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Warm Greetings! 

 

It gives me immense pleasure in presenting to all of you Sydenham Management Journal’25 

[SMR- 2025]. As you all have been keenly connected and associated with the Government of 

Maharashtra’s Sydenham Institute of Management Studies, Research and Entrepreneurship 

Education [SIMSREE] in various capacities over various timelines, I am sure that you too 

would be awaiting for SMR- 2025 with zeal. 

 

While we at SIMSREE take immense pride in being a consistent driver of cutting edge research 

especially in the fields of Management but we also conscientiously strive to encourage young 

and experienced researchers to write and present their research which can be of utility to the 

posterity to carry this inevitably cherished legacy forward. 

 

You will be able to read in this double blind peer reviewed Journal SMR -2025, ISSN 2249- 

9490, Volume -7, Issue - 1, engaging peer reviewed research papers which have been 

assiduously and diligently been reviewed by scholarly reviewers, and approved by editor and 

chief editor of SMR. 

 

I take this opportunity to thank each one of you, my dear fellow researchers, be in the capacity 

of a fraternal academic, student, expert, peer, Advisory panel, Editorial board, Chief Editor, 

Editor, Assistant Editor, RECON club, Research Head, Support Staff, Reviewers to continue 

to patronize and aligned to this journal and together I am sure that we shall strive to keep 

making steep progress in field of contemporary Management research publication 

environment. 

 

Best Wishes,  

Dr. S. S. Dhure 

Director – SIMSREE 

 

 

 

 

 



 

Jai Hind ! 

Greetings from the Editorial Team of The SMR: Sydenham Management Review Journal 2025. 

As the Corporate World continues to brave the non-stop tumultuous happenings in the Socio-

Eco-Politico landscape all across the Globe.the academia and thought leaders have an even 

more important role to play by trying to make sense of the changes that are happening and 

explain it in easier terms to all of us. 

 

As is expected of SMR, this edition too, is embellished with high quality research papers, 

articles and peer submissions that give readers a good choice of heterogenous material that is 

backed by empirical data, impeccable research designs and meticulous interpretation of the 

gathered information. The wide range of material included in this edition covers a large gamut 

of managerial concepts including Role of Artificial Intelligence, Motivated leadership, Human 

Resource Management in Banking and Financial Services sectors, Spiritual Space in 

contemporary Organizational landscapes, Marketing innovations, Mapping of Modern 

Management Practices and their impact on productivity and profitability, Students’  

perspectives on Socially Responsible Tasks, Fruit Processing productivity measurements, 

Work Culture Analyses of Generation Y ad Generation Z employees, Role of Women 

Entrepreneurs from on-Metro cities, Diversity and Inclusivity in Corporate World, and Wealth 

Management decision-making, with an added focus on sustainability, digital transformation, 

and the integration of Artificial Intelligence in management processes. 

 

The Team SMR would like to express its gratitude to the contributors for their dedication to 

excellence in research and for their willingness to share their knowledge with the wider 

management community. Many thanks are also due to our esteemed peer reviewers, whose 

rigorous feedback and thoughtful critiques ensure the quality and integrity of the journal. 

Thanks have to be placed to the Hon. Director – SIMSREE, Dr. S. S. Dhure, the Editor of the 

SMR, Dr. Hanumant Ubale, Assistant Editor, Prof. Rohan Ahale and the Head of Research – 

SIMSREE, Dr. Pavan Patil, who have all selflessly worked beyond all expectations to ensure 

that this issue remains a collector’s treasure. Further, we acknowledge the support that all the 

teaching and administrative colleagues from SIMSREE as also the student body volunteers 

gave and who have all worked unflinchingly to compile and publish this issue. 

 



 

As we continue our journey to foster thought leadership and innovation in management 

education, we invite our readers, you, the students, academics, industry leaders, and policy 

makers, to not limit your association with us at SMR not only with this edition but to also in 

the coming times, be a part of this journey by means of being contributors, peer reviewers, 

ambassadors and important patrons to it. 

 

Thank you for your continued support, and we look forward to sharing more cutting-edge 

research with you in future editions. 

 

With Regards, 

[Aashish Pawaskar] 

Chief Editor 

Sydenham Management Research Journal 2025 

3rd Floor, SIMSREE, 

B-Road, Churchgate, 

Mumbai – 400020 

pawaskar@yahoo.com 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Dear Readers 

 

It is with great pride that we present the latest issue of the Sydenham Management Review, 

themed “Contemporary Research”, featuring a curated collection of scholarly contributions       

across the core domains of Marketing, Finance, Operations, and Human Resource 

Management. As the business environment continues to evolve rapidly, contemporary research 

serves as a vital compass for academics and practitioners alike. 

 

This edition brings together diverse perspectives and empirical insights that reflect the ongoing 

transformations in the world of management. In Marketing, articles explore emerging 

consumer behaviors, digital engagement strategies, and brand dynamics in a hyperconnected 

marketplace. The Finance section examines shifts in investment patterns, risk management, 

and the growing influence of fintech. Operations research in this issue highlights innovations 

in supply chain agility, lean processes, and technology integration. Lastly, the Human Resource 

studies delve into organizational culture, talent retention in hybrid work models, and the future 

of leadership.  

 

Each contribution is the result of rigorous research and a commitment to advancing both theory 

and practice. Collectively, these works not only address current challenges but also pave the 

way for innovative managerial solutions. I extend my sincere appreciation to the authors for 

their valuable contributions, to our reviewers for their insightful evaluations, and to the editorial 

team for their dedication throughout the publication process. We hope this issue of the 

Sydenham Management Review serves as a catalyst for further academic inquiry and 

meaningful dialogue within the management community. 

 

Warm Regards, 

Dr. Hanumant Ubale 

Editor- Sydenham Management Review 

Assistant Professor 

3 rd Floor, SIMSREE, 

B-Road, Churchgate, Mumbai – 400020 

ubalehanumant5@gmail.com 



 

Dear Readers, 

Greetings & Welcome to the latest issue of (SMR 25) Sydenham Management Research 

Journal 25. At SIMSREE there is an inherent culture to take on challenges and mitigate them 

through a disciplinary research based approach, as an institution SIMSREE strives to equip        

students with a research oriented mind-set and thereby become leaders of tomorrow in the 

challenging business domain. Along with quality education, our emphasis is on a disciplined 

approach towards research and it is evidently reflected in the latest issue of SMR 25. 

 

The research papers in this journal are prudently evaluated by reviewers and they throw light 

on exciting and innovative strategies for addressing changing business practices. Also the 

important insights and recommendations from the research papers and articles featured in this 

journal provide direction for manoeuvring through the current unpredictable business 

environment. 

 

I hope, you will find these articles and research papers engaging, relevant, practical and 

interesting. I also take this opportunity to request the readers, contributors, reviewers and all 

the stakeholders to sustain and extend their association with SIMSREE & SMR for the 

forthcoming future editions. 

 

With Regards, 

Rohan Ahale 

Asst. Editor 

Sydenham Management Research Journal ‘25 

Assistant Professor-SIMSREE 

3 rd Floor, SIMSREE, 

B-Road, Churchgate, 

Mumbai – 400020 

rohanahale@gmail.com 

 

 

 

 



 

Dear Readers 

Warm Greetings 

With great zeal, I would like to welcome you to delve in to the ‘SMR 2025’, the Sydenham 

Management Review 2025. The SMR 2025 encompasses research papers on the topics such  

as buying Intention of consumers, Artificial Intelligence in HRM, strategic shiftsin HRM  

Entrepreneurial Orientation and Social Responsibility, Work Culture Gap Between Generation 

Y and Z and the AI-Driven Impact on Workforce Retention, Productivity measurement, AI-

Powered Entrepreneurship, Women entrepreneurship, Ghost marketing, Interplay of ESG 

Reporting and Board Diversity, Green Consumer, Impact of Expense Ratios on Returns, Wealth 

Management Services, Workplace Spirituality for Employee Well-being. You will see in this 

Journal papers on Management domains, such as Marketing, Finance, Human Resource 

Management, Operations and Systems. I express my sincere gratitude to all the researchers 

who have contributed their research papers for this issue of SMR 2025. 

 

I would like to thank all the contributors in making this SMR 2025 issue, the Director 

SIMSREE, Editorial and Advisory members, Chief Editor, Editor, Asst. Editor, Reviewers, 

Chairpersons, faculty members support staff SMR, admin staff of SIMSREE and the student’s 

RECON club of SIMSREE. 

 

Best Wishes 

Dr. Pavan C. Patil 

Asst. Professor, 

Head Research, SIMSREE 

drpavancpatil@gmail.com 

3 rd Floor, SIMSREE, B-Road, Churchgate, 

Mumbai, Maharashtra 400020 

Research Cell:researchcell@simsree.org, 
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A STUDY OF THE BUYING INTENTION OF CONSUMERS TOWARDS 

PRECIOUS JEWELRY: AN EXPLORATION TO UPRAISE THE BUSINESS 

PRACTICES 

 

Ms. Alka Purohit, Research Scholar, Jamnalal Bajaj Institute of Management Studies 

(JBIMS), Mumbai, phd.alkapurohit19@jbims.edu 

Dr. Anil Pande, Associate Professor, Jamnalal Bajaj Institute of Management Studies 

(JBIMS), Mumbai, anilpande@jbims.edu 

 

Abstract: Indian history displays the entwining relationship of the consumers with 

precious jewelry expressing cultural heritage, social & economic security. Indian 

consumers worldwide are integrating jewelry products to the pursuits of daily life, 

impacting their buying preferences. However, with the changing social, technological 

and economic environment, the consumers today are renewed, seek value and demand 

the best from the business enterprises. The study explores the determinants influencing 

the buying intention of consumers in the context of precious jewelry products in India 

with the theoretical framework of the ‘The Theory of Planned behaviour (TPB) utilising 

the Extended theory of planned behaviour (ETPB) to test the Conceptual framework. 

The study also attempts to recommend the best business practices for the benefit of all 

stakeholders by providing ethical, quality precious jewelry to Indian consumers. Data 

was collected through secondary data sources and primary data via a Survey 

questionnaire and Personal interview. Around 78 actual precious jewelry consumers 

responded to the questionnaire. Data analysis was done through Quantitative methods 

via SPSS 29.0, MS Excel and Qualitative methods via NVivo 15. The findings suggest 

that the determinants positively correlate with the consumers’ buying intention towards 

precious jewelry products and that the business enterprises need to adopt Govt.’s 

Quality standards initiatives and increase consumer satisfaction for loyalty and 

retention.  

 

 

Keywords: Extended Theory of Planned Behaviour (ETPB), Buying Intention, 

Precious jewelry, Govt. Quality Standards & initiatives, Consumer satisfaction 

 

1.0 Introduction: 

Jewelry market in India is competitive, diverse, culturally significant, reflecting jewelry 

manufacturing and the consumers taking pride in adorning the ornaments. Precious 

Jewelry is retailed through both organized and unorganized manner within the diverse 

Indian geography, with family jewelers to jewelry brands in big cities, occupying 

showrooms in those same spaces. Main jewelry clusters make around 75-80% of India's 

jewelry. Of these, Mumbai, Chennai, Kolkata and New Delhi dominate with others 

being Rajkot, Surat, Jaipur, Coimbatore, Nellore, Thrissur, Hyderabad etc. Almost all  

mailto:phd.alkapurohit19@jbims.edu
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have the BIS1 centres and most of the Jewelry brands are located within various cities. 

According to report, ‘India Jewelry market analysis & trends report’, (2024), Indian 

jewelry market size is expected to grow at a CAGR of 5.7% from 2024 to 2030 with 

exports expected to reach US$ 100 billion by 2027 adopting Govt. of India initiatives, 

promoting ‘Make in India’ in the international market enhancing the ‘Atma Nirbhar’ 

Bharat vision (Growth of gems and jewellery in India, Infographic, June 1, 2024). 

Gold’s cultural significance in India is deep where both rural and urban consumers 

consider it as a feature of value thereby the consumption reaching 563.4 tons, 

solidifying India's position as the largest consumer of Gold including India 

manufacturing 1 billion pieces of diamonds equivalent to approximately $ 24 billion in 

value. Jewelry is used for various reasons to fulfil consumer needs for both women and 

men, such as for Currency & wealth, Gems & Jewelry, Spiritual, Personal accessories 

and Artistic display. Growing middle class, disposable income and population of High 

Net worth, is witnessing a change in the consumers’ lifestyle. Additionally, Millennials 

and Generation Z2 have made Jewelry as a luxury lifestyle statement commodity (30 

years of Gold Demand Trends, WGC, 2023). Behavioural intention is defined as the 

perception of an individual toward the performance of a particular behaviour (Fishbein 

and Ajzen, 1975). Intention motivates an individual to perform the behaviour of interest 

(Ajzen, 1991, p. 181). The understanding of consumer buying intention, motives and 

value perception in this context is important from a managerial, societal and cultural 

perspective (Sheth et al.,1991).  

1.1 Purpose/ Need of the study: The purpose and need of this study is to explore the 

determinants influencing the buying intention of consumers in the context of precious 

jewelry products in India with the theoretical framework of the ‘Extended The theory of 

Planned behaviour (ETPB). Consumers today co- participate in the knowledge of 

fabrication and selling processes of jewelry. Consumer retention, loyalty and 

competition from global or domestic brands is challenging for the jewelry retailers. 

Therefore, the study explores the aspects of consumer buying intention with findings 

                                                      
1 Bureau of Indian Standards; Bureau of Indian Standards. The mandatory gold purity standards laid out by the Govt. 

of India, www.bis.gov.in 

 Hallmarking is the process of certifying the purity and fineness of gold.   
2 Born roughly between 1981 to 1997, ‘Millennials’ have grown up in a time of rapid change, giving them a set of 

priorities and expectations sharply different from previous generations. Generation Z comprises people born roughly 

between 1997 and 2011. This generation’s identity has been shaped by the digital age, climate anxiety, a shifting 

financial landscape, and COVID-19. Gen Alpha (2012-2024) is totally immersed in digital technology displaying 

varied preferences. 
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providing recommendations on drawing sustainable differentiation, marketing and 

selling strategies, supporting all the stakeholders ensuring mutual goodwill.  

2.0 Literature Review: 

Marketing  in business practices, attempts to influence the way consumers behave and 

have implications for the businesses, consumers and the society they are trying to 

influence (Hawkins I Del & Mothersbaugh L David. 2010, p.3). Business practices are 

implemented, to satisfy their customers' needs, increase sales, maximize profit, and defy 

competition. Indian consumers are discerning about the luxurious feel of precious 

jewelry as much as they consider the precious metals, specially gold, to be sacred and 

revered (Keanne Rebecca, 2018). Relevant factors like, Product design, promotions, 

pricing, individual and social factors, quality assurance and design of jewelry, affect 

present day consumers, and are important factors for all stakeholders (Aanchal 

Amitabh, 2019).  

Buying Intention of consumers is associated with the capabilities of the firms reflective of 

brand image, business activities, service to increase consumer satisfaction and buying 

intention probability for the next product launch (Princes et al. 2022). Exploring the field 

of hand-made precious jewelry, sold in the small towns to metro cities and competition 

from the branded retailers of gold jewelry, there is a need of understanding consumers’ 

perception to further jewelry selling, devising suitable strategies to serve customers in a 

better way (Dr D M Vasan, 2018). Social, demographic factors, differences etc., show 

the importance of consumer perception, by developing appropriate business 

development strategies (Vipin, Batra et.al, 2018). New age customers are staking claims 

on luxury products, brands, and services, in their own way There is now a larger 

consumer-base, which has the money to splurge, but also wants a real value proposition 

(Yeoman and McMahon-Beattie, 2010).  Today’s Indian is a lot more confident and 

since luxury brands surfaced in India, buying experiences have evolved to get closer to 

the global established benchmarks. According to a report by McKinsey, Millennials 

have come of age during a time of technological change, globalization and economic 

disruption resulting in different sets of behaviours influencing impact on the economy 

associated with the ethos surrounding them. (Finneman et al., 2017; Francis & Hoefel, 

2018).This shift brings both challenges and equally attractive opportunities to the 

Jewelry companies and a need to study buying intention of consumers. 
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2.1 Brief Extant Sample on Theory TPB and Research Gaps  

 

Author (s) Title Research 

Methodology 

Variables 

Identified 

Findings Research Gaps 

Shengyu Gu, 

(2019) 

 

 

Using the TPB to 

Explain Customers' 

Online Purchase 

Intention 

 

Quantitative, 

Purposive 

sampling 

Attitude, Online,  

Friends, 

Relatives, 

Perceived 

behavioral control 

Perceived 

behavioral 

control was 

found to be 

stronger than 

other constructs 

Various age group 

and consumer 

characteristics with 

wider demographics 

required 

Andrea D. 

Raygor, (2016) 

 

TPB: 

Understanding 

Consumer 

Intentions to 

Purchase Local 

Food in Iowa 

Quantitative, 

Purposive 

sampling 

 

Attitude: local 

food – health; 

environment; 

community, 

freshness 

Subjective norms 

social friends 

Subjective 

norms are more 

impacting than 

other constructs 

of the theory. 

 

Underrepresented 

groups could provide 

valuable insight to 

the challenges of 

local food systems. 

Sita Mishra, 

Sheetal Jain, 

Mohd. Naveed 

Khan, (2017) 

Understanding 

consumer 

behaviour 

regarding luxury 

fashion goods in 

India based on TPB 

 

Quantitative- 

SEM 

Attitude, 

perceived 

behavioural 

control, family, 

social circle, 

Fashion goods, 

products 

Subjective 

norm- 

important 

determinant of 

the purchase 

intention for 

luxury fashion 

goods. 

 

Inclusion of 

comparatively 

smaller regions. 

Qualitative study 

suggested. 

  

Table 1.0 Brief extant of Literature review, variables, Research gaps on (TPB) 

 

3.0 Theoretical Framework:  

3.1 Theory of Planned behaviour (TPB): 

 

To overcome the limitations of Theory of Reasoned Action (TRA), Ajzen, (1991) 

devised (TPB) stating that human beliefs influence attitudes, shape behavioural 

intentions, (Loureiro & Araújo, 2014) playing a crucial role in providing an in-depth 

understanding of affecting factors when applied to various consumer behaviour studies 

(Ling, 2009; Sanyal et al., 2014; Jain & Khan, 2017). (TPB) highlights three 

independent variables for studying behaviour, intentions, namely: Attitude; Subjective 

norm and Perceived behavioural control (Ajzen, 1991). Thus, with a favourable 

attitude, subjective norm with respect to the behaviour, the perceived behavioral control 

would increase, and stronger would be an individual’s intention to perform a particular 

behaviour (Ajzen, 1991). (Valentim & Vale, 2022). 
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Fig. 1.0 Source: Theory of Planned Behaviour (Ajzen, 1991) 

3.2 Extended Theory of Planned Behaviour (ETPB): 

Theory of Planned Behaviour– can also be applied as an Extended theory of Planned 

behaviour (ETPB). (Ajzen, 1991, Canguende-Valentim et al., (2022). “The theory of 

planned behaviour is, in principle, open to the inclusion of additional predictors if it can 

be shown that they capture a significant proportion of the variance in intention or 

behaviour after the theory’s current variables have been taken into account” (Ajzen, 

1991).  

Previous researchers have opined on this theory, to be useful in the study of consumer 

buying intentions, behaviours, and has provided flexibility to numerous researches in 

different contexts.  

 

3.3 Problem Statement: 

“Despite an existing entwining relationship of precious jewelry with Indian consumers 

via traditional, cultural, emotional  and social aspects, a significant gap exists in 

understanding the determinants influencing the consumer’s buying intention towards 

precious jewelry, leading to a lack of effective business practices that offer ethical, 

Govt. approved, sustainable, quality precious jewelry and creating benefits for all 

stakeholders. " 

 

3.4 Objectives of the study:  

● To explore the determinants, factors affecting consumer’s buying intention for 

precious jewelry. 

● To analyse the constructs and find out if they significantly correlate with the 

buying intention of the consumers within the framework of (TPB). 
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● To provide recommendations to rework on the business practices to suit the 

changing consumers, befitting favourable outcomes. 

 

4.0 Conceptual Framework: 

 

Fig. 2.0 Conceptual framework based on the Extended Theory of Planned behaviour 

(Source: Adapted from Ajzen, 1991) Dependent Variable: BI; Independent Variable: 

ATT, SN, PBC, CUX 

4.1 Operationalization of Constructs and Hypothesis development: 

Attitude (ATT),  is defined as a predisposition to interact in a predictable way with an 

object, person, or situation, formed as the result of evaluation of opinions and 

assessment, revealing psychological assessment (Fazio, 1995, Chen, 2014; Bonne, K.; 

Vermeir, I.; Bergeaud-Blackler, F.; Verbeke, W, 2007; Schiffman, L.G.; Kanuk, 

L.L. Purchasing Behaviour, 2007, Maichum K, 2016) and (Irland, 1993) concluded that 

consumer’s buying intentions and behaviour are dependent upon their attitudes. To 

generate a positive attitude, the consumers must believe that the jewelry product and the 

jewelry enterprise have the features that will satisfy their needs (Keller, 1993). Thus, we 

can arrive at hypothesis that, 

(H1): Attitude has an impact and has a positive effect on the buying intention of 

consumers toward precious jewelry. 
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(H10): Attitude has no impact and does not have a positive effect on the buying 

intention of consumers towards precious jewelry. 

 

Hypothesis 2 

The Normative beliefs may lead to form a Subjective norm (SN) which measures the 

social influences on a person’s behaviour i.e., family, society, friends etc. expectations. 

(SN) can influence one’s decision making, (Hee S, 2000), attitude, intentions and 

behaviour (Ajzen and Fishbein, 1980 ) as a predictor of buying intention among 

consumers (Ramayah et al., 2004; Ling, 2009; Kim & Karpova, 2010; Jain et al., 2017; 

Jain, 2020) for purchasing jewelry apart from other reasons like, cost, purity, design etc. 

(S. Praveen Kumar, 2019). Thus, we can hypothesise as: 

(H2): Subjective Norm has an impact and has a positive relationship on the buying 

intention of consumers toward precious jewelry. 

(H20): Subjective Norm has no impact and does not have a positive relationship on the 

buying intention of consumers towards precious jewelry. 

 

Hypothesis 3 

Perceived Behavioral Control (PBC),“PBC is one’s perception of easiness or 

difficulties in performing certain behaviours and reflects one’s belief on the access of 

resources and facilities” Ajzen (1991); Ajzen and Madden (1986); Lydia and Gunawan 

(2018). Perceived behavioral control is important to consumers. Even with high risk 

perceived, if the brand’s service towards the overall buying procedure is easy and 

provides security, consumers are more likely to conduct positive self-assessment of 

facilitating conditions etc. 

Thus we can hypothesise as: 

(H3): Perceived behavioural control has a positive relationship with buying intention 

towards buying precious jewelry.  

 

(H30): Perceived behavioural control does not have a positive relationship with buying 

intention towards buying precious jewelry. 

 

Hypothesis 4: 

Customer satisfaction is important due to its direct impact on customer retention 

(Hansemark and Albinsson, 2004; Cao et al., 2018; Zhou et al., 2019), level of spending 

(Fornell et al., 2010), and competitiveness of the organization (Suchánek and Králová, 
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2019). Susskind et al. (2003) describes that services rendered for the customer has a 

direct impact on customer satisfaction. Consumers look for complete satisfaction with 

regards to the jewelry store attributes and retail aspects such as ambience and 

salespeople (Joyce & Lambert (1996), seeking satisfaction in terms of the entire 

‘buying experience’ becoming a differentiating factor between different Jewelry 

retailers. Hence this can be hypothesised as: 

H4: Consumer Satisfaction has a positive relationship with buying intention in 

consumers towards precious jewelry 

 

H40: Consumer Satisfaction does not have a positive relationship with buying intention 

of consumers towards precious jewelry. 

 

5.0 Research Methodology and Measurement: 

5.1 Data collection & Sampling 

 

Data were collected by using the questionnaire survey method. According to (Jain, 

Sheetal, 2017), this method has been used successfully adopted in several similar 

empirical studies in the past (Phau and Prendergast, 2000; Park et al., 2007; Gao et al., 

2009; Bian and Forsythe, 2012; Li et al., 2012; Zhan and He, 2012; Zhang and Kim, 

2013). The questionnaire was applied via personal interviews and an online survey. 

Prior to data collection, the items of the questionnaire were discussed with two experts 

in this domain to ensure its face and content validity (Zaichkowsky (1985). Further, the 

questionnaire was submitted to academicians who examined items for 

representativeness, specificity and clarity. A pilot study was conducted with selected 

consumers via the personal interviewing method to identify any difficult to understand 

questions. Accordingly,  the final questionnaire was used for final data collection. The 

purposive sampling method was used to collect data and the sampling unit was the 

consumer of precious jewelry from Navi Mumbai. Around 78 respondents were finally 

selected for the data analysis.   

5.2 Research Instrument development 

The survey questionnaire was divided into various sections, to assess all variables. As 

referred in the extant literature (Christodoulides et al., 2008; Han et al., 2010; Shukla, 

2010, 2011), a qualifying question was asked to the respondents if they used or 

preferred using precious jewelry to ascertain actual users of precious jewelry. Section-1, 
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covered the respondents demography , followed by Section-2, consisting of variables 

pertaining to consumers’ personal preferences towards Jewelry features and factors 

important to them, such as, frequency, purpose, motive, occasions of buying jewelry, 

usage of precious metals, awareness on jewelry enterprises, manufacturing of jewelry 

etc. Section 3, 4 covered the respondents’ choices on Jewelry showroom and buying 

experience features, their preferences on sales staff, ambience etc. Section 5 to 8 

covered the variables based on consumers’ attitudinal beliefs, the impacting subjective 

norms, their behavioural control, buying intention and section 9 covered their beliefs on 

consumer satisfaction towards buying of precious jewelry. A total of five constructs 

were used. The items for each construct in the study were adapted from the established, 

validated relevant studies to measure consumer attitude, subjective norm, perceived 

behavioural control, consumer satisfaction and buying intention. The questionnaire used 

the measurement on a 5-point Likert scale. Respondents were asked to indicate their 

preference on how much they ‘Strongly agree’ or ‘Strongly disagree’ on a particular 

topic where, strongly disagree=1; disagree = 2; neutral = 3; agree = 4; strongly agree = 

5). The items were derived, modified or adapted from prior studies by Ajzen, I. 

(2013).Theory of Planned Behaviour, Questionnaire Measurement Instrument 

Database or the Social Science. Items on Attitude, subjective norms, PBC related to 

precious luxury buying were adopted from (Paul, J. & Modi, A.et.al, 2016) predicting 

luxury consumption using theory of planned behaviour and reasoned action, Chen, A.; 

Peng, N., (2012), Liobikiene ̇, G.; Mandravickaite ̇, J et al, (2016), Biswas, A.; Roy, M  

( 2015); Maichum K (2016). Hence the content validity was established. To control any 

analysis bias, the respondents were assured of anonymity and that there were no wrong 

or right answers and they should answer all the questions reflecting their true feelings.  

5.3 Data Analysis: 

The data analysis was done through both Quantitative and Qualitative methods.  

Quantitative analysis: through MS Excel, JASP, SPSS 29.0; Qualitative analysis done 

through NVivo 15.  

5.3.1 Sample Descriptive Characteristics:  

Table 2.0, Sample demographic statistics display that the Females, (82.05%) of the total 

respondents are buying precious jewelry,  more than males (17.94%) providing a 

contrast with the results of various studies such as those on luxury buying by Lu and 
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Pras (2011) and Ling (2009) where more prevalence of men was observed (Jain, 2017). 

Respondents in the age-group buying precious jewelry, from 25 to 35 years (29.48 %); 

to maximum, 36 to 45 years (33.33%) 46 to 55 years (24.35 %); 56 to 65 years (10.25 

%) additionally, above 65 years (2.56 %). The analysis shows the educational level of 

the respondents to be high with Postgraduates (52.56%); Ph.D. as (29.48%). Most 

respondents are observed to be occupation-wise within service/ salaried (83.33%) with 

a family income between 10 to 25 lakh, (35%); Below 10 Lakh (30.76); from 26 to 40 

lakh being (16.66 %); 41 to 55 Lakh (1.28 %) and Above 55 Lakh being (2.56 %). The 

Table 4.0 shows the respondents’ Personal preferences on the wearing of precious 

jewelry with (69.23%) respondents, (24.3%) for not wearing precious jewelry. 

(82.01%) respondents have visited the precious jewelry store personally for buying 

purposes. Decision making in Indian households is important considering the high 

involvement purchases like precious jewelry. Study shows (35.89 %) self, (20.51 %) 

spouses, (30.76 %) ‘family collectively’ as main decision makers for buying precious 

jewelry. For jewelry store, (53.85%) opted for branded & authorized jewelry stores for 

buying jewelry, (12.82 %) for a personal choice store, ( 33.33 %) for family local 

jewelry store. (94.87 %) respondents chose Gold, as preferred metal. This coincides 

with the extent of literature review, a report in which India’s gold demand in case of 

segments like jewelry accounts for 70 % of the country’s total gold demand followed by 

investment demand (BW Online Bureau, 2025).   

5.3.2 Sample Descriptive Analysis- Demographic (Table 2.0) 

Gender Frequency Percentage (%) Mean Std. 

Deviation 

Female 64 82.05 1.179 0.386 

Male 14 17.94 

Others 00 0.00 

Age groups (Years)   

25 to 35 23 29.48 2.23 1.068 

36 to 45 26 33.33 

46 to 55 19 24.35 

56 to 65 08 10.25 

Above 65 02 2.56   

Education   

Undergraduate 00 00.0 2.46 1.07 

Graduate 12 15.38 

Postgraduate 41 52.56 

Professional 02 2.56 

Ph.D. 23 29.48 

 

Occupation 

2.14 0.47 

Service/ Salaried 65 83.33 
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Business/ Self 

employed 

09 11.53 

Homemaker 02 2.56 

Student 02 2.56 

Annual Family Income (in Lakh)   

Below 10 24 30.76 1.96 0.87 

10  to 25 38 48.71 

25 to 40 13 16. 66 

41 to 55 1 1.28 

Above 55 2 2.56 

Table 3.0 Sample Descriptive Characteristics - Personal preferences & Lifestyle choices N=78 

Wear Precious Jewelry Frequency Percentage (%) Mean Std. Deviation 

Yes 54 69.23 1.37 0.60 

No 19 24.35 

May be 05 6.41 

Visited Precious Jewelry store & Part of Jewelry 

Buying 

  

Yes 64 82.05 1.25 0.59 

No 08 10.25 

May be 06 7.69 

Decision maker towards Precious Jewelry   

You 28 35.89 2.73 1.69 

Spouse 16 20.51 

Mother 7 8.97 

Father 02 3.84 

Family collectively 24 30.76 

 

Type of Precious Jewelry buying store 

1.79 0.91 

Branded authorized from 

known brand store 

42 53.84 

Jewelry from choice 

personal store 

10 12.82 

Jewelry from local/family 

jeweler 

26 33.33 

Precious Metal buying   

Gold 74 94.87 1.06 0.29 

Silver 3 3.84 

Platinum 1 1. 28 

Frequency of Buying precious Jewelry 2.37 0.72 

Yearly 11 14.10  

As per occasion 27 34.61 

As per need 40 51.28 

 

On the other hand, (Ref: Fig, 3.0 - Appendix) for the Purpose of buying precious 

jewelry, (78.8 %) respondents buy for Personal wearing, Financial security(42.5 %), 

Bridal & wedding related, ( 26.3 %), Spiritual & Religious (13.8 %). For the Precious 

jewelry retail showroom features and Product attributes, (Ref. Annexure, Fig 7.0 to 

15.0). Around (51.5%) respondents considered Brand as Very Important to (35%) 

considering it as Important. Around 58 (72.5%) considered precious jewelry Price to be 

Very Important. Resale value as an attribute was Very Important for (69.3%) 
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consumers, (26.2%) as Important. (57.5%) respondents considered Investment in 

precious jewelry to be Very Important (21.2%) as Important & (13.7%) as Neutral. 

Product design & aesthetics was preferred as a Very important attribute for (58.8%) 

respondents, (36.2%) as Important. Manufacturing & Fabrication of precious jewelry 

was preferred to be Very Important for (69.3%) respondents. 71(88.8%) respondents 

considered Govt. prescribed Quality certification and 65 (81.3%) for Transparent 

pricing as a Very important attribute while buying precious jewelry. Simple & honest 

explanation of precious jewelry was preferred by (70%) respondents as a Very 

important factor affecting their buying decision. (Ref. Appendix Fig.7.0 ).   

 

5.3.3 Measurement Model: 

 

Validity is a measure stating the accuracy of research. Construct validity refers to the 

extent a test measures what it is proposed to measure; assessed by exploring the 

instrument's correlation with other variables to be theoretically associated, with the 

constructs to be measured. (Campbell & Fiske, 1959; Straus et al., 1996; Hair et al., 

2010). The loadings of all items in the model have a value greater than the minimum 

desirable value of 0.70 (Hair et al., 2018; Vinzi et al., 2010). Hence no items were 

removed in the study for further analysis. Reliability was assessed using Cronbach’s 

alpha and composite reliability; statistics for both were greater than the recommended 

value of 0.70 (Hair et al., 2018). Cronbach's alpha values for all the variables are above 

0.920 which shows that the instrument used for the present study was very good and 

reliable for the data collection of the variables (Nunally, 1978). Convergent validity was 

also acceptable because the AVE was higher than 0.50 (Hair et al., 2018; Straub & 

Gefen, 2004; Fornell & Larcker, 1981) which are more than the inter-correlation 

coefficients. Discriminant validity was assessed and validated by comparing the 

correlations among the latent variables with the square root of correlations (Fornell and 

Larcker (1981). All the Factor loadings are above 0.7. (Henseler et al. (2015) proposed 

new approach for assessing discriminant validity using Heterotrait-monotrait (HTMT) 

ratio of correlations, because Fornell and Larcker (1981) criterion may not reliably 

detect the adequate discriminant validity in many research situations. According to 

HTMT ratio criterion, the HTMT ratio value is less than the cut-off 0.85 value 

(Pattuswamy, Jacob (2011). In the current study, discriminant validity is adequately, 

statistically satisfied using both approaches (Refer to Table 4.0). Therefore, we confirm 
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that the measurement model has a high degree of construct reliability and validity and 

the model fit is established. (Ref. Model plot- Fig.3.0) 

 

Construct Items 

 

Cronbach 

Alpha α 

Factor 

Loadings 

 

 

 

Eigen 

values CR AVE 

Discrimina

nt Validity 

HTMT 

ratio 

ATT 

 

ATT1 

ATT2 

ATT3 

ATT4 

.929 

.928 

.928 

.932 

0.732 

0.831 

0.847 

0.719 

61.508 

17.552 

10.974 

9.966 0.615 0.559 0.824 0.780 

SN 

 

SN1 

SN2 

SN3 

.931 

.929 

.928 

0.865 

0.812 

0.847 

70.852 

16.600 

12.548 0.708 0.676 0.485 0.57 

PBC 

 

PBC1 

PBC2 

PBC3 

.930 

.930 

.928 

0.885 

0.95 

0.875 

81.741 

13.162 

5.097 0.817 0.900 0.521 0.567 

CUX CUX1 

CUX2 

CUX3 

CUX4 

CUX5 

CUX6 

.930 

.929 

.928 

.930 

.929 

.929 

0.921 

0.678 

0.827 

0.798 

0.781 

0.839 

5.925 

4.948 

3.547 

2.848 

2.220 

1.350 

 

 

 

 

 

0.657 
0.661 0.880 0.760 

BUIN 

 

BUIN1 

BUIN2 

BUIN3 

.931 

.928 

.928 

0.866 

0.668 

0.926 

60.06 

11.31 

7.783 0.820 0.750 0.80 0.80 

              Ref Values: AVE >0.5, CR>0.7, Discriminant Validity>Sq. of correlation 

                              (Table 4.0 Construct Reliability and Validity Analysis) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  14 

Fig. 3.0 Represented Model Plot 

 

5.3.4 Hypothesis & Measurement Model Testing 

a. Reporting Pearson’s Correlation: (Table 5.0) 

 

 

 

 

 

 

 

 

 

Table 6.0 Pearson’s  Correlation Table 

 

Table 5.0 Pearson’s Correlations ( p < .001) 

 

5.3.4 Hypothesis & Measurement Model Testing 

a. Reporting Pearson’s Correlation:  

The results were positive on the respective common acceptance levels. Hence, the 

measurement model was found suitable for the data. Table 5.0 shows the inter-

correlations among measurement variables in the research model. All correlations were 

significant (p < 0.001). Pearson correlation coefficient of consumer Attitude with 

Buying intention towards Table 5.0 shows that the inter-correlations among 

measurement variables in the research model. All correlations were significant (p < 

0.001). Pearson corelation coefficient of consumer Attitude (ATT) towards precious 

jewelry was found to be statistically moderately positively significant (r =.496, p < 
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.001). Hence, H1 was stated to be supported. This shows that Consumers attitude 

towards buying precious jewelry is positively co related. Pearson correlation coefficient 

of (SN), with Buying intention towards precious jewelry was found to be statistically 

highly positively significant (r =.559, p < .001). Hence, H2 was stated to be 

supported. This shows that subjective norms, the influence of family, friends towards 

buying precious jewelry is positively correlated with consumer’s buying intention. The 

Pearson correlation of consumer’s Perceived Behavioural control was statistically 

strongly positively significant (r =.547, p < .001). Hence, H3 was stated to be 

supported. This shows that the consumer’s perceived behavioural control on buying 

intention of precious jewelry is strongly positively correlated. The Pearson correlation 

of Consumer Satisfaction was shown to be statistically highly positively correlated (r = 

.776, p <.001). Hence, H4 was supported. The Consumers Satisfaction towards their 

buying intention of precious jewelry is positively correlated. 

b. Reporting Multiple Regression Analysis after Data modelling 

In order to test the model, further, a multiple regression was conducted with constructs, 

Attitude (ATT), (SN), (PBC) and (CUX) as independent variables and (BUIN) as 

dependent variables. The dependent variable BUIN was regressed on predicting 

variable ATT to test the hypothesis H1.We see that ATT significantly predicted BUIN. 

F (3,74) = 6.668, p < 0.001, (B = .634, p<.001; R2 = .268) depicts that the model 

explains 26.8% of the variance in BUIN. As indicated, ANOVA test results show that p 

value is less than  0.005, hence we can say that there is significant relationship between 

ATT and BUIN. Table 7.0 shows the summary of the findings. Thus, H1 was 

accepted. 

 

Hypothesis 

 

Regression 

Weights 

 

Beta 

Coefficient B 

 

R2 

 

F 

 

t-value 

 

p-value 

 

Hypotheses 

Supported 

H1 ATT → BUIN 0.751 0.268 6.668 1.60 0.000 Yes 

H2 SN → BUIN 0.175 0.215 6.752 1.549 <0.001 Yes 

H3 PBC → BUIN 0.171 0.191 5.825 0.851 <0.001 Yes 

H4 CUX → BUIN 0.189 0.383 7.343 0.902 <.0001 Yes 
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*p < 0.05. ATT: Attitude, PBC: Perceived behavioural control, CUX: Customer 

Satisfaction 

BUIN: Buying Intention 

Table 7.0 Multiple Regression Analysis after Data modelling 

Next, the dependent variable BUIN was regressed on predicting variables SN to test the 

hypothesis H2. We see that SN positively predicted BUIN. F (3,74) = 6.752, p < 0.001, 

B = .171, p<.001;  R2 = .215) depicts that the model explains 21.5% of the variance in 

BUIN with p value  < .001 which is less than  0.005, hence we can say that there is 

significant relationship between independent variable SN and dependent variable 

BUIN. Thus H2 was accepted. On regressing BUIN on PBC to test Hypothesis H3, it 

was observed that  F (3, 74) =5.825, p < 0.001, B=0.171, p < 0.001; R2 = 0.191) which 

is less than 0.005, indicating that there is significant relationship between independent 

variable PBC and dependent variable BUIN and the model explains 19.1 % of the 

variance in BUIN. Hence H3 was accepted. Next, the dependent variable BUIN was 

regressed on predicting independent variable CUX to test the hypothesis H4. We see 

that CUX significantly predicted BUIN. F (6,71) = 7.343, p < 0.001, B = .189, p<.001; 

R2 = .383) depicting that the model explains 38.3% of the variance in BUIN, indicating 

positive significance of CUX on BUIN. As indicated, ANOVA results show that p 

value is < .001 which is less than  0.005, stating there is significant relationship between 

independent variable CUX and dependent variable BUIN. Thus, H4 was supported. 

5.3.5 Qualitative Analysis: 

Personal interviews were conducted for Qualitative analysis to draw out the inner 

feelings, motivations of the respondents. According to (2002) and Morgan (1997) 

Krueger (2000); it is enough to include 2-5 people for Personal interviews. The 

spontaneous responses are expected to reflect genuine opinions, feelings, ideas and can 

provide fairly dependable data (Sekaran, pp 220-221). The demography of participants 

was heterogeneous, Service and Business. The consumers  spoke of jewelry choices 

expressing about the traditional, cultural and social aspects of buying precious jewelry. 

The codes and themes emerging from the interview analysis were- ‘Jewelry choices, 

feelings, traditional, cultural, ceremonies, festivals, gold, designs and fabrication, 

consumer safety, investment’ etc. Two Personal Interviews were taken. The data was 
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analysed on NVivo 15 via recorded transcripts. Qualitative Analysis was done through 

NVivo 15.  

Personal Interview: Consumer 1: Service, Age- 46 years - Female 

 

“Precious Jewelry is special to wear. Culturally as Indians we have correct choices and 

trust on our buying jewelry items. Main occasions I wear precious jewelry are festivals, 

Diwali, Wedding in the family or ceremonies, especially birthday and wedding 

anniversary. Branded jewelry making is higher but designs are nice.”

      

   

Fig. 6.0 Qualitative Analysis Emerging Codes & Word-cloud – Qualitative analysis 

 

Personal Interview: Consumer 2: Business, Age- 37 years - Female 

“Traditionally, we were made to wear precious jewelry from childhood. I prefer gold 

jewelry and buy from known brands. Each year on Diwali, we buy gold since it is 

auspicious. I prefer unique traditional designs. Quality and service for the consumers is 

important. I once had to get my jewelry serviced, but the jeweler did not offer many 

possibilities on repair.” Thus, consumer buying intention towards buying precious 
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jewelry was depicted as positive and that coincides and supports the quantitative 

analysis.  

6.0 Result Analysis & Discussion 

This study investigated the consumer buying intention towards precious jewelry with a 

theoretical backdrop of the extended TPB model, in the context of Indian consumers 

with customer satisfaction added as an extended antecedent of attitude, subjective norm 

and perceived behavioural control. The study tested the constructs both quantitatively 

and qualitatively. The model analysis result suggested that consumers’ buying intention 

can be predicted by attitude, subjective norm; perceived behavioural control, customer 

satisfaction. The attitude towards buying precious jewelry was found to be positively 

and significantly related to the buying intention. This finding is also consistent with the 

results assessed on similar relationships in the study done by Chan and Lau (2002) and 

Ramayah et al.(2012). The empirical finding reported that subjective norms and 

perceived behavioural control have positive and high correlation on purchase intention 

for precious jewelry when compared to attitude and consumer satisfaction of the TPB 

model. The result indicates the social nature of India, where the friends/family 

members’ influence is high specially for high involvement buying. The study serves as 

a reference to investigate the validity of the ETPB model for study in other settings and 

with a larger sample size in the Indian context. The study also observes consumer 

satisfaction consisting of the entire buying experience of precious jewelry to retain 

consumers to suit Millennials and younger Indian consumers accepting of precious 

jewelry, with different designs floated by the domestic brands since they are already 

exposed to the global brands operating in India. The study results are a step towards the 

support of Govt. Of India’s ‘Brand India & Make in India’. At this juncture, it is of 

immense importance for Jewelry businesses to include jewelry services and regular 

study of consumer buying intentions, behaviour while formulating their business 

strategy.  

6.0 Managerial Implications & Conclusion 

These findings can help the policy makers, business enterprises to formulate their 

practices and the further course of actions with a responsibility towards sustainability. 

The respondents exhibit a positive buying intention towards buying precious jewelry 

and that the marketers can further sensitize the consumers towards adopting new 
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business strategies targeting the upcoming earning consumers. They can work on a 

market-wide range of options to implement new light weight jewelry with less making 

charges, better service options creating competitive advantage. Adding ethical sourcing 

technologies entail a platform for business enterprises to be tech-oriented, sustainable 

and engage consumers in the process. We arrive at the conclusion that the Consumer 

buying intention towards precious  jewelry is positive. Further research study can be 

done with a larger sample size in different cultural settings. 

7.0 Limitations & Future scope of research 

The study was conducted under the limited geographical setting of Navi Mumbai. 

In India, jewelry businesses are witnessing fast growth and an increased demand for 

luxury goods. Therefore, future study could be conducted with reference to other cities 

to obtain a larger perspective of buyers’ intention for precious jewelry across the 

country. The further study can undertake other relevant constructs and demographic 

factors for future investigation. 
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Appendix: 

Respondents’ Awareness and the Choices on Indian Precious Jewelry Brands 

(Fig.3.0) 

 

  (85%) respondents preferred Tanishq by TATA,  

followed by Kalyan Jewelers  (61.3 %) and (TBZ) at  ( 

43.8 %), Waman Hari Pethe ( 41.3 %), Malabar Gold & 

Diamonds (36.3 %) , Caratlane by TATA ( 35 %), Mia 

by Tanishq  (33.8) Joy Alukkas Jewelers,  (31.3 %) to 

name a few. (The latter both brands of TATA are mostly 

selling light weight jewelry to suit working women and 

younger consumers opting styles to suit Millennials.  

This analysis coincides with the literature review in 

section 2.0). 
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Respondents’ preference on the purpose of buying precious jewelry (Fig. 4.0) 

 

Respondents’ preference on Product design & Showroom Features: 

 

Brand (Fig. 7.0)                  Price (Fig. 8.0) 

                                     

Resale value (Fig. 9.0)    Investment Value (Fig. 10.0) 

                                         

Product design & Aesthetics (Fig. 11.0)       Govt. prescribed Quality certification     

                                                                                  (Fig. 12.0) 

                                           

 

For, Purpose of buying precious jewelry, 

respondents buy for Personal wearing (78.8 

%), Financial security (42.5 %). Bridal & 

wedding related, ( 26.3 %), Spiritual & 

Religious (13.8 %); Decoration (8.8%), 

Generally personal (2.5%) 
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Transparent Pricing (Fig. 13.0)               Simple & Honest explanation of Jewelry 

                                     

Simple transaction procedure                        Sales staff knowledge & Courtesy 

(Fig.14.0)          (Fig 15.0) 
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Abstract: Introduction - Human Resource Management (HRM) has evolved 

significantly, incorporating innovative strategies to enhance employee wellbeing and 

organizational commitment. Workplace spirituality emphasizes meaning, purpose, and 

interconnectedness, contributing to employee well-being and organizational success. 

This study explores the integration of modern HRM practices with workplace 

spirituality to enhance workforce satisfaction and performance. Need of the Study -

This research intends to determine how current HRM strategies such as data-driven 

decision-making, diversity and inclusion, remote work policies, and employee well-

being programs can be augmented through the inclusion of spiritual values like 

meaningful work, sense of community, alignment with organizational values. 

Objectives of the Study is to explore the contribution of workplace spirituality 

towards contemporary HRM practices, To conceptualise the role of workplace 

spirituality dimensions in influencing employee wellbeing, To propose a model for 

integrating workplace spirituality into HRM, To critically review the challenges do 

organizations face in aligning HRM practices with workplace spirituality principles. 

Methodology - This study follows a theoretical, and analytical research design. It 

synthesizes existing literature, theories, and conceptual models to explore the 

integration of modern HRM approaches with workplace spirituality. In the literature 

Review – Analysis of scholarly articles, books, and reports on HRM and workplace 

spirituality is done. And in theoretical Frameworks – Evaluation of established HRM 

models and workplace spirituality frameworks have been done. Result- Evidence 

suggests that organizations integrating workplace spirituality in HRM experience 

increased employee involvement, reduced turnover, and a more positive workplace 

culture. Meaningful work, sense of community, alignment with organizational values 

help boost productivity and organizational commitment. 

 

Keywords: Human Resource Management (HRM), Workplace Spirituality, Employee 

Well-being, Organizational Success. 

 

1. Introduction 

In today’s fast-paced world of organizational management, there’s a growing 

understanding that employee well-being goes beyond just the usual factors like pay and 

working conditions. It also hinges on deeper, more intangible aspects such as a sense of 

purpose, belonging, and alignment with personal values(Ahmed et al., 2022). 

Nowadays, HRM practices are all about not just managing talent but also creating 

supportive, inclusive, and ethically sound workplaces that recognize the full spectrum 

of employee needs (Fry & Cohen, 2009). At the same time, the idea of Workplace 

mailto:gulatiyanshika09@gmail.com
mailto:devesh.shrma@gmail.com
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Spirituality (WPS) has emerged as a significant topic in organizational research, 

addressing the shortcomings of traditional management approaches that often overlook 

the inner lives of employees (Fourie, 2014). Employee well-being (EWB) has become a 

key focus in the fields of organizational behavior and human resource development. It’s 

a complex concept that encompasses various aspects of health and satisfaction, 

including physical, emotional, psychological, and even spiritual dimensions (Kowalski 

& Loretto, 2017). While HRM practices such as employee engagement, learning and 

development, ethical leadership, and work-life balance are known to impact well-being, 

weaving spiritual values into these practices could yield deeper and more lasting 

benefits (Makkaoui et al., 2024). Organizations are adopting new HRM practices to 

enhance employee engagement, productivity, and well-being. With these changes, 

workplace spirituality has emerged as a central driver of a positive work environment 

(Gustari & Widodo, 2024).  

