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Abstract

Business intelligence is the right solution to help make more effective business decisions based on

facts. The custom reports can be generated through BI. Online food delivery platform is a trending

business model in the e-commerce platform and it opens us scope for several online business. The

main purpose of this study is to understand the origin, evolution, competitive scenario of Swiggy, an

online food ordering and delivery business in the Indian market. The study focuses on consumer's

perception and satisfaction level towards the services offered by Swiggy. The concern focuses on

developing relation between restaurants and retail stores. The consumer behaviour is highly dynamic

and is influenced by various factors. Business intelligence in the food industy assists in analping

data and to take advantage of the opportunities and tends prevailing in the market.
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Abstract

Business intelligence (BI) is a readily available tool that easily enables the gathering, storing

and processing of information. The women entrepreneur needs to be considered in the

economic development of the nation for various reasons. it is important to identiff factors

contributing to the success which may vary from person to person and county to country.

This research is addressed the success drivers of rural women entrepreneur. It is very

important because the finding of such research is useful to economic development planners as

well as to women entrepreneurs. The Existing literatures have not covered the success factors

of rural women entrepreneurs in India. So we filI this gap through this research. A Total of

681 nrral women entepreneurs were surveyed. The data mining and business intelligence

tecbnique multiple regression analysis is applied in the research analysis phase. The multiple

regression model on rural women entepreneur business success is significant with R square

value 0.718. We have wed 22 factors in the Multiple Regression analysis, these factors are

subjected to multiple regression analysis to constuct a model for the rural women

enftepreneur business success measurement. The result of multiple regression analysis of the

rual women enfuepreneur business success depicts that tax concession, availability of utilities

at a nominal rates, network selling at colleges and adaptability have the greatest impact on

business success of rural women enkepreneur. The implications of this research expose the
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areas ofwomen enkeprereurs as well as policy makers.
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ABSTRACT

In recent years, the rising field of

neuromarketing, which makes use of brain

explore during a managerial context, has

gained growing recognition within

the academic literature also because

the practical world. Therefore, the

aim of this paper is to measure the

influence of neuro marketing tools on

traditional marketing inputs so as to

finish the understanding of 
. 
consumer

behavior. After an assessment of out of

doors reflexes, and Inside reflexes to

research brain activities, the present paper

appraise upon the influence of

neuromarketing on different relevant

marketing inputs. The results indicate that

neuro marketing is associated to possess a

high influence on consumer buYing

behavior as marketing inputs. Therefore,

neuromarketing could also be considered

to be an interesting extension within

the research of human behavior and

therefore the brain

applicableness.

INTRODUCTION

The knowledge is active in nature and due to this,

fashionable marketing is frequently subject to

challenges that market relations progress brings

about. This new field is anoutcome of joining

neuroscience with marketing, neuro marketing

ascends as a comparativety new research

discipline. Taking advantage of advances in

technology, this emerging field goes beyond

traditional tools of quantitative and qualitative

research, that specialize in consumer's brain

reactions ahead of selling stimuli. Since the

appearance of the sector of Neuromarketing in

2002, its importance is constantly growing and its

fame is scattering over companies, marketers and

advertisers. Although the subject gains increasing

attention within the medical industry and

psychology, this paper will deliberate the

explanation of human behaviour by the use of

neuromarketing and its benefits and

disadvantages within the economic sector

(Sanfey, Loewenstein, McClure, & Cohen,2006;

Khushaba, Wise, Kodagoda, Louviere, Kahn &

Townsend ,2013; Hubert, 2010)

With the help of the scientific knowledge,
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psychology and marketing. In order to

gather knowledge in various areas such as

learning, memory impact of internal and

external environment in brain's activities,

information processing etc. Neuroscience

can disclose the interdisciptinary side of the

marketing tactics and consumer behavior.

Neuroscience gives deep understanding

about the composite inforrnation processing

and thought process such as selectiorl

decision making, reasoning, attitude,

emotion and memory which has a gteat

impact on marketing management. It has a

great impression on various topics such as

segmentatioq targeting, positioning, brand

equity, brand loyalty etc. Consumer

perception and selection is also influenced

by the above mentioned factors.(Prof.

Aradhita Deb-2021)

Keywords: Neuromarketing, Marketing

research, Consumer behavior, IMRI,

EEG,

REVIEW OF LITERATURE:

Cognitive process and unconscious

emotional characteristics can affect

consumer thoughts and actions.Natures of

emotional replies differ and viry from

consumer to consumer; as they are having

specific behavioral selections and

preferences. Interaction with several actions

and inducement can impact the consumer selection

and preference. Different consumption pattern and

effect between inducement types can be the

important factors in case of defining the cognitive

load. By identiffing different cognitive and general

emotions between the channels through which

subjectsare presented to the consumers, it can be

observed that in some cases words can generate

higher cognitive load and companion than images

and videos can create higher emotional responses.

