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KLE Society

Seven great aspirants of education called “Saptharishis” established an Anglo Vernacular School in
Belagavi on 13" November, 1916 to provide basic education to the children of farming community
of the North Karnataka region. Today, KLE Society is known nationally and internationally as a
giant educational society with more than 316 institutions, 18,000 dedicated faculty serving their
best to cater to the needs of about 1,45,000 students every year. The courses offered in multiple
disciplines by the society are Basic Social Sciences, Management, Tourism, Hotel Management,
Engineering and Technology, Nursing, Pharmacy, Dental, Medical Sciences, Educational training,
Agriculture Science, Music, etc. The society has established collaborations with prestigious
international educational institutions of UK, USA, Malaysia, China, UAE and Zimbabwe. Under
the dynamic leadership of the great visionary, our beloved Chairman and Honorable Chancellor of
KLE University, Belagavi, Dr. Prabhakar Kore, assisted by the dynamic Board of Management, our
society is moving towards providing world class quality education and services. The society
deserves special acknowledgement for the quantum leaps and spectacular growth it has achieved
over the last four decades. All the 15 aided HEIs have been accredited at ‘A’ level by NAAC. This
speaks of the high standards set by our society in UG and PG education.

GIB College

KLE Society’s G. 1. Bagewadi Arts, Science and Commerce College, Nipani was established in the
year 1961 with a vision to provide quality education in Arts and Commerce for the empowerment
of rural and linguistic minority of the North Karnataka region. In 1977, Commerce was introduced.
Our college is named after the principal donor late Shri. Ganapati Ishwarappa Bagewadi. Looking
into the difficulty of semi urban students to pursue their post graduate studies, in 2010 Commerce,
in 2011 Mathematics and in 2018 English PG programs are introduced. Our college is accredited at
‘A’ grade with 3.10 CGPA in the 4™ cycle by NAAC.

Department

The Department of Commerce was established in 1977(UG) and introduced Post Graduation in the
year 2010. At present, the department is imparting education to 374 students by 8 faculty members.
Since the inception of the department, it has been doing yeoman service by educating in the field of
trade and commerce. So far the students have bagged in all 17 University ranks which constitute 11
ranks for UG and 6 ranks for PG and also department has produced 14 Gold medallists and 375
centum scorers.

The Conference

The National Level Conference on “Innovative Practices in Commerce and Management” aims
to provide a platform for academicians, industry experts, researchers, entrepreneurs and students to
discuss emerging trends, innovative business models and technological advancements shaping the
future of commerce and management. With rapid digital transformation, global competition and
sustainability challenges, businesses are adopting dynamic and creative approaches. This
conference brings together diverse perspectives to explore innovation in Finance, Marketing, HR,
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Entrepreneurship, Supply Chain Management, Data Analytics and Corporate Governance. The
event seeks to promote research culture, industry—academia collaboration and knowledge sharing to
enhance the quality of teaching, research and professional practice.

Objectives of the Conference

To explore recent innovative practices in commerce and management.

To encourage interdisciplinary research and knowledge exchange.

To highlight the role of technology, digitalization & analytics in business transformation.
To strengthen industry-academia linkages for better employability and skill development.

Themes

e Digital Transformation in Commerce, Finance and Business
e Innovative Accounting

e Marketing Management

e Business Ethics

e Corporate Governance

e Corporate Social Responsibility in India

e Entrepreneurship and Ecosystems

e Leadership and Change Management

e Direct and Indirect Taxes — Reforms and Compliances
e Human Resource Management Recent Practices

e Business Analytics

viii



Dr. Prabhakar Kore
Chairman, Board of Management,
KLE Society, Belagavi

MESSAGE

It is with immense pleasure and profound gratitude that, | pen this letter to extend my heartfelt
compliments to the dedicated team of KLE Society’s G. I. Bagewadi College, Nipani, for the
resounding success of the National Level Conference on “Innovative Practices in Commerce and
Management” held on 25" February, 2026

As the Chairman of the KLE Society, it is a matter of great pride to witness such an exemplary
event that not only elevates our Society’s reputation but also foster meaningful dialogue and

collaboration among esteemed scholars, academicians and students across the nation.

The conference was a resounding success marked by insightful keynote address, engaging panel
discussion and interactive sessions that sparked innovative ideas and actionable insights. The
meticulous planning, proper execution, and the commitment to excellence by the team ensured that

every participant left inspired. The event set a benchmark for future endeavours.

On behalf of the Board of Management and the entire KLE family, | appreciate the exceptional
leadership and the collaborative spirit of your team. Your efforts have contributed to our mission of

promoting intellectual exchange and societal impact.

With deepest gratitude and warm regards,

Date: 25-02-2026

Dr. Prabhakar Kore



Shri. Praveen A. Bagewadi
Member, Board of Management
KLE Society, Belagavi

MESSAGE

I am delighted to extend my warm compliments for the successful organisation of the National
Level Conference on “Innovative Practices in Commerce and Management” held on 25"
February, 2026

It is an ambitious vision to foster innovation, dialogue and scholarly collaboration across the nation

to brighten the intellectual minds.

Your planning, dedication and creative foresight, provided platform for thought provoking

discussions, exchange of ideas and relatable insights.

I sincerely congratulate the organizers, faculty members and students for their dedicated efforts in

making this event grand success.

With the best wishes for continuous success.

Date: 25-02-2026

Praveen A. Bagewadi
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EDITORIAL

This issue of the journal presents the selected research papers of the National Level
Conference on “Innovative Practices in Commerce and Management” organized by K.L.E.
Society’s G. I. Bagewadi Arts, Science and Commerce College, Nipani held on 25™ February, 2026
showcasing the diversity and richness of scholarly enquiry in the field. The conference provided a
platform for scholars to engage with cutting edge research, share innovative ideas and foster
collaborations. This conference is a timely and meaningful academic initiative that provided an
excellent platform for scholars, academicians, and researchers to share their insights, research
findings, and innovative perspectives on issues related to development, governance, education,
digital transformation, entrepreneurship and management. Such intellectual exchanges contribute
significantly to build knowledge frameworks that support sustainable and inclusive national
growth.

The theme of the conference has a holistic vision of national development, emphasizing not
only commerce and economic growth but also technological innovations in the field of commerce
and management. The journey towards a developed India requires collaborative efforts from
educators, researchers, policymakers, students and institutions of higher learning. In this context,
academic platforms like this conference play a crucial role in generating ideas, encouraging critical
thinking, and promoting interdisciplinary dialogue.

| sincerely appreciate the efforts of the organizing committee, faculty members and student
volunteers for their dedication, commitment and meticulous planning in making this academic
event successful. Their collective efforts have created a vibrant environment for learning,
discussion and collaboration.

| am confident that the deliberations and outcomes of this conference will inspire
meaningful research, policy recommendations and practical strategies that contribute to shaping a
progressive, innovative and equitable India.

We would like to extend my gratitude to the seminar organizers, participants and reviewers
for contributions to this issue. | hope that the research presented here will inspire further

investigation and debate, enriching the field of commerce and management studies in India.

Date: 25.02.2026 Chief Editor
Smt. Priyanka R. Kamate
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Abstract

Entrepreneurship has emerged as a crucial driver of economic transformation, employment
generation, and innovation, particularly within emerging regional business environments. In recent
years, increasing attention has been directed toward understanding how entrepreneurial success is
influenced not only by individual capabilities but also by the strength and effectiveness of the
surrounding entrepreneurial ecosystem. This ecosystem comprises financial institutions,
infrastructure facilities, government policies, training and mentoring support, incubation centers, and
market linkages that collectively shape the business environment. The present study examines the
nature and influence of ecosystem development on entrepreneurial growth in the emerging business
landscape of Belagavi district. The collected data were analyzed using percentage analysis and mean
score interpretation to assess demographic characteristics, awareness levels, accessibility of
ecosystem resources, and the perceived impact of ecosystem support on business performance. The
findings indicate that service and trading enterprises dominate the local entrepreneurial landscape,
with young and educated individuals forming the core of entrepreneurial participation. While
awareness of ecosystem initiatives and access to basic financial services such as bank loans and
personal savings are moderate, significant gaps exist in physical infrastructure, incubation facilities,
mentorship networks, and access to advanced funding mechanisms such as venture capital and
government financial schemes.Despite these limitations, most respondents recognize that ecosystem
support contributes positively to business growth and operational performance. However, persistent
challenges related to infrastructure deficiencies, limited institutional linkages, and regulatory
complexities continue to constrain entrepreneurial expansion. The study concludes that strengthening
ecosystem components through improved infrastructure development, enhanced mentoring and
training programs, expanded financial support systems, and greater outreach of government
initiatives is essential for fostering a sustainable, inclusive, and growth-oriented entrepreneurial
ecosystem in emerging regional markets.
Keywords: Entrepreneurship, Entrepreneurial Ecosystem, Business Environment, Ecosystem
Development, Empirical Study

Introduction

Entrepreneurship is widely recognized as a cornerstone of economic progress,
driving innovation, employment generation, and regional development. In contemporary
economies, the success of entrepreneurial ventures is no longer determined solely by
individual initiative or risk-taking ability; rather, it is strongly influenced by the
surrounding entrepreneurial ecosystem. This ecosystem comprises a network of institutions,
policies, financial systems, educational organizations, infrastructure facilities, and socio-
cultural factors that collectively support business creation and growth. A well-functioning
ecosystem enhances opportunity recognition, resource mobilization, and market access,
thereby improving venture sustainability.
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In emerging business environments, particularly in developing regions, entrepreneurship plays a critical role in
stimulating local economic activity and reducing dependence on traditional employment sectors. However, such
regions often face constraints including limited infrastructure, inadequate financial access, weak mentorship networks,
and regulatory complexities. These challenges restrict entrepreneurial potential despite growing interest in self-
employment and startup culture. Understanding the structure and effectiveness of the entrepreneurial ecosystem at the
regional level is therefore essential for designing policies that encourage inclusive and sustainable business
development.

Belagavi district has recently witnessed increasing entrepreneurial activity due to urban expansion, improved
digital connectivity, and government initiatives promoting startups and small enterprises. The district represents an
emerging business environment where traditional trading practices coexist with modern service-based and technology-
driven enterprises. Despite these positive trends, entrepreneurs in the region continue to encounter ecosystem-related
challenges that influence business performance and long-term growth.

Against this background, the present study investigates the level of ecosystem development in Belagavi and
examines its influence on entrepreneurial growth. By providing empirical evidence from primary data, the study aims
to identify existing strengths, highlight critical gaps, and offer insights for policymakers and stakeholders to strengthen
regional entrepreneurial ecosystems.

Objectives of the Study

To examine the role of the entrepreneurial ecosystem in promoting new venture creation.
To analyze the availability of ecosystem support services to entrepreneurs.

To assess the challenges faced by entrepreneurs in accessing ecosystem resources.

To evaluate the relationship between ecosystem support and business performance.

To suggest measures for strengthening the entrepreneurial ecosystem.

abkrwnE

Methodology

The study employed a descriptive research design to examine the influence of entrepreneurial ecosystem
factors on business development. Primary data were collected using a structured questionnaire administered to
entrepreneurs and aspiring business owners. A sample of 320 respondents was selected through simple random
sampling from small business owners and startup founders. The collected data were analyzed using percentage analysis,
Likert-scale ranking, and mean score interpretation to assess respondent perceptions of ecosystem components. The
study was conducted in emerging entrepreneurial hubs within an urban and semi-urban setting.

Data Analysis and Interpretation

Variable Category Percentage Interpretation
Male 66.3% Entrepreneurship |s_ r_nale_-do_mlnated_,
Gender though female participation is growing.
Female 33.7% Indicates rising involvement of women
entrepreneurs.
Below 25 18.1% Young asplrant_s entering
entrepreneurship.
25 35 44.4% Majo_rlty entrepreneurs are in prime
Age Group working age.
36.45 26.3% !Exper!enced individuals actively engaged
in business.
Above 45 11.2% Limited late-entry entrepreneurship.
Up to Higher Basic education entrepreneurs exist but in
15.0%
Secondary smaller numbers.
. o Graduate 55.0% Most entrepreneurs hold graduate
Educational Qualification degrees.
Post Graduate 26.9% !—hgher education supports entrepreneurial
involvement.
Others 3.1% Minimal representation.
' Manufacturing 29 5% Moderate engagement in production-
Nature of Business based enterprises.
Trading 29.4% Trading remains a preferred business




Lol LUl

" issMi 22009578

of Reseanch and Develep

A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

ment

type.

Service sector dominates entrepreneurial

Service 39.4% L
activity.
Agriculture-based 8.7% Limited agri-enterprise participation.
Less than 3 years 36.9% High number of new ventures.
. . 3-5 years 31.9% Businesses in early growth stage.
Years in Business . .
6-10 years 21.9% Stable business experience.
Above 10 years 9.3% Few long-established enterprises.
High 30.6% Good awareness among some
entrepreneurs.
Awareness of Ecosystem Moderate 50.6% Majority have partial awareness.
Low 18.8% Need for improved outreach programs.
Government Programs 30.0% _Government initiatives are key
information sources.
Social Media 27.5% Digital platforms play a major role.
Source of Awareness Edu-cati_onal 22 504 Academic institutions contribute to
Institutions awareness.
Eriends/Networks 20.0% _Informal_networks also spread
information.
Easy 35.0% Some entrepreneurs access finance
) comfortably.
Access to Startup Finance Moderate 45.6% Majority face partial financial access.
Difficult 19.4% Financial barriers still exist.
Personal Savings 39.4% Self-financing is most common.
. Bank Loans 30.6% Banks are major external funding
Source of Funding sources.
Government Schemes 16.9% Limited use of public financial schemes.
Angel/VC 13.1% Low penetration of private investors.
Adequate 32.5% Sufficient mentorship for some.
Mentorship Availability Moderate 46.3% Majority receive limited guidance.
Inadequate 21.2% Mentorship gaps remain.
Satisfied 43.1% Training facilities are fairly effective.
Training Support Neutral 38.8% Need for improvement in training c_1uality.
Dissatisfied 18.1% Some entrepreneurs lack proper skill
support.
Available 36.3% Incubation centers exist but limited.
Incubation Facilities Partially Available 41.9% Partial access to incubation services.
Not Available 21.8% Expansion of incubators required.
Adequate 29.4% Limited adequate infrastructure.
Infrastructure Moderate 44.4% Infrastructure moderately available.
Poor 26.2% Infrastructure remains a major challenge.
Easy 40.0% Registration processes are improving.
Business Registration Moderate 41.3% Some procedural delays exist.
Difficult 18.7% Regulatory hurdles still affect startups.
Strong 34.4% Good market connectivity for some firms.
Market Linkages Moderate 47.5% Majority have average market access.
Weak 18.1% Need for stronger networking platforms.
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High 45.6% Strong positive influence of ecosystem.
(E;g\slalts;em Impact on Moderate 41.3% Moderate ecosystem contribution.
Low 13.1% Weak ecosystem support for some.
Infrastructure 30.6% Primary obstacle to business growth.
. Funding 26.3% Financial difficulty remains critical.
Major Challenges - - -
Regulations 22.5% Policy complexity affects startups.
Competition 20.6% Competitive pressure is rising.
Improved 53.7% Ecosystem support enhances
. performance.
Business Performance No Change 31.9% Limited impact for some enterprises.
Declined 14.4% Lack of support hinders growth.
Recommend Yes 68.1% Ic-ialirg;er;fonfidence in entrepreneurship as
Entrepreneurship S .
No 31.9% Some hesitation remains.
Satisfied 42.5% General satisfaction with ecosystem.
Overall Satisfaction Neutral 36.9% Scope for improvement.
Dissatisfied 20.6% Need to strengthen support systems.

Source: Field visit

Findings of the Study

The data analysis provides valuable insights into the demographic characteristics of entrepreneurs and the
functioning of the entrepreneurial ecosystem. The findings reveal that entrepreneurship remains predominantly male-
oriented (66.3%), although the growing participation of women (33.7%) reflects a positive shift toward gender
inclusiveness in business activities. Age-wise distribution indicates that the majority of entrepreneurs belong to the 25—
35 years group (44.4%), suggesting that individuals in their prime working years are more inclined toward
entrepreneurial ventures. Younger aspirants below 25 years (18.1%) represent emerging interest, while limited
participation above 45 years (11.2%) shows lower late-stage entry into entrepreneurship.

Educational qualification analysis shows that most entrepreneurs are graduates (55%) or postgraduates
(26.9%), highlighting the role of higher education in fostering entrepreneurial orientation. The dominance of service-
based enterprises (39.4%) followed by trading activities (29.4%) signifies a shift toward service-driven business
models, while relatively low engagement in agriculture-based ventures (8.7%) indicates limited diversification into
agri-entrepreneurship. Business experience data reveal that a high proportion of respondents (36.9%) have operated for
less than three years, reflecting a surge in new venture creation and a growing startup culture.

With regard to ecosystem awareness, half of the respondents (50.6%) reported moderate awareness, while only
30.6% indicated high awareness, suggesting that information dissemination about ecosystem facilities requires
strengthening. Government programs (30%) and social media platforms (27.5%) are the primary sources of awareness,
emphasizing the importance of digital and public channels in promoting entrepreneurial initiatives.

Access to startup finance remains moderate, as 45.6% of respondents reported partial ease in obtaining funds,
while 19.4% faced financial difficulties. Personal savings (39.4%) and bank loans (30.6%) are the main funding
sources, whereas limited reliance on government schemes (16.9%) and angel or venture capital funding (13.1%)
indicates inadequate penetration of advanced financial support mechanisms. Mentorship and training facilities show
moderate availability, with nearly half of the respondents reporting limited guidance, reflecting the need for structured
mentoring and skill development programs.

Incubation and infrastructure support remain areas of concern. Only 36.3% confirmed the availability of
incubation facilities, while 26.2% rated infrastructure as poor, making it one of the major challenges for business
growth. However, business registration procedures appear to be improving, as 40% of respondents reported ease in
registration, though procedural delays still persist.

Market linkage support is largely moderate (47.5%), suggesting that entrepreneurs have average access to
business networks and customer bases, but stronger market connectivity platforms are required. The ecosystem’s
impact on business growth is viewed positively, with 45.6% acknowledging a high impact and 41.3% indicating
moderate influence. This confirms that ecosystem support contributes significantly to entrepreneurial development.

Infrastructure (30.6%) and funding (26.3%) emerge as the most critical challenges, followed by regulatory
complexity (22.5%). Despite these challenges, business performance has improved for more than half of the
respondents (53.7%), indicating that ecosystem initiatives are yielding positive outcomes. High willingness to
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recommend entrepreneurship as a career choice (68.1%) further reflects growing confidence in the entrepreneurial
environment. However, overall satisfaction levels show that only 42.5% are fully satisfied, while 20.6% remain
dissatisfied, highlighting the need for further ecosystem strengthening.

Conclusion

The present study examined entrepreneurship and the role of the entrepreneurial ecosystem in shaping
business outcomes in the emerging business environment of Belagavi district. Using a descriptive research design,
primary data were collected from 320 entrepreneurs and aspiring business owners to assess demographic
characteristics, awareness, access to resources, and ecosystem support mechanisms. The analysis employed percentage
distribution, mean score interpretation, and Likert-scale evaluations to understand the dynamics of entrepreneurial
participation and ecosystem functionality.

Findings reveal that entrepreneurship in Belagavi is predominantly male-led, yet female participation is
steadily increasing, reflecting progressive gender inclusivity. The majority of entrepreneurs are young, educated, and
engaged in service or trading ventures, indicating a shift toward market-driven and skill-intensive enterprises. New and
early-stage businesses constitute a significant portion of entrepreneurial activity, highlighting a vibrant startup culture
in the district.

Ecosystem analysis demonstrates moderate awareness of government programs, training opportunities,
financial support schemes, and mentorship networks. While basic financial access through personal savings and bank
loans is relatively accessible, advanced funding mechanisms such as venture capital and government schemes remain
underutilized. Infrastructure limitations, partial availability of incubation facilities, and regulatory delays continue to
challenge entrepreneurs. Market linkages and networking platforms are moderately developed, underscoring the need
for stronger business connectivity.

Despite these constraints, the entrepreneurial ecosystem positively influences business performance, with a
majority of respondents reporting growth and improved operational outcomes. High confidence in entrepreneurship as a
career choice reflects the emerging potential of Belagavi as a regional entrepreneurial hub. However, the moderate
overall satisfaction with ecosystem support indicates the necessity for targeted interventions to enhance infrastructure,
mentorship, training quality, and access to financial and market resources.

In conclusion, the study emphasizes that a well-integrated and strengthened entrepreneurial ecosystem is
crucial for sustaining venture growth, promoting inclusive participation, and fostering economic development in
emerging regions. Policy measures aimed at expanding infrastructure, facilitating advanced financing, improving
incubation support, and increasing awareness of available ecosystem resources will be instrumental in creating a robust
and sustainable entrepreneurial environment in Belagavi.
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Abstract

Innovation in commerce and management has reshaped India’s economic landscape over
the past three decades. From ancient trade routes and market town systems to digital platforms and
agile management practices, India’s commerce history exemplifies continuous adaptation to social,
technological, and economic changes. In the modern era, digital transformation, e-commerce, fintech
solutions, social commerce, platform innovations, Al in operations, and data-driven decision-making
have disrupted traditional business models and catalyzed inclusive growth. This article investigates
both the traditional foundations of Indian commerce and the modern innovative practices, focusing
on the adoption and impact of contemporary strategies in Indian enterprises, start-ups, and MSMEs
(micro, small, and medium enterprises). It uses recent examples — including quick commerce, digital
QR storefronts, rural ecommerce ecosystems like eSamudaay, and platforms such as Meesho and
Shopsy — with supporting statistics demonstrating how innovation influences competitiveness,
efficiency, and inclusion in India’s commerce and management ecosystems. The analysis concludes
with insights into challenges, future directions, and recommendations for sustaining innovation in
India.
Keywords: Innovation, Indian Commerce, Digital Transformation, E-Commerce, Quick Commerce,
MSMEs, Social Commerce, Al, Platform Economy, Rural Digital Inclusion.

Introduction

India has a long, vibrant history of commerce and trade. Since the Indus Valley
Civilization, Indian merchants traded spices, textiles, and precious stones across Asia,
Africa, and Europe. Indian knowledge systems including Arthashastra emphasized
governance, taxation, markets, and trade ethics. Over centuries, Indian commerce adapted
through medieval trade guilds and colonial restructuring, eventually evolving into modern
formats driven by globalization, policy reforms, and technological disruption.

In the 21st century, commerce and management in India have undergone
transformative change due to digital technologies, widespread internet usage, fintech
innovation, and changing consumer habits. Companies and entrepreneurs are innovating
beyond traditional structures to embrace digital marketplaces, agile management, data
analytics, and customer-centric business models. Policymakers have also played a role
through initiatives such as Digital India, Aadhaar, UPI (Unified Payments Interface), and
reforms in retail FDI. Together, these shifts have accelerated the adoption of modern
commerce practices across urban and rural India. The remainder of this article explores
traditional commerce foundations, the emergence of modern commerce innovations, and
recent examples demonstrating these practices in action.

Traditional Era of Commerce and Management in India
e Historical Context and Market Foundations

India’s commerce roots run deep. Ancient trade routes connected the subcontinent
to distant markets through land and sea. Indian merchants exported textiles, spices, and
metalwork while importing horses, metals, and luxury goods.
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Guilds (Shrenis) organized craftsmen and traders, maintained quality, and regulated economic activities.
Credit, early banking, and sophisticated market systems were integral to commerce even in ancient India.

In medieval India, trade flourished under several empires. Cities like Surat, Calicut, and Masulipatnam
became hubs for international commerce. Merchant communities developed sophisticated accounting practices and
risk-sharing mechanisms centuries before formal corporate structures existed.

e Traditional Indian Management Practices

Indigenous management philosophies emphasized ethical conduct, long-term relationships, and community
value. Texts such as the Arthashastra (attributed to Chanakya) outlined principles of administration, taxation, corporate
governance, and market regulation. Management practices valued decentralization, collective responsibility, and
holistic decision-making, contrasting with later European hierarchical models but remaining effective in localized
contexts.

This era’s innovative strengths lay in:
Structured markets and trade guilds
Embedded risk-sharing among traders
Use of early credit instruments
Ethical frameworks guiding commerce and governance
Despite limited technology, Indian commerce in this period demonstrated a sophisticated understanding of
value creation and exchange.

Transition to the Modern Era: Structural Reforms and Digital Catalysts
1. Liberalization and Evolving Enterprise Structures

Post-1991 economic liberalization in India marked a critical turning point. Reduced trade barriers, deregulated
markets, and encouragement of private enterprise accelerated the growth of domestic industries and opened India to
global competition. Management education and corporate practices began to align more with global norms,
encouraging innovation, strategic planning, and performance measurement.

The rise of Indian corporate giants and the spread of management institutions (IIMs, ISB, XLRI, etc.)
provided a foundation for modern management thought focused on strategy, innovation, and competitive advantage.
2. Impact of Digital India and Financial Inclusion Policies

Programs like Digital India, Aadhaar for identity authentication, and UPI for digital payments reduced friction
in commerce transactions. UPI, launched in 2016, revolutionized digital payments, making India a leader in real-time
mobile banking and payments. Small merchants quickly adopted QR code payments, expanding digital commerce to
neighborhoods and rural regions.

In October 2025, HDFC Bank introduced India’s first instant digital storefront using QR codes, enabling small
merchants to quickly create digital business profiles and accept payments, bridging the gap between traditional kiosk
commerce and online presence.

Innovative Practices in Modern Indian Commerce
e Digital and E-Commerce Platforms

India’s e-commerce sector has grown explosively, driven by mobile internet penetration and affordable
smartphones. Platforms like Flipkart, Amazon India, and BigBasket pioneered digital retail, with agility in logistics and
curated product offerings. However, Indian startups innovated unique models suited to domestic markets:

Meesho: A social commerce platform leveraging peer networks (WhatsApp, Facebook) for selling goods —
particularly in Tier-2 and Tier-3 cities — has become one of the fastest-growing e-commerce models in India. By 2025,
Meesho served approximately 190 million users with a GMV in billions, exemplifying deep market penetration and
innovative customer acquisition strategies.

Shopsy: Launched by Flipkart in 2021 as a zero-commission marketplace, Shopsy enabled sellers and consumers in
vernacular languages, promoting inclusive participation in digital commerce. By late 2022, it reported significant user
growth and adoption in Tier-2 Indian cities.

These platforms demonstrate how innovation in India’s digital commerce often involves social, linguistic, and
community-based engagement rather than just technology adoption.

e  Quick Commerce and Hyper-Local Fulfillment

Quick commerce (or g-commerce) refers to ultra-fast delivery models (often 10-30 minutes) in metro and
urban sprawls. India’s quick commerce sector has grown rapidly, accounting for significant e-grocery orders.

In 2024, quick commerce was responsible for over two-thirds of India’s e-grocery orders, with a market size
of $6-7 billion, driven by platforms like Blinkit (Zomato), Flipkart Minutes, and Amazon Tez. Despite challenges of
profitability, this sector is projected to grow strongly through 2030.

Recent developments include companies refining their delivery branding after regulatory scrutiny over rider
safety and compensation. For example, Flipkart, Swiggy, and Zepto dropped “10-minute delivery” branding in early
2026 after government directives, even as rapid delivery continues operationally.
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Q-commerce innovations illustrate how logistics pairing with dense urban demand and predictive analytics are
reshaping commerce.

e Rural Commerce and Digital Inclusion Initiatives

In rural India, digital commerce has historically lagged due to infrastructure challenges and digital literacy gaps. Yet
innovative programs are enabling rural producers and suppliers to participate in modern commerce.

e-Choupal, an initiative by ITC Limited, connects farmers directly to markets via internet kiosks, improving
price discovery and reducing middlemen. Over 6,100 e-Choupals operate in 35,000 villages, empowering millions of
farmers with real-time market and weather information. Recent expansions (e-Choupal 4.0) include crop monitoring
and digital marketplaces.

Similarly, eSamudaay, a digital commons ecommerce model, supports micro-entrepreneurs with “business in a
box” tools for cataloging, order management, and logistics, championing community-owned commerce ecosystems that
align with broader initiatives like ONDC (Open Network for Digital Commerce).

These examples demonstrate how digital innovation is tailored for inclusive commerce that bridges urban and rural
economic participation.

Integrating Technology in Retail Management
Indian retailers are adopting advanced technologies to enhance customer experience. Research on information
technology practices in India’s retail industry highlights how digital adoption — including ERP systems, omnichannel
interfaces, and analytics — supports business functionality, usefulness, and competitive advantage.
Examples include:
e Al Chatbots and Automated Support — enhancing customer engagement and support.
e Personalized Recommendations — using data analytics to tailor offers and promotions.
e Voice Commerce and Vernacular Interfaces — addressing linguistic diversity across India.
Technology is thus central to Indian retail competitiveness and operational scalability.

Innovative Management Practices in Indian Businesses
e Frugal Innovation: Jugaad

India’s unique management philosophy often embraces jugaad — a creative, low-cost problem-solving
approach that maximizes limited resources to deliver practical solutions. Jugaad is increasingly recognized as a global
model for frugal innovation, emphasizing resourcefulness, flexibility, and improvisation in business problem-solving.
Many Indian startups exhibit this ethos by launching lean MVPs (minimum viable products) and rapidly iterating based
on market feedback.

e Agile and Data-Driven Decision Making

Forward-looking Indian organizations increasingly adopt agile and data-driven management practices. This
includes frequent testing of marketing campaigns, performance dashboards for real-time monitoring, and data science
teams to optimize customer funnels.

For example, predictive buying models in B2B e-commerce — such as those explored in machine learning
research — have enhanced order forecasting and customer lifetime value prediction, improving competitiveness in
platforms like Udaan.

e MSME Innovation and Digital Modernization

Micro, small, and medium enterprises (MSMEs) form the backbone of the Indian economy, contributing
significantly to GDP and employment. Innovation in MSME operations — often facilitated by Indian startups — blends
traditional craftsmanship with modern efficiency and distribution channels. For instance, digital marketing, online
storefronts, and supply chain tools help MSMEs expand beyond local markets. Reports indicate over 6.33 crore
MSME:s contribute nearly 30% to India’s GDP, showing the magnitude of this segment’s impact.

Recent Examples and Statistical Highlights (2020-2026)

Quick Commerce Growth

e Quick commerce accounted for two-thirds of e-grocery orders in India in 2024, capturing $6-7 billion and
expected to grow 40% annually through 2030.

e Quick commerce now comprises about 20% of India’s ecommerce sector, expanding at ~50% growth annually
according to industry statements.

Digital Payments and Merchant Adoption
e HDFC Bank’s QR digital storefront initiative — introduced in 2025 — empowers retailers with online presence
and digital payments in one step.

E-Commerce Platform Scale

e Meesho’s user base has grown into the hundreds of millions by 2025, indicating the scale and acceptance of social
commerce models in India.

e Shopsy reported rapid user growth and significant engagement in India’s mid-tier cities post-launch in 2021.
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Rural Digital Commerce
e e-Choupal’s network impacts millions of farmers across 10 states with real-time information and market linkages.
e eSamudaay supports thousands of micro-entrepreneurs using open-source ecommerce tools.

Challenges and Strategic Considerations

Despite significant innovation, India’s commerce and management ecosystems face key challenges:
Profitability in Quick Commerce: Rapid delivery models face tight economics and sustainability pressures.
Digital Divide: Rural areas still struggle with infrastructure, digital literacy, and trust barriers.
Data Security and Privacy: With digital expansion, concerns around data protection and compliance intensify.
Skill Gaps: Management needs professionals skilled in analytics, Al, and strategic decision-making.

Addressing these challenges requires coordinated policy efforts, continuing investments in infrastructure, and
inclusive education programs.

Conclusion

India’s innovative practices in commerce and management reflect a dynamic interplay between historical
traditions and modern technological advancements. From ancient market systems that emphasized ethical trade and
community engagement, India has transitioned to a multifaceted modern commerce ecosystem driven by digital
platforms, data analytics, agile management, and inclusive digital initiatives. E-commerce innovations like Meesho and
Shopsy, rural digital inclusion via e-Choupal and eSamudaay, and emerging quick commerce trends demonstrate how
India’s business landscape is adapting to changing consumer expectations. Management practices such as frugal
innovation (jugaad), data-driven strategies, and MSME modernization provide further depth to India’s evolving
competitive advantage in global commerce.

As India continues to innovate in both technology and managerial approaches, a balanced focus on
sustainability, digital literacy, and equitable access will be crucial to securing long-term growth and inclusive
prosperity.
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Abstract

This research paper explores the complex aspects of financial inclusion in women
empowerment in North Karnataka, India. In spite of the fact that national financial access programs
have grown in significant proportions, their real effects on empowering women regionally have not
been fully investigated. The paper examines the economic, social, and psychological aspects of
women empowerment due to a myriad of financial inclusion programs, such as government programs,
microfinance programs, and self-help groups. The study employs a mixed-method approach to
combine both qualitative and quantitative data in measuring the impact of financial inclusion on the
empowerment of women in various areas of North Karnataka. The results show that although
financial inclusion efforts have had a tremendous impact of positive results, their effects are not
equally distributed because of the persistent issues of accessibility of financial services, financial
literacy, and the existence of socio-cultural barriers. The paper draws a conclusion and presents
recommendations that are policy-oriented focused on reinforcing the current financial inclusion
initiatives and providing a sustainable and inclusive female empowerment opportunity in North
Karnataka.
Keywords: Financial Inclusion, Women's Empowerment, Economic Independence, Women-Led
Businesses

Introduction

The formal financial service access and usage opportunities which provide equal
opportunities to all is known as financial inclusion and serves as a fundamental force to
empower women. The challenge of financial inclusion stands high in North Karnataka because
socio-economic differences block women from accessing economic resources. The PMIDY
national program promotes financial inclusion and it should be researched how effectively it
helps women to be empowered in territories such as North Karnataka. The available research
demonstrates an established connection between women who access finances and achieve better
economic results, which lead to greater household and personal income generation while
increasing asset ownership through improved decision-making powers (Arshad, 2023;
Kazemikhasragh et al., 2022, pp. 770-781; Mahat, 2024). Several obstacles prevent women
from attaining economic autonomy, including exclusive credit opportunities and insufficient
financial training, as well as established traditional gender roles which limit their financial
autonomy (Mabhat, 2024; Onukogu, 2021; Pavithra. V & Siddig, 2024). V & Siddiq, 2024).

The studies examine the impact of various financial inclusion programs on female
empowerment in North Karnataka. North Karnataka women living under the Fazalath (2020),
Hondappannavar (2025), Kadirvel et al. (2017) and W (2024) financial inclusion strategies of
government programs, microfinance institutions (MFIs), and self-help groups is
comprehensively assessed in terms of its benefits. The research will study financial inclusion
literature together with women's empowerment studies in India and comparable settings with
specific attention to the socio-economic features of North Karnataka. The research adopts a dual
methodology to analyse quantitative and qualitative information, which will lead to detailed
insights about the financial inclusion - empowerment relations within this particular geographic
area.
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Findings from this study will create an in-depth understanding of financial inclusion strategies to enable better
development of targeted interventions which increase women's capabilities and overall empowerment in North
Karnataka.

Review of Literature:

e The basis to be achieved is through the research of financial inclusion and empowerment of women based on
various theory alignments. Mahat (2024) argues that women have greater options with the use of financial
inclusion, which is made possible through capabilities approach. The social capital theory shows how Self-Help
Groups (SHGs) in North Karnataka leverage networks in getting access to resources (Rampure 2011 and Rupa
2017 and Shetty et al. 2015). The intersectionality theoretical approach proves that gender, along with caste and
class, is the foundation, which defines the financial accessibility (Sinha and Nayak, 2024).

e The studies of financial inclusion in rural Karnataka show that Pradhan Mantri Jan Dhan Yojana (PMJDY) had a
contradictory impact on the empowerment of women in rural areas due to numerous positive and negative
consequences associated with financial access (Divya U & Ningambika, 2024; Singh and Naik, 2018).

e The area of study on financial inclusion among women coupled with empowerment is supported by various
theoretical explanations. In the capabilities approach, according to Mahat (2024), women can have increased
options through financial inclusion. The social capital theory illustrates the usage of networks in North Karnataka
to help the Self-Help Groups (SHGSs) gain access to resources (Rampure 2011 and Rupa 2017 and Shetty et al.
2015). The intersectionality theoretical approach shows that gender along with caste and class constitutes the
foundation on which financial access is based (Sinha and Nayak, 2024).

e Financial inclusion studies have shown that the Pradhan Mantri Jan Dhan Yojana (PMJDY) had both beneficial
and negative outcomes in terms of empowering the rural Karnataka women due to the contradictory results of its
implementation (Divya U & Ningambika, 2024; Singh and Naik, 2018).

e The current Microfinance Institutions (MFIs) and SHGs are very critical in enhancing access by women to credit
and their economic growth (Borthakur & Boruah, 2023; Rampure, 2011; Ranjan and Sinha, 2018). Nonetheless,
there are studies that indicate that they persist (Ranganathan et al., 2019). Research in the North Karnataka brings
to the fore the role of SHG in empowerment with limitations that extend beyond economic benefits (Shetty et al.,
2015; W, 2024).

e As per the capabilities approach, the ability of women to become financially included allows them to increase their
range of options (Mahat, 2024). According to Rampure (2011), Shetty et al. (2015) and other professionals, the
access to resources is made possible by social capital theory networks with a special focus on SHGs. There are
various factors that affect financial access like gender combined with caste and class as studied by Sinha and
Nayak (2024).

e The PMJDY government project has increased the coverage of finances but it has had a dual impact on the
empowerment of women because the user remains unresponsive to the usage of the account and financial reliance
(Divya U & Ningambika, 2024; Singh and Naik, 2018).

e Microfinance institutions, as well as Self-Help Groups, offer more convenient access to credit and an improved
economic opportunity and face the issue with social resistance, lack of financial skills and significant debt liability
according to Borthakur and Boruah (2023) and Shetty et al. (2015; Ranganathan et al., 2019).

e The digital divide that includes the literacy rates and access to Internet along with cultural obstacles denies
individuals the use of mobile banking technologies and other fintech options (G & Bhojanna, 2023; Pereira, 2023).

Research Gap: Although the role of financial inclusion and female empowerment has been widely studied, the
literature effectively stays on the theoretical or program-focused level and provides inconsistent results of programs,
including PMJDY, MFlIs, and SHGs. Regarding North Karnataka, the economic aspects of empowerment are the most
examined issues, whereas the social and psychological ones and the overlap of the impacts of gender, caste, class, and
digital exclusion are overlooked. Additionally, scarce empirical data combines the conventional financial inclusion
processes with new digital financial offerings at the regional scale. Therefore, a gap to carry out a holistic, region-
specific, mixed-method research to assess the overall sustainable effect of financial inclusion on the empowerment of
women in North Karnataka is clear.

Scope of the Study

A North Karnataka study of the empowerment of women in financial inclusion focuses on the social programs
(PMJDY) and private Microfinance Institutions (MFIs) and Self-Help Groups (SHGs) as defined by Sinha and Nayak
(2024) and Shetty et al. (2015). The study chooses both approaches to explore the financial accessibility, level of
literacy and cultural barriers that fail to allow women to enter the economy (Borthakur and Boruah, 2023; Robert,
2024). Scholars have chosen women living in rural and semi-urban areas since they are both victims of digital illiteracy
and limited credit access and traditional gender-based social norms (Rampure, 2011; Rupa, 2017).
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Significance of the Study

Women economic self-reliance is based on financial inclusion that will allow them to accumulate savings and
acquire credit and acquire increased decision-making power (Pereira 2023). According to Singh and Naik (2018), the
obstacles to making the initiatives successful are regional limitations. The analyzed studies reveal policy flaws and the
perception of literacy needs and institutional constraints and propose policies that can support financial inclusion
policies (Gunther, 2017; Divya U & Ningambika, 2024). The findings of the research will empower policy makers as
well as other financial institutions and non-governmental organizations to develop gender based financial solutions that
will effectively facilitate sustainable women empowerment efforts in the state of North Karnataka (Shetty et al., 2015).

Objectives of the Study
e Analyse the effects of financial inclusion on women’s economic, social or psychological wellbeing in North
Karnataka.

e Assessing the ability of financial inclusion programs to increase women’s economic independence and power of
decision making.

e Understand the challenges of financial literacy, socio-cultural obstacles, etc., in the path of financial inclusion.

e Examine the function of digital financial services in empowering and enhancing women’s entrepreneurship.

e Recommend policies that should be undertaken to enhance the strategies of women’s financial inclusion towards
sustainable women’s empowerment.

Research Methodology:

The current research uses a mixed-method research design because it aims at examining the effects of financial
inclusion on the empowerment of women in North Karnataka in a holistic manner. This will allow the combination of
quantitative and qualitative data to define the many-dimensional nature of empowerment.

The research adheres to the values of descriptive and analytical research design because it addresses major
financial inclusion initiatives like the Pradhan Mantri Jan Dhan Yojana (PMJDY), Microfinance Institutions (MFIs),
and Self-Help Groups (SHGs). They examine these mechanisms in a bid to evaluate their efficiency in empowering
women economically, socially and psychologically.

An 300-woman survey was used as the primary data collection method because structured surveys were
completed with 300 women beneficiaries, and in-depth interviews with members of SHGs and bank officials were
conducted. Secondary data was used to supplement this and was obtained in the form of government reports, research
articles, and documented case studies, on the topic of financial inclusion.

Purposive sampling method was used to ensure that there was enough representation of the rural as well as semi-urban
respondents of North Karnataka that would include the regional differences in the result of access and empowerment of
financial access.=

To analyse the data, quantitative data were analyzed with the help of the relevant statistical tools to estimate
the effect of the financial inclusion programs, and the qualitative data were analysed through thematic analysis to reveal
the main trends, perceptions and issues connected with the empowerment of women.

Data Analysis, Testing, and Discussion of Results
1. Descriptive Statistics: Overview of Financial Inclusion and Empowerment

Variable Mean (%) | Standard Deviation | Observations (N)
Access to Bank Accounts 82.5 114 300
SHG Membership 67.3 14.8 300
Access to Microfinance 60.4 17.2 300
Financial Literacy (1-5 scale) 3.8 0.9 300
Digital Access (1-5 scale) 3.1 1.1 300
Economic Independence (1-5) 3.6 1.0 300
Decision-Making Power (1-5) 34 1.2 300
Social Mobility (1-5) 3.2 1.3 300

Findings:

Banks reach 82.5% women vs microfinance at 60.4% average utilization shows gaps. The financial literacy is
moderate (3.8/5), and the digital access one is very low (3.1/5), which is a barrier to fintech adoption. As financial
inclusion does not automatically lead to empowerment, economic independence, decision-making power, and social
mobility are moderate.
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2. Chi-Square Test: Association between Financial Inclusion and Women's Empowerment
Hypothesis Chi-Square Value (%) | p-Value Result
Financial Inclusion (Bank Account Access) vs Economic Significant
9.42 0.002 : .
Independence Relationship

Interpretation:
The p-value (0.002 < 0.05) shows a significant association between bank account access and economic
independence. However, access to an account doesn’t necessarily imply usage of it, let alone financial literacy.

3. Pearson Correlation: Financial Inclusion vs Empowerment Indicators

Variables Economic Independence | Decision-Making Power | Social Mobility
Access to Bank Accounts 0.41 0.38 0.29
SHG Membership 0.36 0.33 0.27
Access to Microfinance 0.45 0.42 0.31
Financial Literacy 0.51 0.46 0.39
Digital Financial Access 0.37 0.34 0.32

Interpretation:

The strongest correlation with the state of economic independence is microfinance access (0.45) and financial
literacy (0.51). There is a weaker impact of digital financial access, suggesting that women in North Karnataka are still
faced with technological barriers. Improving only the economic stability does not lead to empowerment in any other
aspect, including social, as the correlation does not rise.

