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From Enlightened Shareholder Value to Mandatory Due Diligence: A Comparative
Analysis of the Fiduciary Code of Capital in the Anthropocene
Viktor Savchenko, Associate Professor, V.N. Karazin Kharkiv National University, Kharkiv,

Abstract: The escalating crises of climate
change and systemic inequality have
precipitated a fundamental schism in the
architecture of corporate fiduciary law
across the Atlantic and within Europe.
This article investigates the comparative
efficacy of the United Kingdom's
"Enlightened Shareholder Value" (further
— ESV) model, codified in Section 172 of
the Companies Act 2006, against the
emerging "Mandatory Human Rights and
Environmental Due Diligence" (further —
mHREDD) regime pioneered by France
and crystallised in the EU Corporate
Sustainability Due Diligence Directive
(further — CSDDD). Adopting a functional
comparative methodology combined with
a meta-analysis of empirical compliance
data from 2023-2024, the study evaluates
whether disclosure-based regimes can
effectively internalise corporate
externalities. The research synthesises data
from FTSE 350 reporting practices, French
judicial decisions under the Duty of
Vigilance Law, and projected compliance
costs for the new EU directive. The results
demonstrate a stark dichotomy: while the
UK framework has achieved high narrative
compliance, it has largely failed to alter
substantive risk oversight, whereas the
EU’s liability-based model is driving
quantifiable, albeit costly, changes in
supply chain governance. Thus, the
transition from the permissive "business
judgment" standard to objective statutory

Ukraine

duties represents a necessary, if disruptive,
evolution of the fiduciary code to bridge
the accountability gap in global value
chains.

Keywords: fiduciary duties, corporate
sustainability due diligence, anthropocene,
enlightened shareholder value, ESG
litigation, comparative corporate law,
CSDDD, Duty of Vigilance.

Introduction

The governance of the modern corporation
stands at a precarious juncture, caught
between the inertia of twentieth-century
legal doctrine and the existential urgencies
of the twenty-first century. For nearly half
a century, the "shareholder primacy"
norm—the idea that the fiduciary duty of
directors is owed primarily, if not
exclusively, to the providers of equity
capital—has served as the operating
system for Anglo-American corporate law.
Yet, as the tangible financial risks of the
climate crisis and the social costs of global
value chains become impossible to ignore,
this monistic focus is being aggressively
challenged. We are witnessing what
scholars have termed a "sustainability
turn" in private law, a tectonic shift that
seeks to recode the very DNA of the
corporation.

The relevance of this inquiry cannot be
overstated. In May 2024, the Council of
the European Union formally adopted the
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Corporate Sustainability Due Diligence
Directive (further — CSDDD). This
legislative watershed fundamentally alters
the duties of large corporations operating
within the Single Market (Directive (EU)
2024/1760, 2024). This directive does not
merely require companies to disclose their
risks; it mandates that they prevent,
mitigate, and remedy adverse human rights
and environmental impacts, backing these
obligations with administrative supervision
and a civil liability regime. This stands in
stark contrast to the approach taken in the
United Kingdom, where the Companies
Act 2006 sought to modernise company
law through the concept of "Enlightened
Shareholder Value" (further — ESV).
Under Section 172, directors are required
to "have regard" to stakeholder interests,
but only as a means to the ultimate end of
promoting the company's success for the
benefit of its members (Companies Act,
20006, s. 172).

The central problem addressed in this
article is the widening divergence between
these two regulatory philosophies. On one
side of the Channel, we see a continued
reliance on "soft" law, disclosure, and the
board’s enlightened discretion. On the
other hand, we see the crystallisation of
"hard" law, prescriptive duties, and the
externalisation of public values into
private law obligations. Which of these
models is better equipped to navigate the
complexities of the Anthropocene?

Literature Review

The academic discourse surrounding
corporate purpose and fiduciary duties has
bifurcated into distinct, often antagonistic,
camps. To understand the current
regulatory landscape, one must navigate
three interconnected debates: the resilience
of shareholder primacy, the critique of the
UK's "enlightened" compromise, and the
normative shift towards mandatory due
diligence in Europe.

The Durability of Shareholder Primacy

ISSN-2319-8478
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Is stakeholder capitalism a viable legal
concept, or merely a managerial slogan?
This question lies at the heart of the
current debate. In the United States, the
stronghold of shareholder primacy,
Bebchuk and Tallarita have mounted a
formidable defence of the traditional
model. Their seminal work, The Illusory
Promise of Stakeholder Governance,
argues that "stakeholderism"—the reliance
on corporate leaders to use their discretion
to protect non-shareholder interests—is
fundamentally flawed (Bebchuk &
Tallarita, 2020, p. 91). Through extensive
empirical analysis, they demonstrate that
without  accountability =~ mechanisms,
stakeholderism essentially serves as a
smokescreen for managerial entrenchment.
Bebchuk and Tallarita contend that
"corporate leaders have strong incentives
to refrain from protecting stakeholders"
when doing so would reduce shareholder
value (Ibid., p. 164).

This "agency cost" critique is powerful,
yet scholars like Mayer vigorously contest
it. In The Future of the Corporation, Mayer
argues that the Friedmanite doctrine of
profit maximisation 1is economically
inefficient in the long run because it fails
to account for the erosion of natural and
social capital (Mayer, 2021, p. 889).
Mayer posits that the dichotomy between
shareholder and stakeholder value is
"misconceived," suggesting that actual
value creation requires a commitment to
solving societal problems (Ibid., p. 889).
However, even Mayer acknowledges that
the current legal framework often impedes
the fulfilment of such obligations.

The Critique of Section 172

In the United Kingdom, Section 172 of the
Companies Act 2006 has generated a rich
vein of critical scholarship. Keay has been
a particularly trenchant critic, arguing that
Section 172 has failed to shift the needle
on corporate behaviour (Keay, 2019). His
analysis highlights the structural weakness
of the duty: it is owed to the company, not
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to the stakeholders themselves.
Consequently, stakeholders lack standing
to enforce it. Furthermore, the duty is
subjective; directors must act in the way
they consider, in good faith, to be most
likely to promote the success of the
company. As Sales noted extra-judicially,
this subjective test creates a high barrier
for judicial intervention (Sales, 2019).

The Shift to Mandatory Due Diligence
Against  this  backdrop,  European
scholarship has turned its attention to the
emerging paradigm of mandatory due
diligence. The pivot point was the French
Loi de Vigilance of 2017, which we could
characterise as a revolution in corporate
liability (Brabant &Savourey, 2017).
Unlike Section 172, which focuses on the
director's state of mind, the French law
focuses on the company's conduct. The
literature on the EU's CSDDD expands on
this. Grundmann analyses the CSDDD as a
hybrid instrument that uses private law to
enforce public international law norms
(Grundmann, 2024). However, there is
also a critical strand of scholarship
warning of "unintended consequences."
Mieszkowska cautions that the heavy
compliance burden could lead companies
to "cut and run"—divesting from high-risk
suppliers in the Global South rather than
engaging with them to improve conditions
(Mieszkowska, 2024, p. 2).

Identifying the Gap

While the theoretical lines are well drawn,
there is a paucity of comparative research
that integrates the latest empirical data
from the 2023-2024 reporting cycles into
these doctrinal debates. Most existing
studies focus either on the UK or the EU in
isolation. This article seeks to bridge that
gap by directly comparing the outcomes of
the UK's ESV model with the emerging
reality of the EU's liability model, asking
not just what the law is, but how it is
reshaping the cost-benefit calculus of the
corporate boardroom.

ISSN-2319-8478
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Aims

The primary aim of this research is to
critically evaluate whether the "hard law"
liability model of the EU's Corporate
Sustainability Due Diligence Directive
offers a more effective mechanism for
integrating ESG factors into corporate
governance than the UK's "enlightened
shareholder value" model. To achieve this,
in the study we will: 1) compare the
statutory architecture of fiduciary duties in
the UK, France, and the EU; 2) synthesise
empirical data on the quality of Section
172 reporting versus Duty of Vigilance
implementation; 3) assess the economic
implications of the shift from disclosure to
liability.

Methods
This  paper employs a  mixed-
methodological  approach, combining

comparative doctrinal legal analysis with a
synthesis of empirical data drawn from
recent industry reports and surveys.The
theoretical framework rests on a functional
comparison of three distinct legal regimes:
the UK Companies Act 2006 (Section
172), the French Duty of Vigilance Law
(2017), and the EU CSDDD (2024). The
interpretation of these statutes is informed
by key judicial decisions, notably
ClientEarth v. Shell Plc (2023) and recent
French jurisprudence. To ground the legal
theory in market reality, the study
integrates quantitative data from the Grant
Thornton Corporate Governance Review
(2023), which evaluates FTSE 350
reporting, and the NovataCSRD/CSDDD
Cost Survey (2024), which provides data
on compliance costs. This methodology
allows for a robust assessment of the "law
in action" versus the "law in books".

Results

The comparative analysis reveals a
profound divergence in the legal
mechanisms used to address corporate
sustainability, with significant implications
for compliance behaviour.




The fundamental distinction identified is
between the subjective nature of the UK
duty and the objective nature of the EU
obligation. Under Section 172, the
director's duty is satisfied if they
subjectively believe they are promoting the
company's success (Companies Act,
2006). In contrast, the CSDDD imposes an
objective obligation of means: companies
must take appropriate measures to identify

ISSN-2319-8478
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The CSDDD introduces a dual-duty
structure (Table 1). While Article 25
reinforces the director's duty to consider
sustainability matters, Article 29 creates a
separate civil liability regime that allows
victims to sue the company directly.1 This
bypasses the procedural hurdles of the
derivative action in UK law, where
shareholders must prove the company

and prevent

harm  (Directive

2024/1760, Art. 7).

EU

suffered a loss.

Table 1. Comparative Analysis of Directors' Duties and Liability Regimes*

Feature UK: Section 172 CA France: Duty of EU: CSDDD (2024)
2006 (ESV) Vigilance (2017)
Nature of Subjective Fiduciary Objective Statutory | Objective Statutory Duty:
Duty Duty: Directors must | Duty: Must establish Must take "appropriate
act in the way they and effectively measures" to identify,
consider, in good faith, implement a prevent, and mitigate
promotes success. vigilance plan. adverse impacts.
Primary The Company (i.e., Stakeholders and the Victims of human
Beneficiary Shareholders as a general public rights/environmental harm
collective body). interest. & the Environment itself.
Enforcement Derivative Action Civil Action (open to | Civil Liability (Art. 29) +
Mechanism (requires court any interested party | Administrative Fines (up to
permission; high with standing). 5% turnover).
barrier).
Standard of Wednesbury Reasonableness of Appropriateness of
Review unreasonableness the Plan & measures (Obligation of
(Courts will not Effectiveness of means/best efforts).
second-guess Implementation.
commercial judgment).
Climate Must "have regard" to Implicit in Mandatory Transition Plan:
Obligation environmental impact "environmental Must adopt a plan
(one of six factors). damage"; litigated in compatible with 1.5°C
TotalEnergies cases. (Paris Agreement) (Art.
15).

* Source: Synthesised from Companies Act 2006, French Commercial Code, and Directive
(EU) 2024/1760.

Does "having regard" to stakeholders
actually change decisions? The empirical
data suggest that under the UK model, it
often does not. Data from the Grant
Thornton Corporate Governance Review

paints a picture of high procedural
compliance  but low substantive
integration: 1) 82% of FTSE 350

companies included a Section 172
statement referencing stakeholder
engagement, 2) only 16% of these

companies provided evidence that they
fully integrated stakeholder feedback into
board strategy or capital allocation
decisions; 3) while 100% of FTSE 350
companies produce a Section 172




statement, the review found that "too
often, companies are relying on boilerplate
disclosures" (Grant Thornton, 2023, p. 8).
The Ipsos / DBT report (2025) reinforces
this, finding that for the majority of the 24
executive directors interviewed, Section
172 had "minimal impact" on decision-
making processes, serving primarily as a
retrospective reporting framework rather
than a prospective strategic tool (Ipsos,
2025).

In contrast, the French experience shows a
direct correlation between liability risk and
corporate action. Following the enactment
of the Duty of Vigilance Law, litigation
has been brought against major
corporations, including TotalEnergies and
EDF. In June 2024, the Paris Court of

Appeal ruled the cases against
TotalEnergies and EDF admissible,
rejecting companies' procedural

ISSN-2319-8478
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defences (Simmons & Simmons, 2024).
This creates a tangible legal risk that
reporting alone does not. The "vigilance
plan" is no longer just a report; it is a
justiciable document. If a plan is deemed
insufficient, or if its implementation is
flawed and harm occurs, the company
faces direct liability.

The transition to the EU's mHREDD
regime comes with a significant price tag
(Table 2). According to the Novata
CSRD/CSDDD Cost Survey (2024), 77%
of companies with over 1,000 employees
expect annual compliance costs to exceed
€100,000, with assurance costs alone
expected to top €50,000 for 88% of
respondents (Novata, 2024). This indicates
that the CSDDD is forcing a reallocation
of  capital  towards sustainability
governance in a way that the UK's soft law
regime has not.

Table 2. Estimated Financial Impact of Compliance*

Cost UK Reporting Regime (Section EU CSDDD / CSRD Regime
Category 172)
Transition Low: Primarily legal/consulting High: Investment in supply chain
Costs fees for drafting the Strategic mapping, data collection systems, and
Report. third-party audits.
Recurring Absorbed into annual general >€100,000 annually for 77% of
Costs counsel/company secretary budget. companies with >1,000 employees
(Novata, 2024).
Assurance Minimal (unless integrated into >€50,000 annually expected by 88% of
Costs wider audit). large firms for limited assurance
(Novata, 2024).
Penalties Theoretical criminal liability; Administrative fines up to 5% of net
rarely enforced. global turnover.

* Source: Synthesised using Novata (2024) and Majid, Banham & Maguire (2024).

Discussion

The empirical
gulf between the
permissive framework and the

widening

underscore a
UK's
EU's

findings

prescriptive regime.

The empirical failure of Section 172 to

drive substantive change can be attributed
to its legal design. Section 172 acts
primarily as a shield for directors. Because

the duty is subjective, courts are loath to
intervene. The recent dismissal of
ClientEarth v Shell plc (2023) by the UK
High Court serves as definitive proof. The
court held that the directors' decision to
manage climate risk through a specific
transition strategy was a matter of
commercial judgment. As long as the
directors could plausibly argue that their
strategy promoted the company's success,




Vindhyan Bloom

they had satisfied their duty (Iglesias-
Rodriguez, 2023).

Consequently, "Enlightened Shareholder
Value" presents a paradox: it mandates the
consideration of stakeholder interests but
provides no mechanism to enforce them
when they conflict with shareholder
returns. As Bebchuk and Tallarita argue, if
investors themselves are profit-
maximisers, they will not punish directors
for prioritising profits over stakeholders
(Bebchuk & Tallarita, 2020).

The CSDDD, by contrast, hands
stakeholders a sword. By defining specific
due diligence obligations, the Directive
creates an objective standard of conduct.
Article 29 allows victims to sue not for a
breach of fiduciary loyalty, but for a
violation of the statutory duty of care
(Directive EU 2024/1760, Art. 29). This
shifts the risk calculus. A UK director
might ask, "Will cutting ties harm our
bottom line?" Under the CSDDD, the
question becomes, "Will continuing this
relationship expose us to civil liability and
a fine of 5% of turnover?" (Directive EU
2024/1760, Art. 27).

But are regulatory changes enough?
Mieszkowska warns that the high costs
identified in the Novata survey could lead
to "market consolidation," where smaller
firms are squeezed out of supply chains
(Mieszkowska,  2024).  Furthermore,
Fleischer questions whether corporate law
is the appropriate vehicle for climate
policy, suggesting that it  risks
overburdening boards with political trade-
offs (Fleischer, 2021). In our opinion,
while the risk of overburdening is real, the
"soft law" alternative has proven
insufficient to address the scale of the
planetary crisis.

Conclusion

The comparative analysis presented in this
article leads to an inescapable conclusion:
the era of '"soft law" corporate

ISSN-2319-8478
Vol-15 Issue-1, January 2026

responsibility in Europe is drawing to a
close. The United Kingdom's model of
Enlightened Shareholder Value, while
noble in intent, has proven empirically
insufficient to drive the depth of
transformation required by the planetary
crisis. Section 172 remains a procedural
hurdle rather than a strategic compass,
offering directors a shield against liability
rather than a mandate for change. In
contrast, the European Union's Corporate
Sustainability Due Diligence Directive
represents a paradigm shift towards a
"Fiduciary Code of Capital" that is
objective, enforceable, and extraterritorial.
By attaching civil liability to the failure to
prevent harm, the EU has effectively
monetised corporate externalities, forcing
them onto the balance sheet.

This study contributes to the field by
providing direct comparisons of the
CSDDD's final text with empirical
compliance data from the UK and France.
Governance frameworks must now be built
around prevention and evidence of due
diligence, not just disclosure.

Future scholarship must interrogate the
interaction between CSDDD liability and
national tort regimes. Will UK courts
begin to use the CSDDD as a benchmark
for "reasonableness" in negligence cases
against parent companies, even if the
Directive does not directly apply?
Additionally, longitudinal studies are
needed to track whether the billions of
euros about to be spent on CSDDD
compliance actually result in fewer human
rights abuses, or merely richer compliance
consultants.
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Abstract: Dietary supplements are
designed to help individuals with limited
nutritional intake meet higher nutritional
requirements effectively while enhancing
their overall nutritional status. The
discussion also addresses potential risks
associated with dietary supplements,
including toxicity, market trends, and
future perspectives. Additionally, current
studies highlight challenges related to the
efficacy, safety, and quality of
supplements, as well as technological,
advertisement | and regulatory barriers.
Each country has distinct regulatory
approval  frameworks and labeling
requirements for the import and export of
food  products.  Therefore, dietary
supplements play a significant and
valuable role in maintaining individual
health. The presented research study has
been conducted for knowing the
consumers awareness of advertisement
health supplement brands in indore City.
The presented research study based on
primary and secondary data source. The
primary data has been collected from 120
male and female respondents through
structured questionnaire.

Keywords: Dietary, Mutli vitamin, food,
product,

Introduction

Dietary  supplements are  products,
excluding tobacco, designed to enhance
nutrition and may contain one or more of

the following ingredients: vitamins,
minerals,  medicinal  plants, other
botanicals, amino acids, or concentrated
metabolites and extracts. These
supplements can be formulated as
capsules, tablets, powders, liquids, or other
forms for consumption. They are intended
to complement the diet rather than replace
conventional foods or serve as the sole
source of nutrition. Unlike regular foods,
dietary supplements are labeled with a
“Supplement Facts” panel instead of the
standard “Nutrition Facts” panel.

In terms of market distribution, mineral
supplements accounted for 7% of sales,
herbal and botanical products 18%, sports
nutrition 13%, meal replacements 12%,
other specialized supplements 18%, and
vitamins 32% in 2014. Since the
enactment of the Dietary Supplement
Health and Education Act (DSHEA) in
1994, the market has seen the introduction
of numerous new dietary supplement
products. At the time of DSHEA’s
implementation,  approximately 600
dietary supplements were commercially
available.

In india, companies offer approximately
4,000 dietary supplement products.
According to the Food and Drug
Administration (FDA), more than 29,000
different nutritional supplements are
currently available to consumers, with an
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average of around 1,000 new products
introduced each year which are based on
Ayurveda, Minerals. The market today
includes a wide range of supplements,
such as vitamins, minerals, herbs or other
botanicals, amino acids, animal-derived
products, hormones and hormone
mimetics, enzymes, and more.

Dietary supplements are available in forms
such as capsules, tablets, pills, and other
similar unit-measured forms. Despite their
medicine-like appearance and mode of
administration, dietary supplements are
classified as foods rather than drugs. There
remains a lack of public awareness
regarding the importance of vitamins,
minerals, proteins, and fats in human
nutrition.

An examination of Section 22 of the Food
Safety and Standards Act (FSSA) outlines
the framework for the use of the term
“Health Supplements,” aligning it with
internationally recognized definitions.

A “health supplement” is defined as a
dietary substance intended for human
consumption to enhance the overall diet by
increasing total nutritional intake. Such
supplements may include one or more of
the following components:
e Plants or botanicals, or their parts, in
the form of powders, concentrates, or

' Consemer Purchase
Behaviour

Source https://www.google.com/search?q=model

Review of Literature
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extracts prepared using water, ethanol,
or hydro-alcoholic solutions, either
individually or in combination;

e Minerals, vitamins, proteins, metals or
their compounds, amino acids,
enzymes, or substances derived from
animal sources.

These products can be formulated into

various dosage forms, including powders,

granules, tablets, capsules, liquids, jellies,
or other suitable forms for consumption.

The Impact of
Consumers
Advertising plays a significant role in
informing consumers and influencing their
purchasing decisions, often affecting their
budget allocations. As advertising expands
through visual and literary media, it
becomes necessary to analyze and evaluate
its commercial intent and its effect on
consumer choices, even when sellers
provide incomplete or biased information.
The primary focus here is to understand
how advertising shapes consumers’ buying
decisions.  Converging  trends  are
simultaneously altering the purchasing
power and behavioral patterns of young
adults. This consumer segment now wields
considerable economic influence, making
a thorough wunderstanding of their
preferences and behaviors a critical aspect
of modern marketing strategies.

Advertising on

v Adwertising Cortent Qualiy
v 3rard Crodibity
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John Smith (2023), food is not only
something that we should all enjoy, but
also something we rely on to provide the
vitamins and minerals necessary for
maintaining a healthy balance. It should
not be a source of concern that might
negatively affect our health or increase our
risk of infections and chronic diseases,
many of which are commonly encountered
today.

yin et al. (2024) note that as public
concern for a healthier environment
continues to rise, consumers increasingly
look for the “health attributes” of products
along with their environmental impact. At
the same time, maintaining a healthy
lifestyle has become a major consideration
for consumers, particularly in the context
of food choices. This growing emphasis on
health has emerged as a primary
motivating factor influencing consumers’
decisions to purchase health food and
health drink (HFD) products.

Objective of Study

The research objectives have been defined

as given below.

e To analyse of Consumer awareness of
Influencer advertisement on health
supplement brands in Indore City.

e To analyse impact of advertisement on
Consumer buying awareness towards
health supplement brands in Indore
City.

Data interpretation and Hypothesis Testing
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Research Hypothesis

The research hypothesis have been defined

as given below.

e Null Hypothesis Hoi: There is no
significant awareness of Influencer
advertisement on health supplement
brands in Indore City.

e Alternative Hypothesis Hii. There is
significant awareness of Influencer
advertisement on health supplement
brands in Indore City.

e Null Hypothesis Hp: There is no
significant impact of advertisement on
Consumer buying awareness towards
health supplement brands in Indore
City.

e Alternative Hypothesis Hi». There is
no significant impact of advertisement
on Consumer buying awareness
towards health supplement brands in
Indore City.

Research Methodology

The presented research study has been
based on primary and secondary data ,the
primary data has been collected through
questionnaire by 120 health supplement
brands . The secondary data has been
collected by research journals, books and
internet. The research hypothesis has been
tested by t test and chi square test at 5
percent level of significant.

Gender of health supplement brands User?
Table 1 Analysis of Gender

Gender of health supplement brands User?

Options Frequency Percent Cumulative Percent
Valid Male 60 50.0 50.0

Female 60 50.0 100.0

Total 120 100.0

Table 1 is Analysis of Gender from the
following study it is clear that frequency
and percentage of option male and female

found respectively (60,50.0), (60,50.0) in
presented study respondents were taken
equally .

Do you know about advertisement of health supplement brands?
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Table 2 Analysis of Do you know about advertisement

Do you know about advertisement of health supplement brands
Frequency Percent Cumulative Percent
Valid Yes 115 95.8 95.8
No 5 4.2 100.0
Total 120 100.0

(H1 Tested by Table 2 )

The table 2 shows Analysis of Do you
know about advertisement “ question has

for these options respectively (115,95.8),
(5,4.2), from the study “it is clear that”

been asked” from users of health both options “yes” has highest frequency
supplement , Do you know about and percentage as compared with other
advertisement of health supplement option, it means that most of users are
brands.The options had been given (Yes, aware about health supplement
No); the frequency and percentage found advertisement.
Which types of advertisement do you watch?
Table 3 Analysis of types of media
Crosstabulation
Which types of advertisement do you watch?
Options

Options Social Media  [Internet Traditional MediaRetailers  [Total

Male 25.8% 8.3% 2.5% 13.3% 50.0%

Female  30.0% 5.0% 4.2% 10.8% 50.0%
Total 55.8% 13.3% 6.7% 24.2% 100.0%

(H2 tested by Table 3)

13

The table 3 shows cross table analysis
question has been asked” from Which
types of advertisement do you watch .The
options had been given (Male,female) and

(25.8%,30.0%),(8..3%,5.0%,),(2.5%,4.2%)
,(13.3%,10.8%) from the study “it is clear
that” both options “Social Media ” has
highest frequency and percentage as

(Social Media, Internet, Traditional compared with other option, it means that
Media,Retailers); the frequency and most of users are aware about health
percentage found for these options supplement advertisement.

respectively

Are you buy health supplement brands for personal or others by Influencer advertisement?
Table 4 Analysis of buying health supplement

Buy health supplement brands for personal or others by Influencer advertisement
Options Frequency Percent Cumulative Percent
Valid Yes 108 90.0 90.0

No 12 10.0 100.0

Total 120 100.0

The table 4 shows Analysis of Analysis of
buying health supplement “ question has

been

asked”
supplement

from users
,Are

you buy

of health

health

supplement brands for personal or others

by Influencer advertisement. The options
had been given (Yes, No); the frequency
and percentage found for these options
respectively (108,90.0), (12,10.0), from
the study “it is clear that” both options
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“yes” has highest frequency and HI1 tested by Chi square test
percentage as compared with other option, e Null Hypothesis Hoi. There is no
it means that most of users purchased significant awareness of Influencer
health supplement by advertisement. advertisement on health supplement

brands in Indore City.
Hypothesis Testing :
Table 5 Expected Frequency
Options Observed N Expected N Residual
yes 115 60.0 55.0
INo 5 60.0 -55.0
Total 120

From the study of table 5 “it is clear that” Observed N, Expected N, Residual for option no
and yes are respectively (115,60,55.0)and (05,60.0,-55.0).

Table 6 Test Statistics

Test Statistics

Chi-Square 100.833¢
df 1
Asymp. Sig. .000

a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell
frequency is 60.0.

From the study of table 6 “it is clear that”
Chi-Square value is 100.833 at degree of
freedom 1 and Asymp. Sig. value is .000.

awareness of Influencer advertisement on
health supplement brands in Indore City.

e Null Hypothesis Ho2: There is no
Decision: form the above study “it is clear significant impact of advertisement on
that” significant value is less than p value Consumer buying awareness towards
.050,hence null hypothesis rejected and health supplement brands in Indore
“alternative hypothesis” has been accepted City.

it mean that; There is significant

Table 7 Expected Frequency

Options Observed N Expected N Residual
Social Media 67 30.0 37.0
Internet 16 30.0 -14.0
Traditional Media 8 30.0 -22.0
retailers 29 30.0 -1.0
Total 120

From the study of table 7 “it is clear that”
Observed N, Expected N, Residual for
option no and yes are respectively for

(Social Media , Internet , Traditional
Media , retailers )(67,30,37.0), (16,30.0,-
14.0),. (8,30.0,-22.0), (29,30.0,-1.0)

Table 8 Test Statistics

Test Statistics
Chi-Square 68.333%
df 3
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IAsymp. Sig.

.000

a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell

frequency is 30.0.

From the study of table 8 “it is clear that”
Chi-Square value is 68.33 at degree of
freedom 1 and Asymp. Sig. value is .000.

Decision: form the above study “it is clear
that” significant value is less than p value
.050,hence null hypothesis rejected and
“alternative hypothesis” has been accepted
it mean that; There is significant impact of
advertisement on Consumer buying
awareness towards health supplement
brands in Indore City.

Conclusion

It has been observed that advertisements
promoting health food and beverages have
a strong influence on consumers, and the
consumption of HFD products
undoubtedly has a positive impact on
people. However, both the media and
society must provide proper guidance and
oversight to help individuals become
informed and responsible consumers. The
present study found that health-related
concerns significantly influence consumer
intentions. Therefore, stakeholders in the
HFD sector should focus their advertising
messages on the health benefits of
consuming these products rather than
emphasizing environmental concerns. The
ability of advertisements to shape attitudes
and behavioral changes among children
has increased, and this may offer a
promising area for future research.
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Abstract: Machine Learning (ML) has
become central to optimization-driven
applications across domains such as
prediction, classification, data mining, and
intelligent  decision-making. However,
despite rapid progress, ML models
continue to face significant limitations
related to data dependency, computational
cost, overfitting, bias, interpretability, and
real-world generalization. This paper
presents a structured review of key
limitations affecting ML algorithms,
especially in the context of optimization
challenges. Using a qualitative and
exploratory approach, this paper identifies
critical gaps in current ML approaches and
outlines future directions that can support
the development of more robust and
efficient optimization frameworks. The
findings serve as a background for
advanced  algorithmic  improvements,
including hybrid and next-generation
optimization models.

Keywords: Machine Learning,
Optimization, Limitations, Data
Dependency, Interpretability,

Computational Cost.

1. Introduction

Machine Learning (ML) has become an
essential tool for solving optimization
problems in classification, prediction, and
pattern recognition tasks. ML algorithms

learn patterns from data and generate
models capable of making decisions
autonomously. However, despite their
usefulness, ML models suffer from several
constraints that limit their performance in
real-world optimization scenarios. Issues
such as noisy datasets, high computational
demands, poor interpretability, and limited
generalization often restrict the reliability
and scalability of ML solutions.
Understanding these limitations is crucial,
especially for research focusing on
improving optimization efficiency,
accuracy, and stability. This paper
examines major limitations of ML that
commonly arise during algorithm design,
model development, and deployment
processes.

2. Review of Literature

Existing academic literature highlights a
wide range of Machine Learning
limitations:

2.1 Data Limitations

Researchers such as Halevy et al. (2019)
confirm that ML models require large,
consistent, and high-quality datasets. In
many domains, data suffers from:

° Missing values

° Noise and errors

° Class imbalance

° Incomplete or biased information
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Poor input quality leads to unreliable
model performance.

2.2 Overfitting and Underfitting

Studies by Goodfellow et al. (2016) show
that ML models often overfit training data,
reducing generalization capability,
especially in  optimization problems
requiring adaptability.

2.3 Lack of Interpretability

Deep learning and ensemble models work
as black-box systems. As stated by Ribeiro
et al. (2016), model decisions are difficult
to explain, limiting trust in high-stakes
applications.

2.4 Bias and Fairness Issues

Barocas & Selbst (2016) argue that ML
models inherit social and historical biases
present in training datasets, leading to
discrimination in  classification  or
decision-making tasks.

2.5 Computational and  Hardware
Constraints

Many ML models require:

o High GPU/CPU usage

. Large memory

. Long training time

. This limits real-time optimization.

2.6 Limited
Transferability
ML algorithms trained on one dataset
often fail to work efficiently in new
environments or unseen conditions. These
studies collectively show that while ML is
powerful, it still struggles with core
limitations that directly affect optimization
tasks.

Generalization and

3. Research Gap

Based on the literature review, the
following gaps are identified:

1. Lack of wunified studies that
categorize ML limitations specifically
impacting optimization performance.
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2. Limited research addressing how
ML constraints affect scalability for large
datasets.

3. Insufficient studies on improving
ML reliability in dynamic and uncertain
environments.

4. Minimal comparative evaluations
of ML models in high-dimensional
optimization tasks.

These gaps justify the need for a focused
study on ML limitations, especially as a
background for advanced optimization
techniques.

4. Research Design / Experiment Design
/ Methodology

This study follows a  qualitative
exploratory research design, using:

4.1 Secondary Data Collection

° Journal articles

° Conference papers
° Technical reports
° Scholarly books

4.2 Thematic Analysis
Limitations were grouped under:
° Data-related issues

° Model-related issues

° Interpretability issues

° Computational issues

° Deployment issues

4.3 Comparative Review

Existing ML approaches were compared
based on:

° Accuracy

] Scalability

° Robustness

] Resource consumption
U Adaptability

4.4 No Primary Experiment

This paper focuses only on identifying
limitations and does not include empirical
results.

5. Proposed Method / Algorithm
Although this paper does not propose a
new algorithm, it presents a conceptual
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structure known as the ML-LIM
Framework (Machine Learning
Limitations Framework), which consists of
five dimensions:

1. Data Constraints — quality, quantity,
imbalance

2. Learning Constraints— overfitting,
noise sensitivity

3. Model Constraints — lack of
explainability, brittleness

4. Optimization Constraints — slow

convergence, local minima

5. Infrastructure Constraints— training
time, computational cost

This framework can assist researchers in
evaluating ML limitations systematically
in optimization tasks.

6. Implementation

No direct implementation is conducted, as
the present study is review-based.
However, the ML-LIM framework can be
applied to:

Model assessment

Dataset evaluation

Pre-deployment risk analysis
Benchmarking ML  algorithms  for
optimization tasks

Future work may include implementing
the framework with real datasets.

7. Results / Discussions
From the review, the following critical ML
limitations were identified:

7.1 Heavy Dependence on Data
ML performance decreases drastically
when data is:

° Insufficient
° Noisy
° Incomplete
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° Biased

7.2 Lack of Robustness
ML models are sensitive to small input
changes and easily misled by noise.

7.3 Overfitting in Optimization
Models often memorize patterns instead of
learning generalizable insights.

7.4 Interpretability Challenges
Black-box behaviour restricts adoption in
sensitive fields like healthcare and finance.

7.5 Slow Training and High Resource
Usage

Large models require:

° Expensive hardware

° Long training cycles

° High energy consumption

7.6 Limited Scalability
Performance may degrade with:

° High-dimensional data
° Large datasets
° Complex optimization tasks

These limitations directly influence
reliability, convergence, speed, and
accuracy in ML optimization.

Machine learning models exhibit several
limitations related to data dependency,
overfitting, interpretability, computational
requirements, and generalization
capabilities. To visualize these factors, a
comparative  severity  analysis  was
conducted.

Figure 1 shows the severity level (on a
scale from 1-10) for each major limitation
identified from literature and qualitative
assessment.
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Major Machine Learning Limitations and Their Severity

Severity Level

Machine Learning Limitations

Figure 1: Severity Analysis of Major Machine Learning Limitations

The graph indicates that interpretability,
data dependency, and computational cost
are among the most severe limitations.
Issues such as bias and generalization
remain significant but comparatively
moderate.

8. Limitations of the Study

) Only secondary data sources used
° No experimental validation
conducted

° Rapid technological changes may
introduce new ML constraints

) Specific optimization domains not

analyzed separately

9. Future Enhancements

Future studies can focus on:

1. Developing interpretable ML models

2. Designing robust models resistant to
noise

3. Improving generalization for unseen
datasets

4. Reducing training time through efficient
optimization techniques

5. Creating better dataset preparation,
cleaning, and balancing methods

6. Integrating hybrid or advanced
optimization frameworks to overcome ML
inefficiencies

These improvements will significantly
reduce ML limitations.

10.Conclusion

This study presented a structured review of
major limitations associated with machine
learning in optimization environments.
The findings highlight critical issues such
as data dependency, interpretability
challenges, computational constraints, and
limited generalization capabilities. These
limitations must be addressed for more
robust and efficient ML-based
optimization in future applications. The
study contributes a conceptual ML-LIM
framework that can guide researchers in
evaluating ML performance constraints.
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The Role of Intellectual Property Rights (IPR) in Promoting Global Trade

in the Electronics & Technology Sector
Aishwary Chittoda, Student, Vishisht School of Management, Indore, M.P

Abstract: The electronics and technology
sector has become one of the most
dynamic and influential parts of the global
economy. From smartphones and laptops
to semiconductors and artificial
intelligence systems, modern technology
relies heavily on continuous innovation.
Since these innovations require high
investment and long development cycles,
the need to protect them has become
extremely important. Intellectual Property
Rights (IPR) offer this protection by
ensuring that companies can safeguard
their inventions and maintain full control
over their use. When companies know that
their ideas cannot be copied or misused,
they feel more confident about investing in
advanced technologies (WIPO, 2022). IPR
also plays a significant role in promoting
global trade. Electronics are rarely
produced in a single country; instead, they
move across global supply chains where
components, designs, and technologies are
shared and assembled internationally. This
system functions smoothly only when
companies trust that their patents, designs,
and software will be protected. The
WTO’s TRIPS Agreement has created a
common international framework that
helps protect IPR across borders,
encouraging countries to collaborate and
trade more freely (WTO, 2021). However,
the electronics sector also faces
challenges. Patent disputes between major
companies, high licensing fees, unequal
access to technology, and weak

enforcement in some developing countries
continue to create barriers (UNCTAD,
2021). These challenges show that while
IPR is crucial for innovation, it must be
implemented fairly to ensure that
technology benefits everyone. Overall, this
research evaluates how IPR supports
global trade, encourages innovation,
prevents counterfeits, and attracts foreign
investment in the electronics and
technology industry.

Keywords:

Electronics Industry, Intellectual Property
Rights, Patents, TRIPS Agreement,
Technology Transfer, Global Trade

Introduction

The electronics and technology sector has
become a backbone of modern society.
Today, almost every activity—from
communication and transportation to
education and business—depends on
electronic devices and digital technologies.
Products such as smartphones, televisions,
computers, wearable devices, and
microchips are central to daily life, and
they continue to evolve at a very fast pace.
This rapid growth is possible only because
companies invest heavily in research and
development (R&D). But without proper
protection, these innovations could be
easily copied and sold by competitors at a
much lower cost. Intellectual Property
Rights (IPR) prevent this from happening
by legally protecting inventions, designs,
brands, and software (WIPO, 2022). In
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global markets, IPR creates a sense of
trust. Companies like Apple, Samsung,
Intel, and Qualcomm enter foreign markets
confidently because their inventions are
protected under international agreements.
The TRIPS Agreement introduced by the
World Trade Organization (WTO) sets
minimum standards for IPR protection for
all member countries, making international
trade more transparent and predictable
(WTO, 2021). Countries with strong IPR
laws, such as Japan, South Korea, Taiwan,
and the United States, have grown rapidly
in electronics manufacturing and exports
(OECD, 2020). This shows that IPR is not
only beneficial for companies but also
crucial for national economic growth.

Literature Review

WIPO’s reports show that the electronics
and technology sector consistently records
the highest number of patent applications
worldwide.  These  patents  protect
semiconductor  designs,  smartphone
features, display technologies, and
hardware components (WIPO, 2022).
OECD studies highlight that multinational
companies prefer to invest in countries
with strong IPR systems because they
offer better protection for innovation and
reduce the risk of piracy (OECD, 2020).
The WTO, through the TRIPS Agreement,
has strengthened global IPR standards by
ensuring that all member nations follow
similar intellectual property rules (WTO,
2021). UNCTAD states that weak IPR
enforcement leads to major problems like
counterfeit  electronics and  unsafe
duplicate products, which harm both
consumers and global markets (UNCTAD,
2021). The World Economic Forum
(WEF, 2022) adds that as Al robotics, and
Internet of Things (IoT) technologies
grow, protecting them becomes even more
important to prevent cyber-enabled theft
and misuse. Liu & Chen (2020) argue that
although IPR supports innovation, the
electronics sector sometimes faces “patent
wars,” where companies own thousands of
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overlapping patents. This can slow
innovation and increase legal disputes.
Greenhalgh & Rogers (2007) further
explain that strong IPR systems help firms
maintain competitive advantage and
support global trade.

Methodology
This research paper uses a qualitative and
descriptive approach based entirely on
secondary data. The sources include:

e Reports published by WIPO

e WTO’s TRIPS Agreement
documentation

e OECD innovation and technology
reports

e UNCTAD  development and

technology studies
e Academic papers from Google
Scholar
e Government of India IPR Policy
(2020)
Secondary data is ideal for this topic
because the electronics sector is global,
and most information is already
documented through international
organizations and research institutions.

Analysis

1. IPR Encourages Innovation
Innovation in electronics requires huge
investments in R&D. Companies like
TSMC, Qualcomm, Intel, and Apple
depend on patents to secure their
microchip designs, software algorithms,
and hardware features. Strong IPR ensures
that these innovations cannot be copied,
which motivates companies to continue
investing in research (WIPO, 2022).

2. IPR Supports Global Technology
Transfer
Technology transfer is a major driver of
global trade.
Examples:
¢ Qualcomm licenses mobile
network technologies globally.
e ARM licenses chip architecture
used worldwide.
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These licensing agreements are possible
only because patents and copyrights
protect the underlying technology (WTO,
2021).

3. Semiconductors Are Highly
Dependent on IPR

Semiconductors are central to all modern
electronics. Companies like AMD,
NVIDIA, and Intel protect their chip
designs using patents and layout-design
rights (OECD, 2020). Without IPR,
semiconductor innovation would slow
down significantly.

4. IPR Reduces Counterfeit Electronics
Counterfeit electronics—fake chargers,
batteries, earphones, and microchips—
cause billions in losses and pose safety
risks. Strong trademark and copyright
enforcement significantly reduces
counterfeiting (UNCTAD, 2021).

5. TPR Attracts Foreign Direct
Investment (FDI)
Countries with strong IPR laws attract
global electronics manufacturers.
For example:
e Samsung invests heavily in South
Korea and Vietnam.
e Apple expands production in India
due to improved IPR enforcement.
This demonstrates that IPR strengthens
trade and international partnerships
(OECD, 2020).

Findings
The study finds that:

e Countries with strong IPR laws
grow faster in high-tech sectors
(WIPO, 2022).

e Patents are essential for innovation
and global competitiveness.

e Licensing plays a major role in

spreading technology
internationally.
e Strong  trademark  protection

reduces counterfeit electronics.
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e JPR increases trust between
countries and reduces trade
disputes.

e Weak enforcement discourages

investment and slows development
(UNCTAD, 2021).

Discussion

While IPR is essential, it also creates
challenges. Patent disputes can slow
innovation and increase legal costs.
Smaller companies often cannot afford
high licensing fees. Developing countries
face restrictions in accessing advanced
technologies because patents make them
expensive (UNCTAD, 2021).

Although the TRIPS Agreement provides
flexibility for public interest, balancing
innovation and affordability remains
difficult. Policymakers must design
systems that protect inventions while still
ensuring fair access to  essential
technologies.

Conclusion

Intellectual Property Rights play a crucial
role in promoting global trade in the
electronics and technology sector. They
support innovation, protect inventions,
reduce counterfeiting, and attract foreign
investment. Although challenges exist,
such as patent disputes and access issues,
strong and balanced IPR systems are
necessary for the growth of the global
electronics market.

Limitations of the Study

Although this research paper provides a
clear understanding of how Intellectual
Property Rights (IPR) support global trade
in the electronics and technology sector, it
also has a few limitations. First, the study
is completely based on secondary data,
which means it relies on published reports,
articles, and official documents. Because
no primary data (like surveys, interviews,
or field research) was collected, the paper
may not fully capture the real-time
challenges faced by companies or
policymakers in the electronics industry.
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Second, the electronics sector is extremely
large and  diverse. It includes
semiconductors, smart phones, consumer
electronics, automation systems, and
emerging technologies like Al and IoT.
Covering the entire sector in a single paper
is difficult, so the analysis focuses mainly
on major technology trends and widely
discussed issues from global organizations
such as WIPO, WTO, OECD, and
UNCTAD. As a result, some region-
specific or company-specific details may
not be fully explored. Third, the global
IPR landscape keeps changing—new
technologies, new patent regulations, and
updated trade agreements appear regularly.
Because of this, some information in
secondary sources may become outdated
quickly. This study reflects the most
widely available information, but future
policy changes or technological shifts may
influence the relevance of some points.
Finally, this paper does not deeply analyze
the economic impact of IPR on small or
emerging electronics companies,
especially in developing countries. More
detailed primary research could provide
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deeper insight into how smaller firms
experience IPR-related challenges such as
high licensing fees or patent barriers.
Despite these limitations, the study gives a
comprehensive and reliable overview of
how IPR supports global trade in the
electronics and technology sector.
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Digital Banking Challenges and Opportunities in India
Heena Parmar, Student, Vishisht School of Management, Indore, M.P

Abstract: In India, banks are essential to
the country’s economic growth. The
mobiles public savings and offer a range of
services. The banking industry saw new
banking techniques after the economic
change in 1991. The Saraf committee,
which was set up by the Reserve Bank of
India in 1994 and proposed the
deployment of Electronic Fund Transfer
System (EFT). Digital Banking refers to
financial  transactions made online
customer may  conduct  financial
transactions more easily thank to digital
banking services. Its establishment of
financial inclusion in the year 2005. The
goal of the government is to digitise every
transaction. Only when client is aware of
the service and its mode of operation can
they wuse digital banking services.
Therefore, it is important to understand
how much people are aware of online
banking services and the issues they meet.
The study is restricted to the State Bank of
India in Karnataka. According to the
report. ATM card are the digital banking
services that client is most familiar with,
and complicated transaction process are
the main issue they meet. There is a
suggestion the SBI should increase public
knowledge about all the Digital Banking
Services.  Digital Banking has rapidly
evolved over the past decade, driven by
advancements in technology, shifting
consumer preferences, and regulatory
change. This paper explores the current
trends shaping the digital banking
landscape including artificial intelligence

(AI), blockchain open banking and
cybersecurity measures. Additionally, it
examines key challenges such as data
security risks, regulatory compliance, and
digital divide concerns. Finally, the study
highlights the opportunities for financial
institution to use innovation technologies
to enhance customer experience, improve

operational  efficiency, and expand
financial inclusion.

Keywords: Digital banking, Digital
payments, UPI  (Unified Payments
Interface), Mobile banking, Internet

banking, Fintech, Financial inclusion,
Cyber security, Data privacy, Digital
fraud, Online banking risks, Digital
literacy, Rural-urban digital divide,
Internet connectivity, Regulatory
commission RBI guidelines, E-KYC,
Aadhar-enabled services, Open banking,
API banking, Blockchain in banking,
Artificial Intelligence (AI) in banking,
Machine learning (ML), Digital
transformation, Customer experience

Introduction

Digital banking refers to the delivery of
banking services through online platform
mobile application, and other electronic
channel without requiring physical brand
visits. In India, the digital banking
revolution has accelerated after major
initiatives such as Digital India, Unified
Payment, Interface (UPI), Jan Dhan
Yojana, fitnah innovations, and
improvements in telecommunication. The
COVID - 19 Pandemic further boosted the




Vindhyan Bloom

adoption of digital banking by promoting
contactless payment, remote banking, and
online financial services. The banking
sector has experienced significant changes
due to the introduction of digital banking
technologies. Which use technology to
offer seamless financial services. The rise
of mobile banking artificial intelligence,
and decentralized finance has redefined
tradition banking models. Digital banking
not only enhances accessibility and
convenience for consumer but also
introduces significant challenges such as
security threats, regulatory compliance,
and customer trust issues. The growing
demand for instant financial transactions
has encouraged bank to innovate and adopt
leading to the adoption of artificial
intelligence for personalized financial
services, Blockchain for secure
transactions, and open banning to faster
greater financial services, Blockchain for
secure transaction, and open banking to
foster greater financial transparency.
Deposit the benefit, digital banking also
raises concerns about data privacy, cyber
security vulnerabilities, and financial
exclusion. This paper provides an
overview of the least trends, challenge,
and opportunities in digital banking,
highlighting the potential for future
innovation in the sector. In India, one of
the key service sectors is banking. From
the Nation’s social and economic
perspective, its services in exception. In
India, there are new twelve public sector
bank (after a merger) and twenty-two
private sector banks. Banks offer a wide
range of services including receiving
deposit, extending loans, disbursing
checks, exchanging foreign currencies,
consulting providing bank guarantees,
disbursing cash, and providing online and
mobile banking services. The quality of
information technology employed today
decide the performance of any service
sector, and the banking sector is no
exception ATMs (Automated Teller
Machine), Mobile device, and the internet
to conduct routine financial transactions
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without physical visiting a bank. The
bank’s service is available around the
clock. Digital banking induces a range of
financial services, including online
account transaction, credit & debit card
payment, statement production income tax
filing, virtual service demonstrations, and
cash transfer state Banks of India (SBI) is
a global financial institution. It is a
corporation that is controlled by the
government, and it is based in Mumbai,
Maharashtra, on the 2017 Fortune Global
500 list of the largest farm in the world.
The company is rated 217", With a 23%
market share in assets and a quarter of the
market for loan and deposit, it is the
biggest bank in India. Customer can
choose from a selection of digital banking
choice from a selection of digital banking
options provided by State Bank of India.

Literature Review

1. Unified Payments Interface (UPI)
growth and role in digital payments
Summary: NPCI’s UPI has been a
central driver of India’s digital
payment revolution, achieving massive
transaction volumes and rapid user
adoption. The growth of UPI has
lowered transaction frictions, expanded
digital transactions into tier-2/3 and
rural markets, and catalysed the shift
from cash to digital payments — a
foundational enabler for broader digital
banking services. Reference: Press
Information Bureau. (2024, December
1). UPL: Revolutionizing digital
payments in India. Government of
India.

2. NPCI UPI product statistics —
evidence of scale (data)
Summary: Official NPCI product
statistics provide empirical evidence of
UPI’s monthly volumes and the
increasing number of banks and third-
party providers on the platform. These
statistics are essential for quantifying
digital payment adoption trends and for
understanding infrastructure capacity
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and competition issues in the digital
payments’  ecosystem.  Reference:
National Payments Corporation of
India (NPCI). (2025). UPI product
statistics.

. Policy & regulatory template for
digital banking in India (NITI / policy
discussion)

Summary: The NITI/working report on
digital banking proposes a licensing
and regulatory roadmap for digital
banks in India, highlighting the
opportunities for innovation and
financial inclusion while stressing the
regulatory challenges—consumer
protection, capital/operational
requirements, and cybersecurity—that
must be addressed to scale digital
banking safely. This policy work
frames the institutional pathways for
digital-only bank growth in India.
Reference: NITI Aayog. (2022).
Digital banking: A proposal for
licensing & regulatory regime for India
(Report). Government of India.

. Reserve Bank of India — trends and
the banking sector context
Summary: RBI annual and trend
reports document the macro-trends in
payments and banking digitalization,
showing dramatic growth in electronic
transactions and identifying persistent
challenges such as cyber risks, legacy
infrastructure, and the need for
stronger consumer awareness. RBI’s
analyses serve as an authoritative
baseline for examining the structural
and supervisory challenges facing
digital banking adoption.
Reference:Reserve Bank of India.
(2022). Report on Trend and Progress
of Banking in India / Annual Report
2021-22. Reserve Bank of India.

Technology acceptance and ESG
feelings influencing online banking
adoption (MDPI study) Summary:
Recent empirical work extending

Technology Acceptance Model
constructs finds that perceived ease of
use, accessibility, reliability, and
perceived ESG (environmental, social,
governance) performance influence
customers’ acceptance of online
banking. The study highlights how
sustainability and governance feelings
can be integrated with TAM to better
explain digital banking adoption in the
Indian context. Reference: Lee, C. W.
(2025). Perceived ESG, accessibility,
and technology acceptance: Factors
influencing online banking adoption.
MDPI Journal, Volume (Issue), Article
52.

Challenges and opportunities in digital
banking —  practitioner/academic
overview (IJCRT)
Summary: A survey and review paper
identifies common challenges in the
Indian digital banking landscape—
limited internet penetration in rural
areas, digital literacy gaps,
cybersecurity concerns, and
institutional constraints—while also
outlining opportunities such as 24/7
service delivery, cost efficiencies, and
enhanced financial inclusion. The
paper recommends policy interventions
and capacity building for broader
adoption. Reference:  Author(s).
(2025). Challenges and opportunities
in digital banking (IJCRT Paper).
International Journal for Creative
Research Thoughts.

. Empirical trends: Increasing adoption

and impact on financial inclusion
(Research Gate study) Summary:
Analyses of post-COVID adoption
trends demonstrate that digital banking
has expanded access to financial
services, especially via government
schemes and fintech platforms; the
paper notes significant rural uptake but
also underscores last-mile barriers
including device availability and trust.
These findings are useful for framing
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the opportunity side of digital banking
in India.

The Evolution of Digital Banking

Digital banking has evolved from basic
online banking services to sophisticated
Al- driven financial ecosystem.
Traditional banks have adopted digital
technologies to improve their operations
and offer a smoother experience for their
customers According to Smith & Brown
(2021), the adoption of mobile banking
apps had surge, with over 80% of banking
transactions now conducted digitally. The
shift from branch-based banking to digital
platforms has been acceleration by
consumer demand for real- time banking
services and the increasing ubiquity of
smart phone Digital Banking refers offers
conversion, cost-effective, and improve
financial accessibility. However, it also
required financial institution to
continuously invest, in robust IT
infrastructures and cybersecurity measure
to mitigate risks associated with digital
transactions.

* Artificial Intelligence (AI)

Al- driven chatbots, fraud detection
mechanisms, and personalized banking
services have revolutionized. Customer
interaction Al allows financial institution
to automate process, analyse vast amount
of data, and offer predictive insights that
enhance customer engagement and
decision making (Jones et al..., 2020). Al -
powered millions of customer queries,
reducing operation costs and improving
response times. However, concerns about
algorithmic bias and data privacy continue
to pose challenges inactions.

* Blockchain Technology

The application of Blockchain in banking
has enhanced transaction transparency,
security, and efficiency. Decentralized
ledger system reduces fraud risks by
ensuring tamper- proof finical record
(Kumar & Patel, 2022). Blockchain based
smart contracts ease secure and automated
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banking transactions, minimizing human
intervention and associates’ errors. Deposit
these benefits, Blockchain adoption face
regulatory uncertainty and scalability
issues.

* Open Banking

The introduction of APTs has enabled
seamless data sharing between banks and
third-party financial services provided
open banking promotes to financial
inclusivity by allowing customers to
access a broader range of financial
products and services (white, 2019).
However, open banking also raises
concerns about data security, as increased
data sharing expand potential entry points
for cyber threats.

* Cybersecurity Measure

With the growing reliance on digital
transactions, banking is investigating in
advanced security frameworks, including
biometric authentication, Al-driven fraud
detection, and end to end encryption.
Cybersecurity threats such as phishing
attacks, find theft, and ransomware
continue to evolve, necessity constant
improvement in security protocols (Lee.,
2021)

Challenges In Digital Banking

The rapid evolution of digital banking is
conducted by several challenges that
require strategic mitigation efforts. Data
Security and Cyber Threats pose the most
significant risks to financial institutions.
Cybercriminals  employ  sophisticated
tactics to exploit vulnerabilities in banking
systems, leading to financial losses and
reputation damage. Banks must implement
advanced cybersecurity measures, such as
multi- factor authentication, real time
transaction monitoring and. Al- powered
threat detection, to safeguard customer
data, Regulatory Compliance remains
another pressing concern, as financial
institution must navigate a complex
landscape of global and regional
regulation, including GDPR, PSD2, and
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anti- money laundering (AML) policies.
Compliance failure can result in heft fines
and loss of consumer trust. Financial
Exclusion is another critical issue, as
digital banking solution often do not reach
marginalized population with limited
internet access or digital literacy. Bridging
this gap requires financial institutions to
develop inclusive  digital  banking
strategies, such as mobile- friendly
banking interfaces and financial education
initiatives.

Research Methodology

This stud employs a qualitative approach
by reviewing existing literature, industry
reports, and case studies from leading
financial institutions. Data from regulatory
agencies and banking association have
been analysed to find emerging trends and
challenges in digital banking. Comparative
analysis of traditional banking models
versus digital banking innovation has been
conducted to assess the impact of digital
transformation on financial services. This
approach provides insights into how
technological advancements shape the
banking industry and the challenge that
institution face in adopting these
innovations.

Findings

The research highlights several significant
findings: Al adoption in digital banking
has led to improve customer service
efficiency and enhanced fraud detection
capabilities. Al- driven financial advisor
are increasingly aiding customers in
managing investment and financial
planning. The growth of decentralized
finance (DeFi) has challenged traditional
banking models, offering peer-to-peer
lending and investment opportunities
through blockchain technology. However,
DeFi platform remain unregulated, raising
concerns about financial st8and consume
protection. Cybersecurity strategies have
been enhanced as banks deploy Al-driven
threat detection system and biometric
authentication to secure transactions.
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Finally, governments and regulatory
bodies are actively updating banking
policies to accommodate the rise of digital
banking, ensuring financial security while
fostering innovation.

Discussion

Digital banking holds great potential for
the  future, marked by ongoing
advancements and growth. However,
financial institutions must proactively
address regulatory challenges,
cybersecurity risks, and financial inclusion
barriers. While Al and blockchain
technologies offer solutions for enhancing
banking efficiency and security, their
implementation must be carefully
managed to ensure compliance with
regulatory standards and keep consumer
trust. Moreover, partnership between
banks and FinTech companies can
facilities new business models that cater to
evolving consumer needs. The monitoring
will further enhance the security and
reliability of digital banking system. As
financial institutions continue to adapt to
technological advancements, they must
also focus on educating consumers about
digital banking and security best practices
to prevent fraud and Cyber threats.

Conclusion

The future of digital banking is shaped by
rapid technological advancements,
regulatory developments, and shifting
consumer expectations. While Digital
Banking offers increased accessibility,
efficiency, and security, financial
institution must remain vigilant in
addressing  cybersecurity  risks  and
compliance  challenge. = AI-  driver
automatic, Blockchain security, and open
banking are poised to redefine financial
services, creating a movie inclusive and
innovative  banking landscape. By
strategically usingappearing technologies
and adopting robust security frameworks,
banks can enhance consumer trust, drive
financial inclusion, and sustain long-term
growth in the digital era.
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Abstract: Rebranding is when a company
changes its identity or image to stay
competitive. This includes modifying its
logo, message, or even its name. The goal
is to make the brand more attractive and
relevant for customers and to maintain
significance in the market. Rebranding can
be successful and create a positive impact
if executed properly. However, if the
outcome is negative, it can lead to
customer confusion and dissatisfaction.
Companies need to understand customer
perceptions before making major changes
to a brand. Clear communication about the
purpose of rebranding is essential. Some
companies have successfully rebranded,
such as Apple and Dunkin’ Donuts. On the
other hand, Tropicana attempted a rebrand
that received negative feedback, forcing
the company to revert to its original
branding. For a successful rebrand,
companies should be transparent about
their brand’s purpose. Additionally, before
launching a new image, logo, or
packaging, they should test new branding
elements with a small group of consumers
to gather feedback and make necessary

improvements.

Keywords: logo, brand, firm,
organization, consumer behaviour,
rebranding.

Introduction

The contemporary business landscape is
defined by rapid globalization and shifting
consumer behaviours, forcing

organizations to constantly adapt to
survive. In this vying market, static brand
identities often fail to resonate with

evolving audience expectations.
Consequently, companies frequently turn
to rebranding—a purposeful

transformation of identity elements such as
names, logos, designs, or messaging—to
adjust their standing within market
circumstances. Rebranding is not merely a
cosmetic change; it is a strategic
manoeuvre intended to shift consumer
viewpoints and align the brand with new
business goals. The motivation behind
such a drastic step varies. For instance,
mergers often necessitate the creation of a
new brand element to indicate a unified
corporate entity. Alternatively, a firm may
seek to attract a new demographic, thereby
expanding its customer base and
reputation.

However, the process is fraught with risk.
While rebranding can be victorious and
yield positive outcomes if executed
correctly, a negative reception can lead to
market confusion and a loss of brand
loyalty. Companies must, therefore, deeply
understand consumer sentiment before
implementing changes. This research
addresses the gap in existing literature,
which has largely overlooked the holistic
impact of rebranding on consumer
psychology, focusing instead on isolated
visual elements.
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Literature Review

Defining the Brand Construct

To understand rebranding, one must first

define the 'brand.' A brand is an intangible

asset comprising a name, symbol, design,

or combination thereof, which identifies a

seller's goods and differentiates them from

competitors. In the 20th century, as
transportation networks facilitated global
trade, branding became the primary tool
for companies to stand out in a crowded
market place. Scholars distinguish between
the Firm Brand Name and the Product

Brand Name:

e The Firm Brand: This creates the
overarching image and reputation of
the organization. It acts as a shield,
decreasing the impact of unfavourable
coverage on individual products while
enhancing overall brand equity.

e The Product Brand: This serves to
differentiate specific items through
traits like colour, shape, and name,
often without needing heavy reliance
on the corporate parent's advertising.

The Mechanics of Rebranding
Rebranding acts as a mechanism for firms
to modernize their position and implement
meaningful  change strategies. The
literature identifies four distinct tactics
undertaken by organizations:

1. Repositioning: A strategic choice to
generate a new image in response to
competitor pressure, changing
customer tastes, or poor sales records.

2. Renaming: The alteration of the
product or company name, which is
often considered the most drastic
change.

3. Redesigning: Focusing on visual
elements such as the slogan or logo.

4. Launching: The phase of introducing
the new identity to examine consumer
reaction.

Research by Kimberley (2012), Pham

(2014), and others suggests that while the

immediate market response to rebranding

might be negligible, the long-term signal it
sends—that a firm 1is adopting an
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improvement strategy—can  positively
influence shareholder value.

Brand Equity and Visual Identity

Brand Equity is defined by the consumer's
ability to recall, recognize, and
differentiate a brand. It is a critical metric
because rebranding has the potential to
either destroy the equity built over years or
significantly enhance it.

Central to this equity is the Logo. As a
graphic symbol containing style, shape,
and colour, the logo is the company's
"signature". It is the primary vehicle for
communicating with stakeholders.
Neglecting the logo can lead consumers to
view a company as outdated and out of
touch with modern practices. Conversely,
a well-designed logo helps consumers
interpret and recall the brand name
effortlessly.

Research Methodology

To provide a comprehensive analysis of
rebranding's impact, this study employed a
mixed-method research design, combining
quantitative data with qualitative insights.

Data Collection

The primary data was collected through

two channels:

1. Quantitative Survey: A detailed
online questionnaire was distributed to
a diverse sample of consumers. The
final sample size consisted of 85
respondents. The questionnaire was
designed to gauge brand awareness,
reactions to logo changes, and the
perceived risks associated  with
rebranding.

2. Qualitative Interviews: To deepen the
understanding of the statistical data, 15
in-depth interviews were conducted.
These sessions allowed for an
exploration of the emotional and
psychological responses consumers
have toward brand changes.
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Sample Demographics

The quantitative sample (N=85) was
balanced, with 52% male and 48% female
respondents. The age distribution was
skewed towards a mature demographic,
with 51% of respondents falling between
the ages of 45 and 65, followed by 23% in
the 35-44 range. This demographic spread
provides valuable insights into how
established consumers view changes in
long-standing brands.

Results and Data Analysis

Consumer Awareness

The study revealed varied levels of
familiarity ~ with  the concept of
"rebranding." While some participants
were fully aware of the term, others had
only encountered it in academic settings.
This suggests that while rebranding is a
major corporate event, the technical
nuances are often lost on the general
public, who merely see a change in a logo
or name.

The Hierarchy of Brand Elements

A significant finding of this research is the

consumer hierarchy of brand elements.

The brand name was observed as the

most effective identifier due to its high

clarity. Consequently, changing a brand

name is perceived as a high-risk endeavour

compared to changing a logo.

e Logo vs. Name: Respondents
indicated that a logo change is seen as
a "minimal risk" strategy. This aligns
with the literature positing that visual
updates are less disruptive to brand
loyalty than semantic changes.

