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S.P. Mandali’s
Prin. L. N. Welingkar Institute of Management Development and Research
WeSchool Management Review (WMR)

The WeSchool Management Review (WMR) is a national, peer reviewed (Bi-Annual) research journal published
by S.P. Mandali’s Prin. L.N. Welingkar Institute of Management Development & Research. It uses a double-
blind review process for evaluation and selection of all submitted material. It Publishes biannually in June
and December, WMR cover an extensive range of topics, drawing insights from various academic disciplines,
research methodologies and theoretical frameworks.

The Aims of WMR are to:

¢ Discover and share original theoretical and applied research in management and related fields.

e Provide a platform for publishing high-quality research and case studies from academicians, industry
professionals and researchers.

o Bridge the gap between academia and industry by promoting the publication of innovative, relevant
and practical research.

Scope of the Journal

The WMR Journal Research invites submissions in the following areas of management:

e Business Strategy
e Finance

e Marketing

e Human resources

e Operations

Aims and Objectives
Aims

The WeSchool Management Review is dedicated to publishing high-impact research that significantly contributes
to the advancement of the management field. The journal fosters innovative ideas and fresh perspectives on
existing research, promoting scholarly discussions that shape the future of management studies. The journal
provides a platform for scholars, researchers and industry professionals to share insights, foster innovation
and address emerging challenges in the dynamic business environment.

Objectives
Objectives

WMR is a comprehensive journal committed to publishing top-tier articles in the field of management.
Accepted articles should offer a meaningful contribution to the management discipline, inspire further research
and uphold exceptional standards of academic excellence. The journal encourages innovative ideas and
fresh perspectives on existing research, fostering scholarly discussions that shape the future of management
studies. It seeks to publish cutting-edge studies that provide new insights into diverse management topics,
while supporting interdisciplinary approaches across areas such as business strategy, finance, marketing,
human resources, and operations. The journal also aims to provide a platform for thought-provoking research
that challenges existing paradigms, linking theoretical frameworks with real-world business practices and
sustainability.
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Submission Guidelines for
WeSchool Management Review (WMR) Journal

The WeSchool Management Review (WMR) Journal is a national, peer reviewed (Bi-Annual) research journal
published by, S.P. Mandali’s Prin. L.N. Welingkar Institute of Management Development & Research,
Bengaluru, India. It is published twice a year, with editions released in June and December. The journal
follows a double-blind review process for the evaluation and selection of all submitted materials.

WMR welcomes original research contributions in the field of management and allied areas, publishing
conceptual and empirical research papers and case studies. Authors wishing to submit their manuscripts must
ensure that their papers, case studies are not simultaneously submitted for evaluation to any other journal or
publication. Once a manuscript is submitted to WMR authors are expected to refrain from submitting it to any
other outlet until they receive a final decision from the Editorial Team regarding its acceptance or rejection.

Manuscript Formatting and Submission Guidelines

All manuscripts submitted to WeSchool Management Review (WMR) Journal must adhere to the following
guidelines:

1. Cover Page

Each manuscript should include a cover page containing the article title, names and affiliations of all
authors, along with their full postal addresses, cell phone numbers, and email addresses. The details
of the authors’ names and affiliations should not appear anywhere else in the manuscript to maintain
the double-blind review process. In the case of multiple authors, the cover page should clearly indicate
the corresponding author.

2.  Abstract and Keywords

A separate sheet must be provided, containing the manuscript title, an abstract of approximately
150-250 words, and up to six key words (in alphabetical order).

Manuscript Content

The manuscript itself should contain the title, abstract and content, including all text, tables, figures and
references, but without any identifying information about the authors. To submit, authors should attach three
separate files: one for the cover page, one for the abstract and one for the manuscript content.

The files should be sent to: we.blrjournal@welingkar.org

3. Word Limit

The recommended length for manuscripts is between 7,000-8,000 words, inclusive of tables, figures,
and references, for both research papers and case studies.

4. Formatting

The manuscript text must be in Times New Roman font, size 12, with one-and-a-half line spacing
and 1-inch margins on all sides. Page numbers should be centered at the bottom of each page in
Times New Roman font, size 10. All tables and figures must be numbered serially, and each should
include explanatory notes or legends. The source of each table or figure should be clearly indicated. All
abbreviations should be expanded upon first use, and all exhibits should be in black and white only.
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5. Reference Formatting

References must follow the 7th Edition guidelines of the American Psychological Association
(APA 7). Authors must acknowledge all original sources used in their work, citing or quoting them as
appropriate. All references listed at the end of the manuscript must be cited within the content.

6. Copyright Assignment

Once a manuscript is selected for publication, authors must assign the copyright to the journal using
the Copyright Assignment Form (CAF). Authors are responsible for obtaining permissions for any
original material from other copyrighted sources used directly or indirectly in their manuscript and
must provide written evidence of these permissions to the journal before publication.

7.  Copyright Transfer

Once the copyright is assigned, it rests solely with WeSchool Management Review for the material
submitted, and for its subsequent use or dissemination in any form, whether print, audio, video,
electronic, or otherwise. Unless authorized in writing, no part of the material may be reproduced,
photocopied, stored in a retrieval system, or used for commercial purposes.

Review Process for Submitted Manuscripts
The review process for manuscripts submitted WeSchool Management Review (WMR) is outlined as follows:

1. Upon submission, the Editorial Team first screens the manuscript to assess (a) its relevance for
publication in the journal and (b) its originality by checking the degree of similarity with published
content using plagiarism detection software.

2. Manuscripts that pass the initial screening will undergo a double-blind review process conducted by
two independent reviewers. Authors may be asked to revise their manuscripts based on the feedback
provided by the reviewers, and the revised version must be submitted within the specified time frame.

3. The Editorial Team will then review the revisions to ensure they align with the reviewers” suggestions
and meet the publication standards of WeSchool Management Review. Please note that the Editorial
Team’s decision regarding the manuscript’s suitability for publication is final and no disputes will be
entertained at this stage.

4. If the manuscript is accepted for publication, the authors must assign the copyright for their work to
WeSchool Management Review by completing the Copyright Assignment Form (CAF). This is required
for the publication of the research paper and case study ensuring compliance with internationally
recognized publication ethics.

All manuscript submissions and correspondence should be directed to:

Editor-in-Chief
WeSchool Management Review (WMR)

S.P. Mandali’s Prin. L.N. Welingkar Institute of Management Development & Research

Address: 102/103, Hosur Rd, next to BSNL Telephone Exchange, Electronics City Phase 1,
Electronic City, Bengaluru, Karnataka 560100

Email: we.blrjournal@welingkar.org
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WeSchool Management Review (WMR)

Vol. 1, Issue 2
(A National, Peer Reviewed (Bi-Annual) Research Journal)

December 2025

Editorial

Group Director

Dear Readers,

It gives me immense pleasure to present the second issue of WeSchool Management Review
(WMR), which continues to advance our vision of promoting research that bridges management
theory and practice. Each contribution in this issue demonstrates how our faculty and scholars are
engaging with contemporary business realities grounding their academic inquiry in relevance,
rigor, and responsibility.

The diverse range of studies in this issue exemplifies the spirit of cross-disciplinary exploration that
defines our institution. From investigations into corporate governance and firm performance to the
strategic consequences of product life cycle transitions, our researchers address critical questions that
inform managerial decision-making and policy frameworks. The issue also includes forward-looking
research on customer data protection in digital payments, internal marketing and employer branding,
and CRM challenges in the wellness and nutraceutical sectors, all of which resonate with the current
digital and human-centric transformations shaping business ecosystems.

What makes this issue particularly distinctive is the focus on sustainability and human well-being —
evident in the paper exploring COVID-19-induced job insecurity and its psychological consequences
among educators. This work underscores the growing need for sustainable HRM practices that balance
organizational performance with employee well-being.

As we release this issue, I commend our faculty contributors for their intellectual commitment
and the editorial team for curating another impactful volume. The WMR continues to evolve as a
vibrant platform where ideas converge to inspire innovation, inclusivity, and integrity in management
education and research.

With best regards,

Dr. Uday Salunkhe
Group Director
Prin. L. N. Welingkar Institute of Management Development and Research
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WeSchool Management Review (WMR)

Vol. 1, Issue 2
(A National, Peer Reviewed (Bi-Annual) Research Journal)

December 2025

Editorial

Director

Dear Readers,

In this era of accelerated transformation, management research plays a vital role in guiding
organizations and society through both uncertainty and opportunity. The pace of digital innovation,
the growing emphasis on human-centric strategies, and the imperatives of sustainability challenge
leaders and researchers to think differently — to balance technological advancement with ethical
stewardship, and strategic ambition with concern for individual well-being.

Asaleading platform, the WeSchool Management Review (WMR) Journal is committed to advancing
knowledge that matters. This issue highlights the ongoing evolution of management research, offering
thought-provoking perspectives on areas crucial to contemporary organizations. It reinforces our
commitment to deepening understanding in corporate governance, strategic management, digital
business practices, and human resource sustainability.

Within these pages, readers will find contributions addressing timely topics such as governance
and performance, digital payments and data protection, customer relationship management, and the
impact of workplace transformations on well-being. By uniting both strategic and human-centered
themes, our journal fosters ideas that help managers, policymakers, and business leaders navigate the
complexities of a rapidly changing world.

We hope these insights inspire new conversations and continued innovation, reinforcing WMR’s
role as a vital resource for modern management scholarship and practice.

With best regards,

Dr. Madhavi Lokhande
Director - Bengaluru Campus
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Who is the Winner? You or the Customer?
Case Study - Cutis Consumer Pvt. Ltd.

WeSchool Management Review:
A National, Peer Reviewed
(Bi-Annual) Research Journal
ISSN: 3107-7463 (Print)

Vol. 1, Issue 2, December 2025
pp-1-3

Sridhar C. Mulakaluri

KEYWORDS ABSTRACT

Cutis Consumer Pot.
Ltd., E-commerce, CRM,
Customer Complaints,
Cart Abandonment,
Digital Process
Optimization, Online
Retail, Nutraceuticals,
Customer Experience and
Sales Growth.

This case highlights the rapid growth of Cutis Consumer Pvt. Ltd.’s online sales alongside
rising customer complaints and abandoned carts. It focuses on the challenges of managing
customer relationships, inefficient e-commerce processes, and high acquisition costs.
The case will be useful for understanding the importance of CRM integration and digital
process optimization in scaling online retail businesses. It also provides insights into
balancing growth with customer satisfaction in the health and wellness sector.

INTRODUCTION

Navarun was supposed to be happy, but he was not.
Thanks to their consistent commitment to quality and
helping customers live a healthy life, the sales have
soared during the third quarter. The daily online
sales have crossed 200 units, generating significant
revenue. The team is thrilled, and the suppliers are
amazed at such a growth of sales in such a short time.
However, not all customers were happy. Navarun
observed that the number of customer calls and
complaints received has significantly increased over
the past few months, taking a lot of time to resolve,
which otherwise would have been spent on growing
the market.

Navarun Bhattacharjee started Cutis Consumer Pvt
Ltd, his third venture in 2024, providing healthy
snacks and supplements at affordable costs to his

customers. From their website,” At Cutis Consumer,
our mission is simple yet profound: to empower
individuals to lead healthier, happier lives through
our curated selection of superior products. We
believe that everyone deserves access to high-quality
wellness solutions, and we are dedicated to making
this vision a reality.”

The company launched multiple brands meeting
diverse needs of various target segments. Their
flagship brand, Pro Nutrine offers a diverse range
of protein powders providing affordable wellness
needs. Cutis Supplement offers a comprehensive
range of supplements, vitamins, and minerals. Razor
Club brings a wide array of high-quality grooming
essentials like razors, shaving creams, and skincare
products. They are the exclusive distributors in India
for Dr. Seed, a renowned Korean skincare brand,
known for its natural ingredients.

Asst. Professor, Prin. L. N. Welingkar Institute of Management Development and Research, Bangalore.
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INDUSTRY BACKGROUND

India’s nutraceutical market is primed at USD 4-5
billion and is expected to reach USD 18 billion by
2025. The dietary supplements market in India
is valued at USD 3924.44 million in 2020 and is
expected to reach USD 10,198.57 million by 2026,
at a 22% growth rate. Post pandemic, the rising
importance about preventive healthcare has led
to the exponential growth of this sector. Indian
consumers started focusing on immunity-boosting
supplements causing a significant shift in market
behaviour. Vitamin capsules, chewable tablets and
gummies are being consumed like never before.
(Investor portal, Min of Food Processing industries,
Gov of India, 2020).

THE CHALLENGE OF MISSED SALES

The company started in offline mode in 2022,
and launched an E commerce website www.
cutisconsumer.in in April, 2024. The start was slow
due to budget constraints. The company focused on
driving traffic through Meta and Instagram. A lot of
learning and unlearning were needed as company
founder and team were primarily from offline
distribution background.

For the first 6 months sales were not significant. The
company recruited ecommerce resource who helped
in listing, keyword optimization, and SEO. However,
sales didn’t happen. A lot of experiments were
done on Facebook to generate traffic. However, this
didn’t realize the potential as the cost of customer
acquisition were very high and unit economics were
negative. The company didn’t want to engage any
social media agencies as most of the agencies are
concerned on their own fees than on clients’ progress.

With experiments failing, the company launched two
variants of protein bars, and Healthy Snacks (Protein
Snacks). These were listed on website and promoted
on Social media. Gradually the sales started picking
up with orders coming in. From around 10 orders per
day in Oct '24, orders increased gradually. Based on
the positive feedback and quality products, crossing
200 orders per day in Dec 24.

But this gave rise to another problem of customer
service, with over 100+ abandon carts on daily basis.
The company did not have bandwidth to reach out
to new customers and connect with abandon cart
customers. They also did not have the necessary
contact details of the abandon cart customers to
reach out. Navarun felt frustrated in the situation,
with the skyrocketing cost of customer acquisition.

CUTIS E-COMMERCE INFRASTRUCTURE

The company created a basic E-Commerce website
that helps the customers navigate through the
products, add them to cart, checkout, and pay. The
website is functional and meets the business needs.
However, additional improvements are possible to
increase Average Order Value. A few improvements
required are integration of UPI payments and
confirmation of delivery window. The website was
also not capturing customer contact details so that
they can be engaged to find out why they abandoned
their cart.

THE ASK

Navarun was not sure how to address this challenge.
The CRM process has become a critical success factor
and there was nobody taking care of this. He sensed
that by fixing this issue of conversion, the sales
would easily grow.

2 ¢ WeSchool Management Review - A National, Peer Reviewed (Bi-Annual) Research Journal



Who is the Winner? You or the Customer? Case Study - Cutis Consumer Pvt. Ltd.

Appendix-1: Average Sales for the Last One Year of Protein MOM (Provided by Founder)

Sales in units

1400
1200
1000
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400 I
« g B N

Apr-24  May-24  Jun-24 Juk24 Aug-24 Sep-24 Oct-24

Fig. 1

Appendix-2: Abandon Cart Instances (monthly) (provided by founder)

Abandon cart (Approx)

2000
1000

Feb-24 Apr-24 Jur-z24 Juk24 Sep-24 Mow-24 Dec-24

Fig. 2
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A Study on Customer Data Protection
Issues in Online Payment Applications

in India

WeSchool Management Review
A National, Peer Reviewed
(Bi-Annual) Research Journal
ISSN: 3107-7463 (Print)

Vol. 1, Issue 2, December 2025
pp-4-10

Dr. Alex Nero

KEYWORDS

Customer Data
Protection, Data Privacy,
Cybersecurity, Online
Payments

ABSTRACT

Online payment applications in India have changed the financial landscape in India, since
it has introduced convenience and access to millions of individuals. However, it has also
had significant customer data protection issues that have accompanied this growth. The
significant events impacting the privacy and security of users on the online payment site
are examined in this paper and they are unauthorized data collection, a weak encryption
strategy, phishing, rogue apps, setting unsafe permissions, and distribution of their details
to a third party as well as a weakness in the law enforcement. The study can identify
how these gaps endanger to reduce the trust of users and misuse sensitive information to
malicious intent by undertaking a qualitative analysis of the secondary data sources. In
addition, the general awareness of the users and the fact that the privacy policies lacked
transparency are also alleged to precondition the worsening of the risks by the paper. The
paper will also discuss possible solutions that will involve the need of greater technical
protection, comprehensive regulatory frameworks, and more user education to offer a safe
online payment environment. By overcoming these challenges, the interested parties will
be capable of contributing to the safety of the information of customers and contribute to
the further evolution of the Indian fintech industry.

INTRODUCTION

usage underscores the growing power of UPI in the
Indian payment infrastructure (Worldline, 2025).

The market of digital payments in India has
experienced an incredible shift, and such apps as
UPI, Paytm, PhonePe, and Google Pay have become
part of everyday financial operations. UPI also
handled an impressive 323.49 Lakh Crores in 16.58
billion financial transactions in October 2024, which
is a 45% annual improvement since the same stood
at 11.40 billion transactions in October 2023. Having
632 banks integrated into its platform, this influx of

With the rising number of people and companies
taking the ease and safety of online payments, the
growing number and worth of transactions will
highlight the central role of UPI in the process of
transforming the country into a cashless economy.
These swift uptakes have been driven by government
efforts, higher smartphone penetration, and a move
to a cashless economy. Nonetheless, the rise in online
transactions has further increased the issue of user

Assistant Professor, Operations Management Prin. L. N. Welingkar Institute of Management Development and Research, Bangalore
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A Study on Customer Data Protection Issues in Online Payment Applications in India

information security and privacy (Smith, 2025).
Although digital payment systems have improved,
the users are still exposed to different cyber threats.
India recorded a staggering 5,574 crore loss to online
frauds in the year 2023 with phishing and identity
theft being the most widely used approaches to
cybercrimes. These risks are further compounded
by the spread of harmful applications and the use
of misleading mechanisms, including the use of
counterfeit applications pretending to be official
services (Damani, 2024). Also, the concentration of
several players in the market has brought the issues
of the monopolistic approach and the possible abuse
of user information to the question. To address such
struggles, the Indian government introduced the
Digital Personal Data Protection Act in 2023 which
resembles the international standards such as the
GDPR. The Act requires that data collection must
be restricted to the extent that is required to be used
to achieve certain purposes and the individuals are
entitled to withdraw their consent. Moreover, the
implementation of the Data Protection Board of
India is supposed to resolve the conflicts involving
breaches of the data and provide adherence to the
Act, though the success of the suggested method
will depend on consumer awareness and trust (Baig
& Sattar, 2024).Regulatory frameworks are already
introduced, but the success of the proposed approach
will depend on the level of awareness and trust of
the consumers (Baig and Sattar, 2024). The surveys
show that a major percentage of the population is not
aware of their rights under the DPDP Act and that
a large number of them are willing to give out fake
data with an aim of safeguarding their information.
This ignorance weakens the possible potential of the
Act and explains why massive educational programs
should be implemented to empower users to protect
their personal data (PWC, 2024) . This paper seeks
to explore the complexity of the customer data
protection issue on the online payment system in
India. In the search to give practical information
on improvement of data security measures, the
research studies the vulnerabilities, regulatory
frameworks and perceptions of the consumers. The
results will add to the current debate on enhancing
the digital governance level and creating a positive
environment in which users can conduct digital
financial transactions without fear (Chandra, 2024).

LITERATURE REVIEW

The use of online payment apps in India is an
emerging trend that has brought about serious
concerns regarding the security of customer
information. The issue of protection of personal and
financial data within the changing digital ecosystem
has been analyzed by different researchers and
representatives of the industry. According to
the literature, convenience is a feature of these
technologies, and at the same time, users are exposed
to numerous risks because of inadequate security
practices, lack of regulation, and weaknesses of the
technology (Khan, 2024). The collection, storage,
and abuse of personal data are the primary issues
in online payment systems in relation to data
protection. Most applications gather a lot of data
than one needs such as GPS positioning, network
of contacts and behavioural data without giving
the user clear consent options. Certain research has
indicated that application developers tend to use
inappropriate encryption methods, and various data
is prone to being intercepted and leaked. Moreover,
payment applications that have the option of
third-party integration may cause the unintended
exchange of data with third parties, which can be
exploited (Uhlig et al., 2023). The emergence of cyber
threats against the users of digital payment services
has been pointed out by many scientists. The most
prevalent types of fraud include phishing, malware
attacks, SIM swapping and counterfeit mobile apps.
In addition to it being a case of financial losses, these
attacks also affect the personal identity of users
(Trisolvena & Saputra,2024) as reported by recent
studies show that cybercriminals use technological
gaps and human weaknesses like ignorance or poor
passwords to gain the unauthorized access to user
accounts. The increased cases of digital financial
fraud that have been witnessed in India have also
further highlighted the necessity of having sound
security infrastructure in payment ecosystems
(Lakshmi & Rani, 2024). As much as there exists
increased sensitivity towards the necessity of data
security, it is not simple to guarantee effective
protection. A significant issue is that digital literacy
in the country varies significantly (Phippen, 2024).
Numerous users, especially in the rural setting,
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do not know anything about privacy settings, app
permissions or secure practices when transacting. In
addition, the disjointed datagoverning, which entails
a myriad of participants, banks, application creators,
telecommunication providers, and regulators,
complicates coordination. Even considering the
recent laws like the Digital Personal Data Protection
Act, 2023, there is not much enforcement because of
the lack of awareness and institutional lag behind
(Nallainathan, 2021).India has already developed
the law on data protection, but scholars believe that
there are still gaps in it that need to be bridged. DPDP
Act presents some important principles, such as
limitations on the purpose, minimization of data, but
the implementation is still at initial stages (Roy and
Gabiriela, 2023). Sector-specific guidelines adapted to
financial technology are also lacking, thus confusing
and causing compliance challenges among the
smaller companies and startups. Moreover, redressal
mechanisms and reporting data breaches remain
in its early development, and affected users do not
get support or clarity in time (Bhushan, 2024). The
literature believes that a multi-pronged approach to
addressing the issues of data protection is needed.
The two-factor authentication, real-time detection of
fraud, and strong encryption advantages that have
been identified as technical should be intertwined
with the user education campaigns. Researchers are
eager to state that, enriching the data protection is
a social and regulatory, as opposed to the technical,
problem. The policy interventions should assist
in building the trust on the online platforms with
transparency, accountability, and power of the users.
The concerted efforts of the government, the private
sector and the civil society will make India move to a
safer space of digital payments.

OBJECTIVES OF THE RESEARCH

¢ To identify and analyse the key data
protection challenges faced by users while
using online payment applications.

¢ To evaluate the possible solutions to prevent
each of the issues and protect the customer
data.

RESEARCH METHODOLOGY

The study stands on the qualitative research design
that uses secondary data to investigate the issue
of customer data protection involved in the use of
online payment applications in India. The research
approach will enable the researcher to attain a
profound insight into the nature, reasons, and effects
of data privacy issues without involving the primary
data collection. It is a descriptive and exploratory
type of research whose objective is to probe and
generalise the available data protection issues,
patterns of threats, user behaviour and regulatory
trends in the Indian digital payment environment.
The information that can be analyzed using a
qualitative lens includes non-numerical data like
expert opinions, case studies, user experiences and
policy analysis to identify themes and patterns in
data privacy and security.

Data Collection and Analysis

The presented study is based solely on secondary
sources of information as it was published by
various reputable sources such as academic journals
and conference papers dealing with the topic of
digital payments and cybersecurity, industry reports
and whitepapers released by fintech organizations,
news items about data breaches and fraud cases.
The information collected was analyzed through
thematic analysis, which entailed identifying
and interpreting patterns of practices that were
common to the frequent data protection threats
through unauthorized access and misuse of data,
multiple fraud schemes, privacy concerns, and the
level of protection of the current legal and technical
protection measures. This strategy allowed gaining
an in-depth view of how technological practices,
regulatory gaps, and user vulnerabilities meet in
terms of online payment security.

Data Analysis and Interpretation

The paper was a qualitative review of secondary
literature that was undertaken to identify and
articulate the most critical issues of customer
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data protection in online payment application in
India. The findings indicate that there are different
mutually reinforcing problems compromising
privacy, trust, and security of users of digital
payments. Unauthorized Data Collection is the
largest issue that is involved in this case. Patterns
of behaviour of apps have also been studied as they
suggest a colossal quantity of data is gathered by
numerous payment applications that is not essential
to carry out basic transactions. This has user contact
access, GPS location, and history of browsing. These
habits subject the personal information to misuse
to profile adverts or sell the information to third
parties without the knowledge of the user, which
indicates a serious violation of the concepts of data
minimization. Second issue which we meet is referred
to as Weak Data Encryption Findings suggest that
there are areas on the platforms which still employ
weak encryption methods or old methods. Without
the use of strong encryption in the process of data
transmission or storage, the user information is
prone to hackers who can interfere with it. This
exposes one a lot to identity theft or financial fraud.
Phishing and Social Engineering Attacks is another
significant issue that affects date protection. In the
analysis, it is noted that scammers often tend to
take advantage of the trust of the customers, posing
as the representatives of payment apps or banks.
They use phishing links, fraudulent emails and calls
to get sensitive information including OTPs and
passwords. These attacks are difficult to detect and
they are also becoming more advanced especially to
the users who are not used to such setups.

The next one is Malicious or Fake Apps and various
cases have shown that there are also fake versions of
well-known payment apps offered in the market, and
usually through unofficial app stores or social media
connections. Once installed, the apps either gather
personal information or gain control of the device of
the user. This means that there is massive difference
when it comes to the verification of the apps and
digital literacy among the users. Among the most
serious difficulties in suing the apps are the insecure
App Permissions, which lead to the insecurity of the
protection of the top customer data. The researchers
found out that there are a lot of apps that demand

unreasonable access such as SMS, camera, or call
records. These permissions will enable the app
to collect data that will not relate to the payment
procedures as the user will grant permission and
in most occasions, they will be unaware of it. This
creates gaps of information leak and potential
spying. It has been observed in some studies that
various payment systems are selling customer data
to advertisers and analytics businesses. This is
usually done without the complete information of
the user or express permission. These actions are
very unethical; they fail to follow the core principles
of autonomy of users and informed consent. These
are issues that were concerned with data sharing
procedure with third parties. The second important
issue is the User Awareness. Inadequate education
of users on privacy settings, application permissions,
and web security measures is one of the themes that
can be found in the sources. Other users, particularly
in semi-urban and rural backgrounds are not
educated on the ways of identifying safe applications,
identifying fraud, and data-sharing inclination and
they are thus easily compromised by cybercriminals.
Another major concern that is affecting the safety of
the data is poor Clean Privacy Policies. The privacy
policy of some of the most popular payment apps
may be examined, which demonstrates that they
are either too complex, too abstract, or unavailable
easily. The two final issues, present when customer
data protection is considered are Data Breaches and
Lack of Legal Enforcement.This lack of transparency
will give the users no overall conception of how their
data is being accessed, stored or shared which is
crucial in informed consent. Even in India, financial
service providers and payment service providers
have already been involved in high profile data
breach cases. These incidents exposed the databases
of millions of users, which showed a weak level of
security ontheback-end and thelack ofaproperbreach
response policy. This has destroyed the confidence
of the people in the online platforms. Although the
law The Digital Personal Data Protection Act was
adopted in 2023, the mechanisms of its enforcement
are under development. Procedures used to hold
accountable and redress in case of misuse of data are
not very explicit. This loophole has seen companies
evading compliance with little reproach that results
to weakening the law-deterrent impact of the law.
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The findings reveal that online payment systems in
India are highly prone to the theft of customer data
because of the combination of the challenges that
comprise the technological vulnerability, inability to
enforce laws and consumer ignorance. Despite the
ease of transaction through digital financial services,
they have been very dangerous to the privacy of the
user and the security of their data. Most of the online
payment applications users in India are experiencing
numerous concerns relating to data protection that
require a multi-dimensional resolution. Firstly, a
great emphasis should be put on the implementation
of the data minimization policy, which is premised
on the ability of the apps to collect only the necessary
data and offer transparent permission options.
Ensuring the encryption protocols by enforcing
end-to-end encryption and regularly auditing the
security protocols will guarantee the security of
the user data during the transmission and storage.
To combat phishing and social engineering, the
broad-scale digital literacy awareness should be
carried out to educate users about the tricks that
are most frequently employed, and scam detectors
and verified signs are introduced into apps in real-
time. The proliferation of malicious and counterfeit
applications might be suppressed by encouraging the
use of authorized applications shops, implementing
the utilization of application-signatures, and prompt
elimination of the imitation software.

The problem of insecure application permission
requires increased restrictions to be made to the
app permission requests, better explanations to
the user concerning the risks, and applications
that would enable the users to audit permissions.
To avoid illegal sharing of data with the third
party, direct user agreement should be required,
and privacy policies should be unambiguously
presented, and the penalties, in this case, should be
punishable by law. It is essential to increase user
awareness; it could be provided by in-app tutorials,
awareness programs, and cybersecurity training in
educational programs. It is preferable that privacy
policies are clearer and easier to understand by
making language simpler, giving summaries, and
using visual aids to understand it better. Placing
intrusion detection systems in place, ensuring a
national breach reporting system, and undertaking
frequent security evaluations are the measures to
ensure that the number of data breaches is reduced.
Finally, operationalisation of regulatory bodies, co-
ordination of agencies and imposition of penalties
should be used to enforce laws so that they are
compliant. All these solutions will help create a
more secure and trusted digital payment ecosystem
among the Indian consumers.

Conceptual Diagram
ISSUES SOLUTIONS

Unauthorized Data Collection Enforce data minimization.

