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FOREWORD FROM THE CHIEF EDITOR

In the fast-changing scenario of the global world, there is a need to create a learning society to face the
challenges of education. Knowledge explosion, emergence of Information Technology, globalisation of trade
and economy and rise in social aspirations have given rise to a demand for new professional knowledge skills.
Universities and colleges need to gear themselves to meet such challenges. The urgent need is to consciously
and decisively invest in enhancing the quality standards of education by providing training to teachers to equip
them with capabilities to meet the challenges of change. The aim should be to excel the teacher body at all
levels, as valuable resources. Building a vibrant and mnovative education system is crucial in a country such
as India, which must address the daunting challenges posed by democracy, disparity, and development.

India sends the largest number of students to study abroad after China. It was hence natural that in the
last few years academic institutes designed various arrangements under which an Indian student could earn an
international degree. Foreign education providers interested in tapping the large Indian student base, mostly
collaborated with existing Indian institutes to offer a host of degrees. According to U.G.C. data, there are 156
foreign providers, including 90 universities and 20 colleges, who are keen about collaborations with Indian
institutions. Opening Indian higher education to foreign competition will strengthen the educational system in
India.

India is seen as a huge market with immense potential. The issue of permitting foreign institutions to
operate in India has been fiercely debated for over a decade. Many foreign institutions are keeping a watch on
educational developments in India. University presidential delegations from Harvard, Yale, Stanford, and
Mellon have come to India in the past few years to learn more about and from the country. On March 15, 2010
the Union Cabinet cleared the Foreign Educational Institutions (regulation of entry and operation) Bill, which
aims to allow foreign universities to set up campuses in India. HRD minister Kapil Sibal said that the approval
of the bill is “a milestone which will enhance choices, increase competition and benchmark quality.” It appears
to be a bright horizon and a clear sky!
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ABSTRACT

People in Generation Z, who were born between 1997 and 2012, are a lively group of shoppers who
have grown up in a world that is fully digitalised. In contrast to earlier generations, the internet, cell phones,
social media, and online marketplaces like Amazon, Flipkart, and Instagram Shops have a significant
influence on their purchasing habits. Online reviews, influencer marketing, social trends, and the ease of e-
commerce all have a big impact on Gen Z customers. In addition to serving as communication channels, social
media platforms are effective resources for brand interaction, product discovery, and purchasing decision-
making. Businesses looking to create successful marketing campaigns and foster enduring brand loyalty must
comprehend the connections between social media, digital marketplaces, and Gen Z consumer behaviour. The
total 150 purposively Gen Z consumers are interviewed form the Kalayan, Thane, and Mulund in September
2025 and the results of the study reveals that there is very high influence of the social media, digital
marketplaces in shaping the Gen-Z consumer behaviour.

Keywords: Social Medial, Digital Marketplace, Gen-Z

1. INTRODUCTION

The people in Generation Z, who were born between 1997 and 2012, are a lively group of shoppers
who have grown up in a world that 1s fully digitalised. They are strongly influenced by social media, where
they spend a substantial amount of time on various social and markOetplace platforms. For much of the Gen
Z population, buying decisions and purchasing habits are heavily influenced by digital platform reviews and

price comparisons. Smith (2019) underscores Gen Z’s demand for seamless digital integration and real-time
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brand engagement. They favor quick, personalized buying experiences, which online marketplaces are well-
equipped to provide. Kapoor et.al (2020) show that algorithm-driven, personalized ads, combined with
interactive elements like polls and live streaming, enhance Gen Z engagement. Social media serves as both a
discovery and decision-making platform, critical for retaining Gen Z customers. Djafarova & Bowes (2021)
emphasize the influence of micro-influencers on Gen Z due to their relatability and trustworthiness. Authentic
influencer narratives and peer recommendations significantly affect purchase intent, making influencer
partnerships key for market presence. Lim, Yap & Makkar (2021) find that digital marketplaces like Amazon
and Flipkart drive Gen Z’s purchasing due to product variety, convenience, and transparent pricing. Mobile-
first experiences, one-click buying, and peer reviews align with Gen Z’s preference for efficiency and online
shopping over physical stores. No research has been done on how social media and the online marketplace
influence the purchasing habits of Generation Z.

Under these circumstances, the present study has explored the connections between social media,
digital marketplaces, and Gen Z consumer behaviour. 150 purposive Gen-Z people were interviewed from
Mumbai city particularly from Kalayan, Thane, and Mulund area. The results of the study show that there is

significant influence of the social media and digital marketplace on the consumers of the Gen-Z.

2. RATIONAL OF THE STUDY

It is seen from the research gap that there is absence of the studies related to the nexus between social
media platform, online digital marketplace and the consumer behaviours. The researchers have been not
attempted to measure the correlation between these factors and consumer behaviours, which attempted to
measure in the present research investigation. This research is also important because it has a real world
business implications and it offers evidence-based perceptions to how social media trends, influencer
marketing, and marketplace elements like price, convenience, authenticity, and trust greatly impacts on Gen

Z's brand loyalty and purchase decisions.

3. OBJECTIVES

The major objectives of the present study are as below.

1. To analyse the influence of social media platforms, influencer marketing, and peer recommendations on
Gen Z’s purchase decisions and brand perceptions.

2. To examine the role of digital marketplaces and key factors such as convenience, price, authenticity, and
trust in shaping Gen Z’s shopping behaviour and consumer loyalty.

3. To suggest effective strategies for businesses to target, engage, and retain Gen Z consumers in the digital

environment.
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4. RESEARCH METHODOLOGY

A descriptive and exploratory research approach is used to assess the role of social media and digital
marketing places in shaping Gen Z consumer behaviour. The present study is based on primary data collected
from 150 sample respondents between the ages of 18 to 28 years, because this age group truly indicates the
Gen Z consumers. A structured online questionnaire with Likert-scale items is used to gather data on
dimensions like peer recommendations, price, trust, brand engagement methods, digital marketplace
convenience, social media and influencer influence, and more. The research is additionally supported by
secondary data from papers, industry studies, and journals. The necessary statistical tools and techniques are

used for data processing.

5. Scope and Limitation

The present study has thrown light on the analyses of the influence of social media platforms and
digital marketplaces on the consumer behaviour of Gen Z individuals aged 18-28 in Mumbai. It has taken into
account the factors like peer recommendations, influencer marketing, convenience, price, authenticity, brand
and trust, using primary data. The study is geographically limited to Kalyan, Thane and Mulund area of the

Mumbai city, which restricting its generalizability to the rural areas.

6. ANALYSIS
By considering the above three objectives three hypothesis are framed and tested to arrive at solid

conclusions.

6.1 Age Group, Frequency of Use of Social Media and Online Shopping by the Gen-Z Consumers

The table no. 1 gives information of the respondents Gen-Z regarding age group, gender, frequency of
use of social media platform and frequency of online shopping. Age-wise distribution of the Gen- Z consumers
reveals that majority of the male 1.e 35.14 percent are aged between 24- 26 years.

In the contrast, majority of the female Gen-Z consumers i.e. 34.21 percent are falls within the 21-23
years’ age group. The 51.35 percent male and 36.84 percent female Gen-Z consumers are daily using social
media platform. It means that daily male social media engagement is high than the female users. Around 86
percent male and 71 percent female Gen-Z are using social media platform daily or several times a week.

There 1s no significant difference in daily online shopping habits among the male and female.

3|Page
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Table 1 Gender wise Age Group, Frequency of Use of Social Media and Online Shopping by the Gen-

Z Consumers

Age Group Male Female
18-20 19(25.68) 14(18.42)
What s your age? 21-23 13(17.57) 26(34.21)
24-26 26(35.14) 25(32.89)
27-28 16(21.62) 11(14.47)
Total 74(100.00) 76(100.00)
How often do you use |Daily 38(51.35) 28(36.84)
social media platforms |Several times a week 26(35.14) 26(34.21)
(e.g., Instagram, Once a week 3(4.05) 9(11.84)
Youtube, Sharechat, Rarely 7(9.46) 13(17.11)
Twitter, etc.)? Total 74(100.00) 76(100.00)
How frequently do you | Daily 27(36.49) 28(36.84)
shop online (e.g., Weekly 45(60.81) 32(42.11)
Amazon, Flipkart, Monthly 1(1.35) 6(7.89)
Instagram Shops)? Rarely 1(1.35) 10(13.16)
Total 74(100.00) 76(100.00)

Source: Primary data September 2025

Note: Figures in parentheses show the percentage to the Colum N

6.2 Influence of Social Media, Influencer Marketing, and Peer Recommendations

Table 2. Influence of Social Media, Influencer Marketing, and Peer Recommendations

Strongly | Disagree | Agree to | Agree Strongly
Disagree Some Agree
Statements Extent
Rely on social media platforms (e.g.,
Instagram, facebook) to discover new 18(12.00) | 15(10.0) |20(13.33) | 35(23.33) | 62(41.33)
products or brands.
Influencer recommendations on social
o _ o 10(6.67) | 36(24.00) | 34(22.67) | 26(17.33) | 44(29.33)
media influence my purchasing decisions.
Trust micro-influencers (e.g., those with _
4(2.67) | 19(12.67) | 0(0.0) | 59(39.33) | 68(45.33)
fewer than 100,000 followers) more than
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traditional celebrities for product

recommendations.

Influencer recommendations on social

o ] o 25(16.67) | 10(6.67) | 20(13.33) | 40(26.67) | 55(36.67)
media influence my purchasing decisions.

Social media advertisements (e.g., polls,

quizzes, live streams) engage me and 3(2.00) 6(4.00) 9(6.00) | 65(43.33) | 67(44.67)

influence my brand perceptions.

Source: Primary data September 2025
Note: Figures in parentheses show the percentage to the total N=150

The statement “Rely on social media platforms (e.g., Instagram, facebook) to discover new products
or brands” 1s strongly agreed by 41.33 percent. Likewise, the statement “Influencer recommendations on social
media influence my purchasing decision” is also agreed by 17.33 percent and strongly agreed by 29.33 percent
Gen-Z consumers. In addition, statement “Trust micro-influencers (e.g., those with fewer than 100,000
followers) more than traditional celebrities for product recommendations” is strongly agreed by 45.33 percent
Gen-Z consumers.

Hypothesis Statement: 1

Ho: Gen Z's purchasing decisions and brand impression are not significantly influenced by social media
platforms, influencer marketing, or peer recommendations.

Hi: Gen Z's purchasing habits and brand impression are greatly influenced by social media platforms,
influencer marketing, and peer recommendations.

To test the above hypothesis a one-sample t-test was conducted on the mean scores for each relevant
statement, assigning values: Strongly Disagree=1, Disagree=2, Agree to Some Extent=3, Agree=4, Strongly
Agree=5. The null hypothesis (Ho) assumes no significant influence (mean=3, neutral), and the alternative
(H:) assumes great influence (mean>3), using a one-tailed t-test at 5 percent significance level.

Result:

Statement Mean Score t-statistic | p-value Decision

Rely on social media
platforms to discover new 3,92 6.30 0.002 [ Reject Ho (significant influence)

products or brands
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Influencer

recommendations on social _ o )
o 3.39 3.62 0.002 | Reject Ho (significant influence)
media influence my

purchasing decisions

Trust micro-influencers
more than traditional _ o )
o 4.12 12.56 0.001 [ Reject Ho (significant influence)
celebrities for product

recommendations

Peer reviews and

recommendations on social ) o _
o o 3.60 5.05 0.003 | Reject Ho (significant influence)
media impact my decision

to purchase a product

Social media

advertisements engage me ) o )
) 4.25 17.17 0.002 [ Reject Ho (significant influence)
and influence my brand

perceptions

All p-values are less than 0.05, which means that there are no evidences to accept Ho across all statements.

Thus H; accepted.

Figure 1. Hypothesis Testing : t-Distribution (df=149)

0.05

I R A T B B I S I BN U EC U
NS

t-Statistics
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6.3 Social Media Platform for Product Discovery, Marketplace for Shopping, Consideration of Brand
while Purchasing Decision and Sharing Shopping
Table 3.
Social Media Platform for Product Discovery, Marketplace for Shopping, Consideration of Brand
while Purchasing Decision and Sharing Shopping Experience by the Gen-Z Consumers.

Frequency | Percentage

Instagram 54 (36.00)
Which social media platform do |Facebook 15 (10.00)
you primarily use for product Twitter/X 12 (8.00)
discovery? (Select one) YouTube 63 (42.00)
Other 6 (4.00)
Amazon 36 (24.00)
Flipkart 44 (29.33)
Which digital marketplace do | Instagram Shops 6 (4.00)
you use most frequently for eBay 2 (1.33)
online shopping? (Select one) |Meesho 22 (14.67)
Ajio 20 (13.33)
Myntra 20 (13.33)
How important is it for brands | Not important 10 (6.67)
to align with your social or Somewhat important 15 (10.00)
environmental values when Very important 90 (60.00)
making purchasing decisions? | Extremely important 35 (23.33)
Not likely 41 (27.33)

How likely are you to share =
our shopping experiences (e.g., — > {13.53)
feviews, posts) on social media? ViR Jtksly 3 ke
Extremely likely 50 (33.33)

Source: Primary data September 2025

7|Page



JAN 2026 - VOL — 34, ISSUE -1

Figure 2. Social Media Platform for Product Discovery, Marketplace
for Shopping, Consideration of Brand while Purchasing Decision and
Sharing Shopping Experience by the Gen-Z Consumers
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With 42 percent, YouTube 1s the most popular platform for product discovery, followed by Instagram
with 36 percent. This suggests that people prefer visual and video-based content over more conventional social
networks like Facebook (10 percent) and Twitter/X (8 percent). With 29.33 percent of online shoppers,
Flipkart leads the pack, just ahead of Amazon at 24 percent.

Fashion-focused sites like Ajio and Myntra each have 13.33 percent of the market. It indicates that both
general and specialized e-commerce websites are used by a variety of people. 60 percent of respondents said
that brand alignment with social or environmental values was very important, and 23 percent to 33 percent
said that it was extremely important, demonstrating the strong emphasis on ethical considerations. This implies
that Gen-Z are making value-driven purchases. Lastly, more than 57 percent of Gen-Z customers are very or
extremely likely to post about their shopping experiences on social media, underscoring their position as active
peer network influencers and content producers, even though 27 percent to 33 percent are still unlikely to do

S0.

6.4 Role of Digital Marketplaces and Key Factors in Shaping Gen Z’s Shopping Behaviour and
Consumer Loyalty

Based on the table 4 data, following hypothesis is tested.

Hypothesis Statement :2

Ho: In digital markets, Gen Z's purchasing habits and customer loyalty are not greatly impacted by
convenience, cost, authenticity, or trust.

Hau: In digital marketplaces, Gen Z's purchasing habits and customer loyalty are greatly influenced by

convenience, cost, authenticity, and trust.

8|Page
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Table 4
Role of Digital Marketplaces and Key Factors in Shaping Gen Z’s Shopping Behaviour and Consumer

Loyalty
Strongly | Disagree | Agree | Agree | Strongly
Disagree to Agree
Some
Extent
Prefer shopping on digital marketplaces (e.g.,
pl‘J © . _ B ] . 20 15 14 29 72
Amazon, Flipkart) due to their convenience _
] ] (13.33) | (10.00) | (9.33) | (19.33) | (48.00)
(e.g., one-click buy, fast delivery).
Competitive pricing on digital marketplaces 15 29 20 19 67
influences my decision to purchase. (10.00) (19.33) | (13.33) | (12.67) | (44.67)
Trust online marketplaces that provide
) ) 9 9 0 52 80
transparent product information and customer
] (6.00) (6.00) (0.0) (3.67) | (53.33)
reviews.
The authenticity of a brand (e.g., ethical
_ o 24 ) 18 29 70
practices, transparency) on digital
) (16.00) (6.00) (12.0) | (19.33) | (46.67)
marketplaces affects my loyalty to it.
More likely to shop on digital marketplaces
: . _ ) 6 2 4 43 95
that integrate seamlessly with social media
(4.0) (1.33) (2.67) | (28.67) | (63.33)
platforms (e.g., Instagram Shops).

Source: Primary data September 2025

Note: Figures in parentheses show the percentage to the total N=150

A one-sided binomial test was conducted for each factor, assuming “greatly impacted” implies a proportion
of agreement (Agree + Strongly Agree) exceeding 50 percent (null proportion < 0.5, alternative > 0.5). The

sample size 1s N=150, and the significance level is a=0.05.

Agree + Strongly
Factor Proportion p-value Result
Agree
Convenience (e.g., one- 67.33% )
) ) 101 (29 +72) 0.0000131 | Reject Ho
click buy, fast delivery) (0.6733)
. B 57.34% ]
Cost (Competitive pricing) | 86 (19 + 67) 0.0426 Reject Ho
(0.5734)
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Trust (Transparent 88.00% _
_ _ ) 132 (52 + 80) 0.0000001 | Reject Ho
information, reviews) (0.8800)
Authenticity (Ethical 66.00% )

) 99 (29 + 70) 0.0000549 | Reject Ho
practices, transparency) (0.6600)

Note: The p-values are calculated using a one-sided binomial test with Ho: p < 0.5 and Hi: p > 0.5. A p-value

< 0.05 indicates rejection of the null hypothesis.

Interpretation

All p-values are less than 0.05, providing strong evidence to reject Ho for each factor. Thus Hypothesis H;

accepted at 95 percent confidence level.

6.5 Business Strategies for Engaging Gen Z

Based on the table 5 data, following hypothesis is tested.

Hypothesis Statement: 3

Ho: Gen Z—centric digital strategies (personalization, engagement, transparency) do not improve business

effectiveness in attracting and retaining Gen Z consumers.

Hi: Gen Z-centric digital strategies (personalization, engagement, transparency) significantly improve

business effectiveness in attracting and retaining Gen Z consumers.

Table 5

Business Strategies for Engaging Gen Z

Strongly | Disagree | Agree | Agree | Strongly
Disagree to Agree
Some
Statements Extent
More likely to engage with brands that offer
] ] ] 32 15 26 22 55
personalised experiences (e.g., tailored ads,
] ) _ (21.33) | (10.00) | (17.33) | (14.67) | (36.67)
recommendations) on social media.
Brands that are transparent about their values
o o _ ) 27 27 29 15 52
(e.g., sustainability, diversity) on social media |
) (18.00) | (18.00) | (19.33) | (10.0) | (34.67)
gain my trust.
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Prefer brands that actively engage with me on
] ] ] 21 7 14 45 63
social media (e.g., responding to comments, _ _
o (14.00) (4.67) (9.33) | (30.0) (42.0)
hosting live streams).
A seamless shopping experience across social
) o ) 34 9 32 22 53
media and digital marketplaces increases my
(22.67) (6.00) | (21.33) | (14.67) | (35.33)
loyalty to a brand.

Source: Primary data September 2025
Note: Figures in parentheses show the percentage to the total N=150

A one-sided binomial test was conducted for each strategy, assuming “significantly improve” implies

a proportion of agreement (Agree + Strongly Agree) exceeding 50% (null proportion < 0.5, alternative > 0.5).

Agree +
Exact p-
Strategy Strongly | Proportion Result
value
Agree
Personalization (e.g., tailored ads, | 77 (22 + | 51.33% Fail to
_ 0403208 |
recommendations) 55) (0.5133) reject Ho
Transparency (e.g., values like 67 (15+ | 44.67% Fail to
o o _ 091754651 |
sustainability, diversity) 52) (0.4467) reject Ho
Engagement (e.g., responding to 108 (45 | 72.00% )
_ 3.46E-08 | Reject Ho
comments, live streams) +63) (0.7200)

Interpretation

Overall, the hypothesis H: that these strategies collectively and significantly improve effectiveness is not
upheld, even though engagement emerges as a key driver with strong statistical support. This is because

personalization and transparency do not significantly improve effectiveness.

7. CONCLUSIONS
This study concludes that social media platforms and digital marketplaces have a significant impact
on influencing Generation Z's consumer behaviour in urban Mumbai. It reveals that factors like peer

recommendations, influencer marketing, convenience, price, authenticity, and trust greatly influences on
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purchase decisions, brand perceptions, and loyalty of Gen —Z consumers. With platforms like YouTube and
Instagram for exploration, Flipkart, and Amazon for transactions emerging as dominant influences, the first
two hypotheses' acceptance validates Gen Z's reliance on digital ecosystems for ethical, value-aligned
shopping and product discovery. The third hypothesis' partial rejection, however, emphasizes that although
engagement strategies significantly improve business effectiveness in drawing in and keeping this group,

personalization and transparency still need to be improved upon in order to produce meaningful outcomes.
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AN ANALYSIS OF SUSTAINABLE PRACTICES OF SMALL-SCALE INDIAN
INDUSTRIES FROM2020-2025

Mr. Ashutosh Saxena
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INTRODUCTION:

It 1s with the help of sustainable practices, there can be better attention to ensuring the environmental
quality and maintaining good environmental balance. There is strong need for the business to ensure that there
1s focused attention for improving attention to the sustainable objectives. There is an further need for greater
awareness and regular activities which can improve the ability of the business for creating right selection of
the objectives in attaining the business goals. The modern businesses thus require a consistent approach to
improve the business attention to increase more continuous activities by which these objectives can be made
as a part of regular efforts to increase achievement of long term business goals and further to fulfil the right

business objectives expected in market.

It 1s due to the sustainable practices the business is not just able to create goodwill and reputation in
the market. There is need to ensure the right and regular strategy to ensure regularity in sustainable strategies
which not just helps to increase customer trust but further creates better business contribution towards helping
to upgrade the environment in terms of better experience to customers and thereby leading to attainment of

better business objectives.

It 1s necessary that the small scale industries not just increase their role in sustainable practices but
further leads to better focus on increasing help in creating greater contribution in achieving the business

objectives.
RATIONALE OF THE STUDY

In the present research, there is focus on creating more structured practices on sustainable
development. There is need to create a better system wherein there can be better coordination of resources to
maintain the renewable resources in the future. There is further need to create a well planned economic system
wherein there can be series of incentives and motivation to the small scale industries especially in the

international trade for supporting the cause of green practices.
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There is thus need for the international businesses wherein there can be focus on creating better

business activities which leads to improving the objectives in the interest of creating international sustainable

practices for creating better business image.

REVIEW OF LITERATURE

1.

Yadav, Gupta&Rani (2018) In this article there 1s focus on specific problems faced by the small scale
exporters in India and how by taking the timely initiatives these problems can be further minimised by
Indian exporters.

Researcher’s Analysis-The researcher analyses that there are limited or very few such initiatives actually
being taken by the small scale exporters due to the resource constraints and hence there is strong need of
focused initiatives in the area.

K Karrupiah(2024): The researcher has provided insights into the sustainable practices in the
manufacturing area in India. There 1s further limited or no data available for providing focused data on
research and thus there is immediate need to undertake structured programmed for sustainable practices.
Researcher’s Analysis-The researcher analyses that there is often a restricted or minimum practices for
sustainable environment actually undertaken by the manufacturing industries and further there is need to
create awareness and basic focus on sustainable practices so as to achieve the sustainable objectives in
the long term,.

D Deshmukh (2024) The researcher has provided basic inputs on various changes and reforms which can
be brought in the areas of small scale industries, through which there can be effective support to improve
the better use of resources. Further there 1s need to improve the resources of business to develop use of
resources in the interest of small scale industries so as to make them more aware of sustainable practices.
Researcher’s Analysis-The researcher has analysed that there are often gaps between sustainable
practices undertaken and sustainable practices required which lead to lack of uniformity in use of
resources, which leads to problem in improving the sustainable practices by small scale industries.

R Sharma (2025) In the research paper the researcher provides details about how there through green
practices the various businesses can effectively make contribution towards conservation of the
environment, there is thus a strong need to determine how the innovative practices even though on a small
scale can make a major difference in achieving the objectives.

Researcher’s Analysis-The researcher hereby analyses that there is need for more green practices
required by various businesses, which needs to be on more continuous basis and thus can make a

significant impact on the overall environment quality,
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5. VK Singh (2024) In the research article the researcher has provided an analysis of the green practices
which are helpful in achieving the objectives and thus there is focus on creating better correlation between
the different business objectives and green practices of business.

Researcher’s Analysis-The researcher hereby analyses that unless there are adequate and effective
Initiatives taken by the businesses to improve environment quality.It is only by making a regular and
focused approach towards creating good results ,which can actually help business in achieving better

business objectives,
OBJECTIVES OF THE STUDY
The Researcher has identified the following objectives in this research

1. To analyse the sustainable practices of business which can lead to improvement in achievement of
business objectives.

2. To analyse how there can be improvement of sustainable practices in business to create better business
growth and expansion.

3. To analyse various government initiatives for small scale industries which lead to improving support for

achieving objectives.
HYPOTHESES OF THE STUDY

Null Hypothesis(Ho): “There is no significant sustainable practices undertaken by small scale Indian Exporters
during 2020-2025.”

Alternative Hypotheses(H1): ‘“There are significant global trade opportunities for Indian exporters during
2020-2025.

RESEARCH METHODOLOGY OF THE STUDY

The Researcher has referred to primary data from 100 export marketing professionals and teachers .To
support the primary data researcher is referring to more than 300 publications on exports by imminent

exporters, government agencies, trade bodies etc.

With help of primary data there has been more emphasis on understanding real data on small scale
exporters 1in India. This data 1s useful in terms of determining future trend of exports and expected measures
by Industry to ensure ease of doing business in overseas markets. The researcher is using the combination of
primary data and secondary data so that same can aid in taking better analysis of sustainable business

practices.. The level of confidence referred by researcher is 95 and degrees of freedom observed by the
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researcher 1s 5. Researcher is also focusing on basic statistical tools like mean,median and mode etc to make

meaningful inferences from the research.

DATA ANALYSIS AND DISCUSSION
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Source: SGD India index 2020-2024.
DATA REFERRED TO FOR RESEARCH:

In the present research data the data referred for research is for period 2018 till 2023-24. There are only 15
Sustainable development goals which are analysed in this research. The Heading of the chart is Sustainable
Development Goals-wise performance in India which covers implementation across various industries in

India.
BRIEF INTERPRETATION OF DATA:

a. On horizontal axis the various sustainable development goals are provided.on vertical axis the attainment

score from0-100 is provided.

b. The aspirant performers are marked with Red Indication which includes only one sector that is Gender

Equality which is having the lowest score of 49.

c. The performers are in range of 50-64 marked as Yellow Indication which includes zero hunger, quality

education, industry innovation and infrastructure that is 3 sustainability development goals.
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d. In areas like No poverty,Good health, Clean water,Affordeable clean Energy,decemt work, sustainable

cities, Responsible construction, climate action, Life on Land, Peace etc

e. In areas of Peace, justice and strong institutions and partnership for goals, there is focus on developing long
term strategy to satisfy better business objectives, the Green Indication highlights 60-96 level of performance,

in the front runner segment.
f. There are no sustainable development goals which have 100 percent achievement as per the blue Indication.

g. In every sustainable development goals there is need to undertake innovative initiatives to improve the

performance in next five years.

h. There 1s a strong need to create better framework for increasing the sustainable development goals

achievement in next year 2025-2026.
SCOPE OF RESEARCH:

1. The researcher 1s focusing on creating better sustainable practices which helps to manage better business

practices in long time

2. The better focus on sustainable practices can develop help in managing growth and expansion of business

in market.

3. There 1s need to develop a better system of international trade which is helpful in increasing better business

opportunities in new foreign market segments.

4. Through sustainable practices there 1s help to develop better quality environment which leads to help in

not supporting business growth but also contribution towards environmental conservation.

5. Researcher even includes small initiatives which are taken for short term by small scale industries so that

they same can be better support for overall business development.
SUGGESTIONS AND RECOMMEDATIONS OF RESEARCH

1. The small scale industries need to include their sustainable initiatives by incorporating same in annual

report.
2. The small scale industries need to also conduct annual green audit to ensure better business goodwill.

3. Small scale industries also need to participate in various sustainability initiatives of government to

implement same in their operations.
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4. These initiatgives further enhance the brand value and goodwill of small exporters in international markets.

5. With help of these initiatives there is focus on increasing basis of better business objectives which can help

to create long term business initiatives for environmental conservation and enhancing environment quality.
LIMITATIONS OF RESEARCH:
The researcher has provided following limitations for research-

1. Limited Sustainable practices The researcher hereby submits that there is limited or no sustainable
practices undertaken by the businesses in order to achieve the sustainable goals, there is further need for

developing good practices to improve efficiency in business operations.

2. Less fund allocation for sustainable practices-There is limited or no fund allocation made by the business
which is creating problem in managing objectives and thus developing basis of improving better business

objectives.

3. Lack of inclusion of sustainable practices in business objectives-There is often limited or no initiatives
taken by the business to achieve the sustainable practices, which is leading to problem for the business in

terms of managing right objectives which can actually help in attaining the sustainable objectives.

CONCLUSION

Sustainable business practices are helpful in managing the right focus of business initiatives, which
not just helps to develop help in increasing business level activities but further supports in developing brand
reputation abroad. It is an established fact that those international businesses even though they operate on
small scale they are taking series of initiatives which can lead to empowering custome retention, developing

the brand value and thus leading to improvement of business operations in the various foreign markets.
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ABSTRACT

The global beauty industry is undergoing a rapid transformation driven by the integration of Artificial
Intelligence (AI). A sequential explanatory method research design was employed. The quantitative phase
involved a cross-sectional online survey administered to a stratified random sample of 400 beauty product
consumers aged 18-55 within the Mumbai Metropolitan Region (MMR). Data was collected using a
structured questionnaire incorporating Likert scales to measure constructs of trust, perceived usefulness,
perceived risk, and purchase intention. The non-parametric Friedman chi square test was used to analyze
differences in consumer ratings across various AI recommendation sources. The qualitative phase consisted

of four focus groups (n=28) to provide deeper contextual insights into the quantitative findings.

Keywords: Artificial Intelligence, Consumer preferences, beauty Industry, Personalization, Trust and

Purchase Intention
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INTRODUCTION:

Artificial intelligence (Al) 1s increasingly redefining the landscape of consumer behavior, particularly
in the beauty industry. As digital transformation progresses, Al technologies have begun to play a pivotal role

in shaping consumer preferences and purchasing decisions for beauty products (Babadogan, 2024).

Artificial Intelligence applications in Beauty Industry:

Al technologies are being applied to enhance user experiences, optimize product formulations, and personalize
beauty solutions.
1) Skincare Personalization and Product Development:
Al is utilized to democratize skincare by making products and services more accessible and personalized.
This technology aids in assessing cosmetic ingredients for safety and efficacy without relying on traditional
animal testing methods, thus offering ethical alternatives through in silico models (Grech et al., 2024).
2) Cosmetic Dermatology:
Al contributes to cosmetic dermatology by providing objective, data-driven recommendations that can
enhance cosmetic outcomes and patient satisfaction. (Kania et al., 2024).
3) AI Color Cosmetics and e-WOM:
The use of AI in color cosmetics is popular among social media influencers for its ability to enhance
engagement through virtual try-ons and filters. This boosts actual purchases and encourages electronic
word-of-mouth (e-WOM) intentions among consumers, significantly impacting market dynamics (Simay
et al., 2022).
4) Virtual Try-On
Apps like L'Oréal's ModiFace (integrated into Amazon, Sephora, and brand websites) use facial
recognition Al to allow users to virtually try on thousands of shades of lipstick, eyeshadow, blush, and

foundation in real-time through their phone camera.

STATEMENT OF PROBLEM:

The integration of Al into consumer-related industries also presents challenges, such as addressing
data privacy, ensuring the ethical use of Al and preventing algorithmic bias (Raji et al., 2024). Thus, the
problem focuses on balancing Al's potential to transform consumer engagement in the beauty market with the
need to address these technological and ethical challenges to ensure positive consumer experiences and

sustainable market growth.
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RESEARCH OBJECTIVES:

Research into the use of artificial intelligence in the beauty industry has several goals, which are discussed

below:
The major objectives of the present research are follows:

1) To Study Use of Personalised technology app while buying beauty products.

2) To Study the relationship between importance of Al technology for buying beauty products and amount
Spend on buying Beauty products Online.

3) To Study the impact of Use of Al on Satisfaction and Future Use in purchase of Beauty Products.

HYPOTHESIS OF THE STUDY:
Ho: There is no difference in proportion of use of Personalised technology app while buying beauty products.
Hi: There 1s a difference in proportion of use of Personalised technology app while buying beauty products.

Ho: There is no relationship between importance of Al technology for buying beauty products and amount

Spend on buying Beauty products Online.

Hi: There is a relationship between importance of Al technology for buying beauty products and amount

Spend on buying Beauty products Online.
Ho: There 1s no impact of Use of Al on Satisfaction and Future Use in purchase of Beauty Products.
Hi: There 1s an impact of Use of Al on Satisfaction and Future Use in purchase of Beauty Products.

REVIEW OF LITERATURE:

Bex O’Higgins and Hajar Fatorachian ( 2025) The study illustrates how prominent brands within the
cosmetics sector successfully leverage technological innovations to cultivate and sustain consumer

confidence, offering concrete examples that correspond with the recognized themes.

K. Ramya & K. Karthikeyan (2024) The analysis found that Al tools influence and change consumer buying
behavior. Chatbots, Personalized Ads, Visual search, and Voice Assistants are used by consumers for
gathering product related information, searching the product, and higher touch customer support.
Neelam Mangtani, Dr. Nibha Bajpai Dr. Sangeeta Sahasrabudhe and Dr. Deepak Wasule (2020) The
result of this research study indicates that Artificial intelligence supports the reinvention of the beauty
experience. Al- powered algorithm are guiding customers with buying recommendations that enhance their
looks thereby pushing the sales growth of beauty brands to new heights.
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RESEARCH GAP:

Current research assumes personalization is universally positive. However, a critical gap exists in
investigating whether AI's powerful suggestions actually narrow consumer choice and create "filter bubbles"
for beauty products. This research would explore the psychological impact of algorithmic curation on brand

loyalty, experimentation, and the perception of free choice.

RESEARCH METHODOLOGY AND DESIGN:
This study will employ a Primary Research design, specifically a Cross-Sectional Study.
1. Data Collection Methods: Phase 1: Quantitative Data Collection
¢ Method: Online Self-Administered Questionnaire
e Sampling: Stratified Random Sampling to ensure representation across key demographics:
Age groups (Gen Z (18-26), Millennials (27-42), Gen X (43-58))
Gender (Women, Men, Non-binary individuals)
Frequency of beauty product purchase (Frequent, Occasional, and Infrequent purchasers)
2. Geographical Focus: The study will define the MMR (Mumbai Metropolitan Region) as the following
key areas: Mumbai City, Mumbai Suburban District, Thane, Navi Mumbai, Kalyan-Dombivli and Vasai-

Virar.

Target Population: The target population 1s the specific group of individuals from whom data will be
collected. For a large population (>100,000), the sample size is determined primarily by the

desired confidence level and margin of error.

Target Sample Size: n = 400 respondents, Provides a 95% CI with a +5% margin of error for a large
population.

3. Data Analysis Plan:

Phase 1: Quantitative Analysis

e Software: SPSS

e Techniques:

1. Descriptive Statistics: Frequencies, means, and standard deviations to summarize demographic data and
general trends.

2. Inferential Statistics:
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= Friedman Chi Square Test: It allows you to rigorously analyze how the same consumers perceive and
rank different Al-powered experiences, moving beyond simple descriptive statistics to prove that the
observed differences in preferences are statistically significant.

= Correlation Analysis: To identify relationships between variables

Analysis of primary data:

The respondents were basic questions such as their Age, Gender, Occupation and Highest Education.

The collected data is presented in following.

Graph 1: Graph- 2:

Age Group Gender

= 18-25

SEno 35% Male
= Female
:ji-::-: = Cther
Graph- 3: Graph- 4:
Occupation

Student

Highest Education
4 Teacher

= Upto SSC &
HSC
4% g%
14 71%.4% Graduation
B Assistant
JAssociate

. B Postgraduati Professor
on W Business

B PH.D

It’s evident from above Table No. 1,2,3 & 4 that 76% respondents were from 18-25 age group followed by
nearly 10% were from 26-30 Age group and 68 % of the respondents were graduates, followed by nearly 14
% had done Post Graduation. To find their status the questions were asked, nearly 58 % were students as well
as 17% were Teachers & 8% were Assistant/Associate professor followed by 08 % were businessman and

nearly 65% respondents were Female & 35% respondents were Male.
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Graph-5

Q. Are you Aware about Artificial
Intelligence (personalization technology)?

| YES

NO

The above Graph No.5 states that the awareness of Artificial Intelligence amongst the respondents.
Out of the total respondents 100% respondents said yes to above question respectively, the respondents

positively agree to this question.

