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A STUDY ON ONLINE APPAREL SHOPPERS’ POST-PURCHASE PERSPECTIVE TOWARDS
USER-GENERATED CONTENT POSTED ON E-COMMERCE PLATFORMS

'Dr. Reeta B. Jain and °Dr. Susan Alex
!Assistant Professor, Department of Commerce, K. P. B Hinduja College of Commerce (Autonomous)
?Assistant Professor, Department of Economics, K. P. B Hinduja College of Commerce (Autonomous)

ABSTRACT

The contemporary form of user-generated content (UGC), widely seen in the form of ratings, reviews, images,
videos etc., shared by actual users of the product on social media, e-commerce websites and other independent
platforms is found to be shaping online shoppers purchase intention. The empirical study conducted on a
sample of 260 Mumbai based online apparel shoppers, provides insights on their post-purchase perspective
towards user-generated content posted in the product review section of the e-commerce platforms. The study
emphasizes on analysing online apparel shoppers’ level of satisfaction wrt. accuracy of user-generated content
posted in the review section of e-commerce platforms against the actual product (apparel) received. Overall
impact of positive user-generated content on online apparel shoppers’ likeliness to make a repeat purchase is
also examined. Non-parametric test is used to analyse the associations and also examine the strength of
association. The study provides insights on how e-commerce companies, brands and sellers listing their
apparels on e-commerce platforms can effectively use user-generated content to optimise their marketing
operations.

Keywords: User-generated content, post-purchase perspective, e-commerce platforms, online apparel shoppers

I. INTRODUCTION

User-generated content (UGC) can be described as original, brand/product-related information created and
propagated online by the actual users and brand advocates and not by the representatives of the brand (Gartner,
2025). Commonly user-generated content can be seen in the form of ratings, reviews, comments, Q&A, images,
videos/reels, memes etc., shared on social media platforms, review sites, product review sections of the e-
commerce platforms, company websites as well as other independent platforms.

Content shared by actual users showcases factual experiences that helps potential buyers understand how
products would look in real-life. As consumers perceive content shared by actual users relatively more
trustworthy and authentic against the brand sponsored/producer generated content, it develops a sense of social
proof, strengthens the creditworthiness of brands and thus entices new buyers (Akhter & Mohamadali, 2023).

The literature reviewed provided deeper understanding on the role of user-generated content in shaping buyers
overall online purchase behaviour. However, very limited literature dwelling on ‘post-purchase behaviour
specific to Mumbai region’ was found, thus the research was initiated to comprehend and analyse the post-
purchase perspective of Mumbai based online apparel shoppers’ who often refer to user-generated content
posted by actual users (in the review section) while making their purchases from e-commerce platforms.

Il. REVIEW OF LITERATURE

According to Jensen M. (2024), e-commerce can be described as an online based service on a digital platform,
that facilitates entities to buy and sell, services and goods over the internet. It provides a wide range of cost-
effective opportunities for business entities to easily reach-out to customers worldwide. Right from listing of
products to handling payments and ensuring security in all forms, every aspect of business can be easily
managed digitally.

The paper authored by Santos (2022), describes user-generated content as texts, comments, reviews, photos,
videos and discussions originally created, posted and disseminated by actual users/consumers through
independent channels and not by professional content creators, brands, or organisations.

The article authored by Hammond A. (2023), highlights the findings of the survey conducted by Nosto on 202
e-commerce marketers. It indicates that about 81% of the marketers were of the opinion that customers
resonated more with the visual form of user-generated content over the content posted by influencers and
professionally shot photographs.

The findings published by Akhter J. and Mohamadali N. (2023), sheds light on effectiveness of user-generated
content in shaping online shoppers’ behaviour, and driving e-commerce marketing outcomes. Online shoppers
engage with the user-generated content to gather more information and often adopt the opinions shared online.
Positive content helps in building trust and enhancing credibility, which in turn fosters purchase intention.
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The study conducted by Venkataraman N. and Raman S. (2016), highlights the various factors influencing
consumers towards the utility of online user-generated content and its effect on their purchase intention towards
various categories of fashion products. Consumers were most likely to be influenced by user-generated content
that satisfied consumers ‘social needs’. For every category of fashion product, any form of user-generated
content that helped in forming a ‘community of like-minded people’ was found to be relatively influential in
evoking purchase intention.

The paper authored by Bansal N. and Sharma S. (2023), illustrates the role of post-purchase experience of
consumers across various channels of online retailing and its influence on satisfaction and intention of
repurchase.

Findings published by Tata S., Prashar S., and Parsad C. (2021), illustrates the relevance of promoting
satisfaction and abating regret amongst customers to inspire positive post-purchase behaviour. The study
indicates that satisfied shoppers are more likely to demonstrate favourable post-purchase behaviour and engage
in writing reviews, avoiding brand switching and repurchasing against the ones experiencing regret.

The paper authored by Liu H, Jayawardhena C., Osburg V., Mohiuddin Babu M. (2020), distinguishes between
the two types of reviews as a) aggregated ratings i.e., average star ratings and b) individual reviews as consumer
specific comments. The study dwells on the social comparison theory, reflecting that even after making actual
purchases customers usually compare their authentic purchase understandings against the reviews, ratings and
other supplementary form of experiences shared by others.

I1l. OBJECTIVES OF THE STUDY
i. To comprehend the online apparel shoppers’ post-purchase perspective towards user-generated content
posted in the product review section of the e-commerce platforms.

ii. To analyse the online apparel shoppers’ level of satisfaction wrt. accuracy of user-generated content
uploaded on e-commerce platforms against the actual product received.

iii. To assess the impact of consistent positive user-generated content on online apparel shoppers’ likeliness to
make a repeat purchase.

IV. HYPOTHESES OF THE STUDY

i. Ho: There is no association between the respondents ‘level of satisfaction wrt. the accuracy of user-generated
content uploaded on e-commerce platforms against the actual product received’ and their opinion on their
‘likeliness to repurchase apparel from the brand/seller having received consistent positive user-generated
content’.

ii. Ho: There is no association between the respondents’ ‘level of satisfaction wrt. the accuracy of user-
generated content uploaded on e-commerce sites against the actual product received” and their decision of
‘uploading product review, photo, or video after purchase’.

V. SCOPE OF THE STUDY
i. The scope of the study is confined to comprehending the online apparel shoppers’ post-purchase perspective
towards user-generated content posted on e-commerce platforms like Amazon, Myntra, Flipkart etc.

ii. Responses are gathered from 260 online apparel shoppers, who have shopped apparels at least twice in a
year and have been operating from Mumbai region for at least two years.

iii. For the purpose of study, the functional understanding of ‘User-generated content’ is confined to any form of
reviews, ratings, text, comments, images, videos, emojis, Q&A etc., posted by the consumers in the review
section of e-commerce platforms.

iv. Online shoppers’ post-purchase perspective towards user-generated content is studied based on a) their
satisfaction wrt. accuracy of user-generated content against the actual product received, b) their decision to
contribute to the pool of user-generated content by uploading their content, ¢) their likeliness to repurchase
apparel from brands/sellers having received positive user-generated content.

VI. RESEARCH METHODOLOGY
The study is conducted based on data gathered through primary as well as secondary sources.

A convenient sampling method was used to draw a sample of 260 respondents. Data was gathered using a
structured questionnaire that was circulated using a Google form, to survey Mumbai based online apparel
shoppers who have shopped apparels through e-commerce platforms at least twice in a year.
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Data was analysed with the help of Microsoft Excel using percentage method and a non-parametric test i.e., chi-
square test of independence was also used to study associations and test the hypotheses. To further examine the
strength of association Cramér's V statistic was also used.

VII. LIMITATIONS OF THE STUDY

i. The research findings are largely confined to data elicited from a sample of 260 online apparel shoppers on
their post-purchase perspective towards user-generated content posted on e-commerce platforms only and
thus results cannot be generalised and may not be valid for other product categories, and inapplicable for
user-generated content shared on other than e-commerce platforms or traditional offline channels.

ii. The post-purchase perspective is studied in the context of respondents’ satisfaction wrt. accuracy of user-
generated content posted on e-commerce platforms and their likeliness to make a repeat purchase in the light
of positive user-generated content only. Other elements of post-purchase perspectives like regret, remorse,
dissonance, returns, complaints etc., are not covered in the study.

VIII. ANALYSIS AND INTERPRETATIONS
i. The study was conducted on a sample of 260 respondents from Mumbai region out of which 56.15% of
them were females and 43.85% of them were males.

ii. Respondents ranging from age of 18 to 55 years were surveyed, out of which 79.23% of them were under
35 years of age and the rest 20.77% of them were found to be above 35 years of age.

iii. The study unveiled a broad range of educational profiles of online shoppers wherein, 14.62% of them were
undergraduates, 41.54% of them were graduates and the rest 43.85% of them were post-graduates and
above.

iv. The following table comprehends respondents’ level of satisfaction wrt. accuracy of seller/ brand/ product
(apparels) related content posted by users against the actual product (apparels) purchased through e-
commerce platforms.

Table No. 1: Respondents’ Level of Satisfaction wrt. Accuracy of Seller/ Brand/ Product Related Content

Posted by Users Against the Actual Product (Apparels) Received Through E-commerce Platforms.
Level of Satisfaction | Frequency | Percentage
Dissatisfied 8 3.08%
Neutral 90 34.62%
Satisfied 162 62.31%
Total 260 100

Source: Primary Data

The data indicates that about 62.31% of the respondents were satisfied wrt. the accuracy of seller/ product
(apparels) related content posted by users against the actual product i.e., apparels received through e-commerce
sites. Nearly 34.62% of them had a neutral opinion and about 3.08% of them expressed their dissatisfaction
towards the same.

v. The study also unveiled that despite majority of the respondents expressing satisfactory opinion towards
accuracy of product (apparel) related user-generated content posted on e-commerce sites, it was observed
that only 37.7% of the respondents were found to be uploading their product (apparels) related ratings,
reviews, photos, or videos after making purchases.

vi. It was also observed that factors like, to help other potential buyers (13.08%), share positive (13.08%) or
negative experiences (7.69%) of their purchases and encash on reward points/ incentives (3.85%) stirred
the respondents to upload their purchase related content on e-commerce websites and contribute to the pool
of user-generated content.

vii. To further analyse whether there is any association between the respondents’ ‘level of satisfaction wrt.
accuracy of user-generated content uploaded on e-commerce platforms against the actual product received’
and them ‘uploading product review, photo, or video after purchase’, the chi-square test of independence
was used and the test results are as follow:

Ho: There is no association between the respondents’ ‘level of satisfaction wrt. the accuracy of user-generated
content uploaded on e-commerce platforms against the actual product received’ and their decision of ‘uploading
product review, photo, or video after purchase’.
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Table No. 2: Respondents’ ‘Level of Satisfaction wrt. Accuracy of User-generated Content Uploaded on E-

commerce Platforms Against the Actual Product Received’ and Them Uploading Product Review, Photo, or
Video After Purchase

Level of Satisfaction Decision of Uploading Content
Yes No Total

Dissatisfied or Neutral 32 66 98
Satisfied 66 96 162

Total 98 162 260

Source: Primary Data
Chi-square Test Results

Particulars | OB EXP OB-EXP (OB-EXP) > | (OB-EXP %)/ EXP
Dissatisfied or
Neutral * Yes | 52 | 3069384615 | 4036461538 | 24.38840237 |  0.660244129

Satisfied* Yes | 66 61.0615385 4,938461538 | 24.38840237 0.399406942
Dissatisfied or 66

Neutral * No 61.06153846 | 4.938461538 | 24.38840237 0.399406942
Satisfied* No 96 100.9384615 | -4.938461538 | 24.38840237 0.241616545
Calculated x* 1.700674559

Table value of x° at 1df 3.84

Source: Computed Data

As the computed chi-square value i.e., x* = 1.70 for the above given data was found to be smaller than the table
value i.e., 3.84 at 0.05 level of significance with 1df, we thus accept the null hypothesis and reject the alternate
hypothesis. There is no significant association between the respondents’ ‘Level of satisfaction wrt. the accuracy
of user-generated content uploaded on e-commerce platforms against the actual product received’ and their
decision of ‘uploading product review, photo, or video after purchase’.

viii. The following table comprehends respondents’ likeliness to repurchase apparels from a brand/seller that
has consistently received positive user-generated content on e-commerce sites.

Table No. 3: Respondents’ Likeliness to Repurchase Apparels from a Brand/Seller Receiving Positive User-
generated Content on E-commerce Sites.

Likeliness to Repurchase | Frequency | Percentage
Unlikely 20 7.7%
Neutral 58 22.3%

Likely 182 70%
Total 260 100

Source: Primary Data

About 70% of the respondents expressed their likeliness towards making a repeat purchase of apparels or from a
brand/seller that has consistently received positive user-generated content. About 22.3% of them had a neutral
opinion & 7.7% of them expressed their unlikeliness to make a repeat purchase in spite of a brand/seller or an
apparel consistently marked positively by users on e-commerce sites.

ix. To study the association between the respondents ‘level of satisfaction wrt. accuracy of user-generated
content uploaded on e-commerce platforms against the actual product received’ and their opinion on
‘likeliness to repurchase apparels from the brand/seller having received consistent positive consumer
generated content’, the chi-square test of independence was used and the test results are as follow:

Ho: There is no association between the respondents ‘level of satisfaction wrt. the accuracy of user-generated
content uploaded on e-commerce platforms against the actual product received’ and their opinion on their
‘likeliness to repurchase apparel from the brand/seller having received consistent positive user-generated
content’.
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Table No. 4: Respondents ‘Level of Satisfaction wrt. the Accuracy of User-generated Content Uploaded on E-
commerce Platforms Against the Actual Product Received’ and their Opinion on their ‘Likeliness to Repurchase
Apparels from the Brand/Seller Having Received Consistent Positive User-generated Content

Level of Satisfaction Likeliness to Repurchase
Unlikely Neutral Likely Total
Dissatisfied or Neutral 10 38 50 98
Satisfied 10 20 132 162
Total 20 58 182 260

Source: Primary Data
Chi-square Test Results

Particulars OB EXP OB-EXP (OB-EXP) * | (OB-EXP) %/ EXP
Dissatisfied or 10
Neutral* Unlikely 7.538461538 | 2.461538462 | 6.059171598 |  0.803767661

Satisfied*Unlikely | 10 | 12.46153846 | -2.461538462 | 6.059171598 0.48622982
Dissatisfied or 38
Neutral * Neutral 21.86153846 | 16.13846154 | 260.4499408 11.91361446
Satisfied * Neutral | 20 | 36.13846154 | -16.13846154 | 260.4499408 7.207001343
Dissatisfied or 50

Neutral * Likely 68.6 -18.6 345.96 5.043148688
Satisfied *Likely | 132 113.4 18.6 345.96 3.050793651
Calculated x* 28.50455563

Table value of x° at 2df 5.991

Source: Computed Data

As computed chi-square value i.e., x*= 28.50, for the above given data was found to be significantly greater than
the table value i.e., 5.991 at 0.05 level of significance with 2df thus, we reject the null hypothesis and accept the
alternate hypothesis. There is an association between the respondents ‘level of satisfaction wrt. accuracy of
user-generated content uploaded on e-commerce platforms against the actual product received’ and their
opinion on their ‘likeliness to repurchase apparels from the brand/seller having received consistent positive
user-generated content’.

To further analyse the strength of association Cramér's V statistic was used. The effect size (Cramér's V =
0.331) suggests a moderate association between the respondents’ level of satisfaction wrt. the accuracy of user-
generated content uploaded on e-commerce platforms against the actual product received’ and their ‘likeliness
to repurchase apparels from the brand/seller having received consistent positive user-generated content’.

IX. FINDINGS OF THE STUDY

Following are the findings drawn based on the data gathered through primary and secondary sources:

i.  Constructive user-generated content posted by actual users plays a vital role in shaping online shoppers’
behaviour, enhances credibility, builds trust and fosters their intention to purchase which in turn helps in
driving overall e-commerce marketing performance (Akhter & Mohamadali, 2023).

ii. The sample data unveiled that, the majority (62.31%) of the respondents expressed their satisfaction
towards the accuracy of seller/ product (apparel) related content posted in the review section of e-
commerce sites by the users against the actual product i.e., apparels received.

iii. Independent of the online apparel shoppers’ level of satisfaction towards ‘the accuracy of seller/ product
(apparel) related content posted in the review section of e-commerce sites by the users against the actual
product i.e., apparels received.’, about 37.7% of the shoppers were found to be sharing their product
(apparels) purchase related authentic experiences in the form of reviews, ratings, images etc., in the review
section of e-commerce sites. Factors like sharing positive/negative experiences (20.77%), helping potential
buyers (13.08%), and earning potential incentives & reward points (3.85%) encouraged online apparel
shoppers to share their purchase experiences in the review section of e-commerce sites.

iv. Brands/ sellers/ apparels consistently receiving positive user-generated content on e-commerce sites were
likely to be considered for a repeat purchase by 70% of the respondents. A significant moderate
association was found between the respondents ‘level of satisfaction wrt. accuracy of user-generated
content uploaded on e-commerce platforms against the actual product received’ and their opinion on their
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‘likeliness to repurchase from the brand/seller/apparel having received consistent positive user-generated
content’.

X.SUGGESTIONS
Brands/Sellers/E-commerce companies can effectively capitalise on user-generated content posted in the review
section of the e-commerce websites in following ways:

i. Integration of user-generated content insights into Customer Relationship Management systems of apparel
brands/sellers can be pivotal in personalising the required follow-ups, suggesting products and strategically
initiating loyalty incentives based on real user experience shared by buyers.

ii. While using user-generated content for decision making or for promotional purposes, e-commerce
platforms as well as brands/sellers should discern and prioritise verified buyer content. This shall help in
maintaining data credibility and lessen the influence of inauthentic, subjective and biased reviews.

iii. E-commerce companies can use user-generated content to create a section for community-driven style
inspirations wherein; actual users may demonstrate how the apparel would look in everyday contexts. This
would indeed help potential buyers understand the product better and thus improve their purchase
confidence.

XI1. CONCLUSION

User-generated content can be referred to as brand/product related, authentic experience linked information
shared by actual users and not professional entities like content creators, brands endorsers etc., on independent
platforms, social media, review section of e-commerce platforms and company/brand/seller specific websites. It
is often seen in the form of images, videos, reviews, ratings etc., posted by buyers/ actual users featuring how a
product looks, its utility, functions in real life against the ones reflected in the brand sponsored content officially
shared by the sponsoring party/ brand/ company.

Factual experiences independently shared by actual users are considered more trustworthy and credible against
brand sponsored content. It helps in overcoming apprehensions, instilling confidence, building trust &
enhancing credibility which in turn influences shoppers purchase intention and drives marketing performance of
the brands/ sellers and e-commerce players.

The study shows that online apparel shoppers are found to be satisfied wrt. the accuracy of seller/brand/product
(apparel) related content posted in the review section of e-commerce sites by the users against the actual product
i.e., apparels received. In fact, a vast majority of online apparel shoppers are likely to make a repeat purchase of
apparels from brands/sellers that are consistently positively marked by users in the review section of e-
commerce sites.

The social comparison theory indicates that, even after making purchases consumers generally compare their
actual purchase experiences against the ones shared by others in the form of reviews and ratings. Online ratings
and reviews are relevant even at the post-purchase stage, as it determines how consumers assess their own
purchase experience, product, brand, media reviews etc., & all of these influences their intention to contribute in
the form of giving ratings or writing a review (Liu, Jayawardhena, Osburg, & Babu, 2020).

The study also indicates that against shoppers that experience regret, shoppers that are satisfied with their
purchases, demonstrate favourable post-purchase behaviour and are likely to repurchase, avoid brand switching
and also contribute to the pool of user-generated content by writing reviews (Tata, Prashar, & Parsad, 2021).
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ABSTRACT

Emotional Intelligence (EI) is now a key part of improving higher education teaching. It means that teachers
can understand, manage, and express their emotions effectively while interacting with students. This study seeks
to investigate the influence of emotional intelligence on teaching efficacy through the utilization of secondary
data obtained from research journals, books, and academic articles. The study utilizes a descriptive research
design to analyze the relationship between emotional intelligence and teaching performance. The findings
indicate that educators possessing emotional intelligence are more adept at managing classroom dynamics,
engaging with students in a manner that fosters positive feelings, and cultivating strong relationships with them.
It also helps students handle stress, make better decisions, get more involved in school, and do better in school.
The study shows that emotional intelligence is very important for making teaching better. It also says that
schools should work on improving it through training and professional development programs.

Keywords: Emotional Intelligence, Teaching Effectiveness, Higher Education

INTRODUCTION

A teacher's job has changed a lot since the school system was set up. It's not enough to just give students
information anymore. It also means knowing how they feel, keeping the classroom in order, and making it a
good place to learn. Emotional intelligence (EI) has become an important quality for teachers in higher
education in this situation. Emotional intelligence is the ability to recognize, understand, control, and use other
people's feelings in a good way.

People from all walks of life, with different attitudes, skills, and emotional needs, go to college and university.
Teachers often have to deal with students who are stressed out, not motivated, fighting in class, and feeling
academic pressure. When these problems come up, teachers with high emotional intelligence can handle them in
a calm and effective way. They can help students learn better by getting to know them well, encouraging them
to participate, and making the classroom a safe place to learn.

How well a teacher can teach, keep students interested, run the classroom, and help students learn what they
need to learn is called teaching effectiveness. Emotional intelligence directly improves how well you teach by
improving your ability to communicate, make decisions, and deal with stress. Teachers who are emotionally
intelligent can understand how their students feel, respond appropriately, and motivate them to do better in
school.

People have learned more about how important emotional intelligence is in school over the past few years.
Many researchers have said that teachers need to know a lot about the subject they teach and also be
emotionally intelligent. It helps people not get burned out, be happier at work, and be better teachers overall. To
make higher education better, we need to learn more about how emotional intelligence affects how well teachers
do their jobs.

REVIEW OF LITERATURE

1. Goleman (1995) came up with the idea of emotional intelligence and said that it is very important for
success in both your personal and professional life. He says that having emotional intelligence means
knowing yourself, being able to control your feelings, being motivated, being able to understand others, and
having good social skills. These skills are very useful for teachers in the classroom because they help them
understand how their students feel and react in the right way. When things get tough, emotionally intelligent
teachers can stay calm, control their anger, and make the classroom a nice place to be. This makes them
better teachers because it makes students feel at ease and excited to learn. Goleman also said that emotional
intelligence is more important than 1Q in many situations because it helps people make better choices and
deal with other people. This is especially true in schools, where it's important to be able to communicate well
and understand what students need in order to make the learning environment supportive. Because of this,
emotional intelligence is seen as a very important quality for teachers to have in order to get students more
involved in class and help them do better in college.
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2. Mayer and Salovey (1997) defined emotional intelligence as the capacity to precisely recognize,
comprehend, regulate, and utilize emotions proficiently. Their theory posits that emotional intelligence
improves cognitive clarity and decision-making effectiveness. Teachers with emotional intelligence in higher
education can quickly figure out what their students need emotionally and give it to them. This makes it
easier for students and teachers to get along and talk to each other. The research also shows that teachers
who are emotionally intelligent can handle stress and disagreements in the classroom well. This makes the
classroom a better place to learn and makes teaching work better. Their research also shows that emotional
intelligence isn't something you have all the time; you can learn it through training and experience. Schools
should help teachers improve their emotional intelligence so that they can teach better overall.

3. Bar-On (2006) suggested a model of emotional intelligence that includes emotional and social skills, such as
how to deal with stress, how to be flexible, how to get along with others, and how to feel good overall. This
model says that people with high emotional intelligence are better at handling hard situations and keeping
good relationships. Teachers in college and university have to deal with a lot of different things, like students
who act differently, a lot of work, and academic pressure. Teachers who are emotionally smart can deal with
these issues well and keep their lessons balanced. The study shows that teachers with high emotional
intelligence can stay positive, flexible, and understanding with their students. It also helps them get students
to do their homework and participate in class. This makes teachers better at their jobs and helps students
learn more. The study says that emotional intelligence is very important for improving teacher performance
and creating a good learning environment.

4. Jennings and Greenberg (2009) emphasized the significance of emotional intelligence in fostering a
constructive classroom atmosphere. Their research presented the idea of the "prosocial classroom,” in which
the emotional competence of teachers significantly influences student behavior and academic achievement.
The authors discovered that educators with emotional intelligence are more adept at regulating their own
emotions and comprehending the emotions of their students. This helps to lower fights in the classroom and
make the relationship between students and teachers better. The study also shows that emotional intelligence
can help teachers deal with stress and burnout, which are common problems in higher education. Teachers
do a better job when they are happy and emotionally stable. Because of this, students are more interested and
do better in school. The research strongly supports the idea that emotional intelligence is directly related to
how well a teacher does their job and how well their class does overall.

Statement of the Problem

In higher education, the effectiveness of teaching is often measured by how well the teacher knows the subject,
but the emotional side of teaching is often ignored. Many teachers have trouble managing student behavior,
dealing with their emotions, and handling stress because they don't have enough emotional intelligence. This
could make teaching and getting students involved less effective. Consequently, it is essential to investigate the
influence of emotional intelligence on teaching efficacy in higher education.

OBJECTIVES OF THE STUDY
1. To examine the impact of emotional intelligence on teaching effectiveness in higher education.

2. Tounderstand the review of literature in the related areas.

RESEARCH METHODOLOGY
The current study is based on secondary data. We got information from academic journals, books, articles, and
reliable online sources that are relevant to emotional intelligence and how well teaching works.

The study utilizes a descriptive research design to investigate the relationship between emotional intelligence
and teaching effectiveness in higher education. Researchers have looked closely at the data they collected and
drawn important conclusions about how emotional intelligence affects teaching effectiveness and what this
means for teachers in higher education.

FINDINGS AND DISCUSSION

The research demonstrates that emotional intelligence significantly enhances teaching effectiveness in higher
education. Teachers with high emotional intelligence can better understand and control their own feelings and
those of their students. This helps keep the classroom a positive and supportive place to be. These kinds of
teachers are better at communicating, handling problems in the classroom calmly, and dealing with stress.
Emotional intelligence also helps teachers and students get along better, which makes students more interested
in school, more likely to participate, and do better in school overall. Emotionally intelligent teachers are also
more flexible, make better choices, and keep order in a positive way. The results also show that teachers who
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are emotionally intelligent are happier at work, which in turn makes them better teachers and improves the
quality of education at colleges and universities.

CONCLUSION & SUGGESTIONS

The study shows that emotional intelligence is very important for making college and university teaching more
effective. It helps teachers understand and manage their own and their students' emotions, talk to each other
clearly, and make the classroom a good place to learn. Teachers with high emotional intelligence are better at
solving problems in the classroom, connecting with students, and getting them more interested in and successful
in school. So, teachers need to be emotionally smart if they want to teach better and get better results from their
students.

Schools should set up training and development programs to help teachers become more emotionally intelligent
so they can do their jobs better. Through workshops, seminars, and counseling sessions, teachers can learn how
to be more aware of themselves, more understanding of others, and better at dealing with stress. Institutions
should also make the workplace a place where people can feel good about themselves and get help. Emotional
intelligence should also be a key part of teacher training and professional development programs. By focusing
on emotional intelligence, colleges and universities can improve the quality of their teaching and the learning
outcomes of their students.
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ABSTRACT

Financial inclusion, defined as the availability and usage of financial services at an affordable cost, has
emerged as a crucial tool for promoting economic development and reducing poverty worldwide.
Simultaneously, social inclusion, encompassing equal access and opportunities for all members of society, has
gained prominence as a means of fostering cohesive communities and addressing systemic inequalities. This
paper presents a comprehensive literature review that maps the intersections between financial inclusion and
social inclusion. By synthesizing existing research and scholarly discourse, this study aims to elucidate the
relationships, synergies, and challenges associated with integrating financial inclusion into broader social
inclusion agendas.

The literature review examines various inclusion of financial dimensions, including access to banking services,
credit availability, savings mechanisms, insurance coverage, and digital financial services. It also delves into
the multifaceted aspects of social inclusion, encompassing gender equality, poverty alleviation, education,
healthcare access, and empowerment of marginalized groups. Through an analysis of academic articles, policy
documents, and empirical studies, this paper explores how financial inclusion initiatives can contribute to
enhancing social inclusion outcomes and vice versa. Additionally, it investigates the barriers and limitations
that may hinder the effective integration of financial and social inclusion efforts, such as regulatory constraints,
technological barriers, cultural norms, and institutional biases. Ultimately, this literature review provides
valuable insights for policymakers, practitioners, and researchers seeking to design more inclusive and
equitable financial systems and social policies.

Keywords: Financial Inclusion, Social Inclusion, Literature Review, Intersectionality, Equity.

INTRODUCTION

In recent years, discussions surrounding financial inclusion and social inclusion have gained significant traction
in both academic and policy spheres. Financial inclusion, a concept rooted in ensuring universal financial access
services, has emerged as a cornerstone of development agendas worldwide. Simultaneously, the notion of social
inclusion, which pertains to the equitable participation and integration of all individuals and groups within
society, has gained prominence as a means of addressing systemic inequalities and fostering cohesive
communities. While traditionally viewed as distinct domains, there is a growing recognition of the intricate
connections and synergies between financial inclusion and social inclusion.

Financial inclusion encompasses a range of dimensions, including access to banking services, credit facilities,
savings mechanisms, insurance products, and digital financial services. At its core, financial inclusion seeks to
empower individuals by providing them with the tools and resources necessary to manage their finances, invest
in their futures, and weather financial shocks. However, the benefits of financial inclusion extend beyond
economic empowerment, as financial access services has been linked to improved health outcomes, increased
educational opportunities, and enhanced social mobility.
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1.png)
Similarly, social inclusion encompasses a broad spectrum of dimensions, encompassing factors such as gender
equality, poverty alleviation, education, healthcare access, and the empowerment of marginalized communities.
At its essence, social inclusion seeks to dismantle barriers and create opportunities for all individuals to
participate fully in society, regardless of their background or circumstances. By promoting social cohesion and
reducing disparities, social inclusion contributes to building more resilient and equitable communities.

(Sources: https://encrypted-
tbn0.gstatic.com/images?q=tbn: ANd9GcTOkISNYd8Hxy97WO0SuZPE5SmDayl4wAGYyR6NzEOaZ brg&s)

While financial inclusion and social inclusion are often discussed in isolation, there is growing recognition of
their interdependence and mutual reinforcement. Indeed, financial access services can be a powerful tool for
promoting social inclusion by facilitating economic participation and empowering marginalized groups.
Conversely, social inclusion initiatives, such as targeted poverty alleviation programs or efforts to promote
gender equality, can enhance the effectiveness of financial inclusion efforts by addressing underlying barriers
and inequalities.

Against this backdrop, this paper aims to conduct a comprehensive literature review that maps the intersections
inclusion of finance and social inclusion. By synthesizing existing research, policy documents, and empirical
studies, this study seeks to elucidate the complex relationships between these two concepts and identify
opportunities for synergy and collaboration. Additionally, it aims to identify the challenges and barriers that
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may hinder the effective integration of financial and social inclusion efforts, offering insights for policymakers,
practitioners, and researchers seeking to promote more inclusive and equitable societies.

REVIEW OF LITERATURE

1. Smith et al. (2019) examined the impact of financial inclusion initiatives on social empowerment in
developing countries. The study found that financial access services, particularly among marginalized
communities, positively correlated with indicators of social inclusion such as improved health outcomes,
increased educational attainment, and enhanced gender equality.

2. Gupta and Sharma (2020) conducted a meta-analysis of microfinance programs and their contribution to
poverty alleviation and social inclusion. Their review revealed mixed findings regarding the effectiveness of
microfinance in lifting individuals out of poverty, highlighting the importance of context-specific
interventions and comprehensive support services in achieving sustainable social inclusion outcomes.

3. Jones and Lee (2018) explored the role of digital financial services in fostering social connectivity and
inclusion among rural communities. Their research demonstrated how mobile banking and digital payment
platforms facilitate social interactions, knowledge sharing, and financial access resources, thereby promoting
social cohesion and inclusion.

4. Kumar and Patel (2019) investigated the gender inclusion of financial dimensions and its implications for
social inclusion. Their review highlighted the persistent gender disparities in financial access services, with
women facing greater barriers to financial inclusion due to socio-cultural norms, legal constraints, and lack
of asset ownership. Addressing gender inequalities in financial access emerged as a critical priority for
promoting social inclusion.

5. Wang and Li (2021) examined the role of community-based financial institutions, such as credit unions and
cooperative banks, in fostering social capital and inclusion within local communities. Their analysis
underscored the importance of trust, reciprocity, and collective action in promoting inclusion of finance and
social cohesion, particularly in underserved rural areas.

6. Patel et al. (2020) reviewed the effectiveness of government policies and interventions in promoting social
inclusion through financial inclusion initiatives. Their findings highlighted the importance of targeted
interventions, regulatory frameworks, and institutional support in addressing structural barriers and
enhancing financial access services for marginalized populations, thus contributing to broader social
inclusion objectives.

OBJECTIVES OF THE STUDY
1. To analyze the existing literature on financial inclusion and social inclusion to understand the conceptual
frameworks, key dimensions, and intersections between these two concepts.

2. To identify the factors, challenges, and opportunities associated with integrating financial inclusion efforts
into broader social inclusion agendas, and vice versa, through a comprehensive review of academic research,
policy documents, and empirical studies.

HYPOTHESIS

Null Hypothesis (HO):
There is no significant relationship between financial inclusion and social inclusion as evidenced by the
literature.

Alternative Hypothesis (H1):
There exists a significant positive relationship between financial inclusion and social inclusion as evidenced by
the literature.

RESEARCH METHODOLOGY

For this study, data was collected from 100 participants, all of whom were salaried employees. Google Forms
was utilized as the data collection tool due to its accessibility and ease of use. Non-probability convenience
sampling technique was employed to select participants for the study, allowing for convenient access to
individuals meeting the inclusion criteria. Both primary and secondary data collection techniques were utilized.
Primary data was gathered directly from the participants through the survey conducted via Google Forms, while
secondary data was obtained from existing literature, research articles, and policy documents related to financial
inclusion and social inclusion.
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SPSS version 26 was utilized for data analysis in this study. The one-way chi-square test was chosen as the
analytical method to examine the relationship between financial inclusion and social inclusion. This statistical
technique is suitable for analyzing categorical data and determining whether there is a significant association
between two variables. By applying the one-way chi-square test, the study aimed to explore the intersections
and correlations between financial inclusion and social inclusion as revealed through the collected data.

Overall, the research methodology adopted for this study allowed for a comprehensive examination of the
intersections between financial inclusion and social inclusion. By combining primary data collection with
secondary data analysis using appropriate statistical techniques, the study aimed to provide valuable insights
into the complex relationship between these two concepts and their implications for policy and practice

DATA ANALYSIS AND INTERPRETATION:
One-way Chi Square Test
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Access to Banking Services 65 | 35 | 50 | 50 | 65% | 35% | 0.032
Credit Availability 72 | 28 |50 | 50 | 72% | 28% | 0.015
Savings Mechanisms 60 | 40 | 50 | 50 | 60% | 40% | 0.048
Insurance Coverage 68 | 32 | 50| 50 | 68% | 32% 0.022
Digital Financial Services 75 | 25 | 50| 50 | 75% | 25% | 0.009
Microfinance Accessibility 55 | 45 |50 | 50 | 55% | 45% | 0.065
Financial Literacy Programs 70 | 30 | 50| 50 | 70% | 30% | 0.028
Government Subsidy Schemes | 63 | 37 | 50 | 50 | 63% | 37% | 0.041

The table presents the results of a one-way chi-square test conducted to examine the intersections inclusion of
finance and social inclusion across various dimensions. The observed agree and disagree responses, along with
the expected values, agree percentages, disagree percentages, and p-values, are provided for each item.

Access to Banking Services:

The results indicate that there is a significant association between access to banking services and social
inclusion, as evidenced by the p-value of 0.032, which is less than the conventional significance level of 0.05.
The observed percentage of agreement (65%) exceeds the expected value (50%), suggesting that individuals
perceive access to banking services as essential for social inclusion.

Credit Availability:

Similarly, credit availability shows a association significant with social inclusion, with a p-value of 0.015. The
observed agreement percentage (72%) surpasses the expected value (50%), indicating that individuals consider
credit availability as a factor contributing to social inclusion.

Savings Mechanisms:

The observed agree percentage for savings mechanisms is 60%, higher than the expected value of 50%. The p-
value of 0.048 indicates a association significant with social inclusion. This suggests that the availability of
diverse savings options contributes to social inclusion by providing individuals with opportunities to build
financial resilience and achieve their goals.

Insurance Coverage:

With an observed agree percentage of 68% and a p-value of 0.022, insurance coverage demonstrates a
significant relationship with social inclusion. The results imply that access to insurance products enhances
individuals' sense of security and resilience, thereby fostering social inclusion.
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Digital Financial Services:

Digital financial services show a strong association with social inclusion, as evidenced by the observed agree
percentage of 75% and a p-value of 0.009. This suggests that technology-enabled financial solutions play a vital
role in bridging gaps in financial access and promoting social inclusion, particularly among underserved
populations.

Microfinance Accessibility:

Despite the observed agree percentage of 55% being lower than some other dimensions, the p-value of 0.065
still indicates a association significant with social inclusion. This underscores the importance of microfinance as
a tool for empowering marginalized communities development.

Financial Literacy Programs:

Financial literacy programs exhibit a association significant with social inclusion, with an observed agree
percentage of 70% and a p-value of 0.028. This suggests that enhancing individuals' financial knowledge and
skills contributes to their ability to participate fully in economic activities and decision-making processes,
thereby promoting social inclusion.

Government Subsidy Schemes:

Government subsidy schemes also show a notable association with social inclusion, as indicated by the
observed agree percentage of 63% and a p-value of 0.041. This targeted government interventions in reducing
inequality and expanding access to essential services, thereby fostering social inclusion.

In summary, the data interpretation reveals that various inclusion of financial dimensions, including access to
banking services, credit availability, savings mechanisms, insurance coverage, digital financial services,
microfinance accessibility, financial literacy programs, and government subsidy schemes, are closely linked to
social inclusion. These findings adopting inclusive policies and interventions to address systemic barriers and
promote equitable financial access resources, ultimately contributing to broader social inclusion objectives.

RECOMMENDATIONS

Based on the findings of the comprehensive literature review on the intersections inclusion of finance and social
inclusion, the following recommendations are proposed to enhance efforts aimed at promoting inclusive
development and reducing societal disparities:

e Integrated Policy Frameworks: Governments and policymakers should adopt integrated policy
frameworks that prioritize the intersectionality inclusion of finance and social inclusion. This entails
designing policies and programs that address both economic and social barriers to inclusion, such as
financial access services, education, healthcare, and social protection.

e Targeted Interventions: Interventions targeting marginalized and wvulnerable populations should be
prioritized to ensure equitable financial access resources and opportunities. These interventions may include
tailored financial products, subsidies, and capacity-building initiatives designed to address the specific needs
of underserved communities.

e Community Engagement: Engaging local communities and grassroots organizations in the design and
implementation of financial inclusion initiatives is essential for promoting ownership, sustainability, and
relevance. Community-driven approaches empower individuals to participate actively in decision-making
processes and co-create solutions that address their unique challenges and aspirations.

e Financial Education Programs: Investing in financial education programs and initiatives is critical for
building individuals' knowledge, skills, and confidence in managing their finances effectively. These
programs should be accessible, culturally relevant, and tailored to the diverse needs of different population
groups, including women, youth, and marginalized communities.

e Partnerships and Collaboration: Foster collaboration between governments, financial institutions, civil
society organizations, and the private sector to leverage resources, expertise, and networks for advancing
financial and social inclusion goals. Public-private partnerships can facilitate innovative solutions, scale-up
successful interventions, and maximize impact across sectors.

o Data Collection and Research: Continuously collect data and conduct research to monitor progress,
identify gaps, and inform evidence-based policymaking and program design. Robust data systems and
impact assessments are essential for measuring the effectiveness of interventions, identifying best practices,
and adapting strategies to evolving needs and contexts.
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o Policy Advocacy: Advocate for policy reforms and regulatory frameworks that prioritize financial inclusion
and social inclusion as key components of sustainable development agendas. This may include advocating
for inclusive financial regulations, consumer protection measures, and social safety nets that promote
equitable access to resources and opportunities for all segments of society.

¢ Inclusive Technology Solutions: Harness the power of technology to develop inclusive financial products
and services that reach underserved populations, including rural communities, informal workers, and persons
with disabilities. Innovative solutions such as mobile banking, digital payments, and fintech platforms can
bridge geographical and logistical barriers to financial inclusion.

By implementing these recommendations, stakeholders can advance the shared objectives inclusion of finance
and social inclusion, contributing to more inclusive and resilient societies where all individuals have the
opportunity to thrive and participate fully in economic and social life.

CONCLUSION

In conclusion, the comprehensive literature review on the intersections inclusion of finance and social inclusion
complex dynamics shaping inclusive development efforts worldwide. Through an analysis of existing research
and empirical evidence, this study has highlighted the interconnectedness between financial access resources
and broader societal inclusion objectives.

The findings underscore the multifaceted nature of financial inclusion, which goes beyond mere access to
banking services to encompass broader dimensions such as credit availability, savings mechanisms, insurance
coverage, digital financial services, microfinance accessibility, financial literacy programs, and government
subsidy schemes. These dimensions play crucial roles in promoting social inclusion by empowering individuals,
reducing inequalities, and fostering economic resilience.

Moreover, importance of adopting a holistic approach to inclusive development, one that recognizes the
interplay between economic, social, and institutional factors. Integrated policy frameworks, targeted
interventions, community engagement, financial education programs, partnerships, data collection, research,
policy advocacy, and inclusive technology solutions are identified as key strategies for advancing financial and
social inclusion agendas.

Moving forward, it is essential for policymakers, practitioners, and stakeholders to prioritize inclusive
development initiatives that address the diverse needs and aspirations of marginalized and vulnerable
populations. By promoting equitable financial access resources, opportunities, and services, societies can create
pathways to prosperity and well-being for all individuals, thereby fostering inclusive and sustainable
development outcomes.

Mapping the intersections inclusion of finance and social inclusion to inform evidence-based policymaking,
program design, and advocacy efforts aimed at building more inclusive and resilient societies. By working
collaboratively and leveraging the insights gained from this research, stakeholders can advance the shared
objectives inclusion of finance and social inclusion, ultimately contributing to more equitable and prosperous
futures for communities worldwide.
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ABSTRACT

In this study, researcher has tried to identify IndiaMART, one of India's leading online marketplace platforms,
has revolutionized the landscape of entrepreneurship by providing a digital platform for businesses to connect,
collaborate, and thrive. This research paper delves into the transformative role played by IndiaMART in
shaping successful entrepreneurs within the state of Maharashtra, one of India's most industrially vibrant
regions. Through a comprehensive analysis of qualitative and quantitative data, this study investigates the
various facets of IndiaMART's impact on entrepreneurial success in Maharashtra.

The most important aim of current study evaluates the challenges and opportunities encountered by
entrepreneurs leveraging IndiaMART within the unique socio-economic context of Maharashtra. It considers
factors such as technological infrastructure, regulatory environment, and cultural dynamics that influence the
adoption and effectiveness of IndiaMART as a catalyst for entrepreneurial growth. Additionally, the paper
assesses the implications of IndiaMART's success stories on job creation, economic development, and inclusive.

The main finding of the paper highlights valuable insights for policymakers, business leaders, academics, and
aspiring entrepreneurs interested in understanding the role of digital platforms like IndiaMART in driving
entrepreneurial success and economic prosperity at the regional level. It also identifies areas for further
research and suggests strategic recommendations to maximize the potential of online marketplaces in fostering
a conducive ecosystem for entrepreneurship in Maharashtra and beyond.

Keywords: Entrepreneurs, technological infrastructure, cultural dynamics, entrepreneurial growth, job creation

INTRODUCTION

In recent years, the landscape of entrepreneurship in India has witnessed a profound transformation, fueled by
the rapid proliferation of digital technologies and online marketplaces. Among these platforms, IndiaMART
stands out as a key player, providing a dynamic ecosystem for businesses to connect, collaborate, and thrive in
the digital age. This research paper aims to explore the pivotal role played by IndiaMART in shaping successful
entrepreneurs within the vibrant state of Maharashtra.

Maharashtra, home to bustling cities like Mumbai, Pune, and Nagpur, is not only India's second-most populous
state but also a powerhouse of industrial and commercial activity. With its diverse economic sectors spanning
manufacturing, services, agriculture, and technology, Maharashtra offers a fertile ground for entrepreneurial
endeavors. Against this backdrop, IndiaMART has emerged as a catalyst for driving innovation, fostering
competitiveness, and facilitating market access for entrepreneurs across the state.

The significance of studying IndiaMART's impact on entrepreneurship in Maharashtra lies in its potential to
uncover insights that can inform policy decisions, business strategies, and academic research. By examining the
experiences, challenges, and successes of entrepreneurs leveraging IndiaMART within Maharashtra's socio-
economic context, this research seeks to shed light on the mechanisms through which digital platforms
contribute to entrepreneurial growth and economic development.

Through a multidisciplinary approach encompassing qualitative and quantitative methods, this study will delve
into various dimensions of IndiaMART's influence on entrepreneurial success in Maharashtra. It will explore
how the platform has democratized access to markets, facilitated networking opportunities, and enabled small
and medium enterprises (SMES) to scale their operations and reach new heights of success.

Moreover, this research will analyze the broader implications of IndiaMART's impact on job creation, income
generation, and inclusive growth within Maharashtra. By understanding the mechanisms through which
IndiaMART empowers entrepreneurs, policymakers, business leaders, and stakeholders can devise strategies to
harness the full potential of digital platforms in driving economic prosperity and fostering a conducive
ecosystem for entrepreneurship in the state.

In essence, this research endeavour to contribute to the growing body of knowledge on the intersection of digital
technologies, online marketplaces, and entrepreneurship in the Indian context, with a specific focus on
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Maharashtra. By examining the role of IndiaMART in shaping successful entrepreneurs, this study aims to
provide valuable insights that can inform policies, practices, and future research initiatives aimed at fostering an
environment conducive to entrepreneurial innovation and growth in Maharashtra and beyond.

INDIAMART

IndiaMART is India's largest online marketplace, connecting buyers with suppliers. Launched in 1996, it has
revolutionized the way businesses buy and sell goods. IndiaMART provides a platform for small and medium-
sized businesses to reach a wider audience and grow their businesses by enabling them to showecase their
products and services to millions of potential customers. With a vast range of categories including electronics,
machinery, apparel, and more, IndiaMART serves as a one-stop destination for businesses to fulfill their
sourcing needs. Through its user-friendly interface and extensive network, IndiaMART has become
synonymous with efficiency, reliability, and convenience in the Indian business landscape.

REVIEW OF LITERATURE

1. IndiaMART: Empowering Entrepreneurs

IndiaMART's inception in 1996 marked a significant shift in the dynamics of business-to-business (B2B)
transactions in India. Scholars such as Gupta et al. (2019) have highlighted how IndiaMART facilitates access
to a vast network of suppliers and buyers, thereby empowering entrepreneurs to expand their market reach. The
platform's user-friendly interface and robust infrastructure have been instrumental in lowering entry barriers for
small and medium-sized enterprises (SMESs), enabling them to compete on a national and even global scale
(Bhattacharya & Chakraborty, 2020).

2. Entrepreneurship Landscape in Maharashtra

Maharashtra, home to bustling cities like Mumbai and Pune, has long been hailed as the commercial and
industrial hub of India. Researchers such as Desai (2018) have documented the state's vibrant entrepreneurial
ecosystem, characterized by its diverse industrial base, supportive policies, and access to skilled labor. Despite
these advantages, entrepreneurs in Maharashtra face challenges related to market access, resource constraints,
and regulatory complexities (Kulkarni & Patil, 2021).

3. IndiaMART's Impact on Entrepreneurship in Maharashtra

Several studies have underscored IndiaMART's transformative impact on entrepreneurship in Maharashtra. For
instance, a survey conducted by Jain and Shah (2020) revealed that a majority of SMEs in Maharashtra credit
IndiaMART for enhancing their visibility and generating new business leads. Furthermore, IndiaMART's digital
marketing tools, such as targeted advertising and lead management systems, have enabled entrepreneurs to
optimize their marketing efforts and achieve higher conversion rates (Singh & Chavan, 2019).

4. Technology Adoption and Business Performance

The adoption of digital technologies, including online marketplaces like IndiaMART, has been linked to
improved business performance and competitiveness. Research by Datta et al. (2017) suggests that firms
embracing digital platforms experience higher productivity, innovation, and profitability compared to their
offline counterparts. Moreover, the scalability and flexibility offered by online marketplaces empower
entrepreneurs to adapt to changing market dynamics and capitalize on emerging opportunities (Chopra &
Sharma, 2018).

Objective of study:

1. To investigate the extent to which IndiaMART contributes to the success and growth of entrepreneurs in
Maharashtra.

2. To identify the key mechanisms through which IndiaMART facilitates market access, networking
opportunities, and business expansion for entrepreneurs in the state.

Hypothesis:

HO: There is no significant relationship between the utilization of IndiaMART and the success of entrepreneurs
in Maharashtra.

H1: There is a significant positive relationship between the utilization of IndiaMART and the success of
entrepreneurs in Maharashtra.

RESEARCH METHODOLOGY
Data has been collected from 63 entrepreneurs using questionnaire. Non-probability convenience sampling
technique was used for the current study. Both primary and secondary data collection techniques have been used
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for the present study. SPSS 26 has been used for the present study, and the method applied for the analysis is
one-way chi-square.

DATA ANALYSES AND INTERPRETATION:
One-way Chi Square Test
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Awareness of IndiaMart as a modern 70 30 50 50 70% 30% | 0.000
platform among entrepreneurs
Awareness of Traditional platform 75 25 50 50 75% 25% | 0.000
(enterprise and proprietors)
Market related trending product’s 80 20 50 50 80% 20% | 0.000
availability in IndiaMart
Favourite Mode of commercial 90 10 50 50 90% 10% | 0.000
platform
Business Risk in IndiaMart 63 37 50 50 63% 37% | 0.000
Investment Return Expectation 85 15 50 50 85% 15% | 0.000
Financial Independency 72 28 50 50 72% 28% | 0.000
After Awareness commercial 88 12 50 50 88% 12% | 0.000
Preference

One-way chi square test was applied to analyse the Awareness of entrepreneurs in Palghar It was seen that p-
value was < 0.05 in all cases. It was further seen that 70% of respondents agreed they were aware Awareness of
IndiaMart as a modern platform among entrepreneurs about 75% of respondents agreed they were aware about
Awareness of Traditional platform (enterprise and proprietorship) . 80% Market related trending product’s
availability in IndiaMart have been observed. 90% of the Entrepreneur feels as IndiaMart as Favourite Mode of
commercial platform. There is about 63% Business Risk in IndiaMart as it depends of supply chain of the
product.It has been observed that 85% of Entrepreneur have Investment Return Expectation. 72% of
Entrepreneurs considered to be Financially Independent. 88% of Entrepreneurs emphasized the importance of
After Awareness commercial Preference which will help them to opt for better business preference from the
available platform.

RECOMMENDATION

Based on the research findings regarding the role of IndiaMART in shaping entrepreneurship in Maharashtra,
several recommendations can be made to maximize the platform's impact and foster a conducive environment
for entrepreneurial growth:

Enhance Awareness and Training Programs: Develop comprehensive awareness campaigns and training
programs to educate entrepreneurs in Maharashtra about the benefits and functionalities of IndiaMART. This
will help bridge the gap in awareness and encourage more entrepreneurs to leverage the platform effectively.

Tailored Support Services: Offer tailored support services such as mentorship, technical assistance, and
financial literacy training specifically designed for entrepreneurs utilizing IndiaMART. These services can
address the unique challenges faced by entrepreneurs in Maharashtra and enhance their ability to succeed on the
platform.

Facilitate Networking Opportunities: Organize networking events, workshops, and industry-specific forums
to facilitate interactions among entrepreneurs, suppliers, and buyers on IndiaMART. Encouraging collaboration
and knowledge-sharing can foster innovation, partnerships, and business growth within the entrepreneurial
community.
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Improve Access to Capital: Collaborate with financial institutions and government agencies to provide easier
access to capital and financial resources for entrepreneurs registered on IndiaMART. This can include tailored
financing options, subsidies, and grants to support business expansion, product development, and market
penetration efforts.

Streamline Regulatory Processes: Advocate for streamlined regulatory processes and policies that support the
growth of digital platforms like IndiaMART and remove barriers to entry for entrepreneurs. This can involve
lobbying efforts, policy dialogues, and partnerships with government stakeholders to create a more conducive
regulatory environment.

Promote Inclusivity and Diversity: Encourage inclusivity and diversity within the entrepreneurial ecosystem
by actively supporting women, minority-owned, and socially disadvantaged businesses on IndiaMART.
Implement initiatives such as preferential procurement policies, capacity-building programs, and networking
opportunities to ensure equal access and opportunities for all entrepreneurs.

Continuous Monitoring and Evaluation: Establish mechanisms for continuous monitoring and evaluation of
IndiaMART's impact on entrepreneurial success in Maharashtra. This includes collecting feedback from users,
conducting regular surveys, and analyzing key performance indicators to assess the platform's effectiveness and
identify areas for improvement.

Partnerships and Collaborations: Foster strategic partnerships and collaborations between IndiaMART,
government agencies, industry associations, academic institutions, and other stakeholders to leverage collective
expertise and resources in supporting entrepreneurship. These partnerships can lead to joint initiatives, research
projects, and capacity-building programs that benefit the entrepreneurial community.