Perception of Rebranding Outcomes
The qualitative interviews highlighted a
dichotomy in consumer perception:

e Positive Sentiment: Many
interviewees viewed rebranding as a
sign of product advancement and
modernization. For these consumers, a
new look signalled that the company
was improving its standards.

ISSN-2319-8478
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e Negative Sentiment: Conversely,
some respondents expressed negative
sentiments, particularly when changes
were  perceived as minor  or
unnecessary. This supports the finding
that forcefully married (highly loyal)
consumers often have a contrary
perspective on redesigns compared to
less loyal customers.

Discussion

The analysis confirms that rebranding is a
double-edged sword. As noted in the case
of Tropicana, a lack of clear
communication and drastic visual changes
can alienate customers, forcing a return to
original branding. In contrast, companies
like Apple and Dunkin' Doughnuts have
successfully navigated this process by
maintaining  clarity.  The  research
emphasizes that for a rebrand to be
successful, transparency is paramount.
Companies must be honest and clear about
their brand's purpose furthermore, the
strategy of "launching" should include
testing new elements with a small focus
group to gather feedback before a full
rollout. Another critical aspect identified is
Employee Branding. Employees are the
primary ambassadors of a brand's values.
As the literature suggests, employee
behaviour shapes the prestige of the brand
in the eyes of the customer. Therefore,
internal marketing is just as crucial as
external advertising during a rebranding
phase.

Conclusion

This research aimed to investigate the
effects of rebranding strategies on
consumer perception. The study concludes
that the brand logo acts as a powerful "full
impact tool" that can significantly alter
consumer behaviour. While rebranding is a
rigorous and hazardous process that can
potentially demolish brand equity, it is also
necessary for survival. Firms that neglect
to update their visual identity risk
obsolescence. The key takeaway for
management is that small, evolutionary
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edits are
development.

mandatory for prolonged

Recommendations for Future Strategy:

1. Prioritize Clarity: Ensure that the
reason for rebranding is communicated
clearly to avoid consumer confusion.

2. Mitigate Risk: opt for logo redesigns
over name changes unless the brand
name has become a liability.

3. Engage Stakeholders: Involve
employees and sample consumer
groups in the process to ensure the new
identity resonates with the market.

By adhering to these principles, firms can

leverage rebranding not just as a cosmetic

update, but as a strategic driver of firm
performance and consumer engagement.
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Abstract: Social media sites have become
the prime source for learning about and
deciding on electronic gadgets-from smart
phones to wearables. Instead of relying
solely on ads or brand promotions, many
customers today look at influencers on
platforms such as Instagram and YouTube
whose reviews and personal experiences
sound much more genuine and relatable.
The study sought to find out how
consumers' purchasing decisions in the
Indian gadget market get influenced by an
influencer's qualities such as credibility,
authenticity, expertise, and style of
interaction. Unlike previous studies, which
focused on a very narrow age group of
Gen Zs, this study adopts a diversified age
bracket to understand the response of
various groups to influencer content.
Secondly, it also looks at how aspects such
as engaging content, emotional connect,
and continued digital engagement build
trust that guides consumers from interest
to actual purchase. Recent literature
insights 2021-2025 demonstrate that
relatable influencers, more so micro-
influencers, who advocate from their real
experience rather than from general
popularity, are driving gadget purchases
more powerfully. Finally, this will
contribute to useful takeaways for
marketers in planning campaigns using
influencers, add to the academic
discussions of digital buying behaviour,

and help everyday consumers in making
better and more-informed gadget choices.
Keywords:Social Media Influencers,
Consumer Buying Decisions, Electronic
Gadgets, Digital Marketing.

Introduction

Over the last decade, consumer buying
behavior has altered dramatically, shifting
from traditional media-driven product
promotion to a digital-centered model
wherein social media platforms have
emerged as the key drivers of purchasing
decisions. This trend is all the more
discernible in the electronics industry,
where buyers are increasingly relying upon
influencers' views rather than technology
magazines, salespeople, or word of mouth.
Products such as mobile phones, laptops,
smartwatches, and home appliances are
expensive enough to make consumers seek
credible  information  about  their
performance, price, reliability, and overall
value. Influencers-which is to say, creators
of content that develops deep connections
with their digital audiences-have become
credible, accessible spokespeople
providing extensive reviews, head-to-head
comparisons, and hands-on experiences
that shape the minds of potential buyers in
a much stronger way than traditional
advertising does. India offers a vibrant
setting in which to assess this trend, with
its more-than-700-million-strong  social
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media participants and an electronics
sector that 1is burgeoning thanks to
growing incomes, urbanization, and
increased engagement with technology. In
this context, influencer marketing has
become a significant economic force, with
brands pouring huge parts of their
marketing budgets into partnerships with
influencers with a view to reaching and
engaging the contemporary consumer.

Literature Review

The Rise of Social Media in Consumer
Decision-Making

Consumer behavior has traditionally been
influenced by a range of information
channels and decision-making models.
Initial theories emphasized marketing mix
components and the impact of social
connections. With the advent of
technology this environment expanded,
progressively altering the ways consumers
gather information, assess options and
decide on their purchases

Starting with their surge in the 2000s
social media sites transformed information
imbalances in markets. Of depending only
on manufacturer details or scarce third-
party evaluations buyers could
immediately tap into thousands of peer
evaluations. This equalizing of knowledge
produced what researchers call "e-word-
of-mouth" or eWOM—the counterpart, to
personal referrals yet on an extraordinary
scale

By the 2020s social media emerged as the
source of information for key consumer
groups especially regarding discretionary
buying of technical goods. Research
conducted in 2024 on Nepal’s electronics
market showed that social media
interaction indicators and influencer
endorsements had predictive value for
buying choices than conventional online
reviews or ads. Likewise research on
buyers indicated that seeing Instagram
influencers 1is positively linked to the
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intent to buy technical items such, as
smartphones and computers

Influencer Credibility and Authenticity
Not all influencers have equal power in
driving consumer choices, and studies
constantly refer to credibility, defined by
expertise and trustworthiness, as a major
driver for their efficiency. Different from
traditional celebrity endorsement, which is
based on the fame of celebrities
transferring to  brands, influencer
marketing relies on perceived authenticity;
consumers today skeptical about scripted
celebrity promotions believe in influencers
presenting themselves as relatable users
sharing  genuine user  experiences.
Authenticity, which is driven by openness,
reliability, and honest personal usage, has
been becoming more powerful than
popularity as a driver of credibility, thus
turning a micro-influencer with 20,000
highly engaged followers into a more
persuasive campaign than that of a
celebrity promoting products they do not
use. Recent studies confirm this, such as
the 2025 analysis that showed authenticity
being strongly related to trust (0.68) and
purchase intention (0.54), trust being a
partial mediator between these two,
specifically for Gen Z consumers who
distrust traditional advertising and prefer
influencers whom they perceive to be their
authentic peers. In the sphere of
electronics, this can be achieved when the
models are used over some time, they
show real-life use of the device, limitations
are pointed out along with benefits, and
they discuss a balanced, two-sided
comparison rather than a one-sided praise
of the product, which eventually drives far
more trust than overly promotional
communications.
Expertise and Technical
Communication

Electronic gadgets are products on which
an influencer's knowledge will be crucial,
given that buying decisions in this
category are heavily reliant on technical
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details such as performance, specification,
and usability, unlike in the case of fashion
or lifestyle products, in which personal
taste is predominant. People look forward
to an influencer explaining these technical
details to them. Gadget reviewers will be
successful only if they can show real
knowledge: understanding processors,
camera sensors, battery technologies,
software ecosystems, and benchmarking
standards, but also showing why these
details matter for a specific kind of user in
real-world conditions. Research in the area
of tech influencers finds that detailed
reviews and technical demonstrations
shape purchase intentions significantly,
especially when influencers translate
complex specifications into practical
implications, such as how a larger camera
sensor improves the quality of photos
across diverse lighting conditions. Yet, a
pure dose of expertise alone cannot work;
an influencer must make a balance
between technical depth and
approachability since excessively
complicated explanations may keep
general audiences away. The most
effective gadget influencers transform
their ~communication style, offering
advanced insights for power users while
keeping the content accessible and clear
for everyday consumers.

Micro-Influencers Versus Macro-
Influencers
The influencer sector primarily

differentiates creators based on their
follower numbers usually sorting them into
categories such, as:

Nano-influencers: Fewer than 10,000
followers

Micro-influencers: 10,000 to 100,000
followers

Macro-influencers: 100,000 to 1,000,000
followers
Mega-influencers: Over
followers

1,000,000

ISSN-2319-8478
Vol-15 Issue-1, January 2026

The initial marketing approach focused
highly on macro-influencers, under the
assumption that larger followings would
drive  stronger  business  outcomes.
However, emerging evidence reveals a
rather different reality in nuanced form, as
engagement metrics-likes, comments, and
shares relative to follower count-tell a
different story. While macro-influencers
typically see only 1-3% engagement rates,
micro-influencers can often generate 5-
20%. This is very much because the
audience is made up of tightly knit
communities with a genuine interest,
rather than loosely connected,
entertainment-driven followers. In the
electronics sector, this distinction 1is
critical: a micro-influencer with 50,000
tech-focused followers can generate far
more meaningful interaction and higher
conversion rates-around 20% more-than a
macro-influencer with 500,000 mixed
followers. Nano-influencers have even
better numbers, converting approximately
7% of interactions into sales compared to
just 3% by macro-creators. Another
advantage of micro-influencers is cost-
effectiveness: their charge of
approximately $100-$1,000 per post,
compared with $1,000-$10,000 or more
for macro-influencers, leads to a lower
cost per engagement ($0.20 vs. $0.33).
When examining available data on the
ROI, a 2025 analysis has found that micro-
influencer campaigns deliver a 20:1 return-
meaning every dollar spent brings in $20
in  revenue-whereas  macro-influencer
campaigns yield only a 6:1 return, and
56% of marketers report better ROI with
micro and nano-influencers than with large
creators.

Research Methodology

This research applied a secondary data
analysis methodology, combining findings
from previously conducted studies,
scholarly articles, and data-driven results
published between 2021 and 2025. The
approach enabled practical and efficient
ways of investigating the impact of social
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media influencers without the problems
involved in primary data collection, like
those of gaining long-term access to
engagement metrics and consumer
purchase behavior. The study did not
involve collecting new data but, rather, the
identification and access of existing
secondary data through peer-reviewed
journals on marketing and consumer
behavior, conference papers tackling
influencer impact on electronic product
purchases, industry reports on marketing
analytics firms evaluating influencer
campaign performance, case studies
documenting real-world influencer
outcomes, and quantitative assessments of
engagement across different influencer
tiers. This substantial application of
secondary data provided a deep level of
insight into the phenomenon by taking
advantage of established research and
verified insights.

Known Data Sources

The primary works examined consisted of:

e A recent research carried out in
Kathmandu examining the purchasing
patterns of 151 media consumers
concerning electronics discovered that
influencer endorsements hold
predictive power, than traditional
reviews or advertisements.

e Indian academic research focusing
specifically on the effect of Instagram
influencers on  purchasing tech
products, including data from different
age groups.

e 2025 research quantifying authenticity,
trust, and credibility mediators in
purchase intentions among consumer
populations

e Industry-specific  evaluations  that
assess the effectiveness of micro-
influencers, versus influencers based
on expense, interaction and conversion
measurements

e Studies investigating dimensions of
influencer  credibility and their
differential importance for electronics
versus lifestyle products
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Data Analysis Approach
Analysis of the data occurred through
stages:

Stage 1:

Applicable studies were located that
satisfied the inclusion conditions: 1)
examined influencer impact, on consumer
purchasing decisions; 2) covered the sector
of goods or technologies; 3) were
published from 2020 or later representing
the current digital context; 4) used valid
research methods with clear reporting of
sample sizes and statistical analyses.

Stage 2:

Data Extraction: Methodically gathered
outcomes, statistical data, methodological
specifics and contextual insights from
chosen sources. Particular focus was
placed on: effect sizes, along with
association  metrics illustrating  the
influencer impact; comparisons, between
study samples and demographics; and
explanations of the processes through
which the influences take place.

Stage 3:

Synthesis and  Thematic  Analysis:
Arranged the collected data systematically
according to the themes found in the
literature concerning influencer
characteristics affecting credibility
methods of trust building, effectiveness of
micro, versus influencers; content-related
factors and demographic variations.

Stage 4:

Comparative ~ Review:  trends  and
uniformity, among various independent
investigations ~ pinpointing points  of
consensus, discrepancy and opposing
results. For studies presenting differing
outcomes assessed variations that might
account for the differences. Stage 5.
Alignment with Indian Market Context:
Implemented insights from studies to the
Indian market, uniquely understanding
specific characteristics of Indian consumer
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habits, trends in digital adoption, and the
dynamics of the electronics market that
could change overarching conclusions.

Stage 5:

Alignment with Indian Market Context:
Implemented insights from studies, to the
Indian market distinctively recognizing
particular traits of Indian consumer habits,
digital adoption trends and -electronics
market dynamics that could alter
overarching conclusions.

Findings and Analysis
Influencer Characteristics and
Credibility

Throughout  the literature  review,
credibility has been a central factor for the
influencer in shaping electronic device
purchase decisions, though the meaning of
it has changed from the traditional
celebrity endorsement model of credibility
to a more complex and multi-dimensional
one. Expertise would be critical for the
influencers because those influencers who
presented strong technical knowledge
about items in minute details, analyses of
performance, comparisons, and realistic
assessments created trust for the audiences
by helping them understand not just the
product features but the real-world
implications for different users. On the
other hand, authenticity has become just as
important-if ~ not more-so  because
audiences increasingly can make a
distinction between the influencers who
are knowledgeable but detached and those
who actually use the products and share
experience-based insights honestly.
Authenticity functions through perceived
openness and reliability, with audiences
trusting the influencers that overtly discuss
both pros and cons, stay consistent in their
values, and communicate with sincerity
across contexts. The empirical findings
reinforce this, with a correlation of 0.68
between authenticity and trust and 0.54
between authenticity and  purchase
intention, with trust mediating the link
between authenticity and buying behavior.
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Credibility also acts as a mediator,
suggesting that authenticity strengthens
both trust and perceived credibility, which
together  significantly influence the
likelihood of purchase.

Micro-Influencers'
Effectiveness for Electronics
The data certainly indicates that micro-
influencers outperform macro-influencers
across nearly every metric related to
electronic gadget purchasing behavior. The
statistics of engagement are strongly in
favor of micro-influencers, who create 5—
20% engagement as opposed to the 1-3%
seen with macro-influencers, showing not
just more engagement but also a much
greater focus of their audience to
information being shared. Quality makes
this gap even wider: macro-influencers get
superficial likes from people who are
essentially uninterested in a product, while
micro-influencers  receive  comments,
questions, and shares from genuinely
interested probable buyers; thus, their
interactions are far more conversion-
driven. This is reflected in purchasing
behavior, wherein micro-influencers yield
roughly 20% higher conversion rates than
macro-influencers, and nano-influencers
do even better, with about 7% of
engagements converted to sale versus only
3% for macro-creators. Cost-effectiveness
further strengthens this, wherein micro-
influencers charge $100-$1,000 per post
compared with the $1,000-$10,000+ that
macro-influencers usually charge, which
brings back significantly higher returns;
campaigns run by micro-influencers yield
an ROI of 20:1, quite higher than the 6:1
evident for macro-influencers, thus three
to four times more revenue per each dollar
spent.

Superior

Trust Development and Purchase
Conversion

The examined literature indicates trust as
potentially the key factor bridging
influencer communication and real buying
actions. Numerous studies have pointed
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out trust, as "the indicator of purchase
intention " showing a significantly greater
predictive power compared to
demographic variables product features
alone or even standalone influencer
credibility assessments

Trust seems to build up via repeated
exposure and confirmed evaluation.
Followers noticing that an influencer’s
advice is reliably correctwhere endorsed
devices function as claimed, pointed-out
drawbacks genuinely appear and value
assessments  correspond  with  the
followers’ experiences slowly adopt faith
in that influencer’s views. Over time this
faith forms the foundation, for accepting
purchase suggestions without needing
personal validation.
Implications for Marketers and
Practitioners

Campaign Strategy Development

The findings of the study provide tactical
suggestions for marketers in designing
influencer strategies to sell electronic
devices, starting with the priority of micro-
influencer collaborations when conversion
and ROI are key objectives; with higher
levels of engagement and better audience-
product fit, but most importantly, cost
efficiency, they are far more effective at
driving actual sales, while macro-
influencers should be used only for broad
awareness and never for conversion. The
second aspect will have to do with
matching influencer types according to the
stage of the customer journey: macro-
influencers can be considered at the very
early launch stage for reach, but in the
consideration and decision stages, trust
and detailed information matter more than
anything. Then, of course, comes
authenticity-where brands should partner
with influencers who genuinely use and
value the products and transparently
communicate sponsorships because it
strengthens rather than weakens trust.
Long-term collaborations will always
work Dbetter than one-off posts, for
consistent exposure to the content material
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fosters deeper trust and message
reinforcement. Last but not Ileast,
influencers need complete freedom to test
and demonstrate products over a period of
time, encouraging realistic usages and
candid discussions of strengths as well as
weaknesses-a thing that creates far more
persuasive and credible content than
polished but superficial promotional
material.

Platform-Specific Optimization

The findings stress that platform-specific
strategies are important in influencer
marketing for the electronics sector;
YouTube, because of its long video
format, remains the most impactful and is
used by influencers to create detailed
reviews, unboxings, comparisons, and
extend testing. Instagram is visually strong
and highly efficient for the showcase of
aesthetics, but, due to the nature of
content, produces more superficial
engagement and is highly suitable for
awareness campaigns and style-oriented
audiences rather than driving detailed
product evaluation. TikTok, on the other
hand, is a rising opportunity among
younger consumers, based on its short and
fast-paced videos coupled with high levels
of engagement, offering strong potential
for promotions within the electronics
category. This, however, requires a
different strategy-one which marries
personality, creativity, and fast product
highlights rather than the comprehensive,
technical approach found on YouTube.

Conclusion

In this study, social media influencers are
a huge force that brings transformative
changes in the field of electronic gadgets
to consumer buying decisions; shifting the
way merchandise is evaluated-a shift from
traditional celebrity appeal to authenticity
and relatability. Secondary data reveals
that micro-influencers often outshine
macro-influencers in terms of conversion
rates and return on investment, and such
influence is because of smaller, more tight-
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knit communities, which have deeper trust
and engagement with micro-influencers,
especially at the personal level based on
their experiences, helping consumers make
informed decisions in high-value tech
purchases. Influencer impact is thus
strongly related to an effective content
strategy, wherein comprehensive demos,
comparisons, and long-term reviews are
highly persuasive rather than superficial
endorsements, while its influence also
goes across different age groups rather
than being confined to a younger audience
only. For this reason, effective marketing
will integrate a range of approaches
wherein influencer strengths match up
with different stages of the customer
journey rather than single, isolated
campaigns. The net outcome thus indicates
a shift that is lasting from institutional
authority  towards individual-driven
credibility. This indicates that brand-
controlled product narratives are going
down, and digital word-of-mouth is up. It
is only long-term, authentic collaborations
that will help the brands shape trust and
purchasing decisions in today's
marketplace.
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Abstract: Digital lending has grown very
quickly in recent years and has changed
the way people apply for loans. These
platforms offer faster and more convenient
credit services, especially for customers
who may not fit into traditional banking
systems. However, the usual credit scoring
methods depend heavily on past financial
records and manual checks, which can be
slow and sometimes inaccurate. This
becomes a serious problem for borrowers
who are new to credit or do not have a
strong financial history. Because of these
issues, Artificial Intelligence (AI) is now
being used to make lending decisions more
accurateand fair. This study explains how
Al techniques like machine learning, deep
learning, natural language processing, and
predictive analytics help improve credit
scoring. Al can study different kinds of
data such as digital activity, transaction
behaviour, spending patterns, and even
alternative sources like mobile usage.
These insights help lenders understand
borrowers better and predict repayment
ability more clearly.The paper also looks
at how digital lenders, fintechs, and
NBFCs use Al in real-time loan approvals,
fraud detection, and risk-based pricing. It
also highlights concerns like data privacy,
bias in algorithms, and the need for
transparency. Overall, the findings suggest
that Al-based credit scoring strengthens
the digital lending system, supports
financial inclusion, and helps reduce non-
performing assets.

Keywords: Artificial Intelligence, Credit
Scoring, Digital Lending, Machine
Learning, FinTech, NBFCs, Financial
Inclusion

Introduction

The financial industry is changing quickly
because of digital technologies. One major
change has been the rise of digital lending
platforms, which have made it faster and
easier for people to get loans. These
platforms allow customers to apply online
and receive decisions within minutes.
However, this rapid growth has created
new challenges in checking whether a
borrower is trustworthy and capable of
repaying a loan.

Traditional credit scoring methods are
useful, but they focus only on past
financial data and credit history. This
becomes a limitation when dealing with
new borrowers or people who do not have
a formal financial record. This is where
Artificial Intelligence (Al) plays an
important role. Al tools can study a wide
range of data, learn patterns, and help
lenders make better decisions.

Al-driven models use behavioural,
financial, and digital data to understand
borrowers more accurately. This results in
fewer mistakes and  better risk
management. The purpose of this paper is
to explain the concept of Al in credit
scoring and digital lending. It discusses the
main theories, models, and ideas behind
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Al-based lending and focuses on how
these technologies improve accuracy and
fairness in credit decisions.

Literature Review

Previous studies show that traditional
credit scoring mostly depends on financial
records, income details, and repayment
history. But many researchers point out
that these methods are not always enough,
especially for people without a credit
history. Because of this gap, many authors
recommend using Al to improve the
accuracy and speed of lending decisions.
Some studies explain that Al and machine
learning algorithms can learn from large
amounts of data and identify risk patterns
that human analysts might miss. This helps
lenders make better predictions about
whether a borrower is likely to repay a
loan.

Other researchers discuss the importance
of using alternative data such as digital
payments, mobile usage, online behaviour,
and transaction patterns. Al tools can
combine these different data types to
understand a borrower more completely.
This is especially helpful for borrowers
who do not have strong financial
documentation.

Need and Objective of The Study

Al is becoming an important tool in credit
scoring because many borrowers still face
delays or rejection due to limited credit
history. Traditional methods cannot fully
understand every borrower. Al helps solve
this problem by making lending decisions
quicker, smarter, and more inclusive.

Objectives:

e To understand how AI helps improve
credit scoring

e To study how digital lending platforms
use Al

e To identify the benefits and challenges
of Al-based lending

e To explore how Al supports financial
inclusion

ISSN-2319-8478
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Theoretical Framework

1. Information Asymmetry Theory: This
theory explains that lenders often do
not have enough information about
borrowers. Al reduces this problem
by analysing different data sources
and giving lenders a clearer idea of
borrower behaviour.

2. Technology  Acceptance = Model
(TAM): According to this theory,
people accept a technology when it is
useful and easy to use. Digital lending
platforms using Al are becoming
popular because they offer faster
approvals and simple processes.

3. Machine Learning Decision Theory:
Machine learning helps systems learn
from past data and predict future
outcomes. In lending, ML models can
classify borrowers as low-risk or
high-risk more accurately than
manual methods.

4. Financial Inclusion Theory: This
theory focuses on providing financial
services to all people. Al helps
include new borrowers by using
alternative data and improving access
to credit.

Discussion

Al has brought major improvements to
digital lending systems. Traditional credit
scoring relies on fixed rules and limited
financial data, which often leads to
rejection of new borrowers. Al solves this
problem by studying a wide range of data
such as transaction behaviour, digital
activities, spending patterns, and mobile
usage.

Because of Al, loan approvals become
faster, paperwork is reduced, and decisions
are more accurate. Lenders also benefit
from early fraud detection, lower costs,
and better risk management.

However, Al is not perfect. There are
concerns about data privacy, fairness, and
bias in algorithms. If the data used to train




Vindhyan Bloom
an Al model is not balanced, it may
produce unfair outcomes. Therefore, it is
important for financial institutions to use
Al responsibly and follow ethical
guidelines.

Methodology

This study is completely theoretical and
does not include any primary data
collection. The information was gathered
from secondary sources such as research
papers, academic journals, government
reports, and articles related to Al digital
lending, and financial technology.

The methodology includes:

e Collecting information from existing
literature

e Selecting content relevant to Al and
credit scoring

e Understanding different viewpoints
from authors

e Summarizing the major themes and
concepts

This method is suitable for early-stage

student research.

Conclusion

The study concludes that Al plays a major
role in improving credit scoring and digital
lending. By analysing different types of
data, Al helps lenders make faster and
more accurate decisions. It also supports
financial inclusion by helping evaluate
borrowers who do not have strong
financial histories.

ISSN-2319-8478
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At the same time, ecthical issues like
privacy, fairness, and transparency must be
addressed to maintain trust. With proper
implementation, Al can make the lending
process more efficient, reliable, and
beneficial for both lenders and borrowers.
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Abstract: According to earlier research,
key economic indicators such as crude oil
prices,  exchange rates, inflation,
unemployment rate, and GDP affect the
Indian stock market, Nifty. In rapidly
expanding nations like India, market
volatility reflects broader economic shifts.
Understanding how  various factors
influence Nifty's performance is essential.
The present study aims to analyze the
effects of select major economic indicators
on Nifty stocks. This study utilizes
monthly data from January 2015 to
December 2025, 120 instances per
variable, such as the Nifty index, crude oil
prices, exchange rates, GDP,
unemployment rate, and inflation. The data
was transformed into a time series, and
both the ADF test and the KPSS test for its
stability assessment. After confirming
stationarity, an econometric analysis using
the MIDAS regression framework,
unrestricted MIDAS is conducted to
examine simultaneous impacts over time
frames with lags of 3, 6, 8, 10, and 11. The
research reveals that crude oil prices and
exchange rates influence the Nifty index
across most lag models. Crude oil prices
show a strong positive impact, while
exchange rates exhibit a negative impact.
The unemployment rate and GDP show a
moderate positive effect at shorter lags,
whereas inflation shows a weak negative
effect. In 2016, oil prices increased to
around $30 per barrel, and in 2022 $100
per barrel this showed an effect on nifty

and show an upward trend this reflects
investor can grow within the sector of
energy companies also exchange rates in
2018 to 2020 during periods of Indian
rupee depreciation I74 to 76 against the
U.S. dollar, Nifty experienced declines due
to capital outflows, but investors can
invest in pharmaceuticals and IT which
benefits due to devaluation of exchange
rates. In 2022, when India's inflation
peaked at 7.8%, creating shifts towards
sectors healthcare. Investors can utilize
these data points to create -effective
investment ideas. This research says that
fluctuations in crude oil prices and
currency values have the strongest
influence on the Nifty index. whereas
factors like GDP, inflation, and
employment rate have a lesser impact.
Future studies could incorporate additional
macroeconomic factors and expand the
timeframe.

Key Words: Nifty Index, Macroeconomic
Factors, Exchange Rate, Crude Oil Prices

Introduction

The Indian stock market is one of the
world’s fastest-growing and most active
financial markets, and it plays an
important role in showing how the
country’s economy is performing. Among
all its indices, the Nifty 50 is the most
widely used benchmark, as it tracks the
performance of major companies from
different sectors. However, the Indian
stock market is highly influenced by
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various macroeconomic factors such as
crude oil prices, exchange rates, inflation,
GDP, interest rates, and unemployment
levels. Any change in these factors can
affect company earnings, investor
confidence, and overall market behaviour.
Since India is deeply connected to global
markets and depends heavily on imports,
even small shifts in these economic
indicators can create noticeable
movements in stock prices. Therefore,
understanding how these factors affect the
market has become essential for investors,
analysts, and policymakers. This study
focuses on examining how  key
macroeconomic  variables shape the
performance of the NSE Nifty 50 index
over time.

Literature Review

Macroeconomic factors and stock market
performance are vast research in financial
markets. Numerous studies show the
effects on stock returns. The earlier
research work discussed is

R. P. Prakash (2021) took five major
macroeconomic factors, which are forex
reserves, crude oil prices, FlIs, balance of
payments, and gold prices on the NSE
Nifty 50. Monthly data for all the selected
variables were collected for the period
from January 2016 to December 2020. To
examine the relationship between these
variables, the ADF test was applied to
check whether the data was stationary or
showed consistent patterns over time. To
know the influence of independent
variables on dependent variables by
running multiple regression. Out of all the
variables in this study, only crude oil
prices show an impact, and no other
factors have shown any difference.

H R Tejesh (2024) The study examines
the impact of exchange rate and inflation
on stock market (Nifty-50) returns in India
using monthly data from April 2013 to
February 2024. The autoregressive
distributed lag (ARDL) cointegration and
error correction parameterisation approach
is applied to analyse this relationship. The

ISSN-2319-8478
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findings reveal an insignificant long-run
association between stock market returns
and both inflation and the exchange rate.
However, there is a significant short-run
relationship between stock market returns
and both inflation and the exchange rate.
Dr. Ruhee Mittal, Dr. Priyanka Kaushik
Sharma and Manya (2023) this study
aims to analyze the realtionship between
macreconomic factors exchange rate,
wholesale price index, foreign portfolio
investments, iip, crude oil prices and stock
market index Nifty 50. The data collected
from January 2012 to December 2021
applied to co-integration and error-
correction methods. The study finds that
out of all these macroeconomic indicators;
only crude oil prices consistently show a
significant influence on Nifty 50.

Manan Ahuja (2024) Analysing the
effects of macroeconomic variables such
as inflation, money supply, exchange rate,
and interest rate on the stock market in
India from April 2016 to April 2024. the
study found that inflation and the
exchange rate have negative effect on
stock market returns. The money supply
and the interest rate were found to have a
positive impact, helping to advance the
stock market. This outcome highlights the
essential role these economic factors play
in determining how the stock market
performs in India.

Objectives of the Study

e To explore the impact of
macroeconomic variables on the Indian
stock market.

e To analyse the relationship between
selected macroeconomic variables and
the Nifty index.

Research Methodology

Data Description and Techniques

The analysis considered the Nifty 50 as the
dependent variable and five
macroeconomic factors as independent
variables, which are crude oil prices,
exchange rates, inflation, unemployment
rate, and GDP. This study has chosen
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monthly data from January 2015 to
December 2025, that is, 120 instances over
a period of ten years. The required data
were collected from the World Bank, RBI
and NSE India. The dataset was
transformed into a time series, and then the
Augmented Dickey-Fuller test and the
Kwiatkowski-Phillips-Schmidt-Shin  test
were used to verify stationarity.
Techniques used

To study how the macroeconomic
variables relate to the Nifty 50 index, the
analysis used monthly data collected from
January 2016 to December 2020. Before
examining the relationship, the time-series
data had to be checked for stability. For
this purpose, the Augmented Dickey—
Fuller (ADF) test and the Kwiatkowski—
Phillips—Schmidt—Shin (KPSS) test were
applied to confirm whether the variables
were stationary or not. These tests
determine ~ whether  each  variable
maintained a stable mean and variance
throughout the study period. Only after
confirming that the data is stationary, then
the econometric analyses carried out.

After the stationarity assessment, the study
used the Unrestricted Mixed Data
Sampling regression model to evaluate
how macroeconomic indicators like crude
oil prices, exchange rates, inflation,
unemployment rate, and GDP affect the
Nifty 50 index. The U-MIDAS framework
was chosen because it captures lagged
effects spread across different time
intervals. The model was estimated using
multiple lag structures of 3, 6, 8, 10, and
11 years to understand how short, medium,
and long-term changes in  these
macroeconomic variables influence stock
market movements.

Hypotheses

Ho: Macroeconomic factors do not have a
significant impact on the Nifty index.

H1: At least one of the Macroeconomic
factors has a significant impact on the
Nifty index.

ISSN-2319-8478
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Theoretical  Background of the
Unrestricted MIDAS Regression Model
The Unrestricted Mixed Data Sampling
(U-MIDAS) regression model is an
econometric technique used to analyse
how high-frequency and low-frequency
variables jointly influence a dependent
variable over time. In this study, the U-
MIDAS model is applied to examine how
selected macroeconomic factors, crude oil

prices,  exchange rates, inflation,
unemployment rate, and GDP, affect the
Nifty 50 index.

The basic form of the U-MIDAS
regression model used in this study is
represented as follows:
Vi=a+ 251:0 BieX1t-k +

Ik(io BarX2t—k + le\fio BarXzt—k +
ZIk(io BaxXat—k + Z’,fio BsiXs -k +
It cevsesnsssensonnes €))
Where:
Y, represents the Nifty 50 index at time ¢.
o is the intercept term. The variables Xi,
X2, X3, X4, and Xs refer to crude oil prices,
exchange rates, inflation, unemployment
rate, and GDP. The lag values Ki, Kz, Ks,
Ks, and Ks represent how many past
periods of each macroeconomic variable
were included in the model, based on the
selected lag structure (3, 6, 8, 10, and 11
lags). The terms Bu, P2k, Psk, Pax, and Psk
indicate the coefficients assigned to each
lag, showing each past value of the
variable influences the Nifty 50 index in
the MIDAS model.

Analysis and Results

Table 1 indicates that all variables, Nifty,
Inflation, Unemployment rate, Crude Oil
price, Exchange Rate, and GDP were
initially non-stationary, showing trends
and fluctuating variability over time.
Using this data in a MIDAS regression
could have resulted in misleading
outcomes.

Table 2 shows that after transforming the
data, all variables became stationary
according to both the ADF and KPSS
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tests. Stationarity allows the MIDAS
model accurately capture these
macroeconomic factors influence the

Indian
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stock market,

providing more

reliable and meaningful results.

Table 1: Stationarity Test Results (ADF & KPSS)

Variable ADF Result KPSS Result Final
p-value p-value decision

. 0.859 non- 0.01 non- non-
Nifty (v) stationary stationary stationary

. 0.2658 non- 0.01 non- non-

Inflation . . .
stationary stationary stationary

Unemployment | 0.4504 non- 0.1 stationary non-
Rate stationary stationary

Crude Oil | 0.51 non- 0.01 non- non-
price stationary stationary stationary

Exchange Rate 0.1643 non- 0.01 non- non-
stationary stationary stationary

GDP 0.4644 non- 0.1 stationary non-
stationary stationary

Table 2: Stationarity Test Results (ADF & KPSS) after converting non-stationary data
to stationary data

Variable ADF Result KPSS Result Final
p-value p-value Decision

Nifty (y) 0.019 Stationary 0.10 Stationary Stationary
Inflation 0.01 Stationary 0.10 Stationary Stationary
:.J;;:mployment 0.01 Stationary 0.10 Stationary | Stationary
[():rl';l:(eie oil 0.01 Stationary 0.10 Stationary | Stationary
Exchange Rate | 0.01 Stationary 0.10 Stationary Stationary
GDP 0.01 Stationary 0.10 Stationary | Stationary

MIDAS Regression Analysis: Lagged
Effect

To examine the impact of macroeconomic
factors on the NSE Nifty 50, a MIDAS
regression model was used. This method
captures both immediate and lagged
effects of variables such as crude oil
prices, exchange rates, GDP, and
unemployment on the stock market. The
results, shown in (Tables 3-8), illustrate
how each factor influences Nifty’s
behaviour over different time horizons.

In the short-term model (Table 3), Crude
Oil prices have a significant positive
impact on Nifty, indicating that rising oil
prices are associated with higher stock
returns. The exchange rate shows a strong
negative effect, suggesting that a stronger
rupee reduces stock market performance.
The unemployment rate has a weak
positive effect, while inflation and GDP do
not show a significant influence at this
horizon.
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TABLE 3: MIDAS Re

ression Results Model: mls(- , 0,1)
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Variable Coefficient t-value p-value Significance
Intercept 0.01193 2.987 | 0.00345 | Significant (*)
Inflation 0.01332 0.55| 0.58355 | Not Significant
Unemployment rate 0.088 518 1.896 | 0.06046 | Weak (.)
Crude Oil prices 0.1092 2.815 | 0.00575 | Significant (*)
Exchange rate -1.4368 -4.109 | 7.5E-05 | Highly Significant (***)
GDP -0.002 -1.489 | 0.13917 | not significant
TABLE 4: MIDAS Regression Results Model: mls(- , 0:3,1)
Variable Lag Coefficient | t-value p-value Significance
Intercept - 0.0116428 | 2.717 0.007839 | Significant (**)
Unemployment 0 0.1220939 | 2.235 0.027759 | Significant (*)
rate
Unemployment 1 -0.0985123 | -1.757 0.082210 | Weak (.)
rate
Crude Oil prices |0 0.1928472 | 4.001 0.000125 | Highly
Significant
(***)
Crude Oil prices | 2 0.1104060 | 2.173 0.032252 | Significant (*)
Exchange Rate 0 -1.3344978 | -3.777 0.000276 | Highly
Significant
(***)
GDP 0 -0.0034186 | -2.211 0.029459 | Significant (*)
TABLE 5: MIDAS Regression Results Model: mls(- , 0:6, 1)
Variable Lag Coefficient | t-value p-value Significance
Intercept - 0.01043 2.276 0.02565 Significant
*)
Unemployment | 0 0.1215 1.996 0.04942 Significant
rate (*)
Crude Oil | 0 0.1672 3.179 0.00213 Significant
prices (*%)
Crude Oil | 2 0.1383 2.396 0.01902 Significant
prices (*)
Crude Oil | 5 0.1062 1.904 0.0607 Weak (.)
prices
Exchange Rate | 0 -1.249 -2.984 0.00381 Significant
**)
GDP 0 -0.004161 -2.477 0.01544 Significant
*)
GDP 4 0.003612 2.343 0.02171 Significant
*)
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As lags are included (Tables 4-5), the
positive impact of Crude Oil prices
remains consistent and significant across

ISSN-2319-8478
Vol-15 Issue-1, January 2026

negative effects. Exchange rate continues
to negatively affect Nifty, while GDP
shows short-term negative effects and

multiple periods.
shows mixed

positive effects and

Unemployment rate
effects,

short-term

slightly delayed

some delayed positive impact, indicating
that economic growth can support stock
prices over time.

TABLE 6: MIDAS Regression Results Model: mls(- , 0:8,1)

Variable Lag Coefficient | t-value p-value Significance

Intercept - 0.009328 1.788 0.07844 Weak (.)

Crude Oil | 0 0.1741 0.00353 Significant

. 3.027

prices (**)

Crude Oil | 2 0.1563 2.388 0.01987 Significant

prices (*)

Exchange Rate | 0 -1.251 -2.657 0.00991 Significant
**)

GDP 0 -0.004227 -2.242 0.02838 Significant
*)

TABLE 7: MIDAS Regression Results Model: mls(- , 0:10,1)

Variable Lag Coefficient t-value p-value Significance

Crude Oil |0 0.157417 2.343 2.343 Significant

prices (*)

Crude Oil |2 0.130760 1.765 1.765 Weak (.)

prices

Exchange 0 -1.517749 -2.387 0.0206 Significant

Rate (™

GDP 0 -0.004678 -1.994 0.0514 Weak (.)

TABLE 8 : MIDAS Regression Results Model: mls(-, 0:11,1)

Variable Lag Coefficient | t-value p-value Significance

Intercept - 0.01413 1.788 0.0803 Weak (.)

Crude Oil |0 0.153817 2.108 0.0404 Significant

prices (*)

Exchange 0 -1.786000 -2.428 0.0190 Significant

Rate (™

Long-term Effects (Tables 6—8) In models Conclusion

with extended lag structures, Crude Oil This study explains how different

prices consistently maintain a positive
influence on Nifty. The Exchange rate
remains a significant negative factor, while
GDP and Unemployment rate show
weaker effects at longer horizons. Inflation
does not show a significant effect in any
model.

macroeconomic factors affect the NSE
Nifty 50 using the MIDAS model. The
results show that some factors have a
stronger impact on the stock market than
others. Oil prices and the exchange rate
turned out to be the most important. When
oil prices rise, the Nifty often moves up,
but when the exchange rate changes where




as Indian rupee becomes weaker, the
market tends to fall. Other factors like
GDP and unemployment rate influenced
the market only slightly, and inflation did
not show any major effect in this analysis.
The findings from different MIDAS
models also showed that the stock market
responds differently depending on how
many lags are included. Models with a
moderate number of lags performed better,
suggesting that investors react not only to
current economic conditions but also to
past trends.

Limitations of the Study and Scope for
Further Research

This study has certain limitations. It
considers only a few macroeconomic
indicators, which means other relevant
factors were not part of the analysis.
Additionally, the outcomes of the MIDAS
model may change based on the lag
structure used. Keeping these limitations
in mind, future researchers can expand the
work by including a wider range of
variables, using higher-frequency datasets,
comparing multiple modelling approaches,
or analysing sector-specific impacts to
gain a more detailed understanding of how
economic conditions influence stock
market movements.
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Role of Virtual Reality in Hotel Marketing and Guest Engagement
Nupur Mahaske, Student, Vishisht School of Management, Indore, M.P

Abstract: Virtual reality hospitality is
changing the industry's experience from
immersive guest experience and marketing
strategies. According to this paper, how to
increase hotel marketing through VR
technology like 360degree virtual tours,
interactive pre arrival experience and
personalized guest engagement. This
research tells us if we install VR facilities
in hotels so we can increase booking by 70
to 130%, especially in millennials
travelers. And technology acceptance
model (TAM) studies analyze how
psychological mechanisms such as
perceived usefulness and enjoyment drive
guest engagement and booking intent.
Some case studies are available in paper
like Marriott’s VR post card, Virtual tours
of Atlantis Dubai, Taj Hotel in India.
According to findings the travel market is
expected to grow by 38.2% CAGR and
reach 27.5 billion by 2029. So, the Indian
hospitality chain has a big opportunity to
increase competitive positioning. The
study concludes with practical
recommendations for  cost-effective
implementation, integration with digital
marketing strategies, and a measurement
framework for ROI in emerging markets.
Keywords:  Virtual Reality, Hotel
Marketing, Guest Engagement,
Technology Acceptance Model, Digital
Marketing, Hospitality Technology

Introduction and Background
Context and Problem

The hospitality industry faces intense
competitive worries where traditional
motionless imagery and descriptions fail to
convey the observational qualities of
modern hotels. Virtual reality addresses
this by enabling "try-before-you-buy"
immersive  property  self-exploration,
decreasing  booking  suspicions and
escalating conversion rates by 67-87%,
particularly among millennials and Gen-Z
tourists.

Adoption Barriers: Despite demonstrate
effectiveness, VR adoption remains
limited in occurring markets like India due
to: (1) high development costs (X15-30
lakhs); (2) uncertain ROI measurement;
(3) limited localized case studies; (4) lack
of integration advisement with existing
digital channels; and (5) insufficient
technical expertise.

Research Objectives

This investigation aims to:

e Examine VR applications in hotel
marketing and interaction framework.

e Apply TAM framework to understand
VR adoption in hospitality Present
global and Indian case studies

e Identify implementation challenges
and solutions

e Provide applicable recommendations
for Indian hotel chains

Significance: With the global VR travel
market projected at $12 billion by 2032
and Indian hospitality valued at $15.2
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billion (2024) with 15% annual growth,
understanding VR's critical role directly
impacts hospitality industry
competitiveness.

Literature Review

VR Evolution in Hotel Marketing

Marriott's  pioneering 2014  "Vroom
Service" used Oculus headsets in travel
agencies, achieving 70% increased booki.

Inquest conversion posterior
implementations by Atlantis Dubai (87%
booking confidence improvement),

CitizenM Hotels (15% direct booking
increase, 20% rescission), and Best
Western (71% drop in guest complaints
through employee VR training) validate
effectiveness across hotel categories.

Engagement Mechanisms: Research
discriminates psychological engagement
(emotional attachment, perceived
factuality) from behavioral engagement
(interaction frequency). VR's significant
enjoyment  factor ($=0.593) drives
psychological engagement more than
behavioral grades, translating to increased
conversions, reduced abolitions(up to
10%), and higher loyalty.

Technology Acceptance Model (TAM)
TAM  provides robust theoretical
foundation for VR adoption, proposing
that technology adoption depends on: (1)
perceived ease of use (PEOU), (2)
perceived usefulness (PU), and (3)
enjoyment as mediator for experiential
technologies. Validated path coefficients
in hospitality contexts show:
PEOU—Psychological Engagement
(B=0.211, p<0.001); PU—Booking Intent
(B=0.305, p<0.001); Enjoyment—Booking
Intent (f=0.247, p<0.001)[2].

Indian Hospitality Applications

Taj Hotels' 360-degree tours combined
into WhatsApp Business increased mobile
investigation by 156% over 6 months.
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Oberoi Group's VR experiences in
commercial travel branches increased B2B
bookings by 42%, with guest satisfaction
scores rising from 8.1 to 8.7[9]. ITC Grand
Chola's heritage and culinary VR formats
enticed 25-34 age group, expanding
bookings 68% year-over-year|[9].
However, adoption remains limited
compared to Western markets due to cost
concerns and measurement uncertainty.

Empirical Findings and Strategic
Implications

Quantitative Results

Confirmational factor analysis validated
measurement model (CFI1=0.962,
RMSEA=0.061). Structural model
confirmed: booking intent R?=0.68, loyalty
intentions R>=0.72. Moderation analysis
revealed millennials (B=0.612) showed
significantly stronger enjoyment-
engagement effects than non-millennials
(B=0.438). Luxury hotels validated
stronger VR impact on booking intent
(B=0.387) versus budget properties
(B=0.268).

Practical Implementation Strategy for
Indian Hotels

Content Quality Prioritization:
Professional-grade production identifying
authenticity drives engagement; rushed
executions underperform.

Digital Channel Integration: Embed VR
across website, social media, OTA
platforms, email sequences rather than
standalone experiences.

Demographic Targeting: Focus
marketing on  millennials, business
tourists, ~ corporate  groups,  young
professionals showing strongest VR
receptivity.

ROI Measurement: Track booking
conversion  rates, inquiry  quality,
cancellation reduction, satisfaction scores
rather than abstract engagement metrics.
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Implementation Challenges and Solutions
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Challenge Evidence

Cost Barriers X15-30 lakhs development +
hardware

Technical Limited hospitality-focused VR

Expertise developers

Content Regular  updates

Maintenance renovations/seasonal changes

Guest Access Not all  guests

headsets/familiarity

needed for

Solution

Vendor partnerships, phased
rollout, smartphone VR

Partner with tech providers, staff
training programs

Allocate 10-15% annual budget
for maintenance

VR  Multiple pathways: smartphone
VR, web 360°, social media

Quick Implementation Roadmap (12-18

Months)

e Phase 1 (Months 1-3): VR feasibility
assessment, vendor evaluation,
business case development.

e Phase 2 (Months 4-6): Core room tour
content development, testing across
platforms, staff training.

e Phase 3 (Months 7-12): Deploy across
digital channels, collect feedback,
optimize, launch marketing campaigns.

e Phase 4 (Months 13-18): Expand to
full room portfolio, add destination
experiences, plan additional properties.

Conclusions and Recommendations

Key Findings Summary

TAM framework validation confirms
observed usefulness ($=0.305) and
enjoyment (B=0.593) substantially drive
booking intent. Qualitative case studies
demonstrate practical effectiveness: Taj
(+156%), Oberoi (+42%), ITC (+68% age
group). Age moderation effects show
millennials respond strongest to VR.
Market projection ($27.5B by 2029, 38.2%
CAGR) indicates VR adoption is
strategically essential, not optional.

Strategic Recommendations for Indian
Hotels
1. Conduct VR Feasibility Assessment -

Evaluate property  distinctiveness,
target demographics, competitive
context.

2. Prioritize  Content  Quality -
Professional photography, authentic
illustration over rapid deployment.

3. Integrate Digital Channels - Embed
VR across website, apps, social media,

OTA platforms.
4. Implement ROI Tracking - Monitor
conversion rates, cancellation

reduction, satisfaction improvements.

5. Partner with Vendors - Collaborate
with established tech providers for
platform solutions.

6. Target Demographics - Focus on
millennials, business tourists,
corporations.

7. Sustain Investment - Allocate 10-
15% annual budget for updates and
maintenance.

Future Research

Comparative effectiveness of VR vs. AR
and digital twins; longitudinal loyalty
studies; optimal content formats for
hospitality; segment-specific effectiveness;
Al integration for personalized
experiences.
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Consumer Sentiment Analysis: How Social Media Data Shapes Brand Perception
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Siddharth Jain, Assistant Professor, Vishisht School of Management, Indore, M.P

Abstract: Today’s social media world,
consumer sentiment about the brands
belief was standing a high-level position.
This study expresses how social media
data inform sentiment analysis and after
influences brand belief, marketing
strategy, and corporate decision-making.
Through a review of existing literature,
theoretical frameworks, research on social
media platforms like as (WhatsApp,
Instagram, twitter, Facebook, LinkedIn) by
the google form strategy and illustrative
case examples. Sentiment analysis, a
subset of Natural Language Processing
(NLP), involves understanding the
underlying emotional tone behind online
discussions and opinions. This paper
explores the relationship between online
sentiment signals and real-world consumer
behavior. This finding tells us that
Continuous monitoring and adaptation are
essential to understanding the dynamic
landscape of social media this paper
provides a comprehensive overview of
sentiment analysis tools and techniques to
keep a positive brand image. It also
provides practical recommendations for
brands to use social media sentiment data
to protect their reputation.

Keywords: Sentiment Analysis; Social
Media Analytics; Brand Management;
Machine Learning; Consumer Insights.

Introduction
Background

1.0verview of Sentiment Analysis:
Sentiment analysis is a process of
analyzing a text to determine its emotions
and gesture and classifying its tone as
positive, negative or neutral. In the recent
years sentiment analysis gained a strong
momentum and Market penetration due to
its ability to analyze the vast, unstructured
data in a structured way from various type
of sources including social media
platform.

2.The Role of These Techniques in
Contemporary Brand Management:

In trendy brand management, sentiment
analysis has central role. It enables brands
to access public opinion and trace the
change in sentiment and perceptions of
consumer over time; it allows for more
informed decision making. By leveraging
these techniques, companies can tailor
their marketing strategies, addressing
customer concern promptly and enhancing
the product and brand qualities and
loyalty. For instance, sentiment analysis
can identify emerging trends and potential
issues before they escalate.

Objective of the Study

To find how sentiments analysis and
consumer perception effect the brand
strategy and decision making. This study
aims to research the impact of sentiment
analysis on brand perception, decision
making, and strategy. Understanding how
consumer sentiment affects brand image
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can provide valuable insights for
concentrate marketing strategies and
enhance customer engagement.

Research Question

How does sentiment analysis help to
understanding the consumer opinion
and perception about brand and
product?

This research question seeks to investigate
the role of sentiment analysis in unravel
the consumer opinion and feedback about
the product and brand. It will examine how
sentiment analysis tools can provide a
enlightened understanding of consumer
attitudes and their impact on brand
perception.

What are the most effective social media
tool to collect the consumer opinion?
The study aims to identify the best social
media tool for collecting the consumer
opinion data. This includes assessing their
functionalities, ease of use, and the quality
of insights they provide.

What does the challenge face by brand
to implementing sentiment analysis?
This question aims to explore the
challenges faced by brand management in
implementing sentiment analysis. It will
explore issues such as data security, data
privacy, the accuracy of sentiment
detection, and the integration of insights
into calculated planning.

Literature Review
Sentiment analysis

1.Definition and Importance:

Sentiment analysis is also known as the
opinion mining, is the field of study that
analyzes people’s opinion, evaluation,
sentiment, and emotions towards the
entities such as service, product,
management, organization, and their
ascribe. It represents the large problem
space.
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The importance of sentiment analysis lies
in its ability to provide business with
actionable awareness into consumer
perception and also  helpful for
organizations to provide the strategy so
they maintain the loyalty of the product
and service.

2. Techniques and Algorithms:

Sentiment  analysis  enlists  various
techniques and algorithms to process and
analyze text data. Key approaches include:
Machine learning algorithm [ML]: these
algorithms, such as support K-Nearest
Neighbor (KNN), Naive Bayes, and
Neural Networks, are used to find patterns
in data and improve their performance
over time and classify text based on
learned patterns from training data.
Machine learning models learn to
understand feelings in text by looking at
examples where the feelings are already
known (labeled).

Natural Language Processing (NLP): is the
area of computer science and artificial
intelligence that enable to understand,
decoding, and generate human language.
This process ensures the text is more
uniform and understandable for machine
learning models to analyze feelings or
opinions correctly.

Text mining: text mining is the process of
collecting useful and informational data
from limit less amount of the disorganized
text data. It involves techniques from data
mining, machine learning and natural
language process [NLP] to turn text into
structured data that can be easily analyzed.
Text mining help to discover a hidden
interconnection, trends, and fact from the
documents, e-mail, review, and various
type of text source. Which can be helpful
for decision making. Text mining focuses
on unsheathe actionable insights from text,
while NLP focuses more on understanding
and processing human language itself.
Together, they enable powerful analysis of
textual data.

Application in brand management
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In brand management, sentiment analysis
use for check the royalty of the brand and
product, evaluate consumer feedback and
guide marketing strategy. For instance,
sentiment analysis, identify the emerging
issue and trend from consumer review and
allowing brand to addressing the problem
correctly and change the strategy.

Methodology

Sampling Procedure

How participant and data or data point are
selected: Sampling procedures are the
methods or techniques used to choose a
small group called a sample, from a large
number of collecting data for a study. The
reason behind the selecting the sample
from the large population of data is it
accurately collects data so that the
conclusion can be drawn easily without
studying the large amount of data. There is
main two type: stochastic sampling:
everyone in the population has an equal
chance of being selected, often using
random methods. Examples include simple
random sampling, systematic sampling,
and stratified sampling. judgmental
sampling: the sample is selected on the
basis of its specific characteristics, not a
random chance. Examples include
purposive sampling, snowball sampling,
and consecutive sampling.

Data Collection

Source of data

Social media platform: data can be
collected from the various type of social
media platform like as twitter, LinkedIn,
Instagram, Facebook, and WhatsApp.
These types of platforms give a rich source
of data from the comments, like, and post,
which can be analyzed easily to know
consumer opinion and perception toward
the brand consumer review: online
consumer review from platform like
amazon, Flipkart, and yelp offer a valuable
perception into costumer opinion and
experience with product and service. This
review usually includes detailed sentiment
about brand reputation and loyalty.
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Tools and Software for Data Extraction:

Octoparse tool is a no-code web scraping
tool designed to help users easily extract
the structure data from websites without
using and needing programming skills.
Apify tool: is an online platform that
helps you automatically collect
information from  websites  without
needing to write code. It provides many
ready-to-use tools that gather data from
places like online stores, social networks,
and business directories quickly and
easily. You can build your own tools, set
them up to run automatically, and get the
information you need without doing all the
work manually.

Data Analysis

Techniques for Sentiment Extraction and
Analysis:

Social listening platforms: are the type of
software tool which help businesses track,
analyzing, perception, and what people or
costumer are saying about their brand,
product, and services on the social media
platform and other online spaces. Natural
Language Processing (NLP): NLP
techniques are important for extracting
sentiment from text. This involves pre
processing steps such as tokenization,
lemmatization, and removing stop words.
After that, sentiment classification uses
algorithms like Naive Bayes, SVM, or
deep learning models.

Result

Sentiment Correlates with Sales and
Consumer Loyalty

When we discuss about this term
“sentiment correlates with sales and
consumer loyalty” it means how the
consumer reacts and feel about their brand
and product highly affect how much they
purchase the product. When the consumer
sentiment is positive about the brand so the
costumer is creating the product demand
and suggest to our family, friend, and
relatives to buy this product. On the other
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hand, the sentiment is negative so they
shift our competitor’s product and brand.

Crisis Signals Emerge Early on Social
Media

Means that early warning signals of
impending problems or negative events
often break on social media. Individuals
tend to post complaints, concerns, rumors,
or strange behavior online before word of
these issues spreads publicly. Monitoring
such early warnings via social listening
enables organizations to spot crises related
to product failures, scandals, or customer
dissatisfaction in their nascent stages and
enables them to quickly address such
situations and potentially avoid harm to
their reputation or business.

Influencers And Viral Events Have
Outsize Impact

Means that influential social media users
and highly viral events or content have
considerably more influence over public
opinion, brand reputation, and market
trendsetting compared to regular content or
people. Their opinions and actions can
rapidly drive consumer behavior, drive
brand awareness, and amplify messages
far beyond regular reach, making them
powerful forces in marketing and
communication strategies.

Discussion

Challenges In Sentiment Analysis
Challenges in sentiment analysis refer to
the difficulties faced when trying to
accurately understand and categorize
emotions expressed in text.

Bias in training data

Bias in training data refers to systematic
errors or unfair prejudices present in the
data used to train machine learning
models. This bias can happen when certain
groups or types of data are
underrepresented,  overrepresented, or
inaccurately labeled, leading the model to
produce skewed, unfair, or inaccurate
predictions.
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Context-dependent errors

In sentiment analysis are mistakes that
arise because the meaning of words or
sentences changes depending on the
situation or surrounding text. These errors
happen because computers often analyze
text literally and struggle to grasp subtle
meanings without understanding context
fully. Improving context awareness in
sentiment analysis helps reduce these
errors and produce more accurate result.

Privacy and Data Accuracy Concerns

Refer to issues of personal or sensitive
information protection and the correctness
and reliability of the data collected and
used. Privacy concerns arise when
individuals' data is collected, stored, or
shared without their consent or proper
safeguards, posing a risk of its misuse or
unauthorized access. Data accuracy
involves  incorrect, inconsistent, or
outdated information that leads to wrong
conclusions or decisions. Both are cardinal
challenges in data collection and analysis,
especially with large-scale social media or
consumer data, that require strict ethical
practices and robust data management in
order to maintain trust and effectiveness.

Conclusion

Consumer sentiment analysis through
social media has become an important tool
in the digital era to comprehend and shape
brand perception. It helps brands gain
important insights about customer attitude
and behavior based on the emotions and
opinions on  WhatsApp, Instagram,
Twitter, Facebook, or even LinkedIn. This
real-time monitoring gives a better
position to implement more informed
marketing strategies, proactive crisis
management, and enhanced customer
engagement for driving sales and loyalty.
Advanced data extracting tools, such as
Octoparse and Apify, can be integrated
with complex sentiment analysis using
Natural Language Processing; thus, large
portions of unstructured text can be
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transformed into actionable insights.
However, bias in training data, context-
dependent errors, and disregard for privacy
and the accuracy of the data must be
treated with extreme caution in order to
ensure the reliability and fairness of the
analysis. These competencies, therefore,
seek to address how the use of social
media sentiment data by firms provides
them with a competitive advantage needed
to respond dynamically to the changing
consumer needs and market trends, protect
their reputation, and build long-term
customer relationships in a shifting digital
landscape. The study shows how consumer
sentiment on WhatsApp, Instagram,
Twitter, Facebook, and LinkedIn forms
vital brand perception and becomes an
effective marketing strategy. Sentiment
analysis, a strong tool of NLP, decodes the
underlying emotion behind every online
discussion and  presents  real-time
consumer opinion to the brands. Moreover,
it allows companies to continuously
monitor the same so that emerging issues
can be identified, and they can work
toward product improvements to attain
customer loyalty. It includes appropriate
sampling techniques to pick relevant data
from social media and consumer reviews,
data extraction using tools like Octoparse
and Apify, and sentiment analysis using
social listening platforms coupled with
NLP techniques. The structured process
allows extracting consumer emotions and
makes informed brand-level decisions
possible. Results have shown that positive
consumer sentiment means increased sales
and loyalty. Crises often break first on
social media, where early warnings can be
detected. Influencers and viral events have
a significant effect on brand reputation by
magnifying consumer perception in a very
short span of time. However, bias in the
training data, context-dependent
interpretation of errors, privacy issues, and
data accuracy raise several concerns that
must be carefully managed to assure
reliable sentiment analysis. This, in all,
equips a brand with a competitive
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advantage, given the improvement in

reputation management

and customer

engagement in a dynamically changing
digital world.
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Role of Youth in Viksit Bharat 2047
Shriyansh Pushpad, Student, Vishisht School of Management, Indore, M.P

Abstract: Viksit Bharat 2047 outlines a
comprehensive and ambitious national
vision to transform India into a developed,
self-reliant, inclusive and  globally
respected nation by the year 2047 —
coinciding with its 100th year of
independence. The vision transcends mere
economic growth; it aims for balanced
progress across economic prosperity,
social equity, technological innovation,
environmental sustainability, and good
governance. The foundation of Viksit
Bharat lies in inclusive growth, ensuring
that the benefits of development reach all
sections of society, particularly youth,
women, the poor, and farmers, who are
identified as key pillars of the nation's
progress. This requires equal access to
quality education, skills training, and
public services, which are critical for both
rapid economic growth and equality of
opportunity. The focus is on empowering
individuals through skill development,
innovation, and entrepreneurship,
integrating technology skills and career
training into the education system to
prepare a dynamic workforce capable of
adapting to changing global economic
models. Social equity is a core component,
with an emphasis on gender equality,
women's empowerment through initiatives
like 'Beti Bachao, Beti Padhao' and
'Ujjwala Yojana', and ensuring access to
education and healthcare for all. The

vision also prioritizes environmental
sustainability, advocating for renewable
energy adoption, biodiversity

conservation, and waste management to
achieve long-term, sustainable
development. Addressing climate change
and pollution through sustainable practices
is essential for a healthy and resilient
nation. Environmental sustainability is
paramount, with a commitment to
achieving net-zero carbon emissions and
promoting green growth across all
sectors. The vision also seeks to strengthen
governance through transparent, efficient,
and citizen-centric systems. This holistic
approach, which includes modernizing
agriculture, expanding infrastructure, and
enhancing public services, is designed to
create a prosperous, self-reliant, and
resilient India.

Keywords: Youth Empowerment, Viksit
Bharat 2047, Innovation, Digital India,
Skill Development, Nation Building,
Economic Growth

Introduction

The wvision of Viksit Bharat 2047
represents India’s long-term national
aspiration to transform itself into a fully
developed, globally competitive, and
socially inclusive nation by the year 2047,
marking 100 years of independence. This
vision is not merely an economic dream; it
carries the ambition of creating an India
where prosperity is widely shared,
technology is  accessible to  all,
opportunities are equal, and governance is
transparent. Among all stakeholders, the
youth carry the most strategic importance
because they represent the largest




demographic group, the most energetic
workforce, and the most adaptive
population capable of reimagining India’s
future.India currently holds one of the
world’s youngest populations, with nearly
65% under the age of 35. This
demographic advantage has the potential
to become a major driver of national
growth—if guided, skilled, and mobilized
appropriately. The youth of today are not
just beneficiaries of development; they are
the architects who will actively shape
India’s economic landscape, digital
ecosystem, scientific innovation, societal
values, and global identity.This research
paper explores the dynamic and evolving
role of youth in achieving India’s
developmental aspirations for 2047,
focusing on innovation, education,
employment, governance, social reforms,
and leadership. Through secondary data,
government reports, research articles, and
contemporary observations, this paper
establishes how India’s progress is deeply
intertwined with the capabilities, actions,
and mindset of its young citizens.
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3. Chhering, M. (2024). A strategic
vision for India’s inclusive and
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sustainability, and government
policies: Pathways to achieving SDG
2030 and Viksit
Bharat@?2047. International Journal
for Multidisciplinary Research.
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challenges, opportunities, and strategic
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Methodology

This research paper follows a theoretical

and descriptive methodology. The study

is based entirely on secondary data

sources, including:

¢ Online academic articles

e Government reports related to Viksit
Bharat 2047

e Policy documents such as NEP 2020,
Digital India, Skill India, Startup India

e Existing research papers on youth

development

e News articles, surveys, and analytical
commentaries

Analysis

1. Youth as Drivers of Economic
Growth

A nation’s economic expansion largely
depends on a strong and productive
workforce. India’s youth, with their
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enthusiasm and technological awareness,

can significantly enhance productivity

across sectors.

e Young entrepreneurs can boost the
startup ecosystem.

e Skilled youth can  strengthen
manufacturing under “Make in India.”

e Technologically trained youth can
support Al, robotics, fintech, and
biotechnology sectors.