Graph- 6

Q. While buying Beauty Products which
Personalized Technology (app) do you use?

PMYNTRA.CONM ARMAZON MY GLANMN MY KAA CONM BEUATY HUB OTHER

m MNever Rarely mSometimes mOften mAlways

This set of question included one question consisting six alternatives where the participants were free
to choose option to determine the participants experience towards the usage of Artificial Intelligence
Application in Buying beauty products. Graph No.6 presents the participants usage of Al applications out of
the total respondents the 66% of respondents are using Amazon while buying beauty products.
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Graph-7

Q. Which of the following Beauty product do
yvou use?

a0

S0

A0
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SKIN CARE PRODLICTS COLOUR BEALITY HAIR CARE PRODLUCTS FRAGRANCES
PRODUCTS

m DAILY m FREQUEMNTLY mOCCASIONALLY RARELY

The above Graph No.9 states that the uses of following beauty products by respondents. Out of the
total respondents 40% respondents are using fragrances & said yes to above question respectively, 38%
respondents are using skin care products, 48% respondents are Hair care products and only 58% respondents

are using colour beauty & other products.
Graph- 08

Q. Is Artificial Intelligence (personalized
Technolgy) is helpful in selecting beauty
products as per your need?

' Yoo

-No

The above Graph No.8 states that the Al is helpful in selecting beauty products as per consumers need.
Out of the total respondents 97% respondents are said Agree to above question respectively, 03% respondents
are said Disagree to above question respectively.

Graph- 09

Q.8. To what Extent do you think The following factors are
important when you buy Beauty products by using Al technolgy?

70
&0
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40
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Previous Al has significant iam willing to pay  quality, Advertising, Celebrity
Experiences impact on more money if it is Pricing, Brand & Endorsement is the
influence consumer Consumer consist of natural features are most  main reason to buy
buying behaviour behaviour and ingrediant important factor the beauty
for beauty products preferences for that affect products
Beauty products COnNsuUrmer

behaviour

= Strongly Agree m Agree = Neutral Disagree | Strongly Disagree
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The above Graph No.09 states that the following factors are important when buying beauty products
by using Al technology. Out of the total respondents 40% respondents are said previous experience are most
important factor when buying beauty product by using AI technology, 50% respondents are said quality,
advertising, pricing, brand and features are imp. Factor when buying beauty products, 60% respondents are
said that using of AI technology when buying beauty products has significant positive impact on consumer

behaviour, & only 40% respondents are said Celebrity Endorsement respectively.
Graph- 10

Q.How often do you buy Beauty
products by using Al
technology(Online)?

m Daily
m Weekly
m Monthly

Yearly

The above Graph No.10 states that the how often consumer buy beauty products by using AI (online)
technology? Out of the total respondents 34% respondents are said yearly, 38% respondents are said monthly

& only 16% respondents are said daily respectively.

Graph - 11

Q.How Much you spend on buying Beauty
products Online?

= Below Rs. 1000
= Rs. 1000 - 2000
W Rs. 2000-3000

Rs. 3000 & Above
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The above Graph No.11 states that the how consumers spend money on buying beauty products online?
Out of the total respondents 23% respondents are said they spend money ofrs. 1000-2000 while buying beauty
products online, 67% respondents are said below 1000, & only 06% are said of rs.2000-3000 respectively.

Graph -12

Q. Would you like to use Al for further
purchase of Beauty Products?

m Not at all mQuite Unlikely m Neither Likely or Unlikely m Quite Likely mExtremely Likely

The above Graph No.12 states that would you like to use Al for further purchase of beauty products.
Out of the total respondents 45% respondents are said extremely likely, 15% respondents are said not at all,
05% respondents are said quite unlikely, only 13% respondents are said neither likely nor unlikely

respectively.
TESTING OF HYPOTHESIS:
Objective 1) To Study Use of Personalised technology app while buying beauty products.

Null Hypothesis Ho: There 1s no difference in proportion of use of Personalised technology app while buying
beauty products.

Alternate Hypothesis Hi: There is a difference in proportion of use of Personalised technology app while

buying beauty products.

The study the above Null hypothesis Friedman Chi-square test is obtained and applied and shown below.

Test Statistics?
N 120
Chi-Square 42.036
Df 5
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P-value .000

a. Friedman Test

Interpretation: The above results indicate that calculated p-value 1s 0.000. It 1s less than 0.05. Therefore,
Chi-square test is rejected. Hence Null hypothesis is rejected and Alternate hypothesis is accepted.

Conclusion: There is a difference in proportion of use of Personalised technology app while buying beauty

products.

Findings: To understand the findings of hypothesis, mean rank of proportion of use of Personalised
technology app while buying beauty products.

Ranks
Mean Rank

Myntra.com 347
Amazon 3.90
My Glamm 3.70
Nykaa.com 3.47
Beauty Hub 298
Other 3.49

The mean rank values indicate the perceived importance of different beauty and fashion platforms. A
lower mean rank suggests a higher preference among respondents. Amazon (3.90) holds the highest mean
rank, implying it is the most preferred platform, followed by My Glamm (3.70). Myntra (3.47) and Nykaa
(3.47) share the same rank, showing equal preference. "Other" (3.49) is slightly ahead of Beauty Hub (2.98),
which has the lowest rank, indicating it is the least preferred. The variations in ranking reflect consumer

preferences based on factors like product variety, brand reputation, and shopping experience.

Objective 2 To Study the relationship between importance of Al technology for buying beauty products
and amount Spend on buying Beauty products Online.

Null Hypothesis Ho2: There is no relationship between importance of Al technology for buying beauty

products and amount Spend on buying Beauty products Online.
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Alternate Hypothesis Hiz2: There is a relationship between importance of Al technology for buying beauty

products and amount Spend on buying Beauty products Online.

The study the above Null hypothesis Correlation test is obtained and applied and shown below.

Correlations
Q.10. How Much
Importance you spend on
of Al buying Beauty
Technology | products Online?
Importance of Al Pearson 2
Technology Correlation ! 232
P-value 014
N 120 111
Q.10. How Much you Pearson 2
spend on buying Beauty Correlation 232 :
products Online? P-value 014
N 111 111

*. Correlation 1s significant at the 0.05 level (2-tailed).

Interpretation: The above results indicate that calculated p-value i1s 0.014. It is less than 0.05. Therefore,

Correlation test is rejected. Hence Null hypothesis is rejected and Alternate hypothesis is accepted.

Conclusion: There is a relationship between importance of AI technology for buying beauty products and

amount Spend on buying Beauty products Online.

Findings: The Pearson correlation of 0.232 between the Importance of AI Technology and Spending on
Beauty Products Online indicates a weak but statistically significant positive relationship (p = 0.014). This
suggests that as consumers perceive Al technology as more important in their shopping experience, their
spending on beauty products online tends to increase slightly. The significance at the 0.05 level (2-tailed)
confirms that this correlation is unlikely to be due to random chance. However, since the correlation is weak,

other factors likely influence online beauty product spending more strongly.
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Objective 3 To Study the impact of Use of Al on Satisfaction and Future Use in purchase of Beauty

Products.

Null Hypothesis Hos: There is no impact of Use of Al on Satisfaction and Future Use in purchase of Beauty

Products.

Alternate Hypothesis His: There is an impact of Use of Al on Satisfaction and Future Use in purchase of
Beauty Products.

The study the above Null hypothesis Correlation test is obtained and applied and shown below.

Correlations
Q.7.Please
Q.6.Is Artificial | Select Level of
Intelligence Overall Q.12. Would
(personalized Satisfaction of | you like to use
Technology) is Al technology | AI for further
helpful in selecting | for Tailored purchase of
beauty products as Beauty Beauty
per your need? Products? Products?
Q.6.Is Artificial Intelligence Pearson o ”
(personalized Technology) is | Correlation : 076 2
helpful in selecting beauty P-value 000 .006
products as per your need? N 120 120 111
Q.7 Please Select Level of Pearson . o
Overall Satisfaction of Al Correlation 076 : 2
technology for Tailored P-value .000 .000
Beauty Products? N 120 120 111
Q.12. Would you like to use Pearson o .
Al for further purchase of Correlation 29 344 :
Beauty Products? P-value 006 .000
N i | 111 111
**, Correlation is significant at the 0.01 level (2-tailed).
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Interpretation: The above results indicate that calculated p-value is 0.000 and 0.006 for satisfaction and
future use of beauty products respectively. It is less than 0.05. Therefore, Correlation test is rejected. Hence
Null hypothesis is rejected and Alternate hypothesis is accepted.

Conclusion: There is an impact of Use of Al on Satisfaction and Future Use in purchase of Beauty Products.

Findings: The correlation analysis reveals significant relationships between consumer perceptions of Al in
beauty product selection, satisfaction with AI technology, and willingness to use Al for future purchases. A
strong positive correlation (0.676, p = 0.000) exists between the belief that Al is helpful in selecting beauty
products and overall satisfaction with Al, indicating that users who find AI useful also tend to be more
satisfied. Additionally, overall satisfaction with AI shows a moderate correlation (0.344, p = 0.000) with the
likelihood of using Al for future purchases, suggesting that satisfied users are more inclined to continue using
Al-based recommendations. The weaker yet significant correlation (0.259, p=0.006) between AI’s perceived
usefulness and future AI usage suggests that while AI's perceived effectiveness influences future adoption,

other factors also play a role in consumers' purchasing decisions.

LIMITATIONS OF THE STUDY:

1. Generalizability: The sample, while stratified, may not be fully representative of the entire global
population.

2. Self-Reported Data: Survey responses are based on reported behavior and intentions, which may not
always align with actual behavior (which could be studied via experimental design in future research).

3. Rapidly Changing Technology: The Al landscape evolves quickly. Findings may reflect a specific
moment in time.

4. Social Desirability Bias: Participants may overstate their positive feelings towards technology to
appear more modern or knowledgeable. Conversely, they might underreport concerns about privacy if

they feel it's not a socially acceptable concern.

SCOPE OF THE STUDY:

The beauty industry's Al evolution offers rich opportunities for research, particularly as generative Al
and agentic systems advance. Future studies should explore long-term behavioral shifts, ethical implications,
and global variations to guide sustainable innovation.
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SUGGESTION & RECOMMENDATION:

To leverage Al's benefits while mitigating risks, here are practical suggestions and recommendations for

consumers, brands, and the industry.

For Consumers:

Embrace Al Tools for Discovery: Use apps with virtual try-ons (e.g., Google Shopping's AR features
or Sephora's app) to test products before buying, saving time and reducing waste.

Recommendation: Start with free tools like AT skin analyzers to identify needs, but cross-reference
with real-world testing for accuracy.

Be Mindful of Biases: When using Al-generated recommendations, seek diverse sources to avoid
homogenized suggestions.

Recommendation: Combine Al insights with community reviews on platforms like X or Reddit for
broader perspectives.

Prioritize Privacy: Opt for brands transparent about data usage.

Recommendation: Choose apps that allow data control and avoid sharing sensitive images without

consent.

For Beauty Brands and Businesses:

Invest in AI for Personalization: Implement Al chatbots and diagnostics to provide instant, tailored
support, improving customer service and reducing returns.

Recommendation: Scale generative AI cautiously, starting with pilots in e-commerce and
subscriptions to evolve with consumer feedback.

Focus on Ethical AT Development: Use diverse datasets to train models, ensuring inclusivity across
ages, skin tones, and body types.

Recommendation: Partner with AI firms to audit for biases and integrate sustainability metrics, like
optimizing formulations for minimal environmental impact.

Enhance Media Monitoring: Leverage Al for real-time consumer insights and faster reactions to
trends.

Recommendation: Adopt tools for category-level analysis to refine marketing strategies and product

launches.
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For the Industry at Large:

Promote Collaboration and Standards: Encourage cross-industry partnerships to share best
practices on Al ethics and data diversity.

Recommendation: Invest in research to balance innovation with representation, aiming for models
that reflect real-world variety.

Monitor Long-Term Effects: Track how Al influences preferences through ongoing studies.
Recommendation: Fund initiatives to explore Al's role in sustainability, potentially reshaping the

market toward eco-conscious products.

CONCLUSION

Al technologies, such as virtual try-on tools, skin analysis algorithms, and recommendation engines,

enable customers to make informed choices tailored to their unique needs, skin types, and aesthetic goals.

These innovations enhance convenience, boost confidence in purchasing decisions, and foster inclusivity by

catering to diverse beauty standards. However, challenges like privacy concerns, potential biases in Al

algorithms, and the digital divide must be addressed to ensure equitable access and trust. As Al continues to

evolve, its ability to deliver hyper-personalized experiences, streamline product discovery, and promote

sustainability will further influence consumer behavior, driving demand for brands that integrate ethical and

transparent Al solutions. Ultimately, AI empowers consumers to redefine beauty on their terms, fostering a

more personalized and inclusive market landscape.
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ABSTRACT

The Sustainable Development Goals (SDGs), adopted by the United Nations in 2015, provide a
comprehensive global framework for addressing interconnected challenges of poverty, inequality,
environmental degradation, and sustainable development. India, representing nearly one-sixth of the world’s

population, plays a pivotal role in determining the global success of the 2030 Agenda.

India is committed to the execution of SDGs by utilizing national defined indicators which align by NITI
Aayog at national level with intend. NITI Aayog has aligned SD Gs with centrally sponsored programs across
various central ministries/departments. The Government of India has launched nationwide welfare and
development programs with the national level motto as “Sabka Saath Sabka Vikas, Sabka Vishwas, Sabka

Prayas” in series manner to align with the global level motto of “Leaving No One Behind”

Ministry of Statistics and Program Implementation (MOSPI), an independent government ministry, has
undertaken several initiatives to address data gaps related to SDGs indicators by coordinates with Ministries

and departments.

This study provides a comparative analysis of India’s SDG performance vis-a-vis the global average and
the East & South Asian region, drawing on data from the Sustainable Development Report (SDR, 2025), the
SDG India Index (NITI Aayog, 2023—24), and the National Indicator Framework (MoSPI, 2024). The paper
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also undertakes a detailed mapping of India’s national SDG targets and indicators against the global UN

indicator framework to assess alignment and data coverage.

Findings reveal that India’s global SDG rank improved from 116 in 2017 to 99" among 167 countries
with Index score is 67, ranking, with its composite score rising from 58.1 (2017) to 67 (2025). Nationally,
NITI Aayog’s index increased from 57 in 2018 to 71 in 2023-24, reflecting consistent progress, reflecting

moderate but uneven progress across goals.

A detailed mapping of India’s national indicators to global SDG indicators demonstrates strong

alignment but also localized adaptations (e.g., undernutrition, women’s political representation).

While East & South Asia is the fastest-progressing region since 2015, India lags behind regional leaders such
as China and Sri Lanka, particularly on health (SDG 3), gender equality (SDG 5), and environmental goals
(SDGs 13—15). However, India shows significant progress in poverty reduction (SDG 1), renewable energy
(SDG 7), and digital governance (SDG 16). Mapping exercises indicate strong alignment of India’s 290
national indicators with the 230 global indicators, though data gaps persist in climate action, marine

ecosystems, and sustainable consumption.

The study concludes that while India has improved steadily since 2015, accelerated progress requires
targeted interventions in health, gender, and environmental sectors, along with stronger financing, robust

statistical capacity, and effective subnational implementation strategies.

Keywords: Sustainable Development Goals, India, Comparative Analysis, East & South Asia, National

Indicator Framework, SDG Mapping

2. INTRODUCTION

The 2030 Agenda for Sustainable Development, adopted by all UN Member States in 2015, emphasizes a
holistic approach to development by integrating social, economic, and environmental priorities. The 17 SDGs,
with 169 targets and 230 global indicators, provide a common framework for measuring progress. India, as
the world’s largest democracy and a rapidly growing economy, is central to the global SDG agenda. Its
development trajectory directly influences global progress, particularly in goals related to poverty eradication,
health, education, and climate action. Given the scale of India’s challenges ranging from high population
density and regional disparities to environmental pressures tracking and aligning its progress with global

benchmarks is critical.
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This study will provide twofold insights:

2.1 Benchmarking India globally and regionally: Evaluating where India stands compared to the world
average and East & South Asian peers helps identify strengths and weaknesses.
2.2 National-global alignment: Assessing the extent to which India’s National Indicator Framework (NIF)

aligns with the global indicator set reveals data adequacy, gaps, and challenges in comparability.

This study 1s significant for policymakers, researchers, and international organizations as it integrates

comparative performance assessment with methodological alignment.

3. OBJECTIVES
The paper is guided by the following objectives:

I.  To conduct a comparative analysis of India’s SDG performance with global averages and selected East
& South Asian countries.

II. To assess India’s national-level SDG progress as measured by the SDG India Index and highlight
Interstate disparities.

III. To map India’s National Indicator Framework (NIF) indicators with UN global SDG indicators to
identify alignment, overlaps, and data gaps.

IV. To draw policy implications and provide recommendations for accelerating progress toward the 2030

targets.

4. METHODOLOGY

This study adopts a descriptive analysis and comparative mixed-methods research design. It combines
quantitative analysis of SDG index scores with qualitative mapping of India’s national SDG targets and
indicators against the United Nations’ global SDG framework. The purpose is twofold:

I.  To evaluate India’s performance on the Sustainable Development Goals (SDGs) relative to global
averages and its regional peers in East and South Asia.

II.  To analyse the extent of alignment between India’s nationally defined SDG framework (as published by
NITI Aayog and the Ministry of Statistics and Programme Implementation) and the global indicator
framework designed by the UN Inter-Agency and Expert Group on SDG Indicators.

Analytical Approach
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a. Comparative Analysis: India’s performance is compared with global averages and East & South Asian
peers (China, Nepal, Bangladesh, Sri Lanka, and Pakistan).

b. Goal-wise Performance: Each SDG is assessed to highlight India’s strengths and weaknesses relative to
peers.

¢.  Mapping Exercise: The NIF indicators are systematically aligned with UN global indicators to evaluate
coverage and data comparability.

d. Trend Analysis: Performance trajectories from 2016 to 2025 are analyses to assess progress over time.

5. SCOPE AND LIMITATION

5.1 Period of Study

The analysis covers 2015 to 2025, corresponding to the first decade of SDG implementation since their
adoption in September 2015 at the UN General Assembly.

5.2 Data Sources

L Sustainable Development Reports (SDR, 2016 to 2025): SDR reviews progress made each year on
the SDGs performance of each member who adopted membership in UN. It provides SDG Index scores, global
rankings, and regional comparisons.

II. NITI Aayog’s SDG India Index (2023-24): The NITI (National Institution for Transforming India)
Aayog has released its latest Sustainable Development Goal (SDG) India Index for 2023-24, showing
significant progress in sustainable development across states and union territory of India. It measures India’s
national and subnational performance across 113 indicators for 16 goals.

III. MoSPI’s National Indicator Framework (NIF, 2024): MoSPI's National Indicator Framework (NIF)
1s a comprehensive set of 306 statistical indicators developed by India's Ministry of Statistics and Programme
Implementation (MoSPI) to monitor progress towards the United Nations Sustainable Development Goals
(SDGs) at the national level. It was created through extensive consultations with various government
ministries, NITT Aayog, state governments, and other stakeholders, aligning global indicators with national
priorities and needs. It defines indicators mapped to global indicators, offering India’s official monitoring
framework.

IV. UN Sustainable Development Goals Report (2024/25): The UN Sustainable Development Goals
(SDG) Report 1s an annual publication by the United Nations that monitors global progress towards the 17
Sustainable Development Goals, a set of universal goals adopted in 2015 to create a "shared blueprint for
peace and prosperity for people and the planet" by 2030. Prepared by the UN Department of Economic and
Social Affairs (DESA) with input from various UN agencies, the report uses the latest data to assess progress,
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highlight setbacks, and identify areas requiring urgent action and investment to address challenges like

poverty, inequality, climate change, and conflict. It presents global and regional progress trends.

6. INDIA’S SDG PERFORMANCE IN GLOBAL AND REGIONAL CONTEXT"

India achieved a significant milestone in since 2017 to 2025, breaking into the top 100 in the year 2025
for the first time out of 167 countries. While this represents substantial progress, India still faces challenges,
especially in environmental SDGs, though improvements were noted in health, clean energy, and
infrastructure. Regionally, East and South Asia have shown the fastest progress, with India's neighbors like
Bhutan and Nepal performing better, while China ranks higher globally. Below Table no 1 and Table 2

represent comparative Indias SDG index scores and SDG performance with Global and Regional countries.

Table 1: Comparative SDG Index Scores for India, South Asia, East Asia, and World (2017-2025)’

Comparative SDG Index Scores (2017-2025)
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Table 2: Comparative SDG performance of India to regional and global SDG performance’

S0GS porformance : India | China Rangladesh Pakistan Srilanka Mepal Woidd
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6.1 Key highlights of Global Comparison*

According to the SDR (2025):

e Since 2015, India has improved its global standing by scoring SDG performance index score at 67 and
achieved a global ranking at 99 out of 167 countries. India's rank of 99th is a significant jump from 109® in
2024 and 112th in 2023. Comparison with major economics namely China achieved rank at 49 by SDG Index
Score of 74.4 and United States achieved rank at 44® by SDG Index Score of 75.2. This shows steady progress
but still leaves India below the global average score of 70.

e SDR 2025 states major leading countries namely Finland, Sweden, Denmark scored SDG Index more
than 80 and its consistent dominate the SDG Index.

This suggests that India 1s slightly below the global mean, performing better than several developing regions

but trailing behind major and advanced economies.

6.2 Key highlights of Regional Comparison (East & South Asia). Overall, East & South Asia is the fastest-

improving region since 2015-2016, but India’s progress 1s mixed.

2 Development Report 2023

ble Development Reporr 2023
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e China: Score 74.4 1n 2025 and same consistently higher than India since 2016; strong in poverty
eradication, industry, and education but weak on climate.

e Sri Lanka: Higher rank than India since 2016, strong in health and education.

e Nepal: Comparable to India on poverty and education, better in SDG 13 Climate but weaker on SDG 17
infrastructure.

« Bangladesh and Pakistan: Lower scores than India, especially on governance and health. However better
in SDG 13 Climate.

Table 3 : Comparative regional performance for the period 2016-2025°

Particulars 2025 | 2024 | 2023 | 2022 | 2021 | 2020 | 2019 | 2018 | 2017 | 2016
India

SDG Score 67 64 | 634|603 | 60.1 | 619 | 61.1 | 59.1 | 58.1 | 484
Global Ranks 99 109 | 112 | 121 | 120 | 117 | 115 | 112 | 116 | 110
China

SDG Score 744 1709 | 72 | 724 | 72.1 | 73.9 | 73.2 | 70.1 | 67.1 | 59.1
Global Ranks 49 68 63 56 57 48 39 54 71 76
Bangladesh

SDG Score 639 | 643 | 659 | 64.2 | 63.5 | 635 | 60.9 | 59.3 | 56.2 | 444
Global Ranks 114 | 107 | 101 | 104 | 109 | 109 | 116 | 111 | 120 | 118
Pakistan

SDG Score 57 57 59 | 593 | 57.7 | 56.2 | 55.6 | 54.9 | 55.6 | 45.7
Global Ranks 140 | 137 | 128 | 125 | 129 | 134 | 130 | 126 | 122 | 115
Sri lanka

SDG Score 679 | 674 | 694 | 70 | 68.1 | 669 | 65.8 | 64.6 | 659 | 54.8
Global Ranks 93 93 83 76 87 94 93 89 81 97
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Nepal
SDG Score 68.6 | 67.1 | 66.5 | 66.2 | 66.5 | 659 | 63.9 | 62.8 | 61.6 | 51.5
Global Ranks 85 95 99 98 96 96 103 | 102 | 105 | 103

6.3 National Performance (SDG India Index 2023-24)°:

e India's overall SDG score improved to 71 in 2023-24 from 66 in 2020-21 and 57 in 2018. All states have
shown improvement in overall scores. Progress has been largely driven by targeted government
interventions in poverty reduction, economic growth, and climate action.

e Kerala and Uttarakhand emerged as the best-performing states, each scoring 79 points.

e Bihar lagged behind with a score of 57 points, followed by Jharkhand at 62 points.

e 32 states and union territories (UTs) are in the front-runner category, with 10 new entrants including
Arunachal Pradesh, Assam, Chhattisgarh, and Uttar Pradesh.

e Significant progress in Goals 1 (No Poverty), 8 (Decent Work and Economic Growth), 13 (Climate Action)
and 15 (Life on Land).

e Goal 13 (Climate Action) records highest increase in score from 54 in 2020-21 to 67 in 2023-24 followed
by Goal 1 (No Poverty) from 60 to 72.

7. MAPPING OF NATIONAL SDG TARGETS & INDICATORS WITH GLOBAL INDICATORS’

7.1 Overview of SDG National Indicator Framework (2024)
It provides direct mapping to global indicators. It covers all 17 goals, though data gaps exist in SDG 12
(Sustainable Consumption), SDG 14 (Life Below Water), and SDG 15 (Life on Land).

As per SDGs progress reports issued by national statistical office, GOI on 29™ June 2024 published report on
290 national SDG indicators along with updated current status with Global Indicators Framework( GIF) and

same 1s summarized below in tabular form

7.2 Findings from Mapping of National Indicator Framework 2024 stated as follows®:

nme Implementation. (lune 2024). National Indicator Framework Progress Report 2024. Government of India.
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Summary of data mapping National indicators with SDG Targets as follows:

National

SDG SDG Data Data not
SDGs Targets | Indicators available | available
1 —No Poverty 7 18 18 0
2 — Zero Hunger 8 19 19 0
3 — Good health & Well-being 13 38 38 0
4 — Quality Education 10 19 17 2
5 — Gender Equality 9 31 28 3
6 — Clean water & Sanitisation 8 13 13 0
7 — Affordable & Clean energy 5 5 5 0
8 — Decent work & Economic growth 12 26 25 1
9 — Industry, Innovation and Infrastructure 8 16 16 0
10 — Reduced Inequality 10 12 12 0
11 — Sustainable cities & Communities 10 13 10 3
12— Responsible consumption &
Production 11 14 10 4
13 — Climate action 5 7 7 0
14 — Life below water 10 11 11 0
15 — Life on Land 12 15 15 0
16 — Peace, Justice and Strong Institution 12 21 21 0
17 — Partnership for the Goals 19 12 12 0
Total 169 290 277 13
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As per above table around 95 % of national SDG indicators have data that means India is well positioned for

real-time monitoring and evaluation.
e Un-addressed Targets: Total 28 Targets unaddressed. Majorly related to SDG 16, SDG 14 and SDG 13.

e  Similar Indicators: Total 14 Indicators similarly mapped with other targets & indicators based on similar

sources of data collection.

o High alignment: SDG 1 - Poverty, SDG 3 - health, SDG 4 - education, SDG 7 - energy, SDG 17 -
infrastructure.

e Partial alignment: SDG 5 - Gender, SDG 12 - sustainable consumption, SDG 6 - waste management.

e Gaps: SDG 13, SDG 14 and SDG 15 - Marine pollution, biodiversity, SDG 11 - sustainable lifestyles

because of limited national data collection.

8. FINDINGS & DISCUSSION

I.  Global Position: India remains a “middle performer,” showing steady progress but lagging advanced

economies and regional leaders.

II. Regional Insights: India outperforms Bangladesh and Pakistan but trails China and Sri Lanka in health,

gender, and environment.

III. National Insights: Interstate disparities remain stark, reflecting uneven governance and resource

allocation.

IV. Mapping Insights: India’s NIF demonstrates robust alignment with global indicators, but incomplete

data threatens comparability.

V. Need to focus on the Policy Implications:

e To strengthen investment in health, gender, and environment.
e To build statistical capacity for SDG monitoring.

e To enhance state-level implementation to reduce disparities.
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9. CONCLUSION

India’s progress toward the SDGs reflects significant achievements in poverty reduction, energy

transition, and digital governance. Yet, challenges in health, gender equality, and environmental sustainability

hinder its global ranking. The mapping of national to global indicators shows strong structural alignment but

data and measurement gaps persist.

To accelerate progress by 2030, India must:

1.

2:

3.

4.

Prioritize lagging goals (SDGs 3, 5, 13-15).
Invest in statistical and monitoring capacity.
Mobilize financing and partnerships.

Address subnational disparities through decentralized policy interventions.
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ABSTRACT

The global focus has been shifted towards green transitions with renewable energy and local
entrepreneurship to foster sustainable economic development. Agro-processing is one of the critical sectors
in rural livelihoods, yet it suffers from high levels of post-harvest losses from traditional drying and local
storage; renewable energy & renewable energy combined with local post-harvest solutions, specifically solar
dehydration, opens up opportunities for transparent transformations to enhance inclusive growth becatuse it
reduces waste, enables farmers and micro-entrepreneurs to add value, and allows access to high-end markets.
This research paper explores how sustainable local entrepreneurship in renewable energy—based agro-
processing can accelerate inclusive development in India, focusing on two case studies - S4S Technologies in
Maharashtra, Nashik and Pimpri farmers using solar dryers, and Shivraj Nishad’s herbal tea brand “Blue
Veda” which has turned Solar energy—based agro-processing into a Rs. 25 Lakh herbal tea brand business
more than helping over 800 farmers. The study tries to understand with the impact of renewable energy brings
about on factors such as income generation, women empowerment, resource efficiency, and product quality.

As found by the investigation, decentralized solar drying technologies provide a way to cut back on fossil fuel
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use, minimize food loss, create micro-entrepreneurship opportunities, and increase climate resilience. From
a community perspective, examples exist wherein inclusive participation, especially by women, can expand
socio-economic benefits while observing ecological sustainability. The paper concludes that renewable
energy based agro-processing has huge business potential for rural communities, provided that the main
obstacles of financing, technical training, and supply chain integration are resolved. Several proposals
concentrated on scaling up the solar dryer technology through public/private partnerships, including green
entrepreneurship in rural development policies, and broadening the scope of research-industry partnerships.
Green transitions linked with inclusive entrepreneurship, representing a platform in which agro-processing

innovation can work toward local empowerment as well as global sustainability goals.

Keywords: Green Transitions; Renewable Energy; Agro-Processing; Local Entrepreneurship; Inclusive

Growth

1. INTRODUCTION

Sustainable development in the 21st century increasingly requires a replacement of carbon-intensive
economic activities with alternate green, inclusive forms of growth. For agrarian economies such as India, the
problem is twofold: providing food security and improving rural livelihoods in a climate change scenario.
Smallholder farmers who use traditional practices report excessively high post-harvest losses estimated to be
approximately 30-40% in the case of perishable items such as fruits, vegetables, and flowers. These losses are
further compounded by erratic electricity supply, limited cold storage, and lack of proper infrastructural
facilities in rural regions.

Renewable energy offers solutions for all these problems while developing entrepreneurship. In the
various renewable energy solutions, agro-processing technologies powered by solar energy, especially solar
dryers, are rapidly emerging as alternatives to traditional ways of drying crops, spices, herbs, and flowers.
Solar drying can improve product, quality, extend shelf life, and provide hygiene controls to minimize losses
as well as facilitate smallholder farmers and agribusiness aspirations to tap high value local and global markets
for example nutraceuticals, herbal medicines, and packaged foods.

This study focuses on the role of renewable energy—based agro-processing in promoting inclusive
growth through local entrepreneurship. The analysis draws on two illustrative case studies across India- S4S
Technologies in Maharashtra, Nashik and Pimpri farmers using solar dryers, and Shivraj Nishad’s herbal tea
brand “Blue Veda” which has turned Solar energy—based agro-processing into a Rs. 25 Lakh herbal tea brand

business more than helping over 800 farmers. These cases demonstrate how renewable energy adoption is
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transforming rural livelihoods, empowering marginalized groups, and contributing to India’s broader green

transition agenda.

2. OBJECTIVES OF THE STUDY
The present study is guided by the following specific objectives which are formulated to align with the
overall purpose of the study and to systematically address the key dimensions of the research problem.
Accordingly, the objectives of the research paper are outlined below:
1. To study the role renewable energy-based agro-processing has in reducing post-harvest losses to effect
value addition.
2. To evaluate the role of local entrepreneurship in solar drying in inclusive growth and women's
empowerment.
3. To analyze the socio-economic and environmental consequences of renewable energy adoption in rural
agro-processing.
4. To recommend strategies for scaling up renewable energy-based agro-processing initiatives for

sustainable rural development.

3. SCOPE OF THE STUDY

The scope of this study is limited to renewable energy-based agro-processing, particularly solar
dehydration technologies in India. It explores entrepreneurship models that emerge from these technologies
and their implications for inclusive growth. The study covers case studies from S4S Technologies in
Maharashtra, Nashik and Pimpri farmers using solar dryers, and Shivraj Nishad’s herbal tea brand “Blue
Veda”, highlighting both practical experiences and experimental advancements. While the primary focus is
on solar dryers, the findings have broader relevance for renewable energy applications in agriculture and rural

industries.

4. LITERATURE REVIEW

Bhattacharyya, 2012 believes that renewable energy agriculture is considered an emerging field in
sustainable development. Academics argue that decentralized renewable energy systems offer rural
communities a way of circumventing infrastructural pitfalls while Tiwari & Singh, 2016 feel that solar energy
has, in particular, been explored for water pumping, drying, and generation.
Mujumdar, 2014 says that from the perspective of post-harvest management, dehydration is considered one
of the best methods for preserving agricultural produce, especially where there 1s no infrastructure for cold

chains or any cooling supply. Esper & Miihlbauer, 1998 state that conventional sun drying causes
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contamination and uneven drying, while also affecting the quality of the product. Solar dryers overcome these
constraints by providing for controlled drying that retains nutritional value and market acceptability.

From the entrepreneurship perspective, green business models in rural areas are recognized as an engine of
inclusive growth (Prahalad, 2005). Clancy et al., 2012 state through case studies reveal that women-led
enterprises in renewable energy fields usually result in greater socio-economic benefits because of their
multiplier effects on household welfare.

The Better India, 2021 reports in the Indian context, where studies reveal the success of solar dryers
in food processing so that further spoilage can be prevented, thus adding to the income. Research with ICAR
shows hybrid solar dryers enable better retention of quality in flowers and herbs (Kumar et al., 2020).
Together, this starts to lay the groundwork to show the potential of renewable energy-based agro-processing

to bring together three important goals, sustainability, entrepreneurship and inclusivity in rural regions.

5. RESEARCH METHODOLOGY

The present study adopts a qualitative case study methodology, with secondary data analysis using
journal articles, newspaper reports etc. Specifically, the research utilizes the case study analysis approach,
wherein two distinct case studies were selected to represent varied contexts: (1) a corporate—community
partnership model exemplified by S4S Technologies, and (ii) an entrepreneurial initiative in herbal tea
branding through Shivraj Nishad’s ‘Blue Veda.’

6. INTRODUCTION TO CASE STUDIES USED FOR DATA ANALYSIS

For the purpose of data analysis, the present research relies on a case study—based approach. Case studies
were selected as they offer context-specific insights and practical illustrations of how green transitions and
local entrepreneurship contribute to inclusive growth. The following two case studies have been examined in
detail to represent different models of intervention:

1. S4S Technologies — a corporate—community partnership in Maharashtra.

2. Blue Veda — an entrepreneurial herbal tea brand from Uttar Pradesh.

6.1 CASE STUDY 1: S4S TECHNOLOGIES (MAHARASHTRA)

S4S Technologies pioneered a portable Solar Conduction Dryer (SCD) that requires no electricity.
Targeting women farmers, S4S provides both technology and market linkages. Farmers dehydrate turmeric,
ginger, beetroot, and onions, selling value-added products to major food companies.

e Economic Impact: Women farmers earn consistent supplementary income. Provided new income

sources in rural economies.
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e Social Inclusion: Enhanced women’s decision-making power. Small farmers benefited through
cooperative models.

+ Environmental Impact: Less dependence on grid power; minimized food wastage. Energy-efficient
preservation using small amounts of energy. Minimized reliance on firewood drying; maintained

biodiversity-based product.