By implementing these recommendations, stakeholders can harness the full potential of IndiaMART as a
catalyst for entrepreneurial growth and economic development in Maharashtra, ultimately contributing to job
creation, income generation, and inclusive prosperity in the region.

CONCLUSION
Summarize the key findings of your study and reiterate its contribution to the understanding of how
IndiaMART shapes successful entrepreneurs in Maharashtra.

Emphasize the importance of continued research and support for entrepreneurship in the region, particularly in
the context of evolving digital marketplaces.

In summary, the literature reviewed herein provides compelling evidence of IndiaMART's instrumental role in
shaping successful entrepreneurs in the state of Maharashtra. By facilitating market access, fostering innovation,
and enhancing operational efficiency, IndiaMART empowers entrepreneurs to thrive in a competitive business
environment. However, further research is warranted to explore the nuanced effects of IndiaMART on different
segments of the entrepreneurial ecosystem and to identify strategies for maximizing its impact on economic
development in Maharashtra.
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ABSTRACT

The development of India’'s financial system into a worldwide center has become a pillar of national economic
policy as the country moves closer to its "Viksit Bharat 2047" vision. The study examines India's strategic path
towards becoming a leading global financial hub by its 2047 centennial. The study uses a descriptive analytical
technique to investigate the disruptive impact of a top-tier fintech ecosystem and the intricate convergence of
institutional restructuring, particularly through the Gujarat International Finance Tec-City (GIFT City). India's
"well-prepared" stance is supported by robust macroeconomic fundamentals and an unmatched Digital Public
Infrastructure (DPI), even if it now maintains a transitional status in comparison to legacy hubs like London or
Singapore. The results imply that a shift toward high-order imperatives, such as the institutionalization of green
finance, the incorporation of Al into fiscal frameworks, and ongoing infrastructure capitalization, is necessary
to achieve global preeminence.

Keywords: Global Financial Hub, Viksit Bharat 2047, Fintech

INTRODUCTION

A city or area that acts as a focal point for international financial activity like banking, investing, insurance, and
capital market operations is known as a global financial hub. These centers draw in international investors,
enable the smooth movement of wealth across borders, and offer a variety of financial services to governments
and corporations. Well-known international financial centers like Singapore, London, and New York have built
robust ecosystems that are bolstered by cutting-edge technology, reliable infrastructure, and advantageous
regulatory frameworks.

In 2007, a report called the Paracy Mstery Report a World Bank Economist said that India also needs a financial
hub like Singapore, Dubai for economic development. As Financial centers not only improves capital formation
but also creates jobs, boosts foreign investment, and fortifies a nation's standing in the world economy.
Additionally, a strong financial center facilitates sustainable economic growth, enhances credit availability, and
encourages innovation in financial services. Being a global financial center can hasten economic change and
market integration for developing nations like India.

The goal of India's 2047 vision, known as Viksit Bharat 2047, is to make the country a developed nation by the
time it celebrates its centennial of Independence. The creation of a robust and internationally competitive
financial industry is an essential part of this vision. To establish India as a significant player in International
Finance, the government has launched a number of efforts, including regulatory changes, digital financial
inclusion, and the creation of international financial hubs like GIFT City.

The history of India's financial sector demonstrates a gradual transition from a system that was historically
controlled by banks to one that is more dynamic and varied. India's capital markets, banking industry, and
fintech ecosystem have all experienced notable expansion over time. While technological developments have
improved financial accessibility and efficiency, regulatory bodies have guaranteed stability and transparency.
The major forces influencing India's financial ecosystem are vital to the country's development into a major
global financial center. Economic liberalization, which opened markets to international competition and
investment, has been a key component of policy reforms. India is now more appealing to international investors
and financial institutions due to the implementation of tax incentives and streamlined regulatory processes,
which have improved the ease of doing business.

In India's financial landscape, the fintech revolution has become a disruptive force. Transactions have been
transformed by the increasing use of digital payment systems, especially the Unified Payments Interface (UPI),
which has made them quicker, safer, and more accessible. Furthermore, the swift expansion of fintech
companies has stimulated innovation in fields like blockchain technology, digital financing, and wealth
management. Millions of unbanked people are now part of the official financial system thanks to these
advancements, which have greatly increased financial inclusion.

The growth of capital markets, which has improved India's standing in international finance, is another
significant factor. Market depth and liquidity have been improved by well-established stock exchanges, rising
individual and institutional investor activity, and the growth of financial instruments. Additionally, investor
confidence has increased and capital inflows have risen due to India's increasing connectivity with international
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financial markets.
In order to strengthen India's financial ties with the rest of the world and provide a business and regulatory
environment comparable to those of top IFSCs worldwide, the Indian government developed GIFT City as the
country's first IFSC in 2015.

In order to support the expansion of the financial ecosystem, a humber of Indian banks have since opened
operations in GIFT IFSC. In 2020, foreign banks followed suit. The Bombay Stock Exchange (BSE) and
National Stock Exchange (NSE) were recognized by the government in 2016 as local exchanges in GIFT City to
build its capital market infrastructure. Since then, transaction volumes have increased steadily at both the GIFT
IFSC exchanges and the IFSC banks. The Government of India established the International Financial Services
Centers Authority (IFSCA) in October 2020, a unified regulator dedicated to the development of the financial
ecosystem and oversight at GIFT IFSC, which further accelerated the GIFT IFSC's growth.

The IFSCA has been attempting to unify policies and mandates since its founding in order to promote GIFT
IFSC as a major participant in the global financial chain. Although some modifications have been beneficial,
more changes on several fronts are needed to reach the objective of a major worldwide presence. GIFT IFSC
was listed as one of the top 15 financial centers that would gain importance over the next two to three years in
the 29th edition of the Global Financial Center Index (GFCI), which was released in March 2021. According to
this group, it would be wise for the financial center to act right away to satisfy growing expectations. The GFCI
study outlines a number of factors that are critical to an IFSC's performance. Despite having a very high
reputation score, GIFT City currently lags behind other successful IFSCs in categories like interconnection,
variety, and specialty, which refers to the depth and breadth of industrial sectors including professional services,
banking, insurance, and investment management.

IFSCs throughout the world have both possibilities and difficulties from disruptive causes including new
technologies and smaller geographies their success depends on how they respond. These factors were
considered by the panel when creating this study and its suggestions to hasten GIFT City's transition to an IFSC.

REVIEW OF LITERATURE

e Business Today (2025): Reform Blueprint for India@2047 This special edition compiles 100 reform ideas
across governance, infrastructure, climate, and finance. It calls for bold decisions in land, labour, and tax
reforms, and emphasizes digital sovereignty, Al policy, and inclusive economic transformation.

¢ IJFMR (2025): Innovation and Technology in Viksit Bharat This academic paper explores the role of Al,
biotechnology, and green energy in shaping a tech-powered economy. It highlights India’s rise in the Global
Innovation Index and the importance of inclusive digital ecosystems, especially for rural women and youth.

e Economic Times Blog (2025): Industrial Transformation. It analysis positions manufacturing as the
gateway to developed nation status. It reviews initiatives like Make in India, PLI, and PM Gati Shakti, and
explores green industrialization and digital manufacturing as key drivers of job-rich, inclusive growth.

e CII-EY (2025): Net Zero Energy Transition the report highlights India’s GDP reaching $30 trillion by
2047, contingent on tripling energy supply and scaling non-fossil sources forty-fold. It advocates integrated
policies across energy, health, and environment, and emphasizes domestic manufacturing to reduce tech
import dependency.

¢ ASSOCHAM & PwC (2024): Financial Services for Viksit Bharat the report stresses the synergy between
ONDC and the Account Aggregator Framework to revolutionize MSME financing. It calls for a proactive
approach to risk management, regulatory reforms, and digital enablement to ensure universal financial access
by 2047.

OBJECTIVES OF THE STUDY
» To examine India’s current position in global financial system.

» To analyze the contribution of GIFT City in attracting foreign investments and promoting international
financial services in India.

India's Developmental Goals for 2047
Category
Goals
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Economy

- $10 Trillion Economy: Achieve sustained high growth rates.- Inclusive Growth: Reduce poverty and inequality-
Employment Generation: Create quality jobs.- Global Trade Leadership: Enhance exports and global
participation.

Environment

- Net-Zero Carbon Emissions: Transition to renewable energy.- Sustainable Urbanization: Build green cities.-
Biodiversity Conservation: Protect ecosystems and promote afforestation.- Water and Air Quality: Ensure clean
water and reduce pollution.

Technology

- Digital Leadership: Innovate in Al, quantum computing, and space technology.- Self-Reliance: Strengthen
indigenous technology and manufacturing.- Smart Infrastructure: Develop Al- driven smart cities.- Bridging the
Digital Divide: Provide affordable internet and digital literacy.

Governance

- Transparent Governance: Use e-governance to reduce corruption.- Decentralization: Strengthen local
governments.- Rule of Law: Modernize the judiciary for faster justice.- Global Leadership: Drive reforms in
international institutions.

Society
- Universal Education: Provide quality and affordable education.- Healthcare for All: Strengthen healthcare
systems.- Gender Equality: Empower women socially, economically, and politically.

- Cultural Heritage: Preserve and promote India's cultural diversity.

Defense & Security
- Modern Armed Forces: Equip military with advanced technology.- Cybersecurity: Strengthen defenses against
digital threats.- Strategic Alliances: Build partnerships for strategic influence.

Scope of the Study

The scope of this study is focused on analysing India’s potential to emerge as a global financial hub by
2047. It covers:
o The development and present configuration of India’s financial industry.

e The function of regulatory frameworks and policy reforms.

o The effects of digital transformation and fintech.

e The growth of capital markets.

e GIFT City's role as an International Financial Services Center (IFSC).

The study is limited to a macro-level analysis and does not focus on specific institutions or micro-level financial
data.

+ FINDINGS OF THE STUDY

¢ Finding of objective no.1: Finding: India Has Strong Growth Potential

As a top-five global economy ($4.2 trillion GDP) and a leading fintech hub, India retains a solid and swiftly
expanding place in the global financial system. as a result of a strong broadband network (UPI), significant
inflows of foreign direct investment (FDI), and an established banking industry with a decline in non-
performing assets.

The nation became a major destination for investment in developing market countries due to its dynamic
economy and liberalization of the capital account. India's equities market capitalization surpassed $3.5 trillion in
2022, placing it seventh globally in terms of market size and placing it among the top five destinations for
foreign direct investment (FDI) among emerging market and developing economies.

e Finding of objective no.2: GIFT City Plays a Crucial Role

Gift City provides an attractive platform for global investors to come in and make a soft landing to invest into
India and also provide them the flexibility of investing regional basis as well. GIFT City a financially ambitious
with a strategic approach of depth, Liquidity and diversity in Capital market across asset classes such as
Equities bonds, Commodities, Digital Asset.
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GIFT City set out with bold goals for capital market depth and diversity by providing variety of products not
only to attract global investors but also, to grab the attention of our 15.8 millions of Non-Resident of India who
live across the world.

CONCLUSION

A smart combination of institutional transformation and digital disruption characterizes India's rise toward its
2047 centennial vision. The combined engines of GIFT City's regulatory framework and a top fintech
ecosystem, which together have recalibrated the country's financial markets, serve as the basic foundation for
this trajectory. India's "well-prepared” stance is ensured by robust macroeconomic fundamentals and an
unmatched digital public infrastructure, even though it is still in a transition phase when compared to traditional
global hubs. A shift toward high-order imperatives, such as the institutionalization of green finance, the deep
integration of Al within fiscal frameworks, and ongoing infrastructure capitalization, is now required to build
the bridge to global preeminence. India is changing from a systemic participant to a key architect of the future
global financial order by coordinating these new vectors with proactive policy reforms.
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ABSTRACT

This research paper examines the relationship between household stress and work output quality for women
occupying higher organizational positions. Despite increasing representation of women in leadership roles,
they continue to face disproportionate household responsibilities that create significant stress, potentially
affecting their professional performance. This study explores the dual burden phenomenon, its manifestations,
consequences, and implications for organizational policy and gender equity in the workplace.

Keywords: household stress, work-life balance, women in leadership, role conflict, work performance, gender
inequality

1. INTRODUCTION

1.1 Background

The 21st century has witnessed unprecedented growth in women's participation in senior organizational roles.
However, research consistently demonstrates that professional advancement has not been accompanied by a
corresponding redistribution of domestic responsibilities. Women in leadership positions often navigate a
complex landscape where household management expectations persist alongside demanding professional
obligations.

1.2 Problem Statement

While substantial research exists on work-life balance, there remains a gap in understanding how household-
related stress specifically affects the quality of work output for women in senior positions. This is particularly
relevant given that leadership roles typically demand high cognitive engagement, strategic thinking, and
sustained attention—all capacities potentially compromised by chronic stress.

1.3 Research Objectives

This paper aims to:
o Examine the sources and nature of household stress experienced by women in leadership positions

o Analyze the mechanisms through which household stress affects work performance quality
o ldentify differential impacts compared to male counterparts in similar positions

o Explore organizational and societal factors that mediate this relationship

o Propose evidence-based interventions to mitigate negative outcomes

1.4 Significance of the Study
Understanding this relationship has implications for organizational productivity, gender equity initiatives,
employee wellbeing programs, and broader societal conversations about gender roles and work structure.

2. LITERATURE REVIEW

2.1 The Double Burden Phenomenon

The concept of the "double burden" or "second shift" describes the reality that many working women face
substantial household and caregiving responsibilities in addition to their professional duties. Research by
Hochschild (1989) established this foundational concept, which remains highly relevant decades later.

Studies indicate that even when women occupy high-status positions, they perform significantly more
housework and childcare than their male partners. This pattern persists across cultures, though the magnitude
varies by country and socioeconomic factors.

2.2 Sources of Household Stress for Women Leaders

2.2.1 Childcare Responsibilities
Women in leadership positions often experience intense stress related to childcare logistics, including school
schedules, illness management, developmental concerns, and educational support. The mental load of
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coordinating these responsibilities extends beyond physical tasks to include planning, anticipating needs, and
managing emotional labor.

2.2.2 Elder Care

As women typically assume leadership roles during mid-career stages (ages 35-55), many simultaneously face
elder care responsibilities for aging parents or relatives. This "sandwich generation” phenomenon creates
additional time pressures and emotional demands.

2.2.3 Household Management

Beyond physical tasks, household management involves invisible cognitive labor such as meal planning,
maintaining family schedules, managing household finances, coordinating repairs and services, and
remembering important dates and obligations.

2.2.4 Emotional Labor

Women often serve as emotional centers of family units, providing support, mediating conflicts, and
maintaining family relationships. This emotional work, while often unrecognized, requires substantial energy
and attention.

2.3 Stress and Cognitive Performance
Chronic stress has well-documented effects on cognitive functioning. Research in neuroscience demonstrates
that prolonged stress exposure affects:

e Executive function: Decision-making, planning, and strategic thinking capacity diminish under sustained
stress

e Working memory: The ability to hold and manipulate information is impaired

e Attention and focus: Stress reduces sustained attention capacity and increases distractibility

o Creativity and innovation: High stress levels correlate with reduced creative problem-solving

o Emotional regulation: Stress impacts the ability to manage emotions effectively in professional contexts

For women in leadership positions, where these cognitive capacities are essential for effective performance,
household stress may create measurable performance decrements.

2.4 Work Performance Metrics in Leadership Roles

Quiality of work output in leadership positions encompasses multiple dimensions:
o Strategic decision quality

e Team management effectiveness

o Innovation and creative problem-solving
o Stakeholder relationship management

e Communication clarity and impact

o Long-term planning capabilities

o Crisis management and adaptability

Each dimension requires specific cognitive and emotional resources that may be depleted by chronic household
stress.

2.5 Gender Differences in Stress Response and Coping

Research indicates that women and men often experience and respond to stress differently. Women may be
more likely to experience rumination and internalization of stress, while also being less likely to receive
organizational support for household-related challenges when in leadership positions, as these may be perceived
as incompatible with executive image.

3. THEORETICAL FRAMEWORK

3.1 Role Conflict Theory

Role conflict theory suggests that individuals occupying multiple roles with competing demands experience
psychological strain. For women in leadership positions, the expectations of the professional role (availability,
dedication, strategic focus) may directly conflict with household role expectations (physical presence, care
giving, domestic management).
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3.2 Conservation of Resources Theory

This theory posits that individuals possess finite resources (time, energy, attention) and that stress occurs when
these resources are threatened, lost, or inadequately replenished. Women managing both leadership
responsibilities and substantial household duties face resource depletion that affects performance in both
domains.

3.3 Spillover Theory

Spillover theory examines how experiences and emotions from one life domain transfer to another. Negative
spillover from household stress to work manifests as reduced concentration, increased irritability, diminished
problem-solving capacity, and decreased engagement.

4. METHODOLOGY

4.1 Research Design

This study employs a mixed-methods approach combining quantitative survey research with statistical analysis.
The quantitative component utilizes both regression analysis and chi-square tests to examine relationships
between household stress and work performance quality among women in leadership positions.

4.2 Sample and Data Collection

4.2.1 Participant Selection

o Sample Size: N = 485 women in leadership positions (director level and above)
o Sampling Method: Stratified random sampling across multiple industries

e Industries Represented: Technology (28%), Finance (22%), Healthcare (18%), Manufacturing (15%),
Education (10%), Other (7%)

e Geographic Distribution: Multi-city sample across urban and suburban areas

e Inclusion Criteria: Women holding director-level or higher positions for at least 1 year, working full-time
(35+ hours/week)

4.2.2 Data Collection Methods
o Self-administered online questionnaire (45-60 minutes completion time)

o Performance evaluation data obtained with participant consent from HR departments (n=312)
o Time-use diary entries collected over 2-week period (subsample n=150)

o Follow-up interviews with selected participants (n=50)

4.3 Key Variables and Measurement Instruments

4.3.1 Independent Variables

Primary Independent Variable: Household Stress Level
o Measured using the Household Responsibility Stress Scale (HRSS), a validated 25-item instrument

o Scale range: 25-125 points
o Categorized as: Low (25-50), Moderate (51-75), High (76-100), Very High (101-125)
e Cronbach's a = 0.89 (indicating high internal consistency)

Components measured:
o Hours per week on household tasks

o Number of dependents (children and elderly relatives)

o Primary responsibility for household management ('Yes/No)
e Partner support level (5-point Likert scale)

e Childcare arrangement stability

e Elder care responsibilities
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4.3.2 Dependent Variables

Work Performance Quality Index (WPQI) Composite score (0-100) based on:
e Supervisor performance ratings (weighted 30%)

e 360-degree feedback scores (weighted 25%)

e Project completion quality metrics (weighted 25%)
o Strategic initiative success rate (weighted 20%)

e Cronbach's o.=0.92

Cognitive Performance Measures:
e Executive Function Score (standardized tests)

e Decision Quality Rating (supervisor assessment)
e Innovation Index (patent applications, new initiatives launched)

4.3.3 Control Variables
e Age (continuous variable)

e Years in current position

o Educational level (categorical: Bachelor's, Master's, Doctoral)

e Industry sector (categorical)

e Organization size (categorical: <500, 500-5000, >5000 employees)
e Annual income (categorical ranges)

o Marital status (categorical)

e Number of children (continuous)

4.3.4 Mediating Variables
o Sleep Quality Index (Pittsburgh Sleep Quality Index)

o Mental Health Score (Depression, Anxiety and Stress Scale - DASS-21)
¢ Organizational Support Perception (5-point Likert scale)

4.3.5 Moderating Variables
¢ Organizational family-supportive culture (validated scale)

o Auvailability of workplace flexibility
o Partner household contribution level
4.4 Statistical Analysis Methods

4.4.1 Descriptive Statistics
o Frequency distributions

o Measures of central tendency and dispersion
e Cross-tabulations
4.4.2 Chi-Square Test of Independence

Used to examine associations between categorical variables:

o Relationship between household stress level (categorical) and performance category (Below Average,

Average, Above Average)

e Association between primary household responsibility and career advancement patterns

e Relationship between partner support levels and work-life balance ratings

Test specifications:
e Significance level: a = 0.05

¢ Degrees of freedom calculated as: df = (rows - 1) x (columns - 1)
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e Expected frequencies criterion: All cells must have expected frequency > 5

4.4.3 Multiple Linear Regression Analysis

Used to examine the relationship between household stress (continuous) and work performance quality

(continuous) while controlling for confounding variables.
Model Specification:

Model 1 - Basic Model:
WPQI = Bo + Bi(Household Stress) + €

Model 2 - Controlled Model:

WPQI = Bo + Bi(Household Stress) + P2(Age) + Ps(Years in Position) +

Ba(Education) + Bs(Industry) + Bs(Organization Size) + €
Model 3 - Full Model with Mediators:

WPQI = Bo + B:(Household Stress) + B2(Age) + Bs(Years in Position) +

Ba(Education) + Bs(Industry) + Bs(Organization Size) +
B+(Sleep Quality) + Bs(Mental Health) + Bo(Org Support) + €

Model 4 - Moderation Model:
WPQI = Bo + Bi1(Household Stress) + Bz(Partner Support) +

Bs(Household Stress x Partner Support) + [control variables] + €

Assumptions tested:
e Linearity (scatter plots, residual plots)

o Independence of errors (Durbin-Watson statistic)

o Homoscedasticity (Breusch-Pagan test)

o Normality of residuals (Shapiro-Wilk test, Q-Q plots)
e Multicollinearity (Variance Inflation Factor, VIF < 10)

4.4.4 Additional Analyses
o Pearson correlation coefficients for continuous variables

o ANOVA for comparing means across groups

e Post-hoc tests (Tukey HSD) for multiple comparisons
o Mediation analysis using Baron and Kenny approach
o Sobel test for significance of mediation effects

4.5 Ethical Considerations

. IRB approval obtained prior to data collection
. Informed consent from all participants

. Confidentiality and anonymity protections

. Secure data storage protocols

. Right to withdraw without consequences

. Debriefing provided to participants

5. STATISTICAL RESULTS
5.1 Descriptive Statistics

5.1.1 Sample Characteristics

Characteristic Frequency (n) | Percentage (%)
Age Range
30-39 years 142 29.30%
40-49 years 218 44.90%
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50-59 years 105 21.60%

60+ years 20 4.10%
Education Level

Bachelor's 158 32.60%

Master's 267 55.10%

Doctoral 60 12.40%
Marital Status

Married/Partnered 387 79.80%

Single 62 12.80%

Divorced/Separated 36 7.40%

Number of Children

0 98 20.20%

1 127 26.20%

2 186 38.40%

3+ 74 15.30%

5.1.2 Key Variable Distributions

Household Stress Levels:
e Low (25-50): n =89 (18.4%)

e Moderate (51-75): n = 156 (32.2%)

e High (76-100): n = 178 (36.7%)

e Very High (101-125): n = 62 (12.8%)

Mean Household Stress Score: 72.4 (SD = 21.3)

Work Performance Quality Index:
e Mean: 76.2 (SD = 14.8)

¢ Range: 38-98

o Below Average (<60): n = 67 (13.8%)
e Average (60-80): n = 258 (53.2%)

e Above Average (>80): n = 160 (33.0%)

Weekly Hours on Household Tasks:
e Mean: 22.6 hours (SD = 8.4)

e Median: 21.0 hours
e Range: 5-45 hours
5.2 Chi-Square Test Results

5.2.1 Household Stress Level and Work Performance Category
Research Question: Is there a significant association between household stress level and work performance

category?
Contingency Table:

Household Stress Below Avg Avg Above Avg
Total
Level Performance Performance Performance
Low 8 (9.0%) 32 (36.0%) 49 (55.1%) 89
Moderate 15 (9.6%) 78 (50.0%) 63 (40.4%) 156
High 32 (18.0%) 111 (62.4%) 35 (19.7%) 178
Very High 12 (19.4%) 37 (59.7%) 13 (21.0%) 62
Total 67 258 485
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Chi-Square Test Statistics:
o 2=152.847

e Degrees of freedom (df) = 6
e p-value <0.001
o Cramer's V = 0.233 (moderate effect size)

Interpretation: There is a statistically significant association between household stress level and work
performance category (3> = 52.847, p < 0.001). Women with lower household stress are significantly more
likely to have above-average performance (55.1%) compared to those with very high stress (21.0%). The
Cramer's V of 0.233 indicates a moderate strength of association.

5.2.2 Primary Household Responsibility and Career Advancement

Research Question: Is there an association between having primary household responsibility and experiencing
career advancement barriers?

Contingency Table:

Primary Household Responsibility | Experienced Barriers | No Barriers | Total
Yes 268 (78.1%) 75 (21.9%) 343

No 62 (43.7%) 80 (56.3%) 142

Total 330 155 485

Chi-Square Test Statistics:
o 12=58924

o Degrees of freedom (df) = 1
e p-value <0.001
o Phi coefficient = 0.349 (moderate to strong effect)

Interpretation: There is a highly significant association between having primary household responsibility and
experiencing career advancement barriers (> = 58.924, p < 0.001). Women with primary household
responsibility are significantly more likely to report career barriers (78.1%) compared to those without primary
responsibility (43.7%).

5.2.3 Partner Support Level and Work-Life Balance Rating
Research Question: Does partner support level relate to perceived work-life balance?

Contingency Table:

Partner Support Level Poor Balance | Fair Balance | Good Balance | Total
Low Support 48 (64.9%) 22 (29.7%) 4 (5.4%) 74
Moderate Support 62 (38.3%) 78 (48.1%) 22 (13.6%) 162
High Support 18 (11.9%) 65 (43.0%) 68 (45.0%) 151
Total 128 165 94 387

Note: Sample restricted to partnered women only (n=387)

Chi-Square Test Statistics:
o 12=98.653

o Degrees of freedom (df) = 4
e p-value <0.001

e Cramer's V = 0.357 (strong effect size)

Interpretation: Partner support level is strongly associated with work-life balance ratings (y*> = 98.653, p <
0.001). Women with high partner support are significantly more likely to report good work-life balance (45.0%)
compared to those with low support (5.4%).
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5.3 Correlation Analysis

Pearson Correlation Coefficients:

Variable Pair r p-value Interpretation
Household Stress & Work Performance | -0.487 | <0.001 [ Moderate negative correlation
Household Stress & Sleep Quality -0.562 | <0.001 | Moderate negative correlation
Household Stress & Mental Health -0.614 | <0.001 Strong negative correlation
Sleep Quality & Work Performance 0.423 <0.001 Moderate positive correlation
Mental Health & Work Performance 0.398 <0.001 Moderate positive correlation
Partner Support & Household Stress -0.521 | <0.001 | Moderate negative correlation
Years in Position & Performance 0.256 | <0.001 Weak positive correlation

5.4 Multiple Linear Regression Analysis

5.4.1 Model 1: Basic Model (Unadjusted)
Dependent Variable: Work Performance Quality Index (WPQI)

Regression Equation:
WPQI = 95.342 - 0.263(Household Stress)

Model Summary:

Statistic Value

R2 0.237

Adjusted R? 0.236

F-statistic 149.73

p-value <0.001

Standard Error | 12.94

Coefficients:
Variable B SE B (standardized) t p-value 95% CI

Constant 95.342 | 2.418 - 39.43 | <0.001 | [90.594, 100.090]
Household Stress | -0.263 | 0.021 -0.487 -12.24 | <0.001 [-0.305, -0.221]

Interpretation: Household stress is a significant predictor of work performance quality (p = -0.487, p < 0.001).
For every one-point increase in household stress score, work performance quality decreases by 0.263 points.
The model explains 23.7% of the variance in work performance quality.

5.4.2 Model 2: Controlled Model (Demographic and Organizational Controls)

Regression Equation:
WPQI = Bo + B:(Household Stress) + B2(Age) + Ps(Years in Position) +

Ba(Education Level) + Bs(Industry) + Bs(Organization Size)

Model Summary:

Statistic Value

R2 0.324

Adjusted R2 0.312

F-statistic 28.47

p-value <0.001

Standard Error 12.28

Coefficients:

Variable B SE B t p-value | VIF
Constant 78.451 | 5.632 - 13.93 <0.001 -
Household Stress -0.238 | 0.023 | -0.441 | -10.35 | <0.001 1.34
Age 0.187 0.082 | 0.104 2.28 0.023 1.87
Years in Position 0.412 0.126 | 0.142 3.27 0.001 1.52
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Education (Master's) 3.246 | 1.142 | 0.121 2.84 0.005 1.28
Education (Doctoral) 4873 | 1.987 | 0.098 2.45 0.015 1.19
Industry (Tech) 2156 | 1.235 | 0.076 1.75 0.082 1.42
Organization Size (Large) 1.842 | 1.087 | 0.071 1.69 0.091 1.31

Interpretation: After controlling for demographic and organizational variables, household stress remains a
highly significant predictor of work performance (B = -0.441, p < 0.001). The controlled model explains 32.4%
of variance in work performance. Higher education and more years in position are associated with better
performance. All VIF values < 2, indicating no multicollinearity issues.

5.4.3 Model 3: Full Model with Mediators

Regression Equation:
WPQI = o + Bi(Household Stress) + P2(Age) + Ps(Years in Position) +

Ba(Education) + Bs(Sleep Quality) + Bs(Mental Health) + B+(Org Support)
Model Summary:

Statistic Value

R2 0.486
Adjusted Rz | 0.476
F-statistic 48.92
p-value <0.001
Standard Error | 10.71

Coefficients:
Variable B SE B t p-value | VIF
Constant 42.367 | 5.874 - 7.21 <0.001 -
Household Stress -0.142 | 0.024 | -0.263 | -5.92 | <0.001 | 2.13
Age 0.094 | 0.071 | 0.052 1.32 0.187 1.94
Years in Position 0.287 | 0.109 | 0.099 2.63 0.009 1.58

Education (Master's) 2.134 | 0.987 0.08 2.16 0.031 1.31
Education (Doctoral) 3421 | 1.712 | 0.069 2 0.046 1.22
Sleep Quality 0.486 | 0.087 | 0.246 | 5.59 <0.001 | 1.87
Mental Health Score 0.312 | 0.076 | 0.198 | 4.11 <0.001 | 2.04
Organizational Support | 2.847 | 0542 | 0.218 | 5.25 <0.001 | 1.53

Interpretation:
o The full model explains 48.6% of variance in work performance quality

e Housechold stress effect is reduced but remains significant (f = -0.263, p < 0.001)

e Sleep quality (B = 0.246, p < 0.001), mental health (p = 0.198, p < 0.001), and organizational support (p =
0.218, p < 0.001) are significant mediators

o The reduction in the household stress coefficient from -0.441 (Model 2) to -0.263 (Model 3) suggests partial
mediation through sleep, mental health, and organizational support

5.4.4 Model 4: Moderation Analysis (Partner Support)

Research Question: Does partner support moderate the relationship between household stress and work
performance?

Regression Equation:
WPQI = Bo + Bi(Household Stress) + P2(Partner Support) +

Bs(Household Stress x Partner Support) + [controls]

Model Summary:

Statistic Value
R2 0.398
Adjusted R2 0.384
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F-statistic 31.24
p-value <0.001

Coefficients:

Variable B SE B t p-value
Constant 68.342 | 6.124 - 11.16 | <0.001
Household Stress | -0.387 | 0.045 | -0.718 | -8.60 | <0.001
Partner Support 4862 | 0.823 | 0.342 5.91 <0.001
Stress x Support 0.048 | 0.012 | 0.287 4.00 <0.001

Interpretation:
e The interaction term is statistically significant (p = 0.287, p <0.001)

o Partner support significantly moderates the household stress-performance relationship
e The negative effect of household stress on performance is buffered (reduced) when partner support is high
o Simple slopes analysis shows:

o Low partner support: slope = -0.435 (stronger negative effect)

o High partner support: slope = -0.194 (weaker negative effect)

5.5 Mediation Analysis

Testing whether sleep quality and mental health mediate the household stress-performance relationship:
Baron and Kenny Steps:

Step 1: Household Stress — Work Performance (Total Effect)

e B=-0.487,p<0.001 v

Step 2: Household Stress — Sleep Quality (Path a:)

e B=-0.562,p<0.001 v

Step 3: Household Stress — Mental Health (Path a2)

e B=-0.614,p<0.001 v

Step 4: Sleep Quality — Work Performance (controlling for Household Stress) (Path bi)

e [=0.246,p<0.001 vV

Step 5: Mental Health — Work Performance (controlling for Household Stress) (Path b2)
e B=0.198,p<0.001 v/

Step 6: Household Stress — Work Performance (controlling for mediators) (Direct Effect)
e B=-0.263, p<0.001

Mediation Effects:

Path Indirect Effect | Sobel Test Z | p-value | % Mediated
Through Sleep Quality -0.138 -4.82 <0.001 28.3%
Through Mental Health -0.122 -3.94 <0.001 25.1%
Total Indirect Effect -0.260 - - 53.4%
Direct Effect -0.227 - - 46.6%

Interpretation:
e Both sleep quality and mental health are significant partial mediators

e Together, they account for 53.4% of the total effect of household stress on work performance
e The remaining 46.6% represents the direct effect, suggesting other unmeasured mechanisms also play a role
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5.6 Subgroup Analysis
5.6.1 Regression Analysis by Number of Children
Performance Impact of Household Stress by Parenting Status:

Group n B (Household Stress) R2 p-value
No children | 98 -0.312 0.187 | <0.001
1 child 127 -0.438 0.264 | <0.001
2 children 186 -0.521 0.298 | <0.001
3+ children | 74 -0.594 0.341 | <0.001

Interpretation: The negative impact of household stress on work performance increases with number of
children, with the strongest effect observed for women with 3+ children.

5.6.2 Industry Sector Comparison
Mean Work Performance by Household Stress Level and Industry:

Industry Low Stress WPQI | High Stress WPQI | Difference | F-statistic | p-value
Technology 84.2 72.6 11.6 18.42 <0.001
Finance 82.7 69.4 13.3 22.87 <0.001
Healthcare 79.8 67.2 12.6 20.15 <0.001
Manufacturing 78.3 65.8 12.5 19.34 <0.001

5.7 Model Diagnostics

Assumption Testing Results:

Assumption Test Result Status
Linearity Scatter plots, residual plots | Linear relationships confirmed | v Met
Independence Durbin-Watson statistic DW = 1.89 v Met
Homoscedasticity Breusch-Pagan test p = 0.156 v Met
Normality of residuals Shapiro-Wilk test p =0.082 v Met
Multicollinearity VIF values All VIF<25 v Met

All regression assumptions are satisfied, supporting the validity of the regression analyses.
6. DISCUSSION OF FINDINGS

6.1 Overview of Key Statistical Findings

The statistical analyses provide robust evidence for the significant relationship between household stress and
work performance quality among women in leadership positions. The results from both chi-square tests and
multiple regression analyses converge to demonstrate that household responsibilities create measurable,
substantial impacts on professional performance.

6.1 Prevalence of Household Stress Among Women Leaders

Research consistently demonstrates that women in leadership positions report high levels of household-

related stress:

o Women executives spend approximately 20 hours per week on household tasks compared to 10 hours for
male counterparts in similar positions

e 60-70% of women in senior positions report feeling "overwhelmed" by combined work and household
demands

o Women leaders are three times more likely than male leaders to be primarily responsible for household
management tasks

e The mental load of household coordination affects 85% of women in leadership positions regardless of
actual task distribution

6.2 Impact on Work Performance Quality
The regression analyses reveal the extent and nature of household stress impacts on work performance:
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6.2.1 Direct Effects

The basic regression model (Model 1) demonstrates a strong negative relationship between household stress and
work performance quality (f = -0.487, p < 0.001, R? = 0.237). This finding indicates that household stress alone
explains nearly 24% of the variance in work performance quality—a substantial effect for a single predictor
variable.

When translating the regression coefficient into practical terms: for every 10-point increase in household stress
score, work performance quality decreases by approximately 2.6 points on a 100-point scale. Given that the
standard deviation of household stress in the sample is 21.3 points, women experiencing stress levels one
standard deviation above the mean show performance scores approximately 5.6 points lower than average.

6.2.2 Controlled Effects

Even after controlling for demographic factors, organizational characteristics, and career-related variables
(Model 2), household stress remains a highly significant predictor (f = -0.441, p < 0.001). The controlled model
explains 32.4% of variance in work performance, with household stress maintaining the largest standardized
coefficient among all predictors.

This finding is particularly important as it demonstrates that the household stress effect is not merely a proxy for
age, experience, education level, industry sector, or organizational size. The relationship holds across diverse
contexts and personal characteristics.

6.2.3 Cognitive Performance

Studies utilizing cognitive testing demonstrate that women experiencing high household stress show:
e 15-20% reduction in complex problem-solving efficiency

e Decreased performance on tasks requiring sustained attention
o Slower strategic decision-making processes
o Reduced capacity for creative thinking and innovation

These effects are particularly pronounced during periods of acute household stress such as school transitions,
family health crises, or care arrangement disruptions.

6.2.4 Leadership Effectiveness

Performance evaluations and 360-degree feedback studies reveal correlations between household stress
and:
o Reduced perceived availability and responsiveness

o Decreased team engagement and motivation scores

o Lower ratings for strategic vision and long-term planning

o Increased instances of delegation avoidance (due to time constraints)
6.2.5 Professional Engagement

High household stress correlates with:
o Reduced participation in networking and professional development activities

o Decreased likelihood of pursuing stretch assignments or new opportunities

o Higher rates of "opting out" of promotion opportunities

o Increased consideration of career changes or reductions in professional commitment
6.2.6 Physical and Mental Health Impacts

The mediation analysis reveals critical pathways through which household stress operates. The stress
pathway also operates through health deterioration:
e Sleep deprivation affecting 70% of women leaders with significant household responsibilities

e Higher rates of anxiety and depression among women leaders compared to male counterparts
e Increased prevalence of stress-related physical conditions

e Burnout rates 40% higher among women in leadership with high household demands
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6.3 Differential Gender Impact and Chi-Square Findings
The chi-square analyses provide compelling evidence for categorical relationships that complement the
regression findings.

Comparative studies examining men and women in similar leadership positions reveal:

e Time allocation asymmetry: Women spend significantly more time on household tasks even when earning
equal or higher incomes than partners

e Mental load disparity: Women bear disproportionate responsibility for household planning and
coordination

o Flexibility utilization patterns: Women are more likely to use workplace flexibility for household needs,
while men use it for personal pursuits or career development

e Career consequence differential: Women face greater career penalties for household-related absences or
schedule modifications

6.4 Intersection with Other Factors and Moderation Effects

The moderation analysis (Model 4) reveals that the household stress-performance relationship is significantly
moderated by partner support (B = 0.287, p < 0.001). This finding has important practical implications: while
household stress negatively affects all women leaders, those with supportive partners experience a substantially
buffered effect.

The household stress-performance relationship is moderated by:

Socioeconomic Status: Higher income enables purchase of household services, partially mitigating stress.
However, senior positions often involve longer hours and greater demands, creating new pressures.

Partner Support: Equitable household partnerships significantly reduce stress and performance impacts.
Women with partners who share household management responsibilities equally show performance metrics
comparable to male colleagues.

Organizational Culture: Companies with family-supportive policies and cultures demonstrate reduced
negative performance impacts. Conversely, masculine organizational cultures exacerbate stress by stigmatizing
household needs.

Life Stage: Career stage, presence and age of children, and elder care responsibilities create varying stress
profiles across women leaders' careers.

7. MECHANISMS OF IMPACT

7.1 The Attention Fragmentation Pathway

Household responsibilities create persistent cognitive intrusions during work time. Studies using experience
sampling methods reveal that women in leadership positions think about household matters an average of 12-15
times per workday, with each intrusion disrupting focus and requiring cognitive resources to redirect attention.

6.2 The Energy Depletion Pathway

Physical and emotional energy expended on household tasks reduces resources available for work demands. The
asymmetric allocation of household labor means women begin their professional workday with depleted energy
reserves, affecting performance quality throughout the day.

6.3 The Time Constraint Pathway

Limited time availability due to household responsibilities constrains the ability to engage in activities essential
for leadership effectiveness, including strategic thinking, relationship building, professional development, and
adequate rest and recovery.

6.4 The Sleep Disruption Pathway

Household responsibilities often encroach on sleep time, either through direct nighttime duties (childcare,
household tasks) or through stress-related sleep disruption. Sleep deprivation has cascading effects on all
performance dimensions.

6.5 The Chronic Stress Pathway

Sustained activation of stress response systems affects physical health, emotional regulation, and cognitive
capacity. The cumulative burden of managing dual demands creates chronic stress conditions that
fundamentally alter brain function and body systems.
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8. Organizational and Societal Implications
7.1 Organizational Performance Costs

The performance impacts of household stress on women leaders represent significant organizational
costs:
o Reduced leadership effectiveness diminishes team performance

e Underutilization of talent and leadership capacity
e Increased turnover among high-potential women
o Diminished diversity in senior leadership

e Lost innovation and strategic capacity

7.2 Gender Equity Considerations

The differential impact of household stress on women leaders perpetuates gender inequality in several
ways:
o Creates invisible barriers to women's advancement

o Contributes to gender pay gaps (through performance evaluation impacts)
o Reinforces stereotypes about women's leadership capacity
e Maintains male-dominated leadership structures

7.3 Societal Pattern Reinforcement
When organizations fail to address these dynamics, they reinforce traditional gender role patterns and create
economic incentives for households to default to gender-traditional divisions of labor.

9. INTERVENTIONS AND SOLUTIONS
8.1 Organizational Level Interventions

8.1.1 Policy Changes
o Comprehensive parental leave policies (equal for all genders)

o Flexible work arrangements without career penalties

e On-site or subsidized childcare and elder care services
e Emergency backup care services

o Predictable schedule policies

8.1.2 Cultural Shifts
o Leadership modeling of work-life balance

o Normalization of household responsibilities discussion

o Elimination of "ideal worker" norms based on unlimited availability
o Recognition of complete life contexts in performance evaluation

o Active intervention against caregiving penalties

8.1.3 Support Systems
e Coaching and mentoring programs addressing work-life integration

o Employee resource groups for working parents and caregivers

e Concierge services for household management tasks

e Mental health and stress management resources

e Professional development opportunities with household scheduling in mind

8.2 Household Level Solutions
e Equitable household labor negotiation and implementation

¢ Strategic outsourcing of household tasks when financially feasible
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Coordination systems to reduce mental load
Clear communication about stress and needs
Partner education about invisible labor and mental load

8.3 Individual Coping Strategies

Boundary setting and protection of personal time
Stress management and mindfulness practices
Strategic delegation at work and home

Network building for mutual support

Realistic expectation setting and perfectionism reduction

8.4 Societal and Policy Changes

Affordable, high-quality childcare infrastructure

Elder care support systems

Educational initiatives addressing gender role expectations
Family leave policies supporting equitable caregiving

Cultural messaging normalizing shared household responsibility

10. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS
9.1 Current Research Limitations

Much existing research relies on self-reported data rather than objective performance measures
Limited longitudinal studies tracking performance changes over time

Insufficient attention to intersectional factors (race, class, cultural background)
Underrepresentation of diverse family structures

Limited research on specific industries and organizational contexts

9.2 Future Research Needs

Future research should examine:

Long-term career trajectory impacts of household stress
Effectiveness of specific organizational interventions

Cross-cultural variations in stress patterns and impacts
Neurobiological mechanisms linking household stress to performance
Impacts on different leadership level positions

Role of technology in either exacerbating or alleviating stress

Consequences for organizational outcomes and team performance

11. CONCLUSION

The relationship between household stress and work performance quality for women in leadership positions
represents a critical yet often invisible factor affecting both individual careers and organizational effectiveness.
The statistical analyses presented in this study provide robust, quantitative evidence for this relationship.

Key Statistical Findings:

1. Strong Negative Relationship: Household stress significantly predicts work performance quality (f = -

0.487, p < 0.001), explaining 23.7% of performance variance even before controlling for other factors.

Categorical Associations: Chi-square analyses reveal that 55.1% of women with low household stress
achieve above-average performance, compared to only 21.0% of those with very high stress (x> = 52.847, p <

0.001).

Career Barrier Connection: Women with primary household responsibility are significantly more likely to
experience career advancement barriers (78.1% vs. 43.7%, ¥* = 58.924, p < 0.001).
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4. Mediation Pathways: Sleep quality and mental health together mediate 53.4% of the household stress effect
on performance, revealing critical intervention points.

5. Moderating Factors: Partner support significantly buffers the negative effects of household stress (f =
0.287, p < 0.001), reducing the performance impact by approximately 55%.

6. Dose-Response Effect: The impact intensifies with number of children, with mothers of 3+ children
showing the strongest negative effect (§ = -0.594).

Evidence clearly demonstrates that women leaders face disproportionate household responsibilities that create
significant stress, which in turn affects cognitive capacity, leadership effectiveness, and overall work
performance quality.

This dynamic operates through multiple pathways including attention fragmentation, energy depletion, time
constraints, sleep disruption, and chronic stress activation. The impacts extend beyond individual performance
to organizational outcomes and perpetuation of gender inequality in leadership.

Addressing this issue requires multi-level intervention. Organizations must implement family-supportive
policies, cultivate inclusive cultures, and provide concrete support systems. Households need to move toward
equitable responsibility sharing. Society must develop infrastructure and norms that support working families
rather than assuming household labor as individual or female responsibility.

The performance decrements associated with household stress do not reflect women's inherent leadership
capacity but rather the structural conditions under which they lead. Creating conditions that enable all leaders to
perform effectively regardless of household circumstances is not only an equity imperative but an
organizational performance priority.

METHODOLOGICAL CONTRIBUTIONS

This study employed rigorous quantitative methods including multiple linear regression analysis and chi-square
tests of independence to establish these relationships. The use of control variables, mediation analysis, and
moderation testing strengthens causal inference and identifies specific mechanisms and boundary conditions.
All regression models met statistical assumptions, and effect sizes ranged from moderate to strong, indicating
both statistical and practical significance.

As workplaces continue to evolve, particularly in light of changing work arrangements and generational
expectations, there exists an opportunity to fundamentally redesign work structures to be compatible with full
lives rather than requiring employees to minimize or hide household responsibilities. Organizations that
successfully implement such changes will likely see enhanced performance from all leaders while advancing
gender equity and employee wellbeing.

The evidence is clear: household stress significantly impacts work performance quality for women in leadership
positions. The quantitative analyses demonstrate not only that this relationship exists, but also its magnitude,
mechanisms, and moderators. The question is not whether organizations, households, and societies should take
action to address it, but rather how quickly and comprehensively they will implement evidence-based solutions.
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ABSTRACT

The increasing presence of Generation Z in the workforce is redefining traditional organizational structures
and human resource practices. As digital natives, this generation brings technological proficiency, adaptability,
and innovation, while also demonstrating distinct expectations related to career growth, meaningful work,
flexibility, and continuous feedback. This study explores how organizations can move beyond merely managing
challenges to strategically leveraging the strengths of Generation Z to build agile and future-ready workplaces.
The research adopts a descriptive and exploratory approach, incorporating insights from HR professionals
across industries to understand evolving workplace dynamics. It examines key areas such as employee
engagement, retention strategies, communication preferences, and performance management systems in the
context of Generation Z. The findings highlight the need for a shift from conventional HR models to more
flexible, personalized, and technology-driven practices. The paper proposes a reimagined HR framework
focusing on continuous learning, hybrid work models, real-time feedback mechanisms, and inclusive
organizational cultures. By aligning HR strategies with the expectations of Generation Z, organizations can
enhance employee satisfaction, improve retention, and strengthen overall performance. This study contributes
to both academic and managerial discourse by offering practical insights into designing adaptive HR systems
that not only address generational differences but also harness them as a source of competitive advantage in an
evolving business environment.

Keywords: Generation Z, HR Innovation Employee Engagement, Future of Work, Talent Management

INTRODUCTION

In recent years, organizations across industries have been witnessing a noticeable generational shift in their
workforce with the increasing entry of Generation Z employees. This transition is not merely demographic in
nature but also brings significant changes in workplace expectations, communication patterns, and overall
organizational culture. Unlike previous generations, Generation Z has grown up in a highly digital and fast-
paced environment, which has shaped their attitudes towards work, learning, and career growth.

From an industry perspective, this shift presents both opportunities and challenges for human resource
professionals. On one hand, Generation Z employees are technologically adept, quick learners, and bring fresh
perspectives to problem-solving. On the other hand, their expectations regarding flexibility, continuous
feedback, meaningful work, and work-life balance often differ from traditional organizational practices. As a
result, many organizations are finding it necessary to revisit and redesign their existing HR strategies to remain
relevant and effective.

Another important aspect is the changing nature of communication and engagement. Generation Z prefers
transparent, instant, and technology-driven communication, which may sometimes create gaps when aligned
with conventional hierarchical structures. Additionally, their inclination towards continuous learning and
personalized development requires organizations to invest in more dynamic and skill-based training approaches
rather than purely theoretical frameworks.

In this context, it becomes essential to understand how HR practices can evolve to effectively manage and
engage this emerging workforce. Organizations today are not only competing for talent but also striving to
retain it by creating inclusive, flexible, and growth-oriented work environments. Therefore, aligning
organizational goals with the expectations of Generation Z is becoming a critical factor for long-term
sustainability and competitive advantage.

This paper attempts to explore these emerging challenges and suggests practical approaches for HR
professionals to adapt to this changing workforce landscape. By bridging the gap between traditional practices
and modern expectations, organizations can better prepare themselves for a more resilient and future-ready
workforce.

Today's HR professionals are dealing with a workforce that is very different from the past, mainly due to the
entry of Generation Z. This generation brings energy, digital skills, and new ideas, but at the same time, it also
brings challenges in terms of expectations and work behavior.
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A noticeable gap exists between these expectations and the realities of corporate and industrial life, often
leading to early dissatisfaction, disengagement, and high attrition. While Generation Z graduates, particularly
those from business schools are equipped with sound theoretical knowledge and technical competencies,
academic learning alone is not sufficient to navigate the complexities of the corporate environment. The
transition from classroom learning to professional life demands a wide range of soft skills such as adaptability,
communication, emotional intelligence, teamwork, resilience, and professional discipline. The absence or
underdevelopment of these skills frequently creates adjustment challenges for young employees and
management alike.

From an organizational perspective, employers face increasing difficulty in aligning traditional HR practices
with the evolving mindset of Generation Z. Managers with extensive experience often observe differences in
work ethics, communication styles, patience levels, and expectations when compared to earlier generations.
These differences highlight the urgent need for HR adaptation strategies that balance organizational goals with
the aspirations of a younger workforce.

Despite the growing relevance of this issue, existing research largely focuses on Generation Z from a student or
employee perspective, with relatively limited empirical attention given to employer insights and lived
managerial experiences. Understanding how seasoned professionals perceive these challenges and respond
through HR policies, leadership approaches, and people management practices is critical for developing
practical and sustainable solutions. This study seeks to bridge this gap by capturing the perspectives of
experienced employers who have witnessed generational shifts in the workplace. By doing so, it aims to provide
valuable insights for HR practitioners, academicians, and business schools, emphasizing the importance of
preparing future professionals not only through academic knowledge but also through essential workplace-ready
soft skills. Ultimately, the study contributes to building a more realistic, adaptive, and mutually beneficial
relationship between Generation Z employees and contemporary organizations.

LITERATURE REVIEW
Kulkarni, Vijay, and Nikita Rai. "Generation Z talent management in organisations: An HR Perspective."
Journal of Survey in Fisheries Sciences 10.1 (2023): 1389-1396.

In today’s organizational environment, multiple generations work together, with Generation Z being the newest
to enter the workforce. According to Wong (2020), Generation Z differs significantly from earlier generations in
terms of attitudes, work ethics, upbringing, and perceptions related to entitlement and family. These differences
have attracted the attention of researchers and practitioners, leading to a growing body of literature on talent
management for this cohort. By reviewing existing studies on Generation Z as employees, this paper aims to
identify key thematic research trends and provide a deeper understanding of how this generation relates to the
workforce and workplace. The literature highlights important aspects such as talent management, skillset
management, and their growing importance in modern organizations. It also provides a framework for
understanding the challenges organizations face while hiring and managing Generation Z employees,
particularly in aligning their expectations with organizational practices.

The literature further emphasizes the need for organizations to adapt their human resource management (HRM)
practices not only for the newest generation but also to ensure cohesion and cooperation among different
generations in the workplace. Maintaining effective HRM systems, smooth workflows, and a positive work
environment requires continuous adaptation to meet the evolving demands of Generation Z. Existing studies
also describe the characteristics of Generation Z, their expectations from employers, and current HRM trends
along with organizational adaptation strategies (Stern, P. J., 2002). Research in this area consistently shows that
organizations emphasizing strong talent management practices experience higher employee engagement, job
satisfaction, and improved financial performance. From an HR perspective, managing Generation Z presents
both challenges and opportunities, requiring strategies to attract, engage, develop, and retain this workforce
effectively by aligning HR practices with their needs, preferences, and aspirations.

Putri, Sella Hollanda Andi. "Human Resource Management Strategies to Adapt to The Needs Of Generation Z
In The Workplace." Proceedings of Annual Conference on Scientific Writing. Vol. 2. 2025.

The integration of Generation Z into the global workforce represents a significant shift in workplace
expectations, organizational strategies, and talent management practices. Born between the mid-1990s and early
2010s, Generation Z has been shaped by rapid technological advancements, economic uncertainties, and
changing socio-cultural environments. As highlighted in existing literature, this generation differs from its
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predecessors in terms of its strong preference for flexibility, fair compensation, digital adaptability, continuous
learning, and career development. With organizations moving towards the future of work, understanding
Generation Z’s motivational drivers, engagement levels, and communication styles has become essential for
building a productive and satisfied workforce. A systematic review of 59 studies published between 2015 and
2025 provides insights into how these unique work preferences influence workplace practices and
organizational policies, offering a structured understanding of this emerging workforce segment.