Weak Data Encryption Ensure transparent consent.
Phishing Attacks Customer Data Mandate end-to-end er.lcryptign.
Malicious or Fake Apps Protection Issues Condu'ct.regqlar security agdlts.
Insecure App Permissions While Using the Run digital hteracy campaigns.

Third-party Data Sharing Online Payment Integrate real-time fraud

Inadequate User Awareness
Lack of Transparent Policies
Data Breaches and Leaks
Limited Legal Enforcement

Apps

detection. Add verification

indicators Promote verified

apps Enforce app-signature
verification.

Fig. 1
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FINDINGS

The research demonstrates that the protection of
customer data in the online payment system of
India has several critical issues. To begin with,
numerous apps gather an amount of personal
data that is much larger than what is required to
handle a transaction, such as contacts, position, and
browsing history, which pose a considerable threat
to privacy. Secondly, the flaws in data encryption
mechanisms expose the sensitive user data to the
risk of being intercepted and used against them.
Thirdly, social engineering and phishing attacks are
common phenomena, and scam artists often change
their identities to impersonate trustful websites and
systems and defraud the user into revealing sensitive
information. One more important observation is the
popularity of malicious and falsified payment apps,
which defraud the users by stealing their data after
the installation. Moreover, most of the applications
ask to give them permission to do something that
has no attachment to their main functionality, and
the probability of leaking data is higher. It is also
a norm to share the user data with third-party
advertisers and analytics companies without explicit
consent, which compromises the autonomy of the
user over personal data. The paper demonstrates
a general ignorance of users regarding the risks of
their data privacy and the security measures that
can be offered to them, especially in less urbanized
zones. Also, the policies of privacy are in many cases
rather complicated or ambiguous, which does not
make users understand how their information is
processed. Big data breaches have already revealed
the records of millions of people, which means that
the security infrastructure has been inadequate in
various platforms. Lastly, even with introduction of
laws to protect data like the Digital Personal Data
Protection Act, the laws have poor enforcement and
little responsibility is taken when they are breached.
All these findings lead to the conclusion that closer
technical security and more distinct regulations, as
well as better education of users, are needed to build
trust and achieve digital payment safety in India.

LIMITATIONS AND SCOPE FOR FURTHER
RESEARCH

The study, which is anchored on qualitative
secondary data, provides helpful information in the
field of data protection issues of online payment
application users in India. However, it does not have
no flaws. This implication of the secondary sources
would mean that the findings would be dependent
on the accuracy and completeness of the available
sources of literature, reports, and data to the masses.
The study does not involve primary data collection
through surveys and interviews that might offer
more detailed and personalized opinion on the
matter by the user or a professional in the industry.
In the subsequent research, additional research can
carry out primary research in the form of a survey
of the users or focus groups to understand the
experiences of the customers and their awareness
level on data privacy. The useful contribution can
also be achieved by researching the effectiveness of
some security procedures implemented by different
payment systems. Moreover, comparative studies
based on the use of data protection practices in other
countries or fin-techs can be utilized to understand
the most successful practices that may be used in the
Indian setting.

CONCLUSION

In conclusion, this study brings to light the pathetic
problems that the online payment application users
in India are worried about with regard to security
of their personal information. The findings provide
a complex topography that can be described
as excessive abundance of data collection, lack
of encryption, phishing, and disparities in the
application of laws that combined them all form the
vulnerability to the privacy and security of the users.
Despite the change that digital payment platforms
have affected the way financial transactions are
undertaken by making them more convenient and
open, they are not without threats that ought to
be countered. The major steps towards gaining
confidence in these services are the improvement
of the technical protection, the increased openness
of the data processing, and the development of the
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improved awareness of the users. In addition, a well
executed and enforced data protection laws will be
highly helpful in securing data of users. By applying
the holistic approach to those issues, the stakeholders,
including the government via regulators, service
providers, and users, can contribute to delivering the
safer online space in the payment industry to allow
the fintech sector in India to be developed further.

REFERENCES

1.

Baig, A., & Sattar, M. (2024). India Digital Personal Data
Protection Act Vs GDPR. https://securiti.ai/pt-br/
india-digital-personal-data-protection-act-vs-gdpr/

. Bhushan, V. (2024). Empowering individuals: a deep

dive into the digital personal data protection act, 2023.
International Journal of Advanced Research, 12(05), 891-
902. https:/ /doi.org/10.21474/ijar01/18799

. Chandra, A. (2024). Strengthening India’s Cybersecurity

and Data Privacy Landscape: A Comprehensive
Overview. Indian Journal of Public Administration, 70(3),
466-478. https:/ /doi.org/10.1177/00195561241271616

. Damani, P. (2024). Standing Committee Report Summary

Digital Payment and Online Security Measures for Data
Protection.  https://prsindia.org/files/policy /policy_
committee_reports/SCR_Summary-Digital _Payments_
Security.pdf

. Khan, F.,, Khati, K., & Misra, A. (2024). Exploring unique

identificationandidentity theftinIndia: Acomprehensive.
150-154. https:/ /doi.org/10.1201/9781003559092-26

. Lakshmi, R., & Rani, S. (2024). Securing digital wallets:

threats and countermeasures. mLAC Journal for Arts
Commerce and Sciences (m-JACS), 2(4), 25-32. https://
doi.org/10.59415/mjacs.v2i4.185

. Nallainathan, S. (2021). Study among Rural area citizen

10.

11.

12.

13.

14.

regard to Cyber Security awareness Factors relating to it.
https:/ /doi.org/10.7910/ dvn/eg35tn

. Phippen, A. (2024). Digital Literacy. Elsevier BV.

https:/ / doi.org/10.1016/b978-0-323-95689-5.00097-3

. PWC.(2024).Only 16 % consumersinIndiaunderstand the

Digital Personal Data Protection (DPDP) Act: PwC India
survey. https:/ /www.pwc.in/ press-releases/2024/
only-16-consumers-in-india-understand-the-digital-
personal-data-protection-dpdp-act-only-9-indian-
organisations-report-a-comprehensive-understanding-
of-the-act-pwc-india-survey.html

Roy, R., & Zanfir-Fortuna, G. (2023). The Digital Personal
Data Protection Act of India, Explained. https://fpf.
org/blog/the-digital-personal-data-protection-act-of-
india-explained/

Smith, B. (2025). A Novel Digital Payment Architecture:
A Unified Payment Interface and its Systematic
Transformation of Financial Infrastructure. https://doi.
org/10.20944 / preprints202501.0289.v1

Trisolvena, M.N., & Saputra, N.H. (2024). Phishing
Cyber Security Threats. Jurnal Improsci, 2(1), 38-48.
https:/ /doi.org/10.62885/improsci.v2il.440

Uhlig, H., Alonso, M., & Frost, J. (2023). Privacy in Digital
Payments —Escaping the Panopticon. Georgetown
Journal of International Affairs, 24, 174-180. https://
doi.org/10.1353/ gia.2023.a913643

Worldline. (2025). Worldline India Digital Payments
Report 2H 2024. https://worldline.com/en-in/home/
main-navigation/resources/resources-hub/reports-
and-insights/2025/worldline-india-digital-payments-
report-2h-2024

10 ¢ WeSchool Management Review - A National, Peer Reviewed (Bi-Annual) Research Journal



Delving into the Role and Influence
of Self-Help Groups on Economic and
Social Empowerment Dynamics in
Emerging Economy

WeSchool Management Review:
A National, Peer Reviewed
(Bi-Annual) Research Journal
ISSN: 3107-7463 (Print)

Vol. 1, Issue 2, December 2025
pp- 11-22

Dr. Santosh Rupa Jaladi and ?Dr. Preetha Chandran

KEYWORDS

Self-Help Groups

(SHGs), socio-economic
empowerment, microcredit,
financial inclusion, rural
development, women’s
empowerment

ABSTRACT

This paper addresses how the Self-Help Groups (SHGs) affect socio-economic
empowerment of women in the Tumkur District of Karnataka within the context of the
emerging economies like India. SHG-focused microcredit programs were evaluated as
a way of analysing the level to which SHGs empower women in rural areas contributed
towards financial, social and economic empowerment. This research paper analyzed the
demographics, perceived benefits, and challenges of SHG members through both the
empirical and secondary data. The results reveal that engaging with SHGs has positively
contributed towards economic and social benefits. However, factors as like education and
income has no significant role in perceived benefits. The learnings from the study facilitate
policy changes while adding to the research on fthe empowerment and financial inclusion

of women.

INTRODUCTION

Emerging Economies like India always provided
a congenial envirornment to the Self-Help Groups
(SHGs) to facilitate the economic and social change
especially to the vulnerable communities. SHGs have
come over the past few years to play a cOre role in
the Indian financial inclusion agenda and empower
women and rural development at large scale. Due
to the increasing population, urbanization and
digitalization , SHGs have an chance of reducing
economic disparities by serving population
which was not served with mainstream financial
services, thereby promoting rural economies and
encouraging the culture of Entrepreneurship. SHGs
have predominantly influenced the upliftment of

women, which is a field of gender equity; women
have been provided access to credit and savings
systems which could not be accessed before. SHGs
provide a priceless avenue through which women
can exercise agency economically in an Indian
society where social structures tend to limit women
in terms of their financial autonomy and their
influence over their choices. Microcredit access is
not only known to empower women when they
want to start small businesses, but also permits
them to contribute to the family income, make
important choices, and become financially stable.
The impact of this financial empowerment is a ripple
effect, children receive better edification prospects,
better healthcare for the family and an overall
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enhancement of the standards of the community.
Additionally, SHGs also promote a friendly and
collective atmosphere where women are allowed to
guide and present themselves without necessarily
being bound by social restrictions that are likely to
inhibit their development. The members of SHGs
are empowered in the local economies by capacity-
building programs that train them on financial
literacy, digital skills, and business management.
This collective empowerment is leading to increased
participatory and inclusive community development
in addressing the issues of child welfare, health,
sanitation and environmental protection. Fast-
changing Indian economy SHGs have also emerged
as a significant resiliency and adaptability process.
In other regions like the Tumkur District, Karnataka
where microcredit activities of SHGs are eminent
they provide the rural population with a lifeline to
endure the seasonal economic shocks and provide
sustainable livelihoods. However, the opportunities
of SHGs are normally limited by such factors as
inaccessibility to advanced financial products,
market relations and bureaucratic interference.
These problems can be addressed by adoption of
supportive policies, development of better financial
infrastructure, and further integration of the market,
resulting in significantly better impact of SHGs,
which would offer a robust, inclusive model of
development in keeping with the India vision of a
sustainable and equitable economy. This paper shall
thus attempt to provide a general description of the
facilitating as well as the problematic conditions in
SHG based microcredit initiatives in the Tumkur
District, Karnataka.

REVIEW OF LITERATURE
Self-Help Groups

One of the most renowned community-based models
that have become increasingly popular in terms of
microfinance and empowerment in the emerging
economies is Self-Help Groups (SHGs). These non-
profit organizations, with 10 to 20 women, are
grouped to promote savings , financial inclusion
, and to promote socio-economic development
(Suresh, Rexy and Vijayalakshmi, 2024). In the
recent times, , SHGs have not only been viewed as

financial intermediaries but also defined as a means
of socio-economic empowerment, especially for the
poor and marginalized groups. SHGs have been a
economically viable tool of inclusive development
in emerging economies which are grappling with
structural inequalities, patriarchal values and
institutional reach are limited, making access to
institutional finance which was out of the reach for
many people. The literature reviewed has always
highlighted its ability to promote empowerment
by strengthening participation, leadership and
community engagement through income generation,
savings, and entrepreneurship (Dokku et al., 2024;
Shetty and Rao, 2024).

Financial Inclusion and Economic
Empowerment

The SHG is based on economic empowerment. SHGs
increase access to monetary assets that, without
it, low-income females would have no chance of
attaining. SHGs facilitate collective savings and
micro-lending. Suresh, Rexy and Vijayalakshmi
(2024) discovered that SHGs participation has
improved access to microcredit by women,
entrepreneurial capacity, and local economic
development. Their conference article highlighted
the fact that SHGs are financial intermediaries, as
well as community institutions, which promote
entrepreneurship and income diversification. As the
study of Dokku et al. (2024) on Tamil Nadu, SHGs
also contributed to enhancing economic stability of
the members by promoting systematic savings and
financial literacy. The women who were used to
using informal sources of credit acquired disciplined
financial habits and were less exposed to debt traps.
These results are consistent with the national level
data that SHGs participation is positively correlated
with household income and asset accumulation
especially when it is supported by structured savings
and credit connections. Shetty and Rao (2024) further
this discussion by placing SHGs in the context of the
financial inclusion ecosystem of the Udupi District.
They note that SHGs do not just bring about micro-
credit, but also bring members into formal banking
systems by connecting them to regional rural banks
and cooperative institutions. This leads to increased
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financial autonomy of women thus allowing women
to play a significant role in household spending
and investing in the community. Kumari and Singh
(2022) also support this in North India and point
out that SHG membership causes the generation of
assets and the diversification of livelihood activities,
including dairy farming, tailoring, and petty trade.
The power to create and manage income was
observed to empower women in making decisions
and minimize the economic dependence of women
on the male members of the households.

Skill Development, Training and
Entrepreneurship

The empowerment of the economies through SHGs
is usually in the form of entrepreneurship and
establishment of small businesses. But, the skills and
training of the members are crucial in the transition
between financial inclusion and entrepreneurship.
Sumithaa (2023) particularly examined how the
training programs affect the economic performance
of SHG members and revealed that there was a
positive but strong linkage between skill-building
programs and increased income levels. Her research
finds that women are better prepared to engage
in income-generating activities after receiving
leadership and financial-management training that
would increase the success rates. The literature
highlights that training does not only enhance
technical knowledge but also enhances confidence
and competence of the manager in the members
(Sumithaa, 2023). This is aligned with the results
of Suresh, Rexy and Vijayalakshmi (2024) who
believe that entrepreneurship can flourish when
SHGs are working under favourable institutional
environments that provide guidance, mentoring
and access to the market. Such training is however
only available in a few areas. According to Sumithaa
(2023), in rural and remote locations, it is often not
exposed to organized training modules, which limits
the ability of SHG-based entrepreneurship to scale.
Therefore, SHGs may ease the transition to the
entrepreneurship, but to ensure the continued growth
of the enterprise, the systemic assistance in the form
of skill training, the use of technologies and market

connections is necessary. In their absence, members
will not succeed in improving their lives, as they will
be trapped in subsistence-level operations instead of
becoming competitive micro-entrepreneurs.

Challenges and Barriers

Although SHGs have improved financial inclusion,
several structural and institutional constraints
continue to undermine their full potential. Suresh,
Rexy and Vijayalakshmi (2024) identify cumbersome
loan approval procedures and weak institutional
coordination as major bottlenecks. Failure to make
prompt payments and bureaucracy usually make
members unwilling to engage in bigger economic
projects. Dokku et al. (2024) also emphasize the
lack of access to sophisticated financial products
and leadership as one of the consistent barriers.
Most SHGs continue to rely so much on external
facilitators or local NGOs that may create a culture
of dependency instead of self-reliance. Likewise,
Shetty and Rao (2024) caution that inequities in a
group can be caused by internal power imbalances
in which more literate or economically advantaged
women make decisions on behalf of others. Kumari
and Singh (2022) also focus on the fact that economic
outcomes are limited by the access to the market and
cultural barriers. Patriarchal norms tend to restrict
the involvement of SHGs members even when they
manufacture products or operate small enterprises
in the public markets. This has seen them under-
utilize their potential in income-generation. All
these studies collectively point to the fact, that SHG
success depends not only on the commitment on the
micro level, but also on the institutional and cultural
contexts on the macro level.

Research Gap

Although SHGs have been effective in offering
financial access and empowerment, there are a
number of challenges that inhibit their full potential.
Most SHG members in Tumkur District have the
problem of not being able to access loans in time,
and in adequate quantity, because of the length of
the approval process and the small size of loans,
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and as a result, they are limited in their ability to
engage in economic activities that would make them
have sustainable income. In addition, in rural, less-
educated contexts, financial literacy and management
skills are very limited, which is a major factor in
the performance of SHGs. On the inside, SHGs are
supposed to foster democratic participation, but
there are instances where groups are unbalanced
in the decision making process and therefore the
dominant leaders make decision and thus the rest of
the members do not have an equal share in resources
and thus do not participate actively. Social and
cultural obstacles are also very problematic, because
some members are not free to participate in SHGs
or to give their views by getting the resistance of
their family or community. The challenges facing
SHGs operationally include lack of coordination
with financial institutions, lack of support of skills
development and inadequate resources to support
long-term strategic planning. This paper aims at
exploring these issues and the effect they have on
SHG practices and empowerment of members in the
Tumkur District with an insight on how to improve
the effectiveness of SHGs to effect sustainable socio-
economic change. The research inquiries listed by the
researcher are based on the following research issue:
What is the knowledge of SHG members regarding
the empowerment activities that are offered by the
group and what do they deem as the most beneficial
ones? What is the contribution of SHG empowerment
activities to economic growth of members and their
social participation?

RESEARCH OBJECTIVE

1. To analyze the socio economic and
demographic structure of SHG members in
Tumkur District,

2. To assess the perceptions of SHG members
on empowerment activities and their impact
on economic growth and social participation.

RESEARCH HYPOTHESES

H,1: There is no substantial difference in assessing
the perceptions of empowerment activities and their
impact on economic growth and social participation.

RESEARCH DESIGN

Indian Economy has created an environment
where Self-Help Groups (SHGs) are significant in
empowering vulnerable communities, especially
women in the rural setting. These groups facilitate
financial inclusion through access to credit,
ability of members to open small businesses and
social empowerment. Karnataka, the state with
a progressive history of rural development and
women has allowed SHGs to advance economic
stability and empowerment of women. The District
of Tumkur has been selected in Karnataka because
the area is largely rural in nature and because of
the high degree of microcredit programs organized
by SHGs. The socio-economic status of this district
is a perfect location to examine the role of SHGs in
financial empowerment, decision-making skills, and
empowerment of people living in under-banked
communities. Concentrating on Tumkur, the given
research will be able to provide an insight into the
peculiarities of the SHG activities and their success
which should be taken into consideration to shape
the policies of the regional development as well as
to contribute to the general comprehension of the
role of SHGs in the empowerment of rural people in
the new markets. Therefore, the study will use both
primary and secondary sources of data. The study
period was between February 13 and January 2014
during which primary data was obtained among
the Self-Help Group (SHG) members in the Tumkur
District. The sampling plan was organized and
therefore the sample was restricted to SHG members
in the district. Stratified random sampling method
was employed that entailed a comprehensive
questionnaire. The sampling frame is constituted of
9,549 groups, of which 7,942 are rural and 1,607 urban
based groups, which gave 720 participants. The
research methodology is descriptive and analytical,
and the authors emphasize the socioeconomic and
demographic factors of the SHG members, their
views on the empowerment programs, and the
socioeconomic effects. The perceptions of members
will be assessed using variables that are a result of
previous studies by Suman (2001), Bhinde (2003),
and Kamaraj (2005).
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Table 1: Perception of Benefits Realized After Joining SHG

Sl1. No. Variables

1 Membership in SHG increases capacity to
spend more

2 Membership in SHG increases the value of
assets

3 Membership in SHG increases the income

4 Membership in SHG increases the savings

5 Membership in SHG induces social
responsibility

6 Membership in SHG provides strength to
protest against social evils

7 Membership in SHG increases power of
decision-making

8 Membership in SHG creates better awareness
about help

9 Membership in SHG creates knowledge about
banking operations

10 Membership in SHG creates confidence to face
problems
11 Membership in SHG creates awareness about

self-reliance

12 Membership in SHG gives social status

13 Membership in SHG creates awareness about
cleanliness of surrounding of environment

14 Membership in SHG improves literacy and
communication skills

15 Membership in SHG inducing participation in

politics

16 Membership in SHG induces to contest in
election

17 Membership in SHG creates awareness about
voting

18 Membership in SHG induces to assume
leadership on issues

The survey participants are inquired to score the
attributes at five-point scale

DATA ANALYSIS AND INSIGHTS

To analyze the demographic and socio-economic
profiles of SHG members in Tumkur District,

Profile of SHG Members in Tumkur District:
Demographics and Socioeconomic Factors

The research is expected to discuss the demographic
features of the chosen members of SHG in the
Tumkur District. Table 1 presents different
demographic factors such as the Area of Residence,
Age, Religion, Community, Marital Status, Number
of Children, Type of Family, Family Size, Educational
Qualification, Head of the Family, and Decision
Maker in the Family. The study of these categories
will give a complete picture of the backgrounds and
living condition of the members. This demographic
profile is useful in determining the wide profile
of SHG members and what drives their roles and
participation in their communities in Tumkur.

Table 2 shows demographic profile of Self-Help
Group (SHG) members in Tumkur District shows
that most of the population, 68.75, is rural with only
31.25 in urban locations. Age distribution indicates
that the number of people between 31 and 40
years old is higher (565.97%), with those 30 and less
comprising 21.39% and those older than 40 years
at 22.64%. With regard to religious affiliation, 90.69
percent of the population is Hindu, with minorities
being Christian (6.94%), and Muslim (2.36%). In
terms of community background, the majority of
the members are the Backward Classes (BC) at 72.78,
then 20% of the Most Backward Classes (MBC),
and 7.22% of the Scheduled Castes (SC). Marital
status represents that 82.64 percent are married,
13.19 percent are not married and 4.17 percent are
widowed. This population profile indicates that
there is a rural, mainly Hindu, married, and middle-
aged population with a significant number of the
backward communities represented.
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Table 2: Demographics of the SHG Members in Tumkur District

SI. No. Demographics Respondents (720 Nos.) Percentage (100%)
01. Area of Residence
Urban 225 31.25
Rural 495 68.75
02. Age
Upto 30 154 21.39
31 to 40 403 55.97
Above 40 163 22.64
03. Religion
Hindu 653 90.69
Muslim 17 2.36
Christian 50 6.94
04. Community
MBC 144 20.00
BC 524 72.78
SC 52 7.22
05. Marital Status
Unmarried 95 13.19
Married 595 82.64
Widowed 30 417

Source: Primary Data

Table 3 presents the demographic profile of the
members of SHG in Tumkur District indicates that
most of the population, 81.39, is in the joint family,
and most houses are composed of 4 to 5 individuals
(77.64). Regarding children, 65.97 percent of children
under 18, 16.25 percent have none, and other
minor percentages have young children or adults
over the age of 18. Educationally, the members
are categorized with 19.58% of the members being
illiterate to 23.47% of the members having education
up to the 12th standard and 8.61% of the members
having higher or technical qualification. The family

roles depict that, husbands are so much known as
the head of the family (80.97%), then fathers (9.86%),
and only 6.53% of the families have the members as
the head of the family. The decision-making process
is dominated by males in 58.75% of households
where husbands are the main decision-makers
but 25.28% of members make decisions alone and
15.97% make decisions together with their spouses.
This demographic segment suggests that they prefer
joint-family ~arrangements, conventional family
role, and low levels of education with some women
playing active decision making roles.
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Table 3: Percentage Analysis of the SHG Members in Tumkur District Bottom of Form

SI. No. Demographics Respondents (720 Nos.) Percentage (100%)
06. Number of Children
None 117 16.25
Minor < 18 475 65.97
Major > 18 73 10.14
Children (6 to 11) 28 3.89
Kids (0 - 5) 27 3.75
07. Type of Family
Joint 586 81.39
Nuclear 134 18.61
08. Size of the Family
1-3 members 108 15.00
4-5 Members 559 77.64
6-9 Members 53 7.36
09 Educational Qualification
Mliterate 141 19.58
Can Sign 209 29.03
Upto V Std. 139 19.31
Upto XII Std. 169 23.47
Others (Technical Education, Graduates, etc.) 62 8.61
10. Head of the Family
Father 71 9.86
Husband 583 80.97
Son 19 2.64
Self 47 6.53
11. Decision maker of the family
Self 182 25.28
Husband 423 58.75
Both 115 15.97

Source: Primary Data
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Table 4: Mean Score of Selected Respondents

Personal
Characters

Mean Score

Respondents with Lower Mean Satisfaction in
SHG activity Score (Group I:n1= 97)

Respondents with Higher Mean Satisfaction in
SHG activity Score (Group I:n1=152)

Place of Living 1.7216 1.6776
Age 1.8866 1.9211
Marital Status 1.9485 1.8947
Religion 1.1340 1.1776
Community 2.8144 2.8289
Education 2.7010 2.6711
Present Occupation 6.5361 6.5789
Present Income 2.0206 1.9539
Type of Family 1.1340 1.1842
Family Size 1.8660 1.8882
Head of the Family 2.0412 2.0592
Decision Maker 1.9381 1.9408

Source: Primary Data

Table 5: Details of Univariate Analysis of Variance

Demographic Characters Wilks” Lambda F (DF=1, 247) Sig
Place of Living .998 .538 464
Age .999 172 .678
Marital Status .996 1.080 .300
Religion .998 400 527
Community 1.000 .047 .829
Education 1.000 .034 .854
Pres_Occ 1.000 .022 .882
Pres_Incom .998 .390 .533
Type_of_fam .996 1.080 .300
Famsize 999 170 .681
Head_of_Family 1.000 .054 817
Decision_Taker 1.000 .001 975

*Significant at 5 % level
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According to the table 4 that outlines the average
scores of SHG members in Tumkur District, it can
be stated that satisfaction regarding SHG activities
is comparatively stable with respect to different
demographic and economical parameters. Both
lower and higher satisfaction groups mention
almost the same scores in place of living, age, marital
status, community, education, and family structure,
implying that these attributes have little impacts
on the levels of satisfaction. Occupation scores are
high and both groups rank approximately 6.5 which
means that employment is important to the members
although thereisnosignificant difference between the
levels of satisfaction. Also, there is a slight difference
in the income scores between the group being more
satisfied, which means that being poor does not
diminish the satisfaction with SHG involvement.
There are similar scores in family related factors
like type of family, family size, head of the family
and decision making roles; this indicates that there
is limited influence of the aspects on the members
satisfaction. This implies that the satisfaction of the
SHG participation may not be highly dependent on
the common socio-demographic differences.

The statistical outcomes presented in the table 5
demonstrate demographic features information,
which is analyzed with the help of Wilks Lambda

to determine its variance. All the characteristics,
including place of living, age, marital status, religion,
and community, have a Wilks Lambda value that
is near 1 which means that these demographic
variables do not explain much or no variance. The
characteristics are not statistically significant with
p-values (Sig) above 0.05 in all cases indicating that
these demographic variables are not statistically
different as far as the criteria under analysis
are concerned. It means that there would be a
homogeneous reaction to demographics.

To Assess SHG Members’ Perceptions of
Empowerment Activities and their Impact on
Economic Growth and Social Participation.

The respondents were categorized into three groups
based on their perceived benefits after joining the
SHG: High, Moderate, and Low. The mean score
analysis shows that those with a high perception of
benefits scored between 82.90 and 95.00. Respondents
with a moderate perception scored from 72.71 to
82.90, while those with a low perception of benefits
scored between 47.00 and 72.71. These categories
provide a clear view of how respondents perceive
the benefits of SHG participation at varying levels,
as detailed in the table below.

Table 6: Socio-Economic Status and Perception towards Benefits Realized after Joining SHG

Level of Awareness No. of Respondents Percentage
High Benefits (82.90 to 95.00) 271 37.64
Moderate Benefits (72.71 to 82.90) 255 35.42
Low Benefits (47.00 to 72.71) 194 26.94
Total 720 100.00

Source: Primary Data

The data in table 6, group the respondents according
to their perceived benefits of being part of SHG and
will be categorized into three levels: High, Moderate,
and Low. Of 720 respondents, 37.64% of them had
high benefits (between 82.90 and 95.00), 35.42%
had moderate benefits (between 72.71 and 82.90),
and 26.94% had low benefits (between 47.00 and

72.71). This distribution indicates that the majority
of the respondents feel that their benefits are at
least moderate, with a large number of respondents
feeling that they have high benefits, meaning that
SHG membership has overall positive influence on
the members.
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Table 7: Perception towards benefits realized after joining SHG based on socio economic and demographic factors

Factors Calculated x2 Value Stat-Value d.f Remarks
Place of Living 0.430 5.891 2 -(Nil Significance)
Occupation 21.888 6.1049 10 0.016
Educational Qualification 6.298 15.508 8 0.614
Monthly Income 3.778 12.592 6 0.707
Type of House 3.295 9.488 4 0.510
Decision maker in the family 4.375 9.488 4 0.358
Experience 1.963 9.488 4 0.742
Reasons 16.073 12.592 6 0.013
Source of Finance 1.822 12.592 6 0.936
Type of Benefits 21.530 15.508 8 0.006

Source: Primary Data

The table 7 analysis considers the perceived
benefits of membership in Self-Help Groups (SHGs)
under different socio-economic and demographic
conditions. The statistical tests have shown that
there is no significant effect of place of living,
monthly income, type of house, family decision-
maker, and experience on perceived benefits at the
5% level. Nevertheless, the occupation, reasons of
joining and form of benefits achieved exhibit strong
association implying that these variables influence
the perceived benefits after joining SHGs. There is no
significant difference in perceptions with educational
qualification and source of finance, which conveys
that benefits can be universally accepted in terms of
educational backgrounds and financial sources.

