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ABOUT THE COLLEGE 

 

East Point Group of Institutions aims at building a Better World and a better human 
kind, by imparting quality education through the learned academic fraternity who are 

dedicated themselves to the motto of Education and Humanity. East Point is a nurturing 
ground that empowers by imparting every individual a holistic education. 

East Point prepares everyone to make a best contribution in an ever- changing society 

with its deep-rooted human values and principles. 

East Point Group of Institutions, located in East Bangalore is a premier group offering 

quality education in varied disciplines of Humanities, Arts, Science, Health Sciences, 
Pharma Sciences, Medical Sciences and Higher Education. Founded in 1998 under the 
logo of MG Charitable Trust, the Group is committed to promoting social, cultural and 

educational aspirations of all the sectors of the society. Presently over 7000 students are 
pursuing their technical education in various streams of be, M.Tech. and PhD. 

East Point College of Management was established in 2007 under the aegis of M G 
Charitable trust with the prime objective of empowering the young minds through 
education the institution is affiliated to Bengaluru North University and offers bachelor’s 

degree in Commerce, Management and Computer Applications. 

OUR VISION 

To make holistic, quality education accessible to all learners, to evolve as competent and 

ethical global citizens. 

OUR MISSION 

To ensure that our students from diverse social, cultural and economic backgrounds are 
equipped with knowledge and skills to make them industry-ready and enable them to 
face real world challenges through academic and extension activities of our Institution. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

ABOUT THE CONFERENCE 

 

TechComm’24 is about understanding and leveraging the convergence of three 

domains. The convergence of technology, commerce, and management creates a 

powerful synergy that drives innovation, efficiency, and strategic advantage. Technology 

is a driving force behind transformation across all industries. From artificial intelligence 

and machine learning to block chain and cyber security, technological innovations are 

not just enhancing operational efficiency but also creating new opportunities. The scope 

of commerce is evolving with the rise of digital platforms, e-commerce, and global trade. 

The integration of technology into commerce practices is transforming how businesses 

engage with customers, manage supply chains, and operate on a global scale. 

TechComm 24 addresses how management practices are evolving in response to 

technological advancements and shifts in the commercial environment.  The College is 

tied up with International Journal of Research and Analytical Reviews (IJRAR) for online 

ISSN Publication of conference proceedings ISSN (online) 2349-5138. 

CONFERENCE OBJECTIVES 

1. Provide a platform for thoughts and leaders to present insights, case studies and 

research related to the integration and impact of technology in commerce and 

management 

2. Encourage the development of new ideas and frameworks that address current and 

future challenges in these areas. 

3. Investigate how technology is reshaping consumer behaviour, market dynamics, and 

competitive strategies in commerce and management practices, including decision-

making, leadership, and organizational structure in management. 

4. To understand the synergy between commerce, management and technology. 

5. Explore the impact of technology in commerce. 

6. Identify opportunities for leveraging technology in e- commerce. 

7. To showcase innovation in tech-enabled commerce. 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



REPORT OF THE CONFERENCE 

 

Two-day National Conference “TECHCOMM-24” – A Convergence of Technology, 

Commerce, and Management was held on 18th and 19th October 2024 at East Point 

College of Management, Kalyan Nagar.  

The event brought together experts, academics and students to discuss the latest trends, 

innovations, and challenges in the fields of technology, commerce, and management. 

With the digital landscape rapidly evolving, the conference aimed to provide insights on 

how these domains intersect and impact each other. 

The conference commenced with a speech by the Chief Guest, Dr. Muralidhar, 

Chairman- BoS, BNU, HOD of GFGC Kolar.  The speaker highlighted how technology is 

reshaping global commerce, emphasizing artificial intelligence (AI), blockchain, and big 

data.  

Another Guest of Honour, Dr. Sairam, A focused on how digital transformation affects 

business models, customer experiences, and operational efficiencies. 

There were overall 270 participants from 13 different colleges’ and 8 Universities. 

Faculties, Research scholars, UG and PG students had participated and about 47 

research papers were presented online and offline.  

The College was tied up with International Journal of Exclusive Management Research 

(IJEMR) for online ISSN Publication of conference proceedings ISSN (online) 2349-5138. 

TECHCOMM-24 successfully highlighted the intersections of technology, commerce, and 

management, sparking insightful discussions on the future of digital commerce, data-

driven management, and ethical technology. Attendees left with a deeper understanding 

of these fields and their transformative impact on global business. 

The event was graced by Secretary EPGI - Mr. Sunder Raj Francis, Chief guest Dr 

S.Muralidhar, Guest of Honour- Dr.A.Sairam, EPCM Principal - Dr.Rupa Padmanabhan, 

Keynote Speaker Dr Fatin, Technical Chair - Dr.ShreeVamshi N, Dr.Savitha and Ms 

Helaria Xavier. The technical session for Commerce and Management was held in room 

no 201 and for Information Technology room no 102. The research papers were 

presented by the authors online and offline. The best paper was awarded to various 

participants.



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



TWO-DAY NATIONAL CONFERENCE ON 
 

 
 
 
 
 
 
 

A CONVERGENCE OF TECHNOLOGY, COMMERCE & MANAGEMENT  
 
Date: 18th October 2024        Day: Friday 

PROGRAM SCHEDULE (Day 1) 
 

Sl No Event Timings  Venue  

1 Registration of Participants 9:00am-10:00am EPA Quadrangle 

2 State Anthem 10:00am-
10:05am 

EPA Quadrangle 

3 Inaugural Session  
(Invocation song, Lighting of Lamp 

& Homage to late Chairperson-
Dr.S.M.Venkatpathi) 

10:05am-
10:15am 

      EPA Quadrangle 

4 Welcome Speech  
Asst Prof.Ms..Varalakshmi.G 

10:15am-
10:25am 

EPA Quadrangle 

5 Inaugural Address 
Dr.RupaPadmanabhan 

Principal-EPCM 

10:25am-
10:35am 

EPA Quadrangle 

6 Address By Secretary-EPGI 
Mr. Sunder Raj Francis 

10:35am-
10:45am 

EPA Quadrangle 

7 Address By Chief Guest 
Dr.Muralidhar 

Prof.HODDept of Commerce, 
GFGC,Kolar 

10:45am-
11:00am 

EPA Quadrangle 

8 Address By Guest of Honour 
Dr.Sairam 

AsstProf.GFCG,Vemagal 

11:00am-
11:15am 

EPA Quadrangle 

9 Keynote Address By  
Dr.Fatin 

Asst Prof, St.Claret College  

11:15am-
11:35am 

EPA Quadrangle 

10 Commerce Track Speaker 
Dr.Shreevamshi 

Associate Prof, DayanadaSagar 
College  

11:35am-
11:50am 

EPA Quadrangle 

11 Felicitation 11:50am-
12:05pm 

EPA Quadrangle 

12 Vote of Thanks 12:05pm-
12:10pm 

EPA Quadrangle 

13 Photo Session 12:10pm-
12:20pm 

EPA Quadrangle 

14 Lunch  12:20pm-1:20pm EPA Quadrangle 

15 Paper Presentation 1:20pm-3:30pm 101 & 201 

16 High Tea 3:30pm-3:45pm EPA Quadrangle 

17 Valedictory  3:45pm-4:00pm EPA Quadrangle 

 

 
 
 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



TWO-DAY NATIONAL CONFERENCE ON 

 

 

 

 

 

A CONVERGENCE OF TECHNOLOGY, COMMERCE & MANAGEMENT  

Date: 19th October 2024        Day: Saturday 

PROGRAM SCHEDULE (Day 2) 

Sl No Event Timings  Venue  

1 Registration of Participants 9:30am-

10:30am 

EPA Quadrangle 

2 State Anthem 10:30am-

10:35am 

EPA Quadrangle 

3 Commerce Track Speaker 

Dr.Savitha 

Associate Prof, NSB 

10:35am-

10:50am 

EPA Quadrangle 

4 Computer Science Track 

Speaker 

Ms.Helaria Maria  

Asst Prof, New Horizon College  

10:50am-

11:05am 

EPA Quadrangle 

6 Photo Session 11:05am-

11:20am 

EPA Quadrangle 

7 Tea Break 11:20am-

11:30am 

EPA Quadrangle 

8 Paper Presentation 11:30am-

1:00pm 

101 & 201 

9 Lunch 1:00pm-1:30pm EPA Quadrangle 

10 Paper Presentation 1:30pm-2:30pm 101 & 201 

11 Valedictory  2:30pm-2:45pm EPA Quadrangle 

12 Vote of Thanks  2:45pm-2:50pm EPA Quadrangle 

13 National Anthem 2:50pm-3:00pm EPA Quadrangle 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

MESSAGE FROM CHAIRPERSON 

 

East Point College of Management takes great pride in hosting “TECHCOMM-24” and 

understanding the immense value that such a conference brings. This conference serves 

as a platform to explore the latest advancements and innovations at the intersection of 

technology, commerce, and management a triad that is profoundly shaping the future of 

business and society. The diversity of perspectives brought by our esteemed speakers, 

panelists, and participants will, I am certain, create an enriching experience for all. Let 

such a conference be a stepping stone to new insights and ideas that will benefit the 

academic, professional, and personal journeys with impactful discussions and 

discoveries. May this conference leave you with lasting inspiration and valuable 

connections. 

 

Mrs.Ramadevi Venkatpathi 

Chairperson 

 East Point Group of Institution 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



MESSAGE FROM SECRETARY 

 

It is my great pleasure, as Secretary of East Point College of Management, to organize 

“TECHCOMM-24”. This national conference, represented a significant convergence of 

technology, commerce and management. Our theme for this year, “TECHCOMM-24-” 

represents a unique opportunity to explore the transformative forces shaping our world 

today. The realms of technology, commerce, and management are rapidly evolving, and 

as future leaders and professionals, it is crucial that we keep pace with these changes. 

This conference brings together experts, academics, and students to share insights, 

exchange ideas, and inspire innovative thinking. From advancements in artificial 

intelligence and digital commerce to new management strategies driven by data, we had 

an exciting lineup of sessions that provided valuable knowledge and stimulate thought-

provoking discussions. We look forward to using this opportunity to broaden our 

perspectives, deepen our understanding, and build connections that may shape our 

careers and future contributions to society. 

 

 

Mr. Sunder Raj Francis 

Secretary 

East Point Group of Institution 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



MESSAGE FROM PRINCIPAL 

 

"TECHCOMM-24 – A Convergence of Technology, Commerce and Management reflects 

our commitment to providing a platform for learning, sharing, and growing together in 

these rapidly evolving fields. In a world driven by innovation, technology serves as a 

powerful tool for transforming traditional practices in business and management, the 

conference brought us the unique opportunity to explore how technology, commerce, 

and management converge to shape the future. Our distinguished speakers, industry 

experts, and scholars brought invaluable insights into these domains. The topics covered 

were ranging from digital transformation and data-driven management to the ethics of 

cyber security are critical for anyone preparing to lead and succeed in modern, 

interconnected environments. The interactions with professionals and academics 

provided the knowledge and inspiration that can guide your future endeavours. The 

discussions inspired everyone to innovate, question, and create a positive impact in your 

chosen fields. 

 

 

Dr. Rupa Padmanabhan 

Principal 

 East Point College of Management 
 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

MESSAGE FROM CHIEF GUEST  

DR S. MURALIDHAR, HOD, GFGC KOLAR 

 

It is truly an honour and privilege to be invited as the Chief Guest for this prestigious 

conference “TECHCOMM-24” on Technology, Commerce, and Management. Conferences 

like this serve as an incredible platform to exchange ideas, share insights, and inspire 

innovation. They not only bring together brilliant minds but also create opportunities for 

learning and growth, especially for students who are the leaders and change makers of 

tomorrow. Attending conferences allows students to present their work, network with 

experts, and stay updated on the latest advancements in their field. Internships 

designed by BNU provide students with invaluable opportunities to enhance their 

academic and professional development. It offers hands-on experience, bridging the gap 

between theory and practice, while building skills essential for the workplace. Both 

experiences foster critical thinking, collaboration, and problem-solving abilities, 

preparing students for successful careers and advanced studies. 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

MESSAGE FROM THE GUEST OF HONOUR 

DR SAIRAM 

 

 

The past few decades have seen an unprecedented surge in digital innovations that have 

redefined the marketplace. E-commerce platforms have emerged, enabling businesses of 

all sizes to reach global audiences. Consumers can now shop from the comfort of their 

homes, accessing a diverse range of products at their fingertips. This convenience has 

not only boosted sales but also created a level playing field for small businesses to 

compete with larger corporations. Technology has enhanced customer experience 

through data analytics and through artificial intelligence, businesses can now 

personalize their offerings, providing tailored recommendations based on consumer 

behaviour which eventually results in customer loyalty, sales and profitability. A new 

alphabet chart – A for AI, B for Blockchain technology, C for Cyber Security and with 

smart phones becoming all pervasive and UPI’s consumers can make purchases anytime 

and anywhere, leading to a surge in impulse buying and a shift in shopping habits. 

Retailers are adapting by optimizing their platforms for mobile devices, ensuring a 

seamless experience for users. 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

MESSAGE FROM KEYNOTE SPEAKER  

 DR.FATIN 

 

 

TECHCOMM – 24 - Conferences on technology, commerce, and management provide 

students with a unique platform to interact with academics, foster collaboration, inspire 

innovation, and empower students to explore AI-driven solutions in their future careers. 

India’s current strengths and future aspirations in technology, commerce, and 

management. along with India’s demographic advantage, with 62.5% of its population in 

the working age, and noted its position as the 5th largest economy. India is a global 

leader in vaccine manufacturing, ranks third in startup ecosystems, and has made 

significant strides in foreign direct investment. Looking to the future, India aims to 

become the second-largest economy, and meet net-zero targets by 2070. Significant 

goals include expanding access to healthcare, achieving the Sustainable Development 

Goals (SDGs) and advancing renewable energy, particularly in electric mobility under the 

FAME initiative. The session concluded with a call for effective presentation skills and 

engaging backgrounds in communicating technological advances, aiming to equip 

participants with tools to influence and drive India’s growth in tech-driven commerce 

and management sectors. 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



MESSAGE FROM TECHNICAL CHAIR COMMERCE TRACK 

SPEAKER   

DR. SHREEVAMSHI 

 

 

AI is revolutionizing social media by analyzing vast amounts of data to understand user 

behavior, predict trends, and personalize content. From chatbots offering instant 

customer support to recommendation algorithms shaping our feeds, AI enhances user 

experience and drives engagement in ways that were once unimaginable. For students 

entering the corporate world, understanding AI’s role in social media is invaluable. As 

future professionals, AI-driven tools enable efficient marketing, targeted advertising, and 

data analysis, making you better equipped to make informed business decisions.  

Exposure to AI concepts and digital tools here ensures that you won’t just adapt to these 

technologies you’ll leverage them creatively. This foundation prepares you not only to 

contribute to organizations but also to shape how businesses communicate and connect 

with audiences globally. Embrace these learnings as stepping stones, and continue 

exploring how AI can transform industries. Your insights and skills will be instrumental 

in navigating the future. 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

MESSAGE FROM THE TECHNICAL CHAIR COMMERCE TRACK SPEAKER  

DR. SAVITHA  

 

 

 

R & D is crucial for driving progress and solving global challenges, and conferences are 

an essential mechanism for fostering collaboration, knowledge exchange, and 

innovation. By connecting researchers, sharing ideas, and facilitating feedback, 

conferences play a critical role in advancing R&D and ensuring that the latest scientific 

discoveries translate into real-world solutions. Conferences serve as powerful platforms 

for advancing R&D in several ways like Knowledge exchange, Collaboration and Network, 

Exposure to Research, Idea Validation and Feedback. R&D initiatives offer youth the 

chance to be involved in solving real-world problems, contributing to fields such as 

healthcare, environmental sustainability, and technology. Participation in these activities 

fosters critical thinking, problem-solving skills, and a deeper understanding of global 

challenges, helping them develop a sense of purpose and impact. 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

MESSAGE FROM THE TECHNICAL CHAIR- COMPUTER SCIENCE 

MS. HELARIA XAVIER 

 

 

 

Conference like TECHCOMM-24- a convergence of technology, commerce and 

management plays a crucial role in fostering innovation and inspiring the next 

generation of thinkers and leaders. Artificial Intelligence (AI) and Natural Language 

Processing (NLP) are revolutionizing technology by enabling machines to understand, 

interpret, and respond to human language with remarkable accuracy. From virtual 

assistants to advanced data analysis and personalized recommendations, these 

technologies are shaping the future across industries. Conferences focused on 

technology provide students with an invaluable opportunity to explore these cutting-edge 

advancements, interact with experts, and understand real-world applications. Such 

platforms not only ignite curiosity but also equip students with the knowledge and 

inspiration to innovate and contribute to this ever-evolving field. 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

MESSAGE FROM HEAD OF THE DEPARTMENT’S 

 

The conference was meant to provide a premier interdisciplinary platform to present and 

discuss the different facets of Technology, Commerce and Management through National 

Conference “TECHCOMM-24” organized by East Point College of Management The 

Conference was successfully conducted, bringing together students, faculty, and 

industry experts to explore the latest advancements in technology, commerce, and 

management. The sessions were engaging and insightful, offering participants a platform 

to share knowledge, exchange ideas, and gain a deeper understanding of current trends 

and challenges. Students benefited immensely from interactive discussions, workshops, 

and networking opportunities, which broadened their horizons and inspired innovative 

thinking. This event not only enriched their academic journey but also equipped them 

with skills and perspectives essential for their future careers. 