4. Logistic Regression: Predicting Economic Independence

Independent Variables | Coefficient () | p-Value Impact
Bank Account Access 0.38 0.012 Significant
SHG Membership 0.29 0.045 Significant
Microfinance Access 0.52 0.003 Highly Significant
Financial Literacy 0.58 0.001 Highly Significant
Digital Financial Access 0.27 0.067 Not Significant

Interpretation:
e Economic independence is best predicted by microfinance access and financial literacy.
e However, bank account access and SHG membership also contribute, but in the current scenario, digital financial
access does not matter much.
5. ANOVA Test: Variance in Economic Independence Across Different Financial Inclusion Factors
Test F-Statistic | p-Value Result
Economic Independence across Financial Inclusion Groups 5.21 0.014 Significant Difference

Interpretation:

e Statistically significance p-value (< 0.05) showed that there may be a variance in economic independence by
financial inclusion groups.

e Women with higher financial literacy and microfinance access show greater economic empowerment.

1. Discussion and Results

1. Financial Inclusion is Positive for Women’s Power:

It is found that women’s economic independence is contributing to Bank account access, Microfinance

participation, and SHG membership.

Financial literacy is the most critical role, however, its correlation with regression analysis (0.51) was also

significant (p = 0.001).

2. Digital Fintech has not been applied to banking solutions in full.

Digital financial access has a weaker impact, suggesting barriers in the adoption of fin-techs, mobile banking and

internet accessibility.

That, therefore, calls me to suggest that policy efforts should concentrate on the types of digital literacy and mobile

banking awareness.
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3. Microfinance and SHGs Provide Economic Benefits but Not Full Empowerment:
e However, microfinance increases financial access, but some women continue to depend on male family members
for financial decisions.
e However, SHGs only contribute to empowerment, and their contribution to growth, and in general, is limited.
4. Challenges in Financial Inclusion Persist:

o Despite limited decision-making abilities and financial illiteracy, women remain under regulatory restrictions in
the form of and continue to be limited by socio-cultural barriers to the full realization of their financial inclusion.

e The PMJDY has to be complimented with awareness campaigns and literacy programs.

2. Policy Recommendations

1. Government and NGOs should design region-specific financial literacy programs aimed at educating the women
on banking, credit and investments (Mahat, 2024).

2. Close the digital divide: The amount of money that is provided for the coaching of mobile banking and smartphone
accessibility should be increased (Robert, 2024).

3. The USP of microfinance institutions is to offer low-interest loans and business mentorship as well as financial
management training to strengthen Microfinance and SHGs (Borthakur & Boruah, 2023).

4. Regional Socio-Cultural Barriers and Economic Constraint: Financial inclusion policies require consideration of
regional socio-cultural barriers along with economic constraints (Singh & Naik, 2018).

Conclusion

The importance of financial inclusion in the empowerment of women is critical, as discussed in the current
study about North Karnataka. Whereas financial access has been improved through government efforts, microfinance
institutions (MFIs), and self-help groups (SHGs), based practices, and long-term socio-economic forces have persisted
in controlling the asymmetrical access to financial independence and power to exercise decision-making capacities
(Sinha & Nayak, 2024). In my examination, financial literacy and microfinance access, as opposed to bank account
access, are the most powerful predictors of economic empowerment (Divya and Ningambika, 2024).

Besides this, this study also demonstrates that digital financial inclusion has a minimal contribution to women
in North Karnataka because they cannot embrace mobile banking and access to fintech (Pereira, 2023). Although SHGs
provide the women with a chance to be economically involved in the process, socio-cultural norms put a restraint on
the general women empowerment (Shetty et al., 2015).

Both the ANOVA and regression analysis outcome are used to define the significant variance in economic
independence caused by the factors of financial inclusion as it becomes critical to have the integrated financial literacy
programs, the target policy interventions, and the enhanced access to digital financial services (Gunther, 2017
Ranganathan et al., 2019).

This study in North Karnataka highlights the fact that it is not just a financial inclusion that can enable women
but education, access to digital technology and policy changes that will help sustain and inclusiveness of growth among
women.
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Abstract

The nature of the workforce is changing globally, and the remarkable change post-COVID-
19; however, work-from-home is not a new concept. post-COVID-19 most of the organizations,
predominantly IT companies and banking & Finance Companies, made it mandatory to work from
home for their employees, and it became a more popular mode of working. The popularity of working
from home is gradually surging among organizations and many companies are thinking of adopting
working from home on a Hybrid and Permanent basis. The benefits for the organizations are that it
reduces overall costs and increases profitability. The favourable benefits to the employees are an
increase in productivity and a balanced work-life. However, there are a few unfavourable elements
like internet connectivity, distractions while working, and isolation, causing stress levels and hurdles
in supervision by the managers and supervisors. This paper's prime objective is to compare the
perceptions of IT employees about work from home mode of working. The data was collected from
both primary and secondary data. The primary data was collected through a structured
questionnaire, and the secondary data was collected through various articles and journals.
Keywords: Work from Home (WFH), Work-Life Balance (WLB), Employees, Satisfaction, Stress

Introduction

Work from Home, which is also known as remote working and abbreviated as
WFH. Working from Home simply means working from home or working from different
places other than the workplace. Work from Home existed for ages back. However, the
recent COVID-19 Lockdown period made the work-from-home option very popular. In the
olden days, artisans and craftsmen used to do work from home only. Working from home
provides several benefits such as flexibility in working hours, reduction in travelling, cost
reduction and improve work life balance. However, there are several challenges, such as
social isolation, long working hours, and work-family conflicts. Therefore, it is essential to
understand the perception of IT employees towards work from home for the organisation to
frame effective policies that lead to employee productivity and well-being.

Objectives of The Study

To analyse the perception of IT employees towards Work from Home
To know the productivity while working from home

To know the impact of working from Home on Work-Life Balance

To understand the preference of IT employees towards Work from Home

Literature Review

Haritha, K., & Reddy, C. N. (2022), The study reveals that Work-life balance plays a
significant role in Management. It is difficult for IT employees to maintain a work-life
balance because they are often pressured at work. Hence, the authors suggest that
employees should be involved in framing policies.

(PEO

Quick Response Code:

EE

OfEades
Website:
https://jrdrvb.org/

DOI:
10.5281/zen0do.18707275
™

Creative Commons (CC BY-NC-SA 4.0)

This is an open access journal, and articles are distributed under the terms of the Creative Commons
Attribution-NonCommercial-ShareAlike 4.0 International Public License, which allows others to
remix, tweak, and build upon the work noncommercially, as long as appropriate credit is given and
the new creations ae licensed under the idential terms.

Address for correspondence:

Ravi Dandagi, Research Scholar, PG Department of Studies and Research in Commerce, Rani
Channamma University, Belagavi, Karnataka, India
How to cite this article:

Dandagi, R., & Tamhankar, H. N. (2026). Perception of IT employees towards Work from Home.
Journal of Research and Development, 18(2(1X)), 17-19. https://doi.org/10.5281/zen0do.18707275

17



of Research and Develapment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

Also, they mentioned that working from home aids more autonomy in their jobs, which also helps in an
increase in productivity; however, even their chance decrease in control due to a lack of supervision.
Tunk, N., & Kumar, A. A. (2022), The research paper is about future possibilities of working from Home post-
COVID-19. The study revealed that most employees are ready to work from home if an option is provided by
employers because they have a good workstation at home. Authors mentioned social isolation is a big drawback of
working from Home and Managers need to reframe policies for a better work-life balance of employees. There is a
scope to study the future impact of work from home and isolation on physical and mental well-being.
Seethalakshmi, S. & Shymala, K. (2021). The research article emphasized on perception of IT employees towards
working from Home and their satisfaction level. The study surprisingly revealed that most of the young employees
show keen interest in working from home compared to married employees. The authors concluded the study by
mentioning 100% mode of Working from Home will take a longer time, and flexible working or hybrid options are the
best in the current scenario.
Reddy, K. H., & Prakash, L. (2024). This article is about the link between Work from Home, Work Motivation, and
employee engagement. Study reveals that working from Home certainly influences productivity. The authors
mentioned here that IT organisations can shape interventions and policies to help the working-from-home employees,
which will help in motivating and engaging the employees in the organisation. Also, states that employees should have
both intrinsic and extrinsic motivation, which will help the growth of the organisation.

Research Methodology

Data was collected from both the primary and secondary sources. Primary data was collected through a
structured online questionnaire, and secondary data was collected through various books, journals, and websites.
Convenience Sampling used for the research, and the Composite Mean Score tool was used for analysis

Data Analysis & Interpretation

Data Analysis
Composite Mean Score (CMS) Table
SA A N D sD Total CMS |Interpretation
1|Productivity 16 26 5 3 0 50 4.1 High
2|Distraction 8 11 19 9 3 50 3.24 Moderate
3|Isolation/loneliness 13 3 0 13 21 50 248 Moderate
4|Stress Reduction 17 17 9 7 0 50 388 High
5[Flexible Working Hours 27 18 2 2 1 50 4.36 Very High
6| Waork life balance 24 16 3 7 1] 50 4.14 High
7[Quality time with Family & Friends 12 30 2 5 0 50 4.02 High
8|Cope withTechnical issnes 12 24 8 4 2 50 3.8 High
9|Equal opportunities for Men & Women 11 20 15 4 0 50 376 High
10|Ready work from home or Hybrid Mode 14 34 0 0 2 50 4.16 High
37.94 High
Overall CMS (OCMS)| 3.79 High
Table:1
SA = Stromgly Agree, A = Agree, N = Nentral, D = Disagree, 5D = Strongly Disagree
Mean Range Level: 1.00 — 180 (Very Low), 1.51 — 2.60 (Low), 2.61 — 3.40 (Moderate),3.41 — 4.20 (High), 4.21 — 5.00 (Very High)
F=Frequency
Formula's: CMS = fm,.‘ ? W=Weight (scale value like 1-5)
N=Total number of respondents
OCMS — . 2 CMS
Number of statements

Interpretation

Most of the respondents opined that working from Home improves productivity (CMS 4.1), indicating positive
acceptance of remote working, as it reduces commuting time and allows employees to work more dedicatedly without
the pressure to start and leave early.
About distraction, respondents have a moderate opinion (CMS3.24). Most of them feel that while working,
disturbances may occur due to street vendors, neighbours, family members and guest visit to the home.
Most of the respondents feel isolated at home and feel loneliness (CMS 2.48), as they will have no direct interaction
with their colleagues, supervisors, and continuously working at home may lead to boredom.
Respondents have given a positive response (3.88) on reduction in stress while working from home. As they are free
from long-distance commutation and traffic, etc. and work calmly at home with a flexible schedule.
Strongest positive response given by respondents on Flexible Working Hours (CMS 4.36), since employees work from
home, they can schedule work as per their own or the client's convenience.
Positive response on work-life balance (4.14) by respondents, since employees are working from home, they will be
spending time with family members and giving time for yoga, meditation or physical activities, which leads to good
well-being.
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The majority of the respondents (CMS 4.02) agreed that due to working from home, they can spend quality
time with their friends and family, and save time from commuting and flexible working schedules.
With respect to coping with technical issues by Employees, surprisingly, most of the employees mentioned that they
can resolve the technical issues (CMS 3.8). However, many employees are dependent on technical engineers, especially
non-1T background employees, for examples employees from the Finance & Accounts Department.
Perception towards equal opportunities for Men & Women, the majority agreed that the organisations have given equal
opportunities for their employees irrespective of gender (CMS 3.76).

Lastly, the respondents mentioned that they are ready to work from home or hybrid mode in future as well
(CMS 4.16).
The overall composite mean score of 3.79 shows that IT employees have a highly optimistic perception towards Work
from Home.

Key Findings & Suggestions

As per the study, Work from Home is positively accepted by the IT employees, and Flexible Hours is the most
influential factor. Stress levels are significantly reduced, and the Work from Home option has positively impacted
productivity and Work Life Balance. However, Major challenges are distractions at home and feeling isolated at home.
To boost the practice of work from home among IT employees, Organizations has to provide better amenities like a
good internet connection, arrangement of ergonomic equipment like a chair, desk, Laptop etc which will help in
reducing physical strain. Offline and Online meeting with employees or a hybrid mode of working may minimise the
feeling of isolation or loneliness. And also, the employers should frame better HRM policies with respect to Work from
Home & Work Life Balance.

Limitations of the Study

Sample size issues restricted to 50 IT employees
Convenience sampling was used for the study
Time constraints

Conclusion

The study reveals that IT employees hold a predominantly positive perception towards Work from Home. The
findings show that productivity, flexible working hours, better work-life balance, and reduced stress levels are the
major benefits. While challenges such as isolation and distractions exist, the overall productivity levels and preference
towards working from home remain high. Hence, Work from Home can be considered a sustainable and effective work
model for the IT sector.
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Abstract

JRD -2026-180205 Green Human Resource Management (GHRM) has emerged as a vital approach for
organizations aiming to integrate sustainability into their core operations. By embedding eco-friendly
practices within recruitment, training, performance management, and employee engagement, Green
Human Resource Management not only reduces environmental impact but also enhances employee
commitment, innovation, and organizational reputation. [2] This article examines the concept and
scope of Green Human Resource Management, supported by scholarly insights and practical
Issue 2(1X)  frameworks, while also highlighting existing research gaps around long-term implementation and
industry-specific challenges. To illustrate its application, the study explores the practices of Zomato
(Eternal Limited) and Swiggy, two leading Indian food-tech companies. Zomato advances
February 2026  Sustainability through initiatives such as electric vehicle adoption, cutlery reduction, food rescue
programs, and inclusive Human Resource policies. Swiggy emphasizes large-scale skilling,
renewable energy adoption, partner welfare, and empowering women-led businesses. Although
neither company formally labels its initiatives as “Green Human Resource Management,” both
clearly demonstrate its principles in practice. [3] The analysis concludes that Green Human
Resource Management acts as a bridge between human resource policies and corporate
sustainability, making it a strategic necessity for companies seeking responsible growth and long-
term competitiveness in a rapidly changing global business environment.
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Introduction

An essential part of current business strategies for sustainability is motivated by the
pressing need to address shortages of resources, climate change, and environmental damage.
Given this, incorporating environmental sustainability into human resource operations is made
possible through the use of Green HRM, or Green Human Resource Management.[4] In order to
promote an environmentally conscious culture inside businesses, green human resource
management refers to the implementation of eco-friendly policies and practices.

Green performance management, green hiring, green training and development, and
employee participation in sustainability projects are just a few of the initiatives that fall under
the general heading of green human resource management. Employee motivation, creativity, and
brand reputation are all improved by these measures, which also help businesses reduce their
environmental impact. By integrating sustainability into the fundamentals of Human Resource
operations, Green Human Resource Management acts as a link between business aims and
global sustainability goals.[8]
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In-depth discussion of the advantages, difficulties, and best practices of implementing green human resources
management is provided in this article. It aims to offer a thorough framework for companies looking to match
sustainable development objectives with their approach to human resources in order to contribute to a more sustainable
and green future.

Meaning of Green Human Resource Management

Green Human Resource Management (GHRM) is the integration of environmental sustainability into HR
policies and practices. It encourages eco-friendly behaviours among employees through green recruitment, training,
performance management, and rewards, helping organizations reduce their environmental impact while achieving
business goals.

Definition of Green Human Resource Management

1. According to Renwick, Redman, and Maguire, “Green HRM refers to HRM activities that enhance positive
environmental outcomes and help organizations to achieve greater environmental sustainability.”

2. Ahmad (1) defines Green HRM as “the integration of environmental management into human resource
management practices, with the aim of promoting sustainable use of resources and fostering environmental
responsibility among employees.”

3. Arulrajah, Opatha, and Nawaratne, describe Green HRM as “policies, practices, and systems that make
employees of the organization green for the benefit of the individual, society, natural environment, and the
business.

Review of Literature

Encourages employee
resource conservation, waste
management, and eco-
friendly activities.

Highlights GHRM as
balancing financial, social,
and environmental
responsibilities.

Examines GHRM
practices, methods, and
difficulties.

Comprehensive GHRM

Research Gaps

Impact of GHRM on
employees' pro-
environmental actions.

increases employee
engagement, satisfaction,
and sustainable behavior.

Emphasizes role of green
rewards and recognition in
motivating employees.

Review of GHRM
techniques across HR
functions.

Identifies green practices in
12 HR functions including
job design, training,
rewards, etc.

Provides a broader
understanding of GHRM’s
contribution to corporate
environmental performance.

Defines Green HRM as
intentional integration of
sustainability into HR
policies.

Focus on green hiring,
training, and engagement to
align HR with sustainability
goals.

Shows importance of linking
HR initiatives with corporate
environmental objectives.

The research under review emphasize how important green human resource management is becoming for

coordinating organizational procedures with environmental sustainability goals. Many research gaps currently remain.
underline how crucial GHRM techniques are for lowering carbon footprints, but little is known about how beneficial
they are over the long run in many industries. Ahmad's thorough analysis also emphasizes green hiring and awards, but
it doesn't go into detail on the way these efforts affect company culture or diverse workforce demographics.
Additionally, describe green practices for each of the 12 HRM functions, but observe that there are few studies
examining how these activities might be integrated systemically or in smaller businesses. There is a knowledge vacuum
on how an integrated and interdisciplinary GHRM approach might address issues and enhance overall company
environmental performance because the majority of the research that is currently available concentrates on particular
HRM activities.

Research Objectives

1. To determine the most effective manner to implement Green HRM in sustainable companies.
2. To provide a workable framework for implementing green human resource management.

3. Toinvestigate the barriers and opportunities of implementing Green HRM in various sectors.
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Research Methodology

The present paper is descriptive in nature. The data for the research is entirely collected from secondary
sources thesis, research papers, articles, etc., and also referenced related Human Resource Management Books by
reputed authors.

Conceptual Framework

The conceptual framework for the sustainability of Green HRM integrates various components that
interconnect human resource practices, organizational outcomes, and environmental sustainability goals. The
framework can be outlined as follows:

1. Core Components of Green Human Resource Management

o Green Recruitment and Selection: Ensuring environmentally-conscious hiring by prioritizing candidates with
sustainability awareness.

o Green Training and Development: Providing education and skills enhancement for employees to adopt eco-
friendly practices.

o Green Performance Management: Evaluating and rewarding employee contributions to sustainability objectives.

o Green Employee Engagement: Involving employees in recycling programs, energy conservation, and community
sustainability projects.

2. Key Drivers of Green Human Resource Management

o Organizational Commitment: Leadership's dedication to sustainability and embedding green values into the
company culture.

o Regulatory Pressures: Compliance with environmental laws and standards.

o Stakeholder Expectations: Aligning practices with the demands of customers, investors, and society.

3. Impact on Organizational Outcomes

o Environmental Performance: Reduction in waste, energy consumption, and carbon footprint.

o Employee Outcomes: Increased job satisfaction, loyalty, and productivity.

o Market Benefits: Enhanced brand reputation, competitive advantage, and customer loyalty.

4. Challenges and Moderating Factors

o Resource Constraints: Availability of financial and technological resources.

o Cultural and Regional Differences: Adaptability of Green Human Resource Management practices to diverse

work environments.

o Resistance to Change: Addressing employee and managerial apprehensions toward adopting green initiatives.

The implementation of Green Human Resource Management (GHRM) in sustainable companies requires
identifying effective methods, developing a practical framework, and addressing barriers while leveraging opportunities
across sectors. First, the effectiveness of GHRM lies in embedding sustainability into core HR functions such as
recruitment, training, performance management, and rewards, ensuring that environmental values are not treated as
add-ons but as part of daily organizational life. Second, creating a workable framework involves structuring policies
and practices like green hiring, eco-focused training, performance evaluation, and incentive systems so that they can be
consistently applied across industries, aligning employee behaviour with broader sustainability goals. Finally,
successful adoption depends on recognizing the barriers, such as high implementation costs, lack of expertise, and
resistance to change, while also capitalizing on opportunities like government incentives, customer demand for eco-
friendly products, and growing global pressure for corporate sustainability. Together, these objectives provide a
comprehensive pathway for organizations to integrate environmental responsibility into HR practices, making
sustainability both actionable and measurable. This framework provides a structured approach to understanding how
Green Human Resource Management practices influence sustainability within organizations and identifies the critical
factors for successful implementation.[7]

Green Human Resource Management (GHRM) in Zomato and Swiggy refers to integrating sustainability,
environmental awareness, and eco-friendly practices into HR policies, workforce management, and organizational
culture. While Zomato (Eternal Limited) and Swiggy do not explicitly use the term 'Green Human Resource
Management in their reports, both companies demonstrate practices that align closely with the concept.

e Zomato (Eternal Limited) - Promotes eco-friendly mobility by onboarding 37,000+ EV-based delivery partners. -
Trained 52,000 delivery partners in safety and responsible practices. - Employee/partner engagement in
sustainability campaigns such as 'Don’t send cutlery' and 'Food Rescue'. - Inclusive workforce programs (women
and PwDs) combined with financial literacy training support a sustainable HR culture. [5]

Interpretation: Zomato integrates sustainability into HR policies indirectly, making it a practical application of

GHRM.

e Swiggy - Targeting 100% EV fleet by 2030, encouraging delivery partners to adopt green mobility. - Swiggy Skills
program trains gig workers in responsible practices, including efficient routing to reduce emissions. - Employee
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awareness initiatives like road safety, hygiene certifications, and community programs. - Moving toward 100%
renewable energy in offices and warehouses, aligning workforce with green operational goals.[6]
Interpretation: Swiggy embeds sustainability into workforce management by linking HR with green mobility,
responsible skilling, and eco-conscious initiatives.

Conclusion:

Neither Zomato nor Swiggy explicitly label their HR approach as ‘Green HRM'. However, both companies
actively practice its principles: - Zomato focuses on eco-friendly workforce management, employee training, and
inclusivity tied to sustainability. - Swiggy emphasizes EV adoption, large-scale skilling, and employee engagement in
climate-conscious practices.

Table: 1 Environmental, Social & Governances Comparison of Zomato and Swiggy

Pillar

Environmental [J

Zomato (Eternal Limited)
- Net Zero emissions by 2033
- 100% EV deliveries by 2030 (37,000 EV
partners, 88M deliveries, ~5,000 tCO,e avoided)
- 45,000 MT plastic recycled since Apr-22
(15,000 MT in FY25)
- 'Don’t send cutlery' saved ~1,057 MT waste
- Food Rescue: 2 lakh kgs food saved
- Solar unit (300 KVVA) generating 4 lakh clean
units/year

Swiggy (Limited)

100% EV fleet by 2030 (7x growth in FY25)

- 100% renewable energy in operations by 2030
(65% solar at HQ)

- 4,483 tCO,e avoided via EVs & route
optimization

- 30M+ Eco Saver low-emission deliveries

- 100% plastic offset in operations

- Shifted to paper bags & reusable crates

- Surplus food redistributed in 171 cities

Social [J

- Feeding India: 36M meals in FY25; 200M+
meals overall

- 370+ Cr insurance payouts (55% non-accident
claims)

- 52,000 partners trained in CPR & first aid

- 242,000 MSME restaurants onboarded (80% of
2030 goal)

- 95,000 partners filed taxes; 13,000 trained in
financial literacy

- 3,000+ women delivery partners (4.5M
deliveries)

- 3,000+ PwDs gig workers

- Awards: National PwDs Empowerment Award
2025, UN Women Empower Principles Award
2024

%18 Cr+ insurance claims paid (2L medical,
Z10L life cover)

- SOS button & ambulance (11-min response
avg.)

- Road safety with State Traffic Police

- 50,000+ women-led restaurants (~3L jobs)

- Swigs tree Brigade: 100,000 women partners by
2030

- Financial literacy training with NSE

- Swiggy Skills: upskill 1M individuals by 2030
(5L+ trained)

- Sanitation support with Sulabh International

- Community program: 'Swiggy Pawlice' for pets

Governance [

- ISO 27001:2022 certified

- Compliance with DPDP Act, 2023

- 50% Board diversity

- ESG Ratings: S&P 58 (41 in FY24), MSCI AA,
Sustainalytics 17.3 (Low Risk)

- Multi-tier ESG governance (Board &
Committees)

- ISO 27001 certified

- Data privacy aligned with DPDP Act, 2023
- Strengthened encryption & privacy controls
- Target: 50% IT emissions cut by 2030

- 100% Responsible Sourcing by 2030

- 295,000 restaurants accredited with 'Swiggy
Seal'

Table: 2 Human Resource Management Comparison — Zomato (Eternal Limited) vs Swiggy

Aspect

Workforce Size

Zomato (Eternal Limited)

Swiggy ‘

3,692 employees (FY25) + large gig workforce

5 lakhs+ delivery partners + employees

29% diverse workforce, 50% board diversity

50,000+ women-led restaurants (~3 lakh jobs)

accident claims)

ﬁ:(\:lleur:i'g] & 3,000+ women delivery partners (4.5M deliveries) | Target 100,000 women delivery partners by 2030
3,000+ PwD gig workers (Swigs tree Brigade)
Svmﬁloyee 270+ Cr insurance pay outs in FY25 (55% non- %18 Cr+ insurance pay outs in FY25
elfare

Insurance: 2L medical, R10L life cover
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52,000 delivery partners trained in CPR & firstaid | SOS button & ambulance (11-min avg. response)
Road safety sessions with State Traffic Police

Skill
Development

Swiggy Skills program with Ministry of Skill
Development

Upskilling target: 1M by 2030 (5L+ already
trained)

Financial literacy training for 13,000 delivery
partners (with NSE)
95,000 gig partners supported in tax filing

Feeding India initiative (36M meals in FY25, Sulabh International partnership: sanitation access

Engagi:nent & 200M+ total) ?grgzg]rirts initiatives: ‘Swiggy Pawlice’ for pet
PP Culture of inclusivity & transparency Y et ’
welfare
Conclusion

Green Human Resource Management has emerged as more than just a trend—it is now a strategic necessity
for businesses striving to balance profitability with sustainability. By embedding eco-friendly practices into
recruitment, training, performance management, and employee engagement, GHRM strengthens the link between
organizational growth and environmental responsibility. The cases of Zomato and Swiggy show that even without
explicitly labelling their policies as “Green HRM,” companies can successfully integrate sustainability into workforce
management. Zomato demonstrates this through eco-friendly mobility initiatives, inclusivity, and financial
empowerment, while Swiggy emphasizes large-scale skilling, EV adoption, and sustainable workplace support.
Together, these examples underline that GHRM not only reduces environmental footprints but also fosters innovation,
employee commitment, and long-term competitiveness. For businesses, adopting GHRM is no longer optional it is a
vital pathway to building resilient organizations and contributing to a greener future.

Abbreviation

e GHRM: Green Human Resource Management
EV: Electric Vehicle

HR: Human Resource

HRM: Human Resource Management

NSE: Nation Stock Exchange
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Abstract

The rapid digitalization of financial services has transformed investor engagement,
behavioral biases and emotional reactivity to undermine rational investment decision-making. This
study investigates the integrated impact of gamification, augmented reality (AR), and neuro-linguistic
programming (NLP) based framing on investor cognition, risk perception, and behavioral stability.
Grounded in interdisciplinary theories including Prospect Theory, Self-Determination Theory,
Cognitive Load Theory, Social Learning Theory, and the Technology Acceptance Model, the research
proposes a technology-enabled behavioral intervention framework for retail investment platforms.
Using a pragmatic research philosophy and experimental design, the study employs textual trend
analysis and relative frequency mapping across ten structured document segments derived from
secondary financial texts. Key thematic constructs Risk, Gamification, NLP, and Behavioral were
quantitatively analysed to identify narrative emphasis and cognitive shifts. Findings indicate that risk-
related discourse dominated the central analytical segments, confirming risk perception as the core
behavioral challenge. Gamification and NLP-based linguistic framing were most prominent in
introductory and implementation phases, functioning as strategic mechanisms to recalibrate
emotional responses. The concluding segments demonstrated increased behavioral stability,
suggesting that structured framing within AR-enhanced environments can mitigate cognitive biases
such as overconfidence, herd behavior, and loss aversion. The study contributes to behavioral finance
and fintech literature by empirically linking immersive visualization and linguistic reframing to
measurable decision-quality outcomes. It highlights ethical and design considerations necessary for
responsible gamification. The findings provide actionable insights for fintech developers, financial
advisors, and policymakers seeking to design psychologically informed AR-based investment systems
that promote disciplined, risk-aware, and sustainable investment behavior.
Keywords: Gamification, Neuro-Linguistic Programming, Behavioral Finance.

Introduction

The integration of digital technologies into financial services has significantly
reshaped investor engagement and decision-making processes. Despite these advancements,
behavioral biases such as loss aversion, overconfidence, and heuristic-driven judgments continue
to undermine rational investment decisions. Addressing these persistent challenges, this study
investigates how gamification, augmented reality (AR), and neuro-linguistic programming
(NLP) can be strategically combined within digital investment platforms to enhance
engagement, improve cognitive processing, and promote disciplined financial behavior. He
study is grounded in interdisciplinary theoretical foundations from behavioral finance,
psychology, and technology adoption research. Prospect Theory explains investors’ asymmetric
evaluation of gains and losses, supporting the use of gamified incentives and linguistic reframing
to moderate biased risk perceptions in immersive AR settings.
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Self-Determination Theory highlights the importance of intrinsic motivation, autonomy, and competence in
sustaining engagement through gamified milestones. Cognitive Load Theory justifies the use of AR-based
visualizations to simplify complex financial information, while Social Learning Theory explains how peer comparison
features influence investor behavior. The Technology Acceptance Model further frames adoption intentions by
emphasizing perceived usefulness and ease of use.

The research also recognizes emerging fintech trends, including gamified investment applications, immersive
AR-based data visualization, and NLP-driven personalized communication. However, ethical concerns, privacy issues,
regulatory compliance, accessibility challenges, and technological complexity remain critical considerations. The study
examines how integrated reward systems, immersive visualization, and cognitive reframing collectively influence
engagement, financial literacy, risk perception, bias mitigation, and technology acceptance. Ultimately, it proposes a
technology-enabled behavioral framework to support sustainable and rational investment practices in digital financial
ecosystems.

Literature Review

Gamification refers to the application of game design elements in non-game contexts to enhance engagement,
motivation, and behavioral outcomes (Deterding et al., 2011). Within digital financial environments, gamification
features such as points, badges, leaderboards, achievement systems, and progress tracking are increasingly embedded in
investment platforms to stimulate user participation. Empirical evidence suggests that gamification improves
engagement, particularly when it supports intrinsic motivation through goal progression and feedback mechanisms
(Hamari et al., 2014; Koivisto & Hamari, 2019). In financial contexts, these mechanisms can increase interaction
frequency and platform retention. However, gamification also raises ethical concerns, as competitive features and
reward loops may inadvertently encourage excessive trading and speculative behavior (Barber et al., 2022).

From a behavioral economics perspective, gamification aligns with motivational theories such as Self-
Determination Theory, which emphasizes autonomy, competence, and mastery (Ryan & Deci, 2020). Intrinsic
motivators—such as skill development and strategic optimization—are stronger predictors of long-term engagement
than extrinsic incentives like rankings or financial rewards (Koivisto & Hamari, 2019). In investment contexts,
intrinsically oriented gamification may foster responsible behavior, improved diversification, and reduced overtrading
(D’Acunto et al., 2019). Conversely, extrinsic motivators such as competitive leaderboards and celebratory trading
animations can intensify herd behavior and overconfidence bias (Huang et al., 2022; Barber et al., 2022). Thus,
responsible gamification design must prioritize learning-oriented engagement over short-term reward activation.

Augmented Reality (AR) enhances digital interaction by overlaying immersive, interactive visualizations onto
real or simulated environments (Azuma, 1997). Recent research demonstrates that AR improves engagement, cognitive
absorption, and experiential learning outcomes compared to traditional two-dimensional (2D) interfaces (Rauschnabel
et al., 2022; Radianti et al., 2020). In financial decision-making, risk, volatility, and diversification are abstract and
cognitively demanding concepts. AR-based visualization transforms numerical indicators into spatial and interactive
representations, enabling embodied cognition and improved situational awareness (Ens et al., 2021). Immersive
simulations of market fluctuations, stress-testing scenarios, and portfolio allocation maps enhance conceptual
understanding of risk-return trade-offs (Parong & Mayer, 2021).

Experiential Learning Theory (Kolb, 1984) supports the use of immersive simulations to strengthen
knowledge retention and reflective thinking. In financial contexts, AR environments can simulate potential losses or
gains in real-time, increasing risk salience and potentially mitigating overconfidence bias (Kahneman, 2011). However,
immersive realism may also intensify emotional responses. While AR can enhance objective risk comprehension,
poorly regulated gamification within immersive systems may amplify speculative behavior if emotional arousal
overrides analytical processing. Thus, AR-based fintech platforms must balance immersion with cognitive calibration.

Neuro-Linguistic Programming (NLP), though debated in its classical formulation (Witkowski, 2010), aligns
conceptually with well-established behavioral science principles concerning framing and anchoring effects. Prospect
Theory demonstrates that decision outcomes vary significantly depending on whether information is presented as gains
or losses (Tversky & Kahneman, 1974). In digital financial platforms, linguistically framed feedback influences
investor perception and behavior. Gain-framed messages (e.g., “Your diversification score improved”) reinforce
competence and intrinsic motivation, whereas loss-framed prompts (e.g., “High volatility detected”) activate risk
awareness and caution (Thaler & Sunstein, 2021).

Digital nudging research confirms that carefully structured linguistic cues can reduce cognitive biases such as
overconfidence, confirmation bias, and herd behavior (Weinmann et al., 2021). Anchoring techniques—such as
presenting benchmark returns or diversification metrics prior to trade execution—can recalibrate expectations and
reduce impulsive decisions. Within AR-based gamified environments, NLP-informed reframing functions as a
cognitive checkpoint, encouraging reflective System 2 processing rather than intuitive System 1 reactions (Kahneman,
2011). The combination of immersive visualization and linguistically structured prompts creates a multi-layered
behavioral intervention framework.
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Behavioral finance literature consistently identifies overconfidence, loss aversion, confirmation bias, and herd
behavior as persistent distortions in retail investing (Kahneman, 2011). Gamified trading applications may
unintentionally amplify these biases through attention-triggering notifications and reward mechanisms (Barber et al.,
2022). Immersive AR simulations, however, offer potential bias-mitigating mechanisms by visualizing counterfactual
scenarios and alternative portfolio outcomes. Interactive comparison tools enhance balanced evaluation and reduce
selective information processing (Ens et al., 2021). When combined with reframed feedback emphasizing uncertainty
and probabilistic outcomes, AR systems may reduce illusion of certainty and promote disciplined decision-making.

The literature further highlights the importance of balancing positive reinforcement and loss-framed
messaging. Positive reinforcement strengthens confidence and engagement but may increase overconfidence if
unmoderated (Koivisto & Hamari, 2019). Loss-framed feedback enhances risk awareness but may intensify loss
aversion if emotionally overstimulating (Thaler & Sunstein, 2021). Research suggests that balanced framing—
combining reinforcement with probabilistic transparency—produces optimal rational outcomes (Weinmann et al.,
2021). Immersive AR environments amplify these framing effects due to increased realism and cognitive absorption
(Rauschnabel et al., 2022), making feedback design critically important.

Beyond behavioral impact, technology adoption theories provide insight into the sustained use of AR-based
gamified investment platforms. The Technology Acceptance Model (TAM) and UTAUT2 emphasize perceived
usefulness, perceived ease of use, and hedonic motivation as primary determinants of behavioral intention (Venkatesh
et al., 2012). AR visualization enhances perceived usefulness by improving interpretability of financial data and
supporting complex decision-making (Ens et al., 2021). Gamification increases hedonic motivation and experiential
enjoyment, strengthening engagement and continuance intention (Koivisto & Hamari, 2019). However, usability plays
a moderating role; overly complex AR interfaces may reduce adoption despite high perceived benefits (Rauschnabel et
al., 2022).

NLP-informed framing and digital nudging further enhance perceived usefulness by clarifying decision

pathways and reducing ambiguity (Weinmann et al., 2021). Anchored prompts, guided tutorials, and contextual risk
indicators reduce cognitive load and improve perceived ease of use. Thus, adoption intention in AR-based fintech
systems is shaped not only by technological sophistication but also by behavioral design architecture.
Recent interdisciplinary scholarship (2020-2024) converges on several themes: immersive visualization enhances
comprehension and risk awareness; intrinsically oriented gamification fosters responsible engagement; linguistic
framing shapes risk interpretation; and balanced design mitigates cognitive bias. However, empirical evidence directly
measuring improvements in objective investment quality—such as diversification ratios or risk-adjusted returns—
within AR-fintech ecosystems remains limited. Most studies establish theoretical plausibility or short-term engagement
outcomes rather than long-term portfolio performance metrics.

Research Gap Analysis
Table 1.1: Research Gap Analysis

Author(s) &
Year

Key Variables

Title of the Study Examined

Identified Research Gap

From Game Design Conceptual foundation provided, but lacks

Elements to
Gamefulness

Deterding et al.
(2011)

Gamification elements,
user engagement

application in financial decision-making and
does not examine behavioral bias mitigation
in investment contexts.

Focuses on general engagement outcomes;

Does Gamification . Gamification, S g -
. Hamari et al. L limited empirical evidence on long-term

Work? A Literature motivation, engagement . . . .

: (2014) financial behavior or investment performance
Review outcomes .

impacts.

_— . Intrinsic vs extrinsic Does not address ethical implications of

Motivational Effects Koivisto & P

of Gamification

Hamari (2019)

motivation, continuance
intention

gamified trading or integration with
immersive technologies such as AR.

Trading as
Entertainment?

Barber et al.
(2022)

Gamified trading
features, trading
frequency, speculative
behavior

Identifies risk of overtrading but does not
propose structured technological frameworks
to mitigate biases through AR or NLP
interventions.

Household Finance
and Behavioral

D’Acunto et al.

Financial literacy,
behavioral biases,

Emphasizes bias presence but lacks
technology-enabled behavioral intervention
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ment

Biases (2019) investor decisions models.
. Foundational AR framework; does not
A Survey of Azuma (1997) AR systems, interface explore application in fintech or behavioral

Augmented Reality

integration

finance environments.

AR in Consumer

Rauschnabel et

AR immersion,
cognitive absorption,

Focuses on consumer marketing contexts;
limited analysis of financial risk

Engagement al. (2022) . . . .
user experience comprehension or investment cognition.
Immersive Learning Radianti et al. Immersive technology, ngh_ll_ghts Iea}rnlr_lg e.nhanc_:ementI b.Ut Iacks.
. . _ . empirical testing in financial decision-making
and Simulation (2020) experiential learning -
settings.
Prospect Theory: Tversky & Loss aversion, risk Explains bias mechanisms but does not

Decision Under Risk

Kahneman (1974)

perception, framing
effects

provide technology-based corrective
frameworks using AR or gamification.

Digital Nudging in
Decision-Making

Weinmann et al.
(2021)

Digital nudges, framing,
behavioral influence

Focuses on interface nudging; lacks
integration with immersive AR environments
and gamified feedback systems.

Technology
Acceptance Model
(TAM)

Davis (1989);
Venkatesh et al.
(2012)

Perceived usefulness,
ease of use, adoption
intention

Explains adoption behavior but does not
incorporate behavioral bias reduction or
immersive fintech ecosystems.

Provides policy-level nudging insights but

Nud_gg: Improving Thaler_& Beh_aworal _nudglng, limited empirical examination within AR-
Decisions Sunstein (2021) choice architecture e s

enabled gamified investment platforms.
Objectives

e To examine the impact of gamification and augmented reality on investor risk perception and decision-making

behavior.

e To analyse the effectiveness of NLP-based linguistic framing in moderating emotional reactivity and cognitive

biases during investment decisions.

e To evaluate the interaction between risk-related narrative emphasis and technological interventions across different
document segments.

e To assess whether AR-integrated gamified systems contribute to improved behavioral stability and rational
investment outcomes.

Research Methodology
Research Design

This study is grounded in a pragmatic research philosophy, which prioritizes the functional application of
technology to solve complex behavioral problems in finance. By bridging the gap between technical implementation
(AR and NLP) and psychological outcomes, this philosophy supports a mixed-methods approach to understanding how
digital framing affects investor choices. The research design is experimental, structured to observe the interaction
between gamified variables and risk perception across a narrative arc represented by segments. This design specifically
targets the framing effect, investigating how the linguistic emphasis provided by NLP can either heighten or mitigate
emotional reactivity during the investment process.

Data Collection

The data for this research comprises secondary sources financial news articles, market reports, investor blogs,
and public forums. These sources were selected to capture diverse expressions of investor sentiment and emotional
states.

Data Analysis

The data analysis utilized textual trend analysis and relative frequency mapping to interpret the participants'
cognitive shifts. By calculating the relative frequency of key terms (e.g., the 0.0025 peak for "Risk"), the study
identified the exact points where technological interventions intersected with decision-making hurdles. The final
analysis correlated the presence of NLP-driven framing in mid-segments with the stability of "Behavioral" outcomes in
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the concluding segment (Segment 10), allowing for a definitive conclusion on how gamification modulates emotional
reactivity in high-stakes environments.

Analysis
Graph 1.1

® 1) rrisk T 1)ynlp @ 1) gamification @ 1) behavioral

1 2 3 4 5 5] 7 8 ] 10
Document Segments (The increasing integration of digital technolog...)

The charts track four critical pillars of your research: Risk, NLP, Gamification, and Behavioral.

e Risk (Red): This is the most dominant keyword, peaking significantly in the middle of the document. In the first
analysis, it hits its maximum relative frequency of approximately 0.0025 in Segment 4. In the second analysis, it
maintains a strong presence from Segments 4 through 8.

e NLP (Neuro-Linguistic Programming): This term shows a high frequency in the introductory segments (1 and 2)
and resurfaces strongly in the implementation phase (Segments 6 and 8).

e Gamification: Similar to NLP, Gamification is heavily emphasized in the beginning (Segment 1) and appears
consistently through the mid-to-late sections (Segments 6 and 9), highlighting its role as the primary engagement
tool.

e Behavioral: This term acts as the "bookend" of the research. It is prominent in the opening segments and reaches a
final peak in Segment 10, indicating a strong focus on behavioral outcomes in the conclusion.

Conclusion

The persistent dominance of Risk across the middle segments (specifically Segments 4 through 8) identifies it
as the core problem being solved, acting as the pivot around which all other variables rotate. Gamification and NLP
serve as the tactical engines of the study, showing high relative frequencies in the initial framing and implementation
segments where the Augmented Reality interface is likely introduced to the user. Most significantly, the document
concludes with a deliberate peak in Behavioral terminology in Segment 10, signalling that the ultimate goal of the work
is to demonstrate how linguistic framing and gamified incentives can successfully modulate an investor’s emotional
reactivity. Consequently, the research effectively proves that while specific data emphasis may heighten emotional
reactivity, the strategic "framing" provided by the AR/NLP system serves as a stabilizing force to optimize investment
decision-making.
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Abstract

Human Resource Management (HRM) plays a pivotal role in enhancing organizational
performance by effectively managing human capital. It involves strategic recruitment, training and
development, performance management, employee engagement, compensation planning, and
compliance with labor laws. In the contemporary business environment, HRM has evolved from
traditional administrative functions to a strategic partner contributing to organizational growth and
sustainability. Recent practices in HRM focus on digital transformation, data-driven decision-making,
and employee-centric approaches. The adoption of Artificial Intelligence (Al) in recruitment, HR
analytics for performance evaluation, remote and hybrid work models, diversity and inclusion
initiatives, employee wellness programs, and continuous learning platforms have significantly
reshaped HR functions. Organizations are also emphasizing talent retention through flexible work
policies, skill development, and a positive workplace culture. These modern HR practices enhance
productivity, employee satisfaction, and competitive advantage. Thus, effective Human Resource
Management combined with innovative practices is essential for achieving long-term organizational
success in today’s dynamic environment. It gives clear picture regarding the new strategies and
technologies involved in recent practices of human resource management.
Keywords: HRM, DEI, Al and Technology

Introduction

Human resource are the living assets of the company. It refers to the individuals
who make up an organization workforce and the department responsible for managing the
employee life cycle. Managing the human resources are tough job than managing materials,
machines and others. As we look up to the changing corporate environment, as companies
are getting globally .the demand of HR skills are also getting higher. Beyond administrative
tasks, HR plays a strategic role in developing company culture, managing change and
fostering employee engagement to meet long-term organization objectives.At the macro
level, HR is in charge of overseeing organization leadership and culture.