 

2. Review of Literature 

2.1 Modern HRM and Employee Well-being 

The landscape of Human Resource Management (HRM) has evolved significantly, 

moving away from a rigid, control-focused model to one that prioritizes development 

and transformation. This shift highlights the crucial role employees play as key drivers 

of organizational success (Maidl et al., 2022).Today’s HRM practices encompass a 

range of initiatives, including training and development, flexible work options, 

employee engagement, performance-based incentives, wellness programs, and efforts to 

promote work-life balance (Wolf & Feldbauer-Durstmüller, 2023). Additionally, 

research by Kooij et al. (2010) indicates that HRM policies focused on development can 

significantly increase employee motivation and sense of purpose, which are vital 

aspects of well-being. However, these advantages can be limited if HRM is viewed as 

purely mechanical or overly focused on performance, highlighting the need for a more 

values-driven or human-centered approach (Best et al., 2024). 

2.2 Workplace Spirituality and Employee Well-being 

Workplace Spirituality (WPS) is all about finding meaning in our work, fostering a 

sense of community, and aligning with the values of our organizations. It turns out that 

this approach can really boost employee well-being (Yadav et al., 2022). In a similar 

vein, Mittal et al. (2023) discovered that WPS enhances job satisfaction for higher 

education teachers in India, with occupational stress influencing this relationship. 

Workplace Spirituality (WPS) is all about recognizing and weaving spiritual values—
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like purpose, connection, integrity, and transcendence—into the fabric of organizational 

life (Ashmos & Duchon, 2000). Research conducted by Milliman et al. (2003) reveals 

that workplace spirituality has a positive impact on employees' feelings of belonging, 

purpose, and intrinsic motivation, all of which play a significant role in enhancing 

emotional and psychological well-being. When employees find spiritual fulfillment in 

their work, they tend to be more resilient to stress, more engaged in their tasks, and 

enjoy greater life satisfaction (Karakas, 2010).  

2.3 Integration of WPS into HRM practices  

 Ding (2024) looked into how WPS enhances employees' innovative performance, 

highlighting factors like thriving at work and role breadth self-efficacy as key 

mediators. On top of that, Salem et al. (2023) discovered that WPS has a positive 

impact on employee engagement and innovative work behavior, with individual 

spirituality playing a moderating role in these effects (Johari et al., 2023).Such 

integration is especially relevant in higher educational institutions, where faculty and 

staff are often driven by purpose, service, and intellectual fulfillment (Maidl et al., 

2022).A spiritually enriched HRM approach can lead to increased organizational 

commitment, reduced burnout, and a more engaged academic workforce (Wnuk, 2024). 

Table – 1 Key studies related to the workplace spirituality, Employee wellbeing 

and Organisational Commitment 

Author(s) 

 

Year 
 

Key Focus 
 

Findings/Contributions Relevance to 

Study 

Bai, 

Vahedian, 

Ghahreman, 

& Piri 

2023 Spiritual 

intelligence 

and job 

satisfaction 

among female 

employees 

Integrating spiritual 

intelligence and ethical 

considerations within 

organizational practices 

enhances job 

satisfaction. 

Highlights the 

importance of 

spiritual 

intelligence 

and ethical 

environments 

in improving 

employee 

well-being. 
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Kim & Song 

 

2024 

 

Effects of 

workplace 

spirituality on 

innovative 

work behavior 

 

Workplace spirituality 

positively affects 

innovative work 

behavior by reducing 

organizational silence; 

friendship networks 

further enhance this 

effect. 

Supports the 

role of 

workplace 

spirituality in 

fostering 

innovation 

and the 

importance of 

social 

networks. 

Tigedi, Van 

der Walt, & 

Nyetanyane 

 

2024 Workplace 

spirituality and 

its relevance to 

workplace 

flourishing 

Individual spirituality 

impacts emotional well-

being; organizational 

and work unit 

spirituality influence 

individual spirituality. 

Suggests that 

workplace 

spirituality at 

various levels 

contributes to 

employee 

well-being 

and overall 

flourishing. 

 

Salem, 

Ishaq, 

Yaqoob, 

Raza, & Zia 

 

2023 
 

Workplace 

spirituality’s 

effect on 

employee 

engagement, 

innovative 

work behavior, 

and well-being 

Workplace spirituality 

has a positive impact on 

innovative work 

behavior and well-being 

of employees; employee 

engagement mediates 

this relationship. 

Demonstrates 

the 

significance of 

workplace 

spirituality in 

enhancing 

engagement, 

innovation, 

and well-

being. 

 2024 
 

Enhancing 

workplace 

spirituality for 

higher 

Integrating spiritual 

values into HR practices 

fosters a sense of 

community, personal 

Highlights the 

role of HR 

practices in 

promoting 
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education 

academicians 

through HR 

practices 

growth, and well-being 

among faculty and staff. 

workplace 

spirituality 

and its 

benefits in 

academic 

settings. 

Ulrich 

 

1997 
 

Strategic role 

of HRM 

HRM as a strategic 

partner in achieving 

organizational success. 

 

Highlights the 

importance of 

modern HRM 

practices. 

Pawar 

 

2009 
 

Workplace 

spirituality and 

employee 

engagement 

Spiritual values enhance 

employee engagement 

and organizational 

commitment. 

Supports the 

integration of 

spirituality 

into HRM. 

Saks 

 

2006 
 

Employee 

well-being and 

organizational 

success 

 

Employee well-being is 

a critical driver of 

organizational success. 

Links 

workplace 

spirituality to 

employee 

well-being. 

Milliman et 

al. 

 

2003 
 

Workplace 

spirituality and 

organizational 

performance 

Workplace spirituality 

positively impacts 

organizational 

performance and 

employee outcomes. 

Reinforces the 

importance of 

integrating 

spirituality 

into HRM. 

 

3. Theoretical Underpinnings 

3.1 Social Exchange Theory (SET) (Blau 1964) 

SET sheds light on the relationship between employees and employers as a mutual 

exchange. When employees feel positive by their organization, their behaviors and 

attitudes also change significantly (Hwa Yen et al., 2014). Human Resource 

Management (HRM) practices that are fair and supportive help build a sense of 

obligation and loyalty among employees (Sheikh & Aghaz, 2019). Workplace 

spirituality (WPS) plays a role by nurturing trust, respect, and a sense of spiritual 

reciprocity, all of which contribute to employee well-being (Singh & Kaur, 2018). 
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Social Exchange Theory suggests that relationships—whether they’re personal or in a 

workplace setting—are built and maintained through a give-and-take process (Baykal, 

2024). Modern HR practices, like fair pay, opportunities for growth, recognition 

programs, and initiatives that promote work-life balance, are viewed by employees as 

signs of organizational support (Gustari & Widodo, 2024). When these practices are 

seen as genuine and consistent, employees are more likely to respond with increased 

loyalty, engage in organizational citizenship behaviors, and show higher levels of 

engagement. 

3.2 Spiritual Leadership Theory (Fry (2003) 

This theory suggests that leadership rooted in vision, hope, faith, and altruistic love 

fosters a sense of spiritual well-being among followers (Matherly et al., 2007). Spiritual 

Leadership Theory suggests that when leadership is rooted in vision, hope or faith, and 

altruistic love, it can deeply inspire individuals (Mcghee & Grant, 2017). This approach 

not only nurtures spiritual well-being but also boosts organizational performance 

(Krishnakumar et al., 2015) The aim is to create a work environment where people feel 

a true sense of purpose and belonging (Nguyen et al., 2018) Spiritual leadership 

nurtures a culture rooted in values, closely mirroring contemporary HRM principles 

such as transformational leadership, employee empowerment, and ethical HR practices 

(Fry, 2003) Leaders who embrace spiritual values create a workplace atmosphere that 

promotes authenticity, compassion, and a spirit of service.  

Core Constructs: 

• Vision: It provides a clear sense of purpose and direction (Naidoo, 2014). 

• Hope/Faith: It’s about believing in the organization’s vision and having faith 

that it can come to life (Chang & Arisanti, 2022). 

• Altruistic Love: This involves showing unconditional care, concern, and 

appreciation for others (Samul, 2020). 

4. Research Gaps 

1. Lack of Integration: Most previous studies focus on just two-way relationships—for 

instance, the connection between HRM and employee well-being (Guest, 2017), or the 

link between workplace spirituality and well-being (Milliman et al., 2018)—but they 

often overlook the powerful synergy that can arise from blending HRM and spirituality 

for a more holistic approach to employee development. 

2. Sparse Empirical Evidence: As much as there is a growing body of theoretical 

research on workplace spirituality, minimal empirical research exists to substantiate the 
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efficacy of including spirituality in HRM practices. This limits the applied value of the 

study (Milliman et al., 2003; Duchon & Plowman, 2005). 

3. Western Context Focus: Most of the research on workplace spirituality and HRM 

occurs in Western settings, with this element not being considered to a significant 

extent in the manner that these concepts persist in other than Western, or culturally 

different, settings (Fry & Slocum, 2008; Saks, 2006). 

 

5. Objectives of the Study 

1. To explore the contribution of workplace spirituality towards contemporary 

HRM practices 

2. To conceptualise the role of workplace spirituality dimensions in influencing  

employee wellbeing. 

3. To propose a model for integrating workplace spirituality into HRM. 

4. To critically review the challenges do organizations face in aligning HRM 

practices with workplace spirituality principles. 

6. Integrating Workplace Spirituality into Modern HRM Strategies 

6.1 Workplace Spirituality and HRM 

Workplace spirituality entails creating a feeling of purpose, meaning, and 

interconnectedness among workers (Dik et al., 2024). It goes beyond conventional 

HRM practices by focusing on values like mindfulness, ethical leadership, and 

compassion (Fourie, 2014). 

6.2 Workplace Spirituality and Employee Performance  

Employee engagement is a key driver of organizational performance. Workplace 

spirituality relates with higher engagement by giving employees a sense of meaning and 

direction and alignment with organizational objective (Schutte, 2016).  

6.3 Spirituality and Data-Driven Decision-Making 

Workplace spirituality and evidence-based decision-making can coexist if the 

utilization of data is aligned with ethical leadership and goal-based purposes (Rathee & 

Rajain, 2020).  

6.4 Spiritual Values and Diversity and Inclusion 

Spiritual values like valuing individual differences and interconnectedness can be 

utilized to enhance diversity and inclusion programs (Krishnani, 2023).  
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6.5  Workplace Spirituality and Remote Work Policies and Mindfulness 

Mindfulness training is able to complement remote working policies by way of 

decreasing employee stress and increasing work-life balance (Ali et al., 2023).  

6.6 Workplace Spirituality and Employee Well-being Programs and Ethical 

Leadership 

Employee well-being programs rely on ethical leadership. Organizations like Patagonia 

emphasize ethical leadership and purpose, which makes employees more motivated and 

loyal (Jain et al., 2009). 

6.7 Spiritual Values and Remote Work Policies  

Remote work policies are now a necessity in the contemporary workplace, as they 

provide flexibility and work-life balance (Akanni et al., 2020). The promotion of 

mindfulness practices assists in the stress and focus management among remote 

workers, improving productivity and well-being (Dane & Brummel, 2013). By showing 

empathy and ethical conduct within virtual communication, leaders can develop trust 

and affinity, making the remote workers value and feel cared for (Fry & Cohen, 2009).  

6.8 Spiritual Values and Employee Well-being Programs 

Employee well-being programs center on physical wellness, mental well-being, and 

work-life integration (Aboobaker, 2022). Most effective leaders prioritize ethicality and 

compassion to build a well-being-friendly setting that encourages people to be better, 

engenders trust and allegiance (Samul, 2020). Aligning well-being initiatives with the 

organization's purpose helps employees find meaning and fulfillment in their work, 

enhancing job satisfaction and retention (Jain et al., 2009). 

 

7. The role of workplace spirituality dimensions in influencing employee wellbeing 

The dimensions of workplace spirituality—meaningful work, sense of community, and 

alignment with organizational values—play a significant role in shaping and enhancing 

employee well-being.  

• Meaningful Work 

Meaningful work refers to the perception that one’s job has purpose and 

contributes to a greater good. This dimension significantly impacts 

psychological well-being by fostering a sense of purpose and fulfillment (Steger 

et al., 2012).  

• Sense of Community 
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The sense of community dimension emphasizes connectedness, belonging, and 

supportive interpersonal relationships within the workplace. When employees 

feel valued and connected to their colleagues, they experience greater emotional 

and social well-being (Milliman et al., 2003).  

• Alignment with Organizational Values 

This dimension means aligning the individual’s personal values and the values 

promoted by the organization. When employees perceive this alignment they 

feel motivated, which positively influences job satisfaction and emotional well-

being (Giacalone & Jurkiewicz, 2003).  

8. Conceptual Framework Model: 

1. Modern HRM Practices (Independent Variable) 

These are the core practices of modern HRM, including data-driven decision-making, 

diversity and inclusion, remote work strategy, and employee well-being programs 

(Bagis et al., 2024). They are the starting point for the framework. These practices play 

a crucial role in shaping both Workplace Spirituality (WPS) and Employee Well-being 

(EWB) (Chirico et al., 2023). 

 

2. Workplace Spirituality Integration (Mediating Variable) 

Workplace spirituality is a mediator that strengthens modern HRM practices 

(Aboobaker, 2022) It includes elements such as - Meaningful work, Sense of 

Community, Alignment with Organisational Goals and Compassion (de Wet et al., 

2024).  

 

3. Employee Well-being (Dependent Variable) 

When workplace spirituality is incorporated into HRM practices, employee well-being 

is enhanced (Hilton et al., 2024) This includes enhanced job satisfaction, higher 

involvement, turnover reduction, and enhanced work-life balance (Jain et al., 2009)This 

covers -Spiritual Wellbeing, Physical Wellbeing, Financial Wellbeing, Emotional 

Wellbeing. EWB is the primary outcome we aim to achieve (Yadav et al., 2022). 
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Figure1: Proposed Conceptual Framework 
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9. Challenges in aligning HRM practices with workplace spirituality principles 

1. Cultural and Religious Diversity 

Workplace spirituality can be particularly challenging in diverse organizational settings 

where employees come from varied religious, spiritual, or secular backgrounds. 

Promoting spirituality in the workplace must be done cautiously to avoid favoring one 

belief system over another, which could lead to perceptions of exclusion or bias 

(Giacalone & Jurkiewicz, 2003).  

 

2. Resistance to Change 

Organizations traditionally focused on metrics such as productivity, efficiency, and 

profitability may find it difficult to adopt principles that prioritize personal growth, 

purpose, and fulfillment. Introducing spiritual values may encounter resistance from 

both managers and employees who are accustomed to conventional HRM practices 

(Milliman, Czaplewski, & Ferguson, 2003).  
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3. Balancing Professionalism and Personal Beliefs 

Encouraging spiritual expression in the workplace can sometimes blur the line between 

personal beliefs and professional behavior. Employees may feel uncomfortable 

discussing spiritual topics in a professional setting, especially if they fear judgment or 

misunderstanding (Fry, 2003).  

4. HR Policy Integration 

Integrating spirituality into existing HR functions such as recruitment, training, 

performance management, and reward systems is complex. Without a strategic 

approach, spirituality may be treated as a peripheral or symbolic gesture rather than a 

core organizational value (Benefiel, Fry, & Geigle, 2014).  

5. Leadership Alignment 

Finally, the success of spirituality-based HR practices heavily depends on leadership. If 

organizational leaders do not embody or genuinely support these values, efforts may 

appear insincere or fail to influence workplace culture (Fry & Nisiewicz, 2013).  

 

10. Methodology 

In this study, we take a conceptual research approach that focuses on weaving together 

existing theoretical and empirical literature to create a fresh framework linking Modern 

Human Resource Management (HRM) practices, Workplace Spirituality and Employee 

Well-being (Howard, 2013). Instead of gathering new data, this paper builds a model by 

carefully analyzing, synthesizing, and expanding on previous research and theories. 

This is a theory-building, conceptual paper that embraces a qualitative and inductive 

method (Mabaso & Dlamini, 2018).The goal is to propose a conceptual model by 

pinpointing gaps in the literature and presenting a framework that clarifies the potential 

connections among the key variables: HRM, WPS, and EWB. “Conceptual research 

does not rely on experiments or surveys, but on logical reasoning, integration of 

existing theories, and interpretation of prior studies” (Brunetto et al., 2012).  

Methodological Approach 

The approach consists of several steps: 

• Extensive Literature Review: We reviewed peer-reviewed journal articles, 

books, and working papers from databases like Scopus, Web of Science, 

JSTOR, and Google Scholar(Almutairi, 2020).  

• Theoretical Grounding: The framework is anchored in Social Exchange Theory 

(Blau, 1964) and Spiritual Leadership Theory (Fry, 2003) to support the 

relationships among the variables. 
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• Conceptual Synthesis: We synthesized ideas from various fields—HRM, 

organizational behavior, psychology, and spiritual leadership—to create an 

integrated model (de Wet et al., 2024). 

• Analytical Reasoning: The connections among constructs were logically derived 

from empirical evidence and theoretical propositions found in existing research 

(Danna & Griffin, 1999). 

 Inclusion Criteria 

Timeframe: We focused on literature published between 2010 and 2024, emphasizing 

recent works (2015–2024) to maintain relevance. 

Type: We included conceptual and empirical peer-reviewed articles, review papers, and 

theoretical models related to HRM, workplace spirituality, and employee well-being. 

Context: We focused on literature from organizational and educational settings, 

especially in developing or culturally diverse places like India. 

 

11. Discussion and Implications 

Theoretical Implications 

By integrating Social Exchange Theory (SET) with Spiritual Leadership Theory, the 

model creates a bridge between motivational and ethical-spiritual viewpoints, providing 

a rich, multi-theoretical approach to understanding employee well-being. 

Practical Implications 

By prioritizing employees’ inner fulfillment and sense of community, institutions can 

combat burnout, nurture loyalty, and enhance long-term retention—an essential factor 

in the competitive  landscape.  

Policy Implications 

Policymakers and governing bodies in higher education should: 

• Acknowledge the crucial role of employee well-being as a key driver of 

institutional performance. 

• Encourage higher education institutions to embrace HRM frameworks enriched 

with spiritual values. 

• Allocate resources for mental health, ethical leadership development, and 

values-driven employee engagement initiatives. 

12. Conclusion 

This conceptual study presents a cohesive framework that connects modern HRM 

practices with workplace spirituality (WPS) to boost employee well-being (EWB) in 
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higher educational institutions (HEIs). Rooted in Social Exchange Theory and Spiritual 

Leadership Theory, the model emphasizes that spiritual values—like meaning, 

connectedness, and aligning the goals of individual with the organisation—can enhance 

effectiveness of HRM strategies designed to promote employee engagement, 

satisfaction, and overall well-being. By positioning WPS as a key factor, the model 

advocates for a transition from purely transactional HR approaches to transformational 

ones that support both performance and a sense of purpose. In the end, this study 

provides both theoretical insights and practical advice on how HEIs can cultivate 

sustainable employee well-being through a spiritually integrated HRM framework.  

 

13. Directions for Future Research 

Empirical Validation of the Model: Future studies should put the proposed 

relationships to the test using quantitative methods like structural equation modeling 

(SEM).  

Contextual and Cultural Exploration: It would be valuable for researchers to 

investigate how cultural elements, like spirituality in Indian or Eastern contexts, affect 

the success of spiritually infused HRM practices. 

Qualitative Deep Dives: Conducting in-depth case studies and interviews with HR 

professionals and faculty members can yield rich insights into the real-life experiences 

of spirituality at work.  

Integration with Other Theories: Future conceptual models might benefit from 

incorporating additional theories, such as Self-Determination Theory, Positive 

Organizational Behavior. 
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Abstract: In today’s competitive business world, different skills are required to survive 

and establish oneself in the market. Education should not only provide the content 

knowledge to the students, but also should be able to enhance them with the 

competencies required as per the need of the society and their career aspirations. 

Objective of the Study is to compare the Competency in Entrepreneurial orientation 

and Social Responsibility among Undergraduate Students. The comparison was also 

done with respect to their type of family (Business/ Non-business) and their stream of 

education (Arts / Commerce / Science).  The Sample of the study was 2827 students in 

the last year of their course in Arts, Commerce and Science stream in Navi-Mumbai 

area. Methodology of the study was Descriptive survey method. The data collection 

was done in offline mode. A questionnaire consisting of statements on Competency in 

Entrepreneurial Orientation and social responsibility was used to collect data. Result: 

The findings of the study showed that participants were better competent in 

Entrepreneurial Orientation than Social responsibility. The students belong to business 

family showed a higher competency in Entrepreneurial Orientation than the students 

belonging to Non-business family. The comparison between the streams of education 

showed that the students from Arts background had a better competency in 

Entrepreneurial Orientation than the students from Commerce and Science streams. 

With regards to the competency in Social Responsibility, the students from Arts 

background were better competent than the students from science and commerce 

streams. It was also seen that students from all the three streams showed a better 

inclination towards Entrepreneurial Orientation than Social Responsibility. This 

emphasis the need to integrate consciousness towards social wellbeing along with 

entrepreneurship among Undergraduate students. 

 

Keywords: Entrepreneurial Orientation, Social Responsibility 

 

Introduction 

India is one of the most populated countries of the world and the biggest problem faced 

by the country today is poverty and unemployment. To solve these problems, it is 

necessary to use the abundantly available resource of the country that is Labor. With the 

spread of education and vocational training, there has been an increase in the skilled 

labor of the country. With the realization of both, the problem faced by the country and 

the resources available in the country, many new ventures have been started since the 

last two decades. The “Make In India” and the “Atmanirbhar Bharat” policies of India 

stresses the importance of Self Reliance and the need to use the knowledge, skill and 

mailto:pvmanju783@gmail.com
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talent present in the country for the betterment of its countrymen. With the support from 

all the dimensions the number of businesses is increasing at a faster rate. The change in 

the education pattern, emphasis on vocational education and the schemes and policies 

introduced by the government is bringing a change in the attitude of the people towards 

entrepreneurship. The education system, through its improved way of delivering 

curriculum for holistic development is able to inculcate skills such as decision making, 

problem solving and innovation, which forms the basis of the competencies required for 

entrepreneurship. 

 

Purpose of the study 

Competency is defined the set of knowledge and skills required to execute a 

particular task in an effective and efficient manner. In today’s competitive business 

world, different competencies are required to survive and establish oneself in the 

market. Education should provide not only the content knowledge to the students, 

but also should be able to polish them with the competencies required as per the need 

of the society and employment. Through this study, the researcher wants to know, 

whether the curriculum offered develops the competencies in entrepreneurial 

orientation and social responsibility. 

With the country moving with the vision of making its citizen self-reliant and 

transforming India into a global manufacturing hub by encouraging the companies to 

make their product within the country through the projects like ‘Atmanirbhar Bharat’ 

and “Make in India”, the researcher wants to know whether the curriculum is able to 

influence and provide sufficient base that orients the learners towards 

entrepreneurship. 

Review of literature of Saifullabi Adam Bayero (2020) shows that the students 

having access to quality Entrepreneurial Education showed an inclination towards 

entering into new venture as compared to other students. Thus, the researcher feels 

that proper grooming provided at the educational institution would influence the 

inclination of students towards entrepreneurship. Hence, the researcher felt the need 

to study this topic. 

Every individual, irrespective of the field of work, is morally obliged to perform 

his/her social responsibility. In order to do this, the person should be equipped with 

the skill set required to understand the current need and do the needful accordingly in 

an efficient manner. The researcher wants to know if the students are competent 
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enough to understand and discharge their social responsibility and thus wants to 

include this area in the study. 

Undergraduate students are the group of youth who are ready for employment. Out 

of the total undergraduate students, only one third of them opt to go for further 

studies and the rest two third of the students are ready to be in the employment 

market. Researcher believes that undergraduate college students are the one who can 

bring in the change in the current state of economy by using the resources from the 

society, operating in the society and giving the part of the gains back to the society. 

The researcher also wants to understand the career readiness of the undergraduate 

students. Thus, the researcher took undergraduate students studying in the courses in 

Arts, Science and Commerce stream for this study. 

 

Literature Review: 

• Emese Beata Berei (2020) examined social responsibility among higher 

education students, emphasizing the importance of philanthropic education. The 

study explored students' involvement in charitable activities, differences 

between state and private universities, and their volunteering motivations. 

Conducted by the Centre for Higher Education Research and Development, the 

research focused on Romanian students, with data from 2012 and 2015. The 

sample included students from five institutions, analysing participation trends 

using Chi-Square and ANOVA tests. Results showed an increase in 

volunteering from 38.8% in 2012 to 57.3% in 2015. The study highlighted the 

need to instil legal, ethical, and philanthropic responsibilities in students. 

• Saifullah Adam Bayero (2020) examined the influence of entrepreneurial 

education (EE) and attitude (EA) on the entrepreneurial intention (EI) of 

graduating students in a Nigerian university. The study aimed to address rising 

graduate unemployment by exploring the relationship between EE, EA, and EI. 

A descriptive survey was conducted using questionnaires adapted from previous 

studies, measuring EE (10 items), EA (3 items), and EI (6 items) on a 5-point 

Likert scale. Data was collected from 250 final-year students at Bayero 

University, Kano, using non-probabilistic convenient sampling. Analysis 

involved P-Value, T-statistics, and Beta. Results showed that better access to EE 

increased students’ intention to start businesses. The study reported a 34% rise 

in students likely to become entrepreneurs. 
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• Mojtaba Shahim, Olivia Itic, Chris Gonsalvis and Jon whittle (2020) from 

Monash University, Melbourne, Australia conducted a research on The Impact 

of a STEM-based Entrepreneurship Program on the Entrepreneurial Intention of 

Secondary School Female Students. This study examined the effects of the Oz 

Girls Entrepreneurship program, a one-day STEM-based initiative for secondary 

school female students (ages 14–16). Data from 193 participants revealed that 

developing soft skills—creative thinking, risk-taking, problem-solving, and 

leadership—significantly influenced entrepreneurial attitudes. Meaningful 

human connections, role modelling, and peer learning also played a crucial role. 

The findings showed a substantial increase in students' entrepreneurial 

intentions. The study provides actionable recommendations for designing 

entrepreneurship education programs for secondary students. 

• Nisha Solanki (2022) conducted a study to understand the entrepreneurial 

intentions, skills, and competencies of students in Indian higher education 

institutions. Using both probability (multi-stage cluster) and non-probability 

(purposive) sampling, data was collected from 550 students across 22 top HEIs 

in Delhi-NCR. The institutions were selected based on UGC and AICTE 

approval and their association with the Wadhwani Foundation. Primary data 

came from self-designed questionnaires, while secondary data included official 

publications, journals, and reports. A five-point scale measured key variables. 

Findings showed that while many students were interested in entrepreneurship, 

only 26% wanted to start a business immediately after graduation—most 

preferred gaining work experience first. Male students showed significantly 

higher entrepreneurial intentions and skills than females. However, no major 

differences were found between undergraduate and postgraduate students. 

Students in professional courses displayed stronger entrepreneurial intentions. 

• In 2022, a group of researchers—Norsamsinar Samsudin and colleagues—

published a study in the European Journal of Educational Research exploring 

what motivates Malaysian undergraduate students to pursue social 

entrepreneurship. The study focused on three key factors: entrepreneurial self-

efficacy, entrepreneurial education, and social support. Researchers surveyed 

294 students involved in the Enactus program at 15 selected universities, using 

an online questionnaire due to COVID-19 restrictions. The findings showed that 

students who believed in their entrepreneurial abilities and received quality 

entrepreneurship education were more motivated to engage in social 
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entrepreneurship. Self-efficacy and educational support emerged as strong 

influencers of students' drive to make a social impact through business. 

Objectives of the study: - The objectives of the study are as follows: 

1. To compare the Competency in Entrepreneurial Orientation and Social 

Responsibility among Undergraduate students. 

2. To compare the Competency in Entrepreneurial Orientation and Social 

Responsibility among Undergraduate students with regards to their type of 

Family. 

3. To compare the Competency in Entrepreneurial Orientation and Social 

Responsibility among Undergraduate students with regards to their Streams of 

Education. 

Hypotheses of the Study: The hypotheses of the study are as follows: 

1. There is no significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate Students. 

2. There is no significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate Students with 

regards to their type of Family. 

3. There is no significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate Students with 

regards to their Streams of Education. 

Theoretical Background 

Competency means capability or the ability to do something successfully or 

efficiently. It is the capability to apply or use the set of related knowledge, skills and 

abilities required to successfully perform a particular task. Every job requires a set of 

skills that are pre-requisite to accomplish the task in an efficient manner. Having the 

required skill set will enable the person to get maximum yield of the task. To realise 

the set of competencies and to develop it as per the need of the hour is very 

important to survive in the market. 

The demand of the market is changing at a drastic speed and to meet this change 

there is a need to change one’s perspective towards the employment market. One 

such concept that is gaining lot of importance is Entrepreneurship. Entrepreneurship 

is the journey of starting something new—a business or venture—by taking on risks 

with the hope of earning a profit. It’s about turning an idea into reality, being willing 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  50 

to face challenges, and working towards building something successful. The person 

who creates a new enterprise and embraces every challenge for its development and 

operation is known as an entrepreneur. An entrepreneur is someone who dares to 

dream and takes the bold step of turning that dream into reality. They take on risks, 

face uncertainties, and work with passion and determination to build something new 

and meaningful. Entrepreneurship isn’t just about owning a business—it’s a journey 

of transforming an idea into a successful venture. It involves planning, organising, 

and managing resources while also being prepared for the financial and personal 

risks that come with it. True entrepreneurs don’t just focus on profits; they strive to 

bring innovation, change, and value to society. 

Entrepreneurial Orientation (EO) refers to a person’s mindset and approach towards 

starting and growing a business. It reflects how willing and prepared someone is to 

spot opportunities, take risks, and act on their ideas. EO is shaped by several 

qualities such as creativity, the courage to take calculated risks, confidence in one’s 

abilities, and the drive to take initiative. These traits fuel the entrepreneurial spirit 

and help individuals push boundaries and think beyond the ordinary. Importantly, 

entrepreneurship should be practiced with honesty and integrity, aiming not just for 

personal gain but also for making a positive difference in the world. 

Entrepreneurs have a unique ability to bring about social change. When they use 

their skills to address societal challenges—like poverty, environmental issues, or 

inequality—they contribute to the greater good. This is where the idea of social 

responsibility comes in.  

Social responsibility is about being aware of how our actions impact others and the 

environment, and making conscious choices that promote well-being for all. It means 

striving for economic success while also caring for people and the planet. This could 

involve simple acts like reducing plastic use, choosing sustainable energy, 

supporting those in need, or adopting eco-friendly habits. In essence, being socially 

responsible means combining personal success with a commitment to community 

service, civic duty, and environmental care, ultimately leading to balanced and 

inclusive growth. 

 

Problem Statement: 

To compare the Competency in Entrepreneurial Orientation and Social Responsibility 

among Undergraduate Students. 

Methodology 
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• The present study used descriptive research, which attempts to describe, explain, 

and interpret the situation as they exist. Under this method, a survey research 

method was used to compare the Competency in Entrepreneurial Orientation 

and Social Responsibility.  

• The population of the present study comprised of Undergraduate students 

studying in the last year of their course in Arts, Commerce and Science streams 

under NMMC (Navi Mumbai Municipal Corporation) Jurisdiction which is 

from Airoli to Belapur. 

• The sample consisted on 2827 samples from 8 nodes of Navi Mumbai. A simple 

Random sampling technique was used to obtain the sample. 

• Researcher made tool was made to measure the competency in Entrepreneurial 

Orientation and Social Responsibility. The tool consisted of 32 statements with 

5-point Likert scale with options as Always, Frequently, Sometimes, Rarely and 

Never and the scoring were 5 for Always, 4 for Frequently, 3 for Sometimes, 2 

for Rarely and 1 for Never.  

• Data Collection is an important stage in the research where the researcher 

collects the data for study by using the tools designed for the purpose. For the 

present study, permission was sought from the Principal of colleges from each 

node of Navi Mumbai. The students were given instruction about the 

Questionnaire and it took around 30 minutes to fill in the questionnaire. The 

data was collected and tabulated for further analysis 

• The present study used the following statistics to analyse the data: 

Mean 

Standard Deviation 

t-test 

Analysis and Hypothesis testing 

Hypothesis 1: There is no significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate Students. 

Table: 1 

Variable N Df Mean SD Sed 

t-

value 

Significance 

level 

Ho 

Accepted/ 

rejected 

CO-EO 

2827 2826 

44.48 5.94 0.11 

66.81 0.01 Rejected CO-SR 35.58 7.27 0.14 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  52 

 

From Table no 1, the following interpretation can be stated: 

• The mean score for Competency in Entrepreneurial Orientation is 44.48, 

indicating a average competency level in Entrepreneurial Orientation among 

participants. The standard deviation is 5.94, showing moderate variability in the 

responses. 

• The mean score for Competency in Social Responsibility is 35.58, indicating a 

relatively lower level of competency level in Social Responsibility as compared 

to Entrepreneurial Orientation. The standard Deviation (SD) is 7.27 suggesting 

more variability in responses than Entrepreneurial Orientation. 

• The calculated t-value was 66.81 for the df of 2826 which is greater than the 

critical value of 2.58 at 0.01 level of significance. This indicates that there is a 

significance difference in the Competency in Entrepreneurial Orientation and 

Social Responsibility among undergraduate students. Thus, the Null hypothesis 

is rejected at 0.01 level of significance. 

Hypothesis 2: There is no significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate Students with regards to 

their type of Family. 

Table: 2 

Family Variables N df Mean SD SED 

t-

value 

Significance 

level 

Ho 

Accepted 

or 

Rejected 

Business EO 

538 537 

44.76 5.87 0.28 

29.96 0.01 Rejected 
 

SR 35.51 7.36 
 

Non-

Business EO 

2289 2288 

44.41 5.96 0.35 

59.73 0.01 Rejected   SR 35.59 7.25   

 

From Table no 2, the following interpretation can be stated: 

• The mean score of the students belonging to business family for Competency in 

Entrepreneurial Orientation and Social Responsibility were 44.76 and 35.51 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  53 

with SD of 5.87 and 7.36 respectively, indicating an inclination towards 

Entrepreneurial orientation than Social Responsibility. 

• The mean score of students belonging to non-business family for Competency in 

Entrepreneurial Orientation and Social Responsibility were 44.41 and 35.59 

with SD of 5.96 and 35.59 respectively, indicating an inclination towards 

Entrepreneurial Orientation than Social Responsibility. 

• The mean score of the students belonging to business family was slightly more 

than the students belonging to the non-business family for Competency in 

Entrepreneurial Orientation, whereas, the mean score of the students belonging 

to non-business family was slightly more than the students belonging to 

business families for Competency in Social Responsibility. 

• The calculated t-value was 29.96 for the df of 537 and 59.73 with the df of 2288 

for the students belonging to the business and non-business families 

respectively, both of which is greater than the critical value of 2.58 at 0.01 level 

of significance. This indicates that there is a significant difference in the 

Competency in Entrepreneurial Orientation and Social Responsibility among 

Undergraduate students with reference to their type of family. 

Hypothesis 3: There is no significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate Students with regards to 

their Streams of Education. 

Table: 3 

Stream Variables N df Mean SD Sed 

t-

value 

Significance 

level 

Ho 

Accepted 

or 

rejected 

Arts EO 

201 200 

45.94 5.83 

0.65 17.26 0.01 Rejected 
 

SR 36.3 7.07 

Commerce EO 

1953 1952 

44.3 6 

0.21 56.48 0.01 Rejected 
 

SR 35.46 7.09 

Science EO 

673 672 

44.57 5.78 

0.37 31.52 0.01 Rejected 
 

SR 35.68 7.8 

 

From Table no 3, the following interpretation can be stated: 

• The mean score of the students belonging to Arts Stream for Competency in 

Entrepreneurial Orientation and Social Responsibility were 45.94 and 36.3 with 
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SD of 5.83 and 7.07 respectively, indicating an inclination towards 

Entrepreneurial orientation than Social Responsibility. 

• The mean score of students belonging to Commerce stream for Competency in 

Entrepreneurial Orientation and Social Responsibility were 44.3 and 35.46 with 

SD of 6 and 7.09 respectively, indicating an inclination towards Entrepreneurial 

Orientation than Social Responsibility. 

• The mean score of the students belonging to Science stream for Competency in 

Entrepreneurial Orientation and Social Responsibility were 44.57 and 35.68 

with SD of 5.78 and 7.8 respectively indicating an inclination towards 

Entrepreneurial Orientation than Social Responsibility. 

• The mean score of the students from the Arts Stream is the highest followed by 

the mean score of students from science and commerce stream.  

• The calculated t-value was 17.26 for the df of 200 for Arts Stream, 56.48 with df 

of 1952 for Commerce stream and 31.52 with a df of 672 for Science stream 

respectively, all the three of which is greater than the critical value of 2.58 at 

0.01 level of significance. This indicates that there is a significant difference in 

the Competency in Entrepreneurial Orientation and Social Responsibility among 

Undergraduate students with reference to their Stream of Education. 

Result and discussion 

The major findings of the study are as follows: - 

• There is a significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate students. The 

competency in Entrepreneurial Orientation was more than the Competency in 

Social Responsibility among Undergraduate students. This shows that students 

tend to give priority to aspects such as risk-taking, innovation, self-reliance and 

other business components than ethical consideration and social contributions. 

This could because of the increased emphasis laid on entrepreneurial education, 

policies of the government stressing on the immediate need to be self-reliant and 

the effect of the success stories of successful entrepreneurs in the market. 

• There is a significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate Students with 

regards to their type of Family. The students from both business and non-

business family showed an inclination towards Entrepreneurial Orientation than 

Social Responsibility. However, students belonging to business family exhibited 
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a marginally higher competency in Entrepreneurial Orientation that the students 

belonging to non-business family, which could be because of the early exposure 

to business environment and entrepreneurial thinking. The students belonging to 

non-business family showed a higher competency in Social Responsibility than 

the students belonging to business family which could be because of more 

exposure to the career which are less profit driven. 

• There is a significant difference in the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate Students with 

regards to their Streams of Education. The Undergraduate students from all 

the streams showed a higher competency in Entrepreneurial Orientation than 

Social Responsibility. The Arts stream showed the highest competency in 

Entrepreneurial Competency than the Science and the Commerce stream, which 

could be because of their curriculum which gives a broader exposure to 

creativity and critical thinking. Commerce students scored the least with regards 

to competency in Entrepreneurial orientation which could be because of over 

emphasis on theoretical knowledge in finance, accounts and management with 

less focus on hands-on entrepreneurial experience. The commerce education 

focuses more on managing existing business rather than starting a new venture. 

Arts students scored more than Commerce and Science stream students in 

Competency in Social Responsibility also which could be because of the 

humanities-based subjects such as sociology, political science, philosophy and 

ethics fostering a deeper sense of societal issues and sustainability. 

Conclusion: 

Entrepreneurship along with societal welfare will be the development happening in its 

holistic sense. The study highlights the importance to create an awareness about social 

responsibility among the students who are focusing only on the materialistic and 

individual aspect of entrepreneurship that is financial stability and security, profit 

maximization or increasing the market share. The findings of the study have a deep 

implication for the policy makers, educational institutions and various stakeholders to 

align the educational objectives with the goal of the country and the transition of the 

economy. 
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Implications: - The findings of this study on the Competency in Entrepreneurial 

Orientation (EO) and Social Responsibility (SR) among undergraduate students have 

the following implications: - 

• Since the students showed a stronger Entrepreneurial Orientation than social 

Responsibility, institutions should work on integrating ethics, sustainability and 

social consciousness among the students. 

•  Internship programs offered during the course should consider the element of 

both business acumen as well as social responsibility to develop a balanced 

mindset among students. 

• Motivating students to analyse real-world examples of companies that 

successfully integrate entrepreneurial orientation with social responsibility, 

fostering a deeper understanding of their coexistence. 

• Providing career counselling that helps students align their interests and values 

with potential career paths in Entrepreneurship 

Limitations: - The following are the limitations of this research study. 

• Any other courses than Arts, Commerce and Science stream is not taken into 

consideration. 

• Areas other than urban area is not taken into consideration. 

• Students studying in under graduate courses in vernacular languages are not 

taken into consideration. 

Scope for further research: The following areas could be further explored and 

studied: 

• The study could be conducted to compare the Competency in Entrepreneurial 

Orientation and Social Responsibility among Undergraduate students of 

different universities. 

• A longitudinal study could be conducted to explore the career chosen by the 

students who had Entrepreneurial Orientation during their Undergraduate 

courses. 

• A study could be conducted to explore the impact of Educational Pedagogies on 

the development of Entrepreneurial Orientation and Social Responsibility. 

• A research could be conducted to study the influence of Socio-cultural factors 

on Entrepreneurial Orientation of undergraduate students.  

• Case study could be conducted to explore the effectiveness of the government 

policies launched to boost entrepreneurship. 
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Abstract: Mango (Mangifera indica L.) is the most common tropical fruit and the 

world’s second most popularly eaten fruit. India has the highest production of mango in 

the world. It is the mango producing season in most of the states of the country. India 

has thousands of varieties of mango trees that can produce mango but there are a 

limited number of varieties that are commonly known and produced. Numerous 

estimates clearly show that the loss of mango fruit after harvest ranges from 25% to 

40% of the total volume of mango produced. Hence, the country is dealing with fruit 

waste, whereas, the volume of waste is an economic problem. A significant amount of 

mangoes could be avoided to waste through rapid and effective mango processing to 

avoid waste. The Alphonso (Ratnagiri & Devgad) mango is a GI fruit produced in the 

Konkan region of Maharashtra named Hapus. Therefore, the boundaries of this study 

were limited to mango fruit, while the geographical location scope was Ratnagiri 

district. There is a need for work in Indian horticulture with respect to harvest, 

treatment, processing units, and developing more processing and packaging techniques 

for preservation of fruit. India has a massive population with quickly developing 

demand for food, and fruit is food. It is imperative to increase production, to decrease 

the amount of fresh fruit that goes to waste, and operate a fruit processing unit more 

efficiently. The fruit in the Konkan area has a short window of approximately 2 months 

before monsoon season begins. Therefore the processing unit is only able to operate for 

a limited period of time in a small window of ability. Fruit harvesting is also 

problematic due to climate change. This study aimed to understand the variables and 

constraints of fruit-processing units (FPUs) of mango durian in the Konkan region, 

identify determinants of productivity of FPUs, and investigate the factors influencing 

the productivity of FPUs. This paper aims to present the productivity situation of mango 

FPUs, by employing primary data gathered through survey-interview methods. 

Ratnagiri and Sindhudurg districts in the Konkan region of Maharashtra account for the 

most of the total production of Alphonso mangoes. The survey of mango FPUs 

emphasized the two districts. The primary approaches for collecting primary data were 

interviews from the processors and questionnaires. The process of collecting data 

enabled the productivity models to be developed. The survey showed that using 

standard work practices and equipment will considerably reducing waste produced 

during the harvesting step and until wastage is controlled at processing. The ripening of 

mango is best controlled in temperature-controlled chambers and volume of production 

may be enhanced. Similarly, effective and economical packaging substrates will assist 

processor in managing costs and significantly improve productivity. Managing costs of 

low-cost raw materials and capacity to manage utilisation represent two of the worst 

constraints to increase FPU productivity. 
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Introduction 

Mango (Mangifera indica L.) is one of the bestselling tropical fruits and the second 

most worldwide consumed fruit. Mangoes are produced in more than 100 countries, and 

India is the top producer. The scientific name for the tree is Mangifera indica. India’s 

mango production estimate was approximately 25 million metric tons in 2021 and 

global estimate of mango supply was more than 57 million metric tons (Shahbandeh, 

2023). 

Research articles have consistently documented (Alam, 2019; Tarekegn and Kelem, 

2022) that the estimated postharvest loss of mango fruit in India might be as great as 

40% of total supply.  As a result, fruit loss can be seen as a very large national issue 

from; on the side of food loss for people that could consume it; lost resource use; and 

lost economic value related to food loss.  As a result, fruit loss can be seen as a very 

large national issue from; on the side of food loss for people that could consume it; lost 

resource use; and lost economic value related to food loss.  A viable solution to prevent 

national loss of fruit could be efficient and quick location processing of mangoes. The 

Alphonso mango, or Hapus, is a regulated fruit in as it has Geographical Indication (GI) 

status, which is grown specifically in the Konkan region, with a focus in Ratnagiri and 

Sindhudurg districts. Therefore, the emphasis of this research investigation is explicitly 

restricted to mango fruit, with the geographical scope delineated to the localities of the 

particular district. 

 

Purpose of the study 

The research within the sector of Indian horticulture is of paramount importance, 

particularly concerning the methodologies employed in harvesting and the management 

of processing units, as well as the exploration of innovative approaches to processing 

and packaging that would enhance the shelf life of all fruit-processed commodities. 

Given that India is a nation characterized by a substantial population, the internal 

demand for food and fruit products is experiencing significant growth. It is essential to 

optimize fruit production, reduce the wastage of fresh produce, and enhance the 

operational efficiency of fruit processing facilities. The fruits endemic to the Konkan 

region exhibit a seasonal availability, with the harvesting duration spanning a mere two 

months, concluding with the onset of the monsoon season. Consequently, the 

processing units operate under substantial constraints regarding both the duration of 

processing and capacity utilization. Furthermore, the phenomenon of climate change 

has significantly adversely affected fruit production. 
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Literature Review 

The literature review analyses numerous research articles from the past pertinent to the 

study of fruit processing and productivity. The article summarized the major findings or 

themes concisely but demonstrated to some degree some of the facets of fruit 

production, fruit processing, the issues and the opportunities in the mango fruit 

processing industry, the advanced technology adopted by mango processing firms, and 

productivity concept practices. The author found many articles available as research, 

through search engines like Scopus, Web of Science, ScienceDirect, EBSCO, Google 

Scholar, Academia, JSTOR, and Wiley. The search activity lead to various journal 

articles on fruit processing and productivity. Then through the search activity the author 

sort filtered sources, and made exclusions by year published, and weight of relevancy 

and interest to the research topic.  

A few excerpts of the published research articles are listed below. 

The research paper “Determinants of the palm oil industry productivity in Indonesia” by 

M., Indiastuti, Setiawan, R., Masitah, T. H., & Wardhana, A. (2022) studied "total 

factor productivity growth (TFPG)" in the Indonesian palm oil sector and identified 

determinants of productivity. The fixed effects model is used to study the causes of 

TFPG and a growth accounting framework is employed to anticipate it in the Hausman 

test for model selection.   The Cobb-Douglas production function, which includes raw 

materials, labour, and capital, is used to determine TFPG in research.   This study 

examines the Indonesian palm oil industry's TFPG, which is affected by production 

growth, output per worker, export activity, wages per worker, and foreign investment 

status. The salient aspects of the research are the significance of firm size and the use of 

modern technology.  The investigation demonstrates that TFPG is comparatively low, 

significantly influenced by factors such as production growth, output per worker, export 

activity, and wages per worker. As per the study, an increase in output growth 

positively affects TFPG, but higher wages per worker negatively impact it. Most of the 

firms lack foreign investment, restricting technology transfer and productivity 

improvements. 

The research paper “POSTHARVEST LOSSES OF MANGOES AT DIFFERENT 

STAGES FROM HARVESTING TO CONSUMPTION” by S. M. Yusuf Ali, M.M. 

Hossain, M. Zakaria, M.A. Hoque, and M. Ahiduzzaman. (2019) aims to investigate 
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post-harvest losses of mangoes at various levels, including farm, market, storage, 

retailer, during processing, and consumer. As per the study, the total postharvest loss of 

mango has been estimated at 25.51%. To prevent postharvest losses at various stages, 

the author arrived at the conclusion that improved harvesting methods, transportation, 

and cold storage facilities are required. It is essential to educate farmers to enhance 

awareness of methods to reduce mango post-harvest losses at all levels. 

Owino WO et al. (2021) conducted a study on the mango fruit processing for small-

scale processors located in developing nations. The research analysis focused on the 

value-added mango processing concerning small-scale processes. Processing of a 

seasonal fruit, mango necessary for a variety of shelf-stable products with nutritional 

and quality features. In addition to the primary products, mango pulp or mango powder 

can be used to enhance secondary items like ice-cream, beverages, yoghurt, and soft 

drinks. Using mango byproducts like peel, seed for food fortification and animal feed 

minimises waste. 

According to the article by Deshpande S. et al. (2023), “Productivity Improvement in 

Manufacturing Industry Using Industrial Engineering Tools”, suitable industrial 

engineering tools are essential to reduce cycle time and improve productivity. Waste 

reduction and quality improvement at source minimises defects. Identification and 

analysis of bottleneck processes is a key to enhancing production rates and overall 

operational efficiency. With the help of the Ishikawa diagram, the researcher conducted 

a cause-and-effect analysis for factor identification that hampers the production rate and 

proposed measures to reduce processing time at related bottleneck workstations. 

A study titled “Total Factor Productivity Calculation of The Indonesian Micro and 

Small-Scale Manufacturing Industry” conducted by Rostiana Endang (2022), addresses 

the issue of low productivity in Indonesia's micro and small-scale manufacturing 

industries, which have not had consistent growth, irrespective of the increasing number 

of business units as well as workers. The objective of the study is to utilize the 

Levinsohn-Petrin method for the calculation of total factor productivity (TFP) levels in 

these industries. The stochastic frontier approach(SFA), including the Cobb-Douglas 

production function, is used for TFP calculation. The study findings include that the 

average TFP in Indonesia's micro-scale manufacturing industry is higher than that of the 

small-scale manufacturing industry. The independent variables include capital value, 

labour expenses, and intermediate inputs. It was also pointed out by the study that high-
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tech subsectors exhibit greater TFP values compared to low-tech subsectors, 

particularly the food processing industry, in micro as well as small-scale industries. 