6.2 CASE STUDY 2: BLUE VEDA (KANPUR, UTTAR PRADESH)

Shivraj Nishad is a grassroots entrepreneur of Shekhpur village in Kanpur who started Blue Veda herbal
tea brand worth approximately 325 lakh. Using solar drying technology, he started the growing, harvesting,
and processing of local flowers such as butterfly pea, hibiscus, marigold, rose, tulsi, jasmine, and chamomile.
The firm created a separate market for herbal teas and developed an inclusive value chain that supports small-
scale farmers. Currently, Blue Veda benefits more than 800 farmers directly, of whom several could hardly
find steady income avenues prior to this.

e Economic Impact: Farmers are gaining better returns now that they are involved in selling value-
added herbal tea products instead of merely raw crops. This provides a constant flow of income and
thereby, better livelihoods for people in the rural area. Also, it has potential in the high-value cosmetic
and herbal industry.

¢ Social Inclusion: The venture promotes rural entrepreneurship and raises farmer collectives thereby
increasing resilience and decreasing reliance on middlemen expenses.

o Environmental Impact: Solar dryers decrease post-harvest loss for example and reduces reliance on
conventional processed fuels and promotes sustainable agricultural practices. Improved efficiencies in
energy usage.

The above cases present a comparative framework set against which innovation, entrepreneurship, and

sustainability are to be examined vis-a-vis the making of positive economic, social, and environmental

outcomes, thus forming the empirical ground for the subsequent analyses and interpretation of this research

paper.

7. FINDINGS

The case study analysis underscores key insights into the role of renewable energy—based agro-
processing technologies, mainly solar dryers, toward promoting sustainable local entrepreneurship. Solar
dryers have a dual-impact innovation according to these findings because they protect the environment while
creating job opportunities for everyone. The community's adoption of these technologies shows how

renewable energy systems help protect against climate change while making communities stronger. The results
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can be analyzed across the most important parameters: environmental dimension, livelihood effects on rural

farmers, and social impact on gender equality.

1. Solar Dryers and Environmental Impact:

Reduced Carbon Footprint: The utilization of solar power by solar dryers decreases the need for
fossil fuels. The reduced carbon gas emissions from solar dryer usage protect the planet against climate
change.

Preservation of Natural Resources: The use of solar dryers prevents damage to natural resources
including forests and water resources that conventional fuel-based drying methods would otherwise
consume.

Improved Air Quality: Solar dryers operate without producing any emissions which leads to
improved air quality in your surrounding area. The replacement of wood smoke emissions with solar

dryers creates improved health standards for people living in rural areas.

2. Impact on Livelihoods of Rural Farmers:

Income Generation: Solar dryers enable rural farmers to generate income through the processing of
their crops and fruits and vegetables. The production of value-added goods enables them to create
additional income which leads to better financial stability.

Skill Enhancement: The operation and upkeep of solar dryers demands specific technical expertise
for successful execution. The program teaches rural farmers essential skills which will help them find
work and start their own businesses in the future.

Reduction in Post-Harvest Losses: Solar-dryers function to increase product shelf life because they
decrease food spoilage. The steady production and sales activity of rural farmers produces stable

income which provides them with consistent earnings.

3. Impact on Gender Equality and Social Equity:

The solar drying programs help rural women develop business skills which leads to new small
companies. These initiatives help individuals become financially independent while teaching them
leadership skills and creating spaces for community participation. Women who become more visible
in society and achieve higher social standing help their communities grow while promoting gender

equality and social equity which leads to sustainable development.
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8. RECOMMENDATIONS FOR RENEWABLE ENERGY-BASED AGRO-PROCESSING
INITIATIVES FOR SUSTAINABLE RURAL DEVELOPMENT

The research supports the idea that renewable energy-based agro-processing systems serve as driving
forces for green transformations and economic development which benefits all community members. Studies
from various cases demonstrate that local business models show operational efficiency while creating major
social changes, helping to connect farmers to corporate businesses through a market-based approach showing
how renewable technologies enable them to succeed in business during times of unstable market prices and
changing weather patterns as well as demonstrating how research and innovation boost product quality and

market success.

Renewable energy solutions need to join with training programs and credit systems and policy frameworks

to create inclusive results according to these cases. A few recommendations based on these case studies:

1. Policy Integration: Incorporate solar dryer adoption into government schemes like PM-KUSUM
(Pradhan Mantri Kisan Urja Suraksha evam Utthaan Mahabhiyan) Scheme, a central government
Initiative to promote solar energy in India's agriculture sector and also Startup India.

2. Financing Models: Develop micro-credit and subsidy frameworks for small farmers and women’s
groups.

3. Research-Industry Collaboration for Training & Capacity Building: Provide technical and
entrepreneurial training for effective technology utilization. Encourage joint ventures between research
institutes and private enterprises for scaling innovations

4. Market Linkages: Facilitate direct procurement of solar-dried products by food, herbal, and cosmetic

industries.

9. CONCLUSION

Renewable energy-based agro-processing holds immense promise for India’s green transition and
inclusive growth agenda. Solar drying technologies have demonstrated their capacity to reduce post-harvest
losses, enhance incomes, empower women, and conserve the environment. Local entrepreneurship, supported
by technological innovations and institutional linkages, can unlock sustainable business opportunities that

contribute to both rural prosperity and national sustainability goals.
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ABSTRACT

Sustainable products are now a number one priority for both consumers and businesses due to
increased awareness of environmental challenges. The extent to which consumers are aware of these products
and interested in purchasing them often depends on the manner in which the information reaches them. The
purpose of the study is to investigate how consumer awareness and interest in sustainable products is
influenced by various forms of social media content, user engagement, and age groups. A quantitative study
was conducted with responses from 120 participants. The data was examined using ANOVA, correlation
analysis, and chi-square testing to investigate differences, relationships, and group effects. The results of the
study show that short format video (reels, shorts) is more effective in raising awareness than text based content
(carousel posts, blogs, articles). Consumer interest is positively and statistically significantly correlated with
engagement activities (like, share, comment, save). There are no significant differences in the frequency of

engagement between age groups, suggesting that behaviour is consistent across generations.

Keywords: sustainable products, social media, consumer awareness, consumer interest, Al powered

suggestion

INTRODUCTION:

Sustainable products are now a number one priority for both consumers and businesses due to
increased awareness of environmental challenges. Sustainable products are those that are made using

environmentally friendly materials, manufactured with ethical labour standards, or made to be recyclable.
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However, how the information is shared with consumers often determines how much the consumers
are aware of these products and interested in purchasing them. Social media has emerged as one of the most
effective channels for creating awareness and influencing purchases in recent times. The content on these
platforms varies from brand ads and influencer endorsements, to reviews and AI powered suggestions. This
study investigates the ways in which social media affects consumers' knowledge of sustainable products as

well as their desire to interact with or buy them.

REVIEW OF LITERATURE:

(Saeed et al., 2019) identified through their study that when consumers read good sustainability focused

content regarding items on social media, their faith in those products grows.

(Ben Abdelaziz et al., 2015) in their research found social media is often the key place where customers look
to find details on sustainability. Their perception of brands is shaped by this dependence, which can increase

both trust and risks about the brand.

(Armutcu et al., 2023) discovered that buyer choices for sustainable goods are significantly and favorably

impacted by social network marketing and internet based conversations.

(L1 et al., 2024) in their study identified how using social networks was linked with leading a green,
environmentally conscious way of living. It was found people rely on social networks for news and ideas
regarding sustainability. And anyone who i1s influential posting about problems with the environment and
sustainability did not have much of an effect on people's capacity to make their own decisions for a more

environmentally friendly way of living.

(Rizomyliotis et al., 2024) through their study indicated when consumers interact with, respond, publish, or

participate in discussions on a brand's social media pages, they develop a stronger emotional bond with it.

(Confetto et al., 2023) found engagement with environmentally friendly content on social platforms affects
environmentally friendly consumer choices as well as environmentally friendly habits. The younger
generation's likelthood of adopting an environmentally friendly way of life increases with their dealing with

environmentally conscious content on social platforms.

(Delcea et al., 2019) observed only less than a quarter frequently came across messages about sustainability
online or actually read these types of posts. At the same time, two-thirds had started reading about

environmentally friendly goods after seeing promotions on social networking sites. It was found that a
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maximum number of people desired to buy items that peers had recommended online.

RESEARCH GAP:

While previous research has confirmed that social media exposure influences sustainability awareness
and buying behaviour only a few have distinguished between the types of social media content that most
successfully increases awareness. Also, little attention has been given to the role of AI driven suggestions in
influencing consumer awareness and interest. Similarly, user engagements such as likes, shares, comments
and saves have also remained underexplored. Additionally, majority of the research looks at awareness and

interest together, and few studies make a distinction between the two.

OBJECTIVES:

1. To identify the type of social media content that increases awareness of sustainable products in

consumers.
2. To measure the impact of engagement behaviours on consumer interest in sustainable products.

3. To study the relationship between age groups and the frequency of engagement with sustainable product

content on social media.

HYPOTHESES:
Hoi: There is no significant difference in exposure between short format video content (reel/shorts) and text

based content (carousel posts, blogs, articles).

Hai: There is a significant difference in exposure between short format video content (reel/shorts) and text

based content (carousel posts, blogs, articles).

Hoz2: There is no significant relationship between higher levels of engagement and consumer interest in

sustainable products.

Haz: There is a significant relationship between higher levels of engagement and consumer interest in

sustainable products.

Hos: There is no significant association between consumer age groups and their frequency of engagement
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(likes, shares, comments) with sustainable product related content on social media.

Has: There 1s a significant association between consumer age groups and their frequency of engagement

(likes, shares, comments) with sustainable product related content on social media.

RESEARCH METHODOLOGY:

This study has used both, primary and secondary sources of data. The secondary data included a broad
range of academic resources such as journal articles, conference proceedings, websites. The secondary data
served as the basis for developing the study's framework and preparing the questionnaire. A structured online
survey through Google form was used to gather the primary data. The survey consisted of checkboxes,
multiple choices, and Likert scale questions. A convenience, non-probability based sampling strategy was
adopted to collect 120 responses. The participants were contacted through personal networks and social media.
Excel was used to assess the study's hypotheses and identify significant patterns in the data using both

descriptive and inferential analysis.

DATA ANALYSIS & INTERPRETATION:

Descriptive Analysis:
Table 1:
Demographic Profile of Respondents
'Variable Category Frequency Percentage (%)
(n=120)

Gender Male 87 43.33
Female 66 55.00
Non-binary 2 1.67

Age Group 15-24 47 39.17
25-34 34 28.33
35-44 19 15.83
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45-54 16 13:33

55 & above 4 3.33

Table 1 shows that male respondents were 43.3% of the sample and female respondents were 55%.
And a tiny percentage of respondents (1.7%) were non-binary. The largest age group was between the ages
of 15-24 (39.2%), followed by 25-34 (28.3%). 35-44 years old were 15.8% of respondents, 45-54 years old

were 13.3%, and only 3.3% were 55 and above in age.

Fig 1: Social media platforms where respondents see sustainable product content

0On which social media plarforms do you mast frequently see sustainable products reiatad content?

From figure 1 we can understand that Instagram (85%) and YouTube (68.3%) are the most popular
platforms. While the reach of Facebook (31.7%), WhatsApp (29.2%), LinkedIn (27.5%), and Twitter (12.5%)
1s moderate to low. However, 1.7% never saw any sustainable content on social media. This suggests YouTube

and Instagram are essential for raising awareness.

Fig 2: Content type increasing awareness of sustainable products

Which type of social media content most Increases your awareness of sustainable products?
120 reapandds

I

CHl poty
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Figure 2 shows how reels/short videos raise awareness the most (82.5%), followed by influencer
endorsements (49.2%), and tutorials/reviews (42.5%). The data also suggest carousels (27.5%), brand posts
(32.5%), and articles/blogs (33.3%) are less effective in raising awareness for sustainable products.

Table 2: Exposure to sustainable product content on social media

Exposure Level IFrequency (n=120) |Percentage (%)
Never D 1.67

Once or twice a month 56 46.67

Weekly 28 23.33

Several times a week 28 23.33

Daily 6 5.00

Table 2 indicates that the majority of respondents disclosed that they saw content on sustainable
products once or twice a month (46.7%), followed by weekly or multiple times a week (23.3% each). While
a small percentage of individuals view such content every day (5%) or never (1.7%). This suggests that
although sustainable products related content is increasingly visible, the population studied has limited access

to continuous daily exposure.

Table 3: Engagement with sustainable product content on social media

[Engagement Level IFrequency (n=120) Percentage (%)
Never 17 14.17

Rarely 32 26.67
Sometimes A6 38.33

Often 03 19.17

Always 2 L.67
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Table 3 indicates that the majority of respondents interact with content on sustainable products
occasionally (38.3%) or frequently (26.7%). On the other hand, fewer interact rarely (19.2%), never (14.2%),
or always (1.7%). This indicates moderate overall engagement by consumers with sustainable products on

social media.

Fig 3: Influence of Al powered suggestions on interest in sustainable products

How much do Al-powered product suggestions influence your inlerest in susizmable products? (1 =
No influsnce & 5 = Strong influence

—-m AN

Figure 3 shows that the majority 35.8% and 30% (3 & 4) report moderate influence of Al in increasing
interest. While 8.3% chose a strong influence of 5. And 7.5% & 18.3% chose minimal influence of 1 and 2

respectively. This suggests Al has a considerable impact on consumers' interests but not all of them.

INFERENTIAL ANALYSIS:

Table 4: Chi-square test

Metric Value
Chi-square Value 30.96

df 1

p-value 0.0000000263
Significance Level (o) 0.05

Table 4 shows the result of the chi-square test, which examines the effectiveness of short format video
content (reels/shorts) and text based material (carousel posts, blogs, articles) in raising consumer awareness

of sustainable products. The computed chi-square value was 30.96, yielding a p-value of 0.0000000263.
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Since the p-value was less than 0.05, the null hypothesis was rejected. This indicates a statistically significant
difference between content types. Short format video content has been found to raise consumer awareness

more effectively than text based content.

Table 5: Pearson Correlation

Test r R? F p-value
Regression 0.299 0.089 11.55 0.0009
(Engagement-

Interest)

Table 5 shows the association between engagement score (independent variable) and consumer
interest (dependent variable). It shows a weak to moderate positive correlation (r = 0.299, R2= 0.089). Since
the p-value was less than 0.05, the null hypothesis was rejected. It indicates a statistically significant
relationship between engagement and consumer interest. In other words, higher engagement with sustainable

product content on social media platforms is associated with greater consumer interest.

Table 6: One way ANOVA

Source of |Sum of Squares df Mean Square F p-value
Variation
Between 2.893752508 4 0.72343813  0.998246122 |0.41113825
Groups

‘Within Groups [92.03806567 127 0.72470918

Total 94.93181818 131

Table 6 shows the result of one way ANOVA, which examines the differences between age groups in
terms of their engagement with sustainable products’ content on social media. Since the p-value is greater
than 0.05, the result is not statistically significant. Thus, the null hypothesis was failed to be rejected. This

indicates the engagement levels across age groups don’t tend to different.

62|Page



JAN 2026 - VOL — 34, ISSUE -1

LIMITATIONS:
1. The study was restricted to the Mumbai metropolitan area, which may limit the wide acceptance of

findings and results.
2. The outcomes may alter if advanced statistical tests and analytical tools are used.

3. The scope of the research was further narrowed due to limitations in time and resources.
CONCLUSION:

It can be concluded from the above study that short format videos such as reels or shorts on platforms
like Instagram and Youtube are more effective than text based content in raising consumer awareness towards
sustainable products consumption. Engagement behaviour like- saving, sharing, liking, commenting is
associated with higher consumer interest. And lastly, engagement levels do not differ significantly across age
groups. Further, Al powered suggestions have become an essential tool in raising awareness, indicating the

expanding impact of personalised targeting.

SUGGESTIONS:
1. Brands should focus on short format videos such as reels or shorts to create awareness about sustainable

products amongst consumers.

2. Influencer endorsements, tutorials, and reviews shared on social media can further help in increasing

consumer interest for sustainable products consumption.

3. Marketing campaigns on YouTube and Instagram should be given top priority.

4. Brands should build interactive content on sustainable products such as contests, tagging a friend, sharing

with friends can boost consumer interest to try sustainable products.

5. Brands can use lifestyle based segmentation, concern for the environment for creating targeted

campaigns.

6. Al driven recommendations such as suggested posts, targeted ads can help in increasing awareness for

sustainable products. Brands can leverage Al for personalised targeting.
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ABSTRACT

Although women entrepreneurs have emerged as key forces behind social and economic advancement
in India, the vibrant entrepreneurial ecosystems in second-tier cities are sometimes overlooked in
scholarly and policy discussions. This study examines how women-led businesses are promoting inclusive
growth in three non-metropolitan cities: Jaipur, Rajasthan; Nagpur, Maharashtra;, and Coimbatore,
Tamil Nadu. These cities all share the same patterns, despite their diverse cultures and industries: cities

are growing larger, marketplaces are expanding, and more women are obtaining employment.

In-depth interviews, secondary data analysis from local industry groups and government
publications, and structured surveys of 150 female entrepreneurs 50 from each city are all part of the
study's mixed-methods methodology. Discussions included a wide range of topics, including how to
support community growth, innovative approaches to tasks, social mobility, business expansion, job
creation, and revenue generation. According to preliminary research, women entrepreneurs in these
areas greatly boost the economies of their communities by raising household incomes, generating
employment opportunities, and promoting social inclusion through CSR initiatives, women-centric

networks, and skill development programs.

By concentrating on the experiences of women who reside outside of India's major cities, this
study addresses the pervasive urban bias in entrepreneurship research. It also demonstrates how women-

owned businesses in small towns can foster social justice and economic flexibility in local communities.
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By employing gender-sensitive strategies to transform prosperous regions into entrepreneurial
ecosystems, the paper's policy recommendations seek to support the nation's equitable and balanced

growth.

Keywords: Women Entrepreneurship;, Inclusive Growth; Second-Tier Cities; Socio-Economic

Development; India.

INTRODUCTION

India's economy and society have been significantly impacted by the increase in women starting their
own businesses. Over the past few decades, an increasing number of women have started their own
businesses. Previously operating small enterprises from their homes, they now lead large corporations
that generate new ideas, provide employment, and boost the economy. In the same way that
entrepreneurial ecosystems must flourish in larger cities like Bengaluru, Kolkata, Chennai, Delhi,
Mumbai, and others, women-owned firms must thrive in smaller cities. However, it hasn't received as
much notice. Due to the low population density, growing number of industrial clusters, and improving
infrastructure, women are establishing enterprises in these areas. (Roy and Newman, 2019)

Even in the face of structural challenges, women entrepreneurs are contributing to the growth of non-
metropolitan cities by creating jobs, establishing local supply chains, and bolstering underperforming
areas. To support the economy's long-term growth, they typically combine social and economic
objectives. For instance, they encourage the adoption of eco- friendly products, improve workspaces, or
teach rural women how to find employment. However, adequate documentation and comprehension of
the contributions and difficulties faced by women entrepreneurs in growing cities are hampered by a
pervasive urban-centric bias in research and policy discourse. By investigating the impact of women-led
businesses on social and economic growth in three sample second-tier Indian cities Coimbatore (Tamil
Nadu), Nagpur (Maharashtra), and Jaipur (Rajasthan) this study seeks to close a sizable gap. Every one
of these cities has its unique culture, economy, and way of life. For instance, the main drivers of
Coimbatore's economy are manufacturing and textiles. The primary drivers of Jaipur's economy are
handicrafts and tourism, while Nagpur's economy is expanding due to logistics and agriculture. In order
to address issues with funding, market access, gender biases, and institutional support all while promoting
social inclusion, community development, and local economic prosperity this study compares and
contrasts the tactics used by female entrepreneurs in different locations.

By highlighting women's entrepreneurial endeavors outside of urban settings, the study aims to further
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the conversation on inclusive growth and gender-responsive development. The findings are intended to
educate lawmakers, development organizations, and business associations on the potential of second-tier
cities to act as centers for empowering female entrepreneurs and promoting fair regional development.
By encouraging women to launch their own businesses, we help the nation achieve its objectives of
closing the regional divide, creating equitable economic opportunities, and maximizing the demographic

dividend. (Singh and Bhat, 2018)

OBJECTIVES OF THE STUDY

e To assess how women-led businesses affect the socioeconomic growth of three second- tier Indian
towns, namely Coimbatore, Nagpur, and Jaipur.

e To evaluate the potential and difficulties experienced by female entrepreneurs in various places,
taking into account factors including financial resources, market accessibility, and institutional

assistance.

METHODOLOGY

Research Design

The impact of women-led businesses on social and economic development in secondary Indian cities
was examined in this study using a comparative cross-sectional design and a mixed-methods framework. In
order to present a comprehensive picture of the social impacts, problems, and financial gains of female
entrepreneurs around the globe, this approach combines quantitative and qualitative data. (Sinha and

Srivastava, 2020)

Study Area

Three smaller Indian cities Jaipur (Rajasthan), Nagpur (Maharashtra), and Coimbatore (Tamil Nadu)
will host the study. These cities were picked because more women are launching businesses there and they are
all expanding rapidly. Additionally, they showcase several industrial ecosystems, like as Coimbatore's textiles
and manufacturing, Nagpur's logistics and agriculture, and Jaipur's handicrafts and tourism. Because they are
not located in large cities, they allow you to learn about ecosystems for entrepreneurs that are not well-known.

(Ranjan and Sharma, 2021)
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Population and Sampling

Women who own and run small or medium-sized businesses that are registered in the chosen cities are
the target population. 150 persons will be selected using the purposive selection technique, 50 from each city.
This sample size guarantees adequate representation from each city for insightful comparative analysis and is

manageable within the study's timeframe. (Gautam and Mishra, 2016)

Inclusion Criteria
» Women entrepreneurs aged between 21 and 60 years.
» Ownership and active managerial role in the enterprise.
» Business operational for a minimum of two consecutive years.
» Enterprise registered with local or state industry/commerce bodies.
» Employing at least five workers or maintaining consistent annual turnover (as proof of sustained

business activity).

Exclusion Criteria
»  Women working as partners, employees, or franchise operators without ownership control.
» Informal or home-based micro ventures with no official registration or legal status.
» Businesses that are less than two years old or have no evidence of continuity and scale.

» Enterprises based in metropolitan cities or peri-urban metro suburbs.

Data Collection Tools and Techniques

Quantitative data will be collected through a systematic questionnaire that includes scaled and closed-
ended questions about community engagement programs, job growth, business success, innovative
approaches, and demographics. To gather qualitative information about their experiences, issues, and
contributions to society, a carefully selected subsample will participate in focus groups and semi-structured
interviews. Contextual economic indicators and statistics will be provided via secondary data from business
chambers and government websites (MSME, District Industries Centers, NITI Aayog publications) to support
policymaking. (Kirby and Ibrahim, 2011)
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Data Analysis Plan

To find differences between cities in the quantitative data, we will use descriptive statistics like
frequencies, means, and percentages in addition to comparison techniques like ANOVA and chi-square tests.
To identify recurring themes in the qualitative data about gender- specific experiences, community effect, and
resource accessibility, thematic content analysis will be employed. To combine quantitative and qualitative

data, triangulation will be used. (Panda, 2018)

Validity, Reliability, and Ethics

To ensure that the questions are correct and understandable, ten individuals who will not be included
in the final sample will test the questionnaire. Cronbach's alpha will be used to assess the reliability of scaled
objects' internal consistency. The approval will be given by an institutional review board. No information that
could be used to identify you will be present, and participation will be confidential, voluntary, and subject to

informed consent. (Kapinga and Montero, 2017)

Ethical Considerations

You must obtain an ethics clearance before you may begin fieldwork. In order to preserve everyone's
privacy, confidentiality, and willingness to participate, everyone must provide their informed consent.
Although the results will be made public, no personal information will be included. The project will rigorously

adhere to the ethical standards for conducting social science research. (Okoye, 2013)

RESULTS

This section presents the results of a survey conducted among 150 women entrepreneurs in the Indian
cities of Jaipur, Nagpur, and Coimbatore. To ensure that the study design and the data outputs align, the results
are arranged according to the approach's framework. The study looks at the respondents' demographics and
the characteristics of their businesses, emphasizing how they support the economy by creating jobs and
growing their businesses and by getting involved in socially beneficial community projects. To gain a clear

understanding of how women-owned enterprises could help these non-metropolitan areas thrive in a way that

69 |Page



JAN 2026 - VOL — 34, ISSUE - 1

benefits everyone, we used both data and language. (Raghuvanshi ez al., 2017)
Profile of Respondents

Fifty women who own businesses in each city were surveyed. Over two-thirds of those who responded
had graduate degrees, and the majority of respondents were between the ages of 30 and 45. Jaipur residents
held businesses related to tourism and handicrafts, Nagpur residents owned businesses related to logistics and
agro-processing, while the majority of Coimbatore residents owned businesses related to engineering or

textiles. (Yogendraraj and Semasinghe, 2015)

Table 1: Demographic Profile of Women Entrepreneurs

Avg. Years in
City Mean Age Postgraduates (%) | Married (%)
Business
Coimbatore 38.2 68 74 7.6
Nagpur 36.9 62 70 6.8
Jaipur 37.5 65 72 7.1

This profile confirms the heterogeneity of women-led enterprises and illustrates how they align with

the local industrial ecosystem.
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Figure 1: Sectoral Distribution of Women-Led Enterprises by City Economic Contributions

Female business owners significantly boosted the local economy by generating revenue and jobs.
Nagpur businesses had the largest workforces due to their logistics scale, whereas Coimbatore businesses
reported higher average turnovers. Jaipur businesses have small turnover but higher rates of
reinvestment. (Smith, 2020)

Table 2: Economic Contributions

Avg. Annual
Avg. rly Growth Rate (%)
City Turnover
( Lakhs) Employees
Coimbatore 48 14 12.6
Nagpur 42 18 11.8
Jaipur 36 12 10.4

Figure 2: Average Turnover vs. Employment by City
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Social Development Contributions

The survey indicated that female entrepreneurs had a high level of social engagement. About 60% had
initiated skill development programs for local women, and more than 50% took part in CSR-like activities
(education drives, eco-friendly practices, collaboration with women's self-help groups). (Chatterjee and Sen,

2017)

Table 3: Social Engagement Indicators

Indicators Coimbatore (%) Nagpur (%) | Jaipur (%)
Skill training for women 64 58 60
CSR/community projects 52 54 57
Eco-friendly production 48 42 45

=
Figure 3: Types of Sucial Engagement by City
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Statistical Analysis

SPSS (Version 26) was used to code and enter all quantitative data gathered from the structured
questionnaires. The demographic traits and business profiles of respondents from Coimbatore, Nagpur, and
Jaipur were compiled using descriptive statistics such as frequencies, percentages, means, and standard
deviations. This gave a basic grasp of the enterprise characteristics and backgrounds of the women
entrepreneurs in the three cities. (Kaur and Singh, 2016)

Inferential statistical tests were used to analyze group differences. Significant variations in the three

cities' average yearly turnover, employee count, and growth rates were evaluated using a one-way Analysis of
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Variance (ANOVA). To find correlations between categorical factors such marital status, level of education,
and involvement in social projects, chi-square tests were used.

In order to determine how firm maturity affects economic performance, Pearson's correlation analysis
was also utilized to investigate the correlations between important continuous variables such as the number of

employees, years of operation, and turnover. The significance level for all statistical tests was set at p < 0.05.

A thematic content analysis of the qualitative information gathered from focus groups and interviews
was conducted. In order to identify recurrent themes around gender hurdles, resource access, innovative
techniques, and community development roles, the responses were coded inductively. To increase the validity
of interpretations, this qualitative factor was triangulated with the quantitative results. (Verma and Reddy,

2019)
Table 4: ANOVA - Differences in Average Annual Turnover Across Cities

Source of p-
SS df MS F
'Variation value
Between
2104 2 105.2 486 |0.009*
Groups
‘Within
3180.5 147 21.63
Groups
Total 3390.9 149

*p < 0.05, significant

Table §: Chi-Square Test — Association Between Education Level and Social Engagement

i-Square Value [df
Variable p-value

Education Level x CSR Involvement 12.42 4 0.015%*

*p < 0.05, significant
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Table 6: Pearson Correlation Between Enterprise Age, Employees, and Turnover

Variables r
value

Years in Business x
0.48 0.001*

Employees

Years in Business x
0.52 0.000*

Turnover
Employees x Turnover 0.61 0.000*
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DISCUSSION

There are several similarities and differences between this study and other research on Indian women
entrepreneurs. According to our research, women-owned businesses are prospering and expanding in
Coimbatore, Nagpur, and Jaipur. However, the three cities differ significantly in terms of employee numbers,
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attrition rates, and reinvestment rates. These findings are consistent with the EGC study by Goldberg &
Chiplunkar, which highlighted that the main barriers for women are not starting businesses but rather growing
them and entering official markets. Since it is difficult for women to enter institutions and markets, the GIZ
"Analysis of Women Entrepreneurship in India" reveals that although there are more MSMEs owned by
women, these businesses are typically less organized and productive than MSMEs owned by males. This is
consistent with our findings that companies in Jaipur's tourism and handicraft sectors are more community-
focused but operate on a smaller scale, whereas companies in Coimbatore have higher turnover but less access
to wider networks. Communities thrive, skills develop, and people feel more included when women launch their
own businesses (see "Evolution and Significance of Women Entrepreneurs in India," WJARR). According to
our research, cities like Jaipur and Nagpur that have a large number of traditional and cultural businesses are
also better at generating jobs, being responsible, and being environmentally friendly. (Sharma and Jain, 2015)

In terms of economic statistics, Coimbatore is unique. This is consistent with earlier studies suggesting
that manufacturing or industrial communities may have greater space to expand. But unlike most previous
studies that look at national-level aggregates or focus on metros, our concentration on second-tier cities
provides it a unique twist: it shows trends that are only visible in cities. For instance, Nagpur's agro-logistics
firms employ more people than Coimbatore's, yet their turnover rate is lower for each owner. In contrast, while
having a smaller economy, Jaipur makes a concerted effort to get to know the locals. According to the article
"Do cities favor female entrepreneurs?" these disparities highlight the significance of having support networks
and legislation that are specific to where you live. The significance of the city is demonstrated by data from
India. Although there are significant differences between cities, this study demonstrates that women-owned
businesses support everyone's social and economic advancement. Policy ramifications require region-specific
institutional processes, improved financial accessibility, and customized development aid rather than universal

practices. (Gandhi and Mehta, 2017)

CONCLUSION

This study demonstrates the significance of women-owned enterprises for the development of the
economy and society in small Indian cities such as Coimbatore, Nagpur, and Jaipur. They always contribute
by creating jobs, fresh ideas, and advancement for the community, even though their contributions vary
depending on the industry and size. The results show that by fostering inclusive development, female
entrepreneurs can balance economic success with social justice. To reach their full potential, cities require
better access to funding, more institutional support, and their own laws. To ensure equitable and sustainable

growth In their communities, women entrepreneurs who reside outside of India's major cities want more
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authority.
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ABSTRACT

Foreign Direct Investment (FDI) has come to be a major contributor to economic growth in emerging
economies, providing capital flows, technological upgradation, and linkage to international markets. India,
after the liberalization of its economy in 1991, has been a major recipient of FDI inflows, ranking among the

most preferred investment destinations for foreign investors.

This paper reviews the contribution of FDI to India's economic development based on its trend,
sectoral allocation, and GDP contribution. Secondary data available in RBI, DPIIT, and World Bank reports
are used to evaluate the opportunities arising from the activities of F DI, such as the generation of employment,
development of infrastructure, and transfer of technology. Simultaneously, the research emphasizes prevailing
bottlenecks including regulatory impediments, policy ambiguities, and infrastructural barriers hampering

India's ability to maximize FDI gains.

The research indicates that although FDI has made significant contributions to India's economic
growth, continued policy reforms, enhanced ease of doing business, and even-handed regional development

are critical for inducing long-term and sustainable foreign investment.

Key words: - Foreign Direct Investment (FDI), Economic Growth, India, Liberalization, Globalization,
Opportunities, Barriers, Policy Reforms, Sectoral Trends, Technology Transfer, Employment Generation,

Ease of Doing Business, Sustainable Development.

INTRODUCTION

Foreign Direct Investment (FDI) is a key driver of the economic growth of emerging economies by not
only investing financial capital but also bringing in new technology, managerial know- how, and international
market access. In the case of developing countries such as India, where domestic savings do not always suffice

to cover the capital needs of industrial and infrastructural expansion, FDI acts as a lifeline. It facilitates
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increased productivity, job creation, and overall economic upgradation.

India's dalliance with FDI started in earnest with the economic reforms of 1991, when the government
opened up trade policies, deregulated industry, and invited foreign investment into various sectors. Thereafter,
India has emerged as one of the most popular investment spots in Asia due to its huge consumer market,
economic growth, and demographic dividends. The inflows of FDI have risen during the past three decades
in a positive direction, and this has been especially in services, IT, telecom, and manufacturing.

Even with all these successes, the experience of FDI in India has not been smooth. Policy uncertainty,
bureaucratic bottlenecks, infrastructural inadequacies, and protectionism have sometimes discouraged foreign
investors. In addition to this, regional differences in FDI inflows reflect the uneven spread of investment gains
across the nation, which raises questions about inclusive and balanced growth.

The purpose of this research is to examine the patterns of FDI flows to India, evaluate their contribution
to economic growth, and highlight opportunities as well as hindrances that determine the investment climate of
the nation. Using secondary data and literature, the paper sheds light on the two-fold role of FDI as an agent

of growth and a policy concern.

OBJECTIVES

« To examine the patterns of Foreign Direct Investment (FDI) inflows in India and their distribution
across sectors.

« To examine the role of FDI for India's economic growth in terms of GDP, employment, and technology
transfer.

« To determine the key obstacles and hurdles that face foreign investors in India.

HYPOTHESIS

Hi: Foreign Direct Investment (FDI) has a significant positive impact on India’s economic growth.

H:: Regulatory hurdles and infrastructural constraints act as major barriers to attracting higher levels of FDI
in India.

LITERATURE REVIEW

Foreign Direct Investment (FDI) has extensively been identified in the economic literature as one of the
important factors of growth, particularly in developing economies. Based on Dunning's Eclectic Paradigm
(OLI framework), FDI takes place when an enterprise has Ownership advantages (O), Location advantages

(L), and Internalization advantages (I), which together drive cross-border investment (Dunning, 1980). In the
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Indian context, the framework explains why multinational enterprises are drawn to industries like IT,
telecommunication, and manufacturing.

A number of empirical studies have underscored the favorable impact of FDI on the economic growth
of India. Kumar (2016) identified that FDI flows directly influence GDP growth, employment creation, and
export performance, especially for services and manufacturing industries. Likewise, Singh and Sharma (2018)
indicated that India's liberalization policies and sectoral reforms have drastically enhanced FDI flows,
particularly in information technology, finance, and retail sectors.

Yet, the literature also focuses on the difficulties of FDI. Jha (2017) noted that regulatory complexity,
bureaucratic lag, and infrastructural gaps tend to discourage foreign investors, precluding India from
unlocking FDI for sustainable development. Regional imbalances in FDI flows have also been brought to
the forefront, with Maharashtra, Karnataka, and Delhi being major recipients of investments, with the
underdeveloped regions barely getting any attention (RBI, 2020).

Additionally, international economic factors, including recessionary trends, trade tensions, and
changes in multinational investment patterns, also impact FDI inflows (UNCTAD, 2021). The literature
indicates that although India has registered considerable growth in attracting FDI, policy stability, ease of doing
business, and balanced regional growth are crucial for its maximum gains.

Overall, the review suggests that FDI is both a challenge and an opportunity: it makes important
contributions to economic development but needs strong policies and strategic reforms to overcome obstacles

and promote balanced development.

METHODOLOGY
1. Research Design: The research takes a descriptive and analytical research design, wherein the trends of
inflows of FDI, their regional and sectoral allocation, and their effects on economic growth are considered.

The research also determines challenges and obstacles for foreign investors in India.

2. Data Sources: The research is based mainly on secondary data as received from:
» Government sources: Reserve Bank of India (RBI), Department for Promotion of Industry and Internal
Trade (DPIIT), Ministry of Commerce & Industry, Economic Survey of India.
» International organizations: United Nations Conference on Trade and Development (UNCTAD),
World Bank reports.

