storytelling, besides the numerous 

possibilities of interaction: 

Today, digital journalists can choose the most 

appropriate tools to tell their story, not having 

to stick to the text, image or a certain number 

of characters. The experience of reading can 

be enriched in a number of ways and page flip 

technology simulates even the traditional act 

of passing through pages. Currently, any 

digital magazine, even the less interactive, 

gives the reader the chance to click on links 

that refer to sites mentioned in the text or in 

commercials, go directly to one of the pages 

through the index, send an e-mail 

automatically to any address mentioned in 

the magazine or simply zoom.  

 

3.1.2. Digital magazines have a 

tremendous broadcasting potential: 

 

Unlike a print magazine, whose geographical 

expansion depends on the physical 

distribution, a digital magazine can 

potentially achieve anyone with Internet 

access. moreover, the very discovery of a 

digital magazine is facilitated by search 

engines, directories and social media. 

Subscribers can access their first issue 
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digitally within minutes of subscribing, 

rather than waiting weeks for a hard copy to 

arrive. If the publisher offers digital 

sampling, readers can have free access to a 

portion to determine whether or not they want 

to subscribe 

3.1.3. Digital magazines can be read and 

stored anywhere: 

From an iPad, a laptop or a mobile phone, 

readers can have access to every digital 

magazine they want, without problems of 

space or weight. On the other hand, 

international subscribers can receive 

magazines quickly and cost-effectively.  

3.1.4. Readers can search digital editions 

like in websites: 

Access to back issues is also much easier. 

Readers can search current issues and 

archives, as well as saving information 

directly on the computer or send articles to 

friends. 

 
3.1.5. Digital magazines give readers the 

change to look, try and buy: 

Especially in fashion, travel or gadget 

magazines, the digital era gives the 

possibility to see objects at 360 degrees, 

zoom them, try them and buy them in a matter 

of seconds through a security transaction.  

3.1.6. Digital magazines can more easily be 

driven to market niches: 

Due to lower production costs, publishers can 

create niche magazines that attract readers 

and advertisers that are appealing to very 

specific.  

3.1.7. Digital magazines can explore new 

potentially successful business models: 

The electronic edition of a magazine can be 

rather cheaper than the print one, because it 

saves on costs related to printing and 

distribution, representing these sometimes 

almost 50% of total costs. Besides this, 

publishers can create niche magazines that 

attract specific readers and new advertisers, 

offering them also new ways to advertise. 

Sure, the risks are obvious, but even if 

advertisers represent only a tiny percentage 

of revenues, publishers can explore many 

new business models, diversifying its 

revenue, as premium content, e-shops, 

special services, crowd funding, e-books or 

special edition. 

 
3.2 Citations: 
According to me the technological 

advancement influences the changes that 

happen in the printing publishing industry. 

1. Fadli MdSidin(in 2016) in his article he 

mentioned that in the digital era today, books 

are not only limited to printing formula, 

hence e-book emergence has given a new 

alternative for readers to read books. 
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2.Ozarslan, BalabandanDemiray (in 2012) 

mentioned that new media influence in the 

electronic publishing world has open a new 

realm to the distribution process in getting 

wider information with the creation of digital 

means. 

3. According to Paul Singh (2012) in the 

ASEAN E-book Conference,  he told that the 

creation of e-book is a global phenomenon 

that couldn’t stop at all and ease the purpose 

of a book nor reading material to disseminate 

information and information to the mass. 

4. Milliot (2012) in his article defines 

electronic publishing as a process of high-

quality typeset document distribution in that 

contain texts, graphic, images, audio, table 

and many more in which produce with the 

combination as well as electronic technology 

merging, computer technology and 

communication publishing technology. In 

addition, the research, Milliot categories 

electronic publishing includes book 

publishing, periodically publication (e-

journal, e-magazine, etc.), the bibliography 

database and other sources of information in 

digital format. 

5. According to Inouye (2016), the American 

market experienced a prompt growth of the 

ebook market because of Amazon’s 

introduction of Kindle in 2007. However, in 

2014 the market plateaued and the market 

share for traditional books has since 

increased. 