An article based on the time and motion study of the mango pulp processing by Shinde 

SM et al. (2019) elaborates the importance of processing layout and time-motion study 

in the fruit processing industry. The production steps in the mango pulp processing unit 

cover mango collection, ripening, cleaning, peeling, pulp extraction, de-stoning, pulp 

boiling, filling cans, and storage. As per the study, most of the mango processing units 

in the Konkan region are built as per the space availability and owner convenience, with 

a low priority to layout importance. Based on the observations, the manual mango 

peeling step is a major time-consuming and labor oriented, and the optimization of this 

step with the use of advanced machines and a proper process line layout is possible, 

keeping ergonomics in mind. 

Objectives of the study 

This article aims to identify the obstacles hindering the efficiency of mango fruit 

processing units in the Konkan region, ascertain the determinants affecting fruit 

processing unit (FPU) productivity, and examine the variables influencing the 

productivity of these units.  Primary data was gathered via survey-interview 

methodologies to develop the productivity framework outline of FPUs in the Konkan 

region. The primary factors examined are the utilisation of the production capacity of 

FPUs and their correlation with overall productivity levels. By conceptualizing capacity 

utilization as an independent variable and FPU productivity as the dependent variable, 

the constructed hypothesis was rigorously examined to assess the interrelationship 

among variables on the basis of the primary data acquired. The research hypothesis 

asserts that “There exists no significant relationship between production capacity 

utilization and FPU productivity.” 

The fruit harvesting period in the Konkan region generally extends over approximately 

90 to 100 days, which includes the months of March, April, May, and the initial 1-2 

weeks of June. However, the harvesting season is lost to the rains, and there is only a 

short (< 90 days) flare window when mango fruit can be offered. Just for example, the 

local market price for return raw Alphonso is just too high and suppliers won’t send any 

fruit to be processed when the local market price for the fruit as a whole still is on the 

high side. Accordingly, suppliers and processors understand that the local market will 

soon be over supplied with lower priced fruit. So, they have less time to process than if 
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they were comparing to those raw fruits.  Processing occurs on average 20-50 days after 

the raw fruit is harvested for processing (until listing a fruit is quicker). Also, it is 

highly wasteful to process, and so many common processing operations take longer 

than necessary. 

It is obvious that the capabilities of FPU in operations processing will depend on a wide 

variety of influencing factors, as follows, the availability of raw fruits from informal 

trade in fruits; form of processing and methods to value add; cycle times/run lengths to 

run processing; storage capacities for fruit, and storage area. FPU's can expect to add 

significant total productivity, and productivity gains, in evaluating these factors as they 

assess. 

Hypothesis 

A hypothesis is a declaration regarding the anticipated outcome of the study that is 

being explored in relation to one or more variables. Hypotheses originated from the 

research question and the objectives being proposed. 

The study aims to evaluate the current productivity trends of FPUs currently operating 

in the Konkan region. A literature review and primary data first sources through a 

structured survey-interview was undertaken, as was required, to better understand and 

assess the processing techniques and practices of productive and successful units from 

the regions. 

The study includes a collection of evaluative variables, including productivity, 

utilization of production capacity, executed processing techniques, waste generation, 

material, machinery, labour, capital availability, government support and so on. 

Productivity is designated as the dependent variable, whereas all other factors are 

classified as independent variables. The stated hypothesis will be closely analyzed to 

assess if there are any interconnections among the variables. 

One of the research hypotheses (Ho) is “No significant relationship exists between 

production capacity utilization and FPU productivity”.  

Mango Harvest doesn’t care for Climate or Rain, read 90-100 days and end with 

Monsoon season. Most fruit purée processing takes place then (a factor which 

contributes significantly to annual capacity utilization). The limits of early rain & shock 
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rains are almost guaranteed damage to the total yield of raw fruit and the provision of 

raw fruit to FPU. 

Traditional processing techniques typically require such a processing time, which adds 

to the overall processing time.  

With this reasoning demonstrate that the use of FPU production capacity could be 

impacted through raw fruits availability, processing cycle time, fruits storage life, and 

availability of infrastructure to prolong fruits storage life. 

Hypothesis Testing 

Ho – No relationship exists between capacity utilization and productivity. (β) Slope = 0 

Ha – A relationship exists between capacity utilization and productivity. (β) Slope <> 0 

With the pilot survey of 10 samples, the p-value derived from the MS Excel data 

analysis tool of regression with a confidence level of 95% as < 0.05.   

Methodology 

Consisting of five districts, the Konkan region in Maharashtra state has two districts 

with their respective GI (Geographical Indication) known for their Alphonso Mangoes: 

Ratnagiri and Sindhudurg. The Alphonso mango fruit variety is listed as a 

commercially important fruit type in the international market. Therefore, the research 

study focuses on the productivity of mango fruit processing units. The fruit processing 

units linked to the district industry center in these two districts exceed 120, but the 

processing units producing mango pulp are fewer than 60. Therefore, only active mango 

processing units in the Ratnagiri and Sindhudurg districts are planned as a research 

survey population. For the pilot survey data collection, Non-random sampling was 

considered to reach all the tahsils in Ratnagiri district having mango processing units. 

The primary data collection included semi-structured interviews of mango fruit 

processors by personally visiting the plant and updating questionnaire data. The 

standardized questionnaire had both quantitative and qualitative sections covering open 

and closed-ended questions. The interviews of the key decision-maker of processing 

units, such as the owner, director, or plant manager, cover quantitative data of the 

production, processing timings, available resources, and qualitative data fetched from 

the rich experience and issues faced related to productivity, production, and processing. 

The sample data had been employed to create productivity models like machine 
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capacity utilization (Grando & Turco), the total factor productivity model based on 

Craig and Harris formula, labor productivity, material productivity model. Capacity 

utilization measurement includes Machine-specific working performance to measure 

overall utilization of the plant, productivity. The MS Excel tool was used for pilot data 

analysis. In this research study, the focus is on mango fruit only. In the future, other 

researchers can extend the study to various fruits as well as change the geographical 

area. 

 

Productivity 

The term productivity can be articulated as a quantifiable assessment of production 

efficiency. In mathematical terms, it represents the ratio of quantifiable output to 

quantifiable input utilized in the processing phase (Chinda, 2012). Enhancements in 

productivity can be achieved either by generating output with reduced inputs or by 

increasing output while maintaining the same level of input. (Jayamaha, Mula, 2011) 

In accordance with the utilized input resources, the productivity associated with that 

resource can be computed independently. Productivity is assessed for the evaluation of 

factory unit efficiency (about the variables such as labor, materials, and machinery) for 

performance benchmarking against other FPUs and for decision-making aimed at 

process enhancement, technological advancement, or workforce optimization. The 

overarching aim of productivity assessment is the pursuit of continuous improvement, 

which is crucial for achieving success and ensuring sustainability in a competitive 

landscape. 

Measurement Methodologies 

Productivity indicators are categorized into 2 distinct categories: 1) single-factor 

productivity, commonly referred to as partial factor productivity, and 2) multi-factor 

productivity. In the context of a single productivity factor, only one input variable, such 

as labor, materials, or energy, is analyzed, whereas "TFP (total factor productivity) or 

MFP (multi-factor productivity)" incorporates all production factors and intermediate 

inputs into its assessment. 

Craig and Harris proposed a comprehensive productivity model that encompasses both 

tangible outputs and tangible inputs. This model was developed to enhance the 

operational efficiency of an organization. Within this framework, inputs are quantified 
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in monetary terms (for instance, in Indian Rupees), thereby earning the designation of a 

service flow model. 

Total productivity is articulated as 

P total = (O / (L + C + R + Q)) 

Where P total signifies total productivity, O represents output, L denotes the labor input 

factor, R indicates the raw material and purchase factor, C corresponds to the capital 

input factor, and Q reflects other miscellaneous goods and services. 

This model proves particularly advantageous for small and medium-sized enterprises. 

However, it is authoritative to acknowledge certain limitations of this model, as it does 

not account for technological advancements, variations in human skills, or the 

repercussions of process modifications, in addition to its focus on temporal factors. Its 

scope is confined to tangible variables. 

When employing a singular factor to measure indices, this approach is referred to as 

single-factor productivity. 

Nevertheless, productivity assessments ought not to rely solely on a single factor. In 

this regard, while total factor productivity encompasses five factors, it endeavors to 

scrutinize the synergistic contributions of various elements to the performance of a unit, 

which consequently introduces a higher degree of complexity. (Grando & Turco, 2005; 

Singh & Sahu, 2019) 

In the context of mango fruit processing, the processing line is primarily characterized 

by a machine responsible for peeling, destoning, and pulping. In fully automated 

facilities, peeling functions are also managed by this machinery, whereas in semi-

automated settings, peeling may be conducted manually. Ultimately, this machine 

serves as the cornerstone of mango processing, facilitating the extraction of mango pulp 

as the final product. In such a scenario, identifying the steps within the processing line 

where periods of inactivity impact the overall processing cycle period. 

In the assessment of the performance of the processing system, three specific areas 

(Grando & Turco, 2005) need to be focused. 
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1. The external organisational and logistical performance of the system: It covers losses 

brought on by issues with management and market conditions. Gross utilisation is the 

name of the associated index. 

2. System performance in internal organisation and logistics:  It depends on design and 

production line management.  The index measures how much the company uses its own 

resources. 

3. Machine-specific working performance: It covers losses caused inside machines. It 

includes losses due to downtime, speed, defects, and quality rate. The measure is called 

net utilisation. 

Below is a diagram showing the connection between productivity performance and the 

factors that affect it. 

 

 
 

 

 
 

Figure 1. Plant Status Picture Figure 2. Productivity Performance 
 

According to the utilization & loss-related input values from the plant and utilization 

formulae, indices are calculated to achieve plant productivity.  

Table 1. Indices as time measurement 
Data Symbol Target 

Value 

Measured 

Value 

Working days   30 25 

Shifts   1 1 

Hours/Shift   8 8 

Non-Defective Prod Units in MT QB 30.2 30 

Defective Prod Units in MT QS 0 0.2 

Calander Year Ts 2920 2920 

Plant Calander Time Ta 240 200 
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Standard Machine Cycle Time [time req. to mfg. unit product 

(3Hrs for batch of 0.4MT)] 

Tc 7.5 7.5 

Actual Machine Cycle Time [time req. to mfg. unit product 

(3Hrs for batch of 0.4MT)] 

To 7.5 7.5 

Time loss cause (in Hours) 
 

Hrs Hrs 

Lack of customer Order tmo 0 0 

Lack of materials in stock tmmo 10 12 

Strike/Elect Shutdown/Pandemic tsc 12 10 

Technical Tests/training of workers tpr 4 8 

Organizational causes to 4 0 

Lack of stock for individual machines tmmi 0 0 

Failures to another machine tam 0 2 

Failures (the duration of a failure stoppage of the production 

line) 

tfg 8 6 

Maintenance (duration of stop for the scheduled maintenance of 

the production line) 

tmp 8 8 

Set-up time (Time devoted to indirect production tasks) tsu 30 35 

Minor stoppage time tfm 4 10 

Idle times due to corporate decisions tna 8 4 

Miscellaneous Unplanned Time tnu 26 30 

Gross (theoretical) utilization time Tul 214 170 

Stand-by time due to system structure/materials quality/internal 

logistics 

tsb 4 2 

Net (actual) utilization time Tun 210 168 

Miscellaneous Failure and maintenance downtime tgm 0 0 

Gross (theoretical) operation time Tpl 194 154 

Net (actual) operation time Tpn 160 109 

Time losses caused by speed reductions or slowdown trv 0 0 

Time losses caused by yield reductions trq 0 0 

Time losses caused by defective products trc 0 1.5 

Marketable production time Tpv 160 107.5 

 

Note: Values in grey-coloured cells are calculated with predefined formulae as below.  

Table 2. The list of formulae for productivity calculation (Grando & Turco, 2005) 

List of Formulae 

(Ts = 365 * Working Hours * No of Shift) 

(Ta = Working Hours * No of Shift) 

(tnu=tmo+tmmo+tsc+tpr) 

(Tul=Ta-tnu) 

(tsb = to + tmmi + tam) 

(Tun=Tul-tsb) 

(Tpl=Tun-(tfg+tmp)) 

(Tpn=Tpl-(tsu+tfm)) 

(trv=((To-Tc)*(QS+QB)*(1/Rq))  or trv=((1/(Rv-

1))*(QB*Tc)/(Rc*Rq)) 

(trq=Tc*(QS+QB)*(1/(Rq-1)) 

(trc=QS*Tc  or trc=QB*Tc*(1/(Rc-1)) 

(Tpv=Tpn-(trv+trq+trc)) 

Indices as Time Measurements 
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Indices Based on Time Measurements (Time Units) 

(Ul=Tul/Ta) 

(Ui=Tun/Tul) 

(Un=Ul*Ui) 

(D=Tpl/Tun) 

(S=Tpn/Tpl) 

(Uf=D*S = Tpn/Tun) 

Indices Based on Quantity Measurements (Units) 

(R=Rv*Rq*Rc)  or (R=Tc*QB/Tcn) 

(Rv=(Tpn-trv)/Tpn) 

(Rq=(Tpn-trv-trq)/(Tpn-trv)) 

(Rc=(Tpn-trv-trq-trc)/(Tpn-trv-trq)) 

(d=(1-Rc) or d=(trv/(Tpn-trv-trq)) 

Indices Based on Time & Quantity Measurements 

(Ef=D*S*Rv*Rq*Rc) 

(P=Un*D*S*Rv*Rq*Rc) or (P=Ul*Ui*D*S*Rv*Rq*Rc) or 

(P=Ul*Ui*Ef) 

Indices and their field measurable Parameters 

Indices Based on Quantity Measurements (Units) 

(R=Rv*Rq*Rc)  or (R=Tc*QB/Tcn) 

(Rv=Tc*(QB+QS)/(Rq*Tpn))  = (Tc*QB)/(Rc*Rq*Tpn) 

(Rq= external data to be calculated as volume balance) 

(Rc=QB/(QB+QS)) 

(d=QS/(QB+QS)) or (d=1-Rc) 

 

Table 3. Indices calculation as per Time Measurement 

Indices as Time Measurements   Target Measured  

Indices Based on Time Measurements (Time Units)  Value Value  

Gross Utilization Ul 0.8917 0.85 

Internal Utilization Ui 0.9813 0.9882 

Net Utilization Un 0.875 0.84 

Availability D 0.9238 0.9167 

Saturation S 0.8247 0.7078 

Working Utilization Uf 0.7619 0.6488 

Indices based on Quantity Measurements (Units)  
 

  

Global Efficiency R 1 0.9862 

Speed Efficiency (Pace) Rv 1 1 

Actual Yield (Volume) Rq 1 1 

Conformance Efficiency Rc 1 0.9862 

Defect Rate d 0 0.0138 

Indices based on Time & Quantity Measurements 
  

  

Working Efficiency Ef 0.7619 0.6399 

Productivity P 0.6666 0.5375 

 

Conclusion 

According to the analysis of samples, as per the Craig and Harris formula, the 

productivity by material element fluctuates between 1.265 to 2.382 (in monetary terms) 

and 0.333 to 0.423 (in weight terms); thus, it is imperative to select the plant exhibiting 
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the highest productivity for the plant productivity evaluation. The plant's pulp 

production capability is quantified at 400 kg/hr; however, daily, the operational 

throughput is limited to five batches or fewer, culminating in a maximum processing 

capacity of 2 MT per day. Although an operational expectation of 30 days was 

projected, the actual processing duration realized was approximately 25 days. 

Upon the assessment of losses and utilization as delineated above, the time-based 

productivity coefficient is calculated to be 53.75%, suggesting a substantial potential 

for both performance enhancement and profit generation. While Speed Efficiency 

(pace) and Yield are prioritized at a level of 1, the aggregate productivity remains 

approximately 53%. 

Managerial Implications 

The material flow can be arranged to facilitate additional processing within the same 

framework and workforce allocation. The additional batch per shift is feasible within 

the existing processing capacity of 5 batches per shift.  Most of the units follow manual 

cleaning and peeling activities. Instead of relying on manual activities, management 

should allocate automatic machinery for the cleaning and peeling of mangoes and 

improve daily processing capacity. It will lead to additional mango inventory 

requirements, and the procurement of additional raw mango will become a necessity. 

Every FPU proprietor has highlighted the challenge of securing adequate working 

capital. Under the various schemes by the government, financial institutions currently 

extend funding for new plant establishments as well as for technological and machinery 

enhancements, albeit with a limited allocation designated for working capital. Many 

processing units are availing the benefits of the government scheme for technological 

and machinery enhancements, while several others remain under consideration for 

funding proposals. The provision of increased working capital at a reduced interest rate 

would serve as a significant encouragement. 

For the labor component, the training programs are crucial for effective time 

management. The training programs serve to motivate employees and enhance their 

operational efficiency. Standardized practices must be followed with peeling, feeding, 

and packaging processes. In general, manual operations are adversely affecting overall 

processing capabilities and serve as a significant bottleneck in the fruit processing 

industry. 

Should FPU succeed in enhancing productivity from 53% to 75% with unchanged input 
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resources, the resultant additional output would amount to 10MT for units having a 400 

kg batch size. To facilitate improved operational outcomes, it is essential to concentrate 

on processing performance. 

Limitations 

Limitations related to primary data collection 

1. The survey is based on the list available with the district industry center. The sample 

size of processors is another important limitation of this particular study. 2. Information 

provided by respondents that could have been calculated/biased/distorted for various 

reasons. This could have caused marginal errors in the research results. 3. Human error 

is another source of limitation. Regardless of repetitive editions, scrutinizing, and 

critical evaluation by the subject matter experts, errors might have happened and hence 

may limit the study to some extent. 

Limitations of secondary data 

1. Secondary data, beyond a certain temporal threshold, was, in certain instances, 

unavailable; thus, the scope of the study had to be constrained to the accessible 

timeframe.  2. Specifically, secondary data about mango cultivation within the Konkan 

region was, in some instances, not accessible, thereby necessitating a limitation of the 

study to the data that was available. 3. Statistical institutions systematically compile 

data regarding production, yield, area of cultivation, post-harvest loss, and other 

relevant metrics within the broader categories of "fruit and vegetable" as well as 

"Mango & mangosteens." This occasionally restricts the research to the available 

specific data pertaining solely to fruits. 

Scope for further research 

The title of the research paper suggests that the scope of the investigation is exclusively 

limited to the mango fruit processing unit. Research scholars may choose to explore 

alternative fruits and examine the productivity metrics of those respective fruit-

processing units within designated geographic regions. 

The productivity of mango farms represents a significant domain for inquiry, 

particularly given the surging demand for Alphonso mangoes, with the constraints 

posed by limited land resources. Consequently, enhancements in the production volume 

of commercially viable mango varieties, alongside the minimization of waste at the 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  73 

agricultural level, will facilitate an increase in mango availability for both processing 

and domestic consumption at a diminished cost. 

Scholars can broaden the scope of productivity investigations by applying productivity 

models utilized in other sectors, whether in a general context or tailored to specific 

product lines. 
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Abstract- Introduction: Ghost marketing is an evolution of these digital strategies. It 

involves using indirect and often covert methods to promote products or services. This 

can include techniques such as product placements in movies and TV shows, influencer 

marketing where products are subtly endorsed within content, and user-generated 

content that appears organic rather than brand-driven. Ghost marketing is one of these 

new tactics that has attracted a lot of attention due to its subtle and frequently secretive 

methodology. Born between 1997 and 2012, Generation “Z” is a distinct group that has 

grown up with digital technologies and the internet. This paper seeks to explore the 

phenomenon of Ghost marketing on Gen Z, the most digital savvy generation and the 

most skeptical of traditional marketing. We explore the influence of Ghost marketing 

on Gen Z’s consumption habits, brand perception and overall engagement with digital 

content by examining the social, cultural, and psychological factors that make Gen Z 

uniquely susceptible to this type of marketing. Ultimately, this paper presents a case for 

ethical consideration of ghost marketing and the effects on the future of digital 

marketing particularly within a generation that values authenticity and transparency. 

Need of the study: There is a pressing need to investigate and understand the 

phenomenon of ghost marketing from various perspectives like Consumer awareness 

and perceptions, Regulatory implications, Industry impact and Sustainable alternatives. 

Objectives of the study is to investigate the emergence and evolution of ghost 

marketing in the digital era, with a special focus on its impact on Generation Z. 

Methodology: The research adopts a quantitative approach, employing survey 

methodology to collect primary data from Generation Z consumers. Results: According 

to a study, social media is a smart way to reach customers because they are readily 

swayed. Customers still prefer traditional approaches; thus, they do not view social 

media marketing as an appealing and efficient tool above other marketing tools. 

 

Keywords: Ghost marketing; stealth marketing; consumer trust; marketing ethics; 

responsible marketing. 

 

Introduction 

The marketing landscape has undergone a seismic shift with the advent of the digital 

era. Traditional advertising tactics, once thought to be the standard, have shifted to a 

more nuanced and sophisticated form of digital marketing and the techniques continue 

to evolve. One of the newer strategies is ghost marketing, which has gained notoriety 

for its indirect and sometimes hidden approach. Ghost marketing does not fit the 

traditional terms of advertising which is overt and easily identifiable, this new form of 

marketing can be less identifiable by the consumer, making it more relevant to today's 
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digital age (Baltes, 2015). Advertising can be traced back to the early 20th century 

when print media would be a channel, radio would follow, later to become television, 

all channels for advertisers to acquire a mass audience. The traditional channels were 

unidirectional, often referred to as "push", where companies would share the message 

but was received by a passive audience. This started to shift in the late 90's with the 

establishment of the internet, digital media became more prevalent and interactive as 

well as allowing a much more tailored experience to the audience. Ghost marketing, or 

stealth marketing, is an example and a further development of the digital age. Ghost 

marketing utilizes indirect, and in some cases, covert ways to sell or endorse a product 

or service.This may involve tactics such as movie and television product placements, 

influencer marketing, mostly for products being subtly presented within the content, 

and user-generated content that comes across more organic and not brand-related. 

Arguably the biggest shift in marketing today is due to the impact of social media on 

the consumer journey. Many people have these platforms, such as Facebook, Instagram, 

TikTok, YouTube, as part of their daily lives, especially younger generations. Social 

media has created unparalleled opportunities for brands to interact with consumers in 

ways that seem personal and engaging. Influencer marketing, which is one type of ghost 

marketing, has benefitted from this type of engagement.Influencers have a unique way 

of promoting brands that is often less obtrusive than traditional marketing because, to 

many Generation Z consumers, they are hyper-relatable and authentic compared to 

celebrity ambassadors (Evans et al., 2017). Generation Z, born between 1997 and 2012, 

is one of a kind when it comes to the demographic landscape, as they have been 

inundated with the internet and digital technology their entire lives. Additionally, they 

can use that technology with considerable fluency in a digital world that they prefer be 

authentic, without the traditional marketing gimmicks used to promote products. 

Generation Z can ignore marketing attempts quickly as they are often more fluent in 

moving through digital spaces, leaving marketers with fewer opportunities to engage 

through traditional advertising. Recent data shows that Generation Z prefers to interact 

with brands rather than consume products marketed to them on social media, and they 

modal (or expect) brands to be authentic. This value aligns with the chances of a 

brand’s engagement with Generation Z, given the brand’s personal values. This 

demographic also tends to favour peer recommendations and user-generated content 

over traditional advertising, further highlighting the effectiveness of ghost marketing 

strategies. Despite these challenges, ghost marketing represents a significant 

opportunity for brands to engage with consumers more meaningfully and effectively. 
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By understanding the preferences and behaviours of Generation Z, marketers can 

develop strategies that resonate with this demographic and build lasting relationships. 

This research aims to explore the emergence and evolution of ghost marketing in the 

digital era, focusing on Generation Z. It will analyse the strategies and tools used in 

ghost marketing, assess its impact and effectiveness, and provide recommendations for 

marketers on how to implement these strategies effectively. The research will adopt an 

exploratory research design and will be based on quantitative data to provide a 

comprehensive understanding of ghost marketing. Primary data will be collected 

through surveys with marketing professionals and Generation Z consumers, while 

secondary data will include literature reviews, case studies, and analysis of digital 

marketing campaigns. By adopting this approach, the study aims to generate robust and 

reliable insights that can inform future marketing practices and contribute to the 

academic literature on digital marketing. 

In summary, the digital era has brought about significant changes in the marketing 

landscape, with ghost marketing emerging as a prominent and effective strategy. This 

research will explore this phenomenon in depth, focusing on its impact on Generation 

Z. By understanding the characteristics and preferences of this demographic, marketers 

can develop strategies that are not only effective but also ethical and transparent. The 

findings of this research will provide valuable insights for marketers looking to navigate 

the complexities of the digital era and engage with Generation Z in a meaningful and 

authentic way. 

 

Purpose of the study 

There is a pressing need to investigate and understand the phenomenon of ghost 

marketing from various perspectives: 

• Consumer awareness and perceptions: Exploring consumer awareness and 

perceptions of ghost marketing practices is essential to understand the potential 

risks to consumer trust and the implications for brand reputation. 

• Regulatory implications: As regulatory bodies and industry watchdogs 

increasingly focus on addressing deceptive marketing practices, it is crucial to 

assess the potential impact of emerging regulations and guidelines on the future 

of ghost marketing. 

• Industry impact: Evaluating the potential impact of ghost marketing on the 

broader marketing landscape, including its effects on traditional marketing 
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strategies, influencer marketing, and online communities, is necessary to 

anticipate and address potential challenges. 

• Sustainability and alternatives: Investigating the long-term viability and 

sustainability of ghost marketing as a side hustle, while also exploring ethical 

and transparent alternatives that align with consumer expectations and industry 

best practices. 

Literature Review 

This literature review examines the existing body of knowledge surrounding ghost 

marketing, its impact on Generation Z consumers, and its implications for brand-

consumer relationships. The review synthesizes research from multiple disciplines, 

including digital marketing, consumer behavior, social media studies, and advertising 

ethics, to provide a comprehensive understanding of the subject matter. The digital 

transformation of marketing practices has fundamentally altered how brands 

communicate with their audiences. Turner & Smith (2016) - "The Digital Native 

Consumer: Understanding Generation Z's Marketing Receptivity"- Turner and 

Smith conducted a comprehensive study examining Generation Z's response to various 

marketing approaches, including ghost marketing techniques. Their research, involving 

2,500 participants aged 16-24, revealed that 78% of Generation Z consumers were more 

likely to engage with branded content that appeared naturally within their social media 

feeds rather than obvious advertisements. The research also highlighted that Generation 

Z demonstrated sophisticated abilities to identify and evaluate marketing content, even 

when presented in subtle formats. Ramirez et al. (2015) - "Ghost Marketing: 

Effectiveness and Ethical Implications in Digital Spaces"- Ramirez and colleagues 

explored the effectiveness of ghost marketing strategies through a longitudinal study of 

50 marketing campaigns across different digital platforms. Their research specifically 

focused on the intersection of marketing effectiveness and ethical considerations. The 

researchers documented various ghost marketing approaches and their impact on 

consumer perception, providing valuable insights into the balance between marketing 

effectiveness and ethical practices. Chen & Rodriguez (2014) - "Social Media 

Integration and Ghost Marketing: A Generation Z Perspective"- Chen and 

Rodriguez conducted an extensive analysis of social media marketing strategies 

focusing on Generation Z's engagement patterns. The study examined 1,200 marketing 

campaigns across Instagram, Snapchat, and YouTube, specifically analyzing how subtle 

brand integrations influenced consumer behavior. Notably, the study found that 
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Generation Z consumers were 42% more likely to share content that appeared organic, 

even when recognizing its promotional nature. Harrison & Kumar (2016) - 

"Consumer Trust in the Age of Stealth Marketing"- Through a comprehensive two-

year study involving 3,000 participants, Harrison and Kumar investigated the 

relationship between ghost marketing practices and consumer trust. This research 

provided crucial insights into the delicate balance between marketing effectiveness and 

maintaining consumer trust. Patel & Williams (2015) - "Ghost Marketing Metrics: 

Measuring Success in Digital Campaigns"- Patel and Williams developed a 

framework for measuring ghost marketing effectiveness through analysis of 500 digital 

marketing campaigns. Their study introduced new metrics specifically designed to 

evaluate subtle marketing approaches, including "authenticity perception rates" and 

"natural engagement scores." The research demonstrated that successful ghost 

marketing campaigns achieved 45% higher conversion rates compared to traditional 

digital advertising. Thompson et al. (2017) - "Generation Z and Digital Content 

Consumption Patterns"- This comprehensive study by Thompson and colleagues 

examined how Generation Z interacts with digital content across various platforms. 

Through analysis of 5,000 participants' digital behavior patterns, the research revealed 

distinct preferences for content consumption and engagement. The research provided 

valuable insights into content format preferences and optimal timing for brand 

integrations. Morrison & Lee (2016) - "Ethical Implications of Ghost Marketing in 

Social Media"- Morrison and Lee conducted an ethical analysis of ghost marketing 

practices across major social media platforms. Their study examined 300 influencer 

marketing campaigns and their compliance with regulatory guidelines.  The research 

highlighted the growing tension between marketing effectiveness and ethical 

considerations, suggesting that transparent ghost marketing practices could maintain 

effectiveness while building long-term consumer trust. Zhao & Bennett (2015) - 

"Cross-Platform Ghost Marketing Effectiveness"- This study analyzed ghost 

marketing strategies across different digital platforms, examining how effectiveness 

varied by channel and audience segment. The researchers tracked 150 brands 

implementing ghost marketing across multiple platforms, measuring engagement rates, 

conversion metrics, and brand sentiment. The study provided valuable insights into 

platform-specific optimization of ghost marketing strategies. Anderson & Clark 

(2017) - "ROI Analysis of Ghost Marketing Campaigns"- Anderson and Clark 

conducted a detailed financial analysis of ghost marketing campaigns compared to 

traditional digital advertising. Their study examined 200 brands over an 18-month 
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period, comparing cost-per-engagement, conversion rates, and long-term customer 

value. The study provided crucial data on the financial viability and long-term 

effectiveness of ghost marketing strategies. Fischer & Zhang (2016) - "Generation 

Z's Response to Marketing Authenticity"- This study focused specifically on how 

Generation Z evaluates marketing authenticity across digital platforms. The study found 

that Generation Z could identify marketing content within 2.3 seconds of exposure but 

were 4.5 times more likely to engage with content that maintained authentic storytelling 

elements. The research provided valuable insights into content creation strategies that 

resonated with Generation Z consumers. Yamamoto & Evans (2015) - "Brand 

Integration in User-Generated Content"- Yamamoto and Evans examined how 

brands successfully integrated their messaging into user-generated content platforms. 

Their study analyzed 400 brand campaigns that utilized ghost marketing techniques 

within user-generated content environments. The study provided specific guidelines for 

successful content integration while maintaining authenticity. Roberts & Kim (2017) - 

"Long-term Effects of Ghost Marketing on Brand Perception"- This longitudinal 

study tracked the impact of ghost marketing strategies on brand perception over a three-

year period. Roberts and Kim analyzed75 brands implementing ghost marketing 

techniques, measuring changes in brand perception, trust, and customer loyalty.  The 

study provided valuable insights into the long-term implications of different ghost 

marketing approaches. Davidson & Powell (2015) - "Influencer Integration in Ghost 

Marketing Strategies"- Davidson and Powell conducted an extensive study of 

influencer-based ghost marketing campaigns across multiple social media platforms. 

Their research analyzed 250 influencer partnerships, tracking engagement metrics, 

authenticity perception, and conversion rates. Garcia & Smith (2016) - "Content 

Authenticity in Digital Marketing"- This comprehensive study examined the 

relationship between content authenticity and marketing effectiveness among digital 

consumers. Garcia and Smith analyzed 600 marketing campaigns, categorizing them 

based on authenticity metrics they developed. Their research included eye-tracking 

studies, consumer surveys, and engagement analysis across different platforms. Wilson 

et al. (2014) - "Platform-Specific Ghost Marketing Effectiveness"- Wilson and 

colleagues conducted a comparative analysis of ghost marketing effectiveness across 

different social media platforms. Their study tracked 180 brands implementing ghost 

marketing strategies across Facebook, Instagram, Twitter, and YouTube. The study also 

identified optimal content formats and posting strategies for each platform, providing 

practical guidelines for marketers. 
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Objectives of the study 

The objective of this research is to investigate the emergence and evolution of ghost 

marketing in the digital era, with a special focus on its impact on Generation Z. The 

study seeks to provide a comprehensive understanding of ghost marketing strategies, 

assess their effectiveness, and offer insights into how these strategies resonate with 

Generation Z.  

1. To examine the awareness of ghost marketing and its impact on consumer 

buying behaviour. 

2. To examine the effectiveness of ghost marketing on consumer trust and brand 

reputation. 

3. To study the impact of ghost marketing on various demographic profiles such 

as age, gender, lifestyle, income, geographical location etc. 

4. To investigate consumer perceptions of ghost marketing tactics, and understand 

the factors influencing their acceptance or rejection of these practices. 

5. To evaluate the long-term viability and sustainability of ghost marketing. 

 

Hypothesis Theoretical Background 

The activity of influencing consumer behavior through covert or indirect means without 

explicitly endorsing a brand or product is known as "ghost marketing." Through product 

placement, viral content, or using influencers in ways that don't overtly promote the 

brand, these strategies sometimes entail developing a discreet presence or association 

with the target demographic. Based on the research objectives and literature review, the 

following hypotheses have been formulated to guide this study. These hypotheses 

address key aspects of ghost marketing's impact on consumer behavior, trust, 

demographic variations, and sustainability. 

 

Problem Statement Methodology 

Over the past few years, the ghost marketing definition have emerged along with other 

forms such as birthday marketing and even island marketing. This is inspired by the 

increase in the use of the internet and digital technology. Furthermore, without notice 

ghost marketing has become very popular. Most especially with the youngsters today 

who are known to often be distracted by a video or image while spending most of their 

leisure time on social media. Ghost marketing can be defined as the blend of 

advertisement into an inaudible context which completely differs from traditional forms 
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of marketing in the way that it targets obscure audiences it seeks to reach, and packaged 

as ordinary experiences as opposed to messages targeting a specified audience. Hence, 

advertising automatically becomes part of one’s day-to-day activities. Therefore, for 

someone to understand how to effectively market to Gen Z, it is vital to dissect these 

concepts such as why do Gen Z go viral on TikTok and to understand influencer 

marketing strategy. This gap is what this research focuses on exploring. “In phases 

where complex solving and audience tension are inheriting, they tend to become 

responsive with circumvention tactics,” said Darius Friesen, an avid TikTok user. 

 

Analysis 

This paper presents the comprehensive research methodology employed to investigate 

the impact of ghost marketing on Generation Z consumers. The design of the research 

and the methods chosen are optimal for meeting the study's goals and verifying the 

hypotheses. In this study, a quantitative approach was utilized, along with a survey 

instrument to extract relevant information from Gen Z respondents. The survey method 

has been selected as the primary research strategy, utilizing a structured questionnaire 

to collect data from Generation Z consumers.The survey platform selection google form 

is incorporated into the questionnaire implementation of samples, including customers, 

college students and stay-at-home moms, were surveyed. 

Table 1. Demographic information of respondents 

Characteristics   Frequency  %  

Gender  Male  92  45.2 

 Female  70  24.9 

Age  18 - 21 years  26  17.3 

 22 – 24 years  50  24.9 

 25 – 27 years  46  22.5 

 28 – 30 years  30  15.3 

Occupation  Employed  73  36.1  

 Unemployed  27  11.3 

 Student  132  63.2 

Frequency of visiting 

shopping mall  
Once in 2 months  23 9.2 

 1 – 2 times in a month  25 13.5 

 3 – 4 times in a month  63 37.9 

 > 4 times a month  52  25.3 

Usage of social media  Facebook  53  29.3  

 Twitter  28 19.4  

 Instagram  84  51.6 
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 All of the above  78  43.5 

Time spent on social media  1 hour per day  48 28.3 

 2 hours per day  37  13.6 

 3 hours per day  18  8.7 

 > 4 hours per day  69  25.6 

Resources of linking tools Personal Computer  18 5.6 

 Mobile/Smart phone  185 82.7 

 Tablet / I-pod  2 1.2 

 All the above  38 19.2 

Most appealing stuff Images  57  23.1  

 Videos  90  53.2 

 Texts  45  19.5 

 Audio  17 8.5 

 All  12 6.0  

Motivation for social media 

usage 
Connecting friends  128 59.6 

 Casual browsing  47  19.2 

 Education  43  17.9 

 Others  32 16.7 

       Source: Questionnaire  

 
 

Table 2. General Awareness 

Statement  
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

Have you ever come across 

promotional materials that didn't 

immediately reveal the brand behind 

them?   

40  

14.7%  
57  

28.3%  
39 

19.3%  
36  

17.8%  
7 

3.5%  

Do you believe that companies 

occasionally make a conscious effort 

to conceal their identities while 

promoting to you?  

 

28 

13.8%  
85 

 42.3%  
49  

24.3%  
30 

14.9%  
6  

3.0%  

Consider a social media video on a 

new product that is interesting, but the 

brand name is not mentioned. How 

likely are you to do more research on 

the product to know who 

manufactured it?   

34 

 16.9%  
66 

 32.6%  
69 

 34.4%  
19 

9.4%  

4 

2.0%  

Have you ever bought a product on the 

advice of bloggers or influencers 

without realizing they were being paid 

to promote it?   

25 

 12.3%  
72 

35.6%  
52  

25.7%  
28 

 13.9%  
17 

8.4%  
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Table 3. Perspectives of consumers regarding social media 

marketing 
 

Statement 
Strongly

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

Do you think Instagram is a good 

platform for Image advertising?   57 

28.1% 
75 

37.2% 
29 

14.3% 
11 

5.7% 
3 

1.5% 

Do you think Facebook isa useful 

tool forcustomer communication?   
55 

27.9% 
82 

41.2% 
67 

33.1% 
11 

5.3% 
4 

2.0% 

Do you believe a tweet makes the 

message easier for the general 

audience to understand? 

 

38 

18.7% 
92 

45.4% 
50 

24.7% 
19 

9.3% 
8 

4.0% 

Advertising on social media works 

better than traditional marketing.   57 

27.9% 
77 

38.3% 
20 

9.8% 
7 

3.5% 
9 

4.5% 

The quality of the content, videos, 

and photographs matters more than 

quantity.   

80 

39.7% 
53 

25.9% 
36 

17.9% 
42 

20.9% 
7 

3.5% 

 

Table 4.Concerns about privacy and security 

Do you think the terms and conditions of 

social media usage are clear? 44 

21.8%  
97 

48.3%  
37  

18.3%  
17 

8.4%  
3 

1.5%  

Are you aware of social media accounts' 

privacy policies? 24 

11.9%  
78 

38.6%  
54 

26.6%  
29  

14.4%  
7 

3.5%  

You are worried that if you write a bad 

review, your identity might be revealed.  39 

19.3%  
66  

32.7%  
52 

25.2%  
32 

 15.8%  
6 

3.0%  

You worry that someone might steal or 

abuse your identity. 30 

19.4%  
87 

43.6%  
50 

 24.7%  
22 

 10.8%  
5 

2.5%  
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Table 5.The marketing preference of the customer 

Statement  
Strongly  

Agree  
Agree  Neutral  Disagree  

Strongl

y 

 

Disagre

e  

You like it when advertisers 

approach you directly. 
33 

16.2%  
84 

 41.6%  
27 

 13.3%  
24 

10.9%  
12 

6.0%  

You prefer mobile marketing 

through apps, SMS, and other 

channels. 

37 

 18.3%  
110 

54.2%  
45  

22.7%  
18 

8.9%  
5 

2.5%  

Do you like traditional 

advertising methods like 

newspapers, billboards, and 

banners? 

35 

17.3%  
45 

22.1%  
86  

42.6%  
22 

 10.9%  
10 

 5.0%  

Have you been influenced 

through word-of-mouth? 38 

 18.7%  
89 

44.1%  
52 

25.7%  
27 

13.4%  
8 

4.0%  

Are you influenced by online 

ads?  
35 

17.3%  
57 

28.1%  
66 

 32.8%  
26 

 12.8%  
7 

3.5%  

Hypothesis Testing 

H1: Higher awareness of social media marketing increases customer engagement with 

online ads. 

H2: Awareness of social media promotions positively influences brand trust. 

H3: Customers with higher privacy concerns are less likely to trust brands on social 

media. 

 

H4: Perceived security threats negatively impact engagement with social media ads. 

H5: Customers who prefer traditional marketing perceive social media marketing as 

less effective. 

 

H6: Customers with a higher preference for online ads find social media marketing 

more effective. 
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H7: Preference for video-based content positively influences engagement and purchase 

intent. 

H8: The choice of social media platforms impacts the effectiveness of marketing 

communication. 

H9: Brand trust developed through social media marketing positively influences 

purchase decisions. 

 

H10: Social media engagement mediates the relationship between brand trust and 

purchase intent. 

 

H11: Digital literacy moderates the impact of social media awareness on engagement. 

 

H12: Age and shopping frequency moderate the relationship between marketing 

preferences and purchase decisions. 

Result and Discussion 

A large percentage of those surveyed (37.7%) use all three social media sites. 

According to the majority of respondents (83.3%), social media is a more powerful 

instrument than conventional advertising methods. Of the respondents37.8% use 

Youtube,21.7% use Instagram, while Facebook and Twitter are utilized by 11.3% and 

18.4% of them, respectively.  

The top privacy and security threats are "the customers are aware of the privacy terms 

involved with social media platforms," "the customers fear that their identity may be at 

risk if they raise negative feedback," and "the identities of customers are safe when a 

response is released."  

It has been demonstrated that a customer's social media awareness, preferences, and 

privacy concerns are related. Awareness and privacy have an impact on social media 

preferences; that is, patrons may be swayed by social media marketing, making it a 

viable strategy for marketers.  

Customers favor traditional marketing methods even though they believe social media 

is appealing for marketing. Consumers also think that online and social media 

marketing could lead to identity theft or misuse. Most customers use Facebook and 
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Instagram, but when combined, Youtube, Instagram and Twitter are utilized more 

frequently than Facebook alone. Since the majority of consumers have profiles on 

Youtube, Instagram and Twitter, the study shows that the majority of customers use 

these platforms.  

Conclusion 

The study reveals that ghost marketing has emerged as a significant evolution in digital 

marketing strategy, particularly in relation to engaging Generation Z consumers. The 

research examined demonstrates the growing importance of authentic, integrated 

marketing approaches that align with modern consumer preferences and behaviors. 

According to the report, social media marketing works well for reaching consumers 

because it's simple to influence them.  Yet, the study reveals that consumers are 

uncomfortable utilizing social media due to their concerns about identity theft and 

misuse. The survey shows that consumers do not consider social media marketing to be 

an attractive and effective tool when compared to other marketing tools since they still 

prefer more traditional methods. 

 

Manegerial Implications 

Therefore, it is advised to maintain its social media accounts for marketing purposes; 

but, to attract and raise awareness among customers, they must engage with these 

platforms and publish more material on their pages. To accommodate both customer 

tastes, it is also advised to use social media marketing in addition to more conventional 

marketing techniques. Companies and businesses can use these platforms to learn about 

the trends and what the majority of customers want. They can then try to meet their 

needs by offering them satisfied products and services, which will draw in more 

business and strengthen the bond between the company and its clients. 

 

Limitations of the study 

While this study aims to provide a thorough analysis of ghost marketing and its impact 

on Generation Z, several limitations need to be acknowledged. The study will rely on 

purposive and snowball sampling methods, which may result in a sample that is not 

fully representative of the broader population of marketing professionals and 

Generation Z consumers. This could limit the generalizability of the findings. The data 

collection methods, such as surveys and interviews, will rely on self-reported 
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information, which may be subject to biases such as social desirability bias or recall 

bias. Participants might provide responses that they believe are socially acceptable 

rather than their true opinions or behaviours. The digital marketing landscape is rapidly 

evolving, with new platforms, technologies, and trends emerging continuously. This 

study’s findings may become outdated quickly as new forms of ghost marketing and 

digital marketing strategies develop. Generation Z is a diverse cohort with varying 

cultural backgrounds, which may influence their perceptions and responses to ghost 

marketing. The study may not fully capture these cultural nuances, leading to findings 

that are more applicable to certain regions or cultural contexts than others. Measuring 

the effectiveness of ghost marketing can be challenging due to the covert nature of these 

strategies. 

 

Scope for Further Research 

There is a lot of room for more research on the given paper because of platform 

algorithms, customer behavior, and technology are all changing quickly. Research in 

this area can focus on ethical consideration such as security risks associated with social 

media use on their account pages to address relevant issues. New Developments in 

thefield like Augmented reality (AR) and virtual reality (VR) and their use in social 

media marketing efforts. The ways in which the metaverse will influence upcoming 

social media marketing tactics. Future research in the ethical, technological, and 

psychological facets of these domains is crucial, offering regulators, customers, and 

marketers insightful information. 
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Abstract - Objective: This research presents promising directions for research based 

on its detailed review of academic work about board diversity and Environmental 

Social and Governance (ESG) reporting. The main objective of this study is to evaluate 

the literature on ESG reporting and drawing conclusions through extensive bibliometric 

analysis. Methodology: Using the SLR technique with PRISMA methods enabled us to 

conduct a complete research selection and evaluation process. The research draws on 

620 peer-reviewed publications from Scopus that it filtered through keywords related to 

ESG reporting and board diversity. The bibliometric research used VOSviewer and 

Biblioshiny (R-package) to study how many scientific documents about this topic were 

published from 2015 to 2025. Findings: Our bibliographic coupling analysis focuses on 

three major areas: how women in boardrooms affect sustainability reports; how 

governance elements steer ESG information disclosure; and what elements impact 

integrated reporting. A study shows that multigenerational boards improve how 

companies sustain their efforts and how they make their ESG data accessible to 

stakeholders. A mix of male and female board directors improves ESG results and 

provides new business ideas but strong governance controls boost company 

responsibility. Implications: This key discovery creates various useful impacts on 

study and business practices. The findings create new research opportunities by 

showing which countries or regions may show different results when studying ESG 

reporting from mixed boards. Changes in governance structures will be better guided by 

the results as numerous stakeholders use these outcomes to create better diversity 

standards and sustainability reporting requirements. Research examines the use of 

advanced technologies to upgrade ESG reporting quality. Government decision makers 

should create new laws to make company boards more representative and encourage 

better reporting of environmental and social governance results. Executives now have 

solid business evidence that company success depends on diversity in board 

membership. The researchers want more teams to study ESG reporting differences 

across different regions and reporting methods while using this research as a starting 

point to explore the link between diversity and sustainability in business governance. 

 

Keywords: Board Diversity, ESG Reporting, Corporate Sustainability, Governance 

Structures, Bibliometric Analysis, Sustainability Disclosure. 
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1. Introduction 

With ESG exploration and governance criticism intensifying, the links between ESG 

reporting and board diversity are becoming a key element of responsible business 

practice. With firms in the difficult process of navigating the digital economy, ESG 

disclosures need to be transparent, along with corporate leadership being inclusive, in 

order to lead towards sustainable growth and stakeholder trust. A review of this 

evolving scholarly landscape is undertaken in order to systematically explore the 

evolving scholarly landscape relating to ESG reporting and board diversity in 

conjunction with one another, in the strengthening of sustainable corporate governance. 

This study maps key research trends, key influential contribution and emerging themes 

to shed a comprehensive light at how having diverse boards increase ESG 

accountability and ultimately corporate resilience and long term value creation of the 

corporations in the digital era. 

As ESG reporting becomes pivotal in managing the tension between the stakeholders 

and companies driven by the regulatory frameworks, changing expectations of the 

stakeholders and technological advancements, the interplay between the two has also 

got some momentum. Governments and financial institutions have recently required the 

disclosure of standard ESG, with the EU Corporate Sustainability reporting directive 

(CSRD) and the SEC climate rules for the disclosure expected to drive corporate 

sustainability strategies (Christensen et al., 2021). At the same time, board diversity has 

become the pivotal governance mechanism, since it is proven to link it with better ESG 

performance, and ethical decision making (García‐Sánchez et al., 2022). As AI, big data 

and blockchain keep rising, ESG reporting is even more digitalized to achieve the goals 

of enhancing transparency and minimizing the risk of greenwashing (Drempetic et al., 

2020). Yet, ESG metrics are inconsistent, and there is no standardization between 

reporting frameworks, nor diversity initiatives are superficial (Kotsantonis & Serafeim, 

2019). However, many firms employ tokenistic diversity measures in which vast 

leadership structures are not diverse and are not integrated into the strategic decision 

making (Bernile et al., 2018). Furthermore, firms with ESG shortcomings often 

overstate their ongoing or planned sustainability initiatives, which makes ESG 

laundering (Kim Lyon, 2021) akin to financial laundering (Marder 2011). 

Although there are these advancements, ESG reporting, board diversity, and sustainable 

corporate governance appear to have difficulty coming together. Voluntary reporting 
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and absence of third party verification makes ESG benchmarking difficult in part 

because they raise the question about the reliability and transparency of data (Li et al., 

2021). The reform of corporate governance is impeded also by resistance to diversity in 

corporate leadership, in particular in male–dominated industries (Terjesen, 2016). 

Furthermore, with firms using digital ESG reporting platforms more and more, 

cybersecurity risks and misinformation concerns are highly likely to compromise data 

integrity (Cheng et al., 2020). These challenges necessitate stronger regulatory 

oversight, adoption of AI driven ESG analytics and blockchain enabled verification 

systems to improve the accuracy of disclosure. Future research should then also seek to 

identify means to overcome the diversity issues and to optimize digital governance tools 

towards better enhancing corporate sustainability in the digital era. 

 

2. Literature review 

2.1 ESG Reporting and Board Diversity 

Businesses now use Environmental Social and Governance reporting more as they 

understand better their part in creating better business standards. Legal entities develop 

stakeholder trust through ESG disclosure when people learn about their sustainable 

practices, handling of risk, and fair business standards (Eccles et al., 2020). Board 

effectiveness in company decision-making and governance depends on diverse 

representation of experts and professionals plus diverse representation of employees 

including gender and ethnicity (Bernile et al., 2018). Our research analyzes the 

intellectual structure of ESG reporting combined with board diversity because these 

elements now shape sustainable corporate behavior. 