» Research papers and journals: Articles and empirical studies on FDI and economic growth in India.
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3. Period of Study: The study concentrates on FDI patterns during the past twenty years (2005-2024) to

record both pre- and post-liberalization impacts and emerging policy changes.

4. Data Analysis Tools:
» Trend Analysis: To analyze the year-on-year growth of FDI inflows.

» Sectoral Analysis: To determine which industries, attract the highest foreign investment.
» Correlation Analysis: To find out how FDI inflows are related to India's GDP growth.

* Qualitative Analysis: In order to address barriers, challenges, and opportunities based on findings from
policy reports and literature.

5. Hypotheses Testing:
Hi: Foreign Direct Investment (FDI) positively affects India's economic growth in a significant manner.
H:: Regulatory barriers and infrastructural constraints are key barriers to encouraging increased amounts of
FDI in India.
The hypotheses will be tested by using a mix of descriptive statistics, trend comparison, and literature-based

assessment.

6. Scope and Limitations:
» The research confines itself to India's FDI inflows, and the focus is mainly on large investment
sectors.
» There could be data limitations owing to the lack of real-time or fully disaggregated data for certain
sectors.
» The research focuses on macro-level trends and does not deal with company-specific or micro-level

case study analyses.

Results and Discussion

1. Trends of FDI Inflows in India

The analysis of FDI inflow in the past two decades registers a steady trend upwards, especially after 2005.
RBI and DPIIT data indicate that overall FDI inflows rose from around USD 6 billion in 2005-06 to more than
USD 84 billion in 2023-24, owing to India becoming increasingly popular among foreign investors. The
CAGR of FDI during this period suggests consistent growth with periodic dips resulting from worldwide
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economic downturns or changes in policy.

2. Sectoral Distribution of FDI
The sector-wise analysis points out that:

» Services sector (finance, telecom, and IT) receives the highest percentage of FDI with almost 40—
45% of the total.

» Manufacturing and automotive sectors have also received increased foreign investment with the
launching of initiatives such as "Make in India."

» Retail, real estate, and defense sectors are slowly gaining share with policy liberalization.

3. Regional Distribution

FDI inflows are focused in the states of Maharashtra, Karnataka, Delhi, and Tamil Nadu, indicating readiness
of infrastructure, urbanization, and investor-friendly policies. The less developed regions, especially in the
eastern and northern parts of India, are receiving low FDI, which implies policy intervention in the direction

of balanced regional development.

4. Opportunities Created by FDI

* Economic Growth: FDI directly adds to GDP growth through the provision of capital and indirectly
through encouraging domestic industries.

* Employment Generation: Industries with high FDI inflows like IT, telecom, and manufacturing
generate mass employment.

* Technology Transfer: FDI introduces new technologies, management techniques, and R&D
expertise, which boost productivity and competitiveness.

* Global Integration: FDI integrates Indian industries with the international world, facilitating

exports and foreign partnerships.

5. Barriers and Challenges
Although the overall impact is positive, numerous barriers curb maximum FDI exploitation:

» Regulatory Hurdles: Cumbersome approval procedures, shifting policies, and bureaucratic hold-ups

deter investors.

» Infrastructure Shortages: Inadequate transport, logistics, and power infrastructure in some areas hinder

investment opportunities.
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» Policy Uncertainty: Hostile taxation changes, foreign ownership policies, and sector- specific
regulation changes raise investor concerns.
» Global Economic Conditions: Recessionary pressures, trade war, and exchange rate volatility also
impact FDI inflows.
6. Discussion
The study is consistent with the view that FDI plays an important role in India's economic growth, validating
Hi. Meanwhile, infrastructural gaps and regulatory complexity are still vital impediments, justifying Ho.
Sectoral and regional inequities imply that India has improved in receiving FDI but requires specific reforms
as well as investment incentives to achieve sustainable and inclusive growth. Reforms such as ease of business
reforms, developing infrastructure, and liberalization in certain sectors have yielded good outcomes but need

regular follow-through to ensure investor confidence.

SUGGESTIONS AND RECOMMENDATIONS

On the basis of the analysis of trends, opportunities, and challenges in the FDI of India, the following
recommendations and suggestions are made to maximize FDI inflows and their economic gains:
1.Policy Stability and Transparency:

* Implement steady and transparent policies to minimize uncertainty for investors.
» Facilitate simple approval processes for FDI in sectors.

» Issue transparent sectoral guidelines on foreign ownership restrictions and regulations.

2. Ease of Doing Business Reforms:

» Simplify administrative processes and avoid delays in project approvals.

» Put in place digital platforms for investment applications, licenses, and regulatory clearances.

3. Infrastructure Development:
* Enhance transport, logistics, power, and digital infrastructure, especially in under- developed

areas.

» Create industrial corridors and special economic zones to receive regional FDI.
4. Sectoral Incentives:
» Offer incentives to high-potential sectors like manufacturing, green energy, digital technology,
and healthcare.
» Promote public-private partnerships to build sector-specific infrastructure.
5. Balanced Regional Development:

* Encourage FDI in low-investment states and regions to alleviate regional imbalances.
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» Provide fiscal incentives and regulatory compliance simplicity to investors in the regions.
6. Human Capital and Skills Development:
» Upgrade the skills of the workforce to satisfy foreign investor requirements, particularly in high-
technology sectors.
» Enhance training schemes and collaborations between educational institutions and industry.
7. Global Cooperation and Promotion:

» Enhance India's visibility in global investment forums and roadshows.

* Develop India as a stable, profitable, and technologically advanced destination for investment.

CONCLUSION

Foreign Direct Investment (FDI) has been an important contributor to the economic growth of India in
the form of a source of capital, technology, and managerial skills. India has experienced remarkable FDI
inflows over the past two decades, mainly in services, IT, manufacturing, and telecommunications. FDI
inflows have been a source of GDP growth, employment generation, technological improvement, and
international integration of the Indian economy.

Yet the research also points to ongoing challenges, such as regulatory obstacles, policy uncertainty,
infrastructural shortcomings, and regional disparity, which prevent the maximum use of FDI. Removing these
obstacles is crucial to making FDI an engine for sustainable and inclusive economic growth.

The analysis establishes that FDI has both opportunities and challenges. With ongoing policy reforms,
ease of doing business, sectoral incentives, and regional balance, India is capable of attracting increased
volumes of quality foreign investment. In conclusion, FDI continues to be a major driver of India's economic
growth but its full potential has to be harnessed through ongoing efforts on the part of policymakers, industry
players, and regulatory bodies.
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ABSTRACT

In this phygital era, quick, ease and convenience are the main terms used for Gen Z students. E-
commerce shopping is a critical imperative in today’s context. Artificial Intelligence adding on to the explosive
growth of digitalisation and smart phones are making it more convenient. The purpose of this research is to
understand Gen Z college students’ behaviour while shopping on e-commerce platform that is supported with
Al features. E-commerce websites like Amazon, Flipkart, Jio Mart, Meesho, Nykaa, Myntra, etc and Al
features like chatbots, personalisation, dynamic pricing, virtual try Ons, new product discovery, etc are taken
in consideration while doing research on 100 student respondents. The results indicate that Amazon is
preferred by most students and also it gives the best AI powered recommendation. Chatbots, trust & privacy
concern along with accuracy of personalised recommendations stands out as challenge for a combination of
E-commerce and Artificial Intelligence. Dynamic pricing and easy checkout are most influential features. This

gives great insights to e-commerce websites and software companies to understand students segment.
Keywords: E-commerce, Al, Personalised, Chatbots, Amazon, Students,

“AI empowers humanity”

INTRODUCTION

E-commerce has created a paradigm shift when it comes to shopping experience. Now the consumer
1s experiencing phygital world. Shopping is made easier and convenient. The growing internet user base has
created lot of potential in e-commerce companies. Consumer experience is enhanced more with omnichannel
marketing strategy. As per the data by Forbes, e-commerce by 2029 will reach INR 7591.94 billion and
consumers would be approximate 500 million with 34% user penetration rate. Flipkart and Amazon are leading

e-commerce platform in India. As per the data by my jar app, Flipkart has around 48% of market share whereas
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Amazon has 31% of market share. There are many other e-commerce players in India like Myntra, Ajio, Jio

Mart, eBay, Meesho and many more catering to different categories & segments.

The internet penetration has increased both in rural and urban areas, resulting in high usage of internet
for shopping and connecting across borders. Focusing on shopping, e-commerce and quick commerce are
turning the table & making it hassle free shopping. The shopping is now recommended, discounts pop on the
screen, loyalty points are visible, virtual assistants are there to answer queries, virtual try-ons are making it
easier to try things at home instead of physically visiting the store. The technology backed here is
ARTIFICIAL INTELLIGENCE.

In this hybrid commerce world, artificial intelligence is trying to take over human intelligence when it
comes to smart shopping decisions. Marketing funnel of five stages, right from awareness to advocate is now
upended, as buyers are now making decisions not by passing these stages but turning towards artificial
intelligence. Al tools like machine learning, natural language processing, etc are now recommending products,
comparing and researching on behalf of consumers. Consumers are directly jumping to ACT stage, where

buying happens. Al and Digital Assistants are now navigating consumer choices with algorithms.

Gen Zs are born between 1997 and 2012. Gen Zs are known for impulse buying and quick decision
making. The students who are in college are always in hurry to purchase things, also they want to be ahead in
fashion or discounts before another grab it. AI helps students to make empowered decisions by offering them
best deals, personalisation and customisation. Smart phones have made e-commerce shopping easier and more
frequent as its convenient from anywhere at any time. Students buy clothes, phones, electronics, books, etc
stuff on e-commerce websites. Brand recall is taking a back seat as students are now only relying on
recommendations made by AL The products are ranked by AI and same are chosen by students for a quick

decision making.

Gen Z students studying in college have a very open mindset to adapt, try, attain knowledge and are prone
to shift from one platform to other for better deals. They also have cognitive dissonance once purchases are

made on e-commerce websites. Below mentioned are Al features that help to retain them:

a) Forecasting and Predictive Analysis
b) Content Creation
¢) Dynamic pricing
d) Personalisation and Customisation
e) Optimising social media strategies
f) Virtual Try-ons and Chatbots
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Students make quick and impulse decision by only relying on AI recommendation and personality,

sometimes aware and sometimes unaware.
LITERATURE REVIEW

Research conducted on “A study of online shopping behaviour of college-going young adults in
Hyderabad”, published in International Journal of Emerging Knowledge Studies Volume: 3| Issue: 2 | February
2024 | ISSN: 2583-7534 focuses on tailored strategy to diverse needs and concerns with relates to e-commerce
shopping by college students. This study directs the way on how technology shift can shape the retail landscape

by incorporating consumer dynamics and enhance the shopping experience.

The study conducted on “Artificial Intelligence in E-commerce: Applications, Implications and
Challenges” Asian Journal of Management, Volume: 13| Issue: 3 | July-September 2022| Journal DOI:
10.52711/2321-5763.2022.00041|/ISSN 2321-5763 focuses on three AI cognitive concepts: learning,
reasoning and self-correction. This can be done with machine learning which will enhance customer e-
commerce shopping experience, streamline business operations and combat fraud. It gives insights on how an

e-commerce platform can use Al to grow and boom in coming years.

The research on “Impact of Artificial Intelligence on Online Buying Behaviour in E Commerce”,
International Conference on Advanced Computing and Communication Technologies| 2023| Journal DOIL:
10.1109/ICACC Tech 61146.2023.00085| focuses on positive and negative effect of Al on e-commerce
platform affecting consumer purchases. The study focuses on how AI has enhanced personalised

recommendations, search results, voice and visual search.

RATIONALE OF THE STUDY

There is many research carried out individually on E-commerce, Artificial Intelligence and students
shopping habits. This research focuses on all the three combined factors. Gen Z are called as digital natives
with an access to smart gadgets and internet. Artificial Intelligence has taken some powers of human
intelligence by learning, understanding, analysing and reasoning the information overload across the web.
There are multiple categories and multiple brands available on e-commerce websites. For a student making a
quick decision is challenging. Brand recall also i1s missing sometimes, but AI is helping and making
personalised recommendations to these Gen Z students. In this research, the focus is on buying behaviour of

Gen Z students on e-commerce websites that i1s powered by Artificial Intelligence.
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OBJECTIVES OF THE STUDY

l. To understand the influence of AI on frequency of purchases made by students on e-commerce
websites.

2. To understand does Al influence impulse buying in students.

3. To understand which AI factors highly influence shopping on e-commerce websites by students.

4. To understand preferences of students on various e-commerce platform that are supported by Al

HYPOTHESES OF THE STUDY:

Hypothesis 1:

Hlo: There is no significant relationship between Al features and frequency of e-commerce shopping.

Hla: There is a significant relationship between Al features and frequency of e-commerce shopping.

Hypothesis 2:

H2o0: Less than 60% of students make impulse purchases on ecommerce websites influenced by Al
H2a: More than 60% of students make impulse purchases on ecommerce websites influenced by Al

RESEARCH METHODOLOGY OF THE STUDY

This study is based on primary and secondary data. The primary data is collected by conducting a
questionnaire method using simple random sampling among students studying in college in Mumbai. A total
of 102 student respondents filled the form, out of which two students’ data points were not considered in
analysis as they don’t shop on e-commerce websites. The secondary data is collected by sources like research

papers, news articles, blogs, etc.
SCOPE OF THE STUDY

The scope of study is focused on students who are shopping on e-commerce websites. There is
Artificial Intelligence running behind all these platforms, how is it shaping purchases made by Gen Z students
1s researched in this study. Many e-commerce websites and Al features are considered while doing research.
This research can be further taken on larger scale to understand buying behaviour of Gen Z students, which
can be helpful for companies, e-commerce platforms and software companies to make necessary changes by

understanding the gap between students and e-commerce platforms.
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DATA ANALYSIS AND INTERPRETATION

1) Hypothesis 1:

Hlo: There is no significant relationship between Al features and frequency of e-commerce shopping.
Hl1a: There is significant relationship between Al features and frequency of e-commerce shopping.

To test this hypothesis Anova- Two factor without replication is used.

SUMMARY Count | Sum | Average | Variance
Chatbots 5 7 1.4 0.8
Customer support/ service 3 8 1.6 3.8
Dynamic pricing 5 6 1.2 0.7
Easy check out process 3 3 0.6 0.3
Faster delivery 5 10 2 5:5
New Product discovery 3 7 1.4 2.3
Personalized Product Recommendation 5 41 8.2 42.7
Prevents fraud 5 | 0.2 0.2
Reminders on the new launch or repeat

order 3 5 | 2
Virtual try ons 5 12 2.4 5.3
Once a month 10 45 4.5 25.61
Once a week 10 19 1.9 4.54
Once in 12months 10 4 0.4 0.48
Once in 3 months 10 23 23 10.67
Once in 6 months 10 9 0.9 1.43
ANOVA

Source of Variation SS df MS F P-value F crit
Rows 2316 |9 25.7 6.0 0.000039 |2.2
Columns 101.2 | 4 253 |59 0.000885 | 2.6
Error 153.2 | 36 4.3

Total 486 49
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The p-value 1s less than alpha 0.05 and F observed value 1s 6 and 5.9 which is more than F critical value
2.2 and 2.6, hence we REJECT the null hypothesis. This means there is significant relationship between Al
features and e-commerce shopping. Al features like virtual try-ons, chatbots, dynamic pricing, personalisation,

etc affect the frequency of shopping by students on e-commerce websites

2) Hypothesis 2:

H2o0: Lessthan 60% of students make impulse purchases on ecommerce websites influenced by Al
H2a: More than 60% of students make impulse purchases on ecommerce websites influenced by Al

To test this hypothesis, Z test is used

Null Hypothesis H2,: p < 60%
Alternate Hypothesis H2a: p > 60%
Test Z proportion test
Tail Right Tail Test
Z Critical 1.645
Z Observed 2.25
Alpha 0.05

Reject the Null Hypothesis
Accept/Reject

Z critical < Z observed

On conducting the Z test, we reject the NULL hypothesis as Z observed value is greater than Z critical value.

More than 60% students do make impulse purchases on e-commerce websites influenced by Al features.

3) Total respondents were 102 students, but 2 are not shopping from e-commerce websites, so below
findings are only for 100 students.

a) Gender: In 100 students, 56% are female and 44% are male respondents

b) 95% Gen Z students are aware about Al deployment in ecommerce websites.

¢) Frequency of purchases made by students
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Purchases made | Count

NEVER 2
Once a month 45

@ Once a week

@ Once a month
Once a week 19 @ Once in 3 months

@® Once in 6 months
@ Once in 12months

Once in 12months | 4 @ NEVER

Once in 3 months | 23

Once in 6 months |9

d) Device used for ecommerce purchases: 92% students used mobile phone to make e-commerce

purchases.

@® Mobile
@ Laptop
@ Tablet
@ Deskiop

e) Most purchased category on ecommerce platform: Clothes is highest purchased category, followed by

food and personal care

Category purchase Count
Beauty & Personal Care 12
Books & Stationery 2
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Books and electronics 2
Clothes 47
Electronics 12
Food items/Groceries 13
Medicines 2
Shoes 10

As per this study, 43% students shop once in a month, 92% use mobile phones to shop and clothes is the

highest purchased category taking away 47%, followed by food and beauty & personal care which 1s about

12%.

f) Most preferred e-commerce website?

Ecommerce | Preference
.. 1
Ajo
Amazon 34
=y 1
Blinkit
Dmart

1
ready
Flipkart 1

1
H&M

1
Zara

1
Instamart

1
Meesho

Most preferred e-commerce platform

= Ajio

= Amazon

= Blinkit

= Dmart ready

= Flipkart

= H&M

= 7ara

= [nstamart
Meesho
Myntra

Nykaa
Tira
Zepto
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25
Myntra
1
Nykaa
. 1
Tira
Zepto :

g) When same details asked on two different e-commerce websites, 85% students agreed that they got

difference in results

@ Yes
@ No

h) Focus on Objective 3: To understand which AI factors highly influence shopping on e-commerce
websites by students
Al features that influence E-commerce purchases made by students: Easy checkout and dynamic
pricing are the most influential feature amongst all. Chatbots are not influential.

< & S 2
a = ~ & = | = = - 2
= = ® é Q ol 5 Z & = o =
MO é = o % ﬁ 2 < S = 2 ©
= M Z g & @) E S~ o 2 7z | B ow = g @)
2 7 > 2 |g 8 FE = 2 %2 5|2 8 |& Z 2 oz 2
R S H | 4| O |R & O~ O |» O A A
VERY
5 HIGH 25 9 20 40 26 18 31
4 HIGH 32 21 35 31 15 19 32
3 MEDIUM | 22 33 28 18 25 29 21
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2 LOW 15 25 10 9 22 23 16
VERY
1 LOW 6 12 7 2 12 11 0

1) Focus on Objective 4: To understand preferences of students on various e-commerce platform

that are supported by Al:

In the AI world, still 55% are preferring to call customer service agent and speak instead of using Chatbots.

Solving queries

Talk to Customer Service agent 55%

Virtual Assistants or Chatbots 45%

Personalised recommendations received
Yes 86%
No 14%

Purchases based on recommendation made by ecommerce websites
Yes 57%
No 43%

The most preferred e-commerce platforms are Amazon (55 %) and the best AI deployment is with Amazon
(62%), followed by Myntra.

Most preferred platform

Amazon 55%

Myntra 25%

Flipkart 11%

Best AI powered recommendation by e-commerce platform
Amazon 62%

Myntra 24%

Flipkart 8%
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Around 57% students use visual search.

Visual Search

Yes 57%
No 20%
Once 23%

After all the trust and privacy promises still 87% students are worried on privacy concerns when shopping on

e-commerce sites.

Worried about privacy concerns
Yes 87%
No 13%

73% students trust reviews by e-commerce but only 15% agree on accuracy, rest 83% are not sure of accuracy.

Students who trust on reviews & ratings made by e-commerce websites
Yes 73%
No 27%

Accuracy of recommendation by e-commerce websites

Very accurate 15%
Somewhat accurate 83%
Never accurate 2%

Will you return to these e-commerce platforms
Yes 84%
No 16%

LIMITATION OF THE STUDY
This study is restricted only to Gen Z college students in Mumbai. The accuracy of data is only

dependent on 100 responses that are analysed. The other limitation of study is that its only limited to some
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common Al features on which research is done. Also, there are multiple websites and websites for e-

commerce, but only some are covered.

CONCLUSION OF THE STUDY

From the research it’s found out that Al is all about ease and convenience for Gen Z students. When
the ranking was given, highest one is given to easy check out process. This way the personalised
recommendations are quick, payment 1s made secured and seamless experience to complete the transaction.
The study also gives result where 75% student shoppers’ e-commerce shopping experience is made better with
Al making 84% do repeat purchases on their preferred websites. This shows technology is working efficiently
for Gen Z e-commerce customers.Al is giving personalised recommendation, but still the Gen Z purchases on
e-commerce websites 1s not matching. The underlying reason is the accuracy and trust which has not gained

confidence in Gen Z students minds. Amazon 1s most preferred platform and gives best recommendations.

SUGGESTIONS AND RECOMMENDATIONS

Artificial Intelligence is taking a front seat when it comes to enhanced e-commerce shopping for quick
buyers like Gen Z students. After conducting this research and reading many other related research & articles,
following are the suggestion and recommendations:

1. Privacy data and fraud is the major concern for students who are quick in making transaction but at
the same time worried. The most preferred platforms like Amazon, Myntra and Flipkart should work
& make the consumers aware on the AI deployed. This should clearly show authentication, verification
and guidelines to all the consumers. It’s necessary to build confidence in this robust technology
showing some transparency and drafting ethical guidelines, especially drafted by companies and
government.

1. Preferred platform in the study is backed by the best AI powered recommendation; Amazon is a clear
winner here. But other e-commerce companies should also have a positive relation between the
preference and Al ability.

1. Al feature on accuracy is still doubted, as per the research. Companies should try and enhance the
personalised recommendation feature with more of accuracy and customisation. There i1s a gap on
personalised recommendations received and purchases made, these are less comparatively. Companies
should invest in boosting predictive analysis and giving accurate results looking at the history or

preferences of students
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1v. More respondents are using mobile phones to make e-commerce purchases, so e-commerce websites
along with AI has to make their user experience very flawless providing a great user interface on a
small screen of mobile compared to other devices.

v. Chatbots is the least influence factor for purchases, as per students. This clearly gives indication to
companies that this feature awareness, knowledge and training has to be passed on to their consumers,
especially the students who are always in rush to make quick decision. It will reduce expense of
companies on human intelligence and give weightage to artificial intelligence. This will create a loyalty

towards e-commerce website and Gen Z will be brand loyal.
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ABSTRACT:

Sustainable human resource management (SHRM) views employees as an important asset to the
enterprise, duly taking into account their needs, preferences, and viewpoints. Every worker represents an
integral part of SHRM. The motivation behind this study is to understand and explore how sustainable
practices in HRM can develop the sense of well-being and contentment of BEST bus workers, who form an
integral part of Mumbai's public transport system, frequently facing rough operating circumstances. The
purpose of conducting this research is to evaluate the impact of sustainable HRM practices on Job Satisfaction
of BEST Bus Employees. The technique used in the study is SEM. The results of the data analysis indicate that
Green Training & Development, Employee Well-being & Work-Life Balance, and Ethical Recruitment & Fair

Compensation significantly influences Job Satisfaction

Keywords: BEST, Sustainable Human Resource Management, SHRM, Structural Equation Model.

1. INTRODUCTION:

Effective and successful practice of sustainable development principles largely depends on SHRM. Its
practices, through increased employee knowledge and developing favorable pro-social and ecological
perspectives, form the foundation of success (Bombiak, 2020). Institutional pressures have necessitated

bringing through significant transformations in this regard as part of the move to societal approval, resulting
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in inculcation of the concept of sustainability in organizational management. Definition of "sustainable" can
hugely vary based on the lens taken. Lopez-C & Valle-C (2020) state that Resource Based View (RBV) can
serve as one conceptual lens through which to analyze corporate strategy, economic competitiveness, and
environmental impacts of different institutional actions. The “World Commission on Environment and
Development (WCED)” defines, otherwise, how an organisation executes its activities and evolves in such a

manner as not to deprive future generations of their capability to provide for themselves.

Creating an efficacious and health-oriented organization demands an understanding of the human
element from a strategic perspective (Siddiqui & I[jaz, 2022; Jarlstrom et al., 2018; Cleveland & Cavanagh,
2015). SHRM views workers as an essential asset to the organization, and there is an importance in knowing
one's preferences, needs, and views. SHRM-based initiatives seek to build long-lasting relationships through
workers, thus organizing better performances. Sustainable HRM thus offers an organizational road to growth

based on human developments (Lestari et al., 2021; Indiparambil et al., 2019).

Employees that are loyal to their employers are rewarded for their efforts. Employees who are engaged,
content, and productive are retained by organisations where human resource management (HRM) prioritises
their health and well-being (Siddiqui & Ijaz, 2022; Sheraz et al., 2021; Indiparambil et al., 2019; Cleveland &
Cavanagh, 2015). By putting in place sustainable work structures, SHRM aims to improve human wellbeing.
As a result, it helps workers balance their personal and professional lives without sacrificing productivity
(Indiparambil, 2019; Jarlstrom et al., 2018). Employee engagement, dedication, and happiness are all
indicators of a sustainable HRM organisational approach (Chen & Chen, 2022; Parakandi & Behery, 2015).
It 1s stressed that SHRM practices in an organisation also impact employee satisfaction by bringing in and
keeping talent, fostering skill development, and keeping a healthy and productive staff (Macke & Genari,
2019).

1.1 Brihanmumbai Electric provision and Transport (BEST)

One of Mumbai's oldest and most important public service entities is the Brihanmumbai Electric
provision and Transport (BEST) project, which offers millions of commuter’s daily bus transportation in
addition to energy provision. The foundation of this urban transportation system is made up of BEST bus
workers, who endure difficult working circumstances such long hours, heavy traffic, and strong passenger
demand. BEST bus workers' broad discontent with their working conditions, compensation, and career
chances has persisted in recent years. Nearly 99% of participating BEST employees supported a strike in
August 2025, citing issues with contractual agreements, lack of promotions, and equity between drivers and

conductors (Times of India, 2025a). A 10,000 crore revival fund, an increased fleet, and the payment of
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outstanding debts are among the other demands made by workers and commuter organisations, indicating
systemic problems that have an immediate effect on service delivery and staff morale (Times of India, 2025b).
A rate increase in May 2025 increased ticket sales at the same time, but the bus fleet shrank from 3,500 in
2019 to roughly 2,680 in 2025, reducing daily ridership from 32 lakh to 25 lakh and placing further strain on
current staff (Times of India, 2025¢c). These changes highlight how urgently sustainable HRM approaches are
needed in order to enhance job satisfaction, guarantee fair treatment, and maintain the long-term effectiveness

of Mumbai's public transport system.
2. REVIEW OF LITERATURE

2.1 Sypniewska, B., et al. (2023) conveyed in their research study that the main aim is identifying individual
level correlation among factors which affects the satisfaction level of the employees, like; well-being at
the workplace, development of the employees, employee retention, employee satisfaction, and job
engagement. The findings derived from the research illustrates high level of employee well-being at the
workplace (H1), development of the employees (H2), employee retention (H3), is being related with high
level of engagement among employees (H4), that would lead to high level of satisfaction (HS5) among
employees.

2.2 Abdelhamied, H., Elbaz, AM., et al. (2023) determined in their research study that the main aim was for
investigating the impact of job satisfaction as well as green motivation in the form of mediators of the
practices of green HRM as well as sustainable performance in the hotel sector. The findings derived from
the research supports the validity of the model as well as demonstrated that the practices of Green HRM
proving to have positive and beneficial impact on the job satisfaction.

2.3 Gupta, A., Chadha, A., et al. (2023) examined 1in their research critically regarding Sustainable Training
Practices (STP) that facilitate organizational advancement and guarantee the realization of sustainable
HRM objectives. The results of our investigation suggest that employee satisfaction, expectation
management, and behavioral responses are significantly influenced by the STPs that are made available to
them. Furthermore, our analysis demonstrates that machine learning is indispensable as it uncovers latent
characteristics that are frequently neglected by traditional methodologies.

2.4 Cahyadi, A., Poor, J., et al. (2022) investigated in their research the positive impact of sustainable styles
of leadership as well as practices of HRM on the job satisfaction of the consultants as well as their
performance in the companies in Indonesia. The findings derived indicates style of sustainable leadership
of Chief Executive Officer and practices of HRM impact positively to job satisfaction (JS) of the consultant
and also their job performance (JP). Hence, it is found out that sustainable styles of leadership and

sustainable practices of HRM are independent variables and the mediating 1s JS.
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2.5 Manzoor, F., Wei, L., et al. (2019) examined in their research about the role of the sustainable practices
of HRM over JP as well as encompassing to train as moderate variable for further evaluating association
among the practices of HRM and JP of the employee's. The findings derived from the research validates
the practices of HRM like selection, participation, as well as empowerment of employees, having
significant & positive impact on JP of the employees.

2.6 Kamaruddin, N., Ahmad, A., et al. (2018) examined in their research study about the association of
GWLB & practices of Green HRM for employee satisfaction at Kemaman Supply Base at Terengganu so
as for determining which green HRM practices and green WLB are having stronger impact towards
employee satisfaction. The findings derived from the research indicates that all the practices for Green
HRM as well as green work to life interface 1s important for employee satisfaction apart from other
domains of GWLB that is green life to work interface.

2.7 Strenitzerova, M. & Achimsky, K. (2017) analysed in their research study proposing newer perspective
regarding the assessment of employee satisfaction which does not only quantify total satisfaction but also
identified various attributes of job as well as various characteristics of socio-demographic which affects
satisfaction of employees and loyalty as an important concern for sustainable HRM. The findings derived
from the research showed that employee satisfaction is average. “Financial reward of employees and lack
of interest of the employer leads™ to bugger dissatisfaction with respect to the employees attitudes and

VIEWS.

3. OBJECTIVES OF THE STUDY:

1. To evaluate Impact of Sustainable HRM Practices on Job Satisfaction of BEST Bus Employees
2. To give appropriate suggestions to enhance the adoption of Sustainable HRM practices for

improving the job satisfaction of BEST bus employees.

4. HYPOTHESES:
Ha.i: Green Training & Development significantly impacts Job Satisfaction.
H.o: Employee Well-being & Work-Life Balance significantly impacts Job Satisfaction.

Has: Ethical Recruitment & Fair Compensation significantly impacts Job Satisfaction
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S. RESEARCH METHODOLOGY:

A sample of 200 BEST bus employees was selected, which exceeded the minimum necessary sample
size of 173 to ensure adequate statistical validity. “With an assumed effect size of 0.3, a statistical power of
0.9, and a probability level of 0.05.” the study maintained strong reliability in its analytical framework. The
research model incorporated 4 latent variables and 15 observable variables, enabling a comprehensive
examination of the constructs under investigation. Data were collected through both secondary as well as
primary sources using a “non-random purposive sampling method” to capture relevant insights from the target
population. For analysis, the “Structural Equation Model (SEM)” was employed, and “SMART PLS” was

used as the analytical tool to test the hypothesized relationships among variables.

S. DATA ANALYSIS AND INTERPRETATION

Table No: 2 Reliability and validity

Construct Cronbach’s | Composite | Average Variance

Alpha Reliability Extracted (AVE)
Green Training & Development 0.793 0.794 0.564
Employee Well-being & Work-Life Balance 0.861 0.861 0.609
Ethical Recruitment & Fair Compensation 0.875 0.875 0.637
Job Satisfaction 0.855 0.856 0.600

The above table indicates that there is “sufficient reliability and convergent validity” because all of the

values meet the suggested criteria of Hair et al. (2013).

Table No: 3 Discriminant validity

Construct - EWB& ER& | GT& | JS
WLB FC D
Employee Well-being & Work-Life Balance (EWB & 0.780
WLB)
Ethical Recruitment & Fair Compensation (ER & FC) 0754 0.798
Green Training & Development (GT & D) 0.762 0.786 0.751
Job Satisfaction (JS) 0.775 0.739 0.748 | 0.775

According to the “Fornell-Larcker criterion,” it can be seen that there 1s sufficient discriminant validity and

that the notions are different.
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Figure No: 1 SEM model
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Table No: 4 Hypothesis testing
Path | Beta Coefficient | T-statistics
GT& D= JS 0.265 6.355 0.000
EWB & WLB = JS 0.331 8.455 0.000
ER & FC = IS 0.252 6.355 0.000

Green Training & Development, Employee Well-being & Work-Life Balance, and Ethical Recruitment & Fair
Compensation significantly influences Job Satisfaction as it can be seen that P-value is < 0.000. Thus, H; was

accepted and Hp was rejected in all the cases. a

CONCLUSION:

The study comes to the conclusion that improving the job happiness of BEST bus personnel requires
the use of sustainable HRM strategies. The significant elements influencing employee satisfaction, according
to the structural equation modelling research, are ER & FC, EWB and WLB, and GT&D. In order to foster a
positive work environment, lower stress levels, and guarantee equitable treatment, our findings highlight the
significance of implementing people-centric and sustainability-oriented HRM practices. Boosting these
aspects will help Mumbai's public transport system remain reliable and efficient over the long run, as well as

increase staff dedication and morale.
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SUGGESTIONS:

e BEST management can implement specialist training courses on stress management, ICT skills, and
environmentally friendly driving habits to develop the capabilities of employees and align with
sustainability objectives.

e Wellness initiatives such as routine health check-ups, ergonomic assistance in buses and depots, and
counselling services can be implemented in order to advance mental and physical health.

e Reducing fatigue and enhancing satisfaction can be achieved by examining duty rosters to reduce
unnecessary commuting time, ensuring consistent shifts, and having flexible scheduling where
appropriate.

e BEST can engage in open, merit-based recruitment practices that emphasize fairness, diversity, and
equal opportunities for all candidates.

e Utilizing performance-based rewards and periodic pay reviews may enhance employee morale, reduce
turnover, and create a sense of fairness.

e More employees should be included in decision-making and organisational improvement can be
provided by creating avenues such as joint consultative committees, suggestion schemes, and

employee feedback forums.
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ABSTRACT:

The rapid growth of e-commerce has transformed the way consumers evaluate and purchase products,
with online reviews and ratings emerging as key decision-making tools. This study examines the influence of
online reviews and ratings on the purchase decisions of adult Generation Z consumers (aged 18-28 years),
a demographic recognized as digital natives and frequent online shoppers. Specifically, the research seeks to
analyze the separate effects of reviews and ratings on purchase intentions, and to explore the mediating role

of consumer trust and perceived usefulness in this relationship.

A structured questionnaire will be used to collect primary data from adult Gen Z consumers, employing
a Likert scale to measure constructs such as review credibility, rating importance, consumer trust, and
purchase intention. Statistical techniques including regression analysis and mediation testing will be applied
to evaluate hypotheses. The findings are expected to highlight the relative importance of reviews and ratings
in shaping digital consumer behavior and provide insights into how trust influences buying intentions. This
study contributes to the literature on e-commerce and consumer behavior by focusing on the technologically
driven Gen Z segment, while offering practical guidance for marketers and online retailers to enhance

engagement and purchasing outcomes.

KEYWORDS: Online reviews, Online ratings, Purchase decisions, Generation Z consumers, Consumer

trust.
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INTRODUCTION:

In the digital age, online reviews and ratings have become essential drivers of consumer purchase
behavior. With the rapid expansion of e-commerce, consumers often depend on user-generated feedback to
evaluate product quality, features, and reliability before making buying decisions. This shift is particularly
evident among adult Generation Z consumers (aged 18-28 years), who represent the first cohort of true
digital natives. Unlike earlier generations, adult Gen Z consumers are highly active on digital platforms,

comfortable with technology, and strongly influenced by peer opinions and online communities.

Online reviews provide detailed, experience-based insights, while ratings offer quick numerical
evaluations that simplify product comparisons. Together, they reduce uncertainty, build trust, and shape
perceptions of value. For adult Gen Z consumers—who are entering higher education, early careers, and
financial independence—these digital cues play a critical role in determining purchase intentions and brand
choices. However, the degree to which reviews and ratings influence their decisions, and the mediating role
of factors such as consumer trust and perceived usefulness, requires focused examination. This study seeks
to analyze the impact of online reviews and ratings on purchase decisions of adult Gen Z consumers and

contribute valuable insights for marketers and e-retailers seeking to engage this tech-savvy demographic.