Joining a Self-Help Group (SHG) does a lot
for its members. People don’t just learn about
support systems—they actually use them. Their
understanding of banking gets sharper too, and
that kind of knowledge really boosts financial
independence. Members say they feel more confident
handling challenges. That confidence spills over,
making them more resilient and self-reliant. On the
social side, you see changes too. Members start to feel
more respected in their communities. They pick up a
sense of responsibility and get more involved in local
issues. They’re more aware of what's going on, and
their literacy and communication skills improve just
by taking part in group discussions. Politics isn’t out
of reach, either. SHG members become more aware

of political issues and, honestly, they get motivated
to vote and even run for office themselves. It's
not just about watching from the sidelines—they
actually want to shape what happens around them.
Leadership is another big win. Members step up
and lead on important topics, and their decision-
making gets stronger. All these changes —financial,
social, and personal —add up. SHGs really do give
people the tools and the confidence to become active,
informed leaders in their own communities.

Major Finidngs of the Study

People saw clear links between the benefits they got
from SHGs and certain socio-economic factors like
their jobs, why they joined, and the kinds of benefits
they were after. Other things—monthly income,
where they lived, the type of house they had, or who
made decisions in their family —didn’t really shape
how they saw those benefits. Being part of an SHG
boosted members” banking know-how, gave them
more confidence to handle problems, and helped
them feel a stronger sense of social responsibility
and better at making decisions. SHGs offered a
moderate to high boost in both economic and social
empowerment —actually, 37.64% of people said
they noticed a big improvement in the benefits they
got. Still, a few big problems hold SHGs back: slow-
moving bureaucracy, not enough financial training,
some power struggles inside the groups, and
pushback from traditional social attitudes.
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Assessment of Members’ Perceptions Regarding Benefits Acquired Post-Shg Membership: A Factor

Analysis
Table 8: Descriptive Statistics

Perception Mean Std. Deviation
SHG membership enhances the capacity for increased spending. 4.2472 1.00762
SHG membership boosts asset value. 4.1653 .89918
SHG membership enhances income levels. 4.1667 .97678
SHG membership leads to increased savings. 41097 .86207
SHG membership fosters a sense of social responsibility. 4.0319 91371
SHG membership empowers members to stand against social injustices. 4.2861 .83313
SHG membership strengthens decision-making abilities. 4.2347 .91147
SHG membership increases awareness of available support. 4.2778 .90620
SHG membership builds knowledge of banking processes. 4.4028 .76356
SHG membership fosters confidence in facing challenges. 4.3944 .84219
SHG membership raises awareness of self-reliance. 4.0667 92771
SHG membership enhances social status. 3.9764 1.04993
SHG membership promotes general awareness. 4.2167 .84731
SHG membership improves literacy and communication skills. 4.0236 .84435
SHG membership encourages political engagement. 3.9708 .84583
SHG membership motivates members to run for election. 4.1292 .82299
SHG membership raises awareness about the importance of voting. 3.6944 1.03404
SHG membership inspires leadership on key issues. 3.4097 1.23246
SHG membership strengthens leadership abilities. 41333 .94140

Source: Primary Data

CONCLUSION

Self-Help Groups in Tumkur District really make a
difference when it comes to lifting up their members,
both economically and socially. They help people get
a handle on money matters, give them more say in
decisions, and encourage everyone to get involved
in the community. SHGs have built a strong sense of
support and empowerment, but if we want them to
go even further, we need to tackle some real issues —
things like financial hurdles, operational snags, and
social barriers. Targeted steps, like better training in
financial skills and smoother loan processes, help
make sure everyone in the group actually benefits.
That’s how SHGs can drive real, lasting growth for
the people involved.
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ABSTRACT

Employer branding is the image created by the organization itself and how it projects the
same to its current and prospective employee and all other stake holders from customer to
society at large. In the current scenario where there is significant war between employers
to attract, motivate and retain talent especially in the IT companies who have reasonably
high attrition rate. Despite the fact that IT companies provide fat salaries, incentives, cab
facilities, flexible working hours/ working from home options etc. retaining talent and
attracting new talent has always been an issue. According to Berry, Hensel, and Burke
(1976) internal Marketing is concerned with “making available internal products (jobs)
that satisfy the needs of vital internal market (employees) while satisfying the objectives
of the organization”.

Employer branding as viewed by Wilden, Gudergan and Lings (2010), is a package of social,
economic and psychological benefits potential employees associate with employment with
a particular company. It is used as a tool of attraction. In this paper the researcher tries to
assess the role of internal marketing in employer branding from the perspective of accuracy
which means the consistency between the employer brand and his/ her employment
experience, the organization culture and values. Hence the authors were interested in
exploring whether employer branding would help the organization after a minimum stay
with the organization.

Internal marketing plays a key role in creating an environment which would enhance the
employer branding to be taken forward by all means. According to George (1990) internal
marketing can overhaul the face of an organization.

INTRODUCTION

Employer branding is currently the hottest strategies
in employment says Gaddam (2008). During the
course of writing this article when the authors
curiously saw the entries on Google it stood about
50,20,000 results (as on 16/02/17) which is an

amazing number to substantiate the emergence
of this concept. This concept was originated and
published by Simon Barrow along with Tim Ambler
of London Business School. Employer branding
was always limited to recruitment advertising
and internal communications for propagating the
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employer as the best place to work according to
Mosley & Barrow (2005) In the words of Simon
Barrow and Tim Ambler “Employer Branding is a
package of functional, economic and psychological
benefits provided by employment and identified
by the employing company”. He also suggested an
Employer Brand wheel (fig-1) encompassing most
of the related parameters. The researchers proposed
a hypothetical model in this study which is been
depicted in (figure-2).

LITERATURE REVIEW

Employer branding helps in understanding
companies strengths and also can create loyalty.

As a tool it is useful in retention and attraction
management (Mandhanya, Yogita; Shah, 2010).
Employer branding not only showcases the
organization as a good place to work. It also used
to attract the new recruits by depicting its culture.
(Tuzuner and Yuksel 2009). Sokro (2012) is of the
opinion that brand name /image creates a major
influence in employees deciding to join and stay
the organization for a reasonable time. He also
suggests, a conducive work environment will help
employee’s prolonged stay with the organization.
De Chernatony (2002) brings about the need for
coherence of corporate brands to avoid the confusion
and perceptual differences amongst the employees
about the corporate values.

Post-employment

Reward
system

Working

Vision and leadership

Policies and values

Fairness
and cooperation

. Corporaie

environnent

Performance
management

Development

Recruitment and induction

personality

External
Teputation

Communication

Fig. 1: The Employer Brand wheel
Source: (Adapted from Mosley & Barrow, 2005)

Attractretenfion

Accuracy-
employment
EXpermence,
culture and
values

Advocacy

Fig. 2: Hypothetical model of Internal Marketing and Employer branding
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In his book Ind (2007) clearly discusses about the
need for values that are certainly important both for
the employees and the organization. Backhaus et.al
(2002) in his work identifies work environment along
with community relations and diversity is playing
a key role in organizational attractiveness which in
turn is a key outcome of employer branding. From
the brand balance model it clearly indicates what
employer offers and what employee gets (culture,
opportunity, rewards and recognition, corporate
reputation and brands) in the other way around
what employee offers and what employer gets
(time, skills, experience and attitude) according to
Rosethorn, (2009).

OBJECTIVES

¢ To assess if there is any relationship between
internal marketing and employer branding
and how it is important for an employer

ANALYSIS AND DISCUSSIONS

Table 1: Reason for Joining the Organization

¢ To assess the importance of employer
branding in joining an IT company

¢ Tounderstand the parameters that contribute
to employer branding

¢ To study if there is a difference in perception
of employer branding with respect to gender

¢ To assess the benefits of employer branding
to the organization

METHODOLOGY

The study was focused on a few and selected IT
companies in Bangalore. The authors conducted
a personal survey using a formal and structured
questionnaire. For this purpose they met about 200
respondents mainly comprising of the junior and
middle level and collected their opinion along with
selected number of depth interviews to get qualitative
information. They achieved their sample size using
the quota sampling for their research work.

Reason for Joining the Organization
Fmployer Salary (i;l:f: :/ E‘r?:/(;;l;n E;:I; More than 1 all Total
IT Company1 5 5 15 20 25 0 70
IT Company 2 0 0 0 0 0 5
IT Company 3 5 0 10 10 10 35
IT Company 4 0 10 10 0 0 0 20
IT Company 5 20 5 5 10 15 5 60
Total 30 20 35 40 50 15 190

Source: Field data

Table 2: Difference of Opinion based on the Number of Years an Individual has Worked for an Organisation and their Rating

on the Parameters

Results of ANOVA Mean Scores - Experience
F Sig. Les; il:m a | >1 era;li upto :’; 27;:; ayr:g >3 yrs
Salary 21.48 0.00 4.75 3.11 3.71 3.36
Culture and Values 5.73 0.00 3.63 3.89 4.14 4.07
Environment 3.79 0.01 4.25 3.89 4.14 4.36
Brand Image 2.83 0.04 3.75 3.78 4.29 3.79
Total Respondents in Each Group 40 45 35 70

Source: Field data
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The results from the table-1 indicate that many
respondents have cited multiple parameters for
joining the organization. Brand image and work
environment played a key role and it was surprising
to notice that salary alone was not a major driving
force to join an organization.

It can be clearly inferred from the mean values
(table-2) that salary may be a vital factor to employees

in their initial career years but with their growing
experience they consider environment, culture and
values and brand image over salary. It also suggests
that work experience creates a difference in their
perception of the mentioned parameters. All the
values are significant (p value < .05)

Table 3: Testing for Association between Organizational Attributes to Employer Branding

isati Employer Brandin :
Organ{satlonal ploy 8 Chi-Square Asym'p. Sig.
Attributes Low High Total (2-sided)
Salary Low 15 60 75
44.61a .000
High 80 35 115
Culture and Values Low 20 25 45
0.73a .394
High 75 70 145
Environment Low 10 20 30
3.96a .047
High 85 75 160
Brand Name Low 35 20 55
High 60 75 135 5.76a .016
Total 95 95 190
Source: Field data
Table 4: Testing for Association between Organizational Attributes and Pride of Working in an Organization
ieati Pride of Working in an Organisation :
Organ{satlonal 8 8 Chi-Square Asym.p. Sig.
Attributes Low High Total (2-sided)
Salary Low 35 40 75
13.06 .000
High 25 90 115
Culture and Values Low 25 20 45
15.69 .000
High 35 110 145
Environment Low 25 5 30
44.16 .047
High 35 125 160
Brand Name Low 35 20 55
High 25 110 135 5.76 .016
Total 60 130 190

Source: Field data

It is clearly observed from table -3 with regard to
employer branding and organization attributes
namely salary, environment and brand name have a
clear association based on results (p values <0.05). All
the organizational attributes namely salary, culture
and values, environment and brand name clearly

associated with pride of working in an organization
(p values <0.05) which can be noticed in table-4. This
goes on to prove that the mentioned attributes have
played a role among employees to stake a claim of
feeling proud to be associated with the respective
organization.
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Table 5: Testing for the Association between internal Marketing and its Importance on Employer Branding

Contribution to Brand Buildin, i
Internal Marketing Attributes 5 Chi-Square AS; m}:l 31g.
Low High Total (2-sided)

Low 10 130 140

Transparency in Communication 3.77 .052
High 0 50 50
Low 10 125 135

Employee Relations 4.30 .038
High 0 55 55
Low 10 120 130

Company’s Mission and Vision High 0 0 50 4.87 .027
Low 0 55 55

Training and Team Building - 4.30 .038
High 10 125 135
Low 0 40 40

Internal Blogs 2.82 .093
High 10 140 150
Low 0 70 70

Employee Satisfaction Surveys - 6.16 .013
High 10 110 120
Total 10 180 190

Source: Field data

Table 6: Testing for Difference between People who will/will not Refer their Company and their Perceptions on Internal

Marketing
Internal Marketing | Willingness N Mean Std. Std. Error ¢ Sig.
Attributes to Refer Deviation Mean (2-tailed)

Transparency in No 35 2.57 1.42 0.24
. -1.21 232

Communication Yes 155 2.90 1.66 0.13

Employee Relations No 35 243 1.52 0.26
-1.17 .245

Yes 155 2.74 1.42 0.11

Company Mission No 35 3.29 1.05 0.18
. 2.96 .004

Vision Yes 155 2.65 1.56 0.13

Internal Training and | No 35 4.57 0.92 0.15
. 3.92 .000

Team Building Yes 155 3.84 1.30 0.10

Internal Blogs No 35 5.00 1.43 0.24
1.67 102

Yes 155 4.55 1.50 0.12

Employee Satisfaction | No 35 3.14 1.99 0.34
-3.79 .000

Surveys Yes 155 435 1.64 0.13

Source: Field Data

It is clearly visible from table-5, barring transparency
incommunication and internal blogs all other internal
marketing attributes are associated to employer
branding. It is surprising to infer that communication
and also internal blogs which generally plays a vital
role in brand building is not been able to contribute
to the association.

When willingness to refer and internal marketing
attributes were tested, the table-6 results indicated
that transparency in communication, employee
relations and internal blogs were not significant (p
values >.05). It was seen that company mission vision,
training and team building, employee satisfaction
surveys played a significant role (p value >.05).
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Table 7: Testing for Association between the Pride of Working in an Organisation and if they would Refer the

Organisation to their Friends

Willingness to Refer i
& Chi-Square Asym.p. Sig:
No Yes Total (2-sided)
Low 25 35 60
Pride of Working for the company - 31.53 .000
High 10 120 130
Total 35 155 190

Source: Field data

The results from table-7 are a clear indicator for
willingness to refer the employee needs to take pride
in associating himself/herself with any organization.

CONCLUSION

From the research work it helps the researchers to
conclude that a relationship exists between internal
marketing and employer branding. Brand image is
one of the key parameters rated by the respondents
indicating that most organizations should strive
to create better employer branding with the
parameters that are largely preferred like good work
environment and excellent culture and values along
with a reasonable good salary. As people spend more
years with the organization they are not very keen
about salary and other aspects takes precedence.
If an organization consciously builds its employer
brand there is good scope for better retention and
attraction of new employees. A good employer brand
acts as a good advocacy tool for the betterment of the
organization in the long run and hence receives great
attention in the current scenario.

Scope for Further Research and Limitations:

The current study has a limited sample with selected
IT companies. The study can be replicated with
representation of many IT companies across different
areas across different levels in the organization. It
can also be tried with various other sectors to bring
in more clarity and make it generalizable.
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KEYWORDS ABSTRACT

digital finance, agricultural Increased access to financing is one of the main advantages of digital finance for agricultural
lending, Financial lending[1]. Agricultural lending may become more effective and transparent with the help
Inclusion, Financial of digital finance specially countries like India[3]. However, there are other drawbacks along
literacy, Fintech with financial literacy to using digital finance for financing in agriculture. For instance,

some farmers might not have access to devices like cell phones or internet connectivity,
which are necessary for using secured digital financial services[7], [8]. The main purpose
of this study is to examine farmers” experiences in switching from cash-based to digital
financial systems in the agricultural industry in India. The study will use quantitative
and qualitative research methodologies using judgemental sampling techniques [2], [9]. It
employs structured questionnaire to collect data from farmers from the state of Karnataka,
India and focus group interviews will also be conducted with the officials and authorities.
The study will use correlation, factor, cluster and sentiment analysis to attain the objectives
of the study[9], [10]. The results of this study will help shape policies and practises that
support financial inclusion and sustainable development in rural areas by shedding light
on the difficulties and opportunities presented by digital finance in the agriculture sector.

INTRODUCTION limitations in the cash-based agricultural finance
in accessing and managing money. It often to fail
in their planned cultivation and harvesting[3]. In

and it has been achieved through the agricultural ~ T€cent years, fche dig.italizatior} has helped the way
sector[11], [12]. To enhance the productivity, invest for the paradigm shift of agricultural finance from
in the materials, risk handling and improve the cash based to digital platform[6], [14], [15]. The
livings, the adequate financial resources access digital finance provides many support to agriculture
is essential[4], [13]. As there is a challenges and finance including enhanced financial inclusion,

The global food security and the economic
development is essential for the survival and growth
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enhance credit access, less transaction costs and
enhanced efficiency. The transformation of the
agricultural finance pattern from cash to digital
operations represents the enormous changes in the
agricultural finance structure[10], [14], [16]. The use
of digital technologies to increase access to financial
services for farmers and other stakeholders in the
agriculture sector is known as “digital finance for
agricultural lending.” Hence, the policy makers,
researchers, financial institutions, stakeholders from
agriculture sector are in a position to understand the
challenges and the opportunity associated with this
transformation.

This chapter made an attempt to identify the
effectiveness and impacts of digitalisation through
the opinion shared by the stakeholders. The essences
are the influencing factors in adoption and usage of
digital financial services and the use of it with the
challenges associated in this sector. The findings
shed light of the policy enhancement, strategical
approach in facilitating the services to the needs
people of this sector in a sustainable manner. This
study employs mixed method approach by taking
into account the qualitative and quantitative data
to get the holistic outcome on the subject matter by
offering practical insights and recommendation to the
stakeholders of the agricultural sector in navigating
the transformation from cash to digital services for
the sustainable development of the sector.

PROBLEM STATEMENT

Enhanced access to financial services with lesser
costs and transparent approach are the immense
potential of holding the digital finance in agricultural
lending[7], [17]. Though there are various benefits
associated in it, there are challenges in the
implementation, access to the devices, infrastructural
requirements among the Indian farmers[7], [18].
Further, there are concerns in data security and
privacy is obstacles to the wide adoption of digital
finance in agriculture. To catch hold the benefits of
digital finance, it is imperative to know the ground
reality among farmers in using from cash to digital
financial system.

According to a new survey, loan programmes in
rural India don’t reach nearly 60% of the population,
and for two in five farmers, the main concern is the
conventional banking system. According to a survey
by the top rural media outlet, 2022, 56% of farming
families” next-generation farmers do not intend to
continues in the agricultural sector. According to a
survey of 20,000 rural respondents from 21 states,
including Karnataka, at least 55.9% of farmers
indicated they did not receive the correct price for
their crops. It was shown that a staggering 59% of
farmers were unable to obtain any kind of loan,
frequently due to inadequate information. Only 38%
and 24 % of those polled claimed to have taken loans
up to Rs 40,000 and Rs 3 lakh, respectively. A high
debt loan was cited as the main obstacle by 33% of
respondents, while high input costs—the high cost
of seeds, fertiliser, pesticides, and other agricultural
inputs —were cited as the biggest issue by 26% of
respondents, according to the survey. The survey
found that the majority of people in rural India
now utilise the Internet to spread information. 32%
of them claimed to use the Internet to access social
networking sites like Facebook and WhatsApp, 30%
claimed to use the Internet to obtain any information,
and 38% claimed they lacked Android smartphones,
the report continued. These particular difficulties
make obtaining financing in the traditional financing
system considerably more difficult in the agricultural
sector and it let down the countries development
and the survivability of the agricultural sector(7],
[15]. Fortunately, there are technologies that can help
in removing many of these obstacles by digitising
financial transactions and improving the relationship
between farmers and their customers and suppliers.
Digital payment methods can help farmers sell out
their outputs more quickly and for more money,
provide them access to much needed loans for the
inputs that will make their produce flourish, and
let their governments give aid in the event that
crops don’t grow[7], [19]. Hence, this study aims
to identify the experiences and the perspectives of
farmers in the adoption of digital finance in India. To
shed light on the influencing factors in the effective
implementation of digital financial services, the study
examines the benefits, obstacles and the drawbacks
associated in it. The study uses the mixed methods
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of research approach using both quantitative and
qualitative data adopting the judgemental sampling
technique. A structured questionnaire has been
used to collect the quantitative data from farmers of
Karnataka, India and unstructured interview have
been conducted to collect the qualitative data from the
officials and authorities from the sector. Correlation
analysis, component analysis, and cluster analysis
will all be used in the study to meet its goals[20]-
[22]. The findings of this study will offer insight
on the challenges and opportunities presented by
digital finance in the agriculture sector, which will
assist build policies and practises that encourage
financial inclusion and sustainable development in
rural areas.

RESEARCH OBJECTIVES
These are research objectives of the study:

¢ To assess the challenges and obstacles
associated among the farmers in transforming
from cash based to digital based financial
system.

¢ To explore the factors influencing the farmers
in adopting the digital financial system
successfully.

¢ Toinvestigate the level of financial literacy in
the effective utilization of the digital products
in the agricultural sector.

SCOPE AND LIMITATIONS OF THE STUDY

The study aims to look on the experiences of Indian
farmers who have transferred their cash based to
digital financial system. In spite of its significance,
the study has some limitations. The study has the
limitations in generalising the findings to other
countries and data have been collected from
structured questionnaire may subject to personal
bias. Further, the study accepts that the digital
finance field is futuristic dynamic in nature and
technological advancements or changes in the policy
frameworks occurring after the data collection have
not been taken into account.

LITERATURE REVIEW

An agricultural economy is the typical description
of the Indian economy[1], [23]. India’s national
GDP has historically benefited greatly from the
agriculture sector. Currently, agriculture and
related sectors make up about 18.3% of our GDP.
In assisting the agriculture sector to contribute to
economic development and poverty reduction, the
finance sector has a key role[24]-[27]. The expansion
of the agriculture industry in terms of getting up
new possibilities to attain the target, price credit,
sharing the risk is been supported by the evolving
financial technology. The agricultural producers
are businesspeople, merchants, investors, and
consumers everywhere in the world. The farmers
always work to increase their output and provide
their family with the greatest possible consumption
and investment options by utilising the financial
tools. However, for smallholder farmers in most
developing nations, including India, access to
finance continues to be a significant problem[1], [28],
[29]. The issue is sometimes expressed in terms of
having limited access to production credit to pay for
non-family farm labour, Insurance and other farm
maintenance expenses, and the purchase and usage
of farm inputs[6], [30]. Despite existing technologies
for producing higher yields, farm productivity on
smallholder farms frequently remains low because
farmers cannot afford yield-enhancing inputs[31],
[32]. The farmers, on the other hand, frequently feel
forced to sell the majority of their produce at harvest
when prices are very low due to the significant
difficulty they have securing post-harvest loans[1].
As a result, they frequently have severe financial
limitations. They are also unable to condition their
produce to satisfy the high standards set by premium
markets due to financial restrictions[33]-[35]. They
lose out on chances to earn more money for their
family as a result. Due to the dearth of financial
institutions offering such services in rural areas
and also have limited access to institutional savings
facilities[4]. A properly functioning agricultural
sector requires the right infrastructure, such as roads
to connect remote rural areas to markets, irrigation
technology to lessen farmers’ reliance on rainfall,
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storage facilities to safeguard harvests from weather
and pests, telecommunications to ensure efficient
trading, water supply, and energy, and well-defined,
accessing the tailored financial support from the
stakeholders. Worldwide, however, accessing
[1]the support from the financial institutions is
underutilised due to the lack of technology in the
payment of agriculture lending[36], [37].

Credit is essential to agricultural financing,
whether it is used to pay for ongoing operational
expenditures before harvest or to buy agriculture
related instruments or inputs or insurance[38], [39].
However, smallholders rarely request credit from
banking institutions as they are having challenges
in accessing the financial institutions. Most financial
institutions cannot afford to examine the client risks
and transaction costs associated with disbursing
loans through traditional channels[18], [40], [41].
Large assets like land are frequently under the
restricted ownership and management of farmers.
Additionally, they are unable to provide solid
collateral for loans[33], [42]. The literature also
emphasises how Farmers have few possibilities to
build their social and human capital. In fact, they
encounter obstacles when trying to getloans on times,
as they require reaching the branches as are located
outskirts of villages, undergoing lots of procedures
in filling out the forms, lengthy processing time, and
fear of hidden charges and requirements of adequate
collateral[43].

By digitising financial transactionsand fostering better
relationships between farmers and their consumers
and suppliers, technologies can fortunately assist
to remove many of these barriers[16], [47]. Digital
payment methods can enable farmers to sell their
products more swiftly and profitably, provide them
access to much-needed financing for the inputs
that will make their food flourish, and enable their
governments to provide assistance in the case that
crops don’t develop[14], [48], [49].

Throughout agricultural value chains, several
interactions take place between agribusinesses,
neighbourhoods” clients, creditors, input suppliers,
farmers, and other stakeholders. Due to the high
volume of transactions, any inefficiency, such as

cash payments are amplified. Many farmers also run
considerable risks when selling their products due
of knowledge gaps and other challenges[1], [9], [10],
[38], [50]. The digital payments that are quicker and
more traceable speed up transactions and make them
more transparent transactions. Agribusinesses that
purchase from numerous scattered suppliers benefit
from the increased security, speed, and efficiency of
digital transactions[12], [51], [52]

There are still issues with India’s agricultural funding
being digitalized despite these developments[7],
[61]. There are other obstacles that need to be
removed, including the poor internet accessibility
in rural areas, the farmers’” low level of digital
literacy, and the high cost of cell phones and data
plans. For the implementation of digital agricultural
finance, access to dependable internet connectivity
and digital infrastructure is essential[8], [31]. The
adoption of digital financial services might be
hampered in many rural locations by poor or unstable
internet connectivity. For adoption to be facilitated,
governments and private sector stakeholders
must invest in enhancing and expanding digital
infrastructure[5], [52]. The fundamentals of digital
financial services and how farmers might use them
must be understood by them. Adoption difficulties
may arise from a lack of financial literacy. To
promote adoption among rural farmers, education
and training programmes that concentrate
on enhancingdigital and financial literacy are
crucial[7], [61]. The protections of data privacy
and security, as well as fostering trust in digital
platforms, are further on-going problems. Digital
payment solution implementation is significantly
complicated by rural areas” low network coverage
and limited internet connectivity. The broad use of
digital payment platforms is hampered by the lack
of reliable electricity and internet access in many
isolated agricultural areas[3], [6]. Farmers, who
frequently have low financial means, may find it
difficult to afford smartphones, feature phones, and
data subscriptions. For farmers to be able to engage
in digital payment ecosystems, issues regarding the
cost and accessibility of digital equipment and data
services must be solved[38], [62]. In rural areas, many
farmers are under-exposed to digital technology and
lack the digital literacy skills needed to use digital
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payment systems efficiently. They become more
dependent on cash transactions as a result of being
unable to access and use digital financial services[6].

Digital payment system adoption must be widely
accepted for security and confidence to exist[7].
Farmers can be worried about possible fraud,
technological difficulties, or the security of their
financial information. To allay these worries, strong
security measures and the development of trust in
digital payment channels are crucial[6], [15]. It's
critical to establish confidence in online financial
services. Many farmers in rural areas can be hesitant
or ignorant of the advantages and security of digital
platforms. This barrier can be overcome by educating
people about the benefits, dependability, and security
of digital financial services through demonstrations,
workshops, and success stories[14], [32]. Adoption
depends on having user-friendly interfaces and basic
digital platforms. The design and operation of digital
financial platforms should be simple to use and
intuitive because many farmers in rural areas may
have little familiarity with technology[5]. It's crucial
to guarantee accessibility on all devices, including
the most basic smartphones.

To address the unique needs of rural farmers, digital
agricultural finance solutions should be specialised.
This can include alternatives for micro insurance,
flexible payback schedules, and content that is
localised and available in the native language[6],
[14], [17], [27]. By taking into account the particular
needs and challenges of rural farming communities,
customization can improve adoption. A large
percentage of transactions in India’s agricultural
industry are made in cash, which is the leading
form of payment[38]. Moving to digital payments
is difficult because of the dependence on cash. To
encourage the adoption of digital payment methods
by farmers and agribusinesses, awareness-raising
campaigns must be launched, as well as attempts to
alter people’s perceptions about the use of cash[16],
[43].

METHODOLOGY

This research paper focuses on digital agricultural
financing in to India, specifically looking at the
prospects and barriers for adoption as well as

the effects on farmers’ income, productivity, and
financial inclusion. Digital payments, Online lending,
insurance, marketplaces, and farm management
tools are just a few of the digital financial services
that are covered in the research. In order to provide
a thorough understanding of the topic, the study
combines quantitative and qualitative research
approaches [2], [9], [10]. Farmers, financial service
providers, government officials, and technological
specialists are just a few of the stakeholders whose
viewpoints are examined in the study. The study
intends to produce knowledge and suggestions that
can help with policy formation, enhance the design
of digital agricultural finance interventions, and
promote sustainable agricultural growth in India.

The main purpose of this study is to examine
farmers’ experiences in switching from cash-based
to digital financial systems in the agricultural
industry in India. The data will be collected using
judgemental sampling techniques[59]. It employs
structured questionnaire to collect data from farmers
from the state of Karnataka, India. This data can
be examined to find patterns, trends, and elements
affecting the uptake and success of programmes for
digital agricultural finance.

The quality and quantity of the data may have
an impact on the study’s conclusions. It may be
difficult to have access to complete and recent
statistics on farmers’ acceptance rates of digital
agriculture finance initiatives and financial results.
The study depends on self-reported information
from questionnaires and interviews, which could
be skewed by social desirability or recollection
bias. Because of the study’s emphasis on the
Indian context, its conclusions might not be readily
transferable to other nations or areas with diverse
socioeconomic and institutional environments. The
study’s findings might be unique to the people in
the study or to certain geographical areas, which
could pose restrictions to the research’s capacity
to be generalised. The technical details of digital
financial services, such as the creation of particular
digital platforms or the intricate design of payment
systems, are not covered in great detail in the study.
The depth and breadth of data gathering and analysis
may be constrained by the research’s time and
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resource limits, which could be problematic. Despite
these drawbacks, the study attempts to add to the
body of knowledge on digital agricultural finance by
supplying insightful information, highlighting areas
for the future research, and providing guidance to
academics, practitioners, and policymakers in India
and elsewhere.