 

2.2 The Growing Importance of ESG Reporting 

Countries worldwide now need companies to report ESG data according to standards 

developed by GRI, TCFD, and SASB because governments see these regulations as 

necessary (Khan et al., 2021). Strong ESG reporting helps companies build their 

reputation while reducing financial risks and achieving better long-term results 

according to research done by Fatemi and colleagues (2018). According to Manita et al. 

(2018) multiple issues with ESG frameworks particularly greenwashing and 

inconsistent standards make it hard to properly apply them. Research in this field will 

detect the latest patterns and main publications that direct ESG reporting development. 
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2.3 Board Diversity and Its Influence on ESG Performance 

A business board populated with diverse members helps improve ESG results since 

different perspectives bring ethical analysis and strategic value to sustainability actions 

(García‐Sánchez et al. 2019). Organizations experience higher quality environmental 

and social responsibility results when their boards include members from different 

genders (Birindelli et al. 2018). Similarly, ethnic and professional diversity fosters 

innovation, stakeholder engagement, and effective risk management in ESG decision-

making (Adams & Ferreira, 2009). The literature shows companies resist board 

diversity because they use tokenism practices and adopt cultural biases in selection 

while failing to enforce proper policies (Terjesen et al., 2016). 

 

2.4 The Role of Digital Transformation in ESG and Governance 

Digital technology has improved ESG reporting quality by using big data tools and 

blockchain technology besides AI to make financial data easier to see and verify (Liu et 

al., 2021). Digital systems enable companies to track their sustainability data in real 

time and verify their performance by regulatory criteria which builds trust with 

investors according to Zhao et al. (2022). Electronic boards support diverse leadership 

by helping remote meetings and real-time decisions along with tools that evaluate how 

well governance works (García-Meca et al., 2015). Research needs to study how digital 

technology changes the relationship between ESG reporting and diverse boards in 

current corporate management systems. 

 

Current academic research about ESG reporting and board diversity has not yet filled 

all necessary gaps. Research mainly focuses on developed economies with limited 

attention given to ESG issues in emerging markets according to Gerged et al. (2021). 

The distinctive features of individual markets need more attention to help explain their 

relationship with ESG reporting and corporate leadership practices (Albitar et al., 

2020). Research finds that diverse boards deliver advantages yet systematic data shows 

limited evidence of their positive contribution to ESG results (Frias-Aceituno et al., 

2013). The research tool books helps scientists identify significant knowledge gaps for 

further research decisions. 

 

Scholarly research on sustainable consumer behavior has increased because people 

worry about environmental harm and governments require responsible action from 
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consumers (White et al., 2019). Research studying sustainability as part of business and 

policy plans has expanded fast from many academic fields especially marketing 

environmental science and behavioral economics. To understand research development 

in this field a structured study of published materials needs examination to locate 

important publishing patterns and the development of new research directions. This 

study investigates the following questions to determine its outcomes. 

RQ1. What are the current publication and collaboration trends in ESG 

Reporting and Board Diversity of Sustainable Corporate Governance field?  

RQ2. Who are the leading contributors and contributions in this domain?  

RQ3. Which themes emerge as the most influential?  

 

3.Methodology 

Organizational groups find linked research results through various literature study 

methods while putting past research findings together. Researchers use modern 

bibliometric methods to create data evaluation procedures that match scientific rules 

and statistical methods (Diodato 1994, Pritchard 1969, Broadus 1987). Bibliometrics 

using the R tool adds new evaluation methods that make research data examination 

objective and enhances traditional techniques (Aria & Cuccurullo, 2017). This system 

enables researchers to monitor all research development in their specific field and 

evaluate who conducts most research alongside where and who authors it (Farrukh et 

al., 2020; Zupic & Cater, 2015). The study conducts bibliometric analysis to analyze 

how literature grows in subjects related to sustainable corporate governance with ESG 

reporting and board diversity. 

3.1 Data bases used:  

Our bibliometric research bases its selection on Scopus which provides highly respected 

abstract and citation information for both high-quality peer-reviewed publications. To 

find necessary academic publications an organized search query used these Boolean 

elements "ESG AND reporting OR board AND diversity OR corporate AND 

governance." The chosen keywords bring together all available literature on ESG 

disclosure standards along with boardroom gender balance and corporate control 

systems for exact research results. We searched all three parts of the study record using 

the query to identify appropriate research papers. The research only looked at studies 

published between 2015 and 2025 using filters that matched the current digital era 
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trends in sustainable corporate governance. This determined process helps the 

bibliometric study stay solid by using recognized sources to present a complete view of 

what scholars find and how research changes in sustainable corporate governance 

today. 

3.2- Data Selection Approach 

The research applied the PRISMA model in Figure 1 to collect sufficient scholarly 

work. International organizations approve one standard method for studying research 

databases under PRISMA or Preferred Reporting Items for Systematic Reviews and 

Meta-Analyses. Using PRISMA as an evidence-based standard helps authors complete 

systematic review and meta-analysis methods efficiently.  

Our review procedure matches PRISMA standards to obtain both high-quality and 

suitable research material for evaluation. Our search found 1,045 initial items through 

Scopus but we removed 135 results from Business, Management, Accounting, Social 

Sciences, Economics, Econometrics, and Financing for publication years 2015 to 2025. 

Our selection process started with 884 publications but we only kept 712 records 

because 160 articles were not full-length studies and then we removed any studies 

written in non-English languages. The eligibility assessment team removed 92 studies 

because they were still being published in press newspapers before creating a set of 620 

credible studies for analysis. The research team applies a standard process to collect 

studies to effectively present the structures and development of ESG reporting while 

documenting board diversity research during this digital era 
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Source: Created by the author. 

3.3-Data analysis tools used: 

VOSviewer: it analyzes and displays networks in bibliometrics through its advanced 

network visualization system (Van Eck and Waltman 2010, 2011). VOSviewer makes 

scientific literature maps at Leiden University based on co-citation and bibliographic 

coupling associations using their developed technologies.  

The R package Bibliomatrix: it enables scholars to work with complex bibliometric data 

evaluation tools and create better visualizations for better scholarly analysis. 

Bibliomatrix conducts bibliometric methods in the R program for establishing co-

citation networks and examining citations along with exploring structural themes in one 

platform (Aria & Cuccurullo, 2017). Through Scopus connectivity the program enables 

researchers to work with huge bibliographic files from Scopus and maintain transparent 

research procedures. Bibliomatrix offers advanced functions that let scholars view 

research environments as they update in real time while enhancing standard 

bibliometric research methods (Zupic & Čater, 2015). Bibliomatrix works well with 

Bibliometrix and other R packages which expands the research capacities especially for 

studies that require systematic literature review and meta-analysis techniques (Aria & 

Cuccurullo, 2017). Students and scholars who research the academic field find the 

system essential because its functions keep growing in value as bibliometric research 

becomes more essential. 

4. Discussion 

The study results outline all major trends in research about ESG reporting, board 

diversity and sustainable corporate governance when digital technologies became 

important. Our research explores how academics and businesses understand links 

between ESG and board diversity that boost sustainable corporate behaviors. The 

dynamic relationship between these factors is changing the systems of corporate 

management both during digital transformations and when engaging stakeholders. 

This section uses the publication analysis results as a foundation to explore further 

results and their business meanings. This part studies the essential gaps, theory 

development and business problems that define the field today. This part shows how 

combining ESG reporting with diverse boards helps companies act ethically and shows 

all information clearly to benefit operation stability in the future. Through this analysis 

we present useful guidance to both academics and officials in charge of sustainable 

corporate governance. 
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This section attempts to answer the following predetermined research questions 

RQ1. What are the current publication and collaboration trends in ESG 

Reporting and Board Diversity of Sustainable Corporate Governance field?  

RQ2. Who are the leading contributors and contributions in this domain?  

RQ3. Which themes emerge as the most influential?  

 

 

4.1 Annual Scientific Production 

As shown in Fig.-1, Numerous scholarly works focusing on ESG reporting and board 

diversity have been produced annually with enhanced interest since 2019 until the 

present. Academic interest in the relationship between board diversity and ESG 

reporting elements steadily increased from 2015 until 2019. Research publications on 

sustainable corporate governance in the digital era show their highest patterns between 

Table. 1-Main Information About Data 

Timespan 2015:2025 

Sources (Journals, Books, etc) 278 

Documents 620 

Annual Growth Rate % 28.99 

Document Average Age 2.39 

Average citations per doc 28.52 

References 0 

DOCUMENT CONTENTS 

Keywords Plus (ID) 622 

Author's Keywords (DE) 1598 

AUTHORS 

Authors 1560 

Authors of single-authored docs 79 

AUTHORS COLLABORATION 

Single-authored docs 87 

Co-Authors per Doc 2.89 

International co-authorships % 27.74 

DOCUMENT TYPES 

Article 620 
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2020 and 2024 with 233 articles. The decrease from 2025 to 51 articles indicates that 

research might have reached its peak or key priorities changed or the latest data is 

incomplete for that year. The trend demonstrates how ESG reporting together with 

board diversity gains prominence through global governance discourse because 

stakeholders need sustainability and inclusive practices. 

 

 

Year Articles 

2015 4 

2016 8 

2017 13 

2018 10 

2019 21 

2020 40 

2021 40 

2022 77 

2023 123 

2024 233 

2025 51 

                                                                                

Table.-2: Annual Scientific Production                    Fig.-1: Annual Scientific Production 

Source: Authors own compilation using R studio’s bibliometrix 

 

4.2 Citations Per Year 

As shown in Fig.-2, A rising number of publications in ESG reporting and board 

diversity research produced a downward trend in annual citation counts. Early academic 

contributions maintained high levels of scholarly influence reaching 19.33 in 2017 

along with 17.46 during 2018. Since 2019 the average number of citations per year has 

declined steadily until it reached its minimum point of 1 during 2025. The number of 

published research papers has grown thus reducing individual article relevance while 

new scholarly works require time before achieving sufficient citations. The significant 

increase in research production coincides with a weak academic influence of recent 

studies yet highlights how important it is to develop impactful contributions for 

sustainable corporate governance discussions during the digital age.       
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Table.-2: Average Citations Per Year                     Fig.-2: Average Citations Per Year                      

Year 

Mean 

TC per 

Art N 

Mean TC 

per Year CitableYears 

2015 122.75 4 11.16 11 

2016 93.25 8 9.32 10 

2017 174 13 19.33 9 

2018 139.7 10 17.46 8 

2019 65.57 21 9.37 7 

2020 71.85 40 11.97 6 

2021 72.22 40 14.44 5 

2022 36.14 77 9.04 4 

2023 15.06 123 5.02 3 

2024 4.12 233 2.06 2 

2025 1 51 1 1 

 

Source: Authors own compilation using R studio’s bibliometrix 

 

4.3 Most Productive Journals 

The bibliometric analysis of the most relevant sources in ESG reporting and board 

diversity research indicates that Sustainability (Switzerland) is the dominant publication 

outlet, contributing the highest number of documents (99). This suggests its central role 

in disseminating knowledge on sustainable corporate governance. Other key journals, 

such as Corporate Social Responsibility and Environmental Management (33) and 

Business Strategy and the Environment (25), highlight the interdisciplinary nature of 

this research domain, intersecting corporate governance, environmental responsibility, 

and strategic management. The presence of finance-oriented journals (Journal of Risk 

and Financial Management, Finance Research Letters) underscores the financial 

implications of ESG and board diversity. The findings suggest that while sustainability-

focused journals lead in publication volume, the breadth of sources reflects the 

multifaceted nature of ESG and board diversity research, emphasizing its relevance 

across governance, finance, and business strategy. 
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Fig.-3: Most Productive Journals              

Source:  Authors own compilation using R studio’s bibliometrix 

 

4.4 Authorism 

The bibliometric assessment demonstrates that research into ESG reporting and board 

diversity receives its major scholarly input from a condensed set of authors. As shown 

in Fig.4, The authors Chouabi S. and Hussainey K. demonstrate the strongest influence 

through their six research publications in this field. Portnoy A. and Camilleri MA along 

with Chouabi J join Agnese P. as authors who regularly publish academic studies 

showing an expanding but specialized academic interest. Although the research area is 

expanding the distribution of influential scholarly contributions remains focused among 

two main authors and a few additional experts. The development of new research 

perspectives about sustainable corporate governance during the digital period needs 

additional scholars to broaden academic discourse. 

 

 

      

 

 

 

 

 

 

Fig.-4: Most Relevant Authors             
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Source:  Authors own compilation using R studio’s bibliometrix 

As revealed in Fig.5-Authors Chouabi S. and Hussainey K. have shown consistent 

influence through their ongoing work in ESG reporting and board diversity research 

since the 2010s while researchers in general have been actively producing more 

scholarly articles in this field. Their research output during recent times stands out 

because of the elevated number of yearly citations which demonstrates robust academic 

influence. Several researchers besides P. Agnese and MA. Camilleri and K. Albitar 

perform occasionally but have contributed substantially to specialized fields of study. 

Research interest demonstrates gradual expansion based on an increasing number of 

contributors participating in the discourse. The digital age's recognition of board 

diversity with ESG reporting continues to rise as vital components for sustainable 

corporate governance thus creating motivation for academic research and collaborative 

initiatives. 

 

 

 

 

 

 

 

 

Fig.-5: Authors Contributions Over Time             

Source:  Authors own compilation using R studio’s bibliometrix 

 

4.5 Co-Occurrence Analysis 

The co-occurrence analysis generated through VOSviewer reveals the intellectual 

structure of ESG reporting and board diversity research, emphasizing key thematic 

clusters. Dominant terms such as corporate governance, ESG, sustainable 

development, and ESG disclosure indicate the central focus on integrating 

sustainability into corporate decision-making. The presence of interconnected terms 

like board independence, gender, and women’s status underscores the critical role of 

board diversity in shaping ESG practices. Additionally, concepts such as climate 

change, financial performance, risk management, and investment efficiency highlight 

the intersection between sustainability, governance, and economic outcomes. The 
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network visualization suggests a multidisciplinary approach, linking corporate 

governance, environmental policies, and financial performance. This analysis 

underscores the growing academic attention towards ESG reporting and board 

diversity as vital components in fostering sustainable corporate governance in the 

digital era, necessitating further empirical exploration and policy-driven discourse. 

 

 

 

 

 

 

 

 

 

 

Fig.-6: co-occurrence of words       Source:  Authors own compilation using VOSviewer 

 

4.6 Country Scientific Production 

The country-wise scientific production data shows research about ESG reporting and 

board diversity conducted across multiple world regions through active participation 

from both developed and emerging economics. European countries together with China 

and United States create the greatest body of research because their institutions sustain 

strong sustainability assessment systems backed by corporate governance practices and 

academic studies on sustainability matters. The academic work regarding ESG 

principles in corporate governance continues to develop particularly in India and Brazil 

as these emerging markets show expanding interest in sustainability matters. The 

currently published literature shows a dispersed pattern which indicates different levels 

of dedication from institutions toward ESG together with board diversity policies. 

Global cooperation should gain priority because it will help develop an inclusive 

conception of sustainable corporate governance throughout the digital period. 
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Fig.-7- Country Scientific Production         

Source:  Authors own compilation using R studio’s  bibliometrix 

 

4.7 word cloud analysis  

The word cloud analysis highlights the central themes in ESG reporting and board 

diversity research, with prominent terms such as sustainability, governance approach, 

and corporate social responsibility reflecting the core focus on sustainable corporate 

governance. The strong presence of sustainable development, corporate strategy, and 

stakeholder underscores the strategic integration of ESG principles into business 

operations. Additionally, terms like performance assessment, industrial performance, 

and regression analysis suggest an emphasis on empirical evaluation, indicating the 

field's data-driven and analytical approach. The dominance of governance-related 

concepts suggests that board diversity plays a crucial role in shaping ESG practices, 

reinforcing the need for further research on its impact in the digital era. This analysis 

affirms the interdisciplinary nature of ESG and board diversity research, bridging 

sustainability, governance, and corporate strategy. 

 

 

 

 

 

 

 

Fig.-8-  word cloud                 
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Source:  Authors own compilation using R studio’s bibliometrix 

4.8 Thematic Analysis: 

 

 

 

 

 

 

 

 

5 Conclusion 

 

 

 

Fig.-9- Tree Map Analysis                      

Source:  Authors own compilation using R studio’s bibliometrix 

The tree map analysis (Fig.-9) provides a structured visualization of key themes in ESG 

reporting and board diversity research, with dominant categories such as governance 

approach (11%), sustainability (10%), corporate social responsibility (8%), and 

sustainable development (5%) underscoring the field’s focus on ethical corporate 

governance and environmental responsibility. Notably, topics like stakeholder, 

corporate strategy, and decision making highlight the role of corporate leadership in 

shaping ESG initiatives. The presence of financial system, investment, and firm size 

indicates an economic perspective, suggesting that ESG and board diversity are 

increasingly tied to financial performance and market behavior. Additionally, gender 

roles, gender disparity, and policy making emphasize the critical discourse on 

inclusivity and regulatory frameworks. The analysis reinforces the interdisciplinary 

nature of ESG and board diversity research, bridging governance, finance, 

sustainability, and social impact, which is essential for fostering sustainable corporate 

governance in the digital era. 
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Fig.-10- Thematic Analysis     

Source:  Authors own compilation using R studio’s bibliometrix 

The thematic analysis (Fig.-10) categorizes key research themes in ESG reporting and 

board diversity based on their centrality and development degree. The motor themes 

quadrant, which includes sustainable development, finance, decision-making, 

governance approach, sustainability, and corporate social responsibility, indicates 

these topics are well-developed and highly influential in the discourse on sustainable 

corporate governance. The basic themes, such as environmental management, 

environmental policy, and carbon emission, serve as foundational elements that shape 

ESG strategies but require further integration into governance frameworks. Niche 

themes like human rights and global reporting initiatives suggest specialized 

discussions that, while relevant, remain less interconnected with the broader ESG and 

board diversity narrative. Lastly, emerging or declining themes, including greenhouse 

gases and gas emissions, point to areas that may be losing research momentum or are 

yet to be fully explored. This analysis underscores the multidimensional nature of ESG 

reporting and board diversity, emphasizing governance, sustainability, and financial 

considerations as driving forces in corporate responsibility within the digital era. 
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4.9 Global Collaborations                      

 

Fig.-11-global collaborations   

Source: Authors own compilation using R studio’s bibliometrix 

Literature research spread widely across different continents shows that scientists from 

around the world are studying the connection between ESG reporting and board 

diversity. Evidence shows that researchers worldwide regard this subject matter as 

essential throughout different geographic areas. Research activity into the interplay 

between ESG reporting and board diversity is primarily conducted within the United 

States alongside Europe and the nations of China and Australia. Advanced economies 

with established corporate governance practices. Strong local research organizations 

alongside substantial funding programs exist for researchers. Interconnected lines show 

that researchers participate in extensive international cooperative relationships with 

each other. The scientific discipline demonstrates strong characteristics of knowledge 

exchange between researchers who establish cross-border network connections. The 

exhibited research activities have concentrated highly in specific regions although other 

areas possess minimal representation. The present research gaps provide prospects to 

explore these uncharted regions through additional investigation. The worldwide study 

proves why researchers must adopt an international viewpoint to study ESG reporting 

together with board diversity dynamics. Each country operates under special regulatory 

guidelines together with distinct cultural mandates and stakeholder requirements which 

steer the interdependence between ESG reporting and board diversity. 
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5. Conclusion  

The bibliometric review demonstrates main research patterns of ESG reporting together 

with board diversity and sustainable corporate governance inside digital transformation 

environments. The scholarly investigation into these combined elements shows an 

escalated research interest which will reach its maximum between 2020 and 2024. The 

research shows that ESG reporting with board diversity constitutes basic elements of 

corporate governance because they determine ethical conduct while promoting 

operational clarity and system stability. Leader journals and contributors focus on 

sustainability and both social and financial responsibility standards which indicates the 

multidisciplinary nature of this domain. The board diversity analysis shows that 

organizational governance structures and financial accomplishments combine with 

environmental responsibility to create essential ESG practices. 

Practical Implications 

The analysis delivers important evidence which enables businesses and governance 

strategy developers and regulatory bodies to create ESG-focused governance 

frameworks with broad-minded board membership. Organizations now have useable 

evidence to develop better stakeholder relationships through enhanced transparency 

which results in improved financial outcomes. Organizations can use key thematic areas 

including governance approach as well as sustainability and corporate social 

responsibility to synchronize corporate strategies with regulatory standards and social 

needs. The worldwide cooperative exchange relationships demonstrate how 

international partnerships create strong ESG policies along with global governance 

practices. 

Future Research Directions 

The field of ESG reporting and board diversity requires additional research areas to 

achieve advancement. Future research should: 

a) Research models should identify the direct links between diverse boards and 

ESG performance assessment. 

b) Study the methods which different industries implement to manage ESG 

governance for better understanding of industry-wide reporting standards as 

well as diversity aspects. 

c) Research evaluating digital technologies including artificial intelligence 

alongside blockchain and big data analytics for their potential to boost ESG 

transparency with enhanced decision-making abilities. 
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d) Research teams need to measure the outcomes of international regulatory 

standards in order to reveal effective approaches for sustainable company 

management. 

e) Research novel ESG trends especially climate risk evaluation, social balance 

techniques and environmental disclosure requirements to determine their current 

impact on corporate governance frameworks. 

This research reveals an urgent requirement for additional investigations and 

institutional dialogue between researchers and policymakers who focus on uniting ESG 

reporting with diverse board memberships for better governance. Developing a 

sustainable digital corporate future demands direct action from academic scholars and 

head stakeholders along with governmental policymakers. In order to shape the future 

of ESG governance investigators must build international partnerships and establish 

interdisciplinary research alliances while creating updated regulations. Further research 

focusing on present issues and new challenges will help establish transparent and 

inclusive sustainable corporate systems in digital business operations. 
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Abstract: The research examines how artificial intelligence transforms operations in 

newly established businesses. The research demonstrates how AI supports decision 

processes and planning activities and enables innovative problem resolution. The 

research demonstrates that AI tools enhance startup efficiency and intelligence while 

improving their chances of success. The research examines actual businesses which 

implement AI solutions in innovative ways. The paper demonstrates how AI enables 

entrepreneurs to generate innovative ideas while speeding up operations and improving 

business decision-making. The research employed descriptive statistics together with 

regression analysis and thematic coding for data analysis. Key results show that the 

high AI-adopting startups are dramatically improving decision-making (average rating 

of 4.6/5), accelerating innovation, and scaling up the business. Predictive capability of 

AI enabled rapid product development cycles and more accurate market analysis, 

particularly across the tech and healthcare sectors. However, major barriers of high 

costs and lacking technical competencies continue to hamper AI take-up, especially for 

small startups. This research adds to the emerging body of evidence on AI in 

entrepreneurship by presenting empirical results on the positive effect of AI on business 

growth and innovation. It further points out the necessity of measures to deal with 

challenges of adoption. Subsequent studies should emphasize longitudinal approaches 

to understand the long-term consequences of AI adoption and its sector-based 

applications. These findings are essential for entrepreneurs, investors, and policymakers 

seeking to exploit AI for sustainable development in startups. 

 

Keywords: Artificial Intelligence (AI), Business Scaling, Entrepreneurship, 

Innovation, Business Model Transformation, AI Adoption. 

 

Introduction 

Many researchers have studied how artificial intelligence (AI) is changing the way 

people do business. Some studies show that AI tools can help startups work more 

efficiently by automating tasks and helping with smart decision-making. For example, 

AI enables businesses to analyze extensive data collections which reveals important 

patterns that help owners determine customer needs and service enhancement 

opportunities. 

Recent studies have focused on the intersection of Artificial Intelligence (AI) and 

entrepreneurship because AI now drives startup creation and development and 
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expansion. The review examines essential research from the past five years to identify 

current gaps and patterns in AI-enabled entrepreneurship literature. 

The entrepreneurial process receives substantial enhancement from AI throughout all its 

stages including opportunity identification and implementation. The prospecting phase 

benefits from AI because it analyzes extensive data to generate complex predictions 

which enables entrepreneurs to better detect market gaps and customer requirements  

1. AI as an Enabler within the Entrepreneurial Process (Chalmers et al., 2021). 

Researchers like Agrawal et al. (2018) note that the predictive nature of AI enables 

startups to innovate using information from data to inform. This aligns with the theme 

of "data being the new oil," and this introduces an extent of competitiveness to 

entrepreneurs in the fast-moving data-driven world. 

AI is also an enabler at the development phase, supporting organizational structuring 

and decision-making. For instance, AI-inclined tools enable startups to automate 

functions and enhance process efficiency, leaving founders to work on more strategic 

aspects (Brem et al., 2021). This aligns with the new trend of startups using AI to 

restructure organizational functions and increase productivity, as cited by Cockburn et 

al. (2019). 

2. AI-Driven Business Model Innovation 

AI creates business model innovation effects which go beyond operational efficiency. 

According to Garbuio and Lin (2019) AI enables new business models through its 

integration with intelligent technologies that transform startup central activities into 

new value propositions. The trend shows AI has the potential to create revolutionary 

operational changes for businesses through disruptive innovations. 

The research on AI disruption of businesses has focused on prediction-based decision 

models in healthcare and banking sectors (Garbuio & Lin, 2019). AI advanced 

automation enables better forecasting and demand forecasting which creates new 

business differentiation and development opportunities. 

3. Challenges and Barriers 

The research on AI disruption of businesses has focused on prediction-based decision 

models in healthcare and banking sectors (Garbuio & Lin, 2019). AI advanced 

automation enables better forecasting and demand forecasting which creates new 

business differentiation and development opportunities. 

The adoption of AI decision-making systems has raised multiple ethical issues. The 

combination of data privacy issues with algorithmic bias and AI system transparency 

problems makes entrepreneurs hesitant to use AI solutions that would compromise their 
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ethical values (Huang & Rust, 2018). The adoption of responsible AI requires 

additional research to develop ethical frameworks which will guide entrepreneurs. 

4. Gaps in the Existing Literature 

Although the literature is rich in information about the potential of AI in 

entrepreneurship, several gaps remain: 

1. Longitudinal Impact: The research lacks empirical data about how AI adoption 

affects startup scalability and sustainability throughout extended periods. The majority 

of research studies short-term AI effects on ventures but fails to examine how AI 

impacts ventures as they expand in size (Chalmers et al., 2021). 

2. AI in Different Industry Sectors: The majority of current research focuses on AI 

applications in technologically advanced industries. There is limited research into AI's 

disruptive potential with regard to entrepreneurship in more unconventional industries 

such as manufacturing or agriculture, which could provide a broader insight into the 

disruptive potential of AI across diverse sectors (Von Krogh, 2018). 

3. Collaboration of Human and AI: The research shows that AI can automate tasks, but 

more studies are needed to determine the best way entrepreneurs can work with AI 

systems as co-innovators instead of automation tools (May et al., 2020). 

AI powered entrepreneurship represents a complete transformation of how new 

businesses develop from their initial ideas through their growth stages. The literature 

shows that AI enables innovation while improving decision-making and simplifying 

business models. The field of AI powered entrepreneurship exists in its early 

development phase while multiple research gaps need future investigation. The 

advancement of our understanding about AI's transformative impact on 

entrepreneurship requires both extended research on AI's long-term effects and studies 

about AI applications in non-tech sectors and human-AI partnership research. 

Future research can provide more precise understanding of how entrepreneurs can use 

AI to drive sustainable innovation by addressing these knowledge gaps. 

Overall, the research so far shows that AI has a lot of potential to support 

entrepreneurship. It can help new businesses be more creative, make smarter choices, 

and reach success more quickly. However, it also reminds us that human input and 

ethical thinking are still very important. 

 

Research Methodology 

To understand how AI is helping entrepreneurs, this study used a mix of research 

methods. First, the researcher looked at existing studies, articles, and reports about AI 
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in business. This helped give a strong background on the topic and showed what other 

experts have already found. 

1. Research Design 

The researcher employed the mixed-methods design with both quantitative and 

qualitative methods to investigate the effect of AI-based tools on entrepreneurial 

activities in new ventures. Exploratory sequential design was utilized with qualitative 

methods first employed to gather detailed information and quantitative methods later 

employed to validate and generalize the findings. 

This methodology is suitable because it leaves space for extensive comprehension of 

the complex dynamic between AI and entrepreneurship by capturing both entrepreneurs' 

experience and measurable trends in AI uptake. 

2. Methods of data collection 

a. Qualitative Methods 

• Semi-Structured Interviews: In-depth interviews was conducted with startup founders 

and entrepreneurs who have integrated AI into their businesses. The interviews was 

seek to understand how AI is being applied in opportunity identification, decision-

making, innovation processes, and scaling. 

Rationale: Semi-structured interviews allow for flexibility in exploring emerging 

themes and provided detailed insights into the experiences of entrepreneurs, which are 

crucial for understanding the nuances of AI’s role in entrepreneurship (Brem et al., 

2021). 

• Focus Groups: Focus group discussions was held with startup teams to gather 

collective insights on how AI has influenced team dynamics, decision-making 

processes, and innovation within the startup environment. 

Rationale: Focus groups are pertinent to explore group-level dynamics and interactions, 

especially in collaborative settings like startups where AI technologies may influence 

collaboration and communication (Coad & Srhoj, 2019). 

b. Quantitative Methods 

• Surveys: A structured online survey was conducted among a large sample of 

entrepreneurs across different industries. Questions regarding AI adoption, its impact on 

business model innovation, decision-making, and scalability was covered in the survey. 

Rationale: Surveys are appropriate for gathering data from a large, diverse sample, 

allowing the research to generalize findings. Closed-ended questions was provided 

quantifiable insights into the frequency, extent, and perceived benefits of AI adoption in 

entrepreneurship (Garbuio & Lin, 2019). 
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• Secondary Data Analysis: Existing public data on startups, venture capital, and AI 

uptake was used to examine trends in AI-facilitated entrepreneurship. Measures such as 

growth in funding, revenue generation, and outcomes of AI-enabled businesses was 

compared between industries. 

Rationale: Secondary data was complement primary data through providing a wider 

analysis on the impact of AI on venture scalability and growth across different 

industries (Agrawal et al., 2018). 

3. Sampling Technique 

• Qualitative Sampling: Purposive sampling was employed to select entrepreneurs and 

startups that are known to employ AI. This ensures participants have experiential 

knowledge and can provide meaningful responses to the research question. 

Sample Size: 18 interviews and 3–5 focus groups will be conducted. This number is 

adequate to obtain saturation, where no new theme emerges from new interviews 

(Creswell & Creswell, 2017). 

• Quantitative Sampling: Stratified random sampling was employed for the survey. 

Entrepreneurs was stratified according to the degree of AI integration in their 

businesses (e.g., low, medium, high) to provide representation across different levels of 

AI adoption. 

Sample Size: The survey was conducted with 150 entrepreneurs from various industries 

to provide statistically significant results, representing various sectors such as 

healthcare, finance, manufacturing, and technology (May et al., 2020). 

 

Demographic Variable Category Frequency Percentage (%) 

Gender Male 78 52.0 
 

Female 72 48.0 

Age Group 18–25 45 30.0 
 

26–35 60 40.0 
 

36–45 30 20.0 
 

Above 45 15 10.0 

Education Level Undergraduate 30 20.0 
 

Graduate 75 50.0 
 

Postgraduate & Above 45 30.0 
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4. Data Analysis 

• Qualitative Data: Thematic analysis was utilized to extract main themes from 

interviews and focus groups. NVivo software was used to code and categorize 

responses to establish links between AI usage and entrepreneurial innovation (Braun & 

Clarke, 2006). 

• Quantitative Data: Descriptive statistics was present survey responses, while 

inferential statistics (regression analysis and ANOVA) was used to test hypotheses 

about the relationship between AI adoption and entrepreneurial success. SPSS was used 

to analyze the quantitative data. 

5. Rationale for Methods 

• Mixed-Methods Approach: Combining qualitative and quantitative methods allows for 

a more comprehensive exploration of the research question. The qualitative phase helps 

uncover the underlying dynamics of AI’s impact on entrepreneurship, while the 

quantitative phase provides broader validation and generalizability of the findings 

(Creswell & Creswell, 2017). 

• Focus Groups and Semi-Structured Interviews: These qualitative methods are most 

suitable for collecting rich context-rich data from entrepreneurs, providing an 

understanding of how AI is revolutionizing business models, decision-making, and 

innovation processes (Brem et al., 2021). 

• Surveys and Secondary Data: Quantitative methods provide measurable, scalable 

insights, which help to measure the effect of AI on entrepreneurial performance, 

business growth, innovation, and market competitiveness (Garbuio & Lin, 2019). 

 

Analysis and Discussion 

Introduction 

This report presents the data analysis conducted for the study on "AI-Powered 

Entrepreneurship: Transforming New Ventures with Intelligent Innovation." The study 

is interested in the integration of AI in startups and its effects on various aspects of 

entrepreneurship, such as decision-making, innovation, scaling, and business model 

change. Quantitative and qualitative data were collected and analyzed to provide a 

comprehensive understanding of the role played by AI in new ventures. 

1. Data Preparation and Software Used 

• Software: 
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o Quantitative Data Analysis: SPSS (Statistical Package for the Social Sciences) was 

used for statistical analysis due to its capacity to handle large data sets and perform 

complex statistical tests such as regression, ANOVA, and correlation. 

o Qualitative Data Analysis: NVivo was used for the thematic analysis of open-ended 

responses to facilitate systematic categorization and identification of patterns in 

qualitative data. 

• Data Cleaning: Imputation of missing values was done through mean substitution for 

quantitative variables, and qualitative answers were coded as "Not Applicable" where 

applicable. Outliers were examined and addressed using conventional statistical cut-

offs. 

 

2. Quantitative Data Analysis 

2.1 Descriptive Statistics 

• Objective: To encapsulate the features of the dataset, paying close attention to 

important metrics such as AI adoption rates, use in decision-making, and the effect of 

AI on business scaling and innovation. 

• Tools: Descriptive statistics (mean, median, mode, standard deviation) were calculated 

using SPSS for the key variables. 

Findings: 

• The average level of AI adoption was high among the startups, with 60% of them 

reporting medium or high integration of AI in business processes. 

• AI adoption in decision-making averaged 4.6 (on a 5-point scale), indicating that AI 

plays a critical role in strategic decision-making for the majority of the startups. 

• AI innovation performance was "Significantly Improved" for 50% of the respondents, 

while 40% had "Moderately Improved" innovation, showing a high positive impact. 

2.2 Correlation and Regression Analysis 

• Objective: To examine the correlation between the level of AI adoption and its impact 

on business outcomes, namely scaling, innovation, and business model transformation. 

• Tools: Pearson correlation and linear regression were run using SPSS. 

Findings: 

• There was a positive correlation between AI adoption level and scaling success of the 

business (r = 0.72, p < 0.01), with higher AI adoption significantly improving the 

ability of a startup to scale business operations. 
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• Regression Analysis: AI adoption was a strong predictor of business model 

transformation (β = 0.58, p < 0.01), explaining 58% of the variance in the extent to 

which startups restructured their business models as a consequence of AI. 

 

Variable Coefficient (β) Standard Error t-Value p-Value 

Constant 1.245 0.215 5.79 0.000 

Independent Var 1 0.543 0.087 6.24 0.000 

Independent Var 2 -0.328 0.094 -3.49 0.001 

R-squared 0.482 
   

Adjusted R-squared 0.471 
   

F-statistic 20.56 
  

0.000 

 

2.3 ANOVA (Analysis of Variance) 

•Objective: To contrast the variation of AI's contribution to innovation and business 

scaling across different industries (Technology, Healthcare, Manufacturing, Finance). 

•Tools: One-way ANOVA was used to contrast the mean scores of AI's performance 

across industries. 

Source of 

Variation 

Sum of 

Squares (SS) 

Degrees of 

Freedom (df) 

Mean 

Square (MS) 

F-

value 

p-

value 

Between 

Groups 

45.67 2 22.835 8.75 0.000 

Within Groups 379.55 147 2.58 
  

Total 425.22 149 
   

Findings: 

• ANOVA Results: A significant difference was found in the impact of AI on scaling by 

industries (F(3, 196) = 5.82, p = 0.001), with technology startups reporting the highest 

impact, followed by healthcare and financial industries. Manufacturing startups 

reported the lowest impact of AI on scaling. 

 

3. Qualitative Data Analysis 

3.1 Thematic Analysis 

• Objective: To analyze open-ended questions on the impact of AI on team dynamics, 

decision-making, and innovation. 
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• Tools: NVivo was used to code and classify qualitative data, taking a thematic 

analysis approach to identify recurring themes.  

 

Key Themes: 

1. AI as an Innovation Driver: Entrepreneurs all reported that AI enabled faster product 

innovation by automating routine processes and freeing up teams to focus on creative 

problem-solving. Many reported that AI's ability to anticipate customer needs and 

trends accelerated new product development. 

2. Decision-Making and Risk Reduction: Several respondents noted that AI tools 

reduced uncertainty in decision-making, especially in entering new markets or scaling 

up operations. AI's data-driven insights were perceived as reducing risks and making 

decisions more evidence-based. 

3. AI Adoption Challenges: The most frequent challenges cited were lack of expertise 

and high costs. Entrepreneurs were worried about the initial monetary investment in AI 

tools and the difficulty in finding qualified staff to run and interpret AI systems. 

 

Findings: 

• AI's Effect on Team Dynamics: A majority of respondents indicated that AI helped 

streamline communication and decision-making within teams. It facilitated team 

members to collaborate more effortlessly by making real-time data insights accessible 

to be exchanged across departments. 

• Obstacles to AI Adoption: Prohibitive implementation costs and insufficient in-house 

technical expertise were the most common obstacles.  

 

Results and Discussion 

1. Key Findings 

This study investigated the impact of AI on entrepreneurship, and more precisely, how 

AI-powered tools impact decision-making, innovation, business scaling, and business 

model transformation in startups. The primary findings of the study are summarized 

below: 

1. Extensive Adoption of AI in Startups: A majority of the startups in the sample 

reported medium to high levels of AI integration in their businesses, with extensive 

usage of AI in decision-making (average score of 4.6 on a scale of 5) and product 

development (average score of 4.3 on a scale of 5). 
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2 AI Enables Business Scaling: There was a strong positive correlation between AI 

adoption and business scaling potential. Those startups with greater AI adoption, 

particularly in the healthcare and technology sectors, were more successful in scaling 

their businesses at a faster rate. This was also supported with the regression analysis, 

where AI adoption was a strong predictor of business scaling results (β = 0.72, p < 

0.01). 

3. AI Drives Innovation: The survey results showed that AI "Significantly Improved" 

innovation capabilities for half of the respondents while 40% reported that AI 

"Moderately Improved" their innovation processes. Entrepreneurs stated that AI 

technology enabled them to speed up product development and enhance their market 

prediction abilities. 

4. Barriers to AI Adoption: Business owners identified high implementation costs and 

technical expertise shortages as major obstacles to AI adoption. The barriers to AI 

adoption were most challenging for small startups and non-tech industries because they 

lacked both expertise and resources. 

 

2. Comparison with Prior Research 

The findings of this study are aligned with and extend previous literature on the 

following key dimensions: 

1. AI and Innovation: Consistent with Garbuio and Lin (2019), this study confirmed 

that AI significantly contributes to innovation by streamlining product development and 

enabling data-driven market predictions. As in Agrawal et al. (2018), the ability of AI 

to process massive volumes of data and make accurate predictions was identified as a 

significant enabler of product and service innovation. 

2. AI in Decision-Making and Scaling: This study supports the work of Cockburn et al. 

(2019), which highlights AI’s capacity to improve decision-making by reducing 

uncertainty and providing data-driven insights. Additionally, this research provides 

empirical evidence for AI’s positive impact on business scaling, a finding that is also 

consistent with Brem et al. 

(2021). The correlation between AI adoption and scaling (r = 0.72) underscores the role 

of AI as a growth enabler. 

3. Challenges in AI Adoption: As noted by Brock and Von Wangenheim (2019), this 

study also found the primary barriers in AI adoption to be high costs and lack of 

technical expertise. This is in line with the overall literature, which points out that AI, 

while highly beneficial, can be highly expensive for startups with limited resources. The 
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study shows that startups need external support, either in the form of collaborations or 

governmental initiatives, to be able to overcome these barriers. 

 

3. Implications for the Field 

The research findings have the following important implications for practitioners and 

researchers: 

1. Strategic AI Adoption: The positive relationship between AI adoption and business 

scaling suggests that startups need to adopt AI strategically early in their businesses to 

improve growth opportunities. Entrepreneurs need to prioritize AI-powered decision-

making tools to improve efficiency and accelerate product innovation. 

2. Sector-Specific AI Impact: 2. The diverse effects of AI on different industries 

indicate that technology and healthcare sectors have better opportunities to use AI for 

innovation and scaling. Different industries need customized AI strategies because AI 

delivers unique value in each sector. 

3. Breaking AI Barriers: The research shows that the high cost and technical expertise 

barriers to AI adoption require solutions. Startups should either find AI specialist 

partners or adopt AI in stages to manage their initial expenses. Policymakers should 

take action by providing incentives and promoting AI adoption for startups. 

 

4. Study Limitations 

The research delivers important findings yet readers need to understand several key 

limitations: 

1. The research sample size meets statistical requirements yet remains limited and 

represents specific business sectors. The study results might not apply universally to all 

startup businesses especially those operating outside technology and traditional sectors. 

2. The study depends on self-reported data which creates potential bias because 

respondents might exaggerate the effects of AI on their companies. The study failed to 

use objective performance metrics such as revenue growth or market share which would 

have provided a stronger assessment of AI's impact. 

3. The cross-sectional design of this study prevents researchers from understanding how 

AI adoption affects business performance in the long run. A longitudinal study would 

provide more detailed information about how AI affects startup growth and success 

throughout different periods of time. 
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5. Areas for Future Research 

1. Future research needs to use longitudinal studies to evaluate the long-term effects of 

AI adoption on firm performance. This would give a more integrated view of how AI 

supports scalability, innovation, and market competitiveness in the long term. 

2. Future research needs to study how AI affects startups in sectors beyond technology 

and healthcare and especially in traditional sectors like manufacturing or agriculture 

where challenges may occur for AI adoption. 

3. Future research should focus on studying how entrepreneurs work with AI systems to 

understand their potential for improving decision-making and innovation processes 

through human-AI collaboration. The research would reveal effective methods to 

implement AI systems in entrepreneurial businesses while preserving essential human 

decision-making authority. 

4. Overcoming AI Adoption Barriers: Research is needed into low-cost methods of AI 

adoption for early-stage startups. Future research can examine how partnerships, 

government grants, or innovative financing schemes can help startups overcome 

financial and technical adoption barriers to AI. 

In short, AI offers many benefits, but it’s not a magic solution. Entrepreneurs still need 

to think creatively, take smart risks, and make ethical choices. The most successful 

startups are the ones that mix human talent with the power of AI. 

 

Conclusion  

In a bid to explore how AI-powered tools influence entrepreneurship, with a focus on 

business scaling, business model transformation, innovation, and decision-making, this 

research sought to answer these questions. This research question driving this inquiry 

was: How can AI adoption be argued to influence entrepreneurial processes and what 

are implications for business innovation and scaling of startups? 

The key takeaways are that AI adoption plays a crucial role in driving innovation, 

decision-making, and scaling the business. Startups with high AI integration had 

significantly better product development capabilities, faster scaling, and significant 

business model shifts. However, high expenses and the lack of technical expertise are 

hindrances to widespread adoption, particularly for early-stage and non-tech startups. 

These results contribute to the research that recognizes AI's potential to transform 

entrepreneurial businesses, in line with previous studies that highlight AI's role in 

innovation and improving operating effectiveness. This study presents fresh evidence 
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on the way AI can facilitate business growth, providing an entrepreneurs' playbook for 

leveraging AI during the early stages of businesses. 

Significance of the Study: The study highlights the importance of strategic adoption of 

AI in entrepreneurship. AI is not just an operational efficiency but also a powerful 

growth, innovation, and market competitiveness driver. For entrepreneurs, the study 

highlights the importance of investing in AI early, while policymakers and investors are 

called upon to invest in startups to overcome the financial and technical barriers of AI 

integration. 

Call to Action and Future Research Directions: 

1. Longitudinal Research: Future research needs to be longitudinal in nature to analyze 

the long-term impact of AI on startup performance, providing insights into the viability 

of AI-led growth. 

2. Sector-Specific AI Adoption: Further research is required to see how AI can be made 

sector-specific, especially for traditional industries that could have special challenges 

for AI adoption. 

3. Overcoming Obstacles: Research must study inexpensive ways of embracing AI, 

such as staged uptake or public-private partnerships, to facilitate startups, especially 

those in regions with poor resources, to achieve the full potential of AI. 

In conclusion, this study recognizes the revolutionary potential of AI in 

entrepreneurship and opens doors for subsequent studies to further explore how 

intelligent innovation can redefine the future of business ventures. By overcoming the 

existing challenges and strategically leveraging AI, startups can realize unprecedented 

levels of growth and innovation. 

As AI continues to grow, it will open up even more opportunities for future 

entrepreneurs. Learning how to use AI the right way can make a big difference for 

anyone looking to build a successful startup. 
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Abstract - Introduction: Today, India has the distinction of being the most populous 

country of the world, about 1.46 billion. More than 50% of our population are in the age 

group of 25 to 65. Obviously, we need services and goods to meet the demands of these 

humongous numbers. Wealth Management Service is one of the Services much sought 

after today and will be required in the future. Wealth Management Service help to 

protect and grow wealth and facilitate smart financial decisions. They can be provided 

face-to-face, off line or online. Purpose: Traditionally, such services were provided to 

and availed by HNIs and ultra HNIs. But due to the burgeoning middle-class 

population, there are many mid-income and low-income groups seeking such services 

and many financial planners providing them. There is a need to know if the services 

provided meet the expectations of the service receivers. Objectives: Participants of the 

Capital markets are increasing and the need for quality wealth management services has 

become imperative. This paper thus seeks to comprehend the need, mode, accessibility 

and quality of the services. Scope and Methodology: For primary data collection, 

Questionnaire and Interview method was used, sample size of about 500. Responses 

analyzed using statistical tools. The sample was chosen by stratified sampling method, 

considering age, education and income levels. Results: Wealth Advisory Service 

Providers are not reaping the benefits of technology, not able to increase access and 

instill trust in them. Wealth advisory services receivers are reluctant to pay for them, 

have been victims of fraud and confused as to choose the apt advisory service provider. 

Conclusion: Technology must be more aggressively used to increase reach, reduce 

costs, and bring transparency. Simultaneously issues of security of data and cybercrime 

must be managed.  

 

Keywords: Wealth, Technology, Cyber Crime, Accessibility, Quality 

 

1. Introduction 

Management of wealth can be described as a discipline of investment advisory that 

incorporates a mix of financial planning, asset portfolio management, estate and 

succession planning, individual retail banking, legal consulting, and tax planning. The 

said services are offered by advisors, asset managers, banks, financial planners, NBFCs 

and others. The Indian wealth management market is growing with improved economic 

conditions and rising levels of income. The wealth managers in India address a market 

with Rs 100 Lakh crore of investable assets and it is estimated to grow at the rate of 

10% to 15% in the coming four years. 25% of the investments belong to the wealthy 

who are referred to as HNIs. (Ganesh Murthy, CFO, Dell Services,2021). The retail 
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ISSN: 2249-9490, Volume 7, Issue 1, 2025  129 

investment sector has grown at the CAGR of 36% from 2015-2019. The top 20 Indian 

wealth managers increased their AUM by 21% YoY to US$ 237 Billion as of 31st 

December 2019. Among them, Kotak Wealth Management was on the top, followed by 

IIFL Wealth, Edelweiss, HDFC and JM Financial in terms of AUM as of 2019. (Asian 

Private banker, 2019) 

In terms of advisory, wealth management can be segregated into human advisory, robo-

advisory and hybrid advisory. About 73% of the online activity in India is by using 

mobile phones. (Statista 2019). It is thus through mobile phones the growth story of 

financial services will be written. Individuals, firms, and Institutes are adopting 

technology to service their clients, and programmed machines called robo advisors are 

used. Clients interact with machines that have algorithms built into them to find 

solutions on basis of data fed in. Artificial Intelligence (AI) too plays a role. The 

services are available online anywhere in the world. Clients can have access to their 

portfolio anywhere at any time. These services can be classified into three namely fund-

based advisory, equity based advisory and comprehensive wealth advisory. Such 

technology driven services in India are generally relating to investment 

recommendation and direct mutual fund investing. Percentage of allocation for various 

asset classes may be advised too. However, wills, estate management, insurance, cash 

flow management and such comprehensive wealth management services are not dealt 

with by the robo advisors. In today’s VUCA environment of Volatility, Uncertainty, 

Complexity and Ambiguity, another dimension is added, that of Technology. Agility is 

needed to adapt to the rapid changes in technology. As per Statista Report 2021, the 

total AUM of India’s robo-advisory companies in 2025 will be about US$ 23 billion 

with an expected CAGR of 4.25% in the next four years. 

2. Objectives 

1. To understand relationship of: 

*Age and Gender, with Portfolio Mix. 

*Age, Gender and Income levels with Risk Appetite. 

 2. To understand Comfort level with faceless advisory service 

3. To verify if quality wealth advisory services are easily accessible to all and at 

reasonable cost. 
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4. To understand the extent of risk of falling prey to fraudulent/ponzi schemes and 

cyber crime 

3.Literature Review 

Pranay. B and Rakesh. T (2020) describes management of investments as a process. It 

is creation, protection, growth, and finally distribution of wealth. The process comprises 

helping clients to set goals, creation of plans for them, recommending the plans, 

facilitating the implementation of the plan, monitoring them, making changes when 

needed and most importantly keeping in constant touch with clients, being transparent 

and building a strong relationship of trust.  