Various emotions such as memory attention,

perception and physical actions (either

physiologically or linguistically). An assumption can

also be formed that there might be a preferential link

exist between the creation of mental imagery and

memory (Michael et aL, 2019)Even a question can

also ascend that whether Neuroscience has impact on

various factors on the industry as it has been

predictable. A matter of concern over the application

of neuroscience in markets is the time and cost. To

get an answer of a specific instance after the

application of neuroscience, is quite time consuming

and the cost of the application of neuroscience might

not appear as viable in most of the cases (McDowell

& Diclq 2013). Even determining the complex

situations and application of neuroscience in day to

day conditions and situations in a market might not

be viable and cost advantageous from the

fl,&eqffi
at

viewpoint. Therefore it can come
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up as a concern that if neuromarketing has

to strive with the traditional marketing

tactics from the commercial market

prospective, it should be more viable by

reducing the labor 'and overhead cost

(Spence,2019)

Advertisement is one of the most operative

mediums through which the marketers can

communicate the message about the subject

to the target customer. But the essentials of

the advertisements that is content, linguistic

should be systematized and presented in the

most effective way in order to the effective

and efficient transmission of the message. It

can be observed that PsYchological

elements, linguistic elements and most

importantly the application of the

neuroscience in the advertisement can make

the storytelling more effective and effrcient.

In orderto create a long lasting impact on

the target customer base, the marketers need

to enhance the effectiveness ofthe content of

the advertisement by aPPlYingthe

neuroscience elements effectively and

efficiently (KlhC & Yolbulan Okan, 2020),

APPROACHES TO MEASURE BRAIN

ACTIONS IN REGARD TO

only 2Yo of the entire body, it stings approximately

20%o of humans'energy. Another important point is

that about 80% of the human's brain activity is

taking place unintentionally in order to sustain the

tranquility state, leaving only 20Yo of the brain

activity for conscious purposes (Morin, 2011).

Due to the origin of a human as a predator and

collector who is striving for survival, the brain was

and still is used to scan the environment for possible

dangers, which is mainly done by the part called

reptilian brain'. This part is capable of processing all

visual stimuli by not nraking use of the visual cortex,

which is the biological argumentation for the facttl:m;t

human beings in general have a general preference

for images over words, or comparably experiences

over explanations (Morin, 2011). So, knowing that

the brain is one of the most complexes and

interwoven biological organs existing, including

numerous interconnected cells, it should be obvious

that the translation and interpretation of its activity is

a highly complex procedure (Punes, Fitzpatriclg

Augustine, & Kat4 2008).

Although it is accustomed that the purchasing

decision does not represent a binary social response,

meaning that one cannot predict that with using a

certain advertisement one will make the purchase for

sure, there are still high expectations in the ability of

neurornarketing observing and analyzng the entire

brain in order to find out new, unpredictable results

that give new insights into the field of neuroscience

(Lee, & Kacen,2008; Hubert, & Kenningr 2008).

c oNsrrMER BrrYrN" rj:3r..ffi*
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PRACTICES OF

MARKETING

NEURO

The overall goal of using neuromarketing

practices is to understand the

interconnection between marketing

happenings and the response upon that from

consumers (Kumlehn, 20ll). It is expected

that by doing so, next to the subjective self

valuation methods, an objective perspective

of brain activity can be evaluated (Hubert,

& Kenning 2008). The various methods

available in this arena range from Body

Language, Facial Coding, Empathic design,

Eye tracking, over FMR[, EEG, MEG to

galvanic skin conductance and heart rate

(Calvert, & Brammer, 2012), with the

most advanced being EEG

(Electroencephalography) and FMRI

(functional Magnetic Resonance Imaging)

brain imaging (Kumlehn, 201 1).

The collection of different methods which

already occur for a longer time period,

namely body language, empathic design,

facial coding and eye tracking, all together

fall under the topic of outside.reactions.

Since the technology was not that advanced

earlier, these methods were the most

appropriate in former times in order to

collect inforrnation about the

Specifically, these methods do

perceive the outside reactions which have their origin

in the brain, without considering the statements of

the observed people about certain things. These so

called "outside reflexes" are simply observable when

one concentrates on them. Put differently, it can be

described as a method, which, on basis of biological

reactions, can determine what the brain of a person

actually thinks, feels or does, without considering

what the person says, or even when the person does

not say anything. A famous example of a quantity of

outside reflexes is a lie detector. This machine reacts

upon sweat glands at the inside of the hand, which

normally gives a biological reaction of sweating

upon an emotional stimulus. However, since the

reason for the emotional stimulus can also stem from

something else than lying, this method cannot be

considered as totally reliable (Postma, 2012).