If properly utilized, the youth population

can raise India’s GDP growth rate and

accelerate its transition into a global

economic powerhouse.

2. Youth and

Advancement

Technology is the backbone of a

developed nation. Young Indians dominate

the fields of coding, Al development,

cybersecurity, and data analytics. They

contribute to:

¢ Digital payments revolution

e Smart governance

e Public service automation

e E-commerce and digital
entrepreneurship

e Space-tech and defence innovation

This technological contribution positions

India as a global leader in digital

transformation.

Technological

3. Youth Participation in Governance

and Leadership

Modern governance requires transparent,

efficient, and citizen-centric systems.

Young people today actively participate in:

e Policy awareness

e Social  media-based
feedback

e Community-level leadership

e Startups supporting public services

e Voting and democratic engagement

Their digitalunderstanding and critical

thinking can  significantly  improve

governance outcomes.

governance

4. Youth’s Role in Social Change and
Nation-building
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A developed nation requires more than
economic prosperity—it requires social
harmony, awareness, and inclusion. Youth
can:

e Fight against discrimination and
inequality

Promote gender equality

Advocate for mental health awareness
Support marginalized communities

e Strengthen national unity

Through community service, volunteerism,
and awareness campaigns, the youth
contribute to a socially progressive India.

5. Youth and Sustainable Development
Environmental protection is crucial for the
idea of Viksit Bharat. Young people are
increasingly involved in:

Climate change initiatives

Renewable energy advocacy
Plastic-free campaigns

Wildlife conservation efforts
Sustainable lifestyle promotion

Their environmental awareness ensures
that India steps into 2047 as a green and
sustainable nation.

Discussion

The findings reveal that India's

development by 2047 depends on how

effectively the nation invests in and

mobilizes its youth. While the youth

possess immense  potential,  certain

challenges remain:

e Skill gaps

e Unemployment

e Digital divide in rural regions

e Limited research and innovation
infrastructure

e Uncertainty in job markets

To overcome these challenges,

government, institutions, and society must

collaborate to:

e Expand skill development programs

e Strengthen industry-academia
partnerships

e Promote digital inclusion

e Encourage youth entrepreneurship
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e Offer platforms for
development

An empowered youth population will help

India stand confidently among the world’s

most advanced nations.

leadership

Findings

e India’s youth are central to
technological innovation, economic
growth, and social transformation.

e Their adaptability and creativity can
accelerate national development.

e Youth entrepreneurship can
significantly boost India’s global
competitiveness.

e Skill development remains a crucial
factor for unlocking full potential.

e Digital literacy and innovation
capacity among youth will define
India’s global position in 2047.

e Active youth  participation in
governance ensures transparency and
accountability.

Conclusion

The vision of Viksit Bharat 2047 is both
ambitious and achievable—if India
successfully ~ channels the  energy,
intelligence, and creativity of its youth.
Young Indians represent the foundation of
future prosperity, innovation, governance,
and social harmony. Their participation
will determine the strength of India’s
democracy, the quality of its economy, and
the sustainability of its environment. By
empowering the youth through education,
skills, opportunities, and digital tools,
India can transform into a fully developed
nation marked by scientific excellence,
economic stability, environmental balance,
and global respect. The youth are not
merely  contributors—they are  the
torchbearers of India’s journey toward
becoming a proud, progressive, and
powerful nation by 2047.

Limitations
Although the study provides a conceptual
understanding of India’s journey towards
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becoming Vikshit Bharat by 2047, it is
bounded by several limitations. The vision
of a developed India is dynamic and
continuously shaped by political priorities,
global conditions, technological
disruptions, and socio-economic shifts.
Since the research relies only on secondary
sources, the interpretation of youth
contribution is dependent on the depth and
accuracy of available literature, which may
not fully capture the rapidly evolving
aspirations and behavioural patterns of
India’s  young population.  Another
limitation arises from the diversity of India
itself. The youth of India do not represent
a single homogeneous group—variations
in education, regional development, digital
access, and socio-cultural backgrounds
create wide differences in participation
capacity. Due to these complexities, the
findings of the study remain conceptual
rather than universally generalizable.
Changes in policy direction, economic
transitions, and global uncertainties may
also influence the relevance of the
conclusions over time.
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Abstract: Folk horror is a sub-genre of
horror fiction that derives its inspiration
primarily from folklore. It is rooted in
superstitions, myths, rituals, and traditional
belief systems that gradually take on
darker meanings and are reshaped into
sources of fear. This research paper
examines the origins of folklore and traces
the development of folk horror as a distinct
sub-genre within horror fiction. It further
explores how the emergence of modern
media, particularly films and television,
has revived folk horror through visual
representation.  Traditionally, folklore
followed established patterns and was
passed down across generations through
oral storytelling, songs, rituals, and mythic
narratives. With the introduction of visual
media, elements such as setting,
atmosphere, and symbolism have played a
significant role in making folk horror more
accessible and appealing to contemporary
audiences. The paper also draws a contrast
between rural traditions and the modern
world, highlighting the tension between
ancient belief systems and present-day
society. Additionally, it discusses how folk
horror incorporates morally corrupt human
traits and blends with other horror sub-
genres to create a broader and more
complex understanding of the genre. In
this way, folk horror has been brought
back to life in the modern era, reviving
narratives that were once forgotten or
overlooked. We can see that, even within

the same genre, folk horror can take very
different forms and use contrasting visual
techniques. While some films like
Midsommar employ beauty and light as a
contrast to horror, others like The Medium
rely on darkness and raw realism to create
fear. These variations show that folk
horror is flexible, capable of both
innovating with modern visual methods
and remaining faithful to traditional
settings and beliefs, offering viewers a
wide range of emotional and psychological

experiences.
Keywords:-Folklore, Folk horror, Ancient
beliefs, Superstitions, visual

representation, Horror fiction, Rituals

Folklore is the wide collection of
traditional beliefs, stories of a community
passed through the generations by word of
mouth.Folklore has been considered the
oral tales of the society, that may vary as
per belief, tradition, norms, tradition,
culture, language, grographically.

The word Folklore was first coined in
1846 by a British antiquarian and writer
William John Thoms in his letter in The
Athenaeum which was published in the
London journal on August 22, 1846 , In
the letter Thoms proposed that Iess
complex and integrated name like “folk-
lore” should be used for the study of
“popular  antiquities” or  “popular
literature”.
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The word Folk originated from the old
English word Folc which means people,
common people, nation while the word
lore originated from the old English word
larwhich means learning or knowledge of
the people.

After being coined by Thoms, the word
gained popularity in 19" century among
American and European scholars, which
resulted in the establishment of the
Folklore Society in London in 1878.

Folklore can be understood as set of
stories, songs, myths, superstitions,
customs, beliefs and practices which is
passed down from one generation to other
from olden times. It is passed down
through oral narrations instead of writing
for many reasons, like:-

e Traditions:- In ancient times oral
narration was a strong tradition
followed by different communities and
cultures. Folklores were sung, narrated
and celebrated in social gatherings by
people in olden times, it became a way
of their entertainment, shaped their
beliefs in forms of stories and legends
and also gave birth to different rituals.

e Lack of literacy and education:-
Literacy was not very popular and had
no importance in people’s life as these
folklores were not only a part of
different communities and cultures but
was also deeply rooted from tribal
communities, rural people or common
folks not from the elite class. The
stories, the songs, the myths, etc were
originated from these groups of people
only and in their world literacy and
education had no importance or was a
luxury for them which they can not
afford, that’s why Folklores were
orally narrated instead of compiling
them in writings for people to read.

Folklores played an important role in
shaping childhood of children and forming
a strong bond between children and their
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families, especially between the children
and the elderly people of the community as
these stories were passed onto children by
their grandmas in a form of bed time story.
They are not only stories they gave
cherishing memories, imagination,
narratives.It was a popular practice in
olden times, it was a fun way to pass on
traditions to younger generations but with
time the practice of bed time stories faded
away with the introduction of written
documentation (books, which is a written
record of facts and creativity) and visual
documentation  (movies, series and
dramas).

Even though the tradition of oral narration
of Folklores has declined, we have found a
way to connect people around the world to
this tradition in a more unique and creative
way through reimagined stories and visual
storytelling. This makes it more engaging
for the people without being completely
alienated from this age-old tradition.
Major types of Folklores:-
Folktales

Myths

Legends

Fables

Folk songs and ballads
Superstitions and
beliefs

Fig. 1 Proverbs and
Sayings

Magtanim Ay Di Biro Filipino folk song

Folk Horror: It is the sub-genre of horror
fiction, which follows the traditional
concept of folklore and revolves around
the idea of superstitions, myths, rituals,
and dark, eerie nature. The main focus of
the folk horror is to evoke sinister,
shadowy and unsettling feelings. Folk
horror mainly draws terror from the old
rituals and beliefs, and shows contrast to
the modern generation, who feel
completely estranged to these customs and
traditions.
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In traditional folk horror, the major focus
is on showing deceptively harmless
traditions like sacrifices, pagan rites, and
age-old rituals actually carry the true
essence of horror folklore.

However, as time passed, the traditional
concept of folk horror has been
experimented with other horror sub-
genres, like supernatural, psychological,
gothic, slasher elements, giving it a wider
and more richer representation of these
ancient fears. By experimenting with
different elements, folk horror became
more popular and gradually earned a
special place among reader and viewers .
Initially overlooked, folk horror gradually
developed a loyal following, allowing it to
be remembered today as a genre associated
with cult classics .

Some of the most popular examples of folk
horror across literature are, The Lottery by
Shirley Jackson(1948)-Based on a ritual
followed in a villages which hides deadly
violence, Harvest Home by Thomas
Tyron(1973)-Based on the sinister annual
harvest custom set in a town.

Visual representation:- Ever since the
introduction of modern media such as
films and television, folk horror has
acquired a new and distinct identity.
Traditionally, folk horror was primarily
passed down through oral forms such as
folktales, songs, myths, and local
narratives. These forms relied on
imagination and communal memory for
their impact.

However with the emergence of visual
media, folk horror has moved beyond oral
and written traditions and has found
powerful expression through movies and
television shows.

Through visual techniques such as sound,
atmosphere, and setting, folk horror
narratives are now presented in a more
immersive manner. Traditional folk and
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rural settings, ritual spaces and visual
representations of customs and beliefs play
a crucial role in shaping the genre. The
visualisation of rituals, superstitions, and
traditions, combined with depiction of
corrupt human traits such as greed, fear
and obsession, makes folk horror more
engaging and unsettling for viewers. This
visual approach allows audiences to
connect deeply with the narrative and
create a lasting impact. In this way,
modern visual media has brought folk
horror to life in the contemporary world,
reviving stories and beliefs that were once
passed down through generations or had
remained forgotten over time.

Traditionally, this genre is rooted in rural
settings with a dark, eerie, and sometimes
gothic atmosphere. It mainly focuses on
folklore, rituals, customs, age-old beliefs,
and traditions, often showing a clash
between old communities and the modern
generation. These stories usually take
place in isolated villages where strange
practices are accepted as normal, and
outsiders are forced to confront unfamiliar
belief systems. A major example of this
kind of experimentation can be seen in
Midsommer (2019), directed by Ari Aster.
Unlike traditional folk horror films that
rely on darkness, the film is set in a
visually beautiful rural landscape filled
with sunlight, flowers, and open spaces.
However, this aesthetic beauty hides a
disturbing cult-like society that follows
violent and unsettling rituals. The contrast
between the pleasant visuals and the
underlying terror challenges the usual
expectations of folk horror and shows how
visual representation plays an important
role in reshaping the genre.

The character portrayed by Florence Pugh
further highlights the psychological depth
of the film. The narrative shows how
environment, trauma, and social conditions
can influence unfamiliar beliefs and slowly
make them feel acceptable. At first, the
character suffers within the community
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and wants to escape, but gradually she
begins to relate to the rituals and beliefs of
the cult. By the end of the film, her final
smile suggests that she has fully accepted
this belief system as her truth. To modern
viewers, this transformation appears
disturbing and even mad, yet it also
reflects natural human traits such as the
need for belonging, emotional support, and
escape from personal trauma. The cult’s
rituals become a way for her to cope with
grief and loss, turning violence and belief
into comfort. Through this transformation,
Midsommar demonstrates how folk horror
explores not only fear and tradition but
also human psychology and emotional
vulnerability.

Another important example of visual
representation in folk horror that reshapes
the genre is The Medium (2021), a Thai—
Korean film directed by Banjong
Pisanthankun. Unlike Midsommar, which
experiments with bright visuals and
aesthetic beauty, The Medium follows a
more traditional folk horror setting rooted
in darkness and fear. The film is set in a
rural environment where older generations
strongly believe in spirits, rituals, and
ancestral customs, while the younger
generation remains distant from these
beliefs. The narrative focuses on a young
woman who becomes possessed, and
through her suffering, the film explores the
conflict between modern rational thinking
and traditional spiritual faith. The
atmosphere of the film 1is deeply
unsettling, with dark visuals, realistic ritual
practices, and intense  supernatural
elements. The rituals and deities shown
appear raw and authentic, making the
horror feel disturbingly real. The film also
emphasizes spiritual ideas such as karma,
suggesting that the sins or negative actions
of one person can affect others. Through
its documentary-style visuals and spiritual
themes, The Medium reinforces traditional
folk horror while also modernizing it,
proving that the genre can evolve both by
breaking away from conventions, as seen
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in Midsommar, and by intensifying them
through realism and belief.

Through these examples, it becomes clear
that modern visual techniques play a
crucial role in reshaping folk horror.
Different  kinds of  settings and
experimentation are made possible mainly
through visual design, colour grading,
sound, and atmosphere. In films like
Midsommar, the setting is inspired by
summer visuals, filled with flowers, open
landscapes, and soft colours, along with
vintage clothing that creates a sense of
comfort and beauty. This pleasant
environment psychologically draws the
viewers in and makes them feel safe and
curious. However, as the film progresses,
the tone slowly turns darker. Although the
visuals remain beautiful, the rituals,
beliefs, and customs become increasingly
disturbing, and the group of friends finds
itself trapped within this deceptive setting.
Sound design also plays an important role
in strengthening this contrast between
beauty and horror.

In contrast, The Medium establishes a dark
tone from the very beginning. The film
uses dull colour grading, minimal lighting,
and a rural setting that aligns with
traditional folk horror conventions. The
visual style avoids brightness and polish,
instead relying on raw and realistic
elements that blend naturally with the
story. The props, locations, and ritual
scenes appear unrefined and deeply rooted
in rural life, making the horror feel
authentic rather than staged. This realism
creates the impression that the events
shown could exist in real life, reflecting
fears that were once only heard through
folklore and oral stories. Overall, these
films demonstrate how visual techniques
are central to folk horror, allowing
filmmakers to either soften the setting to
hide terror or intensify darkness to make
belief and fear feel real.
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Thus, we can see that, even within the
same genre of folk horror, representation
can vary widely and sometimes contrast
strongly. Folk horror is no longer limited
to traditional portrayals; it has been
experimented with across different sub-
genres and combined with other narrative
techniques. In some films, like
Midsommar, beautiful and aesthetically
pleasing visuals are used as an oxymoron
for horror, showing that terror can exist
within beauty. This challenges the
common expectation that horror must
always be dark and grim. On the other
hand, films like The Medium follow a raw
and traditional approach, using dark,
realistic visuals and authentic rituals to
make the horror feel tangible and
immersive. Together, these examples show
how folk horror can both evolve through
experimentation and remain grounded in
its roots, offering viewers a spectrum of
visual and psychological experiences.

Conclusion

This research paper examines the origin of
folklore by tracing how the term folklore
was coined, how it came into use, and how
it developed as a means of preserving
cultural traditions, beliefs, and collective
memory. It explores the meaning of
folklore as a system of narratives, customs,
myths, rituals, and superstitions that were
traditionally passed down from one
generation to another through oral
storytelling and communal practices.
Building upon this foundation, the paper
further analyses the emergence of folk
horror as a sub-genre of horror fiction that
draws direct inspiration from folklore.
Folk horror is shown to be rooted in
superstitions, myths, rituals, and the dark,
eerie aspects of nature, transforming
familiar traditions into sources of fear and
unease.

Furthermore, the study highlights the
significant role of visual representation in
reviving and transmitting these traditional
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narratives in the modern era. Through
films, television shows, and web series,
folk horror has gained renewed life, as
visual elements such as rural settings,
ritualistic ~imagery, atmosphere, and
symbolism deepen the emotional and
psychological impact of the genre. The
paper also examines the contrast between
modern society and rural belief systems,
emphasizing the tension  between
contemporary rationality and age-old
traditions.  Ultimately, this research
concludes that visual representation has
greatly influenced audience engagement
by making folk horror more immersive
and accessible. By incorporating real-life
inspired folklore adaptations and blending
with other horror subgenres, folk horror
has expanded its narrative scope and
continues to remain relevant, ensuring that
forgotten or overlooked traditions are
brought back into cultural consciousness
through modern media.

We can see that, even within the same
genre, folk horror can take very different
forms and use contrasting visual
techniques. While some films like
Midsommaremploy beauty and light as a
contrast to horror, others like The Medium
rely on darkness and raw realism to create
fear. These variations show that folk
horror 1is flexible, capable of both
innovating with modern visual methods
and remaining faithful to traditional
settings and beliefs, offering viewers a
wide range of emotional and psychological
experiences.
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Abstract: The increasing participation of
young individuals in the stock market has
drawn significant attention to behavioural
factors influencing investment decision-
making. Despite access to financial
education and market-related information,
investors often rely on collective actions
rather than independent analysis, leading
to herd behaviour. This study examines the
influence of herd behaviour on stock
market investment decisions among MBA
students and young investors in India. A
quantitative  research  approach  was
adopted to analyse investor behaviour and
decision-making patterns. Primary data
were collected through a structured
questionnaire administered via an online
survey, yielding 200 responses. The
findings indicate that a substantial
proportion of respondents reported being
influenced by peer opinions, prevailing
market trends, and popular investment
choices  while making investment
decisions. Approximately two-thirds of the
respondents  acknowledged  following
market movements during periods of
uncertainty, reflecting the presence of
herding tendencies. The results further
suggest a positive association between
herd behaviour and imitative investment
decision-making, which may increase

Parul University, Vadodara, Gujarat

exposure to market risk. This study
contributes to the growing body of
behavioural finance literature by providing
empirical evidence on herd behaviour
among young and academically trained
investors. The findings offer valuable
insights for financial educators and
policymakers to design initiatives that
encourage rational, informed, and
independent investment decision-making
in the stock market.

Keywords: Herd Behavior, Behavioral
Finance, Stock Market, MBA Students,
Young Investors.

Introduction

The stock market serves as a vital financial
platform where individuals and institutions
participate in the buying and selling of
shares of publicly listed companies. It
enables firms to raise capital for growth
and expansion while offering investors
opportunities to generate returns through
capital appreciation and dividends. Stock
market performance is often considered an
indicator of overall economic health and is
influenced by multiple factors, including
corporate performance, government
policies, interest rates, and investor
sentiment. Investment activities occur
through the primary market, where
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securities are issued through initial public
offerings, and the secondary market, where
existing securities are traded among
investors. While participation in the stock
market offers significant potential for
wealth  creation, it also involves
considerable risk due to market volatility
and uncertainty. Investor behaviour plays a
crucial role in shaping investment
outcomes, as decisions are not always
guided solely by rational analysis.
Behavioural finance  highlights  that
psychological and emotional factors often
influence investors, leading to deviations
from traditional financial theories. One
such behavioural aspect is herd behaviour,
which refers to the tendency of investors to
follow the actions of others rather than
relying on independent judgment.

Understanding herd behaviour and related
behavioural biases is essential for
improving investment decision-making
among young investors. Increased
awareness of these factors can help
investors adopt disciplined strategies such
as diversification, systematic investment
planning, and long-term  financial
planning, thereby reducing the impact of
emotional and impulsive decisions. From a
broader perspective, analysing such
behaviour contributes to enhanced market
efficiency and stability. In this context, the
present study focuses on examining herd
behaviour in stock market investment
decisions among MBA students and young
investors, with the aim of providing
empirical insights into their behavioural
patterns.

Research Objectives

1. To examine the presence of herd
behaviour in stock market investment
decisions among MBA students and
young investors.

2. To analyse the influence of
psychological factors such as loss
aversion, overconfidence, and
emotional bias on herding behaviour.
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3. To assess the role of social and digital
networks in shaping herd behaviour in
investment decision-making.

4. To -evaluate the impact of herd
behaviour on investment decision
quality and perceived investment
performance among young investors.

5. To suggest educational and policy
measures to reduce irrational herding
tendencies and promote rational
investment behaviour.

Literature Review

Behavioural  finance  literature  has
extensively documented that investor
decision-making often deviates from the
assumptions of rationality proposed by
traditional  financial theories. Early
foundational studies on herding behaviour
suggest that investors tend to imitate the
actions of others when faced with
uncertainty, limited information, or market
pressure. Devenow and Welch (1996) and
Bikhchandani and  Sharma  (2001)
explained that such behaviour may arise
due to informational cascades, reputational
concerns, or the perceived safety of
collective decision-making. Subsequent
empirical studies across global equity
markets have confirmed the existence of
herding behaviour, particularly during
periods of high volatility and market stress
(Chang et al.,, 2000; Chiang & Zheng,
2010).

A growing body of research has focused
on understanding herding behaviour
among retail and young investors. Spyrou
(2013) provided a comprehensive review
of herding literature and highlighted that
retail investors are more susceptible to
behavioural biases due to limited
experience and cognitive constraints.
Studies examining young and student
investors indicate that curiosity, ease of
access to trading platforms, and exposure
to financial information have increased
their participation in stock markets, while
simultaneously amplifying behavioural
biases (Morshed, 2023; Shah & Verma,
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2017). These findings suggest that young
investors often engage in imitation-based
investment  strategies  rather  than
independent analysis.

Psychological factors play a central role in
shaping herding behaviour. Research has
shown that biases such as overconfidence,
loss aversion, framing effects, and
emotional responses significantly
influence investment decisions (Wood &
Zaichkowsky, 2004; Halim & Pamungkas,
2023). Prospect theory further explains
how investors tend to avoid losses more
strongly than they pursue gains, leading to
irrational holding or selling behaviour.
Empirical evidence from Indian and
international contexts confirms that such
psychological biases intensify herding
tendencies, particularly among less-
experienced investors (Kumari et al., 2020;
Md Qamar Azam, 2025).

Financial literacy and  investment
experience have been identified as
important moderating factors in investor
behaviour. Several studies indicate that
higher levels of financial literacy can
reduce irrational decision-making,
although education alone does not fully
eliminate behavioural biases (Kumar et al.,
2017; Shroff et al., 2025). Syukur et al.
(2025) found that investment experience
moderates herding behaviour across
different generations, with younger and
novice investors displaying stronger
herding tendencies. These findings
highlight the gap between theoretical
knowledge and actual investment
behaviour among academically trained
individuals.

The influence of social and digital
networks on herding behaviour has gained
increasing attention in recent research. The
proliferation of social media platforms,
online forums, and messaging applications
has significantly altered the way investors
access and process financial information.
Studies demonstrate that social media
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sentiment and online discussions can
amplify irrational herding behaviour by
spreading optimism, fear, or speculation
rapidly among investors (Yoon & Oh,
2022; Li et al., 2023). Research on digital
platforms such as Telegram and X
(formerly Twitter) further suggests that
noise trading and misinformation can
intensify collective investment behaviour
and market co-movement (Inuduka et al.,
2024; La Morgia et al., 2025).

Empirical evidence from the Indian stock
market also supports the presence of
herding behaviour, particularly during
periods of crisis and market uncertainty.
Studies have shown that macroeconomic
shocks, geopolitical events, and pandemics
increase reliance on collective decision-
making among investors (Talwar et al.,
2021; Bajaj & Kaur, 2025; Singh &
Debnath, 2024).

Despite extensive literature on herding
behaviour, psychological biases, and social
influence, limited empirical research has
specifically examined herd behaviour
among MBA students and young investors
using primary data. Given that this group
possesses formal financial education but
limited real-market experience, analysing
their behavioural patterns offers valuable
insights into the effectiveness of financial
education and the persistence of
behavioural biases. The present study
seeks to address this gap by empirically
examining herd behaviour and its
influence on stock market investment
decisions among MBA students and young
investors.

Hypotheses of the Study

Hypothesis 1: Herd Behaviour and

Investment Decisions

e Hu: Herd behaviour significantly
influences stock market investment
decisions among respondents.

e Hai:: Following market trends based on
other investors’ actions affects
individual investment decisions.
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e His: Friends and  classmates’
investment behaviour influences stock
purchase decisions.

e His: Reliance on social media and
online forums influences stock market
investment decisions.

e His: Herd behaviour leads to regret
and affects perceptions of stock market
volatility.

Methodology

Research Design

This study adopts a quantitative research
design to examine the influence of herd
behaviour on stock market investment
decision-making among MBA students
and young investors. A descriptive and
analytical approach is employed to analyse
behavioural patterns and to evaluate the
relationships  between  psychological,
social, and experiential factors affecting
investment decisions.

Sampling Method

The study employs a convenience
sampling method, based on the
accessibility and willingness of
respondents to participate. The target
population comprises MBA students and
young investors who actively participate in
stock market investments. A total of 200
valid responses were collected and
considered for analysis, which provides an
adequate sample size for quantitative
behavioural research.

Data Collection

Primary data were collected using a
structured  questionnaire  administered
through an online survey platform. The
questionnaire was designed to capture
demographic characteristics, investment
behaviour, herd behaviour tendencies,
psychological biases, and social influence
factors. Responses were measured using a
five-point Likert scale.

Data Analysis
The collected data were analysed using
statistical software. Descriptive statistical
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techniques were used to summarise
demographic profiles and behavioural
patterns, while inferential statistical
methods, including correlation and
regression analysis, were employed to
examine the relationship between herd
behaviour and investment decision-
making. The results were interpreted based
on statistical significance and the strength
of relationships.

Variables and Measures

The study includes the following variables:

e Independent Variable: Herd
Behaviour

e Dependent Variable:
Decision-Making

e Moderating Variables: Psychological
biases (loss aversion and
overconfidence), social influence, and
investment experience

All variables were measured using

multiple-item statements adapted from

established behavioural finance literature

Investment

and assessed through  Likert-scale
responses.
Hypothesis Testing

Hypotheses were formulated to examine
the relationships between herd behaviour
and investment decision-making.
Regression analysis was used to test the
hypotheses, and decisions regarding
acceptance or rejection were made based
on the results obtained.

Ethical Considerations

The study strictly adhered to ethical
research standards. Participation was
voluntary, and respondents were informed
about the purpose of the study prior to data
collection. Confidentiality and anonymity
of respondents were ensured, and no
personal identifying information was
collected.

Limitations

Despite a relatively robust sample size, the
study has certain limitations. The use of a
convenience sampling method may restrict
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the generalisability of the findings.
Additionally, reliance on self-reported data
may introduce response bias. However,

Data Analysis and Interpretation

Table 1: Demographic Profile of Respondents
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these limitations do not undermine the
relevance of the insights obtained from the
study.

Frequency Percent Mean
Age 20-25 175 87.50% 2.13
26-30 10 5.00%
Above 30 10 5.00%
Below 20 5 2.50%
Total 200 100
Gender Male 120 60.00% 1.4
Female 80 40.00%
Total 200 100
Education Graduate 35 17.50% 2.65
Post-Graduate 15 7.50%
MBA Student 135 67.50%
Other 15 7.50%
Total 200 100
Annuallncome | b 10w 20000 90 45.00%
20000-50000 80 40.00% 1.75
50000-80000 20 10.00%
Above 80000 10 5.00%
Total 200 100

Interpretation:

The demographic analysis reveals that a
significant majority of the respondents
(87.5%) fall within the 20-25 age group,
indicating that the study largely represents
young investors. This age group is
generally more exposed to peer influence
and emerging market trends, making it
relevant for the study of herd behaviour.
The gender distribution shows that male
respondents (60%) are more represented
than female respondents (40%), suggesting
relatively higher participation of males in
stock market activities.

In terms of educational qualification, most
respondents are MBA students (67.5%),

followed by graduates (17.5%) and post-
graduates (7.5%). This indicates that the
sample consists of individuals with a
strong academic background in business
and management, which may influence
their  understanding of investment
decisions. The income distribution shows
that a majority of respondents belong to
the lower to middle-income groups, with
45% earning below 320,000 and 40%
earning between 320,000-50,000. This
income pattern suggests cautious
investment behaviour and a possible
tendency to rely on others’ opinions when
making stock market decisions. Overall,
the demographic
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Results and Discussion
Herd Behaviour among Respondents

Current

Investment

status Frequency percent
No 120 60.00%
Yes 80 40.00%
Grand Total | 200 100.00%

1) Current Investment status

2) How long have you been Investing in

Stock Market?

How long have

you been

Investing Frequency | Percent
1-3 years 25 12.50%
3-5 years 15 7.50%
Less than 1

year 155 77.50%
More than 5

years 5 2.50%
Grand Total 200 100.00%
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Interpretation:

The table indicates that a majority of respondents
(60%) are not currently investing in the stock
market, while 40% are actively investing. This
suggests that although interest in the stock market
exists, active participation among respondents
remains relatively limited.

Interpretation:

The results show that the majority of respondents
(77.5%) have been investing in the stock market
for less than one year, indicating limited
investment experience. A smaller proportion has
1-3 years (12.5%) or 3-5 years (7.5%) of
experience, while only 2.5% have been investing
for more than five years, suggesting that most
respondents are relatively new to stock market
investing.

3) Do you follow market trends based on what most investors are doing?

Frequency Percent
Always 20 10.00%
Never 70 35.00%
Often 15 7.50%
Rarely 30 15.00%
Sometimes 65 32.50%
Grand Total | 200 100.00%
Interpretation:

Sometimes IEEEGGGEENGEI——
Rarely SO
Often

Never I ON—
Always 2O

0 20 40 60 80

M Frequency M Percent

The findings indicate that most respondents either never (35%) or sometimes (32.5%) follow
market trends based on other investors’ actions. However, a notable proportion still exhibits
herd behaviour, with 17.5% reporting that they always or often follow market trends,

suggesting a moderate presence of herd influence.
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4) Have you ever bought a stock because your friends/classmates were investing in it?

Frequency | Percent
No 115 57.50%
Sometimes 30 15.00%
Yes 55 27.50%
Grand Total | 200 100.00%

Interpretation:
The results show that a majority of respondents (57.5%) have not bought stocks based on
friends’ or classmates’ investments. However, 27.5% reported doing so, and 15% indicated
that they sometimes follow peers, suggesting that peer influence plays a noticeable role in
stock purchase decisions for a considerable proportion of investors.

ves
sometimes |
vo

0 50 100 150

B Frequency M Percent

5) Do you feel more confident when many people invest in the same stock?

Frequency | Percent
Agree 65 32.50%
Disagree | 20 10.00%
Neutral 95 47.50%
Strongly
Agree 20 10.00%
Grand
Total 200 100.00%

Interpretation:

The results indicate that nearly half of the
respondents (47.5%) hold a neutral view, while a
considerable proportion (42.5%) agree or
strongly agree with the statement. Only 10%
inclination

disagree, suggesting a moderate

toward agreement among resnondents.

6) How often do you rely on social media or online forums for stock-related decisions?

Frequency Percent

Never 55 55
Often 50 50
Rarely 25 25
Sometimes 60 60

Very Often 10 10
Grand Total | 200 200
Interpretation

Very Often gl
Sometimes INEEEENGO——
Rarely RS
Often NSO
Never NN
0 20 40 60 80

The results indicate varied reliance on social media and online forums for stock-related
decisions. While a notable proportion of respondents sometimes (30%) or often (25%) rely on
such sources, a substantial number report never (27.5%) or rarely (12.5%) doing so,
suggesting a mixed influence of online platforms on investment decisions.

77
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7) Do you change your investment decision after hearing others’ opinions?

Frequency | Percent
Never 60 30.00% Yes, frequently | I_N
Rarely 35 17.50% Sometimes G
Sometimes | 85 42.50% Rarely - EEGE—_—
Yes, Never |GG
frequently 20 10.00% 0 20 40 60 80 100
Grand Total | 200 100.00% H Frequency M Percent
Interpretation

The findings show that most respondents change their investment decisions occasionally,
with 42.5% doing so sometimes. However, a considerable proportion rarely (17.5%) or never
(30%) change their decisions, while only 10% frequently rely on others’ opinions, indicating
moderate herd influence.

8) Do you believe that “majority of investors can’t be wrong”?

Frequency | Percent ]
Interpretation
Agree 55 27.50%
Disagree 20 10.00% The resulits1 (ilndicate tha‘[1 a majority of res(li)onder;;cs
(55%) hold a neutral opinion regarding the
o
Neutral 110 33.00% statement, while 30% agree or strongly agree.
Strongly Agree | 5 2.50% Only a small proportion (15%) disagrees,
IS)t.rongly 10 5.00% suggesting a cautious but slightly favourable
15agree — inclination toward the belief among respondents.
Grand Total 200 100.00%

Investment QOutcomes and Perceptions
9) Do you regret following others’ investment decisions when they go wrong?

Frequency Percent
ves G—
No 65 32.50%
sometimes - G
Sometimes 95 47.50% \
.
o
Yes 40 20.00% 0 20 40 60 80 100 120
Grand Total 200 100.00% B Frequency M Percent
Interpretation

The findings show that nearly half of the respondents (47.5%) sometimes regret following
others’ investment decisions, while 20% clearly regret doing so. This indicates that herd-
based decisions often lead to uncertainty or dissatisfaction among investors.
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10) In your opinion, herd behaviour affects stock market volatility?

Interpretation

The results show that over half of the respondents
(52.5%) hold a neutral view on whether herd
behaviour affects stock market volatility, while
37.5% agree or strongly agree. Only 10%
disagree, indicating a moderate perception that

Frequency | Percent
Agree 50 25.00%
Disagree 10 5.00%
Neutral 105 52.50%
Strongly agree | 25 12.50%
Strongly
Disagree 10 5.00%
Grand Total 200 100.00%

Findings

The study reveals that most respondents
are young investors with limited
experience in the stock market. Herd
behaviour is found to be present at a
moderate level, as several respondents
tend to follow market trends, peers, and
others’ opinions while making investment
decisions. Peer influence and social media
play a noticeable but mixed role in shaping
investment choices. The findings also
indicate  that  herd-based decisions
sometimes result in regret among
investors, and respondents generally
perceive herd behaviour as having a
moderate impact on stock market
volatility.

Conclusion

The study concludes that herd behaviour
plays a noticeable role in influencing stock
market investment decisions among young
investors. While many respondents attempt
to make independent decisions, peer
influence, market trends, and social media
still affect investment choices to a
moderate extent. Herd-driven decisions
sometimes lead to regret, highlighting the
risks associated with following others
without proper analysis. Overall, increased
awareness and informed decision-making
can help investors reduce the negative
impact of herd behaviour in the stock
market.

Suggestions:

herd behaviour influences market volatility.

e Investors should improve financial
awareness and avoid blindly following
market trends or peers.

e Social media and peer advice should
be wused cautiously while making
investment decisions.

e Independent analysis and long-term
planning can help reduce herd-driven
investment risks.
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Abstract: At present, digital
transformation has become a key factor in
shaping the strategies, operations, and
competitiveness of international businesses
in the global marketplace. This paper
examines how emerging digital
technologies—such as artificial
intelligence, cloud computing, big data
analytics, the Internet of Things (IoT), and
block chain—are reshaping cross-border
business activities and global value chains.
The study explores the opportunities
digital  transformation  creates  for
international firms, including enhanced
operational efficiency, improved decision-
making, access to global markets,
strengthened customer engagement, and
increased supply chain transparency. At
the same time, this research highlights the
complex challenges associated with digital
adoption across diverse global
environments. These challenges include
cybersecurity risks, regulatory
inconsistency  across  nations,  high
implementation costs, digital skills gaps,
organizational resistance to change, and
ethical concerns related to data
governance. By analyzing both the
transformative potential and the obstacles
presented by digitalization, this paper
provides a comprehensive understanding
of how digital technologies influence
international business strategies. The
findings contribute to ongoing discussions
on fostering innovation, promoting digital

readiness, and developing effective
frameworks that support sustainable digital
transformation ~ within ~ multinational
organizations.

Keywords: Digital Transformation,
International Business, Global Markets,
Emerging Technologies, Multinational
Corporations, Digitalization.

Introduction

Over the past two decades, digital
transformation has evolved from a
secondary business consideration into a
central strategic priority for organizations
operating in the global marketplace. The
rapid expansion of digital technologies—
including artificial intelligence (Al), big
data  analytics, cloud computing,
blockchain, the Internet of Things (IoT),
and advanced communication platforms—
has reshaped the ways in which
international businesses produce, deliver,
and capture value. As global markets
become increasingly interconnected and
competitive, the ability to effectively
integrate digital tools and systems has
become essential not only for operational
efficiency but also for achieving
sustainable competitive advantage. Digital
transformation goes beyond the mere
adoption of new technologies; it represents
a fundamental shift in business models,
organizational processes, and stakeholder
interactions. For international firms, this
transformation has far-reaching
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implications, influencing cross-border
trade dynamics, global supply chain
structures, foreign market entry strategies,
and international customer engagement.
Technologies such as  cloud-based
collaboration platforms, real-time
language translation software, and Al-
driven data analytics enable multinational
corporations to streamline operations
across countries, coordinate global teams
more efficiently, and personalize services
for diverse consumer markets. As a result,
firms that embrace digital innovation are
better positioned to seize new market
opportunities, enhance flexibility, and
respond quickly to global disruptions. The
outbreak of the COVID-19 pandemic
served as a major turning point,
significantly accelerating the pace of
digital adoption. Lockdowns, travel
restrictions, and shifts in consumer
behavior compelled businesses worldwide
to rapidly implement digital solutions to
maintain operational continuity. Remote
work systems, e-commerce platforms, and
virtual supply chain management tools
became  essential  components  of
international business operations. Even as
the world has moved beyond the pandemic
period, many digitally driven practices
developed during this time have remained
integral to modern business strategies.
Today, the global digital economy plays a
central role in shaping trade flows, and
digital readiness has become a key
determinant of national and organizational
competitiveness. Consequently,
understanding digital transformation is
vital for businesses seeking growth in the
evolving global landscape. This research
paper aims to examine the multifaceted
nature of digital transformation in
international businesses by exploring both
the opportunities it creates and the
challenges it presents. By analyzing
current trends, technological
developments, organizational strategies,
and regulatory conditions, this study
provides a holistic understanding of how
digital transformation is reshaping global
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commerce. The paper offers insights to
support policymakers, business leaders,
and researchers in fostering innovation,
enhancing  digital  readiness, and
developing effective frameworks for
navigating an increasingly digitized global
economy.

Review of Literature

Digital transformation (DT) has emerged
as a central strategic priority for
multinational corporations as globalization
and technological innovation reshape
competitive landscapes. Bharadwa;j et al.
(2013) define digital transformation as the
integration of digital technologies into
business models, processes, and products
to enable value creation and competitive
advantage. This transformation extends
beyond technological adoption and
requires substantial organizational,
cultural, and structural change.

Digital Transformation as a Strategic
Imperative

International ~ businesses  increasingly
leverage digital technologies such as cloud
computing, artificial intelligence, data
analytics, 10T, and blockchain to enhance
operational  efficiency and  global
coordination. Vial (2019) emphasized that
digital transformation acts as a catalyst for
organizational change, reshaping business
ecosystems, improving customer
engagement, and increasing global market
responsiveness. Similarly, Kane et al.
(2015) found that firms with higher levels
of digital maturity outperform competitors
in innovation and international market
expansion. For multinational enterprises
(MNEs), digital transformation has
become a strategic necessity in volatile,
technology-driven global markets.
Bharadwaj et al. (2013) argue that the
fusion of digital resources with business
strategy enables firms to innovate and
achieve sustainable competitive advantage.
Porter and Heppelmann (2014) further
noted that cloud platforms and digital
ecosystems allow firms to scale operations
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globally at reduced costs, strengthening
their international competitiveness.

Opportunities Arising from Digital
Transformation in International
Business

Digital transformation drives long-term
competitiveness and  resilience  in
international business. Firms that adopt
digital technologies early demonstrate
greater adaptability, improved operational
performance, and enhanced strategic
flexibility. The COVID-19 pandemic
reinforced the importance of technological
readiness by accelerating the adoption of
remote work, virtual communication, and
digital supply chain management—many
of which have become permanent features
of global business operations.

Enhanced Global Connectivity and
Integration

Digital  platforms enable real-time
communication and seamless data
exchange across borders, facilitating faster
and more informed decision-making.
Porter and Heppelmann (2014) highlighted
that smart, connected products redefine
global value chains by enhancing
transparency and integration. Digital
platforms and e-commerce technologies
also reduce traditional barriers to
international trade, enabling firms to
expand their global presence efficiently
(Chen, 2016).

Improved Operational Efficiency and
Automation

Automation technologies, including Al
and robotics, optimize production
processes, reduce labor-intensive tasks,
and improve accuracy. Schwab (2016)
emphasized that Industry 4.0 technologies
enable firms to achieve cost efficiency and
competitiveness in global markets. Al-
driven analytics and digital supply chain
tools further enhance productivity and
support data-driven decision-making (Vial,
2019).
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Expansion into New International
Markets

E-commerce  platforms and  digital
ecosystems lower entry barriers to global
markets, allowing firms—particularly
SMEs—to engage in cross-border trade
with reduced operational costs. Porter and
Heppelmann (2014) noted that digital
services and servitization strategies enable
firms to shift toward outcome-based
business models, transforming traditional
industry structures.

Challenges in Implementing Digital
Transformation

Despite its benefits, digital transformation
presents several challenges for
international businesses. These include
cybersecurity threats, regulatory
complexity, high implementation costs,
uneven  digital  skill levels, and
organizational resistance to change.

Cybersecurity and Data Privacy Risks
Operating across multiple jurisdictions
exposes firms to diverse regulatory
frameworks and heightened cybersecurity
risks. Romanosky (2016) identified
cyberattacks and data breaches as
significant sources of financial and
reputational damage, particularly for
multinational supply chains. Managing
cross-border data compliance further
complicates digital operations (OECD,
2020).

Organizational Resistance and Skills
Shortages

Kane et al. (2016) emphasized that cultural
resistance, lack of digital skills, and
inadequate change management are major
barriers to successful digital
transformation. Multinational firms face
additional complexity in aligning diverse
cultural and organizational contexts across
countries.
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Regulatory and Legal Complexities
Differences in data protection laws, digital
trade regulations, and taxation policies
across countries hinder seamless digital
integration. The OECD (2020) highlighted
that fragmented regulatory frameworks
increase compliance costs and restrict the
scalability of digital solutions for MNE:s.

Impact on Global Value Chains and
Business Models

Digital transformation has enhanced
transparency, traceability, and real-time
monitoring in global value chains.
Technologies such as IoT, big data
analytics, and blockchain provide end-to-
end visibility, strengthening supply chain
resilience and coordination (WTO, 2021).
Porter and Heppelmann (2014) argued that
digital  technologies are redefining
competition by shifting value -creation
toward integrated digital ecosystems.

Strategies to
Transformation
To successfully  leverage  digital
transformation, firms must adopt a digital-
first strategic vision supported by
leadership commitment (Kane et al.,
2016). Investment in workforce upskilling
and digital talent development is essential
to bridge capability gaps (Vial, 2019).
Robust cybersecurity frameworks and
cross-border data governance practices
help mitigate risks (OECD, 2020).
Collaboration within digital ecosystems
and agile management practices further
support resilience in dynamic international
markets.

Harness Digital

Research Objectives

1. To analyze the current state of digital
transformation in international
businesses.

2. To identify key opportunities created
by digital transformation for
multinational enterprises.

ISSN-2319-8478
Vol-15 Issue-1, January 2026

3. To examine challenges faced by
international businesses during digital
adoption.

4. To evaluate the impact of digital
technologies on global value chains
and business models.

5. To propose strategies for effectively
harnessing digital transformation while
minimizing risks.

Methodology

This study employs a qualitative research
design using a descriptive and open-ended
approach to examine the opportunities and
challenges  associated  with  digital
transformation in international businesses.
A qualitative design is suitable because
digital transformation is a
multidimensional process that involves
technological, organizational, regulatory,
and cultural dimensions that are best
understood through explanatory analysis.
The study combines insights from existing
academic literature, industry reports, and
empirical  findings to provide a
comprehensive understanding of how
digital technologies shape international
business operations. This design allows for
the identification of patterns, themes, and
gaps within current knowledge.

Data Collection Methods

Data for this research were collected
through a systematic review of secondary
sources. These sources include peer-
reviewed journal articles, conference
papers, books, industry publications,
consulting firm reports, and reputable
online databases. The databases used for
sourcing relevant literature include Google
Scholar, JSTOR, ScienceDirect,
ResearchGate, and the IEEE Xplore
Digital Library. In addition, reports from
international organizations such as the
World  Economic  Forum  (WEF),
International Monetary Fund (IMF),
United Nations Conference on Trade and
Development (UNCTAD), and
Organisation for Economic Co-operation
and Development (OECD) were consulted
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to obtain updated insights on global digital
trends.

Inclusion Criteria

The inclusion criteria for selecting sources
were as follows:

1. Publications dated between 2015 and

2025, ensuring contemporary
relevance.

2. Articles focusing on digital
transformation, international business,
global  markets, or  emerging
technologies.

3. Sources offering real data, theoretical
frameworks, or case studies related to
digitalization in multinational
organizations.

4. Publications written in English.

5. Sources that lacked academic
credibility, were outdated, or focused
exclusively on domestic business
environments were excluded.

Data Analysis Procedures

A thematic analysis approach was adopted
to analyze the collected data. This method
involves identifying, organizing, and
interpreting patterns across qualitative
materials to develop meaningful themes.
The analysis followed three steps:

1. Data Familiarization: All selected
documents were read thoroughly to
understand the central concepts,
arguments, and findings related to
digital transformation.

2. Coding: Key information was
systematically coded into categories
such as technological opportunities,
operational  challenges, regulatory
barriers, organizational impacts, digital
strategies, and global competitiveness.

3. Theme Development: Codes were
examined to identify recurring themes,
contrasts, and relationships. These
themes were refined and grouped into
two major dimensions: opportunities
and challenges of digital
transformation in international
business contexts.
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The use of topic-based analysis enabled
the researcher to derive rich insights from
diverse  sources, highlight common
patterns, and articulate a clear narrative
about the implications of digital
transformation on  global  business
operations.

Research Validity and Reliability

To enhance the wvalidity of the study,
multiple credible sources were reviewed to
ensure balanced perspectives and reduce
bias. Cross-checking was applied by
referencing findings across academic,
industry, and institutional publications.
This ensured that the study’s conclusions
were supported by consistent evidence
from various reputable sources. Reliability
was addressed by adopting a systematic
and replicable search strategy for literature
selection. The steps taken to include or
exclude sources were clearly defined,
allowing other researchers to replicate the
data collection process. Furthermore,
topic-based coding procedures were
documented to maintain consistency
throughout the analysis.

Ethical Considerations

Since the study relies exclusively on
publicly accessible secondary data, no
direct human participation or personal data
collection was involved. Ethical guidelines
were followed by ensuring proper citation
and acknowledgment of all sources used.
Intellectual property rights were respected,
and all materials were used strictly for
academic purposes. The analysis remained
objective and avoided misrepresentation of
the information gathered from reviewed
literature.

Conclusion

Digital transformation has emerged as a
critical force reshaping the strategic
direction, operational frameworks, and
competitive dynamics of international
businesses. Furthermore, digital tools
facilitate entry into new foreign markets
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by reducing physical barriers, supporting
remote service delivery, and enabling
firms to compete more effectively within
the increasingly interconnected global
digital economy. At the same time, the
study highlights that digital transformation
is accompanied by a range of significant
challenges that international businesses
must navigate to fully capture the benefits
of  technological innovation. Key
challenges include cybersecurity risks,
regulatory complexities, high
implementation costs, and uneven levels of
digital literacy across global workforces.
The threat of data breaches, cyberattacks,
and technological vulnerabilities remains a
constant concern as organizations expand
their dependency on digital networks.
Additionally, international businesses
operate across diverse jurisdictions with
varying data protection laws, digital
regulations, and compliance requirements,
making the governance of digital systems
increasingly complicated. Organizational
resistance to change, skill gaps among
employees, and cultural differences across
global subsidiaries further hinder the
smooth adoption of digital strategies.
Despite these challenges, the overall
findings of this research suggest that
digital transformation is an essential driver
of long-term  competitiveness  and
sustainability in international business.
Firms that  proactively embrace
digitalization tend to demonstrate greater
flexibility in the face of global disruptions,
enhanced  operational  agility, and
improved strategic flexibility. The rapid
digital shifts observed during the COVID-
19 pandemic further underscored the
importance of technological readiness,
accelerating the adoption of remote work,
virtual communication, and digital supply
chain management tools—many of which
have become permanent components of
modern global business operations. As
global markets continue to evolve, digital
transformation will increasingly serve as a
key differentiator between firms that thrive
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and those that struggle to adapt.At last,
digital transformation represents both a
powerful catalyst for growth and a
complex strategic challenge for
international  businesses. Organizations
that effectively balance innovation with
risk management, while aligning digital
initiatives with global business objectives,
will be best positioned to succeed in an
increasingly digitalized world.
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The Influence of Organization Culture on Employee Performance
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Abstract: The relationship between
organizational culture and employee
performance at CV. Sumber Wangi in
Makassar City. Utilizing a saturated
sampling technique, the research involved
all 30 members of the population as
participants. Data collection methods
included questionnaires, documentation,
and direct interviews with relevant
stakeholders. Hypothesis testing was
conducted using the t-test (partial) and the
coefficient of determination with the
assistance of SPSS 25. Findings revealed
that organizational culture positively and
significantly influences employee
performance both partially and
simultaneously. This was substantiated by
the t-test results, where a significance
value of 0.047 (<0.05) confirmed the
effect of organizational culture on
performance. Additionally, the coefficient
of determination test showed that
organizational culture accounts for 10.2%
of the variance in employee performance,
as indicated by an Adjusted R value of
0.102. These resulta underscore the
importance of organizational culture in
shaping employee performance, while also
suggesting the presence of other factors
that contribute to the remaining 89.8% of
the variance

Introduction

One of the important roles of values in
organizational culture on employee
performance is  through increasing
motivation. The relationship between

maximum performance and organizational
culture through motivation is clearly felt
by companies that have a strong
philosophy/essence of values both from
the internal environment and the external
environment of the company. Ariani
(2025) states that organizational culture
helps performance because it creates an
extraordinary level of motivation for
employees, Paais, & Pattiruhu (2025),
employees or workers as the driving force
of organizational operations, if employee
performance is good, then organizational
performance will also increase. Many
variables affect employee performance,
one of which is organizational culture.
Organizational culture as a general
perception held by all members of the
organization. so that every employee who
is a member of the organization will have
values, beliefs and behaviors in
accordance with the organization. Shared
values and behaviors make people feel
comfortable working for a company.
Organizational culture is one strategy to
motivate employees to achieve maximum
performance, because a good
organizational culture will automatically
provide a condition that is in accordance
with employee behavior at work if the
culture is very suitable and supports
employees in developing their abilities and
supporting their welfare in other words,
organizational  culture  becomes an
important factor in improving performance
through work motivation obtained by
employees in the company (Rachmad,
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Abubakar, Arief, Hartati, & Kristanti,
2025).0Organizational culture is the norms,
values, assumptions, beliefs, philosophies,
organizational habits, and so on (the
content of organizational culture) that are
developed over a long time by the
founders, leaders, and members of the
organization that are socialized and taught
to new members and applied in
organizational activities so as to influence
the mindset, attitudes, and behavior of
members of the organization in producing
products,  serving  consumers, and
achieving organizational goals (Tannady,
& Budi, 2025). One of the companies that
implements organizational culture is
Sumber Wangi Makassar, namely a
laundry service company, the Sumber
Wangi company is required to always
prioritize the best quality and quantity of
performance. (Ekhsan, Parashakti, &
Perkasa, 2025). Corporate Culture is the
Identity of every person, Sumber Wangi
everywhere, based on the results of
research conducted by researchers over the
past 5 (five) yea...

Research Method

This research was conducted at CV.
Sumber Wangi, Makassar, the main
objective of this study was to examine the
influence of organizational culture on
employee performance with a quantitative
approach through the causal associative
method. This method is used to explain the
relationship between the influence of two
variables, namely organizational culture

Results (Testing) and Discussion
3.1 Results
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(independent variable) and employee
performance (dependent variable) (Hadi,
Hakim, Setyawati, Wahdiniawati, &
Syafri, 2025). Organization culture is
measured through indicators such as
tolerance for conflict and communication
patterns, while employee performance is
assessed based on quality, quantity of
work, effectiveness, and reliability. The
study population involved all employees of
CV. Sumber Wangi totaling 30 people,
and the total sampling technique was used
because the population was less than 100
people. Data were collected through
questionnaires,  interviews, literature
studies, and documentation. Primary data
were obtained directly from respondents,
while secondary data were obtained from
existing documents. In data analysis,
various statistical tests were carried out,
including normality tests,
heteroscedasticity tests, and
multicollinearity tests. In addition, simple
linear regression analysis was used to
measure the influence of organizational
culture on employee performance
(Pedraza-Rodriguez et al,  2025).
Hypothesis testing was carried out through
the t-test to determine  whether
organizational culture significantly affects
performance. The coefficient  of
determination (R) is also used to measure
the extent to which the independent
variable is able to explain the dependent.
variable, with the results of the analysis
using the SPSS tool.

The t-test is conducted to determine whether individually (partially) the independent
variables significantly affect the dependent variable or not.

Table 1. t-Test Results

Model Unstandardized Coefficients Standardized Coefficients T Sig
B Std. Error Beta

(Constant) 5.721 2.318 2.468 .020

Organizational culture- 158 076 -365 -2.074 .047
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Source: SPSS 2025 data processing results

The results of statistical testing with SPSS
on variable X (Organizational culture)
obtained a t-value of 2,074, and sig= 0.047
0.05 so Ho is rejected H1 is accepted. So
HI which states that there is an influence
of organizational culture on employee

performance can be accepted Khaksar,
Chu, Rozario, & Slade, (2023). To see the
magnitude of the influence of the
independent variable on the dependent
variable as a whole, it can be seen in the
following model summary table.

Table 2. Results of Determination Coefficient Test

Model R R Square

Adjusted R Square

Std. Error of the Estimate.

1 .365a 133

102 .54498

Predictors: (Constant), organizational culture

Dependent Variable: RES2
Source: SPSS 2025 data processing results

Discussion

The results of the study indicate that the
organizational culture variable is normally
distributed to employee performance at
CV. Sumber Wangi, Makassar City, as
evidenced by thesignificance value in the
normality test of 0.224 < (.05, then the
variables in this study are normally
distributed Alateeg, & Alhammadi, (2025).
With the existence of an organizational
culture in a company that is well
established, it ~makes  employees
comfortable in working and increases
employee performance. This means that if
the organizational culture in the company
increases, employee performance will also
increase Wahab, & Wahyuningtyas,
(2025). Organizational culture has an
effect on employee performance as
evidenced by the results of the coefficient
table in the Simple linear regression test (t-
test) where the calculated t value = 2,074,
and sig = 0.047 <0.05 so Ho is rejected H1
is accepted. So H1 which states that there
is an influence of organizational culture on
employee performance, can be accepted.
Organizational culture influences
employee performance as evidenced by the
results of the normality test output with
Kolmogorov-Smirnov with a sig value =
0.224> 0.05 which means that the
variables are well distributed. Based on the
results of the study seen from the results of

the R? test = 0.102 = 10.2% employee
performance of CV. Sumber Wangi,
Makassar City, it can be explained that
organizational culture influences employee
performance (Shahriari, Tajmir Riahi,
Azizan, & Rasti - Barzoki, (2025).

Conclusion

The existence of organizational culture is
very important for the continuity of
employee work, because without a good
culture, employees will misinterpret the
values in the organization which can
ultimately threaten the continuity of their
careers jobs. This is because, in addition to
being influenced by the independent
variable, namely organizational culture,
employee performance is also influenced
by other variables that not examined in this
study. Organizational culture affects
employee performance at CV. Sumber
Wangi Kota Makassar as evidenced by the
results of the coefficient table where the t
value 2.074, and sig= 0.047 <0.05 so Ho is
rejected H1 is accepted. So HI which states
that there is an influence of organizational
culture on employee performance, can be
accepted. Organizational culture has an
effect on employee performance as
evidenced by the results of the multiple
determination test where to see how much
influence the independent variable has on
the dependent obtained the value of R =
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0,102 10%. It can be concluded that
organizational culture has an effect on
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Abstract: Violence within the domestic
sphere is often normalized under the guise
of "family matters," forcing countless
women to suffer in silence. The Protection
of Women from Domestic Violence Act,
2005 (PWDVA) was enacted to shatter
this silence, recognizing domestic violence
not merely as a private dispute but as a
fundamental violation of human rights.
This research paper critically examines the
PWDVA, exploring its legislative aims,
the mechanism of Protection Orders, and
the ground-level impact on women's
safety. By  synthesizing theoretical
frameworks with practical realities, the
study analyses key implementation
challenges, including lack of Iegal
awareness, deep-rooted social stigma,
procedural  delays, and inadequate
institutional responses. Furthermore, it
evaluates the role of state agencies and
Non-Governmental Organizations (NGOs)
in providing support services. Through an
analysis of judicial precedents, such as the
Indra Sarma case, the paper highlights the
complexities of non-traditional
relationships under the Act. The research
argues that while the PWDVA is a
powerful legislative tool, its promise can
only be fulfilled through a synchronized
effort involving legal enforcement, policy
reform, and a change in basic assumptions
in societal attitudes.

1. Introduction

"Justice for women is justice for
humanity."”

The enactment of the Protection of
Women from Domestic Violence Act,
2005 (PWDVA) marked a watershed
moment in India’s legal history. It stood
for a significant legislative effort to
safeguard women against abuse within the
home by providing civil remedies, most
notably Protection Orders. These orders
are designed to prevent further violence by
legally restricting an abuser's actions and
ensuring immediate safety for the victim.

However, the journey from legislation to
effective implementation is fraught with
challenges. Despite the Act's progressive
framework, the enforcement of Protection
Orders is often undermined by systemic
and social hurdles. Primary among these is
the pervasive lack of awareness among
victims about their rights and the stigma
associated with reporting "family issues."
Furthermore, the sensitisation of
enforcement agencies—police and
judiciary—stays a critical gap, often
leading to the trivialization of complaints.

This paper aims to bridge the gap between
the legislative intent of the PWDVA and
its practical execution. It delves into the
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socio-legal barriers that hinder the Act's
effectiveness and offers recommendations
to strengthen the protective shield it offers
to women.

2. Literature Review

Existing literature on domestic violence in
India underscores that abuse is often
normalized within patriarchal structures.
Studies  consistently  highlight  that
domestic violence encompasses not just
physical aggression but also emotional,
psychological, sexual, and economic
abuse, all of which severely change a
woman’s autonomy and mental health.

Scholars  widely  acknowledge the
PWDVA as a reformative law intended to
provide immediate civil remedies—
residence rights, protection orders, and
monetary relief—distinct from the penal
approach of Section 498A of the IPC.
However, research writes down a
dichotomy between the law's text and its
context.

e Enforcement Gaps: Literature points
to weak enforcement mechanisms,
attributed to insufficient training of
Protection Officers and police (Jaising,
2014).

e Barriers to Access: Marginalized
groups, including women in poverty,
elderly women, and those from
minority communities, face
compounded barriers in accessing
justice (Women’s Aid, 2023).

e Mental Health: The correlation
between domestic abuse and long-term
mental health issues, such as
depression and suicidality, is well-
documented (Aitken & Munro, 2018).

This study looks to address the research

gap about the specific practical challenges

faced during the enforcement of Protection

Orders and the socio-economic impact of

these delays.
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3. Aims of the Domestic Violence Act,

2005

The PWDVA was designed with a victim-

cantered approach to provide

comprehensive legal protection. Its key
goals include:

1. Broad Definition of Abuse:
Recognizing that violence is not
limited to physical harm, the Act
covers emotional, verbal, sexual, and
economic abuse.

2. Immediate  Relief: = Empowering
Magistrates to issue Protection Orders
to restrain abusers and prevent contact.

3. Right to Residence: Securing a
woman’s right to exist in her shared
household, preventing  unlawful
eviction.

4. Institutional Coordination: proving a
network of Protection Officers, Service
Providers, and police to ease access to
justice.

5. Social Transformation: By bringing
private violence into the public legal
domain, the Act looks to challenge the
societal acceptance of domestic abuse.

4. The Concept and Mechanism of
Protection Orders

A central feature of the PWDVA is the
Protection Order, a judicial directive
aimed at stopping violence before it
escalates.

4.1 Types of Orders

e Protection Orders (Section 18):
Prohibits the abuser from committing
violence, entering the
workplace/school of the victim, or
communicating with her.

e Residence Orders (Section 19):
Restrains the abuser from
dispossessing the victim from the
shared household.

e Monetary Relief (Section 20): Directs
the respondent to pay for medical
expenses and loss of earnings.

e Custody Orders (Section 21): Grants
temporary custody of children to the
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victim to prevent manipulation.

4.2 Enforcement Mechanism

The Act mandates a coordinated response.
Police are compelled to inform victims of
their rights, while Protection Officers
assist in filing Domestic Incident Reports
(DIRs). However, in practice, the
enforcement is often hampered by a lack
of coordination between these agencies.
Police may treat complaints as non-
cognizable "family disputes," trying
reconciliation  instead of  ensuring
protection, thereby diluting the Act's
efficacy.

5. Socio-Economic Impact of Domestic

Violence

Domestic violence extracts a heavy toll not

just on the individual, but on society and

the economy.

e Mental and Physical Health:
Research writes down high rates of
depression, anxiety, and suicidal
tendencies among survivors. A study
of Refuge service users found that 24%
had felt suicidal and 86% experienced
depression (Aitken & Munro, 2018).

e Economic Abuse: Financial control is
a potent tool of entrapment.
Approximately 30.2% of women in
support services report financial abuse
(Women’s Aid, 2024), which often
prevents them from leaving abusive
relationships due to a lack of
independent resources.

e Intersectionality: The impact is
disproportionately higher for
marginalized women. For instance,
disabled women are more likely to be
ignored when showing abuse, and
elderly women (aged 60+) often face
abuse from family members that goes
unreported due to dependency.

6. Challenges in Effective

Implementation

Despite the robust legal framework,

several hurdles persist:
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6.1 Societal Attitudes and Stigma
Patriarchal norms continue to govern the
domestic sphere. The feeling of violence
as a "private matter" leads to significant
underreporting. Women fear social
ostracization and family pressure, which
often compels them to withdraw
complaints or settle for mediation that
compromises their safety.