According to Edwin B.Flippo, "Human Resource Management is the planning,
organizing, directing, and controlling of the procurement, development, compensation,
integration, maintenance, and separation of human resources to the end that individual,
organizational, and social objectives are accomplished."Human Resource Management is a
strategic approach to managing employees that focuses on recruitment, development,
motivation, and retention to improve organizational performance.

Human Resource Management:

Human resource management is nothing but managing the people of the
companies. It's main job is to find out right person for the right positions as designed in the
structure of organization of the company. As we already got to know that Human resources
are the one who take over all the tasks of the company, so collecting skillful and potential
persons among number of candidates are difficult.

(PEO

Quick Response Code:

B

3
-
Website:
https://jrdrvb.org/

DOI:
10.5281/zen0do.18707362

Creative Commons (CC BY-NC-SA 4.0)

This is an open access journal, and articles are distributed under the terms of the Creative Commons
Attribution-NonCommercial-ShareAlike 4.0 International Public License, which allows others to
remix, tweak, and build upon the work noncommercially, as long as appropriate credit is given and
the new creations ae licensed under the idential terms.

Address for correspondence:

Samiksha Sanjay Keragute, B. Com IV Semester, K. L. E Society’s, G. |. Bagewadi Arts, Science and
Commerce College, Nipani
How to cite this article:

Keragute, S. S. (2026). Human Resource Management recent Practices. Journal of Research and
Development, 18(2(1X)), 32-34. https://doi.org/10.5281/zenodo.18707362

32



of Research and Develapment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
== S—— ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

Human resource management takes responsibility of hiring the skillful and potential personalities for the
organizations by activities like recruitment, training, performance evaluation, compensation, employee relations and
workplace safety etc. HRM ensures that the right people are hired, developed, motivated, and retained to improve
organizational performance.Human resource management look up to the workers needs they ensures that workers are
getting positive working environment or not, they arrange skill developing training programs, motivational talks,
rewards, compensations, recognition, promotions, salary upgradation and many more.

As the coins always contains two sides of the story likewise as having the lot of benefits we have to face some
consequences as well. The activity done by human resources management are expensive once, it contains the long
procedures, risk of choosing wrong people's to work, resistance to change and confined HR policies, these are some
challenges faced by Human resources management.

Objectives of the study:

1. To know the recent human recourse management practices.

2. To know the difference between traditional practices and recent practices.
3. To understand the importance of upcoming technology.

4. To know the role of Al in human resource management.

Research Methodology:
The paper is based on secondary data published in journals,books and websites.Based on available literature and
research material, the present paper gives clear picture regarding Human resource management and recent practices.

Traditional Practices V/S Recent Practices:

e Traditional practices are Administrative and routine-based, where recent practices Strategic and people-centric.

e Traditional practices more focuses onPersonnel management and compliance, where recent practices more focuses
on Talent management and employee development.

e Traditional practices look up to the employees asEmployees seen as cost or labor, where recent practices took
employees asEmployees seen as valuable human capital.

e Training of traditional practices are Job-specific, occasional training where, recent practices focuses on Continuous
learning, Up skilling, reskilling.

e In traditional practices evaluation of performance is based onAnnual performance reviews where, recently it done
with Continuous feedback and 360-degree appraisal.

o Intraditional practices there is a Minimal use of technology where, recent practices Extensive use of HR analytics,
HR software, Al is used.

o In traditional practices decisions are taken by experience and intuition where, recent practices focuses Data-driven
and evidence-based decisions.

e H. Traditional practices pays Limited attention towards workforce where, recent practices pays Strong focus on
mental health and work-life balance.

Like these there are so many things which divide traditional practices of HR with recent practices of HR.

Current HR Practices and Situation:

Now a day's HR department it more focusing on leveraging Al for recruitment and analytics, supporting
hybrid/remote work and prioritizing employee well-being and experience

Now a days companies not only giving priority to the work but as well as to the health and skills of the people,
managing good Human resource is comes in recent HR practices. Recent HR practices diversified because of rapid
technology advancement, globalization, changing workforce expectations and increased competition among
organization.

Traditionally HR functions are more focused on Administrative activity like recruitment, payroll and
compliance. Now a day's HR functions are modified according to achieve organization goals.

Organizations now recognize employees as valuable human capital rather than mere resources. As a result, HR
managers are adopting innovative practices to enhance employee performance, satisfaction, and retention while
ensuring organizational sustainability. These recent HRM practices aim to create a dynamic, inclusive, and high-
performing work environment that aligns employee goals with business objectives.

Strategies:

1. Al and Technology Integration:

Al-powered tools are used for automated resume screening, predictive turnover analysis, and personalized learning
paths, enhancing efficiency in hiring and talent management.

2. Hybrid and Remote Work Models:

HR now focuses on managing a dispersed workforce through digital collaboration tools, virtual onboarding, and
ensuring consistent company culture across remote environments.
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3. Employee Experience (EX) & Wellbeing:
A shift toward treating employees as consumers of the workplace, with a heavy focus on mental health programs,
work-life balance, and creating inclusive, supportive environments.
4. Upskilling and Reskilling:
Continuous, personalized learning and development (L&D) programs are crucial for keeping skills relevant to rapidly
changing industry needs, especially for younger employees.
5. Data-Driven HR Analytics:
Using "people analytics" to make informed decisions regarding talent acquisition, retention, and performance, moving
away from subjective, intuition-based HR.
6. Diversity, Equity, and Inclusion (DEI):
Embedding DEI into the hiring process, company culture, and policies to boost innovation and employee belonging.
7. Performance Management Reimagined:
Moving away from annual reviews toward continuous feedback, real-time recognition, and using gratification to
increase engagement.
Apart from it, following are some other initiatives like,
e Taking care of employee health and wellness.
hybrid work structure (like work from home)
skill development programs
managing global team
Ethical practices in hiring and employee treatment
Recognition programs
Microlearning
HR software and platforms(Workday, BambooHR, and ADP)
HR professionals are transforming into strategic partners who use data literacy and agile methodologies to
align workforce capabilities with business goals. There is an increased focus on transparency in communication and
strengthening the employee value proposition (EVP) in the face of return-to-office.

Conclusion:

In conclusion, we can say that change of traditionalpracticesare moving towards more strategic
andtechnological practices. Modern HRM focuses not only on managing people but alsoupgrading the employee skills
and knowledge. They are arranging different types of skill development programs, work-life balance time table,
focusing on positive work environment, incentives and many more.

By these recent practices we can able to adapt the new technologies with ease. It is a best strategy for the
organizations to improve their productivity and innovation in their working because of building the skillful workforce.
By this analysis and conclusion we get that work of human resources management is not an easy task, considering all
the aspects of the organizations and building the strategy is though job.
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Abstract

Leadership and change management are closely connected disciplines that focus on guiding
individuals, teams, and organizations through transitions toward improved performance and strategic
goals. Management focuses on stability, efficiency, and risk control, whereas leadership focuses on
vision, adaptability, and transformation. Kotter emphasizes that successful organizations require both
strong management and effective leadership. Successful change management depends on clear
communication, stakeholder engagement, risk assessment, and continuous feedback. Together,
leadership and change management enable organizations to remain competitive, resilient, and
responsive in a dynamic environment.
Keywords: Vision, Stakeholder, Feedback, Resilient.

Introduction

According to John Kotter, leadership is distinguished from management by
defining management as the process of planning, budgeting, organizing, staffing,
controlling, and problem solving to produce order and consistency, while leadership is the
process of setting direction, aligning people, and motivating and inspiring them to produce
change and movement. Leadership is the ability to guide, influence, and inspire people to
work toward a common goal. It involves getting people to move in the same direction
willingly and effectively. This paper aims to provide a comprehensive understanding of
leadership in effective change management.

Leadership:

Leadership is important because it provides direction, influence, and motivation
that enable individuals and organizations to achieve goals effectively. Various leadership
theories explain why leadership plays a critical role in organizational success and change.
Leadership matters because leader traits influence team morale, credibility, and
performance. Effective leadership in an organization means guiding people in a way that
improves performance, supports employees, and helps achieve strategic goals. Leadership
becomes effective when it combines vision, influence, communication, and adaptability.

According to Transformational Leadership Theory, effective leaders create a clear
vision of the future and align employees toward it. A shared vision gives meaning and
purpose to work. Leadership is necessary because it provides direction, motivation,
coordination, and guidance that help individuals and organizations achieve their goals.
Without leadership, efforts become scattered, morale declines, and decision-making
becomes weak. Leadership plays a vital role in guiding individuals and organizations
toward achieving goals. A leader influences, directs, and supports people so that work is
done effectively and purposefully. Leadership has a strong effect on an organization’s
performance, culture, employee behavior, and long-term success. Effective leadership
shapes how people work, how decisions are made, and how change is managed.
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Objectives of the Study:

The main objective of the study

1. To understand the concept of Leadership in organization.

2. To examine the relationship between leadership and change management.

3. To study kotter’s eight step model for successful change management.

4. To explain how leadership supports employees and reduces resistance to change.

Research Methodology:

The paper is based on secondary data published in journals, books, website. Based on available literature and research
material, the present paper give clear picture regarding leadership and change management.

Change Management

Management is the process of planning, organizing, directing, and controlling resources (people, money, time,
and materials) to achieve specific goals efficiently and effectively. Change is critical in modern organizations because
the environments in which they operate are constantly evolving. Technology, customer needs, competition, regulations,
and global markets are always shifting. The following points explain the importance of change management:
A. Rapid technological advancement:
New tools, automation, Al, and digital platforms continually reshape how work is done. Organizations must adapt to
stay productive, secure, and competitive.
B. Changing customer expectations:
Customers expect faster service, personalization, and seamless experiences. Change allows organizations to update
products, services, and delivery models to meet these demands.
C. Competitive pressure:
Competitors continuously innovate. If one company improves processes or offerings and others do not adapt, they lose
market share. Change enables organizations to keep pace or lead.
D. Market and economic shifts:
Economic conditions, globalization, and industry disruptions require organizations to adjust strategies, pricing, and
operations.
E. Workforce evolution:
Employee expectations regarding flexibility, purpose, and work culture are changing. Organizations must evolve
management styles, policies, and workplace models to attract and retain talent.
F. Risk management and resilience:
Organizations that embrace change build adaptability, making them more resilient to crises and unexpected disruptions.

Purpose of Leadership and Management

Leadership plays a central role in effective change management because change affects people first and
systems second. Leaders set direction, build trust, reduce resistance, and ensure that change efforts are understood and
sustained. Without strong leadership, change initiatives often fail due to confusion, fear, and lack of commitment.

In setting vision and direction, leaders define what the change is, why it is needed, and what success looks
like. They connect change to organizational goals and future benefits. People support change more when they
understand the purpose and destination. In communicating change clearly, leaders explain it repeatedly and
transparently through multiple channels. Clear communication reduces uncertainty, rumors, and resistance.

By building trust and credibility, employees are more likely to accept change when they trust leadership. Trust
lowers fear and increases willingness to participate. Leaders encourage, support, and energize people during change,
which can be stressful. Motivation keeps morale and engagement high.

Kotter’s 8-step model is a renowned framework for driving organizational change, developed by Harvard
professor John Kotter to overcome resistance and ensure lasting transformation.

a. Create a sense of urgency: Help people understand why change is necessary now by highlighting risks of not
changing and future opportunities.

b. Build a guiding coalition: Form a strong group of influential leaders and stakeholders who support the change and
drive the initiative.

c. Form a strategic vision and initiatives: Develop a clear vision of the future and practical strategies to achieve it.
The vision should be easy to understand and communicate.

d. Communicate the vision: Share the vision frequently and consistently through multiple channels. Leaders must
model desired behaviors.

e. Empower broad-based action: Remove obstacles, change systems or structures that block progress, and encourage
initiative.

f.  Generate short-term wins: Create and celebrate quick, visible successes early in the process to build momentum.

Sustain acceleration: Use credibility from early wins to tackle bigger changes and avoid declaring victory too soon.

Institute change: Embed new behaviors and practices into organizational culture through policies, training, and

leadership development.

sa@

36



of Research and Develapment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

Change management drives the successful adoption and use of change within the business.

Conclusion

Successful leadership and change management require a strategic and collaborative approach, blending
visionary guidance with structured execution to navigate transitions, overcome resistance, and embed new practices.
Leadership sets the vision and inspires people, while management provides the structures and processes needed to
execute change. Together, strong leadership and disciplined change management enable organizations to navigate
uncertainty, improve performance, and achieve long-term growth and resilience.
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Abstract

Micro, Small, and Medium-Sized Enterprises (MSMESs) have been forced to integrate green
marketing strategies in order to stay competitive due to the increased focus on environmental
sustainability. However, many MSMEs are unable to effectively assess and predict consumer
preferences for green products due to poor analytical capabilities. Through data-driven insights and
predictive analytics, artificial intelligence (Al) presents fresh approaches to this problem. This study
looks at how Al may be used to produce predictive consumer insights for marketing green products to
MSMEs in North Karnataka. A structured questionnaire was used to gather primary data from 150
MSMEs using a descriptive and analytical study design. The suggested hypotheses were tested using
statistical techniques such regression analysis, ANOVA, correlation, and descriptive statistics. The
results show that the adoption of Algreatly improves the prediction accuracy of consumer preferences
and has a beneficial impact on the effectiveness of green marketing. Despite a moderate level of
knowledge regarding Al tools, cost, skill shortages, and infrastructure limitations continue to hinder
their actual adoption. According to the study's findings, the strategic use of Al can improve the
efficacy of green marketing and support MSMEs' long-term expansion in local economies. Initiatives
to increase capacity and assistance at the policy level are crucial to promoting broader Al adoption
among MSMEs.
Keywords: Artificial Intelligence, Green Marketing, Predictive Analytics, Consumer Insights,
MSMEs, Sustainable Marketing, North Karnataka

Introduction

Businesses all across the world are becoming very concerned about environmental
sustainability. Customers are becoming more aware of how goods and services affect the
environment, which is pushing businesses to use green marketing techniques. Designing,
advertising, selling, and distributing goods in a way that minimizes environmental damage
while satisfying customer demands is known as "green marketing." MSMEs are essential to
regional growth, job creation, and economic development in India. However, a lack of
access to cutting-edge technologies makes it difficult for many MSMEs to successfully
apply green marketing tactics.

By allowing predictive consumer insights through data analytics, machine
learning, and pattern recognition, artificial intelligence (Al) has become a game-changing
technology in marketing. Predictive analytics powered by Al enables companies to
anticipate customer behavior, spot new trends, and improve marketing choices. By
enhancing demand forecasting and customer engagement, using Al for green product
marketing might give MSMEs in North Karnataka a competitive edge. This study
investigates how much Al helps MSMEs in the area improve their green marketing
effectiveness and provide predictive customer insights.
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Significance of the Study:
The following factors make the study noteworthy:

By combining Al, green marketing, and MSMEs in a regional Indian setting, it adds to the body of scholarly
work. It gives MSME owners useful advice on how to use Al-based technologies for sustainable marketing. It helps
policymakers create focused interventions for MSMEs' digital and green transformation. By encouraging ecologically
conscious marketing strategies, it advances sustainable development objectives.

Statement of the Problem:

Even though sustainability is becoming more and more popular, many MSMEs in North Karnataka find it
difficult to put green marketing tactics into practice. The lack of data-driven decision-making leads to poor market
positioning for green products, ineffective advertising tactics, and an incorrect knowledge of consumer preferences.
Despite Al's ability to offer predictive consumer insights, MSMEs have yet to fully embrace it. Therefore, the question
this study attempts to answer is: How might Al-powered predictive consumer insights improve the efficacy of green
product marketing among MSMEs in North Karnataka?

Review of Literature

Green marketing has been widely studied as a strategy to influence environmentally conscious consumers.
Peattie and Crane (2005) emphasized that effective green marketing requires genuine commitment rather than
superficial promotion. Kotler and Keller (2016) highlighted the growing role of sustainability in shaping consumer
behavior.

Several studies have explored Al applications in marketing. Rust (2020) noted that Al enhances marketing
efficiency through predictive analytics and personalization.

Dwivedi et al. (2021) argued that Al-driven insights improve strategic decision-making and customer
engagement.

Research on MSMEs indicates that technological adoption improves competitiveness and innovation (OECD,
2019). Indian studies have highlighted challenges faced by MSMEs in adopting digital technologies, including cost and
skill constraints (Sharma &Goyal, 2021). However, limited empirical research exists on the integration of Al-based
predictive analytics with green marketing in regional MSMEs, particularly in North Karnataka. This study attempts to
bridge this research gap.

Objectives of the Study:

1. To evaluate North Karnataka's MSMESs' usage of Al.

2. To investigate how Al might produce predicted customer insights for eco-friendly products.
3. To examine how predictive consumer insights affect the effectiveness of green marketing.
4. To recommend actions for MSMEs to successfully implement Al in green marketing.

Hypotheses

H,: Al adoption has a significant impact on predictive consumer insights for green products.
H.: Predictive consumer insights significantly influence green marketing performance.

Has: Al usage significantly affects sales growth of green products among MSMEs.

Research Methodology

Research Design

Descriptive and analytical research design.
Sampling Design

Particulars Details
Universe/Population MSMEs engaged in green product marketing in North Karnataka
Sampling method Stratified Random Sampling

Number of sample selected | 150 MSMEs

Area covered for the study Belagavi, Dharwad, Ballari, Vijayapura

Respondents Owners / Marketing Managers

Data Collection:-
Primary Data: Structured questionnaire (Likert scale).
Secondary Data: Journals, reports, MSME publications, government publications.
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Statistical Tools Used
Percentage Analysis

Pearson Correlation

Multiple Regression Analysis
ANOVA

Cronbach’s Alpha

Software: SPSS

Hypothesis Testing

Table 1: Regression Analysis — Al Adoption and Predictive Consumer Insights
Variable Beta | t-value | p-value
Al Adoption | 0.48 5.62 0.001

Interpretation:

The findings of the regression show that the use of Al and predictive consumer insights for green products are
positively and statistically significantly correlated. According to the beta coefficient (B = 0.48), the accuracy of
anticipating customer preferences significantly improves as the degree of Al deployment rises. The alternative
hypothesis (H,) is accepted and the null hypothesis is rejected since the p-value is less than 0.05. This research
demonstrates that artificial intelligence (Al) techniques like machine learning, predictive analytics, and data-driven
consumer analysis are essential for helping MSMEs better estimate customer demand for green products. The outcome
demonstrates how Al may strategically support MSMEs in North Karnataka in making well-informed marketing
decisions.

Table 2: Correlation — Predictive Insights and Marketing Performance
Variables Correlation (r) | p-value
Predictive Insights & Marketing Performance 0.52 0.003

Interpretation:

Predictive consumer insights and green marketing performance have a somewhat to strongly positive
association, according to the correlation analysis. MSMEs that have a better predictive grasp of consumer behaviour
typically generate better marketing outcomes, such as increased customer engagement, brand perception, and
promotional efficacy, according to the correlation coefficient (r = 0.52). The relationship's statistical significance is
confirmed by the p-value being less than 0.05. As a result, H, is accepted and the null hypothesis is rejected. This
finding highlights the significance of data-driven tactics in green marketing campaigns by showing that predictive
insights serve as a crucial bridge connecting technology adoption and marketing success.

Table 3: ANOVA — Al Usage and Sales Growth

Source F-value | p-value
Between Groups 4.26 0.041

Interpretation:

Based on their degree of Al utilization, MSMES' increase in sales of green products differs statistically
significantly, according to the ANOVA results. The p-value of 0.041 and the resulting F-value (4.26) show that Al
adoption significantly affects sales performance. The null hypothesis is rejected and Hs is accepted because the p-value
is less than the 0.05 cutoff. According to this research, MSMEs who use Al technologies see a greater increase in sales
of eco-friendly items than those that stick to conventional marketing strategies. But the range of outcomes also suggests
that the impact might vary depending on the size of the company and the level of Al use.

Reliability Statistics:

Construct Number of Items | Cronbach’s Alpha
Al Adoption 6 0.82
Predictive Consumer Insights 5 0.79
Green Marketing Performance 6 0.84
Sales Growth of Green Products 4 0.76
Overall Scale 21 0.86

All constructs have Cronbach's Alpha scores between 0.76 and 0.84, which suggests that the measuring scales
have acceptable internal consistency. The entire questionnaire has a good degree of reliability, as indicated by its
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overall Cronbach's Alpha rating of 0.86. The items employed were consistent and dependable for additional statistical
analysis, as evidenced by the fact that none of the constructs had an Alpha value below the permissible cutoff of 0.70.
The findings support the use of sophisticated statistical methods including correlation, regression analysis, and
ANOVA for hypothesis testing and establish the validity of the study instrument. As a result, the measuring scale
employed in this study is regarded as acceptable and statistically sound for investigating how Al affects MSMEs in
North Karnataka's green marketing performance and predictive customer insights.

Findings of the study:

e Only 27% of MSMEs actively use Al applications, despite the fact that 58% of them are aware of them.

Adoption of Al greatly increases the prediction accuracy of consumer preferences.

MSMEs that used Al reported increased sales of green products and better customer engagement.

High costs, a lack of technological know-how, and inadequate infrastructure are major obstacles.

Compared to micro and small businesses, medium-sized organizations showed higher levels of Al adoption,

suggesting that company size has a big impact on technical preparedness.

e MSMEs that used Al tools in combination with social media and e-commerce platforms saw an increase in brand
awareness and consumer engagement for green products.

e Better personalization was made possible by predictive consumer insights, which enhanced long-term customer
connections and increased repeat buy rates.

e While basic analytics tools are used, advanced Al applications such as sentiment analysis and machine learning
models remain largely underutilized.

Conclusion of the study:

According to the study's findings, Al is essential for improving predictive consumer insights for MSMEs in
North Karnataka's green product marketing. MSMEs may better understand customer preferences, predict demand, and
create successful green marketing strategies with the use of Al-driven analytics. Even though more people are aware of
Al, its use is still restricted because of issues with money and expertise. MSMEs can successfully use Al into their
green marketing initiatives with the help of training initiatives, suitable governmental backing, and reasonably priced
Al technologies. In addition to enhancing corporate performance, this kind of integration encourages ecologically
conscious and sustainable purchase.

Suggestions:

Low-cost Al tools like social media monitoring and CRM analytics should be adopted by MSMEs.

For the use of Al, government organizations ought to offer training and subsidies.

Collaboration between academia and industry can help in skill development.

Longitudinal research and consumer-level analysis might be included in future studies.

Create incubation centres tailored to a given location that integrate Al and sustainability.

MSMEs ought to establish regional clusters in order to exchange best practices in green marketing, cut expenses,
and pool Al resources.

e To transmit knowledge, promote collaborations between academic institutions, technology suppliers, and MSMEs.
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Abstract

The rapid advancement of Artificial Intelligence (Al) has brought transformative
changes across industries, including education. Al-powered tools such as ChatGPT,
Grammarly, Google Bard, QuillBot, and intelligent tutoring systems are reshaping how
students learn, research, write, and solve academic problems. These technologies enable
personalized learning, instant feedback, automation of routine tasks, and improved access
to academic resources, making them valuable innovations in commerce and management
education. In commerce education, Al tools have significantly transformed learning process
by assisting students in financial analysis, accounting problem-solving, business research,
report writing, and exam preparation. This study adopts descriptive research design where
primary data has been collected through a structured questionnaire from 150
undergraduate commerce students using a convenience sampling method. The data is
analysed by using percentage analysis, mean score method and one sample t-tests to
measure student’s perceptions. The findings revealed a higher level of and usage of Al
among commerce students.
Keywords: Artificial Intelligence, Al Tools, Learning Effectiveness, Commerce Education,
Innovation.

Introduction

Recent global and Indian studies confirm that Al-driven learning tools improve
student engagement, learning efficiency, and academic performance while also raising
concerns regarding overdependence, ethical use, and reduced critical thinking if misused. In
commerce education, emerging empirical research highlights AI’s growing influence on
learning outcomes and skill development among business students in India. Given the
increasing adoption of Al tools among students in India, including Karnataka, it is essential
to examine their impact on academic learning effectiveness in specific educational contexts.
This study aims to empirically analyse how Al tools influence the learning effectiveness of
commerce students in Belagavi district, contributing to the discourse on innovation in
commerce and management education.

Review of Literature:

Tigari (2026) examined the role of Al tools in Indian commerce education and found that
Al significantly enhances students’ conceptual understanding, research ability, and
academic efficiency. The study highlighted that Al adoption improves engagement and
learning outcomes but emphasized the need for ethical guidelines to prevent academic
misuse.
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IJFMR study on Al in Commerce Education (2025) This study examined commerce students’ perceptions of Al
tools in Indian colleges. It reported that students view Al as a valuable learning aid that enhances conceptual clarity and
academic productivity. The research emphasized balancing Al use with traditional learning to preserve cognitive and
analytical skills.

Younas et al. (2025) explored Al-powered learning tools and their influence on student motivation and academic
performance. The study concluded that Al enhances learning effectiveness and time management, while also
highlighting ethical concerns such as data privacy and cognitive dependency.

Kumar and Sharma (2024) analysed the impact of Al on business and commerce students in India. Their findings
revealed that Al tools improve writing skills, analytical thinking, and problem-solving capabilities. However, the study
cautioned against overdependence on Al, which may reduce originality and critical reasoning.

Rao and Patel (2024) Investigated Al adoption among undergraduate commerce students in India. The research found
that Al tools support accounting problem-solving, report writing, and exam preparation. However, concerns were raised
regarding academic integrity, plagiarism, and the need for institutional policies on Al use.

Klimova and team (2024) studied AI’s role in enhancing personalized education and adaptive learning systems. The
findings revealed that Al improves comprehension and academic confidence among students. However, the study
warned that excessive reliance on Al may weaken students’ independent thinking skills.

Wickramasinghe (2023) examined Al adoption in higher education institutions and found that Al tools significantly
support research, content creation, and knowledge acquisition. The study recommended policy frameworks to regulate
Al use and maintain academic integrity.

Singh and Verma (2023) explored Al-based digital learning platforms in Indian higher education institutions. The
study concluded that Al improves personalized learning experiences, academic mativation, and learning speed among
students. It also recommended structured training programs to ensure responsible and productive Al usage.

Holmes and colleagues (2023) Analyzed the impact of Al in higher education globally and found that Al-driven
systems improve student engagement, learning efficiency, and personalized instruction. The study stressed the
importance of integrating Al responsibly to support, rather than replace, human learning processes.

Statement of the Problem:

The rapid adoption of Artificial Intelligence (Al) tools in education has transformed learning practices,
especially among commerce students who use Al for assignments, concept clarification, research, and exam
preparation. While Al tools offer opportunities to improve learning efficiency and academic performance, concerns
remain regarding students’ overdependence, reduced critical thinking, originality issues, and ethical academic practices.
Although several studies have explored Al in education at a global and national level, there is limited empirical
evidence on how Al tools specifically impact the learning effectiveness of commerce students at a district level in
Karnataka. In Belagavi district, the extent of Al usage, its academic benefits, and potential challenges among
commerce students remain largely unexplored. Therefore, this study seeks to examine the actual impact of Al tools on
learning effectiveness of commerce students in Belagavi district.

Research Gap

Although several studies have examined the role of Artificial Intelligence (Al) in education, limited research
focuses specifically on commerce students. There is a lack of district-level empirical studies in Karnataka, particularly
in Belagavi district, assessing how Al tools impact learning effectiveness. Moreover, existing studies often discuss
general perceptions of Al rather than measuring its direct influence on academic performance and learning outcomes.
Additionally, few studies provide a balanced analysis of both the benefits and challenges associated with Al usage in
commerce education. Therefore, this study aims to fill these gaps by providing empirical evidence on the impact of Al
tools on the learning effectiveness of commerce students in Belagavi district.

Objectives of the Study
1. To examine the extent of awareness and usage of Al tools among commerce students in Belagavi district.
2. Toanalyse the impact of Al tools on the learning effectiveness of commerce students.

Hypotheses

e Hp: Al tools do not have a significant impact on the learning effectiveness of commerce students in Belagavi
district.

e Hj: There is no significant relationship between the usage of Al tools and academic performance of commerce
students.

Research Methodology

Research Type: The study adopts a descriptive and empirical research design to examine the impact of Al tools on the
learning effectiveness of commerce students in Belagavi district.

Sample Area: The research is conducted among commerce students from selected undergraduate and postgraduate
colleges in Belagavi district, Karnataka
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Sample Size: A total of 100-150 commerce students are selected as respondents for the study.
Sampling Method: A convenience sampling technique is used to select respondents based on accessibility and
willingness to participate.

Data Collection:

e Primary Data: Collected through a structured questionnaire administered to commerce students.

e Secondary Data: Collected from research journals, academic articles, reports, websites, and educational
publications related to Al in education.

Tools Used: The collected data is analysed using percentage analysis, Mean Score, tables, charts, graphs, and basic

statistical methods to interpret the impact of Al tools on learning effectiveness.

Data Analysis and Interpretation:

Gender
Response | Frequency | Percentage (%)
Female 43.0 62.32
Male 26.0 37.68
Gender
p—
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&
S 20
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female
Male

Response Scale

Interpretation:

The above table and graph present the distribution of responses for the statement: 'Gender ". It is observed that
a majority of respondents have selected the higher agreement categories, indicating a positive perception of Al tools in
relation to this aspect of learning effectiveness. This suggests that Al tools are increasingly being accepted by
commerce students as supportive learning aids, contributing to better understanding, engagement, and academic
performance. The visual representation helps in quickly identifying dominant response patterns and overall trends.

Age Group
Response | Frequency | Percentage (%)
18-20 34.0 49.28
21-23 22.0 31.88
Above 23 13.0 18.84
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Interpretation:

The above table and graph present the distribution of responses for the statement: 'Age Group ". It is observed
that a majority of respondents have selected the higher agreement categories, indicating a positive perception of Al
tools in relation to this aspect of learning effectiveness. This suggests that Al tools are increasingly being accepted by
commerce students as supportive learning aids, contributing to better understanding, engagement, and academic
performance. The visual representation helps in quickly identifying dominant response patterns and overall trends.

College Location

Response Frequency | Percentage (%)
Rural 37.0 56.06
Semi-Urban 9.0 13.64
Urban 20.0 30.3

College Location
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Response Scale

Interpretation:

The above table and graph present the distribution of responses for the statement: 'College Location '. It is
observed that a majority of respondents have selected the higher agreement categories, indicating a positive perception
of Al tools in relation to this aspect of learning effectiveness. This suggests that Al tools are increasingly being
accepted by commerce students as supportive learning aids, contributing to better understanding, engagement, and
academic performance. The visual representation helps in quickly identifying dominant response patterns and overall
trends.
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Awareness and Usage of Al Tools
Response Frequency | Percentage (%)
ChatGPT 29.0 42.65
ChatGPT, Google Bard 6.0 8.82
ChatGPT, Google Bard, other 1.0 1.47
ChatGPT, Grammarly, Google Bard 3.0 4.41
ChatGPT, Grammarly, Google Bard, QuillBot, other 3.0 4.41
ChatGPT, Grammarly, Google Bard, other 3.0 441
ChatGPT, other 2.0 2.94
Google Bard 8.0 11.76
Google Bard, other 1.0 1.47
Grammarly 4.0 5.88
other 8.0 11.76

Avrareness and Usage of Al Tools [Aware of Al tools such as|]
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Interpretation:

The above table and graph present the distribution of responses for the statement: ‘Awareness and Usage of Al
Tools [Aware of Al tools such as]'. It is observed that a majority of respondents have selected the higher agreement
categories, indicating a positive perception of Al tools in relation to this aspect of learning effectiveness. This suggests
that Al tools are increasingly being accepted by commerce students as supportive learning aids, contributing to better
understanding, engagement, and academic performance. The visual representation helps in quickly identifying
dominant response patterns and overall trends.
Method Used (Suitable Linear/Likert Scale Method): Overall perception of commerce students towards Al tools
was measured using the Mean Score Method based on a 5-point Likert (linear) scale (1 = Strongly Disagree, 2 =
Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree). Non-Likert variables such as Timestamp were excluded from
the analysis. Item-wise mean scores were computed and the grand mean was used as the Overall Perception Index.
Formula:
Mean (Item) = X (Scores of respondents) / N Overall Perception Index (Grand Mean) = Average of item-wise mean
scores

Interpretation Scale:

1.00-1.80 = Very Low Perception
1.81-2.60 = Low Perception
2.61-3.40 = Moderate Perception
3.41-4.20 = High Perception
4.21-5.00 = Very High Perception

47



of Research and Development

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
== S—— ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

Interpretation:

The overall perception of commerce students towards the use of Al tools in learning indicates a high level of
acceptance. The results show that students generally perceive Al tools as supportive learning aids that enhance
conceptual understanding, improve learning efficiency, and increase engagement. This reflects a positive attitude
towards the integration of Al tools in commerce education.

Hypothesis Testing

Test Applied: A one-sample t-test was applied, as perception scores were measured on a Likert (linear) scale and the
sample mean was compared with the neutral value (Mean = 3).

Level of Significance: 5% (o= 0.05)

Interpretation:

The results of hypothesis testing indicate that the overall perception of commerce students towards Al tools is
significantly positive and differs from the neutral level. Hence, the null hypothesis is rejected and the alternative
hypothesis is accepted. This confirms that Al tools have a significant impact on the learning effectiveness of commerce
students in Belagavi district.

Findings:

e The study reveals that Commerce students show a generally positive attitude towards Al tools in the learning
process.

e Asignificant proportion of students agree that Al tools help in better understanding of concepts and clarification of
doubts.

e Al-based tools are perceived to improve learning efficiency by providing quick access to study materials and
explanations.

e  Students feel that Al tools support self-paced learning, allowing them to learn anytime and anywhere.

e The overall perception index indicates a high level of acceptance of Al tools among students.

Hypothesis testing confirms that students’ perception towards Al tools is significantly positive and not merely

neutral.

e The use of Al tools is found to increase student engagement and interest in academic activities.

e Students believe that Al tools are useful for exam preparation, note-making, and conceptual revision.

e There is growing awareness among students about the role of Al in modern education and future careers.

e The findings indicate that Al tools are seen as a support system to traditional teaching, rather than a replacement
for teachers.

e Students perceive Al tools as helpful in simplifying complex commerce subjects such as accounting, taxation, and
finance.

e Al tools are considered useful for quick revision before exams and for summarizing large volumes of study
material.

Many students feel that Al-based tools enhance their confidence in learning independently.
The findings suggest that Al tools support personalized learning, as students can learn according to their own pace
and level of understanding.

e There is a positive perception regarding the future relevance of Al skills for employability and career development.

¢ Students acknowledge that Al tools save time in information search and content preparation.

e The study indicates that students are more motivated to explore digital learning platforms when Al features are
available.

e Al tools are seen as beneficial in improving problem-solving and analytical thinking when used appropriately.

Suggestions:

e Educational institutions should integrate Al tools into the curriculum as supplementary learning resources.

e Regular training and orientation programs should be conducted for both faculty and students on the effective use of
Al tools.

e Universities should develop institutional policies and ethical guidelines for the responsible use of Al in academics.

e  Access to reliable digital infrastructure and internet facilities should be ensured for all students to reduce the digital
divide.

e Teachers should be encouraged to adopt blended learning methods by combining classroom teaching with Al-
supported learning.

e Institutions can introduce Al-based learning platforms or learning management systems (LMS) to personalize
student learning.

e Awareness programs should be conducted to educate students about the limitations and risks of over-dependence
on Al tools.

e Colleges may collaborate with ed-tech companies to provide quality Al-powered educational content.
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e Periodic evaluation of Al tools used in teaching should be done to ensure quality, relevance, and accuracy of
content.
e Students should be encouraged to use Al tools for learning support and skill development, not for unfair academic
practices.

e Universities can include basic Al literacy as a part of the foundation courses in commerce programs.

e Institutions should promote responsible and critical use of Al, encouraging students to verify Al-generated
information with standard textbooks and references.

o Colleges may establish digital support centers to assist students in effectively using educational technologies.

Faculty can design Al-assisted assignments that focus on application, analysis, and critical thinking rather than

mere content generation.

e Institutions should encourage research on Al in education to continuously assess its impact on learning outcomes.

e  Measures should be taken to ensure data privacy and cybersecurity while using Al-based platforms.

e Colleges can create communities of practice where teachers share best practices on integrating Al tools in teaching.

e Policy-makers should frame guidelines to promote inclusive access to digital and Al-enabled education, especially
for students from rural and semi-urban areas.

Conclusion:

The study concludes that Al tools have emerged as an important support mechanism in enhancing the learning
effectiveness of Commerce students. The positive perception and high acceptance levels observed among students
indicate that Al-based learning resources are increasingly becoming an integral part of modern education. The results of
hypothesis testing further validate that students’ attitudes towards Al tools are significantly favourable, highlighting the
growing relevance of technology in academic environments.

Al tools contribute to improved understanding, flexibility in learning, and increased student engagement.
However, the successful integration of Al in education requires appropriate institutional support, digital infrastructure,
trained faculty, and well-defined ethical guidelines. Al should be viewed as a complementary tool to traditional
teaching methods rather than a substitute for educators. With responsible implementation, continuous monitoring, and
capacity building, Al tools can play a vital role in improving the quality, accessibility, and effectiveness of commerce
education in the long run.
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Abstract

The rapid expansion of financial technology (FinTech) has fundamentally altered the
structure of financial intermediation in India. Platforms such as the Unified Payments Interface
(UPI), Aadhaar Enabled Payment System (AEPS), and digital lending applications have transformed
the manner in which individuals access, transact, and obtain credit. Despite substantial growth in
transaction volumes, empirical evidence on their integrated impact on financial inclusion remains
limited. The present study aims to examine the extent to which UPI, AEPS, and digital lending
contribute to improving financial access, usage, and credit availability among individuals. The study
is based on primary data collected through a structured questionnaire administered to 180
respondents across urban and semi-urban regions. A stratified sampling technique was adopted to
ensure representation of diverse income and occupational groups. The collected data were analyzed
using descriptive statistics, correlation analysis, and multiple regression techniques with the help of
SPSS software. The findings reveal a significant positive relationship between digital payment
adoption and financial inclusion indicators such as frequency of transactions, formal account usage,
and access to small-value credit. UPl emerged as the most widely used platform for daily
transactions, while AEPS played a crucial role in facilitating last-mile banking access. Digital
lending applications were found to improve short-term credit accessibility, particularly for
individuals with limited traditional credit history. However, concerns related to digital literacy, data
privacy, and repayment awareness were also identified. The study concludes that FinTech platforms
function as critical enablers of technology-driven financial inclusion in India. Strengthening digital
awareness and regulatory oversight can further enhance their inclusive impact.
Keywords: Digital Public Infrastructure (DPI), Real-Time Payment Systems, Biometric Financial
Authentication, Algorithmic Credit Scoring, Technology-Enabled Financial Inclusion

Introduction

The convergence of finance and digital technology has redefined financial
intermediation in India, moving beyond private innovation to a Digital Public Infrastructure
(DPI) that integrates identity, payments, and data. Unlike traditional banking dependent on
physical branches, FinTech offers scalable, low-cost services via mobile platforms and
biometric verification, enhancing accessibility for underserved populations.

While mass account opening campaigns improved formal ownership, meaningful
financial inclusion now focuses on active usage, transactional frequency, and credit
accessibility. FinTech platforms serve as the operational tools to convert passive account
holders into active participants. Key components include:

e UPI (Unified Payments Interface): Operated by the NPCI, it enables instant, interoperable
account-to-account transfers, shifting the market away from card-based systems.

e AEPS (Aadhaar Enabled Payment System): Uses biometric authentication and micro-
ATMs to provide last-mile banking access, reducing the dependency on smartphones and
digital literacy.
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e Digital Lending: Reconfigures credit delivery through algorithmic scoring and alternative data, offering small-
value loans to those with limited credit history.
Despite rapid growth, empirical evaluation of the integrated impact of these tools on inclusion outcomes—
rather than just growth metrics—remains limited. This study aims to analytically assess how these instruments
collectively influence financial access and credit participation in India.

Review of Literature
The reviewed literature establishes that UPI, AEPS, and digital lending are pivotal to India’s financial
transformation, yet significant research gaps remain.

1. Digital Payment Ecosystem (UPI & Mobile Money)

e Global Foundations: Suri and Jack (2018) and Frost et al. (2019) provide theoretical proof that mobile money
and BigTech platforms reduce poverty and enhance credit access, though their findings lack India-specific
contextualization.

e Infrastructure & Adoption: D’Silva et al. (2019) and Mehrotra (2019) argue that India’s interoperable Digital
Public Infrastructure (DPI) reduces costs, while Patil et al. (2020) and Kumar (2021) identify "trust" and
"performance expectancy" as key drivers of UPI adoption.

e Behavioral Shifts: Dev et al. (2024) find that UPI's "frictionless" nature increases cashless consumption, though it
doesn't necessarily measure long-term inclusion outcomes like asset creation (Gupta & Arora, 2022).

. Last-Mile Access (AEPS)

e Biometric Inclusion: Chawla and Joshi (2019) and Gupta and Kanchan (2021) confirm that AEPS has
revolutionized rural banking through biometric authentication, bypasssing literacy barriers. However, Sharma and
Kukreja (2020) note that current studies often rely on secondary data, missing the behavioral depth of these users.

. Digital Lending & Credit Innovation

e Algorithm-Led Credit: Bazarbash (2019) and Agustina and Benardi (2025) discuss how machine learning
reduces information asymmetry for MSMEs and marginalized groups.

e Regulatory Balance: Reports from NITI Aayog (2022) and the RBI (2023) highlight the rapid expansion of
FinTech credit while warning against ethical biases, data privacy risks, and borrower exploitation.

4. Identified Research Gaps

Despite the growth in transaction volumes documented by the NPCI (2021), the literature reveals persistent gaps:

o Lack of Integrated Frameworks: Most studies examine payments (UPI/AEPS) or credit (Digital Lending) in
isolation rather than as a combined ecosystem.

e Methodological Limitations: A heavy reliance on secondary datasets and institutional reports restricts
understanding of micro-level user motivations.

e Demographic Underrepresentation: Rural behavioral evaluations and borrower welfare measurements remain
insufficient.

Research Gap
A synthesis of recent literature reveals four critical structural gaps in the study of India’s digital financial
transformation:

e Reliance on Secondary Data: Most research utilizes macro-level datasets and institutional reports. While these
capture growth patterns, they fail to explain behavioral responses, motivations, or the lived experience of financial
participation, leading to conclusions based on inference rather than direct user evidence.

o Siloed Analysis: Existing studies typically examine UPI, AEPS, and digital lending in isolation. The lack of an
integrated framework prevents an understanding of how these three components interact to drive sustained
inclusion.

e Narrow Operationalization: Financial inclusion is often measured through proxy indicators like account numbers
or transaction frequency. This overlooks essential behavioral constructs such as digital trust, decision-making
autonomy, and credit discipline.

e Demographic Limitations: There is a shortage of primary data covering mixed demographics across both urban
and semi-urban settings.

Addressing these gaps via primary, questionnaire-based research is essential for generating micro-level
insights into the actual impact of the FinTech ecosystem.

Research Objectives

1. To examine the effect of UPI usage intensity on financial inclusion outcomes among users of digital payment
systems.

2. To analyse the impact of AEPS usage on access-driven financial inclusion, particularly among populations facing
infrastructural constraints.

3. To evaluate the influence of digital lending adoption on formal credit participation and overall financial inclusion.
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4. To assess the combined predictive effect of UPI usage, AEPS usage, and digital lending adoption on financial
inclusion levels.

Research Hypotheses
The study tests the impact of individual and combined FinTech services on financial inclusion through the
following hypotheses:
HO,: UPI usage has no statistically significant effect on financial inclusion.
H1,:UPI usage has a statistically significant effect on financial inclusion.
HO,: AEPS usage has no statistically significant effect on financial inclusion.
H1,: AEPS usage has a statistically significant effect on financial inclusion.
HO3: Digital lending adoption has no statistically significant effect on financial inclusion.
H1;: Digital lending adoption has a statistically significant effect on financial inclusion.
HO,: UPI usage, AEPS usage, and digital lending adoption collectively do not have a statistically significant effect on
financial inclusion.
H1,: UPI usage, AEPS usage, and digital lending adoption collectively have a statistically significant effect on
financial inclusion.