ANALYSIS AND INTERPRETATION
Quantitative Analysis

In order to gain relevant insights from data or
information, analysis and interpretation are essential
components of theresearch process. The presentstudy
employ mixed method approach using quantitative
and qualitative analysis. The quantitative data have
been analysed using correlation analysis, factor
and cluster analysis. Whereas, the qualitative data
have been analysed using sentimental analysis.
This section starts with quantitative analysis with
demographic representation.

Table 1: Demographic variables

The sample has 556 people in it, or 95.2% of the total
population, who are male. With only 28 people (4.8%),
there is a substantially lower percentage of women.
The percentages related to the age ranges 21-30 and
31-40. The sample included 115 people who are
between the ages of 21 and 30 (19.7%) and 120 people
who are between the ages of 31 and 40 (20.5%). The
data shows a fairly even distribution across various
educational levels. While primary, high school,
college, and postgraduate/professional education
each account for about 20-25% of the respondents,
a significant fraction of the sample (20.9%) lacks any
kind of formal education. According to the income
distribution, the majority of people (20.2%) make
less than Rs. 5000 a month. Similar numbers between
19% and 20.7% are found for income levels between
Rs. 5001 and Rs. 20,000. Additionally, a sizable
percentage of respondents (19.9%) make more than
Rs. 20,001 each month. Therefore, the results seem
to indicate that is heavily weighted towards men
and has a sizable representation of those with lower
incomes.

Gender Age
Frequency Percentage Frequency Percentage

Male 556 95.2 21-30 115 19.7
Female 28 48 31-40 120 20.5
Total 584 100 41-50 115 19.7

51-60 114 19.5

Above 61 120 20.5

Total 584 100

Education Income per month

No formal Education 122 20.9 Below Rs.5000 118 20.2
Primary Education 118 20.2 Rs.5,001 to Rs.10,000 121 20.7
High School Education 118 20.2 Rs.10,001 - Rs.15,000 118 20.2
UG 120 20.5 Rs.15,001 - Rs.20,000 111 19
PG/ Professional 106 18.2 Above Rs.20,001 116 19.9
Total 584 100 Total 584 100

Source: Computed
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Table 2: Variables Used in the Study

Performance Expectancy

PE1 I would find the digital platforms are useful to get agro finance

PE2 Using digital in agro finance enables me to accomplish tasks more quickly
PE3 Using digital in agro finance increases my productivity

PE4 If T use the digital platforms, I will increase my revenue

Effort Expectancy

EE1 My interaction through digital platforms would be clear and understandable
EE2 It would be easy for me to become time savvy through digital platforms
EE3 Digital platforms are easy to use

EE4 Learning to operate and receive all service is easy to me

Attitude

AT1 I enjoy using digital platforms for agro finance

AT2 Digital services are convenient and pleasant

AT3 Navigation of few options are difficult to me

Social Influence

SI1 My surrounding people who influence me to use digital platforms
SI2 People who are important to me think that I should use digital platforms
SI3 In general, all stakeholders surrounded me also supported the use

Facilitating Condition

FC1 I have net enabled android phones

FC2 I have the necessary knowledge to use

FC3 Using the digital platforms is entirely within my control

FC4 I can get the help from others when I have difficulties

Perceived Cost

PC1 I believe the digital usage would be expensive

PC2 I would have financial barriers in order to use smart phone

PC3 Using digital platforms have increases my data costs

Trust

TR1 Digital platforms are trustworthy

TR2 Agri based digital platforms will not disclose my personal identity
TR3 I think that information provided by digital based agro financial service is true.

Behavioural Intention

BI1 Iintend to use digital based services on regular basis in future
BI2 I will intend to get more information

BI3 I will recommend others to use digital based services

Bl4 I will expect more agro based add on services
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Table 3: Factor Loadings

Factors 1 2 3 4 5 6 7 Communalities

PE1 0.67 0.551
PE2 0.67 0.493
PE3 0.73 0.565
PE4 0.87 0.777
EE2 0.61 0.611
EE3 0.66 0.771
EE4 0.80 0.741
AT1 0.76 0.663
AT2 0.75 0.617
AT3 0.90 0.595
SI1 0.89 0.846
SI3 0.438 0.829
PC1 0.523 0.509
PC2 0.758 0.415
PC3 0.701 0.585
BI1 0.532 0.526
FC2 0.697 0.466
FC3 0.305 0.638
FC4 0.766 0.527
TR1 0.501 0.641
FC1 0.75 0.537
TR2 0.489 0.465
TR3 0.526 0.567
BI2 0.642 0.535
EE1 0.74 0.508
SI2 0.647 0.47
Bl4 0.500 0.619
BI3 0.661 0.459
Eigen value 6.811 3.247 1.709 1.275 1.234 1.15 1.097

% of var. 24.325 11.598 6.103 4.554 4.408 4109 3.918

explained

Cum. % 24.325 35.924 42.027 46.581 50.988 55.097 59.015

explained

Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization
Rotation converged in 10 iterations

Source: Computed
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The factors (labelled as 1 to 7) that each variable
was loaded with are shown in the table. A greater
association between a variable and the relevant factor
is indicated by a larger factor loading. For instance,
the variable PE4 has a significant loading of 0.87 on
Factor 1, indicating a substantial correlation between
PE4 and Factor 1. The squared correlations between
the variables and their factors and the communalities
represent the common variation that is explained by
each variable, respectively. More shared variance
between the variable and the specified causes is
indicated by higher communalities. For instance,
variable PE4 explains a sizable portion of the
dataset’s common variance, as evidenced by its high
communality of 0.777.

The amount of variance explained by each factor is
shown by its eigenvalue. The amount of variance

Table 4: Correlation Analysis

that is explained by a given factor increases with
increasing eigenvalue. With an eigenvalue of 6.811,
Factor 1 in this instance has the highest value and
hence accounts for the most variance in the data.
The amount of variance overall that is explained
by each factor is displayed in this column. The
biggest proportion of variance is explained by
factor 1, which accounts for 24.325 percent of the
variance. This column displays the total percentage
of variance explained when more factors are added.
It aids in determining how much of the total variance
may be attributed to a particular set of variables. As
an illustration, the first three components (1 to 3)
together account for 42.027% of the total variation.
The majority of the data indicates that the factors
discovered by Principal Component Analysis
account for a substantial amount of the variance in
the dataset, with Factor 1 being the most significant.

PE1 PE2 PE3 PE4 EE2 EE3 EE4 AT1 AT2 AT3 SI1

PE1 1 0.585** | 0.558** | 0.586** | 0.542** | 0.434** | 0.460** | 0.453** | 0.432** | 0.495** | 0.487**
PE2 1 0.538** | 0.614** | 0.398** | 0.376** | 0.446** | 0.411** | 0.421** | 0.501** | 0.508**
PE3 1 0.562** | 0.485** | 0.472** | 0.488** | 0.475** | 0.476** | 0.597** | 0.606**
PE4 1 0.483** | 0.517** | 0.634** | 0.596** | 0.570** | 0.821** | 0.791**
EE2 1 0.768** | 0.514** | 0.480** | 0.468** | 0.447** | 0.451**
EE3 1 0.559** | 0.606** | 0.482** | 0.508** | 0.497**
EE4 1 0.685** | 0.670** | 0.660** | 0.632**
AT1 1 0.622** | 0.612** | 0.583**
AT2 1 0.606** | 0.607**
AT3 1 0.958**
SI1 1

Source: Computed

Positive correlations between the matrix’s variables
can be seen. As a result, the two variables tend to
increase together as one increases. Indicating a
connection between these variables is the fact that,
for instance, variables PE1, PE2, PE3, and PE4 have
positive correlations with one another. The matrix
has variables that shows moderate to strong positive
relationships.The positive correlation between
the variables EE2, EE3, and EE4 suggests that
these variables are related to each other. Positive

Correlation is also seen between AT1, AT2, and AT3,
in a similar manner. The matrix’s variables PE4 and
SI1 show the largest positive correlation coefficient
of 0.791**. This shows that these factors have a
reasonably close association. PE1, PE2, PE3, and PE4
are examples of variables that show moderate to
high positive correlations within the same concept
or domain. This suggests potential multicollinearity,
implying that multiple variables may be assessing
the same qualities or ideas.
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Table 5: Iteration History

Iteration Change in Cluster Centres
1 2

1 4193 5.443
2 0.338 0.715
3 0.227 0.387
4 0.134 0.209
5 0.09 0.136
6 0.055 0.083
7 0.01 0.016
8 0 0

Source: Computed

The change in cluster centres reaches zero in the
eighth iteration, which is consistent with the iteration
history, which shows that the algorithm converged
after eight iterations. The modifications to the cluster
centres increasingly diminish as the iterations go
on. Initially, both cluster centres (4.193 and 5.443)
underwent a major alteration in the initial iteration.
But as the repetitions go on, the modifications get

Table 6: Final Cluster Segments

smaller and eventually disappear. In the initial
few iterations, the magnitude of the changes in the
cluster centers rapidly reduces, demonstrating that
the algorithm swiftly modifies the cluster centers to
reduce the discrepancies between the data points
and their assigned cluster centers. The size of the
modificationsdecreases witheachiteration,indicating
a slower convergence to the ideal cluster centers.

Cluster

1 2
Gender 1.05 1.04
Age 3 3
Education 3 3
Income 3 3
Digital Literacy (DL) 1.68 2.82
Infrastructure and connectivity (IC) 1.91 3.23
Language and Localization (LL) 21 3.58
Trust and security concerns (TS) 1.77 3.19
Affordability (AF) 1.97 3.5
Technical support and Training (TT) 1.97 3.73

Source: Computed

The final cluster segments suggest that the variables
associated with DL, IC, LL, TS, AF, and TT were
significant in differentiating between the two

clusters. When compared to Cluster 1, Cluster 2
typically has these characteristics with higher values.
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Table 7: ANOVA

Cluster Error F Sig.
Mean Square df Mean Square df

Gender 0.029 1 0.046 582 0.644 0.422
Age 22.154 1 1.979 582 11.194 0.001
Education 0.034 1 1.973 582 0.017 0.895
Income 1.95 1 2.003 582 0.973 0.324
DL 180.108 1 0.889 582 202.651 0
IC 243.788 1 0.876 582 278.42 0
LL 306.296 1 1.05 582 291.841 0
TS 282.288 1 1.001 582 282.003 0
AF 326.821 1 0.935 582 349.549 0
TT 427.705 1 1.015 582 421.537 0

Source: Computed

The related p-value (Sig.) is 0.422 and the F-value is
0.644. We lack sufficient data to draw the conclusion
that there is a significant difference in the mean
values of the variable “Gender” between the clusters
because the p-value is higher than the normal
significance level of 0.05. The corresponding p-value
is 0.001 and the F-value is 11.194. Since the p-value is
less than 0.05, there is strong evidence that the mean
values of the variable “Age” differ significantly
between the clusters. There is no statistically
significant difference in the mean values of the
variables “Education” and “Income,” according to
their p-values of greater than 0.05. The p-values for
DL, IC, LL, TS, AF, and TT are all zero, which is less
than 0.05. This provides compelling evidence that
the mean values of these variables differ significantly
between the clusters. In conclusion, we may deduce

Table 8: The Open-ended Questions Asked with Stakeholders

from the ANOVA findings that the mean values of
the Varlables ”Age,” ”DL,” ”IC,” ”LL,” ”TS,” ”AF,”
and “TT” differ significantly between the clusters.

Qualitative Analysis

To address the grievances of the farmers towards
adopting digital-based financial services, the
following six questions were asked of selected
15 stakeholders, such as government agencies,
financial institutions, network operators, technology
providers, and agribusiness companies. The
open-ended responses of these stakeholders were
consolidated and analyzed by way of qualitative
technique. Sentiment analysis was selected to
identify the theme of the responses, keywords, and
core sentence from the 15 different responses.

Sl1. No. Questions

1 How do you address the difficulty of the farmer in using digital-based devices to access his financial
requirements?

2 What types of steps were taken to address the infrastructure and internet connectivity issues?

3 How are you addressing the language barriers of the farmers during the time they use the devices?

4 What steps have you taken to ensure trust and security are strong enough to use digital-based financial
services?

5 How can a farmer improve his or her financial ability to use digital-based financial services?

6 Suggest a few ways to improve the training and technical support for easy access to digital-based financial
services.
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Table 9: Digital Literacy

Detected Themes Magnitude Sentiment Score
Educational materials 0.99 0.747
Dedicated helplines 0.99 0.738
Enhancement assistance 0.99 0.736
Online tutorials 0.83 0.635
Community organizations 0.73 0.618
Digital training centre 0.66 0.563
Areas trainings 0.81 0.414

Source: Computed

To overcome the digital literacy challenge, the
stakeholders were provided with sufficienteducation
materials, training, and dedicated helplines were
already given to the farmers to easily access digital-
based financial services. Mostly, the result of the
sentimental analysis also shows that this challenge
was properly and positively addressed from the
stakeholders’ perspective.

Develop the infrastructure, the solutions, and
enhance are major themes that have been detected

Table 10: Infrastructure

through sentiment analysis. From the stakeholders’
responses, developing a comprehensive rural
broadband plan, funding, financial incentives,
partnerships, renewable energy solutions, and
improving the infrastructure are identified as major
keywords. The majority replied that sufficient
infrastructure was already available. But effective
utilization of the available resources is expected
from the farmers.

Detected Themes Magnitude Sentiment Score
Energy Solutions 1.00 0.985
Enhance 0.71 0.557
Source: Computed
Table 11: Language Barriers
Detected Themes Magnitude Sentiment Score
Friendly Language Tools 0.99 0.995
Friendly devices 0.93 0.716
Proficiency training 1.00 0.671

Source: Computed

Implement  multilingual interfaces, provide
language-specific customer support, Translation
facilities should be enhanced, offer language
proficiency training, collaborate with language
service providers, develop user-friendly language
tools, conduct multilingual awareness campaigns,
and Training to use the helpline Facilities were major
keywords obtained from stakeholders to overcome
the language barriers while using the digital-
based financial services. One of the stakeholders
particularly mentioned that “devices are available in

local languages, and voice assistance also available
on smart phones and it can easily resolve this issue”.

The majority of the stakeholders expressed their
satisfaction with the available security measures
to protect the users, but only a few of them are
expecting that the essential steps needs to be taken
to protect their credentials. This has impacted the
overall sentiment score in negative, i.e., -0.51. The
existing regulations and policies, security options,
firewalls, and self-protection are the responses which
have been obtained from the stakeholders.
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Table 12: Trust and security concerns

Detected Themes Magnitude Sentiment Score
Self-protection 1.00 0.749
Inbuilt Security Options 1.00 0.733
Close Monitoring 0.97 0.731
Protect Firewalls of Apps 0.81 0.640
Secure the Operations 1.00 0.628
Effective Supervision 0.73 0.563
Solve this Issues 0.72 0.510
Awareness Programmes 0.95 0.507

Source: Computed
Table 13: Financial Affordability

Detected Themes Magnitude Sentiment Score
Payment Plans 0.97 0.736
Profit Entities 0.98 0.727
Basic Plans 0.61 0.558
Free Internet Facilities 0.68 0.557

Source: Computed

The stakeholder expressed that majority of the
farmers had switched to smart devices; therefore,
getting the device was not a big issue for them.
The sentiment score was positive, i.e.,, +0.61. Few
stakeholders said that free Wi-Fi facilities were
enabled in public places that could be used to reduce
financial issues, and a few of them suggested that
people could share their net using hotspots to reduce
financial problems. Other than government agencies,
they expressed the required financial support
in getting devices, equated monthly instalment
support, low-rate plans, etc.

Table 14: Technical support and Training

The sentiment score for this analysis has been found
positive, i.e., +1.00. The majority of the stakeholders
expressed that sufficient training and technical
support were extended to overcome various issues
and that the farmers easily adopted and used the
digital-based financial services. Close monitoring,
training resources, and organising various awareness
programmes have been detected in this analysis as
major themes. From the stakeholder perspective,
the technical support was already established and
executed properly.

Detected Themes Magnitude Sentiment Score
Close Monitoring 0.97 0.731
Training Resources 0.81 0.647
Awareness Programs 0.76 0.626

Source: Computed
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Summary of Sentiment Analysis

The stakeholders effectively handled the digital
literacy challenges of the farmers through sufficient
education materials and dedicated training. Also
sufficient infrastructure facilities were established
by the stakeholder’s. Still, the farmers are facing a lot
of challenges specifically on accessing the available
resources. The language barriers of the farmers were
addressed through different devices with multi
languages. But, they require more training on this
to use comfortably. Trust and security issues were
addressed through built in firewalls in the device
itself. The password loss and money loss threats
highly discourages the farmers in using digital-based
financial services. To improve financial affordability,
free Wi-Fi facilities should be enhanced, specifically
in rural areas where people are assembling for
the societal purposes. On the outset, excellent
technical and training services were rendered
by the stakeholders to address the challenges
faced by the farmers. Still, there are rooms for an
improvement in terms of accessing this facility by
the farmers are financial literacy, technical support,
adequate accessible infrastructure facilities, security
protections and financial affordability.

FINDINGS, SUGGESTIONS AND
CONCLUSIONS

The sample contains a sizable representation of
people between the ages of 21 and 40 and most of
them are male[16], [18]. The sample is diverse in
terms of educational attainment, yet a sizeable chunk
lacks a formal education. With a sizable component
of the sample falling into the lower income groups,
the sample represents a spectrum of income levels[4],
[51].

To find underlying factors in the dataset, PCA was
used. With an eigenvalue of 6.811, factor 1 consists of
Performance Expectancy, Effort Expectancy except
interaction through digital platform are clear and
understandable, Attitude and stakeholders support
under Social Influence have been explained the
most variance (24.325%). Together, the first three
elements (1-3) consists the item given in factor 1 and
Facilitating Condition, Perceived Cost falls under

the factor 2 and 3 have been explained 42.027% of
the overall variation. The PCA identified numerous
variables, with Factor 1 being the most important,

that collectively account for a sizeable amount of the
variance in the dataset[1], [6], [10], [15], [62].

The correlation matrix shows a strong correlation
between different variables falls under Performance
Expectancy, Effort Expectancy and Attitude,
implying links between them. Within the same
concept or domain, certain variables displayed
varying degrees of moderate to strong positive
correlations among the variables of effort expectancy,
potentially indicating multicollinearity[14], [16], [18],
[39], [51]. It is advised to conduct additional research
to determine the degree of overlap across variables
and, if necessary, to improve the measuring tools in
order to address potential multicollinearity.

The cluster analysis reached a solid solution after
eightiterations. For variables like gender, age, DL, IC,
LL, TS, AF, and TT, the ANOVA analysis indicates
substantial variations in mean values between
clusters. The statistically significant variations
between clusters were not present for Education or
Income[10], [38], [42], [50], [59].

To address the issues with literacy in the digital
format various stakeholders gave educational
resources, helpline support and training to them.
Stakeholders positive reactions revealed by the
sentiment research shows that the current measures
improves digital literacy and should be maintained
well and improved further[7], [59]

As effective strategies, farmers cited intensive
observation, training tools, and awareness
campaigns. Technical assistance, training, and
awareness campaigns must continue, and they must
also undergo regular evaluations to determine their
success and indicate areas for development[6], [16].

Farmers are receiving guidance as well as
encouragement from stakeholders as part of their
support to solve the issues with digital literacy.
Nevertheless, these activities need to be continually
improved upon and assessed. The importance of
reducing language barriers has been acknowledged
by stakeholders, who have proposed a number of
actions to improve accessibility and support for local
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languages. Even though most stakeholders recognize
the value of current security measures, credential
protection worries must be addressed if we wish
to continue to increase stakeholders’ trust and
confidence. Stakeholders recognize the significance
of financial accessibility and recommend strategies
to lower cost barriers, such as providing free Wi-
Fi and support for the acquisition of devices. A
positive acceptance and utilization of digitally based
financial services has been achieved and thanks to
stakeholders’ satisfactory technical assistance and
training,.

Theapplicationof ANOVA,PCA, correlationanalysis,
cluster analysis found the existence of challenges to
digital literacy, language barriers, trust and security,
financial accessibility, and technical support/
training. Other aspects discovered through the study
includes gender representation, age distribution,
educational levels, income distribution, and technical
support/training. While the recommendations
give potential solutions to the problems found, the
reported findings offer insightful information about
the community under study. The stated challenges
must be overcome in order to increase the targeted
population’s accessibility, usability, and efficacy
of digital-based financial services. This requires
ongoing efforts, evaluations, and collaborations
across stakeholders.
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ABSTRACT

This study investigates the strategic consequences of Product Life Cycle (PLC) progression,
demonstrating how the sequential emergence of superior product forms, driven by
exogenous technological improvements, fundamentally restructures competitive
markets. The core mechanism involves the creation of new market segments, initiated
when the comparative advantage of a new product form precipitates a demand switch
from incumbent offerings. Grounded in Everett Rogers’s Diffusion of Innovations (DOI)
5-Factor Model, the research empirically analyzed the transition across CRT, Plasma, and
LCD television product forms. Data collected from corporate executives and customers,
quantified using a seven-point scale, was subjected to cluster analysis to measure the
differentiation between successive product forms. The findings reveal that during
this inter-segment demand transition, competitive brands face three critical strategic
outcomes: market share retention, expansion, or contraction. The paper concludes that
a firm’s capacity to manage this transition is essential, as the resulting restructuring
profoundly affects the overall market structure and competitive equilibrium at the product
class level.

INTRODUCTION

market segments due to successive introduction of
new product forms. As observed by Staudt et al. 1976,

The essence of PLC theory is that the market
environment changes along the PLC curve and these
environmental changes continuously pose new
challenges as well as opportunities to organizations.
This drives them to redraft their strategies in order to
make their value proposition intact and continuously
appealing to their target market segments. Along the
progress of PLC curve, many market characteristics
change and one such change is emergence of new

the progression in PLC curve is characterized by
evolution of advanced product forms in sequential
manner as a result of exogenous technological
improvements (Kimberly, J. R., 1979).

The new product forms emerge with comparative
advantages over its predecessors in terms of better
product features or advanced technology. Due to
these comparative advantages of a new product
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forms over the existing product ones, there will be
a gradual shift in consumer preferences towards
an advanced product form, leading to a demand
switch from the earlier product form to the later
product form. Due to this, the industry demand
gets fragmented into many segments created due to
product differentiation offered by different product
forms (Samuelson, 1976). This phenomenon will lead
to gradual swelling of the new market segment and
dwindle the market size of the earlier product form.
This happens despite market inertia and resistance
from the earlier product form. After some period of
parallel existence of both product forms with mutual
resistance, the later product form establishes its lead
over the predecessor by making it exit the market
eventually (Hofer, 1975).

The creation of new segments due to product
differentiation has been observed by many
research papers. Smith (1956), in his classic
article, maintains that market segmentations and
product differentiations, as alternates rather than
complimenting each other.

The successive emergence of new market segments
provides new opportunities to marketers to reset
their marketing objectives, and accelerate their
growth rate as well as to improve their market shares.
At the same time, this can as well pose threats, with a
potential to diminish their market shares.

The key strategic concern for companies, during the
demand transition between the market segments
created by successive product forms, is whether
their brand will be able to carry forward its market
shares to the emerging segments. The paper reveals
that the market shares of competing brands may get
restructured during the demand transit, and thereby
affect the market structure and equilibrium. Hence,
the paper concludes that, during the emergence of
new product forms and consequent demand shift,
the brands can experience one of three consequences;
first, manages to carry forward the market share for
the new segment, second, uses the emerging market
segment as an opportunity to increase the market
share and three, inability to defend the market share.
All the three consequences will have its impact on the
overall market structure at the product class level.

This paper is based on Everett Rogers’s 5 factor model
(Rogers, 1962), stated in his diffusion of innovations
theory. The interviews of respondents were aimed
at identifying the extent of innovation in terms of
newness of each product forms of television industry
like CRT, Plasma and LCD. The extent of newness
of each product form was later correlated with the
growth rate of the corresponding segment created
by each product form. The five factors considered
for assessing the newness of the product forms are
Relative Advantage, Compatibility, Complexity or
Simplicity, Trialability and Observability. These
factors have been measured on a seven point scale.

The pattern in which a new product gets dissipated
into the market over a period of time is the essence of
PLC theory. According to the PLC theory, products
emerge and evolve through various phases from
birth to maturity and eventually from decline
to extinction. During the introduction phase, a
pioneering firm will introduce a new product to
the market and does the promotion. When the
demand starts growing few other firms join the
bandwagon and offer different versions of products.
The market starts growing rapidly until the sales
reaches saturation and starts diminishing thereafter
giving way to a much superior new product. As the
demand for the product gradually changes during
the different phases of PLC, all the corresponding
market characteristics also keep changing
necessitating the companies to respond strategically.
The key environmental parameters whose
changes can be of immense strategic importance
are technology, market structure, product forms,
competition intensity, product mix, budgets, pricing
considerations, associated services, etc. Gradually,
though the market continues to grow, the number
of entries reduces and number of exits overtakes the
entries. The number of players and their respective
market shares keeps fluctuating until a shakeout
phase in PLC curve, and subsequently the situation
becomes more stable thereby reaching a phase of
competitive equilibrium.

The paper reveals that such competitive equilibrium
attained in an industry can get disturbed due to the
emergence of new product forms with subsequent
changes in the segment-wise configuration of market
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shares of competing brands. The potential ripples,
created in the industry by the introduction of new
product forms, can sway the fortunes of the brands.
Whenever a new product form is introduced with a
significant comparative advantage over the existing
product forms, the tendency of the market would be
to switch to the new product form from the existing
one. This creates an internal competition between
the successive product forms with the latest trying
to grab the market share from the former. In this
competition, the demand flow will take place from
the segments created by existing product form to
the new form. This demand flow between existing
segments to emerging segments can pose challenge
and opportunities to brands to retain, improve or
lose the prevailing market share. As the later segment
expanding and the former segment shrinking, the
segment-wise break-up of the total market gets
altered leading to changes in the market structure.
The research indicates three categories of impacts
on the brands. First, the brands that will manage to
carry forward their market share from the existing
segment to the new segment. Second, the brands that
utilize this as an opportunity to increase their market
share in the new segment, and third, the brands that
will fail to defend their market share in the emerging
new segment created by a new product form. Any
of these three developments will eventually have an
impact on the market structure at the product class
level.

This paper provides strategic insights on how the
emergence of new product firms along the PLC
curve can re-organize the market segments and
competitive equilibrium of the industry. The study
has been carried out based on the television market
in India.

MARKET SEGMENTS AND PLC

Marketing texts and research studies have identified
several ways of segmenting the market, but the basic
premise remains that each segment is different by
characteristics that demands customized marketing
mix offerings from the suppliers. The research has
indicated that, in consumer electronics industry,

product forms have been considered as the primary
criteria for segmenting the market, and each such
segments are further sub segmented based on other
segmentation variables.

In an industry, various product forms emerge along
the progress of PLC curve, giving raise to subsequent
market segments. Take, for example, the global
televisions market has seen many product forms
till date. It started with black & white televisions
and followed by successive product forms like CRT
(Cathode ray tube) color TVs, CRT flat screen TVs,
LCD (Liquid crystal display) TVs, Plasma TVs,
Projection TVs, LED (Light emitting diode) TVs.
Further, with an introduction of each of the successive
product forms, a new market segment was created.
The new segment thus created made the suppliers
offer customized product variants. Though all these
forms come under the category of the same product
class, the research has revealed that the companies
are treating these each segment as different market
itself. Their business goals and marketing programs
would vary with each segment.

Another important factor to be noticed is that there
is a time overlap between the introduction of the
new form and disappearance of the earlier form.
Both product forms coexist in the market during
the overlapping period. In practice, more than two
successive product forms coexist and compete with
each other but the later form showing the highest
growth rate than the predecessors.

Therateof demand transitionbetweenthetwoproduct
forms depends on many factors like comparative
advantages of the new product form, intensity of
resistance shown by outgoing form, perceived risk
in switching, effective communications etc. Another
crucial factor that affects the demand flow is the
market inertia, due to which the customers take a
considerable time to change their perspectives and
adapt to new changes.

A PLC curve for a product class, in this case
television, can be viewed as a summation of the life
cycle curves of all the integrated market segments
created by different product forms like CRT, Plasma,
LCD and LED TVs.
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In consumer electronic industry, it is obvious that
there was a demand flow from black and white
TVs to color TVs and conventional CRT TVs to flat
screen CRT TVs. Now, the market for LCD is swiftly
replacing the still dominant CRT technology, and it
is likely to surpass the CRT technology in terms of
revenue in this fiscal year. Though the LCD is now
taking momentum, the next in order product forms
like LCD-LED, 3D and smart TVs have already
entered the market and showing signs of future
product forms which can potentially displace LCDs
in future.

This demand transition gives an opportunity to the
challenging brands to put their leading competitors
behind the race in the new segment created by the
new product form, with their product leadership,
and best of the marketing mix strategies. If this new
segment created by new product form eventually
emerges as larger segment due to shift in demand
from existing product forms, the market share will
also shift from the market leaders in the existing
segment to the leaders in the new segment and thus
affecting the existing market structure.

INDUSTRY EVIDENCE: CASE STUDY OF TV
INDUSTRY

Indirectly, the war between the two product forms
can be a battle between two brands for dominance.
Most often it can be seen that different brands leading
each product forms, and in the war between product
forms, virtually two brands are competing. This
tussle between product forms has the potential to
alter the market structure and disturb the prevailing
market equilibrium. During the transition, for

leading brands it would be a challenge to manage
its product leadership and extend its brand equity
to emerging form. Whereas, for a challenging brand,
the period of transition between product forms is an
excellent opportunity to reduce the lead or even to
improve its market share.