Santacruz (2018) refers to wealth management as a professional advisory service. It 

includes giving advice, helping in maintaining portfolios and assets. Services are all 

chargeable. It is a sunrise sector with estimates of phenomenal growth. Various 

indicators like rising AUM, technology improvements, investment avenue options 

increasing and globalization all go to reiterate the growth rate estimates.  

Jonathan and Wainwright (2010) distinguish income from investments. He has linked 

advisors to type of clients. Insurance service providers have a bouquet of products. To 

name a few- life insurance, insurance for burglary, car, health, and accident. They target 

the masses and HNIs and ultra HNIs too. Banks too, with their products like various 

types of accounts, loans and credit cards have all types of clients from all strata of 

society. Certain asset managers and financial advisors only accept ultra HNIs and HNIs 

as clients. 

Brunel (2015), in the book Goal-based wealth management, tries to explain the needs of 

investors with Maslow’s theory. An advisor should know where the client is in the need 

hierarchy. Number and types of Goals and level of risk profile will fluctuate as one 

climb up the need ladder and is different for each client.  

Kahler (2017) found out that despite tremendous growth in wealth management 

services in India, a major obstacle for wealth managers in India is the unwillingness of 

many of the clientele to pay the professional fees charged by these companies. They 

usually end up paying more in commissions that are charged in a hidden manner, rather 

than the fees that are lower and visible.  
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Hübner (2018) in his paper explores role of technology for various categories of 

investors, the extent to which automation of the advisory process can provide 

satisfactory impact. As per his study, robo-advisors can get significant market share of 

investors looking for advisory services through continuous development of technology. 

Kobler et al (2015) have said in their article that over 80% percent of millennials seek 

financial advice, and they are online for not just correspondence but for investment too. 

Many of them have some basic capital markets knowledge and tend to consult various 

sources and not fully trust their advisor. They also prefer self-directed investments. Due 

to this, it is inevitable that old time financial advisory advisors must make the transition 

to technology to be prepared for   the investors of the future. 

Lomazzo (2016) has analyzed the impact of Fintech on Investment Advisors. He has 

identified areas of the value chain where there is scope for the implementation of more 

ideas. It also suggests that advisors should adopt automation (robots) to increase their 

efficiency and increase their profits by focusing on sales and client relationship 

management. He has relied on behavioral finance. He has concluded that robo-advisory 

is innovative and disruptive too. It will penetrate new markets and cannot completely 

replace human beings. 

Rasiwalaa and Kohlib (2019) has described how the current generation of Robo 

advisors provide cost minimal solutions and most simplistic wealth management 

options. Yet, it is important to have a more cohesive approach taking into consideration 

the behavioral peculiarities into account and enable higher customization of investment 

portfolios. The researcher emphasized the greater need for the creation of awareness 

and education regarding Robo advisory platforms and the necessity to channelize more 

funds for research in artificial intelligence to make Robo advisors accessible. 

Ernst & Young (2019) in their report "Digital Disruption in wealth management” 

describe how rapidly the model of wealth advisory is getting disrupted because of the 

advent new technologies. According to the report, investment advisors must embrace 

technology in areas like client onboarding, advice, sale support, investment 

recommendations, fulfillment, and trading. It is necessary due to evolving client needs 

and to survive fierce competition in future. 

Salampasis et al (2017) have explained how emotions shape decision making of 

investors and that can be limited by online advisors. It is suggested that the hybrid form 
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of machine led, and human advisory should be provided to have desirable, feasible and 

viable advice on investment portfolios.  

Wyaman (2020) in his Global Wealth Management Report has   analyzed the effect that 

Covid-19 had on Financial and Wealth Planners. He has emphasized how imperative it 

is to adopt technology to overcome the long-term economic repercussions of the 

pandemic. The report recommends advisors to create a delivery system that is omni-

channel in nature. It must combine the expert knowledge and emotional reassurance 

provided by relationship managers, along with the convenience, ease, efficiency, and 

scalability of digital advisory solutions. 

Faloon and Scherer (2017) found that robo-advisors have large scope for serving 

passive investors. However, the existing model makes it difficult for clients to trust 

advice provided by online advisors and they have many doubts. The study examined 

that robo advisors lacks individualization and is unsatisfactory in providing an 

appropriate plan based on risk-profile and needs which is the primary reason to 

discourage investors from becoming their clients. 

 Koh (2018) has studied the shortcomings of online advisors. They include lack of 

customization for customers, offering simple asset allocation and easy to reach products 

and absence of customized advice for clients having different goals. Due to this reason, 

the more elite clients like HNIs would prefer the traditional advisory services and 

private bankers. 

Greenhalgh (2017) in his article published in Financial Times has discussed that most 

robo-advisors aim to cater to high earners. Companies like HSBC, RBS and Barclays 

are developing some form of robo-advice platform for their customers but still many in 

the industry believe that clients prefer personal relationships over online providers. 

Waliszewski. K & Warchlews.A (2020) in their survey have evaluated online financial 

advisory services in Poland. They have found that those that view robo-advisors as 

being more ethical than traditional advisors, had higher probability of recommending 

them to friends and family. Age played an important role as it was found that older 

people made more investments. It was also concluded that those with higher levels of 

education invested higher value of assets and paid less consideration to the fees charged 

by robo-advisors. 
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Gaps Identification & Discussion 

Based on the literature review, gaps were identified, and primary data was collected by 

the Questionnaire and Interview method to understand more of the following issues. 

• Need for Financial Advisors 

• Willingness to pay for the Services.  

• Choice of Financial Advisor 

• Age, gender, qualification impacting need and choice of Financial Advisor 

• Accessibility of Services  

• Satisfaction level 

• Role of robo advisory services  

• Scams and Conflict of Interest 

• Constrains of cumbersome regulations, inadequate technology, lack of training. 

 

Wealth management’s landscape is changing and evolving, and Robo-advisory 

platforms and fintech are on the rise. But Indian investors prefer to use traditional 

techniques in comparison to online mode especially HNIs and UHNIs who prefer to 

have face-to-face interaction with their advisors and entrust their large wealth to 

someone trustworthy to make all their financial decisions.  

The view of financial advisors towards fintech and online wealth advisory has already 

been studied by many in the past, but there is very miniscule study on the view of it 

being an answer to the humongous numbers of low and middle-income population 

unserved by expert wealth management advice.  

A lot of savings if converted to investments can lead to economic growth as there is a 

disconnect between those who have the money and those who need the money for 

CAPEX and other purposes that can set the wheels of Trade, Commerce and Industry 

moving to enrich all stakeholders.  
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Conceptual Model of Study: 

 

 

4.Research Methodology 

A. Research design 

The study employs a descriptive research design aimed at understanding investor 

experiences, risk preferences, and attitudes toward financial advisory services. It 

investigates the prevalence of fraudulent investment schemes, cybercrime victimization, 

risk tolerance across demographic groups, and comfort with robo-advisory services. 

Quantitative data was collected through structured questionnaires, enabling statistical 

analysis such as crosstabulation and binomial tests to explore relationships between 

variables like income, age, gender, and investor behavior. This approach facilitates a 

comprehensive examination of investor perceptions and behaviors within a defined 

population. 

B. Statistical Tools 

1. ANOVA test of Variance: It is a tool applied to understand the average of three 

or more groups to determine if there are statistically significant differences among 

them. In this study, ANOVA was applied to analyse differences in portfolio mix across 

INCOME EXPENDITURES INVESTMENTS

ADVICE IMPACT NEED

ACCESSIBILITY QUALITY COST
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demographic groups such as age and gender. It helps identify whether factors like age 

or gender influence investment behaviour or portfolio allocation. 

2. Binomial Test: The binomial test is used to assess whether the observed proportion 

of responses in a binary outcome significantly differs from a hypothesized proportion 

(commonly 50%). In this study, it tested questions like whether respondents had been 

cheated by fraudulent schemes or were victims of cybercrime, as well as their 

willingness to pay for advisory services. This test confirms if the observed proportions 

are statistically significant or could occur by chance. 

3. Crosstabulation (Cross Tab): Crosstabulation is a descriptive statistical tool used to 

examine relationships between two categorical variables by displaying their joint 

frequency distribution in a matrix format. In this research, crosstabs were applied and 

nexus of parameters like age, gender, income and risk preferences or comfort with 

robo-advisory services observed. Cross Tabs facilitates understanding trends and 

differences across groups.  

C. Sample design 

The study uses a non-probability purposive sampling technique to select 100 

respondents representing diverse demographic profiles including income levels, age 

groups, and gender. The sample size of 100 was chosen to ensure sufficient data for 

meaningful statistical analysis while maintaining manageability. The respondents were 

selected based on their investment experience and relevance to the research objectives, 

ensuring that insights reflect the perspectives of individuals who are actively engaged or 

affected by investment decisions and advisory services. The sample covers a balanced 

mix to enable comparative analysis across different groups. 

D. Questionnaire design 

The questionnaire was designed based on Table of Variables. (Table 1) Considering the 

secondary data, Independent and Dependent Variables were drawn: 
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Independent Variable Dependent Variable 

Need for Advisory Services (Offline and 

Online) 

Gender, Age, Qualification, Income Level 

Availing of Advisory Services (offline and 

online) 

Awareness 

Level of Satisfaction Quality-Security, Ease, Cost, Transparency, 

Impact   

Table 1: Dependent and independent variables 

5.Data Analysis:  

1A. If age has an impact on portfolio mix 

 H01A: Portfolio mix does not depend on age of Respondents. 

H11A: Portfolio mix does depend on age of Respondents. 

Answer to the ANOVA test and F-test applied is as below:  

ANOVA 

Portfolio Mix 

 

Total of 

Squares 

between 

Groups 

Degree 

of 

freedom Mean Square F Significance 

Between 

Groups 
8612.670 2 4306.335 6.132 .003 

Same Groups 68119.957 97 702.268   

Total 76732.627 99    

 

Reading of the Result: P-vales -0.003. It is less than 0.05. Hence, H01A: Portfolio mix 

does not depend on age of Respondents is not accepted; H11A: Portfolio mix does 

depend on age of Respondents is accepted.  
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Conclusion: Portfolio mix is influenced by age.  

Interpreting the results of hypothesis, mean and standard deviation of the Respondents 

Portfolios is shown in the table below, age wise. 

Report 

Portfolio Mix 

Q 3. Age Mean N 

Std. 

Deviation 

Between 20 to 40 66.67 27 24.892 

Between 41 to 60 69.70 44 30.346 

Above 60 Years 48.28 29 21.055 

Total 62.67 100 27.840 

The report examines the portfolio mix of various age groups. Respondents aged 41 to 

60 are in the maximum average portfolio mix value of 69.70 with a standard deviation 

of 30.346, showing a greater allocation to diversified portfolios but with significant 

variability. Those aged 20 to 40 show average of 66.67 and a lower standard deviation 

24.892, reflecting a lesser but more consistent preference for diverse portfolios. Those 

more than sixty show the smallest average portfolio mix value 48.28; the standard 

deviation is 21.055, suggesting both lower allocation to diversification and minimum 

differences in portfolio preferences. The total mean for all respondents is 62.67 with a 

standard deviation of 27.840, showing a general tendency towards moderate portfolio 

diversity, with the middle-aged group being the most active in portfolio allocation. 

 

1B. If Gender has an impact on portfolio mix 

H01B: Gender of Respondents does not influence portfolio mix.  

H11B: Gender of Respondents influences portfolio mix. 

Below are the findings as per ANOVA Test 
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ANOVA 

Portfolio Mix 

 

Total Sum of 

Squares 

(TSS) 

Degree 

of 

Freedom 

Variance 

Estimates F 

Significa

nce 

Across Groups 681.414 1 681.414 .878 .351 

In the Groups 76051.213 98 776.033   

Total 76732.627 99    

Interpretation: P-value- 0.351. It is more than 0.05. H01B: Gender of Respondents does 

not influence portfolio mix is accepted. H11B: Gender of Respondents influences 

portfolio mix is not accepted.  

Conclusion: Gender of Respondents and portfolio mix have no nexus.  

Findings: Understanding of Hypothesis by the means of the portfolios as per gender of 

Respondents is shown in below table. 

Report 

Portfolio Mix 

Q2. Gender Mean N 

Std. 

Deviation 

Male 64.75 61 26.545 

Female 59.40 39 29.812 

Total 62.67 100 27.840 

The report analyzes the portfolio mix using statistical measures for the genders in the 

sample size for each group. The average portfolio mix value for males is 64.75 as 

compared to females of 59.40, indicating a marginally higher allocation or preference 

for varied portfolios among males. The standard deviation for females (29.812) is 

higher than that for males (26.545), suggesting greater variability in portfolio 

preferences among females. The total mean for the combined sample is 62.67, with an 

overall standard deviation of 27.840. These findings indicate that while males have a 

slightly more consistent portfolio mix, females show more diverse preferences.  

 

1C. Impact of Gender on risk appetite  

Null Hypothesis H01C: There is minimal impact on risk appetite according to gender of 

Respondents. 
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Alternate Hypothesis H11C: There is an impact on risk appetite according to gender of 

Respondents. 

Below are the Crosstabulation and chi-square obtained.  

 

Chi-Square Tests 

 Value Df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square .254a 2 .881 

Likelihood Ratio .252 2 .882 

Linear-by-Linear 

Association 
.027 1 .869 

Valid Cases-Nos  100   

a. 0 cells (0.0%) results show count expected < 5. The 

expected least is 8.19. 

Interpretation: The tests arrive at a p-value of 0.881. That is > 0.05. Thus, it leads to 

accepting H01C and rejecting the Alternate hypothesis.  

Conclusion: Gender of Respondents does not influence risk appetite. 

Findings: To interpret the results, by Crosstab using the average impact risk appetite as 

per gender of Respondents is shown in the table below: 

Crosstab 

Count 

 
Q 2. Gender 

Total 
Male Female 

Q 7. How do you 

rate your risk 

Low 35 21 56 

Medium 13 10 23 

High 13 8 21 

Total 61 39 100 

The crosstab analysis shows how risk preferences differ by gender. Among males, the 

majority prefer low risk (35 out of 61), followed by equal proportions for medium and 

high risk (13 each). Similarly, females also show a predominant preference for low risk 

(21 out of 39), but the number of women preferring medium risk (10) slightly exceeds 
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those opting for high risk (8). Overall, both genders exhibit a strong inclination towards 

low-risk investments, with males being slightly more likely to take high risks compared 

to females. 

1D. Impact of Age on risk appetite  

H01D: Age of respondents does not influence their risk appetite.  

(Alternate Hypothesis) H11D: Age of respondents does influence their risk appetite.  

 To test H01D Crosstabulation is used as below:  

Chi-Square Tests 

 Value Df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 14.362a 4 .006 

Likelihood Ratio 16.224 4 .003 

Linear-by-Linear 

Association 
.145 1 .704 

N of Valid Cases 100   

a. 0 cells (0.0%) have expected count less than 5. The 

minimum expected count is 5.67. 

 

In the above table p-value is 0.006. As it is < than .05, H01D: Age of respondents does 

not influence their risk appetite is not accepted, and Age of respondents does influence 

their risk appetite, is accepted.  

Conclusion: Risk appetite and age are closely related.  

To analyze the hypothesis tested, mean score according to age is considered in the 

following Table:  

Crosstab 

Count 

 

Q 3. Age Total 

Between 

20 to 40 

Between 

41 to 60 

Above 60 

Years 
 

Q 7. How do Low 11 32 13 56 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  141 

you rate your 

risk 

Medium 6 10 7 23 

High 10 2 9 21 

Total 27 44 29 100 

The crosstab analysis reveals how risk preferences vary across different age groups. 

Among respondents aged 20 to 40 years, a sizeable proportion display a high-risk 

appetite (10 out of 27), though a substantial number also prefer low risk (11). In the 41 

to 60 age group, the majority prefer low risk (32 out of 44), indicating a more 

conservative approach to risk. Among those above 60 years, low-risk preference 

remains dominant (13 out of 29), but there is a noticeable inclination towards high risk 

(9), almost equal to that of low risk. Overall, the data suggests younger individuals are 

more inclined towards high-risk investments, middle-aged individuals prefer lower risk, 

and older individuals show a mixed preference with a slight dominance of low risk. 

1E. Impact of Income level on risk appetite  

Null Hypothesis H01E: There is no impact on risk appetite according to Income level of 

Respondents. 

Alternate Hypothesis H11E: There is an impact on risk appetite according to Income 

level of Respondents.  

To test H01E Crosstabulation is used as below:  

Chi-Square 

 Ans. 

Degree 

of 

freedom 

Asymptotic 

Significance 

2-sided 

Pearson Chi-Square 70.343a 6 .000 

Likelihood Ratio 69.767 6 .000 

Linear-by-Linear 

Association 
49.573 1 .000 

Valid Cases no’s 100   

a. 5 cells (41.7%) have expected count less than 5. The 

minimum expected count is 1.05. 

Interpretation: The above results indicate that calculated p-value is 0.000. It is less than 

0.05. Therefore, chi-square test is rejected. Hence Null hypothesis is rejected, and 

Alternate hypothesis is accepted. 
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Conclusion: There is an impact on risk appetite according to Income level of 

Respondents. 

Findings: To understand the findings of hypothesis, mean score of impact risk appetite 

according to Income level of Respondents is shown in below table. 

Crosstab 

Count 

 

Q 5. Income level Total 

>5 lakhs < 

10 lakhs 

>10 lakhs 

< 40 lakhs 

>20 lakhs 

<40 lakhs 
> 40 lakhs  

Q 7. How do 

you rate your 

risk 

Low 42 2 12 0 56 

Medium 5 3 13 2 23 

High 1 0 7 13 21 

Total 48 5 32 15 100 

The crosstab exercise shows a nexus or connection of amount of income and risk 

preferences. Most having lower income level (₹5–10 lakhs) exhibit a low-risk appetite 

(42 out of 48). In the ₹10–20 lakh income bracket, most respondents also prefer low 

risk (2 out of 5), but medium risk sees a slight increase. Interestingly, in the ₹20–40 

lakh range, there is a noticeable distribution across all risk levels, with a higher 

preference for medium (13) and high risk (7). Among respondents with incomes above 

₹40 lakhs, high-risk appetite is dominant (13 out of 15). Overall, the data reveals that as 

income levels increase, there is a progressive shift towards medium and high-risk 

preferences. 

IF: Comfort level with faceless advisory service as per Gender 

Null Hypothesis H01F: Comfort level is not significantly impacted with faceless 

advisory service according to Gender of respondents. 

Alternate Hypothesis H11F: Comfort level is significantly impacted with faceless 

advisory service according to Gender of respondents. 

To examine the hypothesis Crosstabulation is used, and chi-square is obtained, the 

answer is as below: 
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Chi-Square Tests 

 Value Df 

Asymptotic 

Significance 

(2-sided) 

Exact 

Sig. (2-

sided) 

Exact Sig. 

(1-sided) 

Chi-Square-Pearson .041a 1 .840   

Yates’ Correctionb .000 1 1.000   

 .041 1 .840   

Fisher's Exact Test    1.000 .523 

Linear Trend .040 1 .841   

Valid Cases-nos 100     

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 

6.63. 

b. Computed only for a 2x2 table 

Interpretation: The chi-square test shows the p-value is 0.523. It is more than 0.05. 

Hence, accepting chi-square test, the Null hypothesis is accepted, and Alternate 

hypothesis is rejected. 

Conclusion: Comfort level is not significantly impacted with faceless advisory 

service according to Gender of respondents. 

Findings: To understand the findings of hypothesis, mean score of Comfort level with 

faceless advisory service according to Gender of respondents is shown below table. 

Crosstab 

Count 

 

Q 11. Are you comfortable 

in dealing with Robo 

Advisory Services 

Total No Yes 

Q 2.Gender Male 51 10 61 

Female 32 7 39 

Total 83 17 100 

The crosstab analysis examines the relationship between gender and comfort in dealing 

with robo-advisory services. Among males, the majority (51 out of 61) are not 

comfortable, while 10 express comforts with these services. Similarly, among females, 

a substantial proportion (32 out of 39) are not comfortable, with only 7 indicating 
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comfort. While the proportion of comfort is slightly higher among males (16.4%) 

compared to females (17.9%), the overall trend shows significant reluctance across both 

genders to adopt robo-advisory services. 

IG: Comfort level with faceless advisory service as per Age 

Null Hypothesis H01G: Comfort level with faceless advisory service is not significantly 

different according to age of respondents. 

Alternate Hypothesis H11G: Comfort level with faceless advisory service is significantly 

different according to age of respondents. 

Hypothesis is examined with Crosstabulation:  

Chi-Square Tests 

 Value Df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 26.456a 2 .000 

Likelihood Ratio 26.976 2 .000 

Linear-by-Linear 

Association 
22.312 1 .000 

N of Valid Cases 100   

a. 2 cells (33.3%) have expected count less than 5. The 

minimum expected count is 4.59. 

 

Understanding the Table with p-values. It being < .05; chi-square is rejected and 

Alternate Hypothesis H11G: Comfort level with faceless advisory service is significantly 

different according to age of respondents is accepted.  

Conclusion: Comfort level with faceless advisory service is significantly different 

according to age.  

To interpret the acceptance of Hypothesis-H11G average Comfort level with faceless 

advisory service age wise of respondents is shown in below table. 
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Crosstab 

Count 

 

Q 11. Are you comfortable 

in dealing with Robo 

Advisory Services 

Total No Yes 

Q 3. 

Age 

Between 20 to 

40 
14 13 27 

Between 41 to 

60 
40 4 44 

Above 60 Years 29 0 29 

Total 83 17 100 

The crosstab analysis highlights the relationship between age groups and comfort in 

dealing with robo-advisory services. Among respondents aged 20 to 40, half are 

comfortable using robo-advisory services (13 out of 27), indicating a higher acceptance 

in this younger demographic. In the 41 to 60 age group, the majority (40 out of 44) are 

not comfortable, with only a small fraction (4) expressing willingness to use such 

services. Notably, none of the respondents above 60 years are comfortable with robo-

advisory services (29 out of 29 not comfortable). These findings suggest that younger 

individuals are more open to adopting robo-advisory services, while older age groups 

show a clear reluctance. 

IH: Comfort level with faceless advisory service as per Income Level 

Null H01H: No difference in Comfort level with faceless advisory service according to 

Incomes.  

Alternate H11H: Difference in Comfort level with faceless advisory service according to 

Incomes. 

To test the above null hypothesis Crosstabulation Test is applied and chi-square test is 

obtained, and results are as follows. 
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Chi-Square Tests 

 Value Df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-Square 10.598a 3 .014 

Likelihood Ratio 11.613 3 .009 

Linear-by-Linear 

Association 
9.429 1 .002 

N of Valid Cases 100   

a. 3 cells (37.5%) have expected count less than 5. The 

minimum expected count is .85. 

 

Understanding the table by p-values; .014< .05; making Alternate H11H- Difference in 

Comfort level with faceless advisory service according to Incomes hypothesis 

acceptable  

Conclusion: Comfort level with faceless advisory service is influenced by Income 

levels. 

To interpret the hypothesis, average Comfort level with faceless advisory service 

according to Income level of respondents is shown in below table. 

 

Crosstab 

Count 

 

Q 11. Are you comfortable 

in dealing with Robo 

Advisory Services 

Total No Yes 

Q 5. Income 

level 

>5 lakhs < 10 lakhs 45 3 48 

>10 lakhs < 40 

lakhs 
5 0 5 

>20 lakhs<40 lakhs 23 9 32 

> 40 lakhs 10 5 15 

Total 83 17 100 
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The crosstab analysis explores the nexus of income amount with comfort in dealing 

with robo-advisory services. Many respondents across all income levels are not 

comfortable using robo-advisory services (83 out of 100). Among those earning ₹5–10 

lakhs, nearly all (45 out of 48) prefer not to engage with such services. Similarly, the 

₹10–20 lakh income group exhibits no comfort (5 out of 5). In the ₹20–40 lakh bracket, 

a larger proportion shows some willingness (9 out of 32), while in the highest income 

group (>₹40 lakhs), one-third (5 out of 15) are comfortable. These findings suggest that 

comfort with robo-advisory services increases when income levels are high but remains 

low across the board. 

2. Quality, Accessibility and Cost of services 

H02: There is no difference in opinion about quality wealth advisory services are easily 

accessible to all and at reasonable cost. 

H12: There is a difference in opinion about quality wealth advisory services are easily 

accessible to all and at reasonable cost. 

Binomial Test 

 Category N 
Observed 

Prop. 

Test 

Prop. 
P-value 

Q 20. Are you 

ready to pay for 

wealth advisory 

services 

Group 1 No 90 .90 .50 .000 

Group 2 Yes 10 .10   

Total  100 1.00   

Q 21. Do you 

easily get access 

to quality 

investment 

advise 

Group 1 No 90 .90 .50 .000 

Group 2 Yes 10 .10   

Total  100 1.00   

 

Understanding the table by p-values arrived at, p<.05; hence H12: There is a difference 

in opinion about quality wealth advisory services are easily accessible to all and at 

reasonable cost is accepted.  

Conclusion: There is a difference in opinion about quality wealth advisory services 

are easily accessible to all and at reasonable cost. 
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Findings: The binomial test results for both questions indicate a strong consensus 

among respondents. For Q20, 90% are not ready to pay for wealth advisory services, 

significantly higher than the test proportion of 50% (p = 0.000). Similarly, for Q21, 

90% of respondents reported they did not have easy access to quality investment advice, 

again significantly higher than the 50% test proportion (p = 0.000). These findings 

highlight a reluctance to pay for professional financial guidance and a widespread 

perception of limited accessibility to quality investment advice, underscoring potential 

gaps in the financial advisory ecosystem. 

1.To understand the extent of risk of falling prey to Ponzi schemes and 

cybercrime. 

H03: No difference in opinion about extent of risk of falling prey to fraudulent/ponzi 

schemes and cybercrime. 

H13: Difference in opinion about extent of risk of falling prey to fraudulent/ponzi 

schemes and cybercrime. 

Binomial Test 

 Category N 
Observed 

Prop. 

Test 

Prop. 

Exact Sig. 

(2-tailed) 

Q 17. Have you 

ever been 

cheated by 

investing in a 

fraudulent/ 

ponzi scheme 

Group 1 Yes 72 .72 .50 .000 

Group 2 No 28 .28   

Total  100 1.00   

Q 18. Have you 

been a victim of 

cyber-crime 

Group 1 Yes 41 .41 .50 .089 

Group 2 No 59 .59   

Total  100 1.00   

Understanding the table with p-value arrived at; .000<.05 for fraudulent/ponzi schemes. 

Hence Null hypothesis is rejected.  

For cyber-crime, p-value is 0.089 >.05; Hence, Alternate hypothesis is rejected. 

Conclusion: For Investing in fraudulent/ponzi scheme, there is a difference in 

opinion about extent of risk of falling prey to cybercrime. 
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For Investing in cyber-crime, there is no difference in opinion about extent of risk 

of falling prey to Ponzi schemes and cybercrime. 

6.Findings:  

The binomial test results indicate that a significant majority of respondents (72%) have 

experienced being cheated by investing in a fraudulent/ponzi schemes, which is 

statistically higher than the expected 50% threshold (p = 0.000). This suggests that 

fraudulent investment schemes are a widespread issue among the surveyed group. In 

contrast, 41% reported being victims of cybercrime, which is below the 50% test 

proportion, and this difference is not statistically significant (p = 0.089). This implies 

that while cybercrime victimization is notable, it is less prevalent and not significantly 

different from an equal split in this sample. 

 

7.Conclusion: 

The best model going forward is a multi-channel model that combines both offline and 

online wealth management, to provide customers with the best of both sides and help 

retain and grow the customer base of wealth managers. Additionally, more research and 

development need to be done on the AI front to improve the capabilities and service 

offerings on online financial advisory platforms. AI can further be used for Onboarding 

unserved investors and importantly potential investors. Chatbots can be used to 

automate major elements in the client interaction process by using them for providing 

regular updates and progression reports. 

8. Managerial Implications: 

The findings would help advisory services to understand their clients better. It would 

help them to identify areas of service that still need human interaction. It would caution 

them to reap the benefits of technology expenditure. It would make them mindful of the 

behavioral issues of wealth management. The data analysis indicates that Gender has no 

impact on portfolio mix, risk appetite or willingness to go for robo-advisory services 

but age and income levels do have an impact. For investors, it could sensitize them to 

be more prudent in constructing and managing their portfolio. The data analysis 

cautions them to be mindful of risks of being conned and becoming victim of cyber-

crime.   
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Abstract: Mutual funds have emerged as a preferred investment avenue due to their 

diversification benefits, professional management, and accessibility to various asset 

classes. However, the expense ratio remains a crucial factor influencing mutual fund 

performance. The expense ratio represents the cost incurred by investors for fund 

management and can significantly impact net investor returns. While extensive research 

has been conducted on mutual fund expenses, there is limited literature analyzing the 

direct effect of expense ratios on risk-adjusted performance metrics, including the 

Sharpe ratio, Sortino ratio, beta, alpha, and R-squared. This study aims to bridge 

this gap by evaluating the relationship between expense ratios and net investor 

returns across different mutual fund categories—equity, debt, and hybrid funds—

over a five-year period (2019-2024). By analyzing key performance indicators, this 

research will provide valuable insights for investors, fund managers, and financial 

advisors to optimize investment decisions based on cost-effectiveness. 

 

Keywords: Mutual fund performance, Expense ratio, Risk-adjusted returns, Sharpe 

ratio, Alpha, Beta, Investor returns. 

 

1. Introduction 

Mutual funds have emerged as a preferred investment avenue due to their 

diversification benefits, professional management, and accessibility to various asset 

classes. However, the expense ratio remains a crucial factor influencing mutual fund 

performance. The expense ratio represents the cost incurred by investors for fund 

management and can significantly impact net investor returns. 

While extensive research has been conducted on mutual fund expenses, there is limited 

literature analyzing the direct effect of expense ratios on risk-adjusted performance 

metrics, including the Sharpe ratio, Sortino ratio, beta, alpha, and R-squared. This 

study aims to bridge this gap by evaluating the relationship between expense ratios 

and net investor returns across different mutual fund categories—equity, debt, and 

hybrid funds—over a five-year period (2019-2024). 

By analyzing key performance indicators, this research will provide valuable insights 

for investors, fund managers, and financial advisors to optimize investment 

decisions based on cost-effectiveness. 

Keywords: 

Mutual fund performance, Expense ratio, Risk-adjusted returns, Sharpe ratio, Alpha, 

Beta, Investor returns. 
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2. Purpose, Aim, and Need of the Study 

✓ To analyze the relationship between total expense ratios and net investor 

returns across various mutual fund categories. 

✓ To evaluate how expense ratios impact risk-adjusted performance metrics 

such as the Sharpe ratio, Sortino ratio, beta, alpha, and R-squared. 

✓ To identify patterns in mutual fund performance based on different expense 

ratio levels. 

✓ To provide insights for investors and fund managers regarding the cost-

effectiveness of mutual fund investments. 

3. Literature Review 

1. Expense Ratios and Mutual Fund Returns 

Sharpe (1991) – The Arithmetic of Active Management 

Summary: 

Sharpe (1991) argued that expense ratios are a key determinant of net investor returns. 

The study concluded that actively managed funds tend to underperform index funds 

after accounting for costs such as management fees, trading expenses, and other 

operational charges. 

Comment: 

Sharpe’s study laid the foundation for the modern understanding of expense ratios. It 

reinforced the idea that high-cost funds need to generate substantially higher returns to 

justify their expenses, which is rarely achieved over time. 

Carhart (1997) – Persistence in Mutual Fund Performance 

Summary: 

Carhart (1997) analyzed the persistence of mutual fund performance and found that 

expense ratios, along with turnover and front-end loads, negatively impacted net 

returns. The study showed that funds with high fees tend to have lower long-term 

returns, indicating that active management does not consistently add value. 

Comment: 

Carhart’s findings remain relevant today, supporting the notion that minimizing 

expenses is one of the most effective ways for investors to maximize returns. The study 

also contributed to the rise of passive investing strategies. 
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Fama and French (2010) – Luck Versus Skill in the Cross-Section of Mutual Fund 

Returns 

Summary: 

Fama and French (2010) examined mutual fund returns and concluded that very few 

actively managed funds generate enough alpha (excess return) to offset their higher 

fees. Most of the excess returns in high-cost funds could be attributed to luck rather 

than skill. 

Comment: 

This study was instrumental in shaping investor behaviour toward cost efficiency. It 

emphasized that while some managers outperform the market, their success is often 

short-lived and not necessarily due to skill. 

2. Expense Ratios and Risk-Adjusted Performance 

Gruber (1996) – Another Puzzle: The Performance of Actively Managed Mutual Funds 

in the U.S. 

Summary: 

Gruber (1996) explored whether high-fee funds justified their costs through superior 

risk-adjusted returns. His study found that investors consistently underperform after 

fees, and the funds with lower expense ratios tend to provide better long-term risk-

adjusted performance. 

Comment: 

Gruber’s research further validated the cost-efficiency argument. It also highlighted that 

investors do not always act rationally, as many still invest in high-cost funds despite 

evidence suggesting lower fees lead to better results. 

Basu and Huang (2020) – The Expense Ratio and Mutual Fund Performance: An 

Empirical Analysis 

Summary: 

Basu and Huang (2020) conducted a five-year analysis of mutual funds and found that 

funds with lower expense ratios delivered better Sharpe ratios. They also observed that 

index funds and ETFs consistently outperformed actively managed funds, reinforcing 

the importance of cost efficiency. 

Comment: 

This recent study aligns with long-standing research on expense ratios. It is particularly 

relevant as it includes the latest market trends, emphasizing how modern investors are 

moving toward low-cost passive investment options. 
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3. Expense Ratios and Fund Size 

Chen et al. (2004) – Does Fund Size Erode Mutual Fund Performance? 

Summary: 

Chen et al. (2004) examined how mutual fund size impacts expense ratios and returns. 

They found that larger funds benefit from economies of scale, reducing their expense 

ratios while maintaining competitive returns. However, they also noted that overly large 

funds might suffer from diminishing returns due to liquidity constraints. 

Comment: 

This study suggests a trade-off between fund size and performance. While cost 

efficiency improves with larger funds, there is a point where size can hinder investment 

flexibility. This is crucial for fund managers and investors in selecting optimal fund 

sizes. 

4. Expense Ratios and Market Conditions 

Kostovetsky (2016) – Do Mutual Funds Provide Valuable Services? 

Summary: 

Kostovetsky (2016) analyzed how expense ratios influence performance across 

different market conditions. The study found that in bull markets, actively managed 

funds with higher fees occasionally outperform due to tactical asset allocation. 

However, in bear markets, higher expense ratios reduce returns as most funds fail to 

beat their benchmarks. 

Comment: 

This study introduces the concept that expense ratios may have varying impacts 

depending on market conditions. While passive funds remain superior over the long 

term, active management can sometimes justify its fees in strong market conditions. 

5. The Role of Regulation and Transparency French (2008) – The Cost of Active 

Investing 

Summary: 

French (2008) emphasized that regulatory efforts to improve fee transparency have led 

to an increase in low-cost investment options such as ETFs. The study argued that 

increased disclosure requirements have helped investors make more informed decisions, 

benefiting the overall efficiency of the financial markets. 

Comment: 

French’s study highlights the importance of regulation in investor protection. 

Transparency in expense ratios has led to a shift toward cost-efficient investment 

strategies, reducing the adverse impact of high fees on investor returns. 
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Securities and Exchange Board of India (SEBI, 2018) – Regulatory Changes in 

Mutual Fund Expense Ratios 

Summary: 

SEBI (2018) introduced new regulations capping expense ratios for different fund 

categories, aiming to reduce costs for retail investors. The reforms mandated greater 

transparency in fee structures, improving investor confidence in mutual funds. 

Comment: 

This regulation has significantly impacted Indian mutual funds, leading to a more cost-

effective investment environment. It also aligns with global trends, where regulators are 

increasingly pushing for lower expense ratios to enhance investor returns. 

Conclusion 

The literature overwhelmingly supports the notion that lower expense ratios lead to 

better net returns. Key findings suggest that: 

1. High-cost funds rarely justify their expenses – Studies by Sharpe (1991), Carhart 

(1997), and Fama and French (2010) indicate that lower fees correlate with better 

performance. 

2. Expense ratios impact risk-adjusted returns – Gruber (1996) and Basu & Huang 

(2020) found that lower-cost funds deliver higher Sharpe ratios. 

3. Fund size matters – Chen et al. (2004) highlighted that while larger funds benefit 

from economies of scale, there is a limit beyond which size negatively affects 

performance. 

4. Market conditions play a role – Kostovetsky (2016) suggested that active funds 

sometimes outperform in bull markets but struggle in bear markets. 

5. Regulatory efforts have improved cost efficiency – SEBI (2018) and French (2008) 

demonstrated that greater transparency has driven investors toward low-cost funds. 

This study will build upon these insights by analyzing the impact of expense ratios on 

mutual fund performance over a five-year period, further assessing how cost efficiency 

affects investor returns. 

4. Objectives of the Study 

✓ To examine the relationship between expense ratios and net investor returns 

across equity, debt, and hybrid mutual funds over a five-year period (2019-

2024). 
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✓ To assess the impact of expense ratios on risk-adjusted performance metrics, 

including the Sharpe ratio, Sortino ratio, beta, alpha, and R-squared. 

✓ To compare the performance of mutual funds with varying expense ratios 

and identify trends in returns across different categories. 

✓ To determine whether higher expense ratios lead to better fund performance 

or reduce investor returns due to cost inefficiencies. 

✓ To provide actionable insights for investors and financial advisors in selecting 

cost-effective mutual fund investments. 

✓ To offer recommendations for fund managers on optimizing expense 

structures to enhance investor returns and overall fund performance. 

5. Hypothesis Development 

Main Hypothesis (H1): 

Expense ratios have a significant negative impact on mutual fund returns over a 

five-year period. 

Hypothesis Testing 

This section presents the results of hypothesis testing conducted to examine the 

relationship between expense ratios and mutual fund performance across different 

categories (Debt, Equity, and Hybrid funds) for the period 2019–2024. Both the main 

hypothesis (H1a to H1e) were tested using descriptive statistics, correlation analysis, 

and regression models based on the available data. 

5.1 Main Hypothesis (H₁) 

H₁: Expense ratios have a significant negative impact on mutual fund returns over a 

five-year period. 

Correlation Analysis Results 

Fund 

Category 

Correlation 

Coefficient 

P-

Value 
Interpretation 

Debt -0.770 0.128 
Strong negative relationship, not statistically 

significant (p > 0.05). 
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Fund 

Category 

Correlation 

Coefficient 

P-

Value 
Interpretation 

Equity -0.595 0.289 
Moderate negative relationship, not 

significant. 

Hybrid -0.084 0.916 Very weak relationship, not significant. 

 

Regression Analysis Summary 

Fund 

Category 

Beta 

Coefficient 
R² 

P-

Value 
Interpretation 

Debt -12.54 0.593 0.128 
Negative impact; not significant at 5% 

level. 

Equity -8.31 0.354 0.289 Negative impact; not significant. 

Hybrid -0.72 0.007 0.916 No meaningful impact. 

 

Conclusion: The results show a negative relationship between expense ratios and 

mutual fund returns across all categories. However, these relationships are not 

statistically significant at the 5% confidence level, suggesting insufficient evidence to 

reject the null hypothesis. 

Overall Summary 

The hypothesis testing suggests a negative but statistically insignificant relationship 

between expense ratios and mutual fund returns.  

6. Theoretical Background 

1. Efficient Market Hypothesis (EMH) – Fama (1970) 

The Efficient Market Hypothesis (EMH) states that financial markets are efficient, 

meaning that asset prices reflect all available information. According to this theory, 

actively managed funds should not consistently outperform passive funds after 

accounting for fees. Since expense ratios reduce net returns, investors should prefer 

lower-cost funds. 
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Relevance to this Study: 

• EMH suggests that high-fee active funds do not provide superior risk-adjusted 

returns over time. 

• It supports the argument that expense ratios negatively impact investor returns. 

2. Modern Portfolio Theory (MPT) – Markowitz (1952) 

The Modern Portfolio Theory (MPT) states that investors should seek to maximize 

returns for a given level of risk by diversifying their portfolios. Since expense ratios are 

a cost component, they reduce the net returns that an investor receives. 

Relevance to this Study: 

• MPT suggests that investors should prioritize low-cost diversified funds to 

maximize risk-adjusted returns. 

• It supports the idea that lower expense ratios enhance long-term portfolio 

performance. 

3. Principal-Agent Theory – Jensen & Meckling (1976) 

The Principal-Agent Theory explains the conflict between fund managers (agents) and 

investors (principals). Fund managers may charge high fees to maximize their profits, 

even if these fees do not lead to better investor returns. 

Relevance to this Study: 

• The theory highlights how high expense ratios may not always be in the best 

interest of investors. 

• It supports the need for transparency in mutual fund fee structures. 

4. Behavioural Finance – Kahneman & Tversky (1979) 

Behavioral finance theories suggest that investors often make irrational choices, such as 

investing in high-fee funds due to marketing influence or past performance bias. 

Relevance to this Study: 

• Investors sometimes pay higher fees, assuming they lead to better performance, 

despite empirical evidence suggesting otherwise. 

• Understanding investor behaviour can help in recommending better investment 

strategies. 
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7.  Methodology 

7.1 Data Collection 

• Secondary data will be gathered from financial databases, mutual fund fact 

sheets, and annual reports of fund houses. 

• The study will cover three mutual fund categories—equity, debt, and hybrid 

funds—with a sample period of five years (2019-2024). 

 

7.2 Data Analysis 

• Statistical tools correlation analysis will be used to assess the relationship 

between expense ratios and fund performance. 

• Risk-adjusted performance metrics such as the Sharpe ratio, Sortino ratio, 

beta, alpha, and R-squared will be calculated to evaluate mutual fund 

performance. 

7.3 Categorical Comparison 

• Mutual funds will be analyzed separately based on their category (equity, 

debt, and hybrid) to identify category-specific trends. 

7.4 Software Tools 

• MS Excel, SPSS, or R will be used for data cleaning, analysis, and 

visualization. 

8. Result and Discussion: Descriptive Statistics 

"To understand the fundamental characteristics of mutual fund categories (Debt, Equity, 

and Hybrid), descriptive statistics were calculated. These statistics provide insight into 

key performance measures such as mean, standard deviation, skewness, and kurtosis, 

which help assess return patterns, risk levels, and the overall distribution of expense 

ratios and performance indicators." 

Debt Fund Descriptive Analysis 

 

Statistic 2019-2020 

 

2020-21 

 

 

2021-22 

 

 

2022-23 

 

 

2023-24 

 

Mean 7.763 3.753 3.844 6.949 7.850 
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Standard 

Error 
0.325 0.159 0.141 0.053 0.060 

Median 8.950 3.280 4.030 6.900 7.690 

Mode 11.710 3.230 4.760 6.660 7.380 

 

 

Standard Deviation 

 

4.716 2.306 2.047 0.764 0.875 

Variance Sample 22.244 5.316 4.190 0.584 0.765 

Kurtosis 

 
23.305 24.503 52.752 77.831 2.968 

 

Skewness -3.641 4.207 5.406 6.849 1.252 

Range 41.460 21.080 24.670 10.460 5.910 

Minimum -27.780 0.400 0.130 5.130 5.970 

Maximum 13.680 21.480 24.800 15.590 11.880 

Sum 1638.000 791.870 811.180 1466.300 1656.400 

Count 211.000 211.000 211.000 211.000 211.000 

 

1. Central Tendency (Mean, Median, and Mode) 

Statistic 2019-20 2020-21 2021-22 2022-23 2023-24 

Mean 7.763 3.753 3.844 6.949 7.850 

Median 8.950 3.280 4.030 6.900 7.690 

Mode 11.710 3.230 4.760 6.660 7.380 

• Mean (Average Return): 

o Highest: 2023-24 (7.850%) - Indicating a strong performance in the 

most recent year. 
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o Lowest: 2020-21 (3.753%) - Likely due to market disruptions during the 

COVID-19 period. 

• Median (Middle Value): 

o The median is slightly higher than the mean in most years, indicating a 

few extreme low values are dragging down the average (except in 

2020-21). 

o 2023-24: Median (7.690) is close to the mean (7.850), suggesting 

returns were more balanced and symmetrical. 

• Mode (Most Frequent Value): 

o Mode fluctuates across years, but in 2023-24, it is 7.380, close to the 

mean and median, showing a more stable return distribution. 

o 2021-22 and 2022-23 have higher mode values than the mean, 

indicating some peak values. 

2. Volatility and Risk (Standard Deviation, Variance, and Standard Error) 

Statistic 2019-20 2020-21 2021-22 2022-23 2023-24 

Standard Deviation 4.716 2.306 2.047 0.764 0.875 

Variance (Sample) 22.244 5.316 4.190 0.584 0.765 

Standard Error 0.325 0.159 0.141 0.053 0.060 

• Standard Deviation (SD): 

o Measures how much returns deviate from the mean (higher = more 

risk/volatility). 

o Highest Volatility: 2019-20 (4.716) – Wide fluctuations in returns. 

o Lowest Volatility: 2022-23 (0.764) – More consistent returns. 

• Variance: 

o Consistent with standard deviation; 2019-20 and 2020-21 had high risk 

while 2022-23 had the most stable returns. 
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• Standard Error (SE): 

o Indicates how much the sample mean fluctuates from the population 

mean. 

o SE is lowest in 2022-23 (0.053), meaning a more accurate estimate of 

returns due to less variation. 

3. Distribution Characteristics (Skewness and Kurtosis) 

Statistic 2019-20 2020-21 2021-22 2022-23 2023-24 

Skewness -3.641 4.207 5.406 6.849 1.252 

Kurtosis 23.305 24.503 52.752 77.831 2.968 

• Skewness (Symmetry of Distribution): 

o Negative (-3.641) in 2019-20: More extreme negative values, meaning 

some large losses occurred. 

o Positive Skew in 2021-22 to 2023-24: More frequent smaller losses with 

occasional large positive returns. 

o 2023-24 (1.252): Returns were nearly balanced, showing more 

stability compared to earlier years. 

• Kurtosis (Tail Risk/Outliers): 

o Higher Kurtosis = More Outliers/Extreme Events. 

o Extremely high in 2022-23 (77.831) and 2021-22 (52.752), meaning 

there were massive fluctuations. 

o 2023-24 (2.968) has a near-normal kurtosis, indicating fewer extreme 

events and more predictable returns. 

4. Return Range (Minimum, Maximum, and Spread) 

Statistic 2019-20 2020-21 2021-22 2022-23 2023-24 

Range 41.460 21.080 24.670 10.460 5.910 

Minimum -27.780 0.400 0.130 5.130 5.970 

Maximum 13.680 21.480 24.800 15.590 11.880 
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• Range (Max-Min): 

o Largest in 2019-20 (41.460) – Very high fluctuations in returns. 

o Smallest in 2023-24 (5.910) – Most stable performance year. 

• Minimum Returns: 

o 2019-20 had the worst minimum return (-27.78%), meaning heavy 

losses occurred. 

o 2023-24 had a minimum return of 5.97%, meaning no negative 

returns, indicating stability. 

• Maximum Returns: 

o 2021-22 and 2022-23 had very high maximum returns (24.80% and 

15.59%), suggesting major profitable investments occurred. 

o 2023-24 had a lower but consistent max return of 11.88%, meaning 

it was a good year but with fewer extremes. 

5. Overall Trend & Observations 

➢  2019-20: Extremely volatile with large negative returns (-27.78%) but also 

high maximum returns (13.68%). Likely impacted by external shocks. 

➢ 2020-21: Recovery phase, still volatile but without major losses. 

➢ 2021-22 & 2022-23: High kurtosis and skewness indicate extreme returns 

(both gains and losses), suggesting risky but profitable opportunities. 

➢ 2023-24: Most stable year, with balanced skewness, lower variance, and 

predictable returns (mean 7.85%). 

Final Conclusion: 

➢ Debt funds have become more stable over time, with 2023-24 being the 

most predictable year. 

➢ Extreme fluctuations in earlier years (2019-2022) suggest major market 

impacts, likely COVID-19 and economic conditions. 

➢ For investors, the risk has reduced significantly in recent years, making 

debt funds a more reliable choice now compared to the past. 
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Equity Fund Descriptive Analysis (2019-2024) 

Statistic 2019-2020 

 

2020-21 

 

 

2021-22 

 

 

2022-23 

 

 

2023-24 

 

Mean 17.427 34.004 4.1745 29.740 19.406 

Standard 

Error 
0.871 0.941 0.6386 0.563 0.520 

Median 15.710 31.900 4.5900 28.020 18.520 

Mode 14.950 25.480 5.6200 13.150 9.900 

Standard 

Deviation 

 

14.172 15.319 10.3962 9.167 8.465 

Variance 

Sample 
200.836 234.657 108.0815 84.033 71.654 

Kurtosis 

 
5.501 17.940 14.3788 0.597 0.249 

Skewness 1.364 -1.550 2.1323 0.825 0.533 

Range 107.840 170.490 96.8200 46.430 47.500 

Minimum -30.940 -93.600 -23.2900 13.050 0.160 

Maximum 76.900 76.890 73.5300 59.480 47.660 

Sum 4618.050 9011.090 1106.2500 7881.200 5142.670 

Count 265.000 265.000 265.0000 265.000 265.000 

 

This analysis examines the performance of equity funds over five financial years 

(2019-20 to 2023-24) based on key statistical metrics. 

1. Mean (Average Return) 

The mean return represents the average performance of the equity funds over each 

year: 

 

Year Mean Return (%) 

2019-20 17.43 
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Year Mean Return (%) 

2020-21 34.00 (Highest) 

2021-22 4.17 (Lowest) 

2022-23 29.74 

2023-24 19.41 

✓ Observations: 

➢ 2020-21 saw the highest returns (34%), likely due to the strong post-pandemic 

market recovery. 

➢ 2021-22 had the lowest returns (4.17%), possibly due to global economic 

uncertainties and market corrections. 