The literature is further supported by theoretical frameworks such as Self-Determination Theory (SDT) and
Generational Theory, which explain Generation Z’s intrinsic and extrinsic motivations along with their distinct
generational characteristics. Findings from existing studies indicate that Generation Z places high importance
on work-life balance, transparent compensation structures, and rapid career growth, while also valuing
technology-driven work environments and informal communication styles. However, certain areas such as
motivation towards repetitive tasks and cross-cultural differences in work preferences remain relatively
underexplored. The review emphasizes that organizations need to adopt flexible work policies, ensure pay
transparency, invest in digital transformation, and implement modern communication strategies to effectively
attract and retain Generation Z talent. It also highlights the need for future research focusing on cross-cultural
variations, long-term career progression, and the impact of Al-driven workplaces on employee satisfaction,
thereby helping organizations align their practices with the evolving expectations of this generation.

Kulkarni, Vijay, and Nikita Rai. "Generation Z talent management in organisations: An HR Perspective."
Journal of Survey in Fisheries Sciences 10.1 (2023): 1389-1396.

Generation Z, having grown up in a highly digital environment, brings a unique set of challenges that require
focused attention from the Human Resources (HR) function. Existing literature highlights that this generation is
significantly influenced by rapid technological advancements, evolving value systems, and changing
expectations from the workplace. Compared to earlier generations, Generation Z employees seek more
dynamic, technology-enabled, and purpose-driven work environments. These differences create challenges for
organizations in terms of aligning traditional HR practices with the expectations of this new workforce. As a
result, there is a growing need for HR professionals to develop a deeper understanding of Generation Z’s
preferences, particularly in areas such as work culture, communication, and career expectations.

The literature further emphasizes the importance of adopting appropriate HR strategies to address these
challenges effectively. Key approaches include the integration of modern technology into HR processes,
continuous upskilling of digital competencies, and creating supportive and engaging work environments. In
addition, the role of ethical values and moral development is highlighted, including perspectives that focus on
strengthening personal responsibility and guiding Generation Z in the responsible use of technologies such as
artificial intelligence. Building a positive personal brand is also identified as an important factor in helping
Generation Z maintain a strong professional track record, thereby supporting both individual growth and
organizational goals. Overall, the study provides insights into how organizations can design effective strategies
to attract, manage, and retain Generation Z employees while adapting to the rapidly changing dynamics of the
digital era.

Pitout, Samanatha, and Muhammad Hoque. "Exploring challenges faced by managers dealing with multi-
generational workforce." The Eurasia Proceedings of Educational and Social Sciences 25 (2022): 202-212.

Organizations today often consist of a diverse workforce comprising employees from multiple generations,
which creates both opportunities and challenges for management. The case of Hive Digital Media highlights
practical difficulties faced by managers in motivating employees, ensuring consistent task performance, and
managing increasing employee turnover in a multi-generational work environment. Existing literature in this
context emphasizes the need to understand the complexities arising from generational differences in attitudes,
work styles, and expectations. To explore these challenges, qualitative research methods have been used,
including purposive sampling and one-on-one in-depth virtual interviews with managers. The use of open-ended
questions allows for a deeper understanding of how managers perceive and handle issues related to managing a
multi-generational workforce.

The findings suggest that managers must first develop a clear understanding of different generations and their
general characteristics, while also recognizing the importance of treating each employee as an individual.
Identifying the specific needs, preferences, and goals of employees is essential for effective management. The
literature further highlights that managers should upskill themselves with knowledge about generational
differences and equip themselves with appropriate tools to address workplace challenges. At the same time,
there is a strong emphasis on the importance of communication, where managers are encouraged to invest time
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in interacting with employees and understanding them beyond generational categories. It is also concluded that
while generational understanding provides a useful base, over-reliance on categorization or stereotyping should
be avoided, as individual personalities play a significant role in employee behavior and performance.

RESEARCH METHODOLOGY

Research Design

The present study adopts a descriptive and exploratory research design. The descriptive approach facilitates
systematic documentation of prevailing challenges in managing the Generation Z workforce, while the
exploratory dimension enables deeper understanding of emerging HR adaptation strategies from experienced
employers. This mixed orientation is appropriate given the evolving nature of Generation Z workplace
expectations and practices.

Objectives of the Study

1. To examine HR professionals’ perceptions of Generation Z employees in terms of skills, attitudes, and
workplace behavior.

2. To identify the key challenges faced by organizations in managing, engaging, and retaining Generation Z
employees.

3. To analyze the expectations and work preferences of Generation Z, including career growth, work-life
balance, flexibility, and feedback mechanisms.

4. To evaluate the effectiveness of existing HR practices related to performance management, employee
engagement, and retention of Generation Z.

5. To assess the role of flexible work models, continuous learning, and digital HR practices in improving
employee satisfaction and productivity.

6. To explore the impact of Generation Z on organizational culture and workplace transformation.

7. To recommend adaptive and innovative HR strategies for building a future-ready, inclusive, and high-
performing workforce.

Nature of the Study

The study is empirical in nature, relying on primary data collected directly from employers who have substantial
managerial and HR leadership experience. Secondary data has been used to support the conceptual framework
and contextualize findings.

Population and Sample
The target population for the study comprises employers and senior HR professionals involved in managing
multi-generational workforces.

« Sample Size: 50 employers

» Experience Range: 8 to 20 years of professional experience

* Roles: Senior management, HR heads, talent managers, and functional leaders

» Industry Representation: Diverse sectors including services, recruitment, Edutech, Financial, etc.

Sampling Technique
A convenience sampling technique has been employed, as the study requires informed perspectives from
respondents with direct experience in managing Generation Z employees.

Data Collection Methods

Primary data was collected using a structured interview schedule and questionnaire, consisting of:
» Closed-ended questions to assess perceived challenges in managing Generation Z employees

 Likert-scale statements measuring effectiveness of HR adaptation strategies
» Open-ended questions to capture qualitative insights, best practices, and future HR directions

Data collection was conducted through personal interviews and interactions, depending on respondent
availability.

Secondary data was collected from:
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» Peer-reviewed journals

+ UGC-CARE listed publications

» Books on human resource management and generational studies

 Industry reports, white papers, and organizational publications

Secondary sources were primarily used to develop the theoretical foundation and support analysis.
Research Variables

* Independent Variables:
— Generation Z workforce characteristics

— Technological expectations
— Work-life balance preferences
— Career development expectations

» Dependent Variables:
— HR adaptation strategies

— Employee engagement practices
— Retention and performance management approaches
Tools and Techniques of Analysis

Data analysis was carried out using both quantitative and qualitative techniques:
» Descriptive statistics such as percentage analysis and mean scores

» Thematic analysis for open-ended responses
» Comparative interpretation of employer perspectives based on experience levels

The results have been presented using tables, charts, and narrative interpretation to enhance clarity and
academic rigor.

Period of the Study
The study was conducted for a month, during which data collection, validation, and analysis were completed.

LIMITATIONS OF THE STUDY
» The sample size is limited to 50 employers, which may restrict generalizability

» Findings are based on self-reported data and managerial perceptions
 Industry-specific variations may influence responses
DATA FINDINGS & ANALYSIS

Profile of Respondents

Years of Experience Industry of Organization
(Sector)

E Financial
EO-9 Senvices
Eo-14 B Recruitment
Bi5-20

B FMCG
® Above 20

B EduTech
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The study is based on responses collected from 50 HR professionals across different industries. The
respondents represent varying levels of experience, ranging from early-career HR professionals to senior
practitioners, ensuring diversity in perspective. The industries covered include multiple sectors, indicating that
the findings are not restricted to a single domain but reflect broader organizational practices.

Presence of Generation Z Workforce

Percentage of GenZ Employees in
Workforce
W 20-40%
50% 40-60%
B Ahove 60%

The data indicates that Generation Z employees constitute a significant portion of the workforce in most
organizations. A majority of respondents reported a moderate to high percentage of Gen Z employees,
suggesting that organizations are increasingly integrating younger talent into their workforce structure.

Interpretation: This trend reflects the ongoing generational shift in the labor market. Organizations are
transitioning from traditional workforce compositions to more youth-driven environments, which necessitates
adaptive HR strategies.

Key Strengths of Generation Z Employees

Key strengths of Gen Z employees

B Tech-savwy

B Creative &
innovative
CQuick learmers

W 5trong social
EWare ness

The responses highlight that HR professionals perceive Gen Z employees as:
e Technologically adept

e Quick learners

e Innovative and creative

e Adaptable to change

A considerable proportion of respondents rated these attributes positively.

Interpretation: The findings reinforce the widely accepted view that Gen Z is a digitally native generation,

bringing agility and innovation into organizations. Their ability to quickly adapt to new tools and environments
iS seen as a strategic advantage.
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Major Challenges in Managing Generation Z

Major challenges in managing Gen Z
employees

B High attrition
B | ow attention span

Demand for flexibility

B Communication gaps

Despite their strengths, HR professionals identified several challenges, including:
+ Short attention span

» Higher expectations from employers
« Difficulty in long-term commitment
» Need for constant engagement

The responses show a balanced but slightly higher inclination towards challenges, indicating that managing
Gen Z requires deliberate effort.

Interpretation: These challenges suggest a shift from traditional management approaches to more dynamic,
employee-centric models.

Expectations of Generation Z Employees

Expectations of Gen Z
employees

B Flexible working
hours
B 'Waork-life balance

Career growth
opportunities
M Competitive salary

The study reveals that Gen Z employees primarily expect:
 Career growth opportunities

» Work-life balance

« Meaningful and engaging work

+ Continuous feedback

A large number of respondents emphasized growth and flexibility as key expectations.

Interpretation: Unlike previous generations, Gen Z prioritizes purpose and personal development alongside
financial rewards.
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Preferred Work Mode

Preferred work mode of GenZ

employees
5%
B Remote
m Hybrid
W On-site

The data indicates a strong preference for:
» Hybrid and flexible work models, followed by
» Fully remote or in-office setups

Interpretation:  The preference for hybrid work suggests that Gen Z values both autonomy and
collaboration. Organizations that fail to provide flexibility may face challenges in attracting and retaining
young talent.

Reasons for Attrition among Gen Z

Reasons for attrition among
Gen Z

M Better salary
elsewhere

B L ack of career
growth

W Poor wark-life
halance

W Managerial issues

The primary reasons identified include:
 Lack of growth opportunities

 Inadequate compensation
» Poor work culture
« Limited engagement

The responses show that career stagnation and dissatisfaction with organizational culture are major drivers
of attrition.

Interpretation: Retention of Gen Z employees is closely linked to career progression and workplace
experience, rather than just monetary incentives. This underscores the need for strategic HR interventions.

Feedback and Performance Management
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Frequency of feedback/
Performance reviews

0%

W wWeekly
m Monthhy
Cuarterhy

B Annually

Most respondents indicated that frequent feedback mechanisms (monthly or continuous) are preferred over

traditional annual reviews.

Interpretation:

Gen Z employees thrive in environments with real-time feedback and recognition. This

necessitates a shift from conventional performance appraisal systems to continuous performance

management models.

Need for Different Management Approaches

Need for Different Management
Approaches

HYes

BNo

A significant majority of respondents agreed that: Gen Z employees require different management
approaches compared to other generations.

Interpretation: This clearly establishes that one-size-fits-all HR practices are no longer effective.
Organizations must adopt customized strategies tailored to generational needs.

Impact on Organizational Culture

Impact on Organizational
Culture due to Gen Z

10%

HYes

BENo

Most HR professionals reported that the inclusion of Gen Z has:

Made workplaces more dynamic
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 Increased focus on digitalization
» Encouraged open communication
However, some also noted challenges in maintaining discipline and consistency.

Interpretation: Gen Z is acting as a catalyst for cultural transformation, pushing organizations towards
more inclusive, flexible, and technology-driven environments.

Retention Strategies Adopted by Organizations

Retention strategies used by
organization

B Flexible work policies

B Employee engagement
activities

Performance incentives

B Career progression plans

The responses indicate that organizations are using a mix of strategies such as:
» Learning and development programs

» Flexible work policies
» Employee engagement initiatives
» Career progression opportunities

Interpretation: While organizations are making efforts to retain Gen Z employees, the strategies are still
evolving and not fully optimized. There is a need for more structured and innovative retention frameworks.

DISCUSSION

The analysis of the data collected from HR professionals reveals that Generation Z constitutes a significant and
rapidly growing segment of the workforce, indicating a clear demographic shift within organizations. This
emerging workforce is characterized by strong technological proficiency, adaptability, and an innovative
mindset, which contribute positively to organizational efficiency and digital transformation. At the same time,
the study highlights that Generation Z employees possess distinct expectations from the workplace, placing
greater emphasis on career growth, continuous learning, meaningful work, and work-life balance. These
preferences reflect a movement towards value-driven employment, distinguishing them from previous
generations.

However, managing Generation Z presents several challenges for HR professionals. The findings suggest that
this cohort tends to exhibit shorter attention spans, higher expectations from employers, and relatively lower
organizational loyalty, thereby requiring continuous engagement and motivation. The data further indicates a
strong preference for flexible and hybrid work arrangements, underscoring the importance of autonomy
alongside collaboration. Additionally, Generation Z employees are highly sensitive to workplace experiences,
particularly organizational culture, recognition, and growth opportunities. A lack of these elements often leads
to dissatisfaction and increased attrition.

The study also reveals that traditional performance appraisal systems are becoming less effective, as Generation
Z employees prefer frequent and real-time feedback over annual evaluations. Attrition among this group is
primarily driven by limited career advancement opportunities, inadequate compensation, lack of engagement,
and unsatisfactory work culture. Furthermore, the presence of Generation Z is contributing to a transformation
in organizational culture by promoting digitalization, open communication, and inclusivity, while
simultaneously posing challenges in maintaining consistency and discipline. Overall, the findings clearly
indicate that conventional, uniform HR practices are insufficient, and there is a growing need for more adaptive
and customized management approaches.
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CONCLUSION & RECOMMENDATIONS

In light of the study findings, it is evident that organizations must move beyond traditional HR practices and
adopt a more agile, employee-centric approach to effectively manage Generation Z employees. The following
recommendations are proposed:

1. Adopt Flexible and Hybrid Work Models

Organizations should institutionalize flexible work arrangements, including hybrid and remote options, to align
with Generation Z’s preference for autonomy and work-life balance. Flexibility should be integrated into
organizational policies rather than treated as an exception.

2. Strengthen Continuous Learning and Career Development

Structured learning and development (L&D) initiatives must be prioritized through regular upskilling,
mentorship programs, and clearly defined career progression paths. Providing visible growth opportunities will
enhance engagement and reduce attrition.

3. Implement Continuous Performance Management Systems

Traditional annual appraisal systems should be replaced with real-time, continuous feedback mechanisms.
Frequent check-ins, goal tracking, and recognition systems will better align with Generation Z’s need for instant
feedback and performance clarity.

4. Enhance Employee Engagement through Meaningful Work

Organizations should design roles that provide purpose, variety, and opportunities for innovation. Encouraging
participation, idea-sharing, and cross-functional collaboration will help maintain higher levels of motivation and
involvement.

5. Leverage Technology in HR Practices

Digital transformation of HR processes—including recruitment, onboarding, training, and performance
management—should be accelerated. The use of Al-driven tools, learning platforms, and HR analytics can
improve efficiency and align with Gen Z’s digital orientation.

6. Build an Inclusive and Transparent Organizational Culture

A culture that promotes openness, inclusivity, and transparent communication is critical. Organizations should
encourage two-way communication, reduce hierarchical barriers, and create psychologically safe environments
for employees.

7. Focus on Holistic Employee Well-being
Beyond compensation, organizations should offer wellness programs, mental health support, and flexible
benefits. A holistic approach to employee well-being will improve satisfaction and long-term commitment.

8. Develop Adaptive Leadership and Managerial Capabilities

Managers should be trained to understand generational differences and adopt coaching-oriented leadership
styles. Empathy, communication, and adaptability should be key competencies for managing a diverse
workforce.

9. Design Customized Retention Strategies

Retention strategies should go beyond monetary incentives and include career planning, recognition programs,
and personalized employee experiences. Tailored approaches will help address individual expectations within
Generation Z.
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ABSTRACT

This paper examines whether public expenditure on education in Asia is associated with stronger economic
growth and how that relationship changes when national development level and cross-country heterogeneity
are taken into account. The study combines a broad conceptual review with a comparative empirical exercise
based on recent official data from the World Bank, UNESCO Institute for Statistics, OECD, and IMF
publications. The discussion is anchored in human capital theory, endogenous growth theory, and the literature
on public expenditure efficiency. The empirical appendix uses a latest-available cross-country dataset for
selected Asian economies because education-spending series are not uniformly reported for exactly the same
terminal year across countries. Two OLS models are estimated. The bivariate model shows that education
expenditure alone does not explain short-run GDP growth differences across Asian economies. However, once
a development-structure control is introduced through an advanced-economy dummy, model fit improves
substantially and the advanced-economy effect becomes negative and statistically meaningful, while the direct
slope on education spending remains close to zero. This result does not imply that education is unimportant.
Rather, it suggests that the economic return to education spending is typically long-horizon, mediated by
quality, institutional capacity, labor-market absorption, demography, and technological upgrading. The
comparative analysis therefore argues that policymakers should look beyond the size of budget allocations and
focus on the composition, efficiency, and learning outcomes generated by those allocations. The paper
concludes that Asia’s growth story is deeply connected to education, but the most reliable pathway is not simply
spending more; it is spending better, aligning education systems to structural transformation, and maintaining
continuity of investment across economic cycles.

Keywords: education expenditure, human capital, Asia, GDP growth, public policy, comparative analysis,
regression analysis

1. INTRODUCTION

Education is one of the most persistent and policy-relevant determinants of long-run economic development.
Economies do not grow simply because they accumulate machines or mobilize financial capital; they grow
because workers become more productive, institutions become more capable, and firms become better able to
adopt and create technology. In each of these processes, education operates as a foundational force. It
strengthens literacy and numeracy, improves managerial and technical capability, supports scientific research,
widens labor-market adaptability, and increases the productivity of both public and private investment. For this
reason, government expenditure on education is not merely a social-sector commitment; it is also an economic
strategy.

The Asian region offers an especially revealing setting for this question. Asia includes advanced economies
such as Japan, Singapore, South Korea, and Hong Kong SAR; upper-middle-income economies such as China
and Malaysia; and rapidly developing economies such as India, Indonesia, Uzbekistan, and Viet Nam. The
region therefore combines striking diversity in income levels, demographic profiles, labor-market structures,
industrial specialization, institutional capacity, and fiscal priorities. Yet one common element across most
successful Asian growth narratives is that education has been treated as a strategic lever of transformation. In
some cases, education spending has supported export-led industrialization, technological upgrading, and high-
skill services expansion. In other cases, however, spending has remained constrained, uneven, or less effective
than policymakers intended.

A central challenge in this debate is that the observed relationship between public education expenditure and
economic growth is not mechanically linear. In the short run, a country may spend more on education yet grow
slowly because it is already a mature economy with modest demographic momentum. Conversely, a developing
country may record rapid GDP growth even while spending relatively less on education, especially if it is
benefiting from catch-up growth, commodity cycles, or post-crisis normalization. This creates an important
analytical distinction between immediate growth correlations and deeper developmental effects. Education often
works with a lag, and its economic payoff depends on quality, governance, inclusion, curriculum relevance,
teacher effectiveness, digital access, and the economy’s capacity to use newly created skills productively.
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This paper addresses these complexities by combining conceptual discussion, literature review, comparative
evidence, and an empirical appendix. It first reviews the theoretical and empirical literature linking education
and growth. It then presents a research methodology centered on secondary data and comparative interpretation.
A country-wise analytical table and graphical exhibits are added to illuminate cross-country patterns. Finally,
two regression models are estimated using the compiled latest-available observations for selected Asian
economies. The purpose is not to claim a final causal estimate from a small sample, but to provide a disciplined
guantitative illustration that complements the theoretical argument.

The central proposition of the paper is that education expenditure matters for growth, but its effect is
conditional. Economies that combine sustained educational investment with strong institutions, high completion
rates, effective pedagogy, skills alignment, and innovation-oriented industrial structures are more likely to
convert education budgets into durable growth. Economies that expand budgets without corresponding
improvements in quality, equity, and labor-market connectivity may observe weaker returns. By emphasizing
this distinction, the paper contributes to a more nuanced interpretation of education spending in Asia and
situates that regional discussion against global benchmarks.

2. REVIEW OF LITERATURE

The literature on education and growth is extensive, but it can be grouped into three broad strands. The first
strand focuses on human capital accumulation. The second examines the productivity and growth effects of
cognitive skills and learning quality. The third evaluates the fiscal and institutional conditions under which
public education spending becomes economically effective.

In the human-capital tradition, schooling is seen as an investment that raises individual productivity and, by
extension, aggregate output. Bils and Klenow (2000) guestioned whether schooling causes growth or whether
growth encourages schooling, thereby highlighting the possibility of reverse causality. Their intervention
remains important because it cautions against simplistic interpretations of expenditure-growth correlations.
Even when education and growth move together, the direction of influence requires careful treatment.

A more direct quality-centered perspective is offered by Hanushek and Woessmann (2012), who argued that
better schools contribute to growth primarily through the cognitive skills they develop. Their work shifted
attention from mere enrollment or years of schooling toward learning outcomes, showing that what students
actually know is often more relevant than how long they stay in school. This insight is highly relevant to Asian
policy because the region includes countries that spend comparable shares of GDP on education but obtain very
different learning and labor-market outcomes.

Meta-analytic work has also reinforced the broader importance of education. Benos and Zotou (2014)
synthesized a large body of empirical research and concluded that education has a positive effect on economic
growth, although the size of the effect varies depending on methodology, level of education, and country
context. Their findings are useful because they confirm the positive long-run tendency while simultaneously
acknowledging that effect sizes are heterogeneous rather than universal.

The public finance perspective adds another layer. Baldacci, Clements, Gupta, and Cui (2008) found that social
spending, including education, can support human development outcomes and growth when expenditure is
maintained and well targeted. Cooray (2009) similarly emphasized that government expenditure contributes
more effectively to development when it is supported by institutional quality. These arguments are especially
relevant for developing Asian economies, where implementation capacity, expenditure composition, and
accountability systems differ substantially.

For Asia, the empirical discussion is often framed around high-performing East Asian economies. South Korea
and Singapore are frequently cited as examples of countries where sustained public commitment to education
was integrated with industrial policy, technology adoption, and export competitiveness. Education in these
contexts was not treated as an isolated welfare activity; it was embedded in a broader developmental state
strategy. China’s experience likewise demonstrates how large-scale educational expansion can support
structural transformation, although the quality, regional distribution, and higher-education transition remain
uneven. India offers a different picture: despite major progress in enrollment and the expansion of tertiary
capacity, the country continues to face challenges in learning outcomes, employability, regional disparity, and
public-school quality.

The OECD’s recent Education at a Glance volumes, together with UNESCO’s global education reporting,
further support a quality-efficiency interpretation. They show that financing matters, but expenditure structure
also matters: early childhood education, teacher quality, school infrastructure, and tertiary research ecosystems
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all influence how budgets translate into capability. The implication for this paper is straightforward. The
literature supports a positive long-run role for education, but it also warns against reducing the issue to a single
ratio such as education expenditure as a percentage of GDP. What matters is the ability of spending to produce
effective human capital.

3. RESEARCH METHODOLOGY

This study uses a secondary-data, comparative, and explanatory design. The analytical strategy proceeds in
three stages. First, the paper develops a conceptual framework from the education-growth literature. Second, it
compares selected Asian economies using recent official indicators on public education expenditure and GDP
growth. Third, it estimates simple cross-sectional OLS regressions using the latest available values for selected
Asian economies.

The empirical appendix relies on official statistical sources that were current at the time of document
preparation. Public education expenditure data were drawn from the World Bank indicator for government
expenditure on education as a percentage of GDP, which in turn references UNESCO Institute for Statistics
reporting. GDP growth values were drawn from the World Bank’s real GDP growth indicator, which is based
on national accounts data and World Bank staff estimates. OECD and IMF materials were used to frame the
global context and interpret recent macroeconomic conditions. Because the most recent education-spending year
differs by country, the resulting dataset is a latest-available harmonized cross-section rather than a perfectly
balanced same-year panel. That constraint is explicitly acknowledged and later discussed in the limitations
section.

The dependent variable in the regression exercise is real GDP growth. The main explanatory variable is public
education expenditure as a percentage of GDP. A second specification adds an advanced-economy dummy. The
reason for including this control is methodological rather than ideological: advanced Asian economies are
typically characterized by lower trend growth because they are closer to the productivity frontier, have older
populations, and face more limited catch-up potential. Failing to account for this structural difference may
obscure the role of education spending when comparing mature and catch-up economies within the same
regional sample.

The first model is specified as GDP growth = alpha + betal(Education expenditure) + error. The second model
extends this to GDP growth = alpha + betal(Education expenditure) + beta2(Advanced economy dummy) +
error. The models are estimated using ordinary least squares. Given the modest sample size, the regression
section is intended as an empirical illustration and not as a definitive causal claim. The strength of the paper
therefore lies in triangulation: regression results are interpreted alongside theory, descriptive statistics, and
country comparisons.

For publication-style presentation, the paper includes a descriptive table, a benchmark note on world averages,
graphical exhibits, and formatted regression tables that mirror what readers expect in a quantitative manuscript.
The writing intentionally moves from theory to evidence, then from evidence to interpretation, so that the
econometric output is situated inside a broader policy-relevant narrative rather than presented as a stand-alone
technical exercise.

4. DATA ANALYSIS AND INTERPRETATION

Table 1 presents the latest available public education expenditure values for the selected economies alongside
the most recent GDP growth values used in the comparative discussion. Although the education and growth
observations are not all from the identical terminal year, this design remains analytically useful because it
captures the most recent officially reported fiscal effort in education and aligns it with the current growth
environment in which these economies are operating. The world benchmarks are included to improve
interpretability.

Table 1. Latest available education expenditure and GDP growth in selected Asian economies

Country Education expenditure | Education | GDP growth | Growth | Advanced

(% of GDP) year (%) year economy
India 4.1 2022 6.5 2024 No
China 4.9 2023 5.0 2024 No
Japan 3.3 2021 0.1 2024 Yes
South Korea 5.8 2022 2.0 2024 Yes
Indonesia 1.3 2023 5.0 2024 No
Singapore 2.2 2024 4.4 2024 Yes
Malaysia 3.5 2023 5.1 2024 No
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Uzbekistan 5.5 2023 6.5 2024 No
Hong Kong SAR 3.8 2024 3.6 2024 Yes

The table shows wide heterogeneity. In the compiled sample, South Korea records the highest latest-available
education expenditure ratio at 5.8% of GDP, followed by Uzbekistan at 5.5% and China at 4.9%. India stands at
4.1%, above the current world benchmark of 3.5% of GDP, while Malaysia is broadly aligned with the world
figure at 3.5%. Japan reports 3.3%, Hong Kong SAR 3.8%, Viet Nam 2.9%, Singapore 2.2%, and Indonesia
1.3%. On the growth side, India and Uzbekistan are at 6.5%, China at 5.0%, Indonesia at 5.0%, Malaysia at
5.1%, Singapore at 4.4%, Hong Kong SAR at 3.6%, South Korea at 2.0%, and Japan at 0.1%. The current world
GDP growth benchmark used for discussion is 2.9%. These figures already suggest why a simple one-variable
relationship may be weak. Several advanced economies spend meaningfully on education but grow more slowly
because their structural growth rate is lower, while some middle-income economies grow faster despite lower
spending shares because they are benefiting from catch-up dynamics and more favorable demography.

Figure 1. Education spending and GDP growth across selected Asian economies
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Figure 1. Cross-country association between public education expenditure and GDP growth

Figure 1 confirms the descriptive complexity. The cloud of points does not form a strong upward-sloping
pattern. Countries such as South Korea and Japan allocate sizeable shares of GDP to education but display
relatively modest growth, while Indonesia and Singapore achieve solid recent growth with lower reported
expenditure ratios. India, China, and Uzbekistan occupy the more favorable upper-middle segment of the graph,
reflecting a combination of moderate-to-high education effort and robust growth. The figure therefore supports
the interpretation that education is a necessary developmental input but not a sufficient explanation for near-
term growth differences.

Figure 2. Latest available public education expenditure versus world benchmark
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Figure 2. Latest available public education expenditure relative to the world benchmark
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Figure 2 makes the fiscal comparison easier to read. Several Asian economies are above the world benchmark,
but the distribution is uneven. This matters for policy. A region can contain very successful education-led
growth stories and still exhibit substantial divergence in fiscal effort. Asia is not a single education-spending
model; it is a set of different development pathways in which expenditure size, quality, and sequencing vary
considerably.

Table 2. Descriptive statistics for the analytical sample

Statistic | Education expenditure | GDP growth
Count 9.0 9.0
Mean 3.82 4.24

Std 1.47 2.08
Min 1.3 0.1
25% 3.3 3.6
50% 3.8 5.0
75% 4.9 5.1
Max 5.8 6.5

The descriptive statistics reinforce the spread visible in the charts. Mean education expenditure in the sample is
moderate, but the range is substantial. The minimum value of 1.3% of GDP and the maximum value of 5.8%
indicate that education spending still differs sharply across Asian economies even in a region often praised for
valuing human capital. GDP growth is equally dispersed, which suggests that explanatory models need to
account for more than one structural factor.

5. ECONOMETRIC RESULTS

To complement the comparative discussion, two OLS models were estimated. Model 1 regresses GDP growth
only on public education expenditure as a share of GDP. Model 2 adds an advanced-economy dummy. The
second specification is meant to capture the reality that high-income Asian economies typically grow more
slowly than catch-up economies for structural reasons unrelated to the value of education policy itself.

Table 3. OLS regression output (Python-style presentation)

Model | Variable | Coef. Etrol t P R? Algzj F-stat | AIC | N
Molde' const 4127 | 2.174 | 1.898 | 0.099 | 0.000 | -0.142 | 0.003 | 41.683 | 9
Education
expenditure | 0.031 | 0.535 | 0.057 | 0.956 | 0.000 | -0.142 | 0.003 | 41.683 | 9
(% of GDP)
Mozde' const 5632 | 1.540 | 3.658 | 0.011 | 0.613 | 0.485 | 4.760 | 35.133 | 9
Education
expenditure | -0.003 | 0.359 | -0.009 | 0.993 | 0.613 | 0.485 | 4.760 | 35.133 | 9
(% of GDP)
Advanced
economy | -3.095 | 1.004 |-3.084 | 0.022 | 0.613 | 0.485 | 4.760 | 35.133 | 9
dummy

The first model yields an education-expenditure coefficient that is positive but essentially zero in explanatory
power, with an R-squared close to zero and a very high p-value. This means that, in the latest-observation cross-
section, education spending by itself does not explain contemporaneous growth variation. That result is not
surprising. Short-run growth is strongly influenced by cyclical conditions, external demand, macroeconomic
policy, commodity prices, demography, and the level of development.

The second model changes the picture. Once the advanced-economy dummy is added, R-squared rises to
roughly 0.61, and the coefficient on the advanced-economy indicator is negative and statistically significant in
this small sample. This implies that the slower trend growth of mature Asian economies accounts for an
important part of the raw cross-country variation. In contrast, the education-spending coefficient remains near
zero. The correct interpretation is not that education is economically irrelevant, but that recent GDP growth
cannot be read as an immediate pay-off to fiscal education effort. Education works through cumulative
channels: skill formation, innovation capability, labor quality, managerial depth, and productivity enhancement
over time.
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6. COMPARATIVE ANALYSIS WITH GLOBAL CONTEXT

The global benchmark sharpens the Asian comparison. The world value for public education expenditure in the
material used here is 3.5% of GDP, while world GDP growth is 2.9%. Relative to this baseline, several Asian
economies are spending more than the world average on education, and several are also growing faster than the
world average. China, India, and Uzbekistan combine above-average or near-above-average education effort
with strong growth performance. South Korea also exceeds the world education benchmark, though its growth
is lower because it is a mature advanced economy. In contrast, Indonesia and Singapore are below the world
education benchmark in the latest spending data but still exceed world growth, suggesting that current growth
can be driven by a broader mix of macroeconomic and structural conditions.

This comparative pattern supports a layered policy reading. In emerging Asia, education spending is often part
of a catch-up growth package that includes infrastructure expansion, industrial upgrading, urbanization, and
trade integration. In advanced Asia, the role of education is more closely connected with frontier innovation,
research capability, productivity resilience, and adaptation to ageing populations. The same ratio of expenditure
to GDP therefore does not imply the same developmental function across countries.

A second comparative point concerns timing. Education spending influences the economy over the life cycle of
learners and through institutional accumulation. A country that increases education investment today may not
see the full macroeconomic benefit for several years. By contrast, GDP growth can accelerate or slow sharply
because of external shocks within a single year. This asymmetry explains why policy analysis should combine
long-run theory with short-run macroeconomic realism.

A third point concerns spending efficiency. The literature and the comparative evidence both indicate that the
budget share devoted to education is only one element of the growth story. Countries that direct resources
toward foundational learning, teacher quality, digital inclusion, STEM capacity, vocational pathways, and
university-industry linkages are more likely to realize durable returns. Countries that allocate resources
inefficiently, tolerate weak accountability, or fail to connect education systems with labor-market demand may
achieve much weaker outcomes even when fiscal effort appears respectable.

7. FINDINGS AND CONCLUSION

Five main findings emerge from the analysis. First, Asian economies show substantial variation in public
education expenditure, ranging in the present comparative sample from very low levels to levels well above the
current world benchmark. Second, recent GDP growth is also highly heterogeneous, and the countries with the
strongest current growth are not always those with the highest reported education expenditure ratio. Third, the
simple regression confirms that education spending alone does not explain short-run growth differences across
countries. Fourth, once structural development level is taken into account, model fit improves, indicating that
cross-country comparisons must control for the slower trend growth typical of advanced economies. Fifth, the
broader literature still supports an economically meaningful role for education, but that role is best understood
as long-run and conditional rather than immediate and mechanical.

Taken together, the evidence suggests that public expenditure on education should be interpreted as a strategic
enabling investment. It contributes to economic growth by building capabilities that support productivity,
innovation, entrepreneurship, technological adoption, and institutional effectiveness. However, the observed
growth return depends on whether the economy can absorb skills into productive employment and whether the
education system produces meaningful learning. This is why countries such as South Korea and Singapore are
better understood not simply as high spenders, but as systems that historically connected education with
industrial strategy, governance quality, and high-value economic transformation.

For policymakers in developing Asia, the key implication is to move from a narrow spending target mentality
toward a quality-and-efficiency framework. Raising education budgets may be necessary, especially where
underinvestment is clear, but it is not sufficient. Policy attention must also focus on foundational learning,
teacher development, digital infrastructure, vocational alignment, tertiary research capability, and school-to-
work transitions. For policymakers in advanced Asia, the challenge is different: education systems must support
frontier productivity, lifelong reskilling, and innovation-led growth in ageing societies.

In conclusion, the impact of education expenditure on the growth of the economy is real, but it is mediated,
delayed, and conditioned by institutions and structure. Asia’s most successful growth experiences do not show
that spending alone creates prosperity. They show that sustained, well-governed, and strategically aligned
investment in education can become one of the strongest long-run foundations of prosperity.
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ABSTRACT: THE END OF THE PLASTIC WALLET?

We’ve spent the last fifty years sliding plastic cards into ATMs, but that era is officially hitting "eject.” As our
lives move entirely onto our phones, the banking world is undergoing a massive shift toward QR code-based
withdrawals. This paper takes a deep dive into the data to see if this "cardless" revolution is actually safer,
faster, and ready for the mainstream.

By looking at the latest banking reports and security trends from 2024 to 2026, we found some pretty clear
signals. First, QR codes are effectively killing off ATM skimming—the #1 way people get their card info stolen.
Second, these transactions are nearly 30% faster because your phone does all the "heavy lifting" before you
even reach the machine.

While countries like India and Brazil are already "leapfrogging" the rest of the world by ditching cards
entirely, the data shows that the rest of us aren't far behind. Whether it’s because we’re more germ-CoNnscious
after the pandemic or just tired of losing our wallets, the "scan-to-withdraw" model is no longer a futuristic
experiment—it’s the new global standard for getting your cash.

Keywords: Cardless Cash, QR Authentication, FinTech Innovation, Anti-Skimming, Digital Leapfrogging

INTRODUCTION: WHY YOUR PHONE IS THE NEW ATM KEY

For almost fifty years, that little piece of plastic in your wallet has been the undisputed "key" to your bank
account. But let’s be honest—it’s starting to show its age. As we move deeper into the 2020s, carrying a
physical card is becoming more of a risk than a convenience. We’re currently in a strange middle ground where
we still need physical cash, but the "old school" way of getting it is under constant attack from high-tech
thieves.

This paper looks at how we’re finally moving away from the plastic card and toward QR code withdrawals.
It’s a shift that isn’t just about being "cool" or high-tech; it’s a necessary fix for a system that’s been broken for
a while.

The Problem: The "Plastic Key" is Leaking

The biggest reason for this change is simple: ATM skimming. Thieves have become incredibly good at
attaching tiny, invisible "skimmers" and hidden cameras to ATMs to steal your card info and PIN. Even with
the move to those silver "EMV" chips, criminals are finding ways around them (like "shimming"), costing
banks and everyday people billions of dollars every year.

Beyond the crime aspect, physical cards are just a hassle:

The "Where is my card?" Panic: We lose them, they get stolen, or the magnetic stripe just stops working
right when we’re in a rush.

Mechanical Failure: Card slots are usually the first thing to break on an ATM, leading to those frustrating "Out
of Service" signs.

The Germ Factor: Since the pandemic, we’ve all become a bit more aware of just how many hands have
touched that ATM keypad. Most of us would rather avoid touching it if we could.

The Solution: The QR Code "Digital Handshake"

QR code technology flips the script. Instead of the ATM reading your card, your phone "reads" the ATM. It
moves the brain of the transaction into your pocket, using your banking app to prove who you are.

This "Cardless Cash" model fixes the old problems in three big ways:

No Slot, No Skimming: If you don't have to put a card into a machine, there’s nothing for a thief to "skim."
You’ve effectively closed the door on the most common type of ATM theft.

A One-Time-Only Password: Unlike your card number (which stays the same), a QR code is a "one-time-use"
token. Even if someone took a photo of it, the code expires in seconds. It’s a dynamic shield that a static card
just can’t offer.
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Built-in Security: To scan that code, you’ve usually already unlocked your phone with your face or fingerprint.
That’s "Two-Factor Authentication™ without you even having to think about it.

By leaning into the smartphones we already carry, banks are doing more than just fixing an old machine; they’re
building a world where you can leave your wallet at home without losing access to your money. This paper
dives into the data to show why the world is finally ready to retire the plastic card for good.

Literature Review: The Scholarly Perspective on QR Banking
To get why cardless cash is a big deal, we have to look at how researchers are framing this shift. In the
academic world, the conversation has moved from "Is this convenient?" to "This is a must-have for security."

1. The ""Why We Use It"" Factor

Researchers like Ali & Zaidi (2024) and Hung et al. (2024)" use fancy models (like TAM and UTAUT2) to
explain why we’re ditching cards. It boils down to one simple thing: speed. * The Velocity Jump: The data
shows that QR withdrawals are up to 3x faster than the old "insert card, wait, type PIN, wait" routine.

Smartphone Ubiquity: In places like India and Southeast Asia, experts like Nandru (2023) point out that
because almost everyone has a smartphone now, moving to cardless banking isn't just an option—it’s the logical
next step.

2. The Pandemic as a ""Tipping Point"*

A common thread in the work of Upadhyay (2022) and Eren (2024)* is that COVID-19 changed our
relationship with ATMs forever. What used to be a niche tech mostly seen in China became a global survival
tool. We stopped wanting to touch shared surfaces, and that "germ-free" psychology has stuck with us long after
the lockdowns ended. The QR code went from a “cool feature” to a "hygiene standard.”

3. The Security Trade-off: Goodbye Skimming.
The research presents a bit of a "good news, bad news" scenario regarding safety:

The Good: Subpratatsavee (2025)° highlights that QR codes effectively "kill" card skimming. If there’s no
magnetic stripe to swipe, there’s nothing for thieves to copy.

4. "Leapfrogging' and Banking for Everyone

Reports from the World Bank (2025)* and PwC India (2025)° show that cardless tech is a massive win for
financial inclusion. In many parts of the world, getting a physical piece of plastic to a remote village is a
logistical nightmare. Instead, these regions are "'leapfrogging''—skipping the 1990s era of plastic cards entirely
and jumping straight into mobile-first banking. It’s a way for millions of people to join the modern economy
with nothing but a basic data connection.

Statement of the Problem :

Security: Can a digital "handshake" finally kill off the billion-dollar nightmare of ATM skimming and card-
trapping?

Efficiency: Is fumbling with plastic cards just a waste of time compared to a 15-second "scan-and-go"
withdrawal?

The Global Gap: Why are emerging markets like India and Brazil leaving the Western world behind in the race
to ditch cards?

Trust: Can we convince everyone—from Gen Z to grandparents—that scanning a screen is actually safer than
swiping a card?

Research Objectives
The main goal of this study is to see if QR code withdrawals are actually ready to replace the classic plastic card
at the ATM. We aren't just looking at the tech; we’re looking at how it changes the way we handle money.

Specifically, we are digging into four key areas:
1. Is it actually safer than plastic?

The Goal: We want to see if QR technology really kills off "old-school” crimes like skimming and card-
trapping. By looking at recent crime data, we’ll see if these digital "handshakes" are as unhackable as they claim
to be.
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2. Does it actually save us time?

The Goal: Nobody likes standing in line at an ATM. We’re measuring the "Efficiency Dividend"—basically,
how much faster a phone-based withdrawal is compared to fumbling with a card and PIN. This isn't just a win
for the customer; it also means less wear and tear on the ATM hardware for the bank.

3. Why are some countries "'leapfrogging’* others?

The Goal: We want to figure out why places like India (with UPI) and Brazil (with PIX) are moving so much
faster than the rest of the world. We’re looking at how these systems work together to make “cardless"” the new
normal in emerging markets while some developed countries are still catching up.

4. Do people actually trust it?

The Goal: Tech is only good if people use it. We’re looking into the "psychology of the scan"—identifying
why some people (like Gen Z) love it, while others (like the "Silver Tech" generation) might be nervous about
things like "Quishing" (QR phishing) or being too dependent on their smartphones.

RESEARCH METHODOLOGY
Since this is a secondary data analysis, we didn’t go out and interview thousands of ATM users ourselves.
Instead, we acted as "data detectives,” gathering evidence from the front lines of the global banking industry.

The Global Hunt: We scouted for high-quality data from three main "gold mines": Academic Journals (for
the psychology of why we switch), Banking Reports from giants like PwC and Deloitte (for the big-money
trends), and Fraud Indices (to see if crime is actually dropping).

The "Freshness' Test: Tech moves fast. We focused almost exclusively on data from 2024 to 2026 to make
sure our insights weren't already "ancient history."

Connecting the Dots: We didn't just list facts. We compared "Old World" banking (like the US and Europe)
against "Mabile-First" leaders (like India and Brazil) to see who is actually winning the race to a cardless world.

Fact-Checking: We only included a trend if at least two or three independent sources agreed on it. If everyone
says QR is faster, we know it’s a fact, not just a fluke.

Analysis: Key Pillars of QR Cardless Innovation

Based on the data we’ve gathered, the move to QR-based withdrawals isn’t just a "feature update"—it’s a
fundamental shift in how the banking ecosystem breathes. Here are the core pillars driving this change:

1. Making ATM Fraud a Thing of the Past
The most exciting finding is that QR codes effectively kill off the "old school" criminal playbook.

Goodbye, Skimming: Since you never actually put a card into the machine, there is literally nothing for a thief
to "skim." We’ve eliminated the physical bait.

Codes That Disappear: Unlike your card number (which is static and permanent), a QR code is dynamic. It
lives for about 2 to 5 minutes and then vanishes. Even if a hacker managed to "see" the code, by the time they
tried to use it, it would be dead.

Built-in Security: You aren't just scanning a code; you’re using your phone’s existing security (like your face
ID or fingerprint) to unlock the app first. It’s "Two-Factor Authentication™ without the extra steps.

2. The "Efficiency Dividend"': Faster and Cheaper
The numbers show that this isn't just safer—it’s much faster for everyone involved.

Beating the Clock: Data suggests QR withdrawals are 25% to 35% faster than using a card. Because you
"pre-order" your cash on your phone while walking up to the machine, you aren't standing there fumbling with
menus.

Less ""Out of Service' Signs: Card readers are usually the first thing to break on an ATM. By going cardless,
banks are seeing fewer mechanical failures, meaning more machines stay up and running.

Saving on Plastic: Printing and mailing millions of plastic cards is expensive. Every user who goes "cardless"
saves the bank a significant chunk of change in logistics and production.

3. The "Leapfrog" Effect: Who’s Leading the Charge?
Interestingly, the "old" financial capitals aren't the ones leading the way; it’s the emerging markets.
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Skipping the Card Era: Countries like India (with UPI) and Brazil (with P1X) are "leapfrogging.” They are
skipping the decades-long "plastic card phase™ and going straight from cash to mobile.

The Youth Mandate: Roughly 80% of Gen Z and Millennials say they prefer mobile-first banking. Banks
aren't just innovating to be trendy; they’re doing it because their newest customers demand it.

One App to Rule Them All: New standards are making it so your favorite banking app can talk to any ATM,
not just the ones owned by your specific bank.

4. The New ""Normal: Hygiene and Emergencies
Finally, there’s a massive psychological shift in how we interact with the world.

The Touchless Standard: Post-pandemic, we’ve all become "germ-aware." QR codes offer a nearly "zero-
touch™ experience, where you barely have to tap a button on the machine.

The ""Lost Wallet' Lifeline: We’ve all been there—Yyou lose your wallet but still have your phone. Data shows
a major spike in cardless usage during these "emergency” moments, proving that as long as you have your
device, you’re never truly stranded.

Conclusion: The Final Shift Toward Mobile-Centric Cash Access

The transition from physical cards to QR-based cardless withdrawals represents a fundamental realignment of
retail banking. This secondary data analysis confirms that the traditional ATM—once a standalone hardware
terminal—is successfully evolving into a "smart" extension of the consumer’s mobile wallet.

1. Validating the Security Revolution

The research conclusively shows that QR technology has dismantled the most persistent threat to ATM users:
skimming fraud. By removing the physical magnetic stripe from the transaction process, banks have effectively
"designed out" the majority of unauthorized access points. Data indicates that in markets where QR adoption is
high, such as India and SE Asia, ATM-related fraud losses have seen a significant structural decline.

2. Efficiency as the New Standard
Operational data suggests that the "Efficiency Dividend" is real. With transaction times dropping by up to 35%,
QR withdrawals provide a dual benefit:

» For the Consumer: Shorter wait times and a frictionless, "touchless™ experience.

» For the Bank: Higher machine throughput and lower mechanical maintenance costs (due to fewer card-
reader failures).

3. The Future: Beyond the QR Code

Looking ahead toward 2030, the secondary data points to a "convergence" of technologies. While QR codes are
the current bridge, they are paving the way for Biometric ATMs (facial and palm recognition) and Interoperable
systems where a single mobile app can trigger a withdrawal at any ATM worldwide, regardless of the bank.

4. Summary Verdict

Cardless cash withdrawal is not merely a temporary innovation; it is the final stage of the de-materialization of
banking. While challenges remain—specifically regarding smartphone dependency and "Quishing" (QR
phishing) threats—the benefits to security, speed, and hygiene far outweigh the risks. The research suggests that
by 2027, the physical debit card will be an optional "legacy" tool, while mobile-initiated withdrawals will
become the global baseline for cash access.
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ABSTRACT

This study explores whether trading apps impact risk-taking behaviour in professional course students and adds
the Al part. The wider and ever more inclusive accessibility of trading platforms have affected the investing
behaviour specially the young. This study researches the impacts of Al tools, including recommendations and
analytics, on decision-making and risk perception. A survey of 150 (n = 150) students was conducted. Results
have shown that whilst Al lowers perceived risk the positive effect on confidence means that the risk-taking
behaviour was increased.

Keyword: Trading Applications, Artificial Intelligence (Al) in Investment ,Risk-Taking Behaviour of StudentsO

1. INTRODUCTION

Investment practices are also changing with financial technology. Trading apps offer simplicity, speed, and
convenience. Students are being involved in the stock markets. Al embedded in apps generates
recommendations and influences psychological behaviour, raising risk-taking behavior. The development of
technology in this financial arena has led to the emergence of mobile applications for the trade of securities.
Among these applications are Zerodha, Groww and Upstox. Such applications allow users to buy and sell
securities instantaneously, track market movements, and efficiently manage their investments. Professional
course students, especially studies business, finance and commerce now use apps based on the stock market. Its
easy-to-use interface, low transaction costs and availability of real-time data allow the trading to attract the
younger investors.

2. REVIEW OF LITERATURE

Studies highlight overconfidence and behavioural biases in trading. Prospect theory explains risk decisions.
Recent studies indicate that mobile trading increases participation but also impulsive decisions. Al tools further
influence behaviour but lack sufficient research among student populations.

In the Indian context, Pankaj Jain and Rakesh Singh (2020) examined the role of mobile trading applications
and concluded that these platforms significantly increase participation among young investors. However, they
also observed that ease of access leads to impulsive decision-making and speculative trading behaviour.

Ritu Gupta (2022) analysed investment behaviour among students and found that limited financial literacy
combined with digital accessibility results in higher risk exposure. The study highlighted that students often
depend on social media and peer influence rather than fundamental analysis while making investment decisions.

Further, Sanjay Kumar (2022) studied behavioural patterns of young investors in India and observed that
trading apps with simple interfaces and gamified features encourage frequent trading. This leads to short-term
speculative strategies and increased risk-taking behaviour.

With the advancement of Al, modern trading applications incorporate tools such as robo-advisors, predictive
analytics, and algorithmic recommendations. V. K. Rao (2021) highlighted that Al-based systems improve
decision-making by analysing large volumes of financial data. However, the study also emphasized that
excessive reliance on Al may reduce analytical thinking among investors.

Moreover, Arun Mishra (2021) studied the adoption of FinTech services among Indian youth and concluded
that convenience and ease of use are the primary drivers of trading app usage. However, this convenience also
leads to reduced caution and increased speculative investments.

In addition, Neha Sharma and Amit Mehta (2023) examined the psychological impact of Al in trading platforms
and found that Al-generated recommendations increase investor confidence. This heightened confidence often
leads to greater willingness to take risks, thereby influencing trading behaviour.

Research Gap:

From the above review, it is evident that significant research has been conducted on behavioural finance,
trading applications, and Al in investment decision-making. Both international and Indian studies highlight the
role of technology in influencing investor behaviour.
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However, there is a lack of focused research examining the combined effect of trading apps and Al on risk-
taking behaviour specifically among professional course students. Most Indian studies concentrate on general
investors or FinTech adoption, while limited attention has been given to student populations and their
behavioural patterns.

3. SCOPE OF THE STUDY

This study aims to examine how trading applications and artificial intelligence (Al) influence the risk-taking
behaviour of students pursuing professional courses in commerce, finance, and business. The research focuses
on a sample of 60 students who are either aware of or actively using trading apps.

Behavioural Indicators:
The primary behavioural aspects considered in this study include:

Risk-taking: Understanding how willing students are to engage in high-risk investments.

Confidence: Assessing students’ confidence levels when making financial decisions.

Decision-making: Analysing the thought process and strategy students employ when investing.

4. RELEVANCE OF THE STUDY
The relevance of this research lies in understanding the growing role of digital finance in shaping young
investors’ behaviours.

Digital Finance and Student Behaviour:

With the widespread availability of trading apps and Al-driven investment tools, students today are exposed to
new opportunities that shape their financial habits and perceptions of risk. Understanding these behavioural
patterns is essential to identify how technology affects financial literacy and responsible investment.

Implications for Stakeholders:

o Educators: Can design curriculum or workshops to teach responsible investment practices.

o Policymakers: Can develop regulations or initiatives promoting safe trading among students.

o App Developers: Can optimize apps to guide users towards informed and responsible investment decisions.
5. METHODOLOGY

5.1 Class of Respondents

We selected 60 students to study that were going to take professional courses in commerce, finance, and
business. Students from these backgrounds were currently involved with (or were informed about) trading
applications and hence, they contributed relevant respondents in determining the effect of trading apps and Al
on risk-taking behaviour.

5.2 Sampling Method
Primary data was obtained through the random sampling of the population, which allowed each student in the
target group an equal chance to be selected.

5.3 Data Collection Approach
A combination of primary and secondary data was used in the investigation to provide a panoramic
understanding:

5.3.1 Primary Data:

Primary data was collected using a survey among 60 students. The survey was concerned with how they use
trading apps, how they perceive Al to act in investment decisions, how confident they are in their decision-
making, and their willingness to take risks.

5.3.2 Secondary Data:

Secondary data was obtained from a variety of reliable sources such as books, academic papers, academic
articles, websites, and newspapers about financial literacy, investment Al and trading apps. This data supported
the main findings and laid a theoretical framework for the study.

5.4 Methods Of Analysis: Statistical Techniques for Data Analysis

Statistical data were compiled and analyzed through tabulation, graphs, and test of hypothesis to establish trend
and relationship. Descriptive statistics summarised behavioural trends, and inferential statistics tested the
hypotheses associated with the impact of Al and trading apps on risk-taking behaviour.
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. Objectives of the Study
. To examine the level of awareness and usage of trading applications among professional course students.

. To analyze the role of artificial intelligence (Al) in guiding students’ investment decisions.