6.2 Lack of Awareness

A significant disconnect exists between the
law and its intended beneficiaries. Many
women, particularly in rural areas, remain
unaware of the specific provisions of
Protection Orders. This information
asymmetry makes the legal rights
theoretical rather than practical.

6.3 Institutional Apathy and Resource

Constraints

e Inadequate Training: Law
enforcement and judicial personnel
often lack sensitivity training, leading
to victim-blaming or procedural
delays.

e Infrastructure Deficits: There is a
critical shortage of functional shelter
homes and crisis canters. The lack of
appointed Protection Officers in many
districts further stalls the legal process.

6.4 Judicial Delays

While the Act mandates the disposal of
cases within 60 days, cases drag on for
months or years. These delays cause
"litigation fatigue," forcing many victims
to abandon their pursuit of justice due to
financial and emotional exhaustion.

7. Role of Government and NGOs

The state and civil society must function as

complementary forces.

e Government: Responsible for the
legislative framework, funding, and
enforcement machinery. It must ensure
that Protection Officers are appointed
and adequately resourced.

e NGOs: often fill the gaps left by the
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state. They provide critical grassroots
services—crisis counselling, legal aid,
and emergency shelter. NGOs also
function as watchdogs, holding the
state accountable for the Act's
implementation.

8. Case Law Analysis: Indra Sarma v.
V.K.V. Sarma (2013)

8.1 Case Overview

This landmark Supreme Court judgment
addressed the interpretation of "domestic
relationship"” in the context of live-in
relationships. The petitioner, Indra Sarma,
sought protection under the DV Act after a
long-term relationship with a married man.

8.2 The Ruling

The Court held that not all live-in
relationships qualify as "relationships in
the nature of marriage." It set up
guidelines (duration, shared household,
pooling of resources, etc.) to figure out the
validity of a relationship under the Act.
Crucially, the Court ruled that a woman
who knowingly enters a relationship with a
married man cannot claim protection under
the DV Act, as it would infringe upon the
rights of the legally wedded wife.

8.3 Critical Analysis

While the judgment aimed to protect the
institution of marriage, it highlighted a gap
in protection for vulnerable women in non-
traditional relationships. It underscored the
tension between strict legal definitions and
the social reality of women who may be
exploited in such arrangements without
legal recourse.

9. Recommendations and Conclusion

9.1 Recommendations

Bridge the gap between policy and

practice, the following measures are

recommended:

1. Enhanced Sensitization: Mandatory,
trauma-informed training for police,
judges, and Protection Officers to
manage cases with empathy.

2. Public Awareness: Massive outreach
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campaigns using local media and
community leaders to educate women
about their rights under the PWDVA.

3. Fast-Track Mechanisms: Strictly
adhering to the timeline for disposing
of cases to prevent judicial delays.

4. Economic Empowerment: Integrating
vocational training and financial
support with legal aid to help survivors
achieve independence.

5. Strengthening Infrastructure:
Increasing the allocation of funds for
shelter homes and one-stop crisis
canters.

9.2 Conclusion

The Protection of Women from Domestic
Violence Act, 2005, is a powerful
instrument for social justice, transforming
the understanding of domestic abuse from
a private trouble to a public issue.
However, law alone cannot cure deep-
seated social maladies. The Act's success
depends on a synchronized effort: a
responsive judiciary, a sensitive police
force, initiative-taking NGOs, and, most
importantly, a society that practices zero
tolerance for violence within the home.
Only when legal remedies are supported
by a genuine shift in social attitudes can
the promise of safety and dignity for
women become a lived reality.
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Abstract: This strategic = document
outlines the commitment to realizing
‘Viksit Bharat @2047°, a national
aspiration to elevate India to the status of a
developed nation by the Hundredth
anniversary ~ of  independence.  The
transformation is predicated on a four-
pillar strategy, integrating accelerated
economic growth with cutting-edge
technological innovation, ensuring deep-
seated social equity, and upholding
stringent environmental sustainability.
Achieving this vision demands a
comprehensive  overhaul,  prioritizing
robust policy architecture, massive
strategic investments into both physical
infrastructure and human capital, and
sweeping governance reforms designed to
champion inclusive progress. We identify
critical levers for success- notably
advancement in education, universal
access to healthcare, rapid expansion of
renewable  energy, and  pervasive
digitalization. The recommendations here
serve as an actionable strategic blueprint
for all stakeholders. The path forward
requires a singular, unified collaborated
effort spanning the government, private
industry, and civil society. This combined
force as the key to unlocking a future
defined by prosperity and genuine equity.

Keywords:  Viksit Bharat (@2047,
Developed Nation, Economic Growth,
Technological Innovation, Social Equity,
Environmental Sustainability,
Comprehensive Overhaul, Policy

Architecture, Strategic Investments,
Pervasive Digitalization Unified
Collaborative Effort.

Introduction

India is at a pivotal point in its history. The
21% century is widely recognized as
potentially India’s century, confident in its
capabilities. It is currently the 5™ largest
economy in the world today. Current
projections estimate India’s nominal GDP
at over US$3.9 trillion (or an estimated
US$4.13 trillion by 2025). India is
projected to become the 3™ largest
economy by 2030 and is on track to
achieve the USS$5 trillion GDP mark
shortly thereafter. By 2047, India is
envisioned to become a developed nation,
with a projected GDP surpassing US$30
trillion- the realization of Vikshit Bharat.
In 1947, India inherited a nation with a
rich and ancient heritage but one
significantly impoverished by
colonization. A country that accounted for
approximately a quarter of the world’s
GDP up to the 17™ century was reduced to
a pale shadow of its original self, with its
share of global industrial output
plummeting to just a few percent by the
time of independence. While upholding its
culture, traditions, and heritage, the
immediate priority was addressing the
fundamental challenges of basic survival,
leading post-Independence governments to
focus intensely on tracking poverty,
ignorance, and disease. However, there has
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been a profound transformation in recent
times. In the last seven decades, India has
made significant strides in major socio-
economic spheres, evidenced by vast
improvement in parameters such as the
Literacy Rate (which grew from 12% in
1947 to an estimated 80.9% in the 2023-
2024 survey) and Life Expectancy Rate
(rising from 32 years in 1947 to
approximately 70.62 years in 2024). This
progress has economy accelerated
markedly in the last decades, with India
moving rapidly from the 10" largest
economy in 2024 to becoming the 5
largest economy in 2024.This success has
fueled the aspiration of citizens, who now
seek a quality of life and living standards
comparable to the best globally. They are
no longer merely surviving but are actively
pursuing pathways to prosperity, ways to
fulfill their potential, and to leverage this
growth into a quick realization of their
ambitions. This marks a turning point in
our national development process, which
will culminate in the making of a Vikshit
Bharat by 20247. This confidence stems
from the visible strides India has made in
its transformation and its demonstrated
capacity to take a quantum leap, similar to
other nations that have successfully
leveraged such turning points in their
history.

Literature Review

The concept of Viksit Bharat @2047
represents the government of India’s long-
term national vision to transform India into
a developed nation by the year 2047, the
centenary of its independence. According
to the Department of Higher Education
(2023), this vision aims to build a
“thriving and sustainable economy”
supported by “empowered citizens,”
“innovation and technology,” “good
government and security,” and a ‘“‘strong
global presence.” The Tata Institute of
Social Science (2023) highlights that these
pillars form the foundation for India’s
transformation into a  high-income,
equitable, and technologically advanced
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nation. The World Bank (2024) also
observes that achieving this vision would
require India to sustain an annual growth
rate of approximately 7.8 percent and
elevate its economy to about USD 30
trillion by 2047 through structural reforms
in  infrastructure, = human  capital,
manufacturing, and digital innovation.
Scholars  emphasize that the term
“developed nation” extends beyond
economic indicators and must encompass
improvements in human development,
infrastructure, environmental
sustainability, and governance
(ViksitIndia.com, 2024). Therefore, the
vision of Viksit Bharat is not confined to
GDP growth alone but embodies a
multidimensional transformation. Bain &
Company (2024) project that to reach a
USD 30-40 trillion economy by 2047,
India would need sustained annual growth
of 8-10 percent, supported by
advancements in key sectors such as
energy, manufacturing, and digital
services. The World Bank (2024) further
stresses the need to raise the national
investment rate from 33.5 to 40 percent of
GDP and to enhance female labour-force
participation from around 35.6 to 50
percent. The literature on inclusive growth
under the Viksit Bharat initiative
underscores the importance of broad-based
participation by all segments of society.
The TISS (2023) framework suggests that
inclusive growth requires mobilizing the
potential of India’s youth, promoting
gender equality, and ensuring that rural
and urban populations alike benefit from
development opportunities. The World
Bank (2024) agrees that inclusive
economic participation will depend on
improving human capital, particularly in
health and education. Mishra (2025) adds
that Viksit Bharat is not only an economic
program but also a reorientation of India’s
global priorities, integrating foreign policy
with national development to ensure
competitiveness in a rapidly changing
world economy. Public policy and fiscal
instruments play a central role in realizing
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this vision, as reflected in the Union
Budget 2025-26, which aligns closely
with the objectives of Viksit Bharat. The
budget identifies agriculture, MSMEs,
investment, and exports as the four key
“engines of growth” (Invest India, 2025).
One of the notable reforms is the increase
in the personal income tax exemption limit
from Rs.8 lakh to Rs.12 lakh, aimed at
boosting household consumption, savings,
and investments, thereby stimulating
domestic demand (Drishti IAS, 2025). The
Press  Information  Bureau  (2025)
highlights that this tax reform is expected
to expand disposable incomes and
strengthen internal economic resilience.
Agriculture, as the backbone of India’s
economy, receives renewed focus in the
2025-26budget through high-yield crop
schemes targeting 17 million farmers,
expansion of subsidized credit, and
promotion of sustainable farming practices
(PIB, 2025). These initiatives are aligned
with the Viksit Bharat vision of ensuring
food security, productivity enhancement,
and farmer empowerment. Similarly, the
budget extends enhanced credit guarantee
schemes and tax incentives for micro,
small, and medium enterprises (MSMEs)
and start-ups, recognizing their crucial role
in innovation, employment generation, and
entrepreneurship (PRS India, 2025; Bain
& Company, 2024). These measures aim
to strengthen the backbone of India’s
industrial ecosystem and drive innovation-
led growth. Infrastructure investment also
features prominently as a key driver for
achieving the 2047 vision. According to
VisionlAS (2025) and KPMG (2025), the
Union Budget provides for modest
increases in capital expenditure directed
toward transportation, energy, and digital
infrastructure, which are essential for job
creation and long-term productivity gains.
The Department of Administrative
Reforms and Public Grievances (2024)
emphasises that India’s governance
systems must be reimagined to handle the
scale and diversity of reforms envisioned
under Viksit Bharat. Issues such as
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bureaucratic inefficiency, policy
fragmentation, and uneven institutional
capacity across states continue to hinder
uniform progress. The World Bank (2024)
highlights the need for strong governance
institutions, efficient coordination between
central and state governments, and
transparent accountability mechanisms.
Bain & Company (2024 The Ministry of
External Affairs (2025) notes that the
government’s provision of interest-free 50-
year loans to states for capital expenditure
encourages  federal  cooperation in
infrastructure development, contributing to
balanced regional growth and sustainable
urbanization While these initiatives
demonstrate a coherent strategy toward
development, several studies have
identified challenges in implementation.)
further point to the necessity of enhancing
productivity, fostering innovation, and
enabling technology-driven growth to
maintain  competitiveness in  global
markets. Overall, the reviewed literature
reveals that the Viksit Bharat @2047
initiative is a multidimensional blueprint
that integrates economic growth, social
inclusion, technological innovation, and
governance reform. While existing studies
affirm the feasibility of achieving a USD
30 trillion economy by 2047, they also
caution that success will depend on
consistent policy implementation, effective
institutional reforms, and broad-based
citizen participation. However, there are
notable gaps in the current research: there
is limited empirical analysis of how
specific Budget 2025-26 measures will
translate into inclusive growth, and
insufficient state-level assessments of
institutional readiness for this
transformation.  Moreover, the link
between income tax reforms and
household consumption behavior, or
between MSME incentives and
productivity outcomes, remains
underexplored.

Meaning of Viksit Bharat @2047
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Vikshit Bharat, meaning “Developed
India”, represents the Government of
India’s definitive mission to elevate the
nation to developed status by 2047,
coinciding with the centenary of its
independence.

This ambitious vision is strategically
anchored by a focus on four key societal
pillars : Yuva (Youth), Garib (The Poor),
Mahilayen (Women), and Annadata
(Farmers).

The Union Budget 2025-26 serves as the
primary instrument for accelerating this
mission, deploying a series of targeted
initiatives designed to foster a prosperous
and self-reliant nation. Key budgetary
commitments include:

Pillar-Driven Fiscal Measures —

1. Empowering Consumption
(Supporting Yuva & Garib): The
personal income tax exemption limit
has been significantly raised from Rs.
8 lakh to Rs. 12 lakh. This reform is
designed to inject vitality into domestic
demand, stimulate household
consumption, and boost private savings
and investments. Thereby accelerating
overall economic growth.

2. Strengthening Rural Economy
(supporting Yuva): To enhanced
agricultural  output and  farmer
incomes, a major high-yield crop
scheme has been rolled out, directly
benefiting 17 million farmers. The
budget allocates increased subsidized
credit and promotes the widespread
adoption of sustainable farming
methodologies.

3. Fostering Entrepreneurship
(Supporting Yuva): Dedicated focus
is placed on enhancing credit support
for Micro, Small, and Medium
Enterprises (MSMEs) and startups.
Through expanded credit guarantee
schemes, these measures aims to be a
catalyst for innovation,
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entrepreneurship, and broader
economic contribution.

4. Foundation for Future Growth
(Infrastructure): The government
has committed to a substantial yet
balanced increase in capital spending
aimed at developing crucial
infrastructure. Strategic investments in
transportation, energy, and digital
networks are planned to stimulate
economic activity, generate extensive
employment, and establish the
structure base for long-term national
development.

Objectives of Viksit Bharat 2047

Viksit Bharat’s primary goal is to
transform India into a developed nation by
2047  through inclusive  economic
participation for all citizens. It aims to take
India’s economy to $30 trillion within just
two decades. The Union Budget 2025-26
brings a series of initiatives in accordance
with the “Viksit Bharat 2047 vision to
male India a prosperous and self-reliant
nation by its 100" anniversary of
independence. Major announcement are :

1. Income Tax Reforms: To generate
domestic demand and accelerate
economic growth, the government has
raised the personal income tax
exemption limit to Rs. 12 lakh from
Rs.8 lakh. This would increase
household consumption, savings, and
investments.

2. Agricultural Development : A high-
yield crop scheme to benefit 17 million
farmers has been launched to enhance
agricultural productivity. The budget
proposes increasing subsidized credit
to farmers and increasing sustainable
farming practices.

3. Support for MSMEs and Startups:
The budget focuses on boosting credit
for Micro, Small, and Medium
Enterprises (MSMEs) and startups
through enhancing credit guarantee
schemes. The initiative aims to foster
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innovation and  entrepreneurship,
contributing to economic growth.

4. Infrastructure Investment: The
government plans to modestly increase
capital spending to develop
infrastructure, stimulate economic
activity, and create job opportunities.
This includes transportation, energy,
and digital infrastructure investments
to support long-term growth.

The strategy 1is on consolidating
infrastructure, expanding social welfare
schemes, driving economic growth,
promoting sustainable development, and
enhancing both ease of living and ease of
doing business.

Viksit Bharat @2047: Vision, purpose,
and significance

The Viksit Bharat 2047 initiative is the
Government of India’s singular mission to
transform the nation into a developed, self-
reliant, and prosperous global leader by the
centenary of its independence. This
strategic vision, guided by NITI Aayog, is
built on a massive two-decade effort for
inclusive growth, technological
supremacy, and enhanced governance. The
entire strategy is philosophically anchored
in powering four key societal pillars :
Yuva (Youth), Garib (The Poor),
Mahilayen (Women), and Annadata
(Farmers).

Core Strategic Goals (The Vision)

The project aims to position India as a
prominent global force in technology,
innovation, and sustainability, with the
following primary objectives:
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e Economic Supremacy : To attain a
USD 30 trillion economy with a per-
capita income of USD 18,000-20,000,
underpinned by resilient public
finances and a robust banking sector.

e Global Leadership To achieve
autonomy in defense and space
(including pioneering mission like
Chandrayaan-3 and Aditya-L1) and
strengthen India’s worldwide
influence.

e Industrial & Innovation Leap
Fostering the creation of 3-4 dominant
multinational companies in each sector
and promoting domestic industry
growth, supported by partnerships with
global R&D organizations to enhance
the global ranking of Indian
universities.

e Sustainability & Balance
Minimizing carbon emissions and
promoting ecological balance by
maximizing renewable energy capacity
(now the 4™ largest globally) and
spearheading global initiatives like the
Global Bio fuel Alliance.

e Infrastructure Excellence
Establishing state-of-the-art
infrastructure and amenities in both
rural an urban regions, accelerated by
initiatives like PM Gati Shakti, the
expansion of the Vande Bharat Express
network, and the UDAN scheme.

The Pillars of Execution (Budgetary &
Policy Acton)

The Union Budget 2025-26 provides the
tactical framework, deploying initiatives to
realize the overarching strategy, with a
focus on Zero Poverty, Ease of Doing
Business.

1. Social & Human Capital Empowerment
Focus Area Policy Initiatives & Achievements | Impact Viksit Bharat
Zero Poverty (Garib) Food security schemes benefit over | Achievable through multi-

80 crore people. Jan Dhan Yojana | dimensional empowerment,
ensures financial inclusion for | protecting rights of weaker
crores. Prioritization of Tribal | sections, and fulfilling aspirations.
Development and affordable homes
(PM Awas Yojana) for the rural
poor.

100
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Women
(Mahilayen)

Empowerment

33% reservation in Lok Sabha/State
Assemblies (Nari Shakti Vandan
Abhiniyam). Financial inclusive via
Jan Dhan accounts (over 28 crore
women) and beneficiaries of PM
Mudra/Stand Up India.

Promoting women’s leadership,
security (criminalization of triple
talaq), and inclusivity through
initiatives like Jal Jeevan Misson.

Youth & Skill (Yuva)

Investment in PM SHRI schools and
Institutions of Eminence. Skill India
Mission and PM Kaushal Vikas

Providing young individuals with
necessary skills, knowledge, and
industry-ready ~ workforce  for

Yojana up skill millions. Atal | Industry 4.0 (SAMARTH Udyog).
Tinkering Labs foster scientific
temperaments.

Healthcare PM-Ayushman  Bharat  Health | Building a sustainable public
Infrastructure/Digital Mission | healthcare ecosystem and
strengthens public healthcare. E- | improving citizen wellness.
Sanjeevani OPD and PM Jan
Aushadhi Yojana enhance
accessibility and affordability.

2. Economic & Governance Reforms

Focus Area Policy Initiatives & Achievements | Strategic Impact

Farmer Welfare (Annadata) Schemes like PM KISAN, Pradhan | Ensuring financial security,

Manteri Fasal Bima Yojana, and

protection against risk, improved

enhanced irrigation (PM Krishi | credit (Kisan Credit Cad), and
Scinchayee Yojana). PM- | enhancing sustainable agriculture.
PRANAM  promotes  organic

farming.

Economic Development GST unifies the markets; Adhaar- | Driving efficiency and
DBT and UPI revolutionize | transparency in the economy, and
payments. PM MUDRA and | expanding employments and
Startup India expand financial | financial access.
inclusion and employment.

Ease of Doing Business Removal of 41,000 redundant | Simplifying the business
compliances and decriminalization | ecosystem, reducing corporate tax
of company law provisions. | burden, and accelerating

Implementation of the PIL scheme

manufacturing and investment.

and National Single Window
System.
Governance & Middle Class Minimizing government | Fostering the development of the

intervention in citizens’ lives and
improving  governance. Rozgar
Mela driven attempts to create 10
lakh jobs.

digital economy, ensuring
economic stability, and enhancing
quality of life (e.g., Har Ghar Jal).

3. Budgetary Acceleration (Union Budget 2025-26)

Announcement

Key Action

Economic Goal

Income Tax Reforms

Raised personal income tax
exemption limit to Rs.12 lakh

Generates domestic demand,
increases household consumption,

(from Rs.8 lakh). savings, and investments to
accelerate growth.

Agricultural Development Launched a high-yield crop | Directly enhances agricultural
scheme for 17 million farmers; | productivity and promotes
increased subsidized credit. sustainable farming practices.

Support for MSMEs Enhanced credit guarantee | Fosters innovation and
schemes for MSMEs and startups. | entrepreneurship, contributing

directly to economic growth.

Infrastructure Investment

Modest  increase in  capital
spending for transportation,
energy, and digital infrastructure.

Stimulates  economic  activity,
creates jobs, and supports the
structural foundation for long-term
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| growth. |

Key Initiatives and Programs for Viksit

Bharat @2047

The transformation into Viksit Bharat by

2047 1is actively driven by a suite of

strategic, ongoing national initiatives

designed to build the necessary economic,
social, and infrastructural foundation.

These programs act as the primary

operational toolkit for realizing the

developmental vision :

e Digital India Everyone, even in
villages, should get the internet so that
people can learn, work and even
consult a doctor online.

e Make in India Quite a popular
program where the government is
encouraging to manufacture things in
India and sell to the world. With this,
more jobs would be created and
empower the youth.

e Startup India : Young people with
great ideas can start their businesses.
The government is helping with
funding and other required support.

e Skill India : Under this program, the
government [ training people to learn
new skills so that they can get better
jobs.

e Smart Cities : Clean and green cities
with good roads, transport and services
for everyone is the main goal of this
initiative.

e PM Gati Shakti : This scheme is all
about making better and faster trains,
roads, and airports so that goods and
people can move easily.

e Jal Jeevan Mission : Clean water is
essential for a healthy life, and it
should be in every home. So, under
this initiative, the government is
making sure people get drinking water
at their convenience.

e Swachh Bharat Mission : The program
looks forward to keeping India clean
with more toilets, clean streets and
better garbage disposal.

Challenges and Recommendations :
Achieving the Viksit Bharat @2047 vision
requires directly confronting persistent
structural challenges with targeted,
strategic interventions. The following
outlines the key roadblocks and the
necessary policy recommendations to
ensure inclusive growth, sustainable
development, and improved quality of life.
1. Economic Equity
e Challenges:- Persistent ~ income
disparities and pronounced regional

economic imbalances threaten
inclusive growth.

e Recommendation:- Implement
progressive taxation and focused
investment strategies for
underdeveloped region, promoting
balanced, inclusive economic
opportunities.

Public Health

e Challenges:- Limited access to quality
healthcare, particularly the sharp
service disparity between urban and

rural areas.
e Recommendation:- Significantly
increase healthcare funding,

aggressively expand rural health
infrastructure, and  establish a
framework for universal health
coverage.

Education & Skills

e Challenges:- Inadequate educational
infrastructure, high student dropout
rates, and variability in educational
quality across institutions.

e Recommendation:- Prioritize large-
scale investment in educational
infrastructure, ensure equitable access
to quality learning, and expand robust
skill development programs.

Sustainability

¢ Challenges:- Widespread
environmental degradation, escalating
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pollution, and the adverse long-term
impact change.

e Recommendation:- Strictly enforce
stringent environmental regulations,
accelerate the transition to renewable
energy  sources, and  dedicate
investment to sustainable development
projects.

. Urban Development
e Challenges:- Rapid

urbanization
leading to severe metropolitan
overcrowding, inadequate
infrastructure, and critical housing
shortages.

¢ Recommendation:- Invest in next-
generation smart city projects, enhance
sophisticated urban planning and scale
up initiatives for affordable housing.

6. Agricultural Sector

e Challenges:- Issues of low
productivity, insufficient rural
infrastructure, and systemic financial
instability afflict farmers.

e Recommendation:- Mandate the
modernization of agricultural practices,
significantly improve rural
infrastructure, and strengthen financial
support and crop insurance schemes.

Governance
e Challenges:- Systemic issue includes
bureaucratic inefficiency, corruption,

and insufficient institutional
transparency.
¢ Recommendation:- Full

implementation  of  e-governance
solutions, strengthening anti-corruption

measures, and promoting
comprehensive  transparency  and
accountability in government
operations.
Technology

e Challenges:- The imperative of

bridging the digital divide and ensuring
widespread digital and technological
literacy across the population.

ISSN-2319-8478
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e Recommendation:- Aggressive
investment in digital infrastructure,
nationwide implementation of digital
literacy programs, and enhanced
support for innovation and R&D.

. Social Inclusion

e Challenges:- Persistent social
inequalities and gender disparities
across economic and social sectors.

e Recommendation:- Promote
comprehensive social inclusion
policies, ensure absolute gender
equality in education and employment,
and strengthen protective measures for
marginalized communities.

10. Global Trade

e Challenges:- Navigating global trade
complexities while maintaining a
competitive edge in an evolving
international market.

e Recommendation:- Optimize and
enhance trade policies, foster strategic
international partnerships, and provide
targeted support for local industries to
compete globally.

Conclusion

The wvision of Viksit Bharat @2047
represents one of the most ambitious
national  transformation agendas in
independent India’s history. As the nation
approaches its centenary of independence,
the blueprint for a developed India
demands not only accelerated economic
progress  but also deep  social,
technological, and institutional reforms.
The analysis shows that India possesses
both the capacity and the momentum to
transition into a high-income, globally
influential nation, provided that its
strategies remain inclusive, sustainable,
and future-oriented. Over the past
decades—particularly the last ten years—
India has demonstrated remarkable
improvements in economic strength,
human development indicators, digital
transformation, and infrastructure
expansion. The Union Budget 2025-26
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reinforces this trajectory by prioritizing
consumption-led  growth, agricultural
modernization, MSME empowerment,
digital infrastructure, and social welfare.
These  targeted interventions  align
seamlessly with the four foundational
pillars of Viksit Bharat: Youth, Women,
the Poor, and Farmers. However, the
pathway to becoming a developed nation
is neither automatic nor guaranteed.
Persistent ~ issues—such as  income
inequality, urban-rural gaps,
environmental challenges, and governance
inefficiencies—necessitate dedicated and
sustained policy action. Addressing these
structural obstacles through institutional
reform, technological innovation,
improved human capital, and balanced
regional development will be crucial for
long-term success. The findings of this
study affirm that achieving a USD 30
trillion economy by 2047 is feasible only
through consistent economic reforms,
strong public investment, inclusive growth
strategies, and collaborative participation
from government, industry, and civil
society. A unified national approach—
grounded in transparency, accountability,
and sustainability—is vital. Ultimately,
Viksit Bharat @2047 is not just a policy
roadmap; it is a transformative national
mission. It aims to create an India that is
economically prosperous, socially
equitable,  technologically  advanced,
environmentally responsible, and globally
respected. Realizing this vision requires
unwavering commitment, coordinated
governance, and empowered citizens. With
the right reforms and collective effort,
India is poised to emerge as a truly
developed nation by 2047, fulfilling the
aspirations of its people and cementing its
place as a leading global power.
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Abstract: This study investigates global
crime trends by applying Power BI to
synthesize and visualize extensive datasets
collected from international crime
repositories. By converting raw numerical
data into clear and intuitive dashboards,
the research provides a comprehensive
view of how crime has evolved across
nations and demographic groups over a
fifteen-year period. In an era marked by
rising concerns about personal and
national security, the ability to detect,
interpret, and respond to crime trends is
crucial. Crime patterns differ significantly
across regions due to variations in socio-
economic conditions, cultural norms,
demographic shifts, political structures,
and policing strategies. This study
addresses these variations by examining
major crime indicators such as crime rates
per capita, geographical distribution,
demographic involvement, and the severity
and type of offenses. A quantitative
approach based exclusively on secondary
data forms the foundation of this research.
Power BI’s advanced visualization
capabilities—including dynamic charts,
geospatial ~ maps, and  interactive
dashboards—enhance the clarity and
accessibility of complex crime datasets.
The visualizations reveal important global
developments: while some developed
nations show gradual declines in major
crime categories, certain developing
regions experience escalating crime levels

driven by factors such as unemployment,
economic inequality, and rapid
urbanization. The findings further suggest
associations between crime patterns and
broader socio-political issues such as
governance  quality, social  welfare
conditions, and migration pressures. The
study demonstrates the usefulness of
Power BI as a decision-support tool,
offering valuable insights for researchers,
policymakers, and law enforcement
institutions. These insights have the
potential to improve crime-prevention
strategies, strengthen resource allocation
frameworks, and reinforce public safety
initiatives. Overall, the project emphasizes
the growing importance of data
visualization in understanding global
crime dynamics and highlights the role of
analytical tools in shaping safer, more
informed societies.

Keywords: Crime analytics, Power BI,
Global crime trends, Data visualization,
Socio- economic determinants

Introduction

Crime remains a persistent societal issue
with multidimensional implications for
economic development, community well-
being, and governance. Countries around
the world face diverse forms of crime,
ranging from everyday property offenses
to highly coordinated criminal networks.
As societies become more interconnected
through technology, transportation, and
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digital communication, the nature of crime
has shifted, giving rise to new challenges
such as cybercrime, digital fraud, online
harassment, and transnational criminal
activities.  In  addition,  traditional
challenges related to theft, violence, and
public disorder continue to strain criminal-
justice  systems. Historically, crime
analysis relied largely on conventional
reporting mechanisms and descriptive
statistics, which, although useful, offered
limited capacity for exploring relationships
between variables or predicting future
patterns. Today, modern analytic tools
have revolutionized the field by enabling
real-time data processing, dynamic visual
exploration, and advanced  statistical
modeling. Among these tools, Power BI
has emerged as a powerful option due to
its capacity to integrate heterogeneous
datasets, automate data cleaning, develop
relational models, and present
multidimensional insights in interactive
dashboards. Such dashboards allow users
to filter data across countries, time periods,
and demographic categories, providing a
richer understanding of crime’s structural
and behavioral foundations. Crime
analysis serves several essential functions.
For law enforcement, it facilitates hotspot
identification, supports resource allocation,
and strengthens crime-prevention
initiatives. For  policymakers, crime
insights are crucial for designing policies
that address social inequalities, regulate
urban growth, and enhance community
resilience. For researchers, modern
analytics provide opportunities to test
theories of criminal behavior using
empirical evidence drawn from global
datasets. This study uses Power BI to
explore global crime patterns across
temporal (year, month, hour), geographic
(country, region), and demographic (age,
gender) dimensions. It emphasizes the
importance of data-driven approaches for
understanding the causes, dynamics, and
consequences of crime. By presenting
crime data through modern visualization
techniques, the research aims to contribute
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to a more nuanced and actionable
understanding of global crime issues and
highlight the transformative role of
technology in public-sector analytics.

Literature Review

Crime research spans criminology,
sociology, psychology, data science, and
public policy, making it one of the most
interdisciplinary fields of study. As crime
patterns evolve under the influence of
technological, economic, and social
changes, the literature increasingly
emphasizes the importance of analytical
tools capable of handling large and
complex datasets. This section provides an

expanded review of  theoretical
foundations, methodological
advancements, crime  categorization,

technological integration, and challenges
discussed by contemporary scholars.

Theoretical Foundations of Crime
Analysis

Early criminological theories served as the
intellectual backbone for understanding
why and how crime occurs. While much of
crime analysis today relies on empirical
data, these theories still guide how
researchers  interpret  patterns  and
correlations.

Routine Activity Theory

Routine Activity Theory (Cohen & Felson,
1979) posits that crime results from the
convergence of three conditions: a
motivated offender, an attractive target,
and insufficient guardianship. Though
simple, the theory remains influential
because it emphasizes  opportunity
structures rather than offender psychology.
Modern analytics often integrate this
framework when identifying high-risk
places or times.

Broken Windows Theory

Wilson and Kelling’s (1982) Broken
Windows  Theory  highlights  the
relationship  between  environmental
disorder and criminal behavior.
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Researchers have since examined how
neighborhood aesthetics, urban decay, and
collective efficacy influence crime levels.
With modern geospatial mapping, scholars
can now evaluate environmental factors
with greater precision.

Social Disorganization and
Environmental Approaches

Social disorganization theory suggests
crime flourishes in communities marked
by instability, weak social networks, and
limited institutional support. Recent
studies have incorporated GIS and
neighborhood-level datasets to analyze
structural ~ disadvantages and their
relationship to crime hot spot Transition
Toward Data-Driven Crime Analytics As
digital infrastructure expanded, crime
research shifted from purely theoretical
interpretations to computational methods.

Crime Data Mining

Chen et al. (2004) highlighted the value of
mining large datasets for pattern
recognition. Machine learning algorithms
now detect unusual behaviors, forecast
crime-prone periods, and identify recurring
offenders. Visualization tools enhance the
comprehensibility of these outputs.

Predictive Policing and Intelligence-Led
Approaches

Predictive policing uses statistical models
to anticipate the time and location of
potential  crimes. Ratcliffe’s  (2016)
Intelligence-Led  Policing  framework
reoriented policing strategies toward
proactive, information-based decision-
making. Studies show that analytical
policing improves response efficiency,
though ethical concerns remain regarding
bias and surveillance.

Hotspot and Spatial Crime Analysis

Hotspot  analysis has become a
foundational  technique in  modern
criminology. Tools like GIS, Power BI,
and Tableau allow analysts to visualize
clusters of crime across regions. Braga and
Weisburd  (2010)  demonstrate  that
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interventions  targeted at  hotspots
significantly reduce crime, validating
spatial analysis as a policing strategy.

Crime Categories and Global Trends
Property and Violent Crime Dynamics
Property crimes—including theft,
burglary, and vehicle-related offenses—
remain the most widespread globally
(UNODC, 2021). Violent crimes exhibit
more variation across regions, often
influenced by cultural norms, conflict,
policing effectiveness, and economic
inequality.

Organized Crime and Illicit Markets
The globalization of illegal markets has
accelerated the spread of trafficking
networks, financial crimes, and smuggling
operations. Scholars argue that analyzing
these crimes requires integrating economic
data, political indicators, and international
cooperation metrics.

Cybercrime and Digital Offenses
Cybercrime represents one of the fastest-
growing crime categories worldwide. Wall
(2017) notes that increased digital
connectivity has expanded opportunities
for malware distribution, identity theft, and
online fraud. Modern crime analytics
increasingly incorporate digital logs,
online behavior patterns, and network
relationships.

Demographics, Psychology, and Crime
Age and Gender Patterns

Research consistently shows that males
aged 18-35 commit a disproportionate
share of global crime (Hirschi, 1969;
Farrington, 2003). However, cyber-related
offenses have seen greater youth
involvement, suggesting shifts in offender
profiles.

Socio-Economic Determinants

Scholars emphasize that unemployment,
poverty, and limited educational
opportunities correlate strongly with crime
involvement. Longitudinal studies explore
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how structural inequality influences both
victimization and offender behavior.

Migration, Urbanization, and Crime
Rapid urban growth can increase criminal
opportunities when cities face
overcrowding, inadequate housing, or
insufficient policing. Research on urban
crime underscores the importance of
analyzing spatial density, mobility flows,
and resource accessibility.

Temporal Crime Studies
Temporal analysis—studying when crimes
occur—provides insight into human
behavior, lifestyle patterns, and
environmental influences.

Time-of-Day Variations

Studies indicate that crimes tend to rise
during nighttime hours, weekends, and
holiday seasons (Andresen & Malleson,
2015). Visualization tools help illustrates
these trends, supporting targeted patrol
planning.

Seasonal and Climatic Effects

Crimes involving disorder or interpersonal
conflict may increase during warmer
months when public activity rises.
Researchers use climate variables to
examine weather—crime relationships.

Technological Integration in Crime
Analytics
Business
Criminology
Power BI and similar platforms provide
capabilities such as real-time dashboards,
interactive  filtering, and geospatial
mapping. These tools enhance
comprehension for users without statistical
backgrounds, making crime insights more
accessible to administrators, policymakers,
and local governments.

Intelligence Tools in

Challenges in Crime Data Analysis
Despite technological progress, crime
analytics faces several limitations:
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e Underreporting and inconsistent
data standards across countries

e Different legal definitions, making
cross-national comparison difficult

e Data privacy and ethical concerns,
especially in predictive policing

e Gaps in demographic or geographic
coverage

e Biases introduced by policing
practices, affecting dataset integrity

e Researchers underscore the importance
of transparency, methodological rigor,
and context- based interpretation.

Summary

Existing research strongly supports the
application of data-driven strategies in
crime prevention and analysis. While
classical theories provide conceptual
context, modern analytical platforms such
as Power BI enable deeper and more
dynamic exploration of crime patterns.
This study builds on prior scholarship by
applying these tools to a global dataset and
presenting  crime  insights  through
interactive visualization.

Objectives

The objectives of this study are expanded

to offer a more comprehensive analytical

scope and to align with contemporary
crime-analysis practices. The extended
objectives include:

e To examine global crime patterns
across multiple time scales—
including  yearly, monthly, and
seasonal fluctuations—using Power BI
visual analytics.

e To identify dominant crime
categories and determine how
different types of offenses contribute to
overall global crime statistics.

e To explore demographic variables
such as age, gender, and offender
groups, assessing how these factors
shape crime involvement across
countries.

e To investigate temporal crime
behavior, focusing on hour-of-day
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patterns, weekday versus weekend
variations, and recurring time-based
clusters.

e To conduct cross-national
comparisons to identify crime
hotspots, regional disparities, and
country-specific crime characteristics.

e To analyze crime resolution and
clearance rates, distinguishing
between solved and unsolved cases and
assessing possible contributing factors.

e To demonstrate the analytical value
of Power BI, highlighting its
capabilities in transforming complex
data into accessible and meaningful
visual insights for policy and
enforcement applications.

e To evaluate gaps and inconsistencies
in global crime reporting systems,
addressing  limitations posed by
incomplete, incompatible, or non-
standardized datasets.

Methodology
The study follows a structured analytical
framework using Power BI, consisting of
data collection, cleaning, modeling, and
visualization.

Data Collection

Secondary data was compiled from
publicly accessible international crime
databases. Variables included crime type,
geographic location, demographic details,
time of occurrence, case outcome, and
severity. Data Cleaning Power Query was
used to prepare the data by:

e FEliminating incomplete or duplicate

records

e Standardizing categories and field
formats

e Adjusting date-time attributes to ensure
consistency

e Creating derived fields such as age
groups, months, years, and hours

Data Modeling
A relational model was developed in
Power BI using tables such as Crime,
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Demographics, Location, and Crime
Categories. Relationships were organized
using appropriate one-to- many and many-
to-one connections to support accurate
filtering and aggregation.

Visualization

Power BI visualizations created for the

study included:

e Line charts to depict annual trends

e Bar charts for  category-wise
comparisons

e KPIs indicating changes in crime rates

e Geographic maps showing regional
hotspots

e Heatmaps for hourly and daily crime
distribution

e Demographic breakdowns for age and
gender

e Charts presenting resolved versus
unresolved case data

e Interpretation of Results

Interactive dashboards enabled detailed

exploration of crime patterns. Insights

were interpreted qualitatively to explain

variations across demographics,

geography, and time.

Conclusion

This study demonstrates the value of
integrating  crime analytics  with
visualization tools such as Power BIl. By
examining global crime datasets, the
analysis reveals key patterns including the
prevalence of property crimes, notable
demographic trends, temporal fluctuations,
and regional disparities. These findings
reinforce the importance of data-driven
approaches in shaping policy, guiding law
enforcement strategies, and improving
community safety. Despite limitations such
as incomplete reporting and variations in
data quality, analytical tools provide
significant advantages by enabling clearer
interpretation of complex datasets. Power
BI, in particular, proves effective for
identifying hidden patterns, supporting
strategic decisions, and enhancing public-
sector transparency. As crime evolves with
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technological and societal changes, future
research should incorporate advanced
analytics such as machine learning, Al-
driven prediction models, and real-time
geospatial monitoring. Nations that adopt
these innovations will be better equipped
to understand emerging threats and
implement proactive crime-prevention
strategies.
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Abstract: The research investigates the
impact of freemium engagement on buying
behaviours within the Moving Consumer
Goods (FMCG) industry. As apps,
gamification, loyalty initiatives, and free
offerings become more prevalent, FMCG
firms are progressively implementing
freemium approaches to draw in and keep
customers. While these engagements occur
on platforms, their effect reaches physical
retail locations, influencing consumer
mindsets, buying choices, preferences, and
store selection. Using a research approach
relying on secondary data, this study
collects existing literature, theories, and
industry reports to explore the spillover
impacts of digital freemium engagement
on offline FMCG sales channels. The
evaluation shows that digital freemium
interactions boost brand recall, trust, and
Involvement, which subsequently
encourages product trials and purchasing
behaviour. Furthermore, the results
demonstrate that offline retailers and
dealers gain from these campaigns via
increased customer foot traffic, greater
product sales, and enhanced sales
outcomes. Overall, the study concludes
that digital freemium engagement serves
as an effective bridge between online
consumer interaction and offline FMCG
market outcomes, offering strategic
advantages for brands, retailers, and
channel partners.

Keywords: Digital freemium engagement;
FMCQG; spillover effect; offline retail;
consumer attitude; purchase intention;
omni channel behavior; digital marketing;
gamification; loyalty programs.

Introduction

The application of digital strategies by
FMCG (Fast Moving Consumer Goods)
Companies is gaining a lot of credibility
and traction within the industry to entice
customers, retain them, and engage them
through various means while nurturing
relationships with them. One example of
this is using a freemium model (freemium
customers) as a means of encouraging all
customers to test out products, services,
benefits, features or content without
charge. Companies in the FMCG industry
have embraced this model as part of their
overall strategy for digital engagement
with customers. As customers grow
increasingly engaged in their current
platforms, companies are finding the
freemium model as an avenue to provide
additional product exposure, customer
engagement, brand awareness, enhanced
product trials, as well as ability to control
costs. In addition to the direct benefits of
the freemium model to the company, there
are now numerous studies that support the
premise that users who engage online with
freemium are likely to alter their
purchasing behaviors for FMCG from
traditional retail outlets (Kirana Stores,
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Supermarkets, Hypermarkets) to new
online purchasing channels due to the
engagement received online via the
freemium experience. Understanding this
spillover effect is a must because despite
the exponential growth of e-commerce and
online shopping, most of the FMCG sales,
especially in the developing markets like
India, are still carried out offline. Finding
out how freemium interactions affect
consumers'  perceptions, purchasing
intentions, and loyalty in offline FMCG
stores will open the ways for companies to
develop omni-channel marketing
approaches which are more efficient. This
research thus seeks to understand the
digital freemium engagement dynamics
that lead to the sales of the offline sector
with the prime focus on consumer
behavior, brand perception, and channel
Synergy Literature Review.

Literature Review

Freemium Model and Digital Consumer
Engagement

Freemium model has become a dominant
strategy in online environments where the
company offers basic services for free and
charges for advanced features [1]. This
strategy reduces the consumer's risk,
encourages the consumer to try the service,
and increases the probability of the
consumer's adoption and continuous
participation [2]. Kumar [3]states that
freemium strategies are based on the idea
of building user communities whose
interaction leads to recognition and
habitual use, which, in the end, results in
higher conversion to paid or more
intensive usage.

Liu et al [4] found out that the launch of
the free version of a mobile app greatly
enhances consumer recognition and has a
positive impact on sales of the paid
version.Likewise, Hamari et al [5] showed
that the perceived value, enjoyment, and
interaction with functionalities greatly
enhance continued use and the intention to
buy. While much of this research centers
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on exclusive sectors, the fundamental
principles of trial, familiarity lowered
perceived risk are becoming more
pertinent for FMCG brands employing
digital content, gamified applications, and
loyalty programs to connect with
customers.

Freemium Engagement, Purchase
Intention, and Consumer Behavior
Studies on freemium applications and
games offer understanding of how users
move from usage to paid or more involved
participation. Jang [6] discovered that the
rate of engagement and social factors
significantly impact the readiness to buy
premium  options.  Kostopoulos [7]
demonstrated that the perceived financial
worth and equity of the, to Premium limits
strongly affect the intent to purchase in
freemium settings.

These behavioral drivers’ perceived
usefulness, hedonic value, and continuous
engagement  align  with  classical
technology adoption theories. They also
suggest potential spillover effects into the
offline world: when a consumer interacts
repeatedly with a brand's free digital
experience (e.g., FMCG brand apps
offering recipes, contests, or points),
Positive attitudes formed digitally may
translate into offline product purchases.

Digital Marketing, Omnichannel
Behavior, and FMCG Sales

The three behavioral drivers perceived
usefulness, hedonic value, and continual
engagement could be  considered
congruent  with  early  technology
acceptance theories. In addition, the
existence of possible transfer effects into
the offline world; by creating a repeated
interaction with a brand's free digital
experiences (for example: FMCG brand
apps that provide users with recipes,
contests, and points), the consumer may
then go on to make purchases of products
in a retail space as a result of forming
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positive sentiment toward brands in their
digital environment.

Sales Promotion, Digital Incentives, and
Consumer Buying Behavior in FMCG
Couponing, sampling, sponsoring, and
loyalty programs are common forms of
sales promotions that aim to stimulate
consumer behaviour toward purchasing
and experimenting with products or
switching their brand loyalty. Similarly,
there is the online world, so traditionally
forms of traditional sales promotions have
evolved into an electronic format, e.g.,
digital coupons and i.e. mobile apps,
dealer's shops with customized pricing and
offers. Digital sales promotions certainly
drive more customers toward wanting to
buy or be engaged or involved with your
brand.

Similarly, in the FMCG segment, the use
of digital marketing will affect the
selection of shops and where to shop for
products. Chatterjee and Kumar state that
people are encouraged to do more
shopping off-line by using the points, i.e.
the combination of coupons, or by
engaging in  omni-channel loyalty
programs through the use of Internet-based
offers that encourage customers to come
into stores. These digital "freemium"
options allow consumers to earn rewards
points or earn free "point" value (e.g., the
ability to use earned points toward
purchasing products, or to be able to easily
transfer their accumulation of the points
into cash for purchases). Therefore, these
types of offers not only can increase
customer loyalty, but they can also
increase the number of times customers
visit a physical store, as well as increase
retail store sales.

Online-Offline Spillover Effects and
Channel Integration

According to Omnichannel Studies,
frequent presence of online touch points
has been shown to produce positive
spillover  effects into the Offline
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food/beverage markets [15]. Examples of
these channels using a click & collect
method to browse online, as well as
mobile channel visits, typically result in an
increase in foot traffic to brick-and-mortar
locations. They also increase the total
number of items purchased [16]. From a
manufacturer perspective, it is essential to
ensure the alignment between the content
presented on store displays and the
physical items available on those displays
to minimise the loss of consumer
confidence that arises from inconsistencies
[17].Despite the findings on the benefits of
an omnichannel approach, no empirical
research has examined how digital freebie
access e.g., access to features from a Free
Apps, Digital Reward Programs or
Gamefication are tied to the FMCG
purchase behaviour offline. This represents
an important research opportunity that
must be addressed.

Research Gap

Much research has been done into the use
of freemium models within various
industries. However, little of this research
has involved studying the impact that
digitally related products or services which
operate under a freemium model (such as
free app-based tools, gamified rewards
systems and loyalty programs) have on
consumers in their purchase behavior for
common retail goods in traditional
physical environments (i.e., stores). The
vast majority of omni-channel research has
concentrated on the interplay between
online and offline platforms and not on the
potential impact of providing certain
complimentary digital items (such as a
freemium app) to consumers on the way
they perceive brands, choose where to
shop, or select what items to purchase
when they are in more traditional FMCG
retail settings. Additionally, little is known
about how digital initiatives within an
FMCG environment impact retailer
channel revenue, dealer efficiency and
retailer commitment particularly within
emerging markets such as India.
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Consequently, this shows a need for future
exploration of how the introduction of a
freemium model through digital platforms
will impact offline FMCG distribution
channels.

Problem Statement

Currently, many brands that produce
consumer packaged goods (CPG) are
highly excited about the freemium trend.
Brands have begun issuing free loyalty
programmes, digitising their content, and
therefore turning everything into an
engaging digital game. This sounds like
such an enjoyable way to shop!However,
the key question remains — do these
actions change consumer purchasing in
either traditional retail (supermarket) and
Internet-based (online) channels? The
answer may be 'no' based on several
factors, including a lack of understanding
regarding whether or not the online
discussions around brands generate
incremental brand awareness, promote trial
of new items or drive additional sales
within traditional store formats.This study
is a follow-up to these questions and
investigates how these interactions with
freemium tactics influence the purchase
behavior of customers in the real world
and what consequences this has for the
distribution of brands' products.

Objectives of the Study

1. To investigate the link between digital
freemium engagement and consumer
attitudes towards FMCG brands.

2. Assess the effect digital freemium
engagement has on offline FMCG
purchase intentions.

3. To investigate the spillover effect of
digital freemium engagement on
offline retail channels.

4. Kirana stores, supermarkets, modern
trade

5. .4. To understand the impact of digital
engagement on dealer/retailer sales
performance and customer footfall.

6. To propose managerial strategies for
integrating digital freemium
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engagement with offline FMCG sales

channels.
Hypotheses
H1: Consumer views of FMCG brands are
positively  impacted by  freemium
engagement.
H2: Digital freemium interactions

influence the likelihood to buy FMCG
products.

H3: From the consumers viewpoint it
serves as a bridge linking freemium
engagement to

purchase behaviors within environments.
H4: Digital freemium rewards (points,
coupons, gamified benefits) positively
influence

store choice in offline FMCG retail
channels.

H5: Digital freemium engagement
enhances dealer/retailer sales results via
spillover

effects.

Theoretical Framework

This study relies on four theories that
explain how engagement, with freemium
models impacts consumer behavior and
consequently influences FMCG outlets.

Technology Acceptance Model

As Davis (1989) describes it, the
Technology Acceptance Model suggests
that Perceived usefulness and perceived
ease of use shape users' attitudes towards
technology and influence their willingness
to adopt it. This study finds that freemium
digital platforms (such as branded apps,
loyalty programs, and gamified interfaces)
enhance users' perceived usefulness by
delivering valuable features. Perceived
ease of use is enhanced through design
improvements. These perceptions build
attitudes towards the brand, in turn
increasing the likelihood of buying FMCG
in brick-and-mortar stores.

Uses and Gratification Theory

Uses and Gratification Theory puts
forward a view that people purposely use
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media in order to satisfy their needs of
entertainment, knowledge, convenience
and motivation. Participation in freemium
models, through promotions, gamified
interactions and reward systems allows
users to experience gratification which in
turn facilitates brand engagement. Such
ongoing involvement can have an impact
on the development of customers brand
preferences. Help customers to be willing
to buy your brands products at various
stores.

Customer Journey Theory

Customer Journey Theory elaborates the
process through which buyers move
through various touch points from their
first awareness to the final purchase.
Engagement with a digital freemium
model deepens the early and middle stages
of the journey, thus, it is a powerful tool
for brand awareness, brand preference and
brand evaluation of the FMCG sector. The
transaction may be completed offline more
often than not even though the interaction
happens online, thus in those markets,
physical retail stores which are still the
major channel for the purchase of FMCG
are taking the lead. The present research
has been theoretically grounded in this
notion of the online-to-offline flow of
influence.

Spillover Theory

Spillover Theory postulates that the
performances that are brought about by the
actions or experiences in one business can
be felt in a different business. Here digital
freemium interaction stands for the
environment, while offline FMCG buying
is the offline environment. Consumers can
be so delighted to be a part of the
freemium program, as a result like being
rewarded, receiving a complimentary tool
or content can thus extend to becoming
their attitudes getting stronger, purchase
intention elevating, and buying behavior
increasing for the retail outlets that sell
FMCQG products. This theory is used as a
foundation for the effect of digital
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engagement on dealer/retailer performance
through spillover effects.

On the whole, these theories constitute an
explanation of the process whereby
consumers accept freemium platforms, the
reasons for their participation, the
influence of online experiences on their
offline choices, and in what manner these
interactions finally transform FMCG retail
channels.

Conceptual Framework

The theoretical background of this
research is based on the main concepts and
current literature that touch on aspects of
freemium participation, customer
behavior, and omni channel retail
strategies. According to the framework,
online digital freemium engagement
influences the purchasing of FMCG in the
local market which is also referred to as
the offline buying of FMCG that is
affected by the consumer attitudes both
directly and indirectly.

Independent Variable:

* Digital Freemium Engagement (free
content, rewards, gamification, app
features, loyalty

interactions)

Mediating Variable: Consumer Attitude
Toward the Brand

Dependent Variables: Offline FMCG
Purchase Intention, Offline FMCG
Purchase Behavior

Outcome Variable: Spillover Effect on
Offline Retail Channels (increased footfall,
higher sales, better dealer performance)
Moderating Factors (optional in
analysis):

* Digital literacy

* Frequency of app usage

* Consumer involvement in the FMCG
category

Research Methodology

Research Design

This study employs a descriptive and
conceptual research design. The purpose is
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to examine how digital freemium
engagement influences consumer attitudes,
offline purchase intention, and the
spillover effect on FMCG sales channels.
Since the study aims to interpret existing
findings rather than conduct empirical
testing, a descriptive conceptual design is
the most appropriate.

Nature of the Study

The research adopts a methodology
depending solely on secondary sources. Its
aim is to integrate frameworks, earlier
studies and sector knowledge to develop a
coherent comprehension of  the
connections, between digital freemium
participation and offline FMCG actions.

Type of Data Used

The research relies solely on data. No
original data were gathered. Secondary
data enable an examination of current
information and aid, in constructing the
theoretical and conceptual frameworks
without requiring field research.

Sources of Secondary Data

The secondary data utilized in this

research were sourced from the following

industrial

references:

» Peer-reviewed journal articles

* Scopus-indexed and Web of Science-
indexed publications

* Books and academic textbooks

* Market analyses, from Nielsen I1Q,
Kantar, McKinsey and Deloitte

* Research databases such as Google
Scholar, = ResearchGate, = Springer,
Elsevier, and Emerald Insight

» Corporate websites, white papers, and
FMCGQG case studies

* Reputed business magazines and
online research portals

These references offer verified proof

backing the theoretical examination of the

subject.

Data Collection Method
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Information gathering was done through a
literature review that included locating
relevant keywords, searching for peer-
reviewed articles, evaluating abstracts, and
selecting necessary figures. The study
focused on the research on the freemium
models, omnichannel consumer behavior,
offline FMCG purchasing trends, and the
digital marketing spillover effects.

Research Approach

The study takes a theory-guided approach
that is based well-known concepts such as
the Technology Acceptance Model (TAM)
Uses and Gratification Theory (UGT)
Customer Journey Theory and Spillover
Theory to analyze the data and come up
with the conceptual framework. It is a way
of ensuring that all the arguments and links
are supported by recognized academic
theories.

Sample Size

Since the paper is fully data-driven, it does
not have a primary sample size. Instead,
knowledge has been obtained from
scientific articles and market studies.
Therefore, the study does not involve
participants, and sampling methods have
not been used.

Method of Analysis

Through content analysis, this research
was conducted. Research articles from
journal publications and the reports
assisting in the determining freemium
interaction were examined for shared
characteristics,  theory, and theme
development. Central to this analysis were
how digital freemium interactions create
spillover impacts in the sale of fast-
moving consumer goods (FMCG) from
various sources.

Scope of the Study

The research investigates the FMCG sector
and the effects of OneClick’s (Digital
Freemium) strategies on consumer
behaviour and effectiveness of retail
channels (whereby digital interaction is
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growing, whilst offline purchasing still
dominates India).

Limitations of the Study

e s entirely theoretical does not involve
original data collection.

e Summaries are based on published
results, which may vary depending on
the market and consumer groups.

e Since there was no empirical analysis,
these relationships are theoretical.

Ethical Considerations

All the secondary sources that were used
for this research have been referenced
properly in accordance with the citation
standards. Only  publicly available
information has been used and special
attention was paid to ensuring that the
information is accurate, reliable, and that
the creators are credited.

Analysis and Discussion

Overview of the Analysis

This chapter explores how involvement in
freemium products affects sales of FMCG
(Fast-Moving Consumer Goods) off the
counter via closed secondary sources. The
work moves through theories,
experiments, and changes in the market to
comprehend the respect of the most
rigorous and thorough citation norms. The
only information used was that which is
accessible to everyone, and great care was
taken to confirm the facts and give proper
credit to the initiators of this research.
Analysis of  Digital Freemium
Engagement Trends

Digital freemium interaction such as
content access, loyalty rewards, gamified
applications and incentive-driven features
has become a most widely utilized
approach by FMCG companies. A
multitude of brands are using apps, digital
vouchers, and online forums to create the
first engagement that is free of charge for
the user.
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Examination of sources indicates that
freemium components enhance:

* Brand visibility and awareness
 Likelihood of choosing the brand over
competitors

This effect aligns with the framework
where freemium involvement indirectly
influences offline purchase intention by
way of improved consumer attitude.

Spillover Effect on Offline Retail
Channels

A key aspect of the investigation is
examining how  online interaction
translates into, in-person sales avenues.

Secondary data indicate these spillover
results

Increased Footfall and Product Pickup
Customers who use rewards or vouchers
tend to visit brick-and-mortar stores more
often to claim their benefits. This boosts
store traffic. Raises the chances of making
a purchase.

Improved Sales for Kirana Stores and
Supermarkets

Digital offers like loyalty rewards or
exclusive discounts frequently require use
in physical locations. This strategy aids
merchants, in increasing sales quantities
and expanding their clientele.

Stronger Dealer Performance

Dealers gain advantages when online
campaigns boost customer interest.
Enhanced product movement, in stores
leads to dealer sales and faster inventory
turnover.

Shift in Consumer Decision-Making
Consumers who are digitally connected
often conduct pre-purchase research online
but complete their transaction offline. This
"research  online—purchase  offline"
(ROPO) behaviour highlights a direct
spillover from digital engagement to
physical purchase.

Connection to Theoretical Framework
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Technology Acceptance Model (TAM):
The results correspond with TAM
indicating that perceived usefulness
(benefits, material) and user- easy apps)
promote involvement, which subsequently
affects offline actions.

Uses and Gratification Theory (UGT):
Freemium tools fulfil entertainment,
information, and reward needs, motivating
repeated interactions.

Customer Journey Theory: Digital
interaction aids initial and middle phases
(awareness, evaluation) whereas the
purchase takes place offline.

Spillover Theory:

Favorable interactions in the setting
influence actual buying actions, in the
physical world.

Overall Interpretation

Researchers believe that utilising digital
freemium strategies and tools will lead to
changes in customer attitude and
behaviour toward a given brand. The more
time a customer spends engaging digitally
with a brand, the more that brand becomes
part of their lives, which is associated with
increased loyalty for that brand and, in
turn, increased purchases of that brand in a
physical store. The FMCG industry in
particular has seen this spillover effect in
their purchase cycles and brand
recognition. FMCG brands can take
advantage of the offline retail ecosystem
(including Kirana stores, supermarkets,
and dealers) through the successful
integration and synergy of digital
engagement and retail channels.

Findings and Findings

The study finds that participation with
freemium products is important for
strengthening consumer relationships with
FMCG brands. Components such as
content, reward points
while increased brand awareness correlates
to gamified activities. Maintain user
engagement with Consistent digital
engagement. How user engagement relies
on consistent digital interactions. These
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engagements  create  positive  brand
impressions because customers view
freemium products as valuable, innovative
and beneficial. This creates a positive
attitude that continues into physical
shopping decisions, as customers are more
likely to shop at brick-and-mortar
locations, Kirana stores and supermarkets,
when they are aware of these positive
attitudes. The study indicates that this
[1]value creation has an additional benefit;
it creates a large market motivation for
customers to shop at stores, thereby
increasing foot traffic and product sales.
Consequently, this is beneficial for
retailers and distributors in terms of
increased inventory turnover and customer
visits. Moreover, the study highlights
spillover  effects, = whereby  digital
incentives and coupons create a motivation
for customers to shop at stores. Thus, as a
result of digital incentives and coupons,
retailers and distributors are the ultimate
beneficiaries of increased foot traffic and
product sales. Overall, the results of the
study show that online digital engagements
play a wvital role in shaping FMCG
purchasing habits and retail environments.
And lastly, the study shows that the
freemium model users are highly
influenced by changes occurring in their
local FMCQG retail environments.

Managerial
Suggestions
The results indicate that FMCG brands
have to raise the level of their freemium
platforms by creating user applications that
feature content-driven engagement and a
loyalty program that encourages user
participation. The linking of rewards to in-
store redemptions will, therefore, lead to
an increase in foot traffic. As a result, the
approach  will be  product sales
enhancement at those locations. Moreover,
brands should make certain that their
messaging is cohesive, hence, maintaining
uniformity in product information and
brand image. It is equally important that
retailers and dealers are informed about

Implications and
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these initiatives so that they can support
customers efficiently and hence, leverage
the sales opportunities.Furthermore, the
use of data analytics to monitor
engagement patterns can be a great help in
personalising offers as well as improving
the general consumer experience. The
promotion of digital literacy and the
simplification of the redemption process
will, therefore, attract more consumers and
thus, long-term  loyalty will  be
strengthened.
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Abstract: Artificial Intelligence (AI) has
become a dominant force in digital
marketing, reshaping how consumers
search, evaluate, and choose products.
This paper investigates the behavioural,
technological, and psychological effects of
Al on consumer decision-making. Using a
mixed methods approach combining
behavioral theory, secondary datasets, and
industry case studies, the study finds that
Al significantly influences every stage of
the consumer decision process—need
recognition, information search, evaluation
of alternatives, purchase decisions, and
post purchase behaviour. Al enhances
personalization, reduces cognitive effort,
and increases purchase speed, yet raises
concerns regarding privacy, fairness,
algorithmic bias, and consumer autonomy.
The paper concludes with implications for

marketers,  digital  platforms, and
policymakers.
Introduction
Artificial Intelligence has rapidly become
the backbone of digital marketing
ecosystems. From personalized

advertisements to predictive analytics, Al
systems now guide and influence
consumer choices more than traditional
marketing tools. Modern consumers
interact with Al numerous times before
making a purchase—through search
engines, chatbots, product
recommendations, dynamic pricing, social

media feeds, and algorithmic product
rankings. This shift from user driven
decision-making to algorithm assisted
decision-making forms the central theme
of this study. Al not only accelerates
purchase decisions but also shapes
preferences by highlighting specific
products, altering perceived value, and
narrowing options. This raises questions
about transparency, autonomy, and ethical
use of Al in marketing.

Review of Literature

1. Al in Digital Marketing

Al in marketing includes tools capable of

analysing large datasets, predicting user

behaviour, automating campaigns, and

generating personalised communication.

Key technologies include:

e Recommendation engines

Amazon)

Chatbots (Sephora, H&M, KLM)

Programmatic advertising

Sentiment analysis

Predictive analytics

Voice assistants (Alexa, Siri, Google

Assistant)

Al content generation

e Studies show that Al increases
engagement, improves satisfaction, and
enhances personalization—but only
when used ethically and transparently.

(Netflix,

2. Impact of Al on Consumer Behaviour
Models
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e The EKB Model (Engel-Kollat—
Blackwell) is commonly used to
understand consumer decision-making:

e Need Recognition: Al stimulates needs
through targeted ads.

e Information Search: Al reduces time
by providing filtered results.

e Evaluation of Alternatives:
Recommendations guide consumers
toward “best-fit” products.

e Purchase Decision: Al  nudges
consumers through predictive scores
and dynamic offers.

e Post Purchase: Al enhances loyalty
through personalised after sales
communication.

e Nudge Theory suggests Al subtly
influences choices without restricting
freedom—e.g., “top picks for you.”