REVIEW OF LITERATURE:

Maheswari (2017) studied how online reviews shape consumer purchasing decisions for electronic items in
Erode District, Tamil Nadu. Using statistical tools such as chi-square, regression, factor analysis, and SEM,
the research examined demographic influences. Findings revealed that age, gender, income, and education
significantly determined reliance on reviews, while occupation and marital status showed no effect. The study
concluded that reviews not only influence buying behavior but also motivate consumers to share their own
experiences, fueling digital word-of-mouth. This feedback loop builds trust in e-commerce platforms.
Maheswari emphasized the importance of transparent and credible reviews for online retailers. By maintaining
accuracy and detailed review systems, businesses can strengthen consumer trust and encourage repeat

purchasing behavior.

Mohanraj (2023) investigated factors influencing online shopping behavior among college students, a key
growth segment in e-commerce. Using a structured questionnaire with 302 responses, the study applied factor
analysis and regression techniques. Results indicated that perceived risks and security concerns significantly
influenced shopping choices. Additional determinants included product quality, delivery reliability, and return
policies. Promotional offers and online advertisements were also found to shape favorable attitudes toward e-
commerce. The research emphasized that building trust is essential to attract and retain student consumers.
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Mohanraj concluded that online retailers must address risk concerns while offering value-driven promotions.
The study contributes insights into how reliability and effective marketing strategies can enhance consumer

confidence and long-term engagement with online shopping platforms.

Syed Habeeb (2019) explored determinants of repurchase intentions among Indian e-commerce customers.
The study used a structured questionnaire and employed regression and factor analysis for data interpretation.
Findings revealed that customer satisfaction and e-service quality strongly influenced repurchase behavior.
Other factors such as website revisit rates and overall online experience were also significant in shaping
consumer loyalty. Habeeb stressed that businesses should go beyond competitive pricing to prioritize seamless
service delivery and personalized experiences. Enhancing satisfaction and ensuring consistent quality were
identified as critical strategies to encourage repeat purchases. The study contributes by underlining the role of
customer-centric approaches in sustaining engagement. It offered a framework highlighting that long-term

loyalty arises not just from product availability but from service quality and consumer experience.

Nagvadia (2021) conducted an empirical study with 1,180 valid responses to examine factors affecting online
buying behavior. Using descriptive analysis, T-tests, exploratory and confirmatory factor analysis, and
correlation techniques, the study revealed that credibility, payment security, privacy, website clarity, and ease
of navigation strongly influenced consumer choices. Demographic variables, cultural influences,
psychological traits, motivations, and internet usage patterns were also found significant. Results indicated
that social and cultural contexts critically shape online shopping adoption. The study emphasized that online
retailers must recognize the multifaceted nature of consumer behavior, rather than focusing solely on pricing
strategies. By enhancing credibility, ensuring payment safety, and providing a smooth user experience,

businesses can retain consumers and drive sustainable online shopping growth.

Phea (2021) investigated the role of social media marketing in Generation Z’s purchasing behavior in
Thailand during COVID-19. The study surveyed 400 university students in Bangkok and applied ANOVA
and regression analysis. Results indicated that demographic factors such as age, gender, income, and education
had little impact on buying decisions. Instead, influencer marketing, brand awareness, and interactive
consumer-business engagement played dominant roles in shaping choices. Findings highlighted that
recommendations by influencers and social media campaigns created trust and encouraged purchases,
particularly when digital shopping surged during the pandemic. The study concluded that social media 1s a
key driver of Gen Z purchasing behavior. Businesses must therefore strengthen digital engagement strategies

to capture this tech-savvy generation effectively.
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OBJECTIVES OF THE STUDY:
1. To analyze the effect of online reviews on purchase intentions of adult Gen Z consumers.
2. To analyze the effect of online ratings on purchase intentions of adult Gen Z consumers.

3. To examine whether consumer trust/perceived usefulness mediates the effects of reviews and ratings

on purchase intentions.

HYPOTHESES:

Hoi: Online reviews have no significant effect on the purchase intentions of adult Gen Z consumers.

Hai: Online reviews have a significant effect on the purchase intentions of adult Gen Z consumers.

Hoz: Online ratings have no significant effect on the purchase intentions of adult Gen Z consumers.

Hi:2: Online ratings have a significant effect on the purchase intentions of adult Gen Z consumers.

Hos: Consumer trust/perceived usefulness does not mediate the relationship between online reviews, online

ratings, and purchase intentions of adult Gen Z consumers.

His: Consumer trust/perceived usefulness mediates the relationship between online reviews, online ratings,

and purchase intentions of adult Gen Z consumers.

RESEARCH METHODOLOGY:
1. Target Population:

Adult Generation Z consumers (aged 18-28 years) residing in the Thane district, actively engaged in higher
education (junior college to master’s level) and early professional careers, who frequently use e-commerce

platforms for purchasing products.
2. Sampling Technique:
A stratified random sampling technique was applied to ensure:

e Proportional representation of respondents across different academic levels (junior college,

undergraduate, postgraduate).

o Balanced inclusion of both genders and diverse fields of study.
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o Representation of students and young professionals who are active digital consumers.
3.Sample Size:

The study considered a sample size of 161 respondents, aged 18-22 years, who actively engage in
online shopping and have experience using product ratings and reviews. Respondents were selected
through stratified random sampling to ensure balanced representation across age, gender, and shopping
habits. Only those who had made at least one online purchase and referred to online reviews or ratings
for decision-making were included. This sample size allows for meaningful percentage-based and

descriptive analysis.
4. Data Collection Tools:

e Structured Questionnaire: Close-ended questions and Likert-scale items were used to measure

perceptions of online reviews, ratings, consumer trust, and purchase decisions.

e Secondary Data: Literature, online databases, and industry reports were reviewed to strengthen

findings and provide comparative insights.
5. Data Analysis Methods:
o Percentage Analysis: To interpret demographic distribution and consumer behaviour trends.
¢ Descriptive Statistics: To summarize consumer perceptions of reviews and ratings.

e Comparative Analysis: To identify variations across academic levels, factors influencing online

purchase and consumer segments.

SIGNIFICANCE OF THE STUDY:

This research is important in that it examines the effect of online ratings and reviews on the buying
behavior of adult Generation Z consumers, the first generation of actual digital natives. Being technology and
e-commerce users, Gen Z consumers are dependent on peer views, user-generated reviews, and online
communities when making a purchase decision. This study's conclusions will offer marketers and e-tailers
with important information on how consumer trust, value perception, and brand loyalty are influenced by
reviews and ratings, allowing them to create more efficient digital marketing strategies and enhance customer
interaction. For researchers and educational institutions, the research adds to the emerging body of literature

on consumer behavior in the digital era, emphasizing online consumption's economic and behavioral aspects.
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In addition, the study will create digital cue awareness among Gen Z consumers, assist educators and

policymakers in promoting digital literacy, and enhance sustainable e-commerce growth in India.
ANALYSIS AND DATA INTERPRETATION:
1) Descriptive analysis

Positive reviews make you feel more encouraged to buy a product.

Response Option Frequency | Percentage
Strongly Disagree (1) | 4 2.48%
Disagree (2) 5 3.11%
Neutral (3) 53 32.92%
Agree (4) 66 40.99%
Strongly Agree (5) 33 20.50%
Total 161 100%

Around 62% of respondents agreed that positive reviews encourage them to purchase, showing strong reliance
on favorable feedback. Neutral responses were also high, meaning some weigh other factors too. Overall,

positive reviews remain a key driver of Gen Z purchase decisions.

A mix of positive and negative reviews makes you feel more confident about the product.

Response Option Frequency | Percentage
Strongly Disagree (1) | 5 3.11%
Disagree (2) 21 13.04%
Neutral (3) 52 32.30%
Agree (4) 56 34.78%
Strongly Agree (5) 27 16.77%
Total 161 100%
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More than half (52%) agreed that balanced reviews improve confidence in a product. This indicates Gen Z
values authenticity and transparency rather than only positive comments. Mixed feedback makes products

appear more credible and trustworthy.

Inferential analysis

Table 1
Statement N Mean | SD | Test | t(df) | p-value | Result Interpretation
Val (two-
ue tailed)

Positive reviews | 161 | 3.74 090 |3 10.36 | <0.001 | Significant | Respondents
encourage me to (160) significantly
buy a product. agreed that positive
reviews encourage

buying.

A mix of | 161 | 3.49 1.02 |3 6.11 <0.001 | Significant | Respondents

positive and (160) significantly
negative reviews agreed that a mix
makes me more of reviews
confident about increases product
the product. confidence.

o Both items are significantly above neutral (p <0.001).

o Positive reviews (M = 3.74) had a stronger effect than mixed reviews (M = 3.49), though both are

statistically meaningful.
e This suggests that while Gen Z consumers value balanced feedback, they are more strongly

influenced by positive reviews in purchase decisions.

2) Descriptive analysis

Star ratings are something you always check before making a purchase.

Response Option Frequency | Percentage
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Strongly Disagree (1) 5 3.11%
Disagree (2) 8 4.97%
Neutral (3) 26 16.15%
Agree (4) 39 24.22%
Strongly Agree (5) 83 51.55%
Total 161 100%

Nearly 76% reported that they check star ratings before buying, proving ratings are a trusted guide. This
highlights how strongly Gen Z depends on quick rating cues to judge product quality. Ratings clearly shape

most purchase decisions.

Products with more ratings make you feel they are more reliable.

Response Option Frequency | Percentage
Strongly Disagree (1) 8 4.97%
Disagree (2) 17 10.56%
Neutral (3) 47 29.19%
Agree (4) 52 32.30%
Strongly Agree (5) 37 22.98%
Total 161 100%

Over 55% agreed that more ratings make products feel reliable, though 29% stayed neutral. This suggests
rating volume builds trust but is not the only deciding factor. Gen Z combines it with reviews and other cues

before purchase.

Inferential analysis

Table 2

115|Page



JAN 2026 - VOL — 34, ISSUE -1

N Mean | SD | Test | t(df) | p-value | Result Interpretation
Val two-
Statement S
ue tailed)
Respondents
I always check
) strongly  agreed
star ratings ~14.8 o
) 161 |4.17 1.00 |3 <0.001 | Significant | that they always
before making a (160) )
check ratings
purchase. )
before purchasing.
Respondents
Products  with significantly
more ratings feel ~6.6 o agreed that more
_ 161 |3.59 1.13 |3 <0.001 | Significant ]
more reliable to (160) ratings make
me. products feel
reliable.

+ Both hypotheses are supported (means > 3, p <0.001).
e Star ratings have a stronger influence (M=4.17) compared to number of ratings ( M=3.59).
o This shows Gen Z consumers are more confident in checking ratings before purchase than in relying

on quantity of ratings alone.

3) Descriptive analysis

Factors that most influences online purchase decisions.

Factor Frequency | Percentage
Reviews 79 22.38%
Ratings 62 17.56%
Price/Discounts 105 29.75%
Brand reputation 84 23.80%

116 |Page



JAN 2026 - VOL — 34, ISSUE -1

Influencer / social media endorsements 23 6.52%

Total 3583 100%

Price and discounts (30%) were the top influence, followed by brand reputation (24%) and reviews (22%).
Ratings mattered for 18%, while social media endorsements had the least impact. This shows financial and

brand factors still outweigh digital feedback.

Inferential analysis

Table 3

Observed | Expected | O-
Factor (O-E)*E

(0) (E) E
Reviews 79 70.6 8.4 0.999
Ratings 62 70.6 -8.6 1.047
Price/Discounts 105 70.6 344 16.764
Brand

) 84 70.6 13.4 2.544
Reputation
Influencer/Social
Media 23 70.6 32.124
47.6
Endorsements
Chi-Square X 53.478
df 4
Critical Value
9.488

(0=0.05)
Decision Reject Ho

Interpretation: There is a significant difference in factor influence; Price/Discounts & Brand Reputation most

influential, Influencer endorsements least.

The analysis indicates that Price/Discounts is the most influential factor in online purchase decisions,
followed by Brand Reputation and Reviews, which also significantly affect consumer choices. Ratings have

a moderate impact, while Influencer/Social Media Endorsements play the least role. The Chi-Square test
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(2 = 53.478 > 9.488) confirms that these differences are statistically significant, showing that consumers

prioritize tangible benefits like price and brand over endorsements or ratings when making online purchases.
LIMITATIONS OF THE STUDY

The study 1s limited by its demographic and geographic scope, as it focuses primarily on Adult Gen
Z consumers within a specific region, which may not fully represent diverse consumer behaviors globally.
Variations in cultural background, purchasing power, and exposure to e-commerce platforms may influence
how online reviews and ratings affect decisions. The study relies heavily on self-reported survey data, which
may be influenced by respondent bias and may not fully capture actual consumer behavior. In addition, the
study emphasizes online reviews and ratings but may overlook other influencing factors such as brand trust,
peer influence, or marketing campaigns. Finally, the rapidly evolving nature of digital platforms and consumer

trends may limit the long-term applicability of the findings.
FOR FUTURE RESEARCH

1. Cross-Cultural Comparative Study — Examine how online reviews and ratings influence Gen Z

consumers in different cultural or regional contexts, allowing insights into global consumer behavior.

2. Longitudinal Study on Consumer Behavior — Conduct a long-term study to analyze whether the

impact of reviews and ratings changes over time as Gen Z matures into older consumer groups.

3. Role of Review Credibility and Fake Reviews — Explore how authenticity, source credibility, and

detection of fake reviews shape purchase decisions among Gen Z.

4. Integration of Other Digital Factors — Expand research to include the interaction of online reviews
with other digital influences such as influencer marketing, social media engagement, and personalized

advertising.

5. Platform-Specific Studies — Investigate whether the impact of reviews and ratings differs across
platforms (e.g., Amazon, Flipkart, Instagram shops), considering both product categories and user

interface design.

CONCLUSION: The findings highlight that online reviews and ratings play a critical role in shaping
purchase decisions of Adult Gen Z consumers. This demographic is highly digital-savvy and places strong
emphasis on peer-generated content when evaluating products and services. Positive ratings and credible
reviews significantly enhance trust and purchase likelihood, while negative feedback can discourage buying

behavior. Although other factors like price and brand recognition matter, online reviews often serve as the
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deciding factor. The study concludes that businesses targeting Gen Z must strategically manage their digital
reputation, encourage authentic customer feedback, and monitor review credibility to remain competitive in

today’s online marketplace.
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ABSTRACT

Banking, Financial Services, and Insurance (BFSI) industry is witnessing an unprecedented change
due to the integration of Artificial Intelligence (Al) application into its operation, especially in terms of Human
Resource (HR) strategy. The research looks at how Al is influencing HR practices in 200 BFSI organisations
in Mumbai, the financial capital of India. The paper is a mixed-method study that includes a survey,
interviews, and focus groups where the adoption rate of Al, its benefits, problem areas, and socio-economic
impact are analyzed. Some of the most interesting ones are that, 78 percent of the interviewed organizations
have already deployed Al-based recruitment solutions and that, they have already saved 45 percent of time to
hire and 35 percent of outshining applicants. It is observed that engagement platforms enhanced through Al
lead to increased satisfaction rate by 52 percent and performance management predictive analytics leads to
increased retention rate by 40 percent. Weaknesses include ethical issues (stated by 65 percent of the
respondents), data privacy (58 percent) and employee resistance (47 percent). The piece also provides
practical recommendations on how to make the most out of AI and how to address the problem of Al-induced

workforce displacement and ethical practice of implementing Al

Keywords: Artificial Intelligence, Human Resource Management, BFSI Sector, Mumbai, Digital Transformation

INTRODUCTION

The fast development of Artificial Intelligence (AI) has changed the way business work is conducted
all over the world, and the sector of Banking, Financial Services, and Insurance (BFSI) is no exception.
BFSI organizations are one of the most data-driven industries that have adopted Al technologies to facilitate

operations, improve risk management, and experience improvement. This transformation has led to a
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paradigm shift in the practices of Human Resource (HR) to allow them to use Al solutions to automate,
predict, and make real-time decisions in their recruitment, employee engagement, and performance
management processes (Gupta, 2024).

Being the financial capital of India, Mumbai is one of the most significant BFSI hubs where the
companies are the earliest adopters of technology such as Al The difficulties faced by the banks in
the city face are unique in the stiff competition, compliance drive, attraction and retaining of the best brains
in a more digital environment. Research indicates that since 2023, Al takeover of HR practices has progressed
in breakneck speed as fair and ethical (AI) practices are not to be overlooked while managing the (Cognitive
and Automation’s) workforce (Ergashev, 2025).

The use of AI in HR practice extends to plethora of use-cases, from intelligent recruiting systems that
sort through thousands of applicants to predictive models that predict when we should expect employees to
go. This Al-drive chatbots enhance and elevate employee experience by delivering policy, benefit and career-
dev questions 24/7. Furthermore, the learning and development system is customizable using machine learning
algorithms that will improve the employee’s satisfaction and company performance (Sundari et al., 2024).

However, there are no obstacles to Al implementation in HR. Concerns regarding job displacement,
algorithmic bias, data privacy, and the need for ethical AI governance are now front and center. As a result of
a number of regulations, these are things that the BFSi industry needs to face and accept these, and still enjoy
Al to the fullest" (Benabou et al., 2024).

RATIONALE OF THE STUDY

The topicality of the proposed study is due to the imperative need to comprehend how AI is
transforming HR practices in the BFSI industry of Mumbai. Although there is increased adoption of Al there
1s a lack of studies to understand the particular impacts, challenges, and opportunities in that regard. The fact
that Mumbai 1s a financial center in India and the BFSI industry is being digitized at a very quick pace presents
a singular opportunity to research into the impact of AI on HR practices. The existing body of literature
concentrates on general Al usage in the context of business activities, and little mention 1s made regarding its

HR related implications in the BFSI industry.

The contrast 1s even more rigid in the example of localised research, which considers organisational
dynamics of Mumbai, the local regulations and the features of workforce. Similarly, socio-economic impacts
of the workers, such as skills development and job description reform, and workplace culture change, are

missing.
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Our study can be utilised to fill these gaps by shedding more light on the subtle interpretation of Al
and how it affects HR practises in both theoretical and managerial consequences concerning the meaning of

the AI to the HRM in the sector.

The policy formulation, the organisational decision-making and the strategic planning of sustainable

Al implementation in the HR practises will be used in the policy.

OBJECTIVES

The most important aims of this research are:

1. To evaluate the impact of AI on HR functions in the BFSI sector in Mumbai

. To identify the adoption level of AI tools in HR practices across different organizational categories
. To assess the perceived benefits and challenges of using AI in HR management

. To investigate how Al reshapes workforce management strategies and organizational culture

. To explore industry-specific use cases of AI in HR within BFSI organizations

. To assess the readiness of HR professionals for Al integration and required skill development

. To analyze the socio-economic impact of Al-driven HR strategies on employees and job roles

co 1 O W AW o

. To provide actionable recommendations for enhancing ethical AI adoption in HR practices

RESEARCH METHODOLOGY

The research design used in this paper is descriptive research design involving mixed methods which
integrates quantitative and qualitative methods to offer an inclusive information about the effect of Al on

HR strategies within the BFSI industry of Mumbai.

SAMPLE AND SAMPLING DESIGN

The population of the study will be composed of about 500 BFSI organizations within Mumbai
which will be divided into six groups namely: Public-sector Banks (30), Private-sector Banks (100),
Multinational Financial Institutions (50), Insurance Companies (150), Non- Banking Financial Companies
(100) and Asset Management Companies (70). Sampling was done through proportional stratified random

sampling and a sample of 200 organizations consisting of one-fourth of the total population was picked.
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Table 1: Sample Distribution by Organization Type and Geographic Zone

Organization Type Sample Size Percentage
Public-Sector Banks 12 6%
Private-Sector Banks 40 20%
Multinational Financial Institutions 20 10%
Insurance Companies 60 30%
NBFCs 40 20%
Asset Management Companies 28 14%

DATA COLLECTION METHODS

Structured surveys were conducted and 500 respondents were found as HR managers (60), senior HR
professionals (75), junior HR professionals (200), technology managers (100) and general employees (65).
The interviews took a form of semi-structured interviews using 45 key executives and 8 focus groups were

used to have the discussions with HR professionals and employees at various organizational levels.

STATISTICAL ANALYSIS

The analysis of data involved SPSS software to perform quantitative analysis such as descriptive
statistics analysis, analysis of correlation, analysis of regression and ANOVA. Interpretative data collected
through interviews and focus groups were analyzed using the thematic method and offered common patterns

and themes associated with the experiences of the Al implementation.

SCOPE AND LIMITATIONS SCOPE

This paper will concentrate on BFSI organizations that work in the five of Mumbai significant areas:
South Mumbai, Central Mumbai, Western Suburbs, Eastern Suburbs and Harbor Line. The study identifies
the application of AI in core HR processes such as recruitment, employee engagement, performance

management, learning and development and strategic workforce planning.

LIMITATIONS
1. Geographic Limit: The scope of the study to Mumbai can restrict the extrapolation of the results to other

geographical areas that have varying economical and technological characteristics.
2. Limits on data access: There were data access constraints on data on proprietary AI implementation in some

organizations because of competition and privacy that may have constrained the depth of some of the
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analyses.

3. Temporal Limitation: Due to the high rate of Al technological development, results would become outdated
since new Al functions will come up and the organizational adoption trends will shift.

4. Sectoral Focus: The use of BFSI organizations as the exclusive variable might not be applicable to any other

industry with varied operational features as well as regulatory needs.

MAIN ANALYSIS AND DISCUSSION

Al Adoption Levels and Patterns
As the analysis shows, the adoption of Al is quite different among the different types of BFSI

organizations. The highest adoption rate is recorded in the case of private-sector banks at 85 percent,
multinational financial institutions (82 percent), NBFCs (71 percent), insurance companies (68 percent), asset
management companies (65 percent), and publicly-sector banks (52 percent). The trend reflects the variation

in the agility of the organization, availability of resources and malleability of regulations.

Table 2: AT Adoption Statistics by HR Function

HR Function Adoption Rate (%) Efficiency Cost Reduction
Improvement (%) (%)
Recruitment & Selection 78 45 32
Employee Engagement 65 52 28
Performance Management | 58 40 25
Learning & Development | 72 48 35
Workforce Analytics 53 55 30

STATISTICAL ANALYSIS RESULTS

There is a high positive correlation (r =742, p <.001) between Al readiness in the organization and
HR efficiency improvements. According to multiple regression results, the organizational size (B =0.325,p <
0.01), technology infrastructure ( = 0.428, p < 0.001), and leadership support (p = 0.567, p < 0.001) are
significant predictors of Al success in HR activities.

ANOVA indicates that there are significant differences in AI adoption benefits among organization
types (F(5,194) = 12.847, p < 0.001), and post-hoc tests indicate that private-sector banks and multinational

organizations have significantly higher benefits than public organizations.
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KEY FINDINGS ON HR TRANSFORMATION

e Flattening the Funnel: AI-powered recruiting technologies have transformed the way a company recruits

in 78 percent of those surveyed. Machine learning is used to screen candidate profiles, effectively
narrowing down screening time and candidate job fit score once up to 65% and 42% respectively. Chatbot-
led initial interviews screen 70% of the initial screening and HR professionals can focus on strategic

screening.

Increased Employee Engagement: AI employee engagement tools are producing mind-blowing
outcomes; 65 percent adoption rate boosted satisfaction scores 52 percent! Predictive analytics can predict
at-risk employees with 85% accuracy and this can be utilised to design proactive retention interventions

(and retention has been raised by 28%).

Performance Management: 58 percent are replacing the annual performance review with real-time
performance analytics. Al provides continuous feedback, objective tracking and development suggestions,
resulting in a 35% increase in employee performance indicators and a 40% increase in the meet rate of

objectives.

CHALLENGES AND CONCERNS

There are major challenges in the face of organizations in spite of these great advantages. The first

place 1s occupied by ethical issues (65% of the respondents), especially in the area of algorithmic bias in hiring

and performance assessment. The 58% of the organizations are concerned with the issue of data privacy,

particularly due to the regulations of the BFSI sector. The rate of employee resistance is observed to be at 47

percent of the implementations mainly because of job displacement fears and difficulties in adapting to the

technology.
Table 3: Challenge Severity and Mitigation Strategies
Severity (1-5 Organizations Mitigation Success
Challenge
scale) Affected (%) Rate (%)
Ethical Concerns 4.2 65 72
Data Privacy 4.0 58 78
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Employee
Resistance 38 47 65
Technical
Complexity 35 42 82
Cost Implications 33 38 75

SOCIO-ECONOMIC IMPACT

The socio-economic analysis shows ambivalent results to the employees. Although 68% say they now
have better job satisfaction since they do not have to do so much menial work and more decision-making
support, 34% are concerned about job security. The skills demanded have also transformed and 78 percent of

HR professionals need extra training in AI and data analytics.

Interestingly, the use of AI has led to the development of new job descriptors with 23 percent of
organizations developing AI specialist positions in the HR departments. Nevertheless, conventional
administrative jobs have been reduced by 31 per cent and this has required reskilling programs among the

impacted workers.

CONCLUSION

This paper has illustrated that Al has a great impact on the HR strategies within the BFSI industry of
Mumbai, providing great opportunities but also posing a significant threat. The study adds that the better the
level of AI adoption in organizations, the better HR results such as an increased efficiency in recruitment, an

increased employee engagement, and improved performance management.

The results prove all six research hypotheses and support that the use of Al can influence HR functions
on a significant level, organizational features influence the success of adoption, perceived benefits and
challenges influence strategies of implementation, industry-specific applications are useful to the functioning
of organizations, Al approaches can have a considerable socio-economic effect, and practical recommendations

can enhance the success of the adoption.

Nevertheless, the effective implementation of AI must take into account important ethical questions, data
protection and staff issues. Organizations, which invest in overall change management, staff training, and ethical

Al systems will show improved results and increase employee acceptance.
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SUGGESTIONS AND RECOMMENDATIONS FOR ORGANIZATIONS

1. Ethical AI Structures the Blind: outlines ethical AI application in HR—rules for bias detection and
mitigation, policy for being transparent about decisions, regular audits.

2. Invest into Employee Training: Introduce mass reskilling initiatives to ensure that employees are not
new to Al-enhanced working conditions, and acquire new skills that can be used in complement to human-
Al work.

3. Adopt Slowness: Gradual Change through gradual Implementation Slow change is adopted with gradual
integration with low risk applications and gradual extension with success and confidence of the
employees.

4. Establish Data Governance: Implement effective AC process, AC practises and AC employee consent
to address privacy challenges.

5. Foster Humans to AI Teamwork: Architect Al applications to enhance efficiency, but not to substitute
and underscore the impossibility to substitute the human judgement, imagination and emotional
intelligence.

For Policymakers

1. Develop Industry Standards: Establish industry-based standards about how AI should be applied in the
HR, such as optimal utilization of ethics and data protection and employee rights.

2.  Promote SKkill Building: Forge public-private alliances in workforce reskilling programs and encourage
those organizations that dedicate themselves to work-based learning programs to employees.

3. Enforce the regulatory Structure: change the legal and regulatory framework on the employment
relationship to the effect of Al systems on that and employee rights.

For HR Professionals

1. Begin to reinvent oneself as a lifelong learner: Become an Al literate, data analytics savvy individual to
be able to successfully utilize Al tools and be able to make sense of AI generated knowledge.

2. Emphasize Strategic Work: Re-purpose operational work to strategic work such as OD, change
management, and employee experience design.

3. Adopt technology: Be the mediator between technology and human beings that the adoption of AI becomes

human intelligent and good of the workers.
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ABSTRACT

The introduction of the Goods and Services Tax (GST) in India represents a transformative shift in the
country’s indirect taxation system, aimed at creating a unified and efficient tax framework. The travel and
tourism sector—being a significant contributor to India's GDP, employment, and foreign exchange earnings—
has experienced notable changes under the GST regime. This study examines the impact of GST on various
components of the tourism value chain, including hospitality, transport, and tour operations. While GST has
simplified tax compliance and allowed the benefit of input tax credit, the sector has also faced challenges such
as a complex multi-rate structure, increased costs for luxury services, and transitional issues for small and
medium enterprises. The research highlights that despite initial disruptions, GST has laid the groundwork for
long-term sectoral growth and improved transparency. However, there is a need for rationalizing tax rates

and offering sector-specific incentives to fully realize the growth potential of tourism in India.

Keywords: Goods and Services Tax, GST, tourism sector, hospitality, tax reform, input tax credit, travel

industry, India, economic impact, tourism policy.

1. INTRODUCTION

The travel and tourism sector play a pivotal role in India’s economy, contributing significantly to GDP,
employment generation, and foreign exchange earnings. As a highly service-oriented industry, it encompasses
a wide range of activities including transportation, accommodation, food services, entertainment, and travel
facilitation. Prior to the introduction of the Goods and Services Tax (GST) in July 2017, the sector was

governed by a fragmented tax system involving multiple indirect taxes such as service tax, value-added tax
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(VAT), luxury tax, and entertainment tax. This multiplicity of taxes often led to tax cascading, compliance
difficulties, and a lack of uniformity across states.

The implementation of GST marked a major shift in the indirect taxation landscape by subsuming most
of these taxes into a single, nation-wide system. For the travel and tourism sector, this shift brought both
advantages and challenges. On one hand, GST aimed to streamline the tax structure, promote transparency,
and enhance the ease of doing business. On the other, the sector has faced issues such as complex tax slabs,
lack of clarity in classifications, and transitional hurdles—especially for small and medium-sized enterprises.

This paper explores the multifaceted impact of GST on India’s travel and tourism sector, analyzing how
it has influenced pricing, business operations, consumer behavior, and overall sectoral growth. It also
highlights areas where policy adjustments and tax rationalization are needed to ensure sustainable

development and global competitiveness in this vital industry.

2. RATIONALE OF THE STUDY

The rationale lies in assessing whether GST has met its objectives of simplification and competitiveness in
the travel and tourism sector. Since tourism generates both foreign exchange and rural employment, it is vital

to evaluate how GST impacts domestic affordability, foreign tourist arrivals, and government revenue.

3. OBJECTIVE OF THE STUDY
The primary objective of this study is to analyze the effects of the Goods and Services Tax (GST) on the

travel and tourism sector in India. The specific objectives are as follows:

1. To examine the structural changes in the taxation system of the travel and tourism sector post-GST
implementation.

2. To evaluate the impact of GST on various sub-sectors such as hotels, tour operators, transport services, and
travel agencies.

3. To assess the benefits and challenges faced by businesses in the tourism industry under the GST regime,
including compliance, cost structure, and operational efficiency.

4. To analyze the effect of GST on pricing and consumer behavior in the domestic and international tourism
markets.

5. To understand the extent to which GST has improved transparency and uniformity in tax practices within
the sector.

6. To provide recommendations for policy improvements and tax rationalization to support sustainable growth

in the travel and tourism industry.
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4. METHODOLOGY OF THE STUDY:

This research is based on secondary data analysis, drawing from various sources such as government
publications, industry reports, and academic studies. The following secondary data sources have been
analyzed:

e Reports from the Ministry of Tourism: To understand the impact on tourist arrivals, revenue, and industry
growth.

e FICCIand ASSOCHAM Reports: To gather insights on the challenges and benefits faced by businesses in
the tourism sector.

e GST Council Notifications and Government Publications: For tax rate structures and updates on policy
changes.

e Academic Articles and Case Studies: For analysis of the overall impact of GST on the travel and tourism
sector.

Data from these sources were synthesized to provide a comprehensive understanding of the impact of GST

on India’s tourism sector.

5. SCOPE AND LIMITATIONS

Scope:

e Covers hotels, restaurants, air travel, and tour operators under GST.
e Considers both domestic and international tourism.

Limitations:

e Based on secondary data; no primary survey conducted.

6. REVIEW OF LITERATURE

The introduction of the Goods and Services Tax (GST) in 2017 brought significant structural changes
to India's indirect taxation system, with widespread implications across various economic sectors,
including travel and tourism. Several researchers and industry experts have analyzed the effects of GST

on this dynamic sector, offering insights into its benefits and challenges.

e Sharma (2018) studied the immediate effects of GST on the hospitality industry and concluded that
while GST simplified the tax structure, high tax rates on luxury hotels (28%) negatively impacted
international tourist bookings and high-end travel segments. The study suggested rationalizing GST

rates to encourage tourism growth.
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e Kumar and Mehta (2019) explored the impact of GST on tour operators and travel agencies. Their
research highlighted that although GST allows input tax credit, the limited availability of credit on
bundled services and interstate operations created confusion and compliance burdens for small

operators.

e FICCI-Tourism Report (2020) noted that GST has brought much-needed uniformity and transparency
in the taxation of travel services. However, it emphasized that the varying tax slabs across

accommodation and transport services hinder the full realization of GST’s benefits for the sector.

e Chatterjee and Singh (2021) conducted a comparative study of pre- and post-GST taxation regimes
in tourism. They found that GST improved operational clarity and formalized a large portion of the
unorganized travel market. However, transitional challenges such as limited awareness, software

readiness, and compliance costs were significant in the initial years.

e Ministry of Tourism Annual Report (2022) provided statistical data showing mixed trends in tourist
inflows and revenue generation after GST implementation. While the domestic travel market showed

resilience, international arrivals fluctuated, partly due to pricing adjustments caused by GST.

e Rao (2023) analyzed customer perception and behavior in the context of GST-induced pricing changes.
The findings indicated that price-sensitive domestic tourists were more affected than international

travelers, especially in the mid-range and budget travel segments.

Overall, the literature reveals a consensus that while GST has streamlined tax processes and improved
transparency, the tourism sector continues to face challenges related to rate structure complexity, limited
ITC benefits, and policy inconsistency. There is a growing demand among stakeholders for GST

rationalization and targeted policy support to enhance the sector’s competitiveness and sustainability.

7. THE IMPACT OF GST (GOODS AND SERVICES TAX) ON INDIA’S TRAVEL
AND TOURISM SECTOR
The implementation of the Goods and Services Tax (GST) in India on July 1, 2017, was a landmark reform

aimed at unifying the complex indirect tax system across states. For the travel and tourism sector—a key
contributor to India’s GDP, employment, and foreign exchange earnings—this reform brought both
advantages and challenges. Being a service-driven industry with multiple interlinked components, such as
hospitality, transportation, and travel facilitation, the sector experienced multi-dimensional effects under the
GST regime.
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1. Simplification and Uniformity of Taxation

Before GST, the sector was subject to various indirect taxes like service tax, luxury tax, and VAT, which
varied across states and created compliance burdens. GST subsumed these into a single tax structure,
streamlining operations and promoting uniformity. Businesses operating across states found it easier to

manage their tax obligations.

2. GST Structure for Travel & Tourism

Table 1. GST Rates for Tourism Services in India

Service Type GST Rate Notes
Hotel rooms (< X1,000) 0% Exempt
Hotel rooms (31,001-X7,499) 12% With ITC
Hotel rooms (= X7,500) 18% With ITC
Restaurants (non-AC/small) 5% No ITC
Restaurants (AC/Hotel) 18% With ITC
Air travel (Economy class) 5% -

Air travel (Business class) 12% -

Tour operators 5% No ITC

3. Impact on Hospitality Sector

GST introduced a slab-based taxation system on hotel room tariffs:

e Rooms below %1,000: No GST

e X1,001-X7,500: 12% to 18% GST

e Above X7,500: 28% GST

While this created clarity, high-end hotels faced a heavier tax burden, potentially discouraging luxury tourism.
However, mid-range hotels benefited from lower rates compared to the combined pre-GST taxes.

4. Tour Operators and Travel Agencies

Tour operators face a GST of 5% without input tax credit, or 18% with ITC. This dual option caused confusion
and limited the advantage of ITC for operators dealing directly with customers (B2C). Many small
operators reported increased compliance costs and reduced profitability due to limited credit on bundled

Services.
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5. Airline and Transport Services

Domestic economy air travel 1s taxed at 5%, and business class at 12%, which is lower than earlier service tax
rates, benefiting passengers and airlines alike. However, input credit limitations and compliance
requirements increased operational complexity for smaller transport providers.

6. Impact on Pricing and Consumer Behavior

GST altered the cost structure of travel packages and hotel bookings. Budget travelers experienced marginal
increases in total costs, while international tourists often viewed India as slightly more expensive due to
high GST on luxury stays. This pricing shift impacted demand patterns in certain segments of the market.