6

1

2

3. To study the risk-taking behaviour of students while making investment decisions using trading apps.
4. To evaluate the impact of social media and digital platforms on students’ financial decision-making.
5

. To explore the relationship between Al usage, confidence, and risk-taking tendencies in investment
decisions.

7. HYPOTHESIS

HO: Trading apps do not influence risk-taking behavior
H1: Trading apps influence risk-taking behavior

HO: Al does not influence risk-taking behavior

H1: Al influences risk-taking behaviour

8. RESULT
8.1 Do you use any mobile trading applications (like Zerodha, Groww, Upstox) to buy or sell stocks or
cryptocurrencies?

responses

myes
HnNo
8.2 Reason for Using Trading Apps
Reason for Using Trading
Apps
m Easy Access
® Low Cost

m Al Suggestions
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8.3. How often do you use trading apps to make investment decisions?

Trading Frequency

B Daily
m Weekly

B Occasionaly

8.4 Do you use artificial intelligence (Al) tools within trading apps, such as recommendations, predictive
analytics, or algorithmic suggestions, while making investment decisions?

responses

myes

Hno

8.5 Do Al suggestions make you take more risks in your investments compared to when you make decisions
independently?

Do Al suggestions make you
take more risksin your
investments compared to...

m Yes, [ take higher risks

m No, itdoesn'tchange
my risk-taking

9. HYPOTHESIS TESTING

Hypothesis 1:

HO: Trading applications do not impact risk-taking behavior.
H1: Trading applications do impact risk-taking behavior.

Response No. of Respondents Percentage
Agree 45 75%
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Response No. of Respondents Percentage
Disagree 15 25%
Total 60 100%

Interpretation:

The hypothesis was evaluated through the use of percentages, tabulation, and graphical representation. The
analysis revealed that 75% of participants agreed that trading applications affect their risk-taking behavior,
whereas 25% disagreed. This suggests that a significant portion of students' willingness to take risks is
influenced by these trading apps.

Conclusion:

Given that a majority of respondents are in agreement, the null hypothesis (HO) is dismissed in favor of the
alternative hypothesis (H1).

Hypothesis 2:

o HO: Al does not affect risk-taking behavior.
o H1: Al affects risk-taking behavior.

Response | No. of Respondents | Percentage
Agree 42 70%

Disagree 18 30%
Total 60 100%

Interpretation:

The hypothesis was evaluated through the use of percentages, data tables, and graphical representations. The
findings indicate that 70% of participants believe that Al tools have an impact on their investment risk-taking
behavior, whereas 30% do not share this view. This suggests that Al significantly influences the investment
choices made by students.

The null hypothesis (HO) is dismissed in favor of the alternate hypothesis (H1), validating that Al does indeed
affect risk-taking behavior among students enrolled in professional courses.

10. CONCLUSION

In terms of the topic, this study seeks to investigate the way using trading applications and artificial intelligence
(Al) can impact the risk-taking behaviour of students taking professional courses in commerce, finance, and
business. It uses a survey (60 students) aware of, or actively using trading apps, which assesses the risk-taking
tendencies, confidence, and decision-making of students. This study explores the use of trading apps, the role of
Al in investment decisions, and the impact of social and digital channels on students’ financial decisions. This
study is now relevant as the prevalence of digital finance tools influence young investors’ behaviour and risk
perceptions. By revealing behaviour and confidence patterns, the study offers insights to students, teachers,
policymakers and app developers and underlines the relevance of financial literacy. Both trading apps and Al
appear to substantially impact students’ investment decisions and risk-taking behaviour. Generally, the research
concludes with the call for how both responsible use of trading apps and Al—and educational programmes—
can encourage students to undertake informed and strategic investment decisions.

11. LIMITATIONS OF THE STUDY
While this study provides valuable insights into the influence of trading applications and Al -taking behaviour,
certain limitations must be acknowledged:
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ABSTRACT

Digital is quickly becoming a powerful driver of change for the accounting profession globally. Several
advanced digital technologies, including artificial intelligence (Al) robotic process automation, computing, big
data analytics and blockchain, have changed the way accounting is traditionally performed and the skills
needed to perform it. Through a meta-synthesis approach, this study aims to generate an interpretive synthesis
of qualitative findings about a given phenomenon. This entails a combination of aggregating, synthesizing, and
interpreting existing secondary studies on relevant aspects of digital transformation in accounting. This paper
conducts a qualitative meta-synthesis of previous research to systematically review, combine and interpret
secondary existing research on digital transformation in accounting.

With references to peer-reviewed journal articles and authoritative professional reports published from 2020-
2025, the study identified major research themes, evaluated the influence of digital technologies on accounting
practices, and discussed challenges in the literature to date. The implications are that technical and financial
skills for accountancy professionals need to evolve in reaping the benefits of digital transformation. However,
the literature is heterogeneous and there has been little integration of empirical evidence and under-research
in emerging economies as well as small and medium enterprises (SMEs). The work provides the added value to
the literature as it provides a comprehensive picture about digital transformation in accounting, and presents a
research agenda for improving theory and practice.

Keywords: Digital Transformation, Accounting, Meta-Synthesis, Automation, Artificial Intelligence, Cloud
Accounting, Secondary Data

1. INTRODUCTION

Accounting is among the many industries that have been significantly impacted by the quick spread of digital
technologies (Sampaio & Silva, 2025). This change, referred to as "digital transformation,” has altered
conventional accounting procedures and presented the industry with both new opportunities and challenges
(Jamal & Xavier, 2025). It entails incorporating cutting-edge digital tools into traditional accounting
procedures, such as blockchain, big data analytics, and artificial intelligence (Juniardi & Putra, 2024).
Therefore, improving organizational performance and ensuring regulatory compliance require an understanding
of their adoption and integration into accounting information systems (Nita & Wanicki, 2025; Prasetianingrum
& Sonjaya, 2024). The accounting profession, once viewed as a function for reporting, compliance and record-
keeping, has slowly evolved into a discipline of analytical and strategic. This has shifted the accountant into an
advisory and decision support profession rather than a transactional one.

As a result, this study conducts a meta-synthesis of earlier research on digital transformation in accounting
using only secondary data. Through a methodical review and synthesis of the current literature, this study aims
to identify important themes, evaluate their effects, identify obstacles, and highlight research gaps. The results
are anticipated to help academics, practitioners, legislators, and educators navigate and comprehend the digital
transformation of the accounting profession.

RESEARCH QUESTIONS
What are the main themes in accounting research on digital transformation?

Which digital technologies have the most significant influence on accounting function?
How has digital transformation altered accountants’ roles and skill requirements?
What are the challenges and concerns associated with digital accounting systems?
What gaps exist in the current literature?

OBJECTIVES OF THE STUDY
To systematically review the existing literature on digital transformation in accounting.

To identify and synthesize the key themes and technologies discussed in prior studies.

S T AT T R A sl

To assess the impact of digital transformation on accounting practices and professional roles.
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4,
5.
4,

To identify the challenges, risks, and limitations highlighted in the literature.
To propose future research directions based on the identified gaps.
REVIEW OF LITERATURE

The rapid advancement of digital technologies has profoundly transformed the accounting and auditing
profession. This review synthesizes the key findings from high-quality peer-reviewed studies published between
2020 and 2025, drawn from Scopus and Web of Science-indexed journals, to provide a thematic overview of the
current state of research on digital transformation in accounting. The literature is organized around five major
themes corresponding to the research questions.

1. Main Themes in Accounting Research on Digital Transformation

The literature identifies several recurring themes that define the current state of digital accounting:

Enhancement of Reporting and Audit Quality: A central theme is how digital transformation—
particularly through Al and big data—redefines financial reporting accuracy, auditing efficiency, and the
reduction of information asymmetry (Sampaio, C., & Silva, R., 2025).

Organizational Adaptation and Strategic Necessity: Digital transformation is characterized not as an
option but as a strategic imperative for organizational survival, requiring fundamental redefinition of
business processes to maintain competitiveness (Koca, 2024; Nita & Wanicki, 2025).

Integration of Sustainability and ESG: Contemporary studies increasingly examine how digital
technologies facilitate Environmental, Social, and Governance (ESG) reporting and enhance sustainable
organizational performance (Oliveira et al., 2026; Sampaio & Silva, 2025).

Shift in Professional Identity: A prominent theme concerns the evolution of accountants from traditional
“number crunchers” to strategic advisors and data interpreters who deliver value-added insights (Qadri &
Yan, 2023; Rindasu, 2021).

Digital Technologies with the Most Significant Influence on the Accounting Function. Specific
technologies are identified as exerting profound impacts on accounting practices:

Artificial Intelligence and Machine Learning: These technologies are pivotal in enhancing decision-
making accuracy, fraud detection, predictive analytics, and complex tasks such as liquidity planning
(Sampaio & Silva, 2025)

Blockchain and Distributed Ledgers: Frequently described as the “fifth pillar of the IT revolution,”
blockchain improves transparency, security, and traceability of financial transactions (Han et al., 2022;
Shaleh, 2024).

Robotic Process Automation (RPA): RPA is widely adopted to automate repetitive manual tasks, thereby
increasing operational efficiency and reducing human error (Nita & Wanicki, 2025).

Big Data and Data Analytics: Industry surveys highlight big data as having the most significant perceived
impact (77%), enabling deeper financial visibility and timely interventions (Atanasovski & Tocev, 2022;
Moll & Yigitbasioglu, 2019).

Cloud Computing: Cloud-based solutions support the shift from paper-based to digital workflows,
promoting cost-effectiveness, environmental sustainability, and global accessibility (Coroiu, 2023; Karcioglu
& Binici, 2023).

Alteration of Accountants’ Roles and Skill Requirements Digitalization has substantially transformed the
competencies expected of accounting professionals:

Evolution of Roles: Accountants are transitioning into roles such as data analysts, IT auditors, and
custodians of sensitive data. There is also a growing call for accountants to actively participate in driving

digital transformation rather than merely using the resulting tools (Guse & Mangiuc, 2022; Rindasu, 2021;
Parker & Troshani, 2022).

Technical Skill Requirements: Professionals are now expected to demonstrate advanced IT capabilities in
managing digital applications, including e-invoices, e-ledgers, and e-archives (Koca, 2024; Rindasu, 2021).

Soft and Cognitive Skills: Greater emphasis is placed on analytical (“hard”) skills alongside soft skills such
as critical thinking, questioning, and effective communication to interpret and communicate data-driven
insights (Juniardi & Putra, 2024; Karcioglu & Binici, 2023).
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4. Challenges and Concerns Associated with Digital Accounting Systems Despite notable advancements,
several inhibitors continue to pose critical concerns:

e Cybersecurity and Data Privacy: Primary risks involve data breaches, ransomware attacks, and the
complexity of complying with stringent regulations such as GDPR (Almarri et al., 2025; Prasetianingrum &
Sonjaya, 2024).

o Ethical Concerns and Algorithmic Bias: The deployment of Al raises important questions regarding
accountability, transparency, and the risk that biased training data may undermine financial decision-making
(Almarri et al., 2025; Shaleh, 2024).

e Implementation Barriers: High costs, technological complexity, and the need for continuous and expensive
retraining significantly hinder successful adoption (Almarri et al., 2025; Shahir, 2021).

5. Gaps in the Current Literature The synthesis of existing studies highlights several critical areas requiring
future research:

e Lack of Micro-Level Empirical Evidence: Much of the research remains conceptual or macro-oriented,
with limited studies examining precisely how digital technologies reshape financial reporting and auditing
processes at the operational (micro) level (Parker & Troshani, 2022).

e Gap Between Practice, Regulation, and Academia: Research often lags behind practices implemented by
large firms, underscoring the need to better understand interconnections among academia, regulation, and
accounting information systems (Guse & Mangiuc, 2022; “Resilience and Economic Intelligence Through
Digitalization and Big Data Analytics,” 2021).

e Socio-Economic Impacts: The literature lacks in-depth exploration of the broader socio-economic
consequences of digitalization, including effects on employment dynamics and income distribution within
the accounting profession (Prasetianingrum & Sonjaya, 2024).

5. RESEARCH METHODOLOGY

The research design used in this study is a qualitative meta-synthesis that only uses secondary data. In order to
produce integrative insights, meta-synthesis entails the structured collection, assessment, and interpretation of
results from previous research.

5.1 Data Sources

The literature came from peer-reviewed journals indexed in Scopus and Web of Science, and reputable reports
from consulting firms and professional associations. Additionally, scholarly databases like Google Scholar were
utilized.

5.2 Criteria for Inclusion and Exclusion

The included studies fulfilled the following requirements: (i) they had to be published between 2020 and 2025;
(ii) they had to be centred on digital technologies or digital transformation in accounting or auditing; and (iii)
they had to be grounded in conceptual, empirical, or review research. Excluded were studies that had nothing to
do with digital transformation or accounting.

5.3 Data Analysis

The selected studies were systematically reviewed and coded using thematic analysis. The key concepts,
findings, and implications were extracted and grouped into themes. Cross-study comparisons were conducted to
identify patterns, consistency, and divergence across the literature.

6. FINDINGS AND DISCUSSION
1. Main Themes in Accounting Research on Digital Transformation

Findings: Four main themes emerge: (1) using Al and big data to improve reporting and audit quality; (2)
digital transformation as a strategic requirement for organizational survival; (3) integrating digital tools with
ESG and sustainability reporting; and (4) the transformation of accountants' professional identities from data
interpreters and number crunchers to strategic advisors.

Discussion: From transactional compliance to strategic, technology-driven value creation, these themes indicate
a fundamental transformation in accounting. While the focus on professional identity emphasizes that digital
transformation is as much socio-organizational as it is technical, the growing ESG-digital connection reflects
broader societal expectations. Regulation, organizational strategy, and education must all be in line for
adaptation to be successful.
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2. Digital Technologies with the Most Significant Influence

Findings: Artificial Intelligence/Machine Learning, Blockchain, Robotic Process Automation (RPA), Big Data
analytics, and Cloud Computing exert the strongest influence. Al and RPA lead in automation, fraud detection,
and predictive tasks; blockchain enhances transparency and security; Big Data provides deep visibility; and
cloud enables scalable, cost-effective infrastructure.

Discussion: Al and RPA deliver the most immediate efficiency gains, while blockchain offers transformative
potential for continuous assurance. These technologies work best when adopted as an integrated stack rather
than in isolation. Their impact varies by firm size and digital maturity, with larger organizations gaining
disproportionate benefits.

3. Alteration of Accountants’ Roles and Skill Requirements

Findings: Accountants’ roles have evolved from routine processors to data analysts, IT auditors, and strategic
advisors. Required skills now include technical competencies (Al tools, blockchain, e-systems), advanced
analytical abilities, and soft skills such as critical thinking and communication.

Discussion: This transition demands a “T-shaped” skill profile combining deep technical expertise with broad
business acumen. Accountants must move from being technology users to active participants in digital strategy.
Without targeted upskilling, a significant skills gap risks marginalizing traditional roles while elevating digitally
literate professionals.

4. Challenges and Concerns with Digital Accounting Systems

Findings: Major challenges include cybersecurity and data privacy risks, ethical issues and algorithmic bias in
Al, and high implementation costs coupled with continuous retraining needs.

Discussion: These concerns reveal a technology-adoption paradox: efficiency gains are accompanied by
elevated risks and costs. Cybersecurity and ethics require robust governance frameworks, while implementation
barriers particularly affect SMEs. A balanced approach integrating risk management, ethical guidelines, and
affordable training is essential for inclusive digital transformation.

5. Gaps in the Current Literature

Findings: Key gaps are the scarcity of micro-level empirical studies, the disconnect between practice,
regulation, and academia, and limited research on socio-economic impacts such as employment shifts and
income distribution in the accounting profession.

Discussion: Most existing research remains conceptual or macro-oriented, limiting practical applicability.
Future studies should prioritise longitudinal, mixed-methods research in SMEs, public sectors, and developing
contexts, alongside interdisciplinary work linking accounting, ethics, and labour economics to better inform
policy and education.

Overall Synthesis and Implications

Digital transformation is repositioning accounting as a strategic, data-driven, and sustainability-oriented
function. Al, blockchain, RPA, Big Data, and cloud are the primary enablers, but success depends on closing
skills gaps, addressing ethical and security risks, and bridging research-practice divides. Practitioners must
invest in continuous upskilling and integrated technology adoption, while academia and professional bodies
need to accelerate curriculum reform and empirical research. When managed effectively, digital transformation
can enhance transparency, efficiency, and strategic value in accounting, contributing to more resilient and
sustainable organizations.

7. IMPLICATIONS OF THE STUDY
This analysis has several implications.

o For practitioners: It emphasizes the need for continuous skill development and technological adaptability.

e For educators: Highlights the importance of integrating digital competencies into the accounting
curriculum.

e For policymakers and professional bodies: This study indicates the need for regulatory frameworks to
address emerging technologies and ethical concerns.

The changes in the field of accounting in relation to digital transformation must also be considered in relation to
new strategies and professionalism, as this is much more than a technology change. If one considers this from a
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perspective of integrating new digital technology, it appears that accounting is more prominent and more
valuable, though the gap in relation to required professional skills continues to be redefined. It is evident that,
despite the rapid change in technology, there are new opportunities, such as in India, which is an emerging
economy, though skills, regulatory, and ethical guidelines still have to catch up with this change. It is evident,
therefore, that the future of the accounting profession is based on its ability to incorporate technological change
in balance with professionalism, ethics, and trust in society, and therefore, to consider digital transformation as
a threat to the accounting profession is incorrect, as it should be considered a means to enhance professional
growth in this discipline.

8. RECOMMENDATIONS
The study's findings and discussions have led to the following recommendations:

8.1 Recommendations for Accounting Professionals

The focus for accountants should be on the acquisition of new skills in the domain of digital technologies such
as data analytics, Al tools, and cloud technologies. There is also a need for accountants to focus on the
acquisition of analytical skills and the development of ethical reasoning skills to effectively cope with the
advent of digital technologies.

8.2 Recommendations for Educational Institutions

There is a need for the curriculum for the education of accountants to incorporate the use of digital technologies
for accountants, accounting analytics, and the use of emerging technologies. To effectively prepare future
accountants for a digitally driven environment, practical experiences and cross-disciplinary education and
industry partnerships need to be adopted.

8.3 Recommendations for Professional Bodies and Regulators

Standardized guidelines and ethical codes for accountants and the development of a digital accounting practice
certification need to be devised by professional bodies such as the ICAI and the IFAC. To clarify and improve
the effective adoption of technologies such as blockchain and Al tools, regulatory bodies need to formulate
flexible and firm regulations pertaining to the use of such technologies.

8.4 Recommendations for Organizations

Organizations that adopt a digital accounting system need to improve the security of their cybersecurity
infrastructure and strategies for change management so that the technology is effectively utilized and the risks
are kept to a bare minimum.

This study has identified many areas that need to be researched in the future. There is a need for empirical
research to support the concept with regard to the use of digital technology by accounting organizations in the
real world. There is also a need for studies to be conducted with regard to the emerging economies to shed more
light on the contextual issues that need to be addressed with regard to the use of technology and the skills that
need to be acquired by accountants.

9. LIMITATIONS OF THE STUDY

The study does contribute, but there are a few limitations. The most significant limitation is that the study is
based on secondary data, and as such, it is not possible to draw empirical conclusions. Secondly, there is the
limitation that most of the literature reviewed was only in English, and as such, there is literature from particular
geographies that is not accounted for. Additionally, due to the ever-changing digital environment, in the future,
some of the author’s arguments may not be applicable. The study contributes to the body of knowledge because
it is one of the few integrated and systematic reviews of the digital transformation of accounting literature.
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ABSTRACT

India's economic and social development is greatly influenced by working women. Although their employment
rate has grown over time, they still deal with a number of issues like safety concerns, workplace discrimination,
and work-life imbalance. The primary goal is to pinpoint the issues that working women face and offer
solutions. The results show that lack of safety precautions, unequal opportunities, and social norms are
important problems for working women’s. The study comes to the conclusion that bettering societal attitudes,
workplace procedures, and policies can improve working women's circumstances.

Keywords: Problems and Challenges, Working Women

INTRODUCTION

In India, women's roles have changed significantly over time. These days, women actively participate in a wide
range of industries, such as business, finance, healthcare, and education. As a result, their financial
independence and social standing have increased.

However, professional women still face many challenges in spite of these developments. They are expected to
manage both work and household responsibilities, which leads to imbalance and stress. Gender discrimination,
unequal compensation, and safety concerns further impede their development.

This study aims to evaluate the problems faced by Indian working women using secondary data and provide
practical suggestions for improvement.

OBJECTIVES OF THE STUDY
1. To study the problem of work-life balance among working women.

2. To examine workplace discrimination and gender inequality.
3. To analyze safety and security issues faced by working women.
REVIEW OF LITERATURE

Mathew & Panchanatham (2011) examined the work-life balance of women in the service sector in India.
Women were found to struggle to balance their personal and professional responsibilities. Demands from the
family and long work hours increase stress levels. According to the study married women face greater pressure
than single women. It also illustrated how a lack of organizational support exacerbates the situation. Flexible
work policies were found to improve balance. The study concluded that work-life balance affects both
productivity and job satisfaction.

Banu and Duraipandian (2014) examined the problems faced by urban Indian working women. It has been
demonstrated that working two jobs causes stress for women. Imbalance results from expectations from both the
workplace and the family. The study raised awareness of issues like long workdays and a lack of childcare
support. It also emphasized how few opportunities there are for women to progress in their careers. The study
underlined the necessity of workplace policies that are encouraging. Reducing stress has been shown to improve
wellbeing and productivity.

Objective 1: Work-L ife Balance

Findings

One of the biggest problems for working women in India is finding a balance between their personal and
professional lives. They have to do both work and home duties, which means they have to play two roles.
Women often have to work long hours at work and then do chores around the house, which puts a lot of stress
on both their bodies and minds. The lack of flexible work hours makes things worse because it makes it hard for
women to find time for their personal and family responsibilities. Because of their responsibilities as parents
and the expectations of their families, married women, especially those with kids, are more stressed. The
absence of sufficient support networks, such as shared household responsibilities and childcare facilities,
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worsens their challenges. As a result, many women are tired, less productive, and have health problems. This
imbalance also affects their overall job satisfaction and mental health. Women who work in India have a hard
time finding a balance between their work and personal lives. They are supposed to do two jobs: take care of
their work and their home. This double duty puts a lot of stress on women; both physically and mentally,
because they often have to work long hours at work and then do chores at home. The situation gets even worse
because there are no flexible working hours, which makes it hard for women to find time for their personal and
family needs. Married women, especially those with kids, have more stress because of their family duties and
expectations. They have a harder time because they don't have the right support systems, like childcare centers
and shared household duties. Because of this, a lot of women feel tired, less productive, and have health
problems. This imbalance also has an effect on their mental health and how happy they are with their job as a
whole.

Obijective 2: Workplace Discrimination and Gender Inequality

Findings

Discrimination in the workplace is still a big problem for working women in India. Women often get paid less
than men even though they have the same skills and qualifications. This is why there is a gender pay gap.
Women are not well represented in positions of power and decision-making, and they don't have many chances
to move up in their careers. Gender stereotypes still affect how people act at work. For example, women are
often thought to be less capable or dedicated because of their responsibilities at home. This causes unfair hiring,
evaluation, and career advancement practices. Women also work in low-paying or unstable jobs more often than
a man, which makes it harder for them to move up in their careers. A lack of mentorship and help makes it even
harder for them to move up in their jobs. These unfair practices make it harder for women to get equal pay at
work, and they also make them less motivated and happy with their jobs.

Objective 3: Safety and Security Issues

Findings

Indian working women are very worried about their safety and security. Many women are harassed at work and
while traveling, especially in cities. Women are less likely to apply for certain jobs because they are afraid of
working in unsafe conditions, especially at night or late at night. They are more vulnerable because there aren't
enough security measures in place, like surveillance systems and safe transportation options. People often don't
report harassment because they are afraid, don't know what to do, or are ashamed. The situation is worse
because safety rules aren't being followed and there isn't enough supervision. These problems cause mental
stress and hurt women's performance and self-esteem. Safety concerns keep women from getting jobs, and they
also limit their freedom and mobility.

SUGGESTIONS

To make things better for working women in India, people, businesses, and the government all need to do a
number of things. To help women balance their responsibilities, businesses should let them work from home
and have flexible hours. Providing childcare and encouraging workplace rules can help lower stress and boost
productivity. To make sure things are fair, clear rules for promotions and strict rules for equal pay must be
followed. In order to get rid of discrimination and stereotypes, gender sensitization programs should be put in
place. Women should be encouraged to take on leadership roles through training and mentorship programs.

For safety, it's very important to follow rules like the POSH Act (2013) exactly. Businesses should have good
ways to handle complaints, put up security cameras, and offer safe ways to get around. To encourage women to
report problems, they should be made more aware of their legal rights. Government action is needed to oversee
what happens at work and make sure that the law is being followed. Society must also help change old ideas by
promoting gender equality and shared household duties.

Safety and security are very important to Indian women who work. A lot of women are harassed at work and
when they travel, especially in cities. Women are less likely to apply for certain jobs because they are worried
about unsafe working conditions, especially at night or late at night. They are more vulnerable because there
aren't enough security measures in place, like surveillance systems and safe ways to get around. People often
don't report harassment because they don't know how, are afraid, or are ashamed of it. The situation is made
worse by a lack of enforcement and oversight of safety laws. These problems hurt women's performance and
self-esteem and make them feel stressed out. Safety concerns not only limit women's freedom and movement,
but they also keep them from working.
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CONCLUSION

Women who work are very important to India's growth because they help both the economy and society grow in
big ways. But they have to deal with a lot of problems, such as safety issues, job discrimination, and not having
enough time for work and life. These problems make it harder for them to move up in their careers and affect
their overall health. The study concludes that society, organizations, and the government must collaborate to
enhance the status of working women. If women are given equal opportunities, safety, and supportive
environments, they will be able to reach their full potential and help the country grow.
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ABSTRACT

Street vending is an important part of the informal economy in cities and provides a source of income for many
people. It helps individuals with low income and limited education to earn a living by starting small businesses,
while also offering affordable goods and services to urban residents. However, street vendors face several
challenges such as lack of proper vending spaces, strict government rules, frequent evictions, and increasing
competition from organized retail stores like supermarkets and malls. Rapid urban development and changing
consumer preferences have also made their future uncertain, as vendors may lose customers or be forced to
shift locations frequently. This study aims to examine the future prospects of street vendors by analyzing their
present conditions, challenges, and opportunities using secondary data from books, research papers,
government reports, and other published sources. The findings indicate that street vending continues to be a
significant source of livelihood and contributes to urban economic growth, but there is a need for better policy
implementation, supportive urban planning, and stronger government support to improve their working
conditions and ensure long-term sustainability by addressing issues like poor infrastructure, limited access to
finance, and regulatory challenges.

Keywords: Street Vendors, Urban Livelihood, Future Prospects

INTRODUCTION

Street vending is an important part of the informal economy in many cities and provides a source of livelihood
for a large number of people in developing countries like India. It is a common and visible way of earning
income in urban areas. Many people depend on street vending to support their families and meet their daily
needs. Street vendors sell a variety of goods such as fruits, vegetables, food items, clothes, accessories, and
household products at affordable prices. Because of their significance, they play a key role in fulfilling the
everyday needs of people, especially those belonging to low- and middle-income groups.

Street vending also helps in generating employment and contributes to the urban economy. It provides self-
employment opportunities for people who may have limited education, skills, or financial resources. Since this
business requires low investment and minimal infrastructure, it is easy for many individuals to start and sustain.
Street vendors are usually found in busy areas such as near railway stations, markets, and crowded streets where
there is a high demand for goods. Their presence not only supports their livelihood but also makes goods and
services easily accessible to urban consumers.

However, street vendors face many challenges that affect their work and stability. One of the major issues is the
lack of proper and designated vending spaces, which often leads to conflicts with authorities. Vendors may face
eviction, confiscation of goods, and strict regulations. In addition, the growth of organized retail stores,
supermarkets, and shopping malls has increased competition, making it difficult for street vendors to survive.
Urban development activities such as road expansion and city beautification also reduce the available space for
vending, creating uncertainty in their livelihood.

To address these issues, the Government of India introduced the Street Vendors (Protection of Livelihood and
Regulation of Street Vending) Act, 2014. This law aims to protect the rights of street vendors and regulate their
activities in a fair manner. It focuses on creating vending zones, forming town vending committees, and
providing legal recognition to eligible vendors. The Act also seeks to prevent harassment and unfair eviction.
However, its implementation in many areas has been slow and incomplete, which continues to create difficulties
for street vendors.

Since street vending is a major source of income for many people, it is important to understand their current
situation and future opportunities. Studying their challenges, available support, and growth prospects can help in
determining whether street vending can remain a sustainable livelihood option. Therefore, this study focuses on
examining the future prospects of street vendors.

REVIEW OF LITERATURE

1. Bhowmik (2005) looked into the socio-economic conditions of street vendors in India and pointed out how
important they are to the informal economy in cities. The study says that street vendors give jobs to a lot of
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people who can't get formal jobs. Vendors sell a wide range of items, including food, clothes, and everyday
household items, at prices that are good for city dwellers. But the research also shows that street vendors
often have problems like not having the right licenses, being kicked out by city officials, and being
harassed by local officials. The author stresses that urban planning policies often leave out street vendors,
even though they help the economy. The research indicates that governmental policies should acknowledge
street vendors as legitimate laborers and furnish them with adequate legal safeguards and designated
vending zones. These kinds of steps can help make their working conditions better and give them more
chances to grow in the future, such as getting social services, financial help, and a place in the formal
economy.

2. Bhowmik (2012) Bhowmik's book goes into great detail about how street vendors fit into the global urban
economy. The author says that street vending is a common way to make money in many developing
countries and that it helps millions of people make a living. The book says that street vendors are a big part
of creating jobs and giving urban residents cheap goods and services. The author also talks about the
problems that vendors have to deal with, like not being recognized by the law, bad infrastructure, and
fights with city officials. The book stresses that street vending should be seen as a legitimate part of the
urban economy, not as a crime. The author says that good government policies and urban planning can help
street vendors become part of the city's economy and have better chances in the future.

3. Bromley (2000) examined street vending and public policy across various nations, discussing
governmental regulation of street vending in urban areas. The study shows that street vendors are very
important for giving city residents cheap goods and services. Street vending also gives people who can't get
formal jobs a chance to work. But the author says that many governments see street vendors as illegal or a
problem, which leads to frequent evictions and restrictions. The study says that instead of getting rid of
vendors, the government should make rules that both regulate and help street vending. Licenses, vending
zones, and clear rules can help keep vendors and city officials from fighting with each other. The study
finds that policies that help street vendors can make their lives better and make them more important to city
economies.

4. Roever and Skinner (2016) studied how street vendors fit into city economies and how their working
conditions vary from city to city. The study says that street vendors are a big part of creating jobs and
giving urban residents cheap goods. The study shows that many vendors have problems like not having
enough infrastructure, being harassed by the police, and not being able to get to financial services. These
problems often put their ability to make a living at risk. The authors stress that urban policies that include
everyone are needed to help street vendors and make their jobs better. They say that getting vendors
involved in making decisions about urban planning and policy can help come up with better ways to handle
street vending. The research finds that street vending can remain a significant and viable source of income
in cities if governments implement favorable policies.

5. Mitullah (2004) looked at street vending in developing cities and talked about the problems that vendors
have. The study says that vendors usually work in public places like sidewalks, streets, and markets where
they can easily get customers. Street vendors are important to the local economy because they sell goods
and services at low prices. The study also shows that vendors often have problems like not being
recognized by the law, being harassed by the police, and working in bad conditions. The author proposes
that governments should formulate clear guidelines to regulate street vending activities rather than
displacing vendors from public areas. Giving street vendors the right places to sell and legal protection can
help them make a better living and help them grow in the future.

6. Cross and Morales (2007) looked at street vending as a way for people to start small businesses in cities.
The book says that street vendors are good entrepreneurs because they run their businesses in markets
where there is a lot of competition. Vendors often come up with new ways to get customers and keep their
businesses going even when they don't have a lot of money. The authors emphasize that street vending
serves as a significant source of employment for individuals unable to secure jobs in the formal sector. But
vendors often have problems like not having legal help, not being able to get credit, and working in places
that aren't safe. The book says that governments should see the business potential of street vendors and
help them with the right policies and money. Encouraging vendors to start small businesses can help them
make more money and have better chances in the future.

7. Brown (2006) looked into how street vending, public space, and urban growth are all connected. The book
says that street vending is a big part of the economy in many developing cities and is an important way for
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people to make a living. Street vendors help people get things in places where formal stores might not be
easy to get to. The author, on the other hand, points out that street vendors' needs are often not taken into
account when making urban planning policies. As part of city beautification and development projects,
many city officials try to get vendors out of public spaces. This can hurt the vendors' businesses and make
it harder for people in the community to get the things they need. Brown says that city planning should
include more people and take into account the needs of informal workers. Including street vendors in city
planning can help make the city a better place to live and work.

8. Kumar (2018) looked at how street vendors in Indian cities make a living and what problems they have in
urban areas. The study shows that street vending is a major source of income for many families with low
incomes. Vendors sell things and offer services that are cheap and easy for people in cities to get. The
study found that many vendors have problems, though, like not having enough space to sell their goods,
not being able to get help with money, and strict city rules. The author says that government policies
should be more focused on helping street vendors by improving infrastructure and giving them money. The
research indicates that improved regulations and policies can enhance the stability of vendors' enterprises
and increase their future prospects.

9. Sharma (2019) did a study on the social and economic conditions of street vendors in cities in India. The
study shows that street vendors are very important for supporting urban livelihoods and giving people low-
cost goods. The study also says that a lot of vendors move from rural areas to cities to find work. The
study, on the other hand, found that street vendors often have problems like being evicted, not having
licenses, and having to compete with organized retail markets. Sharma says that better enforcement of
government rules and better planning of cities can make vendors' working conditions better. This could
mean giving them legal protections, access to public spaces, and help with becoming part of the urban
economy. The thesis concludes that acknowledging street vendors as legitimate economic participants can
contribute to the sustainability of their livelihoods.

10. Singh (2020) looked into how city policies affect street vendors and their chances of making a living. The
study talks about how street vending is an important part of the economy that helps many families in cities.
The study shows that vendors sell cheap goods and help local markets. The study also found that many
vendors are unsure about their future because of strict rules, not having licenses, and not being able to get
financial services. Singh says that governments should make rules that help street vendors and make sure
that the rules are fair. The study finds that street vendors' chances of making a living and doing well in the
future in urban economies can be improved by good policy implementation and financial support.

Statement of the Problem

Street vending is a big part of the informal economy, and it's a big part of many people's lives. Street vendors
sell goods and services at low prices and give people the chance to work for themselves. But they have a lot of
problems, like not having enough good places to sell things, strict city rules, eviction drives, and competition
from organized retailers.

Street vending's future is unclear because cities are growing so quickly. Policies like the Street Vendors
(Protection of Livelihood and Regulation of Street Vending) Act, 2014, are meant to protect vendors, but they
don't always work. Because of this, it is important to look into the current situation and future prospects of street
vendors.

OBJECTIVES OF THE STUDY
1. To examine the future prospects and sustainability of street vending.

2. Tounderstand the review of literature in the related areas.

RESEARCH METHODOLOGY

The present study uses secondary data to analyze the future prospects of street vendors. Secondary data refers to
information that has already been collected and published by other researchers, organizations, and government
agencies. For this study, relevant information has been collected from reliable sources such as research papers,
books, government reports, journal articles, theses, and online databases.

The researcher has carefully analyzed the collected data using both descriptive and analytical methods.
Information from various studies has been reviewed to understand the current situation, challenges,
opportunities, and future prospects of street vendors. The use of secondary data helps in gaining a deeper
understanding of the topic by examining existing studies and available literature.
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Findings and Discussion
Based on the analysis of secondary data from research papers, books, government reports, and previous studies,
the following findings were observed regarding the future prospects of street vendors.

1. Street vending is a big part of making a living:
The study shows that street vending gives a lot of people jobs, especially immigrants and people who are poor.
Street vending is the main way that many people make money.

2. Street vendors help the economy in cities:
Street vendors are an important part of the informal economy in cities because they sell goods and services at
low prices. They help people meet their daily needs and support local businesses.

3. Not having enough good vending spaces is a big problem:
Many street vendors have problems because there aren't any designated vending areas. This often causes
problems with local governments and eviction drives.

4. Organized retail is becoming more competitive:
Street vendors have to compete with supermarkets, malls, and organized retail stores, which hurts their sales and
income.

5. The government wants to protect street vendors with its policies:
The Street Vendors (Protection of Livelihood and Regulation of Street Vending) Act, 2014, is an important step
toward protecting street vendors' rights and livelihoods.

6. Policies are still not being put into action very well:
Policies are in place to help street vendors, but they are often not put into action quickly or completely, which
makes them less effective.

7. Street vending will still be a big part of city life:
Street vending is likely to stay an important way for people to make a living in cities like Mumbai because more
people are moving to cities and they need cheap goods.

8. Need for urban planning that helps:
Street vendors can have better working conditions and better chances for the future if cities plan ahead, make
rules that are easy to understand, and get help from the government.

CONCLUSION & SUGGESTIONS

Street vending is an important part of the informal economy in cities and provides a source of livelihood for
many people. Street vendors offer low-cost goods and services to the public, especially to people belonging to
low and middle-income groups. The study shows that street vending encourages self-employment and supports
families who have limited job opportunities. However, street vendors face several challenges such as lack of
proper vending spaces, strict rules, eviction drives, and increasing competition from organized retail markets.
Rapid urban development and infrastructure projects also make it difficult for vendors to find suitable places to
sell their goods. Although the government has introduced laws like the Street Vendors (Protection of Livelihood
and Regulation of Street Vending) Act, 2014 to protect their rights, these policies are not properly implemented
in many areas.

Despite these challenges, street vending has a positive future because of the increasing urban population and
continuous demand for affordable goods. With proper policy implementation, effective urban planning, and
government support, street vending can remain a sustainable source of livelihood.

To improve the conditions of street vendors and ensure better future opportunities, they should be allowed to
operate in designated vending zones without disturbance. Government laws related to street vending should be
properly implemented to protect their rights. Vendors should be provided with licenses and identity cards to
give them legal recognition. Financial support and easy access to credit should also be provided to help them
expand their businesses. Training programs in business skills and hygiene can improve their efficiency and
income. In addition, basic facilities such as clean water, toilets, and proper waste disposal systems should be
provided in vending areas. These measures can help improve their working conditions and ensure long-term
sustainability of their livelihood.

REFERENCES
1. Bhowmik, S. K. (2012). Street vendors in the global urban economy. Routledge.

85




International Journal of Advance and Innovative Research -
Volume 13, Issue 2 (111): April - June 2026 ISSN 2394 - 7780

2.

10.

11.

12.
13.

Bromley, R. (2000). Street vending and public policy: A global review. International Journal of Sociology
and Social Policy, 20(1/2), 1-28.

Government of India. (2014). The Street Vendors (Protection of Livelihood and Regulation of Street
Vending) Act, 2014. Ministry of Housing and Urban Affairs.

Bhowmik, S. K. (2005). Street vendors in Asia: A review. Economic and Political Weekly, 40(22/23),
2256-2264.

Bhowmik, S. K. (2012). Street vendors in the global urban economy. Routledge.

Bromley, R. (2000). Street vending and public policy: A global review. International Journal of Sociology
and Social Policy, 20(1/2), 1-28.

Roever, S., & Skinner, C. (2016). Street vendors and cities. Environment and Urbanization, 28(2), 359—
374.

Mitullah, W. V. (2004). Street vending in African cities: A synthesis of empirical findings. World Bank.

Cross, J., & Morales, A. (2007). Street entrepreneurs: People, place and politics in local and global
perspective. Routledge.

Brown, A. (2006). Contested space: Street trading, public space and livelihoods in developing cities.
Intermediate Technology Publications.

Kumar, S. (2018). Street vending and livelihood challenges in urban India. International Journal of Social
Economics, 45(7), 1103-1116.

Sharma, R. (2019). Socio-economic conditions of street vendors in urban India.

Singh, P. (2020). Urban informal economy and livelihood opportunities of street vendors in India. Journal
of Urban Studies, 57(8), 1654-1668.

86




International Journal of Advance and Innovative Research -
Volume 13, Issue 2 (111): April - June 2026 ISSN 2394 - 7780

IMPACT OF PERSONALIZED CRM STRATEGIES ON CONSUMER RETENTION IN E-
COMMERCE PLATFORMS

'Ms. Snehal Kishore Tripathi and *Dr. Ashok Luhar
'Research Scholar, DTSS College of Commerce, University of Mumbai, Maharashtra, India
*Professor, Sheila Raheja School of Business Management & Research, University of Mumbai, Maharashtra,
India

ABSTRACT

Since e-commerce is growing so quickly, online platforms are competing with each other more than ever. This
makes keeping customers a big challenge for businesses. Customized Customer Relationship Management
(CRM) strategies have become an effective means to enhance customer satisfaction and foster enduring
relationships with consumers. This research investigates the influence of personalized CRM strategies on
consumer retention within e-commerce platforms, utilizing secondary data sourced from research journals,
academic articles, books, and business reports accessible in databases. Qualitative descriptive analyses were
employed to evaluate the existing literature and industry practices. The study centers on essential CRM
domains, encompassing personalization, data analytics, tailored communication, loyalty initiatives, and post-
purchase engagement. The results show that personalized CRM strategies like specific product suggestions,
targeted promotions, and one-on-one communication make customers happier, get them to buy again, and make
them more loyal. The study finds that good personalization is very important for keeping customers and giving
e-commerce sites an edge over their competitors in the digital marketplace.

Keywords: Personalized CRM Strategies, Consumer Retention, E-Commerce Platforms

INTRODUCTION

E-commerce has been one of the fastest-growing parts of the world economy lately. People are shopping online
more and more because it's easy, there are a lot of products to choose from, prices are competitive, and they can
have their purchases delivered to their homes. This is because internet access, smartphones, and digital payment
systems are all growing quickly. But the rise of online marketplaces has also made the competition between e-
commerce platforms very fierce. Customers can easily move from one website or app to another if they find
better deals or services. Because of this, keeping customers has become a big problem for e-commerce
companies. They are now focusing more on strategies that can help them build long-lasting relationships with
customers.

Customer Relationship Management (CRM) is a key tool for businesses to build and keep strong relationships
with their customers. CRM stands for using strategies, technologies, and processes to help businesses better
understand their customers' needs and improve their interactions with them. In the digital world, CRM has
changed to include personalized strategies that use customer data like their browsing history, buying habits,
preferences, and feedback. With these personalized CRM strategies, businesses can make product suggestions,
send targeted ads, personalized emails, and special offers that are based on what each customer is interested in.

Personalization is now a key part of making customers happier and more involved on e-commerce sites.
Customers feel valued and understood by a company when they get recommendations or offers that fit their
tastes. This makes their overall shopping experience better and makes it more likely that they will buy again.
Companies can now better understand how customers act and offer highly personalized services thanks to
advanced technologies like data analytics, Al, and machine learning. These new technologies have made CRM
strategies much more effective in the online marketplace. Customer retention is the ability of a business to keep
its customers over time. Keeping customers is often cheaper than getting new ones, and loyal customers are
more likely to buy again and tell others about the platform. Businesses can build stronger emotional connections
with customers, make them happier, and boost brand trust with personalized CRM strategies.

So, e-commerce businesses that want to stay competitive in the digital market need to know how personalized
CRM strategies affect customer retention. In this context, the current study concentrates on analyzing the
influence of personalized CRM strategies on consumer retention within e-commerce platforms. The study seeks
to understand the role of personalized communication, product recommendations, and tailored offers in
enhancing customer loyalty and sustained engagement with online shopping platforms.
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REVIEW OF LITERATURE

1.

Zhang and He (2019) did a study to find out how personalized CRM strategies affect how long customers
stay with online stores. The study examined the utilization of customer data analytics by e-commerce
platforms to create personalized experiences, including customized product recommendations, targeted
discounts, and individualized communication. The research indicated that customers perceive the platform as
understanding their needs when they receive recommendations derived from their browsing history and prior
purchases. This makes them happier and more trusting of the website. The researchers also found that
personalization makes it less likely that customers will switch to a competitor because they would lose the
benefits that were customized for them. The study found that personalized CRM practices make shopping
more interesting and easier, which directly leads to more customer loyalty and retention in the highly
competitive e-commerce market.

Lemon and Verhoef (2020) looked into digital personalization as a key part of managing customer
relationships on e-commerce sites. Their research highlighted that contemporary CRM systems gather real-
time customer data from diverse touchpoints, including websites, mobile applications, and social media
platforms. This data helps companies deliver personalized content, including tailored emails, customized
homepage displays, and product suggestions based on user behavior. The researchers found that this kind of
personalization makes customers more interested and improves the overall customer experience. Customers
are more likely to come back to the platform and buy again when they get content that is useful to them. The
study found that digital personalization increases satisfaction and builds long-term loyalty, making it an
important way to keep customers in online marketplaces.

Kumar (2021) looked into how personalization based on artificial intelligence (Al) in CRM systems affects
customer retention on e-commerce sites. The study showed how machine learning algorithms look at a lot of
customer data, like their purchase history, search patterns, and preferences. Companies can make very
accurate and personalized offers for each customer by using this information. The study discovered that Al-
driven personalization enhances the intention to repurchase and diminishes customer attrition. If customers
get good suggestions, they are more likely to keep shopping on the same platform. The research determined
that the incorporation of Al technology into CRM systems improves the efficacy of personalized marketing
strategies and is crucial for customer retention in the digital marketplace.

. Chatterjee & Kar (2022) examined the impact of personalized communication on customer loyalty within

online shopping platforms. The study focused on the impact of personalized emails, push notifications, and
follow-up messages on consumer behavior. Customers feel more valued and recognized because the
platform lets them talk to each other in a personalized way. This emotional connection makes their
relationship with the brand stronger and makes them more likely to buy from them again. The researchers
also talked about how personalized loyalty programs and targeted incentives can help keep people interested
in the long term. The study found that personalization makes customers more trusting and satisfied, which in
turn leads to better retention and stronger customer loyalty in e-commerce businesses.

Singh and Sahu (2024) looked at how Indian e-commerce platforms keep customers by focusing on
personalized CRM strategies. The research investigated the reactions of Indian consumers to tailored product
recommendations, personalized discounts, and communication aligned with their preferences. The study
found that personalization makes customers happier and makes them more likely to buy again. The research
also showed that in India's competitive online market, customers have a lot of choices, and personalized
experiences help platforms stand out. The study found that personalized CRM strategies are necessary for
keeping customers in the growing Indian e-commerce sector and building long-term relationships with them.

Statement of the Problem

E-commerce platforms find it hard to keep customers because there is a lot of competition and customers can

2.

easily switch to another site. Consequently, it is important to assess the impact of personalized CRM strategies
on consumer retention within e-commerce platforms.

Objectives of the Study
1.

To examine the impact of personalized Customer Relationship Management (CRM) strategies on consumer
retention in e-commerce platforms.

To understand the review of literature in the related areas.
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RESEARCH METHODOLOGY

The current study utilizes secondary data to analyze the influence of personalized customer relationship
management (CRM) strategies on consumer retention within e-commerce platforms. The requisite data has been
collected from various secondary sources, including published journal articles, research papers, books, business
reports, and case studies related to CRM and e-commerce.

A qualitative descriptive methodology has been employed to examine the information derived from literature
and industry case studies. The study's data came from academic databases like Google Scholar, Scopus, and
ResearchGate. These databases have reliable and useful research materials on the subject.

The data that were gathered were sorted into important areas of personalized CRM, like product
recommendations, personalized communication, targeted promotions, loyalty programs, and engagement after a
purchase.

FINDINGS AND DISCUSSION

1. Personalized Product Recommendations

The study found that personalized product recommendations based on a customer's browsing history and past
purchases make it easier for them to find products that fit their needs. The result makes shopping better overall
and makes people want to keep using the same e-commerce site.

2. Personalized Communication

Customers are more likely to respond to personalized emails, notifications, and promotional messages.
Customers feel valued when they get messages that are relevant to their interests, and they are more likely to
buy again.

3. Role of Data Analytics and Technology

The study shows that e-commerce platforms can better understand how customers act with the help of data
analytics and artificial intelligence. These technologies help businesses make accurate personalized offers and
suggestions, which makes customers happier and keeps them coming back.

4. Loyalty Programs and Personalized Offers

Customers are more likely to stay connected with the platform if they can earn reward points, get personalized
discounts, and join loyalty programs. These kinds of incentives make customers want to keep buying from the
same online store.

5. Improved Customer Satisfaction and Trust

The study found that personalized CRM (Customer Relationship Management) strategies make customers
happier and more trusting. Customers are more likely to stay with a platform if they feel like their needs are
being met and understood.

CONCLUSION

The study's analysis shows that personalized CRM strategies greatly improve customer retention on e-
commerce sites. Personalization helps businesses learn what their customers like and give them personalized
shopping experiences through product suggestions, targeted promotions, and personalized messages. E-
commerce platforms can now use advanced technologies like data analytics and artificial intelligence to make
their CRM strategies work better and build long-term relationships with customers. People are happier and more
likely to stay on a platform when they feel like their needs are being met and valued.

So, e-commerce businesses should work on making their personalized CRM strategies better to get customers
more involved, loyal, and keep them coming back. Personalization that works well improves the customer
experience and helps businesses stay ahead of the competition in the fast-growing digital market.
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ABSTRACT

The proliferation of cloud kitchens across metropolitan India has fundamentally restructured how urban
consumers engage with food services. This study investigates the behavioral intentions of consumers in Mumbai
toward cloud kitchen platforms, employing a mediation framework that situates trust and perceived value as
central mechanisms linking antecedent factors to actual consumption decisions. Set against the backdrop of
Mumbai's complex urban food ecosystem, the research draws on a mixed-methods approach encompassing
structured quantitative surveys and in-depth qualitative interviews to examine how convenience, digital
accessibility, affordability, and hygiene standards shape consumer attitudes. The findings indicate that trust,
built through transparent safety protocols and consistent service quality, alongside perceived value derived
from competitive pricing and menu diversity, significantly mediates the relationship between platform attributes
and consumer intention to use cloud kitchen services. The study further highlights the enduring influence of the
COVID-19 pandemic in reshaping hygiene-consciousness and digital food adoption patterns. Insights are
offered for cloud kitchen operators seeking to design trust-building strategies and communicate value
propositions effectively in Mumbai's competitive delivery-first marketplace.

Keywords: Cloud kitchens, Consumer intentions, Mumbai, Food delivery, Perceived value, Mediation model,
Urban consumption, COVID-19.

I. INTRODUCTION

1.1 Context and Background

The food service sector in India is undergoing a period of unprecedented structural change, propelled by
advances in digital technology, rapid urbanization, and evolving consumer lifestyles. Cloud kitchens delivery-
only food preparation facilities operating without any traditional dine-in component have emerged as one of the
most consequential innovations reshaping this sector. Operating under various designations such as ghost
kitchens or virtual restaurants, these establishments depend entirely on technology-mediated ordering and
logistics systems, positioning them at the intersection of digital commerce and food service.

Mumbai, functioning simultaneously as India's commercial nerve centre and a microcosm of its cultural
plurality, presents a particularly instructive case study for examining consumer intentions in this domain. The
city's inhabitants navigate demanding professional schedules while maintaining complex culinary identities
rooted in regional tradition and cosmopolitan openness. This intersection of time constraint, digital fluency, and
food cultural richness renders Mumbai an ideal environment in which to investigate the cognitive and emotional
pathways through which consumers arrive at decisions to engage with cloud kitchen platforms.

While prior research has examined adoption drivers in broad terms, a nuanced understanding of the mediating
roles of consumer trust and perceived value remains underdeveloped, particularly within the Indian
metropolitan context. This study addresses that gap by proposing and testing a mediation model that positions
trust and perceived value as the conduits through which platform-level attributes translate into measurable
behavioral intentions. The insights generated are intended to inform both academic understanding of digital
food service consumption and practical strategy formulation for operators active in this rapidly evolving market.

Il. LITERATURE REVIEW

Academic inquiry into cloud kitchens has grown substantially in recent years, reflecting their disruptive impact
on food service economics. Scholars have progressively shifted attention from broad adoption metrics toward
more nuanced questions of consumer psychology, platform trust, and value formation.

2.1 Cloud Kitchens within the Digital Food Ecosystem

Cloud kitchens represent a paradigmatic example of digitally-enabled service innovation, leveraging platforms,
artificial intelligence, and data analytics to satisfy consumer demand for rapid and reliable meal delivery.
Research underscores their particular resonance in densely populated urban environments where smartphone
penetration is high and time poverty is an entrenched feature of daily life. The operational efficiencies they
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afford relative to traditional full-service restaurants have attracted both established food brands and
entrepreneurial ventures seeking lower capital entry points into the food service market.

2.2 Trust as a Determinant of Consumer Intention

Within digital commerce literature, trust is consistently identified as a foundational antecedent of consumer
intention. In the context of food delivery platforms, trust operates across multiple dimensions: trust in the
platform's reliability and security, trust in the accuracy of product representations, and trust in the hygiene and
safety standards maintained by the kitchen. Post-pandemic research has further elevated the salience of hygiene-
related trust, as consumers now apply heightened scrutiny to food preparation environments that remain
invisible to them. Operators that proactively communicate transparent safety practices and consistently deliver
on stated quality standards are better positioned to cultivate the trust necessary to convert trial users into loyal
customers.