 

 

Mr. Srinivas N  

Assistant Professor 

HOD, Dept of Commerce & Management 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

It was a great experience to witness this dynamic conference TECHCOMM-24 on 

Commerce, Management, and Technology. In today's interconnected world, the synergy 

between these fields drives innovation and growth, with technology, particularly AI, 

serving as a catalyst for transformation. This platform will empower students, scholars, 

and professionals to exchange ideas, explore trends, and collaborate on solutions that 

redefine industries. I encourage all participants to make the most of this opportunity to 

learn, network, and inspire future advancements.  

 

 

 

Ms.Krithika 

 Assistant Professor 

HOD Dept of Computer Application 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

MESSAGE FROM CONVENER 

 

As the convener of this prestigious event, I am deeply honoured to witness TECHCOMM 

-24 the dynamic intersection of innovation, strategy, and technology in shaping the 

future of business. Through insightful discussions, knowledge- sharing, and 

collaborative opportunities, we aim to inspire new ideas and equip you with tools to 

thrive in an ever-evolving landscape. This conference serves as a platform for scholars, 

researchers, professionals, and students alike to engage in fruitful discussions and 

make the most of this enriching experienceI would like to express my heartfelt gratitude 

to Chief guest, Guest of honour, Patrons and all the speakers, session chairs, reviewers, 

volunteers, and organizers whose dedication and hard work have made this event 

possible. Your contributions are invaluable, and I am confident that together, we will 

make this conference a resounding success. 

 

Thank you and I wish you all a fruitful and inspiring conference. 

 

 

Ms.LeebanaGracy.I 

Assistant Professor 

Department of Commerce 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 
MESSAGE FROM CO-CONVENER 

 

 
As the Co-Convener it gives me immense pleasure to welcome you to this conference 

“TECHCOMM-24”- on Commerce, Management, and Technology. This platform is 

designed to foster meaningful discussions, share innovative ideas, and explore the 

dynamic interplay of these fields in shaping our future. As we delve into emerging trends 

and challenges, let us embrace the opportunities for learning, collaboration, and growth. 

Together, we can pave the way for impactful solutions and advancements 

 
 

 
Ms.G.Varalakshmi 

Assistant Professor  

Department of Commerce



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

MESSAGE FROM ORGANIZER 

 

 

As the organizer of this significant event, I am honoured to welcome you to 

TECHCOMM-24- conference on Commerce, Management, and Technology. This 

event is designed to ignite your curiosity and broaden your understanding of how 

these fields intersect and shape our future. Through insightful sessions, interactive 

workshops, and expert discussions, you’ll explore emerging trends, innovative 

strategies, and the transformative power of technology, including AI. This is your 

chance to learn, network, and gain practical knowledge that will equip you for the 

challenges of tomorrow. 

 

 

 

Ms.Nisha Manoj 

Assistant Professor  

Department of Management 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

OUTCOMES 

 

• Increased sharing of valuable insights, research, and case studies that 

highlight successful use of technology in business. 

• Creation of new ideas and solutions to solve current and future 

challenges in technology, commerce, and management. 

• Clear understanding of how technology is changing consumer behaviour 

and business strategies, helping companies improves decision-making and 

leadership. 

• A better understanding of how commerce, management, and technology 

work together to improve business success. 

• Insights into how technology is changing the way businesses operate and 

engage with customers in commerce. 

• Practical opportunities for businesses to use technology to enhance their 

e-commerce strategies. 

• Exposure to new and innovative technologies that are shaping the future 

of commerce. 
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Abstract: 

A significant trend in contemporary employment practices is the evolution of the work environment 

through flexible work arrangements. Recent data from the 2023 Indian Workforce Survey shows that 

82% of employees in Bangalore's IT sector reported having access to some form of flexible work 

arrangement However, 24% of respondents indicated challenges in maintaining boundaries between 

work and personal life, particularly due to the “always-on” culture facilitated by remote work 
technologies. This research paper explores the influence/impact of flexible hours, remote work and 

compressed workweeks on employee wellness, organization productivity and job satisfaction. 

Through the application of descriptive statistics, the paper gives us a comprehensive overview of the 

data and chi-square tests are applied to examine the association between different types of flexible 

work arrangements and key performance indicators. Additionally, the study also integrates 

qualitative analysis drawing qualitative feedback from employees to elucidate the advantages and 
potential drawbacks of flexible work models. Preliminary findings from surveys conducted in Kalyan 

Nagar revealed that 72% of respondents experienced improved work-life balance due to flexible work 

arrangements. This paper aims at providing valuable insights for businesses looking to thrive in this 

dynamic ever changing business landscape and adapting this evolving trend. 

Key words: Flexible-work hours, employee wellness, organization productivity, job satisfaction.  

INTRODUCTION: 

The need for more flexible work settings and technological improvements have propelled the trend 

toward flexible work arrangements in recent years. This trend was further pushed by the COVID-19 

epidemic, as companies all around the world switched to remote work arrangements in order to 

continue operating. Flexible work arrangements, such telecommuting, flexible scheduling, and 

hybrid work models, have become essential to many firms' efforts for improving employee well-being 
and maximizing productivity, even in the post-pandemic age. As a result of this change, research on 

the connection between flexible work schedules and essential elements including worker 

productivity, job happiness, and work-life balance has grown significantly. Maintaining mental 

health, job engagement, and long-term career sustainability all depend on employees' capacity to 

balance personal obligations with professional commitments. Therefore, it is crucial for both 

employees and employers to comprehend how these flexible arrangements affect job outcomes. 

This study uses recent data gathered from 74 respondents using a Google Forms survey to assess 

the effects of flexible work arrangements on productivity, job satisfaction, and work-life balance. 

Regression, correlation, chi-square tests, and descriptive statistics are used in the analysis to 

evaluate the results. By investigating these connections, the study will pinpoint the difficulties as 

well as the advantages. The results of this study will offer helpful suggestions for enhancing worker 
satisfaction and productivity while maintaining work-life balance, given the growing need for work 

flexibility in the contemporary workforce. Reports on flexible work arrangements and their effects on 

many facets of employee well-being and organizational performance are frequently released by the 

Chartered Institute of Personnel and Development (CIPD). Numerous significant findings regarding 

the effects of flexible work on work-life balance, productivity, and job satisfaction are highlighted in a 

recent CIPD report on flexible working (2021). 

Key Findings from the CIPD Report on Flexible Work: 

1. Increased Demand for Flexibility 

According to the report, over 40% of workers wanted more freedom in how they worked after the 

epidemic. Employees across a range of industries now prioritize flexible work arrangements, such as 

hybrid working. Businesses that provide flexibility are more likely to retain talent and have higher 

levels of employee engagement, according to the survey. 
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2. Impac on Productivity: 

The CIPD survey revealed that, in contrast to previous doubts, 61% of companies said that introduc-

ing flexible work practices had no effect on productivity or even increased it. More choice over when 

and how people work tends to increase employee productivity, particularly when working remotely. 

3.Work-Life Balance and Well-being 

It has been discovered that flexible work arrangements greatly enhance employees' work-life balance, 
resulting in reduced stress and burnout. Workers were able to better balance their personal and 

professional obligations because they felt more in control of their schedules.But the survey also 

pointed out some possible drawbacks, namely the possibility of a blurring of work-life boundaries, 

especially for employees who work from home, underscoring the necessity of precise rules and 

boundaries. 

OBJECTIVES:  

1. Examine how flexible work arrangements affect productivity. 

2. Find out how satisfied employees are with their jobs in flexible work environments. 

3. Analyze the Connection Between Work-Life Balance and Flexible Work 

4. Determine the Drawbacks and Advantages of Using Flexible Work SchedulesFurther to investigate 

the objectives hypothesis is constructed. 

1. Examine how flexible work arrangements affect productivity 

⚫ Null Hypothesis (H₀): Flexible work arrangements have no significant impact on employee 

productivity.  

⚫ Alternative Hypothesis (H₁): Flexible work arrangements have a significant impact on 

employeeproductivity 

2. Assess Job Satisfaction Among Employees in Flexible Work Settings  

⚫ Null Hypothesis (H₀): There is no significant difference in job satisfaction between employees in 

flexible work settings and those in traditional work settings.  

⚫ Alternative Hypothesis (H₁): There is a significant difference in job satisfaction between 

employees in flexible work settings and those in traditional work settings 

3.Analyze the Connection Between Work-Life Balance and Flexible Work 

• Null Hypothesis (H₀): Flexible work arrangements do not have a significant effect on employees' 

work-life balance. 

• Alternative Hypothesis (H₁): Flexible work arrangements have a significant effect on employees' 

work-life balance. 

4 Determine the Drawbacks and Advantages of Using Flexible Work SchedulesFurther to 

investigate theobjectives hypothesis is constructed - DISCRIPTIVE STATISTIC (SECONDARY 

DATA CAN BE USED). 

REVIEW OF LITERATURE 

1. Hill, E. J., Hawkins, A. J., & Ferris, M. (2001) 

The effect of flexible work arrangements (FWA) on work-life balance was investigated in this study. 

The authors discovered that flextime and telecommuting greatly improved workers' capacity to 

balance work and family obligations. Work-life balance increased as a result of employees who had 

access to FWA reporting less work-family conflict. But the study also pointed out that achieving 

these advantages depended heavily on the degree of flexibility offered and supervisor assistance.  

2. Kossek, E. E., & Ozeki, C. (1998) 

Kossek and Ozeki evaluated the connection between job satisfaction and flexible work arrangements 

in a meta-analysis of the literature on work-life balance.  
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According to the study, workers who took advantage of flexible work arrangements (FWAs) like 

telecommuting, flextime, and reduced workweeks had higher levels of satisfaction with their work-life 

balance.  

But the data also showed that FWAs worked best when used in conjunction with company policies 

that supported a positive work-life balance culture. 

3. Allen, T. D., Johnson, R. C., Kiburz, K. M., & Shockley, K. M. (20130) 

This paper examined the relationship between flexible work arrangements and employee well-being. 

The findings indicated that FWAs such as flexible scheduling and telecommuting positively 

influenced employees’ perceptions of work-life balance.  

The researchers also observed that increased control over work schedules led to reduced stress and 

better mental health outcomes, suggesting a direct link between flexible work and improved personal 

well-being 

4. Shockley, K. M., & Allen, T. D. (2007) 

The impact of telecommuting on work-life conflict was examined in this study. The authors 

discovered that telecommuting improved work-life balance by lowering the barriers between work 

and personal life. Nonetheless, the study also underlined how crucial it is to consider the type and 

length of telecommuting, since too much of it can result in overwork and a blurring of the lines 

between work and leisure time.  

5. Kelly, E. L., Moen, P., & Tranby, E. (2011) 

This longitudinal study focused on the effects of workplace flexibility on work-family conflict and 

work-life balance. The results showed that employees with more flexible work options (including 

flexible start and stop times) reported lower work-family conflict and higher job satisfaction.  

Furthermore, employees who felt supported by their organization in using FWAs were more likely to 

experience a positive work-life balance. 

6. Carlson, D. S., Grzywacz, J. G., &Zivnuska, S. (2009) 

This research delved into how flexible work arrangements affected the work-life interface, particularly 

focusing on employees' perceptions of autonomy. The study concluded that FWAs improved 

employees’ work-life balance by granting them more control over their time.  

However, the study warned that while FWAs can enhance balance, it is essential for organizations to 

set clear boundaries to prevent overwork and burnout. 

7. Berkery, E., Morley, M. J., Tiernan, S., Purtill, H., & Parry, E. (2017) 

This paper explored flexible working arrangements and their influence on work-life balance across 

various European countries. The authors found that FWAs significantly improved work-life balance, 
particularly among women and employees with caregiving responsibilities. The findings also revealed 

that the availability and effectiveness of FWAs were highly dependent on organizational culture and 

national policies. 

8. Clarke, M. C., Koch, L. C., & Hill, E. J. (2004) 

This study looked at the effects of flexible work arrangements on work-life balance across several 

industries. The findings demonstrated that when FWAs were implemented, work-life balance 
improved more in businesses with more inflexible schedules (like manufacturing) than in industries 

with more flexible work conditions (like IT or services). The study also found that employees' opinions 

of their capacity to balance work and personal obligations improved when they had access to FWAs. 

RESARCH GAP: 

The lack of knowledge regarding the precise effects of flexible work arrangements on worker 

productivity, job happiness, and work-life balance in the IT industry represents a research gap.  

Furthermore, this study aims to comprehend that the advantages and difficulties that firms have 

while successfully implementing flexible work policies have not been sufficiently explored. 
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RESEARCH METHODOLOGY 

1. Research Design 

A quantitative research design is used in this study to evaluate the connection between work-life 

balance and flexible work schedules. Employees from a variety of industries were given a 

standardized Google Forms questionnaire to complete in order to gather primary data. Evaluating 

the effects of flexible work arrangements on workers' productivity, work-life balance, and general job 

satisfaction was the aim of the study 

2. Population and Sample 

Working professionals with experience in flexible work arrangements from a variety of IT businesses 

made up the study's target group. The study received responses from 74 participants, who shared 

their opinions and experiences with flexible work arrangements. Convenience sampling was the 
sampling strategy employed in this study since it made it simple to find a wide range of willing 

participants. 

3. Data Collection Method 

The primary data was collected through a self-administered online questionnaire using Google 

Forms. The questionnaire was designed to capture demographic information, job satisfaction levels, 

perceived work-life balance, and the benefits and challenges of flexible work arrangements. The 
survey was distributed through email and social media platforms to ensure a diverse range of 

respondents. 

The questionnaire was divided into two sections: 

Section A: Demographic Information (e.g., gender, age, employment sector, etc.) 

Section B: Research-related questions on flexible work arrangements, work-life balance, job 

satisfaction, and perceived productivity. 

4. Questionnaire Design 

Likert scales were used in the questions to determine whether respondents agreed or disagreed with 

statements on flexible work schedules and how they affect work-life balance. The Likert scale had 

arrange of 1to5. A few open-ended questions were also included in the survey to collect qualitative 

information about the advantages and disadvantages of flexible work arrangements 

5. Data Analysis Technique. 

The data collected from the Google Form responses was exported into Excel and analyzed using 

various statistical techniques. These techniques included: 

➢ Descriptive Statistics: To summarize the responses and identify trends (mean, median, standard 

deviation). 

➢ Correlation Analysis: To explore the relationship between flexible work arrangements and work-

life balance. 

➢ Regression Analysis: To determine the impact of flexible work arrangements on productivity and 

work-life balance. 

➢ Chi-square Test: To test for significant associations between categorical variables, such as job 

satisfaction levels and work-life balance in flexible work environments. 

6. Ethical Considerations 

The participants were assured that their responses would remain confidential and would only be 

used for academic purposes. Participation was entirely voluntary, and respondents had the option to 

withdraw from the study at any point. No personal identifiers were collected, and data anonymity 

was strictly maintained throughout the research process. 

7. Limitations of the Study 

➢ The sample size of 74 respondents may not fully represent the broader population of employees in 

diverse sectors 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

5 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

➢ The study relies on self-reported data, which can be subject to biases such as social desirability or 

recall bias 

➢ The use of convenience sampling may limit the generalize ability of the findings to the wider 

workforce. 