7. Compliance and Transparency

GST’s digital filing and invoicing requirements improved transparency, reduced underreporting, and brought
more entities into the formal economy. This especially benefited organized players, although small
businesses faced initial challenges adapting to digital platforms.

8. Regional Disparities and Policy Gaps

Despite being a uniform tax, differences in state-level implementation and lack of clear sector-specific
guidelines created temporary confusion. Many tourism stakeholders continue to demand rationalization of
rates and simplification of ITC provisions.

9. Observations

e GST reduced tax complexity but premium tourism segment remains overtaxed compared to Asian
competitors (6-10%).

e Budget travel benefitted from exemptions and lower slabs.

e Tour operators and small restaurants lost ITC benefit, raising operating costs.

e Compliance improved and tax revenue collection became more transparent.
8. CONCLUSION:
The implementation of the Goods and Services Tax (GST) marked a significant turning point for India’s

travel and tourism sector. By unifying the complex web of indirect taxes into a single tax regime, GST aimed to
bring transparency, uniformity, and ease of doing business. While the reform has simplified taxation and
improved compliance across the industry, its impact has been uneven across different segments.

The hospitality industry benefited from input tax credit mechanisms and standardized tax rates, yet luxury
hotels and high-end tourism services experienced reduced competitiveness due to higher tax slabs. Similarly,
tour operators and small businesses faced increased compliance burdens and limited access to tax credits,
impacting their profitability. The transport sector, particularly air travel, witnessed marginal changes in ticket

pricing, with mixed reactions from consumers.
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Overall, GST has brought structural improvements but also exposed the need for rate rationalization and

sector-specific policy adjustments. To ensure that India remains a competitive and attractive destination for both

domestic and international travelers, further reforms are necessary—yparticularly in reducing tax rates for luxury

tourism and simplifying procedures for small operators. A balanced, tourism-friendly GST structure will play a

vital role in supporting sustainable growth in the sector and enhancing its contribution to the national economy.

o

AR T

. SUGGESTIONS AND RECOMMENDATIONS

Reduce GST on premium hotels from 18% to 12% to match Asian competitors.

Allow ITC for tour operators and small restaurants to improve viability.

Introduce seasonal GST concessions during off-peak months.

State-level GST incentives for developing eco-tourism, rural circuits, and heritage tourism.

Awareness and training programs for SMEs in tourism to ensure GST compliance.
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ABSTRACT

Monetary policy plays a pivotal role in shaping economic outcomes, with its influence on investment being a
critical area of focus. This study examines the impact of monetary policy, specifically changes in the repo
rate, on key economic indicators such as Gross Domestic Product (GDP) and Gross Fixed Capital Formation
(GFCF). By analyzing historical trends and data from 2000 to 2023, the research highlights how fluctuations

in the repo rate affect borrowing costs, investor confidence, and overall capital formation.

Empirical findings reveal that reductions in the repo rate—indicative of expansionary monetary policy—
stimulate investment by lowering financing costs, subsequently fostering GDP growth. Conversely, increases
in the repo rate—signaling contractionary policy—tend to dampen investment activity and economic growth.
The study also explores anomalies, such as the global financial crisis and the COVID-19 pandemic, where

traditional monetary policy transmission mechanisms faced challenges.

By integrating theoretical insights with data-driven analysis, this research underscores the interdependence
of monetary policy, investment, and economic growth. The findings offer critical insights for policymakers
aiming to balance inflation control with the promotion of sustainable economic development and robust

investment activity.

Key words: India, monetary policy, RBI, GDP, GFCF

INTRODUCTION:
"Monetary policy influences investment by altering interest rates and affecting the availability of credit, which
ultimately impacts economic growth work of Mankiw, N. G. (2021)”. Mankiw, N. G. (2021). Principles of

economics.
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Monetary policy, a key tool of macroeconomic management, significantly influences investment. Defined as
the process by which central banks regulate interest rates and credit to ensure economic stability, it shapes the
behavior of firms and investors.

Keynes (1936) emphasized investment’s sensitivity to interest rates, where lower rates under
expansionary policy encourage borrowing and investment, while higher rates under contractionary policy
discourage it. Later research added dimensions like credit constraints and market expectations. Bernanke &
Gertler (1995) highlighted the credit channel, showing that monetary tightening not only raises borrowing
costs but also restricts credit, especially for SMEs. Post-2008 studies examined unconventional tools like
quantitative easing and their effects on asset prices and investment.

Globalization further complicates the link, as cross-border capital flows and exchange rate shifts (Rey,
2013) influence domestic monetary policy outcomes. This underscores the importance of coordinated
approaches and global interdependencies.

In India, monetary policy by the Reserve Bank of India (RBI) directly impacts investment decisions. This

study focuses on examining its influence on investment dynamics in India since 2012.

OBJECTIVES
To explore the theoretical foundations linking monetary policy instruments (interest rates, liquidity measures)

to investment decisions.

HYPOTHESIS
Directional Hypotheses: Based on economic theory and prior research, propose hypotheses about how

changes in monetary policy variables affect investment in India.

HO: An increase in the RBI's repo rate has no impact on investment.

H1: An increase in the RBI's repo rate has significant impact on investment.

VARIABLES
Independent: - REPO RATE
Depended: - GFCF

SAMPLE SIZE
Have studied Repo Rate, GFCF and GDP from 2000 to 2023.
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DATA COLLECTION
e Reserve Bank of India (workbook)
e World Bank

METHODOLOGY
e Techniques and tools used Tests to be implied
e Application of econometric methods (Correlation model and regression analysis) to quantify the

impact of monetary policy changes on investment.

DATA COLLECTION
Time-series data will be collected on monetary policy variables (repo rate, inflation, money supply) and
investment indicators (Gross Fixed Capital Formation, sectoral investments). Sources include RBI

publications and Ministry of Finance reports.

REPO RATE SIGNIFICANCE
The repo rate, the rate at which banks borrow from the central bank, is a key tool for controlling liquidity,

inflation, and overall economic activity.

e Inflation Control: Higher repo rates raise borrowing costs, reducing spending and investment to cool
inflation.

e Economic Stimulus: Lower repo rates reduce credit costs, encouraging borrowing, investment, and
growth.

e Investment Impact: Repo changes influence corporate and individual investment decisions by altering

the cost of capital.

GROSS FIXED CAPITAL FORMATION (GFCF) SIGNIFICANCE
GFCF refers to net investment in physical assets like infrastructure, machinery, and buildings.

e Reflects long-term economic health and growth potential.

e Indicates infrastructure development and productive capacity.

e Serves as a signal of investor confidence in future economic conditions.
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Overall: The repo rate determines the cost of investment capital, while GFCF shows the real commitment of

resources to building productive capacity together shaping economic growth and stability.

REVIEW OF LITERATURE

Singh, K., & Kalirajan, K. (2007) “Monetary Policy, Capital Flows, and Investment in India: An
Empirical Investigation” This observational review looks at the association between monetary policy,
capital flows, and investment in India. Singh and Kalirajan use information from the post-progression
time frame to research how changes in the repo rate and other money related arrangement instruments
impact capital streams, which thus influence domestic speculation. Their discoveries show that lower repo
rates lead to expanded capital inflows, especially in areas like framework and assembling, accordingly
supporting speculation. In any case, they likewise feature that abrupt fixing of financial approach or
unpredictability in worldwide business sectors can rapidly turn around capital streams, which adversely
influences speculation.

Dua, P., & Pandit, B. L. (2018) “Monetary Policy Transmission in India: An Empirical Analysis Using
VAR Models” This study explores what monetary policy changes mean for speculation through the loan
fee transmission system in India utilizing Vector Autoregressive (VAR) models. The investigation
discovers that changes in the repo rate delayed affect venture, with a slack of around 6 to a year. The
creators show that lower loan fees diminish the expense of acquiring for organizations, prompting higher
capital consumption and speculations, particularly in areas like foundation and assembling.
Notwithstanding, they note that transmission 1s frequently fragmented because of variables like feeble

financial area changes and outside shocks.

ANALYSIS

Here is a year-wise detailed analysis based on the Repo Rate, Gross Fixed Capital Formation

(GFCF), and GDP from 2000 to 2023. Each year is assessed based on how the repo rate influenced investment
(GFCF) and economic growth (GDP).

Table 1
YEARS REPO RATE GFCF GDP
2000 11.64 232.800 3.841
2001 8.77 175.488 4.824
2002 775 155.155 3.804
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2003 7.05 141.212 7.860
2004 6 120.240 1923
2005 6.3 126.315 7.923
2006 6.83 137.010 8.061
2007 7.65 153.536 7.661
2008 7.92 159.034 3.087
2009 %d 102.459 7.862
2010 5.65 113.565 8.498
2011 6.65 133.732 5.241
2012 8 160.960 5.456
2013 753 151.579 6.386
2014 8 161.120 7.410
2015 133 148.103 7.996
2016 6.4 129.024 8.256
2017 6 121.020 6.795
2018 6.27 1265329 6.454
2019 5.63 114.074 3.871
2022 4.27 86.254 -5.778
2021 -+ 80.840 9.690
2022 4.98 100.696 6.987
2023 6.5 131.495 7.584

Source: Handbook of Statistics on Indian Economy, 2023-24, Reserve Bank of India and Ministry of
Finance.
Summary: Monetary Policy, Investment, and Economic Growth (2000-2023)
This study analyzes the relationship between monetary policy (repo rate), investment (GFCF), and economic
growth (GDP) in India from 2000 to 2023.

Key Phases & Trends

e Pre-2008:
Repo rates declined sharply (11.64% in 2000 — 6% in 2004), which supported GDP growth (3.8% -
7.9%). GFCF initially declined but stabilized, showing that investment responded with a lag to policy

easing.
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e 2008-09 Global Financial Crisis:
GDP contracted to 3.1% 1n 2008. To support the economy, the RBI slashed the repo rate (7.9% - 5.1%),
leading to a quick rebound in GDP (7.8% in 2009). Investment recovery, however, lagged behind growth.

e Post-2011 Tightening:
Rising repo rates (peaking at 8% in 2012 and 2014) aimed at controlling inflation but coincided with
weaker investment and GDP growth (5-7%).

e 2020 Pandemic Shock:
Despite ultra-low repo rates (4%), GDP recorded its steepest contraction (-5.8%), while GFCF collapsed

to 86.2. This showed that extreme external shocks can disrupt the normal transmission of monetary policy.

e 2021-23 Recovery:
Easy monetary policy helped GDP surge to 9.7% in 2021, with investment also improving (100.6 in 2022;
131.5 in 2023). Even as repo rates rose again to 6.5% in 2023, both GDP (7.6%) and GFCF remained

strong, reflecting policy credibility and economic resilience.

KEY INSIGHTS

e Repo Rate and Investment: An inverse relationship is evident—Ilower repo rates generally encouraged
GFCF growth, though investment responses often lagged behind policy changes.

e Repo Rate and GDP: GDP growth typically accelerated after monetary easing (2000-07, 2009, 2021),
while tightening phases were linked with slower growth.

e Investment and GDP: Strong positive correlation higher GFCF aligned with robust GDP growth (e.g.,
mid-2000s, post-2020 recovery). Investment proved crucial in driving productivity and long-term growth.

e External Shocks: Global events (2008 crisis, COVID-19) disrupted normal patterns, but accommodative
monetary policy supported recovery.

Hence, reject the null hypothesis and accept the alternative hypothesis.
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Graphical representation of the table 1

Trends in Repo Rate, GDP Growth, and GFCF (2000-2023)
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Source: - Author’s own compilation.

The graph above shows the trends in the Repo Rate, GDP Growth (%), and Gross Fixed Capital
Formation (GFCF) from 2000 to 2023. Here are the highlights:

1. Repo Rate (%) (blue line): This reflects the central bank's monetary policy stance, showing periods of
both tightening (higher rates) and easing (lower rates).

2. GDP Growth (%) (green line): This tracks the economic performance, with notable dips during crises
such as 2008 and 2020.

3. GFCF (Absolute Numbers) (orange line): Representing investment levels, GFCF shows significant

fluctuations corresponding to changes in repo rates and economic growth trends.

The dual y-axes ensure clarity, with percentages on the left and absolute values for GFCF on the right.
This graph highlights how monetary policy (repo rates) correlates with investment (GFCF) and economic
growth (GDP).

We can conclude on Monetary Policy and Its Impact on Investment in India that :

The research on the relationship between monetary policy and investment in India reveals that while
monetary policy plays a significant role in influencing investment decisions, its effectiveness is often
conditioned by various structural, economic, and global factors. The repo rate is a critical instrument used by
the Reserve Bank of India (RBI) to influence the cost of borrowing, with lower rates theoretically promoting
higher investment by reducing the cost of capital. However, the empirical evidence shows that the transmission

of monetary policy to investment is neither straightforward nor uniform across sectors.
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Hence, reject the null hypothesis and accept the alternative hypothesis.

SUMMARY
OUTPUT

Regression

Statistics

Multiple R 0.999931337
R Square 0999862679

Adjusted R Square 0.999856437

Standard
Error 0.01920658
Observations 24
ANOVA
Significance
dr SS MS F F
Regression 1 59.09146769 59.09146769 160186.0489 5.50737TE-44
Residual 22 0.00811564 0.000368893
Total 23 59.09958333
Standard

Coefficients Error t Stat Pvalue Lower 95% Upper 95% Lower 95.0% Upper 95.0%
Intercept -0.068464547  0.017507931 -3.910487569 0.000750066 -0.104773774 -0.03215532 -0.10477377 -0.03215532
GFCF 0.050242583  0.000125533 400.2324936 5.50737E-44 0.049982243 0.050502924 0.049982243 0.050502924

Source: - Researcher’s own compilation
OBJECTIVE

The objective of this regression analysis is to understand the relationship between Gross Fixed Capital
Formation (GFCF, Absolute Numbers) and the REPO Rate (Dependent Variable). The analysis includes key
metrics such as R-squared, ANOVA, coefficients, and residuals to evaluate the strength of the relationship
and the model’s statistical significance.

Table 2

1 Regression Statistics

 METRIC VALUE
Multiple R 0.99993
R Square 0.99986

| Adjusted R Square 1 0.99986
Standard Error 0.01921
Observations 24

Source:- Researcher’s own compilation
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Interpretation

e Multiple R (0.99993): Indicates a very strong linear relationship between GFCF and REPO Rate.
Multiple R is essentially the correlation coefficient, and values close to 1 signify a strong positive
correlation.

e R Square (0.99986): Suggests that approximately 99.99% of the variance in the REPO Rate is
explained by the GFCF predictor. This 1s a very high R-squared value, indicating that the model fits
the data extremely well.

e Adjusted R Square (0.99986): The Adjusted R-squared is nearly the same as the R-squared, which
implies that the addition of variables (if any) would not significantly impact the model's performance.

e Standard Error (0.01921): This represents the average distance between the observed and predicted
REPO Rates. A small value suggests that the predicted values are close to the actual values.

Table 3
2 ANOVA (ANALYSIS OF VARIANCE)
' SOURCE Df AR ' MS F . SIGNIFICANCE F

REGRESSION 1 50.00147 | 59.09147 | 160186.0489  5.50737E-44

' RESIDUAL 22 0.00812 | 0.00037

 TOTAL 23 59.09958

Source:- Researcher’s own compi'iation
Interpretation
e Degrees of Freedom (df): For the regression, df = 1 (as there is one predictor, GFCF). The residual
dfis 22.

Sum of Squares (SS):
e Regression SS (59.09147): The variance explained by the GFCF predictor.
e Residual SS (0.00812): The variance that the model cannot explain.
e Mean Square (MS): MS is obtained by dividing SS by df. It measures the average variation.
e F-statistic (160186.0489): This large F-statistic suggests that the predictor (GFCF) is highly
significant.
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e Significance F (5.50737E-44): This p-value is extremely small (essentially zero), indicating that the

overall model is statistically significant.

Table 4
3 COEFFICIENTS
VARIABLE COEFFICIENT | STANDARD T-STAR P-VALUE LOWER UPPER
ERROR 95% 95%
INTERCEPT | -0.06846 0.01751 -3.91049 0.00075 -0.10477 | -0.03216
GFCG 0.05024 0.00013 400.23249 | 5.50737E- | 0.04998 | 0.05050
44

Source:- Researcher’s own compilation

Interpretation

o Intercept (-0.06846): The intercept suggests that when GFCF is zero, the REPO Rate would be
approximately -0.06846. Although it’s statistically significant (p=0.00075), it may not have much practical
relevance since the GFCF value being zero 1s unrealistic in this context.

e GFCF Coefficient (0.05024): For every 1-unit increase in GFCF, the REPO Rate increases by 0.05024
units. Given the very low p-value (5.50737E-44), the coefficient is statistically significant, meaning GFCF
1s a strong predictor of REPO Rate changes.

o Standard Error of Coefficients: Both variables have very low standard errors, indicating that the estimates
are precise.

e t-statistic: The large absolute t-statistics for both the intercept (-3.91049) and GFCF (400.23249) further

confirm that these coefficients are statistically significant.

4. Residual Output
The residuals (difference between observed and predicted REPO Rate) help in diagnosing the model fit.

Key Observations:
e Most residuals are very small, which confirms that the model is fitting the data well.
e Observation 24 has the largest residual (-0.0382) and a corresponding standard residual (-2.0327),
which is slightly larger than the generally acceptable range (-2 to 2), suggesting that this observation

might be an outlier.
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S. Standard Residuals

Standardized residuals provide insights into how well the model is performing across different observations:
e Most of the standardized residuals are within the range of -2 to 2, which is typically acceptable.
e There are a few larger residuals (e.g., Observation 24 with a standardized residual of -2.0327),

indicating some deviation from the model.

6. Model Validation

Given the high R-squared, low standard errors, highly significant p-values, and generally small
residuals, the model appears to explain the relationship between GFCF and REPO Rate very well. However,
there are a few larger residuals, particularly for some observations (like 24), that suggest potential outliers or

slight deviations from a perfect linear relationship.

7. Conclusion

This regression analysis shows that GFCF is an extremely strong predictor of the REPO Rate, with the
model explaining nearly 100% of the variation in the REPO Rate (R-squared = 0.99986). The statistical
significance of both the model (p-value = 0) and the GFCF coefficient (p-value = 0) suggests a strong and

reliable relationship.

Key Findings:

e Interest Rate Transmission and Investment: The repo rate affects investment by changing the cost of
borrowing for businesses and households. Several studies, such as those by Mishra and Montiel (2012)
and Dua and Pandit (2018), show that lower interest rates stimulate investment, particularly in capital-
intensive sectors like infrastructure, real estate, and manufacturing. However, the impact of rate changes
1s often delayed, and transmission can be incomplete due to financial market inefficiencies.

e Sectoral Variations in Investment Response: Different sectors respond differently to changes in the
repo rate. For instance, agriculture is less responsive to monetary policy changes due to government
subsidies and support programs, while manufacturing and infrastructure are more sensitive because these
sectors rely heavily on external financing. This finding is supported by Mishra and Roy (2013), who
suggest that monetary policy must be complemented by sector-specific fiscal measures.

e Impact of Global and Domestic Factors: Global economic conditions, capital flows, and domestic

structural bottlenecks heavily influence how monetary policy impacts investment. Research by Singh and
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Kalirajan (2007) highlights that capital inflows, spurred by lower interest rates, play a significant role in
enhancing investment, especially in the context of India’s post-liberalization economy. However, sudden
reversals in capital flows, driven by external shocks, can negate these benefits.

e  Monetary Policy during Economic Crises: The role of monetary policy during economic downturns,
such as the 2008 global financial crisis and the COVID-19 pandemic, has been critical in preventing
economic collapses. Research by Ghosh (2016) and Verma and Srivastava (2020) shows that monetary
easing (lowering interest rates) played a crucial role in sustaining investment during these periods,
although its effectiveness was curtailed by weakened demand, supply chain disruptions, and investor

uncertainty.

SUGGESTIONS FOR FURTHER RESEARCH ON MONETARY POLICY AND INVESTMENT IN
INDIA

1. Impact of Global Economic Shocks

e Objective: Examine how global crises (e.g., 2008 crisis, COVID-19) influence the relationship
between monetary policy and investment in India.

e Rationale: Crises affect capital flows, investor confidence, and policy response, which shape
Investment patterns.

e Methods: Use event study methodology; analyze FDI and domestic investment trends before, during,
and after crises.

2. Monetary Policy, Credit, and SMEs

e Objective: Assess how repo rate changes impact credit availability for SMEs.
e Rationale: SMEs are highly sensitive to borrowing costs and face structural credit barriers.
e Methods: Analyze banking credit data to SMEs; conduct case studies or interviews with SME owners.

3. Short-term vs. Long-term Effects

e Objective: Distinguish between short-term and long-term impacts of monetary policy on investment.

e Rationale: Most studies focus on immediate effects; long-term impacts on infrastructure and capacity
need more attention.

e Methods: Use time series analysis of repo rate effects on GFCF and GDP; study large projects over
time.

4. Regional Disparities

e Objective: Explore how monetary policy impacts vary across Indian states.
e Rationale: Differences in development, infrastructure, and financial access affect policy outcomes.
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e Methods: Use state-level investment and credit data; apply panel data analysis with regional policy
variables.

5. Monetary Policy and Infrastructure Investment

e Objective: Analyze the effect of interest rate changes on infrastructure financing.
e Rationale: Infrastructure needs long-term funding and is interest rate sensitive.
e Methods: Study project-level investment data; assess the role of PPPs, subsidies, and guarantees.
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ABSTRACT:

The gig economy has rapidly transformed labour markets across Southeast Asia, driven by technological
advancements and evolving work patterns. This abstract examines the opportunities, challenges, and
implications associated with the gig economy in the region. Countries like Indonesia, Thailand, Vietnam, and
the Philippines have experienced a surge in gig platforms spanning transportation, food delivery, e-commerce,
and freelance services. These platforms offer income opportunities, particularly for youth and those seeking
flexible work arrangements. They also foster entrepreneurship by enabling individuals to leverage their skills
and assets to access previously inaccessible markets. Despite its growth, the gig economy in Southeast Asia
faces significant challenges. Gig workers often contend with low and unstable incomes, lack of social
protections, and limited access to formal employment benefits such as healthcare and pensions. Additionally,
regulatory frameworks governing gig work are frequently inadequate, leading to disputes over worker
classification, labour rights, and platform accountability. The rise of the gig economy has profound
implications for labour dynamics, social welfare, and economic development in Southeast Asia. While it offers
opportunities for income diversification and inclusive growth, addressing gig workers' vulnerabilities are
crucial. Collaboration among policymakers, businesses, and civil society is necessary to develop
comprehensive strategies that balance innovation with worker protection, fostering a more equitable and
sustainable gig economy. Furthermore, investments in digital infrastructure, skills development, and social
safety nets are essential to realize the gig economy’s full potential while mitigating negative impacts. In
conclusion, the gig economy in Southeast Asia presents both opportunities and challenges for workers,
businesses, and policymakers. A comprehensive approach prioritizing worker welfare, social inclusion, and
regulatory reform is needed to navigate these complexities and harness the gig economy's potential as a driver

of economic growth and social progress.

149 |Page



JAN 2026 - VOL — 34, ISSUE -1

INTRODUCTION

Definition: The gig economy refers to a labor market characterized by short-term, freelance, or on-demand

work arrangements, facilitated primarily through digital platforms. Workers, often referred to as gig workers

or independent contractors, provide services or complete tasks for clients or customers on a temporary basis.

This model offers flexibility and autonomy to workers while enabling businesses to access a diverse pool of

talent as and when needed.

Conceptual Framework of the Gig Economy in India and Southeast Asian Countries:

1.

Digital Platforms: The gig economy in India and Southeast Asian countries is predominantly facilitated
by digital platforms that connect buyers (consumers or businesses) with sellers (gig workers). These
platforms serve as intermediaries, providing a marketplace where gigs can be advertised, matched, and
completed. Examples include ride-hailing platforms like Ola and Grab, freelance marketplaces like Upwork

and Freelancer, and service aggregators like UrbanClap and Gojek.

. Flexible Work Arrangements: The gig economy offers gig workers flexibility in terms of when, where,

and how they work. Gig workers have the autonomy to choose their working hours, select the gigs they
want to undertake, and operate as independent contractors. This flexibility appeals to individuals seeking

supplementary income, work-life balance, or the ability to pursue multiple gigs simultaneously.

. Income Generation: For gig workers, the gig economy provides opportunities to generate income through

short-term gigs or tasks. Gig workers earn revenue based on the completion of specific tasks or services,
often receiving payment directly from the platform or the client upon completion. The gig economy offers
an alternative source of income for individuals who may be unemployed, underemployed, or seeking

additional income streams.

. Skill-Based Matching: Digital platforms in the gig economy employ algorithms to match gig workers with

appropriate gigs based on their skills, preferences, and availability. This skill-based matching ensures
efficient allocation of resources, maximizes productivity, and enhances the overall user experience for both

gig workers and clients.

. Regulatory Environment: The gig economy operates within a regulatory environment shaped by labor

laws, taxation policies, and industry regulations. In India and Southeast Asian countries, policymakers are
grappling with regulatory challenges related to labor rights, worker protections, taxation, and market
competition. The evolving regulatory landscape impacts the operation and growth of the gig economy and

necessitates continuous dialogue between governments, platform companies, and stakeholders.
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6. Social and Economic Implications: The gig economy has far-reaching social and economic implications

for individuals, businesses, and societies. For gig workers, the gig economy offers opportunities for income
generation, skill development, and entrepreneurship. However, it also raises concerns regarding job
security, income stability, and access to benefits such as healthcare and retirement savings. Additionally,
the gig economy influences consumer behavior, market dynamics, and urban mobility patterns, shaping the
broader socio-economic landscape of India and Southeast Asian countries.

By understanding the conceptual framework of the gig economy in India and Southeast Asian countries,

policymakers, businesses, and stakeholders can develop strategies to harness its potential for economic

growth, imnnovation, and social development while addressing its challenges and implications.

LITERATURE REVIEW ON THE GIG ECONOMY IN INDIA AND SOUTHEAST ASIAN
COUNTRIES:

The gig economy has emerged as a significant phenomenon in both India and Southeast Asian countries,

reshaping the labor market, entrepreneurship landscape, and economic dynamics. A review of the existing

literature provides insights into key trends, challenges, and opportunities associated with the gig economy in

these regions.

1.

Growth and Evolution: Studies by Arntz et al. (2017) and McKinsey Global Institute (2016) highlight
the rapid growth of the gig economy in India and Southeast Asia, driven by factors such as technological
advancements, smartphone penetration, and changing consumer preferences. These studies trace the
evolution of the gig economy from traditional freelancing to the rise of on-demand platforms offering
services ranging from transportation and food delivery to freelance work in sectors such as IT, marketing,
and creative industries.

Impact on Employment and Income: Research by World Bank (2019) and Asian Development Bank
(2020) examines the impact of the gig economy on employment dynamics and income generation in India
and Southeast Asian countries. While the gig economy has created new opportunities for income
generation and entrepreneurship, particularly for youth and urban populations, it has also raised concerns
about job security, income stability, and labor rights. Studies by Doshi et al. (2018) and Chaudhary et al.
(2020) highlight the prevalence of precarious employment conditions, low wages, and lack of social
protection for gig workers in these regions.

Regulatory Challenges: Scholars such as Sundararajan (2016) and De Stefano (2016) discuss the
regulatory challenges posed by the gig economy in India and Southeast Asian countries. The absence of
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clear regulatory frameworks tailored to the gig economy has led to regulatory uncertainty, legal disputes,
and challenges in enforcing labor standards and worker protections. Studies by Srivastava and Sharma
(2018) and Rajan (2019) examine the role of labor laws, taxation policies, and platform regulations in
shaping the gig economy's operation and growth in these regions.

Digital Transformation and Innovation: Research by KPMG (2020) and Deloitte (2019) explores the
role of digital transformation and innovation in driving the gig economy's growth in India and Southeast
Asian countries. Digital platforms such as Ola, Uber, Grab, and Gojek have revolutionized industries such
as transportation, logistics, and home services, offering convenient, on-demand services to consumers
while creating new income opportunities for gig workers. These platforms leverage technology such as
mobile apps, GPS tracking, and algorithm-based matching to streamline operations, optimize resource

allocation, and enhance user experience.

OVERVIEW OF RESEARCH OBJECTIVES:

The research aims to provide a comprehensive understanding of the gig economy in India and Southeast

Asian countries, focusing on its structure, dynamics, and impact on economic development. The specific

objectives of the study are:

1.

To examine the growth and evolution of the gig economy: This objective involves analysing the
historical development and current state of the gig economy in India and Southeast Asian countries,
including key trends, drivers, and challenges.

To assess the contribution of the gig economy to GDP: The research aims to quantify the economic
contribution of the gig economy to the gross domestic product (GDP) of India and selected Southeast
Asian countries over a specified time period, using available data and econometric modeling techniques.
To explore the socio-economic implications of the gig economy: This objective involves investigating
the social and economic implications of the gig economy for various stakeholders, including gig workers,
businesses, consumers, and policymakers. Topics of interest include employment dynamics, income
mequality, labor rights, and regulatory challenges.

To identify policy recommendations: Based on the findings of the study, the research aims to formulate
policy recommendations to enhance the inclusivity, sustainability, and regulatory framework of the gig
economy in India and Southeast Asian countries. These recommendations will be tailored to address key

challenges and leverage opportunities for economic growth and social development.
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RESEARCH METHODOLOGY:

This section outlines the aims and approach of the research paper. Objectives may include understanding
the evolution of the gig economy in India and Southeast Asia, analysing its impact on various stakeholders,
and identifying key trends and challenges. The methodology section would detail the research methods

employed, such as literature review, secondary data and case studies.

EVOLUTION OF THE GIG ECONOMY IN INDIA AND SOUTHEAST ASIAN COUNTRIES:

The gig economy in India and Southeast Asian countries has undergone significant evolution over the
past decade, driven by technological advancements, changing consumer preferences, and socioeconomic
factors. Understanding the evolution of the gig economy provides insights into its emergence, growth

trajectories, and impact on the labor market and economy.

1) Early Stages (Pre-2010):

Before the widespread adoption of smartphones and digital platforms, the gig economy in India and Southeast
Asian countries was characterized by traditional freelancing and informal work arrangements. Freelancers,
consultants, and independent contractors offered services such as graphic design, writing, and consulting on a

project basis, often through offline networks or word-of-mouth referrals.
2) Rise of Digital Platforms (2010-2015):

The gig economy witnessed a transformative shift with the advent of digital platforms and mobile technology.
Companies like Uber, Ola, Grab, and Gojek pioneered the concept of on-demand services, offering ride-
hailing, food delivery, and other services through smartphone apps. These platforms provided a convenient
and efficient marketplace for connecting service providers (gig workers) with consumers, enabling flexible

work arrangements and real-time transactions.

3) Expansion and Diversification (2015-2020):

The gig economy experienced rapid expansion and diversification during this period, with the emergence of
new platforms and service categories. In addition to transportation and food delivery, gig platforms expanded
into sectors such as logistics, e-commerce, home services, and freelance work. This diversification created
new opportunities for income generation, entrepreneurship, and skill development, particularly among youth

and urban populations.

4) Regulatory Challenges and Adaptation (2015-2020):
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The gig economy faced regulatory challenges and controversies related to labor rights, worker protections,
and market competition during this period. Governments in India and Southeast Asian countries grappled with
1ssues such as classification of gig workers, taxation policies, and platform regulations. Platform companies
and policymakers engaged in dialogue and negotiation to address regulatory concerns while ensuring the

sustainability and growth of the gig economy.

5) Impactof COVID-19 Pandemic (2020-Present):

The COVID-19 pandemic had a profound impact on the gig economy, causing disruptions to operations,
changes in consumer behavior, and shifts in demand for gig services. While some sectors such as ride-hailing
and travel experienced downturns, others such as food delivery and e-commerce witnessed surges in demand.
The pandemic highlighted the resilience of the gig economy and accelerated trends such as remote work,

digitalization, and contactless services.

6) Future Trends and Outlook:

Looking ahead, the gig economy in India and Southeast Asian countries is expected to continue evolving and
expanding, driven by factors such as technological innovation, demographic shifts, and market dynamics. Key
trends to watch include the adoption of artificial intelligence (AI) and automation, the rise of gig-driven

entrepreneurship, and the increasing focus on sustainability and social responsibility in the gig economy.

Overall, the evolution of the gig economy in India and Southeast Asian countries reflects the dynamic
interplay between technological innovation, regulatory frameworks, and socioeconomic factors. By
understanding the evolution of the gig economy, policymakers, businesses, and stakeholders can anticipate

future trends and navigate the opportunities and challenges of the digital economy.

CHARACTERISTICS OF THE GIG WORKFORCE:

1) Flexibility: One of the defining characteristics of gig workers is their desire for flexibility in work
arrangements. Gig workers often value the ability to choose their own hours, select the gigs they want to
undertake, and work from locations of their choice. This flexibility allows gig workers to balance work with

other commitments such as education, caregiving, or personal pursuits.

2) Autonomy: Gig workers typically enjoy a high degree of autonomy and independence in their work. Unlike
traditional employees, gig workers have control over how they perform their tasks, manage their schedules,
and interact with clients or customers. This autonomy empowers gig workers to take ownership of their work

and make decisions that align with their preferences and goals.
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3) Variety of SKills: Gig workers possess a wide range of skills and expertise, spanning multiple industries
and sectors. From creative skills such as graphic design and writing to technical skills such as programming
and data analysis, gig workers offer diverse services tailored to the needs of clients and businesses. This
versatility enables gig workers to adapt to changing market demands and pursue opportunities across different

gig platforms.

4) Digital Literacy: In the digital age, gig workers require a certain level of digital literacy to navigate online
platforms, communicate with clients, and manage their work effectively. Digital literacy encompasses skills
such as using smartphones, accessing the internet, using productivity tools, and understanding digital payment
systems. Gig workers who are proficient in digital technology can leverage online platforms to expand their

reach, connect with clients, and streamline their workflow.

5) Entrepreneurial Mindset: Many gig workers exhibit an entrepreneurial mindset, characterized by
creativity, initiative, and a willingness to take risks. Gig workers often view themselves as independent
entrepreneurs, actively seeking opportunities to grow their business, expand their network, and innovate in
their field. This entrepreneurial mindset drives gig workers to pursue new challenges, develop their skills, and

adapt to changing market conditions.

6) Income Volatility: Despite the benefits of flexibility and autonomy, gig workers often face income
volatility and uncertainty. Gig workers' income can fluctuate based on factors such as demand for their
services, competition from other gig workers, and seasonal fluctuations. This income volatility can pose
challenges in budgeting, financial planning, and maintaining a stable standard of living, particularly for gig

workers who rely solely on gig income for their livelihood.

REGULATORY FRAMEWORKS GOVERNING GIG WORK IN INDIA AND SOUTHEAST ASTAN
COUNTRIES:

The regulatory landscape governing gig work in India and Southeast Asian countries is complex and
varies across different jurisdictions. While efforts have been made to adapt existing labor laws and regulations
to accommodate the gig economy, challenges persist in ensuring adequate protection for gig workers while
promoting innovation and economic growth. Below are key aspects of the regulatory frameworks governing

gig work in these regions:

1) Classification of Gig Workers: One of the primary challenges in regulating gig work is the classification

of gig workers. In India and Southeast Asian countries, gig workers are often classified as independent
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2)

3)

4)

)

6)

contractors rather than traditional employees. This classification affects gig workers' access to labor
rights, social protections, and benefits such as minimum wages, paid leave, and unemployment insurance.
Labor Rights and Protections: The regulatory frameworks governing gig work in India and Southeast
Asian countries are often criticized for mmadequately protecting gig workers' labor rights and ensuring
decent working conditions. Gig workers may face challenges such as lack of job security, low wages, long
working hours, and limited access to benefits such as healthcare and retirement savings. Efforts to
strengthen labor protections for gig workers include initiatives to extend social security coverage,
establish minimum wage standards, and enhance occupational safety and health regulations.

Taxation and Revenue Collection: Taxation policies related to gig work vary across India and Southeast
Asian countries and are often subject to debate and controversy. Gig workers are typically responsible for
reporting and paying taxes on their gig income, but compliance may be challenging due to the informal
nature of gig work and the lack of tax withholding by platform companies. Governments are exploring
ways to ensure tax compliance among gig workers while preventing tax evasion and promoting revenue
collection.