The "Inside reflexes" approach drags in technological

advanced methods originally developed for the

medical area. By making use of this approach, one is

looking inside the brain self. This is done properly by

using EEG or flVlRl-scans, which will be explained

in the following sections. One significant difference

between the input-/output model and the inside

reflexes is the applicability: Neurornarketing in

inside reflexes is about advertising, packaging, and

association with brands. No one is being asked to

actually make a purchase, but you can determine

what a person experiences during an advertlsement

and if the desire can be determined neurologically.

I.t
d1
['+

the inside activities ofthe brai
euromarketing in the input-/output model is more
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about the buying processes themselves

(Postma,2012).

EEG

EEG is the abbreviation for

Electroencephalography, which means an

electrical reproduction of brain activity

(Postma, 2012). Although the technique of

EEG is a relatively old method, it is still

considered to be an appropriate way to

measure changes in the electrical field in

certain brain regions (Ariely, & Berns,

2010; Morin, 20ll; Camerer,

Loewenstein, & Prelec, 2004; Madan,

2010). It makes use of numerous electrodes

attached to the skull that rccognae

electronic signals which represent current

brain activity (Postmar 2012; Morin, 2012;

Ariely, & Berns, 2010; Madan, 2010).

Usually a short period recording of

approximately 20 to 40 minutes can be

made. The responsible cells for all our

cognitive responses are called neurons.

There fron1 every human being has more

than 100 billion at its command, which are

interconnected with trillions of synapses

(Morin, 20ll). These neurons have

relatively long extensions where electricity

nrns through. Therefore, if a certain

stimulus like advertising is

neurons fire some electric current

Put differently, if multiple neurons ate

"communicatingu to a certain spot, more electricity is

produced than normal, which can ultimately be

measured with the EEG on the scalp. If upon that,

neurological knowledge is applied, the recognized

electricity can be attached to certain function areas in

the brain, which in turr can provide relevant insights

to marketing (Postma, 2012). In practical terms, a

researcher can simply put on the electrodes attached

to a helmet or cap on a person's head, and then

present certain products or services from which the

attractiveness in form of brain activity can ultimately

be measured and recorded (Morin, 2011; Postma,

2012). An advantage of the rnethod is that EEG is

very precise in regard to timing since its temporal

resolution is in milliseconds. Therewith, short neural

activity can be easily detected (Ariely' & Berns,

2010; Camerer, Loewenstein, & Prelec, 2004).

Additionally, one should keep in mind that the

equipment necessary to carry out an EEG

measurement is relatively light and portable, which

facilitates the act of measurement (Madan, 2010).

Thus, the person being studied is not being stressed

during the measurement since he/she can move

freely, although the measurement will mostly take

place in a laboratory (Postma, 2012). A drawback of

this method is that with using EEG, undesired

electronic activities in the brain, which one does not

want to measure, will be recorded (Postma, 2012).

the spatial resolution is relatively

ise (approximately precise to one centimeter),

be perceived by the EEG (Morin, can be increased by the number of electrodes
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attached to the skull (Ariely, & Bems,

2010; Camerer, Loewenstein, & Prelec,

2004; Morin, 20ll). These disturbances

have to be filtered out at the end. An

effective method can be also to combine the

EEG method with the eye tracking method,

since then brain activities can be recorded

more specifically (Postma, 2012).

FMRI

The term MRI stands for 'magnetic

resonance imaging'and basically describes a

tool, which makes an anatomic

representation of the brain by making use of

magnets (Postma, 2012). An MRI scanner

is used to measure the blood oxygen level,

which can give an indication of increased

brain activity in certain regions (Ariety, &

Berns, 2010). The measurement works as

follows: The magnetic field is able to

recognize the blood oxygen content in the

brain. Therefore, if neural activity in a

certain brain area is increasing, the oxygen-

rich blood increases too because oxygen is

required by the brain to work. A sub area of

MR[, and also the latest and most popular

brain imaging method in the field of

neuromarketing used for investigation of

brain activation differences is the so called

-MRII, where the f stands for

indicating that it is a

Dimoka et al., 2012; Madan, 2010; Vecchiato et

al., 2011). The method became practicable during the

1990's and enabled scientists'insights into the human

brain, which was until then some kind of a black box

(Kumlehn, 2}ll). Simply speaking, it displays the

blood flow of oxygen-rich blood to different regions

in the brain in order to explore human behavior

(Eser,Isin, & Tolon, 2011). FMRI is a form of non-

invasive neuroimaging technology that is primarily

used for marketing pu{poses. The interest in it has

increased enormously during the past years since it

makes it possible to isolate certain systems of

neurons that are connected with specific functions of

the brain (Postma, 2012; Wilson, Gaines, & Hill'