Though the televisions were introduced in India in
the year 1959, due to extremely high Government
regulations and highly limited broadcasting abilities
the industry barely made any progress for next 15
years. At thisjuncture, the broadcasting was available
only in black and white, and thus only black & white
with CRT (Cathode ray tube) technology were
introduced.

In the year 1976, mere 141000 units were sold in
the whole country, and gradually the sales rose to
435000 units by 1981.

METHODOLOGY

The paper is based on primary research covering the
corporate executives and customers of televisions.
The study covered 12 corporate executives selected
on a judgment basis, and 33 television customers
selected randomly. The responses for a five factors
were collected on a seven point scale and a cluster
analysis was carried out to assess the distance
between the cluster centers, which indicate the extent
of differentiation between the successive product
forms. To analyze the impact of different product
forms, Rogers 5 forces model has been used in this
paper. Rogers defines several intrinsic characteristics
of innovations that influence an individual’s decision
to adopt or reject an innovation.

Table 1
Factor Definition
Relative Advantage | How improved an innovation is over the previous generation.
Compatibility The level of compatibility that an innovation has to be assimilated into an individual’s life.
Complexity If the innovation is perceived as complicated or difficult to use, an individual is unlikely to adopt it.
. e How easily an innovation may be experimented. If a user is able to test an innovation, the
Trialability e . . .
individual will be more likely to adopt it.
The extent that an innovation is visible to others. An innovation that is more visible will drive
Observability communication among the individual’s peers and personal networks and will in turn create more
positive or negative reactions.
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Four successive product forms have been considered
for the study and the comparative impact of the
innovations have been assessed based on the factors
suggested by Rogers. Each of the five factors have
used with a 7 point scale in the questionnaire to get
the respondents opinion on each product forms. The
five product forms considered for the study are; CRT
Black & White, CRT Color, Plasma, LCD and LED

Table 1: Perceived Relative Advantage

TVs. The responses were collected on comparative
basis paired two forms together. The different paired
forms used are; a) CRT (B&W) versus CRT (color), b)
CRT (color) versus Plasma c) CRT (color) versus LCD
and d) LCD versus LED. For each pair, comparative
inputs were taken. The descriptive analysis of the
inputs taken from 50 respondents for each of the four
paires and the findings are given hereunder.

95% Confidence
Interval for Mean
N Mean Defift}on Std. Error ;gyrf; ]I;flf:; Minimum | Maximum
CRTBW_CRTCLR 49 6.12 781 112 5.90 6.35 4 7
CRTCLR_PLASMA 50 5.36 .563 .080 5.20 5.52 4 7
CRTCLR_LCD 50 6.04 .755 107 5.83 6.25 4 7
LCD_LED 50 1.66 1.437 .203 1.25 2.07 0 5
Total 199 4.79 2.066 146 4.50 5.08 0 7
Table 2: Compatibility
95% Confidence
Interval for Mean
N Mean Des;iion Std. Error ;z::’:; ]I;ff;; Minimum | Maximum
CRTBW_CRTCLR 48 1.63 .906 129 1.37 1.89 0 4
CRTCLR_PLASMA 50 2.06 998 141 1.78 2.34 0 4
CRTCLR_LCD 50 2.92 944 134 2.65 3.19 0 5
LCD_LED 50 1.78 .954 135 1.51 2.05 1 5
Total 199 2.10 1.068 .076 1.95 2.25 0 5
Table 3: Simplicity
95% Confidence
Interval for Mean
N Mean Des;iion Std. Error ;gy;; ];J(l;f;; Minimum | Maximum
CRTBW_CRTCLR 49 6.12 781 112 5.90 6.35 4 7
CRTCLR_PLASMA 50 5.36 .563 .080 5.20 5.52 4 7
CRTCLR_LCD 50 6.04 .755 107 5.83 6.25 4 7
LCD_LED 50 1.66 1.437 .203 1.25 2.07 0 5
Total 199 4.79 2.066 146 4.50 5.08 0 7
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Table 4: Trialability

95% Confidence
Interval for Mean
N Mean Des;;iion Std. Error ;g::; ];J(l’olf;; Minimum | Maximum
CRTBW_CRTCLR 48 2.29 .582 .084 212 2.46 1 3
CRTCLR_PLASMA 50 2.40 571 .081 2.24 2.56 1 3
CRTCLR_LCD 50 2.30 .580 .082 2.14 2.46 1 3
LCD_LED 50 2.40 571 .081 2.24 2.56 1 3
Total 198 2.35 574 .041 2.27 243 1 3
Table 5: Observability
95% Confidence
Interval for Mean
N Mean Desitiion Std. Error 113'22:; ]I;flf:; Minimum | Maximum
CRTBW_CRTCLR 48 4.06 0697 101 3.86 4.26 3 5
CRTCLR_PLASMA 50 410 .707 .100 3.90 4.30 3 5
CRTCLR_LCD 50 4.10 707 .100 3.90 4.30 3 5
LCD_LED 50 410 .707 100 3.90 4.30 3 5
Total 198 4.09 .699 .050 3.99 4.19 3 5

Based on the extent of difference between the
successive product forms in terms of their impact,
this paper identifies two important product forms, as
per the Rogers 5 factors, in the TV industry. They
have been presented as phase one and phase two in
the following paragraphs.

Phase One: Demand Transition Between
Segments Created Between B&W and Color TVs

In the year 1982, color televisions were introduced
in India. Due to obvious comparative advantages
the color TVs had over black & white televisions, the
market witnessed the shift in preferences leading to
shift in demand between these two product forms.
In the same year of introduction, 1981, the color
TV sales touched 70,000 units and gradually went
up to 1,30,0000 units in the year 1988. During this
period both forms of televisions; color and black &
white TVs, expanded its sales due to rapid growth
of television market in India. Gradually color TV
sales started surpassing the black & white TVs sales,
with the sales touching 2.1 million units in 1996 and 5

million units in the year 1999. In contrast, the sales of
black & white televisions witnessed constant decline
in sales. By the year 2006, the sales came to mere
1,50,0000 units as against the sales of CTVs at 11.75
million units. Color TVs had grown by 560% over 10
years.

Despite of immense comparative advantages of the
color TVs, it took more than 25 years to see most of the
market to shift to the new product form, and during
these years, the two product forms had engaged in
an intense competition. In the process of demand
transit between successive product forms, the then
prevailing market structure was restructured with
many changes in the competitive positions of the
leading brands. The leading brands in black & white
TVs segment like Crown, Bush, Dyanora, Solitaire,
EC etc, started losing their market shares along with
the decline of the segment. Other leading national
brands like BPL, Videocon and Onida, which could
establish market lead in the new segment created by
new product form demonstrated their growth along
with the growing market segment.
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The dominance of national brands like BPL, Onida
and Videocon in CRT segment continued until there
was an introduction of Flat screen CRT TVs. With
the introduction of new product form, the market
again witnessed the demand shift from the earlier
product form to the latest. During this demand
transit, brands like Samsung, LG, Sony and Philips,
started building their market share taking advantage
of their strengths in new product form. This affected
the market structure to a significant extent. British
Physical Laboratories (BPL), who was leading the
market with 20% market share and comparatively
new global players like LG was way behind with
4.7% market share. Gradually the numbers got
swapped and by 2003, the trends reversed with LG
emerging as the market leader with 20.1% market
share followed by Samsung with 15.2% and BPL
with a mere 6.1%.

Phase Two: Demand Transition Between
Segments Created between CRT TVs and LCD
TVs

Each Segment has Different Market Structure

In the year 2002, Plasma TVs and LCD TVs were
introduced into the market with fully advanced
technologies. These new forms of televisions had
enormous comparative advantages against the both
conventional and flat screen color televisions. The
market again started witnessing demand shift from
flat screen color TVs to the LCD TVs. In the year
2003, out of 8 million television units sold, 1,45,0000
were CRT flat screen, 1900 were plasma, 590 were
LCD TVs, and the rest were conventional color TVs.
In the year 2004 the sales of LCD rose to 2850 units
(CEAMA) and by 2005, LCD sales rose to 17,000 (TV
Veopar journal, May 2006). The sales of LCD TV
constantly kept on rising as against the CRT segment.
At this point of time, three types of product forms
of televisions were competing against each other;
Conventional CRT, Flat screen CRT, and LCD TVs.

The table 1 provides the total market of color TVs
in the year 2010 along with breakup of CRT and
LCD TVs. In general the overall television market
in India has grown by 17% between the years 2009
and 2010. The break-up between the CRT and LCD

TVs show that former is in the declining trend with a
negative growth of 4.6% between 2009 and 2010 with
the decline in sales from 18870000 units to 18000000
units. Whereas the LCD TVs are showing 100%
growth for the last two consecutive years from sales
of 1500000 units in 2009 to 3000000 units in 2010,
indicating that the displacement process has started.
It is expected that the composition of CTV market
between CRT and LCD TVs will reach the global
standard of 8 to 10 percent in next 7-10 years time**.

Impact of Two Phases on Market Structures

From the table 1 it is noticed that the market structure
in the two market segments created by the CRT and
LCD TVs are quite different with variation in market
dominance of different brands. There are brands like
LG which was the market leader in CRT product
form and has been successful in carrying forward its
market dominance to the new product form (LCD) as
well. It has a market share of 20.5 % in CRT product
form segment and 24% share in LCD segment,
making it a market leader in the overall CTV market
with 21.1% market share. Sony has been an excellent
example for utilizing the emergence of new product
form segment and establishing the good market
share by product leadership and effective marketing
mix strategies. In the CRT segment, Sony had only
5% market share, and has effectively established
its lead in LCD segment with market share of 24%.
This has shifted the overall market share of Sony to
7.7%. Sony has effectively used the demand transfer
between CRT to LCD TVs as a right opportunity
to increase its market share. Similarly, Samsung
had a market share of 12.8% in the year 2010 in the
CRT segment, but has been able to establish a share
of 24% in the new emerging segment of LCD to
effectively increase its market share to 14.4%. In the
case of Videocon, their dominance in CRT segment
with 17.2% share has been diluted to 8% by bringing
down their overall market share to 15.8%.

As a summary, the emergence of successive product
forms in progressive PLC phases has the potential
to alter the overall market structure; due to demand
flow between the segments created by existing
and emerging product forms. The emergence of
new market segment due to introduction of LCD
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TVs, with significant comparative advantages
over CRT TVs, has shaken up the market structure
of Indian television industry with brands like
Sony and Samsung establishing initial lead in the
new segment to take their total market share up.
Whereas, Videocon, a leading brad in CRT segment
has lost its overall market due to their not so good
performance in the LCD product for. By considering
the present trend that the LCD is rapidly replacing
the CRT segment, those brands who have been able
to establish initial lead are likely to flourish with the
growing segment thereby improving their overall
market share in television industry. On the other
hand the brands which were holding a good share in
the CRT segment and could not able to penetrate the
LCD segment are likely to lose their overall market
share along with the declining CRT segment.

When the demand shifts between successive brands,
the market share is likely to disturb as the market
shares of the brands may alter during the transition.
There can be three possibilities of paths a brand’s
market share can assume. One, the brand may
be successful in projecting its market share in the
present product form segment to the emerging new
form segment. An example for this is LG from Indian
television industry. Second, the brands may use the
new emerging segment to improve their market share
as compared to their present share from the present
segment. This can help the brand in improving the
overall market share. An example for this is Sony
and Samsung. Sony, which only has a market share
of 5% in CRT segment, has gained 24% market
share in LCD segment thereby increasing its overall
market share to 7.8% .Third, the brands may not be
able to carry forward their present market share to
the emerging segment and end up in compromised
market share in the new segment. Eventually when
the present market segment reduces giving way
to new segment, the brand’s market share may
also reduce along with that. An example for this is
Videocon, which was second largest brand in CRT
segment and

The next emerging product form of television
market appears to be 3D TVs. Though the product
is introduced in the market by major brands, the
consumer acceptance is quite slow, due to hindrances
like exceptionally high prices, lack of 3D content,
necessity of the viewers to wear glasses, and hidden

costs such as buying a 3D Blue ray player or more
glasses. Once these issues are addressed by the
manufacturers, we can expect the demand shift from
LCD-LED forms to 3D form.

CONCLUSIONS

The evolution of different product forms is one of
the many characteristic changes along the phases of
PLC curve. Often, the successive product forms that
emerge are superior to its predecessors with many
comparative benefits over them. The consumer
preference was shifted with the emergence of each
successive form, resulting in movement of market
demand between different market segments created
by successive product forms and creating internal
competition among the product forms. In the new
market segment created by the new product form,
the brands with the product leadership, effective
communications and innovative marketing mix
are likely to get the initial breakthrough and
stand a chance of gaining a good market share.
Eventually when the market segment grows bigger
by superseding the earlier product forms, it has the
potential overturn the overall market structure of the
market by changing the market standings of leading
brands. In the televisions market in India, it is seen
that, with the introduction of color TVs, the demand
gradually shifted from black & white TVs towards
color TVs due to the vast comparative advantages
of the later form. Of course, the demand shift takes
place gradually and during the shift; there will be
an overlapping period where the product forms
compete with each other. The factors like market
inertia, intensity of resistance shown by outgoing
product form, the comparative advantages of the
new form, perceived risk in switching etc will
determine the rate of demand transfer between
two segments. Similarly, the demand movements
were evident with the subsequent product form
introductions in the market. There was a demand
flow from CRT TVs to plasma TVs in the large screen
TV segment, though in normal and small screen TVs,
the plasma TVs did not impact much demand flow.
When the LCD TVs were introduced, there was a
clear consumer preference in shifting from CRT TVs
to LCD TVs again due to significant comparative
advantages. Now, in the color TV market, the LCD is
swiftly replacing the still dominant CRT technology,
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and it is likely to overtake the CRT technology
in terms of revenue in this fiscal year. Though the
LCD is now taking the momentum, the next in
order product forms like LCD-LED, 3D and smart
TVs have already entered the market and showing
signs of future product forms which can potentially
displace LCDs in future.
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Drawing on conservation of resources theory and threat rigidity theory, this study
explores the relationship between COVID-19 pandemic and withdrawal intentions (WTI)
among teachers through rumination, one of the under-researched area in the literature.
We collected data from various teachers working in deemed and private universities.
We tested a moderated mediation model and found the relationship between COVID-19
pandemic and withdrawal intentions (WI) is mediated by rumination and the mediating
effect of rumination is moderated by gender. This is one of the few studies to explore
the mentioned relationships among teachers, one of the most affected sector of pandemic
and from India, one of the most infected country globally. The study also highlights
implications, limitations and future research directions for further studies.

INTRODUCTION et al., 2021), job performance (Aguiar-Quintana et

COVID-19 pandemic has reinstigated many
researchers to explore the JI topic (Aguiar-Quintana
et al., 2021; Chen & Eyoun, 2021; Jung et al., 2021).
Recent literature has studied JI among employees
of different industries and countries like Canada
(Pacheco et al., 2020), United States (Chen & Eyoun,
2021), Spain (Aguiar-Quintana et al., 2021), India
(Chander et al., 2020), South Korea (Hwang et al.,
2020), UK (Swainston et al., 2020) during pandemic.
Multiple studies in the literature has explored PJI and
its related consequences, however, the results are
mixed in nature (Debus et al., 2019; Kim et al., 2020).
For example, JI (hereafter JI) has been studied in
relation to emotional exhaustion (Chen and Eyoun,
2021), turnover intention and job engagement (Jung

al., 2021), employee mental health and wellbeing
(Pacheco et al., 2020; Chander et al., 2020). Recent
study also confirmed COVID 19 PJI reduced the job
engagement of employees (Jung et al., 2021) which
made researchers to focus on studies to emphasize
the role of organizations in reducing COVID- 19 PJI
(Wilson et al., 2020). Education sector is one of the
most impacted sector during COVID-19 pandemic
(Blankenberger & Williams, 2020). Researchers have
highlighted how the COVID-19 JI among faculties of
social sciences made them to experience the shock
and doubts on their abilities to deliver teaching
virtually.

Literature have linked PJI with withdrawal
behaviours such as task avoidance, tardiness and
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absenteeism (Probst, 2003). Few other studies in the
literature have shown that PJI is inversely related to
employees’ intention to stay in the organizations.
This relationship is further confirmed by meta-
analysis studies (Cheng & Chan, 2008; Sverke et al.,
2002). Very few studies in management literature
have explored the relationship between COVID-19
PJI and WI through rumination among teachers.

Furthermore, it is necessary to investigate and
get clarity on the impact that gender may have on
such relationship, as literature has found difference
between females and males with respect to PJI,
rumination and WI. For instance, studies in the
literature have shown that PJI is experienced
less among women than men (Witte, 1999). Also,
researchers have found support to explain women
employees experience more job uncertainty than men
(Mauno & Kinnunen, 2002). Rosenblatt et al. (1999)
shown that the PJI among male teachers is more as
compared to the female teachers. These inconsistent
results in the literature call for further investigation.
The present research overcomes the above-
mentioned research gaps by proposing a moderated
mediation model examining the impact of COVID 19
PJI on employee WI, through rumination as mediator
and gender as moderator thus promising significant
contributions to the organization behaviours, human
resource management and psychology literature.

Economic instability, uncertain market conditions
and ever-changing organization requirements
has instilled job insecurity (JI) among employees.
Perceived job insecurity is “the level of uncertainty
a person feels in relation to his or her job continuity”
(Wang et al., 2015). Perceived job insecurity and
its related consequences has been well researched
and documented, but the results are mixed in
nature (Arnold & Feldman, 1982; Bernhard-Oettel
et al., 2020; Cheng & Chan, 2008; Debus et al.,
2019; Erdogan et al., 2020; Kim et al., 2020; Li et al.,
2020; Roll et al., 2015). Earlier studies revealed that
employees facing perceived job insecurity may
respond in either positive or negative way. In the
former, employees may increase their productivity
to secure their position (Shoss, 2017). In the later,
employees will reduce their efforts and collaboration
in the work, avoid pro-social behaviors or even quit
the organization (Berntson et al., 2010; De Jong et

al., 2016). Few studies (Probst, 2003) have linked
perceived job insecurity with withdrawal behaviors
such as absenteeism, tardiness and task avoidance.
Some other studies in the literature have shown
that perceived job insecurity is inversely related to
employees” intention to stay in the organizations
(Cavanaugh & Noe, 1999; Hellgren et al., 1999). This
relationship is further confirmed by meta-analyses
studies (Cheng & Chan, 2008; Sverke et al., 2002).
Moreover, job insecurity has an effect on the nation’s
growth and sustainable development, especially in
the third world countries like India. A secure job
is one that provides the employee with fulfillment,
financial independence, social security, and peace
of mind. Secure employment promotes efficiency,
greater production, an organization’s long-term
viability, and a transparent and corruption-free work
environment (Arugu & Eke, 2019). Job insecurity
perceptions and their consequences should be studied
not only through the use of personal resources, but
also through the promotion of a sustainable working
environment that can serve as a source of resources
and help employees perceive themselves as more in
control of their work and personal lives, and thus
perceive their jobs as less insecure. Therefore, job
insecurity is critical from the sustainability aspect
as well. Till date, several studies have examined the
antecedents and outcomes of perceived job insecurity
(Jiang & Lavaysse, 2018). However, so far less studies
have been conducted to explain why perceived job
insecurity is associated with detrimental outcomes.

Historically, the concept of decent work has been
examined from a macroeconomic perspective
(Di Ruggiero et al., 2015)but psychological and
individual perspectives has been overlooked, which
are inextricably linked to meaningful and purposeful
labor. Organizations have concentrated their efforts
on wealth production, largely motivated by a profit
motive and with the core goal of maximizing their
wealth (Carroll & Shabana, 2010). However, there
has been a paradigm shift in the way organizations
operate over the last two decades as a result of intense
competition both within and outside of countries
that forced organizations to look beyond the
traditional way of conducting operations, resulting
in the prominence of the sustainability concept in
the fight for survival and growth of organizations
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(Cho et al., 2015).Efforts are being made to enhance
human resources and sustainable organizations are
gaining momentum. Sustainability is not only about
lowering greenhouse gas emissions, enhancing the
health and well-being of employees or making a
contribution to society (Chillakuri & Vanka, 2021).
The UN General Assembly (UN-GA) established
the Sustainable Development Goals (SDGs) in 2015
with the goal of achieving them by the year 2030.
There are 17 interconnected goals in the Sustainable
Development Goals which serve as a “blueprint for
a better and more sustainable future” for everyone.
SDG 3 aims to promote well being and healthy
lives. SDG 5 focuses on achieving gender equality
whereas sustainable economic growth that benefits
all people and ensures a fair standard of living for
all people is underlined in SDG 8. Therefore, the
aim of this study is to extend the understanding
of this goal from sustainable HRM perspective
highlighting job insecurity, rumination and the
withdrawal intention. The term sustainable human
resource management is a relatively new concept
(Wikhamn, 2019). A sustainable human resource
management strategy is defined as one that aims to
meet financial, social, and ecological objectives while
also reproducing the human resource base over the
long term (Kramer,2014). According to (Ehnert et al.,
2014a) , sustainable human resource managementis a
design option for the employment relationship and a
contribution tocorporate sustainability. They contend
that sustainability encompasses more than economic
and environmental viability. Additionally, it is about
employee growth, employability, employee health
and well-being, employee engagement, and justice.
As per (Hobelsberger, 2014), sustainable HRM tasks
are twofold: 1) providing human resource strategies
based on a systematic and long-term approach, in
order to stimulate and support an organization’s
sustainability plan, and 2) contributing to an
organization’s survival by attracting, maintaining
and developing personnel in order to preserve
a quality human resources. Sustainable human
resource management revolves around soft issues
such as demonstrating sincerity toward employees,
whichincludes providing a decent work environment
and working conditions, providing development
opportunities, and monitoring employees” physical
and psychosocial well-being on the job. (Baum, 2018)

defines sustainable human resource management as
a proactive approach to employment relationships
that enables firms to justify their business activities
in the eyes of the public. Although sustainability is
highly being discussed, however, previous studies
have failed to highlight perceived job injustice
through the prism of sustainable HRM. Job insecurity
is seen as a threat and an impediment for workers in
their pursuit of a good and sustainable level of well-
being at work and in life. It is also a significant barrier
to achieving a high quality of work and a decent
job in today’s more complicated and unpredictable
workplaces (Giunchi ef al., 2019; Kaufmann, 2008)

Job insecurity is also important from the standpoint
of internal CSR. Internal CSR practices refers to the
CSR activities that benefit internal stakeholders and
includes activities that promote employee well-
being, invest in their training and development, and
promote work-life balance. Additionally, it refers to
the inherent standards and ideals that govern how
an organization behaves (Duthler & Dhanesh, 2018).
From organizational perspective, it is important
to understand the mechanisms of perceived job
insecurity among employees and their subsequent
behaviors. The main purpose of this research is to
explore how perceived job insecurity is related to
employees” withdrawal intentions. For the same,
we define perceived job insecurity as the “perceived
fear of being dismissed from the workforce, as well
as a stressor of threatening work situation”. In line
with the above definition, we consider perceived
job insecurity as a stressor which leads to a sense of
uncertainty among employees who fear losing their
job even after nonwork hours. This phenomenon
is referred as rumination. Rumination is defined as
a state of preoccupation with repetitive conscious
thoughts of an event or common theme (Martin &
Tesser, 1996). Employees experiencing perceived
job insecurity may or may not actually leave their
jobs, but they may keep experiencing anxiety for
a long period due to rumination. This becomes an
impediment for achievement of SDG 3 which aims to
promote well-being. Furthermore, it is necessary to
investigate and get clarity on the impact that gender
may have on such relationship, as some differences
have been found between females and males with
respect to perceived job insecurity, rumination
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and employee withdrawal intentions. For instance,
studies in the literature have shown that the impact
of experiencing perceived job insecurity is less for
women as compared to men (Ferrie et al., 2001,
Witte, 1999). For example, few studies in literature
has found support to explain women employees
experienced more job uncertainty than men (Mauno
& Kinnunen, 2002). On the other hand, Rosenblatt et
al. (1999) shown that the perceived job insecurity is
experienced more by the male teachers as compared
to the female teachers. These inconsistent results
in the literature calls for further investigation.
SDG 5 aims to achieve the equality of gender. We
posit that irrespective of gender, perceived job
insecurity will hamper the sustainable goals of the
organization. The present research overcomes the
above-mentioned research gaps by proposing an
integrated model which examines the impact of
perceived job insecurity on employee withdrawal
intention, through rumination as mediator and
gender as moderator thus promising significant
contributions to the organization behavior, human
resource management and psychology literature.
First, the study advances an understanding of
sustainable HRM and internal CSR by highlighting
job insecurity. The present study also suggests the
need to incorporate sustainable HRM and internal
CSR practices in order to reduce the job insecurity
perception among employees. Second, this study
addresses (Probst, 2003) the need to pursue more
extensively developed and validated data measures
of perceived job insecurity. Secondly, this study
explores gender moderating the negative effects of
perceived job insecurity on withdrawal intention
of employees (Sverke et al., 2002) Finally, this study
addresses the mechanism linking perceived job
insecurity and withdrawal intention of employees
(Probst & Brubaker, 2001; Shoss & Probst, 2012).

THEORETICAL FRAMEWORK AND
HYPOTHESES

COVID 19 PJI and WI

Recent studies have offered empirical support to the
relationship between WI and job satisfaction, work-
life balance (Adriano & Callaghan, 2020) and work
engagement (Mérida-Lopez et al., 2020). Studies (de

Witte et al., 2016) have found the positive link between
PJI and WI. Podsakoff et al. (2007) metaanalysis
also supported the relationship between PJI and
increased levels of job and organizational WI. WI
was also studied from the perspective of teachers in
educational institutions (Mérida-Loépez et al., 2020)
where personal resources like emotional intelligence
and self-efficacy of the teachers were related to
engagement at work and WI. Literature on the
relationship between JI and WI (Job, organization,
occupation) is scant and there arises an opportunity
to study this relationship from the perspective of
teachers. Hence, we propose:

Hypothesis 1: COVID 19 PJI will be positively
related to a) WIJ b) WIO c¢) WIOc.

Mediating Role of Rumination

Rumination is defined as the passive and repetitive
focus on negative emotions, especially the causes and
consequences of distress (Susan Nolen-Hoeksema et
al., 2008). There are studies in psychology literature
examining rumination in the context of COVID
(Dhar et al., 2020;Sanderson et al., 2020; Ying et al.,
2020).

Chapman et al., (2020) highlighted in their study that
PJI related to COVID-19 lead to greater rumination
which eventually resulted in anxiety and depression.
COVID-19 JThas made employees to ruminate on the
negative thoughts and eventually feel disengaged
from their jobs. So far, literature has not explored the
mentioned links in the context of COVID-19 among
teachers, one of most affected population due to
pandemic.

Hypothesis 2: COVID 19 PJI is indirectly and
positively related to WIJ via negative rumination,
b) WIO via negative rumination, ¢) WIOc via
negative rumination.

Moderating Role of Gender

Literature has found the tendency to ruminate differ
based on gender (Keyes & Goodman, 2006; Yan et al.,
2021). The gender differences in rumination has also
been confirmed by a meta-analytic study (Johnson
& Whisman, 2013; Rood et al., 2009). Many studies
in literature has explored the gender differences in
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JI, rumination, WI (S Nolen-Hoeksema, 1987; Tan &
Yip, 2018), however, the moderating role of gender
in the explored relationship in this study is novel
contribution. When loyalty of employees goes down,
the insecure feelings of employees will impact their
job continuance and in turn impact the intention of

employees to leave the organizations (Podsakoff
et al., 2007). In addition to this, literature shows
inconclusive results while examining gender in the
context of PJI and WI. Hence this study examines
gender as a moderator between COVID-19 PJI and
WI of employees and hypothesize as:

Hypothesis 3: The conditional indirect effect of COVID 19 PJI in predicting a) WIJ via rumination will
be stronger for males than females, b) WIO via rumination will be stronger for males than females, c)
WIOc via rumination will be stronger for males than females.

Gender

COVID 19 perceived | y Ruminati
> umination > : .
job insecurity Withdrawal Intentions
Fig. 1: Conceptual Model
Method Measures

Sample and Procedure

Data were collected using a self-administered
questionnaire by means of convenience sampling
from the teachers working in deemed and private
universities. Participants were offered free coupons
to purchase books in order to avoid non-response
bias. Out of 680 questionnaires distributed, 630
questionnaires were received, with an effective
response rate of 92%. Out of 630 responses, 596 were
used for further analysis after data cleaning. We
analyzed the data using statistical softwares such as
AMOS and SPSS. The sample consisted of 297 males
(49.8%) and 299 female respondents (50.2%). 41.4%
were between the age group of 21 to 30 years, 30 %
were between the age group of 31 to 40 years, 16.1%
were between the age group of 41 to 50 years and
12.4 % were above the age of 51 years. Participants’
tenure was classified into four tenure bands - less
than 1 year (40.9%), 1-5 years (30.4%), 6-10 years
(21.5%), and more than 10 years (7.2%).

COVID-19 Perceived Job Insecurity (PJI) was
assessed using a modified version of De Witte’s four-
item Job Insecurity Scale (Van Hootegem et al., 2019;
Witte, 1999; Vander Elst et al., 2014), with a sample
item such as “I feel insecure about the future of my
job due to the COVID-19 pandemic” (Cronbach’s
a = 0.97). Rumination was measured using three
items adapted from Herman et al. (2006) to reflect
the COVID-19 context (e.g., “I ruminate about the
possibility that I will be fired”), with high internal
consistency (Cronbach’s a = 0.96). Withdrawal
intentions (WI) were measured using a modified
version of Carmeli’s (2005) scale, covering three
dimensions —job, occupation, and organization—
each with three items (e.g., “I am actively searching
for an alternative to this job/organization/
occupation”). The Cronbach’s alpha coefficients for
these subscales were 0.97, 0.86, and 0.94, respectively.
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Results
Confirmatory Factor Analyses

Confirmatory factor analysis (CFA) were conducted
to test the validity of our study variables. The CFA
results of our research model shows acceptable fit
(CFI=0.90, TLI = 0.90, SRMR = 0.05, RMSEA = 0.07).