Platform Regulations: Regulatory frameworks governing gig work often include provisions related to
the operation and conduct of gig economy platforms. These regulations may address issues such as data
privacy, consumer protection, dispute resolution, and platform liability. Governments may impose
licensing requirements, registration procedures, and reporting obligations on platform companies to
ensure transparency, accountability, and fair competition in the gig economy.

Social Security and Benefits: Gig workers in India and Southeast Asian countries often lack access to
social security benefits such as healthcare, unemployment insurance, and retirement savings. Efforts to
extend social protection to gig workers include proposals to establish portable benefits schemes, voluntary
insurance programs, and contribution-based social security systems. However, implementing
comprehensive social security measures for gig workers remains a challenge due to funding constraints,
administrative complexities, and the informal nature of gig work.

Regulatory Innovation and Collaboration: Recognizing the need to adapt regulatory frameworks to the
evolving nature of gig work, governments in India and Southeast Asian countries are exploring regulatory
innovation and collaboration with stakeholders. This includes initiatives such as regulatory sandboxes,
pilot projects, and stakeholder consultations to test new regulatory approaches and address emerging
challenges in the gig economy.

Overall, the regulatory frameworks governing gig work in India and Southeast Asian countries are

evolving in response to the growing prominence of the gig economy. Policymakers, businesses, and

stakeholders continue to grapple with the complex interplay between regulatory compliance, labor rights, and
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economic development in the gig economy, seeking to strike a balance between fostering innovation and

ensuring social protection for gig workers.

CONTRIBUTION OF THE GIG ECONOMY TO GDP OF INDIA:

The gig economy has demonstrated a consistent upward trend in its contribution to India's GDP over
the years, underscoring its increasing importance in the country's economic landscape. From 2020 to 2024,
the gig economy's contribution to India's GDP is projected to grow steadily, with estimates ranging from 1.6%
to 1.8% in 2020 to an expected 2.0% to 2.2% in 2024. This growth reflects the expanding role of gig-related
services across various sectors, driven by factors such as technological advancements, changing consumer

preferences, and the growing acceptance of flexible work arrangements.

Furthermore, the gig economy's impact on India's GDP is not limited to direct economic activity but
also extends to its role in fostering entrepreneurship and innovation. By providing a platform for individuals
to offer their services and launch entrepreneurial ventures, the gig economy contributes to additional GDP
growth. In 2024, gig-driven entrepreneurship is projected to contribute an additional 0.8% to 1% to India's
GDP, highlighting the significant multiplier effect of gig-driven economic activity.

Table 1: Contribution of the Gig Economy to India's GDP (2020-2024)

Year Contribution to GDP (Percentage)
2020 1.6% - 1.8%
2021 1.8% - 2.0%
2022 1.9%-2.1%
2023 2.0% - 2.2%
2024 (est.) 2.0% - 2.2%

CONTRIBUTION OF THE GIG ECONOMY TO GDP OF SOUTH EAST ASIAN COUNTRIES:

In South East Asian countries, the gig economy's impact on GDP is substantial and expected to continue
growing from 2020 to 2024. Projections indicate that major South East Asian countries such as Singapore,
Indonesia, Malaysia, and Thailand will experience significant contributions from the gig economy to their

GDP during this period. For mnstance, the gig economy is estimated to contribute between 2.8% to 3.0% to
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Singapore's GDP, 3.2% to 3.5% to Indonesia's GDP, 2.5% to 2.8% to Malaysia's GDP, and 2.1% to 2.4% to
Thailand's GDP.

This growth is driven by the expanding presence of gig platforms and services, coupled with increasing
digitalization and connectivity across the region. The gig economy's role in promoting digital transformation
and entrepreneurship further enhances its contribution to South East Asian countries' GDP during this period.
By providing new opportunities for economic participation and income generation, particularly among youth
and urban populations, the gig economy is poised to drive economic growth and development across the

region.

Table 2: Contribution of the Gig Economy to South East Asian Countries' GDP (2020-2024)

Country Contribution to GDP (Percentage)
Singapore 2.8% - 3.0%
Indonesia 3.2%-3.5%
Malaysia 2.5% - 2.8%
Thailand 2.1%-2.4%
CASE STUDIES:

Case Study 1: Uber and Ola in India: This case study examines the operations, challenges, and impact of
ride-hailing platforms such as Uber and Ola in India. It may analyse factors such as regulatory battles, market

competition, and socio-economic implications.

Case Study 2: Swiggy and Zomato: Swiggy and Zomato are two prominent food delivery platforms in India
that have revolutionized the food delivery industry. These platforms have created thousands of gig
opportunities for delivery partners, allowing individuals to earn income on a flexible schedule. The success of
Swiggy and Zomato demonstrates the transformative power of gig platforms in providing employment

opportunities and meeting consumer demand for convenient food delivery services.

Case Study 3: Grab and Gojek in Southeast Asia: Here, the focus is on analysing the success factors and
challenges faced by ride-hailing and delivery platforms such as Grab and Gojek in Southeast Asian markets.

It may explore market dynamics, regulatory challenges, and expansion strategies.

Case Study 4: Lalamove: Lalamove is a logistics platform operating in several Southeast Asian countries,
including Singapore, Malaysia, Thailand, and Indonesia. The platform connects businesses and individuals

with delivery drivers for on-demand delivery services. Lalamove's efficient and flexible logistics solutions
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have enabled small businesses to compete in the e-commerce market and meet customer demand for fast and

reliable delivery services.

POLICY RECOMMENDATIONS

1) Regulatory Framework: Governments in India and Southeast Asian countries should develop clear and
comprehensive regulatory frameworks tailored to the gig economy. These frameworks should address issues
such as labor rights, worker protections, taxation, and licensing requirements while fostering innovation and

entrepreneurship.

2) Worker Protections: Policymakers should prioritize the establishment of mechanisms to ensure adequate
protection and benefits for gig workers. This includes access to healthcare, insurance, social security, and fair
wages. Collaboration between government, platform companies, and labor organizations is essential to

develop inclusive policies that safeguard the rights and well-being of gig workers.

3) Skill Development and Training: Governments should invest in skill development programs to equip gig
workers with the necessary skills and knowledge to thrive in the digital economy. Training initiatives should
focus on areas such as digital literacy, financial management, entrepreneurship, and occupational safety to

enhance the employability and resilience of gig workers.

4) Data Privacy and Security: Policymakers should enact robust data protection and privacy regulations to
safeguard the personal information of gig workers and users on digital platforms. Governments should work
closely with platform companies to ensure compliance with data protection laws and implement measures to

prevent data breaches and cyber threats.

5) Promotion of Inclusive Growth: Governments should adopt policies aimed at promoting inclusive growth
and reducing income inequality in the gig economy. This includes measures such as progressive taxation,
income redistribution, and targeted social welfare programs to ensure that the benefits of economic growth

are shared equitably among all segments of society.

CONCLUSION: INSIGHTS AND OUTLOOK FOR THE FUTURE:

The research highlights the significant contribution of the gig economy to the GDP of both India and
South East Asian countries. In India, the gig economy's contribution has steadily increased from 1.6% to 2.2%

of GDP from 2020 to 2024, showcasing its growing importance in the country's economic landscape.
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Similarly, major South East Asian countries such as Singapore, Indonesia, Malaysia, and Thailand have
experienced substantial contributions ranging from 2.1% to 3.5% to their GDP during the same period. These
findings underscore the gig economy's role in driving economic growth, fostering entrepreneurship, and
promoting digital transformation across the region. However, challenges such as regulatory uncertainties and
income inequality persist, highlighting the need for effective policy interventions to harness the full potential

of the gig economy while ensuring inclusive and sustainable development.
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ABSTRACT

The digital era has changed the way we live in the world. Convenience in online shopping is a very
good example for it. The growth of E-Commerce is the result of the power of digital technology. Quick
commerce, also referred as Q-commerce, is a type of E-commerce where importance is given on quick delivery
of products. The product is delivered typically within 30 minutes. It is famous for its ultra fast delivery of
products. Traditional e-commerce works like various website shopping. The customer orders the product and
delivery is done within a few days. This research paper compares customer satisfaction between Quick
commerce and Traditional E commerce platforms. The study explores speed of delivery, pricing, quality,

product availability, customer service and overall satisfaction.

Keywords: Quick commerce, Customer Satisfaction, Traditional E- Commerce, fast delivery

1. INTRODUCTION

The world is entering the digital transformation stage and this has led to rapid digital transformation of
the retail industry. This transformation has led to the emergence of Quick commerce business models. Quick
commerce is a new revolution to the shopping experience.Q- commerce promises customers ultra fast delivery
of products. The products are delivered to the customers within 10-30 minutes. Some of the examples of Quick
commerce are Zepto, Blinkit. While traditional E-commerce has gained strong trust of the people. Examples

of traditional E-Commerce are Flipkart, Amazon,Myntra.etc. Q- commerce has developed convenience to the
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people by delivering products quickly. And traditional E-commerce offers a variety of products to consumers.
The traditional E-commerce model has been in the business from many years and has gained trust and loyalty
of the consumers. Comparatively Quick Commerce is a new business model. Quick commerce is the next
step in the evolution of E-commerce and as the name suggest, it is all about the speed. The paper aims at

assessing and comparing customer satisfaction in both models in the Suburban area of Virar.

2. LITERATURE REVIEW

e Alice Harter (2024) Book on Demand Impact of Delivery time on Consumer behavior in Quick
Commerce. The study looks at the delivery speed as one of the most important factors influencing
consumer decision making in e-commerce. It provides a better understanding of the effects of early and
late deliveries.

e Risba Singh(2024) The impact of Quick Commerce on Consumer behavior and Economic Trends in
India: A systematic review. International Journal of Social Science and Economics Research 9(8) 2859-
2874. The study reveals that consumer priorities rapid delivery times. Quality of customer service, pricing
and discount also decides consumer purchase.

e Gyanesh Raj, Magbool Dada, Debjit Roy(2024) Retail Competition in Quick Commerce Available at
SSRN 4751145. It studied the cost efficiency and delivery reliability are the important factors for Quick
commerce viability.

e Gauri Ranjekar, Debjit Roy (2023) Rise of quick commerce in India Centre for Transportation and
Logistics. It highlighted that the covid 19 pandemic gave rise to online perishable products purchase. The

demand increased because of instant delivery of the products.

3. OBJECTIVES OF THE STUDY
To examine the customer satisfaction levels of Quick commerce and Traditional Commerce.
b. To find out factors affecting satisfaction in both models.

c. To study customer preferences and purchasing behavior in Virar.

4. RESEARCH GAP

a. Lack of localised studies- Most research focuses on metro cities like Mumbai, Delhi, Bangalore. There is
very limited research on semi urban or developing areas like Virar. Studying areas like Virar could
provide insights into how regional influences satisfaction levels.

b. Insufficient comparative analysis on Q-Commerce and Traditional E-commerce - Individual studies exist,

but very few directly compare the two models.
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c. Gaps in understanding trust in brands and loyalty - There is a research gap in understanding how
customers build trust and become loyal in Q- commerce and Traditional E-commerce. It is also unclear
how repeat usage and loyalty programs affect satisfaction in Virar’s consumers.

5. RESEARCH METHODOLOGY
In this research, a survey method was used. Using a carefully designed questionnaire, 50 respondents

took the survey. The data collected is Primary data. In the city of Virar, the survey was carried out.

6. DATA ANALYSIS AND INTERPRETATION

a. The age group of respondents

50 responses

The fig 1.1 reveals a high age spread, with the below 18 age being

:’;Z at 8% , followed by the 18-25 age bracket at 18%. The age bracket
@ 45a neve
of 26-35 years and 36-45 years both at 24% and 46 and above age
with 24%.

Fig 1.1

b. Frequency of shopping online in a week by the respondents

The fig 1.2 reveals majority of the respondents have shopped
°smT _ online 1-2 times (46%)in a week , followed by 3-5 times (28%).
o There are some respondents that have shopped for more than 10
times ( 18%) and a very few respondents who have shopped 6-10

times ( 8%)

Fig 1.2

c. Kind of platform the responder uses for shopping
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50 responses

e — & Ouick commsncal

Piosiso Y The fig 1.3 indicates that 40% users used Quick Commerce, 16%

commarca { ag-
Amazon, Flipkart)

& i) s s users used Traditional E- Commerce, 34% respondents used both

and 10% respondents used the platforms very rarely.

Fig 1.3
d. Satisfaction from the delivery speed of both the platforms.

50 responses

The fig 1.4 indicates that 70% of users are of the opinion that Quick

@ Quick Commercs s

e fstor commerce 1s much faster and better. 10% of the users feel
@ Traditional

E-commerce ta -y - - =

betr i e Traditional E-commerce is better in delivery. 16% of the users are
& Botn are equally fast
B Neilher meats my . .

S of the view that both the delivery platforms are equally fast. 4% of

the respondents feel that both the platforms do not meet

expectations.

Fig 1.4

e. Rating the product quality from both platforms.

50 responses

The fig 1.5 indicates that 46% of the respondents feel that

Y product quality is better in Quick commerce while 22%
@ Botter in Traditional
E-commerce

® About the same respondents feel it is better in traditional E-Commerce. 24% of

@ Mot satisfied with
either

the respondents are of the view that both of the platforms have

the same quality. 8% of the respondents are not satisfied with

either of the platforms

Fig 1.5

f.  Any order related issues faced by the respondents while using both the platforms.
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50 responses

In the fig 1.6 28% of the respondents face order related issues

@ Fraqguently in Quisk

.- frequently in Quick Commerce, while 18% of the respondents
Traditonal

E-commarce

© Sometimes in boh face issues in 18%. 38% of the users feel that sometimes in

@ Rarcly or nover

both the platforms order related issues are faced, 16% of the

respondents have faced the issues rarely.

Fig 1.6

g. Rating the customer service of both the platforms.

e e The fig 1.7 indicates 46% of the respondents find the customer
service better in Q-Commerce, while 18% respondents find it
better in traditional E-commerce. 36% of the respondents find

customer service average on both the platforms.

Fig 1.7

h. The pricing and discounts on both the platforms.

Formepenses The fig 1.8 indicates that 48% of the respondents find pricing

& More attractive in
Cikck Commerce

and discounts more attractive in Quick Commerce, while 24%

s

= N ettt e of the respondents find it more attractive in traditional E-

commerce, 26% of the respondents find it equal in both the
platforms. Only 2% of the respondents are not satisfied with
both the platforms.

Fig 1.8

1. The ease of navigating the use of app/ websites of the platforms.
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50 responses

From fig 1.9 44% of the respondents find Quick commerce app

p i
b - more easy to use 46% of the respondents find both the platforms
E-commerce apps
® Dot are sausly are user friendly. 6% of the respondents find traditional E-
usar-friandly
@ Both are difficult o - =
Commerce more easier to navigate and 4% of the respondents

find both the platforms difficult to navigate.

Fig1.9

J.  Importance of fast delivery in decision to buy the products

50 responses

From fig 1.10 it can be seen that 66% of the respondents feel

- Very important — |
B Cm b that fast delivery is very much important in decision making to
& Mot impornant at &l

buy a product. 28% of the respondents feel that it is somewhat

important and 6% of the respondents find it not very important.

Fig 1.10

k. Most purchases from the Quick commerce sites.

50 responses

From fig 1.11, 66% respondents prefer the platforms for

Groceries and

5
daily essentials 33 (B8%)

buying Groceries and daily essentials, 54% respondents

Personal care

and health items [ TREEEs)

used it for food and beverages, 38% of the respondents

Food and

- a4
beverages 2% ()

purchase personal care and health items. 12% of

| don't use Quick

a
Commerce S112%6)

respondents have not used Quick commerce.

[+] 20 40

Fig 1.11

l.  Most purchases from the E- commerce sites.

50 responses

@ Electronics and

& i In the fig 1.12 40% of the respondents used traditional E-
- Commerce for Clothes and Accessories, while 32% of the
g ey . ;

£ commarce respondents used it for electronics and gadgets. 20% of the

respondents used it for books, home goods and other
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products. 8% of the respondents have rarely used traditional E-commerce.

Fig 1.12

m. The respondents shift from traditional E-commerce to Quick commerce in the past 6 months.

e e The fig 1.13 indicates that 30% of the respondents have

@ Yes completely

= i shifted completely from traditional E-Commerce to Quick
traditiona
@ | use both

dopending on noods commerce, while 38% of the users have partially shifted.

12% of the respondents still prefer traditional E-Commerce

and 20% respondents uses both the platforms depending on

their needs.

Fig 1.13

n. The recommendation of Quick commerce to other people.

50 responses

In fig 1.14 it can be observed that 50% of the respondents are

® Vory likely
@ Somewn at likaly

ity very likely to recommend Quick commerce to other people ,

@ Not at all

42% of the respondents will somewhat likely recommend

and 8% of the respondents will not likely recommend.

Fig 1.14

0. Factors that influence the buying from Quick commerce.

168 |Page



JAN 2026 - VOL — 34, ISSUE -1

Delivesy spesie i e In fig 1.15 respondents were given multiple
Price and ) _
Discounts AR choices to select. From the above bar graph it

Product delivery 28 (56%) 1s observed that 62% respondents delivery

Return and

speed is the factory for buying from quick
refund policy

20 (40%)

Customer commerce, while 64% respondents feel price

15 (30%)

Service
App/ Website | e and discount as a major factor, 56% of the
RAgRRPRER respondents. prefer quality product delivery,
0 20 40
40% respondents return and refund policy i1s a
Fig 1.14 factor. 30% of the respondents have customer

service as a major factor and 22% of the

respondents have app or website experience as a factor for buying from quick commerce.

7. FINDINGS OF THE STUDY

e Inthe city of Virar, it is found that many people shop online 1-2 times in a week(46%) and most of the
people prefer using Q- Commerce platform for quick delivery of products.

e According to the data collected, it is seen that the users find Q-Commerce much faster and better than
Traditional E-commerce.

e  The users also find better Quality products on Q-Commerce platform.

e According to the respondents, they face order related issues on both the platforms. There are very few
respondents that have not faced any issues on their orders in the past.

e The study highlights that Customer service, pricing and discount factor is better in Q-Commerce than
traditional E-Commerce.

e  The users find ease in navigating the use of both the platforms. According to them, both the platforms are
easy to use.

e According to the study, people still prefer both the platforms depending upon their needs.

e  The study also highlights that delivery speed, price and discount, product delivery are major factors that

attract people to buy products from Quick commerce.

8. CONCLUSIONS
The general objective of the study is to understand how the new platform Q-Commerce has influenced
consumer behavior in Virar. The research identifies that various shopping platforms play a very important

part to the consumers. The findings reveal that Q-Commerce platforms are highly appreciated for their
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quick delivery, convenience, quick, secure and suitable for daily use products. Q-Commerce is a good
platform for working consumers. But they lack variety and various options. On the other hand, traditional
E-commerce is a choice when it 1s a non urgent and higher value purchase product. The longer delivery
timeline 1s a disadvantage in today’s fast environment. The future belongs to the platforms that can
provide quick services and best quality products. People prefer traditional E-commerce platforms for
purchase of expensive products. In essence we can say that customers are slowly moving towards Q-

Commerce. The only problem faced by customers is personal touch.
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ABSTRACT:

This study investigates the impact of political and legal uncertainty on Foreign Direct Investment (FDI)
trends and the associated business challenges in India. Drawing from both secondary literature and primary
data collected from 150 respondents across various sectors, the research examines how instability in India’s
political landscape and inconsistency in legal frameworks influence foreign investment decisions. Descriptive
statistics and a Chi-square test of independence were used to evaluate the relationship between perceived
political uncertainty and future investment intentions. The test results indicated a statistically significant
association (2 = 45.053, p < 0.05), demonstrating that political perceptions strongly shape investment
decisions. Specifically, respondents who viewed India’s political environment as stable were more likely to
expand their investments, while those perceiving instability expressed hesitancy. The findings highlight that
political stability acts as a positive enabler of FDI, though complementary factors—such as legal enforcement,
regulatory clarity, and operational efficiency—remain crucial. The study concludes that to attract and sustain
FDI, India must continue to reinforce political stability while simultaneously prioritizing legal reforms and

policy consistency.
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INTRODUCTION:

Foreign Direct Investment (FDI) serves as a crucial engine for economic development, particularly in
emerging markets like India. With its vast consumer base, favorable demographic dividend, and ambitious
growth targets, India has remained a major destination for foreign capital. However, despite its significant
potential, the country's FDI inflows often fluctuate due to uncertainties embedded in its political and legal
landscape. Political stability, regulatory transparency, and legal predictability are central to creating a
conducive investment climate. When these elements are volatile, they elevate investment risks and complicate

the strategic decision-making of multinational enterprises (MNEs) (Sinha & Ghosh, 2021).

Over the past two decades, India has liberalized many sectors to attract FDI, resulting in cumulative
inflows exceeding $500 billion (George, 2023). Yet, policy reversals, abrupt regulatory changes, and
contentious political developments have frequently undermined investor confidence. Events such as
retrospective taxation policies, protectionist trade measures, and state-level political frictions have introduced
unpredictability into the investment process (Khan & Igbal, 2012). Legal ambiguities, especially around land
acquisition, intellectual property rights (IPR), and dispute resolution, further exacerbate the challenges
investors face (Goswami, 2024). These institutional deficiencies contribute to what economists term
"economic policy uncertainty” (EPU), which has been shown to negatively correlate with FDI inflows

(Kaushal, 2021).

Several empirical studies substantiate the argument that political and legal instability hampers foreign
capital inflows. For instance, Azam et al. (2012) found that in South Asia, including India, high levels of
political risk directly reduced FDI. Similarly, Sahoo (2006) emphasizes that policy uncertainty, more than
macroeconomic indicators, dictates the location choice of foreign investors. Despite reforms aimed at
simplifying regulatory frameworks, challenges remain, particularly at the sub-national level where differing
state policies, bureaucratic hurdles, and enforcement inefficiencies deter investors (Devinney, Hartwell &

Konwar, 2024).

Moreover, India's federal structure often leads to policy inconsistency across states, increasing
transaction costs for investors navigating disparate rules. This spatial legal fragmentation contrasts sharply
with countries that maintain uniform national investment laws (Singhania & Gupta, 2011). MNEs also cite
judicial delays and contract enforcement problems as barriers, which can lead to sunk costs and operational

inefficiencies (Aithal, 2017). While the central government has made strides in promoting 'Ease of Doing
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Business,' implementation gaps continue to erode trust among international stakeholders (Bhattacheryay,

2020).

In essence, while India presents an attractive market opportunity, its volatile political and legal environment
poses non-trivial risks for foreign investors. These uncertainties not only impact FDI trends but also create
strategic and operational challenges for businesses already operating within the country. Understanding the
nature and implications of these uncertainties is thus critical for policymakers seeking to sustain capital

inflows and for corporations aiming to de-risk their investments.

OBJECTIVES:

1. To investigate the influence of political instability on foreign direct investment trends in India.
2. To analyze the impact of legal and regulatory uncertainty on the business environment for foreign
investors.

3. To explore policy measures that can enhance investor confidence and reduce business risks in India

HYPOTHESIS:

e H1: Political uncertainty has a significant negative impact on Foreign Direct Investment (FDI) inflows
in India.

e H2: Legal and regulatory instability increases operational challenges for foreign businesses in India.

REVIEW OF LITERATURE:

Several studies have explored the intricate relationship between political and legal uncertainty and
foreign direct investment (FDI) in India. Sinha and Ghosh (2021) revealed that economic policy uncertainty
significantly reduces FDI inflows, particularly during periods of inconsistent reforms and regulatory volatility.
Khan and Igbal (2012) emphasized that political risk across South Asia, including India, plays a crucial role

in discouraging long-term FDI, particularly when democratic processes are unstable or unpredictable. George
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(2023) argued that while India offers vast market potential, abrupt policy shifts and unclear legal frameworks

often disrupt investor confidence and lead to capital withdrawal.

Kaushal (2021) found that institutional and regulatory quality are strong determinants of FDI, asserting
that countries with transparent and stable legal environments attract more sustainable foreign investment.
Goswami (2024) explored sub-national determinants of FDI and concluded that variation in state-level
governance and regulatory enforcement significantly impacts investor location decisions within India. Azam
et al. (2012) reported that corruption, policy inconsistency, and delays in legal procedures undermine India's
attractiveness as an FDI destination, despite macroeconomic strengths. Sahoo (2006) discussed the evolution
of FDI policies in South Asia, highlighting India's struggle to maintain consistent investor-friendly policies

due to political interference.

Devinney, Hartwell, and Konwar (2024) examined federalism’s impact on FDI, showing how
conflicting state and central laws increase uncertainty for multinational firms operating in India. Singhania
and Gupta (2011) identified that inflation, political instability, and poor infrastructure are secondary to
regulatory unpredictability, which remains the dominant concern among investors. Bhattacheryay (2020)
focused on the preparedness of Indian institutions in accommodating MNCs and concluded that legal gaps

and enforcement delays act as significant non-tariff barriers to foreign business operations.

Aithal (2017) examined decision-making challenges for multinational firms and found that domestic
political decisions in India often override economic logic, causing firms to hesitate or withdraw from
investment commitments. Srivastava and Sen (2004) assessed post-liberalization outcomes and argued that
while India’s liberal FDI regime attracted capital initially, the lack of legal certainty has become a long-term
deterrent. Rashid et al. (2017) reinforced the view that political stability is a precondition for consistent capital

inflows, with India’s fluctuating political landscape often signaling risk to foreign investors.

Rangan et al. (2016) discussed the economic consequences of policy unpredictability in India,
associating higher uncertainty with reduced FDI and slower project execution. Pandya (2016) analyzed the
limitations of international treaties in protecting investors from domestic legal volatility, arguing that BITs
are ineffective if local laws and enforcement remain inconsistent. Sweeney (2010) compared India and China,
noting that India’s legal reforms often lack transparency and foresight, making its FDI environment less

appealing than China’s more stable framework.
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These findings collectively underscore the fact that while India remains a high-potential investment
destination, political and legal uncertainties continue to challenge its efforts to attract and retain consistent

FDI inflows.

ANALYSIS:

This section presents the statistical analysis conducted to examine the relationship between political
and legal uncertainties and foreign direct investment (FDI) trends in India. Using data collected from 150
respondents, the analysis aims to test the research hypotheses through descriptive statistics and inferential
testing. A Chi-square test of independence was employed to determine whether a significant association exists
between perceptions of political uncertainty and investment intentions. The results provide insights into how

such uncertainties may influence foreign business strategies and decision-making in the Indian context.

Response Distribution for Q6: Impact of Political Uncertainty
36

Number of Respondents
= =)
(%] o

Response Option

Chi-square test of independence was conducted to examine the relationship between perceptions of

political uncertainty and investment intentions among 150 respondents. Specifically, the test evaluated the
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association between responses to Question 6 (impact of political uncertainty on investment decisions) and
Question 13 (likelihood of future mnvestment in India). The contingency table displayed the frequency
distribution of respondents' choices across different combinations of Q6 and Q13, with each variable offering
five categorical options (A to E). This provided a comprehensive cross-tabulation of how different views on

political uncertainty aligned with willingness to invest further in the Indian market.

The results of the Chi-square test yielded a test statistic of 45.053 with 16 degrees of freedom and a p-
value of 0.000. Since the p-value is less than the conventional threshold of 0.05, the result is statistically
significant. Therefore, we reject the null hypothesis and conclude that there 1s a significant relationship

between perceived political uncertainty and the likelihood of expanding investment in India.

This finding suggests that political perceptions are indeed an important determinant of FDI decisions.
Respondents who viewed India’s political environment as more stable were also more confident in increasing
their future investments, while those perceiving instability showed hesitancy. The results highlight that
political stability serves as a positive enabler of investment intentions, reinforcing the idea that investor

confidence is closely tied to the predictability and consistency of the political environment.

RESULTS:

The analysis aimed to explore the relationship between perceived political uncertainty and investment
decisions among foreign and domestic businesses operating in India. Data was collected from 150 respondents
through a structured questionnaire comprising 25 multiple-choice questions. The analysis incorporated both

descriptive statistics and inferential testing using a Chi-square test of independence.

Descriptive findings from Question 6, which measured the impact of political uncertainty on
investment decisions, showed varied responses across the five options (A to E). As visualized in the vertical
bar chart, responses clustered around “Somewhat stable” and “Very unstable,” indicating that while some
businesses view the political environment as relatively stable and supportive of investment, others consider it
unstable and therefore riskier. This distribution highlights a divergence of perceptions but also reflects that

political conditions are a salient consideration in business planning.

To statistically test the relationship between political uncertainty and future investment intentions, a

Chi-square test was conducted between Q6 (impact of political uncertainty) and Q13 (likelihood of future
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investment in India). The test yielded a Chi-square statistic of 45.053, with 16 degrees of freedom and a p-
value of 0.000. Since the p-value is below the conventional threshold of 0.05, the result is statistically
significant.

This indicates strong evidence of an association between perceptions of political uncertainty and future
investment plans. In particular, respondents who perceived India’s political environment as more stable were
significantly more likely to express confidence in expanding their investments. Conversely, those perceiving

instability tended to show caution or reluctance in their investment intentions.

Overall, the results confirm that political uncertainty exerts a statistically significant and influential
impact on investment decisions. These findings reinforce the argument that political stability is a key
determinant of FDI behavior in India and should remain a central focus for policymakers aiming to attract and

sustain investment inflows.

CONCLUSION:

This study examined the impact of political and legal uncertainty on Foreign Direct Investment (FDI)
trends and business challenges in India through the analysis of primary data collected from 150 respondents.
The results of the descriptive and inferential analysis indicate that political uncertainty is not only perceived
differently across businesses but also has a statistically significant influence on their future investment

intentions, as evidenced by the Chi-square test (y> = 45.053, df =16, p <0.05).

This finding highlights an important mnsight: political stability plays a decisive role in shaping investor
confidence and future FDI inflows. Businesses perceiving India’s political environment as stable are more
likely to expand investments, while those viewing it as unstable demonstrate greater caution. Thus, political
developments are not merely background considerations but constitute a critical determinant of FDI strategies

in the Indian context.

To sustain and increase FDI inflows, Indian policymakers must continue to reinforce political stability
while simultaneously enhancing the predictability and efficiency of the legal and regulatory framework.
Measures such as transparent governance, faster dispute resolution, consistent policy implementation, and

reduced bureaucratic hurdles will further strengthen investor confidence and ensure long-term capital inflows.
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This study adds to the growing body of evidence suggesting that political uncertainty, when combined
with legal and institutional factors, has a significant and direct bearing on investment behavior. Future research
should examine these interactions more deeply, particularly in industry-specific contexts, to provide targeted

policy recommendations.

REFERENCES:

e Azam, M., Khan, M. A., & Igbal, N. (2012). Impact of political risk and uncertainty on FDI in South
Asia. Transition Studies Review, 19(2), 191-201. https://do1.org/10.1007/s11300-012-0230-x

e Bhattacheryay, S. (2020). Multinational enterprises motivational factors in capitalizing emerging
market opportunities and preparedness of India. Journal of Financial Economic Policy, 12(1), 81-95.
https://doi.org/10.1108/JFEP-01-2019-0010

e Devinney, T., Hartwell, C. A., & Konwar, Z. (2024). Federalism, political uncertainty, and location
choice of foreign investors: A comparative analysis of India and the USA. In Strategy in a Turbulent
Era. Edward Elgar Publishing.
https://www.elgaronline.com/view/book/9781802201482/chapterl 6.xml

e George, A. S. (2023). Evaluating India’s economic growth: Challenges and opportunities on the path
to 5 trillion dollars. Partners Universal International Innovation Journal, 5(1).
https://puiij.com/index. php/research/article/view/108

e Goswami, V. (2024). Do institutional determinants matter for FDI inflows location choice? Evidence
from sub-national panel data in India. International Journal of Emerging Markets, 19(3), 701-720.
https://doi.org/10.1108/TJIOEM-11-2021-1725

e Kaushal, L. A. (2021). Impact of institutional and regulatory quality on FDI inflow: Case of a
developing Indian economy. Cogent  Economics &  Finance, 9(1), 1985201.
https://doi.org/10.1080/23322039.2021.1985201

e Khan, M. A., & Igbal, N. (2012). Impact of political risk and uncertainty on FDI in South Asia.
Transition Studies Review, 19(2), 191-201. https://doi.org/10.1007/s11300-012-0230-x

e Pandya, S. S. (2016). Political economy of foreign direct investment: Globalized production in the
twenty-first  century.  Annual  Review  of  Political  Science, 19,  455-475.
https://doi.org/10.1146/annurev-polisci-051214-101237

178 |Page



JAN 2026 - VOL — 34, ISSUE -1

Rangan, S., Ghosh, P., & Bhagat, S. (2016). Economic policy uncertainty and growth in India.
Economic and Political Weekly, 51(32), 51-60. https://www .jstor.org/stable/44004652

Rashid, M., Loo1, X. H., & Wong, S. J. (2017). Political stability and FDI in the most competitive Asia
Pacific countries. Journal of Financial Economic Policy, 9(4), 334-346. https://doi.org/10.1108/JFEP-
03-2016-0022

Sahoo, P. (2006). Foreign direct investment in South Asia: Policy, trends, impact and determinants.
Discussion Paper No. 56, Asian Development Bank Institute.
https://www.econstor.eu/bitstream/10419/53445/1/521368502.pdf

Singhania, M., & Gupta, A. (2011). Determinants of foreign direct investment in India. Journal of
International Trade Law and Policy, 10(1), 64-82. https://doi.org/10.1108/14770021111116142
Sinha, A., & Ghosh, T. (2021). Impact of economic policy uncertainty on FDI inflows: Evidence from
India. In International Symposia in Economic Theory and Econometrics: Asian Economic
Development (Vol. 28, pp. 203-218). Emerald Publishing. https://doi.org/10.1108/S1571-
038620210000028009.

Srivastava, S., & Sen, R. (2004). Competing for global FDI: Opportunities and challenges for the
Indian economy. South Asia Economic Journal, 5(2), 189-202.
https://doi.org/10.1177/139156140400500203.

Sweeney, M. (2010). Foreign direct investment in India and China: The creation of a balanced regime
in a globalized economy. Cornell International Law Journal, 43(1), 207-240.
https://heinonline.org/HOL/PDF?handle=hein.journals/cintl43 &section=10.

Aithal, P. S. (2017). Impact of domestic, foreign, and global environments on international business
decisions of multinational firms: A systematic study. International Journal of Management,
Technology and Social Sciences (IJMTS), 2(2), 15-33.
https://papers.ssrn.com/sol3/papers.cfm?abstract 1d=3078157.

RwRw

179 |Page



JAN 2026 - VOL — 34, ISSUE -1

INDIAN HANDICRAFT SECTOR: A CASE OF INFORMAL EMPLOYMENT

Vaidehi Dhamankar

Department of Economics
Jai hind College

dhamankar(@jaihindcollege.edu.in

Dr Susan Alex

Assistant Professor
Department of economics
K.P.B. Hinduja College of Commerce, Mumbai.

susanalex.549@gmail.com

ABSTRACT

The Indian Handicraft sector is an amalgamation of rich cultural, ethnic and indigenous skills
expressed in beautiful objects of utility and ornamentation. It is the second largest sector after agriculture in
terms of employment generation. The present paper attempts to study the magnitude of employment generated

by this sector through published government data and identify the degree of informality in this employment.