6. Christine Borgman (2003) lists some of e-

publishing development possibilities which 

have been present in 2000 but are nonetheless 

legitimate today. The first one predicts the 

revolution of e-publishing, whilst others have 

a better moderate approach to the changes in 

e-book publishing development. The author 

concludes that the most possible result is a 

stability between continuity and 

discontinuity, in the view that human beings 

do no longer reject their ancient habits and 

activities whenever a new technology 

emerges. 

7. Hillesund (2005) sees adjustments in 

publishing as just another step in the five-

thousand-year lengthy technique of 

technological improvement and the impact of 

digitization on the textual content as an 

advancement strongly influenced via cultural 

and social factors. 

8. Flood (2016) states e-publishing is one of 

the emerging disputed areas, primarily based 

on digital media and computer networks. The 

development of technology and the 

emergence of a simpler and more cost-

effective method of digitization will probably 
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lead to a simpler content material published 

in digital form. 

9. The aim of an e-book is for the professional 

as they are the group that reads a lot of books 

and require information at the tip of their 

fingers (Ellen, 2005) . 

10. (Hensel, 2006) states that a main problem 

with PDF format is that it requires the reader 

to download the entire file. Downloading a 

document to read proves a problem when the 

reader is not using his or her own personal 

computer. If the reader were using a public 

computer, downloading may be prohibited 

causing the reader to never be able to read the 

publication. This may cause the reader to lose 

interest, and the publisher may have lost a 

potential reader and paying customer. Hensel 

goes on to compare browserbased 

applications to PDFs when he writes, “the 

browser-based application offers a simple, 

flexible control strip at the top of the 

magazine, while the PDF reader displays an 

array of windows, menus, toolbars, and other 

controls that clutter the user’s screens.” 

3.3 Research Gap Found: 

The research gap which was understood was 

that earlier researchers were unable to follow 

the proper segmentation, targeting & 

positioning concept in the case of e-

magazines or e-books and proper sales 

strategy were not implemented. The main 

problem was how would you convince the 

customer to refer to your product during the 

present condition of the COVID-19 

pandemic. Now-a-days the people are not 

having food to eat and have no earning and 

why would they subscribe to your company 

or your publications. 

3.4 Statement of Research Question: 

The title is very much suitable for the 

research as it is based on the current condition 

of people facing the pandemic and not able to 

get the physical magazines and books. The 

choice which is available for the people is to 

opt for e-magazines and e-books to keep 

themselves updated with various on-going 

facts. 

4.Scope of the study: 

Information technology has become the core 

of the current development in the 21st 

century. Beyond the digital era, the 

development and usage of electronic reading 

materials have evolved along with the current 

country development in terms of information 

technology and communication. And 

moreover, in the present scenario of COVID-

19 pandemic people do not prefer physical 

magazines and books and they have only one 

option to opt for e-books and e-magazines. 



PHRONIMOS : THE KIAMS JOURNAL                                                                                                                                     VOL-01 ISSUE-04 

 

85 
October - 2021 

Possible outcome: People may get what they 

deserve through the online platform and they 

can get updated with what new is coming up 

and with all the technical advancements. The 

different segment of population will be found 

out who have interest in reading magazines 

and books in online platform. 

5.Objectives: 

 The objective of the research is to apply 

proper STP marketing concept 

 To apply proper sales strategies to 

provide e-magazines and e-books to 

different segment of people during 

COVID-19 pandemic. 

 To understand the buying behaviour of 

customers towards e-magazines and e-

books. 

STP and its dimensions: 

STP which stands for segmentation, targeting 

and positioning is a business strategy which 

is being followed by many organisations 

when creating marketing communication 

plans since it helps them to prioritize 

propositions and then develop and deliver 

different messages to the different audiences.  

Segmentation begins with market research 

and analysis of customer data wherein a 

company or an organization identify the 

customer needs and segment markets based 

on geographic, demographic, psychographic 

and behavioural. Geographic mainly refers to 

dividing into continent, region and country. 