Table 1 shows that the values are above 0.7, indicating
discriminant validity. For reliability check, we

Table 1: Intercorrelations, AVE, CR and Cronbach’s Alpha

assessed Cronbach’s alpha and composite reliability
(CR) estimates of the scales used. Cronbach’s alpha
values are above 0.70 as recommended by Nunnally
& Bernstein (1994). As recommended by Hair et al.,
(2006) construct reliability was calculated and the
values are well above the cut off value of 0.60. Thus,
our modified scale is good in terms of reliability and
validity. Table 1 results confirm that all correlation
values were in the hypothesized directions.

Correlation Matrix

JI Rumination WIJ WIO WIOc Gender
J1 0.96
Rumination 173% 0.94
WIJ .263** .642*+* 0.96
WIO 186** .500** 743%* 0.810
WIOc 179 .535%* .696** .709** 0.910
Gender -0.14 .024 A17%* .052 .068 -
AVE 0.92 0.88 0.93 0.66 0.83 -
Construct Reliability 0.98 0.96 0.97 0.85 0.94 -
Cronbach’s Alpha 0.97 0.96 0.97 0.86 0.94 -
Hypotheses Testing the conditional indirect relationships for male and

To test our hypotheses, we used PROCESS Macro
suggested by Hayes (2017). We used model 4 of
PROCESS macro to test the mediation model.
COVID-19 PJI is the predictor variable, whereas
WI (job, occupation and organization) as criterion
variable, rumination as the mediator analyzed
using model 4. To examine the moderation, i.e.

Table 2: Direct and Indirect Effects of Study Variables

female among COVID-19 PJI, rumination and WI
(job, occupation and organization), we used model
7 PROCESS Macro (Andrew F. Hayes, 2017). Thus
we tested the moderated mediation model. This
approach helped to execute the bootstrapping
methods and to test the significance of the conditional
indirect effects for gender.

Bootstrap Results for
Unstandardized Beta (f) Indirect effects - 95% CI
Variables (1000 bootstraps)
Effect of | Effect of | Total effect | Direct Effect | Indirect SE IL UL
XonM | MonY XonY XonY Effect
(a-path) | (b-path) (c-path) , ,
X M Y bMX) | b(YX.M) b(YX) (") b(YM.X) (c-c’)
JI | Rumination | WIJ 0.147*%** | 0.501*** 0.181*** 0.108*** 0.073 0.029 0.321 0.430
WIOc 0.147%** | 0.606*** 0.198*** 0.109*** 0.089 0.026 0.038 0.141
WIO 0.147*** | 0.456*** 0.133*** 0.066*** 0.067 0.021 0.026 0.111
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Testing Direct and Indirect Effects

Table 2 presents the direct and indirect effects of
the hypothesized study variables. Hypotheses
la, 1b, 1c predicted that COVID-19 PJI would be
positively related to work WI (job, occupation
and organization). Results revealed that PJI were
significantly and positively related to WIJ (p1 =

Table: 3: Conditional Indirect Effects of Study Variables

0.010, p<.001) providing support for hypothesis 1a.
Results also confirmed that PJI was significantly
and positively related to WIO ( 2 = 0.109, p<.001)
indicating support for H1lb. Results also confirmed
that PJI was significantly and positively related to
WIOc (p 3 = 0.066, p<.001) providing support for
Hlec.

Values of Moderator If;;:zlclthgflzlc ¢ SE Lower CI Upper CI
WIJ
Male 0.144 0.034 0.075 0.210
Female 0.009 0.022 -0.034 0.056
Index of Moderated Mediation -0.134 0.040 -0.209 -0.050
WIOc
Male 0.174 0.036 0.097 0.238
Female 0.011 0.028 -0.039 0.071
Index of Moderated Mediation -0.163 0.043 -0.238 -0.067
WIO
Male 0.131 0.031 0.067 0.189
Female 0.008 0.020 -0.030 0.050
Index of Moderated Mediation -0.122 0.035 -0.190 -0.050

Hypotheses 2a, 2b, 2c proposed that COVID-19
PJI is indirectly and positively related to WI
(job, occupation and organization) via negative
rumination. PJI was associated with WIJ indirectly
through rumination (Effect = .0738, SE =.0298, LLCI
=.0327, ULCI = .4306). Similar support was found
for the indirect associations between PJI and WIO
(Effect = .0892, SE =.0265, LLCI =.0386, ULCI =
.1411), PJI and WIOc (Effect = .0671, SE =.0216, LLCI
=.0265, ULCI = .1117). The confidence intervals do
not include zero, supporting the indirect effects and
confirming hypotheses 2a, 2b, 2c.

Moderated Mediation Analysis

Table 4 shows results of the moderated mediation
analysis, testing whether the indirect effect of
PJI on work involvement (job, occupation, and
organization levels) through rumination differs
by gender. Using 5000 bias-corrected bootstrap
samples, the analysis found that the indirect effect of
PJI on WIJ via rumination was substantial for males

but negligible for females. The index of moderated
mediation for WIJ confirmed a significant gender
difference, supporting hypothesis 3a. Similarly, the
indirect effect of PJI on occupational involvement via
rumination was notable for males and not significant
for females, with the index supporting hypothesis
3b. For organizational involvement, the indirect
effect was again stronger for males, and insignificant
for females, with the index supporting hypothesis
3c. Overall, these findings indicate that the pathway
from COVID-19 PJI to negative rumination impacting
work involvement is significantly more pronounced
in males than in females.3c. These findings suggest
that COVID-19 PJI linked to negative rumination
resulting in WI is stronger for males than females.

Discussion

Our study found a mediated relationship examining
rumination explaining the link between PJI and
WI. We also found the impact of PJI in predicting
employee withdrawal intention via negative
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rumination is stronger for males than females. These
findings add to the literature as well as suggest
several implications for practitioners.
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Fig. 3: Moderation Graph for Hypothesis 3b

Theoretical Implications

In the current study, we investigate the influence of
PJI on WI via rumination. We adopted conservation
of resources theory and threat rigidity theory to
explain the hypothesized relationships. As predicted
by COR, an organizational context that threatens
resources (PJI), turns into a resource conservation
behaviour (employee withdrawal). Employees who

perceive JI will repeatedly think about future job
loss and engage in WI. The study findings further
confirms that this relationship is stronger for males
as compared to females (Gaunt & Benjamin, 2007).
The findings can be better explained using gender
role theory (Shimanoff, 2009). The theory says that
men generally place greater importance to work
and are vulnerable to employment related stress
as compared to women. The present findings also
support the TRT theory (Staw et al., 1981). The theory
suggests that employees behave more rigidly under
threatening situations and threat perception leads
to rumination further resulting in WI. Thus, this
paper extends PJI literature by adding COR and TRT
theoretical explanations to explain employee WI
through rumination.
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Fig. 4: Moderation Graph for Hypothesis 3c

Practical implications

The study highlights implications for management
practice. First, as the findings show that PJI is
positively related to rumination and WI, management
should take some measures to prevent or curb the
detrimental effects of actual or anticipated job loss.
For example, the current COVID pandemic has
forced many employees to ruminate on job loss. If
they are trained on periodic basis, for instance, to
handle virtual teaching, they will be more confident
to face any job threatening situation or its related
adverse outcomes. Additionally, organization has
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to improve the work climate and create a sense of
psychological safety, to avoid WI of the employees.

Secondly, considering that rumination has positive
impacts on WI, both teachers and management
can adopt some interventions to undermine the
rumination effect. More specifically, universities can
adopt some workplace fun activities to reduce the
prolonged thinking about job loss. In addition to the
fun activities, personal interaction with management
also help teachers to open up conversations more
easily on job issues and develop trust and assurance
from the managers on the job security. Additionally,
organizations should conduct acceptance and
commitment therapy, to ensure teachers learn to live
the moment instead worrying about future events
(Seear & Vella-Brodrick, 2013). These therapies help
employees not to ruminate on JI and potential job
loss. Interventions employing cognitive behavioural
therapy helps employees to reduce rumination and
to improve their work intentions (Querstret et al.,
2016).

Gender acts as a moderator on the indirect effect of
PJI in predicting employee WI (job, occupation and
organization) via rumination. Organizations can
consider gender differences at all stages of workplace
policies, programs and practices. A gender-based
approach systematically integrates the policies,
programs and practices carefully designed based on
gender and also it helps managers to identify and
give proper attention to specific issues to specific

group.

LIMITATIONS AND FUTURE DIRECTIONS

We acknowledge certain limitations of this study.
First, the sample for this study was limited to teachers.
Future research can be conducted on diverse samples
to generalize the findings. Second, the background
of participants differs in our research; they come
from different universities and different positions.
This may lead to varying perceptions of COVID
19 PJI and may also contribute to unsatisfactory
outcomes. Therefore, further studies can control
these demographical variables such as experience,
university type, age etc. Third, other moderator
variables like resilience, psychological detachment

and optimism as coping mechanism can be used
to test the relationships explained in our proposed
model. Future researchers can also consider to
conduct experimental research or longitudinal
studies. Despite these limitations, the study offers
interesting insights to theory and practice.
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ABSTRACT

Recently, a lot of research studies have studied the drivers of market performance.
Considering the financial performance of firms, various competitive and market forces
play a role in addition to the managerial interventions. Globally, investors have expressed
concern over the governance of firms; particularly with increasing emphasis on voluntary
disclosures that provide more qualitative insights about firms, it has become critical
for firms to not just comply but go beyond and provide more information about the
performance of firms.

Considering the importance given to corporate governance, investors have been concerned
about how certain parameters seem to have a subtle influence on the market-based
performance of firms. Our study uses the Indian context to identify ownership linked
variables and their influence on firm performance. As a point of comparison, certain
competitive actions such as those discretionary to firms have also been considered. Using
the method of Ordinary Least Squares regression, a sample of 396 firms have been taken
up. Results indicate that the promoter stake and the ownership of foreign institutional
investors continue to have a statistical say in the market-linked performance of firms.

Surprisingly, for the given sample, the competitive action proxied through the expenditure
on marketing, advertisements and developmental activities do not have a significant
influence on the firm performance. On the contrary, with increasing size of firms, there is
an impact on the market-based performance. Results are mostly in alignment with prior
research and shed more light on the ever-growing importance of corporate governance in
industrialized India.

INTRODUCTION

Firms have been aggressively expanding in line
with the market demand as well as the advances in
technology. Expansion is on all fronts and happens
through a mix of organic as well as inorganic
modes. Organic modes include scenarios where a)

firms enhance their market presence - selling more
through existing distribution channels and b) firms
sell newer products that promise slightly better
value proposition to customers. Inorganic modes are
through acquisition of new firms that have points of
commonality with the focal firms.
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While there are no restrictions on the growth of firms,
different countries impose certain guidelines in the
form of compliance measures. These are usually in
the form of mandatory as well as voluntary measures.
Historically, corporate governance stemmed from
cases where firms ran afoul of the law. To protect
shareholders, governments stepped in and enforced
certain mechanisms. Prominent among them is the
umbrella of corporate governance. This includes
a set of guidelines relating to the composition of
the board, disclosures as well as certain processes.
These are communicated to shareholders on an
annual basis. Occasionally, these are relayed to
various stakeholders through quarterly formal
communications.

From an academic perspective, scholars are keen
to understand the drivers of firm performance.
On the industry front, recent news reports are not
promising. For instance, the Chinese property
market was a source of revenue as well as above-
average returns for the American investors during
the boom years of 2012-2020. However, a slew of
poor governance practices and lack of disclosures,
even among leading industry firms such as Country
Garden Holding Co. (Zhou & Liu, 2023) have led to
loss of investor confidence. In such cases, investors
are unable to identify potential success factors
for firms. Hence, while industry may not consult
academicians to understand reasons for lapses in
corporate governance, academic research often looks
to identify key reasons for firm performance.

Firm performance is an abstract notion especially in
a context where studies are undertaken to identify
impact of corporate governance on performance;
reasons are due to corporate governance being a
composite mix of compliance measures (Yoshikawa,
et al., 2014; Misangyi & Acharya, 2014) disclosures
(Eng & Mak, 2003; Assidi, 2023) and processes. On the
other hand, performance is concrete when expressed
in the form of revenue growth and profitability
of firms. Our paper addresses a key part of the
explanatory power of corporate governance as well
as competitive actions of firms in firm performance.
The paper begins with a detailed review of literature
followed by the conceptual framework as well
as the logical development of the hypotheses.

Subsequently, the paper identifies the sample of
firms, uses Ordinary Least Squares (OLS) regression
methods to test the hypothesis. This is followed by
an explanation of the findings. Conclusions and
implications for practitioners forms the last part of
the paper.

THEORETICAL BACKGROUND AND
LITERATURE REVIEW

Prior to the industrial revolution, organized firms and
industries were relatively less. There was emphasis
on the individual and skills. This was an era of
craftsmanship (Mourtzis & Doukas, 2014) and skill
sets werein demand (Taylor, 2004). Post the industrial
revolution and scientific management principles
that were put into practice, organizational structure
as well as strategy became critical to performance
(Child, 1972; Dalton et al., 1980; Olson et al., 2005).
Around the same time, the two world wars polarized
the globe as it led to the growth of superpowers who
dictated terms with more production volumes and
imposed sanctions on those non-favoured nations.
On the eastern part of the globe, countries were
not so well developed. Economies were shattered
during the second world war and re-building efforts
started rapidly with globalization. At a deeper level,
increasing returns to shareholders, amongst firms
in the United States and Europe resulted in leaders
and managers resorting to unfair practices. Focus
on near term results - quarterly ‘fire’ (Guthrie &
Sokolowsky, 2010; Filatotchev & Nakajima, 2014)
led to malpractices in accounting and suppression
of critical information about firms. This led to calls
for stringent measures - one of which assumed the
umbrella term ‘Corporate Governance.” (Shleifer &
Vishny, 1997; Monks, R.A., & Minow, 2011; Mallin,
2016)

While managers of firms had information which was
not privy to shareholders, it resulted in information
asymmetry (Healy & Palepu, 2001; Bergh et al., 2019).
Shareholders did not have visibility of firms’ strategic
decisions (Belkaoui & Karpik, 1989; Baah, et al,,
2022) which could have furthered their interests. To
mitigate this, judicial bodies and regulatory agencies
such as the Securities and Exchange Commission
(SEC) started developing mandatory processes
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that should be followed by listed companies. These
processes had to be supported with the formation
of committees, mandatory disclosures in annual
reports and often sought to separate the role of
Chairperson of the Board from the Chief Executive
Officer, leading to portrayal of an unbiased model
of leadership and governance (Elsayed, 2007; Puni &
Anlesinya, 2020) The CEO and the team of managers
were expected to act in the interests of shareholders.
However, the managers took decisions that served
their own interests (Larwood & Whittaker, 1977;
Clapham & Schwenk, 1991) and not shareholders
leading to them being called ‘agents.” Quickly, the
emergence of ‘agency’ where non-alignment of
interests between the shareholders (owners) of the
firm with its managers took roots both in industries
as well as academia. Scholars expounded upon
the agency theory and much later, stewardship
theory took roots - a scenario where the appointed
managers would usually take decisions on behalf of
the shareholders - these decisions would drive the
firms towards profitability while increasing returns
for owners.

Ownership and Firm Performance

Owners are keen to maximize profits for their firms;
consequently, the actions and decisions taken are
geared towards sustained revenue as well as profit
growth. Shareholders seek similar returns on their
investments. This leads to two lines of arguments a)
Owners take decisions that have a strong influence
on performance and b) owners take risky decisions
that may not align with long term goals of the firm.

In the western context, founders and promoters
dilute their shareholding to a very small percentage.
In the developing world, while considering countries
such as China, Thailand and India, promoters hold
majority stake (Kumar & Singh, 2013; Bhimavarapu et
al., 2023) - “promoter’ is a word peculiar to the Indian
context and substitutes for founders and founding
family members. In any survey undertaken, when a
sample of 500 domestic firms listed on the Bombay
Stock Exchange is considered, we observe that the
average promoter stake is 50%. From real world
observations, firms that are part of large business

groups such as Tata, Reliance and Birla in the Indian
context (Manikutty, 2000) are also lauded for their
market linked performance. Firms belonging to
these business groups have flourished over the last
century and have been leading in several industries.
Leadership decisions at these firms are rarely
challenged by the investors. Academic research
studies relating ownership with firm performance,
however, presents a mixed set of results.

Within the strategy literature, Corporate Governance
studies often use proxies to test the influence on firm
performance. For example, a dominant shareholder
could influence the firm performance. Ownership
by foreign investors in the form of shares could
also signal to markets that such firms are superior
to others (Alabdullah, 2021); in turn this may lead
to better performance metrics in the marketplace.
FlIs trading volume can also be uni-directional or
bi-directional depending on the returns the stock
is generating, that in turn depends on the company
performance (Chandra, 2012). Khan, et al. (2017)
found that firm performance increases significantly
in presence of associated and institutional ownership
whereas it shows a negative impact in the case of
family ownership Some studies found a strong
influence of such measures on performance while
others report absence of concrete inferences. In a
study by Kumar & Singh (2013), it was found that
board size had a negative relationship with firm
value; however, a significant positive association
of promoter ownership with firm performance was
observed. The study suggests that only above a
critical ownership level of 40 percent does promoter’s
interest become aligned with that of the company,
resulting in positive effect on firm value and it also
depicts that in emerging markets like India, greater
control by the promoters is considered good for
enhancement of company value.

Ownership structure and capital structure have a
positive correlation (Tripathi, et al., 2019), where
high promoter stake in the company allows more
efficient use of debt capital and increases debt taking
capacity. It also poses low risk to lenders since equity
linked vehicles are tied against such debt capital and
this enriches the capacity of the company to utilise
debt judiciously, earn cashflow from debt-funded
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capital, generate revenue alongside profitable growth
and carry out business operations in a sustainable
manner.

Competitive Actions and Firm Performance

Allfirms manifest their intentions towards innovation
or market expansion through explicit as well as
implicit means (Sternberg & Horvath, 1996; Duan et
al., 2022). A study was conducted on 1091 Spanish
Small and Medium Enterprise (SME) firms (Auken,
et al., 2008) and the results showed that innovation
positively influenced their performance in both low
and high technology industries. Innovation was
more important for high technology firms than low
technology firms to gain competitive advantage over
others. Early management research used indicative
proxies such as research intensity to signify the
firms’ intentions towards innovation. Subsequent
tests on whether research intensity influenced the
performance featured in several studies undertaken
by scholars. Similar line of approach was adopted
in the area of marketing intensity which indirectly
signalled corporate aggressiveness. Product, Price,
Place, Promotion - the 4 Ps of marketing followed by
After Sales Services are significant joint predictors of
business performers in terms of profitability, return
on investment, expansion and market share and
hence businesses produce high quality products,
charge competitive prices and position themselves
appropriately (Adewale, et al., 2013). Research
studying actions of firms resulted in significant
findings leading scholars to believe that the market
implicitly factored them into superior performance;
measures could be price-to-earnings multiple or
price-to-book value of shares.

Sustainability and Firm Performance

Firms are keen to ensure that all business processes
within their complex structures comply with
guidelines on sustainability (Vigneau et al., 2015;
Grimm et al., 2023). From an operational perspective,
it means that there is due diligence and careful checks
in place to ensure that different elements such as
supply networks, capacity decisions and new product
development are sensitive to the environment and

adopt stringent measures. Investors outside the firm
and not privy to the rationale behind the actions are
still concerned about firms conduct business; this in
turn, leads to superior market-linked performance of
firms in the long run. Performance, therefore, does
not restrict itself to accounting measures, but rather
most regulators are concerned with sustainability
reporting in the form of Business Responsibility and
Sustainability Reports (Mahajan, 2023; van Oorschot
et al., 2024) which have now become mandatory.
Hence, from the point of view of firms, it is not
merely compliance, but more to do with how the
relevant qualitative information is disclosed to the
external stakeholders.

DEVELOPMENT OF HYPOTHESES

Ownership in the emerging market context is
different from that of the developed markets. In
India, promoters continue to hold more than 50%
shares in their founding organizations even after
decades of ongoing business operations. Hence, we
find that over the years, the analysts, capital market
pundits and various stakeholders have appreciated
this, resulting in ascribing higher valuation to
such firms. Logically, one would expect that such
promoters have their reins firmly over the firms,
thereby controlling and monitoring the performance
over the long term. From strategy literature we know
that strong monitoring and resource deployment
mechanisms lead to sustained superior performance
of the firms (Mankins & Steele, 2005; Liao et al., 2020;
Giang & Dung, 2025). Hence, we may put forth the
first hypothesis thus,

H1: Promoter stake has a strong and positive
influence on the firm performance, in the context of
emerging market firms.

As institutions matured and markets gained
credibility in India, foreign interest continued to rise.
With the triple pronged strategy of liberalization,
privatization and globalization in the early 1990s
(Haokip, 2011; Chadchan & Shankar, 2012) the
country responded by allowing foreign participation
in a wide variety of industries, leading to more
foreign investments. Subsequent development of
the economy happened with a lag of about a decade
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leading to more explosive growth in the first decade of
the twenty first century. Foreign participation in the
stock markets was in the form of foreign institutional
investors such as Canadian pension funds and
various credible investors from across the globe.
They saw the merit in Indian firms that were on the
developmental path; moreover, participation from
such investors found favour in the eyes of investors
who were generally outside the firm. At a broad
level, FlIs were expected to increase the legitimacy
and credibility of the Indian firms. Accordingly, one
may say put forward the hypothesis,

H2: Foreign institutional investor stake has a positive
influence on firm performance, in the emerging
markets context.

Firms take various decisions as part of their long-term
approach to business (Ortiz-de-Mandojana & Bansal,
2016; Koseoglu et al., 2020). For instance, strategy-
making involves suitable attention being paid not
only to financial metrics such as revenue and profit
growth but also to formulation and implementation
of approaches that would lead to sustained
competitive advantage (Rouse & Daellenbach, 1999;
Kabeyi, 2019) for firms. Consequently, we note that
such approaches predominantly focus on a) growing
the market through effective sales and marketing
strategies as well as b) investments in innovation with
the intent to come up with new or newer products
and services. Most firms are comfortable directing
a portion of their reserves towards research; the
apportioning leads to considerable work undertaken
by the development teams which could be part of
divisions such as ‘new product development’. The
expectation is that incrementally newer versions of
products or value-adds to existing services would
subsequently improve the profitability of firms.

Table 1: Variables in the Study

Consequently, we may posit that this would lead to
better firm performance, leading to the hypothesis,

H3: Firm actions directed towards intent-to-innovate
have a strong and positive influence on the market
performance of firms.

DATA & METHODS

From a large set of listed companies, samples were
drawn from three distinct industry groups - namely
1) Drugs and Pharmaceuticals, 2) Computer and
software services and 3) Cement and Steel. All the
chosen companies were listed on the Bombay Stock
Exchange. These groups had 193, 122 and 81 firms
respectively. For the year 2021-22, the list was arrived
at by removing all the firms which had missing data,
especially those relevant to the study. The rationale
behind the choice of these industry groups leaned
towards a good mix of industries that had tangible
output compared to industries where intellectual
capital remained the mainstay - for example, the
computer and software services industry. After
cleaning the data, the final set of firms was taken up
for multivariate regression analysis.

The independent variables are promoter stake,
foreign institutional investor stake and research
intensity. The first two variables depict the ownership
characteristics of firms while the third portrays the
intent-to-innovate. A suitable proxy for the third
variable is the ratio of research and development
expenditure to the sales value, which is termed as
the research intensity. The dependent variable,
firm performance was measured through price-to-
book value. Sales and age of firms were taken as the
control variables. Table 1 indicates the variables in
the study.

Name Description Measure
PRICETOBOOKVAL Price to book value Taken from PROWESS
INDUSTRY Industry Classification Classification Used
PROMSTAKE Promoter Stake % shareholding of Promoters
FIISTAKE Foreign Institutional Investor Stake % shareholding of FII
DEVEXPRATIO Development Expenditure Ratio Amount spent on R&D divided by Sales
AGE Age Years since inception of firm
SALES Sales Revenue taken from PROWESS
PAT Profit After Tax Profitability measure
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RESULTS & DISCUSSION
Table 2. Descriptive Statistics

Mean Std. Deviation N
PRICETOBOOKVAL 3.14 5.45 396
INDUSTRY 1.51 0.50 396
PROMSTAKE 53.28 18.54 396
FIISTAKE 3.78 7.27 396
DEVEXPRATIO 0.06 0.12 396
AGE 35.63 18.10 396
SALES 4.06 2.90 396
PAT 3662.69 20682.85 396
Table 3. Correlation Table

1] [2] [3] [4] [5] [6] [7] [8]
[1] PRICETOBOOKVAL 1.00 - - - - - - -
[2] INDUSTRY -0.11 1.00 - - - - - -
[3] PROMSTAKE 0.11 0.08 1.00 - - - - -
[4] FIISTAKE 0.23* 0.00 -0.24* 1.00 - - - -
[5] DEVEXPRATIO -0.03 0.13 0.00 0.00 1.00 - - -
[6] AGE -0.01 0.26* 0.06 0.02 0.08 1.00 - -
[7] SALES -0.10 0.56* 0.00 0.25* 0.16 0.30* 1.00 -
[8] PAT 0.13 -0.04 -0.02 0.35* -0.02 0.08 0.17* 1.00

Descriptive statistics relating to the study have been
provided in Table 2. A key finding is that the average
shareholding of promoters in the 396 firms is 53%
indicating very high concentrated ownership. This
is true for any sample of listed firms taken from the
Indian context (Waheed & Malik, 2019; Nashier &
Gupta, 2023) irrespective of industry. A key feature is
the low metric of R&D intensity observed at 6% due
to the higher domination of firms (N=193) belonging
to the group, ‘Drugs and Pharmaceuticals’. Actual
proof of investments in Research and development
for the other two groups is even lower and tends to
be in the zone of 0.0001 to 0.0003 which is negligible

Table 4: ANOVA Results

considering the comparison with the pharmaceutical
industry.

The correlations between all the variables under
study has been duly included as Table 3. Key
points of interest are the significance of correlations
between promoter stake and FII stake indicating
that where ownership concentration is high, foreign
institutional investors also hold higher shareholding.
A few other significant correlations such as the one
between sales and profitability are more logical in the
Indian context; larger Indian firms have historically
been more profitable.

Model Sum of Squares df Mean Square F Sig.
1 Regression 1387.382 7 198.197 7.439 .000b
Residual 10337.439 388 26.643
Total 11724.821 395

a. Dependent Variable: PRICETOBOOKVAL

b. Predictors: (Constant), PAT, DEVEXPRATIO, PROMSTAKE, AGE, INDUSTRY, FIISTAKE, SALES
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The F value is 7.439 indicated in Table 4. This value
is significant at the 1% level of confidence, leading
us to a valid rationale for using the regression as a
method. The R2 value is 10.2% indicating that a small
fraction of the variance in the firm performance is
explained by the variables under study. Low values
are common in management research especially
in scenarios where we have utilized proxies that
represent the firm’s decisions. To support, Dawson
(2014) indicates that more studies should focus on
understanding the interaction effects of variables
especially in social science research.

Table 5: Regression Results

The Ordinary Least Squares regression indicates
key findings for our understanding. Based on
interpretation of results in Table 5, we note that the
promoter stake as well as the foreign institutional
investor stake has a significant influence on firm
performance indicating that there is a certain amount
of explanatory power of these factors. Surprisingly,
AGE which s taken as one of the control variables has
no significant influence on firm performance. Similar
findings can be seen for Profitability (represented as
PAT). However, large firms have a significant impact
on market linked performance as indicated by the
variable SALES.

nstandardiz ndardiz . . . .
U Cs(:focil:ieCIl'ltsed S(tli)e?faic;iente: t Sig. Collinearity Statistics
B Std. Error Beta Tolerance VIF
(Constant) 0.80 117 0.68 0.50
INDUSTRY -0.26 0.65 -0.02 -0.40 0.69 0.64 1.56
PROMSTAKE* 0.05 0.01 0.19 3.76 0.00 0.93 1.07
FIISTAKE* 0.23 0.04 0.30 5.58 0.00 0.77 1.29
DEVEXPRATIO 0.16 2.15 0.00 0.08 0.94 0.97 1.03
AGE 0.01 0.02 0.03 0.52 0.60 0.89 1.12
SALES* -0.34 0.12 -0.18 -2.90 0.00 0.58 1.72
PAT 0.00 0.00 0.06 1.09 0.28 0.85 1.18

The regression results indicated that the ownership
characteristics, namely promoter stake and the
foreign institutional investor stake had a strong
and significant impact on firm performance while
the firm actions in the form of intent to innovate
(measured through research intensity) did not have
any impact on firm performance. Support, therefore,
is available for hypothesis H1 and H2. In the case
of development expenditure which is indicated
by the progressive nature of firms by their spends
on research, clearly market performance has not
favoured the firms, leading us to find lack of any
support for hypothesis H3.