200S). This isolation of the neural system is a highly

complex task and is only facilitated by todays

advanced technology (Kumlehn, 20ll) -

Therefore, during an flVIRI experiment, there is first a

brain scan made at a persons -rest conditionl or

when there is no stimulus being presented (Raichle'

& Mintun, 2006). Afterwards, a stimulus is

presented for instance in form of an advertisement

which in turn activates certain brain areas and

increases the oxygen-rich blood flow to certain

regions being recognized by the flrdRI (Wilson,

Gaines, & Hillr 2008; Morin, 20ll).

A famous example where this method was used is

-The Pepsi Paradoxl, where participants were

initially presented with the blind taste test, where two

glasses were offered without knowing if Coke or

Pepsi is inside. Within this blind taste test, thesnapshot being observed ( 63
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majority of participants decided that the

Pepsi drink is the more delicious one.

Afterwards, participants were informed

about the contents brand, and then activation

in the -thinking partl of the brain is

recognized since the participant remembers

the attractive Coke advertisements, which

finally drives him to choose for the Coke

drink as the more delicious drink (Gang,

Lin, Qr, & Yan, 2012,May).

CONCLUSION:

Neuromarketing itself is frequently

described as a tool to determine internal

unknown -secrets of the human brain by

making use of imaging technology

(Kampakoglou, 2012). This can be

influenced by the fact that researchers

increasingly pay attention to emotions and

unconscious processes that influence human

behavior, and that argumentations and ways

ofreasoning cannot be regarded as rational

anymore (Bechara, & Damasio, 2005;

Camerer, Loewenstein, & Prelec, 2005;

Oehler, & Reisch,2008). Additionally, the

prefrontal cortex has been established to be

the most important region in the brain in

regard to the research of neurornarketing

since in tlrut area, conscious processes as

well as emotions are

(Vecchiato et aL,2011). All

by executing neuromarketing activities in an ethically

correct way, it can be argued that the emergence of

neuromarketing creates a win-win situation for

marketers and consumers at the same time. Marketers

can gain internal information which leads to better

product commercialuation 'and customers axe

provided with more customized products (Kenning,

& Linznajer, 20ll; Ariely, & Betns, 2010; I*e,

Broderick, & Chamberlain, 2007; Madan, 20f0).

The method combines the commercial, part of

economics with the psychological part of

neuroscience (Madan, 2010).
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1. Business intelligence

The large variety of BI solutions on the

market makes it very difficult for

organizations to select one and evaluate the

impact of the selected , solution to the

organization. The need of a strategy to help

organization chose the best solution for

investment emerges. In the past, BI market

was dominated by closed source and

comrnercial tools, but in the last years open

source solutions developed everywhere. An

open source business intelligence solution

can be an option due to time-sensitive,

sprawling requirements and tightening

budgets (Tarnaveanu, 20 l2).

Women entrepreneurs starting and operating

a business involves considerable risks and

difficulties because the Indian social

environment women has always lived as

Email - infantenadevadass@email. com

subordinate to men. There has been a

noticeable change in the socio-psycho

cultural and economic norms of our society

due to liberalized policy of the government

oflndia

itself. Efficient and timely handling of

Dr. M. Hemalatha M.B.A, Ph.I). (NITT)
Professor and Director

Ms. M. Akila
Assistant Professor

It has now been recognized that to promote self-

employment and to reduce the incidence of poverty,

some drastic efforts have to be made to accelerate

self employment ofwomen in various sectors.

The entrepreneurial problems faced by the women

range from mobilang various resources including

problem of capitaf marketing, raw material, sales,

labour, technical, competitioq new technology,

problem of land/ Shed/ waterl power/ taxes, lack of

family support as well as lack of government support

and the like. Hence their problems arise both from

within and outside and also differ from enterprise to

enterprise. Some of these problems are many and

similar to all, where as for some others it is more

specific and related to the line of activity of the

enterprise. Some have the problem of the external

environment; whatever be the problem there is no

prescribed formula to deal with thern The problems

have to be dealt with them by the entrepreneurs

themselves otherwise it would affect the working of

to their success.
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Therefore it is important to identiff factors

contributing to the success which fi:ry vary

from person to person and country to

country depending on their marketing

strategies and on economies, geographical

and cultural differences. Therefore, they

should explore the prospects and strategies

of starting new enterprise; undertake risks,

introduction of new innovations,

coordination administration and control of
business and providing effective. leadership

in all aspects of business. So this research is

planning to address the success drivers of

nral women entrepreneur. It is very

important because the furding of such

research is useful to economic development

planners as well as to women

entrepreneurs.