Demographics refers to factors such as age, 

gender, income and social class. 

Psychographics refers to value added and 

lifestyles like thinker, believer, achiever, 

innovator. Behavioural refers to the 

segmentation based on decision roles, user 

status, loyalty, buyer readiness. 

Targeting involves demand analysis which 

includes evaluating and selecting the target 

segments. 

#what’s needed to evaluate the potential and 

commercial attractiveness of each segment. 

 Criteria size: The market must be 

large enough to justify segmenting. If 

the market is small, it may make it 

smaller. 

 Difference: Measurable differences 

must exist between segments. 

 Money: Anticipated profits must 

exceed the costs of additional 

marketing plans and other changes. 

 Accessible: Each segment must be 

accessible to your team and the 

segment must be able to receive your 

marketing messages 
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 Focus on different 

benefits: Different segments must 

need different benefits. 

Positioning includes identification of 

proposition for each segment which involves 

both competitor analysis and internal 

analysis. 

STP marketing focuses on commercial 

effectiveness, selecting the most valuable 

segments for a business and then developing 

a marketing mix and product positioning 

strategy for each segment. 

In the market segment like India where 

people fall for good quality product at a low 

price, company like Tenhard who are into e-

media sector must focus on giving maximum 

benefits with minimum price so as to attract 

a greater number of customers and to their 

added advantage the COVID-19 pandemic 

played an important part so as to make an 

effective presence in the market as people 

find themselves detached from the physical 

source of getting exposed to the outside 

world. 

6. Research Methodology 

A research methodology includes the 

description of the procedures employed to 

achieve the objective of the study. 

6.1 Method of Research – 
Descriptive(observational) 

Descriptive research was used to understand 

the STP & sales strategies to market e-

magazines, e-books to different segments of 

population during COVID-19 pandemic. 

Descriptive research studies are designed to 

determine the nature of a situation as it exists 

at the time of the study and since the study 

was conducted during the pandemic it was 

most suited. In terms of descriptive research, 

surveys, trend studies, and content analysis 

are used. Surveys attempt to measure what 

exists without questioning the reasons for 

existence. Trend studies are combined with 

surveys repeated at intervals, and are able to 

study the rate and direction of changes and 

use these trends to make predictions. After 

gathering all data collected from using 

descriptive research, content analysis was 

done in order to understand the STP & sales 

strategies to market e-magazines, e-books to 

different segments of population during 

COVID-19 pandemic. Content analysis is a 

research technique for the objective, 

systematic, and quantitative description of 

the manifest content of communication. 

Using descriptive research, a survey of peers 

was conducted. The survey was distributed 

online and the responses were collected and 

we have to trust the responses given by the 
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customer as we were not able to visit them 

personally due to the pandemic. 

6.2 Type of research - Qualitative research 

Before conducting a study, it is very 

important part to think upon on whether one 

should go for a qualitative research or for a 

quantitative research. Quantitative data is 

information about quantities, and therefore 

numbers, and qualitative data is descriptive, 

and regards phenomenon which can be 

observed but not measured. Since the study 

was done to understand the STP & sales 

strategies to market e-magazines, e-books to 

different segments of population during 

COVID-19 pandemic so a qualitative 

research was followed. 

6.3 Data type – Primary data 

Since the study was done to understand the 

STP & sales strategies to market e-

magazines, e-books to different segments of 

population during COVID-19 pandemic and 

in this field very few studies have been 

conducted till date so most of the data for 

analysis was primary data and data were 

collected from different segments of 

population which includes youth, job person, 

job & family person and even a few aged 

persons. 

6.4 Data collection tool – Questionnaire 

Data collection tool is an important part while 

conducting a study because without a tool we 

can’t collect data and will not be able to do 

proper analysis. Under the study a 

questionnaire was used for collecting the 

information required for the study and data 

was collected in online mode only. 

6.5 Sampling plan: 

6.5.1 Sampling frame – probability 

sampling 

During the study equal opportunity was given 

to the population to give their inputs but as 

the study was on e-magazines and e-books, 

only the response of that population who 

were having some connections with online 

platform were studied and analysed. 