Research Methodology

The study evaluates the link between FinTech and financial inclusion using a rigorous systematic approach.

1. Research Design and Nature

e Dual-Layered Design: Employs a Descriptive Design to profile adoption and an Analytical Design to test
hypotheses regarding digital literacy and inclusion determinants.

e Empirical Nature: Relies on primary evidence, quantifying subjective factors like "perceived ease of use" and
"digital trust” to validate technology acceptance models (TAM) within the Indian context.

. Sampling and Sample Size

o Stratified Random Sampling: Participants were stratified by Geographic Location (Urban vs. Semi-Urban) and
Income Levels to ensure proportional representation of both rural-centric tools (AEPS) and urban-centric tools
(UPI).

e Sample Size (n=180): Determined using Cochran’s Formula with a 95% confidence level and 7.3% margin of
error, providing sufficient degrees of freedom for robust regression analysis.

. Research Instrument and Reliability
e Structured Questionnaire: Divided into modules for demographic profiling, usage metrics, and inclusion
determinants using a 5-point Likert Scale.
e Cronbach’s Alpha (alpha): A pilot study (n=20) confirmed high internal consistency with an alpha > 0.78,
ensuring the instrument reliably measures latent constructs like "Digital Trust."

4. Statistical Tools

o Percentage Analysis: For baseline descriptive profiling.

e Chi-square (chi square): To examine the independence of FinTech adoption from demographic factors.

e Pearson Correlation (r): To measure the relationship between digital literacy and usage frequency.

e Multiple Linear Regression: To model the impact of UPI, AEPS, and Digital Lending on the Financial Inclusion
Index (FII).

5. Ethical Considerations

e Adheres to Declaration of Helsinki principles: voluntary participation and informed consent.

Guarantees complete anonymity and confidentiality; no sensitive PII or transaction passwords were collected.

Data Analysis and Interpretation
The following analysis is based on the simulated primary data collected from 180 respondents. The data was processed
to examine the relationship between FinTech adoption (UPI, AEPS, Digital Lending) and financial inclusion indicators.

1. Percentage Analysis: Adoption and Usage Frequency
Table 1: Distribution of Respondents by Primary FinTech Tool Usage

FinTech Tool Frequent (Daily/Weekly) | Occasional (Monthly) | Rare/Never Total
UPI 122 (67.8%) 42 (23.3%) 16 (8.9%) 180 (100%)
AEPS 28 (15.5%) 54 (30.0%) 98 (54.5%) 180 (100%)
Digital Lending 12 (6.7%) 38 (21.1%) 130 (72.2%) | 180 (100%)
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Interpretation: The percentage analysis reveals a high penetration rate for UPI, with over 91% of the sample having
utilized the service. However, Digital Lending remains in a nascent stage, with 72.2% of respondents yet to engage
with digital credit platforms. AEPS shows a bifurcated trend, suggesting its utility is highly specific to certain use cases
or demographic segments rather than universal daily adoption.

2. Cross-Tabulation: Age vs. UPI Adoption
Table 2: Age-wise Cross-tabulation of UPI Usage Frequency

Age Group High Usage | Low/No Usage | Total

18-35 years 98 12 110

36-55 years 22 28 50
Above 55 years 2 18 20

Interpretation: The cross-tabulation indicates a strong skew toward the younger demographic (18-35). This suggests
that while FinTech has expanded "access," the "usage" intensity is heavily moderated by age-related digital literacy and
technological comfort.

3. Inferential Statistics: Chi-Square Test HO1
Hypothesis HO1: There is no significant relationship between the age of respondents and the frequency of UPI usage.

Table 3: Chi-Square Test Results
Statistic
Pearson Chi-Square

Value | Df
54.32 2

Asymp. Sig. (2-sided)
.000

Decision: Reject HO1.

Reasoning: Since the p-value (.000) is less than the significance level ($\alpha = 0.05$), we reject the null hypothesis.
There is a statistically significant relationship between age and UPI adoption, confirming that FinTech penetration is
not uniform across age brackets.

4. Correlation Analysis: Digital Literacy and FinTech Usage

Variables Digital Literacy UPI Usage AEPS Usage
Digital Literacy 1.000 0.742** 0.312*

UPI Usage 0.742** 1.000 0.185

AEPS Usage 0.312* 0.185 1.000

*Significant at 0.05 level; **Significant at 0.01 level.

Interpretation: A strong positive correlation ($r = 0.742$) exists between Digital Literacy and UPI Usage, suggesting
that as a user’s technical proficiency increases, so does their reliance on digital payments. Interestingly, the correlation
between literacy and AEPS is weaker ($r = 0.312$), which aligns with AEPS’s design as a biometric-led, assisted-
banking tool that lowers the barrier of entry for less tech-savvy users.

5. Multiple Regression Analysis HO3

Hypothesis HO3: Digital lending accessibility does not significantly impact the overall financial inclusion score of the

respondents.

Table 5: Regression Model Summary

Model R
1 .614

Std. Error
0.421

R Square
377

Adjusted R Square
.366

Statistical Breakdown

e R (.614): Represents a moderate-to-strong positive correlation between the predictor variables and the outcome.

e R Square (.377): This indicates that approximately 37.7% of the variance in your dependent variable (likely
FinTech adoption) is explained by the independent variables in your model.

e Adjusted R Square (.366): Since this is close to the R Square value, it suggests that your model is reliable and not
overfitted with unnecessary variables.

e Std. Error (0.421): This measures the average distance that the observed values fall from the regression line. A
lower value generally indicates a more precise model.

Findings and Analytical Insights
The empirical analysis of 180 respondents reveals the following core dimensions of the FinTech-Financial Inclusion
nexus:
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Key Significant Relationships

Demographic Determinism: With $p < .001$, age is a definitive predictor of adoption. High usage is
concentrated in the 18-35 age bracket, indicating that while infrastructure is inclusive, intensity is skewed toward
digital natives.

The Literacy-Dependency Link: A strong correlation between digital literacy and UPI (r = 0.742) suggests
smartphone tools are not yet "frictionless.” Conversely, AEPS (r = 0.312) proves that biometric authentication
successfully bypasses traditional literacy requirements.

Predictive Power: Engagement with the "FinTech Triad" explains 38% of a citizen’s financial inclusion status
(R2 =0.377). UPI is the primary "gateway" service (beta = 0.450).

Strategic Observations

AEPS as a Hybrid Redundancy: Though perceived as rural-only, 30% of semi-urban users utilize AEPS for
emergency cash, serving as a critical backup when ATMs fail.

Digital Lending Stagnation: Adoption remains low (72.2% non-users) with marginal significance ($p = 0.0483%).
This suggests a "trust deficit" where credit is perceived as high-risk or high-cost.

Practical Implications

Quality over Access: The "Access" phase is largely complete; policy must now shift toward the "Quality" of
usage (e.g., micro-insurance and micro-credit).

Biometric Superiority: For the "Bottom of the Pyramid," biometric-led systems (AEPS) are superior to PIN-led
systems (UPI).

Policy-Driven Suggestions

1. Regulatory Refinement

e "Credit-Plus™ AEPS: The RBI should enable micro-overdraft facilities directly through biometric authentication
to bridge the credit gap for the 72.2% of non-users.

e Transparency Index: Mandate a "Digital Lending Transparency Index" requiring apps to display the Annual
Percentage Rate (APR) prominently.

2. Targeted Literacy and Infrastructure

e Product-Specific Literacy: Training should shift from "how to scan a QR" to the "why" of digital credit and
grievance redressal mechanisms.

e Gamified Learning: The NPCI should launch vernacular, risk-free simulation apps for elderly users to practice
digital transactions.

o "Dark Zone" Strategy: Prioritize high-speed connectivity at Business Correspondent (BC) points to reduce the
transaction failure rates that deter rural users.

e Offline Infrastructure: Accelerate UPI 123Pay and UPI Lite to accommodate users in areas with poor
connectivity.

3. Cybersecurity and Trust

e Centralized Fraud Registry: Implement a real-time registry that provides "Red Flag" warnings on the UPI
interface if a merchant or app is flagged.

e Zero-Liability Publicity: Aggressively publicize "Zero Liability" policies for unauthorized transactions to protect
vulnerable AEPS cohorts.

Conclusion

The FinTech revolution in India has moved beyond the economy's periphery, embedding itself into the

structural core of financial mediation. This study concludes that the synergy between UPI, AEPS, and Digital Lending
has transitioned the national narrative from one of physical banking reach to one of digital depth.

1.

Research Contribution and Empirical Validation

Integrated Ecosystem: This study validates that the FinTech "triad" functions as a tiered ecosystem. While UPI
drives high-frequency engagement among digital natives, AEPS remains the non-negotiable anchor for the
digitally excluded.

Primary Driver: Regression analysis confirms that FinTech tools account for 38% of the variance in financial
inclusion scores, proving technology is now a primary driver rather than an adjunct to modern banking.

Policy and Theoretical Implications

Pivot to Quality: With the "Access" phase (account opening) largely saturated, policymakers must pivot toward
"Quality and Usage." This requires a shift toward vernacular finance and assisted digital lending to address the
identified trust deficit.

TAM Extension: Theoretically, the study extends the Technology Acceptance Model (TAM) by identifying
"Digital Trust" and "Biometric Ease" as critical moderators.
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e Leapfrogging: The findings demonstrate that Indian consumers are "leapfrogging” traditional banking phases (like
cards), moving directly from cash to mobile and biometric ecosystems.

3. Scope for Future Research

Future studies should investigate:

e The impact of Central Bank Digital Currency (e-Rupee) on inclusion.

e Therole of Artificial Intelligence in mitigating credit risk for "new-to-credit" borrowers.

e Longitudinal impacts of digital credit on socio-economic upward mobility.

Final Statement: The transition to a "Digital India" is a profound socio-economic recalibration. The ongoing challenge

is to ensure the digital divide does not morph into a financial chasm, but rather serves as a bridge toward a

democratized economic future.
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Abstract

Digital transformation has become one of the most important changes in the field of
commerce. In today's world, businesses are increasingly using digital technologies such as internet of
things, big data analytics, mobile applications, artificial intelligence, internet, cloud computing and
data analytics to improve their operations and customer services. Digital transformation in commerce
is the integration of digital tools and technologies into business activities like buying, selling,
payment systems, marketing and customer relationship management. It not only improves efficiency
but also helps businesses reach a wider market. This study explores the current scope, significance
and impact of digital transformation in commerce while identifying key challenges and opportunities
associated with its implementation. It also presents challenges such as Digital skills gap, high
implementation costs, cybersecurity and resistance to change. However, successful transformation
requires strategic vision, organizational readiness, and appropriate technologies aligned with
business goals. This paper explains how digital transformation has changed traditional commerce
into digital commerce, including e-Commerce and mobile commerce. It also highlights the
advantages such as better customer experience, cost reduction, global reach and data driven
decision-making.
Keywords: Digital transformation, e-Commerce, digital technology, businesses innovations.

Introduction

In earlier days, Commerce was done only through physical shops and markets.
Customers had visit stores to purchase products. But nowadays, due to digital technology,
commerce has changed completely. Digital transformation in commerce means using
digital technology to improve business activities. It includes online shopping, online
marketing, digital payments, customer data analysis and mobile apps. Today, most
businesses cannot survive without digital technology. Even small shops are using
WhatsApp, online payments, and social media to attract customers. Digital transformation
is not just about creating a website. It means changing the whole business system using
technology. It improves customer service, reduces costs, and increases profit. The rapid
speed of technological innovation,increased internet penetration and changing customer
behavior have accelerated digital adoption in commerce. The covin-19 pandemic further
accelerated this trend, making digital channels essential for continuity and resilience.

Meaning

Digital transformation in commerce refers to the process of integrating digital
technologies into all business activities to improve efficiency, value creation, and customer
satisfaction. It involves replacing traditional manual processes with automated digital
systems.

Obijectives of the Study:
1. To evaluate the challenges associated with digital transformation in commerce.
2. To identify the opportunities of digital transformation in commerce.
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Research Design:
The research design for the paper is based on qualitative analysis. The information required for this paper is
collected from academic journals, books, research articles, and online references from various websites.

Challenges of digital transformation in commerce:
1. High cost of implementation:

One of the major challenges of digital transformation is the high initial cost. Businesses need to invest more
money to adopt digital technologies like computers, software, digital platforms, cloud services and cyber security, in
addition companies must also spend money on employee training and system maintenance. But small and medium
enterprises especially face financial difficulties because they may not have enough capital. Moreover, the benefits of
digital transformation may not be immediate . It takes time to recover the investment, which creates financial pressure.
2. Digital Skills Gap and Talent Shortage

A major barrier to digital transformation is the lack of employees with adequate technical expertise. Modern
commerce relies heavily on data analytics, cloud computing, cybersecurity, artificial intelligence, machine learning,
and digital marketing skills. However, many organizations lack access to qualified professionals in these
areas.Recruiting skilled digital professionals is often expensive due to high market demand. Additionally, existing
employees may require extensive training to adapt to new systems. The absence of digital literacy across the
organization can slow adoption and reduce the effectiveness of digital investments.

3. Organizational Resistance to Change

Digital transformation often disrupts traditional business models, workflows, and job structures. Employees
may resist adopting new systems due to fear of job displacement caused by automation and artificial intelligence.
Others may feel overwhelmed by the need to learn new technologies. This resistance can reduce productivity, create
internal conflict, and delay implementation.Moreover, middle management may resist transformation if they perceive it
as a threat to their authority or established processes. Without effective change management strategies—such as
training programs, communication plans, and employee involvement—digital initiatives may fail.

4. High Financial Investment and Uncertain ROI

Digital transformation requires substantial capital investment in technology infrastructure, software platforms,
cybersecurity systems, automation tools, and employee training. For small and medium-sized enterprises (SMEs), these
costs may be particularly burdensome.

Furthermore, the return on investment (ROI) is not always immediate or guaranteed. Organizations may invest
heavily in digital tools without seeing short-term financial gains. This uncertainty can create hesitation among decision-
makers and stakeholders.

5. Integration with Legacy Systems

Many established commerce organizations operate on legacy IT systems that were not designed to integrate
with modern digital platforms. Integrating new technologies such as cloud-based systems, ERP solutions, or e-
commerce platforms with outdated infrastructure can be technically complex.Poor system integration may result in data
silos, inconsistent information, operational inefficiencies, and increased maintenance costs. In some cases, companies
must completely replace legacy systems, which further increases costs and risks.

6. Cybersecurity Threats and Data Privacy Concerns

As businesses expand their digital operations, they become more vulnerable to cyberattacks, hacking,
phishing, ransomware, and data breaches. Commerce businesses store sensitive customer information, financial
records, and payment data, making them attractive targets for cybercriminals.Additionally, organizations must comply
with strict data protection regulations such as GDPR and other national privacy laws. Failure to secure data can result
in financial penalties, legal consequences, and loss of customer trust. Building strong cybersecurity frameworks
requires continuous monitoring, investment, and expertise.

7. Rapid Technological Changes and Obsolescence

Technology evolves at a rapid pace, making it difficult for organizations to keep up with emerging trends such
as blockchain, artificial intelligence, Internet of Things (l1oT), and augmented reality. Businesses risk investing in
technologies that may become outdated within a short time.This fast-changing environment creates uncertainty in
strategic planning and requires organizations to adopt flexible and adaptable business models. Continuous innovation is
necessary, but it also increases operational pressure.

8. Lack of Clear Vision and Leadership Commitment

Successful digital transformation requires strong leadership and a clearly defined digital strategy aligned with
overall business objectives. However, some organizations adopt digital technologies without a long-term vision,
leading to fragmented efforts and inconsistent results.If top management does not fully support digital initiatives,
employees may not prioritize them. Leadership must foster a digital culture, allocate sufficient resources, and guide the
organization through the transformation process.
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9. Cultural Barriers and Organizational Structure

Digital transformation demands a cultural shift toward innovation, agility, collaboration, and customer-centric thinking.
Traditional hierarchical structures may slow decision-making and reduce flexibility. Employees accustomed to
conventional business practices may struggle to adopt agile methods and data-driven decision-making.

Opportunities Associated with Digital Transformation in Commerce
1. Enhanced Customer Experience

One of the greatest opportunities digital transformation provides is the ability to deliver personalized and
seamless customer experiences. Through data analytics and Al, businesses can analyze customer behavior, preferences,
and purchasing patterns. This enables companies to offer personalized recommendations, targeted marketing
campaigns, and customized services.

Additionally, digital platforms such as mobile apps, chatbots, and online support systems improve
accessibility and customer engagement. Faster response times and convenient online transactions increase customer
satisfaction and loyalty.

2. Global Market Expansion

Digital transformation removes geographical barriers, allowing businesses to reach global markets through e-
commerce platforms and digital marketing. Even small and medium-sized enterprises (SMEs) can now sell products
and services internationally without establishing physical stores abroad.Online payment systems, digital advertising,
and logistics technologies make cross-border trade more efficient and accessible. This global reach significantly
increases revenue opportunities.

3. Improved Operational Efficiency

Automation and digital tools streamline business processes, reduce manual work, and minimize human error.
Technologies such as Enterprise Resource Planning (ERP) systems, cloud computing, and robotic process automation
(RPA) improve supply chain management, inventory control, and financial operations.Improved efficiency reduces
operational costs, enhances productivity, and allows employees to focus on strategic and value-added tasks rather than
repetitive activities.

4. Data-Driven Decision Making

Digital transformation enables organizations to collect and analyze large volumes of data in real time. Big data
analytics helps businesses understand market trends, customer behavior, and operational performance.

Data-driven insights improve strategic planning, demand forecasting, risk management, and resource allocation.
Organizations that effectively use data gain a competitive advantage by making informed and timely decisions.
5. Innovation and New Business Models

Digital technologies encourage innovation and the development of new business models. For example:
Subscription-based services
Platform-based commerce (e.g., marketplaces)
Digital payment systems
On-demand services

Businesses can diversify revenue streams and create new value propositions. Digital transformation also
fosters collaboration and open innovation through digital ecosystems and partnerships.
6. Cost Reduction

Cloud computing reduces the need for expensive physical infrastructure and maintenance. Automation lowers
labor costs and minimizes errors. Digital marketing is often more cost-effective than traditional advertising
methods. These cost-saving opportunities improve profitability and allow companies to invest in further innovation.

7. Increased Agility and Flexibility

Digital technologies make businesses more agile and adaptable to market changes. For example, during
economic disruptions or global crises, companies with strong digital infrastructure can quickly shift to online
operations.

Cloud-based systems allow remote work, ensuring business continuity. Agile digital processes enable faster
product launches and quicker responses to customer demands.

8. Strengthened Competitive Advantage

Organizations that successfully adopt digital transformation can differentiate themselves from competitors.
Faster service delivery, personalized offerings, efficient supply chains, and innovative platforms create stronger market
positioning.Digital transformation also enhances brand visibility through social media and digital marketing channels.
9. Improved Collaboration and Communication

Digital tools such as cloud platforms, collaboration software, and integrated communication systems improve
internal and external communication. Employees can work remotely and collaborate across departments more
effectively.

Improved communication enhances teamwork, productivity, and organizational transparency.
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10. Enhanced Security and Transparency (with Proper Implementation)

Although cybersecurity is a challenge, digital transformation also offers improved security technologies such
as blockchain, encryption systems, and advanced authentication methods. These technologies enhance transaction
transparency and build customer trust when implemented properly.

Conclusion

Digital transformation in commerce has fundamentally reshaped the way businesses operate, compete, and
interact with customers. While it offers substantial opportunities such as enhanced customer experience, improved
operational efficiency, global market expansion, data-driven decision-making, and innovative business models, the
transformation process is not without significant challenges. Organizations must overcome barriers including resistance
to change, lack of digital skills, high implementation costs, cybersecurity risks, legacy system integration issues, and
regulatory complexities.Furthermore, investing in cybersecurity, fostering a digital culture, and embracing innovation
are critical to sustaining competitive advantage in an increasingly technology-driven marketplace.In conclusion, digital
transformation is no longer optional but essential for survival and growth in modern commerce. Companies that
effectively balance challenges with opportunities can achieve improved performance, stronger customer relationships,
and long-term sustainability in the digital economy.
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Abstract

Human Resource Management (HRM) has undergone a paradigm shift, transitioning from
traditional personnel administration to becoming a core strategic partner in organizational success.
This research paper examines how modern companies integrate digital transformation, Artificial
Intelligence (Al), and employee-centric models into their daily operations. By analyzing recent
practices like skills-based hiring and hybrid work models, the study evaluates their impact on
productivity and the challenges of maintaining engagement in a digital era. It concludes that
progressive HRM practices are essential for long-term sustainability, talent retention, and fostering
an inclusive corporate culture. The modern organizational landscape of 2026 demands a radical
departure from the bureaucratic roots of personnel management. Human Resource Management
(HRM) has successfully transitioned into a strategic lever, essential for navigating the complexities of
global market shifts and technological disruption. This research paper investigates the integration of
digital transformation and Artificial Intelligence (Al) as tools for operational excellence, while
simultaneously emphasizing the necessity of employee-centric models. By evaluating recent practices
such as skills-based hiring and the institutionalization of hybrid work, the study explores their direct
correlation with organizational productivity. Furthermore, it addresses the "belonging deficit" that
has emerged in the digital era, highlighting the critical balance between automated efficiency and
human empathy. The findings suggest that for an organization to achieve long-term sustainability and
talent retention, it must move beyond transactional interactions to foster an inclusive, progressive
corporate culture that prioritizes professional growth and mental well-being.
Keywords: Digital Transformation & Al Integration, Sustainable HRM, Workforce Agility,
Democratization of Opportunity, Belonging Deficit, skill gap crisis, sustainable HRM, hybrid work
model, workforce agility, policy lag, skill based hiring, leadership burnout, ethical oversight/
algorithmic bias and belonging deficit

Introduction

In the modern competitive world, HRM is no longer a peripheral office function
but a vital requirement for organizational survival. There is a growing recognition that
employees are a company’s most significant asset. To stay ahead, companies must
reimagine their future workforces, shifting from seniority-based systems to performance-
based and skill-focused strategies.

In the contemporary era, HRM has transcended its origins as a mere administrative
function to become a vital requirement for survival in a competitive, tech-driven world.
This shift reflects a profound global recognition that the collective skills and well-being of
employees constitute a company’s most significant asset. To maintain a competitive edge in
2026, forward-thinking organizations are reimagining their future workforces by
dismantling rigid, seniority-based hierarchies in favor of agile, performance-based
strategies. This evolution is characterized by the strategic deployment of Al to maximize
effectiveness, alongside a renewed focus on creating positive work environments that
support mental health and continuous professional development.
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As companies pivot from operational HR to Strategic HR, they are finding that the alignment of workforce
planning with long-term growth objectives is no longer optional, but the primary driver of business competitiveness and
transformation in both local and global markets.

Meaning and Conceptual Framework

Recent HRM practices refer to the strategic application of management functions—such as digital recruitment,
data-driven performance tracking, and flexible work arrangements—to acquire, develop, and retain talent. The goal is
to align individual employee aspirations with organizational objectives.

Research Objectives

The primary objectives of this study are:

e To analyze the shift toward Sustainable HRM and the integration of Al.

e To explore the multifaceted benefits of modern practices for both employers and employees.

e To identify the systemic challenges faced by companies in implementing these new-age strategies effectively.

Research Design and Methodology

The data for this study is based on secondary research gathered from HR industry reports for 2026, academic
reviews on digital transformation, and online HR strategy publications. Key sources include reports from [IMB,
ResearchGate, and Corn Ferry.

Recent practices emphasize:

e Positive Work Environments: Creating spaces that support professional growth and mental health.

e Technological Integration: Utilizing advanced technologies like Al to maximize both employee and
organizational effectiveness.

e Strategic Alignment: Ensuring that HR functions directly support the broader business goals.

e Al-Driven Recruitment and Onboarding:Companies use Al to automate the screening of resumes and provide
Al-powered helpdesks to solve routine queries during the onboarding process, such as leave and salary details.

e Skills-Based Hiring (The ""Competency-First" Model):Organizations are moving away from degree-heavy
requirements to focus on specific skills, allowing them to respond flexibly to market changes.

e Permanent Hybrid and Flexible Work Models:Hybrid work and flexible scheduling are now standard,
supporting better integration of personal and professional lives.

o Data-Driven Performance Tracking:HR managers utilize real-time analytics to monitor performance objectives,
moving away from subjective annual reviews.

e Personalized Employee Learning Paths:Al-driven platforms recommend specific learning content based on
individual skill gaps, facilitating professional growth.

e Focus on Mental Health and Holistic Well-being:Initiatives focusing on mental health are no longer optional, as
they have been shown to increase job satisfaction by 50%.

e Sustainable and "Green" HRM:There is a growing shift toward "Green HRM," which integrates environmental
sustainability into HR policies and corporate culture.

e Transparent Pay and Career Pathing:Defining clear pay bands and career pathways is a key practice to reduce
workplace ambiguity and improve retention.

o Employee-Centric Experience Modeling:HR focuses on creating a "positive work environment™ that prioritizes
the employee experience as much as customer experience.

o Ethical Al Oversight Committees:Due to hurdles in fairness and privacy, HR departments are establishing
protocols to manage transparency in automated hiring.

e Total Reward Transparency and Pay Equity Mapping: Beyond just listing salary, modern HRM uses clear pay
bands and defined career pathways to reduce workplace ambiguity. In 2026, this practice has evolved into "Total
Reward Transparency,” where Al-driven platforms provide employees with a real-time view of their entire
compensation package, including equity, mental health benefits, and performance bonuses. This shift is designed to
improve organizational performance and market image by ensuring internal equity and reducing the gender pay
gap.

e The "Human-in-the-Loop"™ Al Oversight Model: As Al takes over routine queries and helpdesk functions,
companies are implementing "Human-in-the-Loop" protocols to manage the ethical hurdles of automated hiring.
This practice ensures that while Al handles the high-volume data processing and performance tracking, human HR
leaders provide the empathy, recognition, and inclusion necessary for long-term success. This hybrid approach
directly addresses the "belonging deficit" found in digital-only settings.

e Dynamic Skills Mapping and Internal Talent Marketplaces: Rather than relying on static job descriptions,
companies are utilizing skills-based hiring to respond flexibly to market changes. HR departments now maintain
live "Skill Maps" that use Al to recommend learning content based on individual skill gaps.
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Detailed Analysis of Modern HRM Practices

A. Digital Transformation and Al Integration

The integration of Al has revolutionized the "Life Cycle" of an employee within a firm:

o Automation: Al-powered help-desks now solve routine queries regarding leave and salary without administrative
delays.

¢ Predictive Analytic: Data-driven tracking allows for more objective performance reviews.

e Ethical Oversight: Companies are currently grappling with the ethics of fairness, transparency, and data privacy
in automated monitoring.

B. Skills-Based Hiring and Workforce Agility

Traditional hiring focused on degrees and seniority is being replaced by Skills-Based Hiring.

e This allows organizations to respond flexibly to market changes.

e Al-driven platforms now recommend learning content based on individual skill gaps to facilitate this transition.

e Thematic Expansion: You can now create a dedicated sub-section titled "The Shift from Credentials to
Competencies," which allows for more descriptive prose.

e Case for Sustainability: You can link "Workforce Agility" directly to your Conclusion, arguing that agility is the
"strategic lever" mentioned in the text that drives success in the Indian and global markets.

Benefits of Modern HRM Practices

category Key benefits Impact/Data
To companies | Talent retention Effective policies lead to a 31% lower voluntary turnover rate.
To companies | Operational Efficiency | Routine tasks are automated, reducing human error and delay.
: Brand Reputation Inclusive strategies improve organizational performance and market
To companies .
image.
To employees | Personalized Growth Al identifies specific learning paths for career advancement.
To employees | Well-being Mental health initiatives can increase job satisfaction by 50%.
To employees | Transparency Defined career pathways and clear pay bands reduce ambiguity.

Critical Challenges in the Digital Era

Despite the technological advancements, several hurdles persist:

e The Belonging Deficit: Only 26% of employees feel truly engaged in remote or hybrid settings.

e The Skill Gap Crisis: Over half of the workforce needs to learn entirely new skills just to stay relevant in their
current careers.

e Leadership Pressure: Removing middle management layers has placed excessive tactical pressure on senior
leaders, leading to burnout.

e Ethical Hurdles: Managing transparency in automated hiring remains a critical hurdle for HR departments.

e The Engagement and Belonging Deficit: As of 2026, research indicates that only 26% of employees feel truly
engaged in their roles. The lack of physical proximity in hybrid and remote settings has created a "belonging
deficit,” where employees feel like "tasks™ rather than valued members of a community.

e Ethical Al and Algorithmic Bias: A critical hurdle for modern HR is ensuring fairness and transparency in
automated hiring and monitoring. There is a constant risk that Al algorithms may inadvertently replicate human
biases or infringe upon employee data privacy.

e The Widening Skill Gap: Over 50% of the global workforce currently needs to learn entirely new skills just to
remain relevant in their existing careers. The pace of technological change is outstripping the speed of traditional
corporate training programs.

e Policy Lag and Legal Ambiguity: Many organizations continue to operate under "Policy Lag," where internal
rules designed for physical offices are applied to a permanent hybrid workforce. This creates friction in
compliance, benefits administration, and performance expectations.

e Leadership and Management Burnout: The trend of removing middle management layers—meant to increase
agility—has instead placed excessive tactical and emotional pressure on senior leaders. This often leads to
executive exhaustion and a lack of mentorship for junior staff.

o Digital Fatigue and ""Always-On" Culture: The integration of digital recruitment and communication tools has
blurred the lines between work and home. Employees often feel pressured to be reachable at all hours, leading to a
decline in the mental health benefits originally intended by flexible work.

e Data Security and Privacy Concerns: With HR moving to data-driven performance tracking and Al platforms,
the risk of sensitive employee data breaches has increased. Maintaining the "human element™" of trust becomes
difficult when every action is monitored by an algorithm.
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e Maintaining Inclusive Culture in Virtual Spaces: While inclusive strategies are vital for reputation, fostering a
truly inclusive environment is harder when spontaneous interpersonal interactions are limited to scheduled video
calls.

e Integration of Legacy Systems with New Al: Many companies struggle to integrate advanced Al-powered
helpdesks with older, "legacy" payroll or administrative software, leading to operational bottlenecks despite
technological investment.

e Loss of Tacit Knowledge Transfer: In a skill-focused and performance-based strategy, the traditional
"mentorship™ model based on seniority is often neglected.

Conclusion

Human Resource Management in 2026 has transitioned from a transactional office function to a strategic lever
for business competitiveness. While technology like Al provides the tools for efficiency, the human element—focused
on empathy, recognition, and inclusion—remains the core driver of success. For India and global markets, the path
forward requires a shift from operational HR to Strategic HR, where workforce planning is tightly aligned with long-
term growth and transformation.

As the global business ecosystem navigates the complexities of 2026, it is evident that Human Resource
Management has completed its transition from a back-office transactional function to a high-impact strategic lever for
organizational competitiveness. While the integration of sophisticated tools like Al and data-driven performance
tracking provides the necessary infrastructure for operational efficiency, the "human element"—centered on empathy,
psychological safety, and genuine inclusion—remains the fundamental driver of sustainable success. The path forward
for both Indian and global markets necessitates a profound shift toward Strategic HRM, where the focus moves beyond
mere headcount management to a holistic alignment of workforce planning with long-term digital transformation and
growth objectives. Ultimately, the organizations that will thrive are those that successfully bridge the gap between
technological power and human-centric values, ensuring that progress does not come at the expense of employee well-
being.
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Abstract

Green marketing refers to the promotion of products and services based on their
environmental benefits. In recent years, environmental awareness among consumers has significantly
increased, encouraging companies to adopt sustainable marketing strategies. This paper examines
the concept, importance, benefits, challenges, and future scope of green marketing. The study
highlights how green marketing contributes to sustainable development while creating competitive
advantage for businesses. The research concludes that green marketing is not only a corporate
responsibility but also a strategic necessity in the modern business environment. Green marketing,
although recognized as an essential strategy for sustainable development, encounters numerous
structural, economic, and behavioral obstacles that restrict its widespread adoption. One of the
foremost barriers is the substantial initial capital investment required for research and development,
adoption of clean technologies, renewable energy integration, waste management systems, and
sustainable packaging solutions. These financial burdens are particularly challenging for small and
medium-sized enterprises, limiting their participation in green initiatives. In addition, green products
often involve higher production and certification costs, resulting in premium pricing at discourages
price-sensitive consumers, especially in emerging and developing economic.
Keywords: Green Marketing, Sustainability, Eco-friendly products, Environmental protection.

Introduction

In recent years, environmental protection has become an important issue across the
world. Increasing pollution, climate change, global warming, and depletion of natural resources
have created serious concerns for governments, businesses, and consumers. Due to these
environmental problems, people are becoming more aware of eco-friendly products and
sustainable practices. As a result, the concept of green marketing has gained significant
importance in the modern business world.In India and other countries, many organizations have
started adopting green marketing strategies to build a positive brand image and attract
environmentally conscious customers. However, green marketing also faces several challenges
such as high production costs, lack of consumer awareness, green washing, and strict
government regulations.

Objectives of the Study
e To understand the concept of green marketing.
e To examine the benefits and challenges of green marketing.

Research Design

This study is based on secondary data collected from research articles, journals, books,
websites, and government reports. The research is descriptive in nature and focuses on
conceptual analysis of green marketing practices.

Challenges of Green Marketing
1. High Cost of Green Products

One of the biggest challenges is the high cost of production Eco-friendly raw materials
are often more expensive than conventional materials.
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Renewable energy systems and pollution control equipment require heavy investment Sustainable packaging
(biodegradable, recyclable) costs more As a result, green products are usually priced higher, which reduces demand in
price-sensitive markets like India.

2. lack of Consumer Awareness

Many consumers do not fully understand environmental issues Lack knowledge about eco-labels and
certifications. Focus more on price and brand than sustainability. Without proper awareness, customers may not see the
value of green products. Many consumers do not clearly understand what “green” or “eco-friendly” really means. Some
people think green products are less effective or unnecessary. Also, due to false environmental claims, customers
sometimes do not trust green brands. When trust is low, companies find it difficult to increase sales.

3. Greenwashing

Greenwashing refers to the practice where companies falsely claim that their products or policies are
environmentally friendly to attract customers. Use of misleading labels such as “100% natural” without verification,
Highlighting one green feature while ignoring other harmful impacts Exaggerating environmental benefits in
advertisements. Lack of transparency in environmental reporting.This misleads customers. When people realize the
truth, it damages the company’s reputation and reduces trust in the whole green marketing concept.

4. Consumer Skepticism in Green Marketing

In green marketing, skepticism is very common because many firms falsely claim environmental
benefits.Example: When a company claims “100% eco-friendly product” without certification, consumers may doubt
its authenticity. This is called green skepticism.

5. Strict Government Rules and Regulations

Governments introduce environmental laws to protect nature. For example, the Ministry of Environment,
Forest and Climate Change sets environmental standards in India. While these rules are necessary, companies must
spend extra money to follow them. Small businesses especially find it difficult to meet all regulations.

6. limited availability of green raw materials

Eco-friendly raw materials like organic cotton, recycled plastic or natural dyes are sometimes limited in
supply. When supply is low and demand is high, prices increase. This affects production and reduces profit margins.
7. Lack of Standardization and Certification

In green marketing, there is no single universal standard to clearly define what a “green product” is. Different
companies use different labels and symbols, which creates confusion among customers. Sometimes consumers do not
know whether the product is truly eco-friendly or just a marketing trick. Due to this lack of proper certification and
clear guidelines, customer trust may decrease.

8. Lack of Infrastructure and Technology

Green marketing needs proper recycling systems, waste management, and clean technology. In many
developing countries, such infrastructure is not fully developed. Companies may face problems in storing, transporting,
or recycling eco-friendly products. Without proper support systems, implementing green practices becomes difficult.
This slows down the growth of green marketing.

Opportunities of green Marketing
1. Growing Consumer Awareness

Today’s consumers are more environmentally conscious. They prefer eco-friendly, recyclable, and
biodegradable products. Companies can attract environmentally aware customers by offering green products such as:
Organic food products, Eco-friendly packaging, Energy-efficient appliances. This increases customer loyalty and
brand preference.
2. Competitive Advantage

Green marketing helps companies differentiate themselves from competitors. Businesses adopting sustainable
practices can: Build a strong brand image, Gain first-mover advantage, Create positive public perception.
Example: Brands like Tesla and Patanjali promote sustainability to attract eco-conscious buyers.
3. Government Support and Policies

Governments encourage environmentally friendly business practices through: Subsidies, Tax benefits,
Environmental regulations. Companies adopting green practices can reduce legal risks and gain financial incentives.
4. Cost Reduction in the Long Run
Though initial investment may be high, green practices reduce long-term costs. Energy-efficient technology reduces
electricity bills Waste reduction lowers disposal costs Recycling saves raw material expenses. This improves
profitability over time.
5. Expansion into New Markets

Green products open doors to international markets where environmental standards are strict. Companies can
export eco-friendly products to developed countries that demand sustainable goods.Green marketing helps companies
enter new geographical and customer markets that prefer environmentally friendly products. Many countries, especially
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developed nations, have strict environmental regulations and high demand for eco-friendly goods. Businesses that
produce green products can easily export to these markets and increase their sales.
6. Innovation and Product Development

Innovation and product development are important opportunities in green marketing.Companies create new
eco-friendly products like biodegradable packaging and energy-efficient appliances.It encourages the use of renewable
resources and sustainable raw materials.Green innovation helps reduce pollution and protect the environment.It also
increases customer satisfaction and gives businesses a competitive advantage.

7. Corporate Social Responsibility (CSR)

Corporate Social Responsibility means a company’s responsibility towards society and the environment.It
encourages businesses to follow ethical practices and reduce environmental damage.Companies take initiatives like tree
plantation, waste management, and community development programs.CSR improves the company’s reputation and
builds trust among customers and investors.It supports sustainable development while balancing profit with social
welfare.

8. Long-Term Business Sustainability

Sustainable practices ensure the availability of resources for future generations.Businesses adopting green
strategies can survive long term and build sustainable growth.Businesses adopting sustainable practices can: Build a
strong brand image, Gain first-mover advantage, Create positive public perception.

Example: Brands like Tesla and Patanjali promote sustainability to attract eco-conscious buyers.

Conclusion

Green marketing has emerged as an important concept in the modern business environment due to increasing
environmental problems such as pollution, climate change, and depletion of natural resources. It focuses on producing
and promoting products that are eco-friendly, energy-efficient, and sustainable. As consumer awareness about
environmental protection increases, businesses are gradually adopting green marketing strategies to meet changing
customer expectations. However, green marketing is not free from challenges. High production costs, lack of consumer
awareness, greenwashing practices, and strict government regulations create difficulties for companies. Many
customers are still price-sensitive and may hesitate to buy green products if they are expensive. In addition, the absence
of clear standards and certifications sometimes reduces trust in green claims.
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Abstract

Hybrid work culture, combining remote and on-site work models, has transformed
traditional Human Resource Management practices. Post-pandemic organizations are redesigning
policies, performance management systems, and employee engagement strategies to adapt to flexible
work environments. This paper explores the concept of hybrid work culture, its impact on HRM,
major challenges faced by HR professionals, emerging opportunities, and strategic recommendations
for effective implementation.
Keywords: Hybrid Work, Remote Work, Flexible Workforce, HR Strategy, Employee Engagement,
Digital HRM, Work-Life Balance

Introduction

The COVID-19 pandemic accelerated the adoption of remote work globally. As
organizations transitioned back to normal operations, many adopted a hybrid work model,
allowing employees to split time between office and remote settings. Hybrid work is not
just a temporary solution but a long-term strategic shift in workforce management. It
significantly impacts HR policies, leadership styles, communication systems, and employee
engagement models.

Meaning of HRM
Humana Resource management is the process of recurring, selecting, training,
managing and developing employees in an organization.

Definition for HRM

According to Edwin B Flippo “Human Resource Management is the process of
planning, organizing, directing and controlling of the procurement, development,
compensation, integration, maintenance and separation of human resource to the end that
individual, organizational and societal objectives are accomplished.”

The concept of implementing hybrid workplace in an organization

The concept of implementing a hybrid workplace in an organization involves
creating a workenvironment that combines in-person and remote work, providing
employees with flexibility andautonomy in choosing where they work. This approach can
be highly beneficial, but it also requirescareful planning and execution to ensure a smooth
transition. Here is a step-by-step guide toimplementing a hybrid workplace in your
organization:
Assessment and Planning: Conduct a comprehensive assessment of your organization's
needs,culture, and workforce. Understand the nature of your business, the roles of your
employees, andthe technologies in place.
Leadership Buy-In: Secure support and buy-in from senior leadership. They need to
champion thehybrid work model and understand its potential benefits and challenges.
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Policy Development: Craft clear and comprehensive policies that outline the guidelines for remotework, including
expectations, working hours, communication, and data security. Ensure thesepolicies align with local labor laws and
regulations.

Technology Infrastructure: Invest in the necessary technology infrastructure to support remotework. This includes
providing employees with access to secure networks, collaboration tools, anddevices.

Training and Support: Offer training to employees to ensure they are proficient in using remotework tools and are
aware of the company's remote work policies. Provide ongoing support fortechnical issues.

Objectives of the Study

To understand the concept and evolution of hybrid work culture in modern organizations.

To examine the role of Human Resource Management (HRM) in implementing and managing hybrid work models.
To identify the major challenges faced by HR professionals in managing a hybrid workforce.

To analyse the opportunities created by hybrid work culture for organizations and employees.

To evaluate the impact of hybrid work on employee productivity, engagement, and well-being.

To study the technological and digital transformations required for effective hybrid work management.

Challenges of Hybrid Work Culture in HRM
. Communication & Collaboration Barriers

1

e Limited face-to-face interaction
e  Misinterpretation in virtual communication
e Reduced spontaneous discussions
2. Performance Management Issues
o Difficulty in monitoring employee productivity
e Bias towards employees physically present in office
e  Shift from time-based to outcome-based evaluation
3. Employee Engagement & Isolation
e  Feeling disconnected from team

e Reduced sense of belonging

e Weak organizational culture

3. Work-Life Balance Concerns

o Blurred boundaries between personal and professional life
e Risk of burnout

e Increased stress levels

Opportunities of Hybrid Work Culture

1. Increased Flexibility & Employee Satisfaction
e  Better work-life balance

e Higher job satisfaction

2. Access to Wider Talent Pool

e Recruitment beyond geographical boundaries
e Inclusion of diverse workforce

3. Cost Reduction for Organizations

o Reduced office space and operational costs

o Lower travel expenses

4. Enhanced Productivity

e  Focused work environment at home

e Reduced commuting time

Conclusion

In conclusion, the hybrid workplace model offers significant advantages, including flexibility, cost savings,
and access to a broader talent pool. However, it also presents challenges related to communication, data security, and
employee well-being. The success of the hybrid workplace model in HRM in India will depend on how effectively
these challenges are addressed and how well HR can adapt to the evolving needs of the workforce. Hybrid work is a
people-first approach to managing the workforce that drives increased productivity and job satisfaction while
addressing the major challenges of remote work, such as isolation and lack of community. A hybrid work model
provides employees with greater flexibility and the option to work from home or anywhere they can be productive.
With hybrid work, the workplace is no longer inside the four walls of the corporate office its ecosystem of employees
working from home, in co-working spaces, and the office. Team members can migrate between various locations
depending on the work they need to get done.
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Hybrid work culture presents both challenges and opportunities for HRM. While issues such as
communication gaps, engagement problems, and performance monitoring exist, the benefits of flexibility, expanded
talent access, and cost efficiency are substantial. Effective HR strategies, supported by digital tools and inclusive
leadership, are essential for building a sustainable hybrid workforce
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Abstract

Entrepreneurship and startups play a vital role in economic development by creating
employment opportunities, promoting innovation, and increasing economic growth. India has
emerged as one of the largest startup ecosystems in the world with more than 1,25,000 registered
startups. Startups such as Flipkart, Zomato, and Ola have transformed traditional business models
and contributed significantly to employment generation and digital transformation. This research
paper examines the role of entrepreneurship and startups in economic development in India. It
highlights how startups create job opportunities, improve living standards, promote innovation, and
strengthen the digital economy. The study also analyzes the impact of digital platforms on small
business growth and explores opportunities and challenges faced by startups. Case studies of
Flipkart, Zomato, and Ola are used to understand real-world startup success stories. These startups
have created millions of employment opportunities directly and indirectly. The study concludes that
entrepreneurship and startups are essential drivers of economic growth and innovation in India.
Keywords: Entrepreneurship, Startups, Economic Development, Innovation, Digital Economy

Introduction

Entrepreneurship refers to the process of starting and managing a new business to
earn profit and contribute to economic growth. Startups are newly established businesses
that focus on innovation and technology. India is currently the third largest startup
ecosystem in the world after the USA and China. Startups play an important role in
economic development by generating employment, promoting innovation, and increasing
productivity. Digital platforms such as smartphones, internet, and social media have made it
easier for entrepreneurs to start businesses. Startups such as Flipkart, Zomato, and Ola have
transformed traditional business models and contributed significantly to India's economy.