➢ 2023-24 shows a stable return of 19.41%, indicating a balanced 

performance. 

2. Standard Deviation & Volatility 

The standard deviation measures how much the returns deviate from the mean, 

indicating the risk level of the fund. 

Year Standard Deviation 

2019-20 14.17 

2020-21 15.32 (Highest) 

2021-22 10.40 

2022-23 9.17 

2023-24 8.46 (Lowest) 

✓ Observations: 

➢ 2020-21 was the most volatile year with a standard deviation of 15.32, 

reflecting high market fluctuations. 

➢ 2023-24 had the lowest standard deviation (8.46), indicating reduced 

volatility and more stable returns. 

3. Skewness & Kurtosis (Distribution & Risk Characteristics) 

Year Skewness Kurtosis 

2019-20 1.36 5.50 
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Year Skewness Kurtosis 

2020-21 -1.55 17.94 (Highest) 

2021-22 2.13 (Highest) 14.38 

2022-23 0.83 0.60 

2023-24 0.53 0.25 (Lowest) 

✓ Observations: 

➢ 2021-22 had the highest positive skewness (2.13), meaning most returns were 

on the lower side, but some extreme positive returns pulled the average up. 

➢ 2020-21 had the highest kurtosis (17.94), indicating extremely high peaks with 

extreme fluctuations. 

➢ 2023-24 has low skewness (0.53) and kurtosis (0.25), suggesting a more 

normal and balanced return distribution. 

4. Range (Max-Min Returns) 

The range represents the difference between the highest and lowest return in each year. 

Year Range (%) Minimum Return (%) Maximum Return (%) 

2019-20 107.84 -30.94 76.90 

2020-21 170.49 -93.60 (Lowest) 76.89 

2021-22 96.82 -23.29 73.53 

2022-23 46.43 13.05 59.48 

2023-24 47.50 0.16 47.66 (Lowest) 

✓ Observations: 

• 2020-21 had the largest range (170.49%), meaning extreme highs and extreme 

lows occurred in the market. 

• 2020-21 had the worst negative return (-93.60%), showing that some funds 

faced major losses. 

• 2023-24 had a much smaller range (47.50%), indicating reduced market 

fluctuations and more consistent performance. 

5. Median & Mode (Central Tendencies) 
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The median represents the middle value of the dataset, while the mode is the most 

frequently occurring value. 

 

Year Median (%) Mode (%) 

2019-20 15.71 14.95 

2020-21 31.90 25.48 

2021-22 4.59 5.62 

2022-23 28.02 13.15 

2023-24 18.52 9.90 

✓ Observations: 

➢ The median and mode values are lower than the mean in most years, 

suggesting a right-skewed distribution where a few high values pull up the 

average. 

➢ 2021-22 has a very low median (4.59), confirming it was a poor-performing 

year. 

Key Takeaways from Equity Fund Performance (2019-2024) 

1. Best & Worst Years: 

➢ Best performance year: 2020-21 (Mean: 34%, but highly volatile). 

➢ Worst performance year: 2021-22 (Mean: 4.17%, high skewness and 

kurtosis). 

➢ Most stable performance: 2023-24 (Mean: 19.41%, lowest volatility). 

2. Volatility Trends: 

➢ Extreme fluctuations in 2020-21 (High standard deviation, largest 

range, and extreme kurtosis). 

➢ Volatility declined significantly in 2023-24, making the returns more 

predictable. 

3. Risk & Distribution: 

➢ 2021-22 had extreme right-skewed returns, meaning a few stocks did 

exceptionally well while most underperformed. 
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➢ 2020-21 had negative skewness, suggesting large losses were more 

frequent. 

➢ 2023-24 is closer to normal distribution, meaning more consistency. 

4. Investment Insights: 

➢ Equity funds are high-risk, high-return investments. 

➢ Investors looking for stability should focus on funds with low standard 

deviation and low range, like those in 2023-24. 

Short-term investors should be cautious about extreme fluctuations (as seen in 

2020-21) 

 

   

Key Findings & Implications 

Summarize key insights based on the statistics: 

➢ Debt funds have a lower standard deviation, indicating lower risk but also lower 

return variability. 

➢ Equity funds exhibit greater volatility and a higher mean return, implying better 

potential rewards but also higher risk. 

➢ Hybrid funds, with moderate skewness and kurtosis, indicate a balance between 

risk and return. 

➢ The presence of skewness in equity funds suggests that while average returns 

are positive, they may experience periodic sharp declines. 

Hybrid Fund Descriptive Analysis (2019-2024) 

Statistic 2020-21 2021-2022 20222-23 2023-24 

Mean 15.637 3.144 16.1524 13.027 

Standard 

Error 0.821 0.400 0.6105 0.406 

Median 14.045 3.760 15.7000 12.625 

Mode 3.840 4.160 7.1300 7.460 
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Standard 

Deviation 

 8.457 4.118 6.2851 4.176 

Variance 

Sample 71.522 16.956 39.5029 17.440 

 

Kurtosis 

 
-0.181 2.648 -0.5607 -0.283 

Skewness 0.501 0.307 0.4339 0.574 

Range 39.780 26.100 24.8900 16.820 

Minimum 1.920 -7.320 6.7600 7.260 

Maximum 41.700 18.780 31.6500 24.080 

Sum 1657.540 333.280 1712.1500 1380.880 

 

Count 106.000 106.000 106.0000 106.000 

 

1. Mean (Average Return) 

The mean return represents the average performance of hybrid funds over each year: 

Year Mean Return (%) 

2020-21 15.637 

2021-22 3.144 (Lowest) 

2022-23 16.1524 (Highest) 

2023-24 13.027 

✓ Observations: 

➢ 2022-23 had the highest average return (16.1524%), indicating strong 

performance. 

➢ 2021-22 had the lowest average return (3.144%), suggesting a weak year for 

hybrid funds. 

➢ 2023-24 (13.027%) and 2020-21 (15.637%) had relatively stable returns, 

showing consistent performance. 

2. Standard Error (SE) 
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The standard error measures the accuracy of the mean estimate. A lower SE indicates a 

more reliable mean. 

Year Standard Error 

2020-21 0.821 

2021-22 0.400 (Lowest) 

2022-23 0.6105 

2023-24 0.406 

✓ Observations: 

➢ 2021-22 had the lowest standard error (0.400), indicating a more precise mean 

with lower variation. 

➢ 2020-21 had the highest standard error (0.821), suggesting more variation in 

fund performance. 

3. Median & Mode (Central Tendencies) 

The median represents the middle value of returns, while the mode is the most 

frequently occurring value. 

Year Median (%) Mode (%) 

2020-21 14.045 3.840 

2021-22 3.760 4.160 

2022-23 15.700 7.130 

2023-24 12.625 7.460 

✓ 🔹Observations: 

➢ The median values are close to the mean in most years, indicating that returns 

are evenly distributed. 

➢ The mode (most frequent return) is much lower than the median, particularly in 

2020-21 and 2022-23, suggesting that a few high-return funds pulled up the 

average. 

4. Standard Deviation (Volatility Measure) 

The standard deviation (SD) measures the level of risk or volatility in fund returns. 
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Year Standard Deviation 

2020-21 8.457 (Highest) 

2021-22 4.118 (Lowest) 

2022-23 6.2851 

2023-24 4.176 

✓ Observations: 

➢ 2020-21 had the highest volatility (SD = 8.457), indicating large fluctuations 

in returns. 

➢ 2021-22 had the lowest volatility (SD = 4.118), meaning fund performance 

was more stable. 

➢ 2023-24 continued to show lower volatility (SD = 4.176), making it a more 

predictable year for hybrid fund investors. 

5. Variance (Risk Measure) 

The variance is another measure of return dispersion, calculated as the square of 

standard deviation. 

Year Variance 

2020-21 71.522 (Highest) 

2021-22 16.956 (Lowest) 

2022-23 39.5029 

2023-24 17.440 

✓ Observations: 

➢ 2020-21 had the highest variance (71.522), confirming high return fluctuations. 

➢ 2021-22 and 2023-24 had much lower variance (~17), meaning returns were 

more predictable. 

6. Kurtosis & Skewness (Return Distribution & Risk Characteristics) 

➢ Kurtosis measures whether returns have fat tails (high-risk extreme values). 

➢ Skewness shows if the distribution is symmetrical or has more extreme values 

on one side. 
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Year Kurtosis Skewness 

2020-21 -0.181 0.501 

2021-22 2.648 0.307 

2022-23 -0.5607 0.4339 

2023-24 -0.283 0.574 (Highest) 

✓ Observations: 

➢ 2021-22 had the highest kurtosis (2.648), meaning more extreme values (high 

peaks). 

➢ 2023-24 had the highest skewness (0.574), meaning most returns were on the 

lower side, with a few high returns pulling the average up. 

➢ Negative kurtosis in 2020-21 and 2022-23 (-0.181 and -0.5607) suggests flatter 

distributions, meaning more moderate returns. 

7. Range (Max-Min Return) 

The range represents the spread between the highest and lowest fund return in a given 

year. 

Year Range (%) Minimum Return (%) Maximum Return (%) 

2020-21 39.780 1.920 41.700 

2021-22 26.100 -7.320 18.780 

2022-23 24.890 6.760 31.650 

2023-24 16.820 7.260 24.080 

 

✓ Observations: 

➢ 2020-21 had the highest range (39.780%), showing extreme fluctuations. 

➢ 2021-22 had the lowest minimum return (-7.320%), indicating some funds had 

negative performance. 

➢ 2023-24 had the smallest range (16.820%), indicating reduced volatility and a 

stable market. 
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8. Total Returns (Sum) & Fund Count 

The sum represents the total return of all hybrid funds in a given year, while the count 

represents the number of funds analyzed. 

Year Total Return (%) Fund Count 

2020-21 1657.54 106 

2021-22 333.28 106 

2022-23 1712.15 106 

2023-24 1380.88 106 

✓ Observations: 

➢ Total return dropped significantly in 2021-22 (333.28%), confirming it was the 

worst-performing year. 

➢ 2022-23 had the highest total return (1712.15%), showing strong hybrid fund 

performance. 

➢ 2023-24 had lower total returns (1380.88%) but still indicated stable 

performance. 

Final Summary & Investment Insights 

Key Takeaways: 

1. Best & Worst Years: 

➢ Best performance year: 2022-23 (Mean: 16.1524%, low volatility). 

➢ Worst performance year: 2021-22 (Mean: 3.144%, highest kurtosis, 

negative minimum return). 

➢ Most stable performance: 2023-24 (Lowest range and variance). 

2. Volatility Trends: 

➢ 2020-21 had the highest volatility, meaning investors faced higher risks. 

➢ 2023-24 showed the lowest volatility, making it a safer year for 

investments. 

3. Risk & Return Distribution: 

➢ 2021-22 had extreme risks (high kurtosis), meaning some funds 

performed poorly. 
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➢ 2023-24 had a more balanced and predictable return structure. 

4. Investment Insights: 

➢ Hybrid funds are ideal for moderate-risk investors. 

➢ For stability, 2023-24 is the best year. 

➢ For high returns, 2022-23 provided the best performance. 

 

Summary of Descriptive Analysis (2019-2024) for Debt, Equity, and Hybrid Funds 

1. Debt Funds: Stability with Moderate Returns 

➢ Best Year: 2020-21 (Mean: 8.12%), indicating strong fixed-income performance 

post-COVID. 

➢ Worst Year: 2021-22 (Mean: 3.25%), showing the lowest returns. 

➢ Volatility: Lowest standard deviation (1.5-4%), proving its stability. 

➢ Skewness & Kurtosis: Near zero, suggesting a more normal distribution with 

fewer extreme returns. 

➢ Key Takeaway: Debt funds provided stable returns with minimal risk, making 

them suitable for conservative investors. 

2. Equity Funds: High Returns with Volatility 

➢ Best Year: 2020-21 (Mean: 34.00%), showing exceptional growth. 

➢ Worst Year: 2021-22 (Mean: 4.17%), with significant fluctuations. 

➢ Volatility: High standard deviation (10-15% range), suggesting strong market 

sensitivity. 

➢ Skewness & Kurtosis: Some years showed right skewness (high returns with 

occasional outliers), while 2020-21 had negative skewness (suggesting losses 

for some funds). 

➢ Key Takeaway: Equity funds delivered strong returns overall but were highly 

volatile, requiring careful timing and risk management. 

3. Hybrid Funds: Balanced Growth with Moderate Risk 

➢ Best Year: 2022-23 (Mean: 16.15%), showing strong hybrid performance. 
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➢ Worst Year: 2021-22 (Mean: 3.14%), indicating a weak performance phase. 

➢ Volatility: Moderate standard deviation (4-8%), placing it between equity and 

debt funds. 

➢ Skewness & Kurtosis: Mostly positive skewness (indicating more frequent 

lower returns but occasional high returns). 

➢ Key Takeaway: Hybrid funds provided a balance between risk and return, 

making them suitable for medium-risk investors. 

Final Verdict: Which Category Performed Best? 

➢ Most Stable: Debt Funds, with consistent moderate returns. 

➢ Highest Returns: Equity Funds, but with high volatility. 

➢ Best Risk-Adjusted Performance: Hybrid Funds, offering a balance of risk and 

return. 

Performance Analysis of Debt, Equity, and Hybrid Funds (2019-2024) 

• This analysis focuses on key risk-return metrics such as Expense Ratio, 

Standard Deviation, Sharpe Ratio, Sortino Ratio, Beta, Alpha, and R-

Squared to assess the comparative performance of Debt, Equity, and Hybrid 

Funds over the past five years. 

 
Debt Equity Hybrid 

Expense Ratio (%) 1 1 1 

2019-20 0.178 0.184 0.248 

2020-21 0.201 0.306 0.291 

2021-22 -0.140 -0.247 -0.345 

2022-23 -0.098 0.339 0.319 

2023-24 0.337 0.393 0.421 

Standard Deviation 0.482 -0.084 0.535 

Sharpe Ratio -0.201 0.270 0.016 

Sortino Ratio -0.049 0.225 0.051 

Beta 0.186 -0.439 0.256 

Alpha -0.070 0.111 -0.125 

R-Squared -0.102 -0.223 0.491 
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1. Expense Ratio Impact (1% for all funds) 

➢ The Expense Ratio is the cost incurred to manage the fund, which is identical 

across categories (1%), indicating a level playing field in terms of cost structure. 

➢ Since all categories have the same expense ratio, the return difference is purely 

due to fund performance rather than management costs. 

2. Performance Trends (Returns Over Time) 

➢ Debt Funds: Showed moderate growth in most years but had a negative 

return (-0.140) in 2021-22, making it the weakest year. 

➢ Equity Funds: Experienced a sharp decline (-0.247) in 2021-22, but quickly 

recovered in 2022-23 (0.339) and 2023-24 (0.393), showing strong long-term 

growth. 

➢ Hybrid Funds: Also suffered in 2021-22 (-0.345) but rebounded the best in 

2023-24 with 0.421, suggesting a strong recovery pattern. 

Key Takeaway: 

• Debt Funds were more stable but had lower returns. 

• Equity Funds had high volatility but delivered higher returns in the long 

run. 

• Hybrid Funds showed a balanced approach but lagged slightly in risk-

adjusted performance. 

3. Risk Metrics (Standard Deviation, Sharpe Ratio, and Sortino Ratio) 

Metric Debt Equity Hybrid Interpretation 

Standard 

Deviation 
0.482 -0.084 0.535 

Measures volatility—Debt and Hybrid have 

higher volatility, while Equity seems 

miscalculated (possible error with negative SD). 

Sharpe 

Ratio 
0.201 0.270 0.016 

A higher Sharpe Ratio indicates better risk-

adjusted returns. Equity performed best, while 

Debt performed worst. 

Sortino 

Ratio 
0.049 0.225 0.051 

Equity has the best downside risk protection, 

while Debt had negative returns compared to risk-
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Metric Debt Equity Hybrid Interpretation 

free assets. 

Key Takeaway: 

➢ Equity Funds had the best risk-adjusted return as per Sharpe and Sortino 

ratios. 

➢ Debt Funds had the worst performance relative to risk, with negative 

Sharpe and Sortino ratios. 

➢ Hybrid Funds offered moderate risk-adjusted returns but still 

underperformed compared to equity. 

4. Market Sensitivity (Beta and Alpha) 

Metric Debt Equity Hybrid Interpretation 

Beta 0.186 -0.439 0.256 
Measures market sensitivity—Debt and Hybrid have low 

Beta, meaning lower volatility compared to the market. 

Alpha 0.070 0.111 -0.125 

Measures excess return over benchmark—Equity had 

positive alpha (outperformed the market), while Debt & 

Hybrid had negative alpha (underperformed). 

Key Takeaway: 

➢ Equity Funds delivered the best alpha (0.111), outperforming the market. 

➢ Debt and Hybrid Funds underperformed relative to the market. 

➢ Low Beta values for Debt and Hybrid indicate lower market sensitivity, 

making them more stable but offering lower returns. 

5. Diversification & Market Fit (R-Squared Analysis) 

➢ Debt Funds: (-0.102 R-squared) – Low correlation with the market, making 

them independent and stable. 

➢ Equity Funds: (-0.223 R-squared) – Negative correlation, suggesting high 

unpredictability in performance relative to benchmarks. 

➢ Hybrid Funds: (0.491 R-squared) – Moderate correlation with the market, 

meaning they follow market trends but still offer diversification benefits. 

Key Takeaway: 

➢ Debt Funds are low-risk, market-independent investments. 
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➢ Equity Funds are more volatile but have high growth potential. 

➢ Hybrid Funds provide a balanced market exposure but underperformed 

equity in risk-adjusted metrics. 

Final Verdict: Best Fund Category? 

Category Best Feature Worst Feature Overall Verdict 

Debt 

Fund 

Stability & Low Market 

Risk 

Poor Risk-Adjusted 

Returns (Negative 

Sharpe & Alpha) 

Best for Conservative 

Investors 

Equity 

Fund 

Highest Returns & Best 

Risk-Adjusted 

Performance 

High Volatility 
Best for High-Risk, 

High-Reward Investors 

Hybrid 

Fund 

Balanced Risk & 

Moderate Correlation with 

Market 

Low Alpha 

(Underperformance) 

Best for Moderate-Risk 

Investors Seeking 

Diversification 

Final Recommendations: 

➢ Choose Debt Funds if you prefer low risk and steady returns, but beware of 

poor market-adjusted performance. 

➢ Choose Equity Funds if you seek higher long-term growth but can handle 

volatility. 

➢ Choose Hybrid Funds for a balanced approach, but expect lower risk-

adjusted returns than pure equity. 

9. Conclusion 

This study aimed to analyze the impact of expense ratios on mutual fund performance 

across debt, equity, and hybrid funds over five years (2019-2024). The research 

findings indicate that expense ratios play a significant role in risk-adjusted returns, with 

equity funds outperforming debt and hybrid funds in terms of Sharpe ratio and alpha. 

However, the findings also highlight that higher expense ratios do not always lead to 

better returns, as actively managed funds often struggle to generate excess returns after 

fees. 

The study reinforces the notion that investors should carefully assess fund expense 

ratios before making investment decisions. While equity funds delivered the highest 

returns, they also exhibited the greatest volatility, making them suitable for risk-tolerant 
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investors. On the other hand, debt funds provided stability with lower risk, making them 

more suitable for conservative investors. Hybrid funds offered a balance between risk 

and return, but their performance was inconsistent over the years. 

The research findings support previous studies (e.g., Sharpe, 1991; Carhart, 1997; Fama 

& French, 2010) that emphasize the negative impact of high expense ratios on net 

investor returns. Additionally, regulatory interventions (e.g., SEBI, 2018) have played a 

crucial role in increasing cost transparency, leading to better investment decision-

making. 

 

10. Managerial Implications 

The study provides several insights for fund managers, financial advisors, and 

investors: 

1. For Fund Managers 

➢ Optimize expense structures by reducing management fees without 

compromising fund performance. 

➢ Improve fund transparency to build investor trust and attract more assets 

under management (AUM). 

➢ Consider economies of scale when managing large funds to lower costs 

per investor. 

2. For Investors 

➢ Expense ratios should be a primary consideration when selecting mutual 

funds. 

➢ Index funds and passively managed funds can provide better returns than 

high-cost actively managed funds. 

➢ Investors should balance risk and return by considering both historical 

Sharpe ratios and volatility levels. 

3. For Regulators (e.g., SEBI) 

➢ Strengthen disclosure requirements for expense ratios and ensure 

investors understand the breakdown of costs. 

➢ Encourage cost-efficient mutual fund structures to protect investor 

interests. 
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11. Limitations of the Study 

Despite the significant findings, this study has certain limitations: 

1. Limited Scope of Expense Components 

➢ The study focuses on total expense ratios but does not break down the 

individual cost components (e.g., management fees, distribution fees, 

administrative costs). 

2. Market Conditions Not Accounted For 

➢ The study does not differentiate between bulls and bear market 

conditions, which can influence fund performance. 

3. Geographical Limitations 

➢ The research primarily focuses on the Indian mutual fund industry and 

may not be directly applicable to international markets. 

4. Timeframe Constraints 

➢ A five-year period (2019-2024) may not be sufficient to capture long-

term investment cycles and regulatory impacts. 

12. Scope for Further Research 

Given the study’s limitations, future research can explore: 

1. Expense Ratio Components 

o A detailed breakdown of management fees, distribution costs, and 

administrative expenses can provide a more comprehensive 

understanding of cost structures. 

2. Fund Performance Across Market Cycles 

o Future studies can analyze whether expense ratios impact performance 

differently in bullish vs. bearish markets. 

3. International Comparisons 

o Comparing Indian mutual funds with those in the U.S., Europe, and 

other emerging markets can offer insights into global cost structures. 

4. Longer Timeframe Analysis 
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o A study covering 10+ years can help evaluate whether expense ratios 

influence long-term investment outcomes. 
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USE OF ARTIFICIAL INTELLIGENCE IN HRM PRACTICES IN BANKING 

SECTOR – A MODERN APPROACH 

Dr. Jagadeesh S Hanamashetti, Research Scholar, National Federation of State 
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Abstract - Human Resource Management (HRM) is a broader area of the acquisition, 

management, and optimization of a human resource employed in workplace including, 

banks, industry, service sector, management of infrastructure, health sector. Best HRM 

practices include recruitment, organising, coordinating, on boarding, training, 

performance management, and employee retention and managing employees in an 

organisation to perform its functions, activities to achieve mission, vision and goals. 

Due to evolution in technology, use of Artificial Intelligence (AI) in HRM is a modern 

approach.  AI provide sophisticated new and user friendly tools for performing day-to-

day tasks with less time as compared to manual activities. The use of AI in HRM as a 

Modern approach has been resulting in improved efficiency, decreased cost, less time 

consuming, employee productivity, health and safety, payroll processing, employee 

comfort, and real-time feedback. Various spectrum of the economy viz., Banks 

adopting modern approach in HRM. The recruitment of employees, training, allocation 

of human resources and talent management etc. has been positively affected by modern 

approach. An effort has been made in the present paper to review the publications 

related to application of AI in HRM. The present paper is also focussed on recent 

developments in Human Resource Management/Development in India specifically in a 

Nationalised Bank.  The intention of present paper is to disseminate the use of different 

approaches of HRM in a bank, apart from presenting review of literature on the subject 

of modern approaches of HRM. In the present paper an effort is made to analyse five 

years data related to modern approach to HRM impact on performance of nationalized. 

The present paper is manly based on the sources of published papers/articles. 

Papers/articles published on use of AI/different approaches in the area of HR.  

 

 Keywords: Artificial Intelligence, Human Resources Management, Talent 

Management, Employee Recruitment, Allocation of Human Resources, Modern 

Approaches. 

 

1) Introduction 

Human Resource Management (HRM) is a broader area of the acquisition, 

management, and optimization of a human resource employed in workplace including, 

banks, industry, service sector, management of infrastructure, health sector. Best HRM 

practices include recruitment, organising, coordinating, on boarding, training, 

performance management, and employee retention and managing employees in an 

organisation to perform its functions, activities to achieve mission, vision and goals. 

Due to evolution in technology, use of AI in HRM is a modern approach.  AI provide 
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sophisticated new and user friendly tools for performing day-to-day tasks with less time 

as compared to manual activities. 

The Modern approach i.e., AI in HRM has been resulting in improved efficiency, 

decreased cost, less time consuming, employee productivity, health and safety, payroll 

processing, employee comfort, and real-time feedback. 

 

2) Purpose/Aim/Need of the study 

Various spectrum of the economy viz., Banks adopting modern approach in HRM. The 

recruitment of employees, training, allocation of human resources and talent 

management etc. has been positively affected by modern approach. AI is being 

increasingly adopted in the banking and financial services industry, with multiple use 

cases including fraud detection, customer segmentation, and chat automation. An effort 

has been made in the present paper to review the publications related to AI and its 

applications in HRM. The present paper is also focussed on recent developments in 

Human Resource Management/Development in India specifically in a Nationalised 

Bank. 

3) Review of Literature 

   Review of literature on use of AI in HRM are presented below: 

Lawler, J. J., & Elliot, R (1993) conducted an exploratory consider of a master 

framework to help work assessment. It concentrates on the impact of master framework 

utilize on problem-solving exactness along an assortment of issues. The discoveries 

illustrate that the program had an effect execution, in spite of the fact that the illustrated 

associations varied from what had been hypothesized. Thus, there is variation between 

expected thing and actual outcome. 

 

Mishra, A., & Akman, I. (2010) embraced an empirically-based experiment seeing at 

how data innovation is utilized in human asset administration. 106 IT supervisors and 

experts from distinctive businesses in Turkey were the subjects of to experiment. It was 

concluded that IT influenced all zones of HRM, with exercises extending from 

enlistment to upkeep and improvement. The discoveries appeared that undertakings 

might not actualize these advances in performing HRM capacities efficiently and 

maturely.  

Yawalkar, M. V. V. (2019) investigated to look at the work of counterfeit insights in the 

human asset office and comprehend the troubles associated with that as well. Auxiliary 
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information was assembled through inquire about papers, distributed materials, web 

distributions, HR blogs, and overview reports discharged by a few inquire about 

organizations. The analyst connected an expressive consider plan. It was concluded that 

the human asset departments utilize of AI in various assignments was growing in which 

mechanical technology businesses were able to handle obligations like enlisting, 

examination of information, information collection, as well as workload diminishment 

at the work environment, and upgrading organizational performance.  

Bhardwaj, G., Singh, S. V., & Kumar, V (2020) conducted an experiment with 115 HR 

experts in the Delhi/NCR locale working in the IT trade to investigate the utilization of 

AI and its effect on HRM as a result of mechanical progression. The study's objective 

was to figure out whether the development and ease of use of HR capacities direct this 

relationship. Different regression-based speculations found a solid relationship between 

the two components illustrating that improved utilization of AI in the working 

environment moves forward HR useful adequacy. AI impacts HR with advancements 

and convenience since it has a solid affiliation with both development and ease of use. 

This experiment will give data around manufactured insights, which itself is bringing 

almost a modern mechanical transformation known as Industry 4.0. The study shows 

the positive impact of use of AI in HRM. 

Khatri, S., Pandey, D. K., Penkar, D., & Ramani, J. (2020) conducted an experiment 

that centered on consolidating manufactured intelligence-based advances into an 

organization and the unused openings and challenges in overseeing human assets 

whereas taking into account both the tech and non-tech assets the companies. The 

analyst utilized a graphic subjective audit strategy based on papers that given auxiliary 

information. Books, magazines, etc. Analysts made two models that interface AI and 

HRM, raising mindfulness of the focal points and drawbacks of innovation, making 

strides expertise sets to hold staff resolve, and mechanizing their execution through 

reengineering are viable ways to coordinated AI interior the organization. It was 

decided that innovation and individuals work together to work and create a venture. To 

compete with AI, individuals must progress their capacities and illustrate their 

eagerness to learn unused ones utilizing knowledge-based methods. The study indicates 

that, the use of AI require improvement of knowledge. 

Arslan, A., Cooper, C., Khan, Z., Golgeci, I., & Ali, I. (2022) explored to concentrate 

on the challenges HRM officials and offices in organizations encounter as a result of the 

agreeable assertion between AI (robots) and human laborers at the group level. The 

association between AI (particularly robots) and HRM in cutting edge ventures is 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  186 

inspected in this inquire about by joining a few streams of writing. The outcomes 

appeared that some time recently putting human specialists in groups with robots, 

organizational bolster instruments counting a conducive environment, preparing 

openings, and guaranteeing an attainable mechanical competence level are crucial. Final 

but not slightest, we found that one of the most troublesome issues for HRM was 

execution of evaluation in groups where people and AI (counting robots) coexist. This 

study revealed that there are hurdles of evaluation of groups coexisting with AI and 

people. 

The impact of artificial intelligence (AI) on the credit score evaluation procedures used 

by banks and other financial institutions is examined in (Hickam Sadok, 

2022). These limitations lay the groundwork for a new era of economic law 

that includes bank-used data and AI algorithm certification.(Chandrima Bhattacharya, 

2022) This paper helped us understand that theoretical studies and literature reviews are 

being done for various Indian and international banks that are interested in using AI 

to improve internal banking procedures and customer interactions. Customer experience 

is the primary criterion used to rank chatbot use cases on banking systems. Implications 

for practice and theory: Considering the overall picture of AI integration with banking 

operations, developing Indian banks should identify as many well-known use cases as 

possible to attract clients. The relationship between chatbot use cases can also help 

installed Indian banks increase their business in a similar way. 

According to Board (2017),the loss of interpretability or “auditability” of AI and 

gadget learning techniques could potentially become a major threat. In a similar vein, 

extensive use of opaque styles may also have unforeseen repercussions. Like any 

new service or product,there are significant issues with appropriate risk 

management and supervision. Examining how AI and device learning are used in light 

of their risks—such as compliance with relevant information privacy, behavior 

risks, and cybersecurity protocols—may be essential. To ensure that programs perform 

as intended, it is essential to properly inspect and train equipment 

with unbiased information and commenting mechanisms. Overall, if the particular risks 

associated with AI and device learning programs are adequately addressed, they show 

great promise. In addition to auditability through organizations and supervisors, the 

final phase provides preliminary thoughts on governance and fashion improvement. 

The impact of a number of financial institution-specific factors, including size, 

capitalization ratio, risk, price-to-earnings ratio, investment price, sales 

diversification, labor productivity, and age, on financial institution performance was 
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examined by Neeraj Gupta (2020). The examination's conclusions also demonstrate that 

sales diversification, non-appearing mortgage percentage, and financial institution size 

are the main determinants of commercial banks' performance in India. Furthermore, the 

results demonstrate that the overall performance of Indian banks during the disaster 

period is significantly impacted by financial institution size, age, workforce 

productivity, and sales diversification. 

According to (Report, 2020), these technologies have the power to change 

how we interact with one another, run our businesses, and even how 

governments provide for their constituents. Even in developed countries, some 

industries may be increasingly implementing AI to increase customer satisfaction and 

produce at scale, despite the fact that adoption of AI varies greatly across regions. 

According to the authorities, banks must use technology, artificial 

intelligence, and massive data in order to meet India's evolving needs. AI has the 

potential to transform Indian banks, make more informed decisions regarding credit 

score underwriting, identify frauds and defaults early, improve collections, or increase 

employee productivity. 

According to (Ankur Aggarwal, 2022), banking became an essential aspect of our lives 

after all of its services were distributed to salaried individuals. The scope 

of artificial intelligence in customer experience and robot technique automation 

in India's banking sector are the main focuses of the current look. The majority of 

clients' satisfaction with related factors has been verified to be in line with AI-

based total offerings offered by banks. The dynamics of AI platforms in the 

banking sector are highlighted, along with how they are starting to significantly disrupt 

the market (Saloni Tripathi, 2022). Current technology, which substitutes intelligent 

algorithms for human labor, is posing a threat to banks. To remain competitive, 

businesses must incorporate AI into their operations and business plans. 

(Fares, 2022). In his research paper, he also mentioned a methodical consumer credit 

solution application blueprint (Service Blueprint) that describes the front-

stage, backstage, and support procedures in banks as well as the customer journey. The 

adoption of artificial intelligence (AI) in five Indian commercial banks—SBI, ICICI, 

Axis, HDFC, and HSBC—study examined using cost-benefit analysis (Sindhu J, 

2019). The information used in the banking industry is determined by gathering data 

from secondary sources based on literature. Look for AI technology services that are 

available in India. 
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According to Mehrotra (2019),  the possibility that artificial intelligence (AI) will 

replace humans in these sectors, unintentionally leading to the demise of 

the individualized attention and personal touch that are the cornerstones of customer 

satisfaction and delight. Furthermore, he said that AI cannot completely replace human 

intervention since it is unable to manage intricate, customized requests, understand 

emotions, build trust, or emotionally connect with a customer to pique his interest 

and win his brand loyalty. 

 

4) Objective 

The intention of this paper is to disseminate the use of different approaches of HRM in 

a bank, apart from presenting review of literature on the subject of modern approaches 

of HRM. In the present paper an effort is made to analyse Nine years data related to 

modern approach to HRM impact on performance of nationalized. The objectives of the 

present study are to analyse trends in Bank of Maharashtra: 

i) Branch/ATM Network 

ii) Human Resource Management in Bank of Maharashtra 

iii) HR Administration & Policies 

iv) Training, Development & Motivational Activities 

v) Major HR initiatives 

 

5) Methodology   

The present paper is mainly based on the published papers/articles. Papers/articles 

published on use of AI/different approaches in the area of HR. Further, the paper utlised 

the data/statistics available in Annual Reports of the Bank of Maharashtra. 

 

6) About Artificial Intelligence: 

AI refers to the imitation of human intellect in machines that are automated to think and 

learn like humans. It includes human-like intellectual functions such as learning, 

reasoning, and perception, natural language processing and problem-solving.  

Today, artificial intelligence (AI) can be broadly defined as the area of computer 

science that seeks to build machines and systems that are capable of reasoning, 

learning, making decisions, and processing natural language—tasks that usually require 

human intelligence. Although artificial intelligence and words like machine learning, 

deep learning, unsupervised learning, and neural networks are frequently used together, 
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they can be thought of as subsets of the larger area of AI (Chart 1).1. The development 

of machine learning and other AI systems has been aided by the quick increase in 

processing power and the growth of unstructured data. Additionally, the emergence of 

AI-powered smart devices produced fresh data sets that can be utilised to develop AI 

solutions for the future. 

Machine learning (ML) and artificial intelligence (AI) have become more popular, 

particularly with the development of generative AI models based on large language 

models (LLMs). The banking, financial services, and insurance (BFSI) industry is 

rapidly changing the financial services landscape in India and around the world with the 

adoption of AI and related technologies (RBI, 2023). A more inventive and customer-

focused financial ecosystem is being paved by the banking industry's integration of AI 

into banking operations to improve efficiency, accuracy, and 

customer experience (BIS, 2024). 

 

7) Role of AI in HR: 

i) Enhanced Recruitment Process: 

• Resume Screening: AI help to screening the thousands of resume 

very quickly.  

• Candidate Matching: Job descriptions are analysed by AI system 

by matching applicant profiles. 

ii) Improved Employee Onboarding:  
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• Automated Onboarding Programs: AI can personalize the 

onboarding      

                         experience. 

• Chatbots for Support: Chatbots powered by AI can assist new 

employees. 

 

iii) Data-Driven Decision Making: 

• Predictive Analytics: AI can analyse historical data to forecast trends 

• Performance Analysis: Employee performance can be tracked by AI- 

metrics and commitment levels. 

iv) Enhanced Employee Engagement: 

• Personalised Development Plans: AI systems can recommend 

personalised training. 

• Sentiment Analysis: Employee opinion surveys can be analysed by 

AI tools.  

v) Transforming HR Functions  

Automating Routine Tasks Administrative Efficiency  

• Self-Service Portals  

• Enhanced Talent Management  

• Succession Planning  

• Skill Gap Analysis 

vi) Improving Efficiency  

• Streamlined Communication 

• AI-Powered Messaging Systems 

• Feedback Mechanisms 

• Cost Efficiency 

• Resource Optimization 

• Reduced Turnover 

8) Artificial Intelligence and the Banking Sector: 

The pace and scope of innovation have drastically changed in the digital age due to the 

convergence of big data, sophisticated algorithms and computing power. Deep learning, 

machine learning, and other AI technologies are evolving quickly, and the 

financial industry is embracing and integrating them more and more. Some argue that 

the adoption of these technologies has become essential as the wider economy has 
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embraced them, while others see it as a natural evolution in an era characterized by 

the banking sector and the larger financial industry's unrelenting pursuit of efficiency, 

innovation, and improved decision-making capabilities. In addition to realizing the 

potential of machine learning and traditional data analytics, the banking sector is also 

becoming more aware of the role that cutting-edge AI technologies play important role 

in more conventional domains like IT, risk management, marketing and sales, 

and finance. From the perspective of broader business drivers, the development of new 

products, revenue augmentation, and customer experience enhancement—all of 

which are generally regarded as marketing and sales endeavors—stand out as important 

drivers for the use of AI in the Indian financial sector (Chart 2(A)). Using AI-powered 

chatbots and virtual assistants to improve customer service is becoming a bigger 

priority for Indian banks (Chart 2 (B)). 

In order to increase the profitability of their trading operations, banks and financial 

institutions are implementing advanced trading strategies in real-time through the use 

of ML algorithms in their exclusive trading desks, forex trading desks, and even fixed 

income trading. Predictive analytics, sentiment analysis, and other AI-powered tools are 

driving these strategies more and more, and they have the potential to beat conventional 

investment methods (Boukherouaa et al. Goudarzi et al., 2021. 2018). AI is being used 

by banks to reduce costs in a number of areas, including underwriting, conversational 

banking, and anti-fraud. India's financial industry is also attempting to use AI tools to 

comply with regulations. By automating reporting, keeping an eye on transactions 

for questionable activity, improving comprehension of regulatory requirements, 

guaranteeing adherence to changing standards, and lowering the risk of 

regulatory misconduct, penalties, and fines, AI solutions could help with 

compliance (Boukherouaa et al. 2021). 

India's financial industry is also attempting to use AI tools to comply with regulations. 

By automating reporting, keeping an eye on transactions for questionable activity, 

improving comprehension of regulatory requirements, guaranteeing adherence to 

changing standards, and lowering the problem of regulatory misconduct, penalties, and 

fines, AI solutions could help with compliance (Boukherouaa et al. 2021). As was 

previously observed, AI solutions play important role to significantly improve risk 

management capabilities by analyzing large datasets, identifying solutions that were 

previously unavailable, and gaining a better understanding of current market conditions. 

This will enable more precise and timely business risk predictions, which will improve 

portfolio management, loan underwriting, and fraud detection. A global survey of IT 
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executives in the banking industry indicates that banks are implementing AI-based 

risk management applications, the most common of which are for risk assessment, fraud 

detection, IT operations optimization, and credit scoring personalization (Chart 3). 

 

Chart 2 AI in Indian Financial Services Sector 

 
                     Sources: PwC India; and FICCI. 

 

 

 
           Sources: PwC India; and FICCI. 
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Chart 3: Application of AI by Banks 

 
Source: The Economist Intelligence Unit Survey, 2022. 

 

9) Approaches adopted by Bank of Maharashtra (BOM) in HR Management: 

• Branch/ATM Network 

The branch network of the BOM spread to all over the country including specialized 

branches such as foreign exchange, Government business, Treasury and International 

Banking, Industrial Finance, Small Scale Industry and Hi-tech agriculture, Pension 

Payment, Self-Help Groups etc. Details of branches of the BOM as on March during 

20015 to 2024 is given in the table below: 

 

Sl.No. Classification Years 

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 

1 Rural 657 658 618 615 616 616 611 611 606 610 

2 Semi-Urban 433 434 434 426 427 428 461 511 602 720 

3 Urban 364 366 343 325 329 331 372 412 475 547 

4 Metro 426 437 502 466 474 458 471 488 517 609 

5 Total 1880* 1895 1897 1832 1846 1833 1915 2022 2200 2486 

ATM Network 

1 Offsite NA 577 587 559 552 544 445 429 412 1322 

2 Onsite NA 1284 1291 1305 1306 1307 1505 1699 32 755 

 Total NA 1861 1878 1864 1858 1851 1950 2128 1734 787 
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*36 Branches like Service /Retail Asset/Recovery Br's are converted as a “Back Office” 

as per RBI Guidelines on 01.06.2014.  
Source: Annual Reports of BOM 

 

• Human Resource Management in BOM 

Details Years 

2015 20016 2017 2018 2019 2020 2021 2022 2023 2024 

Officers NA 4030 6518 6518 664 6637 6651 6676 7358 8150 

Clerk NA 1248 4639 4639 4497 4295 4083 3872 3648 3509 

Sub staff NA 692 1775 1775 1762 1600 1653 2173 1971 1840 

Total NA 5970 12932 12932 12913 12532 2394 12721 12977 13499 

Source: Annual Reports of Bank of Maharashtra 

 

• HR Administration & Policies: 

Human capital management is the most interesting part and other way managing the 

business of the organization. The failure & success of the organisation largely depends 

upon administration. Every part of bank’s business is connected to the employees and 

by managing, organization became more efficient. This comprises of various initiatives 

adapted during last year such as adoption of various IT enabled software for 

maintaining data & records of employee, implementation of HRMS which integrates 

the function of HR starting from entry to exit, reviewing & renewing the HR policies at 

par with industry standard, promoting dialogue with stake holders & union office 

bearers, discussing with team leader of HR for all round review & development etc. 

Most prominently, the policies are shaped as such to discipline, commitment & 

devotion towards work, which compels the employees to perform in a improved way. 

HRM policies comprises of key functions in relation to promotion, transfers, Learning 

& Development, motivation and maintenance. All the policies were reviewed in line 

with Govt. of India and other regulatory guidelines. Suggestions from field 

functionaries, unions were also considered during review of the policy. 

• Learning & Development: 

Under the competitive banking era, it is important to be robust and swift to constantly 

upgrade the knowledge and skill of all the employees. Accordingly, the BOM explored 

deeper and created a new Learning and Development (L&D) vertical during selected 

years. The idea of L&D vertical is to inculcating a culture of learning among employees 

in the bank to ensure the skill update, increase in proficiency in latest trends and 
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technologies. The learning infrastructure helps all the employees to acquire knowledge. 

Under the L&D, training to employees on the areas such as security management, cash 

management, program for legal recovery, program for ZVO’s, new AFOs, micro-credit, 

Forex, DZM Leadership Conclave, credit management and infrastructure financing, 

credit monitoring, risk, business development, IT trainings, ESG etc. are organised.   

Further, Talent Development Programs for Assistant General Managers (AGMs) and 

Deputy General Managers (DGMs) were conducted in various Indian Institutes of 

Management (IIMs), viz., IIM, Ahmedabad, Bangalore, Calcutta, Indore, Kozhikode, 

Lucknow, XLRI Jamshedpur etc. Apart from this, Leadership Development Programs 

were organised for Chief Managers at National Institute of Bank Management (NIBM), 

Pune and State Bank Academy, Gurgaon. 

• Overseas Trainings :  

All General Managers & selected Deputy General Managers have been imparted 

overseas training at premier International institutes such as Kellogg School of 

Management (Chicago, USA), Kent Business School (Canterbury, England), Alpine 

University (Austria), SDA Bocconi (Italy), National University of Singapore etc. 

Objectives of overseas training to senior staff of the bank are to provide the executives 

with international perspective on banking and expand their strategic thinking, to 

enhance conceptual understanding of complex issues and equip them to be effective 

leaders, In addition, under the Maha-Achievers Scheme, 31 best performing employees 

have been given training through ASCI-NUS leadership program at National University 

of Singapore. The number of total employees undergone overseas training are 64.  

The key parameters of training and number of trainings are given as below:  

Key Parameters Number of trainings (As on 2024) 

Unique Learning Interventions 9672 

Number of Specialized* Trainings 15 

Number of Locational** Trainings 100 

External Training Programs 166 

Overseas/ Foreign Training Programs 64 

Use of ICT- Webinars 85 

Use of ICT- Podcast 133 

HRMS Training Module Live 

Quiz on LMS and Mahadarpan 15 

*Specialized Trainings, Source: Annual Reports of Bank of Maharashtra 
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Details of Training of Employees of Bank of Maharashtra 

Types of 

Employees 

Years 

2016 2017 2018 2019 2020 2021 2022 2023 2024 

Sub-Staff 692 619 810 1042 861 268 1604 1456 1297 

Clerk 1248 684 1637 2023 1840 268 2119 2624 2162 

Officers 692 3984 4852 5272 4494 474 4990 5856 6213 

Total 5970 5287 7299 8337 7195 794 8713 9936 9672 

Officers: DM/Manager/SM/CM/AGM/DGM 

Source: Annual Reports of Bank of Maharashtra 

• Important HR initiatives undertaken by the Bank: 

a) Employee Grievance Redressal: 

An online portal to address employees’ grievances was created to maintain a healthy 

work environment, grievances related to employee benefits, service regulations etc. 

usually resolve in 2 days. In this regard Department of HRM of BoM has adopted 

robust software to resolve the grievances within short time. 

b) Appointment of Nodal Officer:  

A nodal Officer was appointed in the head quarter of the bank to resolve the grievances 

and respond to the queries of retired employees. Further, the bank conducts Adalat for 

speedy disposal of grievances, it act as platform, for Staff pensioners, to settle their 

issues. It is conducted every month on the 1st Friday. 

c) Staff Schematic loans & other Benefits - Improvisation: 

In order to provide more facilities to employees, policy on Staff Housing & Vehicle 

Loan being amended as per market practice. This benefit is also available to the newly 

joined officers in scale II & above cadre with prior banking experience, further, after 

taking loan under Staff Housing and Vehicle Loan and opted voluntary retirement are 

also allowed to repay the loan up to age of 75 years. 

The bank is also taking steps to decrease the effects of pollution by launching schemes 

to support to purchase e-vehicles on the same terms and conditions as per existing staff 

vehicle loan scheme. This facility is given to employees with concessional rate of 

interest (less than 0.50% as applicable to vehicle loan). 

 

 

d) Residential leased accommodation Facility to Officer - Revision:  
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Due to non-availability of official accommodation to all employees bank has enhanced 

the limit of rent for accommodation on lease. The enhanced limit on rent covers society 

maintenance charges and brokerage facility. 

e) House Maintenance Expenses to Employees- Reimbursement:  

To cover the maintenance cost of house of employees, the bank has launched scheme of 

Reimbursement of House Maintenance Expenses to Employees. 

f) High speed internet Connection – Reimbursement of cost:  

A scheme to cover the cost of high speed internet connection of employees was also 

launched. 

g) Schemes for Staff Welfare: In order to look into the welfare of employees, a 

welfare committee has been formed with top Management along with union office 

bearers. Under this scheme, 3% of net operating profit of the bank in the financial year  

is contributed for welfare of the employees. 

h) Employees Group Personal Accidental Policy:  

For all serving employees of the bank a scheme of Employees Group Personal 

Accidental Policy was launched as one of the welfare measures. This scheme provide 

employees accidental death insurance of Rs 40 Lakhs, Permanent Total Disability of Rs 

40 Lakhs , Permanent Partial Disability up to of Rs 20 Lakhs & Air Accident Insurance 

Death of Rs 1 Crore. Bank has a system of canteen subsidy and provide Entertainment 

allowance to all employees. 

 

Conclusion: 

AI is anticipated to have a significant impact on a number of banking and finance 

operations, including risk assessment, fraud detection, customer service, investment 

strategies, regulatory compliance, and more, even though it is being investigated more 

and more in every industry. These technologies' impact on decision-making processes is 

increasing along with their capabilities. AI is anticipated to have the ability to decrease 

inefficiencies by automating processes, minimizing human decision-making 

errors, and offering affordable solutions. Banks have been adopting AI as a tool in 

training facilities for their employees and also as tools for welfare measures. 

Additionally, it is anticipated to make banking services available to the people at 

the base of the pyramid. While there are many advantages to integrating AI 

into banking and finance, there are drawbacks as well, including the potential for bias, a 

lack of transparency, and problems with the ethical use of data, all of which call for 

careful consideration given the implications for the financial industry and the economy 
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as a whole. The National Strategy for Artificial Intelligence, India AI Mission, AI for 

India 2.0, and Skill India AI Portal are some of the recent policy initiatives by India that 

seek to capitalize on the potential of AI and related technologies while 

being aware of the risks and difficulties they present. The Reserve Bank of India 

has acknowledged the potential of AI/ML and related technologies and urged banks to 

use them appropriately to carry out continuous due diligence and efficiently monitor 

KYC/AML regulations. 
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Abstract: This paper attempts to analyse how today’s workplace is evolving rapidly, 

with Generation Y (Millennials) and Generation Z bringing distinct work culture 

preferences, expectations, and engagement styles. This study examines the work culture 

gap between these generations, focusing on key differences in communication, work-

life balance, career aspirations, and workplace relationships. Additionally, it explores 

the transformative role of AI in shaping workforce retention strategies, adapting to 

these generational shifts, enhancing employee experience, and bridging generational 

gaps. This also aims to provide actionable insights for businesses to foster a more 

inclusive, efficient, and future-ready work environment. The findings will help 

organizations develop sustainable retention strategies, ensuring long-term engagement 

and productivity in an AI-integrated workplace. Future generations will experience 

minimal generational gaps due to AI’s ability to preserve organizational legacy and 

predict workforce trends. As AI automates routine tasks, HR and business strategies 

must evolve to prioritize precision, accuracy, and strategic decision-making, 

transforming traditional work processes into AI-driven operations. Operations across all 

management aspects will see new growth and approaches, leveraging for enhanced 

efficiency, innovation, and adaptability in a dynamic business landscape. 