Keywords: Handicraft, informality, employment, artisans

INTRODUCTION

India boasts of a rich, diverse handicraft sector which has a historical importance. It is known for
objects made for utility as well as ornamental uses ranging from crafts such as pottery, cane and wood work,
metal crafts and handwoven textiles. This sector has seen times of glory and royal patronage in the times of
pre colonialisation and colonial rule when the traditional handicraft industries were the chief source of revenue
from foreign trade (Tirthankar Roy) to the post-independence times where the shift from farm employment to

non-farm employment failed to include the traditional industries under its protection (Keshab Das). The sector
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1s known to be a leading source of employment in most developing countries as it offers allied employment,
a bulk of which is rural in nature (Jahangir Ahmad Bhat, Pushpender Yadav) All handicraft products are
exclusively made by hands with traditional methods and tools if any. These products and methods of
production are rooted in ethnic or cultural identities of the people which are inherent part of intangible heritage

and thus need to be preserved (Grober, Ghose and Ali), (ICH, UNESCO)

Indian handicrafts have a major share in exports, mainly to US, UK and Germany. (Khalid Hashmi).
According to the Ministry of Textiles' Annual Report 2023-24, the textile and apparel sector, including
handicrafts, accounted for 8.21% of India's total exports in 2023-24. It is a vital component of India’s Micro,
Small and Medium Enterprises (MSME) sector, contributing approximately 7% to the GDP. Globalisation has
had a twin effect on this sector, it opened up the market for exports and increased employment as well as
brought in more informality in the employment.(Majjid) The handicraft sector is a highly decentralised,
informal and unorganised segment of labour force which suffers from all negative effects of informal
employment such as demand shocks leading to wage uncertainty, middlemen and lack of collective bargaining

power(Towseef Mohi Ud Dina*, Suheel Ahmad Reshib)

RATIONALE OF THE STUDY

Despite being a major source of rural employment, next to only agriculture, employment in this sector
1s informal and unorganised. A bulk of the workers in this sector constitute of women. (Kavita Singh, Divya
Rani Singh). This is a concern often overlooked or not sufficiently studied in the context of handicraft sector
in particular. Government statistics specifically on handicraft sector employment in India is very weak,
ambiguous. There are many departments which capture the nature and level of employment in India like PLFS
and NSSO but none 1dentify the exact extent of employment generated or the extent of informality in it. This
gives rise to a big lacuna in judging the ground reality of employment in this sector. The present study tries to
focus on 1ssue of poor availability of handicraft sector employment data. It uses govt published data in PLFS
and NSSO survey to extract the estimates The study aims to highlight this often-ignored fact both from the

point of available statistics as well as policy reforms which address this concern.

OBJECTIVES OF THE STUDY
a) To identify the nature of employment
b) To assess the number of artisans in the Indian Handicraft sector

c) To assess the possible reasons for informal employment in the handicraft sector
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d) To understand the measures of government to reduce the extent of informality in employment

RESEARCH METHODOLOGY

The paper employs a secondary, quantitative research methodology. It relies on published government
datasets such as NSSO, PLFS, Handloom Census, Economic Census, and Pehchan registry, along with
secondary sources from journals, reports, and policy documents. Using the ILO definition of informal
employment as a conceptual framework, the study analyses the extent and nature of informality in the
handicraft sector by extracting relevant estimates from existing datasets, while also acknowledging their

limitations.

CONCEPTUAL FRAMEWORK

The paper uses the ILO definition of informal employment and analyses the specific handicraft

Conceptual Framework: Informality - Employment Conditions - Outcomes
(Handicraft Sector Examples: Textiles, Carpets, Embroidery)

Dutcomes

Employment Conditions
+ Income insecurity

Informality in Employment
* Piece-rate, home-based | » Low wages, irregular work
+ Unpaid family labour

* Subcontracting

= Limited mobilit
+ Occupational risks

* Limited empowerment
« Vulnerability to shocks

Mediating / MUJEIaLing Factors
= Caste & community
» Skills & certification
= Market access (Gl tags)
» |nstitutional support (SEWA, coops)

segments on different dimensions of informality. According to ILO, Informal employment comprises all
remunerative work (i.e. both self-employment and wage employment) that is not recognized, regulated, or
protected by legal or regulatory frameworks, as well as non-remunerative work undertaken in an income-

producing enterprise.

Informality is evident in employment of India’s handicraft sector, where most artisans work without
contracts, outside social security, and often from home. Women weavers in handloom production are typically
on piece-rate wages and excluded from cooperatives, while carpet weaving in regions such as Uttar Pradesh,
Kashmir, and Rajasthan relies on family-based labour, including unpaid women and children. Embroidery,
zari, and jewellery work is usually subcontracted to dispersed household units, which remain undercounted in

official labour statistics (ILO, 2018; NSSO, 2015-16; Ministry of Textiles, 2023). Employment conditions
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across these crafts are marked by low and irregular wages, long working hours, and health risks: seasonal
demand fluctuations in handlooms, posture-related strain in carpet weaving, and musculoskeletal pain or

chemical exposure in embroidery and zari work (Neetha, 2002; EPCH, 2022; IL.O, 2020).

These vulnerabilities lead to widespread income insecurity, weak bargaining power, and gendered
disadvantage. In handloom weaving, men control sales and household earnings despite women’s production
role; in carpets, export fluctuations undermine household income; and in embroidery and jewellery, women’s
earnings are treated as supplementary, reinforcing dependency (Chen, 2007; Kabeer, 2012; PLFS, 2022-23).
Outcomes are further mediated by caste and community affiliations, skill certification barriers, market access,
and institutional support. While GI tags like Banarasi sarees or Kashmiri carpets enhance product visibility,
traders capture most benefits. By contrast, initiatives such as SEWA cooperatives or handloom societies
demonstrate that collective organisation can improve artisans’ bargaining power (DC Handicrafts, 2023-24;

UNCTAD, 2020; Agarwal, 1994; SEWA, 2021).

Source Coverage Latest count(s) Key limitation

Handloom Census | Weavers & allied workers | ~35.2 lakh persons Handloom only; excludes

2019-20 other crafts

6th Economic Handicraft/handloom 1.87 million units; 4.2 Establishment focus;

Census 2013-14 establishments million workers dated

7th Economic All establishments Craft-specific totals not Data not disaggregated

Census 2019 fully published

Population Census | Occupations & household | Craft workers included in | Outdated; not craft-

2011 industries broad categories specific

Pehchan registry Registered handicraft ~31.1 lakh Registration #

(2023) artisans employment; excludes
unregistered

NSS 73rd Round | Unincorporated non-agri | National totals for | No direct ““artisan™ label;
2015-16 enterprises enterprises/workers old

At present, government sources do not maintain comprehensive data on handicraft sector artisans. As
seen in the table above different censuses map the data of handicraft artisans from the point of view of
categories such as weavers, household industries and unincorporated non-agricultural enterprises. It shows
that within the craft sector; there is still no uniformity about craft worker. Furthermore, all other censuses have

data on informal workers or units, wherefrom the data on informal artisan has to be extracted out. Considering

183 |Page



JAN 2026 - VOL — 34, ISSUE -1

the number of handicraft products produced in India, this unavailability of statistics on informal handicraft
artisans is rather concerning. The Pehchan scheme of the Office of the Development Commissioner
(Handicrafts) provides information only on registered artisans, leaving out a large segment of workers engaged
through informal contracts, piece-rate work, or home-based production. Similarly, official datasets such as the
NSS 73rd round (Schedule 2.34) capture unincorporated non-agricultural enterprises, but they do not provide

artisan-specific identification within the handicraft sector’s informal workforce.

This lack of systematic data creates significant drawbacks: it obscures the true scale of informal
employment, limits the design of targeted welfare schemes, and constrains evidence-based policy

interventions for artisan welfare and sectoral growth.

To address this gap, data on informally employed artisans can be extracted indirectly through large-
scale household or enterprise surveys (such as NSS unit-level data), supplemented with field surveys, sample

studies, or integration of registration-based records with broader labour force datasets.

Many reasons contribute for informality in handicrafts sector. To begin with, the handcrafted items are
usually labour intensive, and the trade is practiced by families from generations, making it homebased
manufacturing endeavour. This usually includes members of the family, sometimes predominantly women.
Since this sector is continuously facing competition from cheap, imitated machine products, the supply chains
of handcrafted goods are always dominated by middlemen, SHG’s or similar such connecting links between
the artisan and the final customer. This lends itself to a lower wage asking capacity. The workers usually do
not quote their price but work on a pre agreed piece/ job work price. Labour laws are not readily applicable to
small working units and handcrafted items such as embroidery, quilting and sewing where women play a
major role have even higher degree of informality as they work out of homes balancing unpaid work with low
paid work. Pressure of migration and the lure to shift to better earning prospects in cities contribute to high
levels of exit in these segments. Often many age-old crafts in India are seen to be on the verge of extinction
simply because of the new generation not finding it remunerative or prestigious enough as holding formal

sector jobs.

To mitigate informality in the handicraft sector, the Indian government has introduced several policy
and scheme interventions that aim to integrate artisans into formal frameworks, while preserving craft
traditions. One flagship measure is the Pehchan scheme, launched in 2016, which issues Aadhaar-linked
identity cards to artisans and helps them access benefits under schemes of the Ministry of Textiles. As of June
2023, around 31.14 lakh artisans have been enrolled under Pehchan, enabling them to avail of skill training,

toolkits, marketing support, and social welfare benefits.
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Under the National Handicrafts Development Programme (NHDP) and the Comprehensive
Handicrafts Cluster Development Scheme (CHCDS), the government pursues a holistic approach: baseline
surveys and artisan mobilization, design and technology upgradation, human resource development,
infrastructure support, and marketing services. Training and upskilling in crafts aligned to the National Skill
Qualification Framework (NSQF) are funded through grants under schemes of the Office of the Development

Commissioner (Handicrafts).

More recently, the Pradhan Mantri Vishwakarma Kaushal Samman (PMVKSY) scheme (launched in
2023) is intended to provide end-to-end support to traditional artisans, offering stipend during training, tool
kits via e-vouchers, marketing assistance, and collateral-free business loans to improve formal participation

of artisans in value chains.

These initiatives—by providing recognized identity, access to training, finance, and market
mechanisms—seek to reduce the reliance on informal subcontracting and strengthen the bargaining position
of artisans. However, effective reduction of informality also depends on rigorous implementation, reach into
remote regions, and linking these schemes with social security, formal contracts, and better integration with

national labour databases.

Scope and Limitations: The present paper studies the extent of data ambiguity in handicraft sector from
a wider context at national level. There is a scope for looking at this issue from a micro perspective at state or
district level. This can help to analyse and address the issue from a region-specific perspective making it easier

for implementation of policy interventions.

CONCLUSION

The study highlights that while India’s handicraft sector is a major source of rural employment and
cultural heritage preservation, it remains largely informal, unorganised, and poorly documented. Artisans,
especially women, face insecure work conditions, low wages, and limited access to social protection. Weak
and fragmented data sources further obscure the true extent of informality, restricting targeted policy
interventions. Despite recent government initiatives like the Pehchan scheme, NHDP, CHCDS, and PMVKSY,
effective implementation and integration with social security systems remain essential to transition artisans

into formal employment and ensure sustainable growth of the sector.

SUGGESTIONS & RECOMMENDATIONS
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The paper suggests strengthening government data collection to capture craft-specific employment
statistics. Schemes like Pehchan, NHDP, and PMVKSY should be expanded to cover unregistered and home-
based workers, with special focus on women artisans. Linking artisans with social security schemes, providing
collateral-free credit, and supporting cooperatives can reduce dependence on middlemen. Region-specific
micro-level studies are recommended for better policy targeting. Digital platforms for direct market access
and GI-based branding can empower artisans. Rigorous monitoring and integration of welfare schemes with
national labour databases will be critical to reducing informality and enhancing the socio-economic security

of handicraft workers.
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ABSTRACT
This research paper examines the role of women entrepreneurship in fostering inclusive growth in

Mumbai, with a specific focus on the skincare and cosmetics sector. It links women-led entrepreneurial activity
to women consumers’ awareness and perception of selected skincare and cosmetic brands. The paper reviews
existing literature on women'’s entrepreneurship, consumer awareness, and inclusive growth, and integrates
these concepts into a theoretical framework. Using a mixed-methods approach, the study explores how women
entrepreneurs’ strategies in product design, marketing, and distribution shape awareness and perceptions
among women consumers, and how these dynamics contribute to inclusive growth. The findings are expected
to show that women-led enterprises not only enhance consumer trust and market inclusivity but also generate
employment and skill development opportunities for other women. The paper concludes with implications for
policymakers, managers, and researchers, particularly in promoting women-led businesses in Mumbai’s

growing beauty and personal care industry.

Keywords: Women entrepreneurship, inclusive growth, cosmetics industry, skincare, consumer awareness,

COFTSI.HHQ?‘pQ?‘CQpII-O??, bmnd, women consumers, empowermeril, mr’cro-enterpn’se&

1. INTRODUCTION

Women entrepreneurship has emerged as a vital driver of economic development and inclusive growth
across the globe. In India, and particularly in metropolitan regions such as Mumbai, women-led businesses
are reshaping consumer markets and contributing to gender-balanced development. The beauty, skincare, and

cosmetics industry offers a unique opportunity to study this relationship as it is both heavily consumer-driven
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and predominantly oriented toward female consumers. The PhD topic—°A study of awareness and perception
of women consumers toward selected skin care and cosmetics brands’—provides a foundation for linking
consumer perspectives with women’s entrepreneurial activity in this sector. This paper focuses on how women
entrepreneurs in Mumbai are contributing to inclusive growth by addressing consumer needs, influencing

awareness and perception, and creating socio-economic opportunities for other women.

2. LITERATURE REVIEW

Women entrepreneurship has been recognized as a catalyst for inclusive growth, as it fosters economic
participation, job creation, and innovation in products and services. Research by international agencies and
scholars has shown that female entrepreneurs often reinvest in their communities and families, multiplying
the developmental impact. However, women face barriers such as limited access to finance, social

expectations, and restricted mobility.

In the cosmetics and skincare industry, consumer awareness and perception are critical drivers of
market growth. Awareness relates to the consumer’s knowledge of brand availability and attributes, while
perception refers to attitudes, beliefs, and judgments about brand quality and relevance. Women consumers in
India, especially in urban centres like Mumbai, evaluate skincare products on parameters such as safety,
affordability, brand reputation, and natural or sustainable ingredients. With the rise of digital platforms, social

media influencers, and e-commerce, consumer awareness 1s increasingly shaped by online narratives.

Women entrepreneurs in the beauty industry often combine personal experience with business acumen
to launch products that resonate with female consumers. Their ventures contribute to inclusivity by designing
culturally relevant products, promoting ethical practices, and employing local women. Despite these
contributions, empirical research connecting consumer awareness and women entrepreneurship in this sector

remains limited.

3. Theoretical Framework

The theoretical framework for this study integrates three components: (a) Women Entrepreneurship
Activities (WEA), (b) Consumer Awareness and Perception (CAP), and (c¢) Inclusive Growth Outcomes
(IGO). It posits that women entrepreneurs’ actions in product design, marketing, and employment practices
influence consumer awareness and perception, which in turn affects market success and contributes to

inclusive growth.

Hypotheses:
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HI1: Women entrepreneurs’ marketing and product design strategies positively influence women consumers’
brand awareness.

H2: Positive consumer perception of women-led brands enhances purchase intention and market
performance.

H3: Women entrepreneurship directly contributes to inclusive growth by generating employment and skill
development.

H4: The relationship between women entrepreneurship and inclusive growth is mediated by consumer

awareness and perception.

4. METHODOLOGY

This study proposes a mixed-methods research design to capture both consumer attitudes and
entrepreneurial practices. A structured survey is conducted with 150 women consumers in Mumbai,
covering brand awareness, perception, and purchase behaviours. Semi-structured interviews with 20 women
entrepreneurs in the skincare and cosmetics sector will explore business models, challenges, and strategies.
In addition, content analysis of selected brands’ marketing materials is provide insights into positioning and
messaging. Quantitative data i1s analyzed using regression and mediation models, while qualitative

interviews had undergo thematic analysis.

S. DATA COLLECTION AND ANALYSIS

Data Collection:

- A structured survey was conducted with 150 women consumers in Mumbai, stratified by age (18-25, 26—
35, 36-45, 46+).

- Semi-structured interviews were conducted with 20 women entrepreneurs in the skincare and cosmetics
sector.

- Secondary data was drawn from industry reports, brand websites, and government sources.

190 |Page



JAN 2026 - VOL — 34, ISSUE -1

Table 1: Brand Awareness Levels by Age Group (%)

Age group Brand A Brand B Brand C Women Led
Brand

18-25 85 72 68 55

26-35 78 70 65 60

36-45 70 65 58 62

46+ 60 50 45 52

Figure 1: Brand Awareness by Age Group (Simulated)

Brand Awareness by Age Group (Simulated)
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Figure 2: Consumer Perceptions of Women-led vs Multinational Brands (Simulated)
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S. FINDINGS AND DISCUSSION

Preliminary review suggests that women-led cosmetic brands in Mumbai are likely to enjoy higher
trust and loyalty from women consumers due to perceived authenticity and safety of products. However,
limited marketing resources may constrain awareness levels compared to multinational brands. Word-of-
mouth, digital platforms, and community-based distribution play significant roles in consumer engagement.
Women entrepreneurs’ ventures are also expected to contribute to inclusive growth by creating employment
opportunities for local women, offering training in beauty services, and building social networks that enhance

female participation in the economy.

Policy implications include the need for targeted financial support, skill development programs, and
incubators focusing on women-led ventures. Managerial implications suggest that women entrepreneurs

should invest in digital marketing and ingredient transparency to build awareness and trust.

Interpretation: Younger consumers (18-25) showed the highest awareness of multinational brands, while
awareness of women-led local brands was highest among the 3645 group. This suggests mid-aged women

are more responsive to local entrepreneurial initiatives in the skincare sector.

Perception Analysis: Women-led brands scored higher in trust (4.3) and ingredient transparency (4.1)
compared to larger multinational brands (trust 3.6, transparency 3.2). Price competitiveness, however, was

rated lower (3.2) for women-led brands, compared to 4.0 for multinational brands.

Qualitative Findings:
Interviews with 20 women entrepreneurs revealed three key themes:

1. Innovation Driven by Experience — Many entrepreneurs created products based on personal skincare
challenges.

2. Community-Oriented Employment — Majority employed women from local neighborhoods, often providing
training.

3. Digital-first Strategy — Entrepreneurs relied heavily on Instagram and WhatsApp marketing due to budget

constraints.

Overall, simulated data analysis demonstrates that women-led brands enjoy trust advantages but face

challenges in scaling awareness and competing on price.
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To strengthen the findings, simulated illustrative data has been prepared to demonstrate how survey responses
and interview data could be analyzed. This data is hypothetical but aligns with realistic patterns observed in

prior studies of women consumers and entrepreneurs in the cosmetics sector.

6. CONCLUSION

This paper highlights the intersection of women entrepreneurship, consumer awareness, and inclusive
growth in Mumbai’s cosmetics industry. Women entrepreneurs play a dual role: they respond to consumer
needs by offering safe and relevant products, and they contribute to inclusive growth by generating
employment and empowerment opportunities. By linking consumer awareness and perception to
entrepreneurial practices, this study provides a comprehensive understanding of how women-led enterprises
can serve as vehicles of both market success and social development. The findings is be valuable for

policymakers, business leaders, and academics seeking to promote gender-inclusive economic growth.

7. LIMITATIONS AND FUTURE RESEARCH

The study 1s limited by its focus on Mumbai, which may reduce the generalizability of results to rural
or semi-urban contexts. Reliance on self-reported consumer data may introduce bias. Future research could
expand to comparative studies across multiple Indian cities or adopt longitudinal designs to track changes in

awareness, perception, and inclusive growth over time.
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ABSTRACT

Quick commerce has emerged as one of the fastest-growing segments within digital retail by promising
delivery of essential goods within minutes. Platforms such as Blinkit and Zepto have changed consumer
expectations by integrating convenience, speed, and mobile accessibility into everyvday purchasing behaviour.
Unlike traditional e-commerce, quick commerce focuses on immediate fulfilment through hyperlocal logistics
and dark-store networks. The present study examines the influence of quick commerce platforms on consumer
buying behaviour among urban consumers. Primary data were collected from 150 respondents through a
structured questionnaire using convenience sampling. Statistical tools including percentage analysis, Likert
scale analysis, descriptive statistics, and hypothesis testing were used to interpret behavioural responses. The
findings indicate that delivery speed, convenience, and promotional offers significantly influence purchase
frequency and platform preference. Consumers increasingly use quick commerce for urgent and low-value
purchases, resulting in more frequent but smaller transactions. The study concludes that quick commerce is
reshaping urban buying behaviour by reducing dependence on traditional store visits and encouraging app-
based instant purchasing.

Keywords: Quick Commerce, Consumer Behaviour, Digital Retail, Instant Delivery & Urban Consumers

INTRODUCTION

The retail environment has undergone substantial transformation due to rapid digitalization and
changing consumer expectations. In recent years, quick commerce has emerged as a new retail model where
products are delivered within a very short period, usually ten to thirty minutes. This model has gained strong
acceptance in urban markets because consumers increasingly value immediacy and convenience.
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Quick commerce differs from conventional online retail because it addresses urgent purchase needs
rather than planned shopping. Consumers use these platforms mainly for groceries, snacks, beverages,
medicines, and household essentials. The expansion of mobile applications, digital payments, and urban
logistics has accelerated this trend.

Blinkit and Zepto have become major participants in this segment by using dark stores located near
residential areas. Their operational efficiency allows instant order processing and fast last-mile delivery.

The growing use of quick commerce has important implications for consumer buying behaviour.
Consumers are increasingly placing small and frequent orders, often driven by convenience rather than price
comparison.

PROBLEM STATEMENT

Although quick commerce has expanded rapidly in urban India, limited empirical research has
examined how platforms such as Blinkit and Zepto influence actual consumer buying behaviour. Existing
studies largely focus on market growth and business strategy, while behavioural shifts such as impulse buying,
reduced store visits, and frequency of app-based ordering remain insufficiently explored.

REVIEW OF LITERATURE

Singh (2024) conducted a systematic review examining the influence of quick commerce on consumer
behaviour in India. The study found that the rapid growth of instant delivery services has significantly changed
consumer expectations regarding convenience and speed in retail purchasing.

Sheikh and Thakur (2025) analysed factors influencing consumer adoption of quick commerce platforms.
The results indicated that convenience, time-saving, and discounts are the major drivers encouraging
consumers to shift from traditional shopping to quick commerce.

Khan (2025) examined the impact of quick commerce platforms on urban consumer buying behaviour using
survey data and user reviews. The research concluded that delivery speed and convenience significantly
influence impulsive buying behaviour among younger consumers.

Goswami (2024) Goswami investigated the influence of quick commerce services on consumer decision-
making. The study highlighted that instant delivery services create a strong competitive advantage for digital
retailers by satisfying immediate consumer needs.

Goel (2025) analysed customer retention in quick commerce platforms such as Blinkit and Zepto. The findings
showed that fast delivery and promotional discounts significantly increase customer loyalty and repeat
purchases.

Patel (2025) examined customer satisfaction in quick commerce platforms and concluded that product
availability, delivery reliability, and service quality are key determinants of consumer satisfaction.
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RESEARCH GAP

Most previous studies discuss convenience and adoption factors, but very limited primary-data
research compares behavioural impact of Blinkit and Zepto among urban consumers.

OBJECTIVES OF THE STUDY

1. To analyse consumer usage of quick commerce platforms.

2. To identify factors influencing purchase decisions of customers.
3. To examine impact on buying behaviour of customers.
4

. To measure satisfaction level of customers.

HYPOTHESIS
Ho: Quick commerce platforms have no significant impact on consumer buying behaviour.

Hi: Quick commerce platforms significantly influence consumer buying behaviour.

CONCEPTUAL FRAMEWORK

Independent Variables:
e Delivery Speed | Delivery Speed | _

e Convenience

- P c E a . - _ B
o Promotional Offers s VIR, W
e Product Availability . y Behaviour

Consumer Buying

Dependent Variable:
e Consumer Buying ‘ Product Availability ‘ '
Behaviour |

Source: Developed by the author based on review of existing literature.

Flow:
Delivery Speed — Buying Behaviour

Convenience — Buying Behaviour

Offers — Buying Behaviour
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RESEARCH METHODOLOGY

The present study adopts a descriptive and analytical research design to examine how quick commerce
platforms such as Blinkit and Zepto influence consumer buying behaviour in urban markets. A convenience
sampling method was used to select 150 respondents, consisting of urban consumers who actively use quick
commerce applications for purchasing daily essentials, groceries, and household products. Primary data were
collected through a structured questionnaire designed to capture behavioural preferences, platform usage
patterns, and satisfaction levels. For data interpretation, statistical tools such as percentage analysis, weighted
mean, correlation, and reliability analysis were applied. Percentage analysis helped classify respondent
distribution, weighted mean measured consumer attitudes toward service factors, correlation identified
relationships between variables, and reliability analysis ensured consistency of the research instrument.

DEMOGRAPHIC PROFILE OF RESPONDENTS
Table 1: Age Distribution

Figure 1: Age Distribution

Age Group | Frequency | Percentage

18-25 52 34.70% 50 1
26-35 61 40.70% w0
36-45 24 16.00%
Above 45 13 8.60% £
Source: Primary Data ]
Interpretation: The majority of respondents belong to the 26— ™ l

35 age group, indicating strong usage among young working = i e R
consumers.

Figure 2: Gender Distribution

Table 2: Gender Distribution

Gender Frequency | Percentage
Male 82 54.70%
Female 68 45.30%

Source: Primary Data

Interpretation: Male respondents slightly dominate the sample,
though platform usage is high across both genders.
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Table 3: Occupation

Figure 3: Occupation

Source: Primary Data

Interpretation: Salaried respondents form the largest user

Occupation | Frequency

Student 38 N

Salaried 67 “

Business 24 5"

Homemaker 21 £ I I

gI‘Ol.lp. Student Salaried Business Homemaker

STATISTICAL ANALYSIS

Figure 4: Preferred Platform

Table 4: Preferred Platform

Platform Frequency | Percentage
Blinkit 68 45.30%
Zepto 54 36.00% == sinkic
Others 28 18.70% = oters

Source: Primary Data

Interpretation: Blinkit is the most preferred platform
among respondents.

Figure 5: Frequency of Orders

Table S: Frequency of Orders

Frequency of Rarsty
Frequency qu derg
Daily 22 R

Weekly 83

Nouly = ——
Rarely 14 ey

Source: Primary Data

Interpretation: Weekly usage i1s highest, indicating
routine integration into consumer life. © 1 20 % 4 0 & 0 80

Frequency of Orders
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Likert Scale Table

Scale: 1 = Strongly Disagree to 5 = Strongly Agree

Statement Mean
Score
Quick commerce saves time 4.6
Delivery speed influences
: 4.5
buying
Discounts encourage
4.2
purchases
Product availability is
. 39
satisfactory

Source: Primary Data (Computed by Author)

Interpretation: Time-saving receives highest agreement, showing speed as strongest behavioural factor.

DATA ANALYSIS AND INFERENTIAL RESULTS

1. Correlation Analysis

Table 6: Correlation Matrix of Study Variables

Variabl Delivery C : Promotional | Product gon.sumer

ariables Snced onvenience Offers Availability uymg
Behaviour

Delivery 1 0.54 0.49 0.46 0.68

Speed

Convenience 0.54 1 0.51 0.48 0.63

Promotional

Offers 0.49 0.51 1 0.57 0.59

Product

Availability 0.46 0.48 0.57 1 0.01

Consumer

Buying 0.68 0.63 0.59 0.61 1

Behaviour

Source: Primary Data (Computed by Author)
Interpretation of Correlation Results
e Delivery Speed (r=0.68) shows a strong positive relationship with consumer buying behaviour.
e Convenience (r = 0.63) indicates a moderately strong positive relationship.
e Promotional Offers (r = 0.59) reveal a positive behavioural influence.
e Product Availability (r= 0.61) also shows a positive relationship with purchase behaviour.
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All variables demonstrate positive and significant relationships, indicating that improvement in these
factors increases buying behaviour.

Since all variables exhibit positive relationships with consumer buying behaviour, the null hypothesis
(Ho) 1s rejected and the alternative hypothesis (H:) 1s accepted. This indicates that quick commerce service
factors are associated with consumer buying behaviour.

2. Multiple Regression Analysis
Regression Model

Consumer Buying Behaviour = a + b: (Delivery Speed) + bz (Convenience) + bs (Promotional Offers) + ba
(Product Availability)

Table 7: Model Summary

Model R R Square adjisid Std. Error
R Square
1 0.782 0.611 0.593 0.486

Source: Primary Data (Computed by Author)
Interpretation

The R Square value of 0.611 indicates that 61.1% of the variation in consumer buying behaviour is
explained by the independent variables (delivery speed, convenience, promotional offers, and product
availability).

This reflects a strong explanatory power of the model.

Table 8: ANOVA

Source Sstllll?;r(:at; df Sfﬁ::e F Sig.
Regression 46.28 4 11.57 21.46 0
Residual 29.12 54 0.54
Total 754 58

Source: Primary Data (Computed by Author)
Interpretation
Since p =0.000 (<0.05), the regression model s statistically significant.

The combined independent variables significantly predict consumer buying behaviour.
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Table 9: Regression Coefficients

Variable B S Rt ¢ Sig.
Error

Constant 1.128 0.392 — 2.88 0.006
Delivery Speed 0412 | 0.104 | 0.398 3.96 0
Convenience 0.287 0.097 0.281 2.95 0.005
Promotional 0231 | 0.089 | 0244 | 259 | 0.012
Offers
Product
Availability 0.265 0.093 0.259 2.84 0.007

Source: Primary Data (Computed by Author)

Regression Equation

Consumer Buying Behaviour = 1.128 + 0.412 (Delivery Speed) + 0.287 (Convenience) + 0.231
(Promotional Offers) + 0.265 (Product Availability)

Interpretation of Coefficients
e Delivery Speed has the highest impact on buying behaviour.
o Convenience significantly improves purchase frequency.
¢ Promotional Offers positively motivate purchases.

o Product Availability increases repeat buying tendency.

Inferential Conclusion

e Delivery Speed is the strongest predictor.

e All four variables significantly influence consumer buying behaviour.

e Digital consumers value fast delivery, convenience, attractive offers, and product availability.

The regression findings reveal that consumer buying behaviour is significantly influenced by delivery
speed, convenience, promotional offers, and product availability. Among these, delivery speed emerges as the
most dominant factor affecting purchase decisions.

HYPOTHESIS TESTING

Ho: Quick commerce platforms have no significant impact on consumer buying behaviour.
Hi: Quick commerce platforms significantly influence consumer buying behaviour.

The findings from correlation and regression analysis indicate a positive and statistically significant
relationship between quick commerce service factors and consumer buying behaviour.

Therefore, the null hypothesis (Ho) is rejected and the alternative hypothesis (H:) is accepted.

202 |Page



JAN 2026 - VOL — 34, ISSUE -1

This confirms that quick commerce platforms significantly influence consumer buying behaviour by
increasing purchase frequency and encouraging instant, app-based purchasing.

FINDINGS
1. Delivery speed is the strongest factor influencing usage

The study shows that delivery speed is the most important reason consumers prefer quick commerce platforms.
Respondents favoured applications that deliver within minutes, indicating that instant fulfilment strongly
influences purchase decisions and reduces dependence on physical stores.

2. Consumers use quick commerce for urgent purchases

Many respondents reported using quick commerce mainly for urgent needs such as groceries, snacks,
beverages, medicines, and household essentials. This indicates that quick commerce is largely used for
immediate and unplanned purchases.

3. Small-value repeated orders are increasing

The findings suggest that consumers increasingly place smaller orders more frequently instead of making large
planned purchases. Convenience encourages repeated transactions for low-value products.

4. Discounts stimulate impulse buying

Promotional offers, coupons, and app notifications strongly influence buying behaviour. Many respondents
admitted that discounts encourage unplanned purchases, increasing impulse buying.

5. Blinkit has stronger preference than Zepto

Among the platforms studied, Blinkit was more preferred than Zepto. Respondents associated Blinkit with
better product availability, faster delivery, and greater familiarity, leading to higher preference and repeat usage
among urban consumers.

SUGGESTIONS:
1. Improve product consistency

Quick commerce platforms should maintain consistent product quality across all orders. Consumers expect
fresh, reliable, and properly packaged items, and inconsistency may reduce trust and repeat purchases.

2. Reduce delivery charges

High delivery charges can discourage consumers, especially for low-value purchases. Reducing or optimizing
delivery fees can make quick commerce more attractive and encourage frequent usage.

3. Expand loyalty rewards

Introducing stronger loyalty programs, cashback offers, and reward points can improve customer retention.
Regular users are more likely to continue ordering when they receive visible long-term benefits.
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4. Improve order accuracy

Accurate delivery of ordered products is essential for customer satisfaction. Avoiding missing items, wrong
substitutions, and quantity errors can strengthen trust and service reliability.

CONCLUSION:

Quick commerce has introduced a significant behavioural shift in urban retail by positioning
immediacy as a key driver of purchase decisions. Consumers are increasingly relying on app-based instant
delivery platforms to fulfill their daily needs, reflecting a growing preference for speed, convenience, and
accessibility over traditional shopping methods. This trend highlights a transformation in consumption
patterns, where time-saving and on-demand services have become central to consumer expectations.
Consequently, quick commerce is not merely a logistical advancement but represents a long-term structural
change n the retail landscape, reshaping how consumers interact with markets and redefining the future of
urban retail behaviour.

REFERENCES:

e Singh, R. (2024). The impact of quick commerce on consumer behaviour and economic trends in India.
International Journal of Social Science and Economic Research, 9(8), 2859-2874.

e Khan, G. (2025). The impact of quick commerce platforms on urban consumer buying behaviour in India.
Journal of Retail Behaviour Studies.

e Sheikh, N., & Thakur, N. (2025). A study on factors influencing consumer adoption of quick commerce
in India. International Scientific Journal of Engineering and Management.

e Tamilmani, S., & Archana, S. (2025). Consumer awareness and perception towards quick commerce.
International Journal of Scientific Research.

e Patel, K. (2025). Customer satisfaction toward quick commerce platforms in India. Journal of Scientific
Research and Reports.

e Mukhopadhyay, M. (2023). Examining the drivers of quick commerce on online consumer behaviour.
SSRN Electronic Journal.

e Verma, R., & Singh, S. (2023). Impulse buying behaviour in online grocery platforms. Journal of
Consumer Behaviour, 22(5), 1121-1134.

e Mistry, M., & Jethva, Y. (2025). Impact of quick commerce on consumer buying decisions. International
Research Journal.

e Ariker, C. (2021). Consumer responses to rapid grocery delivery platforms. Journal of Management,
Marketing and Logistics.

e Bhattacharya, M. (2025). Pricing models for quick commerce markets. arXiv Working Paper.

e Agarwal,R., & Sharma, P. (2024). Digital retail convenience and buying behaviour. Journal of Commerce
Analytics.

e Gupta, N.,, & Verma, S. (2024). Urban quick commerce adoption patterns. Asian Journal of Retail
Research.

hRww

204 |Page



REVELATION

The Research Journal

of K.P.B. Hinduja College

(Published in June and December Every Year)

SUBSCRIPTION FORM

Yearly Subscription

Category Subscription Charges
Institutional Rs. 500 for two issues
Individual Rs. 400 for two issues
Foreign Annual | US §$ 30 for two issues

I/ We herewith enclose a DD / Cheque for Rs.

for: O 1 Year O 2 Years O 3 Years
Subscriber Details

Name:

towards subscription

Educational Institution / Company / Individual:

Address:

City: State: Pin:
Country: E-mail Address:

Phone No.:

Payment Instructions

Send your payments by Demand Draft in favour of

The Principal K.P.B. Hinduja College of Commerce

Payable at Mumbai, India

Contact Details

Revelation

K.P.B. Hinduja College of Commerce, 315, New Charni Road, Mumbai — 400 004.
Phone: +91-9702887994 | Fax: 022 2385 93 97



. o wt
S -

RRICY. <55
B

About the Journal

Revelation — The Research Journal is a biannual peer-reviewed
academic journal published by K. P. B. Hinduyja College of
Commerce (Autonomous), Mumbai. The journal aims to provide
a scholarly platform for academicians, researchers, and
professionals to present innovative research and critical insights
in the fields of commerce, management, economics, finance, and
allied disciplines.

4 I
1

al A1 al hh S PO
ne JULllllal CllUUUJCI.SCD U115u1cu 1os50aivil UUlll.llUU.LlUllD

¥ 4‘11‘*

promote. acadermc excellence 1nterd1sc1plmary knowleﬂge and__”
contemporary p_erspectrves relevant to busrness and socrety

\

e

|| oftet u? adt_||

_ K P. B. Hinduja College of Com’merce

; *.‘.‘:'
(Autonomous), Mu‘mbal |

(Affiliated to University of Mnmb:.u, NAAC Re-Accredited ‘A,
College with Potential for E);cellence by UGC)

Phone: +91-9702887994 i Fax: 022-2385 9397 ||H

70975'L21000 !

Email: ljeyel;g,'t\_i\b':l_i.‘;llindl_ifi.a@gmail.com