2. Research Gap

In the recent years, Entrepreneurship and

Innovation have taken new dimension due

to increase in the globalization and

liberalization. Archana et al. Q022)

identified the three major factors that are

playing important role in women

entrepreneurship are : Firstly, internal

factors such as individual's attitude towards

risk taking or family encouragement,

secondly external factors such as

government support or reward system ald..

furally the third factor is education and

competencies. Noor et al. (2022) reviewed literature

related to the success model of women entrepreneurs,

particularly in developing Asian countries.

Highlighted the clear picture of women's

entrepreneurial success models comprised of

controllable and uncontrollable issues and challenges

that caa be classified under several factors, such as

socio-cultural, environmental and individual.

Entrepreneurship has been pointed out by researchers

as well as policymakers as one of the main drivers of

economic growth and development. Guelich et al.

(2021) empirically studied framework for women's

entrepreneurship and culture research to organize the

empirical research herein into three interconnected

themes: gender role expectations and identities,

societal cultural dimensions, and the entrepreneurial

environment. Saraswat and Lathabahvan (2020) has

attenrpted to generate awareness and to understand

the meaning of what women entrepreneurship is and

how important it is or the development of the world

rationally, economically and in all spheres. At the

end some major problems faced by Indian women

entrepreneurs, success stories of Indian women

entrepreneurs, factors influencing women

entrepreneurship and the perspective of different

sections ofthe society about women entrepreneurship

have been noted. Cardella and Hernandez Sanchez

Q020) reviewed 2,848 peer-reviewed articles

published between 1950 and 2019, using the Scopus

database. The analysis of the clusters allowed to

isolate 6 different lines of research in which

emerged, onthe one hand, the importance of
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entrepreneurial education, social

entrepreneurship and the socio-cultural

context of reference as tools to overcome

the gender gap, on the other, the inrportance

that women entrepreneurship assumes in the

economic growth of the country.promoting

social inclusion and combating poverty and

dfsslimination. Jackulin Ancy (2019) found

that Career challenge, Entrepreneurial

opportunities and Ideas for business venture

are the important factors influencing success

of women entrepreneurs. Meyer (2018)

investigated about Females encounter

different challenges and barriers. The

furdings further indicate that, although

research on female entreprenetrrship as a

focussed study field has slightly increased

over the decades, there is still room for

improvement.

Business success has been attributed to

many factors. A few of them stand out and

are more often cited by researchers. Studies

conducted among small business owners in

developing countries suggested managerial

skills, personal qualities, and the ability to

secure funding the most critical ingredients.

Finally a low level of competition was also

entrepreneurs in small business are varied (Alam et

al.,20ll). An extensive field survey was undertaken

to identifr the main background factors which

influence the success or failure of migrant

entrepreneurs. It furns out that personality, work

discipline and business ambition is the critical

success factors for a good business performance on

the part of migrant entrepreneurs (Satrin et sl.,

20oe\.

Much of the research on entrepreneurial activity

indicates that many female encounter barriers

because they lack the requisite skills, 16ining, and

background. These barriers ffe, for example,

socialization practices, educational experiences,

family roles, lack of a network of business contacts.

Success factors and the causes and effects as related

to female owned business remain a key area of

emphasis. Exploring structural relationships such as

motivations of female business owners, success

factors of their business and business performance is

important (Lee and Stearns, 20tZ).In this study, the

conceptual framework of the success drivers of

women entrepreneurs in rural areas in India is

desigued. The literatures have covered only about the

challenges and problems of women entrepreneurs.

Only few studies are talking about the success of

women entrepreneur in western countries. So the

Existing literatures have not covered the success

of rural women entrepreneurs in India. So we

regarded as condition for the high

this gap through this research.
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3. Modelling the Success Drivers of

Women Entrepreneurs in Ruraf Areas

Finally a total of 681 rural women

entrepreneurs were surveyed. First, we have

checked the missing values prior to data

analysis. Normality was tested based on the

skewness and kurtosis of the observed

variables. Finally, we tested for the

existence of univariate and multivariate

outliers. We have used a combination of

multivariate analysis techniques. The

statistical software such as Statistical

Package for Social Sciences (SPSS) was

used for the analysis. The data mining

technique multiple regression analysis is

applied in the research analysis phase

The multiple regression model on rural

women entrepreneur business success is

significant with R square value 0.718 (F:

ll.8l2 and p < 0.01). The result of F-test

signifies that the explained variation was

statistically significant at one per cent level.