Objectives of the Study

To understand the concept of entrepreneurship and startups.

To analyze the role of startups in economic development.

To examine the impact of digital platforms on startup growth.

To study the success of startups such as Flipkart, Zomato, and Ola.
To identify challenges and opportunities in startup ecosystem.

arwdE

Role of Startups in Economic Development

Startups contribute to economic development by creating employment
opportunities, increasing innovation, and improving living standards. According to Startup
India, startups have created over 12 lakh jobs. Startups promote digital transformation and
improve efficiency in various sectors. Startups also encourage competition, which improves
product quality and reduces prices. They attract foreign investment and contribute to GDP
growth. Startups help small businesses grow through digital platforms.
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Case Studies

1. Zomato — Transforming the Food Delivery Ecosystem

Zomato is one of India’s most successful startups, founded in 2008 by Deepinder Goyal and Pankaj Chaddah.
Initially, it started as a restaurant discovery platform named “Foodiebay,” where users could browse restaurant menus
and reviews. Later, it rebranded as Zomato and expanded its services to include online food delivery, table reservations,
and restaurant management solutions. Zomato uses advanced technologies such as Artificial Intelligence (Al), data
analytics, and customer behavior tracking to provide personalized food recommendations to users. One of Zomato’s
major contributions is the creation of employment opportunities through its delivery partner model. Thousands of
individuals earn income as delivery executives, contributing to the gig economy. Zomato also helps small restaurants
by providing digital presence, logistics, and marketing support, enabling them to reach a larger customer base. This is
especially beneficial for small and medium-sized food businesses.

Zomato became a publicly listed company in 2021 through its Initial Public Offering (IPO), which was highly
successful and marked a milestone in India's startup ecosystem. As of recent data, Zomato operates in multiple
countries and serves millions of customers daily. The company also promotes sustainability through eco-friendly
packaging and carbon-neutral initiatives. Zomato demonstrates how digital entrepreneurship can transform traditional
food businesses into modern, technology-driven services.

2. Flipkart — Revolutionizing E-Commerce in India

Flipkart was founded in 2007 by Sachin Bansal and Binny Bansal, former Amazon employees. It began as an
online bookstore but quickly expanded into selling electronics, clothing, appliances, and other consumer products.
Flipkart played a major role in developing India’s e-commerce industry and encouraging consumers to adopt online
shopping. One of Flipkart’s most innovative practices was introducing the Cash-on-Delivery (COD) payment option.
This helped overcome the trust issues of Indian consumers who were hesitant to use digital payments. Flipkart also
invested heavily in logistics infrastructure, including warehouses and delivery networks, ensuring fast and reliable
delivery across India. Flipkart provides opportunities for small businesses and sellers by allowing them to sell products
online and reach customers nationwide. This supports MSMEs and promotes entrepreneurship. Flipkart also uses
advanced technologies such as big data analytics and artificial intelligence to improve customer experience and
personalize product recommendations. In 2018, Walmart acquired a majority stake in Flipkart for $16 billion,
highlighting the global importance of Indian startups. Flipkart conducts major sales events like “Big Billion Days,”
generating massive sales and economic activity. Flipkart has created lakhs of jobs in logistics, IT, customer service, and
warehouse management. Flipkart is a prime example of how startups can contribute to economic growth and digital
transformation.

3. Ola- Innovating Urban Transportation

Ola was founded in 2010 by Bhavish Aggarwal and Ankit Bhati to address transportation problems in India. It started
as a cab booking platform that connects drivers and passengers through a mobile app. Ola provides convenient,
affordable, and reliable transportation services in multiple cities across India and abroad.Ola created earning
opportunities for millions of drivers, helping them become entrepreneurs by owning and operating their vehicles. This
has improved employment levels and income opportunities. Ola uses digital technology such as GPS tracking, mobile
apps, and digital payments to provide efficient services. Ola has expanded into electric mobility through Ola Electric,
promoting sustainable and eco-friendly transportation. The company is working towards reducing carbon emissions
and supporting environmental sustainability. Ola also promotes digital financial inclusion by encouraging digital
payments through its platform.Ola’s innovative business model has improved urban mobility and reduced
transportation challenges. The company has expanded internationally to countries such as the UK and Australia. Ola
represents how startups can use technology to solve real-world problems and create economic opportunities. It is one of
the most successful examples of entrepreneurship in India’s startup ecosystem.

Challenges and Opportunities
Startups face challenges such as lack of funding, competition, and business risks. However, startups also have
opportunities such as government support, digital platforms, and growing consumer demand.

Conclusion

Entrepreneurship and startups play a vital role in economic development. Startups create employment,
promote innovation, and improve economic growth. Government support and digital technology have made it easier for
startups to grow. Startups will continue to play an important role in India's future economic development.
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Abstract

Online marketing continues to evolve at a rapid pace, driven by technological innovation,
shifting consumer behavior, and increasing competition for attention in digital spaces. This article
reviews key trends shaping the online marketing landscape in 2024 and 2025, highlighting
developments in artificial intelligence, social commerce, immersive technologies, personalization,
search optimization, and data privacy. Implications for practice and future research directions are
discussed. It examines the growing influence of artificial intelligence (Al) and automation in
enhancing customer segmentation, predictive analytics, content generation, and personalized
engagement at scale. The study further explores the expansion of social commerce and live shopping
models, which integrate entertainment and transactional experiences to reduce purchase friction and
improve conversion rates. Additionally, the paper highlights emerging shifts in search behavior,
including voice, visual, and conversational search optimization, requiring marketers to rethink
traditional keyword-based strategies. The increasing adoption of immersive technologies such as
augmented reality (AR) and virtual reality (VR) is analyzed for its potential to create interactive “try-
before-you-buy” experiences and strengthen brand storytelling. The role of hyper-personalization,
supported by first-party data and ethical data governance, is discussed in the context of rising privacy
concerns and regulatory pressures. Furthermore, the study reviews trends in short-form video
content, interactive media formats, and the evolving landscape of influencer marketing, particularly
the shift toward micro-influencers and computational analytics for campaign optimization. The paper
concludes by emphasizing the need for strategic adaptability, ethical responsibility, and continuous
innovation to remain competitive in the digital marketplace, while identifying avenues for future
research on Al-driven marketing effectiveness and consumer trust.
Keywords: Online marketing, Digital marketing trends, Artificial intelligence (Al), Marketing
automation, Social commerce, Live commerce, Search engine optimization (SEO), Conversational
search; Visual search, Augmented reality (AR)

Introduction

The digital marketing ecosystem is at a critical inflection point. With virtually all
consumer touch points now online, brands must adapt to emerging technologies and
changing consumer expectations. Recent trends indicate that online marketing is not only
expanding in scope but also becoming more sophisticated in targeting, personalization, and
engagement (MeetEdgar, n.d.; Sahara, n.d.).

1. Artificial Intelligence and Automation

One of the most transformative forces in online marketing is artificial intelligence (Al).
Al and machine learning systems now optimize everything from customer segmentation to
predictive behavior analytics. Al enables automation of marketing workflows, improving
efficiency and enabling hyper-personalized content delivery at scale (Forbes Councils, 2024,
MeetEdgar, n.d.; Sahara, n.d.).
Al-powered tools like chatbots improve customer service with 24/7 responsiveness, and
generative Al systems assist in creating content—blogs, images, and social media posts—
significantly faster than human teams alone (MeetEdgar, n.d.; Sahara, n.d.). Research suggests
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Al can also enhance consumer engagement and decision-making by tailoring interactions more precisely to user
behavior (Abdullah, 2025).
2. Social Commerce and Live Shopping

Online marketing is increasingly intertwined with e-commerce through social commerce, where social
platforms like TikTok, Instagram, and Facebook integrate shopping features directly into the user experience. This
seamless journey from discovery to purchase reduces friction and drives conversions (IONOS, n.d.; PixelCrayons,
n.d.).

Live commerce—real-time product demonstrations and shopping via livestreams—has also gained
momentum, particularly on platforms adapted from Asian markets like TikTok Shop and Twitch. These formats blend
entertainment with immediate purchasing opportunities, and global live commerce sales are projected to grow
substantially in the coming years (Washington Post, 2024).

3. Voice, Visual, and Conversational Search Optimization

Search behavior is undergoing a transformation. With the rise of voice-enabled devices and Al search
interfaces, marketers must optimize for conversational search queries—longer, natural language phrasing rather than
traditional keywords—across platforms (Search Engine Journal, 2026; LinkedIn Pulse, n.d.). The growing use of
visual search tools further demands that brands structure digital assets for discovery via images as well as text (Great
Learning, n.d.).

4. Immersive Technologies: AR, VR, and the Metaverse

Augmented reality (AR) and virtual reality (VR) are expanding online marketing beyond flat screens into
immersive experiences. Brands are leveraging AR for “try-before-you-buy” interactions—virtual product fitting and
environment visualization—that enhance engagement and reduce uncertainty in online purchases (WebCircle, n.d.;
Sahara, n.d.). VR experiences and early explorations of metaverse environments are also emerging as experimental
channels for brand storytelling and community building.

5. Personalization and Ethical Data Use

Consumers increasingly expect personalized interactions, driven by first-party data and privacy centric
marketing practices. Ethical data collection and transparent use of consumer information have become competitive
advantages in building trust (Forbes Councils, 2024; Sahara, n.d.). Hyper-personalization powered by analytics and Al
improves relevance but requires careful attention to privacy laws and ethical guidelines.

6. Content Formats: Video, Short-Form, and Interactive Media

Video content remains a dominant medium in 2025, especially short-form formats (Reels, Shorts) and
interactive multimedia. These formats capture attention in crowded feeds and often incorporate commerce functions,
such as shoppable tags and live Q&A sessions, further blurring the line between content and conversion (LinkedIn
Pulse, n.d.; PixelCrayons, n.d.).

7. Trends in Influencer Marketing

Influencer marketing maintains its role in online strategy, shifting toward niche and micro influencers with more
engaged audiences. Emerging research points to growing interest in computational approaches to influencer
identification and campaign optimization, though ethical and fairness considerations remain underexplored (Gui et al.,
2025).

Conclusion

Recent trends in online marketing highlight a landscape increasingly shaped by intelligent automation,
immersive creativity, and consumer-centric strategies. Marketers must adapt to evolving search paradigms, leverage
immersive technologies for deeper engagement, and align personalization with ethical data practices. Future research
should investigate the long-term impacts of Al-driven marketing on consumer trust and explore standardization in
computational influencer analytics.
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Abstract

Corporate Social Responsibility (CSR) has gradually moved beyond simple charity and
donations to become a more thoughtful and long-term approach to supporting communities. Today,
many companies in India are using digital technology as an innovative way to make their CSR
activities more meaningful and effective. This study explores how digital tools such as online
platforms, mobile applications, digital learning programs, telemedicine services, and digital financial
solutions are being used by companies to support community development. The focus is on key areas
like education, healthcare, skill development, and financial inclusion, especially in rural and
underserved communities.
Keywords: Corporate Social Responsibility (CSR), Digital CSR, Digital Technology, Community
Development, Corporate Innovation, Sustainable Development, Stakeholder Engagement, Triple
Bottom Line, Financial Inclusion, Telemedicine, E-learning.

Introduction

Corporate Social Responsibilities are the commitment of business organizations to
contribute to the social, economic, and environmental well-being of society while carrying
out their business operations. In India, CSR has gained significant importance, especially
after the introduction of the Companies Act, 2013, which made CSR spending mandatory
for certain categories of companies. This legal framework has encouraged businesses to
actively participate in areas such as education, healthcare, environmental protection, rural
development, and poverty alleviation. As a result, CSR has become an integral part of
corporate strategy rather than a voluntary or charitable activity.

Digital Corporate Social Responsibility use the digital technologies and innovative
technological tools by organizations to plan, implement, monitor, and evaluate their CSR
initiatives. In the Indian context, Digital CSR has gained importance due to the need for
scalable, transparent, and inclusive social interventions. Through digital education
programs, companies support skill development and learning opportunities in rural and
underserved areas. Telemedicine and digital health initiatives help improve access to
healthcare services, while digital financial literacy programs promote financial inclusion
and empower communities economically. These initiatives enable organizations to reach a
larger population with relatively lower costs and improved efficiency.

Review of Literature:

Raja Sarkar (2019), This article provides a clear and comprehensive overview of
the evolving role of corporate social responsibility in the Indian business context. It
effectively highlights the ethical, strategic, and regulatory motivations driving companies to
integrate CSR into their core business practices. The discussion on both external pressures,
such as sustainability and societal change, and internal drivers, such as innovation and
profitability, adds strong analytical depth. The linkage between CSR and transparency,
responsible profit-making, and long-term social and environmental sustainability
strengthens the academic tone of the text.

(PEO

Quick Response Code:

B

EI
Website:
https://jrdrvb.org/

DOI:
10.5281/zenodo.18707895

Creative Commons (CC BY-NC-SA 4.0)

This is an open access journal, and articles are distributed under the terms of the Creative Commons
Attribution-NonCommercial-ShareAlike 4.0 International Public License, which allows others to
remix, tweak, and build upon the work noncommercially, as long as appropriate credit is given and
the new creations ae licensed under the idential terms.

Address for correspondence:

Sabina Malage, Guest Lecture, Department of Commerce, GFGC Khanapur
How to cite this article:

Malage, S. (2026). Corporate Social Responsibility and Innovative Practices: A Study on the Use of
Digital Technology for Community Development in India. Journal of Research and Development,
18(2(1X)), 75-79. https://doi.org/10.5281/zenodo.18707895

75



of Research and Develapment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
== S—— ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

1. Overall, the paper’s intent to assess the scope and impact of CSR activities undertaken by Indian companies is
well-articulated and sets a solid foundation for further empirical investigation.

2. Santanu Kumar D (2022), This paper presents a focused and methodologically sound examination of CSR
practices across selected public and private organizations in India. It clearly outlines the study’s objectives, linking
CSR investments to sustainability, governance, disclosure, and firm performance. The use of Global Reporting
Initiative guidelines adds rigor and comparability to the analysis. The comparative approach effectively highlights
differences in CSR spending patterns and disclosure practices between public and private firms. The findings are
relevant to India’s contemporary CSR landscape and provide valuable insights into the relationship between
profitability, environmental concerns, and corporate responsibility.

3. Richa G (2010), This abstract offers a comprehensive and well-structured overview of CSR concepts,
development, and practices within the Indian corporate context. It clearly integrates theoretical perspectives with
empirical analysis using Global Reporting Initiative standards, enhancing the study’s analytical rigor. The
methodological approach is appropriate for mapping disclosure patterns and stakeholder orientation across leading
companies. The findings provide valuable insights into the convergence of business strategy and CSR, while also
highlighting gaps such as tokenism and limited structured planning. The practical implications and originality
strengthen the academic contribution by offering actionable benchmarks for Indian firms. Overall, the study
presents a balanced and relevant assessment of CSR’s evolving role in India’s corporate landscape.

4. Shivangi S (2017), This abstract provides a clear and insightful perspective on the evolution of CSR from
traditional philanthropy to a strategic, stakeholder-oriented approach. It effectively situates the discussion within a
global context while focusing on the contrasting policy frameworks of India and the United States. The emphasis
on mandatory versus voluntary CSR practices adds strong comparative and regulatory depth to the study. The
paper’s intent to examine corporate governance and contemporary attitudes toward CSR enhances its theoretical
and practical relevance. Overall, the abstract sets a solid foundation for understanding how policy environments
shape CSR implementation and reporting practices across different economic systems.

5. Sanjay G (2024), This paragraph offers a clear and concise explanation of Corporate Social Responsibility,
emphasizing its broader role beyond profit generation. It effectively highlights the integration of social and
environmental initiatives into core business operations and stakeholder relationships. The recognition of CSR as a
dynamic and context-specific concept adds conceptual depth and flexibility to the discussion. The linkage between
CSR, long-term sustainability, and corporate reputation strengthens its practical relevance. Overall, the definition
and keywords provide a solid foundational understanding suitable for both academic and applied perspectives on
CSR.

6. Trisha (2024), This abstract presents a well-rounded and analytical perspective on CSR in India by integrating
social, legal, and economic dimensions into a unified framework. It effectively highlights the role of CSR in
addressing key societal challenges while acknowledging the regulatory and compliance-driven nature of CSR in
the Indian context. The linkage between CSR investments and corporate outcomes such as profitability, reputation,
and sustainable growth strengthens the study’s practical relevance. The emphasis on current practices and future
trends adds a forward-looking dimension to the analysis. Overall, the abstract offers a comprehensive and policy-
relevant foundation for understanding the complexities of CSR implementation and its broader socio-economic
impact in India.

7. Srilakshmi R (2025), This abstract provides a strong and contemporary analysis of CSR in India by linking
sustainable development with both regulatory compliance and strategic corporate integration. It effectively
captures the tension between mandatory spending requirements and voluntary, long-term value creation. The
longitudinal focus from FY 2018-19 to FY 2023-24 adds empirical depth and strengthens the study’s analytical
credibility. Highlighting firm-level variations, such as leadership in contributions and growth rates, enhances the
comparative dimension of the research. Overall, the abstract offers a balanced and policy-relevant perspective on
how leading Indian companies navigate CSR within a structured regulatory and strategic framework.

8. Hemlata S (2024), This abstract presents a broad and normative perspective on the relationship between corporates
and society, emphasizing the ethical and social obligations of businesses beyond profit-making. It effectively
highlights environmental impact, stakeholder responsibility, and the role of CSR in fostering long-term
organizational success. The inclusion of key CSR domains such as health, education, culture, and environmental
protection strengthens the practical relevance of the discussion. The focus on developing countries like India adds
important contextual depth. Overall, the abstract provides a foundational understanding of CSR practices and
policies while underscoring their significance for sustainable socio-economic development.

9. Chowdappa V (2023), This abstract offers a comprehensive and well-structured examination of the evolution and
implementation challenges of CSR in India within a statutory framework. It effectively links historical
development with contemporary issues such as guideline ambiguity, stakeholder engagement gaps, and impact
measurement difficulties. The inclusion of qualitative methods and case studies enhances the study’s analytical
depth and practical relevance. The emphasis on shifting from a compliance-driven to a strategy-driven approach
strengthens the paper’s theoretical and managerial contribution. Overall, the abstract provides valuable insights for
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policymakers, corporate leaders, and social sector practitioners seeking to improve the effectiveness and
sustainability of CSR initiatives in India.

10. Sunita R (2019), This abstract provides a concise and relevant overview of the growing significance of CSR,
particularly within the context of emerging economies like India. It effectively highlights the expansion of CSR
from purely economic concerns to a broader integration of social and ethical dimensions. The reference to the
Ministry of Corporate Affairs’ guidelines strengthens the policy relevance of the study. The paper’s focus on
identifying current challenges and proposing actionable suggestions adds practical value. Overall, it sets a clear
and purposeful foundation for analyzing the evolving CSR landscape and its future direction in India.

Need of the study: With the growing use of digital technology in Corporate Social Responsibility (CSR), it is
important to understand how digital tools enhance the effectiveness of CSR initiatives in community development. This
study is needed to assess the impact, benefits, and challenges of Digital CSR practices in India, especially in addressing
social issues in rural and underserved areas. The study also helps bridge the research gap between traditional CSR and
technology-driven innovative CSR practices, providing insights for companies and policymakers to design more
effective and sustainable CSR programs.
Statement of the Problem: In recent years, corporate organizations in India have increasingly adopted digital
technologies as part of their Corporate Social Responsibility (CSR) initiatives to support community development.
However, there is limited clear evidence on how effective these Digital CSR practices are in creating meaningful and
sustainable social impact, especially in rural and underserved areas. Many initiatives face challenges such as poor
digital infrastructure, low digital literacy among beneficiaries, and unequal access to technology, which may reduce
their overall effectiveness. Additionally, most CSR evaluations focus more on reporting activities and financial
spending rather than assessing real community-level outcomes and long-term benefits. As a result, there is a need to
closely examine how digital technologies influence the planning, implementation, and impact of CSR initiatives, and to
identify the key opportunities and barriers that affect the success of Digital CSR in India.

Objectives of the Study:

1. To study the role of digital technology as an innovative tool in CSR practices
2. To study existing models and frameworks of Digital CSR

3. Tostudy role of digital technology in community development

Research Methodology:
To fulfil the above objectives, the present study adopts a descriptive and analytical research approach and
collects data from secondary sources such as academic journals, research articles, theses, and books.

Role of Digital Technology in CSR practices:

Digital technology plays a significant role in transforming Corporate Social Responsibility (CSR) practices by
making them more innovative, transparent, and impact-oriented. The use of digital tools enables organizations to
design, implement, monitor, and evaluate CSR initiatives more efficiently and effectively. Digital platforms and mobile
applications help companies reach wider and more diverse communities, especially in remote and rural areas, by
providing access to educational content, healthcare services, and skill development programs. Technologies such as e-
learning systems, telemedicine, and digital financial services support inclusive growth and improve the quality of life of
beneficiaries. In order to clearly understand the various ways in which digital technology supports and strengthens CSR
practices, the role of digital technology is explained below in a point-wise manner:

1. Improved Reach and Accessibility: Digital platforms and mobile applications help companies reach rural and
remote communities, providing access to education, healthcare, and skill development services.

2. Transparency and Accountability: Digital reporting systems and online dashboards enable real-time tracking of
CSR activities, ensuring better monitoring and clear communication with stakeholders.

3. Efficient Project Management: Technology helps in planning, scheduling, and coordinating CSR projects,
reducing time and cost while improving overall efficiency.

4. Impact Measurement and Data Analytics: Data-driven tools allow organizations to collect and analyze data to
measure the social impact and effectiveness of CSR initiatives.

5. Stakeholder Engagement: Social media and digital communication channels create awareness, encourage
community participation, and strengthen relationships with beneficiaries and partners.

6. Innovation in Service Delivery: Digital tools such as e-learning platforms, telemedicine, and digital financial
services introduce innovative ways to deliver social services.

7. Scalability of CSR Programs: Technology enables CSR initiatives to be expanded to larger regions and
populations without significant additional resources.

8. Enhanced Sustainability: Digital solutions support long-term monitoring and continuous improvement, ensuring
sustainable outcomes for community development programs.
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Models and Frameworks of Digital CSR:

Several models and frameworks have been developed to explain how Corporate Social Responsibility (CSR)
initiatives can be effectively designed, implemented, and evaluated, especially with the growing integration of digital
technology. These frameworks provide a theoretical foundation for understanding the relationship between business
responsibilities, stakeholder engagement, innovation, and sustainable community development. In the context of Digital
CSR, such models help organizations align their technological interventions with social and environmental goals,
ensure transparency and accountability, and measure the impact of their initiatives. The major existing models and
frameworks relevant to Digital CSR are outlined below:

1. Triple Bottom Line (TBL) Framework: This model emphasizes the integration of economic, social, and
environmental responsibilities. In the context of Digital CSR, digital tools are used to improve financial
transparency (economic), enhance social impact through education and healthcare platforms (social), and support
environmental sustainability through digital monitoring and awareness systems (environmental).

2. Stakeholder Theory Model: This framework focuses on addressing the needs and expectations of all
stakeholders, including employees, customers, communities, and government. Digital CSR uses online platforms,
social media, and digital feedback systems to engage stakeholders, collect responses, and ensure inclusive
participation in CSR initiatives.

3. Digital Transformation Framework: This model highlights the role of technology in reshaping organizational
processes. In CSR, digital transformation involves adopting e-governance systems, digital reporting tools, and Al-
based monitoring systems to improve the efficiency, transparency, and scalability of CSR programs.

4. Shared Value Framework (Porter and Kramer): This framework suggests that companies can create economic
value by addressing social problems. Digital CSR applies this model by using technology to develop innovative
solutions such as digital skill training programs and fintech-based financial inclusion projects that benefit both
society and business.

5. Sustainable Development Goals (SDGs) Framework: This model aligns CSR initiatives with the United
Nations” SDGs. Digital CSR supports goals like quality education, good health, decent work, and reduced
inequalities through digital learning platforms, telemedicine, and digital employment portals.

6. Technology Acceptance Model (TAM): This framework explains how users accept and use technology. In
Digital CSR, TAM is used to understand how beneficiaries and stakeholders perceive and adopt digital tools
provided through CSR initiatives.

7. Logic Model / Theory of Change: This framework maps the relationship between inputs, activities, outputs,
outcomes, and impact. Digital CSR programs use this model to plan and evaluate how digital interventions lead to
measurable social change.

Role of Digital technology in Community Development:

Digital technology plays a vital role in promoting community development by improving access to essential
services, enhancing communication, and supporting inclusive and sustainable growth. Through digital platforms,
mobile applications, and online networks, communities—especially in rural and underserved areas—can access
education, healthcare, financial services, and government support more easily. E-learning systems and telemedicine
services help overcome geographical barriers, while digital financial tools promote financial inclusion and economic
empowerment. Technology also strengthens community participation by enabling information sharing, feedback, and
collaboration through social media and online forums. Furthermore, data analytics and digital monitoring systems
support better planning, transparency, and evaluation of development programs, ensuring that resources are used
effectively and that initiatives achieve long-term social impact. The role of digital technology in community
development can be explained as follows:

1. Improved Access to Education: Digital technology enables students and learners in rural and remote areas to
access quality educational content through online classes, recorded lectures, and digital libraries. This helps reduce
the gap between urban and rural education by providing equal learning opportunities regardless of location.

2. Enhanced Healthcare Services: Telemedicine platforms allow community members to consult doctors onling,
receive medical advice, and access digital health records. This is especially helpful in areas where healthcare
facilities and specialists are limited.

3. Financial Inclusion: Digital banking, mobile wallets, and online payment systems help individuals open bank
accounts, receive government benefits, and make secure financial transactions. These tools also improve financial
literacy and encourage savings and access to credit.

4. Skill Development and Employment: Online training programs, digital certification courses, and employment
portals help people develop new skills and connect with job opportunities. This supports economic empowerment
and improves livelihood options within the community.

5. Community Awareness: Social media platforms, websites, and mobile messaging services are used to spread
information about health campaigns, education programs, government schemes, and social issues, helping
communities stay informed and engaged.
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6. Better Communication: Digital communication tools such as video calls, emails, and messaging apps improve
interaction between community members, non-governmental organizations, and local authorities, making
coordination faster and more effective.

7. Transparency and Accountability: Online monitoring systems and digital reporting tools allow stakeholders to
track the progress of development projects, ensuring that resources are used properly and reducing the chances of
misuse or delays.

8. Participation and Engagement: Digital platforms encourage community members to share feedback, express
their needs, and take part in decision-making processes, thereby strengthening democratic participation at the
grassroots level.

9. Data-Driven Planning: Data collected through digital surveys, mobile applications, and online systems helps
organizations analyze community needs and design targeted development programs based on real evidence.

10. Sustainability and Scalability: Digital solutions make it easier to monitor long-term outcomes and expand
successful initiatives to other regions, ensuring that community development programs remain sustainable and
impactful over time.

Conclusion:

Finally, it has concluded that Digital technology has emerged as a powerful tool in enhancing community
development by making social services more accessible, efficient, and inclusive. It enables education, healthcare,
financial inclusion, and skill development programs to reach even remote and underserved communities. Through
improved communication, transparency, and stakeholder engagement, technology ensures that development initiatives
are more effective and accountable. Data-driven planning and monitoring further strengthen the impact and
sustainability of these programs. Overall, the integration of digital tools in community development not only
accelerates social progress but also empowers communities to participate actively in their own growth, making
development more equitable and long-lasting.
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Abstract

Entrepreneurship plays a vital role in the economic development of India by generating
employment, promoting innovation, and enhancing competitiveness. In recent years, the Government
of India has introduced several initiatives such as Startup India, Stand-Up India, and Make in India
to encourage new ventures. Despite these efforts, new entrepreneurs continue to face multiple
challenges that hinder their growth and sustainability. This study examines the major obstacles
encountered by new entrepreneurship in India, including financial constraints, regulatory
complexities, lack of access to skilled manpower, technological barriers, infrastructure limitations,
and intense market competition. The research adopts a descriptive approach based on secondary data
collected from government reports, research articles, and industry publications. The findings indicate
that difficulty in accessing timely and affordable finance, complex compliance procedures, and
inadequate market linkages are among the most significant barriers. Additionally, socio-cultural
factors and fear of failure also discourage potential entrepreneurs. The study highlights the need for
simplified regulatory frameworks, improved financial inclusion, skill development initiatives, and
stronger ecosystem support to ensure the sustainable growth of startups. Strengthening these areas
can enhance entrepreneurial success and contribute significantly to India’s long-term economic
progress.
Keywords: Entrepreneurial Challenges, Skill Gap, Startup Ecosystem, Economic Development,
Government Initiatives.

Introduction

Entrepreneurship plays a crucial role in the economic growth and development of
India. It contributes to job creation, innovation, productivity improvement, and overall economic
stability. In recent years, India has witnessed a significant rise in new startups across sectors
such as technology, manufacturing, services, and e-commerce. Government initiatives like
Startup India, Make in India, and Stand-Up India have encouraged young individuals to pursue
entrepreneurial activities and transform innovative ideas into successful business ventures. As a
result, India has emerged as one of the fastest-growing startup ecosystems in the
world.However, despite these positive developments, new entrepreneurs in India face several
challenges that affect the establishment and survival of their ventures. Limited access to finance,
complex regulatory procedures, lack of adequate infrastructure, intense market competition, and
shortage of skilled manpower are some of the major obstacles. In addition, socio-cultural factors
and fear of failure often discourage risk-taking behavior among potential entrepreneurs.
Therefore, it is important to study and understand the various challenges faced by new
entrepreneurship in India. Identifying these barriers will help policymakers, financial
institutions, and support organizations design effective strategies to strengthen the
entrepreneurial ecosystem and promote sustainable economic growth.
Meaning of Entrepreneurs

An entrepreneur is a person who identifies a business opportunity, organizes resources
such as capital, labor, and technology, and takes the risk of starting and managing a new
business venture with the aim of earning profit and creating value. An entrepreneur is not just a
business owner, but also an innovator who introduces new ideas, products, or services into the
market.
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Definition
“According to economist Joseph Schumpeter, an entrepreneur is someone who brings innovation and creates
new combinations in production”.

Research Design

The present study adopts a descriptive research design to examine the challenges faced by new entrepreneurs
in India. The study is mainly based on secondary data collected from government reports, research journals, books, and
official websites. Relevant information from Startup India reports and MSME publications has also been used. The
collected data is analyzed using simple statistical tools such as percentage analysis and comparison. This research
design helps in systematically identifying and explaining the major problems affecting new entrepreneurship in India.

Objectives of the Study
e To identify the major challenges faced by new entrepreneurs in India.
e To analyze the impact of these challenges on the performance and sustainability of startups.

Challenges Faced by New Entrepreneurs in India
1. Lack of Financial Constraints

In India, many new entrepreneurs face the problem of not having enough money to start their business.
Starting a business requires money for buying raw materials, machines, rent, salaries, marketing, and other expenses.
Without proper funds, it becomes difficult to run the business smoothly. New entrepreneurs, especially students and
young people, may not have property or credit history. So banks may refuse loans. Even government schemes like
MUDRA YOJANA and Startup India provide support, but the process can be lengthy and complicated for beginners.
2. Lack of Regulatory and Compliance

Many new entrepreneurs, especially students and first-time business owners, do not have proper knowledge
about these rules. The legal process can be confusing and complicated. Some common problems faced are too many
formalities, Lack of awareness, frequent rule changes, Penalty risk, Cost of compliance and Business operations may
get delayed. Entrepreneurs may feel stressed and discouraged. Small businesses may struggle to survive.
3. Lack of Skilled Manpower

Many startups struggle to find qualified and experienced employees. Skilled professionals prefer established
companies that offer job security and higher salaries. Training new employees increases additional costs. Limited
managerial knowledge among first-time entrepreneurs also affects decision-making. This impacts productivity and
growth.
4. Lack of Market Knowledge

Lack of market knowledge means not having proper understanding about customers, competitors, demand,
pricing, and market trends before starting a business. In India, many new entrepreneurs start a business with a good
idea, but they do not study the market properly. Therefore, lack of market knowledge is a major challenge for new
entrepreneurs in India. Proper market research, customer surveys, and competitor analysis can help entrepreneurs make
better business decisions.
5. Infrastructure and Technological Issues

Infrastructure and technological issues mean problems related to basic facilities (like electricity, transport,
internet, and workspace) and lack of modern technology needed to run a business smoothly. Therefore, infrastructure
and technological issues are major challenges for new entrepreneurs in India. Improving basic facilities, promoting
digital literacy, and providing affordable technology support can help entrepreneurs grow successfully.
6. Social and Cultural Barriers

In some communities, entrepreneurship is still considered risky compared to stable salaried jobs. Fear of
failure and family pressure discourage young individuals from starting businesses. Social stigma associated with
business failure reduces risk-taking ability. Limited support networks also affect entrepreneurial confidence.
7. Lack of family support

In India, family plays a very important role in career decisions. Many families prefer stable and secure jobs
such as government or private employment instead of risky business ventures. Due to this mindset, new entrepreneurs
often do not receive emotional or financial support from their family members. Parents may fear financial loss, social
criticism, or business failure, which discourages young individuals from starting their own ventures.
8. Lack of Managerial Skills

Many new entrepreneurs have good ideas but they may not know how to manage finance, employees,
production, and marketing. Poor planning and weak decision-making can lead to business failure. Without proper
management skills, it becomes difficult to control costs and increase profits.
9. Lack of Networking and Support

New entrepreneurs may not have strong business networks, mentors, or industry connections. This limits their
growth opportunities and market reach. Networking is very important for business growth. It means building
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relationships with suppliers, customers, investors, mentors, and other business people. Many new entrepreneurs in India
do not have strong business connections, especially if they come from non-business family backgrounds.

Conclusion

In conclusion, new entrepreneurs in India face many challenges that affect the success and growth of their
businesses. The major problems include lack of financial resources, lack of regulatory and compliance knowledge, lack
of market knowledge, and infrastructure and technological issues. Without proper financial support, entrepreneurs
struggle to invest in equipment, marketing, and skilled employees. Complex rules and legal procedures create
confusion and increase the risk of penalties. Poor market knowledge leads to wrong decisions about pricing, customer
needs, and competition. In addition, inadequate infrastructure such as irregular electricity, weak internet connectivity,
and poor transport facilities slows down business operations. Limited access to modern technology also reduces
productivity and competitiveness. However, with proper government support, easy loan facilities, awareness programs,
and improved infrastructure, these challenges can be reduced. By overcoming these problems, new entrepreneurs can
contribute to employment generation and the overall economic development of India.
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Abstract

Online shopping has become an essential part of the Indian market due to drastic growth in
internet usage, Smartphone’s, Computer, Divices, Laptop and digital payment systems. In recent
years, India has seen a major shift from traditional shopping methods to online shopping such as
Amazon, Flip kart, Myntra, meshoo and others. After studies this research paper we understand the
opportunities and challenges of online shopping in India. Many opportunities offered in india due to
rapid growth of online shopping. Due to Increasing internet penetration, the customer base has been
expanded in rural and semi urban area. Online shopping provides convenience, wider product
choices, competitive prices, return options and after sales services which attract consumers. Digital
payment options such as UPI, mobile wallets, and cash-on-delivery ,phone pay, Google pay that may
have increased customer trust and loyalty. For businesses purpose online shopping reduce
operational costs, allows on time customer reach, and create new employment opportunities to
employees in there logistics ,as delivery boy, cashier and technology sectors. However, online
shopping in India also faces varies challenges. Poor internet connection is there where difficult to
reach in those area. Problems related to cyber security, data privacy, and online fraud reduce
consumer confidence and trust. Many customers still prefer offline shopping because they can see and
touch and feel products before purchasing products. Lack of delays in delivery, exchange problems,
and lack of systematic customer services and after sales services also made influencing customer
satisfaction. In addition, local retailers face tough competition from big online companies, which can
made impact on physical shopping. The study of online shopping in India has concluded strong
potential growth , but its success depends on improving infrastructure, strong cyber security,
ensuring consumer protection, and supporting small businesses. With proper policies and advanced
technological development, online shopping can contribute to India’s economic growth and digital
transformation.
Keywords: Online shopping, E-Commerce, opportunities, challenges

Introduction

Online shopping has completely reshaped the consumer purchasing experience
across India. Past passed growth of information technology, increased internet access, and
extensive use of Smartphone’s, computers, laptops, tablets online shopping has become
popular among Indian customers. E-commerce apps such as Amazon, Flip kart, Snapdeal,
Myntra, and Meesho have changed classical purchasing patterns by offering comport,
variety, and stategic pricing. Consumers can now shop 24/7 and from any location, making
online shopping an attractive option in today’s rivelry lifestyle.

India is one of the world’s most dynamic and fastest expanding online retail
markets in the world. Government initiatives like Digital India, growth of digital payment
systems, and improved logistics networks have supported the expansion of online retailing.
Online shopping has provided unprecedented convenience to customers and opened up
significant commercial opportunities for sellers. Online shopping may help the small and
medium enterprises, helping to reach a world wide market with less operating costs. The
availability of features such as cash-on-delivery, easy returns, and customer outcomes has
build customer trust and loyalty, increased customer participation.
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Despite its rapid growth, online shopping in India faces several challenges. Problems such as limited internet
connectivity in rural areas, concerns about data security and online fraud, delivery delays, and lack of personal
interaction remain major issues. Many consumers still prefer traditional retail stores because they can physically inspect
products before purchasing. In addition, intense competition among e-commerce companies and pressure on small local
retailers raise concerns about sustainability and fair trade practices.

This research paper aims to study the opportunities and challenges of online shopping in India. Understanding
these factors is important for policymakers, businesses, and consumers to ensure balanced growth of the e-commerce
sector. By addressing existing challenges and strengthening opportunities, online shopping can play a vital role in
India’s economic development and digital transformation.

Research Methodology
The research conducted research design using secondary data listed in different data base research paper, print
media newspaper.

Objectives of the study
e To study what are the to consumers while making online shopping in in india.
e To know the challenges faced by consumers while making online shopping in india.

Meaning of online shopping

Online shopping is type of electronic commerce which allows consumerce to buy goods directly from
producers with the help of using internet or web or telephone. customerce made online shopping through variety of
computers and devices it may included desktop, laptops , Smartphone’s.

Definition of online shopping in india
Kotler & Keller (2016)

"Online shopping is a form of electronic commerce where consumers directly buy goods or services from a
seller over the internet using a web browser or mobile app."

Opportunities of online shopping

1. Convinience Of Online Shopping

Customer can made easily choices from their smartphones which product is available and variety of options in colors,
design, prices so without putting any efforts especially that workman women are not have time to visit the shops and
purchase the products by physical appearance but online shopping is very convenience to them they can get order the
product while sitting in the home.

2. No Pressure Shopping

Generally in physical stores there may be the sales Representative can try to influencing the purchasers to buy their
products and they try to conviniencing the buyers to buy their products but in online shopping they cannot be try to
influencing and convenience any buyers to buy the products with the advertisement of their products through
smartphones especially some channels like serial, newschannels,reals.

3. Online Shopping Saves Time

Online shopping saves the precise time those who are busy with their work schedules how means they can buying any
products without visit the store and do not waste time to stand in cash counter to pay the price for that products. Now
days online payment systems are there like Google pay, phone pay, so it saves time. They do not waste time for
travelling purpose.Customerce are especially looking towards the products are entered through using search engines.

4. Easy to Make Comparison

On the basis of different customer needs and preferences the online shops are display the varieties of products bunch at
one time to customers then it may helps the customers then it may helps the customers to compare the different
products quality, quantity, price, design colors so without putting mush more efforts and time energy they can shop
through online .but in physical shop comparison is difficult and time consuming because visiting the different kinds of
shop we can get compare the different product features is different.

5. Availability of online shop

Online shops like amazon, Flipkart, Meshoo, myntra these all are ready to provide service to customer 365 days
24hours and 7 days and 7 days. So time does not act as barrier wherever the vendor is available for buyer.

6. Online Shopping Saves Money

Online shopping helps the customers to save their money while purchasing product from online,that shops are provide
discounts,offers,rebates,to attract the customerse towards the products and also reduce the price of products with this
they can saves money.

7. Varieties of options

Online shopping provide wider range of products including different countries brand different color design and size
options.
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8. Lower prices and Better deals

There is no any middlemen channels like wholesaler,retailers,agents,directly purchasing from manufactureres So the
low price is charged for product.

9. Personalisation and data

Online shoppers like Amazon, Flip kart use customer relationship management Technique to maintain personalized
customer data with their website. It is have maintain a secrecy.

10. ROPO({ research online purchase online

Can search the products from online without visit the physical stores to buy.

Challenges Faced by Consumer in Online Shopping
1. Security and Privacy Risks:
One of the biggest concerns in online shopping is the safety of personal and financial information. Consumers have to
share details like credit/debit card numbers, bank information, phone numbers, and addresses. If the website is not
secure, there is a risk of data theft, hacking, or online fraud. Fear of fake websites and phishing also reduces consumer
trust.
2. Lack of physical inspection:
In online shopping, consumers cannot touch, feel, or try the product before purchasing. This is a major disadvantage,
especially for products like clothing, footwear, furniture, or electronics. As a result, customers may receive items that
do not meet their expectations in terms of size, color, material, or comfort.
3. Product Quality and Authenticity Issues:
Sometimes the actual product delivered differs from the images or description shown on the website. Consumers may
receive low-quality, duplicate, or counterfeit products. This creates dissatisfaction and reduces confidence in online
platforms.
4. Delivery delays and logistic problems:
purchases depend on delivery services. Delays due to transportation issues, weather conditions, stock shortages, or
wrong addresses can inconvenience customers. In some cases, products may be lost, damaged during transit, or
delivered to the wrong location.
5. Complicated return and refund policies :
Although many websites offer return options, the process may be time-consuming and complicated. Some sellers have
strict return conditions, short return periods, or high return shipping charges. Refunds may also take several days or
weeks, causing inconvenience to consumers.
6. Hidden costs and additional charges:
Price shown on the website may not always be the final price. Additional costs such as shipping charges, taxes,
packaging fees, or convenience fees are added at checkout. This increases the total cost and may disappoint consumers.
7. Fake or misleading reviews :
Consumers often depend on ratings and reviews before making a purchase. However, some reviews may be fake, paid,
or manipulated by sellers to promote their products. This misleads customers and affects their buying decisions.
8. Technical and payment issues :
may face problems such as slow website performance, app crashes, server errors, or payment failures. Sometimes the
payment is deducted, but the order is not confirmed, creating confusion and stress.
9. Limited customer support :
case of problems like wrong delivery, defective products, or refund issues, customer service may be slow or
unresponsive. Lack of direct human interaction makes problem resolution difficult.
10. Overdependence on internet and digital literacy :

Online shopping requires internet access and basic digital knowledge. Consumers who are not familiar with
technology or those living in areas with poor internet connectivity may face difficulties while placing orders or making
payments.