 

Keywords: Work culture gap, Generation Y, Generation Z, AI in the workforce, 

Employee retention 

 

Introduction 

In today’s rapidly evolving workplace, organizations are witnessing a significant 

transformation in work culture driven by generational shifts and technological 

advancements. Generation Y (Millennials) and Generation Z, who make up a large 

portion of the modern workforce, bring distinct preferences, communication styles, and 

expectations regarding work-life balance and career growth. This generational diversity 

is creating both challenges and opportunities for businesses striving to maintain a 

cohesive and productive work environment. 

 

India’s workforce is undergoing a significant transformation, driven by the growing 

presence of Generation Y (Millennials) and Generation Z, who now make up the 

majority of employees in corporate and industrial sectors. With India's booming digital 

economy, rapid technological adoption, and shifting employee expectations, 

organizations must rethink their work culture, management practices, and retention 

strategies to stay competitive. 
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India’s workplace is experiencing a hybrid shift, where traditional hierarchical work 

structures are being challenged by younger generations who prioritize flexibility, 

career growth, and technological integration. Some real-time examples include: 

• TCS and Infosys Hybrid Work Models: Indian IT giants like TCS, Infosys, 

and Wipro are gradually adapting to a hybrid work culture, allowing employees 

to work from home for part of the week. However, rigid return-to-office 

mandates have sparked dissatisfaction among younger employees, leading to 

increased attrition. 

• Reliance Jio’s AI-Driven HR: Companies like Reliance Jio are utilizing AI-

powered HR analytics tools to monitor employee performance, enhance career 

progression, and automate administrative tasks, ensuring better engagement and 

retention. 

• Startups and Gig Economy Boom: India is witnessing a rise in startup 

culture and gig-based employment, with platforms like Zomato, Swiggy, and 

Ola enabling flexible working models. However, this has also raised concerns 

about job security and long-term career stability. 

• Elon Musk’s strict return-to-office mandate at Twitter/X highlighted 

generational tensions, with younger employees resisting rigid work policies in 

favor of flexibility. 

 

These examples suggests how AI-driven solutions and generational preferences are 

changing the dynamics of workplace culture. Herzberg's Two-Factor Theory of 

Motivation and Retention is especially pertinent to comprehending how businesses can 

keep workers in spite of these generational divides.  

According to this theory, workplace variables are divided into: 

1. Hygiene Factors (e.g., salary, job security, work conditions): these don't always 

boost engagement, but they do keep people happy. 

2. Motivational Factors (e.g., recognition, career growth, meaningful work): are 

what propel long-term retention and job satisfaction. 

 

The need for AI-Driven Workforce Adaptation given these changes, it is imperative to 

study how AI can help organizations adapt to evolving work cultures and improve 

workforce retention. Employee expectations are changing as a result of AI-driven 

personalization, continuous learning, and hybrid work models. This research seeks to 
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analyze the cultural and behavioral differences between Generation Y and Generation Z, 

while evaluating the role of AI-driven strategies in bridging these generational gaps. By 

integrating AI tools for precision, operational efficiency, and strategic decision-making, 

organizations can create more inclusive, adaptive, and future-ready work environments. 

Ultimately, as AI becomes more embedded in workforce management, it holds the 

potential to reduce generational gaps and foster a seamless, technology-driven 

culture—driving improved employee engagement, retention, and productivity are 

optimized over the long term. 

 

For India to continue growing as a global economic power, businesses need to adopt AI-

based workforce strategies that balance automation with employee needs. Using AI to 

support personalized career growth, improve engagement, and reduce generational gaps 

can help Indian companies create strong, innovative, and future-ready workplaces. This 

approach will not only make organizations more flexible and efficient but also help 

them retain talent and succeed in the long run. 

 

Literature Review 

The rapid evolution of workplace dynamics has led to a growing interest in 

understanding the generational differences between Generation Y (Millennials) and 

Generation Z. These differences significantly impact work culture, employee 

engagement, and workforce retention strategies. Additionally, the integration of 

Artificial Intelligence (AI) in organizational processes is shaping how companies 

manage talent, streamline operations, and adapt to generational shifts. This literature 

review examines existing research on generational work culture gaps, AI’s role in 

workforce retention, and its implications for future HR and business strategies. 

• Research suggests that Millennials (born between 1981 and 1996) and Generation Z 

(born between 1997 and 2012) have distinct workplace expectations. According to 

Twenge et al. (2010), Millennials value work-life balance, career development 

opportunities, and workplace flexibility. In contrast, Generation Z is more 

technology-driven, prefers digital communication, and values stability and job 

security (Seemiller & Grace, 2017). 

• A study by Deloitte (2023) highlights that Generation Z employees prefer remote 

or hybrid work models, unlike Millennials, who are more open to traditional office 

settings but expect flexible work arrangements. These differences lead to challenges 

in workplace collaboration, communication styles, and leadership expectations, 
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creating a gap in work culture. These findings suggest that as AI adoption increases, 

we will see a gradual reduction in generational gaps until they become almost 

negligible. 

• Generational differences are also evident in communication preferences. 

Millennials, having transitioned from traditional communication to digital methods, 

prefer emails and structured meetings, while Generation Z Favors instant 

messaging and video conferencing tools like Slack and Microsoft Teams (Schroth, 

2019). This shift necessitates a re-evaluation of communication strategies within 

organizations to ensure seamless collaboration across generations. 

• Millennials seek purpose-driven work, skill development, and leadership roles, 

whereas Generation Z emphasizes financial security, personal well-being, and 

job stability (Meister, 2020). AI-powered HR analytics are increasingly being used 

to cater to these preferences by customizing career development paths and 

monitoring employee engagement (Guenole & Feinzig, 2018). 

• Several studies indicate that AI-driven HR solutions play a critical role in 

enhancing workforce retention. AI-powered tools help personalize employee 

experiences, predict attrition risks, and automate HR decision-making 

(Choudhury et al., 2021). Companies like IBM and Accenture use predictive 

analytics to identify employees at risk of leaving, allowing HR teams to take 

proactive retention measures. 

• A study by McKinsey & Company (2022) suggests that AI enhances workforce 

retention by analyzing employee feedback, tracking engagement trends, and 

automating performance appraisals, ensuring a more data-driven approach to 

talent management. 

• AI is also helping bridge the generational work culture gap by customizing work 

experiences for different employee needs. For example, AI-driven Learning 

Management Systems (LMS) personalize skill development programs based on 

employees’ career goals and learning styles (Bersin, 2023). Such technological 

interventions improve job satisfaction, particularly for Generation Z employees, 

who prefer on-demand, self-paced learning models (PwC, 2023). 

• Despite AI’s potential, concerns remain regarding data privacy, bias in AI-driven 

HR decisions, and the ethical implications of automation. Studies by Binns 

(2020) and Siau & Wang (2021) emphasize the need for transparency in AI 

implementation to maintain fairness in workforce management. 
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• India's workforce is uniquely positioned due to its diverse demographic 

composition, rapid digitalization, and growing gig economy. A report by 

NASSCOM (2023) highlights how AI-driven HR strategies are being implemented 

in Indian companies, such as TCS, Infosys, and Wipro to enhance employee 

experience and reduce attrition rates. 

• In traditional Indian corporate settings, hierarchical structures have often led to 

resistance to AI adoption. However, the increasing demand for automation, 

predictive analytics, and AI-powered decision-making is pushing Indian 

businesses to adapt AI solutions to retain young talent (Economic Times, 2023). 

Organisations must focus on ethical AI deployment, workforce reskilling, and 

hybrid work models to ensure sustainable growth and retention in India’s evolving 

job market. 

The literature points out generational work culture gaps can be mitigated through AI-

driven workforce strategies that enhance engagement, retention, and career 

development. While both generations bring different expectations to the table, AI-

powered solutions can provide customized work experiences, fostering collaboration 

and reducing attrition rates. However, for this to truly work, businesses must strike a 

balance—leveraging tech without losing sight of human needs. AI should be seen as a 

support system, not a threat. Moving forward, research needs to explore real-world 

case studies, practical governance models for ethical AI, and long-term strategies to 

help teams and organizations evolve together in this digital age. 

Objective of the Study  

1. To analyze the work culture gap between Gen Y and Gen Z in terms of 

communication, work-life balance, and career aspirations and to examine how AI 

can be leveraged to understand and address these generational preferences. 

2. To understand how AI helps in workforce retention and bridging generational gaps 

by preserving organizational knowledge and predicting workforce trends. 

3. To assess the impact of AI on HR and business strategies, shifting focus from 

routine tasks to efficiency, accuracy, and strategic decision-making. 

Research Methodology 

a. Research Design: 

This study adopts a quantitative research approach, using a structured 

questionnaire to examine the work culture gap between Generation Y and 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  205 

Generation Z and the AI-driven impact on workforce retention. The survey focused 

on communication preferences, work-life balance, career aspirations, and AI’s role 

in workforce strategies. 

 

b. Hypothesis: 

To achieve the objectives of the study, the hypotheses are as follows:  

• H₀1: There is no significant difference in work culture preferences between 

Generation Y and Generation Z concerning communication, work-life balance, 

and career aspirations. 

H₁₁: There is a significant difference in work culture preferences between 

Generation Y and Generation Z concerning communication, work-life balance, 

and career aspirations. 

• H₀2: AI-driven strategies do not significantly impact workforce retention or help 

in bridging generational gaps. 

H₁2: AI-driven strategies significantly impact workforce retention and help in 

bridging generational gaps by preserving organizational knowledge and 

predicting workforce trends. 

• H₀3: AI-driven automation does not enhance HR and business strategies or 

improve efficiency, accuracy, and strategic decision-making. 

H₁3: AI-driven automation enhances HR and business strategies by improving 

efficiency, accuracy, and strategic decision-making, leading to better operational 

outcomes. 

 

A sample of 340 individuals from across India was selected for the study and 

administered a structured questionnaire. The data analysis was conducted using the 

Statistical Package for Social Sciences (SPSS), with the average method employed to 

test the hypotheses. 

 

c. Variables 

1. Independent Variables (IV) 

• Generational Differences (Generation Y vs. Generation Z) – Factors like 

communication styles, work-life balance, and career aspirations. 

• AI-Driven Strategies – Use of AI in workforce retention, predictive analytics, 

and decision-making. 
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• AI Automation in HR & Business – Implementation of AI for precision, 

accuracy, and operational efficiency. 

2. Dependent Variables (DV) 

• Workforce Retention – Employee engagement and organizational loyalty. 

• Bridging Generational Gaps – Reduction in differences in work culture and 

expectations. 

• HR and Business Performance – Improvement in efficiency, accuracy, and 

decision-making. 

3. Moderating Variables (MV) (Factors that influence the relationship between IV 

and DV) 

• Organizational Adaptability – How well a company integrates AI and 

manages generational shifts. 

• Technology Acceptance – Employees' willingness to adopt AI-driven strategies. 

• Industry Type – The impact of AI and generational differences may vary across 

industries. 

Interdependence and Impact: 

The research shows that generational differences, AI-driven strategies, and 

workforce retention are closely connected. AI helps overcome workplace challenges, 

reduces gaps between generations, and improves HR and business strategies. However, 

its success depends on how well organizations adapt, how employees accept 

technology, and the industry they operate in. Differences in communication, work-life 

balance, and career goals affect employee retention. AI helps by personalizing work 

experiences, increasing engagement, and reducing turnover. It also improves HR 

and business operations by shifting the focus from repetitive tasks to better decision-

making and efficiency. 

 

The impact of AI on closing generational gaps depends on organizational readiness 

and employee openness to technology. While AI improves workforce stability and 

business growth, resistance to change can slow progress. Overall, AI plays a key role in 

reducing generational differences and shaping the future of work. 
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d. Data Collection 

• The study's primary data was collected using a combination of methods, 

including direct observations, both informal and formal interviews, and 

questionnaires distributed through Google Forms. These approaches allowed for 

a comprehensive understanding of the participants' perspectives. Secondary data 

was sourced from a thorough review of published and unpublished papers, along 

with electronic resources. This combination of primary and secondary data 

provided a well-rounded foundation for the research, enabling a thorough 

analysis of the topic. 

• A total of 340 respondents participated, representing full-time, part-time, 

freelance, and unemployed individuals across various industries. These 

include IT & Software, Finance & Banking, Healthcare, Education, 

Manufacturing, Retail, Media & Entertainment, Hospitality & Tourism, 

Government & Public Sector, Startups, Telecommunications, Real Estate, 

Automobile, Energy, Aerospace & Defense, Legal Services, Agriculture, 

Fashion, Mining, Logistics, Sustainability, HR & Staffing, and NGOs & 

Social Services. The sample also covered students, entry-level employees, 

mid-level managers, senior executives, and directors to capture diverse 

workplace experiences. 

• A random sample of 340 working individuals was initially selected for the study. 

After rejecting 27 samples, 313 valid responses were accepted. The respondents 

were selected from across India, including Tier 1 metro cities (Mumbai, Delhi, 

Bangalore, Chennai, Kolkata, Hyderabad, and Pune) and Tier 2 developing 

cities (Ahmedabad, Jaipur, Lucknow, Chandigarh, Indore, Bhopal, etc.). This 

diverse sample helped capture different workplace experiences and industry 

Independent 
Variables (IV)

• Generational 
Differences (Gen Y vs. 
Gen Z) 

• AI-Driven Strategies

• AI Automation in HR 
& Business

Dependent 
Variables (DV)

• Workforce Retention

• Bridging Generational 
Gaps

• HR and Business 
Performance

Moderating 
Variables (MV)

• Organizational 
Adaptability

• Technology 
Acceptance

• Industry Type
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challenges, providing insights into how AI-driven strategies can improve 

workforce retention and adaptability. 

• The sample distribution of their working industries is: 

Industries 
No. of 

Responses 

Accept 

Work 

Culture 

Gap 

between 

Generation 

Y and 

Generation 

Z 

AI Impact 

on 

Workforce 

Retention 

and 

Bridging 

Generational 

Gaps 

AI on HR and 

business 

strategies 

Finance, Banking & 

Insurance 
45 24 19 13 

Information Technology 

(IT) & Software 
43 36 15 13 

Human Resources & 

Staffing 
38 29 25 27 

Media, Advertising & 

Entertainment 
28 12 12 10 

Startups & 

Entrepreneurship 
27 19 12 10 

Retail, E-commerce & 

Consumer Goods 
25 22 18 10 

Education, Research & 

Training 
22 17 15 10 

Telecommunications & 

Networking 
15 9 10 9 

Student 13 10 4 10 

NGO & Social Services 11 5 5 3 

Manufacturing & 

Engineering 
10 4 3 4 

Unemployed 8 4 2 2 

Manufacturing 7 3 2 5 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  209 

Logistics, Supply Chain 

& Warehousing 
7 3 2 5 

Energy, Power, & 

Utilities 
7 3 2 2 

Construction, Real 

Estate, & Infrastructure 
7 3 2 2 

Total 313 203 148 135 

 

e. Data Analysis  

The acceptance of work culture gaps between Generation Y and Generation Z varies 

across industries. The IT & Software sector showed the highest acceptance of work 

culture gaps between Generation Y and Generation Z (7%), while Manufacturing & 

Engineering had the lowest (2.0%). AI’s impact on workforce retention was strongest in 

Human Resources & Staffing (16.9%) and least in Energy, Power & Utilities (1.4%). AI 

adoption in HR and business strategies was highest in Human Resources & Staffing 

(20%) but lowest in NGO & Social Services (2.2%), indicating varying levels of AI 

integration across industries. 

 

 

 

The analysis highlights significant generational differences in workplace dynamics, 

with the Work Culture Gap category having the highest mean (12.69) and a standard 
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deviation of 9.88. This suggests strong variations in communication, work-life balance, 

and career aspirations between Generation Y and Generation Z. 

 

Conversely, AI adoption in Workforce Retention (mean = 8.7, SD = 7.8) and HR & 

Business Strategies (mean = 7.94, SD = 6.85) remains limited, indicating that AI-

driven initiatives are still developing across industries. High standard deviations across 

all categories reflect industry-specific differences, emphasizing that AI’s impact on 

workforce management depends on sectoral adaptability and technological readiness. 

 

Category Mean Standard Deviation (SD) 

Work Culture Gap 12.69 9.88 

AI Workforce Retention 8.7 7.8 

AI HR & Business Strategies 7.94 6.85 

 

While generational differences remain a key workplace challenge, AI adoption in 

workforce retention and business strategies varies across industries, requiring 

tailored implementation approaches. 

 

Work Culture Preferences (Chi-Square = 9.42, p = 0.021) 

Since the p-value (0.021) is below 0.05, we reject H₀₁ and accept H₁₁, confirming that 

work culture preferences significantly differ between Generation Y and Generation Z. 

Industries such as IT & Software (36 responses) and HR & Staffing (29 responses) 

show the highest work culture gap, reflecting differences in collaboration styles and 

career expectations. 

 

AI and Workforce Retention (F-Statistic = 5.87, p = 0.003) 

The p-value (0.003) confirms a significant impact of AI-driven strategies on workforce 

retention, leading to the rejection of H₀₂ in favor of H₁₂. Sectors like HR & Staffing, 

Finance, and IT & Software report high AI adoption, demonstrating AI’s role in 

improving employee engagement and retention. 

 

AI in HR & Business Strategies (R² = 0.74, p = 0.001) 

AI-driven automation explains 74% of the variability in HR and business efficiency, 

and the p-value (0.001) confirms its statistical significance. We reject H₀₃ and accept 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  211 

H₁₃, indicating that AI enhances HR processes, decision-making, and operational 

efficiency. The highest AI adoption is observed in HR & Staffing, IT & Software, and 

Finance, suggesting strong AI integration in recruitment, performance management, and 

analytics. 

 

The analysis shows that AI plays an important role in workforce retention and HR 

strategies, but there is no major difference in how Generation Y and Generation Z 

view work culture. Since we did not reject H₀₁, it means that younger and older 

employees have similar expectations about communication, work-life balance, and 

career growth. This suggests that companies should focus on improving overall work 

environments rather than worrying about generational differences. 

 

However, the rejection of H₀₂ proves that AI helps in keeping employees engaged 

and reducing turnover. Industries like HR & Staffing, Finance, and IT & Software 

are already using AI to improve their plan and manage workforce. The rejection of H₀₃ 

shows that AI has a strong impact on improving HR processes and decision-

making. In fact, 62.5% of changes in HR strategies are linked to the use of AI. 

Companies that use AI in HR see better efficiency and more accurate results. This 

shows that AI is becoming an important tool for managing modern businesses 

effectively. 

 

In summary, AI is transforming workforce retention and HR strategies, but there is 

no strong evidence that different generations have vastly different work culture 

preferences. Businesses should focus on using AI to improve HR and employee 

management to create a better and more efficient workplace. More research can help 

understand how AI will continue to shape the future of work. 

 

Limitation 

This Research paper had limitations. 

The limitations of the study were as follows: 

• Access Limitations: The research faced challenges in directly accessing 

employees across industries, as responses were collected through internal 

references and voluntary participation, limiting the diversity of perspectives. 
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• Primary Data Constraints: The study relied on self-reported data collected 

through Google Forms and informal discussions, which may introduce response 

bias and limit the objectivity of findings. 

• Secondary Data Limitations: There is a lack of existing research that directly 

compares AI’s role in workforce retention, HR strategies, and generational work 

culture differences, making it difficult to establish strong theoretical 

benchmarks. 

• Lack of Benchmarking: Previous studies have not sufficiently explored 

industry-specific AI adoption and its impact on bridging generational gaps. This 

gap limits direct comparisons and the ability to establish a standard reference 

point for this research. 

 

Suggestion 

India’s workforce reflects a unique mix of traditional and modern work cultures 

expectations, making it essential for organizations to adopt AI-driven strategies that 

support effective employee engagement and long-term retention. The following 

recommendations address key workforce challenges and propose AI-based solutions: 

1. Bridging Generational Work Culture Gaps 

o Challenge: Many traditional Indian organizations maintain hierarchical 

structures, while younger employees particularly Generation Y and 

Generation Z seek flexibility, open communication, and collaboration. 

o Suggestion: Implement AI-driven collaboration tools (e.g., Microsoft 

Teams, Slack) to support real-time communication, encourage 

knowledge sharing, and promote cross-generational teamwork 

integration. 

2. Enhancing Workforce Retention Through AI 

o Challenge: Industries such as IT, banking, and services experience high 

attrition often due to limited career progression and skill advancement 

opportunities. 

o Suggestion: By implementing AI-driven career mapping and upskilling 

programs (e.g., NASSCOM Future Skills Prime initiative) to provide 

employees tailored learning pathways, improving employee satisfaction 

and retention. This not only boosts job satisfaction but also strengthens 

retention by showing clear growth pathways within the organization. 

3. Addressing Automation vs. Employment Concerns 
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o Challenge: The increasing adoption of AI in BFSI, IT, and 

manufacturing sectors raises concerns about job displacement. 

o Suggestion: Organizations should focus on AI augmentation rather than 

replacement by integrating AI-driven reskilling initiatives (e.g., Tata 

Consultancy Services’ digital learning programs) to enable employees to 

adapt to evolving job roles. 

4. AI-Powered Employee Engagement 

o Challenge: Many Indian companies rely on conventional HR practices 

that do not effectively address employee well-being and engagement. 

o Suggestion: Utilize AI-powered employee sentiment analysis tools (e.g., 

Darwinbox AI HR solutions) to assess job satisfaction in real-time and 

develop proactive workplace policies that enhance employee 

engagement. 

Findings 

This study explores how AI impacts workforce management, retention, and generational 

work culture differences across industries in India. The key findings are: 

1. Generational Work Culture Differences Exist but Are Not Very Strong 

o The study found differences in work culture preferences between 

Generation Y and Generation Z, but the statistical analysis (p-value = 

0.9149) shows that these differences are not significant across all 

industries. 

o IT & Software and HR & Staffing sectors reported the biggest 

differences in communication styles, work-life balance expectations, and 

career goals. 

2. AI Helps Improve Workforce Retention 

o AI-driven strategies significantly impact employee retention, as 

confirmed by the ANOVA test (p-value = 0.0117). 

o Industries like HR & Staffing, Finance, and IT & Software use AI for 

career planning, upskilling, and predicting employee turnover, helping 

organizations retain employees for longer. 

3. AI Plays a Key Role in HR and Business Strategies 

o The study found a strong link between AI use and better HR and 

business decisions (R² = 0.625, p-value = 0.000269). 

o HR & Staffing, IT & Software, and Finance sectors are leading in AI 

adoption for hiring, performance tracking, and decision-making. 
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4. AI Adoption Varies by Industry 

o Technology-driven industries have adopted AI faster compared to 

traditional sectors like manufacturing and NGOs are still behind. 

o The slow adoption in traditional industries is mainly due to a lack of 

infrastructure, limited awareness, and insufficient training. 

5. AI Can Improve Employee Engagement and Workplace Policies 

o AI-powered tools can help organizations better understand employee 

needs and improve workplace policies. 

o Companies that use AI for employee engagement report higher job 

satisfaction and fewer workplace conflicts. 

6. Key Trends Influencing Workforce Management 

o Flexible work models, such as Microsoft’s hybrid model, increase 

employee satisfaction and reduce turnover. With key trends affect 

employee engagement and retention, modern workplaces are 

transforming.  

o AI-driven career growth, such as IBM’s skill-building platform, helps 

employees upskill and stay longer. Mental health initiatives, seen in 

Deloitte’s wellness programs, boost productivity and lower burnout.  

o AI in performance management, like Amazon’s monitoring system, 

boosts productivity but raises concerns with overzealous monitoring. To 

build a sustainable workforce, organizations must balance AI 

advancements with employee well-being and workplace flexibility. 

Conclusion 

The study highlights AI’s transformative role in workforce management, particularly in 

improving retention, HR strategies, and employee engagement. While generational 

differences in work culture exist, they are not as pronounced as expected. 

Organizations leveraging AI-driven solutions for flexible work arrangements, career 

growth, and employee well-being see increased job satisfaction and reduced turnover. 

However, ethical concerns surrounding AI adoption must be carefully managed to 

maintain employee trust and long-term success. 

Herzberg’s Two-Factor Theory provides a valuable framework for integrating AI into 

workforce strategies. AI enhances hygiene factors by automating HR processes, 

ensuring fair compensation, and improving work conditions, while also strengthening 

motivational factors through personalized learning, career development, and 

performance recognition. 
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In the Indian context, where traditional work structures coexist with modern corporate 

demands, AI adoption can help bridge generational gaps by fostering a more inclusive 

and technology-driven workplace. With greater AI integration, organizations will 

gradually experience a reduction in generational disparities, leading to a seamless, 

efficient, and highly productive workforce that aligns with India's rapidly evolving 

digital economy. 
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Abstract: Entrepreneurship and innovation are closely linked - entrepreneurs spot 

opportunities and take risks, while innovation drives new ideas, products, or processes 

to enhance efficiency and solve challenges. The rise of women entrepreneurs is 

significantly boosting both national prosperity and family well-being. Women are 

increasingly entering traditionally male-dominated fields, demonstrating their equal 

potential in driving economic growth. Their skills, knowledge, and commitment to 

positive change contribute to industry development. Supporting women in 

entrepreneurship not only reduces inequality but also plays a key role in poverty 

reduction.This research paper explores the evolving role of start-ups in women 

entrepreneurship development from Nanded dist. (Maharashtra) selected 10 women-

led start-ups and used interview method for data collection. For hypothesis testing, 

statistical methods such as the Chi-Square test, along with percentage and average 

calculations, were employed.Which highlighting theirs transition from traditional 

domestic roles to active participation in various fields due to factors like digitalization, 

education, and globalization and also government policies and schemes This research 

aims to investigate the impact of start-ups in promoting women's entrepreneurship, 

specifically the motivational elements that drive their decision to establish a business. It 

highlights examining the evolving societal perceptions, the availability of financial 

assistance from banks, and the impact of government-led training programs. The study 

intends to examine the difficulties encountered by female entrepreneurs and proposes 

innovative solutions to motivate and support their success Result start-ups agreeing 

with start-ups initiative impact have a more optimistic scaling outlook compare to 

those who do not. 

 

Keywords –Innovation, women entrepreneurs, start-ups 

 

Introduction  

Entrepreneurs significantly contribute to a nation's economic development and 

industrial progress. Women, who make up nearly half of the population, represent the 

second largest segment with entrepreneurial potential. Encouraging entrepreneurship 

through start-ups has become a key policy focus at global, national, regional, and local 

levels. Governments and organizations across the world are actively supporting start-

ups to stimulate economic growth (Westlund, Olsson & Larsson, 2011). 

Entrepreneurship fosters economic development in various ways, such as through the 

diffusion of knowledge, heightened market competition, and a broader range of 

products and services. 

Women entrepreneurs contribute significantly by generating employment, supporting 

their households, and introducing innovative products and services to the market. They 
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are equally driven as men when it comes to entrepreneurship, motivated by the pursuit 

of financial independence and personal satisfaction through business ownership. 

Supporting women through start-up initiatives is an effective means of advancing 

gender equality, stimulating economic growth, and encouraging innovation. Start-ups 

provide women with greater autonomy while also boosting the economy and fostering 

inclusivity. Women entrepreneurs exhibit creativity, innovation, leadership, and a 

strong ability to take risks—qualities that enhance their chances of business success. 

Entrepreneurship, in turn, fuels economic progress through job creation, innovation, and 

heightened competition (Doran et al., 2018). Over the past decade, the Indian 

government has launched several programs to encourage entrepreneurship among 

women and small-scale enterprises. These efforts have led to a 15% annual rise in start-

ups, with India now home to over 60,000 start-ups. 

Research Goal:  

The goal of this investigation is to explain how the Start-up India initiative has 

influenced the growth trajectory of women-led enterprises in the Nanded district. It 

aims to identify the critical enablers such as prior entrepreneurial experience, ownership 

structure, and policy awareness that motivate and empower women to establish and 

scale their ventures. The study also seeks to provide insights into how gender-specific 

support mechanisms and awareness of government programs can minimize the gender 

gap in entrepreneurship and foster inclusive economic development. 

Review of literature  

(Verma, Zareen, & Laxmi, 2021) The study focuses on a woman 

entrepreneur's journey, examining her motivations, societal attitudes, and 

financial support .Women are shifting from traditional roles to business due to 

digitalization, education, and globalization. It analyzes challenges and proposes 

solutions to encourage women in business. 

(Tupe, 2021) The study investigates how blended learning initiatives affect 

female entrepreneurs in Pune, Maharashtra. A skill matrix was developed to 

assess entrepreneurial abilities. Women showed significant improvement in 

skills after training. 
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(Virani, Sharma, & Tapas, 2022)  Research examines urban women's interest 

in startups using behavioral theories. Attitude, personality traits, and awareness 

play a major role in business decisions. Family business background influences 

startup intentions, while social norms have little effect 

Objective of the Research: 

1.  To examine how Nanded district's female entrepreneurs are perceived regarding 

the impact of the Start-up India initiative on the scaling of their businesses. 

2. To examine the role of prior business experience as a motivational factor in 

promoting women-led start-ups. 

3. To assess the influence of 51% or more women ownership in reducing the 

gender gap in entrepreneurship. 

4. To assess women entrepreneurs' knowledge and ease of access to government 

regulations and its effect on creating new business opportunities. 

Research methodology 

Hypothesis 

• Null Hypothesis (H₀): There is no association between the perception of the Start-

up India Initiative’s impact and the business scaling stage. 

• Alternative Hypothesis (H1): There is an association between the perception of the 

Start-up India Initiative’s impact and the business scaling stage 

    Sample size 10 women led start-ups from Nanded districts are selected for this study  

The proposed study will utilize both primary and secondary data sources. Interviews 

were conducted with ten chosen start-ups using a standardized questionnaire to gather 

primary data. The questionnaire included 32 questions relevant to the research topic. 

For hypothesis testing, statistical methods such as the Chi-Square test, along with 

percentage and average calculations, were employed. Secondary data was gathered 

from various sources, including websites, newspapers, journals, articles, magazines, and 

research papers, which were reviewed periodically throughout the study. 

Theoretical background of study 

Women entrepreneurs often face numerous challenges rooted in societal assumptions. 

One major issue is the perception that women lack education, making them less aware 

of current technological and market trends, and limiting their exposure to emerging 

business opportunities. It is commonly believed that men are more confident and 
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optimistic in running businesses, which negatively impacts women’s self-esteem and 

entrepreneurial drive. 

Financial challenges are also significant. Women frequently encounter obstacles such as 

limited access to adequate funding, difficulty securing bank loans, low risk tolerance, 

lack of awareness about funding options, insufficient collateral, and complicated loan 

processes. These financial barriers are further intensified by widespread societal beliefs 

that women lack entrepreneurial skills, confidence, and the ability to take risks. 

Personal barriers arise from difficulties in building business networks, gaining support 

from peers, and developing self-confidence. A perceived lack of entrepreneurial 

aptitude and fear of failure further discourage women from pursuing business ventures. 

Additionally, societal barriers, such as gender discrimination, fear of social backlash, 

and traditional family roles and responsibilities, contribute to the hesitancy among 

women to engage in entrepreneurship. These interconnected challenges create a 

complex environment that hinders the growth and participation of women in the 

entrepreneurial sector. 

Problem Statement 

➢ Previous business experience is motivational factor to promote women-led startup. 

➢ 51% Ownership of women in business minimizing gender gap 

➢ Awareness of government policy facilitate in creating opportunity 

 

Definition of Start-Ups  

According to Department of Industrial Policy & Promotion in (2019) the definition of 

start-up is  

Company Age: - A company should called start-up if it will not exceed 10 year from 

date of incorporation.  

Company Type: - A limited liability partnership and a private limited partnership 

should be treated as start-ups. Annual Turnover: - The annual turnover of the company 

should not exceed 100 crore in any type of business. 

Original Entity-The entity must not be established by dividing or reorganizing a pre-

existing business." 
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Innovation and Scalable: - A company should work toward innovation/ development of 

product, process or service. A company should have potential of creating wealth & 

employment. 

Stages of start-ups   

From thinking to actually doing business, an entrepreneur go through many stages. 

Each stage plays a significant role in journey of start-up. The journey starts from 

ideation and goes long  

• Ideation Stage: -This stage is also called formation of start-up. The 

entrepreneurs decided the product, target market, funding, financial support, 

operation, competitors, and sector of the business. Funding source   are, self-

finance, friends and family, business finance. 

• Validation Stage: - At this stage, assumptions are tested to validate the solution 

by showing early signs of user growth, revenue generation, and initial key 

performance metrics. 

• Early Traction Stage: At this stage the entrepreneur focuses on refinement of 

the product. Funding source in early traction stage is: Venture Debt Funds, 

Banks/NBFCs, Venture Capital Funds. 

• Scaling Stage: In this stage machinery, labour, capital etc. are required for 

increase the production. Funding source in scaling stage are: Venture Capital 

Funds, Private Equity/Investment Firms. 

Table No 1 

Financial Year Count of    DPIIT Recognition 

certificates issued 

2016-17 743 

2017-18 7,966 

2018-19 8,625 

2019-20 13,139 

2020-21               16,342 

2021-22 21,361 

2022-23 29,688 

2023-24 34,200 
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2024-25 

(Upto 31stDecember 2024) 

 

   25,642 

Grand Total    1,57,706 

 

                       Source – Annual Report 2024-25 DPIIT 

There is a consistent year-on-year increase in the number of DPIIT recognition 

certificates issued. The total number of certificates issued over the period is 1, 57,706. 

The initial spike (2017-18) indicates a strong early response, possibly due to improved 

awareness and government promotion. The highest absolute increase was between 

2021-22 and 2022-23, with +8,327 certificates. This spike could be attributed to 

heightened digital access, supportive government schemes like Startup India, and 

increased investor interest.  

Eligibility and Benefits of DPIIT-Recognized Startups in India 

Tax incentives are only available to startups that have been certified by the Inter-

Ministerial Board. Registration can be done through a mobile app or the DIPP portal. 

The Small Business Administration defines startups as tech-focused businesses with 

high growth potential. Steve Blank calls them organizations searching for a scalable 

business model. Paul Graham says a startup is a company designed for rapid growth. 

DPIIT Recognized start-ups are eligible for the following non tax benefit 

1. IPR filling related benefit  

•    80% reimbursement for patent filing 

•  50% reimbursement for patent applications 

• Only required to pay the statutory fees 

•  Educational institutions are eligible for an 80% fee rebate 

2. Relaxation in public procurement norms 

• Exemption- in prior turn over, prior experience, earnest money deposit  

• DPIIT register start-ups can become preferred bidders on CPPS Ports 

• Gem start-ups runway unique concept initiated by Govt. e market place  

3. Self-certification under labour and environment laws  

4. Start-ups India seed fund scheme 

5. Faster exit for start-ups. 
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Government Schemes to Promote Startups 

Central government schemes in conjunction with Maharashtra state initiatives provide a 

comprehensive support system for startups up fostering innovation financial assistance 

and growth opportunities across the state. 

Table 2: Government of Maharashtra Schemes to Promote Start-up 

S. No Central  government Scheme    (Maharashtra ) 

 

1 Skill upgration and Mahila core Yojana 

2 Mahila samrudhi yojana 

3 Women entrepreneurship platform 

4 Entrepreneurship Development and Trade Support Initiatives 

5 Training and Employment Assistance Programs for Women 

6 Mudra yojana  for women 

7 Stand Up India 

8 Nai Roshni Program for Leadership Training Among Minority. 

9 Mahila shaki Kendra 

10 Nari shakti puraskar 

11 Women scientists  scheme 

12 National startup award 

13 BIRAC –Tie WInER award 

14 BIRAC regional technology entrepreneurship centre east and north east region 

15 Credit guarantee scheme for micro and small Enterprises 

16 Self employment leading scheme Mahila Samrudhi Yojana 

 Bank scheme     (Maharashtra ) 

 

1 Mahila udyam Nidhi Yojana 

2 Dena shakti scheme 

3 Stri shakti package for women entrepreneurship 

4 Centra klyani scheme 

Source – Maharashtra State Innovation Society.(MSINS) website. 
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Table 3: Progress of Indian Women Entrepreneurs (GEDI Reports 2014 vs. 

2022/23) 

Positive Trends 
In 2014 In 2022/23. 

Opportunity 

Recognition 

Indian women identified 

potential opportunities to start 

a business; 

60% 79% 

Entrepreneurial 

Confidence 

women believed they had the 

necessary entrepreneurial skills 

52% 
75% 

 

Fear of Failure women were not discouraged 

by the fear of failure 

57% of 59% 

Areas Requiring Further Development 
  

Leadership 

Representation 

Female representation in 

leadership roles grew from a 

modest 

14% 23% 

Growth-

Oriented 

Startup 

The percentage of women-led 

startups with growth ambitions 

rose 

6% 
18%. 

 

Managerial 

Roles 

women held managerial 

positions 

30% 32%. 

Educational 

Attainment 

Women with access to 

secondary education improved 

from 

27% 
31.5%. 

 

Financial 

Inclusion 

The proportion of women with 

access to bank accounts grew 

18% 

 

34%. 

India’s Position in Global Rankings 

India rank and position  

India ranked 

26th out of 30 

among 

developing 

India was 

positioned at 

57th out of 

65 globally on 
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countries the Gender 

GEDI Index. 

Source-2014 Gender-GEDI Report and GEM 2023/24 Women’s Entrepreneurship 

Report 

 

According to the Gender Global Entrepreneurship and Development Index (GEDI) 

results for the years 2014–2022–2023, India has made notable progress in promoting 

women’s participation in entrepreneurship. However, substantial challenges persist in 

areas such as leadership, access to resources, and overall inclusion. The country is 

steadily moving toward a more supportive ecosystem for women entrepreneurs. While 

significant improvements have been seen in opportunity recognition, self-confidence, 

and foundational access, targeted interventions are still essential to close the gender gap 

in leadership roles, innovation-led ventures, and international competitiveness. 

Enhancing women's leadership presence strengthens the quality and scale of women-led 

enterprises, enabling them not just to survive but to grow, innovate, and contribute 

meaningfully to national economic growth. Ensuring that women hold at least 51% 

ownership in businesses can be a key strategy in narrowing the leadership gap. 

Chart No-1 

 

Source –STATES’ STARTUP RANKING 2022 | NATIONAL REPORT                                       
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Observations: 

• For each year, the number of women-led companies has grown steadily and 

significantly. 

• From 2016 to 2023, the number increased from 345 to 32,143, which is more 

than a 90-fold rise in just 7 years. 

• The most rapid growth occurred after 2020, indicating rising support, awareness, 

and participation of women in the startup ecosystem post-pandemic. 

• The increase between 2022 and 2023 alone was nearly 6,000 startups, reflecting 

accelerating momentum 

This trend highlights a positive shift in gender inclusion within India’s entrepreneurial 

landscape. It reflects the growing confidence of women in business, improved access to 

resources, and the impact of government schemes and startup-friendly policies aimed at 

empowering women. The steady upward trajectory suggests that women entrepreneurs 

are becoming a vital force in India's economic growth and innovation ecosystem. 

Chart No-2 

Direct employment produced by DPIIT-recognized companies  

 

 Sources-As on 30th   June 2024   Union Minister of State for Commerce and 

Industry, Shri Jitin Prasada in  written reply in the Lok Sabha today. 
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Observations: 

• There is a consistent upward trend in job creation over the seven years. 

• The number of jobs nearly doubled from 2017 to 2018 and has continued to 

grow every year. 

• From 2017 to 2023, the total increase is over 7.5 times, indicating that startups 

are becoming a major engine for employment. 

• The most significant jump occurred between 2022 and 2023, with over 1.17 lakh 

more jobs added in just one year. 

The data clearly shows that India’s startup ecosystem has become increasingly robust 

and job-generative, especially in recent years. This growth reflects the impact of 

supportive government policies, increased investment, and a surge in entrepreneurial 

activity. Startups are not only driving innovation but also playing a crucial role in 

reducing unemployment and contributing to economic development. 

Table No 4: Women startups in Maharashtra Districts wise Number of startups 

Women startups in Maharashtra Districts wise  Number of startups Percentage 

0 1 0.012 

Ahmednagar 70 0.88 

Akola 25 0.31 

Amravati 31 0.39 

Aurangabad 172 2.16 

Beed 13 0.163 

Bhandara 8 0.10 

Buldhana 20 0.252 

Chandrapur 18 0.22 

Dhule 22 0.27 

Gadchiroli 7 0.08 

Gondia 16 0.20 

Hingoli 7 0.08 

Jalgaon 45 0.56 

Jalna 12 0.15 

Kolhapur 94 1.185 
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Latur 25 0.31 

Mumbai 2296 28.94 

Mumbai Suburban 602 7.58 

Nagpur 325 4.09 

Nanded 35 0.441 

Nandurbar 8 0.10 

Nashik 255 3.214 

Osmanabad 13 0.163 

Palghar 73 0.92 

Parbhani 13 0.16 

Pune 2181 27.49 

Raigad 220 2.77 

Ratnagiri 15 0.18 

Sangli 48 0.60 

Satara 52 0.65 

Sindhudurg 5 0.06 

Solapur 48 0.605 

Thane 1126 14.195 

Wardha 18 0.226 

Washim 4 0.05 

Yavatmal 9 0.11 

Grand Total 7932 100% 

                  Source - - Maharashtra State Innovation Society  

 

Indeed, the concentration of women-led startups in Maharashtra is notably higher in 

metropolitan areas such as Mumbai, Pune, and Thane, which together account for 

approximately 28% to 27% of the state's women-led ventures. In contrast, districts like 

Washim, Sindhudurg, Gadchiroli, Hingoli, Bhandara, Nandurbar, and Yavatmal exhibit 

significantly lower numbers of women-led startups. This disparity can be attributed to 

several factors Infrastructure and Connectivity Challenges, Limited Awareness of 

Government Schemes, Cultural and Social Norms, Educational and Skill Development 

Gaps. 
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Total No -5: Startups in Marathwada 2023 

Name of Districts  Total No of 

startups 

Women –led  

startups 

Aurangabad 280 172 

Beed 29 13 

Hingoli 9 7 

Jalana 23 12 

Latur 37 25 

Nanded 58 35 

osmanabad 17 13 

Prabhani 21 12 

                     Source - Maharashtra State Innovation Society MSIN 

Chart No 3 

 

Source – Maharashtra State Innovation Society MSIN 

 

This table highlights the increasing role of women in startups across different districts, 

with some areas having a particularly high proportion of women-led ventures. 

   High Female Entrepreneurship in Some Districts – Aurangabad has the highest 

number of startups (280), with 172 led by women, indicating strong female 

participation in entrepreneurship. 

   Significant Female Representation – In most districts, women-led startups make 

up a substantial portion of the total. For example, in Osmanabad, 13 out of 17 

startups are women-led, showing high female involvement. 
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   Lower Startup Activity in Some Areas – Hingoli has the fewest total startups (9) 

but still a notable percentage (7) run by women, showing that while startup activity is 

limited, women are actively participating. 

   Women Entrepreneurs Across All Districts – Every district listed has a 

significant percentage of women-led startups, showing that female entrepreneurship 

is growing in various regions.    

      

Table No 6 : Women –led start-ups sector wise in Nanded Districts 

Row Labels Sum of Count of Entity 

Name 

Agriculture 3 

Construction 2 

Green Technology 1 

Healthcare &Lifesciences 1 

House-Hold Services 1 

Human Resources 9 

Internet of Things 1 

IT Services 4 

Marketing 3 

Non- Renewable Energy 1 

Professional & Commercial Services 2 

Renewable Energy 1 

Retail 2 

Technology Hardware 1 

Telecommunication & Networking 1 

Textiles & Apparel 2 

Grand Total 35 

                     Source- Maharashtra State Innovation Society MSIN                                                                                                   
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 Chart No 4 

 

                 Source- Maharashtra State Innovation Society MSIN 

 

The table shows a variety of startups across different industries. Most startups are in 

Human Resources and IT services, while others are growing in renewable energy, 

agriculture, and traditional sectors. This means startups are using both technology 

and industry-specific ideas to expand and innovate. 

Table No 7: Top sectors by start-up count 

Top sectors by start-up count Number of start-ups Percentages 

Human Resources 9 start-ups 26% 

IT Services 5 start-ups 14% 

Agriculture: 3 start-ups 9% 

Construction: 3 start-ups 9% 

      Source- Maharashtra State Innovation Society MSIN 

Above table shows that maximum women-led startups are from human resources sector 

and the IT, marketing and agricultural sector in Nanded districts                          

Scaling Insights (Raw Data): 

• Start-ups in the Scaling stage: 

o 1 start-up  from New-age Construction Technologies 

o 1 start-up  Sales (Marketing):  

• No IT Services or Agri-Tech start-ups are in the Scaling stage. 

Interpretation: 
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• High-volume sectors e.g., IT Services, Agri-Tech remain in earlier stages and 

Sectors like New-age Construction Technologies and Sales have successfully 

moved to Scaling in Nanded districts 

• No clear sect oral advantage for Scaling it indicating that distribution of Scaling-

stage start-  ups is limited and not sector-specific, 

Impact of the Start-up India Initiative on unemployment reduction and the outlook 

on scaling their business 

Dataset: 

The dataset contains information about startups' perceptions of the Start-up India 

Initiative, their business scaling stages, and other characteristics. The relevant columns 

for this analysis include: 

➢ Perception of the Start-up India Initiative's impact on unemployment reduction 

("Yes" or "No"). 

➢ Current stage of the startup (Conception, Ideation, or Scaling). 

Methodology 

1. Contingency Table Construction: 

The first step was to create a contingency table to examine the relationship between 

startups' perceptions of the initiative and their business scaling stages. The table is as 

follows: 

Scaling Stage Conception Ideation Scaling 

No (Impact: No) 1 1 2 

Yes (Impact: Yes) 0 2 2 

2. Statistical Test: 

 To ascertain if the two categorical variables have a statistically significant relationship, 

a Chi-Square test for independence was conducted: 

• Null Hypothesis (H₀): There is no association between the perception of the Start-

up India Initiative’s impact and the business scaling stage. 

• Alternative Hypothesis (Hᴼ): There is an association between the perception of the 

Start-up India Initiative’s impact and the business scaling stage. 

Calculations: 

• Observed Frequencies: Taken from the contingency table. 
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• Expected Frequencies: Computed under the assumption of independence between 

variables. 

Results: 

• Chi-Square Value (χ²): 1.33 

• Degrees of Freedom (DoF): (Rows - 1) * (Columns - 1) = (2 - 1) * (3 - 1) = 2 

• P-value: 0.5134 

Interpretation of Results 

Statistical Significance: 

• The P-value (0.5134) is greater than the significance level (α = 0.05), indicating that 

the relationship between perception of the Start-up India Initiative’s impact and 

scaling outlook is not statistically significant. 

Effect Size: 

• The Cramér’s V value (0.408) suggests a medium-strength relationship. While 

this indicates some degree of association, the lack of statistical significance implies 

that the observed relationship could be due to random variation in the sample. 

     Interview method has been use for primary data collection.  

 

Discussion  

 Prior Business Experience as a Catalyst: Many women entrepreneurs are propelled 

into startup ventures due to their previous business experiences, which improve their 

decision-making capabilities and self-confidence. 

Utilizing Professional Networks for Startup Advancement 

Existing professional networks play a pivotal role in supporting new startups by 

providing valuable resources and connections that facilitate business growth. These 

networks offer access to industry insights, potential clients, and strategic partnerships, 

which are essential for scaling operations and navigating market challenges. Engaging 

with established networks can significantly enhance a startup's credibility and open 

doors to opportunities that might otherwise be inaccessible. 
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Relaxation in Public Procurement Norms: Married women founders in the human 

resources services sector have benefited from relaxed public procurement norms for 

CPSE bidders. This policy modification aids them in securing government tenders, 

thereby scaling their businesses more effectively. 

Empowerment through Ownership: In partnerships where women hold a 51% stake, 

they often assume full ownership of the business. This empowerment not only uplifts 

the women but also strengthens their families, contributing to the reduction of gender 

disparities and fostering economic growth. 

 Entrepreneurial Skills and Risk Management: Women entrepreneurs often possess 

strong leadership qualities, effective communication skills, and a resilient 

entrepreneurial mindset. Their previous business networks and risk-taking abilities 

assist them in minimizing risks and successfully navigating the go-to-market process. 

Conclusion: Based on the data analysis: 

• No Significant Impact of Startup India Initiative on Scaling Outlook 

The analysis indicates that startups affiliated with the Startup India Initiative do 

not exhibit a notably more optimistic outlook on scaling compared to those not 

associated with the initiative. 

• Predominance of Startups in the Validation Stage 

A majority of startups are situated in the Validation stage, reflecting early-stage 

development. This concentration underscores the challenges faced in advancing 

to subsequent stages of growth. 

• Human Resources Sector Leads in Activity 

The Human Resources sector accounts for 26% of active startups, followed by 

IT Services and Agriculture. Notably, sectors like Sales and Construction have 

demonstrated more successful scaling outcomes. 

• Limited Progression to Scaling Stage 
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Only 2 startups (5.7%) have progressed to the Scaling stage, highlighting the 

challenges in achieving significant growth. 

• Concentration of Data in Nanded District. 

The dataset is predominantly focused on Nanded, with insights reflecting the 

entrepreneurial trends of this district. The dominance of Validation-stage 

startups suggests potential for growth with appropriate support. 

• Untapped Potential in IT Services and Agri-Tech Sectors 

While IT Services and Agri-Tech sectors have a substantial number of startups, 

none have reached the Scaling stage. This indicates untapped potential for 

scaling these sectors with targeted initiatives. 

 Managerial implication  

• While Nanded has a vibrant start-up ecosystem, expanding support to Ideation 

and Validation-stage companies can create more Scaling success stories 

• DIC should implement a mandatory orientation course for undergraduate 

students that raises awareness about various government schemes, includes 

entrepreneur interactions or visits, and is required at the time of training project 

submission. This course can be conducted either online or offline. 

• Like NSS and NCC, every institution should set up an Entrepreneurship Cell (E-

Cell) to give students hands-on experience in areas like business model creation 

and company registration. This practical experience at the university level can 

motivate and inspire female students to get into business for themselves. 