8. Conclusion 

This methodology ensures a systematic approach to gathering and analyzing data on flexible work 
arrangements and their impact on work-life balance. The findings derived from this analysis will 

contribute to a better understanding of the benefits and challenges of flexible work setups and their 

influence on employee satisfaction and productivity. 

SCOPE OF THE STUDY: 

The scope of this study focuses on evaluating the impact of flexible work arrangements on employee 
productivity, job satisfaction, and work-life balance in the IT sector. It will also explore the challenges 

and benefits of implementing flexible work policies, offering insights into optimizing such 

arrangements for improved employee well-being and organizational efficiency. 

Objective 1EXAMINE HOW FLEXIBLE WORK ARRANGEMENTS AFFECT PRODUCTIVITY. 

Regression Output Interpretation 

Objective: Evaluate the impact of flexible work arrangements on productivity. 

SUMMARYOUTPUT      

Regression Statistics     

Multiple R 0.964165974     

R Square 0.929616026     

Adjusted R Square 0.915917396     

Standard Error 1.071596637     

Observations 74     

 

1. Regression Statistics: 

Multiple R (0.9642): This represents the correlation between the observed and predicted values of 

productivity. A value of 0.964 indicates a strong positive correlation, suggesting that the predictor 

(flexible work arrangements) is highly correlated with productivity. 

R Square (0.9296): This indicates that 92.96% of the variance in productivity can be explained by 

flexible work arrangements. This is a very high value, suggesting a strong predictive power. 

Adjusted R Square (0.9159): After adjusting for the number of predictors, 91.59% of the variance is 

still explained by flexible work arrangements, reinforcing the strength of the model. 

Standard Error (1.0716): This shows the average distance that the observed values fall from the 

regression line. A lower standard error means the model’s predictions are quite accurate. 

1. ANOVA Table: 

ANOVA      

  df SS MS F Significance F 

Regression 1 1107.172687 1107.172687 964.1679244 0.00 

Residual 73 83.82731278 1.148319353   

Total 74 1191       

 

F-Value (964.1679): The F-statistic tests whether the overall regression model is significant. A large 

F-value indicates the model significantly predicts the outcome variable (productivity). 

Significance F (0.00): This shows the p-value for the F-test. Since the p-value is 0.00 (less than 

0.05), the regression model is statistically significant. This means that flexible work arrangements 

significantly impact productivity. 
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3. Coefficients: 

Intercept: This is the predicted value of productivity when all other variables are zero. However, it’s 

less relevant for interpretation here. 

Flexible Work Arrangements (Coefficient: 0.9877): This coefficient tells us that for each unit 

increase in the agreement that flexible work improves work-life balance, there is a 0.9877 increase in 

productivity. Since the coefficient is close to 1, this indicates a nearly proportional positive impact of 

flexible work on productivity. 

T-stat (31.0511): This shows that the independent variable (flexible work arrangements) is highly 

significant in predicting productivity. A large T-stat indicates the variable is a strong predictor. 

P-value (8.2609E-44): This extremely low p-value (well below 0.05) indicates that the relationship 

between flexible work arrangements and productivity is highly significant. 

95% Confidence Interval (0.9243 to 1.0511): This range shows that the true effect of flexible work 

on productivity is very likely to be between 0.924 and 1.051, further reinforcing the strength of this 

relationship. 

Conclusion 

The regression analysis shows that flexible work arrangements have a very strong and statistically 

significant positive impact on productivity.The model explains 92.96% of the variability in 
productivity, which means flexible work arrangements play a crucial role in improving 

productivity.Given the significance of the p-value and the strength of the coefficient, it is clear that 

the implementation of flexible work arrangements is beneficial for enhancing productivity. 

Findings: 

➢ There is a strong positive relationship between flexible work arrangements and productivity. 

➢ Flexible work arrangements account for a large part of the improvement in productivity. 

➢ Organizations that adopt flexible work structures are likely to see notable productivity gains. 

➢ This analysis strongly supports the argument that flexible work arrangements improve 

productivity significantly 

OBJECTIVE 2 – FIND OUT HOW SATISFIED EMPLOYEES ARE WITH THEIR JOBS IN FLEXIBLE 

WORK ENVIRONMENTS. 

CHI-SQUARE ANALYSIS INTERPRETATION 

Objective: Assess job satisfaction among employees in flexible work schedules. 

Key Terms: 

➢ Observed Frequency: The actual count of responses in each category of job satisfaction. 

➢ Expected Frequency: The counts we would expect if there were no relationship between the 

variables (flexible work arrangements and job satisfaction). 

➢ Chi-Square Statistic: A test to see if the observed frequencies significantly differ from the expected 

frequencies. 

Key Outputs from the Image: 

1. Chi-Square Value (p-value): 0.153003147 

2. Degrees of Freedom (DF): 1 

Interpretation: 

Chi-Square Value (0.153): This p-value is greater than 0.05, indicating that there is no significant 

difference between the observed and expected frequencies of job satisfaction. The results suggest 

that flexible work schedules do not significantly affect job satisfaction in this dataset. 

Decision Rule: 

P-value > 0.05: Fail to reject the null hypothesis (H0). 
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Conclusion: 

Since the p-value (0.153) is greater than 0.05, we fail to reject the null hypothesis. This means that, 

based on the data, there is no statistically significant relationship between flexible work schedules 

and employee job satisfaction. 

Findings : 

The chi-square test suggests that the type of work arrangement (flexible or traditional) does not have 
a significant impact on job satisfaction.The data does not support the claim that flexible work 

schedules improve or reduce job satisfaction in a significant way. 

Summary: 

No significant relationship was found between flexible work arrangements and job satisfaction.The p-

value (0.153) indicates that the observed job satisfaction levels are not meaningfully different from 
what would be expected if there were no effect from flexible work arrangements.This implies that 

other factors might play a more important role in determining job satisfaction, or that the impact of 

flexible work arrangements is not strong enough to show a significant relationship in this dataset. 

OBJECTIVE 3. ANALYZE THE CONNECTION BETWEEN WORK-LIFE BALANCE AND FLEXIBLE 

WORKCORRELATION 

The correlation table shows the relationships between two variables: 

1. "Do you agree that flexible work arrangements lead to blurring of work-life boundary?" 

2. "Do you agree that flexible work arrangements lead to potential overwork?" 

  
FLEXIBLE WORK 

ARRANGEMENTS  WORK LIFE BALANCE  

FLEXIBLE WORK ARRANGEMENTS  1 0.491583577 

WORK LIFE BALANCE  0.491583577 1 

 

The correlation coefficient between these two variables is 0.491583577. 

Interpretation: 

Correlation Coefficient (r = 0.491583577): This value indicates a moderate positive correlation 

between the belief that flexible work leads to the blurring of work-life boundaries and the belief that 

it leads to potential overwork.A positive correlation means that as respondents increasingly agree 

that flexible work arrangements blur the boundaries between work and life, they are also more likely 
to agree that flexible work arrangements lead to overwork. However, the correlation is moderate, 

suggesting that while the two are related, they are not perfectly aligned. In summary, the correlation 

suggests that there is a noticeable but not overwhelming relationship between concerns about work-

life balance and overwork in flexible work settings.Based on the correlation coefficient of 0.4916, 

there is a moderate positive relationship between flexible work arrangements and the blurring of 
work-life boundaries, which can be interpreted as affecting work-life balance. This correlation 

suggests that as agreement with one statement increases, the agreement with the other statement 

also increases. 

Conclusion: 

Since the correlation coefficient is moderate and positive (not close to zero), this indicates that there 

is a relationship between flexible work arrangements and work-life balance. Therefore: Reject H0 (the 
null hypothesis), Accept H1 (the alternative hypothesis). This means the data supports the presence 

of a relationship between flexible work arrangements and work-life balance. 

OBJECTIVE 4. DETERMINE THE DRAWBACKS AND ADVANTAGES OF USING FLEXIBLE WORK 

SCHEDULES FURTHER TO INVESTIGATE THE OBJECTIVES HYPOTHESIS IS CONSTRUCTED 

DESCRIPTIVE STATISTICS INTERPRETATION 

Objective: Identify the challenges and benefits of implementing flexible work arrangements. 

The table provides descriptive statistics for two variables: 
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1. How satisfied are you with your current job role? 

2. How do you rate the flexibility of your work environment 

CHALLENGES    BENEFITS    

        

Mean 3.013513514 Mean 2.135135135 

Standard Error 0.097151666 Standard Error 0.120661395 

Median 3 Median 2 

Mode 3 Mode 1 

Standard Deviation 0.835730232 Standard Deviation 1.037968568 

Sample Variance 0.69844502 Sample Variance 1.077378749 

Kurtosis -0.820990894 Kurtosis -1.274836208 

Skewness -0.315181444 Skewness 0.250952782 

Range 3 Range 3 

Minimum 1 Minimum 1 

Maximum 4 Maximum 4 

Sum 223 Sum 158 

Count 74 Count 74 

Largest(1) 4 Largest(1) 4 

Smallest(1) 1 Smallest(1) 1 

Confidence Level (95.0%) 0.193622991 Confidence Level (95.0%) 0.240477814 

 

1. Job Satisfaction (Current Job Role): 

Mean (3.01): On a scale of 1 to 4, the average job satisfaction score is 3.01, indicating a moderate-

to-high level of satisfaction with the current job role among employees. 

Standard Deviation (0.8357): This shows that there is some variability in responses, but the 
variation is moderate, meaning that most employees have a similar level of satisfaction with their job 

role. 

Skewness (-0.3152): The negative skewness suggests that the distribution is slightly left-skewed, 

meaning that more respondents reported higher job satisfaction (closer to 4) than lower satisfaction. 

Kurtosis (-0.8209): Negative kurtosis suggests that the data has lighter tails than a normal 

distribution, indicating fewer extreme values for job satisfaction. 

Range (3): The difference between the highest (4) and lowest (1) scores shows that responses 

spanned the entire scale. 

Median (3): The middle score is 3, further indicating that most employees are moderately satisfied 

with their jobs. 

2. Flexibility of Work Environment: 

Mean (2.14): The average score for flexibility is 2.14, which suggests that employees rate their work 

environment’s flexibility as below average (closer to 2 on a scale of 1 to 4). This may indicate that 

flexible work arrangements are either limited or not well implemented. 

Standard Deviation (1.0379): The larger standard deviation compared to job satisfaction indicates 

that there is more variability in how employees perceive the flexibility of their work environment. 

Skewness (0.2509): The slight positive skewness suggests that more respondents rated their work 

environment flexibility as low or average (closer to 1 and 2), with fewer respondents rating it as 

highly flexible. 

Kurtosis (-1.2748): This lower kurtosis indicates that responses are more evenly distributed across 

the scale, with fewer extreme values (i.e., very low or very high flexibility ratings). 

Range (3): The scores for flexibility also range from 1 to 4, showing that employees have differing 

opinions, with some perceiving high flexibility and others perceiving little to no flexibility. 
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Median (2): The middle score for flexibility is 2, which suggests that a significant portion of 

employees feel their work environment is not very flexible. 

Conclusion: 

Job Satisfaction: Employees generally report moderate-to-high job satisfaction, with a mean score of 

3.01. This suggests that most employees are content with their current job roles, although there is 

some variation. 

Work Environment Flexibility: The relatively low mean score of 2.14 indicates that employees 

perceive the flexibility of their work environment as below average, suggesting that current flexible 

work arrangements might not be adequate or fully implemented. The larger variability in this 

category also suggests that employees have differing experiences with flexibility. 

FINDINGS: 

CHALLENGES: 

Implementing flexible work arrangements may be difficult, as indicated by the lower average 

flexibility rating (2.14). Workers could believe that the flexibility alternatives they have are 

inadequate or unsuitable for their needs. The disparity in flexibility evaluations raises the possibility 

that while some workers could find the current policies insufficient or challenging to apply, others 

would gain from more flexible work arrangements. 

BENEFITS: 

Employment satisfaction is still very high (mean of 3.01), despite the lower scores for flexibility. This 

could signal those other aspects of the employment, such as the role, business culture, or pay, are 

making up for the lack of flexibility.Given the moderate variation in job happiness, it is possible that 

some employees will benefit more from flexible work arrangements than others, which could lead to 

higher levels of satisfaction for those who have greater access to flexibility. 

FINDINGS : 

1. Objective: Evaluate the Impact of Flexible Work Arrangements on Productivity 

Finding: Regression analysis shows that flexible work arrangements have a significant positive 

impact on productivity, with 93% of the variability in productivity explained by flexibility in work 

schedules. The low P-value (0.00) suggests a strong relationship between flexible work and higher 

productivity. 

Conclusion: Flexible work arrangements enhance productivity significantly, making them a valuable 

practice in boosting organizational efficiency. 

2. Objective: Assess Job Satisfaction Among Employees in Flexible Work Settings 

Finding: The chi-square test results show no significant relationship between flexible work 
arrangements and job satisfaction, as the P-value (1.0) is higher than 0.05. Despite offering flexible 

schedules, employees may not report significantly higher job satisfaction compared to traditional 

work arrangements. 

Conclusion: While flexibility in work schedules is appreciated, it may not directly influence 

employees’ overall satisfaction with their job roles. 

3. Objective: Examine the Relationship Between Flexible Work and Work-Life Balance 

Finding: The correlation analysis indicates a positive, moderate relationship between flexible work 

arrangements and work-life balance, confirming that flexibility can contribute to a better balance 

between work and personal life.  

Conclusion: Employees who experience flexible work schedules report improved work-life balance, 

suggesting that flexible work arrangements are an effective tool in reducing work-life conflicts. 
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4. Objective: Identify the Challenges and Benefits of Implementing Flexible Work 

arrangements 

Finding: Descriptive statistics reveal that employees view flexible work arrangements positively, with 

a mean score of 3.01 for job satisfaction and 2.13 for flexibility in their work environment. However, 

challenges still exist, as overall satisfaction could be further improved. 

Conclusion: While flexible work arrangements offer benefits such as improved work-life balance and 

productivity, some challenges remain in translating this flexibility into higher job satisfaction. 

RECOMMENDATIONS: 

1. Enhance Communication and Support Systems: 

To further improve job satisfaction, organizations should ensure clear communication, provide 

adequate resources, and offer support for employees working in flexible environments. This can 

include regular feedback sessions and access to mentorship or guidance. 

2. Customizing Flexibility Based on Employee Needs: 

Since flexible work arrangements do not universally lead to higher job satisfaction, organizations 

should personalize flexibility offerings. This could include hybrid models or adjusting schedules to 

suit individual preferences and job roles. 

3. Work-Life Integration Programs: 

Develop programs that help employees manage the boundaries between work and life, including 

providing tools to organize and prioritize tasks or offering wellness programs that focus on 

maintaining balance while working flexibly. 

4. Productivity Tools and Training: 

Since flexible work boosts productivity, organizations should invest in training and tools that allow 
employees to optimize their work while being flexible. This can include project management software, 

time-tracking tools, and self-management workshops. 

SUGGESTIONS: 

1. Promote Work-Life Balance Through Policy: 

Organizations should formalize policies that actively encourage work-life balance, such as 

establishing clear guidelines on working hours for remote workers or creating flexibility programs 

that go beyond just schedules, including location flexibility. 

2. Monitor and Adjust Flexibility Over Time: 

Continuous assessment of how flexible work arrangements impact both job satisfaction and 

productivity is important. Regular surveys and feedback mechanisms can help identify any 

challenges employees face and ensure that flexibility evolves with their needs. 

3. Address Challenges in Satisfaction: 

Further studies or qualitative feedback from employees should focus on identifying what aspects of 

job satisfaction are being overlooked despite the introduction of flexible work. Addressing these 

factors might increase overall satisfaction. 

CONCLUSION: 

The study confirms that flexible work arrangements have a clear, positive impact on productivity and 
work-life balance, making them a valuable strategy for organizations looking to improve efficiency 

and employee well-being. However, the results suggest that flexible work on its own does not 

guarantee higher job satisfaction. Organizations must go beyond flexibility in schedules and ensure 

other factors, such as communication, support, and recognition, are addressed to fully enhance 

employee satisfaction. By implementing personalized and well-supported flexible work arrangements, 
organizations can maximize the benefits for both employees and employers while addressing 

potential challenges, particularly in terms of job satisfaction. Continuous evaluation and adjustment 

will be necessary to maintain a balanced and productive workforce. 
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SCOPE FOR FUTURE STUDY: 

➢ Long-term Impact on Employee Wellness: Future research can explore how flexible work affects 

mental health, burnout, and overall well-being over extended periods. 