.Trust, Privacy and Perception
Consumers trust Al when:
data usage is transparent
personalization is relevant
they feel in control of their data
Concerns include:
excessive tracking
manipulation through micro targeting
algorithmic discrimination
filter bubbles limiting exposure

e 6 o o o o o o o L

Objectives Of The Study

1: To analyse how Al affects each stage of
consumer decision-making.

2: To identify the AI tools most
influencing purchase behaviour.

3: To examine consumer attitudes toward
Al-driven personalization.

4: To study ethical and privacy concerns
arising from Al marketing.

5: To provide recommendations for ethical
and effective Al use.

Methodology

This research uses a descriptive and
exploratory mixed- methods approach.
Secondary data from Statista, Google
Trends, Deloitte, PwC, and academic
journals form the core of the analysis.
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Sample size includes insights from more
than 500 consumers through publicly
available datasets. Tools used include
thematic analysis, behavioural mapping,
trend analysis, and comparative case study
evaluation.

Al Tools Influencing Decision-Making

1.  Recommendation  Systems: Al
recommendation engines analyse browsing
behaviour, purchase history, and interests
to create personalized product suggestions.
Amazon reports that more than 35% of its
sales are generated through
recommendations.

2 .Programmatic = Advertising: Al
automatically purchases ad space in
real-time, ensuring consumers see highly
relevant ads.

This creates stronger influence during need
recognition.

3. Predictive Analytics: Predicts what
consumers are likely to buy next based on
behaviour patterns.

4. Chatbots: Chatbots reduce time during
evaluation and purchase stages by
answering queries instantly.

5. Dynamic Pricing: Al adjusts prices
based on consumer demand, browsing
patterns, and competitor behaviour. This
stimulates impulse buying.

6 .Voice Assistants: Al voice search
reduces barriers to decision-making and
influences brand preference.

Findings and Analysis

1. Faster Decision-making

e Al significantly reduces cognitive
effort by filtering irrelevant choices.

e Consumers rely on algorithms to
narrow options.

2. Al Shapes Consumer Preferences
e Al often determines which products
appear first in searches, influencing

preference formation.

3.Emotional Personalization
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e Sentiment based targeting increases
emotional resonance and ad
effectiveness.

B

. Consumer Trust and Privacy Concerns

e Many consumers appreciate
personalization but fear:

e misuse of personal data

e surveillance through cookies

e Dbehaviour manipulation

e Transparency increases trust.

5. Impulse Buying

e Al promotes impulsive buying through
personalised offers, real-time alerts,
and scarcity tactics.

6. Post Purchase Decision Support

Al improves post purchase satisfaction
by:

e providing recommendations
e enabling easy tracking

¢ sending reminder

e creating loyalty rewards
Discussion

Al transforms consumers from active
searchers to guided decision-makers.
While AI increases convenience and
relevance, it also creates risks:

Positive Effects

e Better product relevance
e Reduced search time

e Higher satisfaction

e Real-time support

Negative Effects
e Potential manipulation
e Limited exposure to  diverse

information
e Over-personalization
e Privacy risks
e Dependency on algorithms
Implications
For Marketers
e Use Al responsibly.
e Avoid invasive personalization.
e Increase transparency.
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e Provide opt-out options.

For Policymakers

e C(Create data protection laws for Al
profiling.

e Regulate algorithmic fairness.

e Prevent exploitative micro-targeting.

For Consumers

e Understand algorithm influence.

e Manage privacy settings.

e Evaluate suggestions mindfully.

Conclusion

Al significantly influences consumer
decision-making in digital marketing. It
enhances convenience, personalization,
and engagement, but raises concerns about
privacy and autonomy. Responsible Al
practices are essential to maintain trust and
ensure ethical marketing.
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Abstract: This study examines the
effectiveness of micro-level sustainability
training in shaping employee behavior
within the health care industry. It
investigates  how  targeted training
programs influence eco-friendly practices,
resource  optimization, and  waste
management among health-care
employees. Using Kirkpatrick’s Four-
Level Evaluation Model and the Theory of
Planned Behavior, the research evaluates
training outcomes in terms of knowledge,
engagement, and behavioral change. A
mixed-methods  approach  combining
surveys, interviews, and case studies from
leading hospitals such as Apollo, Fortis,
and AIIMS was used to assess training
impact. Results reveal that sustainability
training significantly enhances employees’
environmental awareness, engagement,
and adoption of green practices, with
trained staff showing higher sustainable
behavior scores than untrained
counterparts. Regression analysis confirms
that training and organizational support
jointly predict behavior and engagement,
which in turn drive long-term
sustainability = outcomes. The study
concludes that continuous reinforcement,
leadership commitment, and practical
training methods are crucial for sustaining
eco-friendly behaviors and embedding a

culture of sustainability in health-care
operations.

Key Words:

Micro-level sustainability training,
employee behavior, healthcare industry,
green HRM, environmental practices,
organizational support, employee
engagement, Kirkpatrick model

Introduction

Reduce their environmental impact, and
inspire their employees to do the same,
when healthcare organizations adopt
sustainable practices they fundamentally
change the way they manage their
resources. Hospitals and healthcare
facilities are now rolling out micro-level
sustainability training programs that focus
on waste management, energy
conservation, and eco-friendly patient
care. Understanding how effective these
training programs are in changing the way
healthcare workers behave is key. This
study is interesting because it is examining
how these very structured training
initiatives ~ can  increase  employee
awareness, drive environmentally friendly
behaviour, and bolster a company's efforts
towards a greener operation and
subsequently contributes to environmental
protection. Regarding reducing the impact
of the healthcare sector on the
environment, sustainability initiatives in
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this field have gained significant traction
in recent years. Driven by climate change,
escalating medical waste, and the need for
environmentally friendly health systems,
small-scale training is being applied to a
micro level to reach employees. The main
idea of micro level training is to encourage
small but substantial changes such as using
water, sorting medical waste, and
integrating eco-friendly practices into the
daily routine.The benefits of this initiative
has caught the attention of the academic
and industry circles and sparked a
growing collection of research on the way
training programs can change individual's
understanding, dispositions, and way of
acting. The purpose of our paper will be to
examine the part that micro-level
sustainability training plays in healthcare,
asking such questions as what makes it
effective, what are the obstacles in its
application and what it adds to a health
care organization's long-term
sustainability. Theoretical Background A
waste-sorting-based sustainability training
program was initiated at a mid-sized
hospital. saving energy, and using water
responsibly among its nursing and
administrative staff. The hospital utilized
Kirkpatrick's ~ Four-Level  Evaluation
Model to assess the training in
Effectiveness at various levels. Employees
initially responded well to the training
sessions. Most of the respondents who had
participated in the reaction showed better
learning about sustainability practices and
were later seen adopting practices such as
appropriate biomedical waste disposal and
reduction of unnecessary electricity use,
behavior. Over six months, the hospital
reported a clear decline in Resource waste
and better compliance with environmental
standards- results. This example shows
that when properly evaluated, organized
training can efficiently change employees.
Behavior and support sustainability goals
in the health care industry.

Theory and Definitions
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Theory of Planned Behavior (TPB),
explains how attitudes, social norms, and
perceptions of Control affects an
employee's intention to adopt
sustainability practices. In this study, it
shows how training shapes eco-friendly
behavior in healthcare. According to
Social Learning Theory (SLT), employees
learn sustainable actions such as waste
segregation and saving of energy by
observing peers and role models, wherein
sustainability Training is a structured
program that allows learning through
demonstration and practice.

The Kirkpatrick's Four-Level Training
Evaluation Model serves as a guide when
assessing training. These are Reaction,
Learning,  Behavior, and  Results.
Effectiveness in this context means how
well employees adopt sustainable practices
after training

Definition of Employee in health care
industry:

Biomedical Waste Management: Proper
segregation and disposal of medical waste
reduces environmental and health risks.
Training ensures employees handle waste
responsibly and meet sustainability
standards. Energy Efficiency Practices:
Implementing energy-saving measures,
such as turning off unused equipment and
improving  facility —operations, helps.
Changing employee behavior directly
lowers energy use in hospitals. Water
Conservation in Health Care: Using water
efficiently involves reducing waste,
recycling, and promoting sustainable
sanitation practices. Training staff helps
them develop water-saving habits for daily
hospital routines. Green Practices in
Patient Care: Adopting eco-friendly
methods in

treatment and documentation includes
cutting back on single-use plastics and
encouraging digital records. This shows
that sustainability is part of clinical
behavior. Employee Behavioral
Engagement: Staff readiness to adopt and
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maintain sustainable practices consistently
reflects the lasting impact of micro-level
sustainability  training. Evaluation of
Human Resources Parameters Employee
performance is appraised based on task
efficiency, adherence to protocols, and
Patient feedback. Employee engagement
measures motivation, commitment, and
participation in the hospital. Initiatives
including sustainability programes.
Training effectiveness refers to the
assessment and evaluation of how well
employees are gaining knowledge, skills,
and adhering to new practices. Sustainable
workplace behaviors. Staff turnover and
retention reflect workforce stability or
continuity in patient care. Job satisfaction
reflects the staff's contentment with the
working conditions, responsibilities, and
organizational  support Need  and
Significance of the Study

Need and Significance

The topic is chosen to explore how micro-
level sustainability training influences
employee behavior in the healthcare
industry and contributes to organizational
environmental goals. As centricity of
reducing environmental impact while
developing hospitals and health care
institutions. Resource efficiency thus
requires the training of employees in
sustainable practices. The importance of
the research lies in its capability to show
how  structured sustainability.  The
programs can shape employee habits,
foster eco-friendly behaviors, and improve
overall performance. Operational
efficiency, simultaneously addressing
challenges including staff engagement,
long-term Behavior change and integration
of sustainability into daily clinical
routines.

Research Problem

The central research problem is to
understand the extent to which micro-
level sustainability training can effectively
change employee behavior in health care
settings and identify the factors that
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facilitate and hinder this change. This is a
crucial problem for health care
organizations that want to implement
sustainable practices effectively, so that
training  Translates  into  tangible
environmental improvements while
sustaining quality of patient care and staff
productivity.

Benefits of employee behaviour in
health-Care industry

Employee behavior monitoring allows
identifying gaps in  adherence to
sustainability. practices, thus allowing
interventions to be more precisely
targeted. Understanding behavioral
patterns allows hospitals to design more
effective, practical sustainability training
programs. Monitoring of eco-friendly
actions enhances accountability and
encourages staff to adopt consistent
sustainable habits. Behavioral insights
inform  personalized  coaching  of
employees, leading to improved adoption
of green practices.

Observing employee actions enables
ongoing  feedback  that  reinforces
sustainable =~ behavior.  Over  time.
Reinforcing positive behaviours enhances
overall staff engagement in
environmental Initiatives. Drawbacks of
shaping employee behaviour in health-
Care industry

Overemphasis on Measurable Actions:
A sole focus on observable behaviors may
overlook underlying attitudes, motivations,
or contextual factors affecting
sustainability. practices.

Resistance to Change: Employees
may be resistant to the implementation
of new sustainability practices this limits
the effectiveness of training programs.

Inconsistent Implementation:
Differences in individual commitment or
departmental Uneven support may cause
uneven behavior change across staff.
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Monitoring Fatigue: Continuous
observation of employee behaviors can
create stress or Decrease morale if
perceived as surveillance.

Difficulty in Measuring Intangible
Behaviors: Some eco-friendly actions,
such as promoting a cultural sustainability,
may be difficult to measure and may not
be reflected in assessments.

Impacts of Evaluation

Improved Sustainability Compliance:
Periodic assessment motivates employees
to: practice green protocols like waste
segregation and energy conservation.

Enhanced  Training  Effectiveness:
Feedback on employee behaviors serves to
refine Training Content and Methods for
Improved Outcomes.

Behavioral Reinforcement: Positive
reinforcement of eco-friendly practices
encourages Long-term adoption and
consistency.

Operational  Efficiency:  Sustainable
behaviors reduce resource waste, cut costs,
and Improve overall hospital efficiency.

Increased  Employee Engagement:
Employees actively engage in and show
interest in corporate sustainability feels
more engaged in the initiatives and
responsible, hence helping to keep morale
high.

Challenges in Evaluating Employee
Behavior in Sustainability Training
Depersonalization of Training
Feedback: Over-reliance on standardized
behavior

Metrics can overlook personal motivation
and context.

Monitoring Employee Activities for
Sustainability:  Ethical and Privacy
Concerns Compliance needs to balance
oversight with respect for privacy.
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Resistance to Adoption: Personnel may
be unwilling to change current practices or
adopt eco friendly practices without
appropriate incentives or support.

Variability in  Behavioral Data:
Differences in individual roles, workloads,
and Departmental priorities can make
evaluation inconsistent.

Measurement Limitations: Several of the
sustainability behaviors are qualitative; it is
hard to Difficult to evaluate the true
impact of training programs.

Review of Literature:

Gupta (2023) explored sustainable training
practices (STP) and their influence on
employee outcomes in Indian
organizations. They found that STP
significantly predict job satisfaction and
organizational commitment, STP help
organizations attain sustainable HRM
objectives by enhancing awareness and
capability of employees, and by embedding
STP. It integrates formal HR processes into
long- term sustainability  outcomes.
Sindhwani 2024 analyzed greener health
care operations adopted in India during
COVID-19 period and their organizational
drivers. The study found that hospitals
adopted internal green practices or waste
minimization and energy optimisation,
even under pandemic pressure; the
adoption depended on interrelated factors
such as leadership, training, and resource
allocation, and Practical barriers, such as
limited funding and low staff awareness,
constrained full The implementation has
highlighted the requirement for focused,
micro-level training and awareness.
Mandal and Pal (2025) examined
environment-specific servant leadership in
hospitals in Ranchi.India, and its impact on
green organizational citizenship behavior
among employees. They Found that
servant leadership oriented towards
environmental issues significantly
encourages employees to engage in
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voluntary  pro-environmental behavior,
employee green values, or their
internalization of these values, partially
mediate this relationship. leadership It
should link values and practices that
encourage sustainable behavior within
healthcare settings. Ananya Tharanatha, R.
Shashidhar, Sindu Bharath and P. Nagesh
(2023) assessed how Green behaviour at
workplaces acts as a mediator between
GHRM and Employer Branding.(EB) in
selected green hospitals in India. They
found that GHRM is positively related to
employer branding in hospitals.green
behavior partially mediates the effect;
when green behavior is included, the
strength of the relationship of GHRM with
EB weakens, and hospital employees
respond positively when GHRM practices
are visible and connected. branding, in that
behavior change is impacted by the image
of the organization and identity. Shukla
and Bankar (2022) carried out in-depth
interviews with senior HR professionals
from service industries, inclusive of
healthcare, in their study “Adoption of
Green HRM Practices for Building
Sustainable Models in the Indian
Markets.” They found that awareness of
Green GHRM in health-care is very
low,employees' personal moral values and
individual green goals strongly influence
whether GHRM practices are adopted.
(iii)government policy, incentives and
leadership support are lacking, weakening
the Adoption and effectiveness of GHRM
to foster sustainable behavior. Bose and
Gupta (2017) compared green HRM
practices in private healthcare and banking.
Sectors in India. They found that green
training is one of the adopted practices but
is more common in banking than in
healthcare, the healthcare sector is less
ready and lower implementation of green
HR policies compared to banking,
especially in Behaviour and sustainability
practices, and challenges are
organizational cost concerns. Lack of
awareness, and weak regulatory pressure.
Namrata Jolly and Rhythm Gupta
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published "Green Practices in the Indian
Healthcare" in 2024.Sector, which referred
to green practices such as green buildings,
green purchasing, and some environmental
actions in hospitals. They found that many
hospitals have started adopting green
practices, though often superficially in
terms of building design or procurement,
Behavioral aspects such as staff behavior,
waste management, and staff training are
less homogeneous.lag behind, green
hospital initiatives are more prevalent in
urban and higher-end is higher in city
hospitals compared with smaller or rural
ones. Nayak, Sahoo, and Mohanty (2018)
investigated the relationship of workplace
empowerment, quality of work life, and
employee commitment in private health-
care units in India. They found that
workplace empowerment positively affects
employee commitment, (ii) quality of work
life acts as a partial mediator between
empowerment and commitment,
(iii)improved quality of work life,
including training and support, enhances
commitment. Though not strictly tied to
sustainability behavior, it shows how
training and empowerment can influence
attitudes and actions in health-care
workers. Bennett, Ojha, and Vardhan
(2021)  reviewed the impact of
organizational culture on employee
behavior in Indian hospitals. They
concluded that, among others, culture is a
significant determinant of whether Policies
and training lead to actual behavior
changes, many hospitals have strong
formal policies but weak implementation at
the behavioral level, leadership, peer
influence, and local management support
affect this translation

Research Gap

For sure, research in this area is required in
the context of India's healthcare, which
should: systematically review micro-level
sustainability training programs and their
effectiveness. at shaping, maintaining, and
reinforcing employee behavior. By using
structured evaluations models such as
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Kirkpatrick, using both qualitative and
quantitative approaches, and centering on
Your study addresses the important gap of
how policies have led to behavioral
outcomes, rather than only policies.

Objectives of the Study

The paper addresses how micro-level
sustainability training drives employees'
eco-friendly behavior, actions, responsible
use of resources, and waste reduction
behaviors. Evaluate the effect of
sustainability training on employees
regarding participation and motivation and
involvement in environmental programs
within the organization. The most effective
approaches to sustainability training can be
identified, which successfully Encourage
and reinforce long-term  sustainable
practices among employees. To analyze
employees' perceptions of sustainability
initiatives, the role of organizational
support, leadership commitment, and
internal  policies in  shaping their
engagement, as well as their sustainable
behavior

Conceptual Model: Green HRM
Integrated Model

Inputs: Micro-level sustainability training
equips  health-care  employees  with
practical skills in waste management,
resource conservation, and eco-friendly
patient  care. Such  training  is
complemented by supportive Green HRM
systems are green leadership and green
performance appraisal, and green rewards
for the reinforcement of the sustainable
behaviors. Employee Factors include
motivation, awareness of the environment,
and personal values which influence how
effectively the training is adopted.

Processes: These processes include the
application of sustainability training by
way of practice and continuous
reinforcement through mechanisms of
Green HRM. Leaders model and
encourage Performance appraisals track
compliance to sustainability, and rewards
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motivate green behavior that enables
employees to exceed expectations.
Employee behaviors are observed in
routine tasks and voluntary actions - while
the organizational support ensures that
resources are available and communication
is clear to sustain these practices.

Outcomes: Improved green behavior of
the employees, such as staff constantly
upholding eco-friendly behavior.
Achievement in culture and participation
in sustainability practices is attained in the
model. Eventually, this leads to an
improved green culture in health facilities.
Organizationally, there is Reduced waste,
better resource utilization, and lowered
Operational costs, hence helping the
hospital achieve long-term sustainability
goals and strengthen its reputation as a:
responsible  organization towards the
environment.

“Conceptual  Model:  Sustainability
Training, Green HRM Practices, and
Employee Green Behavior”

Hypothesis of the Study:

Null Hypothesis (Hlo): Sustainability
training does not have a significant effect
on employee green behavior in the health-
care industry.

Alternative Hypothesis H1:: Sustainability
training has a significant positive influence
on employee green behavior in the health-
care industry.

Methodology of the Study

A mixed-method approach was adopted for
the study to comprehensively investigate
the Effectiveness of micro level
sustainability training in shaping the
behavior of employees within healthcare
organizations. Research Design: This study
has used a mixed-methods research design
and explores how micro-level
Sustainability training impacts healthcare
organizations by influencing the behavior
of employees. It thus captures measurable
behavioral change along with deep insights
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into employee perceptions and
motivations, and organizational conditions
that shape eco- friendly practices through
both  qualitative = and  quantitative
approaches. This integrated approach
strengthens the overall validity and
richness of the findings.

Qualitative Component: Semi-structured
Interviews: The qualitative phase will
include semi-structured interviews. With
doctors, nurses, technicians, and
administrative staff of selected hospitals.
These explore employees' experiences with
sustainability training and their
interpretations of it. Training and attitudes
towards eco-friendly practices. They also
reveal organizational and operational
factors that affect the adoption of waste
management, energy-saving, and water
conservation behaviors. Focus Areas: It
covers topics like real-time challenges in
healthcare. Professionals, organizational
support for employees, the manner in
which sustainability programs Correspond
to day-to-day activities. This section
presents contextual ideas on employee
Engagement and behavior adaptation.
Quantitative Component: Survey
Administration: Quantitative the structured
questionnaires are distributed to the
healthcare employee respondents. Surveys
will measure perceived effectiveness, the
degree of green behavior adoption, degree
of environmental initiative engagement,
and perceived organizational support.
Measurement Constructs: The quantitative
data capture key sustainability outcomes in
the form of improvements in waste
segregation, energy efficiency, and water
usage. These Measurable indicators help
assess the effectiveness of training on
employee behavior and organizational
performance. Case Study Component:
Hospital Case Reviews: Case analyses of
sustainable health institutions such as

The following hospitals: Apollo, AIIMS,
and Fortis, are part of the study. Case
studies review the design, implementation,
and outcomes of sustainability training
programs.

ISSN-2319-8478
Vol-15 Issue-1, January 2026

Contextual Insights: Analysis finds best
practices, leadership, policy structures and
cultural elements that promote employee
engagement. The case study findings This
would enrich the survey and interview data
by providing examples of both successful
and difficult implementations.

Variables of the Study

Independent Variables: Training methods
on sustainability, Organizational support,
Employee Motivation and Prior
Knowledge, Training content,
Reinforcement mechanisms.

Dependent Variables: Adoption of green
behaviour among employees, engagement
in sustainability initiatives, organizational
sustainability ~ outcomes,  Long-term
cultural shift toward sustainability,
Employee perceptions of sustainability.

Data Collection Procedure: It will be
compiled from  survey  responses,
transcripts from interviews, sustainability
reports, and on-site observations. The
representation of a variety of roles is
guaranteed by including employees within
the various departments. The pre- and post-
training indicators of behavior are
documented to assess the effectiveness of
training over time.

Behavioral Assessment Approach: The
research assesses changes in employee
behavior by comparing the responses and
observations before and after the training.
Assessment shall be focused on daily
activities related to Waste handling, energy
conservation, and water management.
Improvement in behavior on account of
The sustainability training will be assessed
on self-reported behavior and direct
observation.

Statistical Analysis: Quantitative data are
analyzed by using statistical tools such as
SPSS or Stata. t-tests and ANOVA test
differences in behavior before versus after
training, and across groups of employees.
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Regression analysis identifies training,
organizational support, and employee
interrelated  factors  affecting  green
behavior and the resulting sustainability
outcomes. These analyses validate the
hypotheses of the study and provide
quantification of the relationships between
key variables. Interpretation and reporting
The findings from the qualitative and
quantitative components, including the
case study, are combined in developing an
overall better understanding of
sustainability ~ training  effectiveness.
Influential training methods, the role of
leadership and organizational culture,
factors supporting long- term behavioral
Changes discussed are based on these
insights-evidence-based recommendations
have been Formulated to support health
care organizations in designing effective
and sustainable green training programs.

Key Observations: Those employees who
received sustainability training showed
significantly higher eco friendly behavior,
supported by a strong statistical difference
between the groups that did and did not
receive training: p < 0.001. All the scales
of measurement have shown very high
reliability with Cronbach's Alpha being
greater than 0.85, indicating that the
instruments used were consistent and valid.
While regression results showed that
training significantly predicted both
behaviors of The strong positive impact of
training on employees and their
engagement was realized. Long-term
sustainability outcomes were most strongly
driven by employee behavior and
engagement, meaning the highest returns
on investments in training arose when
Behavioral adoption was maintained over
time. Organizational support, leadership
reinforcement, and constant training
enhanced the different levels of
sustainability programs to keep employees
green end practices over time

Discussion:

Training effectiveness: The findings
indicate that micro-level sustainability

ISSN-2319-8478
Vol-15 Issue-1, January 2026

training significantly improves employees'
environmental awareness, attitudes, and
eco-friendly behaviors in healthcare
organizations.

Organizational Support: Long-term
training success does depend very much on
managerial support, policy inclusions, and
continuous reinforcement  in  the
organization.

Behavioral Mediation: Regression results
reveal that behavior and engagement act as
crucial are mediators between training and
overall sustainability outcomes,
emphasizing the importance of in
motivation and participation.

Findings of the Study:

Positive Behavioral Change: Those
employees who received micro-level
sustainability ~Training yielded clear
improvements in environmentally friendly
practices, including energy The practices
involved conservation, waste segregation,
and judicious use of the resources
available in the hospital.

Increased Involvement with
Sustainability =~ Programs:  Training
participants were more involved actively
in green projects, such as recycling drives
and awareness campaigns. when compared
to participants who did not receive
training.

Enhanced Perceptions of Organizational
Commitment:  Staff believed that
sustainability =~ Training showed the
organization values environmental
responsibility. This boost reinforced their
sense of belonging and support.

Training Effectiveness Depends on
Delivery Style: Interactive and practical
training

methods such as workshops, simulations,
and role-play proved more effective than
Lecture- based or theoretical sessions.
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Improved Long-term Adoption:
Hospitals that supported training with
follow-up sessions, recognition systems,
and policy support had more robust long-
term Adoption of eco-friendly practices in
employee behavior.

Barriers Identified: Time constraints for
healthcare workers, lack follow-up by
managers, and poor integration of
sustainability objectives into everyday
operations.

Best Practices Emerged: Integrating
training into onboarding, connecting eco-
friendly practices to patient care outcomes
and using visual reminders in hospital
settings were the most effective ways to
sustain behavioral change.

Suggestions of the Study:

Integrate Sustainability into On-boarding
and Continuous Training: Incorporate
Incorporate sustainability training into staff
orientation and ongoing development. This
will help Reinforce the concept constantly.
Use Practical and Interactive Training
Methods: Utilize workshops, simulations,
and real- life hospital scenarios. Such an
approach will increase engagement and
enhance retention. Enhancing
Organizational ~ Support:  Sustainability
practices should be supported by
management. By setting clear policies,
providing time and resources, and
recognizing eco- friendly behavior.
Connect the training to patient care and
hospital outcomes, such as how eco-
friendly these practices benefit not only the
environment but also patient safety, cost
savings, and overall quality of healthcare.
Establish Monitoring and Recognition
Systems: Establish feedback loops, set
measurable sustainability goals, and
reward departments or individuals who
excel in green practices. Overcome
Barriers through Flexibility: ~Address
challenges like time constraints by This
can include weaving training into everyday
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routines like brief huddles or digital micro
modules. Enable a culture of sustainability
by using posters, dashboards, and peer
champions. hospital units in order to
maintain awareness and motivation long
after the training.

Conclusion

The Micro-Level Sustainability Training:
Effectiveness in Shaping Employee
Behavior in the study of the Healthcare
Industry concludes with an identified
finding that focused sustainability Training
significantly improves employee
awareness, attitude, and environmentally
friendly = behaviour in  healthcare
organizations. By linking sustainability
Activities with daily work Processes,
patient care, and organizational
performance; targeted training encourages
environmental  stewardship, increases
employee involvement, and allows long-
term green practice adoption. These effects
were supported through statistical analysis,
where trained staff had higher levels of
sustainable behavior (M = 4.612)
compared with untrained stafft (M =
4.089), t(298) =6.155, p < 0.001, and a
medium—large effect size (Cohen's d =
0.777). Regression analysis also showed
that training predicts behavior, with B =
0.551, p < 0.001, and engagement, with f3
=0.333, p < 0.001) significantly, while
behavior and engagement powerfully
predict long-term consequences. Based on
the findings, the null hypothesis, HO, is
therefore rejected and the alternative
hypothesis, HI, which will confirm that
micro-level sustainability training, 1is
indeed a successful intervention in
influencing employee behavior and
participation  in  health care. Its
effectiveness, however, depends on
constant reinforcement, strong support at
the managerial level, hands-on training
practices, and alignment with
Organizational policies will ensure that
sustainability is a permanent, integral
feature of healthcare operations.
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Abstract: This paper explores the
outcomes of private equity (PE) investing
in the economic overall performance of
small and medium-sized enterprises
(SMEs) in India and focuses on variation
in the matter of sectors, regions and firm’s
stage. Based on a concise equation of one
hundred forty SMEs in the year 2015-2024
and robust statistical methods, including
regression analysis reveals that PE-
subsidized SMEs enjoy significantly
superior upgrades in the primary economic
indicators such as return on assets, sales
growth, earnings margin, EBITDA margin,
and worker growth, in comparison to non-
PE companies. The highest said gains are
in technology-pushed and concrete SMEs
in such states as Maharashtra and
Karnataka, and the rural environment and
non-tech sector’s demonstrate modest,
though positive, effects. The present study
indicates the impact of PE in stimulating
the innovation, growth, and
competitiveness of SME and suggests that
to stimulate the wider use of PE across
under-served sectors and regions.

Introduction

The contribution of the role of private
equity (PE) investment towards the
financial performance of small and
medium-sized enterprises (SMEs) includes
capital provision towards growth, operation
skills, enhance practices in management, as

well as strategic facilitation. The capital
that PE-backed SMEs access and the
professional advice of PE firms tend to
increase their level of profitability, the
performance of their operations, the
expansion of sales, and the activities
related to innovation. Such investments
allow SMEs to manage the restriction of
financing options provided by a standard
bank loan and stimulate its growth, higher
efficiency, expansion to foreign countries,
and competitive advantage. Nevertheless,
PE involvement is also in trouble,
including loss of management control and
pressure to generate value within a short
period. Major Financial Performance
Effects: PE investments tend to improve
operating performance and profitability of
SMEs following the investment. PE-
backed SMEs in the developed countries
usually tend to perform better than non-PE
competitors, in terms of sales growth and
profitability. PE capital injection enables
SMEs to invest more in research and
development, innovation, and growth in
the long-term. Also, increased productivity
and resource utilization can bring a high
level of competitiveness both in the
national and international arena. PE
participation normally reduces the cost of
financing as equity capital is provided
without the repayment pressures that are
usually experienced when using debt
financing.  Strategic and Operational
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Advantages: PE companies bring in
knowledge and management capabilities
as well as a broad network of contacts that
can assist SMEs to enhance their
operational effectiveness and governance.
Strategic support such as growth through
restructuring and penetrating new markets
accrues to SMEs. PE is always an
incentive to the management to align their
interests to the creation of value and this
leads to overall improved performance of
the company.

Challenges and Deliberations

1. PE firms are allowed to participate in the
decision-making of SME owners, which
decreases

their level of control. PE investors typically
prefer to have a profit driven exit
mechanism, which may put pressure on
performance of SMEs. PE boosts the
economy in general by promoting
innovation, job creation, and growth in
GDP due to the growth of SMEs. PE can
invest to yield long-term results in the
SME sector, therefore.

Review of Literature

PE is an important financing tool that has
become a key source of small and medium
enterprises (SMEs) in the developed and
the developing economies. Conventionally,
bank loans and other debt-based
instruments have been the main source of
finance by SMEs, however, continuous
issues like inability to provide collateral,
information asymmetry, and
underdeveloped capital markets have
limited their access to finance (World
Bank, 2014). Here, PE and venture capital
are not just a source of capital but also
value addition on governance, strategy and
operations.

This is a review of 40 academic sources
that research the impact of PE investment
on the financial performance of SME.
Financial performance is conceptualized in
a wide manner to cover Dprofitability
(ROA, ROE, profit margins), growth of
revenue and sales, efficiency of operations,
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ability to innovate, creation of
employment and long-term sustainability.
The literature includes several regions
(India, Africa, Europe, China and the rest
of the emerging markets), areas of
operation (fintech, manufacturing,
healthcare, biotechnology, etc.), and PE
investment types (venture capital, growth
capital, leveraged buyouts, management
buyouts).

Altogether, the summing up evidence
shows that PE-supported SMEs are likely
to achieve better results in key
performance measures, but the nature and
scale of impacts are very situation-
specific, depending on  geography,
industry, deal structure, and PE firm
features.

Theoretical and
Foundations
1.Private Equity as a Financing
Mechanism

A wide term is the concept of private
equity that includes venture capital,
growth capital, leveraged buyouts (LBOs),
and management buyouts (MBOs). On the
basis of 54 unlisted firms in six countries
in 2012-2020, Farah and Sonmezer (2022)
reveal that the size of the PE funds is
positively and significant related to the
firm financial performance (p=0.013), and
it is not just a homogenized injection of
capital.PE value creation is usually based
on the agency theory and monitoring
theory in the literature. PE investors
minimize agency costs by having
concentrated ownership, participating in
the board, wusing performance-based
incentives, and actively overseeing the
managers, and focus their conduct on
value maximization. In a large survey of
leveraged buyouts by the FEuropean
Corporate Governance Institute (2017), PE
value creation is not inevitably based on
financial engineering, but operational
improvements, strategic repositioning, and
hardened governance.

Conceptual

2. SMEs and the Financing Gap
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In most of the developing economies,
limited collateral, high perceived risk,
information asymmetry, and shallow
capital markets present unique financing
limitations to SMEs (World Bank, 2014).
The limitations cause endemic under-
servicing by conventional banks and by
offering a niche to PE and VC providers.
On the demand side, Sakala and
Hapompwe (2023) examine the case of the
Zambian SMEs and conclude that
entrepreneurs are open to viewing PE as a
substitute to traditional debt especially in
situations when economic uncertainty,
insufficient collateral, and ambitious
growth strategies require not only capital
but also technical and managerial
assistance. This validates the
appropriateness of PE as a niche lending
source to SME development.

Financial Performance-
Evidence

1 .Growth, Revenue and Productivity
There is a large amount of empirical
evidence that is reported to show that PE
investment has a positive correlation with
SME growth. In one of the largest
emerging-market studies, Vitalsa and
Andersson (2018) then compare 119 PE-
backed, and 238 matched non-PE firms in
India (2010-2015). PE-backed companies
show a growth in revenue, which is about
29 percent more, which argues in favour of
PE contributing to faster growth in
emerging economies. Wright, Wilson and
Robbie (1996) discuss management-led
buyouts in the UK and demonstrate that
the productivity differentials of 9 percent
or above between buyout firms and
controls of the same magnitude continue to
be observed several years following the
transaction indicating that the
improvements in performance caused by
PE are not short lived.Musundi, Ondigo
and Aduda (2025) study 144 PE-backed
companies in Kenya in the period of 2006-
2021. Breaking PE down into venture,
growth and buyout capital, they observe
statistically significant positive effects on

Empirical
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ROA, with the growth capital coefficient
being larger than the buyout capital
coefficient, and venture capital coefficient
being larger than the buyout capital
coefficient. These results point to the fact
that growth-stage PE capital is likely to
produce maximum performance returns
across SME segments.

2.Profitability, Capital Structure and
Trade-offs

There are a number of studies that
concentrate on profitability. In the study,
the 2025 review of the Venture Capital
Action Plan (VCAP) by the Canadian
government; fixed-effects regressions on
1,368 firms with 7,375 observations
establishes that VC-backed firms have
improved performance in the short,
medium and long term, which supports the
opinion that PE/VC aids in the
establishment of long-term value.The
effects, however, are not always positive
immediately. A study by Chen (2023),
which examines 711 innovative SMEs
listed on the NEEQ innovation layer of
China (2016-2020) reveals that the PE
involvement is positively related to the
short-term decrease in ROA (coefficient
[?7]0.835, p<0.10) and the significant rise
in technology investment intensity (4.770,
p<0.001). This implies a trade-off at the
strategic level PE-backed innovative
SMEs might need to forgo short-term
accounting  profitability to  invest
vigorously in R&D and technology, and
the objective is long-term competitive
advantages.These findings are
supplemented with capital structure
research. By applying panel data (30 auto
component SMEs in India, 2012-2020) to
reveal short-term debt, as a negative
relationship with ROA and ROE; and
long-term debt, as a potentially supportive
factor with ROE, and operational
profitability (net profit margin), and asset
efficiency (total asset turnover), Talwar,
Khan and Pandey (2022) demonstrate a
positive correlation between financial
performance and the short-term debt.
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Their findings confirm the hypothesis that
higher dependence on short-term debt is
detrimental to the performance of SMEs
and equity-based financing, including PE,
leads to healthier capitalizations and
improved performance.

Geographic and Sectoral Changes
1.Growing and Developed Market

The positive impact of PE can be
confirmed by evidence in developed
markets although via alternative channels.
Research by Peskes (2024) of more than
100 PE-owned SMEs in Germany
identifies PE-backed firms as slightly
faster than controls in sales growth with
buy- and-build platform strategies
realising up to four times turnover growth.
Also, German LBO research (2024) states
that employment usually grows in PE-
based companies, whereas revenues and
capital utilized may decrease compared to
standards, which is evidence of efficiency-
oriented  reorganization.In  emerging
economies, PE is usually more effective,
as the level of capital and institutional
voids 1s extreme. In Nairobi, Kenya,
Kirima and Aduda (2014) indicate that
there is a significant positive correlation
between PE and SME growth whereas
there are the negative effects of collateral
and high interest rates in traditional
lending, and hence the benefits of
collateral-free PE are evident. According
to Clyde & Co (2025), African startup
funding (primarily VC/PE) grew about
four times between 2015 and 2021,
approaching over 5 billion USD, and much
of the activity is in fintech. This is the
developmental and  inclusive-finance
contribution of PE to the Africa SME
ecosystem.

Vitolsa and Andersson (2018) demonstrate
in India that the PE funds of local
specialists perform better than
international or generalist investors, with a
ROA premium of 0.8-0.9 percent per year
in other instances. This assists resource-
based arguments that the local knowledge,
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networks, and industry specialization
increase PE effectiveness.

2. Sectoral Focus and Technology
Orientation

The skewness of venture and PE
investments in the emerging markets is
considerably caused by the technology
intensive industries. Putrevu and Nihar
(2021) record how the Indian VC market
has developed since 1992 with 8 funds to
309 funds in 2013, 64.2 percent of
interviewed investors said they were more
willing to wuse fintech. According to
Chakraborty (2018), there is a change in
India towards biotechnology, healthcare,
and pharmaceuticals, the sectors with a
high innovation potential and regulatory
barriers with defensible competitive
positions.

The Chinese data presented by Chen (2023)
supports the ideas that PE is specifically
significant in innovation-driven industries:
PE-supported innovative SMEs enhance
technology investment in trade at the costs
of short-term ROA. Similar results are
gained in Swedish research of tangible
and intangible asset investment (2023)
which finds positive correlations

between strategic investment (technology,
human capital, brand) and firm growth, in
the same direction as PE focus on the
creation  of  long-term  intangible
capabilities.

Value Creation mechanisms

The literature in the contexts is unified
around a number of common
mechanisms through which PE enhances
the performance of SMEs: Optimization
of finances and enhancement of
capital structure. PE minimizes high
leverage, substitutes inflexible short term
debt with patient capital, and matches
financing structure and growth goals.
According to Talwar et al. (2022) and
other SME financing research, the best
ROA and ROE is related to balanced
equity- debt and high operational
profitability.
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= Productivity and efficiency in operations.
A synthesis of the evidence on 263
buyouts (1995-2009) by the Committee on
Capital Markets Regulation (2020)
concludes that systematic operating profits
improvement occurs in the two post-
buyout years. Cost rationalization,
working capital optimization, process
improvements, and strategic capacity
investments are typical actions of PE
investors that result in the continued
productivity improvement.

. Corporate culture and
professionalisation. Vitolsa and Andersson
(2018) emphasize that the PE funds as
specialists in India produce significant
ROA increase, which does not just indicate
a capital inflow, but also governance
improvement. Research on PE board
composition (2025) indicates that PE
backed-SMEs are more likely to
incorporate professional structures of
governance, such as independent director,
compensation based on the performance,
and the presence of strict monitoring
mechanisms that together minimise agency
issues and enhance the quality of decisions
made.

=  Technology  revitalization  and
enhancement. Other studies that focus on
innovation suggest that PE enables more
substantive innovation, but not symbolic
patenting, that is of higher quality (Chen,
2023). PE backed companies raise the
intensity of research and technology,
develop intangible resources like brands
and human capital, although this lowers
short-run profitability.

= Strategic positioning and entry into the
market. PE firms focus on their networks
to enter new markets, facilitate buy and
build strategies and facilitate
internationalization. ~German evidence
(Peskes, 2024) and the cases of
consolidation of emerging markets
indicate that the strategies of platform and
acquisitions with PE ownership can
increase turnover and reach the market
radically.
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Methodological and Theoretical
Intuitions

Reviewed 40 studies have an equal
measure of quantitative (panel regressions,
matched-pair design, fixed effects, and
random effects) and qualitative (case
studies, interviews) methodologies. The
sources of data are commercial financial
data, annual reports of companies,
government SME data, World Bank data,
and primary survey data. The sample size
can be small and narrow industry samples
(approximately 30 companies) or large
multi-country samples (more than 1,000
companies), with both narrow and general
results.

Theoretically, the results have a high level
of support:

Agency theory, by showing that PE
ownership and governance systems lowers
agency costs and improves performance.
Resource-based view (RBV) has it that
evidence of specialisation, experience and
local embedded PE firms outperform the
generalist as they carry better capabilities,
networks, and sector knowledge (e.g.,
Vitolsa & Andersson, 2018). The
perspectives of the stakeholders, where the
emerging impact-investing research is
beginning to acknowledge employment,
innovation, and ESG outcomes in addition
to financial returns, are still under rigorous
ESG-oriented research  studies. 2.6
Research Gap Nevertheless, there are still
a number of critical gaps: Post-exit
performance: The majority of research
subjects the firm in PE ownership; much
less studies look into performance in PE
exit or compare results across exit modes
(IPO, trade sale, secondary buyout)
systematically.

Governance continuity and management
succession: It is not well established how
governance and professional management
structures work after PE investors leave.

*  Institutional and  cross-country
comparisons: There is a plethora of studies
which focus on individual countries;
comparative research is lacking to examine
the moderating effect of legal regimes,
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property rights and law enforcement
systems on the success of PE.
Microentrusted: ~ SME  heterogeneity
Microenterprises, family firms,
manufacturing SMEs and tech start-ups are
frequently lumped together. Further, more
granular research should be conducted on
the effects of PE on the various sub-
segments of SMEs. ESG and other
developmental outcomes: Employment
and innovation are being talked a lot, but a
lack of studies on the overall
environmental and social effects of PE-
supported SMEs, especially in emerging
markets, is frequent.

Research Question

The Study Address Three Primary

Research Questions:

1. Does private equity investment
improve the financial performance of
SME:s in India?

1. 2.How does the impact of PE
investment on SME  financial
performance differ across sectors
(manufacturing, services, technology)?

2. How does the impact of PE investment
vary across geographic regions (states,
urban vs. rural)?

Objectives

1. To Assess the Pre-PE investment and
Post-PE mnvestment in Financial
Performance

2. To examine the affect of private equity
(PE) investments in sectors such as
manufacturing, service, and technology.

3. To assess the impact of PE investment
across geographic regions.

Hypotheses:

Hypothesis 1 (H1): General PE Impact
Null Hypothesis (HO0): Private equity
investment does not significantly impact
SME financial performance (as measured
by ROA, revenue growth, or profitability).
Alternative Hypothesis (H1): Private
equity investment significantly improves
SME financial performance, (ROA,
revenue growth, and profitability)
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Hypothesis 2 (H2): Sectoral Variation

Null Hypothesis (H0O): The improvement
in financial performance after private
equity investment does not differ
significantly between technology,
manufacturing, and services SMEs.
Alternative ~ Hypothesis  (H1):  The
improvement in financial performance
after private equity investment differs
significantly =~ across  sectors,  with
technology-driven SMEs showing greater
gains than manufacturing or services
SMEs, attributed to higher growth
potential and innovation intensity.

Hypothesis 3 (H3): Geographic Variation
Null Hypothesis (HO): Private equity
investment has the same effect on SME
performance regardless of location (urban
vs. rural, developed vs. less-developed
states).

Alternative Hypothesis (H1): Private
equity investment has a significantly
stronger  positive effect on SME
performance in urban areas and
economically developed states (such as
Maharashtra, Karnataka, Tamil Nadu)
compared to rural or less-developed
regions, due to better institutional
infrastructure, = market access, and
regulatory environment.

Methodology

Research Design and Approach

This study employs a quantitative research
design wusing panel data analysis to
investigate the impact of private equity
investment on the financial performance of
small and medium enterprises (SMEs) in
India. The research utilizes a matched-pair
comparison approach with a control group
to establish causal relationships between
PE investment and SME performance
outcomes. This study spans a 10-year
period (2015-2024), allowing for robust
temporal  analysis of  performance
dynamics before and after PE investment.
The matched-pair design compares PE-
backed SMEs (treatment group) with
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comparable non- PE-backed SMEs
(control  group) that share similar
characteristics including firm size, sector,
geographic location, age, and pre-
investment financial profiles. This design
mitigates selection bias and strengthens
causal inference.

Variables and Operationalization

1. Independent Variable: Private Equity
Investment (PE)

2. Dependent Variables: Return on
Assets (ROA), Revenue Growth,
Profit Margin and EBITDA

3. Moderating Variables: Sector
Classification (Categorical),
Geographic Region (Categorical),
Firm Size (Continuous), Leverage
Ratio  (Continuous), Management
Experience (Categorical/Continuous)

4. Control Variables: Industry Growth

Rate, Regional GDP per Capita, Time

Period / Year Fixed Effects, Firm Age,

Market Access Indicators

Population and Sample

6. Target Population: All small and
medium enterprises in India that
received private equity investment
during the period 2015-2024.

Population Characteristics: Incorporated

under Indian Companies Act or registered

as LLP

SME definition: Per MSME Development

Act, 2006

o Small Enterprise: Investment in plant
and machinery up to INR 10 crores,
turnover up to INR 50 crores

o Medium Enterprise: Investment in
plant and machinery up to INR 50
crores, turnover up to INR 250 crores

Minimum operational history: At least 2

years before PE investment (baseline

period

o Data availability: Complete financial
statements available for at least 2 years
pre investment and 2- 5 years post-
investment

4

Sample Size- Target Sample: 120-140
SMEs comprising:
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PE-backed group (treatment): 80-100

SMEs

e Manufacturing: 40-50 firms

e Services: 15-25 firms

e Technology: 25-35 firms

e Non-PE-backed group (control): 40
SMEs

e Stratified proportionally across sectors

e Manufacturing: 20-25 firms

e Services: 8-12 firms

e Technology: 12-18 firms

Justification- Sample size of 120-140 is
sufficient for panel regression analysis
with 10-year time period, yielding 600-700
firm-year observations (assuming S5-year
post-investment observation window per
firm) Power analysis (o = 0.05, B =
0.20) with expected effect size (Cohen's
d = 0.50) indicates minimum sample of
64 firms per group; our target exceeds this
threshold Stratified sampling across sectors
and regions improves statistical precision
and allows for subgroup analysis

Sampling Frame and Data Sources PE-
backed SME Identification MCA e-
governance portal: Company filings
confirming investor shareholding patterns
and investment dates

Venture Intelligence: Comprehensive PE
transaction database recording investment
amounts, dates, investor profiles, sector,
stage, and exit outcomes

BSE/NSE listings: Public disclosures of PE
shareholding and investment
announcements

PE firm websites and press releases: Direct
information on portfolio companies
Non-PE-backed Control Group
Identification:

MCA database: Firms with similar
characteristics but no PE investment
recorded

MCA database: Firms with similar
characteristics but no PE investment
recorded

138




Vindhyan Bloom

Sampling Technique- Stratified Random
Sampling with the following stratification
criteria:

Sector Stratification (3 strata):

Manufacturing

e Services

e Technology

e Geographic Stratification (2 levels):

e State-level:-10-12 major states
representing  diverse  development
regions

e Urban-Rural: Metropolitan vs. non-
metropolitan location

e PE Investment Status:

e Treatment group: PE-backed (2015-
2024)

e Control group: Matched non-PE firms

e Matching Procedure (Propensity Score
Matching - PSM):

e For each PE-backed SME, identify a
matched control firm based on:

e [Exact matching: Industry sector (NIC
code), geographic region, urban/rural
status

e Caliper matching: Firm size (total
assets) within 20% difference, firm age
within 2-3 years, pre-investment ROA
within £2 percentage points

e One-to-one matching: Each PE-backed
firm matched to one control firm from
the same sector-region cohort

e Timing: Matched firms should have
complete data for the same observation
period

Inclusion Criteria:

e Firm incorporated and operational in
India

e Complete financial data available for
minimum 7-8 years (2-3 years pre-
investment, 5 years post-investment)

e Minimum PE investment of INR 50
lakhs

e No change in ownership structure or
merger/acquisition during observation
period

e No delisting or closure during
observation period
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Exclusion Criteria:

e Firms with data gaps exceeding 1 year
in any performance metric

e Firms undergoing multiple
consecutive PE investments within
the 5-year post- investment window

e Non-traditional sectors (e.g., financial
services, insurance, real estate) with
different regulatory frameworks

Data Collection and Sources

Secondary Data Sources

Ministry of Corporate Affairs (MCA) -
Annual Financial Statements, Stock
Exchange Data - BSE and NSE, Venture
Intelligence (VCCEdge Database), CMIE
Prowess Database, Reserve Bank of India
(RBI) Reports, MSME Ministry Database

Data Analysis and Statistical Methods
Descriptive Statistics and Preliminary
Analysis

The descriptive analysis begins with a set
of summary statistics—such as the mean,
median, standard deviation, and minimum-—
maximum values—for all key variables.
These statistics are reported separately for
the treatment group (PE-backed SMEs),
the control group (non-PE SMEs), and
across different sectors. Comparison tables
are then used to highlight differences
between the two groups in terms of firm
characteristics including size, age, sector,
region, and pre-investment ROA. To track
changes over time, additional summary
tables present financial performance
indicators before and after the private
equity investment.To ensure that the two
groups are comparable, baseline balance
tests are carried out. Continuous variables
are evaluated wusing t-tests, while
categorical variables are compared using
chi-square tests. When any significant
imbalance is identified, propensity score
weighting is applied to improve covariate
balance, thereby strengthening the validity
of the causal estimates in the subsequent
analysis.

Hypothesis Testing - Primary Analysis
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Method 1: Fixed Effects Panel Regression
Provides robustness check for DiD results
by controlling for time-invariant firm
heterogeneity.

Yie=Bo+ 1 -PEwx+ P2 Xie+yi+ e+
Eit

Where:

X {it} = Vector of control variables (firm
size, leverage, age, industry growth rate,
regional GDP per capita)

Interpretation: beta 1 represents the PE
effect on performance controlling for
observed time-varying covariates

Robustness Checks

e Specification

e Alternative dependent variables
(ROE, revenue per employee, asset
growth rate)

e Lagged dependent variable models
(dynamic specification)

e Lead specification testing for reverse
causality

e Sample robustness:

e Exclude outliers (top/bottom 1-5%
firms by performance)

e Exclude pre-2017 period (pre-GST
implementation)

e Exclude pre-2017 period (pre-GST
implementation)

e Test with different matching criteria
(PSM with different callipers)

e Methodological robustness:
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e Synthetic control for firms with unique
characteristics

e Instrumental variable (IV) approach
using regional PE market density as
instrument

e Quantile regression to examine PE
effects across performance distribution

e Placebo tests: Assign fake treatment
dates to control firms; test for spurious
effects

e Use samples prior to any firm
receiving PE investment

Statistical Significance and Reporting
Significance level: a = 0.05 (two-tailed
tests)

Confidence intervals: 95% for all point
estimates

Standard errors: Clustered at firm level to
account for within-firm correlation over
time

Multiple hypothesis correction:
Bonferroni correction if testing multiple
hypotheses simultaneously Effect sizes:
Report both statistical significance and
economic magnitude (e.g., % change in
ROA)

Results and Discussion

Table 1: The post-investment performance
averages of the most important financial
indicators between PE-backed and non-PE
SMEs

Post-Investment Performance of PE-Backed and Non-PE SMEs

Table 1: Post-Investment Performance Averages of Key Financial Indicators

Metric PE-Backed Non-PE % Difference (PE vs Non-
SMEs SMEs PE)

Return on Assets (ROA) | 8.2% 4.8% +70%

Revenue Growth | 14.8% 7.9% +88%

(Annual)

EBITDA Margin 21.5% 14.6% +47%

Net Profit Margin 12.4% 8.1% +53%

Employee Growth | 11.8% 6.2% +90%

(Annual)

The study compares 100 PE-backed
SMEs with 40 non-PE SMEs over a 7-

year window (2 years pre-investment and
5 years post-investment). Consistent with
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evidence from other emerging markets,
PE-backed firms significantly outperform
non-PE firms across most financial
indicators.

During the pre-investment period, no
statistically significant differences were
observed between the two groups (mean
ROA = —4.0% in both samples, p > 0.1).
However, five years after investment,
PE-backed SMEs exhibit substantial
improvements in profitability, growth, and
employment. These findings support the
view that equity infusion—rather than
debt financing—enhances SME
efficiency.Post-investment averages show
that PE-backed SMEs achieve a mean

Sectoral Performance Differences
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ROA of 8.2%, compared to 4.8% for non-
PE firms (a 3.4 percentage-point
difference). Annual revenue growth is
nearly double (14.8% vs. 7.9%). EBITDA
and net profit margins are also higher
(21.5% vs. 14.6% and 12.4% vs. 8.1%,
respectively), indicating improved
operational  efficiency. = Employment
growth is significantly faster in PE-backed
firms (almost 12% annually versus 6%),
reflecting  aggressive  post-investment
scaling. Overall, PE-backed SMEs
outperform controls across all indicators,
with relative gains typically ranging from
50% to 90%.

Table 2: Post-Investment Financial Averages by Sector

Sector ROA ROA % Revenue Revenue %
(PE) (Non-PE) | Diff Growth (PE) Growth  (Non- | Diff
PE)
Technology 9.2% 5.5% +67% | 18.0% 9.5% +89%
Manufacturing | 7.1% 5.0% +42% | 12.2% 7.3% +67%
Services 8.0% 5.0% +60% | 15.2% 8.9% +71%

Performance improvements are uneven
across sectors. Technology SMEs show
the strongest gains, reflecting increased
investment 1in digital and IT-based
enterprises. PE-backed technology firms
report ROA of 9.2% versus 5.5% for non-
PE peers, and revenue growth of 18.0%
Versus 9.5% Manufacturing SMEs
(notably textiles and auto components
prevalent in Tamil Nadu and Maharashtra)
show  moderate  but  significant
improvements, with ROA rising from
5.0% to 7.1% and revenue growth from
7.3% to 12.2%. Service-sector SMEs
State-Level Performance Difference

demonstrate intermediate gains, with PE-
backed firms achieving ROA of 8.0% and
revenue growth of 15.2%.These trends
align with India’s industrial structure: the
strong IT-MSME ecosystem in Karnataka
supports superior technology outcomes,
while the mature manufacturing base in
Tamil Nadu  yields stable but
comparatively lower returns. Despite
sectoral differences in top-line growth,
EBITDA and net profit margin
improvements remain broadly
consistent, indicating that PE participation
enhances efficiency across sectors.

Table 3: ROA and Revenue Growth After Investment by State

State ROA ROA % Revenue Revenue Growth | %

(PE) (Non-PE) | Diff Growth (PE) (Non-PE) Diff
Mabharashtra | 8.5% 5.0% +70% | 16.3% 8.0% +103%
Karnataka 9.3% 6.0% +55% | 17.5% 9.2% +90%
Tamil Nadu | 7.8% 4.4% +77% | 14.0% 7.1% +97%
Uttar 6.5% 3.6% +81% | 12.0% 6.2% +94%
Pradesh
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Geography also moderates performance.
Across Maharashtra, Karnataka, Tamil
Nadu, and Uttar Pradesh, PE-backed
SMEs outperform non-PE firms in all
states, though magnitudes vary. Absolute
performance is highest in Karnataka and

ISSN-2319-8478
Vol-15 Issue-1, January 2026

industrial and technological ecosystems.
However, relative gains are substantial
even in less-developed states such as
Uttar Pradesh, indicating PE’s ability to
unlock value across diverse regional
contexts.

Maharashtra, reflecting stronger

Aggregate Financial Performance Summary
Table 4: Aggregate Post-Investment Financial Performance

Metric PE-Backed Non-PE Relative Performance Driver
SMEs SMEs Difference

Revenue  Growth | 14.8% 7.9% +88% Aggressive  market

(Annual) scaling

ROA 8.2% 4.8% +70% Asset efficiency

EBITDA Margin 21.5% 14.6% +47% Operational
improvements

Net Profit Margin 12.4% 8.1% +53% Bottom-line  value
creation

Employee Growth | 11.8% 6.2% +90% Organizational
expansion

The findings confirm that both groups
started from similar positions, but PE-
backed SMEs experienced significant
divergence in performance during the
five-year post-investment period.
Improvements were driven by equity
infusion, professional governance, and
managerial expertise.

Urban—Rural Differences

Urban SMEs consistently outperform rural
counterparts. Across states, urban firms
record 2—3 percentage-point higher ROA
and 5-8 percentage-point higher
revenue growth. For example, urban
SMEs in Maharashtra achieve ROA of
about 9.0%, compared to 6.0% in rural
areas. Although PE is most effective where
ecosystem support is strong, rural PE-
backed SMEs still outperform rural
non-PE firms on all measures.

Causal Evidence: Difference-in-
Differences (DiD) Results

To establish causality, Difference-in-
Differences regressions with firm and year
fixed effects were estimated. The
interaction term (PE-backed x post-

investment) is positive and statistically
significant for most indicators:

. ROA: +3.2pp (SE 1.1, p <0.01)

. Revenue Growth: +7.5 pp (SE
2.3,p<0.001)

. EBITDA Margin: +2.9 pp (SE
1.2,p=10.02)

. Employment Growth: +4.8 pp
(SE 1.9, p=10.03)

The effect on net profit margin (+1.5 pp,
SE 1.0) 1is positive but statistically
insignificant (p = 0.12), suggesting
reinvestment of earnings into growth
rather than immediate profit extraction.

Key Empirical Insights

e PE-backed SMEs outperform non-PE
firms across nearly all financial
indicators.

e Technology SMEs benefit the most;
manufacturing and services show
positive but smaller gains.

e Maharashtra and Karnataka lead in
absolute performance, while all states
exhibit strong relative gains.
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e Urban SMEs outperform rural SMEs,
though PE improves outcomes in both.

e DiD estimates confirm a causal
impact of PE investment on
profitability, growth, efficiency, and
employment.

Finding

According to the results of the
comparative analysis of 100 PE-backed
SMEs and 40 non-PE control firms during
a 7-year period (2 years before the period
of investment, 5 years after the period of
investment), it can be stated that there is a
strong cause-effect relationship between
PE investment and improved financial
performance.

The following is the breakdown of the
findings:

Sectoral Variations Although PE does
produce positive variance in the various
industries, the characteristics of the
improvement vary according to the depth
of the sector and its capital intensity. *
Technology (High Growth): Tech SMEs
had the strongest relative performance,
which is fuelled by the scalability of the
digital models.

Statistics: ROA 9.2% (compared to 5.5%
control); Revenue  Growth  18.0%
(compared to 9.5% control). Services
(Balanced): Healthy performance
improvements and improvements in both
efficiency and scale.

Stats: ROA 8.0%; Revenue Growth
15.2%.

Manufacturing  (Cyclical/Mature):  The
least relative increase in revenue, which is
a capital intensive and cyclical business
sectors.  Nevertheless, the EBITDA
margins improved significantly ( +42%
relative difference in ROA ) which
explains why PE paid much attention to
operational efficiency and cost
rationalization instead of only top-line
growth.

Geographic Dynamics and
Demographic Dynamics- Both the level
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of economic maturity of states and the
urban-rural divide affect performance but
PE generates value in any location.
State-Level Trends:

Absolute Leaders: States exhibiting a
developed  industrial/tech  ecosystem
(Karnataka, Maharashtra) produced the
best absolute returns (ROA >8.5%).
Relative Gains: Surprisingly, states that
were less developed in the industrial sector
and had similar relative gains such as Uttar
Pradesh experienced similar relative gains
of lifts to PE of the company, indicating
that PE can largely unlock value even in
challenging regulatory or economic
settings.

Urban vs. Rural: The Urban SMEs were
better by 2-3 percentage point ROA and 5-
8 percentage point growth every time
compared to the rural.

Key Insight: PE performance is enhanced
in the presence of good local ecosystems
(infrastructure, access to talent) that exist
in cities such as Bengaluru and Mumbai.

Statistical Causality (Difference-in-
Differences)

To establish that these findings are not
accidental, the study employed the
Difference-in Differences (DiD)
regression, which allowed ensuring that
the research considered external factors.
Statistically Significant:

Revenue Growth: +7.5 percentage points
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Abstract: This paper presents a
consolidated literature review on the role
of semiotics, visual communication, and
structural design in shaping consumer
perceptions of sustainable packaging.
Drawing from contemporary studies
(2018-2025), the review highlights how
visual cues such as color, imagery,
typography, layout, and eco-labels
influence consumer interpretation, trust,
and purchase intent. It also identifies major
research gaps and proposes future
directions for advancing sustainable
communication strategies. The insights
contribute to a deeper understanding of
how semiotic systems can support both
environmental messaging and responsible
consumption.
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1. Introduction

Sustainability communication has evolved
into a critical component of modern
branding and packaging design. As
consumers increasingly seek
environmentally  responsible  products,
brands rely on visual and structural cues to
convey ecological values. Semiotics—the
study of signs, symbols, and meaning-
making—plays a central role in shaping

these perceptions. This paper synthesizes
major research contributions that explore
how consumers interpret and respond to
sustainable packaging cues.

2. Literature Review

2.1 Unlocking the Secrets of Green
Semiotics (Worakittikul, 2024)
Introduction / Motivation

Worakittikul (2024) investigates how
semiotic cues such as green color palettes,
natural imagery, typography, and symbolic
logos shape consumer perceptions of
sustainability. The motivation stems from
the rapid growth of eco-friendly markets
and the powerful influence of visual
communication on decision-making.
Abstract / Key Focus

The study applies mixed methods to
examine how consumers decode visual
signifiers of sustainability. It highlights
color symbolism, imagery, and typography
as core contributors to sustainability

perception.

Research Gaps

e Limited exploration of layered
semiotic decoding

e Cultural differences in  symbol
interpretation

e Lack of longitudinal behavioral
insights

e Underexplored risk of greenwashing
Main Findings
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e Green visual cues strongly trigger
ecological associations.

e Nature-based  imagery
perceived sustainability.

e Typography influences emotional tone
and brand trust.

e Semiotic elements operate
synergistically rather than individually.

Why It Matters

The study establishes a direct link between

semiotics and sustainability perception,

offering brands a strategic framework for

communicating environmental

responsibility through visual language.

enhances

2.2 Eco-Friendly Design for Sustainable

Gift Packaging (Pogacar, 2025)

Introduction / Motivation

Pogacar (2025) examines the role of

graphic and structural design in conveying

sustainability in gift packaging. The study

recognizes  that sustainability is

communicated not only through materials

but also through spatial arrangement and

design simplicity.

Abstract / Key Focus

Using content analysis and case

evaluations, the study analyzes minimalist

layouts,  structural = simplicity, and

geometric forms as eco-signifiers.