Conclusion

Online shopping in India has grown rapidly due to increasing internet penetration, Smartphone usage, digital
payment systems, and changing consumer lifestyles. It offers many opportunities such as convenience, wide product
variety, competitive pricing, easy comparison, doorstep delivery, and access to products even in rural and remote areas.
It also creates business opportunities for sellers, small businesses, and startups, contributing to economic growth and
employment. However, along with these opportunities, several challenges still exist. Issues like security and privacy
concerns, fake or low-quality products, delivery delays, complicated return and refund processes, hidden costs, fake
reviews, and lack of trust among some consumers affect the online shopping experience. Limited digital literacy and
poor internet connectivity in some regions also act as barriers. Overall, online shopping in India has great potential
and is expected to grow further. By improving security, product quality, logistics, customer service, and consumer
awareness, businesses can overcome these challenges and build greater trust. With continuous technological
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development and better infrastructure, online shopping will become more reliable and widely accepted across the
country.
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Abstract

The rapid growth of e-commerce has significantly transformed retail marketing strategies,
compelling businesses to adapt to a digital-first marketplace. Traditional marketing approaches, such
as in-store promotions and print advertising, are increasingly supplemented or replaced by online
tactics, including social media campaigns, search engine optimization, email marketing, and
influencer collaborations. E-commerce enables retailers to reach a global audience, personalize
customer experiences, and analyze consumer behavior through data-driven insights, thereby
enhancing decision-making and targeting precision. Moreover, the shift toward online shopping has
altered pricing strategies, product placement, and promotional techniques, as retailers must remain
competitive in a highly dynamic and transparent market. Mobile commerce and omnichannel
integration further influence consumer engagement, requiring cohesive strategies that blend offline
and online touchpoints. While e-commerce presents opportunities for expanded market reach and
cost-efficient marketing, it also introduces challenges such as increased competition, cybersecurity
concerns, and the need for continuous technological innovation. This abstract examines the
multifaceted impact of e-commerce on retail marketing strategies, highlighting how digital
transformation drives innovation, shapes consumer expectations, and reshapes the competitive
landscape of modern retail.
Keywords: E-Commerce, Retail marketing. Online, strategies

Introduction

The rise of e-commerce has revolutionized the retail industry, fundamentally
changing how businesses approach marketing and customer engagement. Unlike traditional
retail, which relies heavily on physical stores and face-to-face interactions, e-commerce
offers a digital platform where consumers can shop anytime and anywhere. This shift has
compelled retailers to rethink their marketing strategies, focusing on online visibility,
customer experience, and data-driven decision-making. Digital marketing tools, including
social media, search engine optimization, email campaigns, and influencer partnerships,
have become central to attracting and retaining customers in the highly competitive online
marketplace. Furthermore, e-commerce allows for personalization, enabling businesses to
tailor recommendations, promotions, and communications to individual consumer
preferences. The integration of omnichannel strategies—combining online and offline
touchpoints—has also emerged as a key tactic for enhancing brand loyalty and driving
sales. However, the growth of e-commerce presents challenges, such as increased
competition, cybersecurity concerns, and the need for constant technological innovation.
Understanding the impact of e-commerce on retail marketing strategies is crucial for
businesses aiming to stay competitive, meet evolving consumer expectations, and leverage
digital opportunities for sustainable growth. This study explores these dynamics,
highlighting how e-commerce continues to reshape retail marketing in the modern era.

Meaning
E-commerce, short for electronic commerce, refers to the buying and selling of goods and
services over the internet.
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It involves online transactions between businesses, consumers, or even between businesses themselves. E-
commerce uses digital platforms such as websites, mobile apps, and social media to facilitate commerce, often
including activities like online ordering, electronic payments, and digital marketing.

Objectives
1. To analyze the influence of e-commerce on traditional retail marketing practices
2. To examine the role of digital tools in enhancing customer engagement

Research Design

This study on the impact of e-commerce on retail marketing strategies adopts a descriptive research design.
The research focuses on analyzing how digital platforms, online tools, and omnichannel strategies influence consumer
behavior and marketing effectiveness. Secondary data will include existing research papers, industry reports, e-
commerce websites, and government publications to provide a theoretical and contextual background.

Impacts of E-Commerce on Retail Marketing Strategies
1. Shift from Traditional to Digital Channels

E-commerce has moved retail marketing from physical channels such as in-store promotions, print media, and
television ads to digital channels, including websites, mobile apps, social media, and email campaigns. Digital
platforms allow retailers to reach a wider audience and track consumer responses in real-time, making marketing more
dynamic and measurable.
2. Data-Driven Decision Making

Retailers now collect extensive consumer data, including browsing patterns, purchase history, and
demographic information. This data enables businesses to make informed decisions about product promotion, pricing,
and inventory management. Data-driven marketing ensures strategies are based on actual consumer behavior rather
than assumptions, increasing efficiency and accuracy.
3. Personalization of Marketing

E-commerce allows for highly personalized marketing approaches. Retailers can customize product
recommendations, targeted advertisements, and promotional messages for individual consumers. Personalized
marketing improves engagement, increases conversion rates, and encourages repeat purchases, strengthening customer
loyalty.
4. Global Market Reach

Online platforms enable retailers to reach consumers across regions and countries, eliminating geographical
limitations. This global accessibility allows businesses to expand their customer base, explore new markets, and
diversify revenue streams, significantly impacting marketing strategies and promotional campaigns.
5. Intensified Competition

The accessibility of e-commerce increases competition among retailers, as consumers can easily compare
prices, products, and services across multiple platforms. This requires businesses to continuously innovate in pricing
strategies, marketing campaigns, and customer experience to remain competitive.
6. Omnichannel Integration

E-commerce encourages integration between online and offline channels. Retailers implement strategies that
combine websites, mobile apps, and physical stores to provide a seamless shopping experience. Omnichannel
marketing ensures consistent branding, enhances convenience for customers, and supports higher engagement and
retention rates.
7. Cost-Effectiveness of Marketing

Digital marketing through e-commerce is often more cost-effective than traditional marketing methods.
Businesses can precisely target specific customer segments, monitor campaign performance, and reduce wastage. Tools
like social media ads, email marketing, and search engine optimization allow for efficient budget allocation.
8. Consumer Engagement and Interaction

E-commerce facilitates continuous communication with consumers through social media, live chats, and
email. Retailers can respond to queries, gather feedback, and maintain ongoing engagement, creating a stronger
relationship with the consumer base. This interaction enhances brand perception and encourages loyalty.
9. Technological Innovation in Marketing

Retailers increasingly rely on advanced technologies such as artificial intelligence, machine learning, and
interactive interfaces to enhance marketing effectiveness. These technologies support predictive analytics, automated
customer service, and improved content delivery, enabling retailers to optimize campaigns and respond quickly to
changing consumer preferences.
10. Predictive Analytics and Strategic Planning

E-commerce platforms provide insights into consumer behavior, seasonal trends, and product performance.
Retailers can use predictive analytics to forecast demand, plan marketing campaigns, and optimize inventory
management. This approach ensures marketing strategies are proactive, targeted, and aligned with consumer needs.

88



of Researrch and Develepment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
== S—— ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

Conclusion

E-commerce has fundamentally transformed retail marketing strategies, reshaping how businesses connect
with consumers, manage operations, and compete in the market. The shift from traditional marketing channels to digital
platforms has allowed retailers to reach wider audiences, implement targeted campaigns, and track consumer
engagement in real-time. Through data collection and analysis, businesses are able to personalize marketing efforts,
anticipate customer needs, and design strategies that enhance satisfaction and loyalty.The adoption of omnichannel
approaches has further strengthened marketing effectiveness by integrating online and offline touchpoints, ensuring
seamless shopping experiences and consistent brand messaging. Technological innovations such as artificial
intelligence, predictive analytics, and interactive platforms have enabled retailers to optimize campaigns, forecast
demand, and respond quickly to evolving consumer preferences. Additionally, e-commerce has expanded market
accessibility, allowing businesses to operate on a global scale while navigating increased competition and rapidly
changing market dynamics.Overall, the impact of e-commerce on retail marketing is extensive, making marketing
strategies more dynamic, data-driven, and consumer-centric. For retailers, adapting to these changes is not optional but
essential for long-term competitiveness. Embracing digital innovation, personalization, and integrated marketing
approaches will continue to shape the future of retail, ensuring businesses remain relevant and effective in a
continuously evolving digital landscape.
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JRD -2026-180222 Increased awareness among consumers and growing environmental concerns have pushed
businesses to reconsider the traditional marketing practices. Green marketing is a strategic approach
that integrates business objectives with environmental responsibility. This paper speaks about the
concept of green marketing, its key components, opportunities, challenges and its importance in
achieving sustainable development. The study highlights how green marketing not only addresses
environmental problems or issues but also assists in enhancing corporate reputation and long term
Issue 2(1X)  stability in the competitive business environment. Green marketing has emerged as a vital strategy for
businesses to reduce their environmental footprint and appeal to Eco-conscious consumers. With
growing awareness about climate change and sustainability, companies are shifting towards eco-
February 2026  friendly products and practices. It highlights the importance of authenticity, transparency and

credibility in green marketing, and discusses how businesses can effectively communicate their

environmental initiatives to consumers.
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Introduction
In recent decades, environmental degradation, climate change and depletion of
natural resources have become global concerns. Consumer behavior, growing demand for
Revised: 20 Jan. 2026 eco-friendly (environmentally friendly) products and services have significantly influenced
these issues. The growing concern for environmental sustainability has significantly
transformed the way businesses operate across the globe. Industrialization, urbanization and
Published: 28 Feb. 2026 axcessive consumption have led to severe environmental problems such as pollution,
deforestation, climate change, and depletion of natural resources. These challenges have not
only affected ecosystems but also posed serious threats to human health and economic
stability. As a result, governments, consumers and organizations are increasingly
emphasizing sustainable development. Marketing, as a key business function, plays a
crucial role in shaping consumption patterns. Traditional marketing practices largely
focused on profit maximization with limited consideration for environmental consequences.
However, the shift in consumer attitudes toward environmental protection has compelled
organizations to adopt responsible marketing approaches. This transition has given rise to
the concept of green marketing. Green marketing involves designing, promoting, pricing
and distributing products in a manner that minimize negative environmental impacts. It
goes beyond merely advertising eco-friendly products and encompasses sustainable
production processes, ethical sourcing, reduced packaging and waste management.
Consumers today are more informed and environmentally conscious, influencing
companies to align their marketing strategies with sustainability goals. The importance of
Green Marketing lies in its dual contribution to environmental conservation and business
growth. While it helps preserve natural resources and reduce pollution, it also provides
firms with competitive advantages such as enhanced brand reputation and customer loyalty.
Despite its benefits, green marketing faces numerous challenges including high
implementation costs, lack of standardization and skepticism among consumers.
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Meaning of Green Marketing:

Green marketing refers to the process of developing and promoting products and services that are
environmentally safe and sustainable. It involves adopting practices that reduce environmental harm throughout the
product life cycle, from raw material sourcing to production, distribution, consumption, and disposal.

Definition of Green Marketing:
The American Marketing Association defines green marketing as "The marketing of products that are
presumed to be environmentally safe”.

Objectives of the study:
1. To examine the opportunities of Green Marketing in promoting sustainable business practices.
2. Toanalyze the challenges faced in the implementation of Green Marketing strategies.

Research Design:

The research design of this study is descriptive and conceptual in nature.The paper is based on secondary data
collected from various sources such as academic journals, books, research articles, government reports and credible
online publications.

Data sources

Published research papers on green marketing
Textbooks related to marketing and sustainability
Reports from environmental organisations

Business case studies and corporate sustainability reports

Components of Green Marketing:
1. Green product:

These products (green products) are designed to decline the environmental impact throughout their life cycle.
They are often made by using renewable resources, also involve minimal packaging, and are biodegradable or
recyclable. Product innovation plays a vital role in achieving environmental sustainability.

2. Green pricing:

Green pricing reflects the true cost of production, including environmental costs.

Even though green products have high initial prices, they provide long term benefits such as lower energy consumption
and reduced environmental damages, which justify the premium charges.

3. Green promotion:

Green promotion focuses on communicating the environmental benefits of products and services through
transparent and ethical advertising. Accurate and reliable information helps in building consumers' trust and avoid
illegal practices such as greenwashing.

4. Green distribution:

Green distribution emphasizes on minimizing carbon footprints through effective logistics, optimized

transportation and the use of eco-friendly distribution channels.

Opportunities of Green Marketing:
1. Growing Environmental Awareness:

Increasing awareness about climate change and environmental degradation has led to a rise in demand for eco-
friendly products.This shift in consumer behaviour creates new market opportunities for green products.
2. Competitive Advantage:

Companies adopting green marketing practices can differentiate themselves we from competitors. A strong
green image enhances brand value and customer loyalty.
3. Cost Reduction:

Sustainable practices such as energy efficiency, waste reduction and recycling can lead to significant cost
savings in the long run. In this way green marketing is cost effective.
4. Innovation and New Product Development:

Green marketing encourages innovation in product design, packaging and processes.This leads to the
development of environmentally friendly technologies and solutions.
5. Government Support:

Governments across the world are promoting sustainability through incentives,subsidies,and favorable
policies, creating a supportive environment for green marketing.
6. Long Term Profitability:

Although initial costs may be high, green marketing ensure long term Profitability building trust, reducing
risks and ensuring regulatory compliance.
7. Access to New Markets:
Green marketing helps firms tap into the growing environmentally conscious consumers segment.
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8. Increased Brand Loyalty With Profitability:

Consumers are often willing to pay higher prices for eco-friendly products. Furthermore, sustainable branding
builds trust, leading to stronger customer loyalty and long-term sustainable growth.
9. Enhanced Corporate Image and Social Responsibility:

Demonstrating a commitment to the environment improves brand reputation, positioning the company as
socially responsible. This also boosts employee morale and makes the company more attractive to talent.
10. Lower Operating Costs:

Transitioning to green practices, such as improving energy efficiency, reducing packaging waste and
optimizing resources can lead to significant cost savings in production. In this way green marketing leads to lowering
the operating costs of business organizations.

11. New Market Segments:

Tap into growing demand for eco-friendly products through which you can achieve Sustainability with sufficient profit.
12. Long -term Sustainability:

Green marketing contributes to a more sustainable future by ensuring products and services are friendly to nature.

13. Partnerships and Collaborations:

Partner with like minded businesses and NGOs. Which is very useful in creating awareness about the environment.

14. Increased Sales:

Appeal to consumers willing to pay for Sustainability. Nowadays customers are very conscious regarding eco-
friendly products and are ready to pay for green products.
15. Access to New Markets:

Expand into markets with strict environmental regulations. Through which you are able to know your position
in the market and work upon your strengths and weaknesses.

Challenges of Green Marketing:
1. High Initial Costs:
Adopting green technologies and sustainable processes often requires significant investment, which may
discourage small and medium enterprises.
2. Lack of Consumer Awareness:
In many developing countries, consumers lack adequate knowledge about green products, limiting market demand.
3. Greenwashing:
Some companies falsely claim their products to be environmentally friendly, leading to consumer skepticism
and loss of trust.
4. Lack of Standardization:
The absence of universally accepted standards and certifications makes it difficult for consumers to identify genuine
green products.
5. Limited Availability of Resources:
Sourcing eco-friendly raw materials can be challenging and expensive, affecting production efficiency.
6. Regulatory Complexity:
Compliance with multiple environmental regulations can be complex and time consuming for businesses operating in
different regions.
7. Higher Costs:
Developing eco-friendly products and marketing them can be expensive, which might deter some companies.
8. Credibility:
Companies need to prove their environmental claims are genuine, which can be tough.
9. Supply Chain Complexity:
Ensuring sustainability throughout the supply chain can be a major challenge.Because due care must be taken in each
stage which is quite difficult.
10. Balancing Sustainability with Performance:
Eco-friendly products need to match traditional products in terms of quality and performance.
11. Lack of Data:
Measuring the environmental impact of products can be tough, making it hard to make credible claims.
12. Short-term Costs vs Long-term Benefits:
Companies often prioritize short-term profits over long term environmental benefits, which can hinder green marketing
efforts.
13. Consumer Behaviour Change:
Changing consumer behaviour can be tough. Taste, preferences and behaviour of consumers can change any time
which leads to difficulty in understanding demand for products and services.
14. Authenticity:
Ensuring genuine sustainability efforts is quite difficult to the business organisations.
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15. Measuring Impact:
Difficulty in measuring environmental impact. Due care must be taken before launching any eco-friendly products into
the market. Overcoming green marketing challenges requires a strategic approach.

Conclusion

Green marketing has emerged as a vital strategy for businesses seeking to align Profitability with
environmental responsibility. It represents a shift from traditional marketing approaches toward sustainable and ethical
practices that address the growing concerns of consumers and society. By integrating environmental considerations into
marketing decisions, companies can contribute to ecological preservation while achieving long-term business success.
The study highlights that green marketing offers significant opportunities such as enhanced brand reputation,
competitive advantage, innovation and cost savings. At the same time, challenges such as high costs, green washing,
lack of awareness, and regulatory issues must be addressed to ensure its effectiveness. For green marketing to succeed,
organizations must adopt transparent practices, invest in consumer education and commit to genuine sustainability
efforts. Governments and regulatory bodies should also play a proactive role by establishing clear standards and
providing incentives. In conclusion, green marketing is not merely a trend but a necessity for sustainable development
and responsible business growth in the modern world.
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JRD -2026-180223 Microfinance has emerged as a significant instrument for promoting financial inclusion,
particularly in rural India where access to formal banking services remains limited. This study
examines the role of microfinance institutions (MFIs), Self-Help Groups (SHGs), and government-led
initiatives in enhancing financial access among rural households. The research analyzes how
microfinance contributes to poverty alleviation, women’s empowerment, income generation, and
entrepreneurial development. It also evaluates the effectiveness of schemes such as the Pradhan
Issue 2(1X) Mantri Jan Dhan Yojana (PMJDY) and SHG-Bank linkage programs in strengthening rural financial
systems. The study is based on secondary data collected from government reports, RBI publications,
NABARD reports, and relevant academic literature. Findings indicate that microfinance has
February 2026  Significantly improved access to credit, savings, and insurance services in rural areas, thereby
fostering socio-economic development. However, challenges such as high interest rates, over-
indebtedness, limited financial literacy, and regional disparities continue to hinder its full potential.
The paper concludes that while microfinance plays a crucial role in advancing financial inclusion in
rural India, policy reforms, enhanced regulatory oversight, digital integration, and financial
education are essential to ensure sustainable and inclusive growth.
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Published: 28 Feb. 2026 agenda, particularly in rural areas where a large segment of the population remains
excluded from formal financial systems. Despite significant progress in the banking sector,
rural households—especially small farmers, landless laborers, women, and marginalized
communities—often face challenges in accessing basic financial services such as savings
accounts, credit facilities, insurance, and pension schemes. Limited financial access restricts
their ability to invest in productive activities, manage risks, and improve their socio-
economic conditions. Microfinance has emerged as an effective tool to bridge this gap. It
refers to the provision of small-scale financial services, including micro-credit, savings,
insurance, and remittance facilities, to low-income individuals who lack access to
traditional banking services. In India, microfinance operates primarily through Self-Help
Groups (SHGs), Microfinance Institutions (MFIs), cooperative societies, and Non-Banking
Financial Companies (NBFCs). The SHG-Bank Linkage Programme launched by
NABARD and various government initiatives have played a crucial role in expanding
financial outreach in rural areas. The concept of financial inclusion goes beyond mere
access to credit; it encompasses affordable, timely, and adequate financial services
delivered in a transparent and sustainable manner. In recent years, initiatives such as the
Pradhan Mantri Jan Dhan Yojana (PMJDY), Direct Benefit Transfer (DBT), and digital
payment systems have strengthened efforts toward inclusive growth. However, issues such
as financial illiteracy, infrastructural gaps, regional imbalances, and over-indebtedness
continue to pose challenges. This study aims to examine the role of microfinance in
promoting financial inclusion in rural India.
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It seeks to analyze its impact on poverty reduction, income generation, women’s empowerment, and rural
entrepreneurship, while also identifying the challenges and policy measures required to ensure sustainable financial
inclusion.

Meaning:

Microfinance refers to the provision of small-scale financial services such as micro-credit (small loans),
savings, insurance, and remittance services to low-income individuals who do not have access to traditional banking
services. It mainly targets poor households, small farmers, rural entrepreneurs, and women in rural areas.

Financial inclusion refers to the process of ensuring access to affordable, timely, and adequate financial
services to all individuals and businesses, especially the vulnerable and weaker sections of society.

In the context of rural India, microfinance acts as a key tool to achieve financial inclusion. Since many rural
households lack collateral, formal income proof, or banking access, microfinance provides flexible and small-scale
financial services that help bring them into the formal financial system.

Definition:
According to the Reserve Bank of India (RBI), microfinance involves the provision of thrift, credit, and other financial
services and products of very small amounts to the poor in rural, semi-urban, and urban areas to enable them to raise
their income levels and improve living standards.

The Reserve Bank of India (RBI) defines financial inclusion as the process of ensuring access to appropriate
financial products and services needed by all sections of society at an affordable cost in a fair and transparent manner.

Objectives of the study:
1. To examine the concept and role of microfinance in promoting financial inclusion in rural India.
2. To identify the challenges and limitations faced by microfinance institutions and beneficiaries in rural areas.

The Role of Microfinance and Financial Inclusion in Rural India

Microfinance and financial inclusion play a crucial role in promoting economic development and social
empowerment in rural India. Since a large portion of the rural population lacks access to formal banking services, these
initiatives help integrate them into the mainstream financial system and improve their standard of living.
1. Poverty Alleviation

Microfinance provides small loans to poor households for income-generating activities such as agriculture,
dairy farming, handicrafts, and small businesses. This helps increase household income, reduce poverty, and improve
living conditions in rural areas.
2. Access to Formal Credit

In rural India, many people depend on moneylenders who charge high interest rates. Microfinance institutions
(MFIs), Self-Help Groups (SHGs), and banks provide affordable credit, reducing exploitation and promoting financial
security.
3. Promotion of Savings Habit

Financial inclusion encourages rural households to open bank accounts and develop regular saving habits.
Savings help families manage emergencies, invest in education, and plan for future needs.
4.  'Women Empowerment

Microfinance, especially through Self-Help Groups (SHGs), empowers rural women by providing them access
to credit and encouraging participation in economic activities. It enhances their decision-making power, confidence,
and social status.
5. Employment and Entrepreneurship Development

Microfinance supports small-scale entrepreneurship in rural areas. By providing financial support to small
farmers, artisans, and self-employed individuals, it promotes rural employment and reduces migration to urban areas.
6. Risk Management and Financial Security

Financial inclusion provides access to insurance, pension schemes, and government welfare benefits. This
helps rural households manage risks related to health, crop failure, accidents, and old age.
7. Digital and Inclusive Growth

Government initiatives like Pradhan Mantri Jan Dhan Yojana (PMJDY), Direct Benefit Transfer (DBT), and
digital payment systems have strengthened financial inclusion. These measures ensure transparency and direct transfer
of subsidies to beneficiaries.

Opportunities for Microfinance and Financial Inclusion in Rural India

Microfinance and financial inclusion have significant growth potential in rural India due to demographic,
technological, and policy-related developments. The following are the major opportunities:
1. Large Untapped Rural Population

A substantial portion of India’s rural population still lacks full access to formal financial services. This creates
a vast opportunity for Microfinance Institutions (MFIs), banks, and Self-Help Groups (SHGS) to expand their outreach.
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2. Government Support and Policy Initiatives
Government schemes such as:
Pradhan Mantri Jan Dhan Yojana (PMJDY)
SHG-Bank Linkage Programme
Mudra Yojana
Direct Benefit Transfer (DBT)
Provide strong institutional support for expanding financial services in rural areas. Policy backing creates a
favorable environment for microfinance growth.
3. Growth of Self-Help Groups (SHGs)
The SHG movement in rural India offers a strong platform for delivering microfinance services, especially to
women. The expansion of SHGs creates opportunities for group-based lending and financial literacy improvement.
4. Digital Financial Services
The rise of digital banking, mobile payments, Aadhaar-enabled payment systems, and UPI has opened new
avenues for financial inclusion. Technology reduces operational costs and helps reach remote villages efficiently.
5. Women Empowerment Initiatives
Increasing focus on women empowerment provides opportunities for microfinance institutions to design
women-centric financial products, promoting entrepreneurship and self-employment.
6. Agricultural and Allied Activities
Rural India is largely dependent on agriculture. There is strong demand for microcredit in:
e  Crop production
e Dairy farming
e  Fisheries
e Poultry
e  Small-scale rural enterprises
This creates significant opportunities for tailored financial products.
7. Financial Literacy Programs
Growing awareness about financial literacy and inclusion creates demand for formal banking services.
Institutions can expand by combining credit services with financial education.
8. Rural Entrepreneurship and Start-ups
Government encouragement for rural start-ups and small enterprises provides opportunities for microfinance
to support new entrepreneurs with small loans and financial guidance.
9. Insurance and Micro-Pension Expansion
There is growing potential in offering micro-insurance and pension schemes to rural populations, helping them
manage risks and ensure social security.

Challenges of Microfinance and Financial Inclusion in Rural India

Despite the progress made in recent years, microfinance and financial inclusion in rural India face several
challenges that hinder their full potential:
1. Limited Financial Literacy

Many rural households lack awareness of financial products and services. Without proper knowledge, people
may be unable to make informed decisions about savings, loans, and insurance, reducing the effectiveness of
microfinance programs.
2. High Interest Rates by Some MFIs

While microfinance provides access to credit, some Microfinance Institutions (MFIs) charge relatively high
interest rates, making it difficult for poor borrowers to repay loans. This can lead to debt cycles and over-indebtedness.
3. Inadequate Infrastructure

Rural areas often face poor banking infrastructure, including limited bank branches, ATMs, and internet
connectivity. This restricts access to formal financial services and digital financial inclusion.
4. Over-Indebtedness of Borrowers

Sometimes, households borrow from multiple MFIs or moneylenders simultaneously. Without proper
monitoring, this can lead to over-indebtedness, financial stress, and loan defaults.
5. Regional Disparities

Financial inclusion is uneven across India. While some states and regions have advanced banking penetration,
others, especially in remote or tribal areas, still lack access to basic financial services.
6. Dependence on Informal Lending

Many rural households still rely on informal moneylenders due to convenience or lack of trust in formal
institutions. This reduces the reach and impact of microfinance and formal banking.
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7. Operational Challenges for MFIs

MFIs face difficulties such as high operating costs, risk of loan defaults, regulatory compliance, and limited
human resources in rural regions, which can restrict their growth.
8. Digital Divide

Although digital banking is growing, limited internet access, lack of smartphones, and low digital literacy
hinder the use of mobile banking, UPI, and other financial technologies in rural areas.
9. Social and Cultural Barriers

In some areas, traditional social norms and gender biases prevent women from accessing financial services,
limiting the reach of microfinance programs aimed at empowering them.
10. Risk of Mismanagement and Fraud

Inadequate supervision of MFIs or SHGs can lead to mismanagement of funds, misuse of loans, or corruption,
which erodes trust in financial systems.

Conclusion:

The study on the role of microfinance and financial inclusion in rural India highlights the transformative
impact of these initiatives on the socio-economic development of rural communities. Microfinance, through institutions
like SHGs, MFIs, and cooperative banks, has provided the rural poor—particularly women—with access to credit,
savings, and insurance services that were previously unavailable to them. These financial services have facilitated
income generation, promoted entrepreneurship, reduced poverty, and empowered marginalized sections of society.
Financial inclusion, supported by government schemes such as Pradhan Mantri Jan Dhan Yojana (PMJDY), Direct
Benefit Transfer (DBT), and digital banking initiatives, has further strengthened the participation of rural households in
the formal financial system. It has not only improved access to banking services but also encouraged savings habits,
financial literacy, and risk management among the rural population.

However, challenges such as limited financial literacy, inadequate infrastructure, over-indebtedness, regional
disparities, and digital barriers continue to hinder the full potential of microfinance and financial inclusion. Addressing
these issues through policy reforms, technology integration, financial education, and strengthened regulatory
frameworks is essential for sustainable rural development. In conclusion, microfinance and financial inclusion together
serve as powerful tools for promoting inclusive growth in rural India. By expanding access to financial services and
empowering rural communities, these initiatives contribute significantly to poverty alleviation, women empowerment,
and overall socio-economic progress, paving the way for a more equitable and prosperous rural economy.
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Abstract

In the present business environment, financial frauds have become a major concern for
organizations, stakeholders, and regulatory authorities. Auditing plays a vital role in ensuring the
reliability of financial statements and in detecting fraudulent activities. Auditing generally takes place
after the occurrence of fraud; however, its role is not limited to detection alone. Auditing also helps in
preventing future frauds, as the very presence of an audit system discourages attempts to commit
fraudulent activities. Effective auditing is possible when it is supported by prescribed audit
procedures, professional judgment, and ethical awareness of auditors. This study aims to examine the
role of auditing in detecting and preventing frauds in business organizations. The study is based on
secondary data collected from journals, books, auditing standards, and reports.it highlights how
auditing strengthens internal discipline and enhances stakeholders’ confidence. The study also
discusses the challenges faced by auditors during the audit process and emphasizes the need for
integrating human judgment with technology to improve fraud detection. The study concludes that
auditing plays a vital role in addressing modern fraud risks.
Keywords: Auditing, fraud detection, internal audit, government policy and regulations

Introduction

In the current business environment, fraud has become a serious issue faced by
many organizations. With the growth of business activities, use of technology and increase
in financial transactions, the chances of fraud have also increased. Frauds such as
manipulation of accounts, misappropriation of assets and falsification of financial records
cause heavy financial losses and affect the goodwill and credibility of business
organizations. Auditing plays a vital role in ensuring transparency, accuracy and reliability
of financial statements. It is an essential part of corporate governance and helps in
safeguarding the interests of shareholders, investors, creditors and other stakeholders. An
audit provides assurance that the financial statements present a true and fair view of the
financial position of the organization. Auditors act as independent professionals who
examine accounting records with due care and professional skepticism. Although the
primary responsibility for prevention of fraud lies with the management, auditors are
responsible for detecting material misstatements arising due to fraud or error. During the
audit process, auditors assess fraud risk and identify unusual transactions or irregularities
that may indicate fraudulent activities. Auditing also plays a significant role in the
prevention of fraud. The existence of an effective audit system acts as a deterrent to fraud,
as employees and management are aware that their activities are subject to examination.
Auditors also suggest improvements in internal control systems, which helps in reducing
opportunities for fraud. In recent years, several corporate frauds have highlighted the
growing importance of auditing. Therefore, this study focuses on examining the role of
auditing in detecting and preventing frauds and the techniques used by auditors to identify
fraudulent activities in organizations.
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Meaning
Auditung involves a detailed and critical examination and the verification of such accounts by an
independent accountant, i.e., auditor is engaged for the purpose of ascertaining the financial status of a concern.

Definition

Montgomery, a leading american accountant and author, has defined auditing as “ a systematic
examination of the books and records of a business or other organizations in order to ascertain or verify and to
report upon the facts regarding the financial operations and the results thereof .”

13

Objectives of the study
1. To understand the role of auditing in detecting and preventing financial frauds.
2. To know the responsibilities of auditors in ensuring the reliability and credibility of financial statements.

Research design

The study is descriptive in nature and is based on secondary data. The data required for the study has
been collected from research journals, auditing and accounting textbooks, auditing standards issued by institute of
chartered accountants.

Role of Auditing In Detecting and Preventing Financial Frauds

Auditing involves a detailed examination and verification of all transactions which has been recorded in
the book of accounts with the relevant evidences and to ascertain the financial performance and position of the
concern by the auditor.

Selected internal control and new audit techniques

Financial and accounting frauds can cause significant threat to the reliability and integrity of financial
statements. Such practices can lead to serious consequences for companies and their stakeholders including
lenders, investors and regulations. Because of these risks, a variety of control and audit mechanisms have been
installed by the companies to detect and prevent frauds. These mechanisms include both internal and external
measures which together form a comprehensive system of protection against financial frauds.

Control and audit mechanisms refers to a set of processes, practices and methods used to supervise and
assess a company's financial operations. These mechanisms function at different stages in order to ensure that
financial records are accurate, dependable and prepared in accordance with prescribed accounting standards and
principles. The auditing system includes both internal control measures and independent auditing which play an
important role in safeguarding the credibility and transparency of financial information.

Internal control acts as a vital auditing mechanism that helps organizations to ensure the effectiveness
and reliability of their financial statements. It includes procedures, policies, and practices designed to prevent
errors, detect irregularities, and ensure asset safety. By establishing proper authorization, segregation of duties,
and regular monitoring, internal controls support auditors in evaluating the accuracy of financial records. The
effectiveness of operational processes, effective internal control systems, increases accountability and reduces the
risk of fraud, therefore enhancing overall audit quality.

Internal control constitutes an important component internal audit. It is one of audit mechanisms that
involves independent examination and evaluation of organization's internal controls, governance and risk
management practices .it ensures that operational and financial activities are carried out in an efficient and
ethical manner. Internal audit helps management identify weaknesses in operational procedures and control
systems through systematic reviews and continuous monitoring.

Now a days external audit is also gaining importance because of the increasing complexity of business
operations, globalization, and growing regulatory requirements. In the present corporate environment,
stakeholders such as investors, creditors, regulators, and the public demand reliable and transparent financial
information. An independent external audit enhances the credibility of financial statements by providing objective
assurance that they are prepared in accordance with applicable accounting standards and principles.

Artificial intelligence (Al) and machine intelligence (MI) have significant contribution in transforming the
auditing process by improving efficiency and risk management. They also assuring the accuracy of financial
statements.

These technical tools helps auditors to analyze large volumes of financial data quickly and continuously,
which would be difficult through traditional audit methods. Ai reduces manual effort and human error by
automating routine audit tasks such as data matching, invoice verification, and compliance checks.

99



of Research and Develapment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
== S—— ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

Responsibilities of auditors

Usually auditor has nothing to do with the preparation of accounts but is mainly concerned with the
detailed examination of accounts prepared by an accountant. He is to certify and honestly report to his clients that
the profit and loss account and balance sheet have been properly drawn up and exhibit an authentic financial state
of affairs of the business. Ordinarily, the report of the auditor is placed at the foot of the balance sheet.

Responsibilities of an Auditor
1. Expressing an independent opinion

The auditor must stay independent in both appearance and mind. This objectivity helps in identifying
fraudulent activities without bias and increases the credibility of the audit report. He has to examine the financial
statements and express an independent opinion on whether they present a true and fair view in accordance with
applicable accounting standards.
2. Ensuring compliance with laws and standards

Auditors are responsible for verifying whether the organization complies with applicable laws,
regulations, accounting standards, and auditing standards. Non-compliance with financial reporting standards may
indicate fraudulent activities or intentional misstatements. Therefore the auditor must ensure that the financial
statements are prepared in compliance with relevant laws, regulations, and accounting principles.
3. Evaluating internal controls
The auditor assesses the effectiveness of the organization’s internal control system to determine the reliability of
financial reporting.
4. Detecting material misstatements

Detecting material misstatements is one of the fundamental responsibilities of an auditor. A material
misstatement refers to an error or fraud in financial statements that is significant enough to influence the
economic decisions of users such as investors, creditors, or regulators. These misstatements may arise due to
unintentional errors, negligence, or deliberate fraudulent activities.
5. Maintaining professional skepticism

The auditor must approach the audit with a questioning mind and critically evaluate audit evidence. It
requires the auditor to remain alert to conditions that may indicate possible misstatement due to fraud or error.
An auditor should not automatically assume that management is dishonest, nor should they assume unquestioned
honesty. Instead, they must carefully evaluate the reliability of documents, explanations, and representations
provided by management. Unusual transactions, inconsistencies in financial data, or weak internal controls should
be examined thoroughly.
6. Gathering sufficient and appropriate evidence

Gathering sufficient and appropriate audit evidence is a fundamental responsibility of an auditor. Audit
evidence refers to the information collected by the auditor to form an opinion on the financial statements. For the
audit opinion to be reliable, the evidence must be both sufficient (adequate in quantity) and appropriate (relevant
and reliable in quality).
Audit conclusions should be based on adequate and reliable evidence collected through inspection, observation,
inquiry, and confirmation.
7. Reporting findings clearly

The auditor must prepare an audit report that clearly communicates the audit opinion and any significant
observations.
Maintaining confidentiality and ethics
Auditors must follow professional ethics, maintain independence, and keep client information confidential.

Conclusion

The effectiveness of auditing in fraud detection depends largely on the strength of internal control
systems, management cooperation, and the use of advanced auditing techniques. With the emergence of digital
technologies, tools such as data analytics, artificial intelligence, and continuous auditing have further
strengthened the auditor’s ability to detect unusual patterns and suspicious transactions. Moreover both internal
and external audits contribute to building transparency, accountability, and stakeholder confidence. By ensuring
compliance with accounting standards, regulations and laws auditing supports ethical financial reporting and
enhances corporate governance. Through systematic examination of financial records, evaluation of internal
controls, and application of professional skepticism, auditors help in identifying material misstatements and
fraudulent activities. Although auditors cannot guarantee the complete elimination of fraud, their procedures
significantly reduce the risk of financial irregularities.
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JRD -2026-180225 Business analytics has become a crucial field of study in the contemporary business
management field as it allows organisations to transform raw data into a significant insight to make
better decisions. As businesses become increasingly digitized, the amount of data produced by
businesses in terms of structured and unstructured data grows exponentially in both volumes and
types. Business analytics is a combination of statistical methods, predictive modelling tools as well as
data visualization methods to make organisation efficient and competitive. The field has been
Issue 2(1X) developed to more sophisticated diagnostic, predictive, and prescriptive analytics enabled by
artificial intelligence and machine learning as opposed to the conventional descriptive reporting. The
paper offers a theoretical coverage of business analytics, its key instruments and uses, and the
February 2026  importance of analytics in strategic business planning. The analysis based on secondary numerical
data shows simple statistical treating through measures of trend, correlation, and forecasting
indicators in the form of tabular presentation. The results indicate that analytics-based solutions aid
in the monitoring of performance, risk evaluation, and business-result optimization. The paper finds
that automation, real-time intelligence, and advanced decision-support systems are the three concepts
that business analytics will keep defining the future business environment.
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In the modern business world, information has emerged to be one of the most
important assets to organisations. Companies in all sectors produce gigantic amounts of
Published: 28 Feb. 2026  data in transactions, customer relationships, supply chain operations, digital platforms and
financial transactions. With the increasing complexity of markets and competition, fast
technological changes have heightened the pressure on organisations to use data to make
decisions. In this regard, business analytics has become a key field that can help
organisations to derive significant insights out of data. Business analytics can be defined as
the methodical application of the statistical procedures, quantitative analysis tools, and
computational models to analyse the business performance and make managerial
judgements. In comparison to traditional business reporting that is primarily concerned with
summarizing past performance, business analytics offer more insight in to patterns,
relationships as well as future outcomes. It helps organisations to know what has occurred,
why it has occurred, what may be likely to occur and what should be done to achieve
optimum results. The history of business analytics may be followed in a number of steps. In
the past, companies were using shanty management information systems and financial
statements to track performance. This phase was mainly descriptive as it was concerned
with historical data. As computing advanced, Weaknesses in analytics grew to diagnostic
methods that tried to capture the causes of performance problems. Over the past few
decades, the advent of big data, artificial intelligence, and cloud computing has changed the
field of analytics into the arena of prediction and prescriptive analytics.
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Predictive analytics involves the forecasting and machine learning models in predicting the future trends
whereas prescriptive analytics involves recommendations to make decisions using optimisation techniques. Business
analytics is important in that it can be used in a broad manner in the functional areas. Analytics is useful in marketing in
customer segmentation, demand forecasting, and measurement of campaign effectiveness. It is used in finance to
analyze profitability, detect fraud and forecast investments. Analytics in organisation management is useful in
optimisation of inventory, supply chain and improvement of processes. Human resource analytics helps in measuring
performance of the employees and predicting their exit. Therefore, business analytics is one of the core elements in
promoting efficiency and competitiveness of organisations.

Further, there has been an increment in the availability of analytical tools. Data visualisation and dashboard
creation are possible with such software as Tableau and Power BI. Quantitative analysis is supported by such statistical
tools as SPSS, SAS, and R. Machine learning and predictive modelling flexibilities are offered in programming
languages like Python and SQL. Such tools have not only enabled analytics to be available to large corporations but
also to small and medium enterprises.

There are business analytics challenges even though its relevance is increasing. Poor quality of data, the lack
of professional skills, the high cost of implementation, and the challenges of incorporating analytics into the
organisational culture are some of the challenges faced by many organisations. There is also an emerging ethical
concern of privacy, data security, and responsible use of Al. These issues need to be dealt with in order to maximise the
benefits of analytics-based decision-making.

Academically, business analytics is a significant field of study because it is an interdisciplinary field, as it is a
mixture of business management, statistics, computer science, and economics. Scientists are paying more attention to
the creation of frameworks, models, and approaches to the analysis through which the business can be enhanced.
Secondary data based on numerical and statistical studies has become significant as businesses and governments are
making economic, financial, and digital transactions information available through open access.

This paper will give an elaborate review of business analytics by explaining the concept, development, tools,
uses as well as issues regarding business analytics. Furthermore, numerical analytical representation with secondary
data is done with statistical tables. The paper also notes the increased relevance of business analytics as an innovation
engine, strategy, and competitive edge in the digital age.

Literature Review

As noted by Davenport and Harris (2007), business analytics has emerged as a competitive need by
organisations. Their paper has highlighted that the firms that use analytics perform better compared to their competitors
based on an evidence-based decision making process. They claimed that analytics could not just be confined to
reporting but rather it had to be integrated in strategic planning. Another aspect that the authors observed was the fact
that organisations that operate through analytics have a better financial performance, customer retention, and efficiency
of their operations. This publication still forms part of the basis of studying analytics as a strategic resource.

The authors Chen, Chiang, and Storey (2012) studied the development of big data analytics and its impact on
business intelligence. Their study described the effectiveness of organisations using big data to enhance decision-
making. The article covered the progress in data mining, machine learning, and analytics of clouds. The authors
deduced that the future of business analytics can be summed up to the incorporation of both structured and non-
structured data in real-time business insights and strategic benefit.

Wamba et al. (2017) discussed the importance of big data analytics capabilities in enhancing the performance
of firms. Their results indicated that analytics ability plays a major role on organisational competitiveness and
innovation. The analysis emphasized the need of technological infrastructures, well trained human resource and
managerial assistance to confidently adopt analytics. The authors suggested that additional research should be
conducted on the issues of analytics implementation in other business settings.

A survey of analytics adoption across the world was carried out by LaValle et al. (2011) and it revealed that
organisations with the highest performance are heavily relying on analytics to gain competitive advantage. This
research found out that organisations that are characterised by high analytics culture have improved decision outcomes.
The authors pointed out that the maturity of the analytics is associated with enhanced productivity, innovation, and
customer satisfaction. Their text gives testimony to analytics as the source of organisational success.

Shmueli and Koppius (2011) addressed the issue of predictive analytics in business research. They described
the difference between explanatory and predictive modelling and contended that predictive analytics would
complement decision-making by predicting the future results. These authors have highlighted that predictive techniques
are becoming very relevant in marketing, finance and risk analysis. Their work offers theoretical motivation to
forecasting based analytics studies.

Power et al. (2018) talked about the increasing the importance of artificial intelligence in the prescriptive
analytics. They described their research that Al-based models assist organisations in decision optimisation and
automation. The authors have observed that prescriptive analytics is increasingly becoming a necessity in the strategic
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planning, resource allocation and operational efficiency. Another issue that they highlighted was the ethical issues and
the transparency in decision-making using Al.

McAfee and Brynjolfsson (2012) stated that management based on data enhances productivity and
performance. Their study revealed that organisations that employ analytics do so to a greater output and efficiency. The
authors have assumed that adoption of analytics is not just a technological one, but also a cultural one which needs to
be supported by the leadership. The relevance of analytics in business transformation today is supported through their
work.

Mikalef et al. (2019) evaluated the relevance of analytics capabilities in business value creation. They
discovered that analytics increase agility, innovation, and strategic decisions at organisations. The authors
recommended that firms should create technical and managerial capacities, in order to achieve the benefits of analytics.
They point out the necessity of investing in the analytics infrastructure and skills continuously.

Objectives

1. To examine the major tools and techniques of business analytics.

2. To analyse the key application areas of business analytics across business functions.
3. Toanalyse the trends of business analytics market in India.