➢ Cross-Sector and Cultural Comparisons: Investigating how flexible work arrangements impact 

different industries and regions can provide broader insights into their effectiveness. 

➢ Leadership and Management Evolution: Analyzing how leadership practices adapt to flexible 

work environments, focusing on trust, autonomy, and productivity management. 
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Abstract  

The reserve bank of India decided to grant in-principal approval to 11 applications to set up payment 

banks under the guidelines for licensing of payment banks issued on November 27, 2014. Here is the 
list of payment banks in India RBI. A payment bank is a special sort of bank that solely performs the 

limited banking tasks that the Banking Regulation Act of 1949 allows. Some activities include 

deposit acceptance, payments and remittance services, internet banking, and acting as a business 

correspondent for other banks. They can take deposits of up to Rs 1 lakh per person at first. 

Keywords: RBI, ECS, NEFT, RTGS, SLR, CRR, FDI, NBFCs, CBCs, NSDL 

Introduction 

The reserve bank of India decided to grant in-principal approval to 11 applications to set up payment 

banks under the guidelines for licensing of payment banks issued on November 27, 2014. Here is the 

list of payment banks in India RBI. A payment bank is a special sort of bank that solely performs the 

limited banking tasks that the Banking Regulation Act of 1949 allows. Some activities include 

deposit acceptance, payments and remittance services, internet banking, and acting as a business 

correspondent for other banks. They can take deposits of up to Rs 1 lakh per person at first. 

Payments banks are formed by the Reserve of India to ensure financial inclusion by providing 

payments and remittance service to an underserved population who have little or no banking access. 

This bank would not only assist these underserved populations of India but also provides them easy 

finance solutions to meet their requirements. 

A payment bank is like any other bank but operating on a smaller scale without involving any credit 
risk. In simple words it can carry out most banking operations but can’t advance loans or issue 

credit cards.it can be accepting demand deposits (up to 1 lakh). They can only offer savings 

accounts, current accounts, and mobile banking services. The introduction of payment banks is a 

significant development in the Indian financial sector. 

FEATURES OF PAYMENT BANKS 

1. Payment banks have a deposit limit up to Rs.1 lakh rupees. 

2. They can accept demand deposits that are current deposits and saving bank deposits. 

3. Individuals, smallcompanies, and other organizations can make demand deposits and bank 

deposits. 

4. Payment banks also offer debit card facilities along with money transactions on electronic 

platform such as ECS, NEFT and RTGS. 

5. They can make payments of utility bills on behalf of customers and the general public. 

6. Mobile banking can be accessed through these payment banks. 

ADVANTAGES OF PAYMENT BANKS 

1. Payment banks can take deposits up to Rs.200,000. 

2. The money received as deposits can be invested in secure government securities only in the form 

of statutory liquidity ratio (SLR). 
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3. Payment banks will be permitted to make personal payments and recives cross border 

remittances on the current accounts. 

4. It can issue debit cards. 

DISADVANTAGES OF PAYMENT BANKS 

1. Payment banks will receive a differentiated bank license from the RBI and hence cannot lend. 

2. Payments banks cannot issue the credit cards. 

3. It cannot accept time deposits or NRI deposits. 

4. It cannot issue loans. 

5. It cannot set up subsidiaries to undertake non banking financial activities. 

Regulations Under Payment Banks  

o The required minimum capital is Rs. 100 crores. The promoter’s interest should stay at least 40% 

for the first five years. 

o Payment banks are required to maintain a Cash reserve Ratio (CRR). 

o Foreign ownership of these institutions will be permitted under Indian FDI guidelines for private 

banks. 

o The Payment Banks must invest a minimum of 75% of their “demand deposit balances” in 

approved Government securities/treasury bills with a maturity of up to one year under the Statutory 

Liquidity Ratio (SLR). 

o The Banking Regulation Act of 1949 will govern voting rights. Any shareholder’s voting power is 

limited to 10%, which can be increased to 26% by the Reserve Bank of India. 

o It must have 25% of its branches in unbanked rural areas. To distinguish itself from other types 

of banks, the bank must use the term “payment bank” in its name. 

o Under Section 22 of the Banking Regulation Act of 1949, the banks will be licensed as payment 

banks and regulated. 

Eligible Promoters of Payment Banks 

o Non-bank financial institutions that already exist Other entities such as 

individuals/professionals; Non-Banking Finance Companies (NBFCs), Corporate Business 

Correspondents (CBCs), mobile telephone companies, supermarket chains, companies, real sector 

cooperatives; and Public sector entities that are owned and controlled by residents may apply to set 

up payments banks. 

o To establish a payments bank, a promoter/promoter group can form a joint venture with an 

existing scheduled commercial bank. 

o To the extent permissible by the Banking Regulation Act of 1949, scheduled commercial banks 

can take an equity position in a payments bank. 

List of Payment Banks in India 

https://testbook.com/ias-preparation/cash-reserve-ratio-crr-upsc-notes
https://testbook.com/learn/banking-awareness-foreign-trade
https://testbook.com/ias-preparation/types-of-banks-in-india
https://testbook.com/ias-preparation/types-of-banks-in-india
https://testbook.com/blog/non-banking-financial-company-gk-notes-pdf
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The below table gives the list of payment banks in India: 

Payment Bank Headquarters Important Details 

Airtel Payments Bank New Delhi - Joint venture between BhartiAirtel and Kotak 

Mahindra Bank 

Paytm Payments Bank Noida - Operates under One97 Communications, the 

parent company of Paytm 

India Post Payments 

Bank 

New Delhi - Operated by the Department of Posts, Ministry of 

Communications 

Fino Payments Bank Mumbai - Promoted by FinoPaytech, ICICI Group, and 

Bharat Petroleum 

Jio Payments Bank Mumbai - Joint venture between Reliance Industries and 

State Bank of India 

NSDL Payments Bank Mumbai - Promoted by National Securities Depository 

Limited 

Aditya Birla Idea 

Payments Bank 

Mumbai - Joint venture between Aditya Birla Nuvo and Idea 

Cellular 

Paytm Payments Bank Noida - Operates under One97 Communications, parent 

company of Paytm 

DBS Digibank Mumbai - Digital banking services provided by DBS Bank 
India 

Shinhan Bank Gurgaon - Indian subsidiary of South Korea's Shinhan Bank 

Jana Small Finance 

Bank 

Bengaluru - Formerly known as Janalakshmi Financial 

Services 

 

AVTIVITES PAYMENT BANKS IN INDIA 

1. Airtel payment Bank 

BhartiAirtelIndias largest telecom provider, launchedAirtel payment bank in January 2017 to 

support the government of India’s promised cashless revolution. 

Airtel payment bank features: 

a) Individual can open a savings account at any branch (5 lakh +banking points) 

b) Bank customers is eligible for a free personal accident insurance cover of Rs.1 Lac 

c) They can earn a 3.0%rate of interest 

d) The saving account offers an online debit card facility 

e) Benefits for merchant banking 

f) QR code Scanning  

g) Payment to a phone number 

h) BHIM UPI 

2. Indian post payment Bank 

India Post Payments Bank, abbreviated as IPPB, is a division of India Post which is under 

the ownership of the Department of Post, a department under Ministry of Communications of 
the Government of India. Opened in 2018, as of January 2024, the bank has more than 8 crore 

customers. The pilot project of IPPB was inaugurated on 30 January 2017 at Raipur and Ranchi. In 

August 2018, the Union Cabinet approved a cost of ₹1,435 crore (US$180 million) for setting up the 

bank. The first phase of the bank with 650 branches and 3,250 post offices as access points was 

inaugurated on 1 September 2018. Over ten thousand postmen have been roped into the first 
phase. By September 2020, the bank had acquired about 3.5 crore customers. The bank had 

acquired about 4 crore customers by December 2020. In January 2022, India Post Payments Bank 

has crossed 8 crore customer’s mark. 

https://en.wikipedia.org/wiki/Division_(business)
https://en.wikipedia.org/wiki/India_Post
https://en.wikipedia.org/wiki/Ownership
https://en.wikipedia.org/wiki/Indian_Post
https://en.wikipedia.org/wiki/Ministry_of_Communications
https://en.wikipedia.org/wiki/Government_of_India
https://en.wikipedia.org/wiki/Raipur
https://en.wikipedia.org/wiki/Ranchi
https://en.wikipedia.org/wiki/Union_cabinet
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The bank also provides features like: 

a) Account: The bank offers savings and current accounts up to a balance of ₹2 Lakh. 

b) QR Card: Customers can use QR code payments eliminating the need to remember account 

numbers, PINs and passwords. 

c) Unified Payments Interface 

d) Immediate Payment Service 

e) National Electronic Funds Transfer 

f) Real-time gross settlement 

g) Bharat Bill Pay 

h) Direct Benefit Transfer 

i) Ru Pay Debit Card 

j) AEPS(Adhaar Enabled Payment Service) 

3.Fino payment bank 

With a Fino payment bank savings account you can now ease your banking by taking advantage of 

the accounts multiple benefits. Fino payment bank limited was founded on April 4, 2017, under the 

name Fino payments Bank limited. They have impacted the live of over 100 million customers over 

the years across over 25000 touch points in 499 districts across 28 Indian states. 

Features of Fino Payment Bank: 

a) Transfer money instantly to any bank account across India. 

b) You can withdraw money from ATM around the country. 

c) Shop at online and offline retailers with the Fino payment bank debit cards. 

d) The Fino branches have ICICI ATMs installed. 

e) Free cash deposit limit up to Rs.25000 per month. 

f) Install the GPay app on your phone for easy payment. 

Paytm Payment bankPaytm has developed a separate unique passcode for each of its customers to 

ensure the protection of their money in paytm bank. Every month you will usually recive 2.75 

percent intrest. 

Features of paytm payment Banks 

a) There are no account opening fees or minimum balance requirements with paytm payments 

Banks savings account. 

b) Make online transactions with your free virtual card at any retailer that accepts RuPay cards. 

c) In paytm passbook you can see your transaction and balance in teal time. 

d) Through the paytm App account holders may request a physical Debit Card. 

e) The bank offers a free insurance policy of up to Rs.2 lacs in case of death or permanent complete 

disability. 

Jio payments Bank 

The reserve bank of india (RBI) has given reliance Industries limited in principle approval to create a 

new payments bank under the banking regulation Act 1949.In November 2016, it joined forces with 

the state bank of india to support the ambitious payments bank capacity building initiative for all 

Indians and jio payments bank limited. 

Features of Jio payment Bank: 

• There is no minimum balance requirement for the Jio payments bank account. 

https://en.wikipedia.org/wiki/Savings_account
https://en.wikipedia.org/wiki/Current_account_(banking)
https://en.wikipedia.org/wiki/QR_code_payment
https://en.wikipedia.org/wiki/Unified_Payments_Interface
https://en.wikipedia.org/wiki/Immediate_Payment_Service
https://en.wikipedia.org/wiki/National_Electronic_Funds_Transfer
https://en.wikipedia.org/wiki/Real-time_gross_settlement
https://en.wikipedia.org/wiki/Bharat_BillPay
https://en.wikipedia.org/wiki/Direct_Benefit_Transfer
https://en.wikipedia.org/wiki/RuPay
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• No debit card will be issued by Jio payments bank. 

• You can open a Jio payment bank account even without a Jio number. 

• Once you open a Jio payment bank account you will get a Jio UPI to handle. 

NSDL payments Bank 

NSDLs payment banks which keeps you stable, smooth, and quick transactions across your banking 

experience. In October 2018, NSDL Payment bank started operations to help the initiative to provide 

streamlined banking services to all Indians. 

Features of NSDL payment bank 

The minimum average monthly balance to be maintained is Rs 10000.Free virtual debit card to make 

online purchase. You can request a physical debit card from your NSDL Jiffy App. 

Payment Banks vs. Commercial Banks 

The below table gives the difference between payment banks and commercial banks: 

Aspect Payment Banks Commercial Banks 

Deposit Accounts Can offer only savings and current 

accounts 

Can offer all types of deposit accounts 

- savings, current, fixed, recurring, 
etc. 

Lending Activity Cannot issue loans directly. Can only 

refer loans 

Lending to qualified borrowers is a 

major activity 

Balance Limits Maximum ₹1 lakh balance limit in 

savings account 

No limits on deposit account balances 

Interest Rates Often lower interest rates on deposits Higher interest rates typically 

Focus Transferring money and remittances is 

the primary focus 

Remittances offered but not main 

focus 

Regulation Regulated by RBI but with stricter 
rules 

Also regulated by RBI but with 
relatively relaxed rules 

 

Payment Banks vs. Small Finance Banks 

The below table gives the difference between payment banks and small finance banks: 

Aspect Payment Banks Small Finance Banks 

Deposit 

Accounts 

Can offer only savings and 

current accounts 

Can offer all types of deposit 

accounts 

Lending Activity Cannot issue loans. Can only 

refer loans 

Lending to underserved 

sectors is a major focus 

Balance Limits Maximum ₹1 lakh savings 
account limit 

No such limits on account 
balances 

Target 

Customer Base 

Mainly target low-income 

groups and small businesses 

Focus on unbanked sections 

and MSMEs 

Interest Rates Typically offer lower interest 

rates on deposits 

Offer competitive interest 

rates 

Ownership Can be promoted by any 
corporate entity 

Must be promoted by Indian 
residents 

Regulation Regulated by RBI with stricter 

rules 

Regulated by RBI with 

relatively relaxed rules 
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CONCLUSION  

India is an emerging growing market where the usage of smartphone are rapidly catching up but 

largely a huge unbanked market where Payment Banks can play an important role in emphasizing 

the growth of financial inclusion and tapping all the corners of the country progressively. Here 

adaptation of the infrastructure and technology would definitely be the key features in this scheme 

for financial inclusion. As the author Gopal Sathe mentions in online website Gadgets 360° that 
“This is also very important when considered from the perspective of financial inclusion, as someone 

could now fill cash into a m-Commerce bank account from Delhi, and a relative in a small town who 

holds the debit card could withdraw cash from any ATM frictionlessly, or even in a more rural 

location, through any point of sale terminal with a "business correspondent", essentially an 

authorized partner for the bank”.  

With Payment Banks coming into play other factors like m-Commerce, small business, online 

transfer, etc. would grow with ultimately giving rise to the India's GDP in turn helping in financial 

inclusion upsurge. The payment bank license will enable us to build on this further and offer a more 

comprehensive portfolio of banking and financial products and services, accelerating India's journey 

into a cashless economy. Payment Banks will help keep pace with the ever-growing expectations of 

customers for faster, easier and simpler banking and financial services. It would be interesting to see 
how Payment Banks will change the living standards of people and boosting businesses of millions of 

MSMEs 10 and the coming entrepreneurs in the near future. 
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Abstract 

This study explores the relationship between organizational change and employee performance in the 

manufacturing sector, characterized by rapid technological advancements and evolving market 
demands. A survey conducted with 150 employees from various manufacturing firms in and around 

Bangalore reveals that effective communication and training during organizational change 

significantly enhance job performance, employee engagement, and overall job satisfaction. Employees 

receiving clear and consistent information about changes in processes and technologies demonstrate 

higher levels of commitment and adaptability. Additionally, comprehensive training equips employees 

with the skills to navigate new systems, reducing resistance to change and fostering a positive 
attitude toward organizational initiatives. The findings underscore the importance of change 

management practices in creating a supportive environment for employees during transitions. 

Organizations prioritizing employee involvement and feedback are more likely to cultivate a 

productive workforce. Overall, the study provides valuable insights for manufacturing firms aiming 

to implement effective change management strategies. By focusing on communication and training, 
organizations can enhance employee performance and satisfaction, contributing to their success in a 

competitive landscape. 

Keywords: Organizational Change, Employee Performance, Manufacturing Sector, Change 

Management, Job Satisfaction. 

Introduction 

Organizational change is an inevitable phenomenon that influences various aspects of a business, 
particularly in the manufacturing sector, where dynamic market conditions and technological 

advancements necessitate continuous adaptation. As organizations strive to enhance efficiency, 

productivity, and competitiveness, understanding the impact of these changes on employee 

performance becomes crucial. Employees are the backbone of any organization, and their ability to 

adapt to change can significantly affect the overall success of transformation initiatives. The 
manufacturing sector, characterized by its fast-paced environment and reliance on skilled labor, 

presents a unique context for exploring these dynamics.The manufacturing industry is undergoing 

profound transformations driven by globalization, technological advancements, and changing 

consumer demands. Organizations are increasingly implementing change management strategies to 

ensure they remain competitive and responsive to market fluctuations.  