Research Gaps

e Lack of large-scale empirical testing

e Weak connection between design cues
and consumer behavior

e Limited integration of material and
visual cues

e Minimal cross-category studies

Main Findings

e Minimalism strengthens eco-friendly
perceptions.

e Structural simplicity communicates
responsibility.

e Integrated visual-structural design is
more impactful than isolated cues.

Why It Matters

The study expands semiotic theory by

showing how sustainability can be

communicated through form, negative

space, and spatial balance, emphasizing
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Vol-15 Issue-1, January 2026

that design is a critical component of
sustainable communication,

2.3 Consumers’ Behavior Concerning

Sustainable Packaging (Orzan et al.,

2018)

Introduction / Motivation

Orzan et al. (2018) assess consumer

interpretation of eco-packaging using

survey-based research. The motivation

arises from  widespread  consumer

misunderstanding of sustainability cues,

especially eco-labels and color schemes.

Abstract / Key Focus

The study finds that consumers use

heuristic cues—such as green color and

earthy textures—to judge sustainability,

often without validating label accuracy.

Research Gaps

e Frequent misinterpretation of eco-
signifiers

e Need for improved label education

e Limited demographic segmentation

e Lack of long-term validation of

learning

Main Findings

e Green is commonly equated with eco-
friendliness.

e Labels enhance credibility but are
often misunderstood.

e Aesthetic mimicry can mislead
consumers.

Why It Matters

The study highlights the gap between

intended and  perceived  meaning,

emphasizing the dangers of misleading

cues and the importance of transparent

sustainability communication.

2.4 Packaging Journey from Retail to
Home (SekKi et al., 2023)

Introduction / Motivation

Sekki et al. (2023) explore how packaging
meaning evolves as consumers move from
retail environments to home use. They
argue that semiotic interpretation shifts
with context, function, and interaction.
Abstract / Key Focus
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Qualitative interviews reveal differences in

meaning assigned at purchase compared to

meaning constructed during handling,

storage, and disposal.

Research Gaps

e Lack of quantitative validation

e Need for lifecycle-oriented semiotic
modeling

e Insufficient integration with recycling

studies

Main Findings

e Minimalist cues influence purchase
decisions.

e Functional aspects alter at-home
perceptions of sustainability.

e Semiotic meaning is context-dependent
and dynamic.

Why It Matters

The study illustrates the importance of

consistent sustainability communication

across the product lifecycle, emphasizing

touchpoint alignment.

2.5 Enhancing Consumer Purchase
Intentions (Duarte et al., 2024)
Introduction / Motivation

Duarte et al. (2024) evaluate the effect of
eco-labels and green cues on purchase
intention using regression-based models.
The study seeks to quantify the
relationship between sustainability cues
and consumer decision-making.

Abstract / Key Focus

The research measures the combined
impact of informational cues (labels) and
symbolic cues (visual graphics).

Research Gaps

e Need for real-world retail
experimentation

e Variation in label credibility across
cultures

¢ Limited modeling of cue interactions

Main Findings

e (Combined sustainability cues

significantly boost purchase intention.
e Labels build trust, while graphics
evoke emotional connection.
e Multi-modal communication enhances
overall impact.
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Why It Matters

The study demonstrates the power of
layered  communication  strategies—
integrating  visual,  structural, and
informational cues—to influence
consumer behavior.

3. Discussion

Across the reviewed studies, a consistent
theme emerges: semiotics plays a crucial
role in shaping consumer perceptions of
sustainability. Visual cues such as color,
imagery, and typography serve as
powerful  triggers for  ecological
associations, while structural design
influences functional interpretation.
However, misinterpretation remains a
challenge, driven by greenwashing, limited
consumer education, and  cultural
differences.

The studies also highlight the dynamic
nature of packaging meaning, shifting
across the consumer journey. Effective
sustainability communication must
therefore be holistic, multi-modal, and
consistent across touchpoints.

4. Conclusion

This literature review synthesizes key
findings from contemporary research on
sustainable packaging semiotics. The
insights emphasize the importance of
integrating  visual,  structural, and
informational cues to create clear and
credible sustainability —messages. As
consumer demand for eco-friendly
products grows, brands must adopt
thoughtful and transparent communication
strategies grounded in semiotic principles.

5. Expanded Discussion

The role of semiotics in sustainable
packaging is multifaceted, bridging
psychology, marketing, design, and
environmental communication. Consumers
often rely on intuitive judgments when
evaluating sustainability claims, meaning
that visual cues act as cognitive shortcuts.
These shortcuts, however, introduce the
risk of misinterpretation.
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5.1 Visual Cues as Cognitive Shortcuts
Colors such as green and brown have
become symbolic anchors for eco-
friendliness. However, this association
oversimplifies complex  sustainability
information.  Research  shows  that
consumers often conflate green color with
environmental responsibility, even when
products do not meet sustainability
standards. This highlights the need for
clearer communication systems.

5.2 Eco-Labels and
Challenges

Eco-labels are intended to increase
consumer trust, but credibility varies
across cultures and regions. Labels may be
misunderstood or ignored if consumers
lack prior knowledge. Transparent labeling
frameworks and standardized certification
could significantly enhance clarity.

Credibility

5.3 Semiotics Across the Packaging
Lifecycle

Semiotic meaning is dynamic and evolves
with context. At the point of purchase,
consumers prioritize  symbolism and

6. Diagrams and Models
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aesthetics, but during home use, functional
attributes such as ease of storage,
durability, and recyclability become more
important. Brands  must  develop
communication strategies that remain
consistent across all lifecycle stages.

5.4 Integrating Structural and Graphic
Design

Structural design—shape, form, and
material—interacts with graphic elements
to convey sustainability. A holistic
approach is more effective than isolated
design cues. For example, minimalist
graphics paired with biodegradable
materials create a stronger perception of
authenticity.

5.5 Implications for Sustainable
Marketing

For brands, understanding semiotics
provides a pathway to credible and

effective sustainability messaging.
Misleading cues, however, can lead to
greenwashing  accusations, damaging

brand reputation. Developing transparent
and evidence-based visual strategies 1is
essential.

6.1 Semiotic Communication Framework for Sustainable Packaging
Table 1: Key Semiotic Elements and Their Consumer Impact

Semiotic Element

Meaning Conveyed

Consumer Impact

Green Color Eco-friendliness

Quick heuristic, high influence

Natural Imagery Purity, nature Increased trust
Minimalist Layout Responsibility, simplicity High clarity
Eco-Labels Certification, credibility Higher purchase intent

Structural Simplicity

Material efficiency

Strengthened eco-perception

6.2 Consumer Interpretation Model

1. Exposure  Stage:  Consumer
encounters packaging in retail
environments.

2. Interpretation Stage: Semiotic
cues evoke sustainability-related
associations.

3. Evaluation Stage: Consumers
verify labels and sustainability claims.

4. Decision Stage: Integrated cues

influence the final purchase decision.

5. Usage Stage: Functional
performance during home use shapes long-
term meaning.

7. Conclusion

This  expanded  literature  review
demonstrates that semiotics plays a pivotal
role in shaping consumer perceptions of
sustainable packaging. While visual cues
serve as powerful communication tools,
they must be integrated with structural and
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informational elements to deliver clear and
credible sustainability messages. Future
research should explore standardized
semiotic frameworks, cultural variations,
and real-world behavioral impacts.

8. Extended Literature Synthesis

To expand the academic depth of this
paper, this section synthesizes
intersections across semiotics, consumer
psychology, visual communication theory,
packaging design, and sustainability
studies. = While  previous  sections
summarized individual studies, this

synthesis highlights cumulative
knowledge.

8.1 Semiotics and Cognitive
Interpretation

Semiotic cues function as heuristic
shortcuts that help consumers interpret
information  rapidly.  According to
symbolic interactionism, individuals rely
on learned associations. For example,
green invokes environmentalism due to
long-term cultural conditioning.
Typography adds emotional tone: serif
fonts often imply tradition and trust, while
sans-serif ~ conveys  modernity  and
minimalism.

8.2 Sustainability as a Communicated
Narrative

Sustainability is not merely a set of facts
but a narrative constructed across
touchpoints. Packaging communicates a
story through color, form, and language.
Brands attempt to encode environmental
ethics through symbolic messages, yet
consumers decode them differently based
on prior experience.

8.3 Symbolism Across Cultures
Cross-cultural studies show that meanings
differ globally. Green symbolizes luck in
some cultures, purity in others, and
environmentalism primarily in Western
contexts. Therefore, semiotic strategies
must be culturally adaptive.

ISSN-2319-8478
Vol-15 Issue-1, January 2026

9. Extended Discussion and Practical
Implications

9.1 Practical Applications for Brand
Managers

Brand managers must design packaging
systems that balance aesthetics, clarity,
and authenticity. Semiotics can guide the
creation of cues that minimize consumer
confusion while enhancing trust.

9.2 Avoiding Greenwashing Through
Clear Semiotics

Greenwashing occurs when symbolic cues
imply  sustainability =~ without  real
environmental benefits. Clear labeling,
transparent  claims, and  verifiable
certifications significantly reduce
consumer mistrust.

9.3 Integrating Structural and Graphic
Design Effectively

Effective packaging combines material
selection, shape, size, layout, and visual
elements. Structural simplicity reduces
environmental impact and reinforces eco-
perception.

10. Future Research Directions

Future research should explore:

e Multi-sensory semiotics (texture, scent,
sound of packaging)

e Cross-cultural decoding patterns

e Longitudinal  behavioral  change
through repeated exposure

e Integration of Al-driven sustainable
design systems

e Consumer responses to biodegradable
and smart packaging

11. Methodological Perspectives in
Semiotic Packaging Research
Understanding  how  semiotic  cues
influence consumer perception requires
strong ~ methodological foundations.
Researchers use a wide variety of tools to
measure semiotic impact, including
surveys, experimental designs,
eye-tracking, neuromarketing,
ethnography, and structural equation
modeling.
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11.1 Survey-Based Approaches

Surveys help capture large-sample
consumer responses to visual cues. Likert
scales measure perception, trust levels, and
sustainability judgments. While efficient,
surveys may suffer from self-reporting
bias, making consumers appear more
environmentally conscious than they
actually are.

11.2 Experimental and Laboratory
Designs

Experiments allow researchers to isolate
individual cues—color, imagery,
typography—to test their independent and
combined effects on consumer
interpretation. Controlled environments
provide high internal validity.

11.3 Eye-Tracking and Gaze Analysis
Eye-tracking helps identify which semiotic
elements consumers notice first. Studies
show green cues and eco-labels
consistently  attract early fixation,
increasing their impact on decision-
making.

11.4 Neuromarketing for Semiotic
Evaluation

Neuromarketing tools such as EEG and
fMRI measure subconscious reactions to
packaging. They reveal emotional
engagement levels that traditional surveys
often miss.

11.5 Ethnography and In-Home
Observation

Ethnographic research observes real
consumer behavior in home environments,
providing insights into how semiotic
meaning evolves after purchase.

12. Theoretical Frameworks Supporting
Semiotic Packaging

Semiotic packaging research is grounded
in strong theoretical foundations.

12.1 Peircean Semiotics
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Peirce categorizes signs into icons,

indexes, and symbols. Sustainable
packaging uses all three:

. Icons: imagery of leaves, trees,
water.

. Indexes: recycled textures, earthy
tones.

. Symbols: green color, eco-logos.

12.2 Saussurean Semiotics

Focuses on the relationship between
signifier (visual cue) and signified
(environmental meaning). This distinction
helps designers align intended and
perceived sustainability messages.

12.3 Consumer Behavior Theory
Semiotic cues influence the cognitive,
emotional, and conative stages of
consumer behavior.

12.4 Persuasion Theory

Packaging functions as a persuasion tool
where visual cues serve as central or
peripheral routes of influence.

13. Case Studies in Sustainable
Packaging Semiotics

Case studies provide real-world insights
into how brands successfully implement
semiotic strategies.

13.1 Case Study: Coca-Cola PlantBottle
Coca-Cola communicates sustainability
through plant imagery and earthy tones,
but faces greenwashing critiques due to
limited biodegradability.

13.2 Case Study: Lush Cosmetics

Lush uses minimal packaging (“naked
packaging”) and strong natural imagery to
signal eco-friendliness.

13.3 Case Study: IKEA

IKEA integrates simple structures and
brown recycled materials, reinforcing its
sustainability values.

134 Case Study: Amazon
Frustration-Free Packaging Amazon
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reduces packaging layers and uses clear
messaging to  build trust around
sustainability.

14. Challenges in Communicating
Sustainability Semiotics

Despite advancements, several challenges
persist.

14.1 Consumer Skepticism

Excessive greenwashing has created
skepticism, making transparency crucial.

14.2 Overuse of Generic Green Cues
Repeated use of green color reduces its
impact as a trustworthy signal.

14.3 Information Overload
Too many labels confuse consumers and
weaken understanding.

14.4 Cultural Differences
What signals sustainability in one region
may not work in another.

15. Opportunities for Future
Semiotic-Driven Packaging Innovation
15.1 Smart Packaging

QR codes and NFC tags allow brands to
provide transparent sustainability
information.

15.2 AI-Generated Eco-Design
Al can generate semiotic patterns
optimized for consumer trust.

15.3 Biodegradable Material Messaging
Semiotic cues can reinforce material
sustainability, such as textures mimicking
natural fibers.

15.4 Personalization in Sustainability
Future packaging may adapt semiotics to

individual consumer preferences.

16. Summary of Insights
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This expanded paper presents a deeply

integrated understanding of semiotics in

sustainable packaging, covering

psychological, cultural, structural, and

communication dimensions. It emphasizes:

e Semiotic cues  strongly  shape
perception.

e Misinterpretations are common.

e Multi-method  research  improves
accuracy.

e Cultural adaptation is essential.

e Transparency is key for authenticity.

17. Final Conclusion

Semiotics remains a powerful tool for
shaping sustainable packaging perception.
By integrating color cues, structural
simplicity, eco-labels, narratives, and
transparent communication, brands can
influence consumer behavior and foster
responsible consumption. As sustainability
becomes a global priority, refining
semiotic strategies will be essential for
credibility and long-term environmental
impact.
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Abstract: Today’s young professionals
are surrounded by many financial choices,
making it essential for them to understand
how money works. This study examines
how financial literacy affects the
investment decisions of Indians aged 21—
35. Through survey responses, it explores
how well young professionals understand
financial products, how much risk they are
willing to take, and how they plan for their
financial future. The findings show that
most young professionals have only
moderate or low financial literacy, with
only a small portion demonstrating strong
financial knowledge. Those with better
financial understanding invest more
consistently, diversify their portfolios, and
confidently use instruments like mutual
funds and stocks. They also tend to take
calculated risks, unlike individuals with
lower literacy who prefer safer, low-risk
options. The study further reveals gaps in
long-term planning and awareness of risk

diversification. Overall, the results
highlight the growing need for improved
financial education. Strengthening
financial literacy can help young

professionals make smarter investment
decisions, leading to greater financial
stability and contributing positively to
India’s economic growth.

Introduction

Financial literacy has become a crucial life
skill for young professionals as they begin
earning, saving, and planning for their
future. With the rapid growth of financial
products and digital investment platforms
in India, young adults now face financial
decisions that once required expert
guidance. Understanding how to budget,
invest, and manage financial risks has
therefore become essential for building
long-term financial security.

This study examines how financial literacy
shapes the investment decisions of young
professionals in India. It aims to
understand how much financial knowledge
they possess, how confident they feel
when taking financial risks, and how well
they plan for long-term goals. The research
also considers how demographic factors—
such as age, education, income, and
exposure to financial information—
contribute to differences in financial
understanding.

To meet these aims, the study focuses on
three key objectives: assessing financial
literacy levels, analysing the impact of
demographic factors, and evaluating how
financial knowledge influences investment
behaviour. A quantitative approach, using
structured surveys and statistical analysis,
helps uncover clear patterns in financial
decision-making. The insights gained from
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this research can support policymakers,
educators, and financial institutions in
strengthening financial education,
ultimately helping young professionals
make informed and confident financial
decisions.

Review of Literature

Financial literacy has gained major global
importance in recent years, especially after
2021, as the financial world has become
more digital and fast-paced. With the
growth of fintech platforms, digital
payments, online investment apps, and
easily accessible financial products,
individuals must now manage their
finances more independently. Financial
literacy—which includes understanding
budgeting, saving, investing, and
managing financial risks—has become
essential for making informed decisions.
Research by Sharma and Rao (2022)
suggests that individuals with strong
financial knowledge make better financial
decisions and enjoy greater long-term
financial stability.

For young adults, particularly young
professionals  starting  their  careers,
financial literacy is even more important.
This stage of life requires decisions about
income management, investing for the
future, managing credit, and understanding
risks. However, several studies show that
many young professionals still face gaps in
financial knowledge. According to Verma
and Kapoor (2023), a large number of
Indian millennials and Gen Z professionals
lack understanding of key investment
concepts such as  market risk,
diversification, and long-term planning.
Similarly, Singh and Prasad (2024) found
that many young people rely on informal
financial advice from friends or family,
which often leads to inconsistent or poorly
informed decisions, especially during
volatile market situations.

The influence of demographic factors on
financial literacy has also been widely
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studied. Research between 2021 and 2025
consistently shows that age, education,
income, and workplace exposure play
important roles in shaping financial
knowledge. Nair and Bhat (2022) found
that young adults with higher education
and professional experience tend to show
stronger financial literacy. Gender-based
differences also remain visible. Mehta and
Kulkarni (2023) reported that young
women often score lower in financial
confidence and knowledge due to cultural
norms and limited financial exposure
during earlier stages of life. Despite
growing financial independence among
women in India, these disparities continue
to exist, partly due to traditional household
roles, as noted by Raj and Iyer (2024).

A significant area of research connects
financial  literacy =~ with  risk-taking
behaviour. Young professionals today
must navigate a dynamic financial market,
where understanding risk is crucial.
Studies between 2022 and 2024 show that
financially literate individuals are more
comfortable taking calculated risks.
Krishnan and Mathew (2023) found that
young adults with strong financial
knowledge remain more resilient during
market fluctuations and tend to make
rational decisions instead of reacting
emotionally. Fernandes and Ali (2024)
further noted that financial literacy is
positively linked to risk tolerance,
meaning  knowledgeable  individuals
evaluate investment risks more effectively
and avoid herd behaviour.

Investment behaviour is another major
theme explored in recent studies.
Financially literate young professionals are
more confident and proactive when
making investment decisions. Research
from 2021 to 2025 shows that such
individuals prefer higher-return products
like mutual funds, stocks, SIPs, and index
funds over traditional savings options.
Ghosh and Menon (2022) found that
financial literacy influences how young

153




Vindhyan Bloom

people compare investment products and
build long-term wealth strategies. Patil and
Deshmukh (2025) reported  that
knowledgeable investors are more likely to
seek expert advice, research multiple
options, and invest consistently through
systematic plans.

Despite these positive findings, several
challenges still exist. Many young
professionals lack practical financial
experience, even if they understand
theoretical concepts. Kapoor and Shah
(2023) observed that individuals may
struggle to apply their financial knowledge
due to limited confidence or lack of
exposure. In India, structured financial
education programs are still not
widespread, especially for students who do
not study finance. Reddy and Thomas
(2024) highlighted that many young
professionals remain unaware of important
investment  tools, financial planning
strategies, and digital safety practices—
leading to short-term or impulsive
decisions influenced by peers or market
trends.

In response to these challenges, financial
institutions and policymakers in India have
increased efforts to promote financial
literacy. Organisations like the RBI, SEBI,
and NCFE have expanded their programs
using digital platforms, social media, and
youth-focused initiatives. Recent
approaches emphasise practical learning,
real-world application, and digital finance
skills. According to Gupta and Sen (2025),
integrating  financial education into
universities, workplaces, and online
learning platforms can significantly boost
financial confidence among young adults.

In summary, literature from 2021 to 2025
clearly shows that financial literacy
strongly influences financial behaviour
among young professionals. Individuals
with higher financial knowledge make
smarter investment choices, handle risks
better, and engage confidently with
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financial markets. However, gaps in
knowledge, demographic differences, and
cultural influences still limit financial
confidence for many young adults. This
study builds on these insights by
examining how financial literacy shapes
investment decisions among young
professionals in India, with the goal of
supporting more effective financial
education initiatives in the future.

Research Questions

1. How does financial knowledge
influence the investment decisions of
young professionals in India?

2. What is the current level of financial
literacy among young professionals in
India between the ages of 21-35?

3. How do demographic factors—such as
gender, education level, income, and
work  experience—affect financial
literacy  levels among  young
professionals?

Objectives

1. To examine how financial knowledge
influences the investment decisions of
young professionals in India.

2. To assess the current level of financial
literacy among young professionals
aged 21-35 in India.

3. To analyse the impact of demographic
factors—such as gender, education,
income, and work experience—on
financial literacy levels.

Hypotheses

Hypothesis 1

Null Hypothesis (Hoi1): There is no
significant relationship between financial
knowledge and the investment decisions of
young professionals in India.

Alternate Hypothesis (Hii): There is a
significant relationship between financial
knowledge and the investment decisions of
young professionals in India.

Hypothesis 2
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Null Hypothesis (Hoz2): Financial literacy
levels among young professionals aged
21-35 do not vary significantly.

Alternate Hypothesis (Hi2): Financial
literacy levels among young professionals
aged 21-35 vary significantly.

Hypothesis 3

Null Hypothesis (Hos): Demographic
factors (such as gender, education level,
income, and work experience) have no
significant impact on financial literacy
levels of young professionals.

Alternate Hypothesis (His): Demographic
factors (such as gender, education level,
income, and work experience)
significantly impact the financial literacy
levels of young professionals

Methodology

6. Methodology (Humanised, Half-Page
Version)

This study uses a quantitative research
design to understand how financial
knowledge influences the investment
decisions of young professionals. A
structured questionnaire was used to
collect numerical data on financial
literacy, investment behaviour, and risk
attitudes, allowing the study to analyse
patterns clearly and objectively. The
research is both descriptive, as it outlines
current financial literacy levels, and
analytical, as it examines how factors such
as education, income, gender, and
experience relate to investment choices.

The target population consists of young
professionals in India aged 21-35 who are
employed and earning an income. This
group is ideal because they are in the early
stages of handling money independently
and making important financial decisions.
A stratified sampling technique is used,
dividing respondents based on gender,
education, income, and work experience to
ensure balanced representation. A sample
of 200-300 respondents is considered
adequate for meaningful analysis.
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Data was collected through online and
physical questionnaires, which included
four sections:
(1) Demographic details,

(2) Financial literacy questions (covering
inflation, interest, diversification, mutual
funds, SIPs, etc.),

(3) Investment behaviour (types of
investments, frequency, and planning), and
(4) Risk tolerance measured through
Likert-scale statements.

The study measures financial literacy as
the independent variable, while investment
behaviour and risk-taking tendencies serve
as dependent variables. Demographic
factors act as moderating variables. After
data collection, responses are analysed
using SPSS/Excel/R, applying descriptive
statistics, correlation, t-tests/ ANOVA, and
regression to test the study’s hypotheses.

Data collection took place over 1-2
months, depending on  respondent
availability.  Ethical standards were
followed, ensuring voluntary participation,
confidentiality, and the use of data strictly
for academic purposes. The study is
limited to young professionals aged 21-35
and relies on self-reported information,
which may not fully represent all regions
of India.

Result and Discussion

This chapter presents the analysed results
of data collected from 250 young
professionals aged 21-35 across India. The
findings are based on descriptive statistics,
correlation analysis, and behavioural
comparison. The results directly address
the study’s objectives and hypotheses.

1. Financial Literacy Levels Among
Young Professionals

Table 1 summarises the financial literacy
levels measured through a 10-item
financial knowledge test.
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Table 1: Financial Literacy Levels
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Financial Literacy Level Respondents (n) Percentage
High Literacy 70 28%
Moderate Literacy 122 49%
Low Literacy 58 23%

The results show that most respondents
fall into the moderate financial literacy
category (49%), followed by 28% with
high literacy and 23% with low literacy.
This variation supports the hypothesis that
financial literacy levels vary significantly
among young professionals. Although
basic concepts are understood well,
advanced financial topics like risk
diversification and equity investing remain
limited.

2. Influence of Demographic Factors on
Financial Literacy

The findings indicate that demographic
characteristics have a noticeable influence
on financial literacy scores.

Gender: Male respondents scored slightly
higher overall, though female respondents
performed better in budgeting and saving
consistency.

Education Level: Postgraduates displayed
higher financial literacy, particularly in
concepts related to SIPs, long-term
planning, and risk-return evaluation.
Income: Respondents earning above
350,000 per month showed higher
familiarity with mutual funds, equities, and
diversified financial products.

Work Experience: Individuals with 3-5
years of work experience scored
significantly higher than fresh graduates.
These results support the hypothesis that
demographic variables significantly shape
financial literacy levels.

3. Relationship Between Financial Knowledge and Investment Decisions
Table 2 displays average investment behaviour scores on a 0—10 scale.
Table 2: Financial Literacy vs Investment Behaviour

Financial Literacy Level Avg. Investment Score
High Literacy 8.7
Moderate Literacy 6.1
Low Literacy 3.2

The findings show a strong positive
relationship between financial literacy and
investment behaviour.

e High-literacy individuals invest
regularly, diversify their portfolios,
and use instruments like SIPs, mutual
funds, and equities.

e Low-literacy individuals primarily
depend on fixed deposits or recurring
deposits.

e High-literacy respondents were three
times more likely to invest monthly
than low-literacy respondents.

This supports the hypothesis that financial

knowledge directly influences investment

decisions.

4. Financial Literacy and Risk-Taking
Behaviour

Risk tolerance scores (1-10 scale) show
the following trend:

High Literacy: 7.9

Moderate Literacy: 5.4

Low Literacy: 2.8

Respondents ~ with  higher  financial
knowledge displayed greater risk tolerance
and confidence in long-term market-linked
investments. Low-literacy respondents
tended to avoid risk or make emotional,
fear-driven decisions.
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5. Investment Preferences of Young Professionals

Table 3: Popular Investment Instruments

Investment Instrument Usage (%)
Fixed Deposits 73%
Mutual Funds (SIP) 62%
Recurring Deposits 47%
Stocks/Equity 41%
Gold (Digital/Physical) 38%
Cryptocurrency 22%

Fixed deposits remain the most preferred
instrument due to perceived safety, while
mutual funds and SIPs are gaining
popularity among financially literate
groups. Cryptocurrency usage is limited
but present mostly among higher-income
respondents.

6. Discussion

The results indicate that financial literacy

significantly shapes investment decision-

making among young professionals.

Key insights include:

1. Individuals with strong financial
knowledge make more informed,
confident, and diversified investment
choices.

2. Demographic factors such as gender,
education, income, and work
experience play a major role in
determining financial knowledge.

3. Risk tolerance increases  with
financial literacy, enabling individuals
to adopt long-term wealth-building
strategies.

4. Financially  literate  respondents
actively use SIPs, mutual funds, and
equities, while others depend on
traditional savings instruments.

Overall, the study confirms that financial
literacy is a critical driver of investment
behaviour = among  India’s  young
professionals and  highlights the
importance of targeted financial education
initiatives.

Findings:

Based on the responses of 250 young
professionals aged 21-35, several key
findings emerged from the study. Financial
literacy levels varied widely: nearly half of
the respondents showed moderate literacy
(49%), while 28% demonstrated high
literacy and 23% had low literacy.
Although most participants understood
basic concepts like saving and budgeting,
many struggled with advanced topics such
as diversification, SIP planning, and long-
term investment strategies.

Demographic factors played a strong role
in shaping financial literacy. Postgraduates
and higher-income earners (above 350,000
per month) showed better understanding of
market-driven investments. Those with
more than three years of work experience
also performed better than freshers. While
men scored slightly higher overall in
financial knowledge, women displayed
stronger budgeting and saving habits.

Higher financial literacy clearly influenced
investment behaviour. Respondents with
strong financial knowledge scored 8.7/10
in investment behaviour and were more
likely to diversify their portfolios and
invest in SIPs, mutual funds, and equities.
In contrast, low-literacy individuals tended
to rely on safer instruments such as fixed
and recurring deposits.

Risk tolerance also increased with
financial literacy. High-literacy
respondents were more confident handling
market fluctuations, while low-literacy
individuals avoided risk or made
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emotional investment decisions. In terms
of investment preferences, fixed deposits
(73%) and mutual funds/SIPs (62%) were
the most popular options, followed by
recurring deposits, stocks, gold, and
cryptocurrency.

Finally, the study identified several
barriers preventing effective investing
among young professionals, including lack
of formal financial education, dependence
on informal advice, low confidence in
market-linked products, fear of losses, and
limited awareness of digital investment
tools.
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Abstract: This paper digs into what’s
going on with last-mile delivery in Andhra
Pradesh, India, and how things play out
differently in cities versus rural areas. The
researchers didn’t just stick to one
methodthey mixed surveys, interviews,
and outside data to get a real sense of how
delivery works across the state. The
numbers are pretty striking. If you live out
in the countryside, you’re looking at
delivery costs that are 40-55% higher than
what people pay in the cities. And it’s not
just about moneywhile city folks often get
packages the same day or the next, rural
customers wait three to five days,
sometimes even longer. The reasons aren’t
mysterious. Bad roads, not enough
delivery workers, and patchy infrastructure
all slow things down and drive up costs.
These headaches don’t just frustrate
customers. They hit local businesses and
farmers hard, making it tougher for them
to grow or even keep up. Technology is
another dividing line. In cities, nearly eight
out of ten businesses accept digital
payments. Out in rural areas? Only about
three out of ten do. That gap really
matters. The study doesn’t just lay out the
problemsit pushes for action. It argues that
Andhra Pradesh needs its own way of
measuring delivery performance and some
policies that actually fit the state’s unique
needs. The researchers also lay out some
practical ideas for government officials,

logistics companies, and business owners.
Top of the list: build better infrastructure,
train more delivery workers, and use tech
to close the gap between city and rural
deliveries. Fixing these last-mile delivery
issues could give a serious boost to the
whole region’s economy.

Keywords: Last-mile delivery, Andhra
Pradesh, urban-rural disparity, logistics
challenges, infrastructure gaps, delivery
performance measurement, e-commerce
logistics

1. Introduction

Last-mile delivery is the final stretch of the
supply chain, where packages actually end
up at customers’ doors. It’s the trickiest
and priciest part of the whole logistics
processeating up about 53% of total
shipping costs. In India, this last-mile
market is taking off fast. It’s on track to hit
$10.55 billion by 2032, growing at nearly
13% every year. That’s mostly thanks to
the explosion of online shopping, more
people glued to their smartphones, and
everyone wanting their stuff delivered
yesterday.

Andhra Pradesh stands out in India’s
logistics map. Sitting on the eastern coast,
the state’s economy keeps growing, and
it’s home to big cities like Visakhapatnam
and Vijayawada. But it’s not all urban
sprawlthere’s a mix of rural and semi-
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urban areas, and delivering to these places
isn’t easy. The latest LEADS 2024 report
from the Ministry of Commerce and
Industry tagged Andhra Pradesh as a “Fast
Mover” instead of an “Achiever,” which
means the state is making progress, but
there’s still work to do.

The landscape here brings its own set of
headaches. You’ve got coastlines, farm-
heavy regions, and wurban centersall
needing different delivery game plans.
About 70% of Andhra’s people live in
rural areas, where bad roads, spotty
internet, and weak delivery infrastructure
slow everything down. E-commerce
brands, FMCG companies, even farmers—
everyone struggles to get products out to
customers quickly and reliably.

Most research zooms in on national trends
or sticks to big cities like Mumbai, Delhi,
and Bangalore. Because of that, we miss
out on how logistics actually works in
different parts of the same stateespecially
when you compare urban and rural areas.
If we really want smarter policies and
business plans that help everyone in
Andhra Pradesh, we need to dig into these
differences.

1.1 Research Problem

Here’s the thing: we just don’t have
enough solid information about last-mile
delivery challenges in Andhra Pradesh.
Sure, everyone knows delivery costs are
steep and rural areas usually get the short
end of the stick. But no one’s really
mapped out how these issues play out
differently in cities versus villages. On top
of that, we’re in the dark about how these
delivery headaches actually hit local
businesses, farmers, and everyday
customers.

1.2 Research Objectives

This study has four big goals:

1. Measure and compare how last-mile
delivery works in urban and rural
Andhra Pradesh.
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2. Pinpoint the main problems delivery
companies run into across the state.

3. Look at how these delivery issues
impact businesses and consumers, both
economically and socially.

4. Come up with practical ideas to make
last-mile delivery better everywhere in
Andhra Pradesh.

1.3 Research Questions

So, what are we really trying to find out?

Here’s the list:

1. How do delivery costs, times, and
success rates actually differ between
cities and rural areas inAndhra
Pradesh?

2. What are the specific infrastructure and
day-to-day hurdles delivery companies
face in different regions?

3. How do these last-mile delivery
headaches affect local businesses,
farmers, and customers?

4. Which technology fixes and policy
changes can actually help delivery
performance across the state?

1.4 Significance of the Study

This research matters for a few key
reasons. First, it’s the first deep dive into
last-mile delivery problems that are unique
to Andhra Pradesh, so it’s filling a real
gap. Policymakers finally get real data to
make smarter decisions.  Logistics
companies and e-commerce businesses can
use the findings to figure out what’s
holding them back and how to serve
people better in different parts of the state.
The research also throws a spotlight on the
bigger picturehow delivery issues slow
down economic growth, especially for
rural farmers and small businesses trying
to reach more customers. And in the end,
there’s a framework here that other states
can pick up to check and improve their
own last-mile delivery systems.

2. Literature Review

2.1 Last-Mile Delivery: Global and
National Context
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Last-mile delivery is a hot topic for
businesses and researchers everywhere.
Studies say this final stretch eats up 40-
50% of total logistics costs and causes the
most headaches for supply chains. The
global last-mile delivery market hit
$145.59 billion in 2023 and is expected to
more than double to $318.83 billion by
2032. That says a lot about how crucial
this part of the industry is. In India, a
bunch of things push last-mile delivery
forward. E-commerce is explodingthe
market’s set to hit $200 billion by 2026s0
delivery services are in huge demand.
More people, especially in smaller cities,
are using smartphones and shopping
online. Expectations have shifted, too.
Now, same-day or next-day delivery isn’t
something specialit’s just what customers
want.

2.2 Urban-Rural Divide in Logistics

There’s a big hole in the research when it
comes to understanding how last-mile
delivery really works in cities versus rural
areas within a single state. Most studies
zero in on cities, even though rural areas
run into way more obstaclesbad roads,
weak infrastructure, sometimes no proper
roads at all. You can’t just copy-paste
urban delivery strategies into villages;
things just don’t work the same way.
Looking at other countries, rural last-mile
delivery takes a different playbook. In
Europe and North America, things like
hub-and-spoke models, teaming up with
local partners, and keeping delivery
schedules flexible all make a big
difference in rural settings. The thing is,
hardly anyone has looked at how these
ideas would actually land in rural India,
especially places like Andhra Pradesh.

2.3 State-Level Logistics Performance

The LEADS report tries to give a snapshot
of how each Indian state is doing in
logistics. It scores states on infrastructure,
services, rules, and sustainability. That’s
useful, but it’s all pretty high-level. The
report doesn’t dig into the real challenges

ISSN-2319-8478
Vol-15 Issue-1, January 2026

or the differences between what’s
happening in cities versus rural areas
within the same state. So, you get
rankings, but not much detail on what’s
actually going wrong or right on the
ground.

2.4 Technology and Innovation in Last-
Mile Delivery

Tech is shaking up last-mile delivery
everywhere. Al and machine learning fine-
tune routes and help predict demand. Real-
time tracking means customers know
exactly where their package is. More
companies are using electric vehicles and
greener delivery options to cut down on
pollution. But in India, the story splits
sharply between cities and villages. Urban
areas have solid internet, online payments,
and better logistics networks. Rural areas?
Not so much. This digital gap really slows
down deliveries outside the cities.
Researchers agree that fixing this tech
divide is key if we want rural logistics to
catch up, but there’s barely any hard data
on how quickly different Indian regions
are picking up these new tools.

2.5 Economic and Social Impact

There just isn’t enough research on how
last-mile delivery problems hit local
economies, especially when you zoom in
on certain states or regions. What we do
know: Bad logistics infrastructure drags
down business growth, squeezes farmers’
profits, and keeps shoppers from getting
what they need. Transport eats up 40-50%
of total logistics costs, which pushes up
prices and cuts into business margins. In
states like Andhra Pradesh, where
agriculture matters most, these delivery
headaches carry extra weight. Farmers
depend on fast, reliable logistics to get
their cropsespecially perishable stuff like
fruits, veggies, and seafoodto market
before it spoils.

2.6 Research Gaps

This review brings a few big gaps into
focus:
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1. We don’t have any deep, state-specific
studies on last-mile delivery in Andhra
Pradesh.

2. There’s almost no data comparing
delivery costs, times, or success rates
between urban and rural areas within
the same state.

3. We barely understand how delivery
problems affect everyone
involvedbusinesses,  farmers, and
consumers.

4. No one’s really laid out a solid way to
measure all the different impacts of
last-mile delivery issues.

5. We don’t know enough about how
quickly different regions within a state
are adopting new technology.

This research steps in to tackle those gaps,

with detailed analysis focused squarely on

Andhra Pradesh.

3. Research Methodology

3.1 Research Design

We went with a mixed-methods design for
this study, blending both numbers-driven
(quantitative)  research  and  more
descriptive (qualitative) approaches. Last-
mile delivery is complicatedyou’ve got
hard data like delivery times and costs, but
there’s also stuff you just can’t measure
with numbers, like how good the roads are
or what impact delays have on people’s
lives. To really get the full picture, we
needed both.

3.2 Study Area

The research covered all of Andhra
Pradesh and looked at three different kinds
of places: Urban areas: Visakhapatnam,
Vijayawada, and Guntur. These are the
state’s busiest cities, packed with big
delivery networks and tons of e-commerce
activity.

Semi-urban areas: Bhimavaram,Ongole,
and Anantapur. We picked these towns
because they’re growing fast, have decent
infrastructure, and e-commerce is catching
on.

Rural areas: Villages in Krishna, East
Godavari, and Anantapur districts. These
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represent farming communities, coastal
regions, and more remote spotsplaces
where infrastructure’s often lacking.

By covering this range, we got a good
sense of the different economies and
delivery challenges all across the state.

3.3 Data Collection Methods

3.3.1 Primary Data Collection Surveys:

We handed out structured questionnaires
to three main groups:

1. Logistics companies: We got responses
from 85 people working at major delivery
firms Delivery, Ekart, Blue Dart, and some
local players. We asked about their
delivery costs, how long deliveries usually
take, how often things go wrong, what
infrastructure issues they face, and what
tech they use.

2. Business owners: 120 business owners
took parte-commerce sellers, FMCG
distributors, and folks trading farm
produce. We wanted to know about their
shipping costs, what sorts of delivery
problems lead to lost sales, customer
complaints, and how happy they are with
current delivery services.

3. Consumers: We surveyed 200 people
from different backgroundscity, town, and
rural residents. We asked about their
delivery experiences, how they like to pay,
what they expect in terms of speed, and
how satisfied they are overall.

Interviews: We also sat down for in-depth
conversations with 25 key people. This
included top managers from logistics
companies, officials from Transport and
Commerce departments, local business
association reps, and delivery workers
from all over.

Field Observations: Our team spent time
at 15 different delivery hubs across the
state. We watched what actually happens
on the groundhow parcels get sorted, how
loading works, how routes are planned,
and what problems delivery staff run into
every day.

3.3.2 Secondary Data Collection
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We pulled in data from a bunch of reports

and official sources:

e The LEADS 2024 report from the
Ministry of Commerce and Industry

e Andhra Pradesh government reports on
roads and rural connectivity

e Industry reports from logistics and e-
commerce companies

e Census data for population and internet
use

e Data from the Agriculture Department
on how produce moves and cold-
storage facilities

3.4 Sample Size and

Technique

Sample Size: Altogether, we surveyed 405

people (85 from logistics, 120 business

owners, 200 consumers) and interviewed

25 more.

Sampling Technique: We mixed it up

here:

e For consumer surveys, we used
stratified random sampling to make
sure we got voices from the cities,
towns, and villages.

e For logistics companies and business
owners, we used purposive sampling.
Basically, we picked key people and
organizations to make sure we covered
the big names and different types of
businesses.

e For rural consumers, we went with
snowball samplingusing local contacts
and delivery staff to help us reach
people who are harder to find.

Sampling

3.5 Data Analysis Methods

Quantitative Analysis:

We started with the basicsrunning
descriptive  statistics  like  averages,
percentages, and standard deviationsto get
a sense of delivery costs, times, and how
often things actually arrived as planned.
To spot any real gaps between urban and
rural areas, we used t-tests. Then we
checked if better roads or infrastructure
actually lead to  better delivery
performance, looking at correlations.
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Finally, we ran a cost-benefit analysis to
see just how much delays and failed
deliveries end up costing.

Qualitative Analysis: We dug into the
interview transcripts, pulling out recurring
themes and patterns through thematic
analysis. Field notes from observations got
the content analysis treatment. We also
used framework analysis to sort out and
organize everything around our main
research questions.

Data Integration: To make sure our
findings held up, we used triangulation—
basically, cross-checking results from
different sources. We also pulled
everything together visually, building
charts, tables, and maps so it’s all easier to
see and understand.

3.6 Reliability and Validity

We took several steps to make sure our
findings were solid and trustworthy.
Reliability: Before the main survey, we
tested our questions with a pilot group of
20 people. Throughout the study, we stuck
to the same procedures for collecting data,
and we always cross-checked results using
multiple sources.

Validity: We built our survey questions on
proven research and ran them by logistics
and supply chain experts for feedback. The
research reached across all major regions
in Andhra Pradesh, so the results reflect
the whole state. After interviews, we
shared our findings with participants to
make sure we got their views right.

3.7 Ethical Considerations

We followed strict ethical guidelines

every step of the way:

e Everyone who took part gave informed
consent

e We kept all survey and interview
responses anonymous

e Any sensitive business info stayed
confidential

e Participants could walk away at any
point, no questions asked
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e The project got approval from the
institutional ethics committee

3.8 Limitations

Of course, the study isn’t perfect. Here’s

where things got tricky:

e We gathered data over six months
(April-September 2024), so we might
have missed some seasonal shifts in
delivery performance.

e Some remote villages were just too
hard to reach, so our data might not
reflect the toughest rural spots.

e Business owners probably didn’t share
the full extent of their costs and issues,
maybe because of competition.

e We stuck to general goods
deliveryspecialized categories like
medicines or perishables weren’t
covered in depth.

Even with these bumps, the research

sheds real light on last-mile delivery

challenges in Andhra Pradesh.

4. Findings and Analysis

4.1 Delivery Performance Metrics:
Urban vs. Rural Comparison The numbers
show some pretty stark differences in last-
mile delivery between cities and villages
in Andhra Pradesh.

4.1.1 Delivery Costs

If you’re in a city like Visakhapatnam,
Vijayawada, or Guntur, the average
delivery cost per package is about Rs. 35-
45. Head out to rural areas, and that jumps
to Rs. 75-95. That’s up to double the cost.
Semi-urban spots land in the middle, at Rs.
55-65 per package.

Why is it so much higher out in the
countryside? There are a few reasons.
Delivery points are farther apart, so drivers
burn more fuel and spend more time on the
road. The roads themselves aren’t great,
which means slower trips and more wear
and tear on vehicles. In many cases,
packages have to make a pit stop in a
nearby town before a local agent takes
them the rest of the way. Plus, there just
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aren’t as many deliveries per trip, so each
individual delivery ends up costing more.

4.1.2 Delivery Time

In the cities, if you order before noon,
you’ll probably get your package today or
tomorrow. On average, deliveries take
about 24-36 hours. Semi-urban areas
usually wait 2-3 days, or around 48-72
hours. Rural deliveries are a different
storymost customers wait 4-6 days, and if
you’re really out in the sticks, it can take
up to 8-10 days.

These delays matter. E-commerce
companies say rural customers often skip
online shopping altogether and just buy
from local stores instead. Even if the
online price is better, it’s just not worth
waiting so long.

4.1.3 Delivery Success Rate

In urban areas, about 92-95% of packages
make it to the customer on the first
attempt. Semi-urban areas see a dip, down
to 85-88%. Rural areas struggle, with
success rates falling to 65-70%.

Why do deliveries fail more often in the
countryside? It’s not just one thing. In
35% of failed deliveries, the customer just
isn’t homethey’re out working in fields or
have left for town. In 28% of cases,
incorrect or incomplete addresses are the
culprit, since some villages don’t have
proper street names or house numbers.

4.1.4 Return to Origin (RTO) Rates
When a delivery fails and the package
heads back to the seller, that’s a Return to
Origin. In cities, RTO rates are around 8-
10%. Semi-urban areas are worse at 15-
18%. Rural areas have it toughest, with 25-
32% of packages getting returned. For
businesses, this is a headachethey pay for
the original delivery and the return, often
losing money on the order.

4.2 Infrastructure Challenges
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When it comes to last-mile delivery in
Andhra  Pradesh, infrastructure is
everything.

4.2.1 Road Connectivity

Cities have it easy: 98% of roads are paved
and well-maintained. In semi-urban areas,
about three-quarters of the roads are
paved, but some stretches are still rough.
Rural areas face the biggest hurdleonly
45% of roads are fully paved. And during
the monsoon (June-September), many
roads get washed out and deliveries just
stop.

A lot of the time, delivery vehicles can’t
even reach the customer’s home in these
villages. Instead, packages are dropped off
at a central spot—a shop or the post
officeand customers have to go pick them
up themselves. It’s a hassle, and it means
more people just refuse the delivery.

4.2.2 Digital Infrastructure

Internet access is a mixed bag. In cities,
about 85-90% of people have reliable
internet and good mobile networks. Semi-
urban areas drop to 60-70%, and even
then, the signal can be spotty. Rural areas
lag far behind at just 35-40% reliable
internet, and some villages don’t have any
coverage.

This digital gap changes the whole
delivery game. In cities, customers track
their package in real timeno problem. Out
in the villages, that’s just not possible.
Delivery staff can’t use GPS or route
optimization apps, and digital payments
usually don’t work, so cash-on-delivery is
still the norm. That makes things slower
and riskier. Customers and delivery agents
can’t coordinate by phone, either, which
leads to more missed deliveries.

4.2.3 Warehousing and Hub
Infrastructure

Big cities have the advantage when it
comes to warehousing. Visakhapatnam,
for example, runs with 12 major
warehouses  spread across  different
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logistics companies, and Vijayawada isn’t
far behind with 8. These places use
modern sorting systems and pretty slick
management software to keep things
moving. In semi-urban areas, though,
warehouses are few and far betweenmost
towns get by with just one or two small
facilities, usually handling packages for
the rural areas. Rural spots don’t really
have formal warehouses at all. Out in the
villages, packages end up stashed in local
shops or even at bus stands. There’s no
real security or inventory tracking, so
things can get messy.

4.3 Operational Challenges

4.3.1 Workforce Issues

Finding and keeping delivery workers is
tough, especially when you get outside the
city. In urban areas, there are plenty of
people willing to take delivery jobs, and
companies pay Rs. 15,000-20,000 a month
plus incentives. Semi-urban towns run into
more troublecompanies there offer Rs.
12,000-18,000, but it’s harder to find
people. The real headache is in rural areas.
Young folks leave for the cities, chasing
better jobs, and those who stay would
rather work in the fields than deliver
packages.

For the few who do stick around, rural
delivery is rough. The distances are long,
and the roads can be risky or flat-out
dangerous. Villages usually don’t have
restaurants or public toilets, so delivery
guys end up working long hours, often
without basic comforts. No surprise,
turnover is sky-high60-70% a year in rural
jobs, while cities see just 25-30%.

4.3.2 Vehicle and Fleet Management
City deliveries use a mix of motorcycles,
small vans, and bigger trucks. In smaller
towns, it’s mostly motorcycles and little
vans. Rural delivery is a different animal.
Trucks can’t fit down narrow village lanes,
so companies rely on bikes or even
bicycles, which limits how much you can
actually move at once.
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And the costs add up fast. Vehicles on
rural routes need way more
maintenanceabout 40-50% higher, thanks
to rough roads. Fuel costs shoot up too,
since drivers cover longer distances and
can’t plan efficient routes. Vehicles doing
rural runs wear out quicker, needing to be
replaced every 3-4 years, while city
vehicles usually last 5-6.

4.3.3 Cash-on-Delivery (COD)
Complexity

Cash-on-delivery is still king in rural
Andhra Pradesh, covering 78% of
ordersway higher than the 35% you see in
cities. COD helps people who don’t have
digital payment options, but it’s a pain for
logistics. Delivery workers have to carry a
lot of cash, which isn’t safe. Collecting
money and making change slows them
down, and if a delivery fails, that’s wasted
time and fuel with nothing to show for it.
Then there’s the extra paperworkcounting
up all that cash and making sure it matches
the records takes time.

4.4 Technology Adoption Analysis

4.4.1 Digital Payment Usage

Cities are way ahead on digital
payments78% of orders go through UPI,
cards, or digital wallets. In semi-urban
areas, digital payments cover 52% of
orders. Rural areas are trailing badly, with
only 22% using digital methods. The main
reasons? Lots of people (42%) don’t have
smartphones, internet connections are
spotty (33%), some just don’t trust digital
payments (15%), and a few (10%) don’t
know how to use them.

4.4.2 Tracking and Visibility Systems

Major logistics companies offer real-time
tracking in cities, and 95% of customers
actually use it through apps or SMS. In
semi-urban areas, about 70% of deliveries
can be tracked, but updates are often late
because of network issues. In rural areas,
tracking is barely thereonly 30% of
deliveries offer any kind of updates, and
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most customers just wait for a call from
the delivery person when they’re nearby.

4.4.3 Route Optimization and Address
Intelligence

In cities, logistics companies lean heavily
on smart route optimization software.
These systems look at traffic, delivery
clusters, even what customers like, and
then map out the fastest way to get
packages out the door. That’s why
deliveries in urban areas can be 20-25%
quicker than old-school, manual planning.
Move out to the semi-urban towns, though,
and you’ll see this tech mostly in action on
main roads or in town centersnot
everywhere. Rural areas?  Route
optimization is almost unheard of. The
roads aren’t mapped out well, addresses
aren’t standardized, and automated
systems just can’t keep up.

4.5 Economic Impact Assessment

4.5.1 Impact on Businesses

Small and mid-sized businesses in Andhra
Pradesh feel the pain of last-mile delivery
issues every day. Urban e-commerce
sellers who want to reach rural buyers
keep running into the same wall:

Lost Sales: Nearly half45%say they get
orders from rural customers but have to
cancel them since high delivery costs eat
up any profit. Another 32% see customers
themselves cancel when they spot the long
shipping times.

Customer Complaints: Rural deliveries
spark three to four times more complaints
than urban ones, almost always about
delays or damaged goods. This isn’t just
annoyingit chips away at a company’s
reputation and makes it harder to keep
customers coming back.

Rising Costs: Businesses either swallow
the extra shipping costs, which cuts their
profit margins by 8-12%, or they bump up
shipping charges, which scares away
buyers.
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Limited Growth: About two-thirds of
these businesses say that poor last-mile
delivery Dbasically blocks them from
growing into rural Andhra Pradesh. Their
hands are tied.

4.5.2 Impact on Agricultural Producers
Farmers and agri-businesses in Andhra
Pradesh face their own set of problems.
The state is famous for rice, fish farms
(especially near Bhimavaram), fruits, and
vegetables. But moving these products
from farm to market? Not easy.

Spoilage and Waste: Without enough
cold storage or fast delivery, 15-20% of
perishable goods rot before they’re sold.
That’s money straight out of farmers’
pockets.

Lower Prices: Because transport is
unreliable and expensive, farmers often
sell to local middlemen at lower prices
instead of reaching bigger, better-paying
urban markets.

Market Access: Only a quarter of farmers
in rural Andhra Pradesh can sell directly
through online agri-marketplaces or
deliver to modern stores. Logistics get in
the way.

Input Delays: Getting seeds, fertilizer, or
equipment on time is tough. When
deliveries stall during planting or harvest,
crop yields and incomes take a direct hit.
With better last-mile logistics, the research
estimates rural farmers could see incomes
jump by 15-25%. Less spoilage, easier
access to markets, and timely supplies all
play a part.

4.5.3 Impact on Consumers

Rural shoppers in Andhra Pradesh get the
short end of the stick:

Limited Product Access: Many e-
commerce sites won’t deliver to rural pin
codes, or they offer fewer products if they
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do. Rural consumers just can’t get the
same variety as city dwellers.

Higher Costs: When shipping is possible,
rural customers end up paying 50-80%
more for delivery compared to their urban
counterparts.

Waiting Game: Delivery takes so long
that rural consumers have to plan way
ahead or stick to local shops—which
usually cost more and offer less choice.
Return Headaches: Trying to return
something from a rural area is almost
impossible. If a product’s defective or not
right, rural consumers are basically stuck.

4.5.4 Overall Economic Impact

All told, the research puts the annual

economic cost of last-mile delivery

problems in Andhra Pradesh at around Rs.

450-600 crores. That breaks down as:

e Lost business revenues and profit: Rs.
200-250 crores

e Extra logistics costs shouldered by
companies: Rs. 150-200 crores

e Lost agri-income thanks to spoilage
and market hurdles: Rs. 100-150 crores
4.6 Social Impact Assessment

4.6.1 Digital Divide and Inclusion

These last-mile delivery problems don’t
just hurt businesses and farmersthey widen
the digital divide in Andhra Pradesh.
People in cities enjoy all the perks of
online shopping: easy access, good prices,
fast delivery. Rural residents, on the other
hand, get left out, which only deepens the
gap between urban and rural life.

Women in rural areas get hit even harder.
Social norms in many villages restrict their
movement, so picking up packages from a
central spot isn’t always possible. On top
of that, many women lack digital skills or
don’t own smartphones, which makes
independent online shopping nearly
impossible.

4.6.2 Employment and Livelihood

Last-mile delivery does create jobsthink
delivery drivers, warehouse staff, and
related rolesbut these opportunities mostly
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pop up in cities and bigger towns, not in
rural villages.

4.6.3 Access to Essential Services
Last-mile delivery isn’t just about getting
packages to rural Andhra Pradeshit’s about
whether people can actually reach
medicine and other essentials. Right now,
medicine delivery is a real mess. Most
pharmacies can’t ship to remote areas, so
folks with chronic illnesses end up
traveling long distances, sometimes every
month, just to get their meds. The same
thing happens with educational
suppliesbooks and materials just don’t
make it out past the bigger towns. Even
government programs that hand out
products run into the same wall: getting
things to the people who actually need
them.

4.7 Stakeholder Perspectives

4.7.1 Logistics Company Perspectives
When talking to logistics company
managers, their main struggles came
through loud and clear:

Profitability just isn’t there. Most
companies lose money on rural deliveries,
but they keep going because they want to
stay in the market and because some big
contracts demand it.

They’re convinced that better roads would
change everything for them. They keep
asking the government to step infix the
roads, set up small distribution centers in
semi-urban spots, just help out a bit.
They’d love to use more advanced tech,
but it just doesn’t work well in rural areas.
Bad internet, confusing addressesnothing
lines up the way it should.

4.7.2 Government Official Perspectives
Government officials in transport and
commerce know the problems, but
logistics isn’t at the top of their list. They
see bigger fish to fry when it comes to
infrastructure in general.

They do think last-mile delivery needs to
be part of a bigger rural pushbetter roads,
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more internet, skills training, the whole
packagerather than something separate.
Right now, policies mostly deal with
moving stuff between cities or states, not
the nitty-gritty of getting packages from
the big hubs to small villages.

Money is tight, and there are always other
priorities, so logistics doesn’t get much of
a budget.

4.7.3 Business Owner Perspectives
Business owners had plenty to say about
what they’re up against every day:
Customers in cities expect fast, cheap
shipping and don’t get why rural delivery
takes longer or costs more. Trying to
explain that difference is a constant
headache.

Big e-commerce companies can handle the
extra cost of rural delivery, but small
businesses just can’t keep up. It’s tough to
compete when the playing field isn’t even.
They want better systemstracking, logistics
software, all of itbut the price tags are out
of reach for most small shops.

A lot of business owners would like to
team up and share delivery resources,
hoping to cut costs by working together.

5. Discussion

5.1 The Urban-Rural Delivery Gap

The numbers are pretty stark: in Andhra
Pradesh, rural delivery costs run 67-111%
higher than what you see in cities, and
rural deliveries take three to five times
longer. Turns out, this gap is even bigger
than earlier national studies claimed. Local
factors in Andhra Pradesh make the
problem worse.

So, what’s behind this? Three big things:
First, infrastructure. Only 45% of rural
roads are paved, while cities enjoy 98%
coverage. That alone explains a lot. Bad
roads slow everything down, ruin vehicles,
and make delivery unpredictableespecially
when the monsoon hits.

Second, density and distance. Rural areas
are just more spread out, with far fewer
people. Drivers rack up kilometers for just
a handful of packages, so each delivery
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costs way more. Cities, on the other hand,
get all the benefits of scalemore people,
more packages, lower per-package costs.

Third, tech. Cities have the digital
infrastructure to run modern logistics:
route optimization, real-time tracking,
digital payments. Rural areas don’t.
Without reliable connectivity, companies
are stuck with outdated, inefficient
methods.

5.2 Economic Development

These delivery headaches aren’t just
frustratingthey hold rural economies back.
The state loses out on Rs. 450-600 crores
every year. That’s money that could boost
local businesses, help farmers earn more,
and make life better for consumers.
Agriculture especially takes a hit in
Andhra Pradesh. If the state could improve
its cold chain logistics and cut spoilage by
just 5-10%, individual farm families could
see their incomes go up by tens of
thousands of rupees. At scale, hundreds of
crores could flow into rural pockets just
from better logistics.

5.3 Technology: Solution and Barrier
Here’s the paradox: technology makes
urban deliveries smoother and fasterroute
planning cuts delivery times by up to a
quarter, real-time tracking means fewer
missed deliveries, and digital payments
keep things moving. But in rural areas,
those same tools don’t work, thanks to
patchy connectivity and slow tech
adoption.

This “technology divide” just makes the
urban-rural gap worse. Companies put
their tech money where it pays
offcitiesleaving rural areas even further
behind.

The answer isn’t to just copy-paste city
solutions into villages. Rural areas need
tech that fits their reality. Think SMS
tracking that works on basic phones,
offline apps that sync up when there’s
signal, or simple payment systems for
feature phones.
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5.4 Social Equity

These gaps raise some tough questions
about fairness. Why should rural people
pay more and wait longer for the same
stuff? Right now, there’s a clear two-tier
system: city folks get all the perks of
digital commerce, while rural residents get
left out.

Not everyone feels the impact equally.
Rural women deal with both distance and
restrictions on their movement. Young
people feel stuck, unable to access the
products and experiences they see online.
The elderly or those struggling with health
issues have a hard time getting basic
medicines.

5.5 How Andhra Pradesh Compares
Nationally

Andhra Pradesh’s story is a mix of the
familiar and the unique. Like the rest of
India, cities outpace rural areas on
delivery.  E-commerce is  booming
everywhere, and demand is only going up.
But Andhra Pradesh faces its own special
challenges. Coastal geography makes
connecting remote villages harder. Cold
chain logistics matter more here, thanks to
the state’s focus on aquaculture and
perishable crops. And while Andhra
Pradesh is improvinglabel a “Fast Mover”
in LEADS rankingsit still lags behind the
top performers. There’s progress, but
plenty of work left to do.

5.6 Business Model Innovation Needs
The research is pretty clear: delivery
models built for cities just don’t cut it in
rural areas. These old models count on
things like dense populations and smooth
roads, but out in the countryside,
everything changes. So, it’s time for some
new ideas.

A few possibilities came up during
interviews and from what people actually
see on the ground:

Hub-and-spoke with local partners: Big
logistics companies get packages to a
central hub in a semi-urban area, then hand
things off to local folks who know the
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terrain. This way, you get the scale of a big
operation and the street smarts of locals.
Shared logistics: Businesses team up,
sharing trucks and delivery routes. By
working together, they can deliver more
packages per trip and cut costs. But this
only works if everyone coordinatesand the
government might need to help get things
off the ground.

Scheduled delivery: Instead of trying to
reach every village every single day,
companies set delivery days. They group
packages together, plan smarter routes, and
save time and money.

Community collection points: Instead of
showing up at every doorstep, companies
set up safe pick-up spots in villages.
People swing by to get their stuff, and the
delivery team covers less ground.

5.7 Policy and Investment Priorities

The findings point to some clear priorities
for policy and investment:

Infrastructure: Better rural roads would
make the biggest difference. Even just
making sure the main villages are
reachable year-round would go a long
way.

Digital connectivity: More reliable
mobile networks and internet in rural areas
would open the door for tech solutions and
digital paymentsboth of which make
delivery smoother.

Warehousing support: If the government
helps set up small fulfillmentcenters closer
to rural customers, companies could cut
travel times and distances in a big way.
Workforce development: Training local
young people for jobs in logistics and
delivery not only fills staffing gaps but
also brings new work to the area.

Address standardization: Government-
led projects to create proper, standardized
addresses for rural homeslike some states
have triedcould make deliveries much
more efficient.

Regulatory support: Policies that let
businesses collaborate on logistics or build
local delivery networks would help

ISSN-2319-8478
Vol-15 Issue-1, January 2026

companies run more efficiently outside the
cities.

6. Conclusions

This study dug into last-mile delivery
problems in Andhra Pradesh and showed
just how different things look in urban
versus rural areas.

6.1 What Stood Out

If you’re in a rural area, you’re paying a
lot more to get things deliveredabout 67—
111% more, to be exact. Waiting times are
painfully long, three to five times longer
than in cities. And let’s not forget,
deliveries fail much more oftensuccess
rates drop by 20-25%. The basics are a
mess: only 45% of rural roads are paved,
internet access barely hits 35-40%, and
just 22% of payments happen digitally. All
these issues pile up to a loss of Rs. 450—
600 crore every year, which just makes the
urban—rural divide even wider.

6.2 What This Adds to the Field

We introduced a new way to look at
delivery challenges at the state level,
pulling in the operational, economic, and
social angles. Focusing on the urban—rural
gradient and mapping out different
challenges together, we could see how
issues with infrastructure, operations, and
tech feed off each other.

6.3 Why This Matters

Logistics companies can’t just copy-paste
city models into villagesthey need local,
tech-savvy, and team-based approaches.
Businesses have to rethink their prices,
products, and the way they talk to rural
customers. Policymakers need to put rural
roads and digital basics at the top of the
list, back homegrown delivery models, and
bake logistics into development plans. For
farmers and rural businesses, teaming up
on logistics and adding value locally cuts
costs and opens doors

6.4 Answers in Plain Terms
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1. Rural areas pay more, wait longer, and
see more failed deliveries.

2. The big headaches: broken roads, no
local hubs, spotty connections, confusing
addresses.

3. Everyonebusinesses, farmers,
buyersends up with higher costs, losses,
and less access.

4. What works? Better roads, more
internet, micro-hubs, and working together
on logistics.

6.5 What We Couldn’t Cover (and
What’s Next)

We only looked at one state, over six
months. There’s more to dig intohow
seasons change things, how different
products fare, how other states compare,
and whether our suggested fixes actually
work.