6.5.2 Unit – Different segments of people 

Under the study the different segments of 

people having different age group were 

studied. The study mainly includes youth, job 

person, job & family person and even a few 

aged persons. 

6.5.3 Size – 200: 

Under the study 200 samples were studied 

and I came to a conclusion that of having 200 

samples using Rao soft software and I came 

to a conclusion that with a mere 6.89% of 

error accepted the desired results could be 

found out. 
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6.5.4 Method – Stratified 

Under this study stratified sampling method 

was used as there was involvement of 

different age group of population and their 

interest varies. 

6.6 Data Analysis Tools / Techniques used: 

Excel 

During the study excel was used for doing the 

data analysis part after the responses were 

received from the people approached for 

conducting the study. 

7. DATA ANALYSIS AND 

INTERPRETATIONS 

The survey responses are divided into four 

groups: youth, job person, job & family 

person and aged persons. The focus of the 

work is to understand the STP & sales 

strategies to market e-magazines, e-books to 

different segments of population during 

COVID-19 pandemic. The sample size used 

for the study is 200. 

 

Fig 1. % of users reading books before and 
after lockdown. 

Interpretation 

Interestingly job and family members and 

aged person users are interested in reading 

more books after lockdown whereas youth 

users show no change in reading behaviour 

even after lockdown. 

 

Fig 2. % of youth users investing varying 

amount of time for reading books before and 

after the lockdown. 
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Interpretation 

Prior to lockdown only 32 % of the youth 

readers were reading books for 3-5 hours 

whereas after lockdown the % of readers’ 

reading for 3-5 hours increased to 42%. 

 

 

Fig 3. % of job users investing varying 

amount of time for reading books before and 

after the lockdown. 

Interpretation 

Prior to lockdown, job persons who were 

reading books for 3-5 hours were more in 

number for reading books after lockdown.  

 

Fig-4. % of job & family person users 

investing varying amount of time for reading 

books before and after the lockdown. 

Interpretation 

It is observed that in both 3-5 hours & 1-2 

hours there was an increase in readers in job 

& family person category. 

 

Fig-5. % of aged person users investing 

varying amount of time for reading books 

before and after the lockdown. 
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Interpretation 

It is observed that post lockdown in the group 

of aged person there was a rise in the number 

of readers because before lockdown few 

readers where only interested but now a days 

many more a venturing into this area. 

 

Fig 6. Total books read by different users during 

lockdown 

Interpretation 

During the study it was found that an youth user 

and a job user mainly read 1 book during 

lockdown, job & family user read 2-3 books 

whereas an aged user read between 3-5 books. 

 

Fig 7. % of Users preferred to read 

printed/ebooks(e-magazines)/Both 

Interpretation 

The lockdown had resulted in making users 

isolated at home away from magazines and 

away from books. Thus, providing a useful 

source of digital platform for the interested 

readers. According to the study youth mainly 

prefer e-books/e-magazines, job person; job 

& family person prefer b-books/e-magazines 

whereas aged person mainly prefer printed 

magazines. 
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Fig 8a. % of different users reading more content 

during lockdown days 

                                                                                                              

Fig 8b. % of different users not reading more 

content during lockdown days 

Interpretation 

During the study it was found out that aged 

person users (above 45+) and aged & family 

person  are reading more content during 

lockdown days because they were not having 

anymore medium left other than the online 

platform during the pandemic to get the news 

updates, new magazines or books whereas at 

the other end the job people whereas job 

people we cant say that they were denying 

any online content but they were least 

interested than others as per the survey due to 

their work from home culture. 

 

Fig 9a. Count of users reading various types 

of online content before lockdown days 

 

Fig 9b. Count of users reading various types 

of online content after lockdown 

Interpretation 

During the study it was found out that before 

lockdown youth users mostly preferred 

books, job users mostly preferred newspaper, 

job and family persons mainly preferred 
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magazines whereas aged users mainly prefer 

newspaper. 