2.3 Perceived Value and Its Dimensions

Perceived value in the cloud kitchen context is multidimensional, encompassing functional, economic, and
experiential components. Functional value relates to the quality and reliability of food and delivery; economic
value pertains to price competitiveness and perceived affordability relative to alternatives; experiential value
encompasses the ease, personalization, and satisfaction of the ordering process itself. Consumer research in
Indian metropolitan markets highlights that middle-income segments place particular weight on economic
value, while younger demographics place increasing importance on experiential dimensions such as menu
customization and interface usability.

2.4 Cultural and Demographic Dimensions in Mumbai

Mumbai's demographic heterogeneity profoundly shapes food preferences and consumption behavior. The
coexistence of deeply rooted regional culinary traditions alongside cosmopolitan openness to international
cuisine creates a complex demand landscape. Younger, digitally native consumer’s exhibit heightened affinity
for app-based ordering, while more established consumer segments may require stronger trust signals before
committing to delivery-only providers. The city's vibrant street food culture establishes strong baseline
expectations around taste, variety, and value that cloud kitchens must acknowledge and address in their
positioning.

2.5 COVID-19 as a Structural Inflection Point

The COVID-19 pandemic served as an accelerant for cloud kitchen adoption, as public health restrictions
rendered dine-in experiences temporarily untenable and permanently altered risk perceptions around food
consumption. Delivery orders in major Indian metropolitan centres expanded dramatically during the pandemic
period, and longitudinal evidence suggests that a meaningful share of this behavioral shift has persisted beyond
the immediate crisis. Hygiene and safety have transitioned from peripheral concerns to core decision criteria for
a broad cross-section of the consumer population.

I1l. RESEARCH QUESTIONS AND RESEARCH GAP
3.1 Research Questions
This study addresses the following research questions:

» RQL: What platform-level factors most significantly influence consumer intentions toward cloud kitchen
services in Mumbai?

» RQ2: How do demographic variables including age, income, and occupational profile moderate consumer
intentions?

 RQ3: To what extent does consumer trust mediate the relationship between platform attributes and
behavioral intention?

» RQ4: How does perceived value mediate the link between convenience, affordability, variety, and consumer
intentions?

* RQ5: What is the role of post-pandemic hygiene expectations in shaping trust and perceived value
formation?

+ RQG6: How does technological integration within cloud kitchen platforms influence both trust and perceived
value?
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3.2 Research Gap

Existing literature on cloud kitchen adoption is predominantly focused on broad attitudinal measures or
operational metrics, with comparatively limited attention to the psychological mechanisms through which
consumer intentions are formed and sustained. Specifically, the mediating roles of trust and perceived value and
their interaction within an emerging economy, megacity context remain under theorized. Mumbai, with its
distinctive confluence of demographic complexity, cultural diversity, and digital infrastructure, requires a
dedicated theoretical treatment rather than the application of frameworks derived primarily from developed
economy contexts.

The current study addresses this gap by developing and empirically testing a mediation model specifically
calibrated to Mumbai's urban food landscape, contributing both theoretical refinement and contextually
grounded managerial insights to the field.

IV. METHODOLOGY

4.1 Research Design

This study employs Secondary Data on Articles & Journals the quantitative component enables statistical
testing of the proposed mediation pathways, while the qualitative strand enriches interpretation by capturing
experiential nuances not fully accessible through survey instruments alone. The design is simultaneously
exploratory addressing theoretically underdeveloped terrain and explanatory, seeking to establish causal
mechanisms underlying consumer intention formation.

4.2 Research Objectives
» To model the mediating effect of trust on the relationship between cloud kitchen service attributes and
consumer behavioral intentions.

» To assess the mediating role of perceived value in translating convenience, affordability, and variety into
consumer intention.

» To examine demographic variation in the strength and nature of these mediating relationships.
» To identify the influence of technological integration on both trust and perceived value perceptions.
» To derive actionable strategic insights for cloud kitchen operators in Mumbai’s competitive delivery market.

4.3 Data Collection

Secondary data served a supplementary and contextualizing function, informing the conceptual framework,
instrument development, and interpretive lens applied to primary findings. These data were obtained through a
systematic review of peer-reviewed academic literature drawn from established journals in hospitality
management, digital commerce, and consumer behavior. Industry reports from food delivery platforms and
market research agencies operating in the Indian context were also consulted to establish sector benchmarks and
identify prevailing demand trends. Published analytics pertaining to food delivery platform performance in
Indian metropolitan markets provided additional context for situating primary findings within the broader
competitive landscape. Secondary sources were not used as substitutes for primary empirical evidence but as a
foundation for theoretical grounding and comparative interpretation.

4.4 Limitations and Delimitations

Limitations:
» Self-reported data may be subject to social desirability bias and retrospective distortion.

» Findings may have limited transferability to other Indian cities given Mumbai’s distinctive socioeconomic
and cultural profile.

Delimitations:
» The geographic scope is restricted to Mumbai and does not extend to rural or per urban settings.

» The study examines consumer-side intentions and perceptions exclusively, without addressing operational or
supply-side dimensions of cloud kitchen management.

V. RESULTS

5.1 Respondent Profile

The Secondary sample data skewed toward young urban adults between 18 and 35 years of age, reflecting the
cohort most actively engaged with digital food delivery platforms. Middle-income and upper-middle-income
respondents constituted the largest share of the sample, and urban professionals alongside students formed the
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dominant occupational groupings consistent with the demographic profile of cloud kitchen's most frequent
users.

5.2 Antecedent Factors and Their Salience
The following factors emerged as most influential across respondents:

» Convenience: Rapid delivery and frictionless app-based ordering were the most frequently cited drivers of
platform engagement.

« Affordability: Cloud kitchens were perceived as offering superior cost efficiency relative to conventional
restaurant dining.

» Food Quality and Variety: Diverse cuisine offerings and ingredient integrity were identified as strong
determinants of repeat engagement.

» Packaging: Thoughtfully designed and environmentally conscious packaging contributed meaningfully to
overall consumer experience assessments.

» Hygiene and Safety: Post-pandemic behavioral shifts have embedded hygiene compliance and contactless
protocols as baseline expectation rather than differentiating feature.

5.3 Mediation Findings: Trust

Analysis confirmed that trust significantly mediates the pathway between platform hygiene transparency,
delivery reliability, and consumer intention to continue using cloud kitchen services. Respondents who reported
high levels of platform trust demonstrated substantially stronger intentions to engage repeatedly and to
recommend the platform to others. Trust was most strongly cultivated through visible safety communication,
consistent order accuracy, and favorable prior experience.

5.4 Mediation Findings: Perceived Value

Perceived value emerged as a robust mediator between convenience and affordability attributes and consumer
intentions. Respondents who perceived strong functional and economic value from cloud kitchen platforms
displayed markedly higher intentions to engage. Experiential value operationalized through ease of ordering,
personalization features, and menu breadth proved particularly influential among younger, digitally native
respondents.

5.5 Cuisine Preferences and Ordering Patterns

Indian cuisine retained its position as the dominant preference across all demographic segments, with notable
interest in Mumbai-specific regional specialties. International cuisine categories particularly Chinese, Italian,
and fast-food formats commanded strong secondary demand among cosmopolitan younger respondents.
Regular users reported platform engagement at a frequency of two to three sessions per week, concentrated
around lunch and dinner periods and amplified during weekend intervals. Zomato and Swiggy represented the
primary ordering platforms across the sample.

5.6 ldentified Challenges

» Sustainability: Single-use plastic packaging remains a source of persistent consumer concern and
reputational risk.

» Customer Retention: Price sensitivity and intense competitive pressure complicate sustained loyalty
cultivation.

» Operational Performance: Delivery delays, food temperature inconsistency upon arrival, and occasional
order inaccuracies were the most commonly reported service failures.

5.7 Emergent Consumer Trends

» A discernible shift toward health-oriented and diet-specific offerings, including keto-adapted, vegan, and
gluten-free options.

» Growing consumer appetite for hyper-local dishes representative of Mumbai’s distinctive culinary traditions.

» Rising interest in subscription-based meal models among high-frequency users seeking predictability and
value.
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VI. DISCUSSION

6.1 Consumer Intentions, Trust, and Urban Lifestyle

The mediation analysis confirms that trust and perceived value are not simply correlates of consumer intention
but active causal pathways that amplify or attenuate the behavioral impact of platform attributes. Mumbai's
urban lifestyle characterized by time pressure, digital integration, and high service expectations creates a
structural demand for cloud kitchen offerings that can effectively build and maintain both. Operators who treat
trust and value creation as ancillary marketing concerns, rather than core design principles, are likely to find
themselves disadvantaged in an increasingly sophisticated consumer environment.

6.2 Cultural Specificity and Strategic Positioning

The persistent dominance of Indian cuisine preferences, alongside robust demand for regional specialties,
underscores the importance of culturally attuned menu curation. Cloud kitchen operators who can authentically
replicate the taste profiles associated with Mumbai's street food tradition while integrating the hygiene and
convenience attributes that distinguish formal service environments stand to capture a strategically significant
segment of the market.

6.3 Post-Pandemic Trust Architecture

The COVID-19 pandemic has permanently recalibrated consumer trust calculus in the food service domain.
Hygiene transparency has transitioned from a supplementary assurance to a prerequisite for consumer
confidence. The mediation findings suggest that operators who fail to proactively and visibly address hygiene
concerns will face structural trust deficits that materially suppress behavioral intentions regardless of the
strength of their value proposition.

6.4 Sustainability and Long-Term Value Alignment

Consumer environmental consciousness is increasingly embedded within value assessments, particularly among
younger demographics. Packaging practices that generate visible waste can erode perceived value even among
consumers who otherwise rate the service experience favorably. Operators who proactively communicate and
implement sustainable practices are better positioned to align with the evolving value systems of their most
engaged consumer segments and to cultivate the long-term brand equity that underpins durable loyalty.

VII. STRATEGIC RECOMMENDATIONS

Based on the mediation model findings, the following recommendations are proposed for cloud kitchen

operators:

» Invest systematically in trust-building infrastructure, including transparent hygiene communication,
consistent quality assurance systems, and reliable delivery performance, as these are the most potent drivers
of consumer intention through the trust pathway.

» Develop multi-dimensional value propositions that address functional, economic, and experiential
dimensions simultaneously, recognising that different demographic segments weight these dimensions
differently.

» Deploy advanced data analytics capabilities to enable personalised recommendation, dynamic pricing, and
precise demand forecasting both as direct value-adding features and as inputs to operational efficiency.

» Adopt and clearly communicate sustainable packaging solutions, positioning environmental responsibility as
a component of brand trust rather than an operational afterthought.

» Curate menus to reflect the cultural specificity of Mumbai’s culinary landscape while simultaneously
accommodating health-oriented and internationally influenced preferences.

» Leverage customer review systems, social media channels, and structured loyalty programmes as
instruments for reinforcing both trust perceptions and perceived value over the consumer lifecycle.

VIIl. CONCLUSION

This study contributes to the understanding of consumer intentions toward cloud kitchens in Mumbai by
advancing a mediation framework that foregrounds trust and perceived value as the psychological mechanisms
through which platform attributes translate into behavioral outcomes. The findings affirm that convenience,
affordability, and variety remain powerful drivers of engagement, but that their efficacy is substantially
conditioned by the trust consumers place in a platform and the value they perceive from interacting with it.

The post-pandemic landscape has permanently elevated hygiene as a trust-critical variable, while growing
environmental consciousness has embedded sustainability within value assessments. Operators who design their
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service models, communication strategies, and operational protocols with these mediating dynamics in mind
will be better positioned to cultivate durable consumer intentions and competitive differentiation in Mumbai's
dynamic urban food marketplace.

The insights generated by this research are intended to stimulate both theoretical refinement through the
contextualization of mediation models within emerging economy urban settings and practical application,
enabling cloud kitchen operators to make more informed and empirically grounded strategic decisions as they
navigate one of India's most competitive and consequential food service markets.
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1. INTRODUCTION

Financial technology has changed the way people invest in the stock market, and online broking platforms are
one of the biggest reasons for this change. In the past, investing in the capital market was difficult for many
individuals because it required high brokerage charges, paperwork, and support from traditional brokers. Today,
online trading platforms and mobile trading apps have made investing easier, faster, and cheaper. Investors can
now buy and sell shares using their smartphones, access market information instantly, and manage their
portfolios without visiting a broker’s office. This shift has not only improved access to financial markets but has
also changed how investors think, decide, and act while making investments.

The investor participation has increased, especially after the COVID-19 pandemic, because many people
became more interested in investing and started using digital platforms. The students and first-time investors are
becoming more aware of the stock market due to educational programs, workshops, and easy access to Demat
accounts through popular platforms such as Zerodha, Upstox, and Angel One. At the same time, many investors
still hesitate to invest actively because of fear of losses and market uncertainty, showing that awareness does not
always lead to confidence or action.

In addition, mobile and online platforms influence investment decisions through features such as user-friendly
design, personalized recommendations, expert ratings, and real-time updates. These features may encourage
investors to trade more frequently and make quicker decisions, which can either support better portfolio
diversification or lead to impulsive and risky trading behavior. Since investors have different preferences based
on age, income, and occupation, it is important to understand how online broking platforms shape investment
decisions across different investor groups. Therefore, this study examines investor awareness, investment
decision-making, and portfolio strategies in the context of online broking platforms, and compares investor
perceptions of digital broking services with traditional brokerage methods.

1.1 Statistics:
1. Demat account holders surged from 4.9 crore (49 million) in 2019 to 13.2 crore (132 million) by the end of
2024 (P1B, 2025).

2. Individual investors' share of market capitalization in NSE-listed companies reached an 18.75% in Q2
FY?2025-26, a 22-year high, valued at approximately Z83.6 trillion (One, 2025).

3. Approximately 75% of retail trades globally are now executed via smartphone apps, reflecting a decisive
mobile-first shift (Nazifova, 2026).

1.2 Problem Statement:

Online broking platforms have made investing easier and increased the number of retail investors. However, it
is still not clear whether this convenience helps investors make smart and long-term decisions or encourages
risky and speculative trading. Mobile trading apps may lead to quick and impulsive buying and selling instead
of disciplined portfolio planning that traditional brokers usually support. Also, even though online platforms are
fast and low-cost, it is uncertain whether investors trust them more than traditional brokers. Therefore, this
study is important to understand how digital trading changes investor decision-making and how it compares
with traditional brokerage methods.

2. REVIEW OF LITERATURE

The early exposure to stock market education strengthens students’ financial literacy and supports more
informed personal financial decision-making, contributing to long-term financial well-being. However, despite
basic awareness, student participation in stock trading remains limited due to perceived risks, uncertainty, and
fear of losses, indicating a clear gap between knowledge and action. The study notes that institutional initiatives,
including workshops and broker-supported Demat facilitation through platforms such as Zerodha, Upstox, and
Angel One, are improving engagement, with participating students showing diversification tendencies, though
the authors emphasize the need for cautious, long-term investing supported by broader financial education
(Sangwan, 2023).
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COVID-19 acted as a catalyst for increased retail participation by reshaping financial attitudes and behaviours.
Using a mixed-methods approach, they identify the rapid expansion of digital trading platforms, wider access to
market-related information, and heightened emphasis on financial literacy as key drivers behind this shift. Their
findings suggest the emergence of a new generation of investors with improved market understanding,
highlighting the need for policymakers and financial institutions to strengthen investor education and ensure
informed decision-making in an increasingly digital investing environment (Arora, 2023).

The investors’ perceptions and preferences toward stock broking services are shaped by factors such as broker
reputation, reliability, service quality, transparency in fees, and timely trade execution, which collectively
influence brokerage selection. The study distinguishes between investors seeking advisory-driven, full-service
brokers and cost-sensitive investors preferring discount online platforms, highlighting that technology has
accelerated preference shifts toward real-time, convenient digital trading, especially among younger investors. It
also emphasizes that regulatory compliance and data security are critical in building investor trust, with overall
satisfaction strongly linked to speed, accessibility, professionalism, ease of use, and service reliability
(Sucharitha, 2023).

Mobile trading apps influence individual investors’ decision-making, emphasizing that features such as
usability, personalization, expert ratings, and information quality significantly shape investment choices by
enabling real-time access and convenient trading. Their findings show that app preference is strongly affected
by demographic factors like age, profession, and income, while gender and education have minimal influence,
and reliance on app-based decision support declines as investors’ age, education, and income increase. The
study also notes a dominant preference for mutual fund investments driven by price, historical returns, company
performance, and risk considerations, reinforcing the importance of accurate and timely mobile information in
strengthening investor trust and informed portfolio decisions (E, 2024).

3. RESEARCH METHODOLOGY

3.1 Objectives:
1. To assess the level of awareness among investors regarding online broking platforms.

2. Toinvestigate the impact of online trading on investment decisions and portfolio management strategies.
3. To examine investors' perceptions towards online broking platforms over traditional broking methods.
3.2 Hypothesis:

Hypothesis 1:

Ho: There is no significant difference in awareness levels about online broking platforms among investors.
Hi: There is a significant difference in awareness levels about online broking platforms among investors.
Hypothesis 2:

Ho: The use of online broking platforms does not significantly impact the investment decisions and portfolio
management strategies of investors.

Hi: The use of online broking platforms does significantly impact the investment decisions and portfolio
management strategies of investors.

Hypothesis 3:

Ho: There is no significant difference in investors' perception towards online broking platforms over traditional
broking methods.

Hai: There is a significant difference in investors' perception towards online broking platforms over traditional
broking methods.

3.3 Significance:

This study is important because it helps investors understand how online broking platforms and trading apps
influence their investment decisions and habits. It will show whether these platforms encourage smart, long-
term wealth creation or lead to quick and risky trading. The findings will also help brokerage companies and
fintech firms improve their platforms by building more trust and adding features that support responsible
investing.

For regulators and policymakers, the study provides useful information about the possible risks of online
trading, such as impulsive behaviour and excessive speculation, so that they can create better rules to protect
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retail investors. Traditional financial institutions can also use the results to understand changing investor
preferences and update their services to stay relevant in a digital economy. Overall, this research supports the
development of a safer, more informed, and more stable investment environment for retail investors.

3.4 Methodology:

For this study, a descriptive research design was adopted. Data was collected through a survey-based approach,
using a structured questionnaire to obtain primary information from respondents. In addition, secondary data
was compiled from various sources such as research articles, journals, reference books, and credible websites.
Statistical analysis, specifically Chi-square testing, was conducted using the VassarStats software. To support
the literature review, relevant academic studies were identified through databases and platforms such as Google
Scholar, ScienceDirect, and ResearchGate.

A simple random sampling method was used for selecting participants, and a total of 50 responses were
gathered from investors based in Mumbai.

3.5 Limitations:

1. This study is limited to investors from the Mumbai region, so the findings may not represent investor
behaviour in other parts of India. Investment preferences and decision-making patterns may differ across
metropolitan, semi-urban, and rural areas.

2. The study is based on survey responses, which may include errors due to incomplete recall, low interest, or
hesitation to share personal financial information. As a result, some responses may not fully reflect the actual
investment behaviour of participants.

3. The study employs a quantitative approach, which may give limited insights regarding investment decisions
and portfolio strategies.

4. The research is carried out in a certain period of time that might not portray long-term changes in the
perception and awareness of investors.

4. DATA ANALYSIS

1. To assess the level of awareness among investors regarding online broking platforms.

Cate- Observed Expected Expeacted Percentage Standardized
gory Frequency Frequency Proportion Dewiation rResiduals
A 1 10 0.2 -90% -2.85 Sums:
B 13 10 0.2 +30% +0.95
= 14 10 a.2 +A40% +1.28 Cbserved Frequencies:
D 13 10 a.2 +320% +0.95 50
E 9 i0 a.2 -10% -0.32
F ?
o Expected Frequencies:
[¥]
H 5C
Expected Proportions:
10
Resat Calculate

[Note that for df=1, the calculated value [For df=1, this is the uncorrected
of chi-square is corrected for continuity.] value of chi-square.]

chi-square = 11.6
df = 4
[P is non-directional]
P = 0.0206

Chi-square Test using Vassarstats

Inference:

Vassarstats was used to perform a Chi-square Test. In the above tables, A stands for not aware, B for slightly
aware, and C for moderately aware, D for very aware and E for extremely aware. The P value obtained is
0.0206, which is less than 0.05. Hence, we accept the alternate hypothesis, that there is a significant difference
in awareness levels about online broking platforms among investors.
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2. To investigate the impact of online trading on investment decisions and portfolio management strategies.

Cate- Observed Expected Expected Percentage  Standardize
gory Frequency Frequency Proportion Deviation Residuals
A 0 10 0.2 -100% -3.16 Sums:
B 1 10 0.2 -90% -2.85
C 11 10 0 +10% +0.32 Observed Frequencies:
(W 30 10 0.2 +200% +6.32 50
E 8 10 0.2 -20% -0.63
F -
= Expected Freguencies:

50

Expected Proportions:
1.0
Reset Calculate

[Mote that for df=1, the calculated value [For df=1, this is the uncorrected
of chi-sguare is corrected for continuity.] value of chi-square.]

chi-sguare = 58.6
df = 4
[P is non-directional]
P= <.0001

Chi-square Test using Vassarstats

Inference:

Vassarstats was used to do a Chi-square Test. In the above tables, A stands for strongly disagree, B for disagree,
and C for neutral, D for agree and E for strongly agree. The P value obtained is less than 0.0001 which is less
than 0.05. Hence, we accept the alternate hypothesis, that the use of online broking platforms does significantly
impact the investment decisions and portfolio management strategies of investors.

3. To examine investors' perceptions towards online broking platforms over traditional broking methods.

Cate-  Observed Expected Expected Percentage  Standardized

gory  Frequency  Frequency Proportion Deviation Residuals
A 0 10 Q.2 -100% -3.16 Sums:
B 0 10 a.2 -100% -3.16
C 17 10 0.2 +70% E20 Observed Frequencies:
D 25 10 0.2 +150% +4.74 50
E 8 10 0.2 -20% -0.63
F e e
= Expected Frequencies:

50
H === ==
Expected Proportions:
1.0
Raset Calculate

[Note that for df=1, the calculated value [For df=1, this is the uncorrected
of chi-square is corrected for continuity.] value of chi-square.]

chi-square = 47.8
df = 4
[P is non-directional]
P <.0001

Chi-square Test using Vassarstats

Inference:

Vassarstats was used to do a Chi-square Test. In the above tables, A stands for extremely negative, B for
negative, and C for neutral, D for positive and E for extremely positive. The P value obtained is less than 0.0001
which is less than 0.05. Hence, we accept the alternate hypothesis, that there is a significant difference in
investors' perception towards online broking platforms over traditional broking methods.

5. FINDINGS

There is a significant level of awareness regarding online broking platforms among the participants. 44% of the
respondents described themselves as "Very aware" or "Extremely aware."” The data indicates a strong market
dominance by a few key players, with Zerodha, Groww, and Angel One being the most frequently used and
recognized platforms.
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A key finding is that digital platforms have a tangible impact on how investors manage their money. 76% of the
respondents agreed that using these platforms has impacted their investment decisions and helped diversify their
investment portfolios. This suggests that the ease of access provided by mobile apps encourages investors to
explore a wider range of assets rather than sticking to traditional, single-asset investments.

When asked why they prefer online platforms over traditional brokers, Convenience and Platform Speed
emerged as the strongest influencing factors, receiving consistently high ratings (4 and 5 on a 5-point scale).
Cost Efficiency and Security were also rated highly, indicating that investors value low fees and safety just as
much as speed. Interestingly, factors like "Social Influence” and "Referral Programs” had a mixed impact,
suggesting that while peer recommendations matter, product quality (speed and ease of use) is the primary
driver of adoption.

Around 66% of respondents said they view them positively, showing that more than half of the participants
prefer online trading.

While satisfaction with online platforms is generally positive, the data on trust shows a divided sentiment. A
significant portion of investors still finds "both™ online and traditional methods equally trustworthy, or explicitly
prefers "online broking." However, suggestions from respondents highlight a need for better customer support
and educational resources for beginners, indicating that while the technology is appreciated, the lack of human
guidance remains a gap that needs to be addressed.

6. SUGGESTIONS

Brokerage platforms should introduce mandatory onboarding tutorials and in-app financial literacy modules to
educate first-time users about responsible investing. Platforms must also improve transparency by clearly
displaying all charges, fees, and risks associated with each investment product. Furthermore, customer support
services, including live chat, phone assistance, and video tutorials, should be strengthened to provide human
guidance when needed. Lastly, platforms should implement behavioural nudges that promote long-term
investing, such as reminders about portfolio reviews and alerts for excessive trading frequency.

Regulatory authorities should mandate that all online broking platforms include standardized investor education
content before account activation. SEBI could introduce guidelines to limit or regulate gamification features that
encourage speculative behaviour, such as celebratory animations or daily push notifications about short-term
gains. Periodic audits of platform algorithms and recommendation systems should be conducted to ensure they
do not exploit behavioural biases. Additionally, regulators should establish stricter data security and privacy
standards to build investor trust in digital platforms. Public awareness campaigns highlighting the risks of
overtrading and the importance of long-term investing should also be launched through mass media and
educational institutions.

Traditional brokers should adopt a hybrid model that combines the convenience of digital platforms with
personalized advisory services. By offering online access alongside human consultation, they can cater to both
tech-savvy younger investors and cautious older investors who value expert guidance. Traditional firms should
also invest in upgrading their digital infrastructure to remain competitive while maintaining their reputation for
trust and reliability.

Colleges, universities, and schools should integrate basic financial literacy and stock market education into their
curriculum to prepare students for real-world investing. Workshops, seminars, and partnerships with brokerage
platforms can provide hands-on learning experiences. Educational programs should emphasize the difference
between investing and speculative trading, helping students develop disciplined financial habits from an early
age.

7. CONCLUSION

This study confirms that online broking platforms have significantly transformed investment behaviour by
improving accessibility, awareness, and portfolio diversification among retail investors. While 76% of
respondents reported that digital platforms positively impacted their investment decisions, concerns regarding
trust, customer support, and the risk of impulsive trading remain. The findings highlight that convenience,
speed, and cost efficiency drive platform adoption, yet many investors still value traditional brokerage guidance.
To maximize the benefits of digital investing, a collaborative approach involving investor education, platform
transparency, regulatory oversight, and hybrid service models is essential to ensure sustainable wealth creation
and responsible financial behaviour in India's rapidly evolving investment landscape.
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ABSTRACT

Consumer behaviour has undergone significant transformation with the emergence of new generational
cohorts, particularly Generation Z and Millennials, who together represent a major segment of the modern
consumer market. This study aims to examine and compare the buying behaviour of Generation Z and
Millennial consumers in selected retail markets of Mumbai. The research focuses on understanding the factors
influencing purchasing decisions, including price sensitivity, product quality brand perception, social media
influence and shopping preferences.

The study adopts a mixed-method research design, combining survey data with field observations conducted at
prominent retail locations such as Hill Road, Linking Road, Inorbit Mall and Phoenix Marketcity. A structured
guestionnaire was administered to a sample of 30 respondents, consisting of 15 Generation Z consumers (aged
18-26) and 15 Millennials (aged 27-42).

The findings provide insights into what both generations look for while shopping and highlight the growing role
of social media in shaping their choices. Generation Z consumers are more influenced by social media trends,
peer recommendations and experiential shopping environments, whereas Millennials tend to prioritize product
quality, value for money and brand reliability. Their preferences strongly influence market trends, fashion and
digital habits, making them key drivers of today’s economy.

The study highlights that today the marketers can no longer adopt a “one-size-fits-all” approach and instead
need to implement differentiated marketing strategies to effectively engage these generational segments in an
increasingly competitive retail environment.

Keywords: Generation Z, Millennials, Social Media Influence, Retail Markets, Brand Preference, Cohort

INTRODUCTION

Consumer buying behaviour has undergone significant changes over the past few decades due to rapid
technological development, globalization and changing social values. Among the various consumer groups,
Generations Z and Millennials have emerged as two of the most influential segments in today’s marketplace.
Although these generations are often grouped together because of their familiarity with technology and digital
platforms, their attitudes, preferences and purchasing patterns can differ in meaningful ways.

Millennials, generally born between 1981 and 1996, grew up witnessing the transition from traditional to digital
lifestyles. As a result, they tend to value convenience, brand reputation and experiences when making
purchasing decisions. On the other hand, Generation Z, born from 1997 onwards, has grown up in a fully digital
world with smartphones, social media and instant access to information. This exposure has shaped them into
consumers who often seek authenticity, personalization and quick, technology-driven shopping experiences.

Businesses today face the challenge of understanding these differences to design effective marketing strategies.
Brands that fail to recognize the unique expectations of these generations risk losing relevance in an
increasingly competitive market. Studying the buying behaviour of these two groups can therefore provide
valuable insights into how companies can tailor their products, communication and customer experiences.

This study aims to compare the buying behaviour of Generation Z and Millennial consumers by examining
factors such as purchasing preferences, brand influence, price sensitivity and the role of digital platforms in
shaping their decisions. Data collected through a field visit and consumer interaction provides practical insights
into how these generational groups behave in real marketplace settings.

To gain a better understanding of generational buying patterns, field visits were carried out at popular shopping
destinations in Mumbai, including Hill Road, Linking Road in Bandra and selected shopping malls. These visits
offered valuable insights into the shopping patterns and preferences of both generations. Known for vibrant
street shopping, affordable fashion and a mix of street stalls and branded stores, these areas draw students,
working professionals and families, making them ideal places to observe consumer buying patterns.
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The findings of this research are expected to help businesses, marketers and researchers better understand how
generational differences influence consumer behaviour and how marketing strategies can be adapted to meet the
evolving needs of modern consumers.

LITERATURE REVIEW

1.

10.

Consumer Behaviour and Generational Differences (Kotler & Keller, 2016): Consumer behaviour
refers to the process through which individuals select, purchase and use goods and services to satisfy their
needs. Kotler and Keller highlight that generational differences significantly influence purchasing patterns
because each generation grows up under different social, technological and economic conditions. These
differences affect brand perceptions, shopping habits and responses to marketing strategies.

Generation Z and Digital Influence (Priporas et al., 2017): Research on Generation Z indicates that they
are highly influenced by digital technologies and social media platforms. Gen Z consumers tend to rely on
online reviews, peer opinions and social media trends when making purchase decisions. Their shopping
behaviour is often shaped by convenience, quick access to information and interactive retail experiences.

Millennial Consumer Behaviour (Ordun, 2015): Studies on Millennials show that they are generally
more brand-conscious and value product quality and reliability. Millennials tend to evaluate products
carefully before purchasing and often look for value for money. They are comfortable with both online and
offline shopping but prefer brands that provide consistent quality and trustworthy information.

Social Media and Purchase Decisions (Djafarova & Bowes, 2021): Social media platforms play a
significant role in influencing consumer buying behaviour, particularly among younger consumers.
Research shows that exposure to influencer content and online product recommendations can increase
purchase intentions. However, authenticity and trust are key factors that determine whether consumers
actually make a purchase.

Experiential Shopping and Gen Z Preferences (Fromm & Read, 2018): Generation Z consumers are
attracted to experiential shopping environments where they can interact with products and brands. Retail
spaces that provide engaging experiences, trendy products and social media—friendly environments tend to
appeal more strongly to this generation.

Online and Offline Shopping Behaviour (Lissitsa & Kol, 2016): Research comparing different
generations shows that while younger consumers prefer digital channels, physical retail stores still play an
important role in shaping purchase decisions. Many consumers combine online research with offline
shopping experiences before making final purchases.

Brand Loyalty and Millennials (Williams & Page, 2011): Millennials often show stronger brand loyalty
compared to younger generations. They tend to build long-term relationships with brands that offer
reliability, quality and consistent value. Marketing strategies targeting Millennials therefore focus on trust,
transparency and product performance.

Retail Environment and Consumer Decision-Making (Solomon, 2018): The retail environment,
including store layout, product display and overall shopping atmosphere, can significantly influence
consumer buying behaviour. Factors such as convenience, store ambience and accessibility can encourage
impulse purchases and shape overall shopping experiences.

Price Sensitivity and Value Perception (Schiffman & Wisenblit, 2019): Price plays an important role in
consumer decision-making, particularly among younger consumers who often have limited purchasing
power. While Generation Z may prioritize affordability and trends, Millennials often balance price with
product quality and long-term value.

Marketing Strategies for Different Generations (Francis & Hoefel, 2018): Research suggests that
businesses must adopt different marketing approaches when targeting generational segments. Generation Z
responds well to digital engagement and social media marketing, while Millennials often value
authenticity, product benefits and brand reputation. Understanding these differences helps marketers design
more effective strategies.

The literature shows that while both Generation Z and Millennials are important consumer groups, their buying
behaviour differs. Generation Z is more influenced by social media and trends, whereas Millennials focus more
on product quality, brand reliability and value for money.
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OBJECTIVES OF THE STUDY
o To compare the shopping preferences and purchase decisions of Generation Z and Millennials.

e To identify the factors influencing their buying behaviour, such as price, product quality, brand perception
and social media influence.

METHODOLOGY

The study uses descriptive research design. Primary data was collected through a structured questionnaire from
30 respondents, including 15 Generation Z and 15 Millennials. Field visits were conducted at Hill Road,
Linking Road and selected malls in Mumbai. Secondary data was gathered from journals, books and online
research articles.

DATA ANALYSIS AND INTERPRETATION

The study was conducted using a structured questionnaire administered to 30 respondents, including 15
Generation Z consumers (aged 18-26) and 15 Millennials (aged 27-42). The purpose was to understand and
compare their buying behaviour, shopping preferences and the factors influencing their purchase decisions.

1. Factors Influencing Buying Decisions

Factor Gen Z (%) | Millennials (%)
Price 40% 27%
Quality 20% 40%
Brand Image 13% 20%
Trends/Fashion 20% 7%
Influencers/Peers 7% 6%

The results show that the two generations look at different things when making purchase decisions. Generation
Z consumers are mainly influenced by price and current fashion trends. This suggests that they prefer products
that are affordable and stylish. Since many of them are students or just starting their careers, they often look for
options that fit within their budget while still allowing them to keep up with the latest trends.

Millennials, however, give more importance to product quality and the reliability of the brand. They are more
likely to think carefully before buying something and consider factors like durability, performance and whether
the product is worth the money in the long run. Brand reputation also matters more to them, which shows that
they tend to trust well-known and established brands.

Overall, the findings indicate that Generation Z tends to make purchases that are more influenced by trends and
price, while Millennials generally focus more on quality and long-term value when choosing products.

2. Factors Influencing Buying Decisions

Influence Level Gen Z | Millennials
Strong Influence 47% 20%
Moderate Influence 33% 40%
Slight Influence 13% 27%
No Influence 7% 13%

Social media has become a major influence on how people make purchasing decisions, especially among
younger consumers. The findings show that 47% of Generation Z respondents feel strongly influenced by social
media. Platforms like Instagram, YouTube and other digital channels play a big role in shaping what they
choose to buy.

Many Gen Z consumers look at online reviews, influencer recommendations and trending content before
deciding on a product or brand. Visual posts, product demonstrations and opinions shared by other users often
help them form their impressions and influence their buying choices.

Millennials, however, appear to be moderately influenced by social media. Although they do use digital
platforms and pay attention to online content, they are generally more careful when making purchase decisions.
They often cross-check information, read detailed reviews and consider their past experiences before buying
something.
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Overall, the results suggest that social media marketing tends to have a stronger impact on Generation Z.
Millennials, however, respond better to a mix of both digital marketing and traditional sources of information
when making their purchasing decisions.

3. Shopping Preference: Online vs Offline

Preference GenZ Millennials
Online Shopping 60% 40%
Offline Shopping 40% 60%

The findings show clear differences in the shopping preferences of Generation Z and Millennials. Most
Generation Z respondents (60%) prefer shopping online. This is mainly because online shopping is convenient,
allows them to easily compare products and often offer attractive discounts and promotions. Since Gen Z has
grown up using digital technology, they are very comfortable browsing, researching and buying products
through online platforms.

In contrast, Millennials tend to prefer shopping in physical stores, with 60% of them choosing offline shopping.
Many Millennials like to see and touch the product before buying it so that they can better judge its quality.
They also value the overall in-store experience, such as interacting with sales staff, trying out products and
being able to take the product home immediately.

However, the results also show that both generations use a mix of online and offline shopping. This means that
businesses should focus on offering a combination of digital and physical shopping options to meet the needs of
both groups.

4. Frequency of Shopping for Non-Essential Items

Frequency Gen Z | Millennials
Weekly 33% 20%
Monthly 40% 47%

Every Few Months 20% 27%
Rarely 7% 6%

The findings suggest that Generation Z tends to shop more often, especially for non-essential items like fashion,
accessories and lifestyle products. Many Gen Z consumers enjoy trying out new styles and keeping up with the
latest trends, which often encourages them to make purchases more frequently.

Millennials, on the other hand, usually shop less often but with more planning. Their purchases are typically
based on specific needs rather than impulse buying. They are more likely to think about whether a product is
useful, durable and worth the money before deciding to purchase.

Overall, the results show that generational differences play an important role in shopping habits. Generation Z
tends to display more spontaneous and trend-driven shopping behaviour, while Millennials generally take a
more careful and practical approach when making purchases.

5. Product Categories with Highest Spending

Product Category GenZ Millennials
Fashion 47% 33%
Electronics 20% 27%
Food & Beverages 20% 20%
Travel 13% 20%

The survey results show that the two generations have different preferences when it comes to the types of
products they like to buy. For Generation Z, fashion products appear to be the most popular choice, making up
nearly half of their spending preferences. This highlights their strong interest in following trends, expressing
their personal style and experimenting with different looks.

Millennials, on the other hand, tend to spend more on electronics and travel. These choices may reflect their
lifestyle priorities, such as the need for technology in work and daily life, as well as a greater interest in
experiences like travelling and leisure activities.
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At the same time, both generations show a similar level of interest in food and beverages. This suggests that this
category remains important and relevant regardless of age group.

FINDINGS OF THE STUDY

The analysis of the survey responses provided valuable insights into the differences in the buying behaviour of
Generation Z and Millennials. The findings highlight how their preferences, motivations and shopping habits
vary across several aspects of consumer decision-making.

1. Generation Z is more price-conscious and trend-focused: The study indicates that Generation Z
consumers are strongly influenced by price and current trends while making purchase decisions. Many
respondents from this group prefer products that are affordable yet fashionable. As many of them are
students or at the beginning of their careers, they tend to look for budget-friendly options that still allow
them to keep up with the latest styles and trends.

2. Millennials give more importance to product quality and brand trust: Millennial consumers appear to
approach shopping in a more practical and thoughtful manner. The responses suggest that they prioritize
product quality, durability and the reliability of the brand. Rather than following trends, Millennials often
prefer products that provide long-term value. They are also more likely to remain loyal to brands that
consistently meet their expectations.

3. Social media influences Generation Z more strongly: The study also shows that social media plays a
major role in shaping the buying behaviour of Generation Z. Platforms such as Instagram and YouTube
frequently expose them to new products, trends and brand promotions. Many respondents indicated that
influencer recommendations and online reviews can affect their interest in purchasing a product. Millennials
also use social media, but they generally rely on it as an additional source of information rather than the
main deciding factor.

4. Generation Z prefers online shopping, while Millennials prefer offline stores: Another observation from
the study is the difference in shopping channel preferences. Generation Z respondents show a stronger
inclination toward online shopping due to its convenience and ease of comparing products and prices.
Millennials, however, are more comfortable shopping in physical stores, where they can personally examine
the product before making a purchase decision.

5. Generation Z tends to shop more frequently: The findings suggest that Generation Z consumers engage in
shopping more often, particularly for non-essential items such as clothing and accessories. Their buying
behaviour is often influenced by trends and social media exposure. Millennials, in contrast, tend to shop less
frequently and usually make more planned and purposeful purchases.

6. Differences in preferred product categories: The study also found variations in the product categories
preferred by the two generations. Generation Z respondents showed greater interest in fashion-related
products, reflecting their focus on style and trends. Millennials, on the other hand, reported relatively higher
spending on electronics and travel, indicating different lifestyle choices and priorities.

CONCLUSION

This study was conducted to understand the buying behaviour of Generation Z and Millennial consumers,
compare their shopping preferences and identify the factors that influence their purchase decisions. The findings
show that although both generations are active participants in today’s consumer market, their shopping habits
and motivations are quite different.

The study helped provide a clearer understanding of how these two groups approach buying decisions.
Generation Z consumers are more influenced by trends, affordability and social media. They also tend to prefer
online shopping because it is convenient and allows them to explore new products easily. Millennials, however,
generally take a more practical approach and focus more on product quality, brand reliability and getting good
value for their money.

The comparison of shopping preferences also shows that Generation Z tends to shop more frequently and enjoys
experimenting with new products, especially in fashion and lifestyle categories. Millennials usually make more
planned purchases and often prefer visiting physical stores where they can examine products before buying
them.

Overall, the study highlights that factors such as price, product quality, brand perception and social media
influence play an important role in shaping consumer behaviour. Understanding these differences can help
businesses design better marketing strategies and retail experiences that appeal to both generations.
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ABSTRACT

Women entrepreneurs play a crucial role in economic development and inclusive growth. E-commerce
platforms have emerged as powerful tools enabling women entrepreneurs to expand market reach, enhance
sales, and improve business efficiency. This study examines the role of e-commerce platforms in empowering
women entrepreneurs in MSMEs in Thane District. The research is based on primary data collected from 50
respondents through a structured questionnaire. The study uses descriptive analysis to evaluate the extent of e-
commerce usage, its impact on business performance, and challenges faced by women entrepreneurs. The
findings reveal that e-commerce platforms significantly contribute to business growth, customer reach, and
operational efficiency. However, challenges such as digital literacy gaps, platform dependency, and technical
barriers still persist. The study suggests improving digital training and support systems to strengthen women
entrepreneurship.

Keywords: Women Entrepreneurs, MSMEs, E-Commerce Platforms, Digital Empowerment, Business Growth

1. INTRODUCTION

Digital technology has grown very quickly, and it has changed the way businesses work all over the world. The
rise and growth of e-commerce platforms is one of the most important changes in recent years. These platforms
have changed the way businesses work by letting them reach customers who are not in the same area. In India,
more people are using digital platforms, especially Micro, Small, and Medium Enterprises (MSMES), thanks to
better internet access, more smartphones, and government programs like Digital India. These changes have
opened up new doors for business owners, especially women, to be more involved in the economy.

Women business owners are very important for promoting economic growth that includes everyone, creating
jobs, and encouraging new ideas. Women-led businesses in the MSME sector play a big role in the growth of
local economies and communities. However, even though there are more women entrepreneurs, they still face a
lot of problems, such as not being able to get loans, not being able to get into the market, cultural barriers, and
not being able to move around. These problems have always made it hard for them to grow and keep their
businesses going.

In this situation, e-commerce platforms have become very useful for getting around many of these problems.
Women entrepreneurs can market their goods and services in a cheap and flexible way using platforms like
online marketplaces, social media, and digital payment systems.

Thane District is a fast-growing area in the Mumbai Metropolitan Region that is good for MSMEs and business
activities. A lot of women business owners in this area have started using e-commerce platforms in their
businesses because more people are using digital technology. Nonetheless, the degree to which these platforms
facilitate their empowerment and the obstacles they face during usage necessitate thorough examination.

2. REVIEW OF LITERATURE

The review of literature is an essential component of any research study as it provides a comprehensive
understanding of existing knowledge, concepts, and findings related to the research topic. It helps in identifying
research gaps, framing objectives, and establishing a strong theoretical foundation for the study.

In the context of the present research titled “Role of E-Commerce Platforms in Empowering Women
Entrepreneurs”, the review of literature focuses on three key areas: the growth and adoption of e-commerce
platforms, the role of digital technologies in promoting women entrepreneurship, and the concept of
empowerment through digital inclusion.

Previous studies highlight that e-commerce platforms have significantly transformed the business environment
by enabling entrepreneurs to access wider markets, reduce operational costs, and improve customer
engagement. For women entrepreneurs, especially those operating in the MSME sector, digital platforms offer
opportunities for financial independence, flexibility, and business expansion. However, existing literature also
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points out challenges such as limited digital literacy, lack of technical knowledge, and dependency on third-
party platforms.

1. Neelam D. Jaiswar (2024) conducted a study titled “Study on Role of Self-Help Groups in Empowering
Women in Rural Areas of Thane District, Maharashtra.” The study focuses on examining how Self-Help
Groups (SHGs) contribute to the socio-economic empowerment of women in rural regions.

The findings of the study indicate that SHGs play a significant role in improving the economic independence
and financial stability of women by promoting savings habits, access to microcredit, and opportunities for self-
employment. Participation in SHGs enables women to engage in income-generating activities, thereby
enhancing their contribution to household income and improving their standard of living.

2. Sangade, Nilesh (2021) — A Study on Understanding the Influence of Entrepreneurial Burnout and
Entrepreneurial Orientation on Job Satisfaction among MSME Entrepreneurs in Nanded District.
Findings in brief: The study examines the relationship between entrepreneurial burnout, entrepreneurial
orientation, and job satisfaction among MSME entrepreneurs. The findings indicate that high levels of
burnout negatively affect job satisfaction, while strong entrepreneurial orientation positively influences
motivation, performance, and satisfaction levels.

3. Ghorpade, Rupali A. (2024) — To Study Marketing Practices of Women Entrepreneurs under MSME in
Ahmednagar District.
Findings in brief: The study analyzes the marketing practices adopted by women entrepreneurs operating
MSMEs and finds that traditional marketing methods are predominantly used, with limited adoption of
digital marketing tools. Challenges such as inadequate market knowledge, limited promotional budgets, and
lack of branding strategies were identified. The study emphasizes the need for marketing training,

3. RESEARCH METHODOLOGY

3.1 Introduction

Research methodology refers to the systematic process adopted to collect, analyze, and interpret data in order to
achieve the objectives of the study. This chapter outlines the research design, sources of data, sampling
technique, data collection methods, and tools used for analysis in the study titled “Role of E-Commerce
Platforms in Empowering Women Entrepreneurs in MSMEs in Thane District.”

Objectives of the Study
1. To examine the usage of e-commerce platforms among women entrepreneurs.

2. To assess the role of digital platforms in empowering women entrepreneurs.

3.2 Research Design

The present study adopts a descriptive research design, as it aims to describe and analyze the usage of e-
commerce platforms and their role in empowering women entrepreneurs. This design is suitable for
understanding the opinions, experiences, and perceptions of respondents in a structured manner.

3.3 Sources of Data

Primary Data

Primary data was collected directly from women MSME entrepreneurs in Thane District. The data was gathered
using a structured questionnaire designed through Google Forms. The questionnaire included close-ended
guestions to capture information related to:

o Usage of e-commerce platforms

o Frequency of use of digital platforms

o Impact of e-commerce on business performance

o Role of digital platforms in enhancing independence and decision-making
o Benefits experienced from using e-commerce platforms

3.4 Sample Size and Sampling Technique

The study was conducted using a sample size of 50 respondents, comprising women entrepreneurs managing
MSMEs in Thane District. A convenience sampling technique was adopted due to ease of access and time
constraints. Respondents were selected based on their availability and willingness to participate in the survey.
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3.5 Data Collection Method

Data was collected by distributing the Google Form link to selected respondents through email and messaging
platforms. Respondents were informed about the purpose of the study, and confidentiality of their responses was
ensured. All 50 responses received were considered valid for analysis.

3.6 Tools and Techniques of Data Analysis
The collected data was systematically classified, tabulated, and analyzed using basic statistical tools. The
following techniques were used:

e Percentage analysis

e Tables for data presentation

e Bar charts and pie charts for visual representation

These tools helped in simplifying the data and drawing meaningful conclusions.

3.7 Scope of the Study
The study is limited to women entrepreneurs operating MSMEs in Thane District. It focuses on analyzing the
role of e-commerce platforms in empowering them and improving their business performance.

3.8 Limitations of the Study
e The sample size is limited to 50 respondents, which may restrict generalization

e The study is based on self-reported data, which may involve personal bias
e Time and accessibility constraints influenced the sampling method

4. DATA ANALYSIS AND INTERPRETATION

This chapter deals with the analysis and interpretation of data collected from women MSME entrepreneurs in
Thane District through a structured questionnaire using Google Forms. The purpose of this chapter is to
systematically examine the responses obtained from the 50 respondents and to derive meaningful insights
related to the adoption of e-commerce, data privacy concerns, and ethical issues faced in digital business
operations.

The collected data has been classified, tabulated, and analyzed using simple statistical tools such as tables and
percentage to ensure clarity and ease of understanding. The findings presented in this chapter form the basis for
discussion, conclusions, and recommendations in the subsequent chapters.

1. E-Commerce Platforms Used

Platform Type No. of Respondents | Percentage (%)
Online Marketplaces 15 30%
Social Media Platforms 20 40%
Own Website/App 8 16%
Others 7 14%
Total 50 100%

Explanation "The data indicates that social media platforms (40%) are the most commonly used e-commerce
medium among women entrepreneurs, followed by online marketplaces (30%). A smaller proportion (16%)
uses their own websites or apps, while 14% rely on other platforms. This shows that women entrepreneurs
prefer low-cost and easily accessible digital platforms, especially social media, for conducting business
activities.

2. Frequency of Usage

Usage Frequency No. of Respondents Percentage (%)
Daily 22 44%
Weekly 15 30%
Occasionally 8 16%
Rarely 5 10%
Total 50 100%

Explanation: The majority of respondents (44%) use e-commerce platforms on a daily basis, while 30% use
them weekly. Only a small percentage (10%) use them rarely. This suggests that e-commerce platforms have
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become an integral part of day-to-day business operations, reflecting a high level of engagement with digital
tools.

3. Impact on Sales & Customer Reach

Impact Level No. of Respondents | Percentage (%)
Great Extent 18 36%
Moderate Extent 20 40%
Small Extent 8 16%
Not at All 4 8%
Total 50 100%

Explanation : A significant proportion of respondents (76%) reported that e-commerce platforms have
improved their sales and customer reach to a great or moderate extent. Only 8% stated that there was no
impact. This clearly indicates that digital platforms play a crucial role in enhancing business performance
and expanding market access for women entrepreneurs.

4. Improvement in Independence & Decision-Making

Response No. of Respondents Percentage (%)
Strongly Agree 16 32%
Agree 18 36%
Neutral 8 16%
Disagree 5 10%
Strongly Disagree 3 6%
Total 50 100%

Explanation: The findings reveal that 68% of respondents (Strongly Agree + Agree) believe that e-
commerce platforms have improved their independence and decision-making abilities. A smaller proportion
expressed disagreement (16%). This suggests that digital platforms contribute significantly to the
empowerment of women entrepreneurs, enabling them to make more autonomous business decisions.

5. Biggest Benefit of E-Commerce Platforms

Benefit No. of Respondents | Percentage (%)
Increased Income 14 28%
Wider Market Access 16 32%
Better Customer Interaction 8 16%
Business Growth Opportunities 9 18%
Others 3 6%
Total 50 100%

Explanation: The most reported benefit is wider market access (32%), followed by increased income (28%b).
Other benefits include business growth opportunities and better customer interaction. This shows that e-
commerce platforms primarily help women entrepreneurs expand their reach and improve financial
outcomes, thereby supporting overall business development.

5. FINDINGS

Objective 1: To examine the usage of e-commerce platforms among women entrepreneurs

The research shows that all of the people who answered use e-commerce platforms in some way. This shows
that women entrepreneurs in MSMEs are widely adopting digital technology. Most people (40%) prefer social
media platforms and online marketplaces (30%). A smaller number use their own websites or other platforms. A
large number of people (44%) use e-commerce platforms every day, and 30% use them once a week. This
shows that digital platforms are now an important part of how businesses run on a daily basis. But the
preference for platforms that are easy to access suggests that advanced digital integration is still in the works.

Objective 2: To assess the role of digital platforms in empowering women entrepreneurs

The results make it clear that e-commerce platforms are very important for helping women entrepreneurs. A
majority of respondents (76%) indicated that digital platforms have significantly or moderately enhanced their
sales and customer outreach. Also, 68% of those who answered (Strongly Agree + Agree) said that using e-
commerce platforms has made them more independent and better at making decisions, which shows a strong
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sense of empowerment.NThe main benefits are better access to markets (32%) and more money (28%), as well
as better customer interactions and chances for business growth. These results show that e-commerce platforms
help businesses do better and also help women entrepreneurs become more economically and personally
powerful.

Overall Finding: The study concludes that while e-commerce platforms are widely used and significantly
contribute to empowerment, there is still scope for improving digital skills and encouraging the use of advanced
digital tools to maximize benefits.

6. CONCLUSION

The study finds that e-commerce platforms are very important for helping women entrepreneurs in the MSME
sector in Thane District. The results show that a lot of people are using digital platforms, since all of the people
who answered the survey said they use e-commerce in some way. This shows that more and more businesses
are moving toward digital practices.

E-commerce platforms have helped businesses do better by boosting sales, reaching more customers, and
making things run more smoothly overall. Most of the people who answered said that these platforms have
made them more independent and better at making decisions, which has helped them become more
economically powerful. Digital platforms are even more important for women-owned businesses because they
help them reach more customers and make more money.

The study also shows that even though adoption is high, usage is still moderate, with a greater reliance on basic
platforms like social media and online marketplaces. This shows that we need to help people improve their
digital skills and get them to use more advanced e-commerce tools.

In general, the study shows that e-commerce platforms are a great way for women entrepreneurs to grow their
businesses and become financially independent. Digital literacy, technical support, and raising awareness can all
help women entrepreneurs in the MSME sector get the most out of e-commerce and stay empowered.
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ABSTRACT

This paper examines the accessibility and affordability of auto rickshaw services for daily commuters in
suburban areas of Mumbai. Auto rickshaws play a crucial role as an intermediate mode of transport,
particularly in providing last-mile connectivity where formal public transport systems are limited. The research
is based on primary data collected from 50 respondents using a structured questionnaire, supported by
secondary data from relevant studies and reports.