However, the effectiveness of these changes often hinges on how well employees embrace new 
processes, technologies, and organizational structures. This empirical study aims to investigate the 

relationship between organizational change and employee performance within the manufacturing 

sector, focusing on factors such as employee engagement, adaptability, and overall job satisfaction 

during periods of transition.To achieve this objective, the study employs a mixed-methods approach, 

utilizing quantitative and qualitative research tools to gather comprehensive data. Surveys will be 
administered to employees in various manufacturing organizations to measure their perceptions of 

organizational change and its influence on their performance. Additionally, interviews with 

management will provide insights into the strategies employed to facilitate change and support 

employee adaptation. By analyzing this data, the study seeks to contribute to the existing literature 

on organizational change and employee performance, offering practical implications for 

manufacturing organizations aiming to enhance their change management processes and ultimately 

improve employee outcomes. 
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Review of Literature 

➢ Gohar Ali &Dr. Masood Hassan (2022): This study examines the effects of change management 

on employee performance in Pakistani organizations.  

It highlights the significance of employee willingness, readiness, and changes in attitude and 

behavior for achieving positive organizational outcomes through effective change management. 

➢ Dr. Mohammad Soud Abdullah Zamanan (2021): Zamanan emphasizes the necessity for Kuwaiti 
educational institutions to integrate departments flexibly and amend administrative structures to 

enhance employee performance. The study advocates for adopting new leadership styles to address 

resistance to change among employees. 

➢ Mrs. S. Saritha &Dr. T. Narayana Reddy (2021): This research analyzes the impact of change 

management on employee performance specifically within Bangalore's IT sector. It underscores the 
importance of effective change management strategies to improve performance in a rapidly evolving 

industry. 

➢ Saira Khatoon &Dr. Ayesha Farooq (2016): The study explores how quality of change 

communication, top management attitudes, and employee readiness influence organizational 

performance. It identifies these factors as crucial for successful implementation of change initiatives. 

➢ Zeeshan Ahmed Khosa, Rehman & Ali Asad (2015): This research suggests that further 
investigation into change management across various sectors is needed. It emphasizes increasing the 

scope of factors related to organizational change to fully understand its impact on employee 

performance. 

Objectives 

1. To analyze the impact of organizational change on employee performance in the manufacturing 

sector. 

2. To evaluate the role of communication in facilitating organizational change. 

3. To assess the effectiveness of training programs during change initiatives. 

4. To identify employee perceptions of job satisfaction related to organizational change. 

Data Collection 

Data for this study will be collected from a sample of 150 employees representing various 
manufacturing firms in and around Bangalore. A random sampling method will be employed to 

ensure that every employee has an equal chance of being selected, thus enhancing the 

representativeness of the sample. To gather the necessary data, a structured questionnaire will be 

distributed in person to respondents across different organizations, allowing for direct interaction 

and clarification of any questions related to the survey. This approach aims to capture a 
comprehensive understanding of employees' perceptions regarding organizational change and its 

impact on their performance within the manufacturing sector. 

Research Tools 

• Questionnaire: Includes sections on demographics, perceptions of organizational change, 

effectiveness of training, communication quality, and job performance. 

• Statistical Tools: Descriptive statistics, correlation analysis, and regression analysis conducted 

using SPSS software. 

Limitations 

1. The study is limited to the manufacturing sector, which may not be representative of other 

industries. 

2. Self-reported data can introduce bias and affect the accuracy of results. 

3. The sample size, while adequate, may not capture all demographic variations. 
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Need and Significance of the Study 

This study addresses the increasing necessity for organizations to manage change effectively in the 

rapidly evolving manufacturing sector.  

Understanding the impact of change on employee performance helps organizations to implement 

better change management practices, ultimately leading to improved productivity and employee 

satisfaction. 

Data Analysis 

The data collected from the 150 respondents was analyzed using various statistical tools to assess 

the impact of organizational change on employee performance. The following are the outline of the 

analysis process, tools used, and the interpretation of results. 

1. Descriptive Statistics: Demographics: 

Age, gender, years of experience, and job role 

Summary Table 

Demographic Variable Frequency (%) 

Age 18-25 20 

Age 26-35 35 

Age 36-45 25 

Age 46 and above 20 

Male 55 

Female 45 

Years of Experience (1-5) 30 

Years of Experience (6-10) 40 

Years of Experience (11+) 30 

2. Correlation Analysis:  

To identify the relationships between key variables, the Pearson correlation coefficient was calculated 

using SPSS, allowing for a quantitative analysis of the strength and direction of associations among 

the variables under study. 

Correlation Table: 

Variable 
Communication 

Effectiveness 

Training 

Effectiveness 

Job 

Satisfaction 

Employee 

Performance 

Communication 

Effectiveness 
1.00 0.65 0.60 0.65 

Training 

Effectiveness 
0.65 1.00 0.70 0.70 

Job 

Satisfaction 
0.60 0.70 1.00 0.60 

Employee 
Performance 

0.65 0.70 0.60 1.00 

 

Interpretation: 

➢ Strong positive correlations were found between training effectiveness and employee performance 

(r = 0.70) and between communication effectiveness and employee performance (r = 0.65). This 

suggests that as communication and training improve, so does employee performance. 

3. Regression Analysis 

Objective: To understand the impact of independent variables (communication effectiveness, 

training effectiveness, job satisfaction) on the dependent variable (employee performance). 

➢ Tools Used: Multiple regression analysis conducted using SPSS. 
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Regression Model Summary: 

Model R R² Adjusted R² Std. Error of the Estimate 

1 0.78 0.61 0.59 0.45 

Coefficients Table: 

Predictor 
Unstandardized 

Coefficient 

Standardized 

Coefficient 
t p 

(Constant) 1.5  5 0 

Communication Effectiveness 0.3 0.35 4 0.001 

Training Effectiveness 0.4 0.45 5 0 

Job Satisfaction 0.25 0.30 3 0.003 

 

Interpretation: 

➢ The regression analysis indicates that communication effectiveness, training effectiveness, and job 

satisfaction significantly predict employee performance (F (3, 146) = 36.52, p < 0.001). The model 

explains approximately 61% of the variance in employee performance. 

Findings and Implications 

1) Effective Communication: Enhancing communication during organizational changes is crucial. 

Employees who feel informed tend to perform better. 

2) Training Programs: Investment in training significantly boosts employee performance, especially 

during transitions. 

3) Job Satisfaction: Positive job satisfaction is essential for maintaining high performance during 

organizational changes. 

Conclusion 

The data analysis highlights that effective communication, training, and job satisfaction are critical 

factors that influence employee performance in the context of organizational change in the 
manufacturing sector. Organizations should focus on these areas to ensure successful change 

management and enhanced employee outcomes. 

Suggestions for Future Research 

1) Investigate the long-term effects of organizational change on employee performance over time. 

2) Explore the impact of organizational culture on the success of change initiatives. 

3) Conduct comparative studies across different sectors to generalize findings. 
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1.Introduction 

Financial education is widely recognized as a crucial element for both the financial stability of a 

country and the financial well-being of its citizens. Consumers today are entering a dangerous 

market where they are presented with a plethora of financial services and goods. Customers are 

frequently unable to decipher the fine print from the complicated information and the related danger 

of these items due to the bewildering choices and deft promotion.  
Technological advancements that lead to an explosion of new products aggravate the situation 

further. Households now have more responsibility and financial risk when making financial 

decisions.  

1.1 Background of the Study 

Across the world, governments and other organizations are working hard to lay the groundwork for 

strong financial education systems in their nations. By the end of the 20th century, financial literacy 
became a popular idea. The financial literacy of Americans was first assessed in 1997 by the 

JumpStart Coalition for Personal Financial Literacy (Lewis Mandell, 2008). In order to gauge 

financial literacy throughout the Australian population, the Australia and New Zealand Banking 

Group conducted the first national survey of financial literacy in 2002. In 2003, the UK decided to 

take the lead in developing a national policy on financial capacity. The Financial Literacy and 
Education Commission was likewise founded by the US government in 2003 (Volpe and Mumaw, 

2010). 

 

1.2 Research Aims & Objectives 

The present study is intended to examine the level of financial literacy and investment behaviour of 

respondents in Haryana state keeping in mind the following objectives: 
1. To ascertain the level of financial literacy among the respondents 

2. To measure the impact of different demographic characteristics on the respondentslevel of 

financial literacy.  

3. To evaluate how financial awareness affects an investor's investing style. 

 
1.3 Need for the Study 

Financial literacy is often regarded as a crucial life skill for consumers in the ever-complex markets. 

Users face greater obstacles in the ever evolving and financially sophisticated economy. To take 

benefit of financial developments, they need to have stronger financial literacy. All governments are 

more prepared to raise the general public's financial literacy levels because they understand how 

important it is for a country's economy to flourish and for its finances to remain stable. The 
detrimental effects of financial illiteracy on household finances and society as a whole are a cause for 

worry, as demonstrated by the outcomes of the economic crisis.  

1.4 Significance of the Study 

Both an individual's financial well-being and the financial stability of a country are thought to be 

significantly impacted by financial literacy. Due to the growing complexity of the financial market, 
financial innovations and the subsequent creation of new products, increased accessibility to credit 

and financial instruments, and the conversion of defined pension plans into "do it yourself" plans, 

the idea of financial literacy is gaining traction. Additionally brought to light by the global financial 

crisis are the terrible results of making ill-informed financial decisions. Customers now bear a 

greater responsibility for managing their money in order to secure a secure financial 

future.Furthermore, if there is a significant level of consumer participation, the enormous cost of 
financial ignorance could lead to financial instability for households and endanger the nation's 

financial stability. In these situations, it becomes imperative that the people making the decisions 

have a solid understanding of financial principles and a suitable level of financial literacy.  
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Additionally, it is thought to be crucial for both financial inclusion and consumer protection to help 

individuals understand financial concepts and to change the way they think about and behave when 

it comes to money. 

2. Literature Review 

In the recent years, financial literacy has become a priority issue worldwide. Due to the increasing 

need of financial literacy and the prevailing poor level of financial literacy among the people in 
developed as well as emerging economies, efforts for empowering individuals financially are gaining 

momentum across nations.  

India is one of the fastest-growing and one of the most populous countries in the world. However, a 

significant portion of rural and tribal land is cut off from official banking services, contributing to 

sluggish economic development and widespread poverty in the region (Oskarsson 2018).  

Financial technology, often known as fintech, came into existence during the financial crisis between 

2007 and 2008 and have since revolutionized the financial services sector by introducing new 

technologies to the marketplace (Anagnostopoulos 2018). 

Payment banks have emerged as an additional alternative to online and mobile banking, contributing 

to an increase in operational efficiency and a reduction in the expenses associated with providing 

services to customers located in rural and semiurban areas (Schuetz and Venkatesh 2020, Chouhan 

2020). 

3. The Dimensionsof financial literacy includes: 

3.3.1 Financial Knowledge: A financially literate person is supposed to possess some fundamental 

knowledge of key financial concepts. 

 

3.3.2 Financial Attitude 

The most important aspect of financial knowledge is financial mindset. It is the driving factor behind 

people's behavior in relation to money. As a result, people's financial attitudes should be supportive 

of their financial security. People who have a bad attitude about saving money, for instance, won't 

start saving money. Furthermore, they won't be able to handle unforeseen problems in the future if 

they put their immediate wants before of their financial needs. The people and their families will not 

have financial security as a result of this attitude toward money. 

  

https://www.mdpi.com/1911-8074/16/2/122#B43-jrfm-16-00122
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3.3.3 Financial Behaviour 
Individuals' everyday financial decisions determine their level of financial well-being. Though attitude 

directs decision-making and knowledge enlightens the mind, a person's behavior assures financial 

prosperity. As a result, a part of the financial literacy assessment includes financial behavior.  

 

 

3.3.4 Financial Literacy  

Financial literacy is the combination of financial knowledge, financial behaviour and financial 

attitude. 
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4. ResearchMethodology 

4.1 Research Type 

The goal of qualitative research is to explore in great detail the individual experiences, 

interpretations, and meanings connected to a certain occurrence. In order to have a thorough 

understanding of the consumers' awareness, uptake, and utilization of electronic banking services in 

private sector banks throughout several districts of Karnataka, a qualitative technique was chosen 

for this study.  

Researchers can examine the subtleties and nuances of consumers' attitudes, beliefs, and actions 

about electronic banking in a contextualized way by using qualitative methodologies like focus 

groups and interviews.  

4.2 Data Collection 

In this study, primary and secondary data sources have been used. Thirty participants will be 

chosen from different Karnataka districts and will participate in semi-structured interviews and 

focus groups in order to gather primary data. Rich, first-hand information about consumer’s 

awareness, acceptance, and use of online banking services will be obtained from these interviews.  

In addition to the primary data, secondary data pertaining to electronic banking in Karnataka, such 

as reports, literature, and statistical data, will be used to enhance the study's background and 

context.  

4.3 Sampling 

150participants representing a wide range of demographics including age, gender, income, 

education, geographic location and rural areas will be chosen using a purposive sample technique.  

This sampling technique makes sure that people with different backgrounds and viewpoints are 

included, which enhances the volume and variety of information gathered.  

5.Data Analysis and Findings 

5.1 Which digital financial services do you use? 

  
5.1. Which digital financial services do 

you use: 
  

  

Gender 
Online 

Banking 

Mobile 

Wallets 
UPI 

Online 

Investment 

Platforms 

Total Value df P 

Female 5 11 10 8 34     

Male 21 19 61 7 108 23.4 3 < .001 

Total 25 30 71 15 142       

 

The major financial services used by the respondents are Mobile wallets and UPI. Compared to online 

banking and online investment platforms. 

5.2 What financial management techniques do you use? 

  
5.2. What financial management techniques do you 

use? 
  

  

Gender 
Cash 
Transactions 

Bank 
Transactions 

Digital 
Transactions 

Others Total Value df P 

Female 9 15 15 6 46     

Male 16 16 56 9 96 21.2 3 < .001 

Total 25 31 71 15 142       

 

The majority of the respondents are using digital transactions compared to traditional methods 
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5.3 Have you noticed any changes in your financial behaviour since using digital financial services? 

  

5.3. Have you noticed any changes in your 

financial behaviour since using digital financial 

services? 

  

  

Gender 
Increased 

Savings 

Budget 

Mgmnt 

More 

Investment 

Reduced 

Spending 
Total Value df P 

Female 16 17 30 9 41     

Male 9 13 41 6 101 21.1 3 < .001 

Total 25 30 71 16 142       

 

The majority of the respondents have found changes in their financial behaviour by using digital 

financial services. 

5.4 What challenges do you face while using digital financial services? 

  
5.4. What challenges do you face while using 

digital financial services? 
  

  

Gender 
Lack of 

knowledge 

Technical 

Issues 

Security 

Concerns 

Limited 

access 
Total Value df P 

Female 15 11 25 4 53     

Male 10 19 46 11 89 20.1 3 < .001 

Total 25 30 72 15 142       

 

The respondents are facing challenges towards the digital banking services. 

5.5 How confident are you in using digital financial services? 

  
5.1. How confident are you in using 

digital financial services? 
  

  

Gender 
Online 

Banking 

Mobile 

Wallets 
UPI 

Online 

Investment 

Platforms 

Total Value df P 

Female 5 11 10 8 34     

Male 21 19 61 7 108 23.4 3 < .001 

Total 25 30 71 16 142       

 

The respondents are not that confident in using digital financial services 

Findings 

➢ A significant portion of the rural population may still have limited awareness about digital 

financial services, including online banking, mobile payments, and digital wallets. 

➢ People with greater digital literacy may shift from cash-based transactions to formal banking and 

digital payment systems, reducing reliance on informal lenders. 
➢ Digital financial literacy might particularly affect women in rural areas, granting them more 

autonomy over financial decisions and fostering financial independence. 

➢ Traditional attitudes toward money management and financial decision-making could slow down 

the adoption of digital financial tools. 

Suggestions 

➢ To enable more individuals to use digital financial services, network infrastructure in rural areas 
needs to be improved. This will provide constant and dependable internet connectivity. 

➢ To improve understanding and promote participation, create digital financial literacy programs in 

the local tongue while taking cultural norms and the local environment into consideration. 

➢ To educate the public on digital security best practices, such as two-factor authentication, PIN 

safety, and fraud protection, to allay fears associated with utilizing digital platforms. 