After the imposition of the lockdown the 

youth users preferred both books & 

magazines, job users; job and family persons 

and aged users preferred reading newspapers 

in online platform. 

 

The survey also collected data about the 

various activities carried out by different 

users during lockdown days at Home. The 

activities are broadly divided into 2 

categories: (i)  entertainment (leisure) and, 

(ii)hobby. 

 

Fig 10. % of users preferring to do various 

leisure (entertainment) activities during 

lockdown days. 

Interpretation 

Under the study it was found out that youth 

users mostly played computer/mobile 

games,36 % of the job users were involved in 

social media platform, 24 % of the job & 

family users listened to music in their free 

time whereas most entertainment activity 

done by aged users was listening to music. 

  

Fig 11. % of users preferring to do various 

leisure hobby activities during lockdown 

days. 

Interpretation 

It was observed that youth, job, job & family 

users watch news and talk shows, whereas 

aged users do yoga and fitness workout for 

maintaining a good health at that period of 
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life and assure future life away from any 

diseases. 

 

 

 

 

 

 

 

 

 

8. Conclusion 

The survey results uncovered the interest of 

different users to read digital content and in 

particular eBooks. Apart from reading more 

content, users have found their unique ways 

to involve them in various leisure and 

hobbies to maintain a good balanced mental 

health condition during isolated indoor 

lockdowns. Apart from that it has been found 

out that every individual has made 

themselves adapted to the pandemic 

situation. The number of readers were 

increased to about 5-10 % after the 

imposition of lockdown guidelines, the 

reading hours spent have increased and 

people started making themselves adjusted to 

the digital platform of getting magazines, 

books & newspapers. I found out that prior to 

lockdown only 32 % of the youth readers 

were reading books for 3-5 hours whereas 

after lockdown the % of readers’ reading for 

3-5 hours increased to 42%, job persons who 

were reading books for 3-5 hours were more 

in number for reading books after lockdown. 

Post lockdown in the group of aged persons 

there was a rise in the number of readers 

because before lockdown few readers where 

only interested but now a days many more a 

venturing into this area. It was found that an 

youth user and a job user mainly read 1 book 

during lockdown, job & family user read 2-3 

books whereas an aged user read between 3-

5 books. The lockdown had resulted in 

making users isolated at home away from 

magazines and away from books. Thus, 

providing a useful source of digital platform 

for the interested readers. According to the 

study youth mainly prefer e-books/e-

magazines, job person; job & family person 

prefer b-books/e-magazines whereas aged 

person mainly prefer printed magazines. 

During the study it was found out that aged 

person users (above 45+) and aged & family 

person  are reading more content during 

lockdown days because they were not having 

any more medium left other than the online 

platform during the pandemic to get the news 

updates, new magazines or books whereas at 

the other end the job people whereas job 

people we can’t say that they were denying 
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any online content but they were least 

interested than others as per the survey due to 

their work from home culture. Youth users 

mostly played computer/mobile games,36 % 

of the job users were involved in social media 

platform, 24 % of the job & family users 

listened to music in their free time whereas 

most entertainment activity done by aged 

users was listening to music. 

The main purpose was to understand the STP 

of different users of e-magazines and e-books 

which was fulfilled and also the buying 

behaviour of the population was also known. 

9.RECOMMENDATIONS AND 
LIMITATIONS 
 
By conducting the study, it was found that a 

proper sales strategy is required to market e-

magazines, e-books to different segment of 

people. 

1. In this pandemic all the students are 

studying in online mode only as all the 

colleges and schools are not open so we 

(Tenhard Pvt. Ltd.) can target those 

schools and colleges and sell our 

subscription to schools and colleges.  

For this what we can do is make a excel 

sheet of no. students in class then gave 

them a 1 subscription to 4 students like 

this If a class have 40 students so 40/4 = 

10 subscription in one whole class. Also, 

subscription will buy from school side 

and they can purchase monthly or yearly 

easily. This will help students also for 

reading books and daily newspaper as 

well as more and more traffic will 

generate on Tenhard.  