IMPLICATIONS FOR PRACTITIONERS AND
ACADEMICIANS

The findings of the study point to an overwhelming
emphasis on the ownership concentration which is
a key feature of Indian firms. This, surprisingly is

appreciated by capital markets in the form of larger
valuations. Firm performance hence seems to have
a small measure of explanatory power that is being
provided merely one of the corporate governance
characteristic, whichis promoter stake. Thisimplicitly
assumes that the larger set of investors outside the
firm are able to ascribe superior decision-making
powers to the management, which largely comprises
of the founding family. Support has been found from
several recent studies also; for instance Chatterjee,
M., & Bhattacharjee (2021) as well as Al Farooque et
al. (2020) have papers that substantiate our paper’s
key finding in different countries. Implications for
practitioners mainly point to continuing with the
status quo - keep the promoter stakes at more than
50%. Reasons could be that in an emerging market
such as India where institutional enforcements
and contract mechanisms are still emerging and
have not become dominant, investors have shown
more confidence when owners remain at the helm.
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Support for this point can be seen from the way in
which family-managed business conglomerates such
as Tata, Reliance and Birla have shaped up.

Therole of foreign institutions and their shareholding
in Indian firms becomes prominent in determining
market linked performance. Our findings here point
to how investors view the participation of foreign
investors. Despite being passive shareholders
in the Indian firms, it is quite clear that market
performance rewards the ownership aspect of the
FlIs. Notable point is that none of the FllIs are part
of the family or promoters or founding members.
From a practitioner standpoint, it is quite clear that
FIIs should be encouraged to identify leading firms
in India and make substantial investments; over the
long term, it would lead to superior return on their
investments.

LIMITATIONS & CONCLUSIONS

Theresults indicate that the ownership characteristics
have been found to influence firm performance
significantly while the actions undertaken by firms
implicitly have had no influence on firm performance.
This reinforces the findings of earlier research while
justifying the need for deeper studies in this domain.
Management thinkers and scholars may find these
results illuminating; nevertheless, the limitations
are the smaller size of the sample and therefore the
generalizability of the results to a larger population.

Suitable proxy measures to include sustainability
in empirical research often involves the use of ESG
indices such as the one developed by Credit Rating
and Investment Services India Limited (CRISIL) or by
Bloomberg; these have not been incorporated in this
research. Going forward, such indices would feature
as suitable measures to identify with sustainability;
this is a major limitation of the current study.

Considering that ownership concentration is likely
to be held at relatively higher levels in India, it is
important that the investor community take note
of this. It is quite possible that large ownership
concentration leads to better and more profit-
oriented decisions that are taken by the top
management of these firms. Similarly, one can see

that the FII shareholding is viewed very positively
by the investor community, leading to a win-win
situation. In the long run, these studies are oriented
more towards reporting of results, that reflect the
marketplace reality.

REFERENCES

1. Adewale, G., Ayo-Oyebiyi, G.T., & Adebayo, S.A. (2013).
An Empirical study of factors that influence the adoption
of ecommerce in Nigerian business organizations.
International Journal of Business and Management Invention,
2(9), 28-33.

2. Al Farooque, O., Buachoom, W., & Sun, L. (2020). Board,
audit committee, ownership and financial performance-
emerging trends from Thailand. Pacific Accounting
Review, 32(1), 54-81.

3. Alabdullah, T.T.Y. (2021). Ownership Structure and the
Failure or Success of Firm Performance: Evidence from
Emerging Market; Cross-sectional Analysis. International
Journal of Business and Management Invention, 10(8), 17-20.

4. Assidi, S. (2023). Voluntary disclosure and corporate
governance: substitutes or complements for firm value?.
Competitiveness Review: An International Business Journal.
(In Press) DOI: https://doi.org/10.1108 / CR-08-2022-
0112

5. Auken, H.V,, Guijarro, A.M., & de Lema, D.G.P. (2008).
Innovation and performance in Spanish manufacturing
SMEs. International Journal of Entrepreneurship and
Innovation Management, 8(1), 36

6. Baah, C., Acquah, I.S.K,, & Ofori, D. (2022). Exploring
the influence of supply chain collaboration on supply
chain visibility, stakeholder trust, environmental and
financial performances: a partial least square approach.
Benchmarking: An International Journal, 29(1), 172-193.

7. Belkaoui, A., & Karpik, P.G. (1989). Determinants of
the corporate decision to disclose social information.
Accounting, Auditing & Accountability Journal, 2(1), 36-51.

8. Bergh, D.D., Ketchen Jr, D.J.,, Orlandi, I, Heugens,
P. P, & Boyd, B. K. (2019). Information asymmetry in
management research: Past accomplishments and future
opportunities. Journal of Management, 45(1), 122-158.

9. Bhimavarapu, V.M., Rastogi, S., & Kanoujiya, J.
(2023). Ownership concentration and its influence on
transparency and disclosures of banks in India. Corporate
Governance: The International Journal of Business in Society,
23(1), 18-42.

10. Chadchan, J., & Shankar, R. (2012). An analysis of
urban growth trends in the post-economic reforms

period in India. International Journal of Sustainable Built
Environment, 1(1), 36-49.

74 ¢ WeSchool Management Review - A National, Peer Reviewed (Bi-Annual) Research Journal



Examining Corporate Governance and Competitiveness in the Context of Firm Performance in India

11.Chandra, A. (2012). Cause and effect between FII
trading behaviour and stock market returns: The Indian

experience, Journal of Indian Business Research, 4(4), 286-
300.

12. Chatterjee, M., & Bhattacharjee, T. (2021). Ownership
concentration, innovation and firm performance:
empirical study in Indian technology SME context. South
Asian Journal of Business Studies, 10(2), 149-170.

13. Child, J. (1972). Organizational structure, environment
and performance: The role of strategic choice. sociology,
6(1), 1-22.

14. Clapham, SE., & Schwenk, C.R. (1991). Self-serving
attributions, managerial cognition, and company
performance. Strategic Management Journal, 12(3), 219-
229.

15. Dalton, D.R., Todor, W.D., Spendolini, M.]., Fielding,
G. ], & Porter, L. W. (1980). Organization structure and
performance: A critical review. Academy of management
review, 5(1), 49-64.

16.Dawson, J.F. (2014). Moderation in management
research: What, why, when, and how. Journal of Business
and Psychology, 29(1), 1-19.

17.Duan, Y., Yang, M., Huang, L., Chin, T., Fiano, F., de
Nuccio, E., & Zhou, L. (2022). Unveiling the impacts
of explicit vs. tacit knowledge hiding on innovation
quality: The moderating role of knowledge flow within
a firm. Journal of Business Research, 139, 1489-1500.

18. Elsayed, K. (2007). Does CEO duality really affect
corporate performance?. Corporate Governance: An
International Review, 15(6), 1203-1214.

19.Eng, L.L., & Mak, Y.T. (2003). Corporate governance
and voluntary disclosure. Journal of accounting and public
policy, 22(4), 325-345.

20. Filatotchev, I, & Nakajima, C. (2014). Corporate
governance, responsible = managerial  behavior,
and corporate social responsibility: organizational
efficiency versus organizational legitimacy?. Academy of
Management Perspectives, 28(3), 289-306.

21.Giang, H.T.T., & Dung, L.T. (2025). Sharing economy and
retailer sustainable performance: the mechanisms via
businessmodelinnovationand digital capabilities. Journal
of Innovation and Entrepreneurship, 14(1), 27.

22. Guthrie, K., & Sokolowskys, J. (2010). Large shareholders
and the pressure to manage earnings. Journal of Corporate
Finance, 16(3), 302-319.

23. Grimm, J.H., Hofstetter, J.S., & Sarkis, J. (2023). Corporate
sustainability standards in multi-tier supply chains-an
institutional entrepreneurship perspective. International
Journal of Production Research, 61(14), 4702-4724.

24. Haokip, T. (2011). India’s look east policy: Its evolution
and approach. South Asian Survey, 18(2), 239-257.

25.Healy, P.M., & Palepu, K.G. (2001). Information
asymmetry, corporate disclosure, and the capital
markets: A review of the empirical disclosure literature.
Journal of accounting and economics, 31(1-3), 405-440.

26. Kabeyi, M. (2019). Organizational strategic planning,
implementation and evaluation with analysis of
challenges and benefits. International Journal of Applied
Research and Studies, 5(6), 27-32.

27.Koseoglu, M.A., Altin, M., Chan, E., & Aladag, O.F.
(2020). What are the key success factors for strategy
formulation and implementation? Perspectives of
managers in the hotel industry. International Journal of
Hospitality Management, 89, 102574.

28. Kumar, N., & Singh, J.P. (2013). Effect of board
size and promoter ownership on firm value: some
empirical findings from India. Corporate Governance: The
International Journal of Business in Society, 13(1), 88-98.

29.Larwood, L., & Whittaker, W. (1977). Managerial
myopia: Self-serving biases in organizational planning.
Journal of Applied Psychology, 62(2), 194.

30. Mahajan, R. (2023). Measuring sustainability in india:
a comparative assessment of frameworks and key
challenges. In Measuring Sustainability and CSR: From
Reporting to Decision-Making (pp. 179-195). Cham:
Springer International Publishing.

31.Mallin, C.A. (2016). Corporate Governance. Oxford
University Press.

32. Manikutty, S. (2000). Family business groups in India:
A resource-based view of the emerging trends. Family
Business Review, 13(4), 279-292.

33.Misangyi, V.F.,, & Acharya, A.G. (2014). Substitutes
or complements? A configurational examination
of corporate governance mechanisms. Academy of
Management Journal, 57(6), 1681-1705.

34.Monks, R.A., & Minow, N. (2011). Corporate Governance.
John Wiley & Sons.

35.Mourtzis, D., & Doukas, M. (2014). The evolution of
manufacturing systems: From craftsmanship to the era
of customisation. In Handbook of research on design and
management of lean production systems (pp. 1-29). 1GI
Global.

36. Nashier, T., & Gupta, A. (2023). Ownership concentration
and firm performance in India. Global Business Review,
24(2), 353-370.

37.0lson, EM., Slater, S.F., & Hult, G.T.M. (2005). The
performance implications of fit among business
strategy, marketing organization structure, and strategic
behavior. Journal of Marketing, 69(3), 49-65.

38. Ortiz-de-Mandojana, N., & Bansal, P. (2016). The long-
term benefits of organizational resilience through
sustainable business practices. Strategic Management
Journal, 37(8), 1615-1631.

Copyright © 2025 by Prin. L. N. Welingkar Institute of Management Development & Research, Bengaluru ¢ 75


about:blank
about:blank

Ben and Viswanathan

39.Puni, A., & Anlesinya, A. (2020). Corporate governance
mechanisms and firm performance in a developing
country. International Journal of Law and Management,
62(2), 147-169.

40.Rouse, M.J., & Daellenbach, U.S. (1999). Rethinking
research methods for the resource-based perspective:
isolating sources of sustainable competitive advantage.
Strategic management journal, 20(5), 487-494.

41. Shleifer, A., & Vishny, R W. (1997). A survey of corporate
governance. The Journal of Finance, 52(2), 737-783.

42.Sternberg, RJ., & Horvath, J.A. (Eds.). (1999). Tacit

knowledge in professional practice: Researcher and
practitioner perspectives. Psychology Press.

43. Taylor, F.W. (2004). Scientific management. Routledge.

44. Tripathi, V (2019). Agency theory, Ownership structure
and capital structure: An empirical investigation in the
Indian automobile industry. Asia-pacific Management
Accounting Journal, 14(2), 1-22.

45.Van Oorschot, KEE., Johansen, V.A., Thorup, N.L.,
& Aspen, D.M. (2024). Standardization cycles in

sustainability reporting within the Global Reporting
Initiative. European management journal, 42(4), 492-502.

46.Vigneau, L., Humphreys, M., & Moon, J. (2015). How
do firms comply with international sustainability
standards? Processes and consequences of adopting the
global reporting initiative. Journal of business ethics,
131, 469-486.

47. Waheed, A., & Malik, Q.A. (2019). Board characteristics,
ownership concentration and firms" performance: A
contingent theoretical based approach. South Asian
Journal of Business Studies, 8(2), 146-165.

48. Yoshikawa, T., Zhu, H., & Wang, P. (2014). National
governance system, corporate ownership, and roles
of outside directors: A corporate governance bundle
perspective. Corporate Governance: An International
Review, 22(3), 252-265.

49.Zhou, W. & Liu, P. (2023). China’s property crisis
exposes corporate governance failure to the world.
Retrieved from https://www.business-standard.com/
world-news/china-s-property-crisis-exposes-corporate-
governance-failure-to-the-world-123090700103_1.html,
Accessed 27 September 2023.

76 ¢ WeSchool Management Review - A National, Peer Reviewed (Bi-Annual) Research Journal



Beach Warriors™ India: Balancing

Growth and Integrity

“Mera Kachra, Meri Zimmedari

Two Hands Can Do Wonders, Insaan Bano
— Chinu Kwatra (Beach Warriors™

by Khushiyaan Foundation, Founder)

14

WeSchool Management Review
A National, Peer Reviewed
(Bi-Annual) Research Journal
ISSN: 3107-7463 (Print)

Vol. 1, Issue 2, December 2025
pp-77-91

Prof. Indu Mehta and ?Prof. (Dr.) Chetna Mehta

KEYWORDS ABSTRACT
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Beach Warriors™

India, Chinu Kwatra,
Environmental Activism,
Community Engagement,
Corporate Partnerships,
Organizational
Sustainability and Social
Entrepreneurship

Kwatra, from a local beach cleanup initiative to a nationally recognized
environmental movement. It focuses on the challenges of scaling community-
driven environmental activism while maintaining authenticity, public trust,

and organizational sustainability. The case will be useful for understanding the
strategic considerations of partnering with corporate sponsors versus remaining
independent. It also provides insights into balancing social impact, growth, and
credibility in civic environmental leadership.

In September 2024 in Mumbai, India, Chinu Kwatra,
Founder of Beach Warriors™ India thereby under
the Khushiyaan Foundation, faced a very important
decision. Through the movement's launch on
September 3, 2017, Kwatra succeeded in turning the
small nature-friendly actions aided by volunteers
into a national insignia of community-initiated
environmental campaigns'. Up until now, Kwatra
has taken away more than 4,000 tons of waste from
the coastline and is still cleaning on weekends
summer every four days at the beaches. World fame

'Khushiyaan Foundation, “Beach Warriors.”

came their way when the documentary Oceans
Under Siege, which included Kwatra and his team,
was exhibited at the 10th Positive Cinema Week in
Cannes, France, winning the screening spot™

With  international attention and growing
expectations, Kwatra now faced a crucial strategic
dilemma: should Beach Warriors™ enter formal
partnerships with corporations and institutional
sponsors to scale nationally, or retain its independent,

’Hindustan Times, “From Dadar to Cannes: Dadar Beach
Warriors Take India’s Coastal Conservation to the Global
Stage.”
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community-led model that had built public trust
and authenticity? Corporate collaborations could
provide access to funding, technology, and broader
reach but risked compromising the grassroots ethos
that defined the initiative.

Remaining independent would preserve credibility
and community ownership but might constrain
resources and long-term sustainability. The decision,
which is due by the end of 2024, will affect the future
of Beach Warriors™ in terms of striking a balance
between social contribution and organizational
scalability, together with integrity, thus determining
their future as both a movement and a model for civic
environmental leadership in India that is sustainable.

BIRTH AND EXPANSION OF BEACH
WARRIORS™

On the early morning of September 4, 2017, three
childhood friends- Chinu Kwatra, Shraddha, and
Akshay decided to go to Dadar beach for a casual
outing. What is destined to happen unfolds in the
ways we never imagine. Their visit coincided with
the aftermath of the 1.5-day Ganpati Visarjan, during
which submerged idols had washed ashore. While
these idols were just debris for people visiting the
beach, Chinu and his friends decided to do something
immediately.

Wearing the hats as social workers, three of them
began collecting the submerged idols near the shore
with pure hearts to clean the beach. They say it only
takes one person to ignite a movement in others.
Inspired by the trio’s selfless actions and concern
towards the environment, around 15 beachgoers
joined them, and within an hour, Dadar Beach was
evidently much cleaner than before.

There was more waiting for them. When Chinu and
his friends returned the next day, they found that the
idols had washed back onto the beach. The incident
revealed the temporary nature of ad-hoc cleanups
and highlighted the need for a structured waste
collection and processing system. That was the day
when Chinu met his mentor, Professor Indu Mehta,
who was equally dedicated to supporting their
initiative for the environment.

“ThatmorninginSeptember2017, we wentforacasual
visit to the beach. When we saw the idols washed up
after the Ganpati Visarjan, we immediately decided
to clean up. What amazed all of us was how quickly
other people also joined us in cleaning the beach. It
was just a mere instinct to act, but soon became a
movement. In later interviews, Kwatra noted that the
early response from beachgoers demonstrated how a
small voluntary act could inspire collective action.

A one-day activity soon turned into five, with more
and more Mumbai residents joining them. (Exhibit
1). Dadar Beach never looked this spotless after the
Ganpati festival. What followed was more intense.
Taking inspiration from a social activist and a lawyer
synonymous with the world’s largest beach clean-up
work at Versova Beach, Afroz Shah’s3 and guidance
from Professor Indu Mehta, they decided to take the
plunge of cleaning every weekend, which eventually
led to the birth of “Beach Warriors™.’

“In the month following the Ganpati festival, we
continued our clean-up initiatives without any
support and funded our own supplies collectively.
Our work caught media attention, and even many
influencers and celebrities started supporting our
movement. When Professor Indu Mehta referred
to all the volunteers as ‘Ninja Warriors’, the name
‘Beach Warriors’ finally came into place.”

The* Report says that India will release 391,879
tonnes of microplastics into the water. The statistics
also mention that India is projected to become the
second leading polluter of water bodies after China.
Since 2017, Beach Warriors™ have completed seven
years of clean-ups and removed approximately
40,000 tonnes of waste. It has conducted clean-up
activities on eight different beaches in Mumbai,
namely Bandra, Worli, Gorai, Juhu, Malad, Cuffe
Parade, Dadar and Khar.

“Our dedication has earned us many recognitions,
including a National Record in the ‘Limca Book of
Records’ in 2018 and a World Record from ‘Harvard

SCHAMPIONS OF THE EARTH, “Afroz Shah - Inspiration and
Action.”

*Plastic Overshoot Day Report, “In 2024, India to Be among

the Top 4 Contributors of Microplastics Released into Water
Bodies.” Down to Earth.”
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World Records” in 2021 and many more recognitions
and awards, which motivate us to keep pushing our
boundaries to serve the community.”

CORPORATE ESG AND VALUE CREATION

The efforts of Beach Warriors™ are a perfect
example of how community engagement leads to
environmental and social benefits.

In the first edition of the Principles of Community
Engagement, Center for Disease Control and
Prevention (CDC) provided a working definition of
community engagement:

“...the process of working collaboratively with and
through groups of people affiliated by geographic
proximity, special interest, or similar situations
to address issues affecting the well-being of those
people. It is a powerful vehicle for bringing about
environmental and behavioral changes that
will improve the health of the community and
its members. It often involves partnerships and
coalitions that help mobilize resources and influence
systems, change relationships among partners, and
serve as catalysts for changing policies, programs,
and practices”.

Environmental, social and governance (ESG) issues
are becoming increasingly important than ever
to improve social responsibility and encourage
community support & involvement. Chinu
rightly said, “We have raised public awareness of
sustainability issues in seven years of our journey.
Our efforts are not only to educate residents but also
to help other authorities, investors, and members of
society make informed and educated decisions. Our
message was so powerful and clear that it motivated
the different parties to talk between them. At first, our
goal was just to make cleanup awareness, but now
we have developed a complete platform that even
considers MRF recycling as part of our mission.”

The action has gotten rid of a great amount of plastic
waste, and at the same time, it has dealt with the
pollution in rivers and lakes and the number of
informed residents has gone up by thousands. The

*Community Stress Resource Center, “Principles of Community
Engagement (2nd Edition).”

work of Beach Warriors™ finds its place right next
the main Environmental, Social, and Governance
(ESG) objectives®.

ENVIRONMENTAL IMPACT

On the Environmental (E) front, Beach Warriors™
has made a significant change by reducing plastic
waste from beaches and waterways (Exhibit 2).
This initiative addresses the root causes of pollution
through consistent beach cleanup activities (Exhibit
3) and tackling pollution in rivers and lakes. As they
are spreading the awareness of responsible waste
management, it has prevented further environmental
degradation. Moreover, it also encourages hands-
on sustainability education by educating local
communities and residents regarding sustainability
practices and waste disposal. (Exhibit 4)

Waste Management

One of the prime focuses of Beach Warriors™ has
been to unite local communities and encourage a
sense of shared responsibility, which finally led to
the creation of a power-packed volunteer-driven
collective action.

According to Beach Warriors™" Annual Report
2020, approximately 3,100 people participated in
beach clean-ups across nine locations and collected
approximately 36 tons of waste. The pandemic
brought a halt to beach cleanup, but as soon as
restrictions were lifted, volunteers gathered in
numbers to restart their cleanup activities. It
resumed from 29th August 2020, which saw around
150 participants. They collected 2.4+ tons of waste
from beaches like Dadar, Juhu, and Gorai.

Year after Year, Beach Warriors™ has observed a
considerable increase in volunteerism. 2021 saw a
noticeable increase in participation. To highlight, the
cleanup from September 12, 2021, to September 21,
2021 (exhibit 5 [a]) saw more than 2000 volunteers,
particularly for the Ganpati Visarjan season. They
cleaned over 20+ tons of waste. The same year,
Beach Warriors™ partnered with various groups,
including corporates, colleges, and BMC (e.g., Patkar

*workiva, “What Is ESG? Everything You Need to Know About
Environmental, Social, and Governance.”
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College, Chetna College, and corporate teams),
to drive participation and maximise the reach.
In another instance, on November 6, 2021, Beach
Warriors™ supported and emphasised women'’s
empowerment, where female students of Patkar
College of Commerce and Economics joined hands
and led a cleanup. 2022 also kicked off with multiple
cleanups, leading to the collection of tons of waste.
This year’s highlight in terms of highest participation
was on January 23, 2022, when 4,000+ participants
across India collected over 10 tons of trash. (Exhibit
5 [b]).

In 2023 and 2024, Beach Warriors™ continued to
grow in both participation and impact and further
solidified its role in environmental stewardship.

SOCIAL IMPACT

In terms of Social (S), Beach Warriors™ promotes
community engagement as volunteers and residents
actively involve themselves in the clean-up
initiatives. It helps promote and build a generation
of environmentally conscious people when youth
participate in the initiatives. They are becoming
environmental stewards by letting their actions
speak louder than words.

Statistics also reveal that in June 2022, the
participation in cleanups was quite modest, with
community members and RWA participants making
up the majority. At the beginning of the year, the
number of volunteers for Beach Warriors™ was only
15, but they grew spectacularly in just 3 months.
Through the end of September 2022, the community
and RWA participant numbers were almost the
same. The month of December 2022 and March
2023 witnessed an enduring rise, as the Community
Participants, RWA Participants, and Government
Representatives kept exceeding the number of 200
participants all the time. This increase indicates the
growing interest of local communities. (Exhibit 6)

On the other hand, another area, which had a
positive outlook, was the student participation. The
data points out that the count of student participants
gradually rose during the time from June 2022 to
March 2023. Starting with 1,070 students on June 30,
2022, the number more than doubled by September

30, 2022, reaching 2,853 participants. By the end of
2022, on December 31, student involvement further
increased to 3,730. This upward trajectory continued
into the new year, culminating in an impressive 5,302
student participants by March 31, 2023.

Social media has a bigger role to play in increasing
the involvement of students in cleanup activities.
The way social media platforms spread the word
about Beach Warriors™, success stories, activities,
campaigns, before & after videos of cleanups, and
other impactful visuals, turned cleanup events into
meaningful community-driven gatherings where
youth feel motivated and empowered to take action
for the environment.

In addition, WhatsApp has been used extensively
as a primary communication channel for planning,
coordination and real-time updates. (Exhibit 7).
Through WhatsApp, Beach Warriors™ send location
details, safety guidelines, and waste segregation
instructions directly to participants.

In Year 1, Beach Warriors™ witnessed a 15% growth
in volunteer numbers by the end of the year. Due to
the popularity of influencer-supported events and
well-coordinated social media calls to action, Year 2
saw a 30% increase in volunteer sign-ups. In Year 3,
the volunteer base increased by 45% due to impact
reporting, influencer partnerships and community-
focused content.

GOVERNANCE AND VALUE CREATION

From a Governance (G) perspective, Beach
Warriors™ demonstrates strong ethical practices by
operating without any official funding or external
financial support from authorities. It maintains
transparency and accountability in how resources
are managed and used. Clean-up activities by Beach
Warriors™ also promote responsible tourism and
public interest.

Its selfless efforts, transparency and accountability
towards the environment can be clearly analysed
when one looks at the recognition and awards
received by the Beach Warriors™ (Exhibit 8). It has
been covered by many media platforms like Mumbai
Mirror, Zee Business News, and Hindustan Times,
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which document their beach cleanups and volunteer
efforts, such as the International Coastal Cleanup
Day at Dadar Beach, where 2,000 volunteers
participated. Collaborations like the Eco-Bappa
Morya Campaign with actress Amrita Rao also
highlight Beach Warriors™" dedication towards an
eco-friendly action.

Chinu Kwatra actively represented Beach Warriors™
at various national and international platforms such
as Innofest India 2024, the Sustainability Hour in
Dubeai, IIT Bombay, and the MOSAIC SDG Conclave
in Gorakhpur. He not only shared the story of his
transition from “the garbage guy’ to ‘the cleanliness
guy’ but also encouraged the youth and the audience
to take on the challenge of environmental change by
being responsible personally.

Beach Warriors™ maintains transparency on its
social media platforms by sharing real-time updates
and impactful stories. With 549k (as of November
2024) followers on Instagram, the posts frequently
showcase the collaborations, recognitions and new
initiatives that Chinu Kwatra do (Exhibit9). The NGO
page Khushiyaan Foundation, with a follower count
of 18.8k (as of November 2024), showcases before-
and-after cleanup visuals, volunteer contributions,
and partnerships with influencers and public figures.
(Exhibit 10)

This is the era of digital interconnectedness, where
social media has a pivotal role to play in mobilising
communities for social and environmental causes.
According to certain reports, as of 2024, there are
over 4.8 billion people who consume social media
(Facebook, Instagram, Twitter and other such
platforms) 7. In India alone, there are approximately
467 million social media users, which makes this
medium ideal for driving collective action.

For Beach Warriors™, social media played a
pivotal role in turning a small beach clean-up into
a widespread movement. In the early days, Chinu
and his friends started sharing photos and videos
of their clean-up efforts on platforms like Instagram
and Facebook. These posts quickly gained traction
and motivated thousands of inspired users to join
the cause.

“Statista, “Number of Internet and Social Media Users
Worldwide as of October 2025 (in Billions).”

From 2017 to 2024, Beach Warriors™ saw
exponential growth in its social media presence.
Through platforms like Facebook, Instagram, and
later LinkedIn, Beach Warriors™ reached a wide
audience and successfully engaged individuals,
particularly youth, to take action.

Gradually, Beach Warriors™ became successful
in showing real-time updates, success stories, and
transformation photos of beaches with the support
of their social media handles. Consistent posting
across these platforms created a community that not
only liked and shared content but also joined clean-
ups, which was the real intent.

According to Kwatra’s public statements, the
year 2017 marked a major turning point for Beach
Warriors™. The team’s before-and-after images of
beach cleanups went viral on social media, drawing
widespread admiration and engagement. The
endeavor quickly garnered notoriety among the
stars, politicians, and big news channels, resulting
in more than a hundred news features in a single
year. Kwatra’s increasing recognition as a social
entrepreneur not only widened his reach but also
gave him a bigger platform to talk about and promote
environmental awareness throughout India.

Along with the regular updates on the amount
of waste collected and the completion of various
clean-ups, Beach Warriors makes its impact metrics
public on social media. They proved to the world
how powerful united action can be. This openness
allows the volunteers to recognize the importance of
their input, which then encourages them to take part
and be responsible for the long-term environmental
goals.

Year-on-Year Growth in Social Media
Engagement

The different Beach Warriors programs have
gotten the attention of all demographic groups and
engagement has become a steady uptrend as a result
of it.

In Year 1, the engagement was moderate. The slow
but steady increase in engagement was primarily
through community members, grassroots followers
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and environmental activists. The showing of before
and after pictures of clean-ups and other visual
content on social media gave a 20% increase in
engagement.

In Year 2, when Chinu Kwatra made a decision
to partner with local influencers, it resulted in an
instant increase in the height of the engagement
graph. And the events were even better with the
media coverage, seasonal clean-ups as well and
thus the engagement of 35% from the previous
year was earned. Plus, Ganesh Visarjan and World
Environmental Day clean-ups were other sources of
engagement increase.

By Year 3, thecollaboration of high-profileinfluencers,
the dissemination of more general sustainability
messages, and the very precise campaign activities
with a huge variety of audiences as their strengths
contributed to a 45% rise in the engagement rates.
The posts related to the extracted waste amount,
the educational content on waste management and
environmental conservation, and other metrics were
under the spotlight and received great attention.

Beach Warriors™ has employed a diverse range of
content, including call-to-action posts, ‘before and
after’ pictures of different beaches from cleanups,
upcoming events, and campaigns as well. They
frequently used hashtags such as #SaveOurBeaches
to extend the reach. Educational posts about waste
segregation, composting, and reducing plastic use,
reinforced by infographics, also contributed greatly
to the overall impact.