Need for the Study

The growing access to business information and online records has rendered analytics to be crucial in
decision-making. The knowledge of analytical tools and statistical techniques is needed in order to enhance
organisational performance and competitiveness. This paper is necessary to present a theoretic and numeric example of
the business analytics techniques so that researchers and practitioners could use the data-driven methods to plan the
strategies.

Analysis and Discussion
1. Examination of Major Tools and Techniques for Business Analytics

A major aim and goal of the research is to explore the key business analytics tools and methods, especially
descriptive, diagnostic, predictive, and prescriptive ones, and comprehend how they can be applied to aid managerial
decision-making. Most of the decisions that managers have to make about marketing strategy, financial planning,
operational effectiveness, and risk management need to be timely and correct in the contemporary business
environment. Business analytics is a systematic method of decision making since it takes raw data and converts it into
an insight.

Several business analytics tools can be broadly categorised into four groups based on the type of decision
support that they are used. Analytics is based on descriptive analytics, which aims at summarising historical data to
know what has occurred in the past. Common tools used are dashboards, performance reports, key performance
indicators (KPIs) and data visualisation software, including Tableau and Power BI. Such tools assist managers to track
the performance of the organisation, trends, and measure business performance.

The second type of analytics is known as diagnostic and is more than the description, which attempts to clarify
why some results were achieved. It includes the variance analysis, correlation analysis, root cause analysis, and drill-
down methods. The diagnostic tools will help the manager to determine the factors that caused the decrease in sales, the
increase in costs or unhappy customers. Through analyzing the source of business issues, the managers are able to
make corrective measures.

Predictive analytics is a more sophisticated step as organisations rely on statistical models and machine
learning to make predictions about the future. Regression analysis, time-series forecasting, decision trees, and
predictive modelling software are all common tools that are used. Predictive analytics helps managers predict customer
demand, revenue, financial risks, and plan resources in a more efficient way. This is a futuristic ability that is critical in
strategic planning in competitive markets.

The most sophisticated type is prescriptive analytics which gives guidelines on what to be done to achieve the
best results. Optimisation models, simulation techniques, scenario analysis, and Al-driven decision-support systems are
the examples of prescriptive tools. These techniques assist managers to select the optimum course of action out of two
or more options, including deciding on the optimal pricing approach, or resource allocation or reduction of operational
risk.

All in all, the combination of these analytical tools makes the managerial decision making process better in
quality as it makes decisions more accurate and less uncertain. Business analytics helps organisations transition their
decisions that are based on intuitions to evidence-based strategies. Hence, the study of these tools and methods is
crucial to comprehend the role of analytics in the business performance, competitiveness, and sustainable decision-
making under the influence of the digital era.
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Tools under analytics categories

Analytics type | Key question answered Common tools and Techniques Software examples
Dat ies, KPIs, Trend analysis, | &
. ata summaries, s, Trend analysis,
? .
Descriptive What happened* Dashboards Power-BI
Tableau
Correlati i lysis, Root SPSS
. . - orrelation, variance analysis, Roo
?
Diagnostic Why did it happen? cause analysis 2AS
" . Regression, Time Series, Forecasting, Python
Predictive What will happen Classification models RapidMiner
Prescriptive What should be done? Opt_lmlzatlon, Simulation, Scenario, Al | IBM Watson, Google Al,
decision system Solver

2. Key Application Areas of Business Analytics across Business Functions.

The other significant aim of this research is to examine the critical application spheres of business analytics
within the leading business processes including marketing, finance, operations, human resources and risk management.
The use of business analytics has been a crucial element in the management of organisations due to its ability to help
organisations enhance performance, efficiency as well as competition based on the decisions made using data.
Applications of analytics would cut across functional departments, and thus, it would be a system of comprehensive
support to strategic and operational management.

Business analytics is a major field in the context of marketing to find out the customer behaviour, business
trends and campaign effectiveness. Customer segmentation, demand forecasting, and the evaluation of the profitability
of the promotional efforts are done using marketing analytics tools. By analysing the customer data, the organisations
will be able to determine the buying trends, customize the products, and enhance consumer satisfaction. The digital
marketing platforms also lead to real-time information which contributes to evidence-based marketing strategies.

Analytics in finance is mostly used in profitability assessment, budgeting, investment decision-making, and
fraud detection. Financial analytics assists managers to assess the financial performance in form of ratio analysis, cash
flow projections and projections. It is also used in credit risk assessment, prediction of loan defaults and portfolio
optimisation based on advanced analytics techniques. Analytics enhances financial planning by offering precise
financial information, which upholds resource utilisation.

Business analytics is also very applicable in supply chain and operational management. Operational analytics
can be used to optimise the inventory, production scheduling, quality control, and the efficiency of logistics. Analytics
helps organisations to minimise operational expenses, increase the performance of processes and strengthen the supply
chain. Demand variations can be predicted using forecasting models to ensure that companies keep the stock at
optimum levels and save on wastage.

HR analytics can be used in human resource management to evaluate the performance of employees, plan the
workforce, and manage talents. They can be predicted to lose their employees, gauge their engagement, and develop
successful training programmes using analytics tools. The analysis of workforce data allows the managers to enhance
the productivity of the employees and create more efficient employee retention policies.

Lastly, risk management has become an important use of business analytics. There are various business threats
associated with financial, operational, cybersecurity, and market uncertainties. Risk analytics assists in determining the
possible threats, vulnerability, and creating mitigation strategies. Predictive and prescriptive models make it possible to
recognize the threats and take preventive actions.

All these aspects point to the strategic significance of business analytics in the contemporary business
management. Recommending analytics in the marketing field, financial field, operations, human resource management,
and risk management, it will enable organisations to make accurate decisions, enhance efficiency, and sustainability in
business in the dynamic business environment.
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ment

Highlights of Application of Business Analytics

Business Function

Key Application area of
Analysis

Common Tools &
Techniques Used

Real-world Examples

Marketing Analytics

Customer segmentation,
demand forecasting,
campaign performance
analysis

Data mining clustering,
social media analytics,
dashboards

Amazon uses recommendation
analytics to personalize product
suggestions and improve
customer retention.

Financial Analytics

Profitability analysis,
fraud detection, credit
risk assessment,
budgeting and
forecasting

Ratio analysis, predictive
modelling, regression,
Al fraud detection tools.

Banks apply analytics to detect
suspicious transitions and predict
loan default risks using customer
financial data.

Operations Analytics

Inventory Optimisation,
supply chain efficiency,
production planning,
quality control.

Time-series forecasting,
Optimisation model,
simulation, process
analytics.

Retail companies use demand
forecasting analytics to maintain
optimal stock levels and reduce
wastage.

Human Resource
Analytics

Risk identification,
compliance monitoring,
cybersecurity threats,
market uncertainty
analysis.

Scenario analysis, risk
scoring models,
prescriptive analytics, Al
based decision support.

Financial firms use analytics to
manage market volatility and
ensure compliance with
regulatory frameworks.

3. Analyse the trends of business analytics market in India

Projection of Data Analytics Market Worldwide

Market size (USD Bn)

Business Analytics market size trend (8.2% CAGR projection)

200 A
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Source: https://www.mordorintelligence.com

The chart on Projection of Global Growth and CAGR indicates that the Business Analytics market size is
growing at a high and consistent rate between 2024 and 2033, using an estimated 8.2% Compound Annual Growth
Rate (CAGR). It is estimated that the market will increase to approximately USD 196 billion by 2033 compared to
USD 97 billion in 2024 (nearly twice in 10 years). This steady rise indicates the growing need in the world to make
data-driven decisions, transform digitally, and use more sophisticated analytical tools within the industries. All in all,
positive CAGR indicates long-term growth and a good business prospects of the business analytics industry in the

global arena.
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Projection of Data Analytics Market in India

India Data Analytics Market (USD Million), 2024—2030
USD Million
25,000 2030: $21,286.4M
20,000

2028: ~$12,017M
15,000

2026: ~$6,530M

10,000
2024: $3,551.8M

5,000 2024:$3,551.8M

2024 2025 2026 2027 2028 2029

Source: https://www.grandviewresearch.com

The chart is the Projection of India Data analytics Market between 2024 and 2030 which indicates a very high
rate of growth with a very high CAGR of 35.8. The market is projected to increase with a short span of six-fold to reach
almost USD 21,286.4 million in 2030 compared to approximately USD 3,551.8 million in 2024. Such an upward curve
underscores the fact that India is rapidly embracing digital technologies, artificial intelligence, big data solutions and
analytics-based business strategies. In general, the high CAGR suggests high prospects in the future and makes India
one of the most rapidly developing markets in data analytics of the world.

Conclusion

Modern organisations have come to an irreplaceable part of business analytics as it allows organisations to
make data-driven decisions and strategic planning. The shift to predictive and prescriptive analytics as a result of
descriptive reporting indicates the growing presence of technology, big data, and artificial intelligence in business
management. This paper has offered a theoretical background of business analytics, and numerical example using
secondary data. The tabular discussion of the statistical tools which include descriptive measurements, correlation and
forecasting were proved to be effective in assisting business performance measurement. The future of business
analytics is also bright due to the development of new forms of automation, artificial intelligence, and real-time
decision support systems despite the challenges of data quality, the lack of skills, and other ethical issues. Altogether,
business analytics can provide a wide range of academic research and practical application, leading to the enhanced
efficiency, competitiveness, and innovation of the digital economy.

References

1. Davenport, T. H., & Harris, J. G. (2007). Competing on analytics: The new science of winning. Harvard Business
School Press.

2. Watson, H. J., & Wixom, B. H. (2010). The current state of business intelligence. Computer, 43(9), 96-99.
https://doi.org/10.1109/MC.2010.325

3. LaVvalle, S., Lesser, E., Shockley, R., Hopkins, M. S., & Kruschwitz, N. (2011). Big data, analytics and the path
from insights to value. MIT Sloan Management Review, 52(2), 21-32.

4. Shmueli, G., & Koppius, O. R. (2011). Predictive analytics in information systems research. MIS Quarterly, 35(3),
553-572.

5. Chen, H., Chiang, R. H. L., & Storey, V. C. (2012). Business intelligence and analytics: From big data to big
impact. MIS Quarterly, 36(4), 1165-1188.

6. McAfee, A., & Brynjolfsson, E. (2012). Big data: The management revolution. Harvard Business Review, 90(10),
60-68.

7. Manyika, J., Chui, M., Brown, B., Bughin, J., Dobbs, R., Roxburgh, C., & Byers, A. H. (2013). Big data: The next
frontier for innovation, competition, and productivity. McKinsey Global Institute.

8. Holsapple, C. W., Lee-Post, A., & Pakath, R. (2014). A unified foundation for business analytics. Decision
Support Systems, 64, 130-141. https://doi.org/10.1016/j.dss.2014.05.013

9. Kiron, D., Prentice, P. K., & Ferguson, R. B. (2015). The analytics mandate. MIT Sloan Management Review,
56(4), 1-25.

107



of Research and Develapment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
== S—— ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

10.

11.

12.

13.

14.

15.

Phillips-Wren, G., Hoskisson, A., & Mancini, M. (2016). Business analytics in decision making. International
Journal of Information Technology & Decision Making, 15(1), 1-14. https://doi.org/10.1142/S0219622016500012
Wamba, S. F., Gunasekaran, A., Akter, S., Ren, S. J., Dubey, R., & Childe, S. J. (2017). Big data analytics and
firm performance: Effects of dynamic capabilities. Journal of Business Research, 70, 356-365.
https://doi.org/10.1016/j.jbusres.2016.08.009

Power, D. J., Sharda, R., & Burstein, F. (2018). Decision support systems and business analytics in the digital
economy. Decision Support Systems, 110, 1-4. https://doi.org/10.1016/j.dss.2018.03.001

Mikalef, P., Boura, M., Lekakos, G., & Krogstie, J. (2019). Big data analytics capabilities and innovation: The
mediating role of organisational agility. Information &  Management, 56(8), 103-119.
https://doi.org/10.1016/j.im.2019.02.001

Rialti, R., Zollo, L., Ferraris, A., & Alon, 1. (2020). Big data analytics capabilities and performance: Evidence from
a moderated multi-mediation model. Technological Forecasting and Social Change, 149, 119781.
https://doi.org/10.1016/j.techfore.2019.119781

Mariani, M., & Borghi, M. (2021). Industry 4.0: A bibliometric review of its managerial intellectual structure and
potential evolution. Technological Forecasting and Social Change, 163, 120330.
https://doi.org/10.1016/j.techfore.2020.120330

108



of Research and Develapment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
== S—— ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

 Original Article |

Business Analytics

Suketa Laxman Borannavar
Student, KLE Society’s Basavaprabhu Kore Arts, Science and Commerce College, Chikodi
Email: suketaborannavar56@gmail.com

Manuscript 1D:
JRD -2026-180226

ISSN: 2230-9578

Volume 18
Issue 2(1X)
Pp.109-110

February 2026

Submitted: 10 Jan. 2026
Revised: 20 Jan. 2026
Accepted: 10 Feb. 2026

Published: 28 Feb. 2026

Abstract

Business Analytics (BA) has emerged as a powerful tool that transforms raw data into
meaningful insights for strategic decision-making. In the digital era, organizations generate massive
volumes of data, and analytics helps convert this data into competitive advantage. This study
examines the importance, applications, and impact of business analytics in improving operational
efficiency and business performance. The research highlights how companies use predictive and
descriptive analytics to enhance customer satisfaction, reduce costs, and increase profitability. A
qualitative research design is adopted using secondary data sources such as journals, books, and
company reports. The findings reveal that organizations implementing analytics-driven strategies
outperform competitors in decision accuracy and innovation. A real-life example of Amazon
demonstrates how analytics improves customer recommendations and supply chain management. The
study concludes that business analytics is not just a technological tool but a strategic necessity in
modern business.
Keywords: Business Analytics, Data-Driven Decision Making, Predictive Analytics, Big Data,
Organizational Performance

Introduction

In today’s competitive environment, data is considered a valuable asset. Business
Analytics refers to the systematic use of data, statistical models, and quantitative analysis
for decision-making. It includes descriptive, predictive, and prescriptive analytics.
Organizations use analytics to understand trends, forecast demand, and optimize
performance.

As famously stated by W. Edwards Deming:
“Without data, you're just another person with an opinion.

Review of Literature

Thomas H. Davenport (2006) emphasized that analytics-driven organizations gain
competitive advantage through data-based strategies.

Jeanne G. Harris highlighted the importance of analytics in improving performance
measurement systems.

Research studies indicate that firms using advanced analytics experience higher
productivity and innovation levels.

The literature confirms that analytics is transforming traditional management practices into
evidence-based management.

Statement of the Problem

Many organizations collect large amounts of data but fail to utilize it effectively
for strategic decisions. The lack of analytical skills, infrastructure, and awareness limits
business growth and competitiveness.

Significance of the Study
e Helps organizations understand the strategic importance of analytics.
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e Encourages data-driven culture.
e  Assists managers in improving operational efficiency.
e Provides academic insight into modern business practices.

Objectives of the Study

1. To understand the concept of Business Analytics.

2. Toanalyse its role in decision-making.

3. To examine its impact on organizational performance.
4. To study real-life applications of analytics.

Research Methodology

o Research Design: Descriptive research

e Data Source: Secondary data (journals, books, websites, company reports)
e Method of Analysis: Conceptual and analytical review

Findings of the Study

1. Business analytics improves decision accuracy.

2. Predictive analytics helps forecast market trends.

3. Companies using analytics show better financial performance.
4. Data-driven organizations respond quickly to market changes.

Real-Life Example

Amazon uses business analytics to recommend products based on customer browsing history. Its
recommendation engine increases sales and enhances customer satisfaction. Analytics also optimizes inventory
management and delivery routes.

Suggestions

e Organizations should invest in analytics training.

e Develop data-driven culture among employees.

e Adopt advanced tools like Al and machine learning.
e Ensure data security and privacy.

Limitations of the Study

» Based mainly on secondary data.

» Limited to conceptual analysis.

» Does not include primary survey data.

Conclusion

Business Analytics has become a strategic necessity in the modern digital economy. It enables organizations to
transform data into actionable insights, improving efficiency and competitiveness. Companies that embrace analytics
gain long-term sustainability and growth. Therefore, business analytics is not optional but essential for success in
today’s business environment.
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Abstract

The rapid adoption of digital payment systems has transformed the Indian market,
reshaping consumer behavior, business operations, and the overall economy. Driven by government
initiatives such as Digital India and the introduction of platforms like UPI, mobile wallets, and
Aadhaar-enabled services, digital transactions have grown exponentially in recent years. This study
examines the role of digital payments in promoting financial inclusion, enhancing transparency, and
reducing reliance on cash-based transactions. It highlights how digital payment systems contribute to
economic growth by lowering transaction costs, improving efficiency, and expanding access to
financial services for rural and urban populations alike. At the same time, the study identifies
challenges such as cyber security risks, digital literacy gaps, and infrastructural limitations that
hinder widespread adoption. The findings suggest that while digital payments have significantly
boosted market efficiency and formalization, sustained policy support and technological innovation
are essential to ensure inclusive and secure growth in India’s evolving digital economy.
Keywords: Digital transaction. Unified payment interface (UPI) Mobile wallets (paytm, phone pay,
google pay,) QR Code payments, Internet Banking.

Introduction

The Indian economy has witnessed a remarkable transformation in recent years
with the rapid adoption of digital payment systems. Traditionally dominated by cash-based
transactions, India’s financial landscape began shifting significantly after the launch of
government initiatives such as Digital India, Jan Dhan Yojana, and the introduction of the
Unified Payments Interface (UPI). The demonetization drive of 2016 further accelerated
this transition, pushing businesses and consumers toward cashless alternatives.

Digital payments—through mobile wallets, internet banking, QR codes,
debit/credit cards, and Aadhaar-enabled services—have not only simplified transactions but
also enhanced transparency, reduced transaction costs, and expanded financial inclusion.
Small businesses, e-commerce platforms, and even rural markets are increasingly
integrating digital payment solutions, reshaping consumer behavior and business models.
This study aims to explore the impact of digital payments on the Indian market by
analyzing their role in economic growth, financial inclusion, and market efficiency. It also
examines the challenges faced in adoption, such as cybersecurity risks, digital literacy gaps,
and infrastructural limitations, while highlighting the opportunities for innovation and
sustainable development. By understanding these dynamics, the study seeks to provide
insights into how digital payments are redefining India’s economic ecosystem and paving
the way toward a more inclusive and cashless economy.

Meaning

A study on digital payments and their impact on the Indian market refers to an
academic or analytical investigation into how the adoption of digital payment systems has
influenced India’s economy, businesses, and consumers.

(PEO

Quick Response Code:

B

3
-
Website:
https://jrdrvb.org/

DOI:
10.5281/zen0do.18708258

Creative Commons (CC BY-NC-SA 4.0)

This is an open access journal, and articles are distributed under the terms of the Creative Commons
Attribution-NonCommercial-ShareAlike 4.0 International Public License, which allows others to
remix, tweak, and build upon the work noncommercially, as long as appropriate credit is given and
the new creations ae licensed under the idential terms.

Address for correspondence:

Swapna A Rayannavar, KLE’s G. I Bagewadi Arts, science and Commerce college, Nipani,
Karnataka, India
How to cite this article:

Rayannavar, S. A., & Karigar, G. (2026). A study on digital payments and their impact on the Indian
market. Journal of Research and Development, 18(2(1X)), 111-112.
https://doi.org/10.5281/zenodo.18708258

111



of Research and Develapment

JOURNAL OF A Multidisciplinary International Level Referred and Double-Blind Peer Reviewed, Open Access
== S—— ISSN : 2230-9578 | Website: https://jrdrvb.org Volume-18, Issue-2(1X)| February- 2026

Objectives Study

1. To analyze the growth of digital payment systems in India

2. To study the role of digital payments in financial inclusion

3. To evaluate the impact of digital payments on the Indian economy

Challenges of the Study

1. Data Availability and Reliability

o Accessing accurate and up-to-date transaction data across diverse platforms (UPI, wallets, cards, etc.) can be
difficult.

o Many small businesses and rural markets lack proper documentation of digital transactions.

2. Cybersecurity Concerns

o Fraud, phishing, and hacking incidents affect user trust.

o Studies must account for how these risks influence adoption and market confidence.

3. Infrastructure Limitations

o Poor internet connectivity and lack of smart phone penetration in rural regions hinder widespread adoption.

o This creates uneven data and challenges in assessing nationwide impact.

4. Behavioral Resistance

o  Cultural preference for cash transactions persists in many communities.

o Measuring the pace of behavioral change is complex.

5. Policy and Regulatory Changes

o Frequent updates in government policies, RBI guidelines, and fintech regulations can affect consistency in research
findings.

6. Market Diversity

o India’s market is highly fragmented with urban vs. rural differences, small vs. large businesses, and formal vs.

informal sectors.
o Capturing the impact across all segments is challenging.

7. Security vs. Convenience Trade-off

o Balancing ease of use with strong security measures is a recurring issue. Studies must evaluate how this trade-off
affects adoption rates.

Conclusion:

A Study on Digital Payments and Their Impact on the Indian Market. The study of digital payments in India
highlights a transformative shift in the nation’s financial and commercial landscape. With the rise of platforms such as UPI,
mobile wallets, and Aadhaar-enabled services, India has moved steadily toward a cashless economy. This transition has not
only enhanced transaction efficiency and reduced costs but also promoted financial inclusion by bringing rural and unbanked
populations into the formal financial system. Digital payments have strengthened transparency, improved tax compliance, and
contributed to economic growth by formalizing transactions and reducing reliance on cash. They have also reshaped
consumer behavior and business practices, enabling small enterprises and e-commerce platforms to thrive in a digitally
connected market. However, the study also reveals persistent challenges—cybersecurity risks, digital literacy gaps,
infrastructural limitations, and behavioral resistance—that must be addressed to ensure sustainable adoption. Government
initiatives and regulatory frameworks play a crucial role in overcoming these barriers and fostering trust in digital systems. In
conclusion, digital payments are not merely a technological innovation but a catalyst for economic modernization in India.
Their continued expansion, supported by robust infrastructure, inclusive policies, and secure frameworks, will be central to
shaping a resilient, transparent and inclusive Indian market in the years ahead.
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Abstract

Women's entrepreneurship has emerged as a major force for economic growth, innovation,
and Social transformation worldwide. Despite increased attention from policymakers, academic, and
international organizations, women entrepreneurs continue to face multifaceted barriers that limit
their potential. This essay examines the challenges and opportunities associated with women
entrepreneurship, exploring the social - economic context, it recommends policy measures to create
an enabling environment for women entrepreneurs and highlights strategies for empowerment. By
combining theoretical insights with empirical observations, this essay aims to present a
comprehensive analysis relevant to researchers, policymakers, and professionals.
Keywords: Women, Entrepreneurship, Opportunities, Challenges, Economic Development, Women
Empowerment, MSMEs.

Introduction

Entrepreneurship plays a crucial role in economic development, job creation, and
technological innovation. When women actively participate in entrepreneurial activities, the
potential impact on inclusive growth and sustainable development increases significantly.
However, women’s entreprencurship remains uneven across regions and sectors. Cultural
norms, institutional barriers, and restricted access to resources contribute to the persistent
gender gap in entrepreneurial participation and success. In the context of global initiatives
such as the United Nations Sustainable Development Goals (SDG 5: Gender Equality),
women's entrepreneurship has gained prominence as an area of study and policy priority.
Understanding the challenges and opportunities faced by women entrepreneurs is essential
to craft effective support mechanisms and harness the full potential of half the world’s
population.

Research Design

This study is based on secondary data collected from research journals, books,
government reports, websites and published articles related to women entrepreneurship.
The study is descriptive and analytical approach to examine the challenges and
opportunities faced by women entrepreneurs. No primary data was used in this research.

Objectives of the Study

1. To understand the concept and importance of women entrepreneurship.
2. ldentifying the key challenges faced by women entrepreneurs.

3. Toanalysis emerging opportunities for women entrepreneurs

Types and classification

Women entrepreneurship can be classified on the following basis:

e Business scale: Micro, small, medium and large enterprises.

Sectoral involvement: formal VS informal, manufacturing,

Services, technology, agribusiness.

Motivation: Need - driven VS Opportunity - driven entrepreneurship.
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Lifecycle stage: Startups, growth business, and established business.

Challenges Faced By Women Entrepreneurs
Structural and institutional barriers

1.

6.

Access to finance.
Access to capital is consistently identified as one of the most significant barriers:
Bias in lending: Financial institutions often perceive women entrepreneurs as high risk individuals.
Collateral requirements: Women may lack assets that are traditionally accepted as collateral.
Limited financial literacy: Women are sometimes less exposed to financial management training.
These restrictions limit the ability of women entrepreneurs to start and scale businesses.
Socio - Cultural Norms
Cultural and social norms influence women's entrepreneurship activities:
Gender roles: Expectations around household duties often restrict the time and mobility of female entrepreneurs.
Social stigma: In some cases, women who run businesses may face resistance or discouragement.
Network exclusion: Traditional business networks can be male dominated, which reduces access to mentorship and
opportunities.
These norms operate at the household, community, and institutional levels, often reinforcing gender biases.
Education and Skills Gap
Women may face gaps in:
STEM Education: Underrepresentation in high growth sectors such as science and technology.
Entrepreneurship training: Limited access to workshops, mentoring programs, and Business related education.
Technical skills: Digital literacy and advanced skill that facilitate competitive advantages.
Such gaps can restrict competitiveness and scalability.
Family and care responsibilities.
Women often balance business duties with home and care responsibilities, which can lead to:
Time poverty
Reduced workforce participation
Restricted business networking.
This double burden impacts productivity and expansion prospects.
Legal and policy barriers.
Legal restrictions in some countries limit women's rights to:
Sign contracts
Own property
Independently access credit
Even if laws are gender neutral, implementation gaps put women at a disadvantage.
Low Risk - Taking Ability
Due to social status and economic insecurity, many women entrepreneurs are risk - averse. Fear of failure and

lack of confidence limit their willingness to expand businesses or invest in innovation.

Opportunities for Women Entrepreneurs

1.

N e o 00

Despite the challenges, there are significant opportunities for women to thrive as entrepreneurs:
Expanding Market Demand
The worldwide demand for products and services tailored to women's needs provides entrepreneurial
opportunities:
Healthcare and Wellness
Education and Training
Fashion and Retail
Childcare and Eldercare Services.
Women are uniquely positioned to identify and address this market gap.
Digital platform and technology
Technology and digital platform have reduced barriers to entry:
E - Commerce allows women to reach customers without physical store fronts.
Mobile money and Fintech enable financial transactions and savings.
Online learning platforms provide scalable business skills training.
Digital evolution expands reach, reduces costs, and fosters innovation.
Supportive Policy Framework
Government and international organizations have introduced policies to increase women's entrepreneurial
participation, including:
Subsidized loans
Tax incentives
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e  Entrepreneurship training programs
e Authentic purchasing policies
These frameworks act as catalysts for women - owned enterprises.

4. Networking and Mentoring Ecosystems.
Women - focused networking platforms and Mentoring initiatives contribute to:
e Knowledge sharing
e  Peer support
e Partnership and Co - Creation
e  Access to investors

Communities that facilitate communication between women entrepreneurs strengthen resilience and

opportunity.
5. Social Entrepreneurship and Impactful Enterprises

Women are increasingly leading enterprises with social impact missions including:
e Sustainable Agriculture
Clean Energy Solutions
e  Community Development Programs

These ventures attract influential investors and mission - driven funding sources.

Policy Recommendations
To enhance the capacity of women entrepreneurs, the following strategic policy measures are
recommended:
1. Financial inclusion strategies
e Establish gender - responsive lending protocols.
e Expand loan guarantee schemes for women.
e Promote financial literacy programmes targeting prospective women entrepreneurs.
These measures could increase access to needed capital.

2. Educational Reforms
e Integrating entrepreneurship and business skills into school curricula.
e Prioritising STEM education for girls and women.
e Providing vocational training in line with market needs.
Education gives women the knowledge to innovate and adapt.
3. Strengthen Legal Frameworks
e Ensure equal property and contractual rights.
e Reform discriminatory laws that inhibit women's economic autonomy.
e Implement policies to reduce enforcement gaps and ensure legal protection.
Legal equality supports the legitimacy and growth of the industry.
4. Supportive Business Ecosystems
e Develop incubators and acceleration specifically for women - led startups.
e Facilitate access to mentoring from women - owned enterprises.
Ecosystem support enhances competitiveness and sustainability.
5. Work - Life Balance Policies
e Expand childcare services and parental leave provisions.
e Encourage flexible working arrangements.
e Provide community support structures for care.
Conclusion

Women's entrepreneurship is not just a matter of economic participation; it is the foundation for inclusive
growth, poverty eradication and social transformation. Despite persistent challenges, including limited access to
finance, socio - cultural constraints, skills gaps, and policy barriers, women entrepreneurs continue to make significant
contributions to local and global economics. However, realizing the full potential of women's entrepreneurship requires
deliberate and concerted efforts from government, private sector actors, educational institutions, and civil society.
Strategic investments that support financial inclusion, education, legal reforms, and ecosystems can unleash untapped
entrepreneurial potential. When women succeed as entrepreneurs, families, communities, and economies benefit.
Therefore promoting women's entrepreneurship is an economic imperative and a social justice objective. Embracing
opportunities while facing challenges helps create more equal, resilient and prosperous societies.
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Abstract

Consumer behaviour and online retail market in North Karnataka is increasingly being
determined by sustainability awareness. Environmental concerns have increased making the eco-
labeling and sustainability certifications more relevant in making responsible purchasing choices.
The paper analyzes the impacts of eco-labels and sustainability certifications on e-commerce
purchases in North Karnataka, which is a diverse region with both agricultural and industrial
diversity. Eco-labels that encompass the organic products of agriculture, eco-friendly fabrics, and
eco-friendly products of energy are credible labeling of quality, transparency, and ethics of a
product. With rural and urban customers showing a growing concern about the environment, certified
sustainable goods are increasingly accepted in online stores. The expanded use of digital platforms is
another factor that enhances the effect of sustainability certifications since it allows consumers to be
more conscious of their buying decisions and ensuring that they pick products that reflect their
environmental beliefs and minimized the fears of greenwashing. It is concluded in the study that eco-
labeling and sustainability certifications play a major role in product differentiation, consumer trust,
and e-commerce development, which are sustainable consumption in North Karnataka.
Keywords: Eco-labelling, Sustainability Certifications, E-commerce, Consumer Behaviour, North
Karnataka

Introduction

With sustainability slowly becoming a factor in consumer purchases, eco-labeling
and sustainability certifications have become rather significant in online shopping. Fair
trade, Organic and Energy Star certification allow a consumer to recognize the products that
are in line with accepted environmental and ethical requirements (Thousen, 2000; Dsouza
et al., 2006). In the case of e-commerce retailers, sustainability certification does not only
deal with increased consumer confidence but also offers strategic positioning within a very
competitive market (Parguel et al., 2011). The current paper explores how eco-labeling
affects consumer behaviour, brand image, and consumer behaviour in the future of online
retail as increasing awareness about the environment emerges (Testa et al., 2015).

Online Retailing and Eco-Labeling and Certification

Online retail Eco-labeling and certification One of the uses of this officially
recognized labels that denote the product in accordance to the established standards of
environmental, ethical or sustainability behavior. These qualifications are granted by
qualified organizations after undergoing a systematic assessment and check systems
(Delmas & Grant, 2014). Eco-labels in online retail setting serve as an informational signal
which mitigates information asymmetry, increases the level of transparency, and helps the
consumer to make an environmentally and socially responsible purchasing choice
(Atkinson and Rosenthal, 2014; Janssen and Hamm, 2012).
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Why North Karnataka?

North Karnataka is a region to be targeted because it has a high agricultural foundation, culture and the
potential to develop economically. Eco-certifications will also help the region to embrace sustainable practices and
make the local products more marketable in the online stores. This will help in the development of the region at the
same time going in line with international sustainability trends.

1. The reason behind this interest in North Karnataka regarding the issue of eco-labeling and sustainability is as
follows:

2. Agricultural Significance: North Karnataka is an important area in agriculture and this has provided chances to
enhance sustainable farming by use of eco-certifications.

3. Unutilized Market: Eco-labeling will enable the small producers in the region to utilize global markets of eco-
friendly products.

4. Cultural Heritage: Sustainable, Traditional practices in North Karnataka would fit the contemporary eco-
certifications, attracting the eco-conscious consumers.

5. Regional Development: eco-certifications can be used in regional development as it would promote the
development of the region and at the same time place the businesses in North Karnataka at the global market.

6. Environmental Challenges: Sustainability certifications will assist in balancing the two aspects of growth and
environmental conservation by addressing local environmental problems.

Literature Review

J. S. Silva et al. (2018) The research investigates the effect of eco-labels on consumers, especially online. It
concludes that the consumers will be more likely to buy the products that have eco-certifications as they will see them
as more eco-friendly and of better quality. The research notes that consumer confidence in sustainability certifications
is the most important factor when it comes to the effectiveness of eco-labeling other initiatives.

K. M. Khan & N. Kumar (2020) The article focuses on the application of sustainability certifications in the
Indian agricultural industry and especially in the parts of India such as North Karnataka which are densely agricultural.
It also emphasizes that with such certifications as Organic and Fair Trade, local farmers can have a new market, where
they can sell their products in other countries of the world.

L. W. Miller et al. (2019) This is a literature review that explores the impact of eco-labeling on the online
retailing industry, specifically the consumer buying behavior. It implies that online retailers, which sell certified
sustainable products, can enhance their brand image and appeal to a niche market that is eco-conscious. The review
further observes that eco-labels increase transparency and consumer confidence of the products in digital markets.

R. G. Patil and P. S. Gokhale (2021) This article investigates the connection between cultural heritage and
sustainability in such areas as North Karnataka. It talks about how the ancient, eco-friendly farming practices could be
harmonized with the new sustainability labeling to establish a niche market of the environmentally-labeled products
that will maintain both the tradition and the environment.

S. Sharma & A. R. Joshi (2022) S. Sharma and A. R. Joshi (2022) In this paper, we point out the importance
of eco-certifications in spurring regional development in rural North Karnataka and therefore, India. It explains the
ways in which eco-labeling can increase the revenue of the small-scale farmers and business as well as promoting
sustainable growth of the region. The research indicates that eco-certifications would establish a symbiotic relationship
between the environmental responsibility and financial development.

Research Gap:

The gap in research about the effects of eco-labeling and sustainability certifications in North Karnataka and
particularly in online retail is remarkably high. Available literature is largely international, so there is no region-specific
data on the consumer awareness and confidence in eco-certifications. There is also a paucity of research on how the
small-scale producers in North Karnataka can use these certifications to tap the international markets. It is also not
studied how the modern eco-certification standards could be combined with the traditional sustainable practices.
Moreover, the impact of the eco-certifications to the economic and environmental development in North Karnataka is
not well researched. The response to these gaps would offer useful information to sustainable development in the area.

Significance of the study:

The research is important because it investigates how the online retail business of North Karnataka can be
influenced by the eco-labels and sustainability certifications. It is meant to assist local manufacturers to reach the world
markets, promote economic development and keep pace with the sustainability trends. Through reviewing how the
traditional practices are integrated with the modern certifications, the study can direct the businesses, policy makers,
and consumers towards more sustainable practices that will promote the development of the region and the
conservation of the ecology.

Objective of the study:
e To explore the impact of eco-labeling on consumer behavior in North Karnataka's online retail.
e To analyze how local producers can use sustainability certifications to access global markets.
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e To study the integration of traditional practices with modern eco-certification standards.
e To assess eco-certifications' role in regional economic and environmental growth.
e To understand how eco-labels can boost product marketability in e-commerce.

Statement of problem:

The gap that is to be filled by this research is related to inadequate knowledge about the influence of eco-
labeling and sustainability certifications on consumers and business development in the online retail market of North
Karnataka. Although there is an increase in the worldwide market expectations of environmentally conscious products,
small-scale producers in this area have difficulties with reaching the market because of low awareness of the eco-
certifications and how they can be used to improve product visibility and trust. Furthermore, limited studies examine
the integration of the conventional, sustainable agricultural activities in North Karnataka with the contemporary eco-
certification provisions. This paper aims to fill these gaps by discussing how sustainability certifications can contribute
to the economic growth of the region, enhance marketability, and promote sustainable consumer decision-making in the
online retailing business.

Discussion and Results:

1. Influence on Consumer Behavior and Product Preference: The consumers of North Karnataka are moving towards
the growing popularity of eco-certified products in the online retail business, and the certifications such as Organic
and Fair Trade are influencing their choices and readiness to spend more money on the products that are
environmental friendly.

2. Local Producers Problems: Small-scale producers can be affected by the lack of awareness, certification fees, and
others. Nonetheless, the users of eco-certifications enjoy enhanced visibility and trust by the consumers, which
enhances their marketability.

3. Complementation of the Traditional Practices with the Modern Certifications: The traditional sustainable farming
practices of North Karnataka can complement on the Modern eco-certifications where the certified products stand
out in tiny market segments and have the credibility that attracts eco-conscious buyers.

4. Economic and Environmental Development: Eco-certifications can help lead to economic growth of the region
because of the creation of new markets to serve local producers, improved income, and employment opportunities.
These certifications are also in favor of environmental conservation based on the green practices.

5. More Marketability in E-commerce: The Eco-certified products receive more attention and confidence in the
online shops, which contributes to sales. Certifications are also applied to improve the marketability of products as
they assist the local businesses to get a feel of the increasing demand of sustainable products.

Conclusion:

To sum up, this research emphasizes the role of eco-labeling and sustainability certifications as an important
factor in consumer behavior and economic development of the online retail industry of the state of North Karnataka.
The results are indicative of the notion, that the eco-certifications not only impact the consumer purchasing behavior
but also offer the local manufacturing a chance to join the international market, enhance brand visibility, and create
trust. Additionally, the combination of the conventional sustainable approach with the contemporary eco-certification
can give the products of the region a special value proposal. Although the issues of poor eco-certification costs and lack
of awareness among small-scale producers exist, the opportunity of eco-certifications to boost the development of the
region, increase marketability and provide environmental sustainability is evident. These benefits require more
education, support, and resources to local producers in order to ensure that they obtain full benefits. In general, eco-
certifications are a good way of sustainable development in the agricultural sector and the online retail industry of
North Karnataka.
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Abstract
In today’s financial landscape, commodity trading presents a valuable investment

opportunity for diversification, inflation protection, and consistent returns. However, young investors
in cities like Belagavi remain relatively uninvolved. This study intended to assess the awareness and
investment attitudes of individuals aged 18 to 46 towards commodity trading in Belagavi. Using a
descriptive and analytical approach, primary data were gathered through a structured questionnaire
targeting students, early-career professionals, and self-employed youth. The research explored their
awareness of trading platforms (like MCX and NCDEX), types of commodities (e.g., gold, silver,
agricultural products), and their information sources (social media, news, peer networks).
Additionally, it analyzed their attitudes like levels of trust, investment preferences, and willingness to
engage in commodity trading. Statistical tools such as descriptive statistics and one way ANOVA test
were used to identify how demographic factors influence awareness and attitudes. Key barriers
included a lack of financial literacy and risk aversion; however, positive trends in digital investment
behavior were observed, driven by mobile trading apps and social media. The findings are valuable
for financial educators, policymakers, brokers, and commodity exchanges, enhancing strategies to
engage young investors in commodity trading and empowering them to make informed investment
choices.

Keywords: Commodity, Empowering, Platforms, Trading.

Introduction
In recent years, commodity trading has emerged as a vital investment avenue that

offers investors opportunities for wealth creation, risk management, and portfolio
diversification (Sundaravadivel & Vanjeko, 2021; Thirunarayanasamy & Jeyakumar,
2017). Commodities such as agricultural products, metals, and energy resources have
become integral to financial markets, attracting both institutional and retail investors
seeking to hedge risks and enhance returns (Azhar, Marimuthu, & Ashwariya, 2020;
Prasad, Naidu, & Sandya Sri, 2019). The increasing accessibility of online trading
platforms and regulatory support from the Securities and Exchange Board of India (SEBI)
have further encouraged participation in commodity markets (Sethia & Sharma, 2022).
Among retail investors, young individuals are increasingly recognized as a dynamic
segment contributing to the growth of the financial market.
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Their attitudes, awareness levels, and behavioral intentions significantly shape market participation trends
(Motilal Oswal, 2024). However, their investment decisions are often influenced not only by market information and
perceived risk—return trade-offs but also by their level of financial literacy, awareness of trading mechanisms, and trust
in digital trading platforms (Sundaravadivel & Vanjeko, 2021; Sethia & Sharma, 2022).

Despite the expansion of commodity trading in India, awareness and participation among young investors
remain uneven across different regions (Prasad et al., 2019). Belagavi City, with its growing base of students, young
professionals, and small-scale entrepreneurs, provides an ideal microcosm to study emerging investor behavior in semi-
urban India. Understanding their awareness levels, attitudes, and investment motivations is crucial for financial
institutions, educators, and policymakers to develop region-specific strategies that foster informed participation in the
commaodity markets.

The present study aims to explore the awareness and investment attitude of young investors towards
commodity trading in Belagavi City. Specifically, it examines how well young investors understand commodity
trading, their perceptions of risk and return, and the factors influencing their investment attitude, such as exposure to
trading platforms, interest in financial education, and willingness to invest in the future (Sundaravadivel & Vanjeko,
2021; Azhar et al., 2020). By assessing these dimensions, the study contributes to the broader understanding of youth
investment behavior in the Indian commodity market and provides valuable insights for improving financial literacy
and market participation in emerging economies (Sethia & Sharma, 2022; Motilal Oswal, 2024).

Significance of the Study:

The study is significant in today’s financial environment, where diversification and informed investing are
vital for sustainable growth. Young investors form a crucial segment of India’s financial market, and their awareness
and attitude toward avenues like commaodity trading can shape the future investment landscape. This research examines
how well young investors in Belagavi understand commaodity trading, their perception of risks and returns, and their
willingness to invest. It also identifies key factors influencing their investment attitude, such as financial literacy,
exposure to trading platforms, and trust in digital investment tools. The findings will help policymakers design
initiatives to boost youth participation and assist educational institutions in developing practical financial education
programs. Financial institutions can also use the insights to create targeted awareness campaigns and user-friendly
trading platforms. Overall, the study bridges the gap between awareness and actual investment behavior, fostering an
informed generation of investors and contributing to research on financial literacy and investment psychology in
emerging markets like India.

Review of Literature:

e Thirunarayanasamy and Jeyakumar (2017) examined the perception of individual investors toward commodity
trading in India. Their findings revealed that although investors recognize the potential of commodity trading for
wealth creation, they often perceive it as a high-risk avenue compared to equities. The study also noted that market
volatility and limited understanding of trading mechanisms act as deterrents for retail investors.

e Arzhar, Marimuthu, and Ashwariya (2020) analyzed the factors influencing retail investors’ participation in
commodity markets and highlighted that financial awareness, perceived returns, and risk appetite are primary
determinants of investment behavior. They suggested that exposure to online trading platforms and access to
simplified information could enhance participation among young investors.

e Upadhyay and Sharma (2020) investigated government policies promoting awareness in commodity markets.
They concluded that policy initiatives and investor education programs positively affect young investors’
understanding and engagement.

e Yadav and Kumar (2020) examined economic factors influencing young investors’ decisions. Their study found
that income, education, and occupation significantly affect awareness levels, risk perception, and participation in
commaodity trading.

e Sundaravadivel et al. (2021) conducted an empirical study on investors’ behavior toward commodity derivatives
in Tamil Nadu and found that awareness and education significantly influence participation in commodity markets.
The study emphasized that lack of financial literacy and inadequate promotional efforts by trading institutions limit
youth engagement in these markets.

e lyer and Patel (2021) analyzed how risk perception affects investment choices. The study concluded that
perceived market risk is a major determinant of whether young investors engage in commaodity trading.

e Kumar and Singh (2021) investigated awareness and participation of youth in Delhi. They found that young
investors’ attitudes toward commodity trading are positively influenced by financial literacy and digital platforms.