Similarly, we can target many well-

known institutes also by targeting 

different course of students. For example, 

we can target NIFT institute for fashion 

magazines we have, GNLU for Law 

books we have like this. This will help 

Tenhard to increase their reach in youth 

so many students will buy the 

subscription 

Colleges: IIMS, IITs, NITs, Law 

University etc. 

 

2. Many premier institutes like Endeavour, 

TIME, Career Launcher, FITJEE who 

are famous for there preparation course 

like CAT, JEE and NEET. Tenhard can 

target this institutes as they have a lot of 

students who like to read newspaper and 

books daily for different purposes it will 

very helpful for them. We can give them 

individual subscription or 4 students in 1 

subscription also.  
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Also, many other platforms like Khan 

Academy, Byju’s, Unacademy etc we 

can target them also with their own 

subscription packages.   

On subscribing to any of these companies 

for a subscription of above Rs.2000, the 

user will receive a promo code of 

Tenhard in which they will receive 

discounts and offers on the subscription 

of Tenhard. 

For example, Rs.99 off on buying 

subscription of Rs. 999 

Rs. 299 off on buying subscription of Rs. 

1599 

Rs. 499 off on buying subscription of Rs. 

2499 

Rs. 599 off on buying subscription of Rs. 

3499 

Rs. 699 off on buying subscription of Rs. 

4999 

This will benefit both the companies and 

increase traffic towards Tenhard India 

Pvt. Ltd. 

 

3. Online transaction is blooming in all over 

the world and with the online trend many 

companies are selling there products 

online by giving heavy discounts and 

vouchers also. In the same way we 

(Tenhard) can collaborate with online 

transaction companies like Paytm, 

Google Pay, Phone Pay, Mobiwik etc 

and sell our voucher or gift cards on a 

minimum amount of transaction through 

this apps.  

If a user does a transaction of more than 

Rs. 1000 through the above UPI apps, 

then he/she will receive a gift voucher of 

Tenhard and then they have to visit 

Tenhard website, subscribe and make the 

payment.  

For example, a consumer does a 

minimum transaction on Paytm he/she 

will get voucher of Rs. 79 off on buying 

a Tenhard subscription of Rs. 999 from 

Tenhard website. This will help in 

promotion and increase traffic on the 

Tenhard website. 

 

4. Social media is increasing day by day and 

with that their consumers also with this 

many influencers are growing day by day 

through social media. Similarly, Tenhard 

can collaborate with Youtubers, 

Instagram influencers, Facebook 

influencer etc. Social media sites like 

YouTube, Instagram, Twitter, 

Facebook etc any of the influencers from 

the above social media sites, can be 

reached out to by Tenhard and they can 

be asked to give information and screen 

time about Tenhard and its benefits 
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through their videos on YouTube and 

Facebook and by making reels on 

Instagram with tagging Tenhard Page 

also start a hashtag for Tenhard it will 

increase the traffic. 

Influencers will be paid to talk about the 

product and will also be given a free 

subscription. They will also be given 

promo codes on the use of which people 

will get discounts and offers on the 

subscriptions. 

Example- Use promo code 

“PRABHU10” for 10% off. 

This will influence their subscribers and 

viewers, increase traffic on the website, 

and therefore will increase leads and 

conversions. 

 

5. Automobile Companies like Royal 

Enfield, Ducati, Kawasaki, BMW, 

Audi, Mercedes, Land Rover, Triumph 

etc can also be beneficial to us.  

We can collaborate with these companies 

by selling our subscriptions in 2 

segments:  

If a person buys a 2-wheeler from any of 

the above companies, he/she will get a 

Rs. 499 off on subscription of Rs. 2499. 

If a person buys a 4-wheeler from any of 

the above companies, he/she will get a 

Rs. 999 off on subscription of Rs. 3499 or 

above. 

The above companies can pitch to their 

customers by saying that on purchasing 

their product, they will receive Tenhard 

vouchers and as these are some of the 

biggest names in the Automobile 

Industry, it will help enhance the brand 

image of Tenhard. 