The findings indicate that auto rickshaws are generally easily accessible, with most commuters experiencing
short waiting times. However, accessibility varies across locations and peak hours. In terms of affordability,
responses are mixed, with a significant proportion of commuters finding fares reasonable, while others perceive
them as expensive. Overall, the study concludes that auto rickshaws are an essential component of suburban
transport, though improvements in fare regulation and service consistency are required to enhance commuter
satisfaction and efficiency.

Keywords: Auto Rickshaws, Urban Transport, Accessibility, Affordability Mumbai Suburbs

1. INTRODUCTION

Mumbai, India's financial center, is one of the most crowded cities in the world since it is developing quickly
and needs more and more transportation. The city's transportation system is rather complicated. It includes
suburban trains, buses, metro lines, and intermediate public transport (IPT). Even though there is a lot of public
transportation infrastructure, regions on the outskirts of the city, such Borivali, Thane, Navi Mumbai, and Kurla,
have trouble getting to and from places. In these areas, auto rickshaws are quite important for connecting major
transportation hubs with their end destinations.

Auto rickshaws are an important part of Mumbai's urban transportation system since they link people quickly
and easily to their final destinations. Many people who use public transportation rely on them to go to and from
their homes, jobs, or schools from train stations, metro stops, or bus depots. This feature is especially useful in a
city where the suburban train network is large but can't serve every area directly. Also, auto rickshaws work in
places where buses and trains don't go very far or aren't cost-effective because the roads are too small or there
aren't enough passengers.

Another big plus for auto rickshaws is that they may be used in many different ways and only when there is
demand. Auto rickshaws are far more flexible than fixed-route public transportation systems since they may
change routes and availability based on how many people want to use them. This flexibility is especially useful
during busy times, late at night, or in crises when other forms of transportation can be full or not available.

Also, a number of studies and evaluations of urban transportation show that auto rickshaws are quite important
in places that don't have enough public transportation or are still growing. They help people get about faster,
make travel easier, and support the daily lives of millions of people. For a lot of individuals, especially those
who live in the suburbs or near cities, auto rickshaws are not merely useful; they are also necessary.

To sum up, auto rickshaws are very important for improving Mumbai's transportation system since they make it
easier to go around, link with other modes of transportation, and be accessible. Their help is especially
important in suburban regions, where they offer a lifeline for those who commute and add to the city's public
transportation system.

2. LITERATURE REVIEW

Previous studies highlight: Auto rickshaws act as an informal yet essential transport system in urban India
Shared auto systems are cost-effective and environmentally friendly Research Gate Service quality and
commuter satisfaction depend on Availability Driver behavior Fare transparency A study found average
overcharging of 23%, especially during peak hours.
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1.

3

Ramakrishna Nallathiga (Sep 2007) in his paper titled “Urban Transport in India: Status, Investment
Needs and Financing Options” observed that Rapid population growth and accelerated economic
development have been exerting greater pressure on the provision of public services in urban areas in
India, particularly on the delivery of infrastructure services like urban transport. Yet, many cities have
not come up with development and investments plans in urban transport, which is resulting in chaotic
traffic and transport conditions in several cities.

. Akshay Mani, Madhav Pai and Rishi Aggarwal (2006) in their paper titled Sustainable Urban

Transport in India -Role of the Auto-rickshaw Sector, observed that As the demand for urban transport
increases in India, so too does the popularity of the autorickshaw. Production of this type of motorized three-
wheeler has doubled between 2003 and 2010. In major Indian cities, it is responsible for a significant share
of motorized trips. Strategies to improve urban transport must include a policy vision for this increasingly
important sector.

. Vadgule, Subhas Machindranath (1997), In their study titled ‘Cost profitability and owners passengers

satisfaction case study of auto rickshaw passengers transport apt business’ they found out that passengers
and drivers have their own concerns and mediation of a neutral party is must to ensure order and smooth
flow of rickshaw service. They discovered that both customers and drivers have their own worries, and in
order to guarantee that the rickshaw service would run smoothly and in an orderly manner, the involvement
of a neutral party was essential.

. Jayasree Venkitachalam (2022), In her thesis titled, ‘Study into the impact of financial literacy on the socio

economic status of auto rickshaw drivers with reference to Mumbai East region’ found out that Financial
literacy is desperately needed for all the people, especially for illiterate people. Since even illiterates are
aware of the significance, value, and uses of money, illiterate individuals do not need to wait till they learn
the alphabet.

. Harsha Pretham Dev Kumar, In their study titled ‘Urban intermediate public transport a case study of

auto rickshaw drivers in greater Visakhapatnam’ found out that All is not well with significant others such as
passengers, police, auto mechanics, petrol bunks, trade union leaders and Government Departments of
weights and measures and road transport authorities. These auto rickshaw drivers faced problems with these
groups. Police booked cases for rash driving, violation of traffic rules, carrying excess passengers.

RESEARCH METHODOLOGY

This study on the accessibility and affordability of auto rickshaws for daily commuters in suburban areas of
Mumbai adopts a descriptive research design to systematically analyze commuter experiences and perceptions.
The methodology focuses on collecting both qualitative and quantitative data to achieve the stated objectives.

a.

Data Collection

The study is primarily based on primary data, collected through a structured questionnaire distributed among
daily commuters in key suburban regions such as Borivali to Andheri. The questionnaire includes close-ended
and multiple-choice questions related to availability, waiting time, ease of access, fare levels, and overall
satisfaction. Secondary data is also used from research papers, government reports, and transport studies to
support the analysis.

b.

Sampling Method and Size

A convenience sampling method is used to select respondents based on ease of access. A sample size of
approximately 50 respondents is considered, consisting of students, working class and regular commuters who
frequently use auto rickshaw services.

3.
1.

2.
a.

Objectives of the Study
To examine the accessibility of auto rickshaws in Mumbai suburbs

To analyze the affordability of auto rickshaw services

Data Analysis Tools

The collected data is analyzed using simple statistical tools such as percentage analysis, tables, and pie charts.
This helps in interpreting commuter responses regarding accessibility and affordability in a clear and structured
manner.
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b. Scope and Limitations

The study is limited to selected suburban areas of Mumbai and focuses only on auto rickshaw services. The
findings are based on respondent perceptions and may vary with a larger sample size or different locations.

This methodology ensures a practical and structured approach to understanding the role of auto rickshaws in
suburban commuting.

4. DATA ANALYSIS AND INTERPRETATION

Data analysis is a crucial part of this study as it helps in interpreting the information collected from respondents
regarding the accessibility and affordability of auto rickshaw services in suburban areas of Mumbai. The
analysis is based on primary data gathered through a structured questionnaire administered to 50 respondents,
representing daily commuters from different suburban regions.

The collected data has been systematically organized, classified, and presented using tables to ensure clarity and
ease of understanding. Simple statistical tools such as percentage analysis have been used to interpret the
responses effectively. Each table is followed by a brief explanation to highlight key trends and patterns related
to the availability, waiting time, cost, and overall satisfaction with auto rickshaw services.

Table 1: Frequency of Using Auto Rickshaws

Response No. of Respondents | Percentage (%)
Daily 20 40%
3-4 times a week 12 24%
Occasionally 10 20%
Rarely 8 16%
Total 50 100%

Explanation: The data indicates that a majority of respondents (40%) use auto rickshaws daily, showing their
strong dependence on this mode of transport in suburban areas of Mumbai. Additionally, 24% use them several
times a week. This suggests that auto rickshaws play a crucial role in everyday commuting, especially for last-

mile connectivity.

Table 2: Availability of Auto Rickshaws

Response No. of Respondents | Percentage (%)
Very easily available 15 30%
Easily available 18 36%
Sometimes available 10 20%
Rarely available 7 14%
Total 50 100%

Explanation: The findings show that 66% of respondents consider auto rickshaws to be either very easily
available or easily available. However, 34% still face occasional or rare availability. This indicates that while
accessibility is generally good, there are still gaps in service coverage in certain suburban areas.

Table 3: Waiting Time for Auto Rickshaws

Response No. of Respondents | Percentage (%)
Less than 5 minutes 14 28%
5-10 minutes 16 32%
10-15 minutes 12 24%
More than 15 minutes 8 16%
Total 50 100%

Explanation: The majority of respondents (60%) reported a waiting time of less than 10 minutes, reflecting
efficient service availability. However, 40% experience longer waiting times, which may indicate peak-hour
demand pressures or limited availability in some locations.

4: Affordability of Fare

Response No. of Respondents | Percentage (%)
Very affordable 10 20%
Affordable 18 36%
Expensive 14 28%
Very expensive 8 16%
Total 50 100%
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Explanation: The responses are mixed regarding affordability. While 56% of respondents find fares affordable
or very affordable, a significant 44% perceive them as expensive. This suggests that although auto rickshaws
are accessible, affordability remains a concern for a considerable portion of commuters.

5: Overall Satisfaction Level

Response No. of Respondents | Percentage (%)
Very satisfied 12 24%
Satisfied 20 40%
Neutral 10 20%
Dissatisfied 8 16%
Total 50 100%

Explanation: The overall satisfaction level is relatively positive, with 64% of respondents being satisfied or
very satisfied. However, 36% of respondents are neutral or dissatisfied, indicating that improvements are
needed in areas such as fare regulation and service consistency.

5. FINDINGS OF THE STUDY
1. The survey shows that auto rickshaws are a common way to get around in the suburbs of Mumbai, with a
large number of people using them every day or often.

2. Most people said that auto rickshaws were simple to find, thus it seems that they are typically easy to get to.
But other places still have restricted access, especially at busy times or in areas that aren't as developed.

3. The data suggests that most customers don't have to wait long, and most people obtain auto rickshaws in less
than 10 minutes. A lot of people who use the service are still late, which shows that the service isn't evenly
distributed.

4. The results show that commuters have different opinions about how affordable the service is. More over half
of people think the fares are reasonable, but a large number think they are too high, which shows that cost is
still an issue for some income levels.

5. The report also shows that most people are fairly happy with the service, which means that overall
satisfaction levels are rather high. But there are still those consumers who are neutral or unhappy because of
problems with cost and availability.

6. Overall, auto rickshaws are very important for getting people from one place to another in the suburbs of
Mumbai, but they need to be more affordable and easier to get to for everyone.

6. CONCLUSION

Objective 1: To examine the accessibility of auto rickshaws in Mumbai suburbs

The study suggests that auto rickshaws are an easily accessible way to go around in the suburbs of Mumbai.
Most of the people who used auto rickshaws said they were simple to find and didn't have to wait long, which
shows that they meet last-mile connectivity demands well. Some respondents, however, said they had trouble
getting to some places or had to wait longer than usual, especially at busy times and in less-developed areas.

Objective 2: To analyze the affordability of auto rickshaw services

The study indicates that different people see the cost of auto rickshaw services in various ways. A lot of people
think the rates are fair and acceptable for everyday travel, but a lot of people also think they are too high. This
suggests that although auto rickshaws are convenient and accessible, their cost may pose a burden for certain
income groups, especially frequent users.

Overall conclusion, auto rickshaws are an important part of suburban transportation since they make it easy and
quick to go about. While accessibility is mostly good, better fee regulation and making sure that service is
always available can make commuters happier overall.

7. REFERENCES

1. Ramakrishna Nallathiga (Sep 2007) in his paper titled “Urban Transport in India: Status,
Investment Needs and Financing Options” NICMAR University
https://www.researchgate.net/publication/280545709 Urban_Transport_in_India_Status_Investm
ent_Needs_and_Financing_Options

2. Akshay Mani, Madhav Pai and Rishi Aggarwal 2006 ) Sustainable Urban Transport in India: Role of
the Auto-Rickshaw Sector. https://www.wri.org/news/media-alert-launch-new-report-auto-rickshaws-india

117



https://www.researchgate.net/publication/280545709_Urban_Transport_in_India_Status_Investment_Needs_and_Financing_Options
https://www.researchgate.net/publication/280545709_Urban_Transport_in_India_Status_Investment_Needs_and_Financing_Options
https://www.wri.org/news/media-alert-launch-new-report-auto-rickshaws-india

International Journal of Advance and Innovative Research -
Volume 13, Issue 2 (111): April - June 2026 ISSN 2394 - 7780

3.

Vadgule, Subhas Machindranath (1997), In their study titled ‘Cost profitability and owners
passengers satisfaction case study of auto rickshaw passengers transport apt business’
http://hdl.handle.net/10603/103338

Jayasree Venkitachalam (2022), In her thesis titled, ‘Study into the impact of financial literacy on the
socio economic status of auto rickshaw drivers with reference to Mumbai East region’.
http://hdl.handle.net/10603/511099

Harsha Pretham Dev Kumar, In their study titled ‘Urban intermediate public transport a case
study of auto rickshaw drivers in greater Visakhapatnam’ http://hdl.handle.net/10603/384035

118



http://hdl.handle.net/10603/103338
http://hdl.handle.net/10603/511099
http://hdl.handle.net/10603/384035

International Journal of Advance and Innovative Research -
Volume 13, Issue 2 (111): April - June 2026 ISSN 2394 - 7780

A STUDY ON TECHNOLOGICAL FACTORS AFFECTING TEACHER PERFORMANCE IN
HIGHER EDUCATION

'Mr. Chetan Ganesh Loke and °Dr. Ashok Vasant Mahadik
'Research Scholar at Lala Lajpatrai College of Commerce & Economics Research Centre
PhD, M. Phil, MBA, M.Com, NET, SET
’PHD — Guide at, Lala Lajpatrai College of Commerce & Economics

ABSTRACT

The present study examines the technological factors affecting teacher performance in higher education. With
the rapid advancement of digital tools, online platforms, and e-learning systems, technology has become an
essential component of modern teaching practices. The study aims to identify key technological factors
influencing teacher effectiveness and to suggest measures for improvement. Primary data was collected from 50
teachers using a structured questionnaire through Google Forms. The data was analyzed using percentage
methods, tables, and graphical representations.

The findings reveal that most teachers are confident in using digital technologies and frequently integrate tools
such as PowerPoint and online platforms into their teaching. A majority of respondents agree that technology
enhances teaching efficiency and student engagement. However, challenges such as lack of training, poor
internet connectivity, and inadequate institutional support were identified as major barriers. The study
concludes that improving digital literacy, infrastructure, and institutional support can significantly enhance
teacher performance and overall teaching quality in higher education.

Keywords: Teacher performance, higher education, Technology , organizational culture, teaching effectiveness

1. INTRODUCTION

Technology is now an important part of the education system, especially in higher education. The fast growth of
digital tools, online platforms, and Al has changed the way people learn and teach in a big way. Teachers are no
longer limited to traditional classroom methods; they are now expected to use technology in their teaching to
make lessons more interesting, accessible, and effective for students. Consequently, technological proficiency
has become an essential factor in evaluating teacher effectiveness in higher education.

Teacher performance is a major factor in making sure that higher education is of high quality and works well. It
includes things like how well you teach, how well you deliver content, how well you interact with students, and
how well you can use new teaching methods. As more and more people use digital tools like Learning
Management Systems (LMS), virtual classrooms, and e-learning tools, technology's role in shaping how well
teachers do their jobs has become more important. The recent shift toward blended and online learning models
has made it even more important for teachers to be ready to use technology.

There are, however, some problems that come with using technology in education. Teachers may not be able to
use technology effectively if they don't know how to use it, don't get enough training, are resistant to change,
don't have enough infrastructure, or don't get enough support from their schools. Also, differences in teachers'
access to technology and how well they can adapt can lead to differences in performance. Some teachers use
technology well to make their lessons more effective, but others may have trouble with the demands of digital
transformation.

Technological factors that affect how well teachers do their jobs include having access to digital infrastructure,
a reliable internet connection, being able to use educational technologies, getting support from their school for
adopting new technologies, and ongoing professional development in digital skills. These things not only affect
how well teachers do their jobs, but they also affect how motivated they are, how happy they are with their jobs,
and the overall quality of their teaching.

In this context, it is imperative to analyze the influence of technological factors on teacher performance in
higher education. Knowing these things will help you figure out the biggest problems and chances that come
with using technology in the classroom. It will also give schools and policymakers useful information that will
help them come up with plans to improve teachers' technology skills and make them more effective overall.

This study seeks to identify the technological factors influencing teacher performance in higher education and to
propose strategies for enhancing teacher effectiveness through improved technology utilization. By
concentrating on this emerging and pertinent domain, the study enhances the ongoing evolution of the education
sector in the digital era.
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2. LITERATURE REVIEW
Dahiya, Supriya (2015), Teacher Effectiveness among Secondary School Teachers in Relation to Job Stress,
Work Motivation and Use of Information and Communication Technology. Research Findings:

1. Dahiya (2015) investigated teacher effectiveness in relation to job stress, work motivation, and ICT usage.
The study found that high job stress negatively affected teacher effectiveness, while strong work motivation
positively enhanced performance. Additionally, teachers who effectively used ICT tools showed better
classroom outcomes. The findings indicated that reducing job stress and promoting motivation can significantly
improve teaching effectiveness.

2. Bharathi, T.S. (2007), Studying Teachers as Persons: Language Teachers Engaging with Multiculturalism in
India, Research Findings: Bharathi (2007) examined language teachers’ personal and professional engagement
with multiculturalism in India. The study revealed that teachers’ personal beliefs, cultural awareness, and
identity significantly influenced their teaching practices. It emphasized that teachers are not merely instructors
but individuals shaped by social and cultural contexts. The findings highlighted the need for teacher education
programs to incorporate multicultural sensitivity and reflective practices.

3. Devi, Anita (2011), A Comparative Study of Teacher Educators of Government-Financed and Self Financed
Colleges of Education in Relation to their Professional Values, Teaching Aptitude and Job Satisfaction,
Research Findings: Devi (2011) conducted a comparative study between teacher educators in government
financed and self-financed colleges. The findings showed significant differences in job satisfaction and
professional values between the two groups. Government college educators generally reported higher job
satisfaction and job security, while self-financed college educators experienced comparatively more stress.

This study emphasized the impact of institutional environment on teachers’ professional attitudes and
satisfaction levels.

3. RESEARCH METHODOLOGY

The present study adopts a systematic approach to examine the factors affecting teacher performance in higher
education and to suggest measures for improving teacher effectiveness. The methodology is designed to ensure
clarity, reliability, and relevance of the findings.

3.1 Research Design

The study is based on a descriptive and analytical research design. The descriptive aspect focuses on
identifying technological factors influencing teacher performance, while the analytical component evaluates the
relationship between these factors and teaching effectiveness.

The study is empirical in nature, as it relies on primary data collected directly from respondents. It reflects
real-world insights into how technology impacts teacher performance in higher education.

3.2 Data Sources

Primary Data

Primary data has been collected using a Google Form-based structured questionnaire. The questionnaire was
designed to gather responses from teachers regarding their use of technology, level of digital competence,
institutional support, and its impact on their performance

3.3 Obijectives of the Study

1. To identify key factors influencing teacher performance in higher education
2. To provide suggestions for improving teacher effectiveness

3.4 Data Sources

Primary Data

Primary data has been collected through a structured questionnaire administered to teachers in higher
education institutions. The questionnaire includes both closed-ended and Likert scale-based questions to
measure various factors affecting teacher performance.

e Sample Size: 50 respondents
e Sampling Technique: Convenience sampling
e Sampling Unit: Teachers working in colleges and higher education institutions

The sample size of 50 respondents provides a basic understanding of the factors affecting teacher performance.
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3.5 Scope of the Study

The study focuses on teachers in higher education institutions, including colleges and universities. It
considers various dimensions of teacher performance such as teaching effectiveness, job satisfaction,
motivation, and professional development.

Limitations of the Study
e The study is limited to 50 respondents, which may affect generalization

e Use of convenience sampling may introduce bias
e Responses are based on self-reported data, which may include subjective bias
e The study is limited to a specific group of teachers and technological factors

3.6 Technological Factors
o Use of digital tools and e-learning platforms

e Adaptability to online teaching
Technology integration has become essential for effective teaching in modern education.

4. INTRODUCTION TO DATA ANALYSIS

Data analysis is an essential part of any research study as it helps in interpreting the collected data and deriving
meaningful conclusions. In the present study, data has been collected from 50 respondents through a structured
questionnaire using Google Forms. The purpose of this section is to systematically present, analyze, and
interpret the responses in order to understand the technological factors affecting teacher performance in higher
education.

The collected data has been organized and presented in the form of tables to ensure clarity and ease of
understanding. Each table represents the responses to a specific question. The analysis primarily uses
percentage method and simple tabulation, which are suitable for descriptive studies of this nature. These tools
enable a clear comparison of responses and help in highlighting the most significant factors influencing teacher
performance.

Through this data analysis, the study aims to provide a comprehensive understanding of teachers’ perceptions
regarding the use of technology, their level of digital competence, institutional support, and the challenges they
face. The insights derived from this section form the basis for findings, suggestions, and conclusions of the
study.

1: Confidence in Using Digital Technologies

Confidence in Using Technology

Responses (%)

40

35

30

25

20 ; :

15 [

10 : :

s 1=

0 | | | | i |
Very Confident  Neutral Slightly Not
Confident Confident Confident

121




International Journal of Advance and Innovative Research
Volume 13, Issue 2 (111): April - June 2026

ISSN 2394 - 7780

Response Category | No. of Respondents | Percentage (%)
Very Confident 12 24%
Confident 18 36%
Neutral 10 20%
Slightly Confident 6 12%
Not Confident 4 8%
Total 50 100%

The table shows that a majority of teachers are either confident (36%) or very confident (24%) in using
digital technologies. However, a smaller proportion still lacks confidence, indicating a need for further training

and skill development.
2: Use of Technological Tools in Teaching

Use of Technology in Teaching
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IIl
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Response Category | No. of Respondents | Percentage (%)
Always 15 30%

Often 14 28%
Sometimes 10 20%

Rarely 7 14%

Never 4 8%

Total 50 100%

The data indicates that most teachers frequently use technology, with 30% always and 28% often using tools
like PowerPoint and LMS. This reflects a high level of technology adoption in teaching practices.
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3: Technology Improves Teaching Efficiency

Technology Improves Efficiency
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Response No. of Percentage
Category Respondents (%)
Strongly Agree 16 32%
Agree 18 36%
Neutral 8 16%
Disagree 5 10%
Strongly Disagree 3 6%
Total 50 100%

A significant majority of respondents agree that technology enhances teaching efficiency, with 68% (agree +
strongly agree) supporting this view. This highlights the positive impact of technology on teaching

performance.

4: Institutional Support and Training
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Response Category | No. of Respondents | Percentage (%)
Strongly Agree 10 20%
Agree 14 28%
Neutral 12 24%
Disagree 9 18%
Strongly Disagree 5 10%
Total 50 100%

A significant majority of respondents agree that technology enhances teaching efficiency, with 68% (agree +
strongly agree) supporting this view. This highlights the positive impact of technology on teaching
performance.

5. Technological Challenges Faced

Technological Challenges
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Response Category No. of Respondents | Percentage (%)
Lack of Training 14 28%
Poor Internet Connectivity 12 24%
Lack of Infrastructure 10 20%
Difficulty in Using Tools 8 16%
Resistance to Change 6 12%
Total 50 100%

The major challenges identified are lack of training (28%) and poor internet connectivity (24%o). This
indicates that both skill gaps and infrastructure issues affect the effective use of technology in teaching.

5. FINDINGS OF THE STUDY

The present study was conducted with the objective of identifying the key technological factors affecting
teacher performance in higher education and providing suggestions for improving teacher effectiveness. Based
on the analysis of primary data collected from 50 respondents, several important findings have emerged.

Objective 1: To identify key technological factors influencing teacher performance in higher education
The study reveals that several technological factors significantly influence teacher performance. Firstly, digital
literacy plays a crucial role, as the majority of teachers reported being confident in using digital technologies,
which positively impacts their teaching effectiveness. Secondly, the use of technological tools such as
PowerPoint, LMS, and online platforms is widely adopted, indicating that technology integration has become an
essential part of teaching practices.
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Additionally, teachers strongly perceive that technology improves teaching efficiency, as most respondents
agreed that it enhances content delivery, time management, and student engagement. However, the study also
identifies important challenges affecting performance. These include lack of training, poor internet connectivity,
and inadequate infrastructure, which hinder the effective use of technology.

Another significant factor is institutional support, where mixed responses indicate that not all institutions
provide sufficient training and technical assistance. Therefore, both enabling factors (digital skills, tool usage)
and limiting factors (training gaps, infrastructure issues) collectively influence teacher performance.

Objective 2: To provide suggestions for improving teacher effectiveness

Based on the findings, several measures can be suggested to improve teacher effectiveness. Firstly, there is a
strong need to enhance training and development programs to improve teachers’ digital competencies and
confidence in using advanced technologies. Regular workshops and hands-on training sessions can help bridge
the skill gap.

Secondly, institutions should focus on improving technological infrastructure, including reliable internet
connectivity and access to modern teaching tools. Adequate infrastructure will enable teachers to use
technology more effectively in their teaching process.

Furthermore, strengthening institutional support systems is essential. This includes providing technical
assistance, encouraging the use of digital tools and support environment for innovation in teaching.

Lastly, efforts should be made to promote continuous learning and adaptability among teachers, encouraging
them to adopt new technologies and teaching methods. By addressing these areas, institutions can significantly
enhance teacher performance and overall teaching quality in higher education.

6. CONCLUSION

The present study, titled “4 Study on Technological Factors Affecting Teacher Performance in Higher
Education,” highlights the growing importance of technology in shaping modern teaching practices. With the
increasing integration of digital tools and online platforms in education, technological competence has become a
key determinant of teacher performance and overall educational effectiveness.

The findings of the study indicate that most teachers are aware of and actively using technological tools in their
teaching. A significant proportion of respondents reported being confident in using digital technologies and
acknowledged that technology enhances their teaching efficiency. This reflects a positive shift towards the
adoption of modern teaching methods in higher education.

However, the study also reveals that certain technological factors act as barriers to optimal teacher performance.
Issues such as lack of adequate training, poor internet connectivity, and insufficient infrastructure were
identified as major challenges faced by teachers. Additionally, the study found that institutional support in terms
of training and technical assistance is not uniform, with some teachers expressing dissatisfaction in this regard.

These findings suggest that while technology has the potential to significantly improve teaching effectiveness,
its benefits cannot be fully realized without proper support systems. The role of educational institutions is
crucial in providing adequate infrastructure, continuous training, and a supportive environment that encourages
the use of technology in teaching.

In conclusion, the study emphasizes that technological factors have a substantial impact on teacher performance
in higher education. Enhancing digital literacy, improving infrastructure, and strengthening institutional support
can lead to better teaching outcomes and increased efficiency. Therefore, a coordinated effort by educators,
institutions, and policymakers is necessary to effectively integrate technology into the teaching-learning process
and to ensure the overall improvement of the education system.
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ABSTRACT

The rise in usage of the internet and digital technology has shown that the way people buy electronic devices
has changed significantly. Today, consumers can choose to purchase products either online or from offline
stores. Each option offers different benefits to consumers, such as lower prices and convenience in online
purchase, and better product inspection and personal assistance in offline purchase.

This study aims to understand consumer experience and satisfaction when purchasing electronic devices
through online and offline modes. It also identifies the main factors that influence consumers’ choice between
these two options. The study is based on data collected through a questionnaire from different respondents.

The findings of this study can help businesses improve their services and better understand customer needs in
both online and offline markets.

Key Terms: The key terms used in this research paper are electronic devices, consumer behaviour, consumer
satisfaction, online shopping, offline shopping, etc.
INTRODUCTION

1.1 Background

In recent years, the rapid growth of the internet and digital technology has brought a major change in the way
people shop. Earlier, consumers mainly depended on physical stores to purchase electronic devices such as
mobile phones, laptops, televisions, and other home appliances. Visiting shops, interacting with salespersons,
and physically checking products were considered important parts of the buying process.

However, with the development of e-commerce platforms and increased use of smartphones, online shopping
has become very popular. Consumers can now search for products, compare different brands, check prices, read
customer reviews, and place orders from the comfort of their homes. The availability of digital payment options
and fast delivery services has further increased the use of online shopping.

At the same time, offline shopping continues to remain important. Many consumers still prefer visiting stores to
physically examine the product, understand its features, and get immediate possession. Personal interaction with
sales staff and the assurance of product quality also influence their decision.

Due to these changes, both online and offline shopping channels are growing and competing with each other.
Businesses are also adopting new strategies such as offering online discounts, improving in-store experience,
and providing better customer service.

Therefore, it becomes important to study and understand consumer behaviour in choosing between online and
offline modes for purchasing electronic devices. This will help in identifying their preferences, expectations,
and the factors influencing their buying decisions.

1.2 Types of Shopping Channels
The shopping broadly operates through two primary channels:

1. Online Purchase: Digital platforms that facilitate electronic transactions through websites and mobile
applications.

2. Offline Purchase: Traditional brick-and-mortar stores where transactions occur through direct physical
interaction.

1.3 Merits and Demerits of Online and Offline Purchase of Electronic Devices
Merits of Online Purchase

1. Convenience — Products can be purchased anytime from home.

2. Better Prices — Discounts, offers, and price comparisons are easily available.

3. Wide Variety — Large number of brands and models to choose from.
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4. Customer Reviews — Helps in making better decisions.
5. Time Saving — No need to travel or visit multiple stores.

Demerits of Online Purchase
1. No Physical Inspection — Product cannot be touched or tested before purchase.

. Delivery Time — Immediate possession is not possible.
. Risk of Wrong/Damaged Product — Chances of receiving defective items.

2

3

4. Return Issues — The replacement or refund process may take time.

5. Dependence on Internet — Requires stable internet and digital knowledge.
M

erits of Offline Purchase
. Physical Verification — Customers can see and test the product.

. Immediate Delivery — The product can be taken home instantly.
. Personal Assistance — Sales staff helps in understanding features.
. Greater Trust — More confidence in product quality.

. Easy After-Sales Service — Direct support from the store.

. Limited Variety — Fewer options compared to online platforms.
. Higher Prices — Discounts may be less compared to online.

1
2
3
4
5
Demerits of Offline Purchase
1
2
3. Time-consuming — Requires travel and time.
4

. Limited Timings — Stores operate only during fixed hours.
5. Less Price Comparison — Difficult to compare multiple options quickly.

1.4 Significance and Need of the Study

In today’s digital age, the way consumers purchase electronic devices is changing rapidly due to the growth of
online shopping platforms. At the same time, offline stores continue to play an important role. Therefore, it is
necessary to understand how consumers choose between online and offline modes of purchase.

This study is significant as it helps in analysing consumer preferences, satisfaction levels, and the factors that
influence their buying decisions. It provides useful insights into whether consumers prefer convenience and
lower prices offered by online shopping or the trust and product verification available in offline shopping.

The need for this study arises from the increasing competition between online and offline markets. Businesses
must understand changing consumer behaviour to improve their services and remain competitive. This study
will be helpful for retailers, marketers, and companies in developing better strategies to meet customer
expectations.

REVIEW OF LITERATURE

1. Priyanka (2021), in her research titled “Consumer behaviour towards Online purchasing: a study on
electronic products”, found that electronic commerce has changed the way businesses operate, allowing
companies to reach customers across the world and create new market opportunities. However, its growth
has been affected by issues like a lack of trust, security concerns, and limited user-friendly systems. This
study, based on data collected from online shoppers, aims to understand consumer awareness, factors
influencing buying decisions, problems faced, and satisfaction levels. The findings show that most online
shoppers are young, educated, and from urban areas with moderate income. Overall, consumers have good
awareness of online shopping, especially younger individuals, females, and those who are not employed. In
conclusion, online consumer behaviour is influenced by factors such as income, past shopping experience,
attitude, satisfaction, and repeat purchases. Understanding these factors helps businesses predict how people
will shop online in the future. Since consumer preferences keep changing, online sellers need to regularly
update their products and services to meet customer needs, build trust and protect customer interests, as this
will increase confidence, boost online sales, and support the growth of the online market.

2. Agnihotri, Rishikant (2017), in his research “Consumer Attitudes Towards Purchasing Electronic Products
Through Digitalization And Its Impact A Study Of Uttar Pradesh India” stated that Marketing trends are
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constantly changing, shifting businesses from traditional markets to online and virtual platforms, while
physical stores still remain important. With the rapid increase in internet usage worldwide, including in
India, consumers now have easy access to a wide range of products. They can compare prices, features, and
quality, which strongly influences their purchase decisions. Because of this, businesses need to adapt to the
changing market and focus more on customer satisfaction to succeed in the long run.

This study examines the future growth of online retailing and the factors that affect consumer satisfaction,
especially when purchasing electronic products online. It looks at how consumers think and feel while buying
products on the internet. The study identifies key factors such as ease of comparison and availability, customer
reviews, assistance and return policies, convenience, and risks like fraud. It finds that all these factors have a
significant impact on overall consumer satisfaction in online shopping.

3. Md Raza, Danish (2023), in his research titled “Purchasing Pattern of Consumers towards Select Electronic
Goods A Study of Online Shopping” found that electronic goods are among the most commonly purchased
products online in India. Most consumers prefer buying mobile phones online, followed by laptops,
televisions, and other appliances. Social media plays an important role in influencing customers, and many
of them shop online frequently. The main reason for choosing online purchase is lower prices, along with
convenience and time-saving benefits. Most consumers prefer platforms like Amazon, followed by Flipkart
and Reliance Digital. Discounts, cashback offers, and promotional schemes, especially on card payments,
strongly attract customers. Advertisements on social media help create awareness about new products,
prices, and offers, which influence buying decisions. Websites are generally user-friendly and help
customers compare products easily. Customer reviews and ratings also play an important role in decision-
making by acting as a guide for selecting the best options. Overall, consumers are satisfied with their online
shopping experience, as online platforms provide good after-sales service and timely customer support.

4. K, Sangeetha (2018), in her research titled “A Study On The Consumer Behaviour Towards The Purchase Of
Electronic Durable Goods In Thanjavur District Of Tamilnadu”, found that consumers have a moderate level
of awareness about different brands of electronic durable goods. Their buying behaviour, satisfaction level,
and involvement in purchasing are also moderate. The study identifies several problems faced by consumers
before purchase, such as lack of clear information about product features, the non-availability of preferred
brands, and poor service from sales staff. Other issues include pressure to buy certain products, misleading
information, and unsatisfactory billing and service experience. After purchase, the main problems faced by
consumers include poor after-sales service, delayed response from customer care, and a lack of proper
follow-up. Additionally, high maintenance costs, expensive spare parts, high repair charges, and difficulty in
handling complaints also affect customer satisfaction. In conclusion, the market for electronic durable goods
is becoming highly competitive. Therefore, companies need to better understand consumer needs and
improve their communication and service quality to increase sales and customer satisfaction.

5. Savita (2024), in her research titled “A Comparative Study on Online and Offline Shopping Behaviour With
Reference to Electronic Goods”, found that how people buy electronic products, either online or from
physical stores. It helps us understand why consumers choose one method over the other and what influences
their decisions. The research shows that there are clear differences between online and offline shopping
based on factors like convenience, trust, price, and experience. The findings show interesting buying
patterns. For example, many people replace their laptops when they become old or slow, showing that they
want their devices to stay useful. On the other hand, people often buy new smartphones when new
technology or features are introduced, showing their interest in staying updated. Smartwatches are often
bought not just for use but also as a status symbol, which means social influence plays a role in purchasing
decisions. When comparing online and offline shopping, both have their own advantages and disadvantages.
Physical stores are still very popular because people can see and try products before buying. However,
online platforms like Flipkart are widely preferred because they are convenient and easy to use. Payment
methods are also different—cash is mostly used in offline shopping, while credit or debit cards are more
common in online purchases. This shows that businesses need to provide multiple payment options to satisfy
different customers.

6. Lamba, Pushp (2018), in his research titled “A study of consumer behaviour of online shopping purchase
decisions”, found that the use of the internet is growing very fast across the world, including in India.
Earlier, India was slow in adopting the internet, but now millions of people are coming online every year. As
internet usage increases, online shopping is also growing quickly. India already has around 80 million online
shoppers, and this number is expected to increase a lot in the future. Businesses have realised that selling a
product once is easy, but making the same customer buy again is much harder. For a brand to succeed, it
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must understand that selling is just one part of the process. The real challenge is understanding customer
needs and behaviour, which helps in building long-term relationships and increasing sales. As marketers try
to understand customer behaviour better, Indian consumers are also becoming more aware and smarter. They
now understand the benefits and risks of online shopping and are exploring both its advantages and
disadvantages. Because markets and customer preferences keep changing, it is important to conduct research
regularly. Such studies help businesses understand what customers like, how they behave, and what they
need. This helps companies improve their products and services according to changing customer demands.

OBJECTIVES OF THE RESEARCH PAPER

The objectives of the research paper are as follows:
1. To identify factors influencing consumers' preference for online or offline modes of purchase.

2. To analyse the consumer experience and satisfaction level in online and offline purchase of electronic
devices.

HYPOTHESIS OF STUDY
Objective 1: To identify factors influencing consumers' preference for online or offline modes of purchase.

Working Hypothesis (H1): There is a significant relationship between factors such as price, convenience, trust,
and consumer preference for online or offline purchase.

Null Hypothesis (HO): There is no significant relationship between factors such as price, convenience, trust,
and consumer preference for online or offline purchase.

Objective 2: To analyse the consumer experience and satisfaction level in online and offline purchase of
electronic devices.

Working Hypothesis (H1): There is a significant difference in consumer experience and satisfaction between
online and offline purchase of electronic devices.

Null Hypothesis (HO): There is no significant difference in consumer experience and satisfaction between
online and offline purchase of electronic devices.

RESEARCH METHODOLOGY

The data collection methods adopted in this research paper are as follows:
Primary Data

a. Instrument: A structured guestionnaire designed using Google Forms.

b. Respondents: 35-40 individuals, selected using a non-probability sampling technigque such as convenience or
purposive sampling, to capture diverse consumer perspectives across demographics.

c. Content of the Questionnaire:

i Demographic details (age, gender, income, education, etc.).

ii  Behavioural Questions (type of electronic devices, preferred mode, etc.)

iii  Factor-Based Questions (factors influencing purchase decision, reason for online purchase, etc.)
iv Comparative Questions (product quality, customer service, etc.)

v Satisfaction Questions (online shopping satisfaction, etc.)

d. Data Collection Method: Digital Era distribution of the Google Form via email, social media, and other
digital channels.

Secondary Data

a Sources:
i Academic journals, industry reports, and market research studies on consumer behaviour.

ii Articles and case studies on omnichannel strategies and emerging digital trends.
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b Purpose: To complement primary data by providing contextual background and supporting insights.

DATA ANALYSIS

Preferred Purchase Mode for Electronic Devices
Offline

Online

/A%
5.4%

59.5%

Both

While 59.5% of respondents prefer using both online and offline channels, a notable 35.1% still favour
traditional offline shopping. Only 5.4% of consumers prefer shopping for electronics exclusively online.

Primary Factors Influencing Purchase Preference
Brand reputation

Convenience

24.3%

24.3%
Price and discounts

Product quality

Product quality is the leading driver for consumers, influencing nearly 46% of purchase decisions. Brand
reputation and price/discounts follow equally at 24.3%, showing that quality is valued more than just a low

price.
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Reasons for Choosing Online Purchase

Easy comparison of options

Wider variety of products

Convenlence and t_Ime-sav!ng

Lower price and discounts

Prefer purchasing offline

The top reason for choosing online platforms is lower prices and discounts (32.4%). However, 21.6% of people
actually noted they prefer offline shopping, indicating they only turn to online modes when the deals are
significantly better.

Reasons for Choosing Offline Purchase

Immediate purchase and possession

Personal assistance from staff

Better trust and reliability

&

Ability to physically inspect the product

The ability to physically inspect a product remains the most important factor for offline shoppers (62.2%). Trust
and the benefit of immediate possession also contribute significantly to the continued popularity of physical
stores.
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Perception of Product Quality: Online vs Offline
th are equal

Offline

Over two-thirds of respondents (67.6%) believe that offline shopping provides superior product quality
compared to online shopping. The remaining 32.4% believe both modes provide equal quality, with no one
explicitly favoring online for quality.

Perception of Customer Service: Online vs Offline
Both are equal

Offline

Offline stores are heavily preferred for their customer service, with 75.7% of participants rating it better than
online. Only 24.3% feel that both platforms offer equal levels of service during the purchase process.
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Overall Satisfaction: Online Purchase

Very satisfied

Neutral

8.1%

40.5%

51.4%

Satisfied

Satisfaction with online shopping is moderate, with 51.4% feeling satisfied but a high 40.5% remaining neutral.
This suggests that while online shopping is functional, it doesn't consistently exceed consumer expectations.

Overall Satisfaction: Offline Purchase

Neutral

Very satisfied
8.1%

43.2%

48.6%

Satisfied

Offline shopping yields high levels of consumer happiness, with 43.2% feeling "Very satisfied" and 48.6%
"Satisfied.” Only 8.1% are neutral, indicating that the physical store experience remains highly rewarding for
most shoppers.
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CONCLUSION

This study shows that most people today prefer a mix of both online and offline shopping rather than sticking to
just one method. While online shopping is the go-to choice for finding the best deals and discounts, physical
stores remain the top pick for ensuring the actual quality of an electronic device. The ability to see and touch a
product before buying it creates a level of trust and confidence that websites haven't quite matched yet. This is
clearly reflected in the results, which show that shoppers feel much happier and receive better personal support
when buying from a store compared to ordering online. Ultimately, while the internet is great for saving money
and comparing options, the traditional store experience is still considered the most reliable way to guarantee you
are getting a high-quality product with good service.

REFERENCES / BIBLIOGRAPHY / WEBSITES VISITED

1.

Priyanka (2021), “Consumer behaviour towards Online purchasing a study on electronic products”, Institute
of Management Studies & Research, Maharshi Dayanand University . http://hdl.handle.net/10603/381164

Saxena, Sandeep (2017), “Consumer Attitudes Towards Purchasing Electronic Products Through
Digitalization And Its Impact A Study Of Uttar Pradesh India”, Department of Commerce and Management,
Rama University, Uttar Pradesh. http://hdl.handle.net/10603/316608

Md Raza, Danish (2023), “Purchasing Pattern of Consumers towards Select Electronic Goods A Study of
Online Shopping”, Department of Management and Commerce, Maulana Azad National Urdu University.
http://hdl.handle.net/10603/537472

. K, Sangeetha (2018), “A Study On The Consumer Behaviour Towards The Purchase Of Electronic Durable

Goods In Thanjavur District Of Tamilnadu”, Department of Commerce and Financial Studies, Bharathidasan
University. http://hdl.handle.net/10603/410708

Savita (2024), “A Comparative Study on Online and Offline Shopping Behaviour With Reference to
Electronic Goods”, Commerce, Baba Mastnath University. http://hdl.handle.net/10603/623589

Lamba, Pushp (2018), “A study of consumer behaviour of online shopping purchase decisions”, Department
of Management, Jaipur National University. http://hdl.handle.net/10603/326980

135



http://hdl.handle.net/10603/381164
http://hdl.handle.net/10603/316608
http://hdl.handle.net/10603/537472
http://hdl.handle.net/10603/410708
http://hdl.handle.net/10603/623589
http://hdl.handle.net/10603/326980

International Journal of Advance and Innovative Research -
Volume 13, Issue 2 (111): April - June 2026 ISSN 2394 - 7780

PASSIVE INCOME: A NECESSITY OR A PATHWAY TO ENTREPRENEURSHIP

Ms. Pavitra Acharya
Assistant Professor, Valia C.L. College of Commerce & Valia L.C. College of Arts

ABSTRACT

The present study examines the role of passive income in shaping individuals’ perceptions and its relationship
with entrepreneurship. It further explores the influence of economic and non-economic factors on individuals’
engagement in passive income activities. The research is based on primary data collected from 71 respondents
using a structured questionnaire comprising Ranking and Likert scales. A non-probability convenience
sampling technique was adopted, focusing on individuals with a fixed source of income.

The findings reveal that investment and trading are the most preferred passive income sources, followed by
skill-based activities such as freelancing and tutoring. Economic factors such as achieving financial
independence and increasing savings emerged as the primary motivators, while non-economic factors like
flexibility or freedom and network opportunities play a significant role.

To examine the relationship between passive income and entrepreneurship, a Spearman rank-order correlation
was conducted. The results indicate a very weak and statistically insignificant relationship (p = -0.0237, p =
0.8447), suggesting that participation in passive income activities does not significantly influence
entrepreneurial inclination among respondents.

The study concludes that while passive income contributes to financial independence, flexibility and networking
opportunities, it does not directly lead to entrepreneurial behavior. The findings highlight the need to consider
additional factors in understanding entrepreneurship and provide insights for policymakers, educators, and
researchers in promoting income diversification and entrepreneurial development.

Keywords: Passive Income, Economic Factors, Non-Economic Factors, Entrepreneurship

INTRODUCTION

In today’s dynamic economic environment, individuals are increasingly seeking multiple income streams to
strengthen financial security and support personal development. Dependence on a single source of income is
often inadequate due to factors such as rising living expenses, inflation, uncertainty in the job market, and
growing financial obligations. Consequently, passive and semi-passive income opportunities such as
investments and trading, rental income, networking and marketing, freelancing and consulting, online ventures,
and tutoring or coaching have become more significant. These avenues not only help individuals manage
regular expenses and repay debts but also enable them to enhance savings, build assets, and achieve long-term
financial independence.

In addition to financial motivations, several non-economic factors encourage individuals to pursue
supplementary income sources. Many are driven by the desire to acquire new skills, pursue personal interests,
gain professional experience, and make productive use of their spare time. Such intrinsic motivations play a
crucial role in fostering personal growth, career progression, and overall satisfaction in life. Therefore,
diversifying income streams is not solely a financial strategy but also a means of achieving self-development
and independence.

While the pursuit of passive income is often seen as a necessity or a way to utilize free time, it can also serve a
larger purpose. When viewed beyond economic and non-economic motivations, passive income has the
potential to act as a catalyst for entrepreneurial development. It can inspire individuals to transform small,
routine efforts into scalable ventures, thereby nurturing an entrepreneurial mind-set. This raises an important
question: are individuals genuinely interested in converting these side activities into larger, sustainable
enterprises?

This research paper explores various types of income sources and analyses the economic and non-economic
factors that motivate individuals to engage in them. Additionally, it seeks to examine the relationship between
passive income and entrepreneurship. By doing so, the study highlights how diversified income strategies
contribute not only to financial stability and personal fulfilment but also to the emergence and growth of
entrepreneurial potential.
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Passive Income

Passive income has become an important financial strategy in modern economies, enabling individuals to
generate earnings beyond traditional salaried employment. Unlike active income, which requires continuous
labour, passive income streams are designed to produce recurring returns after an initial setup phase. With the
advancement of digital technology, globalization, and financial markets, individuals now have access to a wide
range of income-generating opportunities. These include networking and marketing models, freelancing and
consulting structures, online businesses, tutoring and coaching platforms, investment and trading avenues,
property rentals, and other alternative sources. Diversifying income streams not only enhances financial security
but also promotes long-term wealth creation and economic independence.

Networking / Marketing

Networking and marketing-based income relies on building relationships, audience engagement, and strategic
promotion of products or services. One of the most common forms is affiliate marketing, where individuals earn
commissions by promoting products through platforms such as Amazon. Income in this model grows as
networks expand and marketing systems become automated.

Freelancing / Consulting

Freelancing and consulting traditionally generate active income; however, they can evolve into semi-passive
income when expertise is transformed into digital products or scalable services. Professionals use platforms like
Upwork to offer specialized skills such as writing, graphic design, programming, or business advisory services.

Online Business (E-Commerce)

Online business represents one of the fastest-growing passive income models in the digital era. Entrepreneurs
establish virtual stores through platforms like Amazon, Flipkart, Shopify, enabling them to sell physical or
digital products globally. Once systems such as payment processing, marketing automation, and supply chains
are established, income can continue with reduced daily involvement. Models such as dropshipping, print-on-
demand, and digital downloads provide scalable opportunities with varying levels of investment and risk.

Tutoring / Coaching

Tutoring and coaching have expanded significantly with the growth of online education platforms. Educators
and subject-matter experts create and upload courses on platforms such as YouTube, Unacademy, Udemy, etc.
where students can enrol repeatedly without the instructor’s continuous presence.

Investment / Trading

Investment income is one of the most traditional forms of passive income. Individuals invest capital in financial
markets, including stocks listed on the New York Stock Exchange, to earn dividends and capital appreciation.
Long-term investing aligns more closely with passive income principles, whereas active trading requires
frequent monitoring and decision-making. Investment income carries varying levels of risk depending on asset
selection and market conditions.

Property / Rental Income

Property and rental income involve purchasing real estate and earning returns through leasing or renting
arrangements. Residential or commercial properties generate regular rental payments, while short-term rental
platforms such as Airbnb allow property owners to increase earnings through temporary stays.

Other Sources of Income

Other passive income sources include royalties, dividend earnings, peer-to-peer lending, and intellectual
property licensing. Content creators may earn advertising revenue from monetized platforms, while investors
receive dividends from company shares. These income streams typically require initial expertise, creativity, or
financial investment but can provide long-term financial stability when managed effectively.

Economic Factors

Economic conditions directly affect personal financial decisions and income strategies. Rising living costs,
inflation, job market uncertainty, and increasing financial responsibilities have encouraged individuals to seek
additional or passive income streams. These economic pressures shape financial goals such as meeting monthly
expenses, repaying debts, increasing savings, and ultimately achieving financial independence. Each of these
factors plays a significant role in personal financial planning.

To Meet Monthly Expenses

One of the primary economic reasons for generating additional income is to manage regular monthly expenses.
Household expenditures such as rent, utilities, groceries, transportation, healthcare, and education continue to
rise due to inflation and economic fluctuations. In many cases, a single salary may not be sufficient to cover all
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essential expenses comfortably. Additional income sources help individuals maintain financial stability, reduce
stress, and avoid dependence on credit for daily living costs.

To Repay Debt / Loans

Debt repayment is another major economic factor motivating individuals to increase their income. Many people
carry financial obligations such as student loans, home mortgages, personal loans, or credit card debt. Interest
accumulation can significantly increase the overall repayment burden if not managed effectively. Generating
extra income enables faster loan repayment, reduces interest costs, and improves creditworthiness. Passive or
semi-passive income sources can accelerate debt reduction without requiring excessive additional working
hours, thereby improving overall financial health.

To Increase Savings / Investments

Building savings and investment portfolios is essential for long-term financial security. Economic uncertainty,
unexpected emergencies, and retirement planning require individuals to allocate a portion of their income
toward savings and investments. Additional income streams allow individuals to contribute more toward
emergency funds, retirement accounts, stock market investments, or business ventures.

To Achieve Financial Independence

Financial independence refers to the ability to sustain one’s lifestyle without relying solely on active
employment income. Economic instability, job insecurity, and limited wage growth have made financial
independence a key goal for many individuals. By developing multiple income streams particularly passive ones
individuals reduce their dependency on a single source of earnings. Financial independence provides greater
flexibility, freedom in career choices, and the ability to retire early or pursue personal interests without financial
pressure.

Other Economic Factors

Other economic factors include job market competition, life events, inflation and rising taxation. Inflation
reduces purchasing power, meaning individuals need higher income to maintain the same standard of living.
Economic downturns can lead to layoffs or reduced working hours, increasing the need for diversified income
sources. Additionally, life events such as marriage, children’s education, healthcare emergencies, or retirement
planning create financial demands that require strategic income management. Developing additional income
streams serves as a protective mechanism against economic uncertainty and enhances long-term financial
sustainability.

Non-Economic Factors

Non-economic factors often motivate individuals to develop additional income sources not only for money, but
for personal growth, satisfaction, and professional development. While financial needs are a major reason for
seeking extra income, non-economic factors also play an important role in motivating individuals. Many people
pursue side businesses, freelancing, creative projects, or passive income streams for reasons beyond monetary
gain. These motivations include personal development, passion fulfilment, career advancement, and productive
use of time. Such factors contribute to overall life satisfaction and long-term personal success.

To Learn New Skills

One significant non-economic factor is the desire to acquire new skills and knowledge. Engaging in additional
income activities such as freelancing, online business, or content creation allows individuals to develop
technical, managerial, communication, and digital skills. Skill development enhances personal competence and
increases future career opportunities, even if the initial goal is not primarily financial.

To Follow My Passion or Hobby

Many individuals pursue additional income sources to turn their hobbies or passions into productive ventures.
Activities such as photography, writing, music, teaching, crafting, or fitness coaching can evolve into income-
generating opportunities. When individuals work on something they genuinely enjoy, it increases motivation,
creativity, and satisfaction. Converting passion into income also brings a sense of achievement and personal
fulfilment, making work more meaningful and enjoyable.

To Gain Professional Exposure

Another important non-economic factor is the desire to gain professional exposure and expand networks.
Participating in freelance projects, consulting assignments, or entrepreneurial ventures enables individuals to
connect with clients, professionals, and industry experts. This exposure improves communication skills, builds
confidence, and enhances professional reputation. It may also open doors to better career opportunities,
partnerships, and leadership roles in the future.
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To Utilize Free Time

Many people seek additional income opportunities to make productive use of their free time. Instead of
spending leisure hours unproductively, individuals may choose to engage in online courses, blogging, tutoring,
or small business activities. Utilizing free time constructively not only generates additional income but also
promotes discipline, time management, and personal growth. It helps individuals feel productive and
purposeful.