So the proposed model explained a

significant percentage of variance in rural

women entrepreneur business success. We

have used 22 factors in the Multiple

Regression analysis These factors are

subjected to multiple regression analysis to

construct a model for

Dependent Variable: Rural \ilomen

Entrepreneur's Business Success

It is observed from the multiple regression model that

the overall rural women entrepreneur business

success = 0.537 + 0.182 (Network Selling at

Colleges) + 0.085 (Trade Fairs and Exhibitions) -

0.027 (I Sell Cluster Member) + 0.102 (Cluster

Members Sell My Products) + 0.097 (Variety of

Products) + 0.003 (Supplier Relation and Credit

Policy) + 0.071 (Employee Managing Skill) + 0.117

entrepreneur

measurement.

Indepcndent

Verlrblec

Unrtrndrrdlzc

d Multtplc
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Coeltrclcntr

Strndrr
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(Marketing Skill) + 0.080 (Financial

Analysis Skill) + 0.034 (Technical Skill) +

0.062 (Family Members Support) + 0.105

(Hard Work and Commitment) + 0.107

(Experience) + 0.115 (Confidence and

Motivation) + 0.132 (Adaptability) + 0.068

(Training Programme) + 0.018 (Machinery

and Infrastructure) + 0.174 (Availability Of

Utilities At A Nominal Rates) + 0.275 (Tax

Concession) + 0.097 (Better Control on

Business) + 0.046 (Always Take Risk in the

Business) + 0.073 (Business/Service Idea)

The result of multiple regression analysis of

the rural women entrepreneur business

success depicts that tax concession,

availability of utilities at a nominal rates,

network selling at colleges and adaptability

have the greatest impact on business success

of rural women entrepreneur. Our rural

women entrepreneurs' business success

model also confirms that hard work and

commitment, confidence and motivation,

marketing skill and cluster members sell my

products are the second most important

elements driving the rural women

entrepreneurs business success. Our rural

women entrepreneurs' business

model also confirms that

control on my business, variety

and trade fairs and exhibitions

women entrepreneurs business success. Finally the

supplier relation and credit policy, machinery and

infrastructure, I sell cluster member products,

technical skill, always take risk in the business,

family members support, ernployee managing skil[

training pro$,!mme, business/service idea and

financial analysis skill are insignificant to the rural

women entrepreneurs business success.

4. Contributions in Rural Women

Entrepreneurship Theory building

The implications of this research expose the areas of

women entrepreneurs as well as policy makers.

Although this study is not expected to be generalized;

nonetheless, the findings reveal that tax concession,

availability of utilities at nominal rates, network

selling at colleges, adaptability, hard work and

commitment, confidence and motivation, marketing

skill, cluster members selling their products,

experience, better control on business, variety of

products and trade fairs and exhibitions have impact

on business success to the rural women

entrepreneurs. The implications for policy makers are

therefore they should concentrate on above factors to

make rural women as successful entrepreneurs. In

addition, by identifring these characteristics, the

government can encourage those women who have

these kinds of characteristics to establish or grow

ir businesses.

tremendous growth in women entrepreneurs
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need to understand the multitude of factors

that impact this extraordinary group. There

is increased inspiration abounding that calls

for an understanding of the drivers' leads to

the success of the rural women

entrepreneurs. Most sfudies focus on the

challenges and problems faced by the

women entrepreneurs. By engaging in this

current study, the deficiency that has

persisted in the literature due to a lack of

focus on success factors has been covered.

The ptrpose of this investigation was to

buitd a rnodel of factors detennining the

successful rural women entrepreneur in an

Indian context. This model can act as a

confidence builder to remind women that

they have the necessary characteristics to be

successful. Considering the role of women

in economy, studying the factors leading to

the success of the rural women's businesses

increase the development process in

developing countries.
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Abstract- In this paper, we present the scheduling &
relgurce management for edge infrastructure, under
which different collaborative manners for resource
scheduling are discussed. An on-demand somFuting
resource allocation can be achieved by adjusting thi
task schedule of the edge gateway via ihe lightrv-eight
virtualizafion technology. The resource scfredutinglin
edge infrastructure, which is the key to the success of
edge infrastructure, has attracted increasing research
interests. Based on two modes of operition, i.e.,
centralized and distributed modes, differint techniques
for resource scheduling are discussed and compared.
To shed light on the significance of resource
scheduling in real-world scenarios, we discuss several
typical application scenarios involved in the researchof resource scheduling in edge Infrastructure.
Recently, significant research is carried out on
Resource Management (RM) techniques that focus on
the. .efficient sharing of cloud tesources among
multiple users.
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Resource management is acquiring, allocating and
managing the resources, such as individuals and their
skills, finances, technology, materials, machinery and
natural resources required for a project. Resource
management ensures that internal and external
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key to the success of edge computing systems, has
attracted increasing research interests. particularly, we
introduce a unified model before summarizing the
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Scheduling in EDGE infrastructure
Edge infrastructure refers to smali data center sites
l?:",:O near the populations tfr"V ."*" tl"ut a"Uu.,
lou.d :o-puting and cached content ,o *a ,r"rr.Typically, edge irrfrastructure is .orr."i.O 