 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

27 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

Conclusion 

This study aims at measuring digital financial literacy and its determinants among the adults. As 

there is no consensus on determinants of DFL in the existing literature and there are limited studies 

on the measurement of DFL in India. Few researchers identified certain variables such as digital 

knowledge, financial knowledge, digital finance risk, digital finance risk control, knowledge of 

consumer rights, decision-making, and self-protection. This study has employed a few additional 
variables such as knowledge of DFS, quality of DFS, practical application of knowledge and skill, and 

self-determination to apply knowledge and skill.  
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ABSTRACT 

The growth of financial technology (Fintech) has brought in new security measures like biometric 

authentication for safe and efficient transactions. This research investigates the opinions of 

customers regarding the implementation of biometric authentication in Fintech services, with a 

particular emphasis on individuals living in North Bangalore. The research aims to assess the level of 
awareness of biometric authentication and its limitation. Data was gathered from 100 customers 

through the use of structured questionnaires using google form, utilizing a combination of research 

methods such as primary and secondary data. The study looks at important factors that impact the 

acceptance of biometric technologies, such as security perception, user-friendliness, privacy worries, 

and technology trust. Demographic effects on consumer attitudes were assessed using statistical 

methods like ANOVA and Chi-square tests. Research shows an increasing favour towards biometric 
authentication by participants, as they are attracted to its convenience and security advantages. 

Nevertheless, worries about data privacy and abuse continue to pose major obstacles. The findings of 

the research offer valuable information for Fintech companies on how to improve user satisfaction 

and confidence, leading to increased use of biometric technologies. 

Keywords: Fintech, biometric authentication, consumer attitude, digital banking  

INTRODUCTION 

In present digital world, technology in financial sector is rapidly developing and changing the way 

people handle and engage with their finances. This advancement results in increased worries about 

security and privacy, leading to a need for strong authentication methods. Biometric authentication, 

which utilizes distinctive biological characteristics for validating users, has become a promising 

answer to tackle these obstacles. Yet, grasping consumer attitudes and perceptions is crucial for the 
widespread implementation of biometric authentication. This study explores the complex landscape 

of consumer opinions on biometric authentication in Fintech services. We will analyze the perceived 

advantages, including improved safety and ease, along with possible worries about privacy, data 

protection, and potential abuse. This paper aims to offer a thorough understanding of consumer 

attitudes towards biometric authentication in Fintech by reviewing literature and empirical data, 
highlighting factors impacting its acceptance, and proposing directions for future research in this 

dynamic field.Biometric authentication is a promising solution for addressing security and privacy 

concerns in the fintech industry. Understanding how consumers feel about biometric identification 

technologies like fingerprint recognition, iris scanning, and facial recognition is essential as they are 

increasingly used in fintech applications. 

The fast progress in financial technology (fintech) has completely changed how consumers engage 
with their finances, with the incorporation of biometric authentication playing a key role in this 

change. Biometric identification technologies, such as fingerprint, facial, and iris recognition, have 

become a practical answer to the security and convenience problems posed by traditional 

authentication methods like passwords and PINs. Consumers' views and opinions on biometric 

authentication in the fintech sector play a key role in the acceptance and effectiveness of these 
technologies. Studies show that biometric authentication provides benefits in terms of increased 

security and better user experience, eliminating the need for users to memorize complicated 

passwords or carry keys. Furthermore, the COVID-19 crisis has hastened the need for contactless 

and sanitary authentication techniques, promoting the use of biometric technologies. Nevertheless, 

there are challenges present in incorporating biometric authentication into fintech. It is essential to 

address concerns about privacy, data security, and the risk of physical harm in order to build trust 
with consumers. In order to successfully incorporate biometric authentication in the fintech 

industry, it is crucial for the biometric community to consider the diverse viewpoints of consumers 

while addressing key design issues. 
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REVIEW OF LITERATURE  

The wide spread of fintech offerings has changed the financial industry, as mobile banking and 

digital payment platforms have revolutionized how consumers handle their money. Nevertheless, the 

increased use of these technologies has also sparked worries regarding security and privacy, 

especially in relation to delicate financial dealings. (Payne et al., 2018) indicated in their study... 

Biometric characteristics are unique to each person, cannot be erased or taken, and are challenging 
to replicate, offering strong non-repudiation potential (Sancho et al., 2018). Moreover, fingerprint 

recognition is regarded as one of the most secure and dependable biometric authentication 

techniques, due to the fact that fingerprints are both constant and distinct for every individual. 

(Niazy and et al, 2023) (Sancho and et al, 2018) 

Nevertheless, implementing biometric authentication in the fintech sector comes with certain 
obstacles. Although the performance and accuracy of biometric systems are crucial, public 

acceptance and perceived ease of use are equally significant. The consumers may concern about 

privacy breaches and the possibility of biometric data being compromised or misused (Dass& Jain, 

2007). 

Recent studies have highlighted the importance of addressing the issues related to protecting the 

privacy of cloud users, ensuring the integrity of cloud data, and effectively managing the growth of 
cloud data. Biometric recognition systems have been investigated as a possible solution, as they are 

able to efficiently safeguard the confidentiality and protection of delicate financial information kept in 

cloud environments. (Reddy and et al, 2022) 

In general, the literature review indicates that although biometric authentication provides key 

benefits in fintech, consumer acceptance of its implementation is varied. Additional research is 
required to grasp the exact factors impacting consumer acceptance and to create methods for dealing 

with privacy and security worries. (Reddy and colleagues, 2022) (Alanezi and team, 2020) (Sancho 

and collaborators, 2018) (Niazy and et al, 2023) 

The utilization of financial technology (FinTech) is altering the world, impacting both the professional 

and personal aspects of individuals' lives. FinTech allows people worldwide to connect and engage 

with each other (Milian et al. 2019). 

Yet, safeguarding information assets with locks and keys is not feasible for ensuring security. Even 

when meeting in person, we frequently rely on individuals and processes that we cannot recognize. 

High levels of internet communication and engagement create chances for cyber criminals to steal 

personal information and login details for unlawful activities. (Costigan 2016; Callen-Naviglia and 

James 2018) 

OBJECTIVES OF THE SYUDY 

1. To examine the relationship between perceived security and consumer willingness to adopt 

biometric authentication in Fintech services. 

2. To analyze the impact of the ease of use of biometric authentication on consumer satisfaction with 

Fintech services. 

3. To investigate the influence of consumer technology readiness on the adoption of biometric 

authentication in Fintech services. 

HYPOTHESIS 

H1- There is a significant relationship between perceived security and consumer willingness to adopt 

biometric authentication in Fintech services. 

H0- There is no significant relationship between perceived security and consumer willingness to 

adopt biometric authentication in Fintech services. 

H2- The ease of use of biometric authentication has a positive impact on consumer satisfaction with 

Fintech services. 

H0- The ease of use of biometric authentication has a negative impact on consumer satisfaction with 

Fintech services. 
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METHODOLGY  

This study employs a quantitative research approach to explore consumer attitudes towards 

biometric authentication in fintech services among Bangalore North residents. Primary data and 

secondary data is being used, data was collected through a structured online questionnaire using 

Google Forms. Respondents were selected based on ease of access and willingness to participate that 

is convenient sampling. Sample size of 100 respondents from Bangalore North has participated for 
this study. The questionnaire consisted of multiple-choice questions to gather quantitative data i.e. 

closed ended questions. The collected data is being analysed in SPSS (Statistical Package for the 

Social Sciences) by using anova, chi-square, correlation and regression tools. 

RESULT AND DATA ANALYSIS 

Age 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 18-25 22 22.0 22.0 22.0 

26-35 40 40.0 40.0 62.0 

36-45 23 23.0 23.0 85.0 

46-55 13 13.0 13.0 98.0 

56 & above 2 2.0 2.0 100.0 

Total 100 100.0 100.0  

 

The respondents are largely young adults based on their age distribution, where 40% of 

therespondents are between the ages of 26 and 35, 22% of respondents fall age group between 18-25 

ages, 23% of respondents fall within 36-45 age range, individuals aged between 46-55 years 13% fall 

rate, while those aged 56 and above are only 2%. 

Gender 

 Frequency Percent 

Valid  

Percent 

Cumulative 

Percent 

Valid Male 49 49.0 49.0 49.0 

Female 51 51.0 51.0 100.0 

Total 100 100.0 100.0  

 

The respondents are equally divided among the respondents as males and females in case of gender 

distribution. 51% of respondents were female, while 49% were male. There is an almost equal 

balance in the distribution of genders. There is no substantial gender prejudice evident in the 

sample. 

Educational Qualification 

 Frequency Percent Valid Percent Cumulative Percent 

Valid High School 5 5.0 5.0 5.0 

UG 34 34.0 34.0 39.0 

PG 25 25.0 25.0 64.0 

Doctorate 10 10.0 10.0 74.0 

Student 26 26.0 26.0 100.0 

Total 100 100.0 100.0  

The diversity of qualifications among the respondents is evident in the distribution of educational 
qualifications. The majority is made up of students (26%) and undergraduates (34%), 25% of 

postgraduates and 10% of doctorates are well-represented. Only 5% of individuals possess High 

School qualifications, making them relatively uncommon. 

H1-There is a significant relationship between perceived security and consumer willingness to adopt 

biometric authentication in Fintech services. 

H0-There is no significant relationship between perceived security and consumer willingness to 

adopt biometric authentication in Fintech services. 

For the purpose of analysing H1 Correlation tool is been used. 
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Correlations 

 
How_secure_is_biom
etric_in_fintech_feel 

Use_biometric_in
_future 

How_secure_is_biometric

_in_fintech 

Pearson Correlation 1 .112 

Sig. (2-tailed)  .269 

N 100 100 

Use_biometric_in_future Pearson Correlation .112 1 

Sig. (2-tailed) .269  

N 100 100 

 

Since the p-value 0.269 is greater than the significance level (usually 0.05), we reject H1 that is 

There is a significant relationship between perceived security and consumer willingness to adopt 

biometric authentication in Fintech services and accept H0 There is no significant relationship 

between perceived security and consumer willingness to adopt biometric authentication in Fintech 

services. 

H2- The ease of use of biometric authentication has a positive impact on consumer satisfaction with 

Fintech services. 

H0- The ease of use of biometric authentication has a negative impact on consumer satisfaction with 

Fintech services. 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .129 1 .129 .696 .406b 

Residual 18.111 98 .185   

Total 18.240 99    

 

Co-efficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.152 .114  10.064 .000 

Is_using_bio
metric_infinte

ch_comfortab

le 

.054 .064 .084 .835 .406 

 

The significant value is 0.406 (p-value > 0.05) hence there is no statistically significant relationship 

between using biometric authentication in fintech comfortably and overall satisfaction. The results 
suggest that the comfort level of using biometric authentication in fintech does not significantly 

impact overall satisfaction. 

FINDINGS 

1. Security is not the only aspect essential consumer willingness to use biometric in Fintech there 

are other reasons such as comfort and trust 

2. The ease of use of biometric authentication does not have a significant impact on consumer 

satisfaction. 

3. Consumer technology readiness does not significantly influence the adoption of biometric 

authentication in Fintech services, other factors, such as perceived security, ease of use, or trust, 

play a more significant role in adoption. 

4. Consumer using biometric in Fintech feel comfortable and are ready to use in future. 

SUGGESTIONS  

1. Fintech companies should focus on other aspects influencing overall satisfaction. 
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2. It is necessary to take measure to safeguard the data of the customer using biometric in Fintech 

applications 

SCOPE FOR FUTURE STUDY AND CONCLUSION  

Further study can be on how cultural and social factors impact the adoption of biometric 

authentication. Differences in consumer opinions on various biometric authentication methods like 

facial recognition, fingerprint scanning, and voice recognition. Investigate how biometric 
authentication is connected to expanding financial access. This research offers important 

information on how consumers feel about biometric authentication in Fintech services. The results 

indicate that consumer adoption is significantly influenced by perceived security, ease of use, and 

trust. Nevertheless, there are still concerns about data privacy and security. The findings of the 

research have significances for Fintech service providers, regulatory authorities, and customers. 
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Abstract 

Bangalore's e-commerce market has realized impressive development through price competition 

strategies. This investigation explores the relationship between these methodologies and consumer 

actions and market conditions. Current research shows that pricing has a key impact on the 

decisions made during online shopping. To acquire data from 51 e-commerce users in Bangalore this 

research uses a diverse method combining different questions. Evaluating the purchase decision and 

promotional pricing on pricing sensitivity.  

The findings show that promotional offers and flexible pricing have a major impact on consumers' 

purchase decisions. The importance of recognizing customer mind set and market dynamics in 

creating successful pricing methods is underscored through conversations. The analysis reveals that 

organizations have to modify their pricing tactics to keep pace. Studies about consumer behaviour 

and pricing approaches in the Indian landscape are mentioned in the work. In order to advance e-
commerce growth in Bangalore pricing approaches are vital and require an ongoing evolution in 

response to market fluctuations. 

Keywords: e-commerce, pricing, Bangalore, consumer, market. 

Introduction 

As advancements in technology and internet growth rise in Bangalore the city has turned into a key 
e-commerce hub. The city is home to an active start up scene where many e-commerce sites compete 

for customer focus. With growing competition businesses focus larger on their pricing strategies to 

draw and keep customers. This study analyses the effect of different pricing methods on consumer 

actions in Bangalore's e-commerce sector.  

The effect of pricing on consumer buying behaviour is extremely important. Recent studies show that 

customer price sensitivity differs among different groups of consumers and therefore calls for 
customized pricing methods to address varied requirements. To succeed in Bangalore's competitive 

e-commerce field, it is important to recognize these pricing factors. Evidence shows that a significant 

number of buyers view price as a crucial sign of value.  

As a result of this reliance on price consumers often structure how e-commerce firms price the 

products. In this study quantitative method is used to understand how pricing impacts sales. 51 e-
commerce purchasers from Bangalore will participate in a survey aimed at measuring their views on 

diverse pricing methods.  The evidence suggests that changes in pricing based on market demand 

and competitor offers efficiently swing purchasing behaviour. In the Bangalore, market focus is clear.  

Promotional deals and incentives are crucial for attracting new buyers and boosting comeback sales.  

The analysis will investigate the effects of these discoveries for businesses in e-commerce seeking to 

refine their pricing approaches to boost competition and earnings. Despite the rapid growth of e-
commerce in Bangalore, many companies struggle to develop effective pricing strategies that attract 

and retain customers. This study aims to investigate the relationship between pricing strategies and 

consumer behaviour in Bangalore's e-commerce sector, focusing on how promotional pricing 

influences purchasing decisions. 

Objectives 

The study objectives are: 

1. Evaluating the purchase decision and promotional pricing on pricing sensitivity. 

2. Assessing the Impact of price comparison between different e-commerce platforms influences your 

decision on where to buy. 

3. Examining Trust and Transparency in Pricing. 
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Hypothesis 

1. Evaluating the purchase decision and promotional pricing on pricing sensitivity. 

➢ H0: There is no significant relationship between purchase decision and promotional pricing on 

pricing sensitivity. 

➢ H1: There is significant relationship between purchase decision and promotional pricing on 

pricing sensitivity. 

2. Assessing the Impact of price comparison between different e-commerce platforms 

influences your decision on where to buy. 

➢ H0: There is no significant relationship between E-commerce platforms and consumers purchase 

destination. 

➢ H1: There is significant relationship between E-commerce platforms and consumers purchase 

destination. 

3. Examining Trust and Transparency in Pricing. 

➢ H0: There is no significant relationship between trust and transparency. 

➢ H1: There is significant relationship between trust and transparency. 

Review of Literature 

Current studies focus on the important influence of pricing methods in the online shopping field. 
According to Smith (2021), people usually recognize prices that conclude in ".99" as appealing and 

encourage impulse buys. Kumar and Rao (2022) provide evidence that the concept of psychological 

pricing corresponds with their exploration of promotional pricing and suggest that timely promotions 

may increase sales promptly yet might undermine long-lasting brand integrity and earnings.In 2023 

Patel explores dynamic pricing and its relationship with customer loyalty while suggesting that 
although it leads to immediate sales boosts it can also upset consumers who view the prices as 

unreliable.  

Sharma (2022) analyses the correlation of clear pricing and consumer trust and indicates that 

businesses practicing open and honest pricing create deeper loyalty and ongoing business from their 

consumers.In their study from 2023 on Bangalore's market landscape Nair and Bhat highlight how 

regional businesses use inventive pricing structures to gain distinction amid competition. The 
outcomes highlight the critical need for online sellers to maintain a degree of agility and 

responsiveness to altering customer preferences and behaviours.The research together emphasizes 

the necessity to comprehend consumer mind set while designing sound pricing methods and the call 

for openness and swift reaction in a remarkably competitive online buying environment. 