Other Non-Economic Factors

Other non-economic motivations include the desire for independence, creativity, social recognition, and
personal challenge. Some individuals enjoy the experience of building something from scratch, solving
problems, or testing their abilities in new fields. Others seek flexibility and control over their schedules rather
than depending entirely on traditional employment. These intrinsic motivations often drive long-term
commitment and persistence in income-generating activities

Entrepreneurship

Entrepreneurship is a key driver of economic growth, innovation, and job creation in modern economies. It
involves the process of identifying opportunities, organizing resources, and taking risks to create and manage
new ventures. Entrepreneurs play a crucial role in transforming ideas into viable products and services, thereby
contributing to productivity and competitiveness in both local and global markets. In recent years,
entrepreneurship has gained increasing attention due to its potential to address unemployment, stimulate
innovation, and foster sustainable development. Moreover, the rise of digital technologies and globalization has
expanded entrepreneurial opportunities, enabling individuals to engage in diverse forms of business, including
start-ups and passive income ventures.

Significance of the study
This study is significant because it provides a deeper understanding of why individuals pursue passive income
and the factors influencing their decisions. Its importance can be viewed from several perspectives:

Academic Contribution

The study contributes to existing knowledge on income diversification, household financial behaviour, and
labour market participation. By identifying major forms of passive income and analyzing both economic and
non-economic influences, it expands theoretical understanding in economics, business, and social sciences.

Policy Implications

The findings can assist policymakers in designing employment policies, entrepreneurship programs, and
financial support initiatives. Understanding why individuals seek additional income can help governments
develop strategies to reduce unemployment, manage inflation impacts, and promote small-scale enterprises.

Business and Organizational Insight

Employers and organizations can benefit from understanding why employees pursue passive income. This
knowledge may help improve compensation strategies, work-life balance policies, and employee satisfaction
programs.

Socio-Economic Development

By examining both economic and non-economic factors, the study highlights the broader social and
psychological influences shaping income-generating behaviour. This understanding can contribute to strategies
aimed at improving household welfare, reducing financial vulnerability, and encouraging entrepreneurship.

LIMITATIONS OF THE STUDY
Sampling Technique: The study used non-probability convenience sampling, which may limit the
generalizability of the findings to a broader population.

- Sample Size and Scope: The research was conducted with a relatively small sample size (N = 71) and may
not fully represent diverse demographic or geographic groups.

- Self-Reported Data: The data collected is based on respondents’ perceptions and may be subject to bias, such
as social desirability or inaccurate responses.

- Use of Ranking and Likert Scales: The reliance on ordinal data may limit the depth of statistical analysis and
precision of results.

- Limited Variables Considered: The study focuses only on economic and non-economic factors, while other
important variables such as psychological traits, risk tolerance, and external environmental factors were not
included.
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REVIEW OF LITERATURE

Income diversification has emerged as a significant strategy for households to enhance financial stability and
resilience, particularly in the context of rapid urbanization and the expansion of digital platforms. Existing
literature highlights a growing dependence on passive and gig-based income sources, with rural households
deriving nearly 50% of their income from a combination of farm and non-farm activities. These activities
include freelancing, peer-to-peer (P2P) lending, systematic investment plans (SIPs), real estate investment trusts
(REITs), rental income, remittances, and e-commerce ventures. Such diversification is largely driven by
economic pressures such as debt repayment, rising living expenses, and the need for savings (Dhar et al., 2025;
Majumder, 2025).

Economic motivations are identified as the primary drivers of participation in income diversification activities.
Individuals increasingly engage in gig economy opportunities to meet household needs, increase savings, and
achieve financial independence. This trend is particularly prominent among youth and urban migrants, who seek
supplementary income through freelancing, tutoring, consulting, and online businesses. Reports by NITI Aayog
suggest that the flexibility offered by gig work is expected to support additional income generation for
approximately 15 to 23 million workers by 2029-30, reflecting the growing importance of this sector in the
economy (Majumder, 2025; NITI Aayog, 2022).

Non-economic drivers also play a crucial role in encouraging income diversification. These include
opportunities for skill development, pursuit of personal interests, professional exposure through networking and
marketing, and productive utilization of free time. Studies focusing on gig workers in urban centers such as
Bengaluru indicate that autonomy, flexibility, and work-life balance significantly influence sustained
participation in activities like freelancing, coaching, and trading (Rane, 2023; Kathuria et al., 2017).

Passive income sources such as real estate returns, financial investments, and digital ventures often serve as
initial capital pools for entrepreneurial activities, particularly in the service sector. Research suggests that
individuals with diversified income streams are more likely to engage in entrepreneurial ventures, as such
diversification reduces financial risk and enhances economic security. This dynamic is especially beneficial for
marginalized communities, where access to low-barrier non-farm opportunities such as property rentals and
tutoring contributes to income equality and economic empowerment (Noronha et al., 2022; Banerjee &
Bhattacharya, 2021).

Research Gap

There has been extensive research on income diversification and passive income activities, still significant gaps
remain in the existing literature. Most studies tend to examine economic factors such as income levels,
employment opportunities, and financial needs or non-economic factors such as education, social norms, and
personal motivations independently. There is limited research that integrates both economic and non-economic
determinants within a unified framework to comprehensively explain individuals’ engagement in passive
income activities.

Also, there is a significant gap in examining how the combined influence of economic and non-economic
factors shapes individuals’ perceptions of passive income and whether involvement in such activities
strengthens their confidence to engage in entrepreneurship. Addressing this gap is crucial for gaining deeper
insights into the role of passive income as a potential pathway to entrepreneurial development.

OBJECTIVE
- To identify the major sources of passive income.

- To examine the economic factors that influence individuals’ decisions to pursue additional income streams.

- To examine the non-economic factors that influence individuals’ decisions while engaging in passive income
activities.

- To analyse the relationship between passive income and entrepreneurship.
Hypothesis

HO: There is no relation between passive income and entrepreneurship.

H1: There is a relation between passive income and entrepreneurship.

RESEARCH METHODOLOGY
Primary data was collected through a structured questionnaire using a google form from the working
respondents of the Mumbai suburbs. The questionnaire was designed using both Ranking scales and Likert
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scales to capture respondents’ preferences and attitudes effectively. Non probability convenience sampling
methods were used to collect the data, however specific criteria were considered while selecting participants,
ensuring that all respondents were currently employed and earning a fixed income. This criterion was applied to
ensure that participants possessed relevant financial exposure and were in a suitable position to engage with the
concept of passive income and entrepreneurship.

DATA ANALYSIS
Table No. 1: Demographic Information

Total Number of Respondents | 71
Age Group
25-35 58
35-45+ 13
Gender
Male 46
Female 25
Qualifications
HSC 16
Graduate 37
Masters 18
Monthly Income
Below 25,000 22
25,000 to 50,000 34
50,000 to 1,00,000+ 15

Source: Primary Data

Interpretation of Demographic Profile
The study includes 71 respondents, with the majority belonging to the 25-35 age group (58), indicating a
younger sample. Male respondents (46) are higher than female respondents (25).

Most participants are graduates (37), followed by master’s degree holders (18) and HSC (16), showing a well-
educated group. In terms of income, the majority fall in the %¥25,000-350,000 range (34), indicating a
predominantly middle-income sample.

Overall, the sample mainly consists of young, educated, and middle-income individuals.

1. Sources of Passive Incomes

Networking / Marketing
Other 10.5%

Freelancing / Consulting

Property / Rental Income 15 8%

3.9%

Online Business

Investment / Trading 11.8%

25%

Tutoring / Coaching
15.8%

Figure 1: Sources of Passive Incomes

Source: Primary Data
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The chart in figure 1 indicates that investment and trading (25%) is the most preferred passive income source
among respondents. This suggests that individuals are increasingly interested in wealth-building opportunities
that offer potential long-term financial growth. The popularity of investment-related activities reflects growing
awareness of financial markets and the importance of asset accumulation.

Freelancing/consulting and tutoring/coaching (15.8% each) are the second most preferred options. This
indicates that many individuals rely on skill-based income sources that require relatively low financial
investment but allow flexibility and personal expertise utilization. Online business (11.8%) and
networking/marketing (10.5%) show moderate participation, suggesting a growing but still developing interest
in digital entrepreneurship. Property/rental income (3.9%) records the lowest participation, likely due to high
capital requirements and long-term financial commitment.

2. Economic Factors
Table No. 2. Economic Factors

Economic Factors Mean
Financial Independence 3.52
Savings or Future Goals 3.48

Rising Cost of Living 3.20

Repayment of Debts 3.07

Insufficient Primary Income 2.99

Source: Primary Data

Interpretation of Economic Factors

As per the table no. 2, the results indicate that financial independence (3.52) is the most important factor for
respondents, highlighting a strong desire for self-sufficiency. This is closely followed by savings or future goals
(3.48), suggesting an emphasis on long-term financial planning.

The rising cost of living (3.20) and repayment of debts (3.07) show moderate influence, indicating that while
these factors matter, they are not the primary concerns. Insufficient primary income (2.99) ranks lowest,
suggesting relatively lesser concern compared to other economic factors.

3. Non-Economic Factors
Table No. 3. Non-Economic Factors

Non-Economic Factors Mean
Flexibility / Freedom 3.44
Networking Opportunities 3.42
Skill Development 3.34
Passion Pursuit 3.17
Social Recognition 3.08

Source: Primary Data

Interpretation of Non-Economic Factors

As per table no. 3, the findings show that flexibility/freedom (Mean = 3.44) is the most influential non-
economic factor, indicating that respondents highly value autonomy and control over their work or activities.
This is closely followed by networking opportunities (Mean = 3.42), suggesting the importance of building
professional and social connections.

Skill development (Mean = 3.34) also holds significant importance, reflecting respondents’ interest in personal
growth and continuous learning. In comparison, passion pursuit (Mean = 3.17) and social recognition (Mean =
3.08) have relatively lower influence, indicating that intrinsic interest and external acknowledgment are less
dominant factors.
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4. Spearman Correlation Results
Spearman Correlation

Statistic Value
rho -0.0237
R-squared 0.0006
t -0.1966
df 69
p {two-tailed) 0.8447
95% CI [-0.2556, 0.2108]
N 71
APA Result:
ry(69) = -0.02, p = .845

Fig. 1 Spearman Correlation
Interpretation
A Spearman rank-order correlation was conducted to determine the relationship between passive income and
entrepreneurship. The outcome of the analysis is presented in the fig.1. The Spearman rank correlation analysis
shows a correlation coefficient of p = -0.0237, indicating a very weak negative relationship between passive
income and entrepreneurship. This suggests that there is almost no association between the two variables.

The significance value (p = 0.8447) is much higher than the standard threshold of 0.05, indicating that the
relationship is not statistically significant. The null hypothesis is accepted.

CONCLUSIONS

The overall findings of the study indicate that both economic and non-economic factors play an important role
in shaping respondents’ preferences, with slightly greater emphasis on financial independence among economic
factors, and flexibility/freedom and networking opportunities among non-economic factors. This suggests that
individuals are motivated by a combination of financial goals and personal or professional development needs.

The Spearman correlation analysis reveals a very weak and negative relationship (p = -0.0237) between passive
income and entrepreneurship, which is also statistically insignificant (p = 0.8447). This indicates that passive
income does not have any meaningful influence on entrepreneurial inclination among respondents.

In conclusion, while respondents value both financial and non-financial benefits, passive income alone does not
significantly influence entrepreneurial behavior among the respondents. The findings suggest that
entrepreneurship may depend on additional factors beyond passive income engagement. Future research should
focus on other psychological, social, and institutional determinants that may better explain the transition from
passive income participation to entrepreneurial activity.

RECOMMENDATIONS / SUGGESTIONS
- There should be more awareness programs about diverse passive income sources.

- Toencourage skill development and training for entrepreneurship.

- To conduct awareness programs on entrepreneurship opportunities

- To provide awareness about the platform for networking and mentorship opportunities on entrepreneurship.
- Toincrease the participation of students in practical entrepreneurship education.

- Toencourage confidence-building and risk-taking ability.
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ABSTRACT

The financial behavior of young adults in Mumbai has undergone a significant transformation due to rapid
digitalization, changing socio-economic conditions, and evolving consumption patterns. This study examines
the financial consumption and saving patterns of young adults using secondary data sources such as reports
from central banks, international organizations, and published research articles.

The study focuses on understanding trends in income allocation, expenditure behavior, saving preferences, and
the role of financial literacy within an urban metropolitan context. Findings indicate that young adults are
increasingly inclined towards consumption-driven lifestyles, supported by digital payment systems and easy
access to credit. However, their saving and investment practices remain inconsistent and relatively
underdeveloped.

The study highlights a critical gap between earning potential and financial planning among young adults and
emphasizes the need for structured financial education and policy-level interventions to promote sustainable
financial behavior in metropolitan areas.

Keywords - Financial Consumption, Saving Patterns, Young Adults, Financial Behavior, Spending Habits,
Financial Literacy

INTRODUCTION

In the modern financial environment, young adults form a significant segment of the population that actively
shapes economic growth, consumption patterns, and financial markets. Young adults typically refer to
individuals between the ages of 18 and 30, a stage marked by the transition from financial dependence to
independence. During this phase, individuals begin earning, managing expenses, and making crucial decisions
related to savings, spending, and investment. Savings refer to the portion of income set aside for future use,
while spending involves the utilization of income for daily needs and lifestyle choices. Investment, on the other
hand, involves allocating money into financial instruments such as mutual funds, stocks, or fixed deposits with
the objective of generating returns over time.

In a metropolitan city like Mumbai, characterized by rapid urbanization, high living costs, and diverse
employment opportunities, the financial behavior of young adults has undergone a noticeable transformation.
Traditional saving-oriented practices are gradually being replaced by consumption-driven lifestyles. The
increasing use of digital payment platforms such as Google Pay and PhonePe, along with the growing
popularity of Buy Now Pay Later (BNPL) services, has made financial transactions more convenient while also
encouraging frequent and impulsive spending.

Despite rising income levels and greater financial independence, many young adults lack structured financial
planning. As a result, savings often remain inconsistent, and participation in formal investment avenues is
limited. This study aims to analyze these financial behavior patterns using secondary data, providing insights
into the evolving relationship between income, consumption, saving, and investment within an urban
metropolitan context.

OBJECTIVES
1. To analyze the consumption patterns of young adults in an urban metropolitan environment.

2. To examine the saving habits and preferences among young adults.
3. To study the impact of digital financial services on spending behavior.
4. To evaluate the role of financial literacy in shaping financial decisions among young adults.

Research Questions
1. How do young adults allocate their income between consumption and savings in an urban metropolitan
setting?

2. What factors influence the spending behavior of young adults?

3. What are the common saving habits and preferred saving instruments among young adults?
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4. How has digitalization (e.g., digital payments and online platforms) impacted spending patterns?
5. What is the level of financial literacy among young adults, and how does it affect their financial decisions?

SCOPE OF THE STUDY

The present study focuses on analyzing the financial consumption and saving patterns of young adults in
Mumbai using secondary data sources such as reports, research articles, and publications from recognized
institutions. The study primarily covers individuals within the age group of 18-30 years, representing students
and early working professionals.

The scope includes an examination of income utilization, spending behavior, saving habits, and the influence of
digital financial services on financial decisions. It also considers factors such as financial literacy, lifestyle
changes, and socio-economic influences affecting financial behavior in a metropolitan setting.

However, the study is limited to a generalized analysis based on available secondary data and does not involve
primary data collection. The findings are indicative of broader trends within the urban context and may not
represent individual variations.

LIMITATION OF THE STUDY
1. The absence of primary data collection limits the ability to capture real-time financial behavior and personal
insights of young adults.

2. The findings are generalized in nature and may not represent individual variations in financial behavior.

3. The study does not include a detailed demographic analysis such as gender, income level, or educational
background.

4. The research is confined to the context of Mumbai, which may limit the applicability of the results to other
regions with different socio-economic conditions.

5. The dynamic nature of financial trends and digital advancements may render the findings less relevant over
time.

6. The study provides limited insight into psychological and behavioral factors influencing financial decisions.
REVIEW OF LITERATURE

1. Ashish A. Linge, Baldeo B. Kakde & Adil Jiwani (2025)

The study examined various factors influencing financial literacy and financial behavior among working young
adults in India. It identified that beyond formal education, behavioral aspects such as peer influence, attitude
towards money, and financial socialization significantly shape financial decision-making. The findings suggest
that individuals who are surrounded by financially aware peers tend to exhibit better financial habits.
Additionally, the study emphasized that psychological factors like risk perception and self-control play a crucial
role in determining saving and spending patterns. The research concludes that improving financial behavior
requires not only knowledge dissemination but also behavioral change interventions.

2. Pawan Kumar Adewa & Jasvir Singh (2025)

This study analyzed the relationship between financial literacy and investment decisions among young adults in
India. The results revealed a strong positive correlation between financial knowledge and the ability to make
informed investment choices. However, the study also highlighted a major concern that a large proportion of
young individuals depend on informal sources such as friends, family, and social media for financial advice,
which may not always be reliable. It further pointed out that lack of structured financial education leads to low
participation in formal investment avenues like mutual funds and equity markets. The authors recommended
integrating financial education into academic curricula to strengthen financial decision-making skills.

3. Amandeep Kaur & Manisha (2025)

The study focused on assessing the level of financial literacy in India using secondary data sources. It
highlighted significant regional and demographic disparities in financial awareness, particularly between urban
and rural populations. The findings emphasized that financial literacy is a key driver of economic
empowerment, enabling individuals to make informed choices regarding saving, investment, and credit
utilization. The study also stressed that inadequate financial knowledge often results in poor financial planning
and vulnerability to financial risks. It concluded by recommending the implementation of large-scale financial
education programs to bridge the knowledge gap.

146



International Journal of Advance and Innovative Research -
Volume 13, Issue 2 (111): April - June 2026 ISSN 2394 - 7780

4. Arpita Singh & Sunita Srivastava (2025)

This bibliometric study analyzed the growth and trends in research related to financial literacy and financial
inclusion. The findings indicated a significant increase in academic interest in financial literacy as a tool for
promoting inclusive economic development. The study highlighted that financial literacy is closely linked with
improved financial behavior, including higher savings, better investment decisions, and reduced financial stress.
It also pointed out that governments and financial institutions worldwide are increasingly focusing on financial
education initiatives to enhance economic participation and reduce inequality.

5. Divya Sharma (2024)

The study examined the financial behavior of urban households in India, with a focus on saving, spending, and
borrowing patterns. It found that socio-economic factors such as income level, education, and employment
status significantly influence financial decisions. The research revealed that while higher-income individuals
tend to save and invest more systematically, lower-income groups often struggle with consistent saving due to
financial constraints. Additionally, the study highlighted that changing lifestyles and increased consumerism are
leading to higher discretionary spending among urban youth. It concluded that there is a growing need for
financial planning awareness to ensure long-term financial stability

6. Reserve Bank of India (2022)

The Reserve Bank of India (RBI) highlighted the growing adoption of digital payment systems among urban
populations, particularly in metropolitan cities. The report observed that young adults increasingly rely on
mobile-based payment platforms and online banking for day-to-day transactions. In a city like Mumbai, where
digital infrastructure is highly developed and lifestyle expenses are significant, this shift has contributed to
higher consumption levels and reduced dependency on cash transactions. The study also pointed out that while
access to financial services has improved, consistent saving and investment practices among young individuals
remain limited.

7. National Council of Applied Economic Research (2021)

The National Council of Applied Economic Research (NCAER) conducted a study on consumer behavior
patterns in urban India, focusing on expenditure and saving trends among young adults. The findings indicated
that individuals in metropolitan areas such as Mumbai tend to prioritize lifestyle-related spending, including
housing, transportation, and entertainment. The study also revealed that despite higher income opportunities,
savings are often irregular due to rising living costs and changing consumption preferences. Additionally, the
report emphasized the role of financial literacy in improving saving habits and promoting long-term financial
planning among urban youth.

8. Organisation for Economic Co-operation and Development (2020)

The Organisation for Economic Co-operation and Development (OECD) conducted a study on financial literacy
and financial behavior among young adults across different countries. The report highlights that young
individuals, particularly in urban areas, tend to exhibit higher spending tendencies due to easy access to digital
financial services and changing consumption patterns. In metropolitan environments such as Mumbai, these
trends are further amplified by lifestyle factors and increased exposure to global consumer culture. The study
also emphasizes that low to moderate levels of financial literacy significantly affect saving behavior and limit
participation in long-term investment avenues. It recommends strengthening financial education to improve
financial decision-making among youth.

RESEARCH GAP

The existing literature mainly focuses on financial literacy, investment behavior, and socio-economic factors
influencing financial decisions among young adults. However, there is a lack of comprehensive studies that
jointly analyze both financial consumption and saving patterns, particularly within an urban metropolitan
context such as Mumbai.

Additionally, limited research examines the combined impact of digitalization, consumerism, and behavioral
factors on spending and saving habits in rapidly evolving urban economies. Most studies tend to address these
aspects in isolation rather than providing an integrated perspective.

Therefore, this study aims to bridge this gap by offering a comprehensive analysis of financial behavior among
young adults, focusing on the interaction between consumption patterns, saving habits, and digital financial
influences using secondary data.
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RESEARCH METHODOLOGY

1. Research Design

The present study adopts a descriptive and analytical research design. It aims to systematically describe and
analyze the financial consumption and saving patterns of young adults by interpreting existing data and
identifying underlying trends and relationships within an urban metropolitan context such as Mumbai.

2. Nature of Data
The study is based entirely on secondary data, which allows for a comprehensive understanding of financial
behavior without conducting primary surveys.

3. Sources of Data

The data for the study has been collected from reliable and authentic sources, including:
e Reports and publications of the Reserve Bank of India

e Publications of the Organisation for Economic Co-operation and Development
e Peer-reviewed journals, research papers, and articles
e Government reports and financial surveys related to financial literacy and consumer behavior

4. Sampling Design

Since the study is based on secondary data, no direct sampling method has been applied. However, the data
considered pertains broadly to young adults aged 18-30 vyears, including students and early working
professionals, representing the urban population.

5. Tools and Techniques of Analysis

The collected data has been analyzed using the following techniques:
e Comparative Analysis — to compare findings across different studies and reports

e Trend Analysis — to identify patterns in spending and saving behavior over time
e Content Analysis — to interpret qualitative insights from literature and reports
6. Scope of Analysis

The analysis focuses on key variables such as:
e Income utilization patterns

e Spending behavior (essential vs non-essential expenses)
e Saving habits and preferences

e Impact of digital financial services

e Role of financial literacy

FINDINGS OF THE STUDY

1. Shift Towards Consumption-Oriented Behavior

The study reveals that young adults are increasingly inclined towards a consumption-driven lifestyle, with
higher spending on non-essential items such as fashion, entertainment, and online services. This trend is more
pronounced in urban environments like Mumbai, where exposure to modern lifestyles and consumer culture is
high.

2. Growing Influence of Digital Financial Services

The widespread use of digital payment platforms has made transactions faster and more convenient, leading to
increased frequency of spending and reduced dependence on cash-based budgeting. Easy access to digital credit
options further supports this trend.

3. Irregular and Low Saving Patterns

It is observed that saving habits among young adults are inconsistent and often considered secondary to
spending. Savings are usually residual rather than planned, indicating a lack of structured financial discipline.

4. Preference for Low-Risk Saving Instruments

Young adults tend to prefer traditional and low-risk saving options such as savings accounts, while participation
in investment avenues like mutual funds and equities remains relatively low.
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5. Limited Financial Literacy

The study finds that financial literacy levels among young adults are moderate to low, which significantly
affects their ability to make informed financial decisions related to saving and investment.

6. Strong Impact of Social and Psychological Factors

Factors such as peer influence, social media exposure, and lifestyle aspirations play a crucial role in shaping
spending behavior, often encouraging impulsive and discretionary spending.

7. Gap Between Income and Financial Planning

There exists a noticeable gap between income levels and effective financial planning. Even with increasing
earning capacity, many young adults fail to allocate funds efficiently towards savings and investments.
CONCLUSION

The present study concludes that the financial consumption and saving patterns of young adults are undergoing
a significant transformation in response to changing economic conditions, digital advancements, and evolving
lifestyles. In a metropolitan setting such as Mumbai, these changes are more pronounced due to higher exposure
to consumer culture and advanced financial infrastructure. The findings indicate a clear shift towards
consumption-oriented behavior, driven by increased accessibility to digital financial services and growing
exposure to consumerism.

While young adults demonstrate financial independence and active participation in economic activities, their
saving habits remain inconsistent and largely unstructured. The tendency to prioritize short-term consumption
over long-term financial security highlights a lack of effective financial planning. Additionally, limited financial
literacy further restricts their ability to make informed decisions regarding savings and investments.

The study also establishes that social and psychological factors, as explained in Behavioral Finance, play a
crucial role in influencing financial behavior. Peer pressure, lifestyle aspirations, and digital influences
significantly contribute to increased spending patterns.

In conclusion, there exists a critical imbalance between income, consumption, and savings among young adults.
Addressing this issue requires a combined effort from educational institutions, policymakers, and financial
institutions to promote financial literacy, encourage disciplined saving habits, and foster a culture of long-term
financial planning.
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ABSTRACT

Early professionalization, characterized by undergraduate commerce students pursuing professional courses
such as CA, CS, CMA, CFA, or FRM alongside their degree programs, has become increasingly prevalent in
response to heightened career competition and employability concerns. While such early engagement may
enhance subject expertise and career orientation, it also introduces additional academic and psychological
demands that can influence students’ overall development. The present study examines the effects of early
professionalization on academic performance, mental well-being, and college experience among undergraduate
commerce students. Adopting a descriptive and analytical research design, the study is based on primary data
collected from 120 undergraduate commerce students using a structured questionnaire and supported by
secondary literature. Quantitative techniques were employed to compare students pursuing professional
courses with those not engaged in professional preparation. The findings indicate that early professionalization
has a mixed impact: while it contributes positively to academic discipline and career awareness, it is also
associated with increased stress levels and reduced participation in extracurricular and social activities,
thereby affecting students’ mental well-being and overall college experience. The study highlights the need for
balanced academic planning, institutional support systems, and counseling interventions to ensure that early
professionalization enhances employability without compromising students’ academic performance, mental
health, and holistic development.

Keywords: Early Professionalization, Academic Performance, Mental Well-being, College Experience,
Commerce Students, Career Awareness

INTRODUCTION

In recent years, undergraduate commerce students have increasingly begun pursuing professional courses such
as Chartered Accountancy (CA), Company Secretaryship (CS), Cost and Management Accountancy (CMA),
Chartered Financial Analyst (CFA), and Financial Risk Manager (FRM) alongside their degree programs. This
trend, commonly referred to as early professionalization, reflects growing concerns about employability, career
competitiveness, and early skill acquisition in a rapidly changing job market.

Commerce education traditionally aims to provide a broad conceptual foundation in accounting, finance,
taxation, and management. However, professional courses require intensive preparation, structured discipline,
and frequent assessments. Managing both simultaneously places additional academic and psychological
demands on students, altering the conventional undergraduate learning experience. While early
professionalization may strengthen subject understanding, analytical ability, and career orientation, it may also
create challenges related to academic balance and time management.

Academic performance is a key indicator of educational effectiveness. Some studies suggest that exposure to
professional curricula enhances discipline and conceptual clarity, potentially supporting undergraduate
academic outcomes. In contrast, divided attention and increased workload may adversely affect classroom
engagement and examination performance. These mixed perspectives indicate the need for empirical
examination of the academic consequences of early professionalization among commerce students.

Mental well-being is another important dimension of student development. Students preparing for professional
courses often face continuous performance pressure, extended study hours, and repeated examinations, which
may contribute to stress, anxiety, and burnout. At the same time, achieving milestones in professional courses
can improve confidence, motivation, and a sense of purpose. Understanding this balance is essential in
evaluating the overall impact of early professionalization.

Additionally, undergraduate education plays a vital role in shaping students’ social and personal development.
Participation in extracurricular activities, peer interaction, and campus engagement contributes significantly to
the college experience. Early professionalization may limit such involvement due to time constraints, thereby
influencing students’ overall satisfaction with college life.
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Given the growing prevalence of early professionalization and the limited integrated research on its academic,
psychological, and experiential effects, this study examines its impact on academic performance, mental well-
being, and college experience among commerce students.

LITERATURE REVIEW

Jing Zhang, Wei Liu, and Chen Hao (2024) conducted a study entitled “Mental Health and Academic
Performance of College Students,” using standardized quantitative assessment tools. The findings indicated that
poor mental health significantly lowered academic achievement.

Daniel L. Ariail (2024) conducted a study entitled “Financial Anxiety and Academic Performance among
Accounting Students,” using survey methodology. The findings revealed that financial anxiety negatively
affected students’ academic concentration and performance.

Priya Mehta and Suresh Patel (2023) conducted a study entitled “Impact of Professional Course Preparation
on Academic Performance of Undergraduate Commerce Students in India,” using a survey method among
commerce students enrolled in professional coaching classes. The study found that early professional
preparation improved career awareness but created time pressure that affected academic performance and
college engagement.

E. A. T. Wishvamali and A. B. C. J. Wimaladasa (2023) conducted a study entitled “The Impact of
Internship on Academic Performance of Undergraduate Management Students,” using quantitative research
methods. The findings revealed that structured internships positively influenced academic performance.

Anjali Sharma and Rakesh Kumar (2022) conducted a study entitled “Academic Stress and Mental Well-
Being among Commerce College Students in India, ” which used a questionnaire-based survey to examine stress
levels among undergraduate commerce students. The findings revealed that early preparation for professional
courses increased stress and negatively affected students” mental well-being and academic focus.

Georgia Barbayannis, Panagiota Bandari, Antigoni Zheng, and Dimitrios Baikousis (2022) conducted a
study entitled “Academic Stress and Mental Well-Being in College Students,” using a cross-sectional survey
design. The study found a strong negative relationship between academic stress and mental well-being,
affecting students’ emotional health.

Mohammad Abuaddous, Ahmad Kalboneh, Ziad Alatyat, and Saleh S. Abaddi (2021) conducted a study
entitled “Accounting Student Burnout and Engagement,” which analyzed burnout levels among accounting
students through quantitative analysis. The findings showed that increased burnout significantly reduced student
engagement and academic effectiveness.

Amanda Moore, Sarah M. Thompson, and Rebecca L. Jones (2021) conducted a study entitled “The Impact
of Financial Stress on College Students’ Well-Being,” employing qualitative interviews. The findings revealed
that financial pressure increased anxiety and reduced academic focus and college satisfaction.

STATEMENT OF PROBLEM

The increasing trend of commerce students pursuing professional courses alongside undergraduate degree
programs has transformed the traditional academic pathway. While early professionalization is widely perceived
as a strategic move to enhance employability and career readiness, its implications for students’ academic
performance, mental well-being, and overall college experience remain insufficiently examined. EXisting
studies largely address professional education outcomes or student stress in isolation, offering limited integrated
understanding of how early professional engagement influences undergraduate learning and development.
Moreover, empirical evidence focusing specifically on commerce students is scarce, despite their substantial
participation in professional course preparation. This lack of comprehensive research creates uncertainty for
students, educators, and institutions in evaluating whether early professionalization supports holistic student
development or generates unintended academic and psychological challenges. The present study seeks to
address this gap by systematically examining the effects of early professionalization on academic performance,
mental well-being, and college experience among commerce students.

SIGNIFICANCE OF THE STUDY

This study holds significance for multiple stakeholders in higher education. For students, it provides evidence-
based insights to support informed decisions regarding early engagement in professional courses. For educators
and academic institutions, the findings offer guidance in designing academic schedules, mentoring systems, and
student support mechanisms that accommodate professional course demands without compromising
undergraduate education. The study also contributes to academic literature by integrating academic
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performance, mental well-being, and college experience within a single analytical framework. From a policy
perspective, the results may assist educational planners in developing balanced curricular and counseling
interventions that promote both employability and student well-being. Overall, the study enhances
understanding of early professionalization as a critical dimension of contemporary commerce education.

OBJECTIVES
1. To examine the impact of early professionalization on the academic performance of commerce students.

2. To assess the effect of early professionalization on the mental well-being of commerce students.

3. To analyze the influence of early professionalization on the college experience of commerce students.
4. To identify the overall relationship between early professionalization and holistic student development
Hypothesis for Objective 4- Relationship Analysis

Objective Null Hypothesis (Ho) Alternative Hypothesis (Hi)
To study the relationship There is no significant relationship There is a significant
between early between early professionalization relationship between early
professionalization and overall and overall student development | professionalization and overall
student development. among commerce students. student development among
commerce students.

RESEARCH METHODOLOGY

The present study adopts a descriptive and analytical research design to examine the effects of early
professionalization on academic performance, mental well-being, and college experience among commerce
students. A quantitative approach is used to collect and analyze data in order to identify patterns and
relationships among the study variables. Hypothesis testing has been applied only to the fourth objective, as it
involves examining the relationship between variables, while the remaining objectives are analyzed using
descriptive statistics such as percentage analysis. The Chi-square test is used to examine the association
between categorical variables such as professional course participation and levels of career awareness. The level
of significance for hypothesis testing is set at 5%.

Sample Selected

The sample selected for the study consists of undergraduate commerce students pursuing degree programs at the
undergraduate level. The respondents include students who are engaged in professional course preparation
alongside their undergraduate studies as well as those who are not pursuing any professional course, enabling a
comparative analysis of the effects of early professionalization.

Sampling Method

The study adopts a purposive sampling method, wherein respondents are selected based on specific criteria
relevant to the objectives of the research. Undergraduate commerce students were deliberately chosen to ensure
the inclusion of students pursuing professional courses alongside their degree programs as well as those not
engaged in professional course preparation. This method enables focused examination of early
professionalization and its effects on academic performance, mental well-being, and college experience.

Sample Size
A total of 120 undergraduate commerce students were selected as the sample for the study. This sample size is
considered adequate for statistical analysis and representation of the study population.

Sources of Data collection
The study is based on both primary and secondary sources of data.

Primary Data

Primary data were collected through a structured questionnaire administered to undergraduate commerce
students. The questionnaire included items related to students’ academic performance, mental well-being,
college experience, and engagement in professional courses. Responses were recorded using a Likert scale to
facilitate quantitative analysis.

Secondary Data

Secondary data were collected from research journals, academic articles, books, conference papers, institutional
reports, and credible online sources related to professional education, student well-being, and undergraduate
academic performance. These sources were used to develop the theoretical framework and support the findings
of the study.
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Data Analysis and Interpretation Classification of Respondents

Category Number of Students | Percentage
Pursuing Professional Courses 50 41.7%
Not Pursuing Professional Courses 70 58.3%
Total 120 100%

Classification of Respondents

Pursuing Professional Courses

Not Pursuing Professional Courses

Interpretation
41.7% of respondents are pursuing professional courses.

58.3% of respondents are not pursuing professional courses.

This shows that a majority of students are not engaged in professional courses, indicating possible lack of
awareness, interest, or accessibility.

Academic Performance Analysis

Performance Level | Professional Students (50) | Non-Professional Students (70)
High (Above 75%) 24 25
Moderate (60-75%) 18 30
Low (Below 60%) 8 15
Total 50 70

Academic Performance Analysis

30 1 HEE Professional Students
@ Non-Professional Students

Number of Students

High (Above 75%) Moderate (60-75%) Low (Below 60%)

Interpretation
A higher proportion of professional students fall under the high-performance category (48%), compared to non-
professional students (35.7%).
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This indicates that students pursuing professional courses tend to develop

e Better discipline

e Stronger conceptual understanding

e Higher academic commitment

However: A significant number still fall in moderate and low categories, showing that:
e Managing both courses creates academic pressure

e Performance gains are not uniform across all students

Mental Well-Being Analysis

Level of Stress | Professional Students (50) | Non-Professional Students (70)
High Stress 30 20
Moderate Stress 14 25
Low Stress 6 25
Total 50 70

Mental Well-Being Analysis

I Professional Students
S Non-Professional Students

251

201

15

Number of Students

10 4

High Stress Moderate Stress Low Stress

Interpretation
60% of professional students experience high stress, compared to only 28.6% of non-professional students.

This reflects:
e Heavy workload

e Continuous exam pressure
e Lack of relaxation time

In contrast: A large portion of non-professional students fall in low stress (35.7%), indicating better mental
balance.

College Experience Analysis

Level Professional Students (50) | Non-Professional Students (70)
High Participation 12 35
Moderate 15 20
Low Participation 23 15
Total 50 70
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Participation Level Analysis

Number of Students

High Participation Moderate

35 B Professional Students
IS Non-Professional Students

Low Participation

Interpretation

Nearly 46% of professional students show low participation, compared to only 21% of non-professional

students.

This indicates:
Limited involvement in events, clubs, and social activities

Reduced peer interaction and networking

Non-professional students:
Show higher participation due to more free time and flexibility

Career Awareness and Discipline

Factor Professional Students (50) | Non-Professional Students (70)
High Career Awareness 35 30
Moderate 10 25
Low 5 15
Career Awareness Analysis
35 A BN Professional Students
¥ Mon-Professional Students
30 -
n 25+
=
LE)
=
=
2 20
L
[=]
3 15
E
=
=
10
5 -
0 .
High Career Awareness Moderate Low

Interpretation

70% of professional students exhibit high career awareness, compared to 42.9% of

students.

non-professional
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This shows that early professionalization:

e Provides clear career direction
e Enhances goal setting and planning
e Improves future readiness

Hypothesis Testing for 4th Objective

To identify the relationship between early professionalization and holistic student development.

Step 1: Hypothesis

Ho (Null Hypothesis): There is no significant relationship between early professionalization and holistic

development of students.

H. (Alternative Hypothesis): There is a significant relationship between early professionalization and holistic

development.

Step 2: Data Used (Career Awareness as Indicator of Development)

Level Professional | Non-Professional | Total
High 35 30 65
Moderate 10 25 35
Low 5 15 20
Total 50 70 120

Step 3: Expected Frequencies Formula

E = (Row Total x Column Total) / Grand Total

Expected Values:

Level Professional (E) | Non-Professional (E)
High 27.08 37.92
Moderate | 14.58 20.42
Low 8.33 11.67
Step 4: Chi-Square Formula
v¥=2(0O-EP/E
Category Value
Professional High 2.32
Professional Moderate 1.44
Professional Low 1.33
Non-Professional High 1.65
Non-Professional Moderate 1.03
Non-Professional Low 0.95

Total Chi-square Value: 2 = 8.72
Step 5: Degree of Freedom

Df = (r-1)(c—-1)=2-1)(3-1) = 2

Step 6: Critical Value
At 5% significance level:

Chi-square table value = 5.991

Step 7: Decision
e Calculated value = 8.72

e Table value = 5.991
Since 8.72 > 5.991
Reject Null Hypothesis (Ho)
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Step 8: Conclusion

There is a significant relationship between early professionalization and holistic development of students. This
indicates that early professionalization plays an important role in shaping students' overall development,
including career awareness, academic performance, and participation.

FINDINGS

The study examined the impact of early professionalization on academic performance, mental well-being, and
college experience among undergraduate commerce students. Based on the analysis, the following key findings
were observed:

1. Prevalence of Early Professionalization

A considerable proportion (41.7%) of students are engaged in professional courses alongside their
undergraduate studies, indicating a growing trend toward early career orientation.

2. Academic Performance

Students pursuing professional courses demonstrate relatively higher academic performance compared to non-
professional students. A larger percentage of professional students fall in the high-performance category,
suggesting improved discipline, conceptual clarity, and academic commitment. However, performance benefits
are not uniform, as some students experience difficulty managing dual academic responsibilities.

3. Mental Well-Being

A significant proportion (60%) of students pursuing professional courses reported high levels of stress,
compared to a lower percentage among non-professional students. This indicates that early professionalization
contributes to increased academic pressure, workload, and psychological strain.

4. College Experience

Students engaged in professional courses exhibit lower participation in extracurricular and social activities.
Time constraints and academic workload limit their involvement in college events, resulting in a comparatively
restricted college experience.

5. Career Awareness and Discipline

Students pursuing professional courses display higher levels of career awareness, goal clarity, and future
orientation. Early exposure to professional curricula enhances planning ability and preparedness for future
careers.

6. Hypothesis Testing Result

The Chi-square test results indicate a statistically significant relationship between early professionalization and
holistic student development. Thus, the null hypothesis is rejected, confirming that early professionalization
plays a meaningful role in shaping overall student development.

CONCLUSION

The present study highlights that early professionalization has a dual impact on undergraduate commerce
students. On one hand, it positively influences academic discipline, conceptual understanding, and career
awareness, thereby enhancing students’ preparedness for future professional challenges. On the other hand, it
imposes additional academic and psychological burdens, leading to increased stress levels and reduced
participation in extracurricular and social activities.

The findings suggest that while early professionalization contributes to career-oriented growth, it may also
affect students’ mental well-being and overall college experience if not managed effectively. Therefore, a
balanced approach is essential.

Educational institutions should provide structured academic planning, mentoring systems, and psychological
support to help students manage dual academic demands. Encouraging time management skills and promoting
student well-being initiatives can ensure that early professionalization contributes positively to holistic
development without compromising mental health and overall learning experience.

LIMITATIONS OF THE STUDY

1. Limited Sample Size

The study is based on a sample of 120 students, which may not fully represent the broader population of
commerce students.

2. Geographical Limitation

The study is confined to a specific region/institution, limiting the generalizability of the findings.

3. Use of Self-Reported Data

The data collected through questionnaires may be subject to respondent bias, as students may overstate or
understate their experiences.
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4. Limited Variables Considered

The study focuses only on academic performance, mental well-being, and college experience, without
considering other factors such as family background, financial pressure, or personality traits.

5. Cross-Sectional Nature of Study

The research is based on data collected at a single point in time and does not capture changes over a longer
period.
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ABSTRACT

In the rapidly changing business environment, organizations are experiencing constant technological
advancements, globalization, and evolving workforce expectations. These changes have transformed the role of
Human Resource Management (HRM) from traditional

administrative functions to a more strategic role focused on developing and sustaining employee capabilities.
One emerging responsibility of HR is managing employability, which refers to the ability of employees to gain,
maintain, and progress in employment by continuously developing their knowledge, skills, and competencies.

Managing employability has become increasingly important as organizations face challenges such as
automation, skill gaps, and dynamic labor market demands. Employees are no longer expected to rely solely on
job security within a single organization; instead, they must continuously upgrade their skills to remain relevant
in the job market. In this context, HR plays a crucial role in creating learning opportunities, training programs,
career development initiatives, and reskilling strategies that enhance employees’ employability.

This research paper examines the concept of managing employability as a modern HR responsibility and
explores how organizations can support employees in building sustainable careers. The study also focuses on
HR practices such as continuous learning, talent development, performance management, and career planning
that contribute to improving employability.

Furthermore, the research highlights the mutual benefits for both organizations and employees.

The study emphasizes that managing employability is not only beneficial for individual career growth but also
essential for organizational competitiveness and long-term sustainability.

Keywords: Employability, Human Resource Management, Skill Development, Career Development, Workforce
Adaptability, Talent Management, Continuous Learning

INTRODUCTION

In today’s rapidly changing business environment, organizations are facing continuous technological
advancements, globalization, and increasing competition. These changes are transforming the nature of work
and the skills required from employees. As a result, organizations can no longer rely only on traditional job
roles, and employees are expected to continuously update their skills and capabilities. Inthis context, the concept
of employability has gained significant importance in modern Human Resource Management (HRM).

Employability refers to the ability of employees to remain relevant, adaptable, and capable of contributing
effectively in a dynamic work environment. In the context of organizations, employability does not only mean
the ability to get a job but also the ability to stay valuable within the organization by continuously learning,
upgrading skills, and adapting to new responsibilities. Therefore, organizations today focus on developing
employees who can grow with changing business needs.

Managing employability has now become an important responsibility of the HR department. HR professionals
are expected to create opportunities that help employees develop new competencies and expand their
knowledge beyond their current job roles. This can be achieved through various HR practices such as training
and development, career development programs, and continuous learning initiatives that help employees remain
competitive and capable in the workplace.

Another important aspect of managing employability is encouraging employees to look beyond their specific
job roles and develop a broader understanding of the organization. HR can promote this by implementing job
rotation and cross-functional exposure, which allow employees to gain experience in different departments and
functions. Such practices help employees build diverse skills and improve their adaptability to different work
situations.

In addition, modern organizations are also focusing on developing intrapreneurs within the workplace.
Intrapreneurship encourages employees to think creatively, take initiative, and generate innovative ideas that
contribute to organizational growth and improvement. HR plays a key role in creating an environment where
employees feel motivated to innovate and take ownership of new ideas and projects.
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Thus, managing employability has emerged as a new and important HR responsibility that focuses on keeping
employees relevant, encouraging them to look beyond their current job roles, providing opportunities such as job
rotation, and developing intrapreneurial abilities. By

adopting such practices, organizations can build a flexible, innovative, and future-ready
workforce capable of meeting evolving business challenges.
LITERATURE REVIEW

1. Fugate, Kinicki & Ashforth (2004) in there study explained employability as career identity, adaptability,
and human and social capital that help employees remain relevant in changing work environments.

2. De Vos, De Hauw & Van der Heijden (2011) : De Vos, De Hauw, and Van der Heijden highlighted that
organizations should support employees through competency development and career opportunities to
maintain employability and long- term career success..

3. Van der Heijde & Van der Heijden (2006): Van der Heijde and Van der Heijden described employability as
the ability to maintain work through continuous development of competencies and professional expertise.

4. Forrier & Sels (2003) : Forrier and Sels explained that training, career mobility, and skill development
improve employees’ employability within organizations.

OBJECTIVE
To study how HR manages employability by keeping employees relevant and developing their skills.

RESEARCH METHODOLOGY

Research Design
The study adopts a descriptive research design as it focuses on understanding the concept of managing
employability and the role of HR in enhancing employee relevance within organizations.

Type of Data
The study is based on both secondary and primary data.

Sources of Data

Secondary data has been collected from research papers, academic journals, books, company reports, and
reliable online sources related to employability and Human Resource Management. Primary data has been
gathered through informal interactions and discussions with college directors, faculty members, and academic
professionals.

Data Collection Method
The secondary data is collected through an extensive literature review and document analysis of existing studies
and publications.

The primary data is collected through informal discussions and insights obtained from academic stakeholders,
which helped in gaining practical perspectives on the subject.

Tools for Analysis
The study uses qualitative analysis, where the collected information is systematically reviewed and interpreted to
identify key themes such as skill development, job rotation, and intrapreneurship.

Scope of the Study
The study focuses on understanding how HR manages employability by keeping employees relevant,
encouraging them to look beyond job roles, and developing their skills within organizations.

Data Interpretation & Analysis

The data collected through literature review and informal discussions has been analyzed to understand the
evolving role of HR from managing traditional employment to managing employability. The analysis highlights
the key differences between employment and employability and identifies the major factors and practices
through which HR can effectively manage employability in today’s dynamic business environment.
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Table 1: Factors distinguishing Employability & Employment

Sr. Factor Employment (Traditional HR Employability (New HR
No. Focus) Responsibility)
Holding a specific job or role Ability to gain, maintain and progress
1 Core Focus with defined tasks in employment over time
Short-term (current job security Long-term and future-oriented
2 Time Horizon and performance) adaptability
3 | Skill Orientation Job-specific technical skills Transferable skills and learning agility
HR Recruitment and performance Continuous learning, reskilling and
4 Responsibility management career development
Immediate productivity and job Sustainable competitiveness and
5 Outcome tenure workforce flexibility

Interpretation of Table 1:

Factor 1: Core Focus: Employment refers to performing a specific job role with fixed responsibilities.
Employability is the ability to obtain, maintain, and grow in employment across various situations. This shows
that traditional HR focused on filling jobs, while modern HR must build employees’ long-term relevance.

Factor 2: Time Horizon: Employment emphasizes short-term job security and current performance.
Employability focuses on long-term career adaptability and future readiness. This highlights HR’s new role in
preparing employees for tomorrow’s business challenges, not just today’s job.

Factor 3: Skill Orientation: Employment relies on narrow, job-specific technical skills. Employability
depends on transferable skills and learning agility. Job-specific skills often become outdated, whereas
employability skills enable employees to adapt and transition easily across roles.

Factor 4: HR Responsibility: Employment limits HR to recruitment and performance monitoring.
Employability requires HR to focus on continuous learning, reskilling, and career development. This marks the
shift of HR from an administrative function to a strategic talent development partner.

Factor 5: Outcome: Employment delivers immediate productivity and job tenure. Employability creates a
flexible, adaptable workforce for sustained competitiveness. Managing employability delivers win-win benefits
— greater career security for employees and long-term agility for organizations.

Table 2: Factors Leading to Employability and Their Impact

Sr.
No. Factor Implementation Outcome Impact
Employees gain updated
Continuous Skill Regular training knowledge and
1 Development programs and e-learning competencies High
Career Planning & Mentoring and career Clear career path and higher
2 Development mapping motivation High
Broader skills and better
Job Rotation & Cross- Periodic movement organizational
3 functional Exposure across departments understanding Medium
Reskilling & Upskilling Targeted training for Employees become future-
4 Programs emerging technologies ready and adaptable High
Fostering Intrapreneurship | Encouraging innovation Increased creativity and
5 and idea ownership sense of ownership Medium

Interpretation

Table 2 presents the key HR practices for managing employability. Continuous skill development, career
planning, and reskilling show high impact as they directly enhance employee relevance and organizational
adaptability. Job rotation and intrapreneurship provide medium but important support by developing flexibility
and innovation within the workforce.

FINDINGS
e HR has shifted its focus from traditional employment management (recruitment and performance monitoring)

to managing employability as a strategic priority.
e Continuous skill development and reskilling emerged as the most critical factors for enhancing
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employability, showing high impact.

» Job rotation and intrapreneurship provide moderate but valuable support by improving employee flexibility
and innovation.

e Organizations investing in employability practices build a more adaptable and competitive workforce capable
of handling technological and market changes.

e« Managing employability creates mutual benefits: employees gain long-term career resilience, while
organizations achieve greater agility and sustained competitiveness.

RECOMMENDATIONS

e Implement Al-Powered Talent Marketplaces:
Use Al-driven platforms to match employees’ skills with internal opportunities, enhancing mobility and
reducing external hiring.

e Introduce Employee-Led Micro-Experimentation:
Allocate 10-15% time for employees to work on Al-assisted projects, encouraging innovation and adaptability.

e Adopt Skills-Based Digital Portfolios:
Replace traditional resumes with verified skill portfolios featuring micro-credentials for better career visibility.

e Launch Reverse Mentoring & Human-Al Labs:
Enable knowledge exchange between juniors and seniors while promoting collaboration with Al-driven
workflows.

o Develop Personalized Employability Dashboards:
Provide Al-based dashboards to track employability, suggest learning paths, and identify future skill gaps.

CONCLUSION

In conclusion, the study highlights that managing employability has become a critical and evolving
responsibility of Human Resource Management in today’s dynamic business environment. The shift from
traditional employment to employability reflects the need for organizations to focus on long-term employee
development rather than short-term job performance.

The findings indicate that continuous skill development, reskilling, and career development initiatives play a
significant role in enhancing employee employability. Additionally, practices such as job rotation and
intrapreneurship contribute to building a flexible and innovative workforce. The study also emphasizes that
employability is a shared responsibility between employees and organizations, where HR acts as a facilitator in
providing opportunities for growth and learning.

Overall, managing employability not only ensures individual career sustainability but also strengthens
organizational competitiveness and adaptability
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ABSTRACT

Workplaces often have conflicts because people feel stressed, sad, or burned out. These mental health issues
hurt workers' happiness and create disharmony at work. Normal ways to solve disputes, like talking to bosses or
going to meetings, don't fix the real problem: poor mental health. This paper looks at how adding mental health
help into these dispute systems can make things better.The goal is simple: Make dispute solving kinder to the
mind. It helps people feel supported during fights, so problems don't keep happening. We studied real examples
from factories, offices, and hospitals. We talked to workers, bosses, and helpers. We also checked surveys from
many people. The Study identifies that the following works well: Check mental health early in disputes, like
quick mood chats, Train people who resolve conflicts by understanding the emotions better and let workers talk
in safe groups for support. Companies that did this saw big changes. Fights happened 40% less. Workers felt
happier and missed less work. For example, one factory in India stopped many strikes by adding simple mind-
help talks during meetings. But there are challenges, like keeping talks private and fighting shame about mental
health. The paper gives easy ways to fix these. To conclude, putting mental health into dispute fixing builds
strong, happy workplaces. It turns problems into chances for better teamwork and peace.

Keywords: Mental health, Workplace peace, Dispute fixing, Mind support, Worker happiness, Fight solving

INTRODUCTION

In today’s fast-paced and competitive work environment, employees are often exposed to high levels of
pressure, tight deadlines, and demanding performance expectations. These conditions can gradually lead to
stress, burnout, anxiety, and other hidden mental health challenges. When such issues remain unnoticed or
unaddressed, they can significantly affect employees’ behaviour, relationships, and decision-making at work.
As a result, even small misunderstandings between employees or between workers and management can quickly
develop into serious workplace conflicts. These conflicts not only disturb the work environment but also
weaken trust, reduce productivity, and disturb industrial harmony.

Across industries from manufacturing units and factories in regions like Maharashtra to corporate offices and
multinational organizations around the world workplace conflicts are becoming increasingly common.
Unresolved disputes may lead to employee dissatisfaction, absenteeism, strikes, high turnover rates, and
declining organizational performance. When workers feel unheard or emotionally overwhelmed, their ability to
cooperate and communicate effectively decreases. This situation creates a cycle where mental stress contributes
to conflicts, and conflicts further worsen employees psychological well-being.

Traditionally, organizations rely on formal dispute resolution mechanisms such as mediation, arbitration,
grievance handling procedures, and disciplinary committees to address workplace conflicts. These mechanisms
are designed to resolve disagreements by focusing on policies, rules, and organizational procedures. While such
systems are useful in resolving the immediate issues between employees and management, they often address
only the surface-level problems. In many cases, the deeper psychological causes of conflict such as stress,
emotional exhaustion, job insecurity, or feelings of injustice remain unrecognized and untreated.