-io 
a la.g"central data center or multiple Autu ."nt"o

the paper. Do not number text heads_the templatewill do that for you.
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-;.. Mfr.llll,g'ryffifuir.&
i **fi;im;X;ffmo*

Manufact.urers want to be able to analyses and detect

thanses 
in their production tir.; ili; a failure

occurs.

-. 5, 
ln-hospital patient monitoring

Healthcare contains s.evqral . eige opportunities.
Currently, monitorins devices C;. Clrd;onitors,health tools and ltrrer ,.rroi) - J.Ir""-.ifi,., notconnected. This Dresents ,".*ity .or..*, forhealthcare providers.

6. Virtualized radio ne-tworlcs and 5G (, RAN)
operators are increasingly lookinj ro ,irroJiir" pu*.of their mobile nerworks fu naNl.- ffrir- hu,

both cost and flexibility benefits.
Objective pool

Cloud"barqd applietion provider

Usages of Edge fnfrastructure
l) l. Autonomous vehicles

Autonom-ous platooning of truck 
"oruoy, 

will likely
be one ofthe first use cases for autonomous vehicles.
|ere, 

a group of truck travel close b"hi;;-;;" anotherln a convoy, saving ftiet costs and decreasint
congestion.

2) 2. Remole monitoring of assets in the
oil and gas industry

Il:Y:r"t,*oil and gas piants are often in renrote
locarlons. Edge comouting enables real-time analyticswith processing much closer to tt. u...i. 

-'^"-

3) 3. Smart grid
Edge computing will bJa core technology in morervidespread adoption of smart grids and cari"help allowenterprises to better manage tfr"i, 

"nergy 
corr,rmption.

4. Predictive maintenance

7. Ctoud gaming
Cloud gaming .ornpuri., are looking to build
eoge seryers as close to gamers as possible inorder to reduce latency and provide , frrUyresponsive and immersir" gu*iog op"rl.n".

8. Content delivery
By cacfung content - e.g. music, video stream, webpag:s - at the edge, improvements to content deliver
can be greatly improved.

9. TralJic management
Edge cornputing can enable more effective city traffic
f::.:9_"1*r!. 

Examples of this inctude optimiiing busrrequency given fluctuations in demand, managir[ the

:1.-1,:,i jlg-ctosing of extra tanes, ffi iitu-ture,
managmg autonomous car flows.

10. Smart homes
By, using edge compute and bringing the processing
and storage closer to the smart t"orn"", Uuri t aul androundtrip time is reduced, and sensitiv,liror.utio,
can be processed at the edge.

Key elements of an edge infrastructure:
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Hardware and software standards that enable seamless
integration.
Security embedded at the lowest levels of both
hardware and software.
A deep ecosystem that adheres to these standards and
fully utilizes such security capabilities, enabling
deployment at scale.

Scheduling & Resource Management in Edge Infra
_ Edge computing comprises of compute, storage,
data management, data analysis and
networking among others. Depending on the
complexity of analytics needed, the computing
infrastructure might range from a simple MCU to i
high end GPU. Scheduling & risource edge
infrastructure be used to improve Edge
Computing reduces community visitors and
information C-entrp usage.

processing and garage
of information in the direction of the equipment.

B. Selecting a Template (Heading 2)
First, confirm that you have the correct template for

your paper size. This template has been tailored for
o]rtpyt on the A4 faper size. If you are using US letter_
sized paper, please close this file and download the
Microsoft Word, Letter file.

C. Maintaining the Integrity of the Specifications

_ The template is used to format your paper and style
the text. All margins, column widths, line spaces, and
text fonts are prescribed; please do not alter ihem. you
may note peculiarities. For example, the head margin
in this template measures proportionately more than is
customary. This measurement and others are
deliberate, using specifications that anticipate your
paBer as one part ofthe entire proceedings, and not as
an independent document. please do not revise any of
the current designations.