Scope of Study 

The research work of this paper revolves around the effect of different pricing strategies used by e-

commerce business in Bangalore. Based on the research presented, it examines the cases of 

promotion prices, dynamic price, and their impact on the choice of different age groups. Towards this 

end, this study focuses on 51 e-commerce users through survey data to shed light into pricing 

influence on consumers’ decision and their impression about the value. The outcomes are intended 

to inform e-commerce organizations in Bangalore about the importance of achieving price 
accommodation to customer demands and market conditions. Further, the present study enhances 

knowledge regarding the pricing behaviour within the domain of growing e-commerce in India, thus 

establishing the direction of upcoming investigations into the area of consumer behaviour with 

special reference to pricing strategies. 

Research Gap 

Although the literature review has revealed that there is considerable literature on the pricing 

strategies in the context of e-commerce, there is limited literature available on the analysis consumer 

behaviour patterns with reference to price sensitiveness and demographic characteristics of the city 

of Bangalore. Though before literature has reviewed the subject of pricing strategies in different 

settings, none of them have brought into focus the emerging e-commerce marketplace in Bangalore.  
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This research therefore seeks to come to an end with this knowledge by presenting a quantitative 

assessment of promotional and dynamic pricing strategies on consumers’ decision in the Bangalore 

e-commerce industry. Furthermore, it aims to fill the gap in the literature by considering consumer 

trust and price transparency as the constructs that are focus to purchase intentions and noting the 

importance of a more refined understanding of the consumer in the given context of pricing 

strategies. 

Research design  

The primary data was collected by creating Google Forms which were shared through social media 

networks. This paper sought to establish the effect of promotional pricing, website price 

comparisons, and price trust on consumer purchasing. The study made up of questions which 

comprised the Likert scale questions. 

Methodology 

This investigation adopts a method that involves the integration of quantitative. An instrument for 

collecting principle data from 51 buyers in e-commerce in Bangalore was created. Consumer 

opinions on various pricing methods such as dynamic and promotional pricing is been evaluated by 

the survey. Using correlation, regression, chi-square test we are going to find the hypothesis.  

Regression Analyses 

H1: Since the P-value for the coefficient of promotional pricing (0.00) is less than 0.05, we accept the 

research hypothesis while rejecting the null hypothesis. 

Table 1: Result of Regression test 

SUMMARY OUTPUT 
       
       

Regression Statistics        
Multiple R 0.45        
R Square 0.21        
Adjusted R 

Square 0.19        
Standard 

Error 0.94        
Observations 51.00        
           
ANOVA    

  df SS MS F 
Significance 
F    

Regression 1.00 11.34 11.34 12.73 0.00    
Residual 49.00 43.64 0.89        
Total 50.00 54.98          
               

  Coefficients 

Standard 

Error 

t 

Stat 

P-

value Lower 95% 

Upper 

95% 

Lower 

95.0% 

Upper 

95.0% 

Intercept 2.45 0.45 5.46 0.00 1.55 3.35 1.55 3.35 

Promotional 

pricing 

(example: 

discounts, 
coupons) 

significantly 

influences 

your 

purchase 
decisions. 0.43 0.12 3.57 0.00 0.19 0.67 0.19 0.67 
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Findings 

1. Moderate Correlation (Multiple R=0.45): The level of correlation between promotional pricing and 

consumers’ buying behaviour is moderate positive. From this it would be deduced that the closer the 

promotional pricing gets the higher the tendency of a purchase decision. 

2. Explained Variance (R Square=0.21):   The findings point out that promotional pricing account for 

as much as twenty-one percent of variability in purchase choices. The remaining 79% is determined 
by other variables not considered in the model. However, it shows that promotional pricing also has 

an impact on the decision making. 

3. Statistical Significance (ANOVA Significance F=0.00):   The regression model reached a 

statistically significant level, implying that the extent of promotional pricing and purchase decisions 

is not a coincidence. 

4. Impact of Promotional Pricing (Coefficient=0.43):   In fact, every one unity rise in the influence of 

promotional pricing improves the purchase decision score by 0.43 unity. Plug-in it to denote that 

promotional pricing has an impact on the decisions to purchase. 

5. Intercept (2.45):   Where the influence of promotional pricing is a zero, the mean of the purchase 

decision is 2.45. This gives the basic picture of the extent of the purchase decision without 

consideration of promotional price.  

6. Significance of Promotional Pricing (P-value =0.00):   It can be ascertained that the level of 

significance of the promotional pricing variable is highly statistically significant because the P-value 

= 0.001 which is less than the predetermined 0.05 level. 

Decision 

➢ Reject the Null Hypothesis (H0): In light of the above work, the null hypothesis that holds that the 

promotional pricing does not influence consumers buying decisions is thus rejected. 

➢ Accept the Alternative Hypothesis (H1): The findings were in a way to provide evidence for the 

alternative hypothesis that states promotional pricing has a significant impact on consumers’ choice.  

Conclusion 

Promotional pricing affects the consumers’ buying decisions in a big way. The plants of the present 

study confirm a positive correlation between the link between promotional offers like discounts and 
coupons and the probability of a sale. However since only 21%, of the variance in purchase decisions 

by the consumers is attributed to promotional pricing strategies, other variables that affect the 

consumers’ purchase decisions must also be put into consideration. 

Chi-Square Test 

H0: Since the P-value (0.9028) > 0.05 we fail to reject H0 Thus our findings reflect the fact that no 

correlation between X and Y] can be confirmed at 5% significance level. 

Table 2: Result of chi-square test 

Observed Values (OV) 

Age 

group 

Strongly 

Disagree Disagree Neutral Agree 

Strongly 

Agree Total 

18-25 2 1 13 18 5 39 

26-35 0 0 4 4 3 11 

36-45 0 0 0 1 0 1 

Total 2 1 17 23 8 51 

Expected Values (EV)= OV(ROW TOTAL*COLUMN TOTAL/GRAND TOTAL) 

Age 

group 

Strongly 

Disagree Disagree Neutral Agree 

Strongly 

Agree Total 

18-25 1.5294118 0.7647059 13 17.588235 6.1176471 39 

26-35 0.4313725 0.2156863 3.6666667 4.9607843 1.7254902 11 

36-45 0.0392157 0.0196078 0.3333333 0.4509804 0.1568627 1 

Total 2 1 17 23 8 51 
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ChiSq Stats =(OV-EV)^2/EV  
Age 

group 

Strongly 

Disagree Disagree Neutral Agree 

Strongly 

Agree  
18-25 0.1447964 0.0723982 0 0.00964 0.2041855  
26-35 0.4313725 0.2156863 0.030303 0.1860808 0.9413993  
36-45 0.0392157 0.0196078 0.3333333 0.6683717 0.1568627  

 

X^2 

3.453253268 

 

Degree Of Freedom (df) 

df = (r-1) *(c-1) 

df = (3-1) *(5-1) 

df = 2*4=8 

8 

 

P Value 

0.9027872 

Chisq Test 

0.9027872 

Findings 

1. Chi–Square test was used to test the hypothesis that there is relationship between age group and 
response pattern (Strongly Disagree, Disagree, Neutral, Agree and Strongly Agree) on the variable 

under consideration. The results showed: 

2. Chi-Square Statistic (X^2): 3.453, that is slightly above the theoretical value suggesting that the 

observed data are only slightly different from the expected data. 

3. Degrees of Freedom (df): 8 which is the number of independent comparisons that are being made. 

4. P-value: 0.9028, which is significantly higher than the level of significance that is 0.05. Here when 
P-value 0.9028 which is greater than the level of significance 0.05… So null hypothesis H0 cannot be 

rejected, and the level of agreement (Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree) on 

the variable being studied. The results showed: 

5. Chi-Square Statistic (X^2): 3.453, indicating the observed data deviate only slightly from the 

expected data. 

6. Degrees of Freedom (df): 8, which is the number of independent comparisons being made. 

7. P-value: 0.9028, which is much greater than the typical significance level of 0.05. 

Decision 

Since the p-value (0.9028) is higher than the significance level of 0.05, we fail to reject the null 

hypothesis (H0). This decision implies that in the given age group, there is no relationship which is 

statistically significant and of agreement as to the variable under consideration.  

In other words, results do not differ significantly from what might be expected if age group made no 

difference to the responses given. 

Conclusion 

Since p value is greater than desired (0.05) we accept the null hypothesis or in other words fail to 

reject it. This shows that there is no relationship between age group and level of agreement as 

determined by analysis of variance.  

In other words, observed proportions of responses in different age groups are within the random 

chance range. 
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Correlation Test 

H1: As we have seen the p-value (0.00012023) is less than the significance level (0.05) thus we refuse 

the null hypothesis (H0) in favour to the advance hypothesis (H1). 

Table 3: Result of Correlation test 

Coefficient (r): 0.512595291 

Total No of Observation (n): 51 

Hypothesis Test Statistics. = (r*sqrt of n-2/sqrt of 1-r) 4.178942732 

Degree Of Freedom. (n-2) 49 

P Value 0.00012023 

Findings 

1. Correlation Coefficient (r):   The r value is 0.5126 indicating a positive significant relationship 
between the two variables. This means that if one variable is high, usually the other variable is also 

high, this shows a positive relationship. 

2. Test Statistic:   The obtained test statistic is 4.179. The corresponding degrees of freedom are 

equal to (n-2=49) as that is common in the analysis of a correlation coefficient for its significance 

between the two variables. This suggests that as one variable increases, the other variable tends to 

also increase. 

3. Degrees of Freedom:   The degrees of freedom are calculated as   (n-2=49), which is standard for 

testing the significance of a correlation coefficient. 

4. P-value:   The p-value is less than 0.05 by 4 decimal places, this means that our calculated p-

value is very small. This small p-value claim that it can be rejected the null hypothesis due to its 

incapability of explaining such observation. 

Decision 

Reject (H0):   Here, the p – value is =0.00012023 and when compared to the table value of 0.05, the 

calculated value is lesser so we can reject the H0 hypothesis.  

Accept (H1):   Accordingly, we accept the first research hypothesis (H1) which assumes that the two 

tested variables are significantly related. 

Conclusion 

The finding shown on the table suggests that there is moderate positive relationship between the two 

variables, meaning that the variation in one variable is related with the variation of another variable. 

This result will help to advance the subsequent examination and enhance the comprehension of 

interrelation of the two factors under investigation in the framework of the study. 

Results 

It was able to show the existence of a very positive relation between promotional pricing, which 

includes discounts and coupons, and the consumer's purchase decisions. This also had a R² of 0.21, 

meaning that electronic promotional pricing explains 21% of the variance in consumer purchasing 

behaviour in the electronic commerce sector in Bangalore. It is an analytical procedure used to infer 

the effect of promotional price on purchasing decisions, which establishes a positive correlation with 

a p-value of 0.00. 

 

Figure 1: residuals of promotion pricing 
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Figure 2: Normal probability plot 

 

Figure 3: Line fit plot 

Moreover, the chi-square test generates a p-value of 0.9027. It indicates that the age group and price 

comparison between different e-commerce platforms influences your decision on where to buy are 

not significantly different. This implies that age groups do not exert an essential influence over the 

responses of consumers to the price comparison between different e-commerce platforms. The study 

has investigated the age groups and responses towards the price comparison there was a different 

level of agreement on the influence of the use of pricing across demographics (p-value = 0.9027).  

The correlation coefficient for the relationship between pricing strategies and purchase behaviour 

was r = 0.51, which would indicate a moderately positive relationship between these variables; thus, 

this further serves to validate the hypothesis that flexible and dynamic pricing significantly 

influences consumer behaviour in this sector.  

Discussions and Findings 

The results throw much light on the above point concerning the significant impact of promotional 

pricing on consumer choice. E-commerce business in a competitive market like Bangalore survives 

through the sales generated by discounts, coupons, and limited-time offers. Price sensitive 

promotions that are the most prized short-term source for customers show a moderately positive 

correlation with the statistics of this study. Further findings of the study reveal that such dynamic 
pricing, which is driven by the fluctuations of demand and supply, can trigger mixed consumer 

responses.  

For example, few people would appreciate flexibility or possible savings, while others felt that the 

probability of uncertainty and distrust was to be created when the prices change too frequently 

without notice. One of the major qualitative findings was that trust and cost transparency had 
significant importance. The people said that they love transparent pricing systems and predictable 

systems, and they will be loyal to an e-commerce site that lets them see simple prices without hidden 

charges or shocking changes in the price. This body of existing literature highlights the necessity of 

maintaining integrity in pricing as long-term connections between companies and customers are to 

be developed. Major findings include that consumers have varying sensitivities to price strategies. 

For instance, younger consumers aged 18–25 are more likely to grab promotional offers, while older 
respondents may prefer stable and constant pricing even if it meant fewer discounts. This clearly 

underscores the need for varying price strategies among a different demographic mix in the market. 
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Conclusion 

The conclusion of the study is that for the e-commerce sector of Bangalore, pricing strategies form a 

very important influence on consumer behaviour. This research shows that promotional pricing, 

discounts, and coupons have a great influence on purchasing decisions, supporting the previous 

research findings where it points to the role of perceived value for intentions in their choices. 

Moreover, the dynamic pricing model, while efficient in selling the products right away, will evoke 
distrust if not disclosed to them. Continuous readjustment of the price policies set in line with the 

trends or needs of the market becomes vital in the context of competition for e-commerce businesses, 

from which long-term loyalty of customers may be derived. Overall, a strategic approach with 

transparency and responsiveness toward consumer needs is essential for continued growth in e-

commerce in Bangalore. Since there is lack of data collected within a limited geographical boundary, 
there is limitation in our research. We do look forward for enhancing our research from Bangalore to 

all over Karnataka and later all over India. 

Suggestions 

Since pricing explains only 21% in R square variation in purchase decision, we can focus on 

improving other factors such as product quality and brand trust. When we offer promotions, make 

the savings of the customer visible on the product page, this can attract the customers even when 
the price reduction is moderate. Regular monetary competitors pricing strategy to ensure the 

promotional offers stay competitive and relevant to our target customers. 
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Questionnaire 

 What is your age?  

 18-25, 26-35, 36-45, 46-55, 56 and above 

 What is your monthly income? 

 Less than ₹25000, ₹25000-₹50000, ₹50000-₹75000, ₹75000-₹100000, ₹100000 and above 

 How frequently you purchase online? 

 Rarely (once in few months), Occasionally (Once a month), Often ( A few times a month ), Very 

often (weekly), Daily 

 How important is pricing when deciding to make an online purchase? 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 You tend to prioritize finding the lowest price over brand loyalty when shopping online? 
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 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 Promotional pricing (eg:discounts,coupons) significantly influences your purchase decisions. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 You are more likely to complete a purchase when prices are displayed as ’499’ instead of '500'. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 You would be less inclined to purchase from an online store that uses frequent price fluctuations 

(dynamic pricing). 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 You have abandoned your online shopping cart because you found the total cost higher than 

expected. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 Dynamic Pricing (changing prices based on demand) makes you feel uncertain about when to 

make purchases. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 You prefer shopping on platforms that are transparent about taxes, shipping costs and hidden 

fees before checkout. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 Price comparison between different e-commerce platforms influences your decision on where to 

buy. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 You are more likely to trust a platform that provides clear and upfront pricing without hidden 

costs. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 You are satisfied with overall pricing strategies of e-commerce platforms in Bangalore. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 

 E-commerce businesses should offer more promotional deals and discounts to retain customer 

loyalty. 

 Strongly disagree, Disagree, Neutral, Agree, Strongly agree 
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A STUDY ON AWARENESS LEVEL OF ARITIFICIAL INTELLIGENCE IN SOCIAL MEDIA 

SUBASHINI S, 

KRITHIKAD, 

REKHA S 

ASSISTANT PROFESSOR’S, DEPARTMENT OF COMPUTER SCIENCE, BANGALORE. 