The posts that present transformational images or
videos of the most cleaned beaches so far receive the
greatest likes and shares, as they directly appeal to
people’s minds. Content promoted by influencers
and celebrities resulted in a 30 to 35% increase in
engagement, thus generating a wider reach and
higher participation®.

Post comments mostly make positive statements
and support the cause, while a number of users
are inviting their friends by tagging them to join
in. Hashtag performance has been one of the most

8Garcia, Dominguez, and Herrero, “Communication Using
Celebrities in the Non-Profit Sector Determinants of Its
Effectiveness.”

important metrics, with #SaveOurBeaches and
#BeachCleanupMumbai consistently increasing,
particularly during the time of major events. The
use of campaign-specific hashtags has also been
successful in creating targeted conversations and
revealing the extent of Beach Warriors™ initiatives.

Strategic Involvement of Influencers

Another significant contributor to the growing
engagement and participation in Beach Warriors™
has been the strategic involvement of influencers.

The power of digital influence is undeniable when
one looks at statistical data. There are over 5.22
billion internet users worldwide as of October
2024. Chinu knew the potential of social media and
how revolutionary this medium can be to mobilise
communities. To increase the reach and impact of
Beach Warriors™, Chinu collaborated with well-
known personalities like renowned dancer Raghav
Juyal, Indian rapper Raftaar, famous actress Raveena
Tandon, veteran actor Amitabh Bachchan, actor &
film producer Sunil Shetty and many more celebrities
and influencers. Chinu tapped into their expansive
follower networks to instantly amplify the cause’s
visibility. (Exhibit 11)

In Year 1, only local figures and community leaders
were involved; therefore, the influencer participation
was quite limited. Despite this, influencer-driven
posts boosted visibility, which led to a 15% increase
in follower count.

Year 2 saw the participation of regional celebrities
and environmental advocates, which led to a 25%
increase in audience reach and a steady rise in
volunteer turnout. Cleanup campaigns promoted by
influencers not only generated higher engagement
spikes but also broadened the demographic reach.

Year 3 saw the involvement of high-profile
celebrities, taking the project to another level. The
events supported by the influencers combined with
promotions across various platforms, resulted in
a 50% increase in the engagement during and after
each celebrity event.

The partnership between celebrities and Chinu
Kwatra resulted in a major increase in awareness
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and involvement. This made thousands of new
volunteers come forward to the clean-ups since
they were encouraged by seeing the participation
of their popular public figures. Moreover, these
endorsements attracted media coverage, leading
Beach Warriors to be known as an environmental
movement in Mumbeai.

Material Recovery Facilities and Recycling Ini-
tiatives

Chinu Kwatra has not merely limited himself to
beach-cleaning but acted through a series of steps by
linking cleanup operations with an MRF (Material
Recovery Facility) so that no waste would only be
cleaned off the beach but also recycled’.

Chinu’s new project took him another step closer to a
sustainably innovative world as he turned waste into
public benches. Such a project is also an example of
the total environmental responsibility concept where
the waste destined for the landfill gets turned into
community goods.

“These benches are placed in high-traffic areas
to serve as a reminder of the impact of Beach
Warriors™ and the potential of recycling to create
positive change.

STRATEGIC ALTERNATIVES FOR BEACH
WARRIORS™

The journey of Beach Warriors™ India was marked
by a continual rise over a span of seven years and
gaining national recognition at the same time. The
decision was now to be taken by the founder, Chinu
Kwatra, whether to continue the movement’s impact
or let it die, but the latter in a way that was still
retaining its grassroot integrity. The two strategic
alternatives were the result.

Option 1: Expansion through Corporate
Partnerships

Beach Warriors™ could get the national scaling by
collaborating with the corporates and institutions
because it would enable the access to funding,
technology, and the volunteer networks under

‘Wikipedia, “Materials Recovery Facility.”

corporate ESG programs. By this way of partnership,
the company is sure to be strengthened in its
operational capacity and reach out to more people
in India. At the same time, these partnerships could
risk introducing control through bureaucracy,
accusations of “greenwashing,” or shifting the
focus from the community engagement to brand
promotion which might lead to public trust and
volunteer motivation being undermined.

Option 2: Maintaining an Independent,
Community-Led Model

Continuing as a volunteer-driven project under the
Khushiyaan Foundation would not only keep the
community involvement, but also the transparency,
authenticity of the NGO practice which have been
the key factors to the success of the movement.
Getting the support of the public would also mean
that the organization would not be tied in the
decision-making process stuck and hence, movement
would continue to be credible. On the other hand,
the reliance on the public is a significant drawback
because it might not always be steady funding that
could lead to restrict expansion, limit infrastructure
development, and posing long-term sustainability
challenges.

Both options held clear advantages and trade-offs.
The founder, Kwatra, now was the one who needed
to determine whether to engage in partnerships
capable of turning Beach Warriors™ into a national
model or maintaining the independence that made
it a reliable representer of environmentally friendly
changes through non-governmental participation.

The Future

As a Social Activist, Environmentalist, Motivational
Speaker, Influencer and Social Entrepreneur, Chinu
Kwatra has come a long way with Beach Warriors™.

On the 10th anniversary of the Swachh Bharat
Mission (SBM) on October 2, 2024, Beach Warriors™
completed its 348th week of cleanup at Juhu
Koliwada Beach. The journey of Beach Warriors™
is a living example of how community engagement,
celebrity involvement, and sustainable practices can
drive real environmental change in society. Through
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the strategic use of social media, Chinu Kwatra
amplified the reach of Beach Warriors™, which
transformed a local clean-up initiative into a large-
scale movement. Social media platforms allowed
the initiative to engage thousands of volunteers,
share real-time progress, and foster an active online
community that extended well beyond Mumbai.

Looking ahead, Beach Warriors™ aims to expand
its clean-up model to additional locations, partner
with more influencers, and strengthen its recycling
network. By enhancing engagement on social media
platforms, Beach Warriors™ will continue to inspire
a new generation of environmental advocates.

As Beach Warriors™ looks to the future, it raises two
important questions:

1. Howcanwe, asindividuals and communities,
take greater responsibility for our

Exhibit 1: Core Team Behind Beach Warriors™

environment in the face of ongoing pollution
and damage to the environment?

2. What role does personal accountability play
in environmental sustainability?

Decision Point

At the end of the year 2024, Chinu Kwatra faced a
decisive question for Beach Warriors™ India: should
the company tie up with corporate sector players
for nationwide expansion or stick to its community-
driven, independent existence? The two options
came with different but equally attractive and
dangerous consequences. The choice would decide
the way Beach Warriors™ mixed up the three things,
i.e., authenticity, growth, and sustainability, while
still being engaged in their mission of being the first
in civic environmental matters.

MEET THE CORE TEAM

*' CHINU KWATRA

FOUNDER
WORKING SINCE SEPT 2017

Source: Beach Warriors™

SWARLUP TOHAL PARVE. SHEIKH
RER CORETEAM
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Exhibit 2: Tons of Waste Collected by Beach Warriors™

TONS OF WASTE COLLECTED
*

500
I 205.1 TONS
T Dadar,
162.73 :?dNaf Prabhadevi.
= t Juh
84.51 TONS Prabhadevi, by
29.5 TONS | Dadar, Juhu Juhu
o Dadar, Juhu, & other
TONS Madh, nearby
Dadar, Juhu. Erangal, areas
Madh, Worli. Chimbai
Erangal. Cuffe Khar Danda.

Parade, Gorai,
Chimbai. Khar
Danda

2023 2024"

The year 2024 shows data till October 2024

Source: Beach Warriors™

Exhibit 3: Number of Cleanups Done by Beach Warriors™

NUMBER OF BEACH CLEANUPS

Source: Beach Warriors™
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Exhibit 4: Sustainable Practices Promoted by Beach Warriors™ Through Cleanups

NO. C y
1 | Jeormasne 436 1 D 457

ER OF NUI ES NUMBER OF NURDLES
d IEirE 509 2 Yaemormmols 354

APR’22-
MAR’23

APR’23-
MAR’24

AMOUNT OF WASTE AMOUNT OF WASTE
3 COLLECTED 205+ 3 COLLECTED 82+

AMOUNT OF WASTE
4 HANDED OVER TO

4 AMOUNT OF WASTE
MUNICIPALITY

HANDED OVER TO
MUNICIPALITY ?3;:

Source: Beach Warriors™

Exhibit 5: One of the Largest Cleanups Conducted on January 23, 2022

Source: Beach Warriors™
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Exhibit 6 (A): Total Number of Participants Participated in Cleanups

TOTAL NUMBER OF PARTICIPANTS

. BEACH WARRIOR VOLUNTEERS COMMUNITY PARTICIPANTS
. RWA PARTICIPANTS . GOVERMMENT REPRESENTATIVES
300 286 783
269
250

208 216 218

200

150

100

30-06-22 30-09-22 31-12-22 31-03-23

Source: Beach Warriors™

Exhibit 6(b)
NUMBER OF STUDENT
PARTICIPANTS
6000 5302
5000
4000 3730
G060 2853
2000
1070
1000

30-06-22 30-09-22 31-12-22 31-03-23

Source: Beach Warriors™
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Exhibit 7
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Exhibit 8: Awards and Recognitions Received by Beach Warriors

Source: Beach Warriors™

AVWARDS & RECOGHNITIONS

Represented Mumbai's Beach Cleanup by Beach
warriors India at the Glaobal prestigious event - 10ThH 1HW
Summiton Septembear 2024 at Dubai!

Recelved CSR Times Award Aug Z2024-for project Beach
Warriors

Received Meaedal in CSR Swaccha Bharat Project category
Aar CSR Haealth Awards - 2024

Receivaed Environment Sustainability Award By Hon.
Gowvernor of Maharashtra Shri Ramesh Bias Ji

Received The Honour of Social Servicelnfluancer By
MActor Suniel Shetty At Trendsetter Awards 2024 1n
Mumbai.

5. Published in Limca Book of Records (November 27,
2018).

Honoured b
Exchan
Social

Coin Foundation and Bombay Stock of
th MNorth East and Unsung Heroes Red carpet
ward 2022

8. aAwarded by Dadasaheb Phalke icomn award 2022 Tor
beaing a social activist influencer held in Dubai
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Golden Globe Eminence Award 2023 (presanted by
Barkat Production)

Panaelst at international climate action event organized
by the Bahamas Government and Youth of India
Foundatiaon

Global lcon Award 2021 Recognized as most pramising
young entreprenaur and social worker in Mumibai

Beach Warriors’ littering awareness campaign covaerad by
T Times Now

Unsung Hero recognition by LLM.ULN (April 14, 2018)

Falicitation by UN Environment head, Mr. Erik Solhaim
(May 27, 2018)

Felicitation by Mahindra & Mahindra (June 5, ZO018)
Falicitation by Technip (June 8, 2018)

Felicitation by Ghanshyamdas Jalan College (July 28,
2018)
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Exhibit 9: Social Media Page of Chinu Kwatra (Instagram)
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Exhibit 10: Social Media Page of Khushiyaaan Foundation ‘Beach Warriors” (Instagram)
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Exhibit 11: Support by Celebrities and Influencers

ENGAGEMENT ON SOCIAL ENGAGEMENT ON SOCIAL
MEDILA POSTS MEDIA POSTS
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ABSTRACT

The question that this paper raises on the manner in which artificial intelligence is
transforming the face of the modern financial path, as far as the money management and
foreign exchange trading are concerned, is how artificial intelligence augments routine
operations, including fund reconciliation, elimination of discrepancies, and computation
of NAV/GAV. In this analysis, the importance of machine learning is highlighted, And
robotic process automation in leading to increased accuracy, speed, and strategic power.
large organizations. The study is based on published sources and interviews with specialists,
and operational evidence and defines the ways in which Artificial Intelligence can help
to lower the cost, minimize human error, and prioritize complex trading. Meanwhile it
integrates persistent challenges relating to data fidelity and institutional flexibility.. At
the end of the paper, practical recommendations to enhance the role of Al in financial
services are given and areas where further ethical and operational research are required
are identified.

INTRODUCTION
Background

Research Problem

In the last ten years, corporations have invested the
massive amount of money in Al tools to improve

Financial markets, more so the currency market,
have been driven to higher levels of complexity,
extent and speed through globalization and high rate
of technological innovations. Due to this, banks are
now faced with the necessity to reconcile accuracy,
regulations and profitability coupled with an unseen
tenderness in the market in the form of volatility and
competition. According to this research, Al creates
a paradigm shift in redesigning treasury operations
in corporations to establish a tempo with a more
vibrant and interdependent financial environment.

efficiency, reduce the risks of operation, and gain a
competitive angle. Monitoring of compliance, the
optimization of portfolios, trade execution, and
fraud detection have all occurred better because of
automation and predictive analytics. The potential
of Al to simplify those processes is self-evident:
acceleration of data crunching, increased ability
to spot anomalies, and human-impossible insight.
At present, there is a lack of strong, transparent
research that clearly defines the real benefits of Al
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*Student of PGDM-E Business, Prin. L. N. Welingkar Institute of Management Development and Research

92 ¢ WeSchool Management Review - A National, Peer Reviewed (Bi-Annual) Research Journal



Al Assistance in Monetary Management

or weighs them against potential drawbacks. The
true return on investment of artificial intelligence —
and even the unpredictable outcomes—remains
somewhat muddled for the majority of stakeholders,
from senior executives to regulators to clients. It is
not yet fully apparent the degree of impact Al truly
has in everyday finance. This calls for a definite need
for further in-depth studies and real-world examples
that can illustrate exactly how Al serves to enhance
efficiency, address risks, and provide a strategic
advantage in financial activities.

Objectives

¢ Evaluate how Al tools influence NAV and
GAV calculations.

¢ Investigate the impact of Al integration on
break management and reconciliation.

¢ Analyze benefits, drawbacks, and industry
best practices for Al in institutional currency
trading.

LITERATURE REVIEW

Artificial Intelligence (Al) has to do with endowing
machines particularly computer systems with the
capability of undertaking jobs which most of the
times require human intelligence. Such occupations
include problem solving and decision making,
learning by doing, and comprehending natural
language, finding patterns, and adapting. Artificial
intelligence in the field of finance is disrupting
everyday business processes by increasing
performance, reducing expenses, and enhancing
decision-making. Among the actual applications
which we have observed:

The term monetary refers to anything related to
money, finances, or the management of money. It is
commonly used in economics, finance, and policy
discussions to describe matters involving currency,
prices, interest rates, and the supply of money within
an economy. For example: Monetary policy refers to
the actions taken by a country’s central bank (like the
Reserve Bank of India or the Federal Reserve in the
US) to control the money supply and interest rates
in order to achieve economic goals like controlling

inflation, encouraging growth, or stabilizing the
currency. Monetary transactions are exchanges of
goods or services for money. Monetary value refers
to the worth of something expressed in terms of
money.

The evolution of artificial intelligence in finance has
gone a step ahead from intermediate rule-based
automation and machine learning methodology
to modern generative models, causing significant
changes in the data processing and decision-making
facets of financial services.

Key Advances Include

¢ The emergence of algorithmic trading and
high-frequency trading techniques.

¢ The application of natural language
processing for sentiment analysis and market
analysis.

¢ The implementation of robotic process
automation (RPA) in operational back-office
environments.

AI Models and Tools in Foreign Exchange

As of today, new opportunities arise due to the
fact that the foreign exchange market is capable of
leveraging all the benefits of artificial intelligence. By
making the predictive modelling, machine learning
and real-time analytics a part of their practice, traders
are thus gaining a competitive edge. Such systems
allow traders make decisions more wisely, faster, and
increase liquidity. Some very practical applications
are given below: Pattern recognition on price charts
and technical indicators: Al models take in bulk
quantities of past and current price data during
the process of recognizing patterns, trends, and
anomalies that warrant profitable trading chances.
The idea is that, with the neural networks, machine
learning can discover the new relations between
such technical indicators as moving averages, RSI,
Fibonacci levels, and price movements, which make
a trader conclude in what way the market moves.
Sentiment Detection by News, Social Media, and
Economic Releases: Natural Language Processing
is an Al software that may read and understand
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large volumes of financial written content to find
sentiment that transpires out of unstructured
feeds including social media, financial news, and
governmental economic reports. It will allow traders
to gauge the mood in the market and its movements.
The markets are under constant surveillance by
advanced algorithms of different aspects. They
signal in case they notice the occurrence of some risk
factors such as liquidity issues or volatility, price
spreads. In line with this, the earlier such risks are
identified, the less exposure traders are vulnerable
to, and hence end up not making a loss. Trade
Executive and Liquidity Management: Artificial
Intelligence-Enabled Trading Bots. Algorithms
trading bots rely on Al to trade mindfully and at
strategic instances to curtail the extent of manual
error and latency that would be faced. The trading
bots can also assist in ensuring the existence of a
liquidity as the bid-ask spreads are modified, orders
are placed across various markets, and funds are
distributed effectively. Through implementation
strategies such as smart order routing (SOR) or
transaction cost analysis (TCA), which are powered
by Artificial Intelligence, the execution strategies
significantly enhance profitability by minimizing the
costs incurred by traders by lowering their trading
costs and slippage.

Gaps and Opportunities

This research will delve deep into systems of strategic
decision-making in the management context and
explain how executives use market information,
customer expectations, technology expertise, and
instructions to devise a strategy. An important area of
interest is the manner in which the institutions accept
the new technologies, such as artificial intelligence,
machine learning, and automation, for saving
costs and to avoid errors with translucency. These
technologies not only relieve the standard workload
from running the normal functions but also create
better understanding and responsiveness to service
delivery that can eventually create a competitive
advantage in the fast-moving finance world of today.
This particular research offers an overall perspective
into how large financial institutions are trying to

balance operational efficiency, speed of strategy, and
compliance with laws. Using their own analysis for
context, together with the theoretical and empirical
analysis, it provides a contribution to the discussion
around opportunities and challenges of financial
institutions that strive to be flexible and competitive
in the complex and dynamic world of the global
economy.

Theoretical Framework

There are a number of established theoretical lenses
that I utilize in this investigation to look into Al
adoption in banking;:

¢ Diffusion of Innovation Theory (Rogers,
2003): The ability of the bank to rule out
the AI implementation demonstrates the
essential stages of change management with
the creation of the sense of urgency, staff
empowerment, and new practices as a part of
the corporate culture establishment.

RESEARCH METHODOLOGY

In the qualitative aspect, collected observational
data, constructed a process map, and organized a
set of stakeholder interviews around the firm. In a
quantitative sense, able to check out the industry
norms as well as our own performance statistics,
dig into the system dashboards and read survey
comments.

Data Collection
¢ Daily practice: data related to NAV, GAV,
and break management.
¢ Interview with fund managers, analysts and
IT experts.

¢ Totalization of time-series data and the
product of Al-based systems.

Analysis Using the Tool of Descriptive
Statistics,

The time savings and reduction of risk using Al
are significant measured in quantitative measures.
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Operations that used to take several hours, some
even days of manual work can now be completed in
a few minutes; such are operations NAV and GAV.
Reconciliation errors that have been considered
a persistent operational pox have dropped
significantly enhancing precision and encounter in
financial reporting. More speedy delivery of client
deliverables and internal reporting has in its part
contributed to enhanced operational efficiency and
confidence among stakeholders.

RESULTS AND DISCUSSION
Predictive Analytics and Trade Automation

Artificial Intelligence (AI) has enabled banks and
hedge funds to search through the piles of data
hunting the patterns, forecast how the prices will
move and act fast and precisely, something human
traders will simply not be able to do. These systems
seem interactive and ready to move in any direction
the markets move, compared to the old-school,
spreadsheet-based methods that we learn how to
use in the classroom. One of the outstanding ones
is price forecasting. Al can review past market data,
historical pointers of macroeconomic variables,
sentiment analysis, not forgetting trends picked out
of news headlines and social media, using neural
networks or deep learning models. The models
spew out forecasts of future price changes which
are not only more accurate than techniques based
on traditional statistics but also faster. All this is
possible by learning these non-linear relations and
by exploiting these obscured patterns within the
anarchy of large amounts of data.

In addition to basic forecasting, machine learning
is now allowing traders to computers all aspects
of determining whether to open or close. These
systems track the real-time stock price alongside
historical data, model risk/reward ratios, and in
milliseconds, are able to initiate, when the window
is available, trading. They reduce the probability for
the human error that could flavor wrong decisions.
They are capable of more instantly referencing
information, and will not introduce any subjective
thinking. The realm of algorithmic execution is also
enjoying a surge in positive sentiment. In this case,

the machine learning based models (algorithms)
will smooth out the pitfalls of executing an order
to determine a way to minimize slippage, market
impact, and maximize access to liquidity pools in
the market. These algorithms will incorporate orders
of appropriate levels, execute the orders at the
proper time, and search through various exchanges
(real time) for depth of liquidity, without causing
excessive adverse movements on the opposite side
of the market for excessive buy side, or excess sell
side decision making impacting executions of close,
share, or exchange. This stage of elasticity has value,
interest, and holistic market edge, especially in thin
or extreme volatility.

To summarize, the unification of predictive
analytics and trade automation through Artificial
Intelligence has fundamentally evolved the way we
trade. By providing working insights, increasing
implementation productivity, and minimizing
operational risk, such technologies supports
financial institutions to operate more competitively
and smoothly in a highly complex and fast-paced
market environment.

Risk Management and Sentiment Analysis

Dynamic risk assessment as an Al-driven procedure
is vital in today’s fast-paced financial markets
including foreign exchange markets, considering
market situation have increased the complexities of
risk assessments and forecasts. Al has the ability to
implement predictive and prescriptive modelling in
real-time (or near real-time) for extremely efficient
simultaneous analysis of sophisticated types of
interdependencies such as correlations or co-
movements between currency pairs, asset volatility,
or macro implications from potential future events
or trade negotiations and geopolitical tensions,
or policy changes. An Al-based assessment of risk
would allow traders, risk managers, and officers
to have better insights with regards to market and
risk assessments, where they could implement new
strategies and adjust operations nearly immediately
to either decrease losses or maximises profits when
they see new opportunities. In addition to this Als
also have the capability to implement sentiment
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analysis based on Natural Language Processing
(or NLP) of large scale unstructured media, social
media and economic reports. By monitoring market
sentiment, those tools identify in advance the
signs of a price shift or volatility explosion and so
are enabling firms to gain a predictive advantage,
responding more quickly to changes in investor
sentiment together with unexpected external shocks.
It is an instrumental item to remain strong and
lucrative at the forex markets of the nowadays.

Real-World Outcomes

1. Speed: Artificial intelligence systems can analyse
massive amounts of data on the market in real-time,
and identify strong correlation and triggers well
before a human analyst would be. It implies that
the investors will be able to extrapolate real-time
information and respond to fluctuating prices nearly
as soon as the market because this is very critical
in carrying trades both in the relatively swiftly
changing forex and other markets.

2. Precision: The advanced nature of Al pattern-
recognition technologies will be able to follow minor
trends and indications that human traders might
miss. The technology increases the rate of prediction
and therefore reduces slippage by making the trades
to be executed at the right time thereby increasing
the potential profits.

3. Adaptability: The reinforcement learning
algorithms allow the Al systems to continue learning
and adapting to changes of the microstructure of the
market. These algorithms are adaptive algorithms
and change their strategies when conditions on which
they are applied change real time (trading situations,
liquidity = patterns, regulatory environments)
maintaining similar levels of performance and
robustness under volatile and uncertain market
conditions.

Automation in Hedge Fund Operations

Scratching the surface of the hedge funds and
investment management business is the last thing
you can do without having the Net Asset Value
(NAV) and Gross Asset Value (GAV) nail in your

hands. NAV is simply the value of a mutual fund
or ETF assets per share, less liabilities, or the metric
that an investor looks at and stares to determine how
their holdings stand up. GAYV, in its turn, entails the
market base value of all the assets in the portfolio
of a fund prior to the deduction of such a liability.
The accessibility of these two numbers is not
negotiable in terms of proper reporting, compliances
on regulations, and giving guidance to internal
decisions. NAV and GAV crunching used to take a
lot of physical effort until a few years ago most of
the work was done manually back and forth checks,
data entry and reconciliation that went on and on.

The Role of Al in Transforming the Process

With the advent of AIl, many of these manual
challenges have been addressed effectively. Al
technologies now support and automate critical
parts of the NAV and GAV calculation workflow,
providing several benefits as listed below;

Automated Data Extraction and Processing

Al algorithms, which can literally consume and
analyse massive volumes of data drawn in multiple
sources, i.e. custodians, prime brokers, internal
ledgers, and market data providers, in real time. This
is far better compared to the old system where one
was required to upload files and then format them
manually. These are the latest systems who carry the
load:

¢ Identify the target areas within unstructured,
or semi-structured files.

¢ Normalize the disparity in various data
formations.

¢ Markany data thatis missing orinconsistentin
order that someone can come back to see that
data. Elimination of such manual preparation
saves time, but, more importantly, facilitates
the entire process significantly.

Error-Rate Reduction

Devices based on machine learning can work through
massive heaps of past information and identify the
common tendencies of mismatching. When they
have those patterns, they can do such things as: Auto-
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torque discrepancies and bring up the most likely
cause of the discrepancy. Recommend corrective
actions (where) ever possible or highlight only the
actual exceptions which really requires someone to
intervene.

Enhanced Auditability and Compliance

With an Al-based system, the complete transparent
record of all the tiniest calculations, adjustments,

and decision-making steps are computer-generated
automatically. That quality of transparency helps the
companies to stay with the regulatory requirements
and accelerates the internal review as well as the
external audit. On top of that, Al is prepared to go
with any new requirements that might come down
the pike regarding new report formats or disclosure
rules, hence enabling firms to avoid last-minute
scrambles.

(& Parseur

AUTOMATED DATA EXTRACTION
TECHNOLOGY LAYERS

ARTIFICIAL INTELLIGENCE (Al)

NMATURAL LANGUAGE PROCESSING
(NLP)

OPTICAL CHARACTER
RECOGNITION (OCR)

Fig. 1

MANUAL OPERATIONS

SEMI-AUTOMATED OPERATIONS

AlI-DRIVEN AUTOMATION

Present

Future

Fig. 2
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BENEFITS TO STAKEHOLDERS
Benefits for Operations Teams

Data mining through automated systems draws
information at a lot of sources and processes it in
real-time, and activities that used to be achieved and
executed in several days get achieved and completed
in a tiny portion of that time and with such a
reduced number of individuals. With the workflow
automated, it not only accelerates everything but
also allows the release of the staff to work at a higher
level of strategy and analysis-related work.

Benefits for Management

Speaking about management and Al, it is apparent
that the technology makes decision-makers more
confident in financial reporting. Since managers can
control operations better, get a real-time monitoring
on their performance and be able to handle
surprises before they go out of hand by the fact that
discrepancies could automatically be identified, there
could be a well maintained audit trail and things
could be viewed as they occurred. Improved data
quality and higher transparency also lead to smarter
decision-making, and the management can develop
strategies with the confidence that the factual data
on which the financial information is based is not
only correct, but up to date as well.

Benefits for Investors

To an investor, valuation data is important to allow
informed decision making and should be timely
and reliable. With the Al-powered systems, NAV
and GAV can be more accurate and, therefore,
more often calculated, allowing investors to have
a better understanding of the development of the
value of their assets. It is on this increased range of
transparency that the trust between the fund and
the investors is established, and this enhances long-
lasting association.

ANALYSIS

The statistics tell the story: reduction of processing
time, decrease in rates of errors, and even the

financial processes crucial to the company are more
stable. With the establishment of defining Key
Performance Indicators (KPIs), companies will have
precise paths of the amount of money they are getting
out of what they are putting into their technologies
as well as where they are still having to readjust.
The calculation of the Net Asset Value (NAV)
which must be done daily in a fund accounting
has previously taken an average of three hours but
currently takes just 45 minutes. Besides accelerating
client reporting that drop also allows more time to be
devoted to quality checks, which will increase speed
and accuracy. It is also the same with Gross Asset
Value (GAV) calculations once consuming nearly
four hours towards a cycle is now just slightly over
one hour. With rapid portfolio valuations, the clients
and the internal teams will receive their insights and
hence decisions are more accurate, and satisfaction
of clients increases.

CONCLUSION
Summary of Key Findings

The reward is huge when the financial world resorts
to the use of artificial intelligence (Al) in financing
operations and trading in foreign currencies. Al
reduces processing times, reduces the operational
cost, and minimizes the incident of errors since it
handles repetitive and high volumes of the tasks-
imagine NAV/GAV calculations, reconciliations of
breaks, execution of transactions and client reporting
tasks. The result does not only imply faster work but
greater accuracy, increased reliability, and happier
clients, as well as a greater competitive advantage
of the institution. Artificial intelligence technology
is an imperative part of any long-term advanced
standpoint for a financial institution because of
continuous investments in computing its capabilities
to meet the dynamic regulatory demands, economic
shifts, and customer demands.

Organizational Conversion: This can be a highly
thrilling prospect of adding artificial intelligence
to the mix as an engineer, but it is the evolution of
how the company functions and not the upgrade
of the code that eases the adoption of Al. The Al
implementation strategy will not be a new technology
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that is added to an already existing system that
remains unchanged it will require the organization
change. And as a student that gets to observe the
study of change management in the real world,
you will be able to see the change management
structures arise out of the shadowy and into the
forefront. You will meet resistance, there has to be
an acceptable method, and a new method of work
must be entrenched in daily practice. This is why
constant employee training cannot be a last thought.
Providing individuals with the freedom and modes
of operation alongside Al tools offers individuals a
decision on whether to adopt it to remain useful in
the work process and it goes an extra mile to add
more human value wherever it is most required.
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