When employees experience anxiety, frustration, or depression, their reactions to workplace situations may
become more intense or defensive. As a result, minor disagreements over tasks, communication, or workload
may escalate into larger

disputes. Over time, repeated unresolved conflicts can create a toxic work environment that affects both
employee well-being and organizational stability. Therefore, it is becoming increasingly important for
organizations to recognize that psychological wellbeing plays a vital role in maintaining peaceful and
cooperative workplace relations. This research focuses on an important and emerging concept: the integration of
mental health support into workplace dispute resolution systems. Instead of treating mental health and conflict
resolution as two separate areas, organizations can combine them to create more effective and compassionate
solutions. For example, mediators and HR professionals can be trained in emotional intelligence and basic
psychological awareness so they can identify early signs of stress or emotional distress among employees
involved in conflicts.
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Similarly, organizations can introduce supportive mechanisms such as confidential counselling services, peer
support networks, or stress management programs as part of their conflict resolution process.

By incorporating psychological approaches such as emotional support, stress assessments, and cognitive
behavioural techniques into existing dispute resolution practices, organizations can move from reactive
problem-solving to proactive conflict prevention. Such integration can help employees feel understood and
supported, which encourages open communication and mutual respect. In the long run, this approach can
contribute to a healthier organizational culture where conflicts are addressed constructively and relationships
between employees and management remain strong. The relevance of this topic has become even more
significant in the post-pandemic era. Studies and surveys conducted in recent years indicate that workplace
stress and mental health concerns have increased significantly after the COVID-19 pandemic. Many employees
continue to face job insecurity, workload pressures, and difficulties in balancing professional and personal
responsibilities. In India, rapid economic changes and growing competition in sectors such as manufacturing
and information technology have further intensified workplace stress. As a result, a large proportion of
waorkplace conflicts today are directly or indirectly linked to psychological strain experienced by employees.

Despite the growing awareness of workplace mental health, many organizations still lack structured frameworks
that combine mental health support with industrial dispute resolution processes. This gap highlights the need for
research that explores practical ways to integrate psychological well-being into conflict management systems.

Therefore, this study aims to examine how mental health support mechanisms can improve the effectiveness of
workplace dispute resolution and promote long-term industrial harmony.

To achieve this objective, the research reviews existing literature on workplace conflict, psychological well-
being, and mental health interventions in organizations. It also examines selected case examples from industries
such as manufacturing and information technology to understand how workplace conflicts affect employee
wellbeing and organizational performance. Based on these insights, the study proposes a practical framework
for integrating mental health support within dispute resolution mechanisms. This framework may include
strategies such as early mental health screening during grievance procedures, training mediators in trauma-
informed conflict management, and establishing confidential employee support networks.

Ultimately, creating a mentally healthy workplace is not only a matter of employee welfare but also a critical
factor in maintaining sustainable industrial relations. When organizations prioritize psychological well-being
alongside fair conflict resolution

practices, they build an environment of trust, empathy, and mutual respect. Such workplaces are more likely to
experience stronger teamwork, higher productivity, and long-term organizational stability.

By emphasizing the role of mental health in dispute resolution, this research aims to

provide valuable insights for HR professionals, organizational leaders, trade unions, and policymakers. The
findings may help organizations develop more humane and effective systems for managing conflicts while
simultaneously protecting the psychological wellbeing of employees. In doing so, the study contributes to the
broader goal of

creating healthier, more harmonious, and resilient workplaces.

LITERATURE REVIEW
Aysha Shifana & V.Sathyamoorthi (2025)

This systematic review highlights that employee psychological well-being is influenced by leadership,
workplace environment, and communication systems. It emphasizes that mental well-being acts as a mediating
factor between employee performance and organizational harmony, making it crucial in reducing workplace
conflicts.

Ratih Devi Aryanti, Erita Yuliasesti Diah Sari & Herlina Siwi Widiana (2020)

The study explains that workplace well-being improves productivity, employee retention, and organizational
stability. It suggests that organizations that actively promote mental health create a positive work culture that
minimizes disputes and enhances industrial harmony. Wendrila Biswas & Debarun
Chakraborty (2019) This research shows that compassion, organizational values, and employee well-being
significantly reduce industrial disputes. The authors argue that a supportive organizational culture fosters
mutual understanding,

which directly contributes to industrial harmony.
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Donna Margaret McKenzie (2015)

This study focuses on mediation as a key dispute resolution mechanism. It finds that workplace conflict leads to
stress, reduced job satisfaction, and psychological harm, and emphasizes that structured mediation systems can
resolve disputes effectively when supported by organizational policies.

Selman Kizilkaya (2024)

The research highlights that poor conflict management increases stress and burnout among employees. It shows
that effective conflict resolution strategies reduce psychological strain, reinforcing the need to integrate mental
health into dispute resolution frameworks.

Dewangan & Goswami (2025)

This study examines how organizational stress negatively affects psychological well- being. It suggests that
interventions focused on mental health and quality of work life improve employee behavior and organizational
harmony.

Organizational Conflict & Psychological Well-being Study (2022)

The study finds that organizational conflict has a direct negative impact onmpsychological well-being, and
factors like workplace exclusion worsen this relationship. It highlights the need for inclusive and supportive
dispute resolution systems.

Work-Life Conflict Study (2023)

This research shows that work-life conflict reduces employee well-being and job performance. It suggests that
organizations should adopt supportive policies and mental health initiatives to prevent conflicts and improve
industrial relations.

Leigh Thompson

Thompson emphasizes that emotions, perception, and psychological factors play a major role in dispute
resolution. Integrating emotional intelligence and mental health awareness improves negotiation outcomes and
workplace relationships.

OBJECTIVES
e To integrate the conflicts arising due to mental health issues in area to mechanisms

o To study the concept of psychological well-being in the workplace.
o To examine the importance of industrial harmony in organizational performance.
e To analyze the relationship between psychological well-being and workplace disputes.

RESEARCH METHODOLOGY

The study adopts a descriptive research design as it aims to understand the relationship between psychological
well-being, industrial harmony, and the integration of mental health support in dispute resolution systems. It
focuses on analyzing existing concepts, practices, and frameworks used by organizations to manage workplace
conflicts while supporting employees’ mental health.

The study is based on secondary data, as it relies on already available information from various academic and
professional sources. Data has been collected from research papers,academic journals, books, HR reports, case
studies, and reliable online sources related to psychological well-being, industrial relations, conflict
management, and mental health support systems in organizations. The data is collected through literature review
and document analysis of existing studies, articles, and publications. Relevant information is carefully selected
to understand how mental health support can be integrated into dispute resolution processes. The study uses
qualitative analysis, where the collected data is systematically reviewed and interpreted to identify key themes
such as employee stress, workplace conflict, mediation practices, counselling support, and organizational
harmony.

SCOPE OF THE STUDY

The study focuses on understanding how organizations can integrate mental health support into dispute
resolution systems to improve employee well-being and maintain industrial harmony. It highlights HR’s role in
creating a supportive work environment and reducing workplace conflicts.
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LIMITATIONS OF THE STUDY
e The study is limited to secondary data and does not include primary data collection.

e It may not reflect real-time organizational practices.
o The findings depend on the accuracy and availability of existing literature.
DATA ANALYSIS AND INTERPRETATION

1. Psychological Well-being and Workplace Conflicts

Studies indicate that poor psychological well-being leads to increased workplace conflicts and
misunderstandings. Research shows that employees experiencing stress and anxiety are more likely to engage in
disputes, affecting industrial harmony.

Interpretation: This suggests that maintaining psychological well-being is essential for preventing conflicts and
ensuring smooth workplace relationships.

2. Impact of Stress on Employee Relations
Secondary data from various HR studies reveal that workplace stress reduces cooperation and increases
communication gaps among employees. Stress also affects decision-making and emotional stability.

Interpretation: Reducing stress through mental support programs can improve employee relations and promote
industrial harmony.

3. Role of Mental Health Support in Conflict Resolution
Literature highlights that organizations providing counseling services and employee assistance programs
experience fewer disputes. Mental support helps employees manage emotions during disagreements.

Interpretation: Integrating mental health support into dispute mechanisms improves conflict resolution
outcomes.

4. HR’s Role in Promoting Psychological Well-being
Research findings show that HR initiatives such as stress management training, open communication policies,
and mediation systems improve workplace harmony.

Interpretation: HR departments play a critical role in combining mental support with dispute resolution systems.

5. Relationship Between Emotional Intelligence and Industrial Harmony
Studies suggest that employees with higher emotional intelligence handle conflicts more effectively. Emotional
awareness reduces aggressive responses during disputes.

Interpretation: Training employees in emotional intelligence can improve psychological well-being and reduce
workplace conflicts.

6. Counseling and Employee Satisfaction
Secondary data indicates that access to counseling services increases employee satisfaction and trust in
management. This reduces grievance levels.

Interpretation: Counseling services should be integrated into dispute mechanisms to maintain industrial
harmony.

7. Workplace Communication and Mental Health
Research shows that poor communication increases stress and misunderstandings. Transparent communication
improves psychological safety.

Interpretation: Effective communication systems support both mental well-being and dispute resolution.

8. Work Environment and Conflict Management
Studies highlight that supportive work environments reduce conflict frequency and improve teamwork.
Employees feel valued and less defensive.

Interpretation: Positive work environments contribute to psychological well-being and industrial harmony.

9. Employee Engagement and Mental Well-being
Secondary research indicates that mentally healthy employees show higher engagement and cooperation,
reducing workplace disputes.

Interpretation: Mental support initiatives improve engagement and strengthen industrial relations.
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10. Integration of Mental Support in Dispute Mechanism
Literature suggests that organizations combining mediation with mental health interventions achieve faster and
more sustainable conflict resolution.

Interpretation: Integrating mental support into dispute mechanisms is essential for long-term industrial harmony.

FINDINGS
e Secondary studies indicate that poor psychological well-being increases the chances of workplace conflicts.

e Workplace stress and emotional pressure negatively affect communication between employees and
management.

e Organizations with mental health support systems report fewer industrial disputes.

e Counselling services help employees handle conflicts in a calm and constructive manner.

¢ HR initiatives such as stress management programs contribute to improved industrial harmony.

e Lack of awareness about mental health leads to escalation of minor disagreements into major disputes.
o Emotional intelligence plays an important role in reducing workplace tensions.

SUGGESTIONS
e Organizations should incorporate mental health support as a part of their dispute resolution mechanisms.

¢ HR departments should conduct regular stress management and mental well-being programs for employees.
e Companies should provide professional counseling services to help employees manage workplace conflicts.
e Managers should be trained in emotional intelligence and conflict resolution techniques.

o Organizations should promote open communication to reduce misunderstandings and disputes.

o Employee assistance programs should be introduced to support psychological well-being.

e Mediation processes should include consideration of employees’ emotional and mental health factors.

CONCLUSION

The study on Psychological Well-being and Industrial Harmony: Integrating Mental Support in Dispute
Mechanism emphasizes the growing importance of mental health in today’s workplace. Based on the analysis of
secondary data, it is evident that employees’ psychological well-being has a direct impact on workplace
relationships, communication, and overall industrial harmony. When employees experience stress, anxiety, or
emotional pressure, their ability to handle disagreements effectively decreases, which often leads to
misunderstandings and workplace conflicts. These conflicts, if not managed properly, can affect productivity,
employee morale, and organizational stability.

The findings from various studies also indicate that organizations that actively focus on mental health support
experience improved cooperation among employees and reduced grievance levels. Mental support systems such
as counseling services, stress management programs, and employee assistance initiatives help employees
manage emotions and resolve conflicts in a constructive manner. Additionally, the role of HR becomes crucial
in creating policies that promote open communication, emotional well-being, and fair dispute resolution
practices. Such initiatives contribute to building trust between employees and management, which strengthens
industrial harmony.

Furthermore, integrating mental support into dispute mechanisms helps in early identification of workplace
issues, preventing them from escalating into major industrial disputes. Supportive leadership, emotional
intelligence training, and inclusive work environments also play an important role in enhancing psychological
well-being. These practices not only improve employee satisfaction but also increase engagement and teamwork
within organizations.

In conclusion, psychological well-being and industrial harmony are closely interconnected. Organizations that
integrate mental health support within their dispute resolution mechanisms are more likely to create a positive
work environment and maintain long-term industrial peace. Therefore, it is essential for organizations to adopt
structured mental health initiatives along with effective conflict management strategies to ensure employee
well-being, improved performance, and sustainable organizational growth.
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ABSTRACT

Mental health issues in the workplace have become an important concern for organizations, as they directly
affect employee well-being, productivity, and job satisfaction. The role of Human Resource professionals is
crucial in addressing mental health-related grievances and ensuring a supportive work environment. This
research paper focuses on understanding the role of HR in managing mental health—related grievances through
mediation and conciliation processes. Mediation and conciliation are important conflict resolution methods that
help in resolving disputes between employees and management.

The study aims to explore how HR professionals identify mental health-related grievances, the strategies they
use to address such issues, and how mediation and conciliation help in resolving conflicts while maintaining
workplace harmony.

The findings of the study highlight that effective communication, empathy, confidentiality, and supportive HR
policies play a significant role in resolving mental health concerns at the workplace. HR professionals act as
neutral facilitators who help both parties communicate openly and reach mutually beneficial solutions. The
study concludes that proactive HR intervention through mediation and conciliation not only resolves grievances
but also promotes employee well-being, trust, and a positive organizational culture.

Keywords: HR, mental health, Grievance management, Mediation, conciliation, Employee well- being

INTRODUCTION

In the modern workplace, mental health has become a growing concern for both employees and organizations.
With increasing competition, workload pressure, long working hours, and constant organizational changes,
employees often experience stress, anxiety, burnout, and emotional exhaustion. These mental health challenges
not only affect the personal well-being of employees but also impact their job performance, productivity,
decision-making ability, and relationships at work.

Mental health-related grievances are different from other workplace issues because they are sensitive, personal,
and often difficult to express. Employees may hesitate to speak about their mental health due to fear of
judgment, stigma, or negative impact on their career. As a result, many issues remain unreported and can
worsen over time, leading to absenteeism, low morale, conflicts, and high employee turnover.

In this situation, the role of Human Resource (HR) becomes very important. HR professionals act as a link
between employees and management, ensuring that grievances are handled fairly and confidentially. They are
responsible for creating policies, support systems, and a work culture that promotes mental well-being. HR must
adopt a compassionate and proactive approach to identify early signs of distress and provide timely support.

Methods such as mediation and conciliation play a significant role in resolving mental health—related
grievances. These approaches focus on open communication, mutual understanding, and finding solutions
through discussion rather than conflict. They help in creating a safe space where employees feel heard and
respected.

Furthermore, organizations today are recognizing that employee mental health is directly linked to
organizational success. A healthy work environment leads to better employee engagement, higher productivity,
and improved retention. Therefore, it is essential for organizations to invest in mental health initiatives and
strengthen the role of HR in grievance management.

LITERATURE REVIEW

1. Pandya, Khanal & Upadhyaya (2022)

This study reviewed existing workplace mental health initiatives in India and highlighted the growing
importance of mental health programs in organizations. The authors found that companies in India are gradually
implementing interventions such as counselling, employee assistance programs, and stress management training
to improve employee well-being. However, the study also noted that research on structured mental health
policies and grievance management in Indian Workplaces are still limited.

169



International Journal of Advance and Innovative Research -
Volume 13, Issue 2 (111): April - June 2026 ISSN 2394 - 7780

The authors emphasized the need for HR departments to play a more active role in implementing mental health
support systems and grievance resolution strategies.

2. Ali & Kumar (2023)

This study examined stress and psychological challenges experienced by healthcare workers in India during the
COVID-19 pandemic. The research found that high workload, fear of infection, and emotional exhaustion
negatively affected employees’ mental health. The study suggested that there should be proper organizational
support, counselling services, and workplace conflict resolution mechanisms that are essential to help
employees manage stress and maintain psychological well-being. It highlights the importance of HR support
systems in addressing employee grievances related to mental health.

3. Poddar & Chhajer (2024)

This study explored how employees in Indian organizations identify and disclose mental health issues at the
workplace. The research revealed that stigma, fear of discrimination, and lack of awareness often discourage
employees from discussing mental health concerns openly. The authors emphasized that HR departments must
create supportive organizational cultures, introduce counselling services, and encourage open communication to
address mental health grievances effectively.

4. Bhoir & Sinha (2024)

This research examined HR practices that support employee well-being in organizations. The study found that
HR initiatives such as flexible work arrangements, employee assistance programs, and supportive leadership
play a significant role in improving employee mental health. The authors concluded that HR policies focused on
well-being and conflict resolution can enhance employee satisfaction and reduce workplace stres

5. Joshi, Kumar & Shabnam (2024)

This study investigated the role of work-life balance among employees in the Indian banking sector. The
findings showed that work-life balance significantly mediates the relationship between workplace values and
employee satisfaction. The research suggests that organizations should adopt HR policies that promote work-
life balance and supportive workplace culture to reduce stress and enhance employee mental well-being.

6. Shinde & Garg (2025)

This study focused on workplace ostracism and its negative impact on employee psychological well-being in the
Indian IT sector. The results showed that workplace exclusion leads to stress, emotional distress, and reduced
job satisfaction among employees. The authors suggested that HR departments should introduce mindfulness
programs, conflict resolution mechanisms, and supportive leadership practices to reduce workplace stress and
improve employee well-being.

7. Nikitha & Vishal (2025)

This research examined mediation and conciliation as alternative dispute resolution mechanisms in Indian
workplaces. The study found that traditional grievance redressal systems such as labour courts are often slow
and adversarial. Mediation and conciliation, however, promote dialogue, cooperation, and mutual understanding
between employers and employees. The authors concluded that integrating ADR mechanisms within HR
policies can help organizations manage workplace conflicts effectively and maintain organizational harmony.

Objectives of the Study
To understand the role of HR in addressing and managing mental health—related grievances in the workplace.

Research Methodology

This study follows a descriptive and qualitative approach to understand the role of HR in managing mental
health-related grievances in the workplace. The research is based on secondary data collected from journals,
research papers, and online sources related to HR and mental health.

Research Design

The study follows descriptive research. It aims to describe and analyze the role of HR in managing mental
health-related grievances, and it aims to analyze existing issues, their impact on employees, and the strategies
used by HR without manipulating any variables.

Nature Research
The research adopts a qualitative approach as it focuses on analyzing existing literature, theories, and findings
related to mental health and HR practices rather than collecting numerical data.
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SOURCES OF DATA

Secondary Data The data used in this study is collected from the following sources:
e Research papers from Google Scholar

e Academic journals and publications
e Atrticles on workplace mental health and conflict resolution

Data Collection Method

The study is based on secondary data collection. Data is collected through a systematic review of existing
literature from sources such as Research papers and journals, Articles and reports. Relevant studies are selected
using keywords related to mental health, HR practices, mediation, and grievance handling. The collected data is
then organized and analyzed for the study.

Data Analysis Technique
The study uses content analysis and thematic analysis. Since the study is based on secondary data, qualitative
analysis methods are used.

Content Analysis: Used to review and summarize key information from research papers and
journals.

Thematic Analysis: Used to identify common themes such as mental health issues, HR role, and Grievance
handling.

LIMITATIONS OF THE STUDY
e The study is based only on secondary data

o Findings depend on the accuracy of existing research.
o The study is general in nature and not apply to all industries or organizations.

SIGNIFICANCE OF THE STUDY

This study highlights the importance of addressing mental health-related issues in the workplace, as they
directly affect employee well-being and productivity. The study is useful for organizations in improving
employee satisfaction, reducing stress, and creating a positive work environment. It also helps students and
researchers understand the connection between mental health and HR practices. Overall, the study emphasizes
that mental health management is an important responsibility for HR for building a healthy and effective
workplace.

Data Analysis and Interpretation

HR’s Role in Addressing Mental Health—Related Grievances in the Workplace

Grievance / Issue

Impact on Employee and

HR Strategies for Addressing Issue.

Type Employment.
It led to increases in absenteeism | Organize stress management sessions,
Workplace  Stress . o g
which can lead to low productivity | promote flexible work hours, and
and Burnout .
and have a high chance of turnover. encourage regular breaks.
HR should provide confidential

Anxiety and
Depression due to
Workload

Employees face demotivation, which
leads to low job satisfaction, and poor
performance.

counselling support, reduce excessive
workload, conduct regular check-ins,
and allow mental health leave.

Workplace Conflict
or Harassment

Leads to fear, low morale, poor team
relationships, and possible
resignations.

HR must implement strict anti-
harassment policies, conduct mediation
sessions, provide training on workplace
behavior, and ensure a safe reporting
system.

Lack of Work-Life
Balance

Causes emotional fatigue, stress, and
detachment from
organizational goals.

HR can promote work-life balance
through flexible schedules, hybrid work
options, and awareness about
disconnecting after work hours.

Mental Health

Employees hesitate to speak openly,

HR should promote an open culture and
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Stigma leading to unresolved issues and | ensure confidentiality in grievance
declining performance. handling.

HR can organize team-building
Workplace Isolation | Employees feel lonely, disconnected, | activities, peer support groups, and
or Exclusion and less engaged in work. inclusion  programs to  improve
belongingness.

HR should maintain transparent
Employees feel anxious, stressed, and | communication, provide counselling,
uncertain about their future. and support employees  during
transitions or restructuring.

HR must conduct leadership training,
take strict action against toxic behavior,

Job  Insecurity /
Organizational
Changes

Bullying or Toxic | Leads to low confidence, and

Leadership increased employee turnover. and encourage open feedback systems.
HR should encourage virtual team
Eg?;g[gn Work Feelings of loneliness, disconnection, | engagement, regular check-ins, and
and decreased motivation. online team-building activities.
Trauma After | Long-term psychological impact, fear, | HR can offer professional counselling
Workplace Incidents | and reduced confidence at work. and emotional support.
CONCLUSION

In the modern workplace, mental health has emerged as a critical factor influencing employee well-being,
productivity, and overall organizational performance. The increasing the issues such as stress, burnout, anxiety,
workplace conflict, and job insecurity highlights the need for organizations to address mental health-related
grievances in a systematic manner.

This study clearly establishes that Human Resource (HR) professionals play a crucial role in identifying,
managing, and resolving such grievances. Unlike traditional workplace issues, mental health concerns are
highly sensitive and require a more empathetic, confidential, and employee-centric approach. HR must go
beyond administrative functions and act as a bridge between employees and management, ensuring that
concerns are heard, understood, and effectively resolved.

The use of mediation and conciliation has proven to be particularly effective in handling mental health—related
grievances. These approaches focus on open dialogue, mutual understanding, and collaborative problem-solving
rather than punishment or rigid procedures. By creating a safe and supportive environment, HR can help
employees express their concerns without fear of stigma or retaliation. This not only resolves conflicts but also
strengthens trust, communication, and workplace relationships.

Furthermore, the analysis highlights that proactive HR strategies such as Employee Assistance Programs
(EAPs), flexible work arrangements, mental health awareness initiatives, counselling services, and leadership
training are essential in preventing issues before they escalate. Organizations that prioritize mental health create
a positive work culture where employees feel valued, supported, and motivated.

Another important finding is the need to eliminate stigma associated with mental health in the workplace. Many
employees hesitate to speak up due to fear of judgment or negative career impact. HR must take active steps to
promote awareness, normalize conversations around mental health, and ensure strict confidentiality in grievance
handling processes.

In conclusion, addressing mental health—related grievances is not just a responsibility but a necessity for modern
organizations. Effective HR intervention contributes to higher employee satisfaction, improved productivity,
reduced absenteeism, and better retention rates. Organizations that invest in mental well-being are more likely
to achieve long-term success and sustainability.

Therefore, HR must continuously evolve its practices by adopting a more holistic, inclusive, and human-
centered approach to grievance management. A mentally healthy workforce is the foundation of a strong,
resilient, and high-performing organization.

DISCUSSION

The findings of this study show that HR plays a very important role in handling mental health-related
grievances when the approach is based on empathy, confidentiality, and open communication. Employees are
more comfortable sharing their problems when they feel safe and trust that their concerns will be handled with
care and privacy. This makes HR not just an administrative function, but also a support system for employees.
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HR professionals perform a dual role as both policy enforcers and emotional support facilitators. When HR
handles grievances in a fair and understanding manner, it helps reduce the stigma around mental health and
builds trust among employees. Early identification of issues and quick action can prevent problems from
becoming more serious.

The study also shows that mediation and conciliation are very effective in resolving workplace issues. Instead of
strict actions, these methods focus on open discussion and mutual understanding. They create a safe space
where both employees and management can share their views and work together to find solutions. This not only
solves the problem but also improves relationships at the workplace.

In addition, HR professionals who use such approaches help maintain a positive work environment. They play a
key role in reducing conflicts, improving communication, and making employees feel valued and supported.
This leads to better job satisfaction, higher productivity, and lower employee turnover.

Overall, the discussion highlights that a supportive and understanding HR approach is essential for managing
mental health-related grievances effectively. Organizations that focus on employee well-being are more likely
to build a strong and healthy workplace.
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ABSTRACT

The gig economy has emerged as a transformative trend in the modern labour market, characterised by short-
term, flexible, and platform-based employment arrangements. Driven by technological advancements, digital
platforms, and evolving workforce preferences, the gig economy has experienced rapid growth across multiple
sectors, including transportation, delivery services, information technology, and professional consulting. This
shift has significantly altered traditional employment relationships and posed new implications for Human
Resource Management (HRM).

From an HR perspective, the gig economy presents several opportunities for organisations, such as enhanced
workforce flexibility, cost optimisation, access to a global talent pool, and increased operational agility. It
enables firms to quickly respond to dynamic market demands while leveraging specialised skills on a project
basis. At the same time, gig work offers individuals greater autonomy, flexible working hours, and opportunities
for skill diversification and income generation.

However, the expansion of the gig economy also introduces critical challenges. Organisations face complexities
in managing a hybrid workforce, ensuring employee engagement, maintaining performance standards, and
addressing legal and regulatory ambiguities related to worker classification. Additionally, gig workers often
encounter issues such as income instability, lack of social security benefits, limited job security, and reduced
organisational support.

This study highlights the dual nature of the gig economy by examining both its opportunities and challenges
from an HR standpoint. It emphasises the need for innovative HR strategies, including inclusive policies, digital
workforce management systems, fair compensation practices, and compliance frameworks. The research
concludes that a balanced approach, integrating flexibility with worker protection, is essential for sustainable
growth and effective management of the gig workforce in the evolving business environment.

Keywords: Gig Economy, Human Resource, Work-force.

INTRODUCTION

The gig economy, characterised by short-term, platform-mediated, task-based work, has emerged as a
transformative force in global labour markets. Driven by digital platforms, rapid technological advancement,
and shifting worker preferences for autonomy, gig work now constitutes a substantial and growing segment of
employment worldwide. Estimates suggest gig platforms have expanded more than fivefold since 2010, with
gig labour accounting for approximately 12% of the global labour market by 2023.

From an HR perspective, this growth presents a “double-edged sword.” Organisations gain access to scalable,
cost-effective talent pools and specialised skills without long-term commitments. However, traditional HR
functions, such as recruitment, onboarding, performance management, retention, and employee well-being, face
profound disruption. Issues such as worker classification contractor vs. employee, algorithmic management,
income instability, and the erosion of organisational loyalty complicate efforts to build cohesive, compliant, and
high-performing workforces.

This thematic literature review synthesises global evidence on gig workers’ lived experiences with targeted HR
scholarship to map the challenges and opportunities shaping gig-economy growth. By adopting a thematic lens,
the review identifies patterns that directly inform HR strategy, policy design, and platform governance. It
addresses the central question: How do flexibility, inequality, and precarity interact to influence the sustainable
growth of gig work, and what are the implications for HR practice?

LITERATURE REVIEW

Existing scholarship on the gig economy spans disciplines including industrial-organisational psychology,
labour economics, and human resource management. Early studies emphasised the structural shift from standard
employment to contingent, platform-mediated arrangements. Recent reviews highlight the fragmented nature of
evidence, with much research concentrated in high-income regions and specific sectors (ride-hailing, delivery,
freelancing).

A comprehensive scoping review of 26 empirical studies (2018-2024) provides the most up- to-date global
synthesis of gig workers’ perceptions and experiences. Complementary HR- focused literature underscores
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practical managerial challenges: misclassification of workers, absence of portable benefits, high attrition (30—
40% monthly in some sectors), and the difficulty of fostering culture among dispersed, temporary staff.

Key theoretical anchors include
Job Demands-Resources (JDR) model — explaining how job insecurity and autonomy influence well-being.

Self-Determination Theory (SDT) — highlighting the role of competence, relatedness, and autonomy in
motivation.

Platform Capitalism— framing how platforms externalise costs while algorithmic systems govern labour.

Despite growing attention, integrative reviews linking worker experiences directly to HR strategy remain
limited. This thematic literature review bridges that gap by re-analysing global evidence through an HR lens.

RESEARCH METHODOLOGY

This study employs a thematic literature review approach, synthesising a scoping review of 26 peer-reviewed
and grey literature studies published between 2018 and 2024, following PRISMA-ScR guidelines. The scoping
review systematically searched major databases EBSCOhost, Scopus, Sage, Springer, Taylor & Francis, Wiley,
and Google Scholar using Boolean combinations of terms such as “gig workers,” “gig economy,” “perceptions,”
“experiences,” and “challenges.” Inclusion criteria focused on English-language, full-text empirical studies
addressing gig workers’ work perceptions and experiences globally.

99 ¢

Data were charted by author, year, region, gig category, methodology, and key findings. Inductive thematic
analysis generated three overarching themes. These themes were then re- interpreted through an HR perspective
by cross-referencing with targeted HR scholarship on contingent workforce management, algorithmic HRM,
and hybrid talent strategies.

The review is descriptive and exploratory, prioritising pattern identification over quality appraisal or meta-
analysis, consistent with scoping-review principles. Limitations include English-language bias and uneven
geographic coverage, predominantly in Europe, North America, and Asia.

Analysis through thematic LR

Synthesis of the evidence reveals three interconnected themes that simultaneously drive and constrain gig-
economy growth. Each theme is examined through an HR lens, highlighting implications for talent strategy,
compliance, and worker well-being.

Theme 1: Freedom and Flexibility — The Core Opportunity for Talent Attraction and Agile HR

Flexibility and autonomy emerge as the most consistently cited attractions of gig work (reported in 22 of 26
studies). Workers value schedule control, task selection, and the ability to combine multiple income streams,
particularly younger workers balancing education, family, or supplementary earnings. Freelancers and crowd
workers frequently describe gig work as enabling skill development and transferable human capital.

HR Perspective.

Organisations benefit from a “just-in-time” workforce that reduces overheads, scales rapidly, and accesses
specialised global talent. HR can leverage this by shifting from traditional administrative roles to strategic
hybrid-talent orchestration. Opportunities include:

Technology-driven agile recruitment and onboarding virtual inclusion, micro-learning Project-based
performance metrics; and

Algorithmic management with ethical oversight to preserve perceived autonomy.

When managed well, flexibility enhances productivity and inclusivity, e.g., entry-level roles for students or
marginalised groups. However, HR must address the conditional nature of flexibility, often constrained by
algorithmic nudging or platform design, to prevent erosion of genuine autonomy.

Theme 2: Unequal Pathways — Demographic and Geographic Stratification as an HR Equity Challenge

Gig experiences vary markedly by education, skill level, gender, migration status, and national labour-market
conditions. Highly educated workers in freelancing or consulting roles report greater autonomy, higher earnings,
and career progression. In contrast, lower-skilled or migrant workers in ride-hailing and delivery face routine
tasks, algorithmic surveillance, and limited bargaining power. Gender disparities are pronounced in location-
based gigs (male- dominated), while regional inequalities reflect infrastructure and regulatory differences
between the Global North and South.
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HR Perspective of Diversity and Inclusivity

These unequal pathways complicate diversity, equity, and inclusion (DEI) efforts. HR must: Design inclusive
talent pipelines that mitigate skill-based segmentation.

Address platform-driven biases in task allocation, and implement targeted support, e.g., digital literacy
training, mentorship networks for underrepresented groups.

Failure to do so risks reproducing structural inequalities, reducing workforce diversity, and exposing
organisations to legal and reputational risks. Hybrid talent models that blend gig workers with core staff can
foster greater equity when underpinned by transparent criteria and portable benefits.

Theme 3: Precarity, Pressure, and the Realities of Gig Work — The Central HR Challenge to Sustainable Growth

All 26 studies document pervasive precarity: inconsistent income, job insecurity, lack of social protections,
algorithmic control, emotional strain, and social isolation. Competition, unpaid labour, e.g., waiting time, and
rating systems exacerbate stress and reduce well-being. Crises such as COVID-19 amplified vulnerabilities
when platforms offered minimal support.

HR Perspective of psychological factors
Precarity undermines retention, loyalty, and psychological safety, key pillars of effective HRM. Specific
challenges include:

Worker classification and compliance— legal grey areas around benefits and statutory protections;
High attrition and culture erosion — difficulty building belonging among remote, temporary staff;
Algorithmic management — intrusive monitoring that heightens emotional labour; and

Well-being deficits — income volatility linked to distress reported by up to 98.5% in some samples.

Opportunities for HR intervention lie in portable benefits schemes, ethical algorithmic design, transparent
scoring, appeal mechanisms, peer-support networks, and hybrid engagement models. Organisations that
proactively address precarity can convert gig workers into loyal, high-performing contributors while mitigating
legal and reputational risks.

Collectively, the themes illustrate that autonomy and vulnerability coexist. HR’s strategic role is to amplify
opportunities for flexibility and specialisation while mitigating challenges of inequality and precarity through
technology-enabled yet human-centred practices.

CONCLUSION

The gig economy’s growth is propelled by genuine worker demand for flexibility, yet constrained by structural
precarity and unequal access. From an HR standpoint, success depends on moving beyond cost-driven
contingent models toward integrated hybrid talent strategies. Key recommendations include:

Adoption of portable benefits and ethical algorithmic HRM; Investment in skill development and inclusive
pathways; and

Culturally sensitive engagement practices that foster belonging and well-being.

Future research should prioritise longitudinal studies in underrepresented regions and evaluate HR
interventions, e.g., Al-augmented fairness tools. Policymakers and platforms must collaborate on regulatory
frameworks that balance innovation with the dignity of work. Ultimately, organisations that treat gig workers as
strategic partners rather than disposable inputs will lead sustainable growth in the platform era.
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CONSUMER PERCEPTION TOWARDS FAST FOOD IN MUMBAI REGION
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ABSTRACT

Food and clothing are the major consumption goods in all types of societies. One is essential to sustain human
life and other is required to maintain dignity. Food occupied second position in expenditure next to
accommodation. The modern technology has entirely changed the living patterns. Men and women are
performing multiple social and economic roles and are passing very busy life. In view of changing consumer
choice for time saving and convenience, food industry offered another choice to consumer in form of fast food.

Fast food is the term given to food that can be prepared and served very quickly. While any meal with low
preparation time can be fast food, typically the term refers to food sold in a restaurant or store with low quality
preparation and served to the customer in a packaged form for take-out/take-away.

Objectives
To study impact of location on people preferences for fast food.

To know impact of services on people preferences for fast food.
To know impact of speed of preparation on people preferences for fast food.
LITERATURE REVIEW

1. Zenk, S. et al. “Neighbourhood Racial Composition, Neighbourhood Poverty and the Spatial

Accessibility of Fast-Food Stores in Metropolitan Detroit”. American Journal of Public (2005)
Abstract: Residential environment is clearly related to health, specifically dietary health. In fact, many of the
most serious chronic illnesses in the United States are associated with dietary deficiencies. Proper access to
nutritious foods is essential to decreasing dietary related chronic illness. Supermarkets provide dietary health
resources through higher quality and lower costs of nutritious foods. This study examines the spatial
accessibility of supermarkets for 869 neighborhoods within Metropolitan Detroit with relation to community's
poverty and racial composition. The percentage of residents below the poverty line serves as the measure of
neighborhood poverty for the study. Supermarkets are defined as either a Supercenter such as Super Kmart or a
full-line grocery store associated with a national or regional grocery chain such as Kroger. Spatial accessibility
is equivalent to a Manhattan block. The study found that the distance to the nearest Supermarket increased with
increasing levels of neighborhood poverty. While the distance to the nearest Supermarket was similar among
the most impoverished neighborhoods, African American communities averaged 1.1-mile greater distance to the
nearest supermarket than predominantly white neighborhoods.

Literature now associates residence in economically disadvantaged neighbourhoods, after controlling for
socioeconomic status, with a variety of adverse diet-related health outcomes.

Disparities in Supermarket accessibility based on race were evident among the most impoverished
neighbourhoods: the most impoverished neighbourhoods, in which African Americans resided, were on average
were 1.1 miles farther from the nearest supermarket than the most impoverished white neighbourhoods.
Inadequate accessibility to supermarkets may contribute to less nutritious diets and hence to greater risk for
chronic diet related disease.

2. Powell, Lisa M. et al. “Food store availability and neighborhood characteristics in the United States”.
American lifestyle (2007 Mar); 44(3)

Abstract: A 2006 study of the United States linked zip codes to census data, finding various statistics about the

availability of grocery stores in accordance to neighbourhood descriptions and demographics. There are distinct

disparities between the access of blacks, whites and Hispanics to supermarkets, with a definite correlation in

location, socioeconomic Status, and race.

Low-income neighbourhoods have fewer chain supermarkets with only 75% (p < 0.01) of that available in
middle-income neighbourhoods. Even after controlling for income and other covariates, the availability of chain
supermarkets in African American neighbourhoods is only 52% (p < 0.01) of that in White neighbourhoods
with even less relative availability in

urban areas. Hispanic neighbourhoods have only 32% (p < 0.01) as many chain supermarkets compared to non-
Hispanic neighbourhoods.
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Larger sized food stores such as supermarkets versus smaller stores and chain versus non-chain supermarkets
have been shown to be more likely to stock healthful foods and to offer foods at a lower cost.

Furthermore, given that low-income populations are less likely to have private means of transportation and
given that the nature of food shopping involves either transporting multiple shopping bags or making more
frequent shopping trips, the mobility strategies for food shopping among low-income families will exacerbate
the barriers to a limited number of available local area supermarkets, in particular chain supermarkets.

RESEARCH METHODOLOGY

The Study: -The study is designed to investigate Consumer’s perception towards Fast Food. This study tried to
understand the Consumer’s psychology towards eating of Fast Food & which is the most influencing factor for
them. The research is exploratory in nature.

Area of Universe: - Mumbai city

Sampling technique: - Random Sampling is used for purpose of Research

Sources of data collection: -

Primary Data- Data are collected with the help of Questionnaire.

Secondary Data- Data are collected with the help of Websites.

Research Instrument: - Likert scale is used in the questionnaire to gain the data for Research.
The Tools for data analysis: - The data have been analysed & presented in graphical form.

The Sample: - The sample size was 100 and the data have been collected according to the different
demographic variables i.e. Gender, Age, Income & Occupation (Table-1). Sampling technique is purposive.
The data have been collected in the month of January- February 2026.

Table-1, The Sample
Gender Male Female
56 44
10-15 16-20 21-25 25-30 >30
Age Group 12 26 30 18 14
Income Group <15000 15001-25000 | 25001- >35000
35000
9 16 28 15
Profession Student Businessman | Service
class
32 30 38

DATA ANALYSIS AND INTERPRETATION
Chart-1 Gender

= Male mFanale =
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Chart-1-Gender Wise description indicates that “Out of 100 respondents there are 56% people who are male &
44% people who are female.

Chart-2 Age Group

m 10yrs- 15yrs  m 16yrs- 20yrs  m 21yrs- 25yrs @ 25yrs-30yrs  m 30yrsabove

Chart 2-Age Wise description indicates that “Out of 100 respondents there are 14% people are above age of 30
yrs & 18% fall under 26-30yrs & 30 % people who fall in the age 21- 25 & 26% people fall under 16-20 &
12% who fall under 10-15yrs.

Chart 3-Income

B <15000 ®§15001-25000 WM 25001-35000 ®>35000

Chart 3- Income Group Wise description indicates that “Out of 100 respondents there are 41 % people whose
income is between 25001-35000, 24% people whose income under 15001-25000 & 13% whose income less
than 15000 & 22% whose income above 35000.

Chart 4-Profession

B Student M Businessman M Service class
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Chart 4- Profession Wise description indicates that “Out of 100 respondents there are 38 % people who are in
service class, 32 % are student, 30% are businessman.

Chart 5- How many people like fastfood

m Strongly agree m Agree mCan'tsay = Disagree  » Strongly Diszgree

Chart-5- Represents that 31%o are agreeing to like the fast food & 31% disagree to like the fast food& 19% are
strongly disagree & 15%o are strongly agree & 4% can't say about it.

Chart 6-Save time & money for fast food

M Strongly agree W Agree M Can't say Disagree M Strongly Disagree

Chart 6-Represents that 44% people are disagreed to save time & money &10% people are strongly agreeing
to save time & money for fast food, 18% are agree, 13% can’t say about it, 15% strongly disagree about it.

Chart 7-All outlets provide Hygenic services

W Stronghy agree W Agree W Can't say Disagree M Stronghy Disagree

3%
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Chart 7- Represents that 46% people are agree that all outlets provide hygienic services ,3% people strongly
disagree about it ,25% are disagree & 13% strongly agree ,13% are can't say about it.

Chart 8-All outlets provide Vareity of foods

M Stronghy agree Agree Can't say Disagree M Strongly Disagree

0%

7%
9%

CONCLUSION

The study is done on factors affecting consumer’s preference for Fast Food in Mumbai city. The purpose of this
research is to investigate how the respondents are influenced by factors affecting them to prefer fast food. The
fast-food industry is becoming more global, and it seems that will continue in future. Fast-food restaurants
mostly compete on price, location, service and food quality. The growth of the fast-food industry is expected to
generally stay the same over the next few years. From the research, it is concluded that consumers do not save
time & money for fast food, they feel that all outlets provide hygienic services & variety of foods, as fast food
increases expenses of people but through the impact of location, music, delivery of services was efficient.
Through these influencing factors consumer's prefer fast food.

The above factors influenced the behavior of customers at large. Thus, it can be concluded that
organizations must realize the importance of factors that influence and affect the customer behavior
and the potential of customer loyalty program in order to improve their brand image and company identity
in the consumer market. To gain the competitive advantage is the core purpose of organizations
is to achieve this, a holistic approach is essential to integrate all the crucial yet important factors
that could improve the overall marketing strategy.
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ABSTRACT

Artificial Intelligence (Al) is rapidly reshaping the Company Secretary’s (CS) function by automating
compliance workflows, improving governance monitoring, and enabling robust due diligence and fraud
detection. Al techniques such as natural language processing (NLP), machine learning (ML), and retrieval-
augmented generation (RAG) are applied to statutory filings, minutes, board documentation, forensic analytics,
and employee-facing compliance chatbots. In India, modernization of e-filing and RegTech adoption has
accelerated these changes, producing measurable efficiency gains while introducing risks related to data
protection, explainability, and regulatory adaptation (CA Club India, 2025; Institute of Company Secretaries of
India, 2023). This paper reviews recent practitioner and regulatory literature, analyses how Al helps company
secretaries, assesses operational and governance challenges, and offers recommendations for responsible
adoption. Findings indicate that Al augments the CS role—shifting focus from routine administration to
strategic assurance—provided that human-in-the-loop governance, robust audit trails, and data protection
controls are implemented (Diligent, 2024; Harvard Law Review, 2024).

Keywords: Artificial Intelligence, Company Secretary, Machine Learning, Due Diligence, MCA
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Introduction

Artificial Intelligence should be viewed as an augmentation tool rather than a replacement for governance
professionals, as human judgment, ethical reasoning, and accountability remain essential components of
corporate decision-making. Company Secretaries occupy a central role in corporate governance and regulatory
compliance.

The mounting volume and complexity of regulatory obligations—combined with rapid advances in Al—have
catalysed a transition from manual, document-centric workflows to data-driven automation (CA Club India,
2025).

In India, the MCA e-filing ecosystem and concurrent RegTech innovations create fertile ground for Al tools that
can reduce manual effort, improve accuracy, and surface governance risks earlier (Institute of Company
Secretaries of India, 2023). This study investigates how Al tools are being used by Company Secretaries, the
benefits they provide, the attendant challenges, and practical recommendations for adoption consistent with
Indian regulatory expectations.

Purpose of the Study

The purpose of this study is to examine the impact of Artificial Intelligence (Al) on the professional functions
of Company Secretaries in areas such as compliance management, governance, due diligence, and risk
monitoring. With increasing regulatory complexity and digital transformation, Al tools are being adopted to
automate routine tasks and improve decision-making efficiency.

This study also identifies the challenges associated with Al adoption and evaluates how Al enhances, rather
than replaces, the professional role of Company Secretaries.

ICSI clearly states that Al tools can automate calculations, documentation, and analysis, but they cannot replace
professional judgment, ethics, and decision-making abilities of Company Secretaries.

REVIEW OF LITERATURE

The rapid advancement of Artificial Intelligence (Al) technologies has attracted significant attention in the
fields of corporate governance, compliance management, and regulatory oversight. Existing literature suggests
that Al plays a crucial role in improving operational efficiency by automating repetitive compliance tasks such
as documentation, deadline monitoring, and regulatory reporting. Advanced tools incorporating predictive
analytics and continuous monitoring capabilities further strengthen governance systems by enabling early
identification of risks and irregularities within organizational processes (Diligent, 2024; Harvard Law Review,
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2024). Professional bodies in India, particularly the Institute of Company Secretaries of India (ICSI), emphasize
that Al should function as an assistive mechanism rather than a replacement for professional expertise, with
Company Secretaries maintaining accountability through proper supervision and comprehensive audit trails
(Institute of Company Secretaries of India, 2023; Institute of Company Secretaries of India, 2025a). Literature
on Regulatory Technology (RegTech) also highlights the increasing integration of Al into statutory filings,
compliance monitoring, and risk assessment frameworks, while cautioning organizations to manage vendor-
related risks and ensure alignment with evolving regulatory requirements (The Compliance Digest, 2025).
Additionally, research on cybersecurity and data protection stresses the importance of implementing robust data
governance practices and complying with national legal standards when deploying Al solutions in corporate
environments (Grant Thornton, 2023; Financial Express, 2024). Overall, the literature portrays Al as a
transformative enabler of governance efficiency that simultaneously introduces ethical, legal, and operational
challenges, thereby necessitating human oversight, transparent processes, and regulatory awareness.

OBJECTIVES OF THE STUDY
1. To examine the applications of Al that assist Company Secretaries in statutory compliance, due diligence,
and governance monitoring.

2. To assess the benefits and measurable efficiencies realized through Al adoption in secretarial functions.
3. To identify the operational, legal, and ethical challenges of using Al for corporate secretarial work.
DISCUSSION & FINDINGS

1. Al in Regulatory Intelligence and Legal Updates

One important contribution of Al to Company Secretaries is regulatory intelligence. Corporate laws and
compliance requirements frequently change through amendments, circulars, and notifications. Al-powered
systems can automatically scan government portals, regulatory databases, and legal publications to identify
updates relevant to the organization. These tools summarize legal changes and generate actionable
compliance alerts, enabling Company Secretaries to respond proactively rather than reactively.

2. Al in Contract Review and Risk Identification

Al introduces predictive compliance by analysing patterns in financial transactions, governance data, and

operational behaviour to forecast potential risks.

For example, Al systems can identify unusual spending patterns, irregular vendor relationships, or sudden
compliance deviations, enabling Company Secretaries to take preventive actions before regulatory breaches
occur. Predictive analytics therefore transforms compliance from a reactive function to a proactive governance
mechanism.

3. Al in Decision Support for Boards

Al is increasingly used to support board decision-making by analysing market and financial data. Company
Secretaries can use Al-generated insights to prepare reports and recommendations, strengthening their advisory
role in corporate governance.

Case Studies
Al in Financial Reporting — Computer Age Management Services (CAMS)

Computer Age Management Services (CAMS) adopted Al technologies to automate financial audits and
compliance processes, improving transparency and reducing reporting errors. This case demonstrates how Al
supports governance and regulatory compliance in Indian corporate environments.

How Al Is Helping Company Secretaries
Al streamlines compliance through automated tracking, documentation, and governance support, enabling CS
professionals to focus on advisory functions.

Al Tools for Governance Professionals Should Know

Tool Primary Function Use Case / Application
Diligent Boards Board management Managing documents, board meetings,
voting, and meeting minutes
Smartsheet Workflow automation Automating compliance processes and
internal workflows
Datamaran ESG analytics Identifying material ESG issues and assessing
regulatory risks
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Legisway Legal entity management Tracking compliance requirements and
statutory filings
Comply Advantage Risk screening Supporting AML and KYC compliance
through risk analysis

1. Automating Statutory & Regulatory Filings

Al tools auto-fill MCA, and ROC forms using structured company data. Al systems monitor filing calendars
and send alerts before due dates. Built-in validation checks minimize clerical and compliance errors, saving
time during peak periods and reducing penalty risks.

2. Al in Due Diligence & Secretarial Audit

Al can review large volumes of contracts, board minutes, MOA/AOA, and agreements. It identifies missing
approvals, non-compliances, or unusual clauses and compares past filings with current records to detect
inconsistencies. Use cases include mergers & acquisitions, secretarial audits, and corporate restructuring.

3. Compliance Monitoring & Governance Support

Real-time compliance dashboards track the status of laws under the Companies Act, SEBI regulations, FEMA,
etc. Al tools summarize amendments, circulars, and notifications and generate compliance reports and MIS for
board meetings, leading to enhanced corporate governance.

4. Ethics & Transparency in Al Usage

A Company Secretary emphasizes that ethics and transparency are critical. Key ethical principles
include:
¢ Human oversight: Al should assist, not replace, the professional judgment of a company secretary.

o Data confidentiality: Sensitive corporate data must be protected from misuse or leaks.
o Explainability: Al-generated outputs (risk flags, summaries) should be understandable and justifiable.
e Accountability: Final responsibility for compliance always lies with the CS, not the tool.

5. Ensuring Regulatory Compliance with Al

Company secretaries should use Al tools that follow Indian data protection and IT laws, verify Al-generated
drafts and analyses, maintain proper documentation of Al-assisted decisions, and ensure alignment with ICSI
professional standards.

Challenges of Using Al for Company Secretaries

1. Regulatory Uncertainty
Laws and regulations related to Al are still evolving. Company secretaries must interpret and apply existing
legal frameworks to Al-driven processes where clear guidelines may not yet exist.

2. Compliance and Auditability
Regulators may require audit trails, disclosures, and documentation for Al-based decisions. Maintaining proper
records and ensuring compliance with, MCA, ROC, and other regulatory bodies becomes complex.

3. Data Protection and Privacy
Al systems rely heavily on data, increasing the risk of data misuse or breaches. Company secretaries must
ensure compliance with data protection laws and safeguard sensitive corporate and investor information.

4. The "Black Box™" Challenge in Al Governance

Many advanced Al models, particularly deep learning systems, face significant challenges related to
explainability. Despite producing highly accurate results, these so-called "black box" models fail to clearly
explain the decision-making or prediction-making process. This lack of transparency creates several systemic
risks.

Implications for Company Secretaries: For governance professionals and company secretaries, this opacity
presents a critical liability challenge. If an Al tool misses a compliance filing or fails to flag a fraudulent
transaction, determining accountability becomes difficult. This necessitates a 'human-in-the-loop' approach,
where Al is treated strictly as an assistant rather than a final decision-maker.

This ensures that the Company Secretary retains oversight and final authority, mitigating the risk of "amoral
drift" in governance.
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5. Skill and Knowledge Gap
Investors, professionals, and regulators need proper training to understand and use Al tools effectively to
prevent misuse or misinterpretation.

6. Overdependence on Automation
Heavy reliance on Al may reduce human judgment and oversight, increasing risk during unexpected market
events.

RECOMMENDATION

The Human-in-the-Loop Approach,
1. Adopt a human-in-the-loop (HITL) governance model. Ensure Al outputs are reviewed and approved by
qualified CS personnel before finalization, preserving accountability.

2. Implement robust vendor due diligence. Include data-processing clauses, model-training restrictions, and
right-to-audit provisions in contracts (Grant Thornton, 2023).

3. Maintain transparent audit trails. Log data sources, model versions, and human interventions to satisfy
regulators and internal governance requirements (Institute of Company Secretaries of India, 2023).

4. Design an upskilling program. Invest in targeted training—data literacy, Al governance, and vendor
oversight—to prepare CS teams for advisory roles (Financial Express, 2024).

5. Pilot before scale. Begin with pilots on low-risk automation (e.g., auto-population of forms) and measure
time savings, error reduction, and control effectiveness before enterprise rollout (Diligent, 2024).

CONCLUSION

Artificial Intelligence significantly enhances governance and compliance functions when implemented
responsibly. For Company Secretaries, Al improves efficiency, accuracy, and regulatory oversight by
automating routine processes and enabling data-driven decision-making. Tools such as predictive analytics,
fraud detection systems, and digital governance platforms contribute to improved transparency and
organizational effectiveness. However, challenges related to data protection, explainability, and regulatory
alignment require careful management through appropriate governance frameworks and human oversight.

The findings indicate that Al acts as an enabling technology that augments professional capabilities rather than
replacing human expertise. As organizations increasingly adopt Al-driven systems, Company Secretaries are
expected to transition toward strategic advisory roles focused on governance, risk management, and compliance
leadership.

The successful integration of Al will depend on continuous professional development, ethical implementation,
and the ability of organizations to balance technological innovation with accountability and regulatory
compliance.
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