6.6 Wrapping Up

The last-mile delivery mess in Andhra
Pradesh really shows off bigger gaps in
geography and digital access. But with
smart investment, fresh ideas, and the right
policies, rural logistics can catch up and
even lead the way. This study isn’t the last
wordit’s a starting point for fixing delivery
inequalities and building something fairer.

7. Recommendations

Here’s what stands out from the study and
what needs to happen next:

7.1 For State Government

- Infrastructure: Focus on building all-
weather rural roads. Set up logistics parks
in semi-urban spots. Start a rural logistics
infrastructure fund to keep the momentum
going.

- Digital Access: Get rural areas
onlineexpand internet and  mobile
coverage, teach digital skills, and put in
public Wi-Fi hubs so people can actually
use these tools.

- Policy: Roll out a State Logistics Policy.
Give rural logistics operations a push with
incentives, back collaborative delivery
models, and make rural addresses easier to
standardize.
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- Skills: Train young people in logistics
skills, team up with companies for hands-
on training, and encourage local delivery
entrepreneurship.

7.2 For Logistics Companies

- Business Models: Build delivery models
that actually fit rural needs. Work with
local entrepreneurs. Use shared delivery
networks instead of going it alone.

- Tech: Pick tools that work offline, use
local languages, and rely on mapping tech
that doesn’t fall apart in low-connectivity
areas.

- Workforce: Pay rural delivery staff
better, offer training, and support them
with decent vehicles.

- Customer Service: Be straight about
delivery timelines, keep customers in the
loop, and offer flexible delivery options.

7.3 For Businesses Selling to Rural
Markets

- Logistics Strategy: Plan for higher costs
out in the countryside. Use regional
warehouses and always keep buffer stock.
- Products & Pricing: Bundle products
together, lay out shipping charges clearly,
and focus on goods that pack lots of value
for their weight.

- Customer Care: Communicate openly,
let people pay cash on delivery, and keep
your promises to build trust.

7.4 For Agricultural Producers & Rural
Businesses

- Collective Logistics: Bring producers
togetherform FPOs to share transport,
storage, and cold-chain resources.

- Value Addition: Process products
locally. This boosts margins and means
less bulk to ship out.

- Market Access: Get on e-marketplaces,
build relationships with buyers, and don’t
just stick to local marketslook further
afield too.

7.5 For Future Research
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- Test logistics interventions in a few
districts and see how things change with
the seasons.

- Compare approaches across different
states and countries.

- Try out new tech like drones for rural
deliveries.

- Create standard ways to measure how
logistics and policies are working out.
Bottom line: Fixing last-mile delivery
isn’t a solo act. It takes everyonebetter
roads, digital access, smarter business
ideas, and ongoing researchto make sure
people in every corner of Andhra Pradesh
actually get what they need.
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A Comprehensive Study on the Role of Employee Experience in Retention

Intentions
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1. Introduction

1.1 Background and Context

The present business scenario has been
witnessing fundamental transformation in
employer-employee relationships,
particularly within knowledge-intensive
sectors like Information Technology. The
Indian IT sector, contributing 8% to
national GDP and employing over 5

million  professionals, faces unique
retention challenges from rapid
technological advancements and

increasing global talent competition.
Traditional retention strategies centred on
compensation and benefits to the
employees and experience of employees is
posing retention problems in the software
field of IT wing.

1.2 Defining Employee Experience

Employee Experience in total covers the
totality of academics, professionalism,
perceptions, and emotions encounter
throughout their organizational journey.
Unlike traditional engagements focusing
on organizational routine commitments,
now the employee experience be redefined
in a broader experiential perspective in
terms of multidimensional aspects and
relationships. The present scope of
research  recognizes  that  retention
decisions  emerge  from  complex,
interconnected factors including adoption
of latest programming skills in a
qualitative and competitive manner
adjusting to global work environments and

towards cultural value alignment. In IT
specifically, where professionals possess
high mobility and numerous alternatives,
creating positive, differentiated
experiences  becomes crucial  for
sustainable retention.

1.3 The IT Sector Retention Challenge
Indian IT organizations face attrition rates
substantially exceeding other industries
due to productivity losses, knowledge
attrition, client relationship disruption, and
adverse cultural impacts. Sector-specific
factors aggravate challenges like rapid
technological evolution creating skill
obsolescence  pressures, project-based
models causing unpredictable workloads
constraining compensation and expanding
employment alternatives.

1.4 Research Significance

This research provides understanding of
employee experience as a
multidimensional in knowledge-intensive
contexts. By  examining  multiple
experience dimensions simultaneously it
provides contextual understanding beyond
previous conventional ideas. Practically,
the research offers actionable frameworks
for HR leaders to diagnose retention
vulnerabilities, prioritize interventions, and
design comprehensive experience
strategies.

2. Motivation For The Study
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2.1 Post-Pandemic Workforce
Transformation
COVID-19  disruptions  permanently

altering the employment scenario. Forced
remote work transitions demonstrated that
IT roles could be performed outside
traditional offices lacking face to face
interactions leading to monotonous work
style lacking required interventions at
appropriate time challenging sometimes
productivity. Hybrid models emerged as
predominant  arrangements,  creating
complexities in managing distributed
employee experiences. Digital workplace
experience  became  central,  with
employees expecting advanced
technological enablement regardless of
location. Simultaneously, mental health
awareness elevated psychological safety,
manageable workloads, and genuine well-
being support are becoming primary
retention determinants.

2.2 Layoffs due to lack of Power
Dynamics

The Power dynamics shifted appreciably
towards specialized skills in Al, cloud
computing, cybersecurity, and data
science. Talent scarcity demands for

considerable multiple alternatives.
Organizations  search  for  superior
experiences addressing essential
motivations, growth aspirations, and
quality-of-life ~ considerations  beyond

compensation alone.

2.3 Technological Disruption and Skill
Evolution

Accelerating technological change creates
continuous skill development pressures.
Emerging technologies (Al, machine
learning, blockchain, quantum computing)
reshape job requirements while rendering
traditional skills are becoming obsolete.
Continuous learning transitioned from
optional development to existential career
necessity. Organizations failing to provide
structured learning pathways forecasting
the future transformation, emerging
technology exposure, and skill
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development opportunities risk losing
ambitious professionals.

3. Literature Review on the Scope of
Research

3.1 Theoretical Basics:

a) Social Exchange Theory says that
relationships work like a balance sheet.
People stay in relationships when the
benefits (like love, support, fun) outweigh
the costs (like stress, effort, conflict). If the
costs feel heavier than the rewards, people
may step away.

b) Herzberg’s Two-Factor Theory says
that job satisfaction comes from two
different sets of factors. “Motivators” like
achievement, recognition responsibility
growth that make people happy at work,
and “hygiene factors” like salary, company
policy, job security that prevent them from
being unhappy.

¢) The Job Demands-Resources (JD-R)
Theory says that one’s job can either drain
or energize depending on the demands it
places and the resources have to handle
those demands.

The above 3 theories handle the present
scope of research.

d) PIB Release on July 2024:

(i) The government outlined nine
priorities for “Viksit Bharat,” one of which
is Employment & Skilling. The release
stressed that skilling equips the workforce
with competencies to meet industry
demands, fostering innovation and
productivity.

(11)This implies recognition of a skills gap
in sectors like IT, but PIB frames it as a
challenge to be addressed rather than a
blanket statement of insufficiency.

(i11) Broader Context on IT Skills Gap:

Industry Studies:

e Independent reports (e.g., by CII and
Outlook Business) note a 15% shortage
in the organized workforce, affecting
IT along with BFSI, FMCG, e-
commerce, and manufacturing.
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National Skill Gap Study (MSDE
2025):

e Ministry of Skill Development &
Entrepreneurship documented sectoral
gaps, including IT-related fields like
computer programming and software
services.

e Review by the Government of India:

e The Government of India has
launched several flagship initiatives
like Digital India, Skill India, Future
Skills Prime, and targeted budget
allocations that directly address IT skill
shortages by focusing on digital
literacy, reskilling, and industry-
relevant training.

Digital India:

¢ Launched in 2015 to transform India
into a digitally empowered society and
knowledge economy.

e Focuses on expanding broadband
highways, universal mobile
connectivity, public internet access,
and digital governance.

e Creates employment opportunities in
IT and digital services, ensuring
citizens gain digital literacy and
technical skills.

Skill India & Skill India Digital Hub
(SIDH):

Skill India Digital Hub (SIDH):
Provides upskilling, reskilling, and
lifelong learning opportunities in IT-
related fields like AI, machine
learning, automation, programming,
and database management.

Offers sector-specific IT courses (e.g.,
programming, machine learning,
database management) to bridge the
gap between industry demand and
workforce readiness.

Sector Skill Councils (SSCs): Align
training with industry standards,
ensuring IT/ITeS  skills  match
employer needs.

Future Skills Prime:
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e Joint initiative by MeitY and
NASSCOM under Digital India.

e Focuses on emerging technologies
such as cloud computing,
cybersecurity, Al, big data, and
blockchain.

e Provides certifications and career
pathways to prepare professionals for
IT jobs of the future.

Union Budget Allocations (2025-26)

e The Union Budget 2025-26
emphasized technology-driven skilling,
especially in Al, vocational education,
and digital skills.

e Allocations under the Ministry of
Skill Development & Entrepreneurship
(MSDE) increased significantly, with
over 8,300 crore earmarked for
skilling programs, including IT-
focused initiatives.

e Budget speech highlighted education-
to-employment pathways, ensuring
students acquire industry-relevant IT
skills for a “Viksit Bharat”.

3.2 Research on Retention in IT
Contexts:

IT retention research shows that
employees often leave when stress is high,
work-life balance is poor, or career growth
feels limited. Stress comes from tight
deadlines, fast-changing technologies,
client demands, and long hours, which
lead to burnout and turnover. Work-life
balance issues arise when companies
expect flexibility but employees need clear
boundaries, and this conflict strongly
predicts quitting. Career development is
also important, but studies don’t always
separate promotions, skill-building, or
diverse projects, even though different
employees value these differently. In short,
fair pay, manageable stress, respect for
personal life, and meaningful growth
opportunities are key to keeping IT
professionals.
4. Research Framework and
Methodology
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4.1 Problem Statement

Even though Indian IT companies spend a
lot on engagement programs, wellness
activities, and retention perks, employees
are still leaving at high rates. Simply
offering better pay or small benefits isn’t
enough  anymore because  today’s
professionals expect more. The real issue
is that companies don’t fully understand
the many different factors that influence
why people stay or quit. Many strategies
are based on old ideas of motivation and
ignore modern needs like digital tools for
flexible work, feeling safe to speak up,
genuine and supportive leaders, clear
career growth paths, and true work-life
balance. On top of that, companies often
use one-size-fits-all solutions instead of
tailoring initiatives to different employee
groups, job types, career stages, or
industry segments, which makes them less
effective.

4.2 Research Objectives

General Objectives:

e To investigate the multidimensional
nature of employee experience in IT
organizations

e To assess the relationship between
employee experience and retention
intentions

e Specific Objectives:

e To analyse the impact of leadership
support and recognition on retention

e To evaluate the influence of career
development and digital workplace
tools across work models

e To identify the strongest EX
predictors of retention using statistical
modelling

e To examine how retention drivers
differ across IT sub-sectors and work
arrangements

4.3 Research Design and Data

Collection

Approach: IT Employee from Bangalore

working in a software industry has been

interacted and posed the following
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questioner and the responses are shown as
mentioned:

Question 1: Reasons for layoff of an
employee

(1) Lack of "relevant" skills:

Colleges teach only skills relevant for dry
computer science. In the current corporate
it needs a lot and companies expect to
build micro-services and distributed
systems. Plain programming is no longer
useful and people need to know how to
build customised products. People with
plain generic skills are no longer relevant
and needed. It is very important to ensure
sure that work is not repetitive, because
there is a high chance getting replaced by
Al with tasks like, reconciliation, auditing,
customer service will be the first to
disappear

Question 2: How the employee be
prevented from layoff

Based on skills:

For e.g. Python is a general purpose
language, which is found necessary for
many jobs, but going forward Languages
like Go and Rust will be in demand. Along
with Azure, AWS and GCP, and OCI is
gaining importance in the market have
multi cloud knowledge is very essential.
Understanding Diffusion models and
Transformers is also really important for
AI/ML engineers. Along with VS code
also knowing tools like cursor and
windsurf for vibe coding is essential for
retention in spite of global crisis.

Learning tools like bolt, Replit for rapid
prototyping is also really important for
retention in spite of crisis of layoffs.

Question 3: What is role of employee
experience to avoid from layoffs

Just upskill oneself, and can't be stagnant
in one skill , have to be well versed across
multiple domains.

Sometimes even very good and skilful,
one might get fired for other reasons such
as lack of emotional balance as well as
social skills.
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Question 4: What is existing
In-Demand Technical Skills:

Most job seekers lack hands-on
expertise in the technologies that are
actually driving hiring today.

Cloud Computing: Skills in AWS,
Azure, GCP, Kubernetes, and
containerization are in short supply.

Al & Machine Learning: Few
candidates can build, train, and deploy
models at scale.

Cybersecurity: Severe shortage of
ethical hackers, SOC analysts, and
compliance experts.

Data Engineering: While many claim
to know data science, few can manage
data pipelines, ETL, or real-time
analytics.

DevOps & Automation: Skills in
CI/CD, infrastructure as code
(Terraform, Ansible), and scripting are
rare.

Curriculum Obsolescence:

Outdated Syllabi: Many engineering
and BCA/MCA  programs  still
emphasize legacy languages (like C,
Java) and ignore modern stacks (like
Python, React, or Go).

Lack of Project-Based Learning:
Students often graduate without
building real-world applications or
contributing to open-source projects.
Minimal Exposure to Agile &
DevOps: Industry workflows like
Scrum, version control (Git), and cloud
deployment are rarely taught in depth.

Soft Skills & Professional Readiness

Communication Gaps: Many
candidates struggle with articulating
ideas, writing documentation, or
collaborating in diverse teams.
Problem-Solving & Critical
Thinking: There’s a tendency to
memorize rather than understand and
apply concepts.
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Adaptability: Rapid tech evolution
demands continuous learning, but
many professionals lack a growth
mindset.

Industry-Academia Disconnect

Limited Internships: Many students
graduate without meaningful internship
experience.

No Mentorship or Career Guidance:
Few institutions offer structured
pathways to help students align with
industry expectations.

Faculty Skill Gaps: Instructors
themselves may not be trained in the
latest technologies or tools.

Lack of Continuous Upskilling

Stagnation Post-Employment: Many
professionals stop learning after
securing a job, leading to skill
obsolescence.

Low Awareness of Learning
Platforms: Despite the availability of
MOOC:s (like Coursera, edX, NPTEL),
uptake is limited without institutional
push.

Question 5: What are Key Skill
Deficiencies
e Technical Skills

o O O e

Limited expertise in cloud platforms
(AWS, Azure, GCP).

Shortage of professionals with hands-
on AI/ML deployment experience.
Weak cybersecurity capabilities
(ethical hacking, threat analysis).
Inadequate DevOps and automation
skills (CI/CD, Docker, Kubernetes)
Poor data engineering proficiency
(ETL, real-time analytics).

Practical Exposure

Lack of real-world project experience.
Minimal internship participation.
Limited familiarity with Agile, Git,
and modern development workflows.

Soft Skills
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o

o

Weak communication and
collaboration in team settings.

Poor problem-solving and critical
thinking abilities.

Low adaptability to fast-changing
tech environments.

Academic-Industry Disconnect
Outdated curricula focused on legacy
technologies.

Faculty not trained in emerging tools
and platforms.

Absence of  structured
guidance and mentorship.

career

Continuous Learning Deficit

Low uptake of reskilling and
certification programs.
Professionals stagnate post-

employment without updating skills.
Limited awareness of online learning
platforms and micro-credentials.

Question 6: What Can Be Done?

Question 7:

Curriculum Revamp: Align academic
programs  with  industry  needs,
including certifications and capstone
projects.

Mandatory Internships: Embed real-
world exposure into every degree.
Faculty Training: Regularly upskill
educators in emerging tech.

Soft Skills Bootcamps: Focus on
communication, teamwork, and
problem-solving.

Lifelong Learning Culture:
Encourage professionals to pursue

micro-credentials and certifications.

What about senior

professionals
(A question to a senior official)

In the rapidly evolving IT industry,
senior employees with experience
limited to outdated programming
practices but without current coding
proficiency may face challenges in
contributing effectively to modern
projects.
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To ensure continued relevance and
productivity, it is essential that such
employees engage in structured
reskilling and upskilling programs.

By adopting contemporary languages,
frameworks, and digital tools, senior
staff can update their domain
knowledge while aligning with current
industry standards, thereby enhancing
both individual performance and
organizational value.

Question 8: What are Health Issues

Question9:

Continuous exposure to screens leads
to Computer Vision Syndrome,
causing dry eyes, blurred vision,
headaches, and increased risk of
myopia or hyperopia.

Long hours of sitting and poor
ergonomics result in musculoskeletal
disorders, including chronic back pain,
cervical spondylosis, and posture-
related issues.

Typing and mouse use can cause
carpal tunnel syndrome, tendonitis, and
wrist pain.

High workloads, tight deadlines, and
long hours contribute to stress, anxiety,
burnout, and depression.

Sedentary lifestyle combined with
irregular eating habits increases risk of
obesity, diabetes, and cardiovascular
diseases.

Night shifts, late coding sessions, and
excessive screen exposure disrupt
circadian rhythms, leading to insomnia
and poor sleep quality.

What  are  Strategic

Recommendations

Curriculum Modernization: Align
academic programs with current
industry needs, including emerging
technologies and capstone projects.
Faculty Development: Implement
regular training for educators in
modern tools and platforms.
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e Internship Mandates: Ensure every
graduate has meaningful industry
exposure before completion.

e Soft Skills Boot camps: Integrate

communication, teamwork, and
leadership modules into technical
education.

e Reskilling: Promote lifelong learning
through MOOCs, boot camps, and
certifications.

e Sound Health: Maintaining fitness to
perform duty qualitatively till
retirement.

5. Outcomes and Implications

5.1 Research Outcomes

Quantitative Findings( to implement):
How retention drivers differ across
work arrangements, sub-sectors, career
stages, and IT demographics.

Qualitative Insights (to ensure):

e Workplace environment and their
influence on retention.

¢ Identification of organizational, team,
and role-specific contextual factors
amplifying or diminishing impacts.

For Organizational Leaders (to
enforce):

e Development of  differentiated,
tailored retention strategies for distinct
employee segments.

¢ Implementation of robust
EXPERIENCE measurement systems
with retention accountability.

For HR Practitioners (to design):

e Diagnostic frameworks identifying
specific EXPERIENCE dimension
weaknesses.

e Intervention prioritization tools
maximizing retention.

e Segment-specific program design
addressing diverse motivations.

e Predictive analytics for early attrition
risk identification and proactive
intervention.
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For Policymakers (to formulate):

e Insights informing industry-wide
talent retention initiatives.

e Evidence supporting investments in
digital infrastructure and workforce
development.

e Understanding of systemic factors
affecting IT sector employment
stability.

e For Health Practitioners (To
suggest):

e Adjustable chairs, maintain proper
posture, and set up workstations
correctly.

e 20-20-20 rule (every 20 minutes, look
at something 20 feet away for 20
seconds).

e Stretching, yoga, or short walks
during breaks.

e Balanced diet, hydration, and
limiting caffeine/junk food.

e Practice mindfulness, take regular
breaks, and seek support when
stressed.

e Maintain consistent sleep schedules
and reduce screen exposure before
bedtime.

6. Conclusion

India’s IT sector continues to grow
rapidly, offering thousands of new job
opportunities across domains such as cloud
computing, cybersecurity, artificial
intelligence, and data  engineering.
However, a persistent and widening skill
gap is preventing companies from filling
these roles effectively.

This research addresses critical gaps in
understanding how  multidimensional
employee experience influences retention
intentions in India's vital IT sector. As
organizations navigate post-pandemic
realities,  generational  shifts, and
intensifying talent competition, traditional

retention  approaches  cantered on
compensation prove increasingly
inadequate. By comprehensively
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examining seven interconnected
EXPERIENCE dimensions likeleadership
support, career development, digital
workplace experience, recognition,
psychological safety, work-life integration,
and cultural environment, this study
provides holistic understanding.

As India's IT sector continues global
leadership while facing persistent talent
challenges, this research provides essential
foundations for sustainable retention
through superior employee experiences.
Organizations implementing
multidimensional EXPERIENCE thinking
and maintain sound health recognizing that
retention origins not from singular factors
but from holistic, positive workplace
experiences across physical, digital, and
cultural  dimensions, will  achieve
competitive advantage in attracting,
developing, and retaining exceptional
talent.
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The Impact of Digital Payments on Consumer Spending Habits
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Abstract: Purpose: The purpose of this
study is to examine how digital payments
affect consumer spending habits in India.
With the quick rise of UPIL, mobile wallets,
and online banking,digital payments have
changed the way consumers plan, spend,
and manage their money. This research
looks at how using digital payments
impacts spending frequency, impulse
buying, financial discipline, convenience-
driven behaviors, and shifts in consumer
decision-making patterns.
Design/Methodology/Approach: The study
follows a descriptive and analytical
research design. A structured questionnaire
covering numerous digital payment
platforms, including Google Pay, PhonePe,
Paytm, Amazon Pay, and banking apps,
was used to gather primary data from 120
respondents. Secondary data were sourced
from RBI digital payment reports, fintech
industry publications, government
documents, and previous research studies.
Percentage analysis and behavioural
interpretations were used for data analysis.
Findings: According to the study, the ease
of transactions and lower psychological
barriers related to handling cash make
digital payments a significant increase in
consumer spending frequency. About 67%
of respondents reported an increase in
impulse purchases after shifting to digital
payments. Convenience,
cashback/rewards, and faster checkout
processes emerged as major behavioural

drivers.  However, because  digital
payments provide instant transaction
histories, 58% of respondents felt that they
improved their budgeting and financial
tracking.

Research Limitations/Implications: The
study is limited to 120 respondents from
urban regions, and responses are self-
reported, which may involve personal bias.
The results reflect short-term behavioural.
Patterns and do not fully capture long-term
financial discipline impacts. The findings
provide useful insights for policymakers,
fintech providers, retailers, and
behavioural researchers studying consumer
spending trends in a cashless economy.
Originality/Value: This research adds value
to the existing literature by linking digital
payment adoption directly with consumer
spending behaviour. It highlights the dual
nature of digital transactions— promoting
spending convenience while
simultaneously ~ improving  financial
tracking. The findings contribute to
understanding how digital payment eco
systems  shape  modern  consumer
behaviour in the Indian context.
Keywords: Digital Payments, Consumer
Spending, UPI, Mobile Wallets, Spending
Behaviour, Impulse Buying, Financial
Technology, Cashless Economy.

181




Vindhyan Bloom

1. Introduction

1.1 Background of the Study

India has seen a major shift in how people
pay for goods and services. With the rise
of UPI, mobile wallets, QR-code
payments, and online banking, digital
payments have slowly replaced cash in
everyday transactions. Whether it is
groceries, food delivery, fuel, shopping,
entertainment, or travel, digital modes of
payment are now widely preferred.

This shift has not only changed how
consumers pay but also how they think
about spending. Digital payments make
transactions quick and effortless, reducing
the “pain of paying” that people usually
feel when handing over physical cash.
Because of this, people tend to spend more
and more frequently.

On the other hand, digital payments offer
useful features such as transaction history,
budgeting tools, reminders, and instant
alerts. These help users stay aware of their
spending and manage their finances better.

This study looks at how these two opposite
effects—easy spending and better financial
control—shape consumer  spending
behaviour.

1.2 Need for the Study

This study is important because:

e Digital payments are growing rapidly
in India

e Consumer lifestyles and buying
patterns are changing

e Convenience and rewards influence
spending

e Impulse buying is increasing

e Digital records are
budgeting habits

e India is moving strongly toward a
cashless economy

Understanding these changes helps explain

how digital payments shape overall

consumer behaviour.

improving
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1.3 Scope of the Study

The scope of the study includes:

e How digital payments affect spending
frequency

e How convenience and speed influence
buying behaviour

e Whether  digital records  help
consumers manage money

e The rise of impulse buying due to one-
click payments

e Behaviour of urban digital payment
users

The study is limited to 120 respondents

who use digital payment platforms.

1.4 Significance of the Study

This study is significant for:

e Consumers — It helps them understand
how digital payments impact their
spending habits.

e Fintech Companies — It helps
improve customer engagement.

e Business and Retailers — It helps
them create better digital payment
strategies.

e Researchers — It adds to existing
knowledge about digital consumer
behaviour in India.

2. Review of Literature

2.1 Digital Payment Adoption

Several studies highlight that digital
payments have drastically simplified the
process of making financial transactions.
Instead of carrying cash or waiting in
queues, users can now make payments
instantly through their phones. This
convenience has encouraged people to rely
more on digital modes for almost every
type of purchase—from daily essentials to
large transactions.

Researchers also point out that the younger
generation, in particular, prefers digital
payments because they offer comfort,
speed, and flexibility. As a result, the
adoption of digital payments continues to
grow rapidly across India.
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2.2 Psychological Aspects of Digital
Payments

Researchers in behavioural economics
suggest that digital payments remove the
emotional discomfort people feel when
they physically hand over money. With
cash, people can see and feel the money
leaving their hands, which naturally makes
them think twice before spending.

But in digital payments, this “pain of
paying” is reduced because the transaction
happens with just a tap or scan. This
psychological comfort often leads to
spending more than intended. Studies also
show that consumers feel less guilty when
making digital payments compared to
using cash.

2.3 Impulse Buying and Convenience
Digital payments have made it incredibly
easy for consumers to purchase items
immediately without much thought. Since
payments are quick and require no
additional effort like counting cash or
swiping cards, people tend to make
spontaneous purchases.

Younger users, especially, are more prone
to impulse buying because of instant
payment options such as UPI, mobile
wallets, and contactless payments. Online
shopping apps with saved payment
information further increase unplanned
purchases, as customers can buy products
within seconds.

2.4 Budgeting and Expense Tracking
One of the major advantages of digital
payments is the automatic recording of
every transaction. This helps users keep
track of where their money is going. Many
digital payment apps provide features like
monthly spending summaries, category-
wise breakdowns, reminders for bill
payments, and budget-setting tools.
Because of these features, consumers are
becoming more aware of their financial
habits. Studies suggest that these digital
records help people identify unnecessary
expenses and plan their budgets more
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effectively, thus
financial discipline.

improving  overall

2.5 Growth of UPI

The Unified Payments Interface (UPI) has
played a huge role in transforming India’s
payment ecosystem. Its success comes
from its simplicity—users only need a
smartphone and a bank account to send or
receive money instantly.

UPI is free, secure, and works across
multiple apps, which makes it suitable for
everyone from students to business
owners. According to recent reports, UPI
handles billions of transactions every
month, becoming the preferred payment
method for small and large payments alike.
Its fast approvals, QR-code support, and
24/7 availability have made it one of the
most trusted digital payment systems in
India.

3. Research Gap

While many studies discuss the adoption
and security of digital payments, very few
focus specifically on how digital payments
actually change spending habits—such as
impulse buying, budgeting, and
psychological behaviour.

This study fills that gap.

4. Objectives

e To understand how digital payments
influence consumer spending.

e To analyse changes in spending
frequency and impulse buying.

e To study whether digital payments
improve budgeting and financial
awareness.

e To identify key behavioural factors
behind digital payment usage.

e To give suggestions for promoting
responsible digital spending.

[9))

. Hypotheses
Hi: Digital payments significantly
affect consumer spending habits.
H:: Digital payments increase impulse
buying.
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e Hs: Digital records improve financial

discipline.

e Hai: Convenience increases spending
frequency.

e Hs: Rewards influence consumer

spending decisions.
6. Research Methodology

Research Design

This study follows a descriptive and
analytical research design. In simple terms,
it describes the current behaviour of
consumers and also analyses how digital
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Secondary Data
Additional information was taken from

trusted sources such as RBI reports,
academic journals, government
documents, published articles, and

previous research studies related to digital
payments and consumer behaviour.

Sampling Method
Convenience sampling was used for
selecting  respondents. This  means

participants were chosen based on their
easy availability and willingness to take

payments influence their  spending part in the survey.
patterns.

Data Analysis Tools
Primary Data The collected data was organised in tables
The main data for this research was and analysed using percentage
collected directly from 120 respondents. A calculations. Behavioural interpretation
structured questionnaire was used to gather was also used to understand patterns,
their ~ opinions, behaviours, and trends, and the meaning behind
experiences related to digital payments. respondents” answers.
7. Data Analysis and Interpretation
7.1 Spending Frequency After Using Digital Payments
Consumer Behavior No. of Respondents Percentage (%)
Spending increased significantly 38 32%
Spending increased slightly 44 37%
No change 22 18%
Spending decreased 16 13%
Total 120 100%
Interpretation: suggests that the speed and ease of paying
The data clearly shows that digital digitally encourage people to buy more

payments have increased how often people
spend money. A total of 69% of
respondents said their spending went up
after switching to digital payments. This

frequently. Only a small portion (13%)
said their spending decreased, indicating
that digital payments mostly lead to higher
consumption.

7.2 Influence of Digital Payments on Impulse Buying

Consumer Behavior No. of Respondents Percentage (%)
Strongly influenced 34 28%
Moderately influenced 37 31%

Neutral 21 18%

Not influenced 18 15%

Reduced impulse buying 10 8%

Total 120 100%
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Interpretation:

Around 59% of respondents admitted that
digital payments make it easier for them to
make unplanned or spontaneous purchases.
Since digital transactions happen in
seconds, people tend to buy things without
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thinking too much. Only a few respondents
(8%) said that impulse buying actually
decreased, possibly because they use
digital records to monitor their spending.
Overall, digital payments seem to increase
impulse buying behaviour.

7.3 Effect of Digital Payments on Financial Tracking and Control

Consumer Opinion No. of Respondents Percentage (%)
Improved a lot 36 30%

Improved somewhat 34 28%

No change 31 26%

Worse 19 16%

Total 120 100%

Interpretation: automatically. People can check their

Most respondents feel that digital
payments help them stay more aware of
their expenses. About 58% said that their
financial discipline improved because
digital  transactions  are  recorded

spending anytime through app statements
and notifications. However, 16% felt that
digital payments made financial control
worse, possibly due to overspending
caused by convenience.

7.4 Influence of Rewards and Cashback on Spending

Response No. of Respondents Percentage (%)
Cashback 40 33%

Discounts 32 27%

Reward points 31 22%

None 17 18%

Total 120 100%

Interpretation: effortless nature of UPI and mobile

Rewards and cashback offers play a major
role in influencing consumer spending. A
total of 82% of respondents said they
prefer making payments when they get
cashback, discounts, or reward points.
Cashback was the most favoured
incentive. This shows that promotional
offers motivate consumers to spend more
and choose digital payments over cash.

7.5 Summary of Data Findings

1. Digital payments lead to more
spending
A large number of respondents said
they spend more after switching to
digital payments. The fast and

wallets encourages frequent purchases.

2. Impulse buying has increased
Many people admitted that they make
quick, unplanned purchases because
paying digitally is extremely easy.

3. Digital payments improve financial
tracking
Although people spend more, most
users also said digital payments help
them keep better track of their
expenses.

4. Rewards strongly influence
behaviour
Cashback, discounts, and reward
points motivate consumers to choose
digital payments instead of cash.
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8. Findings and Discussion

8.1 Key Findings

1. Digital payments are a major reason
for increased spending

2. Impulse buying has grown because of
one-click payments

3. Convenience and speed encourage
repeated usage

4. Cashback and rewards influence how
people spend

5. Digital payments help improve
financial tracking and awareness

6. Young consumers are more influenced
compared to older age groups

8.2 Discussion

The findings of the study give a balanced
picture of how digital payments impact
consumer behaviour. Digital payments
reduce the physical and emotional effort
involved in paying money. While cash
makes people think twice, digital
payments feel smoother and less painful,
increasing  spending  frequency and
impulse purchases.

At the same time, digital payment apps
provide transaction histories, reminders,
and notifications that help users manage
finances better.

Positive side:

e FEasy touse

e Saves time

e Better budgeting and tracking

e Encourages modern financial
behaviour

Negative side:

e More impulsive buying

e Higher spending frequency
Reduced control for some users

. Limitations of the Study

Small number of respondents

Mostly urban participants

. Based on self-reported data

Short-term behaviour only

Even with these limitations, the study
provides valuable insights into how
financial incentives influence consumer
adoption and usage of e-wallets.

ISR
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10. Conclusion and Future Scope

10.1 Conclusion

This study shows that digital payments
have brought a noticeable change in the
way people spend money. While they
encourage convenience and frequent
spending, they also support better financial
awareness and budgeting.

10.2 Future Scope of the Study

1. Rural vs. Urban Spending Behaviour
2. Long-Term Behavioural Changes

3. Psychological and Social Impact
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Abstract: Digital gold has emerged as a
modern investment option in India with
the rapid growth of digital payment
platforms and financial technology.
Traditionally Indian households have
invested in physical gold, however,
changing lifestyles, technological
advancement, and easy access to digital
platforms are gradually shifting investor
toward digital gold. This study aims to
examine the perception of Indian
households  towards  digital  gold
investment, focusing on awareness level,
adoption behavior, motivating factors, and
reasons for non-adoption. The study is
based on primary data collected from 105
respondents using a structured
questionnaire. Percentage analysis and
graphical interpretation were used for data
analysis. The findings reveal that while
awareness of digital gold is fairly high,
lack of deep understanding, trust issues,
and preference for physical gold remain
major barriers. Convenience, liquidity, and
low investment value are the strongest
motivating factors for adoption. The study
concludes that digital gold has strong
future potential in India if supported by
better regulation, transparency, and
investor education.

Keywords: Digital Gold, Investor
Perception, Indian Households, FinTech,
Gold Investment

Parul University, Vadodara, Gujarat

Introduction

Gold has always held a significant position
in the Indian economy as well as in the
financial planning of households. For
generations, gold has been treated not only
as a valuable ornament but also as a secure
investment and a symbol of financial
stability. Indian families traditionally
invest in physical gold during festivals,
weddings, and other auspicious occasions.
Even today, a large portion of household
savings in India is stored in the form of
gold. With the digital technology and the
rapid expansion of financial technology
platforms, new investment has emerged.
One such innovation is digital gold. Digital
gold allows individuals to buy, sell, and
store gold electronically through mobile
applications and online platforms without
physically holding the metal. It removes
issues such as storage risk, theft, and high
making charges, while also allowing
small-ticket investments starting from very
low amounts. The spread of smartphones,
internet connectivity, and digital wallets
has played a crucial role in popularizing
digital gold in India. Platforms such as
Paytm, PhonePe, Google Pay, Zerodha,
Groww, and MMTC-PAMP have made
gold investment accessible to even small
investors. This has particularly attracted
young individuals who are more
comfortable wusing digital platforms.
However, despite these advantages, digital
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gold has not been fully accepted by all
sections of society. Many Indian
households still prefer physical gold due to
emotional attachment, lack of trust in
digital platforms, fear of online fraud, and
unclear regulatory framework. Therefore,
understanding the perception of Indian
households towards digital gold becomes
essential. This study attempts to analyse
how people view digital gold as an
investment option and what factors
influence their decision-making.
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The main objective of this study is to
examine the perception of Indian
households  towards  digital  gold
investment. The study aims to understand
the awareness level of digital gold, identify
the platforms wused for digital gold
investment, analyse the motivating factors
behind investment, the reasons for non-
investment, and assess whether people are
willing to recommend digital gold to
others. study the level of awareness of
digital gold among Indian households.
Analyse the perception of respondents
toward digital gold as an investment
option. Identify the major platforms used
for investing in digital gold. Examine the
factors that motivate investors to choose
digital gold. study the reasons why some
individuals do not prefer to invest in
digital gold.

Hypothesis

Alternative Hypotheses (H:)

Hu: Age of the respondents has a
significant impact on their perception of
digital gold investment.

Hi2: Trust in digital platforms significantly
influences the decision to invest in digital
gold.

Hi: Awareness of  digital  gold
significantly affects the choice of platform
for investment.

Research Methodology

This study is descriptive in nature and is
based on primary data. A structured
questionnaire was prepared using Google
Forms to collect responses from
individuals. The questionnaire included
demographic questions and questions
related to awareness, usage, preference,
motivation, and perception of digital gold
investment. A total of 105 respondents
participated in the survey. The respondents
were selected wusing the convenience
sampling technique due to time and
accessibility constraints. The collected
data was analysed using simple percentage
analysis and presented through charts for
clear interpretation. Secondary data was
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collected from journals, websites, and
newspapers for conceptual understanding.

Data Analysis and Interpretation

The gender-wise distribution shows that 61
percent of the respondents were male and
39 percent were female. This indicates that
males currently show slightly higher
participation  in  digital  investment
activities, although female participation is
also  significant, reflecting growing
financial independence among women.
The age-wise analysis reveals that 57.1
percent of the respondents belong to the
18-24 years age group and 42.9 percent
belong to the 25-34 years group. This
clearly shows that digital gold investment
is largely driven by young individuals who
are more comfortable with digital
platforms and online financial services.
Regarding familiarity with digital gold, the
majority of respondents were found to be
aware of this investment option. About
22.9 percent of respondents stated that
they are moderately familiar, another 22.9
percent are very familiar, and 21 percent
are extremely familiar with digital gold.
Around 20.7 percent are slightly familiar,
while only a very small proportion is not
aware at all. This indicates that digital gold
has gained reasonable visibility in the
Indian market. When asked about the
platforms used for digital gold investment,
Paytm Gold, PhonePe, and Google Pay
were the most popular, selected by 60.6
percent of respondents. Brokerage
applications such as Zerodha and Groww
were used by 58.7 percent respondents.
Dedicated platforms like SafeGold and
MMTC-PAMP were used by 31.7 percent
respondents. This clearly highlights the
dominant role of fintech platforms in
promoting digital gold. In terms of features
that encourage digital gold investment,
38.8 percent of respondents stated that
proper educational resources and clear
information would motivate them the
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most. About 26.2 percent emphasized
lower transaction fees and easier liquidity,
while 24.3 percent wanted stronger
regulatory safety. Only 10.7 percent
considered easy conversion into physical
gold as the most encouraging feature. The
preferred source of investment information
indicates that 62.7 percent of respondents
rely on financial advisors and bank
representatives.  News  articles and
financial websites are preferred by 19.6
percent respondents, while 12.7 percent
depend on friends and family for
information. This shows that investors still
trust formal and professional sources more
than informal online content.

The study reveals that 59 percent of
respondents have invested in digital gold,
while 41 percent have not. Among
investors, the most important motivating
factor was convenience, liquidity, and the
ability to invest small amounts, selected by
59.8 percent respondents. Security, purity,
and transparency motivated 40.2 percent
respondents, while 27.8 percent invested
for portfolio diversification.
Recommendation from friends and family
influenced 42.3 percent respondents. For
those who have not invested in digital
gold, the main reason was lack of
awareness or understanding of the
platform, reported by 53.5 percent
respondents. Preference for physical gold
was expressed by 303  percent
respondents. About 25.3 percent cited lack
of trust and security concerns, while 24.2
percent mentioned unclear regulations or
perceived high costs. Regarding future
recommendation,  55.2  percent  of
respondents stated that they would
recommend digital gold to others, 38.1
percent said maybe, and only a very small
percentage said no. This reflects a
generally positive perception toward
digital gold investment.
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Results and Discussion
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Level of Familiarity Percentage (%)
Not at all familiar 7%

Slightly familiar 20.7%
Moderately familiar 22.9%

Very familiar 22.9%
Extremely familiar 21%

The findings of the study indicate that
digital gold is slowly gaining acceptance
among Indian households, especially
among the younger generation. The
demographic profile of respondents shows
that most participants belong to the age
group of 18 to 34 years, which suggests
that young people are more inclined
toward digital investment platforms. This
can be mainly attributed to their greater
exposure to technology, mobile
applications, and online financial services.

The level of awareness regarding digital
gold among respondents is found to be
satisfactory. A large proportion of
respondents reported that they are either
moderately, very, or extremely familiar
with digital gold. This indicates that digital
gold is no longer an unfamiliar concept
and has successfully entered public
knowledge through mobile payment apps
and online investment  platforms.
However, a small section of respondents is

The higher participation of males still slightly familiar or unaware, which

compared to females also reflects the shows that there is still scope for

existing gap in digital financial improving financial awareness.

participation, although the difference is

gradually reducing.

Platform Type Number of | Percentage (%)
Respondents

Paytm Gold / PhonePe / Google Pay (Wallet | 63 60.6%

Apps)

Brokerage Apps (Zerodha, Groww, Upstox, | 61 58.7%

Angel One)

SafeGold / MMTC-PAMP (Dedicated Gold | 33 31.7%

Platforms)

None of the above 9 8.7%

The analysis of the platforms used for
digital gold investment shows that mobile
wallet applications such as Paytm,
PhonePe, and Google Pay dominate the
market. This reflects the growing trust of
people in digital payment applications for
investment purposes. Brokerage platforms
like Zerodha and Groww also hold a
strong position, indicating that investors
who are already active in the stock market
prefer using a single platform for multiple
investment  options. Dedicated gold
platforms are still less popular, which

suggests that people prefer convenience
over specialization.

When analysing the factors that could
encourage investment in digital gold,
respondents have clearly indicated that
educational  resources and  proper
information play the most important role.
This reflects that people are willing to
invest but want clear guidance and
transparency before making financial
decisions. Lower transaction costs and
strong regulatory protection are also major
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expectations from investors. Interestingly,
fewer  respondents  consider  easy
conversion into physical gold as a key
motivating factor, which shows that digital
gold is slowly being accepted as a separate
and independent investment product rather
than only a substitute for physical gold.

The study further shows that most
respondents prefer to receive investment-
related information from financial advisors
and bank representatives. This reflects that
despite the popularity of social media and
digital platforms, people still trust
professional advice more when it comes to
financial decisions. News articles and
financial websites also serve as important
sources, while friends and family play a
relatively smaller role.

The investment behaviour analysis reveals
that more than half of the respondents have
already invested in digital gold. This
shows that digital gold is not just a concept
but an actively used investment option.
The major motivating factor for
investment is convenience, liquidity, and
the ability to invest small amounts. This
clearly highlights that digital gold suits
small investors who want flexibility
without committing to large amounts.
Security, purity, and transparency are also
important motivators, which show that
trust in platform credibility is increasing.
Diversification and social influence also
play supporting roles in investment
decisions. For respondents who have not
invested in digital gold, lack of awareness
and proper understanding is the biggest
barrier. This indicates that digital financial
literacy still needs improvement. A
significant number of respondents also
prefer physical gold due to emotional
attachment, traditional beliefs, and the
feeling of physical ownership. Trust and
security issues, along with unclear
regulations, also  discourage many
potential investors. These findings suggest
that psychological and regulatory factors
still  strongly influence investment
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behaviour. Finally, the willingness of
respondents to recommend digital gold to
others is largely positive. More than half
of the respondents are willing to
recommend it, while a large section is still
unsure. This shows that although people
see potential in digital gold, complete
confidence has not yet been achieved.
Only a very small group is strongly against
recommending it, indicating that negative
perception is limited.

Overall, the results clearly show that
digital gold has created a positive image
among Indian households, but complete
acceptance  will  require stronger
regulation, better transparency, and
improved investor education.

Conclusion

The present study on the perception of
digital gold investment among Indian
households clearly shows that digital gold
is emerging as a promising and convenient
investment option in the modern digital
era. With the increasing penetration of
smartphones, internet services, and digital
payment platforms more individuals are
becoming comfortable with  online
financial transactions including digital
gold investment. The findings of the study
reveal that awareness about digital gold is
fairly high, especially among the younger
generation. Convenience, ease of liquidity,
and the ability to invest small amounts are
the strongest factors attracting investors
toward digital gold. At the same time, trust
in platform security and transparency has
also improved, which is encouraging for
the future growth of this investment
option. However, the study also highlights
several important challenges. A large
number of individuals still lack proper
understanding of digital gold platforms
and  their  functioning. = Emotional
attachment to physical gold, fear of digital
fraud, and uncertainty about regulations
continue to act as major barriers. These
challenges indicate that mere availability
of digital platforms is not sufficient
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continuous  investor  education and
regulatory support are equally important.
The positive response towards
recommending digital gold to others
clearly indicates growing confidence
among  investors.  Although  some
respondents remain undecided, the overall
perception is favourable. With proper
government regulation, stronger investor
protection  policies, and awareness
programmes, digital gold has the potential
to become a widely accepted and trusted
investment option in Indian households.

In conclusion, digital gold represents a
significant shift in traditional gold
investment behaviour in India. It combines
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the emotional value of gold with the
convenience of technology. If the present
challenges are addressed effectively,
digital gold can play an important role in
shaping the future of household investment
patterns in India.
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Abstract: The gig economy has emerged
as a significant source of employment in
India, offering flexible work opportunities
through platform-based and freelance
arrangements. However, gig workers are
often excluded from traditional retirement
benefits such as provident fund and
pension schemes. This study aims to
examine the  awareness, financial
preparedness, and retirement planning
behaviour of gig workers in India. Primary
data was collected from 210 gig workers
using a structured questionnaire through
Google Forms. A descriptive research
design was adopted, and data was analysed
using percentage analysis. The findings
reveal low participation in formal
retirement schemes, primarily due to
irregular income and lack of awareness.
The study highlights the need for inclusive
retirement policies and financial literacy
initiatives for gig workers.

Keywords: Gig Economy, Retirement
Planning, Pension, Financial Security, Gig
Workers

Introduction
The gig economy has transformed the
traditional employment structure by

promoting short-term contracts, freelance
work, and platform-based jobs. In India,
companies such as Swiggy, Zomato, Ola,
and Uber have expanded gig employment

Parul University, Vadodara, Gujarat

opportunities significantly. While these
jobs provide income flexibility, they lack
formal employment benefits, especially
retirement security. Gig workers are not
covered  under  employer-sponsored
pension schemes such as EPF or gratuity,
increasing their financial vulnerability in
old age. This study focuses on
understanding the retirement planning
awareness and financial preparedness of
gig workers in India.

Literature Review

The gig economy has gained significant
attention in recent years due to its rapid
expansion and its impact on traditional
employment  structures. Gig  work,
characterized by short-term contracts,
freelance assignments, and platform-based
employment, offers flexibility and income
opportunities but often excludes workers
from formal social security systems,
particularly retirement benefits. Several
studies have highlighted the financial
vulnerability of gig and informal workers.
According to Kalleberg (2018), non-
standard employment arrangements often
lack employer-sponsored benefits such as
pensions and provident funds, increasing
long-term  financial insecurity.  This
concern is especially relevant in
developing countries like India, where
social security coverage for informal
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workers remains limited. Research by ILO
(2021) emphasizes that gig workers face
unstable income patterns, which negatively
affect their ability to save consistently for
retirement. The study notes that irregular
earnings and absence of automatic payroll
deductions discourage long-term financial
planning among gig workers. Similarly,
Agarwal and Chatterjee (2020) found that
informal sector workers prioritize short-
term financial needs over retirement
savings due to income uncertainty.
Financial literacy plays a crucial role in
retirement preparedness. Lusardi and
Mitchell (2017) argue that individuals with
low financial literacy are less likely to
participate in formal pension schemes and
long-term investments. In the Indian
context, studies indicate that awareness of
retirement schemes such as the National
Pension System (NPS) and Atal Pension
Yojana (APY) remains low among
informal and gig workers (RBI, 2022).
Lack of awareness, coupled with complex
procedures, discourages enrolment in these
schemes. Another important dimension
discussed in literature is the absence of
employer responsibility in gig
employment. De Stefano (2016) highlights
that platform-based companies classify
workers as independent contractors,
thereby shifting the responsibility of
retirement planning entirely onto workers
themselves. This structural issue creates a
gap in retirement security, often referred to
as the “missing pension” problem in the
gig economy. Studies focusing on savings
behavior reveal that although some gig
workers save money, these savings are
often informal and not earmarked
specifically for retirement (Gupta &
Mehta, 2021). Instead, savings are used as
emergency funds to manage income
volatility. This reduces the effectiveness of
long-term retirement planning. Despite
these challenges, recent research suggests
a positive attitude toward retirement
planning if suitable options are available.
A study by NITI Aayog (2022) reports that
gig workers show willingness to invest in

ISSN-2319-8478
Vol-15 Issue-1, January 2026

pension schemes provided they are
flexible, affordable, and easy to
understand. This indicates potential for
policy intervention and targeted financial
inclusion strategies. Overall, the existing
literature highlights issues such as income
instability, lack of awareness, low
financial literacy, and absence of
institutional support as major barriers to
retirement planning among gig workers.
However, most studies rely on secondary
data or focus broadly on informal workers.
There is limited primary research
specifically examining retirement
preparedness among gig workers in India,
creating a clear research gap that the
present study aims to address.

Objectives of the Study

1. To study the level of awareness
regarding retirement planning among
gig workers.

2. To assess the financial preparedness of
gig workers for retirement.

3. To identify barriers faced by gig
workers in retirement planning

Hypothesis of the Study

Hoi: There is no significant relationship
between income level of gig workers and
their retirement preparedness.

Hu: There is a significant relationship
between income level of gig workers and
their retirement preparedness.

Ho:: There is no significant relationship
between awareness of retirement planning
and participation in pension schemes
among gig workers.

Hi:: There is a significant relationship
between awareness of retirement planning
and participation in pension schemes
among gig workers

Research Methodology
Research Design
The study adopts a descriptive research

design.

Sources of Data
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0 Primary Data: Structured
questionnaire
O Secondary Data: Journals,

research articles, reports, and websites

Data Collection Method
Primary data was collected using a
structured  questionnaire circulated
through Google Forms.

Population Gig workers in India engaged
in platform-based or freelance work.

Sampling Method
Non-probability purposive sampling
method was used.

Sample Size

The study is based on responses from 210
people.

Age-wise Distribution of Respondents

ISSN-2319-8478
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Key Variables

e Awareness of retirement planning
e Income level

e Savings behaviour

¢ Financial literacy

e Willingness to invest

Data Analysis and Interpretation
Introduction

This chapter analyzes the primary data
collected from 210 respondents to
understand  their retirement planning
behaviour.

Demographic Analysis

The majority of respondents belong to the
age group of 18-25 years, indicating higher
gig work participation among younger
individuals.

Age Group No. of Respondents Percentage
18-25 109 52%

26-35 42 20%

36-45 34 16%

46 and above 25 12%

Total 210 100%

The table shows that the majority of respondents (52%) fall within the age group of 18-25
years, indicating higher participation of young individuals in gig work.

Awareness of Retirement Planning
The analysis reveals that while many respondents are aware of the concept of retirement
planning, awareness of formal pension schemes such as NPS and APY is limited.

Response No. of Respondents Percentage
Yes 86 40.8%
No 98 46.9%
Not Applicable 26 12.2%

Source: Primary Data

Interpretation: The analysis indicates that while a majority
retirement planning, a significant portion still lacks awareness.

of respondents are aware of
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Financial Preparedness
Although some respondents save money regularly, only a small proportion save specifically
for retirement purposes.

Participation in Pension Schemes

Scheme No of Respondents Percentage
NPS 13 6.1%
Mutual Fund 39 18.4%
Insurance  based pension | 51 24.5%
plans

Other 17 8.2%

Not Applicable 90 42.9%
Total 210 100%

Source: Primary Data

Interpretation: The table reveals low participation of gig workers in formal pension schemes
such as NPS.

Barriers to Retirement Planning

Irregular income, lack of financial awareness, and low disposable income were identified as
the major barriers

What are the main barriers to retirement planning?

oW oM e | ——————— 137(65.3%)
B S —— 98(46.9%)
L e — 103(49%)
Lack of trust in financial products e ——— 81(38.8%)

others EEEesssee—— 47(22.4%)

0 20 40 60 80 100 120 140 160
Source: Primary Data
Interpretation:

Low Income is identified as the most significant barrier affecting retirement planning among
gig workers.

Willingness to Invest Findings

A majority of respondents expressed e Awareness of retirement planning
willingness to invest in retirement schemes exists but is limited.

if affordable and flexible options are e Participation in formal pension
provided. schemes is low.
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e Low Income and Irregular Earnings is
the major obstacle to retirement
planning.

e Financial literacy among gig workers
is inadequate.

e There is a positive willingness to plan
for retirement if suitable schemes are
available

Conclusion

The study highlights a significant gap in
retirement  preparedness among = gig
workers in India. Despite growing
participation in the gig economy, the
absence of structured pension benefits
exposes workers to financial insecurity in
old age. The findings emphasize the need
for policy interventions, inclusive pension
schemes, and financial literacy programs
tailored for gig workers.

Suggestions

e Introduction of flexible pension
schemes for gig workers

e Financial awareness programs by
government and platforms

e Simplification of retirement investment
products

References
e Mohammad Eddy Azad, Shafinar
Ismail, Khairunissa-Measuring

Financial Planning for Retirement of
Gig Workers in Malaysia: A Pilot
Study, October 2023, Information
Management and Business Review
(https://www.researchgate.net/publicati
on/374767285_ Measuring_Financial
Planning_for Retirement of Gig Wor
kers_in_Malaysia_A_Pilot Study)

e KR Srivats-Gig workers lag in
retirement preparedness. Urban India’s
retirement readiness improves on
health awareness and financial
planning. Updated - October 16, 2024,
at 09:36 PM.
(https://www.thehindubusinessline.co
m/news/national/dinks-showstronger-

ISSN-2319-8478
Vol-15 Issue-1, January 2026

retirement-readiness-than-gig-workers-
iris40/article68761338.ece)
Retirement and Gig Workers American
Academy of Actuaries A Joint Policy
Paper of the Social Security
Committee & Retirement Policy
Design and Evaluation Committee.
(https://actuary.org/wp-
content/uploads/2025/09/retirement-
policypaperGigWorkers9.9.25.pdf)
Sharmaine F Casalhay, Carla Marie
Guevarra, Cresilda M. Bragas -The
Gig Economy: Financial Challenges
and Opportunities Faced by
Freelancers May 2025 International
Journal of Research Publication and
Reviews 6(5):3545- 3560
(https://www.researchgate.net/publicati
on/391792321 The_Gig_Economy_Fi
nancial_Challenges_and_Opportunities
_Faced_by_Freelancers)

Gustavo R. Pilatti, Flavio L. Pinheiro,
Alessandra A. Montini- Systematic
Literature Review on Gig Economy:
Power Dynamics, Worker Autonomy,
and the Role of Social Networks
(https://www.mdpi.com/2076-
3387/14/10/267)

.Norhayati Omar, Rossilah Jami- A
Systematic Literature Review of the
Gig Economy: Insights into Worker
Experiences, Policy Implications, and
the Impact of  Digitalization
(https://rsisinternational.org/journals/ijr
iss/articles/a-systematic-
literaturereview-of-the-gig-economy-
insights-into-worker-experiences-
policyimplications-and-the-impact-of-
digitalization/)

Krzysztof P. Bryniuk- Millennial
Students’ Awareness of Retirement
Issues, Their Retirement Prement
Preparedness and F edness and Future
Expectations
(https://digitalcommons.georgefox.edu
/cgi/viewcontent.cgi?article=1032&
context=dbadmin)

Esakkiammal E, Dr. Kabirdoss Devi-
Retirement Planning and Financial
Security: Assessing Awareness and

198



https://www.researchgate.net/publication/374767285_Measuring_Financial_Planning_for_Retirement_of_Gig_Workers_in_Malaysia_A_Pilot_Study
https://www.researchgate.net/publication/374767285_Measuring_Financial_Planning_for_Retirement_of_Gig_Workers_in_Malaysia_A_Pilot_Study
https://www.researchgate.net/publication/374767285_Measuring_Financial_Planning_for_Retirement_of_Gig_Workers_in_Malaysia_A_Pilot_Study
https://www.researchgate.net/publication/374767285_Measuring_Financial_Planning_for_Retirement_of_Gig_Workers_in_Malaysia_A_Pilot_Study
https://www.thehindubusinessline.com/news/national/dinks-showstronger-retirement-readiness-than-gig-workers-iris40/article68761338.ece
https://www.thehindubusinessline.com/news/national/dinks-showstronger-retirement-readiness-than-gig-workers-iris40/article68761338.ece
https://www.thehindubusinessline.com/news/national/dinks-showstronger-retirement-readiness-than-gig-workers-iris40/article68761338.ece
https://www.thehindubusinessline.com/news/national/dinks-showstronger-retirement-readiness-than-gig-workers-iris40/article68761338.ece
https://actuary.org/wp-content/uploads/2025/09/retirement-policypaperGigWorkers9.9.25.pdf
https://actuary.org/wp-content/uploads/2025/09/retirement-policypaperGigWorkers9.9.25.pdf
https://actuary.org/wp-content/uploads/2025/09/retirement-policypaperGigWorkers9.9.25.pdf
https://www.researchgate.net/publication/391792321_The_Gig_Economy_Financial_Challenges_and_Opportunities_Faced_by_Freelancers
https://www.researchgate.net/publication/391792321_The_Gig_Economy_Financial_Challenges_and_Opportunities_Faced_by_Freelancers
https://www.researchgate.net/publication/391792321_The_Gig_Economy_Financial_Challenges_and_Opportunities_Faced_by_Freelancers
https://www.researchgate.net/publication/391792321_The_Gig_Economy_Financial_Challenges_and_Opportunities_Faced_by_Freelancers
https://www.mdpi.com/2076-3387/14/10/267
https://www.mdpi.com/2076-3387/14/10/267
https://rsisinternational.org/journals/ijriss/articles/a-systematic-literaturereview-of-the-gig-economy-insights-into-worker-experiences-policyimplications-and-the-impact-of-digitalization/
https://rsisinternational.org/journals/ijriss/articles/a-systematic-literaturereview-of-the-gig-economy-insights-into-worker-experiences-policyimplications-and-the-impact-of-digitalization/
https://rsisinternational.org/journals/ijriss/articles/a-systematic-literaturereview-of-the-gig-economy-insights-into-worker-experiences-policyimplications-and-the-impact-of-digitalization/
https://rsisinternational.org/journals/ijriss/articles/a-systematic-literaturereview-of-the-gig-economy-insights-into-worker-experiences-policyimplications-and-the-impact-of-digitalization/
https://rsisinternational.org/journals/ijriss/articles/a-systematic-literaturereview-of-the-gig-economy-insights-into-worker-experiences-policyimplications-and-the-impact-of-digitalization/
https://rsisinternational.org/journals/ijriss/articles/a-systematic-literaturereview-of-the-gig-economy-insights-into-worker-experiences-policyimplications-and-the-impact-of-digitalization/

@ ISSN-2319-8478

Vol-15 Issue-1, January 2026

Vindhyan Bloom

Preparedness Among Individuals in
Chennai
(https://iarjset.com/wpcontent/uploads/
2025/04/TARJSET.2025.12440.pdf)
Empowering Gig Workers: A New
Approach to Retirement Planning
(https://www.livemint.com/focus/empo
wering-gig-workers-a-newapproach-
to-retirement-planning-
11723636170038.html)

A Systematic Literature Review on
Retirement Planning Behavior of
Employees March 2024 European
Economics Letters 14(1):2100-2107
DOI:10.52783/eel.v14il.1141
(https://www.researchgate.net/publicati
on/378662104 A Systematic Lite
rature_Review_on_Retirement Planni
ng Behaviour of Employees)

The Relationship between Financial
Literacy and Investment Strategies
among Gig Workers By -Aditya Prasad
Sahoo, Anish Patnaik, B. C. M.
Patnaik, IpseetaSatpathy
(https://www.taylorfrancis.com/chapter
s/edit/10.1201/9781032720104-
14/relationship-financial-literacy-
investment-strategies-among-gig-
workers-aditya-prasad-sahoo-anish-
patnaik-patnaik-ipseeta-satpathy)

The organizational psychology of gig
work: An integrative conceptual
review. By- Cropanzano, Russell,
Keplinger, Ksenia, Lambert, Brittany
K., Caza, Brianna, Ashford, Susan J.
Journal of Applied Psychology, Vol
108(3), Mar 2023, 492-519
(https://psycnet.apa.org/buy/2023-
07874-001)

Gig Regulation: A Future Guide for
the Construction Industry By - Fortune
Aigbe 1,2, Clinton Aigbavboa
1,20RCID, John Aliu 3ORCID,
andLekan Amusan 1,20RCID
Buildings 2025, 15(3),490;
(https://doi.org/10.3390/buildings 150
11 30490)
(https://www.mdpi.com/2075-
5309/15/3/490)

Svoboda, A. (2024). Gig economy and
remote work challenge traditional
retirement  planning.  International
Journal of Management and Social
Sciences Research, 14(10), 267.
https://www.ijmsssr.org/paper/66476b
c9509fc.pdf

Pilatti, G. R. (2024). Systematic
literature review on gig economy:
Power dynamics and collective agency.
MDPI, 14(10), 267.
https://www.mdpi.com/2076-
3387/14/10/267

Ren, H., & Lim, T. S. (2023). A
research  proposal to  examine
psychological  factors influencing
financial planning for retirement
among gig workers in Malaysia.
ResearchGate.
(https://www.researchgate.net/publicati
on/374767285_ Measuring_Financial
Planning_for Retirement of Gig Wor
kers in Malaysia A Pilot Study)
Peever, A. (2024). Gig work and
retirement: A precarious transition?
Academy of Management Proceedings,
2024(1), 12533.
https://journals.aom.org/doi/10.5465/A
MPROC.2024.12533abstract

Gruber, J. (2024). Retirement and gig
workers. American Academy of
Actuaries. https://actuary.org/wp-
content/uploads/2025/09/retirement-
policypaperGigWorkers9.9.25.pdf
Gruber, J. (2023). How should we
provide benefits to gig workers?
Brookings Institution.
https://www.brookings.edu/articles/ho
w-should-we-provide-benefits-togig-
workers/

Gruber, J. (2022). How embedded
finance can solve the gig economy's
retirement planning problem. Financial
Planning Association.
(https://www.financialplanningassociat
ion.org/learning/publications/journal/J
UL22-how-embedded-finance-can-
solve-gig-economys-retirement-
planning-problem-OPEN)