 

6. We can collaborate all the 5-star hotel 

like Taj, JW Marriott, The Oberoi, 

ITC, Hyatt, Fairmont, Radissons Blue 

etc. These hotels can be targeted by 

giving them subscriptions which will help 

their customers to use the subscriptions in 

their room itself with the help of tablets 

provided by these hotels. We can give 

them subscription on yearly basis or 6-

month basis. This will help Tenhard very 

much because it is Undercover marketing 

or you can say stealth marketing. 

Limitations 

In the pandemic scenario the main problem 

was that in many areas people weren’t even 

getting food to eat and convincing them in 

this hard time to opt for an online 

subscription pack for e-books, e-magazines is 

very difficult. Moreover, the study was done 

in the pandemic scenario so the authenticity 
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of the result can’t be checked had it been that 

the study would have been made possible in 

the offline mode than more accurate results 

had been drawn out. 

Scope of future work 

The study was only conducted for 200 users 

only so it can be further increases to say 500-

600 users to get more accurate results with 

less margin for error. Moreover, a 

comparative study can be made for different 

phases of the COVID-19 pandemic. 
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11.APPENDIX 
Questionnaire 
 

The questionnaire consists of 10 questions which includes Part A & Part B 
Part A 
Name: 
Gender: 
Age Group: 15-18 yrs                        19-25 yrs                        26-30 yrs 
 

                            31-45 yrs                        46+ yrs 

Category:            Youth                              Job 

                             Job & Family                 Aged 

 

 Part B 

Sl 

No. 

                                  Survey Questions Question Type 

1. During normal days, are you interested to read any 

books? Choices: Yes/No 

Yes/No (Boolean) 

2. How much time do you spend to read a book in a day? 

Choices: 

-less than an hour  

-1 to 2 hours  

-3 to 5 hours  

-5+ hours  

-I avoid reading books 

MCQ (Single answer 

selection allowed) 

3. Which type of books do you prefer to read during normal 

days? Choices: Science Fiction, Technology, Novel, 

Literature, History, Engineering, Arts And Commerce, 

Design, Cooking and Home Decoration, Fashion, Yoga 

and Fitness, Space Science, Computer Science, 

MCQ (Multiple answer 

selection allowed) 
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Astrology, Philosophical, Spiritual, Law, Political 

Science and Social Science. 

4. Do prefer to read a printed book or eBook? 

 - eBook 

 - printed Book 

 - both 

 - I don’t read books 

MCQ (Single answer 

selection allowed) 

5. During this extraordinary situation of Corona outbreak, 

how do you spend your time at home?  

Choices provided:  

-Read Book/Magazine  

-Take online MOOC course 

 -Watch News and Talk Shows  

-Do Yoga and Fitness workout  

-Watch Movie and TV show on Netflix/ Hotstar/Amazon 

Prime/other channels  

-Clean Home  

-Cooking  

-Play computer games  

-Social media activity  

-Play mobile Games apps  

-Painting  

-Play instruments  

-Listening to Music  

-Online learning/Teaching  

-Writing Research Paper/Research  

MCQ (Multiple answer 

selection allowed) 
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-Spent time with family 

 -Play board fames with Family. 

6. Do you spend time to read a book at home during 

lockdown days of Corona outbreak? Yes/No 

Yes/No (Boolean) 

7. How many hours do you spend at home to read a book 

during lockdown days? 

 -less than an hour  

-1 to 2 hours 

-3 to 5 hours  

-5+ hours 

-I avoid reading books 

MCQ (Single answer 

selection allowed) 

8 Which type of content do you like to read at home during 

lockdown days?  

-Books  

-Magazines  

-News Papers  

-Research Papers  

-I do not read any content 

MCQ (Single answer 

selection allowed) 

9 How many books have you read during lockdown days?  

0,1, 2, 3, 4, 5+ 

MCQ (Single answer 

selection allowed) 

10 Do you read more content during COVID-19 lockdown 

days than before?  

Choices: Yes/No 

Yes/No (Boolean) 

Table 1 LIST OF SURVEY QUESTIONS WITH MULTIPLE CHOICES 

  


