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Abstract:  Concrete is the most widely used construction material in civil engineering 
industry because of its high structural strength and stability. Leaving the waste materials 
to the environment directly can cause environmental problem. Hence the reuse of waste 
material has been emphasized. Waste can be used to produce new products or can be 
used as admixtures so that natural resources are used more efficiently and the 
environment is protected from waste deposits. Marble stone industry generates both solid 
waste and stone slurry. The concrete industry is constantly looking for supplementary 
material with the objective of reducing the solid waste disposal problem.  Marble Waste 
i.e. Marble sawing powder, pieces of irregular size and marble sludge or slurry is a 
widespread by product of marble processing industries. All these wastes are thrown away 
in the areas near the factories and cause severe environmental problems. The main 
objective of this study is to explore the possibility of using marble powder waste as partial 
replacement of cement in concrete. Since this concrete is prepared with marble powder as 
a partial replacement of cement  in different proportions i.e. 0%, 5%, 10% and 15%. 
Concrete of different mix is prepared and tested for the period of 7days , 21days and 
28days days curing. This compressive strength is compared with the conventional 
concrete i.e. concrete prepared without marble powder. 

Keywords:  Marble powder , Portland Pozzolana Cement, Sand, Concrete, 
Compressive strength. 

 

1. INTRODUCTION 

It has been estimated that several million tons of Marble dust Powder (MDP) are 
produced during quarrying worldwide. Hence utilization of marble powder has 
become important alternative materials towards the efficient utilization in concrete 
for improved harden properties of concrete. Marble is a metamorphic rock resulting 
from the transformation of a pure limestone. The purity of the marble is responsible 
for its color and appearance it is white if the limestone is composed of calcite (100% 
CaCO3). Marble is used for construction and decoration; marble is durable, has a 
noble appearance, and is consequently in great demand. Chemically, marbles are 
crystalline rocks composed predominantly of calcite, dolomite or serpentine 
minerals. The other mineral constituents vary from origin to origin. The main 
impurities in raw limestone (for cement) which can affect the properties of finished 
cement are magnesia, phosphate, leads, zinc, alkalis and sulfides. A large quantity 
of MDP is generated during the cutting process. Leaving these waste materials to 
the environment directly can cause environmental problem. Moreover, there is a 
limit on the availability of natural aggregate and minerals used for making cement, 
and it is necessary to reduce energy consumption and emission of carbon dioxide 
resulting from construction processes, solution to this problem are sought through 
usage of MDP as partial replacement of Portland slg cement. In India, MDP is 
settled by sedimentation and then dumped away which results an environmental 
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Abstract - A computer vision is the field where 3D 
scene can be reconstructed or interpreted by using 
basic 2D images. The field of Computer vision has 
been changing rapidly with the consistent growth in 
powerful technology like deep learning along with 
neural networks which can extract many required 
information from images directly. With the advent of 
deep learning in computer vision applications like 
face recognition system, self-driving cars, image 
captioning etc. making rapid progress within a very 
short span. Advancements in machine learning and 
deep learning has made computer vision technology 
more accurate and reliable too. With the advanced 
deep learning algorithms, computer vision has been 
highly effective in real world scenarios. The use of 
convolutional neural network in computer vision has 
made it suitable for many industrial applications and 
made it as a reliable technology to trust as 
investment for companies which are looking to 
automate their works and tasks 
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1.INTRODUCTION  
 
Humans have the inbuilt vision capability which uses 
experimental knowledge which it gains from day to day 
activities. This knowledge help them to contextualize or 
visualize the data within the view field. Human's eyeballs 
captures the visual parameters for e.g.. image of dog and 
the prior knowledge of that visual parameters about that 
image or similar to that image relates it to the dog. This 
ability is due to our very powerful visual perception 
system which is closely related to our mind and memory. 
Mind provides higher reasoning ability to convert this 
visual data into meaningful context through the 
experience of day to day activities. These powerful human 
abilities are not available to machines but can be imitate 
through machine learning and deep learning algorithms. 
To imitate such expertise to machines is difficult task and 
lot of work is going on in this field of research to make it 
convenient. 

Earlier computer vision techniques were dependent on 
substantial manual work to create rule based classification 
techniques which were able to predict and classify certain 
groups of pixel arrangement. For e.g. to detect the image of 
dog, programmer codified every component of dog  into 
computer as fixed rules so that it could be able to detect 
these features in an image. In past decades this field of 
computer vision depends on this troublesome, manually-
created feature detectors for sorting and classifying an 
image. These procedures were not flexible and was very 
difficult for making change into it also it used to take lot of 
time for each new object of detection. This model tends to 
fail when the number of classes needed to classify 
increases or when the quality of image degrades. Simple 
changes in size of object, rotating direction would cause to 
system to get halt or stop. Advances in machine learning 
and deep learning gives the new directions and way to this 
computer vision field. Today's deep neural network can 
train the process which uses very large dataset by 
countless training cycles which can teach the machine 
entirely how actually dog looks. In training phase 
algorithm can automatically extracts the appropriate 
features of 'dog' to predict. This process build a model 
which can be imposed to previously unseen images to 
generate more accurate classification and prediction. The 
below image illustrates the conflict between traditional 
machine learning process for image detection & 
recognition compared to deep learning approach. 
    

 
Fig -1: Deep Learning for Computer Vision 
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A Study of Impact of Celebrity Endorsements on Consumer Perception 
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Abstract- The goal of this study is to see how celebrity and non-celebrity advertisements affect customer 
perception. The study is of a quantitative nature. Using a non-probability convenience random selection method, 
a sample of 200 people is drawn from the population. A organised questionnaire is used to collect data. Using 
SPSS , the collected data is examined using correlation analysis. According to the findings, there is a positive 
relationship between celebrity and non-celebrity advertisements on customer perception, although celebrity 
advertisements have a stronger positive relationship than non-celebrity advertisements. Although there have been 
numerous studies on celebrity endorsement in advertising, none have been conducted on the impact of celebrity 
and non-celebrity advertisements on customer perception. This void has been filled by our study. 
 
Keywords: Consumer Perception ,Celebrity Endorsement, Celebrity Endorser, Non Celebrity Endorsement. 
______________________________________________________________________________ 
 
Introduction 

Every year, a large sum of money is spent on celebrity endorsement deals. 
Celebrities have a critical part in product promotion and advertising vigilance (Daneshvary & Schwer, 2000; Ka
mbitsis et al. 2002; Mistry, 2006).  The rapid advancement of communication technologies has resulted in an in
crease in the number of celebrities.  Celebrities are people who arewellknown in the public eye and who appear 
in advertisements for this reorganisation (McCracken 1989, p.310). The practise of gaining and, in particular, p
urchasing promotion is referred to as advertisement. 

 
Advertisers believe that messages delivered by celebrities have a higher level of petition, concentration, and 
exorability than those delivered by non-celebrities, and hence have a more favourable and meaningful impact on 
brand than messages sent by non-celebrities (Cooper, 1984). Advertisements featuring celebrity spokespersons 
have a stronger impact on consumers than those without (Atkin& Block, 1983). Individuals identify celebrity 
personal attributes such as attractiveness, likeability, status, and plausibility with the recommended brand (Atkin 
& Block ,1983; Nelson, 1974). 
 
The impact of celebrity credibility on consumer perceptions and purchase intentions reveals that only "experts" 
have a significant impact on consumer perceptions. There is a clear link between believability and the efficacy of 
advertisements (Kamins et al. , 1989). People like celebrities more when they see them as experts and 
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