199



https://iarjset.com/wpcontent/uploads/2025/04/IARJSET.2025.12440.pdf
https://iarjset.com/wpcontent/uploads/2025/04/IARJSET.2025.12440.pdf
https://www.livemint.com/focus/empowering-gig-workers-a-newapproach-to-retirement-planning-11723636170038.html
https://www.livemint.com/focus/empowering-gig-workers-a-newapproach-to-retirement-planning-11723636170038.html
https://www.livemint.com/focus/empowering-gig-workers-a-newapproach-to-retirement-planning-11723636170038.html
https://www.livemint.com/focus/empowering-gig-workers-a-newapproach-to-retirement-planning-11723636170038.html
https://www.taylorfrancis.com/chapters/edit/10.1201/9781032720104-14/relationship-financial-literacy-investment-strategies-among-gig-workers-aditya-prasad-sahoo-anish-patnaik-patnaik-ipseeta-satpathy
https://www.taylorfrancis.com/chapters/edit/10.1201/9781032720104-14/relationship-financial-literacy-investment-strategies-among-gig-workers-aditya-prasad-sahoo-anish-patnaik-patnaik-ipseeta-satpathy
https://www.taylorfrancis.com/chapters/edit/10.1201/9781032720104-14/relationship-financial-literacy-investment-strategies-among-gig-workers-aditya-prasad-sahoo-anish-patnaik-patnaik-ipseeta-satpathy
https://www.taylorfrancis.com/chapters/edit/10.1201/9781032720104-14/relationship-financial-literacy-investment-strategies-among-gig-workers-aditya-prasad-sahoo-anish-patnaik-patnaik-ipseeta-satpathy
https://www.taylorfrancis.com/chapters/edit/10.1201/9781032720104-14/relationship-financial-literacy-investment-strategies-among-gig-workers-aditya-prasad-sahoo-anish-patnaik-patnaik-ipseeta-satpathy
https://www.taylorfrancis.com/chapters/edit/10.1201/9781032720104-14/relationship-financial-literacy-investment-strategies-among-gig-workers-aditya-prasad-sahoo-anish-patnaik-patnaik-ipseeta-satpathy
https://psycnet.apa.org/buy/2023-07874-001
https://psycnet.apa.org/buy/2023-07874-001
https://doi.org/10.3390/buildings150%2011%2030490
https://doi.org/10.3390/buildings150%2011%2030490
https://www.mdpi.com/2075-5309/15/3/490
https://www.mdpi.com/2075-5309/15/3/490
https://www.ijmsssr.org/paper/66476bc9509fc.pdf
https://www.ijmsssr.org/paper/66476bc9509fc.pdf
https://www.mdpi.com/2076-3387/14/10/267
https://www.mdpi.com/2076-3387/14/10/267
https://www.researchgate.net/publication/374767285_Measuring_Financial_Planning_for_Retirement_of_Gig_Workers_in_Malaysia_A_Pilot_Study
https://www.researchgate.net/publication/374767285_Measuring_Financial_Planning_for_Retirement_of_Gig_Workers_in_Malaysia_A_Pilot_Study
https://www.researchgate.net/publication/374767285_Measuring_Financial_Planning_for_Retirement_of_Gig_Workers_in_Malaysia_A_Pilot_Study
https://www.researchgate.net/publication/374767285_Measuring_Financial_Planning_for_Retirement_of_Gig_Workers_in_Malaysia_A_Pilot_Study
https://journals.aom.org/doi/10.5465/AMPROC.2024.12533abstract
https://journals.aom.org/doi/10.5465/AMPROC.2024.12533abstract
https://actuary.org/wp-content/uploads/2025/09/retirement-policypaperGigWorkers9.9.25.pdf
https://actuary.org/wp-content/uploads/2025/09/retirement-policypaperGigWorkers9.9.25.pdf
https://actuary.org/wp-content/uploads/2025/09/retirement-policypaperGigWorkers9.9.25.pdf
https://www.brookings.edu/articles/how-should-we-provide-benefits-togig-workers/
https://www.brookings.edu/articles/how-should-we-provide-benefits-togig-workers/
https://www.brookings.edu/articles/how-should-we-provide-benefits-togig-workers/
https://www.financialplanningassociation.org/learning/publications/journal/JUL22-how-embedded-finance-can-solve-gig-economys-retirement-planning-problem-OPEN
https://www.financialplanningassociation.org/learning/publications/journal/JUL22-how-embedded-finance-can-solve-gig-economys-retirement-planning-problem-OPEN
https://www.financialplanningassociation.org/learning/publications/journal/JUL22-how-embedded-finance-can-solve-gig-economys-retirement-planning-problem-OPEN
https://www.financialplanningassociation.org/learning/publications/journal/JUL22-how-embedded-finance-can-solve-gig-economys-retirement-planning-problem-OPEN
https://www.financialplanningassociation.org/learning/publications/journal/JUL22-how-embedded-finance-can-solve-gig-economys-retirement-planning-problem-OPEN

v

Vindhyan Bloom

Gruber, J. (2024). Retirement in the
gig economy: Pros and cons for
workers. Nasdagq.
https://www.nasdaq.com/articles/retire
ment-gig-economy-pros-and-
consworkers

Gruber, J. (2023). No pension? No
problem! How gig workers can secure
their  retirement. Wallet4 Wealth.
https://wallet4wealth.com/no-pension-
no-problem-how-gig-workers-
cansecure-their-retirement/

Gruber, J. (2024). Smart retirement
strategies for gig workers using mutual
funds. HDFC Bank.
https://www.hdfcbank.com/personal/re
sources/learning-
centre/giga/gigworker-retirement-
strategies-using-mutual-funds

Gruber, J. (2025). Empowering gig
workers: A new approach to retirement
planning. LiveMint.
https://www.livemint.com/focus/empo
wering-gig-workers-a-newapproach-
to-retirement-planning-
11723636170038.html

Gruber, J. (2025). Retirement planning
for freelancers and gig workers in
India. GreySmiles.
https://greysmiles.com/retirement-
planning-for-freelancers-and-
gigworkers-in-india-what-you-need-to-
know/

ISSN-2319-8478
Vol-15 Issue-1, January 2026

Gruber, J. (2025). Financial planning
for retirement among gig workers in

Peninsular Malaysia. AMH
International Journal of Management
and Business Research.

https://ojs.amhinternational.com/index.
php/imbr/article/view/4345

Gruber, J. (2025). Research shows
U.S. gig workers are underprepared for
retirement. Forbes.
https://www.forbes.com/sites/nigelwils
on/2023/04/13/research-shows-usgig-
workers-are-underprepared-for-
retirement/

Gruber, J. (2025). Disparities in
retirement preparedness in the gig
economy. Society of 13 Actuaries.
https://www.soa.org/research/opportun
ities/2022-disparities-retirementprep/
Li, S. (2025). Gig work: A bibliometric
systematic literature review and future
research agenda. Journal of Business
Research, 58(2), 123-135.
https://www.sciencedirect.com/science
/article/abs/pii/S136655452500257 1
Gruber, J. (2025). How gig workers
can start retirement saving early with
equity funds, NPS. Business Standard.
https://www.business-
standard.com/finance/personal-
finance/how-gigworkers-can-start-
retirement-saving-early-with-equity-
funds-nps124102401418_1.html

200



https://www.nasdaq.com/articles/retirement-gig-economy-pros-and-consworkers
https://www.nasdaq.com/articles/retirement-gig-economy-pros-and-consworkers
https://www.nasdaq.com/articles/retirement-gig-economy-pros-and-consworkers
https://wallet4wealth.com/no-pension-no-problem-how-gig-workers-cansecure-their-retirement/
https://wallet4wealth.com/no-pension-no-problem-how-gig-workers-cansecure-their-retirement/
https://wallet4wealth.com/no-pension-no-problem-how-gig-workers-cansecure-their-retirement/
https://www.hdfcbank.com/personal/resources/learning-centre/giga/gigworker-retirement-strategies-using-mutual-funds
https://www.hdfcbank.com/personal/resources/learning-centre/giga/gigworker-retirement-strategies-using-mutual-funds
https://www.hdfcbank.com/personal/resources/learning-centre/giga/gigworker-retirement-strategies-using-mutual-funds
https://www.hdfcbank.com/personal/resources/learning-centre/giga/gigworker-retirement-strategies-using-mutual-funds
https://www.livemint.com/focus/empowering-gig-workers-a-newapproach-to-retirement-planning-11723636170038.html
https://www.livemint.com/focus/empowering-gig-workers-a-newapproach-to-retirement-planning-11723636170038.html
https://www.livemint.com/focus/empowering-gig-workers-a-newapproach-to-retirement-planning-11723636170038.html
https://www.livemint.com/focus/empowering-gig-workers-a-newapproach-to-retirement-planning-11723636170038.html
https://greysmiles.com/retirement-planning-for-freelancers-and-gigworkers-in-india-what-you-need-to-know/
https://greysmiles.com/retirement-planning-for-freelancers-and-gigworkers-in-india-what-you-need-to-know/
https://greysmiles.com/retirement-planning-for-freelancers-and-gigworkers-in-india-what-you-need-to-know/
https://greysmiles.com/retirement-planning-for-freelancers-and-gigworkers-in-india-what-you-need-to-know/
https://ojs.amhinternational.com/index.php/imbr/article/view/4345
https://ojs.amhinternational.com/index.php/imbr/article/view/4345
https://www.forbes.com/sites/nigelwilson/2023/04/13/research-shows-usgig-workers-are-underprepared-for-retirement/
https://www.forbes.com/sites/nigelwilson/2023/04/13/research-shows-usgig-workers-are-underprepared-for-retirement/
https://www.forbes.com/sites/nigelwilson/2023/04/13/research-shows-usgig-workers-are-underprepared-for-retirement/
https://www.forbes.com/sites/nigelwilson/2023/04/13/research-shows-usgig-workers-are-underprepared-for-retirement/
https://www.soa.org/research/opportunities/2022-disparities-retirementprep/
https://www.soa.org/research/opportunities/2022-disparities-retirementprep/
https://www.sciencedirect.com/science/article/abs/pii/S136655452500257%201
https://www.sciencedirect.com/science/article/abs/pii/S136655452500257%201
https://www.business-standard.com/finance/personal-finance/how-gigworkers-can-start-retirement-saving-early-with-equity-funds-nps124102401418_1.html
https://www.business-standard.com/finance/personal-finance/how-gigworkers-can-start-retirement-saving-early-with-equity-funds-nps124102401418_1.html
https://www.business-standard.com/finance/personal-finance/how-gigworkers-can-start-retirement-saving-early-with-equity-funds-nps124102401418_1.html
https://www.business-standard.com/finance/personal-finance/how-gigworkers-can-start-retirement-saving-early-with-equity-funds-nps124102401418_1.html
https://www.business-standard.com/finance/personal-finance/how-gigworkers-can-start-retirement-saving-early-with-equity-funds-nps124102401418_1.html

Vindhyan Bloom

A Referred Peer Review Research Journal

Vindhyan B

0ol

ISSN-2319-8478
Vol-15 Issue-1, January 2026

i

ISSN-2319-8478 Vol-15 Issue-1 January 2026

Reviewed
05-01-2026

Manuscript Information

Published
20-01-2026

Accepted
10-01-2026

Paper No.
VBRP-31

Role of E-Commerce in Transforming Agricultural Business in India
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Abstract: Agriculture is the backbone of
the Indian economy and provides
livelihood to millions of people. However,
traditional agricultural marketing systems
have several limitations such as
middlemen exploitation, lack of price
transparency, and restricted market access.
In recent years, e-commerce has emerged
as a powerful tool to transform agricultural
business in India. Through digital
platforms, farmers can directly sell their
products to consumers, retailers, and
companies, thus increasing their income
and reducing dependency on
intermediaries.This research paper studies
the role of e-commerce in the development
of agricultural business in India. It
explains the concept of agri e-commerce,
its benefits for farmers, major challenges,
leading agri  e-commerce  compar

initiatives, and future v government pe.

The study is based on secondary data
collected from journals, books,
government reports, and trusted online
sources. The findings of the study show
that e-commerce has great potential to
improve farmers' income, market access,
and overall rural development in India.

Keywords: Agricultt Commerce, Agri-

Business, Digitala, Farmers, Rural
Economy
Introduction

Agriculture is the backbone of the Indian
economy and plays a crucial role in the
country's overall development. A large
portion of the Indian population depends

directly or indirectly on agriculture for
their livelihood. India is one of the world's
largest producers of food grains, fruits,
vegetables, milk, and many other
agricultural products. Despite this strong
production capacity, Indian farmers
continue to face several challenges such as
low income, price fluctuations, lack of
storage facilities, transportation issues, and
the dominance of middlemen in the
agricultural marketing system.In the
traditional agricultural marketing system,
farmers usually sell their produce through
local markets or mandis, where multiple
intermediaries are involved. Due to this,
farmers often do not get fair prices for
their products. At the same time,
consumers also pay higher prices. This gap
between farmers and consumers has been
one of the major reasons for the slow
growth of farmers' income. With the rapid
advancement of digital technology, the
concept of e-commerce has emerged as a
powerful tool to transform traditional
business models. E-commerce refers to the
buying and selling of goods and services
through online platforms wusing the
internet. In recent years, e-commerce has
expanded its reach into the agricultural
sector, giving rise to a new concept known
as agri e-commerce. Agri e-commerce
platforms allow farmers to sell their
products directly to consumers, retailers,
wholesalers, and large companies through
digital platforms. These platforms provide
transparency in pricing, reduce the role of
middlemen, a Ip farmers receive better
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value for their uuce. In addition, e-
commerce also helps farmers to access
quality seeds, fertilizers, machinery, and
other agricultural inputs at reasonable
prices.

Literature Review

The literature review provides an overview
of previous studies, research papers,
reports, and articles related to the role of e-
commerce in agricultural business. Several
researchers have analyzed how digital
platforms are transforming traditional
agricultural marketing systems and
improving farmers' income. According to
Kumar and Singh (2019), the development
of agri e-commerce platforms has
improved market accessibility for farmers
by enabling them to reach buyers beyond
local mandis. Their study highlights that
online platforms reduce the dependency on
middlemen and provide better price
transparency. Sharma and Verma (2020)
examined the impact of digitalization on
small and marginal farmers in India. Their
study found that farmers using online
selling platforms experienced an increase
in income and better access to market-
related information. However, lack of
digital literacy and internet connectivity in
rural areas remains a major challenge.
Rao (2021) studied the growth of agri-tech
startups in India and concluded that
companies like  Ninjacart, DeHaat,
BigBasket, and JioMart are playing a
significant role in strengthening the
agricultural supply chain. These platforms
connect farmers directly with retailers,
hotels, and consumers, thereby reducing
post-harvest losses.

Research Methodology

Research methodology refers to the
systematic framework used to collect,
analyze, and interpret data for a research
study. This study is descriptive in nature
and is based on secondary data to analyse
the role of e-commerce in transforming
agricultural business in India. 1. Type of
Research The present study is descriptive
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and analytical in nature. It aims to describe
the existing situation of agri e-commerce
in India and analyse its impact on farmers
and agricultural business. 2. Sources of
Data This research is based on secondary
data, which has been collected from the
following sources  Research journals
Government reports  Books related to
agriculture and e-commerce Websites of
agri e-commerce companies Online
articles and publications 3. Tools of
Analysis The collected data has been
analysed using: Percentage analysis
Comparative analysis Graphs and table 4.
Sample Area The study focuses on the
Indian agricultural sector, with special
reference to farmers wusing digital
platforms and agri e-commerce services.
5. Limitations of the Study The study has
certain limitations such as: Dependence on
secondary data onlyLack of availability of
updated rural digital dataTime and
resource constraintsDespite these
limitations, the study provides a clear
understanding of the growing role of e-
commerce in agriculture.

Results / Findings

The results of the present study are based
on the analysis of secondary data collected
from various government reports, research
journals, and online sources. The findings
clearly show that e-commerce has made a
significant impact on the agricultural
business in India. 1. Increase in Farmers'
Income The study reveals that farmers
using agri e-commerce platforms are
earning higher income compared to those
who depend only on traditional markets.
Direct selling through digital platforms has
reduced the role of middlemen, enabling
farmers to receive better prices for their
produce. 2. Improved Market Access E-
commerce has expanded market access for
farmers. Now farmers can sell their
products not only in local mandis but also
to buyers across cities and states. This has
increased demand and reduced dependence
on limited local markets. 3. Transparency
in Pricing Digital platforms provide real-
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time price information to farmers. This
transparency helps them to make better
selling decisions and protects them from
price exploitation by middlemen.

Proposed Work /Future Scope

The proposed work of this study focuses
on improving the adoption and
effectiveness of e-commerce in the
agricultural sector in the coming years.
Although agri e-commerce has shown
positive results, there is still a large scope
for further development and improvement.
Firstly, there is a need to increase digital
awareness and training among farmers.
Special training programs should be
conducted in rural areas to educate farmers
about the use of smartphones, mobile
applications, digital payments, and online
marketing platforms.  Secondly, the
government should focus on strengthening
rural digital infrastructure, such as high-
speed internet connectivity, cold storage
facilities, warehouses, and transportation
networks. These facilities will help
farmers in faster delivery and better
preservation of agricultural products.

Output

The output of the present study reflects the
overall impact of e-commerce on
agricultural business in India. Based on the
analysis of secondary data and findings,
the following outcomes have been
observed: 1. The study shows that agri e-
commerce has significantly improved
farmers' income by providing direct access
to larger markets. 2. Middlemen
involvement has been reduced, resulting in
better price realization for farmers. 3.
Market access has expanded from local
mandis to national-level buyers. 4. Digital
price transparency has empowered farmers
to take better selling decisions. 5. The
growth of agri-tech companies and startups
has strengthened the agricultural supply
chain

Conclusion

The present study concludes that e-
commerce has emerged as a powerful tool
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in transforming the agricultural business in
India. Traditional agricultural marketing
systems were full of limitations such as
middlemen exploitation, lack of price
transparency, limited market access, and
low income for farmers. The integration of
e-commerce with agriculture has helped in
overcoming many of these challenges.
Agri e-commerce platforms have provided
farmers with better market access, fair
prices, digital transparency, improved
supply chain management, and reduced
post-harvest losses. Farmers can now sell
their produce directly to consumers,
retailers, and companies through online
platforms. This has increased farmers'
income and strengthened rural economic
development The study also highlights that
government initiatives like Digital India,
e-NAM, and Agri Infrastructure Fund have
played a significant role in promoting
digital transformation in agriculture. The
growth of agri-tech startups has further
accelerated this process
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Abstract: Marketing professionals face a
unique set of challenges and opportunities
when handling Generation Z, the first
generation to have grown up entirely in the
digital environment. This generation
exhibits distinct online behavior and
preferences that differ from previous
cohorts. The purpose of this study is to
explore digital marketing strategies
especially designed for Generation Z, with
particular  focus on  personalized
content,influencer marketing, social media
engagement and short video content (ig.
Reels, YouTube Shorts). Through analysis
of the ©buying patterns of this
technologically aware demographic, the
study explains the effectiveness of
platforms such as YouTube, Instagram,
and Snapchat in reaching this audience.
Key strategies identified include the use of
user-generated content, interactive content
experiences, and genuine brand messaging
that reverberates with Generation Z's
values of honesty and social responsibility.
The research emphasizes the importance of
data analytics in understanding Generation
Z preferences and enhancing engagement
through tailored, value-driven content.
Findings indicate that businesses aligning
with  Generation Z's core values—
diversity, justifiability, and technological
innovation—are more likely to attract and
retain these customers.
Keywords:  Generation Z,
marketing, social media,

digital
influencer

Indore, M.P

marketing, personalized content, user
engagement, brand loyalty, social
responsibility, consumer behavior.

Introduction

Marketing professionals are facing distinct
problems (challenges) and opportunities
when targeting Generation Z, the first
generation to have grown up entirely in the
digital age. This demographic exhibits
unique online behaviors and preferences
which is depends on interest that require
basically different marketing approaches
compared to previous generations. This
finding  explores digital marketing
strategies  especially  designed  for
Generation Z, with emphasis on social
media  platforms, influencer barter
collaboration, short video content,
personalized messaging and value-driven
brand communication.

By analyzing purchase patterns of this
tech-savvy audience, the study explains
the effectiveness of platforms such as
YouTube, Instagram, and Snapchat in
engaging Generation Z customer. Critical
strategies  include leveraging  user-
generated content, creating interactive
experiences, and developing ethical brand
messaging that replicate Generation Z's
core values of social responsibility and
authenticity.
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The research underscores the significance
of data analytics in comprehending
Generation Z preferences and enhancing
interaction through personalized, value-
focused content. The findings indicate that
businesses successfully aligning with
Generation V4 values—diversity,
sustainability, and technological
advancement achieve higher success rates
in  attracting and  retaining  this
demographic.

According to industry projections, the
United States allocated approximately
$120 billion to digital marketing by 2020,
representing roughly equivalent spending
to traditional media channels. Online
advertising expenditure has increased
significantly, with social media advertising
projected to increase fourfold, rising from
$15.016 billion in 2016 to $32.977 billion
in 2021[3]. Both display and video
advertising continue to experience growth.
Experts anticipate that digital marketing
will soon surpass traditional advertising in
overall performance metrics. As stated by
Google's regional director for Marketing
Solutions in Asia Pacific, "The Internet is
like rocket fuel for companies seeking
rapid growth."

The emergence of Generation Z—
individuals born between the mid-1990s
and early 2010s—represents a significant
inflection point in marketing strategy and
consumer behavior. Often called "digital
natives," Generation Z presents both
opportunities and challenges for marketers
due to their distinct purchasing behaviors
and unique relationships with brands.
Understanding Generation Z consumer
preferences and developing lasting
customer relationships are essential for
businesses aiming to remain relevant and
competitive in today's dynamic market
environment.

Generation Z consumers, having grown up
in a technologically advanced society,
demonstrate distinctly different product

ISSN-2319-8478
Vol-15 Issue-1, January 2026

preferences compared to preceding
generations. This  demographic  has
integrated technology into every aspect of
their lives, including shopping behavior.
Consequently, they prioritize specific
characteristics and values when making
purchase decisions that reflect their lived
digital experiences.

A defining characteristic of Generation Z
consumer preferences is their strong
preference for supporting companies
demonstrating commitment to social
responsibility, sustainability, and
environmental  stewardship.  Research
indicates this demographic is significantly
more inclined to patronize businesses that
demonstrate genuine concern for societal
and environmental welfare. Social media
presence and corporate social
responsibility  initiatives  substantially
influence  Generation Z  purchase
intentions. While environmentally
conscious, Generation Z simultaneously
values authentic, personalized connections
with brands and customized experiences
tailored to individual preferences.

Customers increasingly seek businesses
capable of meeting their particular needs
and interests through tailored solutions.
Given the substantial influence social
media influencers exercise over their
followers' purchasing behaviors, digital
marketing strategies specifically targeting
this demographic are essential.
Understanding Generation Z consumer
desires is equally crucial as developing
long-term  relationships ~ with  this
generation.

Fulfilling the digital needs and
expectations of Generation Z consumers
requires implementing an omnichannel
marketing strategy. Businesses must
establish consistent brand presence across
diverse digital platforms and effectively
coordinate marketing initiatives to ensure
cohesive customer experiences.
Furthermore, building consumer trust and
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loyalty requires establishing genuine
authenticity and transparency. Brands best
positioned to develop lasting relationships
with Generation Z must communicate
openly and honestly while reflecting their
audience's values and interests.

Problems/Challenges in Digital
Marketing for Generation Z

Digital marketing professionals encounter
several significant challenges when
targeting  Generation Z  consumers,
requiring  strategic  adaptation  and
innovative approaches.

First, marketers struggle to deliver
sufficiently personalized content that
meets Generation Z's expectations for
customized brand experiences. Generic or
outdated marketing strategies prove
ineffective with this audience,
necessitating  sophisticated data-driven
approaches to content creation.

Second, the rapidly evolving social media
landscape presents ongoing challenges.
Marketers must continuously adapt to
emerging platforms, changing algorithms,
and shifting user behaviors on established
platforms like Snapchat, Instagram, and
YouTube. Staying current with platform-
specific ~ trends  requires  substantial
resources and expertise.

Third, while influencer  marketing
represents a powerful strategy for reaching
Generation Z, brands face complexity in
identifying and  collaborating  with
appropriate  influencer partners who
authentically align with brand values.
Selecting unsuitable influencers can
damage brand credibility and alienate the
target audience.

Fourth, data analytics capabilities remain
underdeveloped in many organizations.
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Collecting, interpreting, and leveraging
consumer data to create truly tailored
content and campaigns represents an
ongoing struggle for many businesses.
Many organizations lack sophisticated
analytics  infrastructure  to  extract
meaningful insights from available data.

Fifth, maintaining authentic  brand
messaging while adhering to corporate
objectives creates tension. Generation Z's
heightened sensitivity to inauthenticity and
performative social responsibility requires
genuine commitment to stated values
rather than superficial marketing gestures.

Finally, representation and diversity
expectations present challenges.
Generation Z expects to see authentic
diversity reflected in marketing materials
and  brand  operations, requiring
meaningful commitment beyond token
representation.

Research Methodology and Survey
Overview

This research employed a quantitative
survey methodology to gather primary data
on Generation Z digital marketing
preferences and consumer behavior. A
total of 29 respondents aged 18-24 years
participated in the study, representing
diverse  geographic  locations  and
demographic backgrounds.

Respondent Demographics

Survey respondent profile reveals the

following characteristics:

e Age Distribution: 18-20 years: 63%,
20-22 years: 22.2%, 22-24 years:
11.1%

e Gender Composition: Female:
74.1%, Male: 25.9%

e Geographic Location: Urban: 66.7%,
Semi-Urban: 18.5%, Rural: 14.8%

S.N. | Demographics N Data in Percentage %
1. Age 18-20 63%
20-22 22.2%
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22-24 11.1%
2. Gender F 74.1%
M 25.9%
3. Location Urban 66.7%
Semi 18.5%
Rural 14.8%
& 18-20
$® 2022
o 22-24
@ 24 above
@ Male
@ Female
@ Urban area

@ Semi-urban area
@ Rural area

The sample was predominantly urban- Data Analysis and Results

based and female-skewed, reflecting Social Media Platform Usage

broader trends in digital platform usage Analysis of respondent social media
across gender demographics. behavior demonstrates the following

platform adoption rates:
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e Instagram: 92.6% of respondents
actively use this platform

e YouTube:77.8% maintain regular
YouTube engagement

e Snapchat:59.3% utilize  Snapchat
regularly

ISSN-2319-8478
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e Facebook:11.1% maintain Facebook
accounts
o Twitter: 3.7% engage with Twitter

S.N. | Social Media Platform Usage Data in Percentage %
1. Instagram 92.6%

2. YouTube 77.8%

3. Snapchat 59.3%

4. Facebook 11.1%

5. Twitter 3.7%

Instagram
YouTube

Facebook 3 (11.1%)

Snapchat

Twitter 1(3.7%)

TikTok [0 (0%)

Instagram and YouTube dominate as
primary social media platforms for
Generation Z, with nearly universal
adoption among survey respondents.
Snapchat maintains moderate penetration,
while Facebook and Twitter show minimal
engagement within this age cohort,
indicating generational platform
preference shifts.

Daily Social Media Usage Duration

Respondents reported varying levels of

daily engagement with social media

platforms:

e 1-2 hours per day: 51.7% (most
common usage pattern)

e 3-4 hours per day: 27.6% of
respondents

e Less than 1 hour per day: 13.8% of
respondents

e More than 4 hours per day: 6.9%
demonstrate intensive usage patterns

25 (92.6%)

21 (T7.8%)

16 (59.3%)

The majority of Generation Z respondents
(51.7%)  maintain  moderate  daily
engagement between 1-2 hours, suggesting
sustained but not excessive platform
usage. Approximately 34.5% engage
substantially more (3+ hours daily),
indicating diverse usage intensity across
the demographic.

Content Preferences of Generation Z
Research on Generation Z media
consumption reveals clear preferences
regarding content format and engagement
level:

Content Format Preferences

Survey data indicates the following

content format preferences:

e Short Videos (less than 1
minute):44.4% strongly prefer this
format
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e Longer Videos (1-10 minutes):18.5%
demonstrate preference for extended
video content

e Written Posts/Articles:14.8% value
text-based content

ISSN-2319-8478
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e Images and Photos: 14.8% engage
with visual still media

e Interactive Content (polls, quizzes,
challenges):7.4% appreciate
participatory formats

S.N. | Content Format Preferences Data in Percentage %
1. Short Videos 44.4%

2. Longer Videos 18.5%

3. Written Posts/Articles 14.8%

4. Images and Photos 14.8%

5. Interactive Content (polls, quizzes, challenges) 7.4%

Short-form video content dominates
Generation Z content preferences, with
51.7% of respondents indicating strong
preference for videos under one minute
duration. This format aligns with platform-
specific features such as Snapchat,
Instagram Reels, and YouTube Shorts.
Combined with longer video preferences
(24.1%), 75.8% of  respondents
demonstrate preference for video-based
content, validating video as the primary
content medium for this generation.

Influencer Trust and Recommendations

Analysis  of  influencer = marketing

effectiveness reveals significant insights

regarding Generation Z trust patterns:

e Friends and Family Influencers:
72.4% trust personal connections most
highly

@ Short videos (less than 1 minute)

9 Longer videos (1-10 minutes)
Images and photos

@ Wrilten posts/articles

@ Interactive content (polls, quizzes.

challenges)
e Celebrity Influencers: 31.0%
demonstrate  trust in  celebrity
endorsements

e Micro-Influencers (1k-100k
followers): 17.2%  prefer  this
influencer category

e Nano-Influencers (less than 1k
followers): 13.8% engage with highly
localized influencers

The data reveals that Generation Z
prioritizes personal networks and trusted
friends/family members over traditional
celebrity influencers. This finding suggests
that authentic, peer-to-peer
recommendations represent more powerful
marketing drivers than celebrity-based
influencer marketing. Micro and nano-
influencers collectively engage 31% of
respondents, indicating growing
acceptance of non-traditional influencer
categories.
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Brand Trust and Honesty

A significant finding emerges regarding

Generation Z consumer expectations of

brand transparency:

e Brands Demonstrating Honesty and
Transparency: 69.0% of respondents
affirm strong agreement that honest,
transparent brand communication
builds trust

e Strong Agreement Level: This
represents the highest consensus
response category

o Preference for Quick Brand
Response: 68.9% indicate strong
likelihood of engaging with brands
demonstrating rapid response to social
media queries

This overwhelming consensus (69%)

indicates that authentic brand

communication and transparency represent
fundamental trust-building mechanisms for

Generation Z consumers.

Online Purchase Influences

Analysis of factors influencing Generation

Z online purchase decisions reveals the

following priorities:

e Product Quality: 69.0% cite quality
as the most significant purchase
determinant

e Price Discounts and Offers: 48.3%
consider promotional pricing highly
influential

e Brand Reputation: 34.5% factor
brand reputation into  purchase
decisions

e Positive Customer Reviews: 31.0%
utilize social proof mechanisms

e Product Recommendations
(Friends/Family): 20.7%  value
personal recommendations

e Influencer Endorsements: 17.2%
respond to influencer-based
recommendations

Product quality emerges as the dominant

purchase influence (69%), followed by

price sensitivity (48.3%) and brand
reputation (34.5%). The relatively lower
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influence of influencer endorsements
(17.2%) compared to personal
recommendations (20.7%) further
validates the earlier finding that authentic
peer recommendations supersede
celebrity-driven marketing strategies.

Research Findings Summary
[Chart visualization of key survey metrics
appears here - showing demographic
distribution, platform usage percentages,
content  preferences, and purchase
influences in flowchart format]

The survey data collectively demonstrates
that Generation Z digital marketing

requires focus on authentic
communication, video-based  content
delivery, and trusted peer

recommendations rather than traditional
celebrity influencer strategies. Platform
choice should prioritize Instagram and
YouTube, with emerging consideration for
short-form  video  platforms.  Price
sensitivity and quality focus necessitate
value-oriented ~ marketing  messaging
aligned with transparent brand
communication.

Content Preferences and Engagement
Patterns

Generation Z  demonstrates  highest
engagement with video content and
interactive experiences. While traditional
written material remains relevant, this
demographic strongly prefers visually
compelling and interactive formats.
Marketers must accordingly revise content
strategies to prioritize formats aligned with
Generation Z media  consumption
preferences, emphasizing visually
attractive and interactive content to
maximize audience engagement.

Discussion

The survey findings align with and extend
existing theoretical frameworks regarding
Generation Z consumer behavior and
digital marketing effectiveness. The
overwhelming preference for Instagram
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(96.6%) and YouTube (93.1%) validates
recent industry research emphasizing these
platforms' dominance in reaching this
demographic. The minimal engagement
with Facebook (17.2%) and Twitter (3.4%)
indicates generational platform preference
shifts,  suggesting  that  businesses
maintaining Facebook-centric strategies
will miss substantial portions of the
Generation Z audience.

The dominance of short-form video
content (51.7% preference) aligns with
emerging platform ecosystems including
Facebook, Twitter, Instagram Reels, and
YouTube Shorts. This content format
preference  reflects  Generation Z's
cognitive adaptation to rapid-consumption
media environments and suggests that
content strategies emphasizing brevity and
visual impact will demonstrate superior
engagement metrics.

Critically, the finding that friends and
family recommendations (72.4%)
substantially exceed celebrity influencer
trust (31.0%) and nano-influencer trust
(13.8%) challenges conventional
influencer marketing paradigms. This
suggests that micro-targeted, peer-to-peer
marketing strategies may yield superior
ROI compared to expensive celebrity
partnerships. The data supports theories of
authentic marketing and peer-to-peer
influence in digital environments.

The quality-focused purchasing behavior
(69.0%) combined with strong honesty
expectations  (69.0%) indicates that
Generation Z  consumers represent
fundamentally values-driven purchasing
cohorts. This differs substantially from
previous generations, requiring marketers
to adopt authentic, transparent
communication rather than aspirational or
fantasy-based brand narratives.

Conclusion

In today's technologically advanced
environment, the rapid adoption of diverse
digital marketing tactics by businesses
globally—coupled ~ with  exponential
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internet expansion—necessitates focused
research on effective strategies for
reaching key demographic segments. This
research investigating Generation Z digital
preferences, platform usage patterns,
content consumption behaviors, and
purchase decision factors has substantially
contributed to contemporary marketing
knowledge.

The research findings provide empirical
validation that Generation Z marketing
effectiveness depends upon  several
interconnected factors: platform selection
(Instagram,  YouTube  prioritization),
content  format  (short-form  video
dominance), communication authenticity
(honesty and transparency emphasis), and
influencer strategy recalibration (peer
recommendation  prioritization over
celebrity endorsement).

Organizations successfully implementing
Generation Z-oriented digital marketing
strategies  recognize  that  authentic
engagement, personalized content, and
value alignment represent not optional
marketing tactics but rather essential
requirements for competitive viability. The
survey data confirms that traditional
marketing approaches prove ineffective
with this demographic. Instead, businesses
must adopt transparent communication,
video-centric content strategies, quality-
focused messaging, and peer-
recommendation-facilitation frameworks.

As  this  demographic increasingly
represents core consumer and
organizational ~ markets, developing

sophisticated understanding of Generation
Z  preferences and  behaviors—as
demonstrated through this research—will
determine  competitive  success  for
businesses across all industries. The
quantitative  validation of theoretical
frameworks regarding authentic
marketing, peer influence, and platform-
specific engagement provides practical
guidance for marketing practitioners
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seeking to optimize Generation Z-targeted
campaigns.

Recommendations for

Marketing

Practitioners

Based on the research findings, the
following strategic recommendations are
proposed:

1.

Platform Strategy: Prioritize
Instagram and YouTube as primary
marketing channels, de-emphasizing

Facebook and Twitter resources
within Generation Z-focused
campaigns.

Content Optimization: Develop

short-form video content (under 1
minute) as the primary content format,
with supplementary longer-form video
(1-10 minutes) for engagement depth.
Influencer Recalibration: Redirect
marketing investment from celebrity
influencers toward nano and micro-
influencer partnerships while
simultaneously strengthening peer-
recommendation and user-generated
content mechanisms.

Authenticity Focus:  Emphasize
transparent, honest brand
communication across all touchpoints,
as honesty represents the highest trust-
building mechanism (69% emphasis).
Value  Positioning: Emphasize
product quality and genuine value
proposition rather than aspirational
brand positioning, aligning with
demonstrated purchase priorities.
Rapid Engagement: Implement
systems ensuring rapid brand response
to social media inquiries, as 68.9% of
respondents indicate strong likelihood

of engagement with responsive
brands.

Price Sensitivity: Incorporate
promotional pricing and value-

oriented offerings, recognizing that
48.3% of respondents prioritize price
discounts in purchase decisions.

These recommendations provide practical
implementation pathways for marketers

seeking to
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optimize Generation Z

engagement and drive purchase conversion

within  this

strategically  significant

demographic segment.
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Integrating Al into Portfolio Management in the Indian Market
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Introduction & Background

Indian financial markets are characterized
by high volatility, rapid information flow,
and increasing participation from retail
investors. With the growth of digital

trading platforms and financial
technologies, traditional portfolio
management  methods are  facing
limitations.

Artificial Intelligence (Al) has emerged as
a powerful tool that can analyze large
datasets, identify patterns, and support
informed investment decisions. The
integration of Al is therefore transforming
how portfolios are constructed, monitored,
and optimized in India.

Conceptual Definitions

Artificial Intelligence (AI) refers to
computer-based systems capable of
performing tasks that normally require
human intelligence, such as learning,
reasoning, and prediction. In finance, Al
relies on machine learning algorithms and
data analytics.

Portfolio Management involves the
systematic selection and management of
investments to achieve specific financial
objectives while balancing risk and return.

Risk Management focuses on identifying,
analyzing, and minimizing financial risks

to protect investor wealth.

Need, Significance & Scope of the Study

Need for the Study: Despite global
advancements, India has limited structured
research on Al-driven portfolio
management.  Challenges such  as
regulatory constraints, data quality issues,
and investor awareness require focused
study.

Significance of the Study: The study is
useful for asset managers, investors,
regulators, and  academicians by
highlighting the benefits and limitations of
Aladoption.

Scope of the Study: The study primarily
focuses on Al applications in Indian equity
markets and portfolio management
practices.

Research Problem & Objectives

Problem Statement: There is an absence of
clearly defined frameworks for integrating
Al into portfolio management in the Indian
financial system, leading to inconsistent
adoption and outcomes.

Research Objectives

e To analyze the extent of Al adoption in
portfolio management

e To study the impact of Al on portfolio
performance and risk reduction

e To identify key challenges and success
factors in Al implementation

Research Questions & Hypotheses
Research Questions
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e What is the current level of Al
adoption in the Indian portfolio
management industry?

e How does Al influence portfolio
performance and risk management?

e What barriers limit effective Al
implementation?

Hypotheses:

HO1: AI has no significant impact on

portfolio performance.

H11: AI significantly improves portfolio

performance and risk management.

Conceptual Model &
Methodology

Conceptual Model:

Al Technologies such as Machine
Learning, Natural Language Processing,
and Robo-advisors act as core inputs.
Their effectiveness is influenced by
mediating factors like data quality,
regulation, and investor behavior. The
outcomes include improved portfolio
performance, enhanced risk management,
and  higher investor  satisfaction.

Research
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Research Methodology:

The study follows a descriptive and
analytical research design. Data is
collected from both primary sources
(structured questionnaires) and secondary
sources (SEBI reports, journals, and
research papers). A sample size of 100—
150 respondents is considered.

Conclusion& Future Scope

Conclusion:

The study concludes that Al significantly
enhances efficiency, accuracy, and risk
management in portfolio management.
While adoption in India is increasing,
regulatory clarity and data transparency
remain critical challenges.

Future Scope:

Future research may focus on ESG-based
Al portfolios, explainable Al models, and
the development of ethical and regulatory
frameworks to ensure responsible Al usage
in financial markets.
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The Mediating Role of Digital Touchpoints in Event Marketing: How
Technology Integration Influences Customer Experience and Buying

Decisions in Service Organizations
Chanchal Mishra, Research Scholar, Devi Ahilya Vishwavidyalaya, Indore, M.P

Abstract: Digital changes within Service
Sectors have drastically changed the way
events are marketed and how customers
engage with the services they receive. The
purpose of this paper is to determine
whether digital interaction points and
customer experiences serve as mediators in
the relationship between events and
purchasing decisions. Using a systematic
literature review and secondary data
analysis, this research finds a sequential
mediation model between event marketing,
digital interaction points and customer
experience; and eventually purchasing
decisions. Based on results from 45
academic  articles (2008-2024) that
represent more than 35,000 participants, it
was found that event marketing will
increase participant engagement at digital
interaction points (f = .53, p <.001); and
engagement at digital interaction points
will increase positive customer
experiences (B = .58, p < .001); which
increases the likelihood of purchasing
decisions ( = .65, p < .001). As such, the
entire  sequential mediation  model
accounts for approximately 68% of the
variance in purchasing decisions while
event marketing alone accounts for
approximately 34%. These findings
suggest that service organizations need to
allocate 35-50% of their event budgets
towards digital integration strategies to
enhance customer journey touchpoints and
maximize ROL.

Keywords:Event ~ Marketing,  Digital
Touchpoints, = Customer  Experience,
Buying Decisions, Service Organizations,
Sequential Mediation

1. Introduction

Digitalization has significantly changed
the way Service Organizations
conceptualize, plan, create, and assess the
success of their Event Marketing
Strategies (Shi et al., 2020) and today 73%
of all Service Organizations are using
digital elements within their Event
Marketing Strategy (Shi et al., 2020). The
Covid-19 Pandemic created an
acceleration of Digitalization in the area of
Event Marketing and therefore, many
Service Organizations were forced to re-
invent their events through Hybrid Models
of both Physical and Digital Touch Points.

Despite the widespread use of digital
media in their event marketing, most
Service Organizations do not have a clear
understanding of how digital touch points
affect the customer experience and
ultimately, purchasing behaviour
(Bascur&Rusu, 2020). Today’s consumers
typically interact with a brand digitally at
least once prior to an event, during an
event and after an event. These
interactions result in an extended journey
that exceeds the physical boundaries of an
event. Due to the complexity of these
extended journeys, there exist three
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challenges for Service Organizations;
determining the incremental contribution
of each digital touch point to the customer
experience, identifying the mechanisms
that enable digital integration to influence
the customer experience and finding
empirical based guidelines for optimizing
digital investment (Setiawan et al., 2022).

There are also significant gaps in the
literature. Although numerous studies have
identified the direct effects of event
marketing on consumer satisfaction and
loyalty, few studies have investigated the
mediating  variables between event
marketing and consumer behaviour in
digital environments (Kumar et al., 2018).
The existing literature does not provide a
comprehensive model describing how
digital touch points act as mediators
between event marketing and consumer
decision-making in service settings where
experience is crucial.

This research will address the identified
gaps by providing a systematic review of
empirical studies examining the sequential
mediation model where event marketing
affects digital touch point engagement, and
digital touch point engagement ultimately
leads to changes in customer experience,
leading to purchase behaviour. The study
provides theoretical contributions by
integrating various literature streams and
by applying experiential marketing
theories to digital environments (Rather,
2020). Additionally, the study provides
practical contributions in that it will give
Service Managers an evidence-based basis
for allocating resources across physical
and digital aspects of their event marketing
strategy.

2.1 Event Marketing and Digital
Touchpoints

Experiential event marketing is a tool for
creating an experience of a company's
products or services that will allow the
customer to develop a relationship with the
company; in doing so it can make services
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less intangible and allow customers to
interact with the company on an emotional
level. (Yuan & Wu, 2008) The empirical
data shows that there are many types of
event marketing situations where events
have been successful, such as wine
tourism; with the experiential aspects of
the marketing experience creating strong
loyalty intentions in wine tourists, and that
the repeat visitors are the most valuable
attendees. (Lee & Chang, 2012)
Additionally, recent studies show a
correlation between event marketing and
the decision making process for enrolling
into educational programs; this suggests
that event marketing may encourage
potential customers to seek out additional
information about the product or program
through digital means. (Chowdhary &
Kulkarni, 2024)

Digital touchpoints are the electronic tools
that allow a customer to interact with a
business, and include the website, mobile
application, social media and chatbots that
can always connect a customer with the
business both temporally and
geographically; therefore, extending the
limits of time and space for events.
(Wibowo et al., 2020) Because events
build momentum and drive customers to
engage with the digital channels of the
business prior to, during, and after the
physical experience, and because today’s
events often use multiple digital channels
to build engagement, while the physical
presence of the customer is no longer
enough to provide a complete experience.
(Setiawan et al., 2022); therefore:

H1: Event marketing has a significant
positive effect on digital touchpoint
engagement in service organizations.

2.2 Digital Touchpoints and Customer
Experience

Digital technologies make it easier for
customers to have a better experience
through making things more convenient,
personalized and by continually engaging
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with customers on all types of digital
platforms (Shi et al., 2020). Contactless
services in smart hotels research has
shown that intelligence operations (i.e.
digital systems) are an important mediator
in  relationship  between  customer
experience (five senses) and customer
satisfaction (Chen et al., 2021), and how
digital elements can be used to enhance the
quality of traditional customer service
interactions  (i.e.  customer  service
encounter). Reviews of digital banking
systematically showed that there were
three primary types of  cues
(functional/mechanic/humanic) acting as
digital cues that influenced customer
experiences across many different
dimensions (Chauhan et al., 2022). As
such:

H2: Digital touchpoint engagement has
a significant positive effect on customer
experience in service organizations.

2.3 Customer Experience and Buying
Decisions

In a Dbusiness context, Customer
Experience is what occurs when a person
develops a  cognitive,  emotional,
behavioural or sensory response to an
event which creates both cognitive
associations and emotional connections
with the product or service that can lead to
purchasing behaviour (Rather, 2018). In
Hospitality studies found that Feel
Perception, Think Perception and Service
Quality provide both functional and
emotional value creating a positive
experience for the customer because of
their interaction with the service provider
which will ultimately lead to increased
loyalty and purchasing behaviour (Yuan &
Wu, 2008). Across a variety of service
contexts such as Restaurants, Hotels and
Banking, research has shown that
Customer Satisfaction is the mediating
factor between Experiential Marketing and
Repurchasing Intentions and Loyalty
(Soebandi&Dharmani, 2020) . Hence:
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H3: Customer experience has a
significant positive effect on buying
decisions in service organizations.

2.4 Mediation Pathways

Digital platforms extend the event impact
in terms of time and space as well as
enable  continuous  engagement  of
customers to enhance their experiential
perception using a sequential mechanism
(Kumar et al., 2018). A study on
transportation services found that customer
experience and value had positive effects
on customer satisfaction; customer
satisfaction was an intermediary for the
value-loyalty relationships through indirect
paths (Hasfar et al., 2020). Other studies
have shown that social media marketing
activities and customer experience both
affect  relationship  quality, = which
influences purchase intentions, loyalty
intentions and participation intentions, and
supported mediation models (Wibowo et
al., 2020). Therefore,

H4: Digital touchpoint engagement
significantly mediates the relationship
between event marketing and customer
experience.

HS: Customer experience significantly
mediates the relationship between
digital touchpoint engagement and
buying decisions.

Hé6: Digital touchpoint engagement and
customer experience sequentially
mediate the relationship between event
marketing and buying decisions.

3. Research Methodology

The research in this paper employed
systematic literature review and secondary
data analysis employing a positivist
quantitative  methodology  (Bruwer&
Kelley, 2015) in that secondary data from
peer-reviewed articles provided both cost-
effectiveness and time efficiency; also
provided access to large-scale datasets;
enabled cross-context generalizability;
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and, as such, possessed established validity
based on rigorous peer-review processes.
Sources of data consisted of three
databases (Web of Science, Scopus, and
Google Scholar) utilizing search terms as
follows: (“event  marketing”  OR
“experiential marketing”) AND
(“customer experience”) AND (“buying
decision”) AND (“service sector”). The
inclusion criteria consisted of: peer-
reviewed journal articles 2008-2024;
quantitative empirical studies reporting
statistical relationships; service sector
contexts; studies examining at least two
main constructs; and, sufficient statistical
detail for synthesis (Bascur&Rusu, 2020).
The initial search produced 247 articles. A
total of 102 articles were found after a
title/abstract screen. Of those 102 articles,
after a detailed examination of all 102
articles for methodological rigor and
construct relevance, 45 articles were
selected which represented over 35,000

respondents across 15 countries and
numerous service sectors (Hospitality,
Banking, Retail, Tourism, Education,
Healthcare).

Information was extracted from each
article regarding the study characteristics
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sample size); the methodological details
(research design, measurement scales,
reliability coefficients, analytical
technique); and the statistical findings
(correlation  coefficients,  regression
weights, path coefficients, p-values, R-
squared values, mediation effects). The
quality assessment utilized adapted criteria
for assessing: objective clarity, sampling
appropriateness,  instrument  validity,
analytical  technique, and statistical
reporting (Chauhan et al., 2022).

The analysis of the articles followed
systematic procedures: identifying
relationships  for each  hypothesis,
extracting and standardizing effect sizes,
synthesizing results across studies by
computing the range and mean effect sizes,
synthesizing mediation evidence by
extracting indirect and direct effects, and
integrating to assess overall model support
in terms of the amount of variance
explained (Shi et al., 2020).

4. Findings

4.1 Study Characteristics

Table 1 summarizes the distribution of
included studies across service sectors,
geographic regions, publication years, and

(author, year, country, service sector, analytical methods.
Category Distribution Number Percentage
Service Sector

Hospitality/Hotels 16 35.6%
Banking/Financial 8 17.8%
Services

Retail/Shopping 10 22.2%
Tourism/Travel 6 13.3%
Education 2 4.4%
Healthcare 3 6.7%
Geographic Region

Asia 21 46.7%
North America 5 11.1%
Europe 8 17.8%
Middle East 6 13.3%
Africa 3 6.7%
Australia 2 4.4%
Publication Period
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2008-2015 5 11.1%
2016-2020 22 48.9%
2021-2024 18 40.0%
Analytical Method

Structural Equation 25 55.6%
Modeling

PLS-SEM 12 26.7%
Multiple Regression 8 17.8%
Sample Size

Table 1: Distribution of Included Studies (N=45)

Hospitality and Retail sectors are the most
dominant in terms of the number of papers
synthesized (57.8%), with Asia being
represented by almost 50 percent of all
papers (46.7%) that were analysed. There
was a significant increase in publication
intensity of studies on this topic since
2016 (88.9%), and it is likely associated
with  an  acceleration of  digital
transformation. The majority of papers
utilized structural equation modelling as
their primary method of analysis (82.3%,
utilizing SEM or PLS-SEM) which can
provide an effective way to test mediation
hypotheses (Rather, 2020).

4.2 Reliability and Validity

All of the studies contained in this analysis
provided reliabilities of the data collection

tools they used. The mean of the reliability
coefficients for the four major constructs
were as follows: Event Marketing (mean
Cronbach’s o = .84, mean Composite
Reliability = .87), Digital Touchpoints (o
= .83, CR = .86), Customer Experience (o
= .88, CR = .90) and Buying Decisions (o
= .85, CR = .88). All constructs had
adequate to high reliability based on
threshold criteria for both Cronbach's
alpha (Cronbach's a > .70) and composite
reliability (CR > .70), demonstrating
sufficient psychometric properties to
support valid synthesis results (Yuan &
Wu, 2008).

4.3 Hypotheses Testing Results

Table 2 presents comprehensive summary
of hypotheses testing results across all six
proposed relationships.

Hypothesis | Relationship Studies Mean 3 Range Significance | Result

HI Event 14 0.43-0.68 | All p<0.001 | Strongly
Marketing — Supported
Digital
Touchpoints

H2 Digital 18 0.42-0.73 | All p<0.001 | Strongly
Touchpoints Supported
—  Customer
Experience

H3 Customer 25 0.51-0.73 | All p<0.001 | Strongly
Experience — Supported
Buying
Decisions

H4 Mediation: 10 0.50* 0.42-0.62 | All p<0.05 | Supported
EM—-DT—CE

H5 Mediation: 12 0.59* 0.51-0.69 | All p<0.001 | Strongly
DT—CE—BD Supported

220




v

Vindhyan Bloom

ISSN-2319-8478
Vol-15 Issue-1, January 2026

H6 Sequential 8

Mediation

0.49*

0.42-0.56 | All p<0.05 | Supported

Table 2: Summary of Hypotheses Testing Results
*Indirect effect sizes reported for mediation hypotheses

H1: The Effect of Event Marketing on
Digital Touch Points - There were fourteen
studies that found a positive impact with
effect sizes as high as f = .68 (Mean f} =
.53) which is a large positive effect. All 14
studies (100%) showed a statistically
significant positive relationship; these
studies also were conducted in different
service settings, providing strong evidence
for this relationship (Wibowo et al., 2020).

H2: The Impact of Digital Touch Points on
Customer Experience - Eighteen studies
assessed the relationship between digital
touch points and customer experience with
beta values ranging from = .42 to p =.73
(Mean B = .58), showing consistently
medium to large effects. All eighteen
studies (100%) demonstrated a statistically
significant relationship between the two
variables across multiple types of digital
touch point and service context (Shi et al.,
2020).

H3: The Relationship Between Customer
Experience and Buying Decisions -
Twenty five studies evaluated the
relationship between customer experience

positive effects. This was the largest and
most consistent relationship within the
model, and was evident in all service
settings (Rather, 2018).

H4-H6: Mediating Effects in Sequential
Models - A total of ten studies investigated
mediating effects through digital touch
points with an average indirect effect of 3
= .50 and 80% partial mediation along
with a median decrease of 54.7% in direct
effects. A total of twelve studies explored
mediating  effects through customer
experience with an average indirect effect
of f =.59 and 83.3% partial mediation and
a median decrease of 63.4% in direct
effects. Eight studies studied mediating
effects through sequential models with an
average indirect effect of B = .49 and
100% of the studies demonstrated a
significant pathway and a median decrease
of 71.2% 1n direct effects when full
models were run (Kumar et al., 2018).

4.4 Model Performance

Table 3 presents variance explained (R?) in
buying decisions across different model
specifications, demonstrating incremental

and buying decisions and had beta values explanatory  power  of  sequential
ranging from f = .51 to B =.73 (Mean } = mediation.

.65), demonstrating consistently large

Model Specification | R* Range Mean R? Incremental A R?
Event Marketing | 0.29-0.38 0.34 Baseline

Only

Adding Digital | 0.47-0.59 0.53 +0.19
Touchpoints

Adding Customer | 0.58-0.72 0.65 +0.12
Experience

Full Sequential | 0.64-0.78 0.68 +0.03

Mediation

Table 3: Variance Explained in Buying Decisions by Model Specification

The full Sequential Mediation Model
accounts for 68% of variance in

purchasing decisions; a 34-percentage
point increase from Event Marketing
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alone. Digital Touch Points account for
about 19 percentage points of the
additional ~ variance and  Customer
Experience adds another 12 percentage
points to support theoretically significant
contributions of both mediation processes
(Hasfar et al., 2020).

5. Discussion and Implications

Although the model does not account for a
moderating effect of age, gender, or
education level of the attendees on the
relationship between the variables, it is
possible that demographic factors could
influence the way an attendee interacts
with the event and digital platform. For
example, younger attendees may be more
likely to interact digitally with the event,
whereas older attendees may prefer to
engage through face-to-face contact at the
event.

It can also be argued that attendees who
have attended other events that offered
digital elements, such as apps or
interactive screens, may be more likely to
use digital tools when attending an event.

There are many areas of potential future
research to build upon this study. Some
potential areas include:

e A comparative analysis of how
different types of events (e.g. festivals,
concerts, conferences, sporting events)
affect attendee behaviour.

e An investigation into the types of
digital touch points used most
frequently at events and the
effectiveness of those touch points in
influencing attendee behaviour.

e Research into the demographics of
attendees who most frequently interact
with digital touch points at events.

e Investigations into the ways in which
events can  increase  attendee
engagement using digital touch points
(for example through gamification, live
polling or live streaming).

e An investigation into whether there are
any differences in the type of attendees
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who are influenced by digital touch
points versus non-digital touch points
(such as printed materials or face-to-
face staff interaction).

e Research into the extent to which
attendees are willing to provide data
about themselves in exchange for
digital touch point services at events.

e Research into the long term retention
of attendees and their willingness to
attend future events based on their
experience with digital touch points at
previous events.

This study has several theoretical
contributions. First, it unifies disparate
streams of literature (event marketing,
digital touchpoints, customer experience,
and buying decisions) into one framework
that addresses fragmented research
concerns (Bascur&Rusu, 2020). Second,
this study extends experiential marketing
theory by showing that experiential
processes occur beyond the physical realm
into digital realms. Third, the sequential
mediation pattern demonstrated in this
study represents a more realistic depiction
of modern day consumer psychology than
do simple direct-effect models (Rather,
2020).

In terms of managerial implications, this
study suggests that service managers
should allocate 35-50 percent of their
event budget to the creation of digital
touchpoint experiences. Examples of
digital touchpoint experiences include
developing mobile applications  for
attendees to download prior to the event,
social media campaigns to promote the
event before, during, and after the event,
live streaming capabilities, and post event
content platforms where attendees can
view and share content related to the
event. To maximize the benefit of these
digital touchpoints, organizations need to
create a complete picture of the customer
journey and identify opportunity for
touchpoints at every stage of the journey.
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These stages typically include:

Pre-event digital engagement: registration
platforms, social media teasers, mobile
application downloads etc.

During-event integration: live social
sharing, mobile application engagement,
digital gamification etc.

Post-event touchpoints: content libraries,
community forums, follow up campaigns
etc. that will help keep the relationship
alive and convert experiences into
purchases (Shi et al., 2020).

Additionally, digital touchpoints must
focus on experiential quality, rather than
just functionality. Technology alone is
insufficient; the interfaces must deliver
sensory appeal (through visual design and
audio quality), emotional resonance
(through compelling narratives and
connections to communities), cognitive
engagement (through educational content
and problem solving) and behavioral
participation (through interactive features
and personalization) using experiential
marketing principles to guide the design of
digital touchpoint experiences (Wiedmann
et al.,, 2018). Organizations should track
multiple performance metrics throughout
the various stages of the customer journey.
These metrics should include: Digital
engagement rates (mobile application
downloads, social media interactions,
content consumption) Experiential quality
indicators (satisfaction scores, emotional
response measures, cognitive engagement
assessments) Purchase funnel progression
(formation of intent to buy, consideration
set inclusion, conversion rates, repeat
purchases) to capture the entire value
chain from events through digital
engagement and experience to purchasing
(Kumar et al., 2018).

6. Limitations and Future Research

The study's limitations are as follows: The
way that researchers have defined their
constructs has been different in each of the
primary studies; Effect size may be
inflated by publication bias; Temporal
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variation for the studies was 16 years, and
therefore there is some temporal
heterogeneity among the studies; All
studies were cross-sectional in nature and
thus do not allow for causal inference to be
made; Researchers may have missed some
moderators of the effects found in this
meta-analysis, or at least some important
moderators of the effects; There may also
be some common method bias in the self-
report data (Bascur&Rusu, 2020). Future
research could use longitudinal research
designs to track a customer from the time
they are exposed to an event until the time
they make a purchasing decision about the
event; Experimental designs can be used to
manipulate aspects of events and how
many or what type of digital touchpoints
are available to customers when they are
deciding whether or not to attend an event;
Moderator research will need to examine
both service type and individual difference
as potential moderators; Technology-
specific research will need to investigate
how VR/AR/Metaverse implementations
affect customers' event attendance
behaviour; Mechanism-based research will
need to investigate which types of digital
touchpoints have the greatest impact on
customers' event attendance behaviour;
Cross-cultural research will need to
investigate whether the findings of this
meta-analysis generalize to cultures other
than those investigated in this study
(Rather, 2020).

7. Conclusion

Evidence that a sequential mediation path
exists was found from this large-scale
systematic review of 45 empirical studies
involving 35,000+ participants to establish
a link from event marketing to digital
touchpoint usage (p = 0.53; p < 0.001) to
enhance customer experience ( = 0.58; p
< 0.001) and ultimately increase the
likelihood of making a purchase decision
(B=0.65; p<0.001). The entire sequential
process explained 68 percent of the
variability in purchasing decisions whereas
event marketing by itself accounted for 34
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percent. Therefore, this study shows the
use of digital marketing to support event
marketing can have an extremely positive

impact on the outcome of event marketing
initiatives (Serang, 2020).

Theoretically, the study also integrated
different literature streams, expanded
experiential marketing theory into digital
environments, and increased the
understanding of mediating variables using
sequential paths (Kumar et al., 2018).
Practically, the results of this study show
that successful event marketing today is
dependent upon integrating  digital
components into events in order to create
connections  between the  physical
experience and the purchase behavior of
consumers (Shi et al., 2020).

Event marketing influences the purchase
decisions of consumers in the service
industry primarily through the use of
digital and experiential-based mechanisms
rather than directly persuading them
(Wood & Masterman, 2008). Service
organizations that invest in physical events
without developing digital integration
strategies are essentially abandoning the
opportunity to generate most of the
possible Return On Investment (ROI) from
their event marketing programs. The future
of event marketing will be about the
seamless integration of the physical and
digital aspects of events, creating multi-
channel experiences for customers prior to,
during, and after events that emphasize
experiential quality at each point of
contact (Chen et al., 2021). With the rapid
evolution of digital technologies and
increasing expectations of consumers, it is
expected that there will be a greater
strategic necessity for event marketers to
integrate digital-experiential components
into their marketing strategies in order to
gain competitive advantage through
offering unique and high-quality customer
experiences that lead to  superior
purchasing behaviours (Rather, 2020).
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Abstract: Vande Bharat trains represent a
major advancement in India’s semi-high-
speed rail network, offeringimproved
comfort, reduced travel time, and
enhanced passenger experience. With
Andhra Pradeshbeing one of the key states
served by multiple Vande Bharat routes,
understanding customerperception
becomes essential for assessing service
effectiveness and identifying areas for
furtherimprovement.

This study aims to examine customer
perception towards Vande Bharat trains in
Andhra Pradesh, focusing on key factors
such as service quality, comfort, safety,
punctuality, technological features,
andoverall satisfaction. A descriptive
research design was employed, using
primary data collected through astructured
questionnaire from passengers traveling on
Vande Bharat routes within and passing
throughAndhra Pradesh. Secondary data
sources, including government reports,
railway performance reviews, and existing
literature on passenger satisfaction, were
also utilized to support the analysis.

The findings reveal that passengers have a
highly positive perception of Vande Bharat
trains, particularly appreciating features
such as cleanliness, modern interiors,
improved seating, andpunctuality.
However, some concerns remain regarding
ticket pricing, food quality, and

availability ofsufficient seating during
peak hours. The study concludes that
customer perception is stronglyinfluenced
by service quality and technological
enhancements, which significantly
contribute topassenger satisfaction and
preference for Vande Bharat over
conventional trains.

The research offers valuable insights for
railway authorities, policymakers, and
transport planners toenhance operational
efficiency, improve passenger experience,
and expand semi-high-speed
railconnectivity in the region.

Keywords: Vande Bharat, Customer

Perception; Rail Transport; Service
Quality; Passenger Satisfaction;
AndhraPradesh.

Introduction & Research Gap

* Vande Bharat trains improve speed,
comfort, and travel experience.

* Limited region-specific research for
Andhra Pradesh.

« Study focuses on  perceptions,
satisfaction, and service quality.

Problem Statement

» Passenger perception in AP is not well
understood.

+ Assessment needed on affordability,
accessibility & service quality.

* Findings support improvements for
Indian Railways.
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Research Questions

How do customers perceive service
quality?

What factors influence satisfaction and
loyalty?

What improvements can enhance
passenger experience?

Research Objectives

To assess customer perception in AP.
To evaluate affordability, accessibility
& service quality impact.

To suggest improvements for Indian
Railways.

Research Methodology

Population: Passengers of Vande
Bharat trains in AP

Sample Size: 120 respondents
Sampling Technique: Convenience
sampling

Period: Sept—Oct 2025

Primary Data: Questionnaire
Secondary Data: Reports, journals,
govt. publications

Hypotheses & Conceptual Model

Hoi:  No significant relationship
between service quality & satisfaction.
Ho2: Affordability & accessibility do
not affect satisfaction.

Hai: Service  quality  positively
influences satisfaction.

Model: Vs — Service Quality,
Affordability, Accessibility] DV —
Satisfaction

Conclusion

Passengers value speed, comfort, and
modern facilities.

Service quality strongly influences
satisfaction.

Affordability & accessibility remain
areas for improvement.

Study helps Indian Railways enhance
Vande Bharat services.
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