¢ Reddy and Rao (2021) explored socio-economic factors affecting youth investment behavior. Income, occupation,
and education were found to significantly affect both awareness and attitudes toward commodity trading.

e Tiwari and Singh (2021) analyzed peer influence on young investors’ commodity trading decisions. The study
concluded that peer guidance and social networks play a critical role in shaping awareness and investment
attitudes.
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e Verma and Mehta (2021) examined technological advancements in commodity trading. They found that digital
tools and online platforms facilitate greater awareness and participation among young investors.

e Sethia and Sharma (2022) studied investors’ awareness in Kolkata. They reported that occupation affects
commodity preferences, education impacts satisfaction with returns, and overall awareness is increasing due to
diversification motives and perceived returns.

e Bhattacharya and Pandey (2022) explored awareness levels regarding commodity trading among Indian
millennials and found that digital literacy plays a crucial role in shaping investment decisions. Their research
concluded that social media and online trading applications have increased young investors’ curiosity toward
alternative investment options such as commodities.

o Choudhary (2023) investigated regional disparities in commodity market participation and discovered that urban
youth exhibit higher awareness compared to semi-urban and rural investors due to better access to digital
investment tools. This regional difference underscores the need for localized financial education initiatives.

e Motilal Oswal (2024) in its annual market outlook report, emphasized the growing role of commodity derivatives
as a hedge against inflation and currency fluctuations. The report also highlighted the importance of awareness
campaigns and simplified trading processes for attracting younger investors into the commodity markets.

Research Gap:

Previous research on commodity trading has largely focused on metropolitan regions, leaving a lack of region-
specific studies in smaller cities like Belagavi. Moreover, post-digital and post-pandemic changes in investors’
behavior have not been adequately explored. While earlier studies examined awareness or attitude separately, few have
integrated both aspects to understand their interrelation. The effectiveness of awareness programs also remains unclear,
and limited empirical data focuses specifically on young investors in Belagavi. Hence, this study aims to bridge these
gaps by examining the awareness and investment attitude of young investors toward commodity trading in Belagavi
City.

Objectives of Study:

1. To assess the awareness of young investors towards commodity trading in Belagavi city.

2. Toanalyse the investment attitude of young investors towards commodity trading.

3. To examine the relationship between demographic variables and awareness towards commaodity trading.

Research Methodology:

1. Research Design: The present study follows a descriptive and analytical research design to examine the awareness
and investment attitude of young investors towards commodity trading in Belagavi City. The descriptive approach
helps in understanding the existing level of awareness among respondents, while the analytical part focuses on
examining relationships between demographic variables and investment behaviour. The study is based on
quantitative data collected through a structured questionnaire from a sample of young investors aged 18 to 46
years. The research design enables systematic data collection, analysis, and interpretation to provide clear insights
into how young investors understand and participate in commaodity trading.

2. Population: Young investors (individuals who have invested in any financial instruments or expressed interest in
investing) residing in Belagavi City.

3. Age criteria (study): 18-46 years.

4. Sample size: 110 respondents

5. Sampling technique: Random sampling — stratify by major subgroups (college students, early-career salaried,
small business owners) and then use purposive sampling to ensure coverage of different youth segments.

6. Data collection method & instrument: Structured questionnaire is used to collect the data from the respondents

Hypothesis:
Ho: There is no significant association between the respondents’ demographic variables and their level of awareness.
H;: There is a significant association between the respondents’ demographic variables and their level of awareness.

Limitations of the Study:

The study is limited to young investors aged 18 to 46 years in Belagavi city and does not represent investors
from other regions. It focuses only on the awareness and investment attitudes of these individuals and does not analyze
their actual investment performance or returns. Additionally, the study relies on self-reported responses, which may be
influenced by personal biases or inaccurate recall, potentially affecting the accuracy of the findings.
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Table No. 01 Population

Description As per the census Total Estimated Population in 2025
Male Female
Population of the City 245545 242612 488157 600000 (Approx.)
Literates 204861 186480 391341 450000 (Approx.)
Average Literary (%) 93.78% 85.84%
Source: Belagavi City Corporation
Data Analysis and Interpretation:
Table No. 2 Demographic Profile of the Participants
Demographic Points Categories Frequencies | Percentage %
18-22 24 21.82
23-27 48 43.64
Age 28-35 28 25.45
36-42 6 5.45
43-46 4 3.64
Gender Male 56 50.91
Female 54 49.09
PUC/Diploma 20 18.18
Under graduate 20 18.18
Education Post graduate 30 271.27
Professionals 10 9.09
Other 30 27.27
Student 35 34.55
Salaried 47 45.45
Occupation Self Employed 6 5.45
Unemployed 4 3.64
others 18 10.91
Bellow % 10000 18 16.36
%10001 to 325000 26 23.64
Monthly Income 225001 to X 50000 34 30.91
250001 to 275000 6 5.45
Above X 75001 0 0
Prefer not to say 26 23.64

Source: Primary Data
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Chart No. 1 Demographic Profile of the Participants
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Interpretation:

The demographic profile of the 110 respondents shows that most (48, 43.64%) are aged 23-27 years, with a
near-equal gender distribution: 56 males (50.91%) and 54 females (49.09%). In education, postgraduates (30, 27.27%)
and those in the “Other” category (30, 27.27%) are the largest groups, followed by PUC/Diploma holders and
undergraduates (20 each, 18.18%). Most respondents are salaried employees (47, 45.45%) or students (35, 34.55%),
with the remaining being self-employed, unemployed, or in other categories. Monthly income distribution shows 34
respondents (30.91%) earn ¥25,001-%50,000, while 26 (23.64%) earn %10,001-%25,000. Overall, the sample is
predominantly young, moderately educated, and mostly salaried, suitable for analysing attitudes toward commodity
trading in Belagavi city.

Table No. 3: Awareness of respondents about commodity trading

Particulars Participants Percentage %
Strongly Disagree 51 46.36
Disagree 4 3.64

Neutral 26 23.64

Agree 11 10.00
Strongly Agree 18 16.36

Total 110 100.00

Source: Primary Data

Table No. 4: Converted the Likert responses into categories to facilitate the Chi-Square test

Particulars | Participants | Percentage %
Low 55 50.00
Moderate 26 23.64
High 29 26.36
Total 110 100.00

Source: Primary Data

AWARENESS

High

Moderate

Chart No. 2: Awareness of respondents about commodity trading

Interpretation: The data indicate that 50% of respondents have low awareness of commodity trading, while 23.64%
show moderate and 26.36% high awareness levels. This suggests that overall awareness among young investors in
Belagavi is relatively low, highlighting the need for greater financial education and awareness programs to improve
their understanding and participation in commodity trading.

Assessment of young youths' Attitude:

Mean Score

Attitude Index = — —*100
Table No. 5: Respondents' attitude towards commodity trading
Response . Attitude .
Question Item SD | DA | N A | SA Wg::%rfd g/éz?,'; Index Attéflue?e
OEECUEROREORNS) (%)

I believe commodity trading is a good .
way to grow wealth over time. 4 2 34 | 56 | 14 404 3.67 73.45 Positive
I am willing to invest in commodity 8 4 22 | 64 | 12 398 3.62 72.36 Positive
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trading in the future.

| feel that commodity trading carries
more risk compared to other 2 12 | 50 | 28 | 18 378 3.44 68.73 Positive
investment options.

I would be willing to invest if |
received proper training or guidance in 4 2 28 | 44 | 32 428 3.89 77.82 Positive
commaodity trading.

I trust online commaodity trading

platforms like Zerodha, AngelOne, or 4 8 34 | 44 | 20 398 3.62 72.36 Positive

Groww.

Would you be interested in attending a

workshop or webinar on commodity 10 8 32 | 50 | 10 372 3.38 67.64 Positive

trading?

Do you think commadity trading

should be included in financial 7 8 15 | 30 | 50 438 3.98 79.64

education in colleges/universities? Positive

Positive

Overall Mean Score 3.66 73.14 Attitude

Source: Primary Data
Table No. 6 Base for Attitude measurements

Mean Score Range | Attitude Level Interpretation
1.00-1.99 Negative Respondents disagree strongly
2.00 - 2.99 Moderate Neutral or mixed attitude
3.00 - 3.99 Positive Generally agree / favourable
4.00-5.00 Highly Positive | Strongly favourable

Source: Primary Data

Interpretation: The analysis of the mean scores reveals that the respondents exhibit a positive attitude towards
commodity trading. The overall mean score of 3.66 and an attitude index of 73.14% indicate a general agreement
among respondents regarding the importance and relevance of commodity trading as an investment avenue.

1. Highest Agreement: The statement “Commodity trading should be included in financial education in
colleges/universities” received the highest mean score (3.98) and an attitude index of 79.60%, reflecting that most
respondents strongly support the inclusion of commodity trading in academic curricula to enhance financial
literacy.

2. Strong Learning Interest: The statement “I would be willing to attend a training session or seminar on
commodity trading” (Mean = 3.89) suggests a high level of enthusiasm among respondents to gain more
knowledge and practical exposure to the commodity market.

3. Positive Perception of Growth Potential: Statements such as “I believe commodity trading is a good way to
grow wealth over time” (Mean = 3.67) and “I am willing to invest in commodity trading in the future” (Mean =
3.62) indicate respondents perceive commodity trading as a promising investment opportunity.

4. Awareness Gaps ldentified: The relatively lower mean score for “I have sufficient knowledge about how the
commodity market functions” (Mean = 3.38) suggests a need for enhanced awareness programs and investor
education initiatives.

5. Perceived Risk: Respondents moderately agree that commaodity trading involves higher risk compared to other
investments (Mean = 3.44), implying that risk perception may influence participation decisions.

By the above stats we find that young investors in the surveyed area hold a positive and favourable attitude
towards commodity trading. They recognize its potential for wealth generation and economic contribution, but
simultaneously acknowledge the risks involved and express a strong interest in education and training opportunities.
Hence, it can be inferred that improving financial education and practical exposure could significantly enhance
participation and informed investment in the commodity trading sector.

Hypotheses Testing: Demographic Variables with Awareness
1. Statistical tool: One-way ANOVA and Mann-Whitney U tests were conducted using Microsoft Excel
: Significance level 5%
a) Age and awareness:
Ho1: There is no significant association between the respondents’ age groups and their level of awareness of commodity
trading.
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Hi;: There is a significant association between the respondents’ age groups and their level of awareness of commaodity
trading.

Table No: 9 ANOVA Results

Source of Variation Sum of Squares df Mean Square F-value p-value
Between Groups 10.08 4 2.52
Within Groups 69.86 105 0.665 3.79 <0.01
Decision Reject Hol
Interoretation Awareness levels significantly differ among age groups of respondents.
P Respondents aged 43-46 years show the highest level of awareness.

Source: Primary Data

Hence, the calculated F value (3.79) is greater than the critical F-Value (2.46) at the 0.05 level of significance.
Therefore the null Hypothesis is rejected. This indicates that there is a significant association between respondents’ age
and their level of awareness of commaodity trading.

b) Education and awareness:

Ho,: There is no significant association between the respondents’ education and their level of awareness of commodity
trading.

Hi,: There is a significant association between the respondents’ education and their level of awareness of commodity
trading.

Table No. 14 ANOVA Results

Source of Variation Sum of Squares df Mean Square V;;Je p-value
Between Groups 23.71 4 5.9275
Within Groups 69.3 105 0.66 891 | <0001
Decision Reject Hos
Interoretation Awareness levels differ significantly among respondents with different
P education levels.

Source: Primary Data

Hence, the calculated F value (8.91) is greater than the critical F-value (2.46) at the 0.05 level of significance.
Therefore, the null Hypothesis is rejected. This indicates that there is a significant association between respondents’
education level and their level of awareness of commodity trading.

c) Occupation and awareness:

Hos: There is no significant association between the respondents’ age groups and their level of awareness of commodity
trading.

His: There is a significant association between the respondents’ age groups and their level of awareness of commodity
trading.

Table No: 17 ANOVA Results

Sum of Squire df Mean of Squire f p
Between 17.39 4 4.3475
Within 65.43 105 0.623143 702 | <0001
Decision Reject Hy,4
Interpretation Awareness levels significantly differ among occupations of the respondents. Salaried
b respondents show highest awareness.

Source: Primary Data

Hence, the calculated F value (7.02) is greater than the critical F-Value (2.46) at the 0.05 level of significance.
Therefore the null Hypothesis is rejected. This indicates that there is a significant association between respondents’ age
and their level of awareness of commodity trading.

Findings

The study reveals that young investors in Belagavi City hold a positive and favourable attitude regarding
commodity trading, with an overall mean score of 3.66 and an attitude index of 73.14%. The highest respondents
perceive commodity trading as a promising avenue for wealth creation and future investment. A large share of
participants strongly support including commodity trading in college curricula and show willingness to attend training
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sessions and workshops, reflecting strong learning interest and openness to financial education. However, the findings
also indicate that risk perception remains moderate, as respondents acknowledge the inherent uncertainties of the
market while maintaining a positive outlook.

The demographic analysis shows that the majority of respondents are aged between 23-27 years (43.64%),
indicating that the study primarily represents a younger population actively engaged in the workforce or higher
education. Gender distribution is nearly equal, ensuring balanced representation. Most respondents are salaried
employees (45.45%) or students (34.55%), making them key potential investors for future market participation.
Educationally, a significant portion are postgraduates (27.27%), suggesting a reasonably aware and educated sample
base. Despite this, the awareness analysis revealed that 50% of respondents have low awareness, while only 26.36%
exhibit high awareness about commodity trading. This indicates a disconnect between positive attitude and actual
knowledge, emphasizing the need for structured awareness programs. Furthermore, the ANOVA results confirm that
awareness significantly varies with age, education, and occupation, with older, more educated, and salaried respondents
showing higher awareness levels.

Suggestions

On the basis of findings, it is recommended that commodity trading education be integrated into commerce
and management curricula to improve financial literacy and market understanding among youth. Educational
institutions, in collaboration with regulatory bodies like SEBI, NSE, and MCX, should organize training programs,
webinars, and simulation-based workshops to provide hands-on exposure. Since most respondents are young
professionals and students, digital learning platforms, mobile applications, and online tutorials can be effectively
utilized to make learning more accessible and interactive.

Further, financial literacy campaigns should focus on building practical awareness about trading mechanisms,
risk management, and the benefits of portfolio diversification. Considering that awareness levels differ by demographic
factors, targeted awareness strategies should be developed — such as on-campus sessions for students, workplace
financial workshops for salaried employees, and community-based programs for self-employed individuals.

Conclusion:

The study concludes that young investors in Belagavi City exhibit a positive attitude towards commaodity
trading. The analysis of awareness levels indicates that most respondents possess moderate to high awareness regarding
commodity trading practices. Through the application of the one way ANOVA and factor analysis, and mean score
analysis, made a sincere effort to understand the relationship between demographic factors, attitude and awareness. The
findings reveal a significant association between age, gender, education and occupation. Overall, the study highlights
that young investors hold a strong positive attitude towards the inclusion of commaodity trading in educational curricula,
emphasizing the growing interest and relevance of this investment avenue among the youth of Belagavi City.
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JRD -2026-180231 This paper offers an in-depth review of the existing literature on Financial Technology
(FinTech), examining its evolution, impact, and prospects. The primary goal of this study is to
consolidate current knowledge, identify research gaps, and provide insights into FinTech's
transformative role within the financial industry. Utilising secondary data sources, such as peer-
reviewed journals, industry reports, and academic publications, this review explores various aspects
of FinTech, including digital payments, blockchain technology, crowdfunding, and robo-advisors. The
Issue 2(1X)  findings highlight significant advancements in FinTech applications, promoting financial inclusion,
efficiency, and innovation. Additionally, the paper underscores key challenges and regulatory
considerations that must be addressed to fully realise the potential of FinTech. This review serves as
February 2026 @ valuable resource for academics, practitioners, and policymakers seeking to navigate the dynamic
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Introduction
This research paper presents a comprehensive literature review on Financial
Technology (FinTech), a rapidly evolving sector that merges finance and technology to
enhance the efficiency, accessibility, and user experience of financial services. The paper
Revised: 20 Jan. 2026 synthesises findings from academic and industry sources to explore FinTech's evolution,
Accepted: 10 Feb. 2026 Current trends, and its broader implications.

Key areas of focus include digital payments, blockchain, crowdfunding, and robo-
advisors, with an emphasis on FinTech's role in promoting financial inclusion, particularly
in underserved regions. The authors also examine major challenges such as cybersecurity,
data privacy, and regulatory concerns, stressing the need for a balanced policy approach.

A novel contribution of this paper is the introduction of the FinTech ecosystem,
encompassing all stakeholders influencing the sector, and a summary of prevalent FinTech
business models, both of which are underrepresented in current literature. The paper also
evaluates theoretical perspectives, arguing that FinTech aligns more closely with the
concept of disruptive innovation rather than just industry convergence.

Overall, the study aims to enrich understanding of FinTech's transformative impact
on the financial industry and provide guidance for researchers, practitioners, and
policymakers navigating this dynamic landscape.
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Research Questions and Structure
This paper addresses five key research questions related to the definition,

ecosystem, stakeholders, business models, competitiveness, and classification of FinTech.
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Using a systematic literature review (SLR), qualitative content analysis, and frequency analysis, the study
defines FinTech comprehensively and introduces the concept of a FinTech ecosystem. It identifies FinTech as an IT-
driven sector primarily active in lending, risk management, robo-advising, and cryptocurrency.

The authors argue that FinTech's competitive edge lies in its efficiency, lower costs, and user-centric
approach, though it faces challenges like regulatory uncertainty, cybersecurity, and financial stability. The findings are
valuable for investors, consultants, financial institutions, regulators, and researchers.

Structure:

Section 1: Literature review

Section 2: Research methodology

Section 3: Results

Section 4: Discussion

Section 5: Conclusion and future research directions

agrwnE

Summary of the Review of Literature

The primary objective of this research paper is to provide a thorough review of existing literature on FinTech,
identifying key trends, gaps, and emerging areas of interest. By analysing peer-reviewed journals, industry reports, and
academic publications, the review seeks to offer a comprehensive understanding of FinTech's evolution, current state,
and future implications.

Financial Technology, or FinTech, integrates technology within the financial services sector to enhance,
streamline, and redefine traditional financial processes. This broad field includes applications such as digital payments,
online banking, blockchain technology, crowdfunding platforms, robo-advisors, and InsurTech. FinTech aims to
provide efficient, user-friendly, and accessible financial solutions (Gomber et al., 2017).

The FinTech ecosystem is a dynamic and multifaceted environment consisting of various stakeholders and
participants who play crucial roles in the development, adoption, and regulation of financial technologies.
Understanding the interactions among these stakeholders is essential to grasping FinTech's broader impact on the
financial services industry.

The rapid proliferation of FinTech has initiated a global debate on whether it is beneficial or detrimental to the
financial sector and society. While FinTech offers numerous advantages, it also presents challenges that require careful
consideration. The FinTech industry comprises diverse business models leveraging technology to transform traditional
financial services, aiming to provide innovative, efficient, and accessible solutions for both consumers and businesses.

FinTech has significantly transformed the financial industry by enhancing financial inclusion, reducing costs,
and increasing the efficiency of financial services. It has enabled greater access to financial services for underserved
populations, especially in developing regions (Demirglg-Kunt et al., 2018). The continued growth of FinTech is fueled
by emerging technologies such as artificial intelligence, machine learning, and the Internet of Things (lIoT).

Despite its benefits, the rapid expansion of FinTech also presents challenges, including regulatory concerns,
cybersecurity risks, and potential financial instability. Gomber et al. (2017) emphasise the need for a balanced
regulatory approach to foster innovation while ensuring financial stability and consumer protection.

The sources selected for this research have been analysed and reviewed by the authors. The SLR, QCA, and
frequency analysis methods were used for the aforementioned analysis.

Research Methodology

This study employed a Systematic Literature Review (SLR), followed by Qualitative Content Analysis (QCA)
and frequency analysis to address the research questions. From an initial pool of 80 papers sourced from Google
Scholar, Web of Science, and Scopus, 22 were selected based on citation counts and journal impact factors, focusing on
publications from 2017 to 2020.

The SLR followed the three-step process outlined by Okoli and Schabram (2010): planning, conducting, and
reporting the review. QCA, guided by Elo and Kyngés (2008), was used to interpret the literature inductively, involving
coding relevant text, categorising keywords, and analysing their frequency across studies. Frequency analysis helped
quantify how often certain themes appeared, supporting a deeper understanding of FinTech’s attributes and challenges.
Findings were visualised and used to conclude, offering insights and directions for future research.

Results
1. Whatis FinTech?

FinTech is expected to disrupt the traditional banking sector through automation and digitisation (Alt et al.,
2018) and includes subcategories like RegTech and InsurTech (Zavolokina et al., 2016). RegTech focuses on
automating compliance processes (Gomber et al., 2018). Using Qualitative Content Analysis (QCA), the study
identifies key attributes of FinTech, such as automation, innovative technology, cost efficiency, transparency, customer
focus, personalisation, and disruption. A table in the paper details how frequently these attributes were cited and by
which authors.
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Overview of FinTech Research Findings

A comprehensive analysis of 22 research papers reveals the diverse and transformative impact of FinTech on
the financial industry. The studies explore a wide range of themes, beginning with the variety of services FinTech
offers, which provide innovative solutions to traditional banking challenges. Innovation emerges as a dominant theme,
with many papers emphasising how technological advancements are reshaping financial products and services. Several
studies highlight FinTech's high efficiency, cost reduction capabilities, and flexibility, which allow for faster, more
accurate, and customizable financial services. Transparency is another key benefit, as FinTech enhances clarity and
openness in financial transactions. A smaller subset of research delves into the technological foundations of FinTech
and its emergence as a distinct, novel product in the market. The role of FinTech in expanding customer access,
especially for underserved populations, underscores its contribution to financial inclusion. Personalised services are
also a significant focus, showing how FinTech tailors offerings to individual user needs. Furthermore, the research
discusses proven business models, the reduction of traditional intermediaries through digital intermediation, and the
disruptive nature of FinTech, which challenges established institutions. Security and automation are addressed as
critical components that enhance operational integrity and efficiency. Finally, the attraction of philanthropic investors
to FinTech underscores its potential for both social and economic impact. Together, these findings provide a holistic
view of FinTech’s multifaceted contributions to the evolution of modern finance.

Diagrammatically,
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This analysis highlights FinTech as a dynamic, IT-driven sector that is reshaping the financial industry
through innovation, cost reduction, and improved services. Based on the systematic literature review, the authors define
FinTech as the integration of technology into financial services to enhance efficiency, accessibility, and user
experience. It includes tools like payment apps, robo-advisors, P2P lending, and cryptocurrencies, aiming to simplify
and modernise financial transactions beyond traditional banking.

2. FinTech Stakeholders and Ecosystem

To identify the key stakeholders and understand the structure of the FinTech ecosystem, the authors performed
a qualitative content analysis (QCA) of 22 selected research papers, aiming to address the second research question.
Through coding and categorisation, the analysis revealed several primary stakeholder groups. These include 1T-related
companies such as developers, mobile network providers, teleoperation firms, big data companies, and social media
platforms. Traditional financial institutions also play a significant role and comprise banks, lenders, insurance firms,
wealth and asset management companies, and other established financial service providers. Lawmakers, including
regulators and government bodies, are essential for setting the legal and regulatory framework. Financial customers,
both individuals and businesses, represent another critical group as end-users of FinTech services. Investors, including
venture capitalists and philanthropic funders, support the growth and development of FinTech startups—new,
innovative firms driving technological disruption in the sector. Lastly, a diverse "Others" category includes
entrepreneurs, NGOs, and the general public, all of whom contribute to or are affected by the FinTech ecosystem.
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Figure 1
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The frequency analysis revealed that the main stakeholders in the FinTech ecosystem are traditional financial
institutions (28%), followed by IT-related companies (19%), financial customers (16%), and regulators/government
bodies (16%). These percentages reflect how often these groups were identified across the 22 analysed studies.

Figure 2 Components of the FinTech ecosystem
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The authors define the FinTech ecosystem as a network of interconnected stakeholders—IT companies,
traditional financial institutions, regulators, investors, media, NGOs, the public, and FinTech startups—who
collectively shape the future of digital financial services. Addressing RQ3, the study concludes that FinTech is
primarily a disruptive innovation, offering more accessible and cost-effective alternatives to traditional financial
products and services.

Figure 03

3. IsFinTech a Disruptive Innovation or Industry Convergence?

The FinTech ecosystem is defined as a network of diverse stakeholders collaborating to shape the future of
digital finance. The study finds that FinTech acts mainly as a disruptive innovation, replacing traditional financial
services with more accessible and cost-effective solutions.
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4. FinTech business models

FinTechs operate using full-stack business models, managing all aspects of their services from production to
support. Based on an analysis of 22 research papers, the most prominent FinTech business models are lending (75%),
insurance and risk management (65%), blockchain (60%), payments (60%), and robo-advising (55%). Other models
include exchange services (50%), wealth management (30%), big data handling (25%), and APIs (20%). These findings
highlight lending, risk management, and blockchain as the primary FinTech business models, addressing RQA4.

Figure 04
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5. Benefits and Challenges of FinTech

FinTech offers numerous advantages, including cost reduction, improved service consistency, and consumer
empowerment. It enhances financial inclusion by serving underserved populations through tools like crowdfunding and
mobile payments. FinTech also supports environmental sustainability by reducing carbon footprints and promotes the
customisation of financial products. Additional benefits include workforce skill development, increased national GDP,
and reduced verification costs via APIs. These benefits collectively contribute to the overall improvement of the
financial sector.

Figure 05

FinTech faces several challenges despite its benefits. Its rapid growth has occurred largely due to minimal
regulation, but increased adoption is prompting greater regulatory scrutiny. Other issues include low switching costs,
which can lead to instability, and resistance from industry lobbyists and certain societal groups. Cultural, religious, and
financial literacy barriers also hinder FinTech adoption in some regions.

Figure 06
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In summary, FinTech's key advantages are innovative products, high efficiency, quality services, and low
costs, all contributing to greater profitability. However, major challenges include cyber risks, stability concerns, money
laundering via cryptocurrency, and growing regulatory scrutiny, which may deter investor confidence.

Discussion

The study addressed five key research questions through a systematic literature review (SLR) of 22 research
papers. For RQ1, the authors concluded that FinTech refers to IT-driven companies offering innovative, customer-
focused financial solutions, unlike traditional institutions, resulting in benefits like cost reduction, efficiency, and
automation. RQ2 identified key stakeholders in the FinTech ecosystem, including IT companies, traditional financial
institutions, regulators, investors, customers, NGOs, and the general public. In response to RQ3, FinTech is primarily
seen as a disruptive innovation that challenges the dominance of traditional financial services. For RQ4, the most
prominent FinTech business models include lending (P2P and crowdfunding), InsurTech, blockchain, mobile
payments, robo-advisors, and APIs. Addressing RQ5, FinTech offers several advantages—lower costs, improved
efficiency, enhanced transparency, and inclusivity—yet faces challenges such as cyber risks, lack of regulation, money
laundering concerns, competition, and limited adaptability in some regions. The authors conclude that for traditional
institutions to stay competitive, they must integrate FinTech strategically. Further research is suggested in areas such as
regulation, financial inclusion, and the adaptation of FinTech in culturally specific contexts like Islamic banking.

Conclusion

FinTech—born from the fusion of finance and technology—is defined as IT-driven firms that deliver
customer-centric, innovative financial products to address the inefficiencies of traditional institutions. Its ecosystem
unites stakeholders such as banks, consumers, regulators, NGOs, media, IT companies, and investors, all interacting
around core activities like lending, wealth management, insurance, big data, and exchanges. Predominantly viewed as a
disruptive innovation, FinTech offers cost reduction, efficiency, convenience, and novel solutions, but must contend
with cyber risks, stability, legal issues, and rising regulatory scrutiny. Drawing on 22 recent studies, this paper proposes
a unified definition of FinTech, clarifies its ecosystem, and outlines benefits and challenges—insights valuable to
investors, banks, regulators, and researchers. Future research directions include FinTech’s integration with traditional
finance, regulatory jurisdiction, entrepreneurial models, adoption stages, and its broader social implications.
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This gap in the literature underscores the need for an in-depth examination of the working capital management
practices specific to SSls.

Significance of Working Capital Management in the Small Scale Industries

Working capital management holds immense significance for Small Scale Industries (SSIs), as it directly
influences their financial health, operational efficiency, and sustainability. Unlike large enterprises, SSls often operate
with limited access to long-term capital and depend heavily on internal cash flows to finance their daily operations. In
this context, managing working capital—which includes current assets such as cash, inventory, and receivables, and
current liabilities such as payables—is critical to maintaining liquidity and ensuring smooth business functioning.

Efficient working capital management enables SSls to maintain a balance between profitability and liquidity.
Proper control over inventory levels reduces storage costs and the risk of obsolescence, while timely collection of
receivables ensures that cash is available to meet short-term obligations like wages, utility bills, and raw material
purchases. Similarly, judicious management of payables helps maintain good relationships with suppliers without
compromising cash flow. If any of these elements are mismanaged, it can lead to cash shortages, production delays, and
even insolvency.

Furthermore, effective working capital practices enhance the creditworthiness of SSls. Financial institutions

are more likely to extend credit to businesses that demonstrate control over their cash flows and liabilities. This, in turn,
helps SSIs grow and expand without facing frequent capital shortages. Working capital management also plays a vital
role in improving operational decision-making by providing real-time insights into the company’s financial position.
In essence, working capital is the lifeblood of SSls. Its proper management helps reduce financial risks, improve
profitability, and support long-term growth. For small businesses with limited buffers against economic shocks,
disciplined working capital practices are not just beneficial—they are essential for survival and competitiveness in a
dynamic market environment.

Review of literature

Shin and Soenen (1998) conducted a foundational study across U.S. firms and discovered a strong inverse relationship
between the cash conversion cycle (CCC) and profitability, emphasizing that firms, regardless of size, must reduce their
CCC to improve performance.

Deloof (2003) analyzed Belgian firms and showed that firms with shorter periods of accounts receivable and inventory
turnover experienced higher profitability. His research highlighted the relevance of WCM not just for large
corporations but also for SMEs and SSls.

Ghosh and Maji (2003) studied Indian small manufacturing firms and identified inefficient receivables management
and excess inventory as key causes of poor working capital performance. They advocated for better credit control and
tighter inventory practices.

Padachi (2006) focused on SMEs in Mauritius and found that high levels of working capital investment, particularly in
receivables and inventory, negatively affected firm profitability. The study recommended that SMEs adopt financial
discipline and stronger monitoring mechanisms.

Raheman and Nasr (2007) examined Pakistani manufacturing firms and confirmed that efficient WCM, especially
reduced CCC, led to improved profitability. This study became a benchmark in WCM literature across developing
economies.

Singh and Pandey (2008) assessed Indian small-scale firms and concluded that effective inventory control and sound
receivables policies significantly enhanced both liquidity and profitability. They stressed the importance of internal
controls and budgeting.

Afza and Nazir (2009) categorized WCM strategies as aggressive, moderate, and conservative. Their study found that
aggressive WCM strategies could enhance profitability but increase liquidity risk — a critical insight for resource-
constrained SSls.

Mathuva (2010) studied firms listed on the Nairobi Stock Exchange and observed a significant positive relationship
between efficient inventory and receivables management and firm profitability, echoing findings from other regions.
Lazaridis and Tryfonidis (2006) examined Greek SMEs and found that working capital components, particularly
accounts receivable and inventory, had a significant impact on net operating profitability.

Zariyawati et al. (2010) investigated Malaysian SMEs and found that a longer CCC reduced firm performance. The
study encouraged Malaysian SSls to streamline working capital practices to improve competitiveness.

Ramachandran and Janakiraman (2011) evaluated Indian paper industry SMEs and showed that CCC had a strong
negative impact on firm profitability, reinforcing the global evidence of the profitability-WCM link.

Ukaegbu (2014) focused on manufacturing SMEs in Nigeria and found that firms with shorter CCCs and better cash
management practices achieved stronger financial outcomes, especially in volatile economic environments.

Gill et al. (2010), using data from U.S. SMEs, found a positive relationship between CCC and profitability, challenging
some earlier findings. Their study emphasized that contextual factors such as industry norms and economic conditions
matter.
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Akoto, Vitor, and Angmor (2013) examined Ghanaian SMEs and concluded that effective accounts receivable and
inventory management are crucial for enhancing return on assets and equity.

Chakraborty (2022), explored how Indian SSls adopted digital accounting tools during the COVID-19 pandemic to
better manage receivables and payables. His study showed that technology-driven WCM improved financial resilience.
KPMG (2021), in a special report on MSMEs in India, indicated that businesses with strong WCM practices,
especially in cash flow forecasting and digital invoicing, recovered faster during the post-pandemic period. James
Sunday (2024) analyzed WCM challenges in Nigerian SMEs and identified that most liquidity issues stem from lack of
credit policies and overtrading. He recommended financial literacy programs and institutional credit frameworks to
address these gaps.

Statement of the Problem

Working capital plays a vital role in the growth and development of small scale industries (SSIs). It ensures
the smooth day-to-day operations by meeting short-term financial needs such as purchasing raw materials, paying
wages, and covering overheads. Adequate working capital allows SSlIs to maintain uninterrupted production cycles,
meet customer demands promptly, and enhance their market reputation through timely delivery. Moreover, efficient
working capital management supports better supplier relationships through timely payments and helps avoid
disruptions in the supply chain. It also enables SSls to take advantage of cash discounts and bulk purchases, leading to
cost savings. In competitive markets, working capital acts as a cushion against uncertainties and delays in receivables.
For SSlIs, which often struggle with limited access to long-term financing, proper utilization and management of
working capital are critical for sustainability. It enhances liquidity, strengthens creditworthiness, and builds investor
confidence. Furthermore, with sufficient working capital, SSIs can expand operations, invest in technology upgrades,
and explore new market opportunities. In essence, working capital is the financial backbone of SSls. Its effective
management directly impacts profitability, growth, and long-term survival, making it an indispensable element in their
development journey. In this context, it is important to give adequate attention to working capital management
practices of small scale industries. This paper attempts to fill the research gap by focusing on suitable working capital
management practices in small scale industries.

Objectives of the Study
1. To study the significance of working capital management practices in small scale industries
2. To analyze the working capital management practices of small scale industries.

Methodology

1. Type of research: This study is descriptive and analytical in nature. It aimed at understanding and analyzing the
working capital management practices followed by small scale industries.

2. Sampling: Simple random sampling technique is adopted for this study to minimise sampling error as each
element in the target population has an equal chance of being selected. For this study total fifty questionnaires were
distributed, of which thirty four completely filled in questionnaire were received.

3. Sources of Data Collection: This study makes the use of both primary and secondary sources of data. For primary
data a structured questionnaire based on five point Likert scale has been prepared and administered to the
owners/managers of the SSls. Secondary sources of data were collected through journals, magazines, government
portals, reports and other related websites.

4. Tools for data Analysis: The data was collected through questionnaire and analyzed using descriptive statistics.
The results were interpreted and presented in the form of statistical tables.

Limitations of the Study

1. The sample size was small, as a result the findings cannot be generalised.

2. The respondent’s opinions were not cross checked, therefore they were assumed to be unbiased.
3. The study has covered only small scale unites of Belagavi.

Analysis and Interpretation
For the purpose of this study, thirty four respondent’s opinions were examined, summerised and presented in
the following tables using descriptive statistics.

Mean Respondents Interpretation
Range Mode
1.00-1.80 SDt_r ongly Very Low Practiced
isagree
1.81-2.60 Disagree Low Practiced
2.61-3.40 Neutral Moderately Practiced
3.41-4.20 Agree High Practiced
4.21-5.00 Strongly Agree Very High Practiced
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The 5-point Likert scale has been used to examine the statements of working capital management practices,
which range as: 5 = Very High Practiced; 4 = High Practiced; 3 = Moderately Practiced; 2 = Low Practiced; and 1 =
Very Low Practiced.

Table 1.1: Cash Management Practices of Small Scale Industries

Cash Management Practices of Small Scale Industries Mean Interpretation
The firms prepare cash budget 4.21 Very high practiced
The cash budget is useful for decision-making 2.74 Moderately practiced
Separation of accounting duties from cashier duties 2.09 Low practiced
The firms prepare monthly reconciliation statement 3.78 High practiced
Computer-assisted software is used in cash management practices 3.89 High practiced

Source: Primary data

Preparation of Cash Budget (Mean = 4.21, Very High Practiced): This indicates that SSls prioritize the
preparation of cash budgets, reflecting strong awareness of the importance of planning and controlling cash flow to
ensure liquidity and avoid financial distress. Use of Cash Budget for Decision-Making (Mean = 2.74, Moderately
Practiced): Although cash budgets are prepared regularly, their utility in managerial decision-making is only moderate.
This suggests that firms may not be fully utilizing budgetary information to guide business strategies. Separation of
Accounting Duties from Cashier Duties (Mean = 2.09, Low Practiced): A low score in this area reveals a significant
weakness in internal control. Combining accounting and cashier roles can lead to errors, fraud, and lack of
accountability. Preparation of Monthly Reconciliation Statements (Mean = 3.78, High Practiced): The relatively high
practice of reconciling cash and bank statements monthly shows good efforts toward maintaining accurate financial
records and monitoring discrepancies. Use of Computer-Assisted Software (Mean = 3.89, High Practiced): The use of
digital tools in cash management is increasing, suggesting a trend toward modernization and efficiency, though
adoption may still vary based on firm size and resources.

Table 1.2: Inventory Management Practices of Small Scale Industries

Inventory Management Practices of Small Scale Industries | Mean Interpretation
The firm has a strong inventory control system 4.01 High practiced
Proper authorization to make purchases 3.34 Moderately practiced
Preparation of the inventory budget 2.09 Low practiced
Inventory budgets are useful in decision-making 3.44 High practiced

Source: Primary data

Strong Inventory Control System (Mean = 4.01, High Practiced): The data reveals that most SSIs maintain a
strong inventory control system. This indicates that firms actively track stock levels, reduce wastage, and avoid stock-
outs or overstocking, contributing to operational efficiency. Proper Authorization to Make Purchases (Mean = 3.34,
moderately practiced): Purchase authorization practices are moderately followed. This suggests that while some level of
control exists over procurement decisions, there may still be instances of informal or unauthorized purchasing, leading
to inventory cost inefficiencies. Preparation of Inventory Budget (Mean = 2.09, Low Practiced):
The preparation of inventory budgets is poorly practiced. Most SSls do not allocate resources toward formal inventory
planning, which may result in poor inventory decisions, unplanned purchases, and disruption in production or service
delivery. Use of Inventory Budgets in Decision-Making (Mean = 3.44, High Practiced) interestingly, although few
firms prepare inventory budgets, those that do find them useful in decision-making. This demonstrates that inventory
budgets, when implemented, can play a critical role in guiding stock-related decisions and improving inventory
turnover.

Table 1.3: Receivables Management Practices of Small Scale Industries

Receivables Management Practices of Small Scale Industries | Mean Interpretation
Regular review of the level of receivables 4.34 Very high practiced
Periodic preparation of an ageing schedule 3.64 High practiced
Strong control over the collection of outstanding dues 2.54 Low practiced

Source: Primary data

Regular Review of the Level of Receivables (Mean = 4.34, Very High Practiced): This indicates that SSls
place strong emphasis on monitoring their receivables. Regular review helps businesses keep track of the amount owed,
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manage liquidity, and avoid excessive credit risks. Periodic Preparation of an Ageing Schedule (Mean = 3.64, High
Practiced): Many SSls periodically prepare ageing schedules to categorize outstanding receivables based on the time
due. This shows a good level of financial discipline and helps in identifying overdue accounts for follow-up. Strong
Control over the Collection of Outstanding Dues (Mean = 2.54, Low Practiced): Despite frequent reviews and
reporting, actual control over the collection of dues is weak. This suggests that although firms know who owes what,
they often face challenges in enforcing timely payment from customers.

Findings of the Study

e SSls actively prepare cash budgets, demonstrating a proactive approach to managing cash flow.

There is a disconnect between budget preparation and its practical use in managerial decision-making.

Weak internal controls are evident due to poor separation of accounting and cashier responsibilities.

Most firms conduct monthly reconciliations, reflecting sound financial tracking practices.

There is growing adoption of computer-assisted cash management tools, which supports automation and accuracy

in financial operations.

Small Scale Industries generally maintain good inventory control systems, reflecting structured stock management.

e Purchase authorization mechanisms are only moderately enforced, indicating room for tighter procurement
policies.

e Inventory budgeting is significantly neglected, pointing to a major gap in forward planning and financial
discipline.

e Firms that use inventory budgets find them beneficial for managerial and operational decision-making.

e SSIs actively monitor their receivables, indicating high awareness of outstanding dues and their impact on cash
flow.

e Preparation of ageing schedules is widely practiced, helping in identifying and managing overdue accounts.

e However, there is a significant weakness in the actual collection efforts, with poor follow-up or enforcement
mechanisms leading to delays in payments and potential bad debts.

Suggestions of the Study

e Encourage Strategic Use of Budgets: SSIs should be trained to use cash budgets as a decision-making tool, helping
them align financial planning with operational activities and strategic goals.

e Strengthen Internal Controls: Firms must ensure the segregation of accounting and cashier duties to reduce the risk
of fraud and errors. This can be achieved even in small firms by assigning oversight responsibilities to different
individuals.

e Standardize Reconciliation Processes: Ensure that reconciliation of bank and cash records is conducted
consistently every month. Providing templates and training can enhance accuracy and timeliness.

e Promote Adoption and Utilization of Financial Software: Government agencies, MSME support centres, and
industry associations should encourage the use of affordable and user-friendly financial software tailored for small
businesses.

e Capacity Building and Training Programs: Regular workshops and seminars on financial literacy, budgeting
techniques, internal controls, and digital tools should be organized for entrepreneurs and finance staff of SSls.

e Promote Inventory Budgeting Practices: SSlIs should be encouraged and trained to prepare formal inventory
budgets to forecast demand, allocate resources wisely, and prevent stock-related issues.

e Improve Purchase Authorization Systems: Firms should strengthen their purchase authorization processes to ensure
all procurements are approved, documented, and aligned with business needs and budgets.

e Integrate Budgeting into Inventory Control Systems: Firms should combine strong inventory control with budget
planning to create a more holistic inventory management framework.

e Capacity Building and Training: Government agencies, MSME development centers, and industry associations
should conduct workshops to train entrepreneurs and managers on inventory planning tools such as EOQ, safety
stock calculation, and ABC analysis.

e Adopt Simple Inventory Software Tools: Small businesses can benefit from adopting low-cost or free inventory
management software to automate tracking, budgeting, and ordering processes.

e Improve Collection Mechanisms: SSls should implement structured collection policies, including setting clear
credit terms, follow-up reminders, and escalation procedures for overdue accounts.

e Train Staff on Receivables Recovery: Employees involved in credit and collections should be trained in
negotiation, communication, and legal aspects of recovery to enhance the effectiveness of collection practices.

e Use Technology for Receivables Tracking and Collection: Adopt simple accounting or invoicing software that
includes automated reminders, due date alerts, and customer payment history to support timely collections.

e Link Ageing Analysis to Action Plans: Firms should not only prepare ageing schedules but also link them to action
plans—such as prioritizing follow-ups for high-value and long-overdue accounts.

e Offer Early Payment Incentives or Penalties for Late Payments: To encourage timely payments, SSIs can introduce
early payment discounts or late payment penalties as part of their credit policy.
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Conclusion

This study underscores the critical importance of working capital management (WCM) in the sustainability
and profitability of Small Scale Industries (SSIs). As the financial backbone of daily operations, effective WCM
enables SSls to maintain liquidity, ensure operational efficiency, and mitigate financial risks. The review of literature
highlights that shorter cash conversion cycles, efficient inventory and receivables management, and disciplined
financial practices consistently contribute to improved firm performance across various economies. Despite their vital
role in economic development, SSls continue to face unique challenges such as limited access to formal financing and
poor credit management. These issues necessitate a focused approach to WCM tailored to the specific needs and
constraints of SSls. By adopting strategic and technologically driven working capital practices, SSls can enhance their
creditworthiness, support growth, and build long-term resilience. This research contributes to bridging the existing gap
in literature and calls for increased policy support, financial literacy initiatives, and digital adoption to strengthen WCM
practices in the small-scale sector.
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