Furthermore, encouraging STEM (Science, Technology, Engineering, and 

Mathematics) education can improve students' abilities, perspectives, and 

capacity for entrepreneurship. 

 

Scope for Further Research 

• Impact of culture of startup founder on growth of startups. 

• Impact of regional performance of entrepreneurial in startup.  

• Study of risked taking ability of start founder and growth of startup. 

• Influence of resilience in entrepreneurship and innovation in new business 

scenario 
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Abstract: The objective: this study aims at extensive bibliometric analysis of the last 

decade of research on green consumers in the field of marketing management, including 

identification of an intellectual structure as well as the key research gaps. 

Methodology: Starting from the review of 126 Scopus indexed documents, keyword 

network analysis, co-authorship analysis and reference co-citation analysis were 

conducted using VOSviewer and PRISMA model employed for systematic literature 

review. Furthermore, thematic evolution and research trend mapping was done. 

Results: The findings identify major contributor in the field, including the most prolific 

author (Li Y.), most impactful articles and the top journal (Journal of Cleaner 

Production). In addition, the analysis reveals China as the most populous geographical 

hub for green consumer research and Florida International University as the coronal 

institution for such studies. Three main green consumer areas of literature from five 

main aspects are identified as follows: (1) the determinants of green behaviour; (2) the 

purchasing of green products; (3) the human behavioural aspects; and (4) green selling 

elements. Additionally, there are emerging themes in the research such as renewable 

energy as well as research themes in environmental policy reflecting the evolving 

research trends. The last point is concluding that the study contributes to research gaps 

and providing a future research agenda for the advancement of the field. Implications 

of study: The study has profound significance to industry leaders, academic 

researchers, as well as policymakers by offering high level insights. The results can 

help to develop policies for promoting sustainable consumption and marketing 

strategies targeted at the green consumers. 

 

Keywords: Green consumer, Sustainable consumption, Green consumption, 

Bibliometric analysis. 

 

1. Introduction  

Because climate change and a lack of resources and pollution are very important now, 

more people are paying attention to the environment when buying goods (Gleim et al., 

2013; Johnstone & Tan, 2015). For the past three decades, scholars have spent more 

time studying people who prefer and use products that are friendly to the environment 

(Joshi & Rahman, 2015; White, Habib, & Hardisty, 2019). Experts from marketing, 

psychology and economics along with behavioral science fields combine information to 

research difficulties that prevent sustainable purchases today (Peattie, 2010; Testa et al., 

2019). With the swift increase in green consumer studies, domains and themes are not 

mailto:nagamani2024dce@gmail.com
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organized in a set way, so they require thorough analysis. The use of bibliometric 

reviews by a researcher allows them to select valuable studies and find important topics 

and trends related to this field (Donthu et al., 2021). Besides pointing out essential 

works and recommending areas for additional research, the study takes advantage of 

bibliometric approaches to assess how the whole field of green consumer research is 

developing. 

 

2. Literature Review 

According to Joshi & Rahman (2015) and White et al. (2019), consumer research 

focusing on green matters has developed a lot with investigations focused on 

psychology, green standards in businesses, influencing effects of technology and the 

circular economy approach. Issues inside green purchasing behavior such as thinking 

about the climate and culture and ability to influence others are described as crucial by 

Testa et al. (2019) and Kumar and Polonsky (2019) (Gifford and Nilsson, 2014). The 

most important reasons for enhanced consumer trust and brand loyalty are green 

strategies, eco-labeling and work on corporate social responsibility (CSR) (Nguyen et 

al., 2019; Leonidou et al., 2013). Using digital tools and AI, Wiederhold and Martinez 

(2018) point out that it is possible to give personalized advice for greener consumer 

habits. Consumers fail to achieve sustainable purchasing decisions despite having pro-

environmental attitudes because external factors like price and convenience create 

barriers (Johnstone & Tan, 2015; Vermeir & Verbeke, 2006). Customer skepticism 

about greenwashing practices weakens corporate credibility because consumers doubt 

the sustainability claims made by organizations (Delmas & Burbano, 2011). The 

development of universal green consumption models faces challenges from cultural and 

regional factors identified in the study conducted by Minton et al. (2018) while the 

validity of research findings is limited by self-reported data used in studies analyzed by 

Auger and Devinney (2007). Future research will need to close behavioral intervals 

using behavioral triggers and benefit structures (White et al., 2019) and should also 

improve research methods by integrating large data sets and brain mapping techniques 

(Arenas-Gaitán et al., 2021) and must increase green marketing clarity (Parguel, Benoît-

Moreau, & Larceneux, 2011) and requires worldwide studies for understanding 

sustainable purchase behaviors globally (Steg & Vlek, 2009). Further research 

opportunities exist in the integration of circular economy principles into both customer 

life practices and business operational frameworks (Camacho-Otero, Boks, & Pettersen, 

2018). Green consumer research continues to grow through interdisciplinary methods 
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and new investigative approaches and governmental interventions which support 

sustainable market transformation and consumer behavior. The research investigates 

research trends on green consumers within marketing management throughout the last 

ten years to identify structural patterns and major knowledge gaps. The evaluation of 

126 Scopus-indexed documents led to the application of keyword network analysis, co-

authorship study and reference co-citation analysis through VOSviewer software and 

PRISMA methodology for systematic literature review. Despite these findings 

researchers can identify leading contributors while learning from former research 

materials and building effective future research plans. A bibliometric analysis was 

performed to answer the following inquiry set: 

RQ1 What are the current publication trends and growth trajectory in Green Consumer 

Research (GCR) concerning time, authors, and affiliated countries? 

RQ2: What is the conceptual framework of research on Green Consumer Research 

(GCR), how has it evolved over time, and what are the most recent developments in this 

field of study? 

 

3. Methodology 

Different literature investigation methods allow the research group to study related 

findings and organize existing research results. Bibliometrics functions as the most 

advanced present-day methodology to create basic investigation processes which adhere 

to scientific regulations and statistical rules (Diodato, 1994; Pritchard, 1969; Broadus, 

1987). The R tool based bibliometrics delivers new evaluation methods which objectify 

research data assessment while extending available methods (Aria & Cuccurullo, 2017). 

This assessment reveals comprehensive investigation of research developments for 

particular fields through which researchers can evaluate their fields' dominant authors 

as well as institutions and countries of origin (Farrukh et al., 2020; Zupic & Cater, 

2015). The study performs bibliometric analysis to investigate the growth patterns of 

literature found within Green Consumer Research (GCR). 
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Fig.-1 PRISMA Flow Chart 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

     Source: Created by the author. 

3.1- Data Selection Approach 

The search approach used the PRISMA model which is illustrated in Fig. 1 to develop a 

complete paper. Several organizations provide an official structure for systematic 

reviews and meta-analyses through their standardized approach known as PRISMA or 

Preferred Reporting Items for Systematic Reviews and Meta-Analyses. PRISMA 

functions as an evidence-based reporting guideline which guides authors through 

systematic steps to perform systematic reviews and meta-analyses publication.  

Fig. 1-The PRISMA flowchart demonstrates how the systematic selection and screening 

process in a systematic review reduced Scopus database results from 6,372 records to 

126 available final studies. The identification phase required eliminating 3,420 records 

from the initial dataset because duplicates were found within 425 records and 

automation tools identified other 2,995 records as ineligible which led to 2,952 records 
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being assessable for screening. The screening phase resulted in 1,920 exclusions 

followed by a request for 1,932 reports that led to unsuccessful retrieval of 1,320 

reports thus reducing the available dataset. The eligibility assessment stage diminished 

the total number because 24 non-English reports together with 82 conference 

proceedings and book series and 380 in-press articles received elimination. The analysis 

resulted in 126 remaining studies which fulfilled all requirements while yielding a 

1.97% statistical representation from the starting data collection. The strong selection 

basis leads to studies of high quality and relevance yet the extensive removals from 

retrieval issues may reduce the total scope of examined research. The quality and 

availability of research data would benefit from future work that increases search 

database scope and utilizes different retrieval methods along with studies from multiple 

languages. 

 

3.2-Data analysis tools 

The VOSviewer program serves as an advanced system for the visual examination and 

bibliometric analysis of networks (Van Eck and Waltman 2010, 2011). Scientific 

literature maps created through VOSviewer represent relationships between 

publications either by co-citation or bibliographic coupling associations using 

technology developed at Leiden University.  

The R package Bibliomatrix serves researchers by providing them an advanced system 

which helps both analyze bibliometric data and produce visualizations with enhanced 

capabilities for effective scholarly data examination. Speaking from within the R 

programming framework Bibliomatrix executes bibliometric tactics across co-citation 

network building and citation examination and thematic structural morphology 

discovery (Aria & Cuccurullo, 2017). The package provides the capability to extract 

data from academic databases Web of Science and Scopus through which researchers 

can work with big bibliographic datasets while ensuring reproducibility of workflows. 

Bibliomatrix extends classical bibliometric techniques through its dynamic visual 

displays that help researchers examine research environments as they progress in real 

time (Zupic & Čater, 2015). Smooth integration of Bibliomatrix with R packages 

including Bibliometrix enables expansive analysis opportunities particularly in 

systematic literature review and meta-analysis research (Aria & Cuccurullo, 2017). 

Bibliomatrix functions as a central tool for academic researchers who need to perform 

data-driven assessments across diverse disciplines because bibliometric studies continue 

to advance in research significance. 
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4. Bibliometric evaluation and outcomes 

Institutional and organizational research performance analysis commonly uses 

bibliometrics as an evaluation method according to Kumar et al. (2021). Bibliometrics 

derives from the combination of two words: Biblio for evaluation and Metrics for 

literature.  

A precise analysis of research data results from evaluating article count and both 

citations and reviews as performance characteristics. The evaluation method shows 

potential value for researchers and authors by assisting them in setting new research 

directions while advising on possible ways to advance the field. The two fundamental 

techniques employed in bibliometric analysis consist of performance analysis and 

scientific mapping (Noyons et al. 1999). Science mapping concentrates on 

understanding connective relationships between research elements that include themes 

and areas but performance analysis focuses on measuring the discrete contributions 

from authors and their publications. 

4.1Answering the First research question: 

This section has made an effort to answer the following predetermined research 

question 

RQ1 What are the current publication trends and growth trajectory in Green Consumer 

Research (GCR) concerning time, authors, and affiliated countries? 

 

4.1.1 Analysis of Green Consumer Research (GCR) by year 

Fig-2: Publication by Year           Source: Created by the author. 

 

 

 

 

 

 

 

 

 

Research related to green consumers demonstrates consistent growth in publications 

from 2015 to 2024 but 2024 saw a large increase in documents beyond 600 until the 
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data collection ends in 2025. Academic institutions together with industries demonstrate 

expanding interest in green consumerism because of worldwide sustainability efforts 

and government policies and consumer preferences for sustainable products (Awan et 

al., 2022). Academic interest demonstrated steady growth from 2015 until 2023 but 

researchers became more focused on climate change and sustainability in corporate 

practices during 2024 (Kumar & Polonsky, 2019). A research interest decline in 2025 

seems unrelated because researchers were only able to share incomplete data. The rising 

trend demonstrates that green consumer research has become essential to support global 

sustainability agendas by studying sustainable consumption behaviors. Investigators 

need to study if the rising trend in scholarly interest toward green consumer research 

will persist after 2025 and identify specific elements that drive academic focus in this 

discipline. 

4.1.2 Analysis of Green Consumer Research (GCR) by authors 

 

 

 

 

 

Fig-3: Co-authorship network visualization               Source: Created by the author using 

VOSviewer 

 

The co-authorship network visualization through VOSviewer reveals a group of central 

researchers who drive green consumer research including Arpita Khare, Amandeep 

Dhir and Justin Paul. Authors are nodes in the network, and co-authorship relationships 

exist between nodes through edges. Different colors show different groups of research 

topics. The network evidence shows that the field is made up of different research 

groups because connections within groups are strong but connections between groups 

are weak. Khare and Dhir have more research power than other authors because they 

have done a lot of work in the literature space. However, peripheral authors show that 

there are new ways to integrate research. Research networks with strongly connected 

clusters support interdisciplinary multilateral research links between institutions that 

lead to the development of investigations into sustainable consumption and 

environmental behavior (Donthu et al., 2021). To improve the knowledge base of this 

field, future research on green consumer behavior should encourage a lot of global 

collaborations and partnerships between teams from different fields. These suggested 
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changes in the field would help bring together knowledge and innovation in green 

consumerism. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig.-4: Most Relevant Authors                        

Source: Created by the author using R studio’s Bibliometrix 

        

Research on green consumers indicates Wang Y (32 documents), Li Y (30 documents), 

Wang J (27 documents) and Li J (26 documents) who dominate the field as the most 

active scholars according to bibliometric analysis (Fig.-4). The research initiatives show 

significant regional concentration whose authors bear Chinese names because China 

intensifies its focus on sustainability and green consumption (Chen et al., 2021). The 

increased number of publications shows how research institutions along with their 

policies in Asia support academic interest by combining environmental regulatory 

frameworks with increased environmental awareness. Rising disparities exist between 

productive authors and author groups with fewer publications resulting in a requirement 

for more involvement by new scholars and across-disciplinary research projects. Future 

development of sustainable production research requires international networks 

between scholars and interdisciplinary research collaborations. Future examinations 

need to evaluate how these principal authors affect sustainable behavior practices and 

enterprise approaches and governmental policy decisions. 

4.1.3 Analysis of Green Consumer Research (GCR) by Global Scientific Production 

R Studio’s Bibliometrix shows the worldwide scientific output for green consumer 

research through a map that displays geographical distribution patterns (Fig.-4). The 
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intensity of blue tones demonstrates research output quantities where China leads the 

pack alongside America and many European states plus Asian nations. Research 

conducted by Chinese scientists dominates sustainability and green consumerism 

investigations because governmental initiatives support these fields and societal 

environmental consciousness grows (Chen et al., 2021). This research domain 

demonstrates global scale because of the United States and select European countries 

combined with interdisciplinary work and study directions linked to policy goals. 

Several African nations along with South American regions exhibit affordable research 

levels according to the color tone indicating that these regions need international 

research programs and funding support. Green consumer researcher must expand their 

study coverage to encompass a wider geographic area since it enables them to generate 

universal insights about sustainable purchasing decisions. 

 

 

 

 

 

 

 

 

 

Fig.-4: Global Scientific Production                 

Source: Created by the author using R studio’s Bibliometrix 

 

Region Freq. 

CHINA 2031 

USA 974 

INDIA 827 

MALAYSIA 409 

UK 345 

INDONESIA 324 

AUSTRALIA 272 

ITALY 238 

PAKISTAN 227 

GERMANY 218 

The Table-1, Top 10 countries in frequency of research contributions    

Source: Created by the author 
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Research publications on green consumer studies (Table-1), reveal China as the top 

contributor with 2,031 publications while the USA follows with 974 and India trails 

behind with 827 publications according to Table-1 statistics. Research production in 

China indicates its key position within sustainability and green consumerism fields 

thanks to government policies and industrial sustainability programs (Chen et al., 2021). 

Academic interest as well as policy-driven focus on green consumption has led to large 

research contributions from both USA and India. The number of sustainability research 

publications is high in Malaysia (409), Indonesia (324), and additional countries in 

Southeast Asia thus demonstrating regional attention to sustainability issues. The 

research shows equal interest from Europe as the United Kingdom (345), Italy (238), 

and Germany (218) have presented study outputs. The published research articles in 

Pakistan (227) and Australia (272) show moderate levels that could be strengthened 

through wider international scholarly coordination. The research results demonstrate 

that broad international involvement in green consumer studies becomes necessary to 

gain different viewpoints which produce better sustainability methods. 

4.2 Answering the Second Research Question: 

This section has made an effort to answer the following predetermined research 

question 

RQ2: What is the conceptual framework of research on Green Consumer Research 

(GCR), how has it evolved over time, and what are the most recent developments in this 

field of study? 

4.2.1 Analysis by co-word cloud: 

 

 

 

 

 

 

 

Fig.-5: The co-word cloud                  Source: Created by the author using R studio’s Bibliometrix 

 

Fig.-5, The co-word cloud visualization reveals key themes in green consumer research, 

emphasizing consumer behavior, sustainable development, marketing, and the 
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green economy as central areas of study. China's strong presence suggests that research 

is concentrated in certain areas, probably because of the country's economic growth and 

environmental policies. Psychological and behavioral factors, like how people make 

decisions, how they see things, and how the public feels about things, are very 

important. Business-related topics, like commerce, sales, and supply chain 

management, show that companies care about sustainability. Concerns about the 

environment, such as climate change, carbon emissions, and recycling, make the 

ecological aspects of the field even more clear. Also, the fact that people are willing to 

pay shows that the focus is on the financial effects and consumer preferences for eco-

friendly products. In general, green consumer research is interdisciplinary because it 

uses ideas from consumer psychology, marketing, environmental science, and policy 

studies. Future research should go beyond the major economies and look into green 

consumerism in developing areas. It should also look into how well sustainability 

policies, new technologies, and circular economy principles work. 

 

4.2.2 Analysis by Thematic Mapping: 

Fig.-6: Thematic map                        Source: Created by the author using R studio’s Bibliometrix 

 

Bibliometric analysis led to a green consumer research thematic map (Fig.-6) which 

orders important themes using both their centrality and how often they are studied 
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(density). The map shows that niche themes, motor themes, basic themes and themes 

that are on the rise or fall aside into four groups. Sustainable development, commerce 

and decision making are included in the niche themes in the upper-left quadrant, 

showing less connection among these narrow fields of research. While these topics 

count in particular areas, they are not core issues in the greater field of green consumer 

behavior. The quadrant containing motor themes which are "consumer behavior," 

"human," and "article," is in the upper-right, suggesting these are major strong themes 

that direct the field. Because they rank so high and have so many connections, they help 

to explain the key trends in green consumer research. In the section in the lower-right 

quadrant are “consumption behavior,” “sustainability,” and “marketing,” as the most 

significant main topics. Still, these themes are key but occur less frequently which 

implies they could be improved by additional thinking in the field. The lower-left 

corner, where emerging or declining themes are observed, is quite empty, showing 

either that researchers have ignored these topics or that they are losing interest in them. 

All in all, this study indicates that the field covers important core and motor topics, but 

niche subjects such as sustainable commerce and decision-making should be included 

more often in general research to make them more effective. Researchers should try to 

bring together matters of both niche and motor themes to develop a better overview of 

green consumer behavior. 

4.2.3 Analysis by country collaboration: 

 

 

 

 

 

 

 

 

 

 

 

 

Fig.-7: Country collaboration                 

Source: Created by the author using R studio’s Bibliometrix 
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Research partnerships for green consumer studies show their extent and density through 

the representation in Fig.-7: Country collaboration. The representation shows China and 

the United States leading all countries in research output through their status as 

scientific superpowers of international cooperation. Research activities throughout 

China and USA together with some European countries appear in darker blue areas 

indicating high output levels whereas connecting lines demonstrate international 

partnerships between researchers across different nations. The extensive scientific 

connection between North America, Asia, and Europe demonstrates extensive 

knowledge exchange that mostly benefits major economic powers. Green consumer 

research interest shows growing momentum in emerging markets because the network 

has established connections between developing regions of South America, Africa and 

Southeast Asia. The low level of research consultation between African and Middle 

Eastern regions indicates problems in global academic collaborative activities. F 

NSUInteger the intellectual development of green consumer research demands the 

creation of greater inclusive and geographically inclusive research networks. Upcoming 

research programs must establish strategic alliances across international regions 

especially with nations which have received minimal attention to develop a universally 

applicable research foundation about sustainable consumer habits. 

 

 

 

 

 

 

 

 

 

 

Fig.-8: Tree Map                                 Source: Created by the author using R studio’s Bibliometrix 

 

Figure 8 shows how treemaps illustrate vital topics and areas of research on green 

consumer behavior. Attentive study happens in this area, since “consumption behavior” 

is often mentioned together with sustainable development at 318 times and again with 

sustainability at 271 times. Of all the research studies, about 230 focus on the effects of 

environmental behavior in China. According to the studies, factors that influence 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  252 

consumer perception are marketing, green economy and perception itself. More 

researchers are focusing on the psychology of buying green products due to the rise of 

terms like “decision making” (133), “willingness to pay” (83) and “public attitude” (96) 

being found in the literature more and more. The use of terms such as climate change, 

environmental protection and recycling reveals the importance of protecting the 

environment in the field. This discourse indicates links to institutional subjects and 

business matters by mentioning "supply chain management" (71), "corporate social 

responsibility" (47) and "government" (56). Green customer behavior is studied by 

looking at four aspects that cover environmental topics, economic research, psychology 

and policy analysis. The graph shows many ways to promote sustainable consumption, 

influencing government policies, business methods and public understanding. 

 

5 Conclusions 

By doing this analysis, I was able to see the structure of Green Consumer Research’s 

(GCR’s) ideas, how its main areas have shifted through the years and where it could be 

heading in the future. An increase in publications over the years shows that the field of 

sustainability and green consumers is gaining significance in both academic and work 

scenarios. In general, it is clear from the peak in 2024 that people recognize both 

climate change and the importance of corporate sustainability. There is not a lack of 

interest, but there is incomplete data hurting the numbers in 2025. 

After checking the authors of most papers and research conducted globally, it becomes 

clear that many green consumer studies take place in China, the US and a number of 

European and Asian countries. Arpita Khare, Amandeep Dhir and Justin Paul have 

carried out critical research in this field. It seems that educational and social groups are 

well-connected within themselves, but not among different groups. We hear many 

words quite often in this area such as "sustainability," "consumption behavior," and 

"sustainable development." You can use these terms to explain different topics in 

environmental, economic, psychological and policy areas. 

 

Limitations of the Study 

At the same time, there are some problems with how this study is conducted. Second, 

bibliometric data covers documents that are entered into particular databases. Therefore, 

the research found in the process is confined to works that are indexed which may 

exclude important pieces that are not indexed. Second, it is important to remember that 
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metrics based on citations can be misleading if the original studies’ quality is ignored or 

if the way papers are published and cited is not typical. At the same time, combined 

authorship and analysis of themes help us learn about collaboration in research, but they 

do not address other aspects like getting the financial and institutional support needed. 

Lastly, it’s not clear how the findings from green consumer research will assist in the 

making of business and government policies in real situations. 

 

Practical Implications 

The findings of the study can be important for policy makers, business owners and 

researchers.  With each piece of research, policymakers have the option to improve 

rules and spread information aiding sustainability among consumers.  A business can 

design its marketing approach by taking into account what consumers want and how 

much they are ready to pay for green products to help achieve environmental objectives.  

In addition, uncovering gaps in research allows academic institutions to encourage 

multidisciplinary groups to look at sustainable consumption from a wide perspective. 

 

Future Research Directions 

Studies in the future should cover more areas of South America and Africa since these 

regions are not well-represented in existing green consumer research. To reach greater 

integration and progress in this field, partners from different countries and fields can be 

brought together. Besides, it is important to research the degree to which effective 

policies and new technologies increase green consumer behavior. Based on the thematic 

charts, including sustainable commerce and decision-making in most research would 

help scholars relate well-known ideas to new concepts. Besides, using case studies and 

conducting experiments can help to add more insights into the reasons people behave 

greenly when it comes to their purchasing decisions. 

All things considered, the review reveals that research on green consumers is always 

progressing and involves many different stakeholders to promote sustainability. 
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Abstract: Introduction: Human Resource Management (HRM) has evolved from 

traditional, compliance-focused practices to more strategic, data-driven, and employee-

centric approaches. This shift reflects the growing importance of human capital as a key 

driver of organizational success. In today’s volatile, uncertain, complex, and ambiguous 

(VUCA) business environment, HR is increasingly expected to play a strategic role in 

navigating challenges and enhancing business outcomes. This paper explores modern 

HRM approaches, examining their theoretical foundations, practical applications, and 

impact on performance, aiming to contribute to the literature and provide valuable 

insights for both scholars and industry professionals. Purpose of the Study is to 

identify and categorize key modern HRM approaches being adopted by organizations 

and to explore the challenges and opportunities associated with implementing modern 

HRM practices. Objective of the Study is to identify and analyze the key modern 

techniques in human resource management being adopted by organizations across 

different industries and to assess the outcome of these modern HRM approaches on 

business performance indicators including productivity, profitability, and innovation. 

Methodology: This study uses a mixed-methods approach, combining a large-scale 

online survey with 300 HR professionals, in-depth interviews with 30 senior leaders 

and case studies of five innovative organizations. Quantitative data is analyzed through 

statistical software, while qualitative data undergoes thematic analysis to identify 

trends, challenges, and best practices in modern HRM. Result: The analysis shows that 

modern HRM approaches enhance organizational efficiency and employee outcomes. 

Qualitative data identifies key challenges and success factors in their implementation. 

Overall, the study underscores the strategic value of innovative, data-driven and 

employee-centric HR practices in fostering business success in today’s competitive 

landscape. 

 

Keywords: Human Resource Management, Data-driven HR, Agile HR, Employee 

Experience, Digital Transformation 

 

1. Introduction 

Human Resource Management (HRM) has undergone significant transformations in 

recent years, reshaped by cutting edge technology, workforce diversity and dynamic 

business expectations. Traditional HRM practices, once focused primarily on 

administrative tasks and compliance, are rapidly giving way to more strategic, data-

driven and employee-centric approaches. This shift reflects the growing recognition of 

human capital as a critical driver of organizational success and competitive advantage 

(Ulrich, 2016). 

The modern business landscape is characterized by unprecedented levels of volatility, 

uncertainty, complexity, and ambiguity (VUCA). In light of this, businesses are steadily 
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looking to their HR functions to play a more strategic role in navigating these 

challenges and driving business outcomes. This has led to the emergence of new 

approaches to HRM that prioritize agility, innovation, and employee experience 

(Deloitte, 2019). 

This research paper aims to explore these modern approaches to HRM, examining their 

theoretical foundations, practical applications, and impact on organizational 

performance. By doing so, it seeks to aid in the growing body of literature on 

contemporary HRM practices and offers practical and theoretical insights for both 

scholars and industry experts. 

 

2. Purpose of Study 

The core purpose of this research is to explore and analyze the modern approaches to 

human resource management practices that have evolved in reaction to the changing 

business landscape. Specifically, the research aims to: 

1. Identify and categorize key modern HRM approaches being adopted by 

organizations. 

      2. Examine the drivers behind the shift from traditional to modern HRM practices. 

      3. Assess the impact of these modern approaches on organizational performance, 

employee          satisfaction and retention rates. 

        4. Explore the challenges and opportunities associated with implementing modern 

HRM   practices. 

 

By addressing these objectives, the study seeks to promote the ongoing dialogue about 

the evolving influence of HRM in organizations and provide practical guidance for HR 

professionals navigating this changing landscape. 

 

3. Literature Review 

The area of Human Resource Management has witnessed a significant evolution in 

recent years, with a shift from traditional, administrative-focused practices to more 

strategic, value-driven approaches. This section reviews the existing literature on 

modern HRM approaches, highlighting the key themes and developments. 

3.1 Strategic Human Resource Management (SHRM) 

Strategic Human Resource Management represents a paradigm shift in HRM, 

emphasizing the alignment pertaining to HR practices with organizational goals and 

strategies. Schuler and Jackson (2014) define SHRM as "the pattern of planned human 
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resource deployments and activities intended to enable an organization to achieve its 

goals" (p. 6). This approach recognizes HR as a strategic partner in business decision-

making, rather than just a support function. 

Research by Becker and Huselid (2006) demonstrates that organizations adopting 

SHRM practices show significantly higher financial performance compared to those 

using traditional HRM approaches. The authors argue that SHRM creates value by 

developing human capital that is rare, valuable and difficult to imitate, thus contributing 

to sustainable competitive advantage. 

3.2 Data-Driven HR 

The advent of big data and advanced analytics has given rise to data-driven HR 

practices. Boudreau and Ramstad (2007) introduce the concept of "HR analytics" or 

"people analytics," which involves using data analysis techniques to inform HR 

decision-making. This approach enables HR professionals to make evidence-based 

decisions and demonstrate the impact of HR initiatives on business outcomes. 

A study by Aral et al. (2012) found that organizations using HR analytics were 5.4 

times more likely to be considered high-performing compared to those that did not. The 

authors highlight the potential of data-driven HR to strengthen talent recruitment, 

performance tracking and retention efforts. 

3.3 Agile HR 

Agile HR is an approach that applies agile principles, originally developed in software 

development, to HR practices. Cappelli and Tavis (2018) describe agile HR as a more 

flexible, iterative and employee-centric approach to HR processes. This includes 

practices such as continuous performance feedback, rapid learning, development cycles, 

and cross-functional HR teams. 

Research by Deloitte (2017) indicates that organizations adopting agile HR practices 

report 30% higher employee engagement and 25% lower turnover compared to those 

using traditional HR approaches. The study emphasizes the importance of agility in 

responding to rapidly changing business needs and employee expectations. 

3.4 Employee Experience 

The concept of employee experience has gained prominence in recent HRM literature. 

Morgan (2017) defines employee experience as "the intersection of employee 

expectations, needs and wants and the organizational design of those expectations, 

needs, and wants" (p. 8). This approach focuses on creating a holistic and constructive 

work environment that promotes employee engagement, productivity and retention. 
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A study by IBM and Globoforce (2016) found that organizations with a strong 

employee experience index reported 12% higher customer satisfaction and 11% higher 

profitability compared to those with a weak employee experience index. The authors 

argue that investing in employee experience is crucial for attracting and retaining top 

talent in a crowded talent pool labor market. 

3.5 Digital Transformation in HR 

The rise of digital tools has significantly reshaped HRM practices, leading to the 

adoption of new technologies and digital platforms. Bondarouk and Ruël (2009) discuss 

the concept of "e-HRM," which involves using web-based technologies to support HR 

processes and activities. This includes the use of HR data systems, applicant 

management tools, and digital learning platforms. 

Research by Sierra-Cedar (2018) indicates that organizations with fully integrated HR 

systems report 40% lower HR costs per employee and 38% higher employee 

productivity compared to those without integrated systems. The study highlights the 

potential of digital transformation to streamline HR processes and enhance decision-

making capabilities. 

This literature review demonstrates the diverse and evolving nature of modern HRM 

approaches. Although each method provides distinct advantages, they share common 

themes of strategic alignment, data-driven decision-making, agility and employee-

centricity. The subsequent sections will expand on this foundation to examine the 

practical applications and impacts of these modern HRM approaches. 

 

4. Objective of Study 

The primary objectives of this study are: 

1. To identify and analyze the key modern techniques in human resource 

management being adopted by organizations across different industries. 

2. To assess the outcome of these modern HRM approaches on business 

performance indicators including productivity, profitability and 

innovation. 

3. To evaluate the effect of modern HRM practices on employee-related 

outcomes such as job satisfaction, engagement and retention rates. 

4. To explore the challenges and barriers which the organizations face in 

implementing modern HRM approaches. 

5. To develop a framework for organizations to effectively adopt and 

integrate modern HRM practices into their existing HR systems. 
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5. Hypothesis and Theoretical Background 

Based on the literature review and research objectives, the following hypotheses are 

proposed: 

H1: Organizations that have adopted modern HRM approaches will demonstrate 

superior organizational effectiveness compared to those using traditional HRM 

practices. 

H2: The implementation of modern HRM approaches is positively correlated with 

improved workforce happiness and retention levels. 

H3: Data-driven HR policies result in more effective decision-making in talent 

acquisition and management. 

H4: Agile HR practices result in increased organizational adaptability and 

responsiveness to market changes. 

H5: Organizations with a strong focus on employee experience report higher levels of 

employee engagement and productivity. 

 

Theoretical Background: 

The hypotheses are grounded in several theoretical frameworks: 

1. Resource-Based View (RBV) of the firm (Barney, 1991): This 

framework proposes that distinct and valuable human resources can 

provide a sustainable competitive advantage. Modern HRM approaches 

aim to develop and leverage these human resources more effectively. 

2. Social Exchange Theory (Blau, 1964): This idea implies that social 

behavior is the result of an exchange process. In the context of HRM, it 

suggests that when organizations invest in employee-centric practices, 

employees are likely to reflect appreciation with stronger devotion and 

efficiency. 

3. Contingency Theory (Lawrence & Lorsch, 1967): This model proposes 

that there is no one best way to organize and that the optimal course of 

action is contingent upon internal and external factors. This supports the 

need for agile and adaptive HRM practices. 

4. Human Capital Theory (Becker, 1964): This theory emphasizes the need 

for investment in talent development for company success, aligning with 

the strategic focus of modern HRM approaches. 
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5. Socio-technical Systems Theory (Trist & Bamforth, 1951): This 

perspective suggests that organizational success is fostered by the joint 

optimization of social and technical systems, supporting the integration 

of technology in modern HRM practices. 

These theoretical foundations provide a robust framework for comprehending and 

evaluating the effects of modern HRM approaches on both organizational and 

individual outcomes. 

 

6. Problem Statement and Methodology 

Problem Statement: 

Despite the growing body of literature highlighting the benefits of modern HRM 

approaches, many organizations continue to rely on traditional, outdated HR practices. 

This misalignment between contemporary business needs and HR strategies can lead to 

suboptimal organizational performance, reduced employee satisfaction, and diminished 

competitive advantage. Therefore, this study focuses on resolving the following 

problem: How can organizations effectively adopt and implement modern HRM 

approaches to enhance organizational performance and employee outcomes in the 

context of rapidly evolving business environments? 

Methodology: 

To address this problem and test the proposed hypotheses, a mixed-methods research 

approach is employed, fusing quantitative and qualitative approaches to data collection 

and analysis techniques. 

1. Quantitative Survey: 

○ A large-scale online survey is conducted, targeting HR professionals and 

organizational leaders across various industries and company sizes. 

○ The survey assesses the adoption of modern HRM approaches, 

organizational performance metrics and employee-related outcomes. 

○ A minimum sample size of 300 respondents is sought to ensure 

statistical significance. 

 

2. Qualitative Interviews: 

○ In-depth, semi-structured interviews are undertaken with 30 senior HR 

professionals and organizational leaders. 

○ These interviews explore the challenges, successes and best practices in 

implementing modern HRM approaches. 
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3. Case Studies: 

○ Five organizations recognized for their innovative HR practices is 

selected for in-depth case studies. 

○ These case studies contribute to a better grasp of the practical 

implementation and outcomes of modern HRM approaches. 

4. Data Analysis: 

○ Quantitative data is analyzed using statistical software (e.g. SPSS) to test 

the hypotheses and identify correlations between variables. 

○ Qualitative data is analyzed using thematic analysis to identify common 

themes and patterns. 

5. Ethical Considerations: 

o Informed consent forms are made available to all participants and 

assured of data confidentiality. 

This comprehensive methodology allows for a thorough examination of modern HRM 

approaches, their implementation and their impact on organizational and employee 

outcomes. 

 

7. Analysis 

The collected data emphasized key take aways regarding the implementation and 

effectiveness of modern HRM models: 

7.1 Adoption of Modern HRM Approaches 

The survey results indicated a significant shift towards modern HRM approaches 

among the sampled organizations. Figure 1 illustrates the adoption rates of various 

modern HRM practices: 
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Figure 1: Adoption Rates of Modern HRM Practices 

The data shows that Strategic HRM has the highest adoption rate (78%), followed by a 

focus on Employee Experience (70%). Data-Driven HR and Digital HR Transformation 

shows moderate adoption rate, while Agile HR practices are the least adopted among 

the modern approaches. 

7.2 Impact on Organizational Performance 

To test Hypothesis 1, we compared the organizational performance metrics of 

organization that have embraced contemporary HRM strategies compared to those 

relying on conventional practices. Table 1 summarizes these findings: 

Table 1: Comparison of Organizational Performance Metrics 

Performance 

Metric 

Organizations with 

Modern HRM 

Organizations with 

Traditional HRM 

Difference 

Revenue Growth 12.5% 7.2% +5.3% 

Profit Margin 15.8% 11.3% +4.5% 

Innovation Index 72/100 58/100 +14 points 

Market Share +3.2% +1.5% +1.7% 

 



ISSN: 2249-9490, Volume 7, Issue 1, 2025  264 

The result shows a clear positive correlation between the adoption of modern HRM 

approaches and improved organizational performance across all measured metrics, 

supporting Hypothesis 1. 

7.3 Employee Satisfaction and Retention 

To address Hypothesis 2, we analyzed employee satisfaction scores and retention rates. 

Figure 2 illustrates these findings: 

 

Figure 2: Employee Satisfaction and Retention Rates 

The data shows significantly higher employee satisfaction scores (8.2 vs 6.7 out of 10) 

and retention rates (88% vs 75%) for organizations using modern HRM approaches, 

supporting Hypothesis 2. 

7.4 Data-Driven HR and Decision-Making 

To test Hypothesis 3, we analyzed the effectiveness of talent acquisition and 

management decisions in organizations using data-driven HR practices. The results 

showed that companies employing data-driven HR reported: 

● 25% reduction in time-to-hire 

● 20% improvement in quality of hire 

● 18% increase in employee performance scores 

These findings support Hypothesis 3, indicating that data-driven HR practices lead to 

more effective decision-making in talent management. 

7.5 Agile HR and Organizational Adaptability 
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To assess Hypothesis 4, we examined the adaptability scores of organizations with and 

without agile HR practices. Organizations with agile HR practices scored an average of 

7.8/10 on adaptability measures compared to 5.9/10 for those without, supporting 

Hypothesis 4. 

7.6 Employee Experience and Engagement 

Finally, to test Hypothesis 5, we analyzed the relationship between focus on employee 

experience and engagement levels. Organizations with a strong focus on employee 

experience reported an average engagement score of 8.3/10, compared to 6.5/10 for 

those without, supporting Hypothesis 5. 

The qualitative data from interviews and case studies provided rich insights into the 

implementation challenges and best practices associated with modern HRM approaches, 

which will be discussed in the following sections. 

 

8. Results and Discussion 

The analysis of both quantitative and qualitative data yielded several significant 

findings regarding the adoption and impact of modern HRM approaches: 

8.1 Adoption of Modern HRM Approaches 

The high adoption rates of Strategic HRM (78%) and Employee Experience Focus 

(70%) indicate a rising awareness of the strategic importance of HR and the value of 

prioritizing employee needs. This aligns with the Resource-Based View of the firm, 

which emphasizes the significance of human talent as a key differentiator in a 

competition (Barney, 1991). 

The moderate adoption rates of Data-Driven HR (62%) and Digital HR Transformation 

(58%) suggest that while organizations recognize the potential of these approaches, 

there may be barriers to implementation such as technological challenges or resistance 

to change. This result aligns with research by Boudreau and Ramstad (2007), who noted 

the gradual adoption of HR analytics in organizations. 

The relatively lower adoption rate of Agile HR practices (55%) may point out that this 

is a more recent trend in HRM with organizations still exploring its potential benefits 

and implementation strategies. This aligns with the work of Cappelli and Tavis (2018), 

who describe Agile HR as an emerging approach in response to rapidly changing 

business environments. 

8.2 Impact on Organizational Performance 

The significant positive differences in organizational performance metrics between 

companies adopting modern HRM approaches and those using traditional practices 
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provide strong support for Hypothesis 1. This outcome corresponds with previous 

research by Becker and Huselid (2006), who suggested that implementing strategic 

HRM practices led to higher economic growth. 

The notable differences in revenue growth (+5.3%), profit margin (+4.5%) and 

innovation index (+14 points) suggest that modern HRM approaches contribute to both 

financial and non-financial aspects of organizational performance. This holistic impact 

underscores the strategic value of HR in driving business outcomes. 

8.3 Employee Satisfaction and Retention 

The higher employee satisfaction scores (8.2 vs 6.7) and retention rates (88% vs 75%) 

for organizations using modern HRM approaches strongly support Hypothesis 2. This 

finding aligns with Social Exchange Theory (Blau, 1964), suggesting that when 

organizations invest in employee-centric practices, employees reciprocate with 

increased satisfaction and loyalty. 

The significant difference in retention rates (13 percentage points) is particularly 

noteworthy, as it bears directly on the cost structured and sustainability of the 

organization. This reinforces the claim that modern HRM approaches can provide a 

competitive advantage in talent retention, especially in tight labor markets. 

8.4 Data-Driven HR and Decision-Making 

The improvements in talent acquisition and management metrics (25% reduction in 

time-to-hire, 20% improvement in quality of hire, 18% increase in employee 

performance scores) for organizations using data-driven HR practices offer substantial 

evidence for the Hypothesis 3. These results align with research by Aral et al. (2012), 

who revealed that HR analytics adoption was linked to stronger organizational success. 

The significant improvements across multiple metrics suggest that data-driven HR 

practices can enhance decision-making across various HR functions from recruitment to 

performance management. This highlights the potential of HR analytics to transform 

HR from a primarily administrative function to a strategic business partner. 

8.5 Agile HR and Organizational Adaptability 

The higher adaptability scores for organizations with agile HR practices (7.8/10 vs 

5.9/10) support Hypothesis 4 and align with the findings of Deloitte (2017), which 

reported increased agility in organizations adopting such practices. This result 

underscores the importance of agile HR in enabling organizations to respond quickly to 

changing business needs and market conditions. 
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The substantial difference in adaptability scores (1.9 points) suggests that agile HR 

practices may be a key differentiator in an organization's ability to navigate the VUCA 

(Volatile, Uncertain, Complex, Ambiguous) business environment. 

8.6 Employee Experience and Engagement 

The higher engagement scores for organizations with a strong focus on employee 

experience (8.3/10 vs 6.5/10) affirm the hypothesis 5 through substantial backing. This 

finding is consistent with research by IBM and Globoforce (2016), which noted a strong 

association between employee experience and organizational outcomes. 

The 1.8-point difference in engagement scores highlights the significant impact that a 

focus on employee experience can have on workforce engagement. This strengthens the 

view that investing in employee experience is crucial for building a committed and 

productive workforce. 

8.7 Qualitative Insights 

The qualitative data from interviews and case studies disclosed several prominent 

themes: 

1. Change Management: Many organizations cited the importance of 

effective change management in implementing modern HRM 

approaches, particularly in overcoming resistance to new technologies 

and practices. 

2. Leadership Support: Strong commitment from senior leaders was 

consistently mentioned as a decisive factor in the successful adoption of 

modern HRM approaches. 

3. Skill Development: The demand for life long skill development among 

HR professionals was highlighted, particularly in fields like data 

analytics and digital technologies. 

4. Integration Challenges: Organizations reported challenges in integrating 

various modern HRM approaches and ensuring alignment with overall 

business strategies. 

5. Customization: The importance of customizing modern HRM 

approaches to fit the specific needs and culture of each organization was 

emphasized. 

This qualitative  results provide helpful context for understanding the challenges and 

success drivers tied to the execution of modern HRM approaches. 

In conclusion, the results of this study provide strong evidence for the positive impact 

of modern HRM approaches on both organizational efficiency and staff outcomes. The 
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findings highlight the strategic value of HR in driving business success and underscore 

the importance of adopting innovative, data-driven and employee-centric HR practices 

in today's competitive business environment. 

 

9. Managerial Implications 

The outcome of this study have key consequences for HR professionals and 

organizational leaders: 

1. Strategic Alignment: HR leaders should team up with top management 

to ensure that HR strategies are aligned with overall business objectives. 

This may involve restructuring HR departments to focus more on 

strategic initiatives rather than administrative tasks. 

2. Investment in Technology: Organizations should consider investing in 

HR technologies that enable data-driven decision-making and streamline 

HR processes. This includes HR analytics platforms, AI-powered 

recruitment tools and integrated HR information systems. 

3. Skill Development: It is imperative to upskill HR professionals in areas 

such as data analytics, digital technologies and strategic thinking. 

Organizations should prioritize continuous learning and development 

programs for their HR teams. 

4. Change Management: Implementing modern HRM approaches requires 

effective change management strategies. Leaders should focus on 

communicating the benefits of these changes and providing support to 

employees during the transition. 

5. Employee-Centric Approach: Organizations should prioritize creating 

positive employee experiences across all touchpoints of the employee 

lifecycle. This may involve redesigning HR processes with a focus on 

employee needs and preferences. 

6. Agile Practices: HR leaders should consider adopting agile 

methodologies in HR processes such as performance management, 

learning and development. This can enhance organizational adaptability 

and responsiveness to changing business needs. 

7. Customization: While adopting modern HRM approaches, organizations 

should customize these practices to fit their unique culture and context. 

A one-size-fits-all approach is unlikely to be effective. 
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8. Measurement and Evaluation: HR leaders should develop robust metrics 

to measure the impact of modern HRM approaches on both HR and 

business outcomes. Regular evaluation and adjustment of these practices 

are vital for their long-term success. 

9. Cross-Functional Collaboration: HR should stimulate more effective 

collaboration with other business functions such as IT, Finance and 

Operations to ensure the successful implementation of modern HRM 

approaches. 

10. Ethical Considerations: As organizations increasingly rely on data and 

technology in HR processes, it's crucial to formulate unambiguous 

ethical guidelines for their use, particularly in areas such as employee 

privacy and algorithmic decision-making. 

By addressing these implications, organizations can more effectively leverage modern 

HRM approaches to drive business success and nurture a productive work environment 

for their employees. 

 

10. Limitations 

While this study provides valuable insights into modern HRM approaches, it is worth 

noting its limitations: 

1. Cross-Sectional Design: The study's cross-sectional nature limits our 

ability to establish causal relationships between the adoption of modern 

HRM approaches and organizational outcomes. Longitudinal studies 

would be beneficial to track changes over time. 

2. Self-Reported Data: The reliance on self-reported data from HR 

professionals and organizational leaders may introduce bias. Subsequent 

studies could profit from adding more objective performance measures. 

3. Industry Bias: Despite efforts to include a diverse range of industries, 

certain sectors may be over represented in the sample, potentially 

skewing the results. 

4. Size Bias: The findings might not fully encompass the experiences of 

small and medium-sized enterprises (SMEs), which might confront 

distinct problems in adopting modern HRM approaches. 

5. Rapid Technological Change: Given the fast-paced nature of 

technological advancements, some of the findings related to digital HR 

transformation may become outdated quickly. 
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6. Limited Exploration of Negative Outcomes: The study focused primarily 

on positive outcomes of modern HRM approaches. A more 

comprehensive examination of potential negative consequences or 

drawbacks would provide a more balanced view. 

7. Complexity of Implementation: While the study identified 

implementation challenges, it may not fully grasp the complexity and 

nuances of adopting modern HRM approaches in diverse organizational 

contexts. 

 

11. Scope for Further Research 

Based on the findings and limitations of this study, several areas for future research 

emerge: 

1. Longitudinal Studies: Conduct long-term studies to establish causal 

relationships between the adoption of modern HRM approaches and 

organizational outcomes over time. 

2. Cultural Context: Examine how cultural differences across regions 

influence the adoption and effectiveness of modern HRM approaches. 

3. Integration of Approaches: Study how businesses can effectively align 

various modern HRM approaches to create synergistic effects. 

4. Ethical Implications: Explore the ethical considerations and potential 

risks associated with data-driven and AI-powered HR practices. 

5. Employee Perspective: Conduct in-depth studies on employee 

perceptions and experiences of modern HRM approaches, beyond 

satisfaction and engagement metrics. 

6. ROI (Return on Investment) of Modern HRM: Develop comprehensive 

models for measuring the ROI of implementing modern HRM 

approaches. 

7. Skill Development: Investigate the evolving skill requirements for HR 

professionals in the context of modern HRM approaches and how firms 

can productively advance these skills. 

8. Resistance and Adoption: Explore factors that contribute to resistance to 

modern HRM approaches and strategies for overcoming this resistance. 

9. Hybrid Work Environments: Examine how modern HRM approaches 

can be adapted and implemented in the context of hybrid and remote 

work arrangements. 
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10. AI and Automation in HR: Conduct focused studies on the impact of 

artificial intelligence and automation on various HR functions and the 

implications for the HR profession. 

These areas of further research would contribute to a more comprehensive 

understanding of modern HRM approaches and their role in shaping the future of work 

and organizations. 

 

12. Conclusion 

This comprehensive study on modern approaches to Human Resource Management has 

yielded several significant conclusions: 

1. Shift Towards Strategic HRM: The high adoption rate of Strategic HRM 

(78%) indicates a clear shift in the perception of HR's role from a 

support service for a strategic business collaborator. This transformation 

aligns HR practices more closely with organizational aspirations 

assisting to improved business outcomes. 

2. Positive Impact on Organizational Performance: The study confirms that 

organizations adopting modern HRM approaches outperform those using 

traditional practices across various metrics including revenue growth, 

profit margins and innovation. This underscores the strategic importance 

of HR in driving organizational success. 

3. Enhanced Employee Outcomes: Modern HRM approaches are tied to 

much greater levels of employee satisfaction, engagement and retention. 

This suggests that these approaches are effective in creating a positive 

work environment that meets the evolving needs and expectations of the 

modern workforce. 

4. Data-Driven Decision Making: The adoption of data-driven HR practices 

leads to more effective talent acquisition and management decisions. 

This highlights the potential of HR analytics to transform HR functions 

and contribute to evidence-based decision-making. 

5. Agility and Adaptability: Agile HR practices exhibit a strong connection 

with increased organizational adaptability. In an era of rapid change and 

uncertainty, this agility can be a crucial competitive advantage. 

6. Focus on Employee Experience: Organizations that prioritize employee 

experience report higher levels of employee engagement. This supports 
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the growing appreciation of the significance of holistic approaches to 

employee well-being and satisfaction. 

7. Implementation Challenges: While the benefits of modern HRM 

approaches are clear, organizations face challenges in their 

implementation including change management issues, the importance of 

new skills and blending with established systems. 

8. Customization and Context: The success of modern HRM approaches 

depends on their synchronization with organizational culture and specific 

business needs, highlighting the importance of customized 

implementation strategies. 

To sum up, this study demonstrates strong evidence for the worth of modern HRM 

approaches in enhancing both organizational performance and employee outcomes. It 

underscores the transformative potential of strategic, data-driven, and employee-centric 

HR practices in navigating the complexities of the contemporary business landscape. 
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