Scheduling & Resource Ma

o Edge computing value proposition: The
emerging concept of ,.observability,,' 

which
refers to the'ability to closely monitor a far_
flung platform, is quickly becoming a must-
have for enterprise customers.

. dt,Miqmoft*xrre
r Microsoft is focused on winning big market

share in edge, and is investing accordingly.

. {MobiladgeH}

. Edge is an environment that prizes managing
and monitoring application worHoads u.ro.,
regions.

o secondary units (in parentheses). An exception
would be the use of English units as identifiers
in trade, such as "3.5-inch disk drive".

. Avoid combining SI and CGS units, such as
current in amperes and magnetic field in
oersteds. This often leads to confusion because
equations do not balance dimensionally. If you
must use mixed units, clearly state the units for
each quantity that you use in an equation.

o Do not mix complete spellings and
abbreviations of units: ,,Wb/rn},, or.\ribers per
square meter", not "webers/m2,'. Spell out units
when they appear in text ,,. . . L few henries,,,
not",..afewH",

Use a zero before decimal points: ,,0,25,,, rrot,,.25,,.
Use "cm3", not "cc". (butlet tist) ADLINK

4 ,\DLINI<
"fr* r.e..,r,,roi: r'1(t j.rrirrijrrltt.

Technology

C

t in Edge Infra
Companies

Identi& applicable fundine asency here. If
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Edge computing value proposition: ADLINK's core
focus is embedded computing; this and its
international presence make it ideal for an edge project
that spans global borders.

a. .Eqn1'r,x{g}tfi* E Q 1., I N N x
Equinix is the largest American data center provider,
as well as the largest around the world.

E M*t,,ffiHimH#btn
Edge computing value proposition: Mutable's
mission is to get edge computing infrastructure close
to remote processors - very close. It uses "micro" data
centers to support applications on its platform.

ffirtrs
F.AtrsadgeW
Edge computing value proposition: As the leader in
cloud computing, AWS is investing heavily in edge
computing as well, which means they offer an
extensive toolset.

"rrrrr,, $P#f
strategy in the edge world, in which cooperative
networking is so essential.

Schneider Erectric 

$*#m$nr
Edge computing value proposition: A large player
with the expertise and personnel for heavy duty edge
computing projects, Schneider offers an extensive
menu of enterprise IT services to support edge
deployments.

4H***u*u
Clear Blade is another company purely focused on IoT

Clhallenges in scheduling $ resource managemenl
for Edge Infrastructures.

l) l. Networkbandwidth
Network bantlwidth shifts as enterprises move
compute and data to the edge.

2) 2. Distributed computing
3) .Distributed r:ampule in a rernote miu"o data

cent€r can be .iust as re.youre:e-intensive ts in a
<tentralized data center

4) 3. Latency
By locating compute at the etlge -- where compute is
closer to the data that is collected : application latency
is r:educed alorrg with decisiormaking latency.

5) 4. Security and accessibility
With compute and applications centralized in a data
center, enterprises can stanclardize both technical
security and physical security, building a virtual wall
around the resources.

6) 5. Backup
Nefvsork bandwidth requiiemerrts rvill be just as

critical as storage media cr:nsiderations when deciding
horv to protect these assets because backup over the
netrvork may not make sense

7) 6. Data accumulation
Data is a key business asset. and collecting it at the
edge brings new challenges and can create liabilities if
it's not handled in accorda:ce with existing data
handling nlles.
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8) . Control and management
Ideally, enterprises will use newer orchestration tools
to help manaee and control applications consistently,
regardless of location.

9). Scale
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from a single platform.
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Atlding more connet:ted de.tites at the edge
increoses the averall "scale.for everything IT teams
vporlr with. Edge infrustructure isn,t sbnply altout
more servers at ilze edge, hul an in<:recse in scale
across all I7' disciplines.

CONCLUSION
In this survey, we conduct a systematic and
comprehensive review of scheduling and resource
management in edge infrastructure. First, we lay the
groundwork for the entire overview by elaborating on
two fundamental questions of why resource scheduling
is needed and what exactly resource scheduling refers
to edge infrastructure. Second, we present the
architecture and different collaborative manners for
resource scheduling. Third, an in-depth overview of
research issues and research techniques in resource
scheduling is presented, which is the prominent effort
of this survey. In this survey, we conduct a systematic
and comprehensive review of resource scheduling in
edge infraskucturb. Regarding the key research issues,
we first introduce a unified offloading model for edge
infrastructure. Then we summarize the current works
from three research aspects including computation
offloading, resource allocation, and resource
provisioning. Regarding the key techniques, based on
two operation modes, namely, centralized and
dishibuted modes, the state-of-art works are
investigated and explicitly categorized.
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