ABSTRACT 

With evolving internet technology and artificial intelligence in cutting-edge global, cybercrime in 

social media, which constitutes a breach of felony, regulatory, and compliance surroundings, creates 

a risk in each day lives. Those threats have an effect on no longer simplest people however the whole 

society, businesses, and governments. Our daily lives are significantly impacted by social media, and 

the number of crimes has also significantly increased. The majority of people are ignorant about the 
benefits and drawbacks of using social media sites like Facebook, Instagram, LinkedIn, Twitter, and 

Snapchat. Teens are especially drawn to the attraction of internet technologies. To protect 

themselves and not to be a sufferer of they want to be privy to the diverse cybercrimes that achieve 

success in social media. The main objective of this research paper is to assess the awareness level of 

artificial intelligence in social media. The methodology used in this paper is empirical in nature. The 

data will be collected through structured questionnaire which is administered through different 
social medias. Empirical statistical techniques are used, regression and correlation tests are done to 

test the hypothesis framed. The researchers concludes that even though the professionals are aware 

of the crimes prevailing due to artificial intelligence in social media, they still have very less 

awareness and sell thoughts and answers regarding the respective dangers by prioritizing cyber 

patrol manage structures (CPMS). 

KEYWORDS 

Artificial Intelligence, social media, Cybercrimes, Internet technology. Cybersecurity. 

INTRODUCTION 

AI is the umbrella term for the algorithms, technologies, and techniques that make machines smart 

and give marketers superhuman capabilities.  What makes AI different from traditional statistics and 

computer science is that AI-powered machines continue to evolve and improve based on new data. 
They get smarter on their own.  For marketers, this means that the technologies you use to plan and 

run your advertising, analytics, communications, content marketing, customer service, ecommerce, 

email, sales, SEO, and social media are getting smarter too. At the same time the number of crimes 

that prevails in social media due to the usage of artificial intelligence also increases day by day. 

Though the marketers are benefited due to it, there is drastic decrease on emotional consequences 
like trust, loyalty, safety, and exclusivity. Even though the concept of artificial intelligence in social 

media has lots of benefits, there is not much awareness among the people who are using it on daily 

basis. 

REVIEW OF LITERATURE 

Artificial intelligence is an umbrella term that covers many different technologies such as like 

machine learning, expert systems, robotics, computer vision, natural language processing, and more. 
AI will continue to influence social media networks as the technology develops and evolves. When it 

comes to AI in social media, the sky is the limit. The combination of AI and social media are proving 

to be greatly beneficial for businesses. (Matthew N. O. Sadiku, Volume:2, Issue:1, 2021) 

The Coming Collision of Artificial Intelligence, Social Networking, and Humanity may affect in the 

future. (J.Hendler and A. M. Mulvehill, Social Machines, Apress, 2016) 

The application of artificial intelligence in social media and the difficulties it faces are covered by the 

author in the International Journal of Scientific Advances, ISSN: 2708-7972, Volume: 2 | Issue: 1 | 

January–February 2021. The use of artificial intelligence in social media: opportunities and 

perspectives. In his journal the author has explained about the explicit ways of using artificial 

intelligence working on social media and how to ensure the maximum automation of marketing. 

(With reference to Benabdelouahed, Redouane/Dakouan, Chouaib (2020)) 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

43 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

The author, Christoph Kroenke, focuses on the few laws governing AI in social media that are in 

place for the benefit of users. Regulating Artificial Intelligence: Artificial Intelligence and Social 

Media, ISBN :2020978-3-030-32360-8) 

OBJECTIVES AND HYPOTHESES 

The goal of the current study is to determine how much individuals know about artificial intelligence 

on social media. The objectives are as follows: 

1.To understand the usage level of artificial intelligence in social media. 

2.To know the awareness level of people understanding the features used on social media. 

3.To understand the safety level of using artificial intelligence in social media 

Further to investigate the usage, awareness and safety levels of the users the following hypothesis 

have been constructed; 

HYPOTHESIS 1:  To understand the usage of artificial intelligence in social media. 

NULL HYPOTHESIS (HO): There is a no significant relationship between gender and time spent on 

social media. 

ALTERNATIVE HYPOTHESIS(H1): There is a significant relationship between gender and time spent 

on social media by different people in our country. 

HYPOTHESIS 2:  To know the awareness level of people understanding the features nd contexts 

used on social media. 

NULL HYPOTHESIS(HO): There is a no significant relationship between the people who use social 

media often and satisfaction level of using artificial intelligence in social media. 

ALTERNATIVE HYPOTHESIS(H1): There is a significant relationship between the people who use 

social media often and satisfaction level of using artificial intelligence in social media. 

HYPOTHESIS 3:  To understand the safety level of using artificial intelligence in social media. 

NULL HYPOTHESIS(HO): There is a no significant relationship between gender and the people who 

know the do’s and don’ts of artificial intelligence in social media. 

ALTERNATIVE HYPOTHESIS(H1): There is a significant relationship between gender and the people 

who know the do’s and don’ts of artificial intelligence in social media. 

RESEARCH METHODOLOGY 

1.RESEARCH DESIGN 

In order to investigate the degree of artificial intelligence awareness in social media, this research 

article primarily uses a quantitative research design. 

2.POPULATION AND SAMPLE: 

The targeted audience are between the age 18 to25.We received totally 79 responses. The data are 
collected via questionnaire framed in google forms. Data are collected carefully and examined 

through different test like Regression and correlations. 

3.DATA COLLECTION AND ANALYSIS: 

Quantitative Data collection 

A structured survey questionnaire will be designed to collect all the Quantitative data. The survey 

will include closed-ended questions that mainly focuses on our objectives and hypothesis. 

1.understand the usage level of social media: Teens spend more time on social media both for 

entertainment and gain knowledge. 

2.understand the awareness level of artificial intelligence in social media: There are more tools 

used in artificial intelligence in social media postings.so inquiries are done to know the awareness 

level. 
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3.Understand the safety level of artificial intelligence in social media: Inquiries about the do’s 

and don’ts on social media to check the safety level. 

Objective 1: Assess on how often the teens use the social media on daily basis and do postings with 

artificial intelligence tools. This statistical test will assist in determining how often they use social 

media with respect to the gender. The demographic factors are significantly analyzed using 

regression tests. 

Objective 2: Assess the awareness level of teens in using the artificial intelligence in social media. 

The analysis will determine the challenges of using more artificial tool features on social media.  

The statistical test will identify the extent to which they are aware about using artificial intelligence 

in social media in done through regression test. 

Objective 3: Assess the safety level of teens in using the artificial intelligence in social media. The 
analysis will determine the challenges of safety issues prevailing commonly on social media. The 

demographic factors are significantly analyzed using correlation tests. 

4.ETHICAL CONSIDERATIONS: 

To safeguard users' rights and encourage responsible use, a number of ethical issues surrounding 

the incorporation of AI in social media must be resolved By prioritizing privacy, transparency, users’ 

wellbeing, regulatory compliances, stakeholders can help to ensure that AI serves as the positive 

force by enhancing the users experience and maintaining the integrity of social media platforms.   

RESEARCH GAP 

This research study for 79-person sample size restrict might restrict how far the results can be to the 

larger group of people who using artificial intelligence in social media across the country. The 

statistical power may be diminished by the very small sample size, making it more difficult to identify 
the meaningful associations and raising the more possibilities of Type II errors. If the participants are 

from different age groups, might lead to the diversified concepts of analysis, so there may be 

sampling bias. Additionally, it limits the study capacity to examine the particular subgroups only. 

SCOPE OF THE STUDY 

The scope under the study includes all the computer professionals who are either pursuing their 

studies in the field of computer science or pursuing jobs in the field of Artificial Intelligence or social 

media. 

Results And Data AnalysisPie Chart Profile Findings on Data Collected 

Data Analysis and interpretations: 

1.To examine the usage of artificial intelligence in social media. 

Regression Statistics 

Multiple R 0.003784 

R Square 1.43E-05 

Adjusted R Square -0.01314 

Standard Error 1.059379 

Observations 78 

ANOVA           

  df SS MS F Significance F 

Regression 1 0.0012 0.00122 0.00109 0.973773628 

Residual 76 85.294 1.12228   
Total 77 85.295       

  Coefficients 
Standard 
Error t Stat P-value Lower 95% 

Upper 
95% 

Lower 
95.0% 

Upper 
95.0% 

Intercept 2.563492063 0.389126443 6.58781 0.00 1.788479586 3.338505 1.788479586 3.338504541 

2 -0.007936508 0.240615146 
-
0.03298 0.97377 -0.487163104 0.47129 

-
0.487163104 0.471290088 
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Since our p value is 0.9 for objective one, it indicates that our results are statistically not significant. 

we could fail to reject the Null hypothesis (HO) and suggest that there is no strong evidence of real 

effect and relationship between variables used for testing the time spent for the usage of artificial 

intelligence in social media is likely very high. And the observed difference is likely due to random 

variation rather than the true effects. 

2. To examine the safety level of artificial intelligence in social media. 

CORRELATION 

COEFFIECIENT® 0.229774191     

2.OF OBSERVATION 79     

DEGREE OF FREEDOM(N-2) 77     

HYPOTHESIS TEST= (r*sqrt of n-2/sqrt of 1-r) 2.297405064     

p value 0.0243128     

 

Since our p value is 0.02<0.05, correlation coefficient value is 0.2 objective three, it indicates that 

our result is statistically significant. We could reject the Null hypothesis (Ho) and suggest that there 

is strong evidence of real effects and relationship between variables used for safety purpose. This 

clearly shows that it is NOT SAFE enough for the targeted people who use artificial intelligence in 

social media.  

3. To examine the awareness level of artificial intelligence in social media. 

Regression 

Statistics 

Multiple 

R 

0.230860

707 

R Square 

0.053296

666 

Adjusted 

R Square 

0.040840

043 

Standard 
Error 

1.220068
206 

Observati

ons 78 

ANOVA      
  df SS MS F Significance F 

Regression 1 

6.368951

613 

6.36895

2 4.278581 0.041997295 

Residual 76 

113.1310

484 

1.48856

6   
Total 77 119.5       

  

Coefficien

ts 

Standard 

Error t Stat P-value 

Lower 

95% 

Upper 

95% 

Lower 

95.0% 

Upper 

95.0% 

Intercept 
3.352822
581 

0.434824
039 

7.7107
57 

3.93E-
11 

2.486795
451 

4.2188
497 

2.486795
451 

4.218849
71 

2 

-

0.707661

29 

0.342117

725 

-

2.0684

7 

0.0419

97 

-

1.389047

792 

-

0.0262

75 

-

1.389047

792 

-

0.026274

789 

 

Since our p value is 0.04<0.05, significant value is 0.04 for objective two, it indicates that our result 

is statistically significant. We could reject the Null hypothesis (Ho) and suggest that there is strong 

evidence of real effects and relationship between variables used for awareness purposes. This clearly 
shows that there is enough AWARENESSS for the targeted people who use artificial intelligence in 

social media. 
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DISCUSSIONS AND FINDINGS  

AI plays central role in curating personalized content for users. Platforms like Facebook, Instagram, 

extra use machine placed algorithms to predict what content the users would enjoy. It analyzes the 

behavior, including likes, shares, and time spent on posts, to offer more relevant content for the 

users. Based on this research it is found, that the teen users are aware about the basic usage of 

artificial intelligence in social media. But they are not aware about the safety measures to be taken 
to secure their data as well as themselves. So, my suggestion to the computer professionals who 

implement the social media on field should create an awareness campaign on its usage, key features, 

privacy features, safety measures to all the people So proper knowledge about it would protect them 

from different challenges they face while using it. Especially the basic etiquettes, do’s and don’ts on 

social media campaign should be implemented and license or online badge could be awarded after 

the knowledge is provided to be identified. 

RESEARCH GAP 

There has been lots of research articles for literature reviews in other countries across the world. But 

most of the research are done in India. This research study is mainly attempted to understand the 

awareness and safety level of teenagers (18-25) on Artificial Intelligence in social media. 

SCOPE FOR THE FUTURE STUDY 

The scope under the study includes all the computer professionals. The further study can be for all 

the age groups across the globe with numerous social media features and usages. The safety and 

secure level on different social media with multiple artificial intelligence tools can be taken in 

considerations for future study. 

RECOMMENDATIONS 

• It is evident from the present study that artificial intelligence is widely developing field on social 

media. Many people feel very easy to create an account and sign up to use it. They all possess very 
minimal knowledge about the contextual understanding of the artificial intelligence tools on social 

media. As a result, they do not feel very safe and secure to use its features to its fullest level. So, my 

recommendation is that the cybersecurity should play a crucial role to improve the satisfaction level 

of the users. 

• The researcher strongly recommends to widely use cybersecurity application strategy to 

strengthen the fundamental safety of the users. 

• The social media application developers should bring down the awareness among all the common 

users, buyers, sellers to build trust, loyalty and safety for the users. 

CONCLUSION 

The most mission stays with the mind-set of each person the usage of artificial intelligence in social 

media. Parallely each individual, company and the government should deeply study the cybercrimes 

with respect to usage of artificial intelligence in social media and adopt new progressive processes to 

eliminate those crimes in social media. Excessive cease cybersecurity features and hazard 
assessment methods can fairly play crucial position in eradicating those cybercrimes in social media 

which will finally help to build trust, loyalty and safety of using AI in all social medias. 
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A STUDY ON THE IMPACTOF FINANCIAL LITERACY ON SAVINGS AND INVESTMENT 

BEHAVIOUR: A STUDY OF BANGALORE URBAN (KAMAN HALLI) RESIDENTS 

SRINIVAS N 

SARAH KALAMI 

YASEEN PASHA 

ABSTRACT: 

The theme for this year is targeted towards young adult, mainly students & working professionals. 

The objectives is to increase awareness on the advantages of inculcating discipline from an early age 

,Out of Rs.10.7 trillion Indian household assets in March 2022, a staggering 49.4 percent were 

invested in real estate properties,72% of respondents earning over ₹50,000 per month reported 

higher savings, whereas only 51% of those earning less than this amount did so. This indicates that 
higher-income earners may have more disposable income after covering essential expenses, enabling 

them to allocate a greater share towards savings. This study investigates the relationship between 

savings behaviour and investment behaviour towards financial literacy among residents of Bangalore 

urban, utilizing primary data collected through a 30-item closed-ended questionnaire. The main 

objective of quantitative research study is to investigate the relationship between savings behaviour 

and investment behaviour.  

A sample size of 53 residents of Bangaloreurban (Kamana Halli), were surveyed, and the data was 

analysed using statistical tools to identify correlation between savings behaviour, attitude towards 

financial literacy and investment behaviour. Preliminary findings indicate a positive correlation 

between more disciplined savings behaviour and favourable attitude towards financial literacy. The 

study aims to provide insights into how financial education can influence saving and investment 
decisions, offering implications for policymakers and educational institutions in enhancing financial 

well-being within urban populations. 

Keywords: Financial literacy, Savings behaviour, Investment behaviour, Urban residents, Bangalore, 

Financial education, Correlation analysis, financial well-being. 

NTRODUCTION:  

Financial literacy plays a pivotal role in shaping individuals’ financial behaviour, influencing how 
they save, invest, and manage their finances. In an urban environment like Bangalore, known for its 

rapid economic development and diverse population, the need for financial education is paramount. 

Sound financial decision-making, particularly in areas such as savings and investment, is crucial for 

individuals seeking long-term financial security. Despite increasing awareness, many individuals still 

face challenges in managing their finances effectively. This study investigates the impact of financial 
literacy on savings and investment behaviour among residents of Bangalore, examining how 

knowledge and understanding of financial concepts can influence these crucial aspects of personal 

finance. Through this research, we aim to provide insights that could help enhance financial literacy 

initiatives and promote better financial well-being. Bangalore, known as the "Silicon Valley of India," 

is home to a diverse population with varying levels of income, education, and access to financial 

resources. Kaman Halli, a suburban locality in Bangalore, reflects this diversity. As the area 
experiences rapid urbanization and economic growth, it becomes essential to assess the financial 

literacy levels of its residents and understand how this impacts their savings and investment 

behaviors. Financial literacy is a key driver of household financial decision-making and can influence 

individuals' ability to plan for future expenses, secure financial independence, and invest in long-

term financial growth. 

The relationship between financial literacy and savings and investment behavior has garnered 

significant attention from policymakers, educators, and financial institutions alike. Understanding 

this dynamic can help in designing effective financial education programs and policies aimed at 

improving financial inclusion and economic empowerment. In particular, the residents of Kaman 

Halli, being part of a burgeoning urban area, present an interesting case for examining how financial 

literacy correlates with their financial decisions. This study aims to explore the impact of financial 
literacy on the savings and investment behavior of the residents of Kaman Halli in Bangalore. By 

analyzing their financial literacy levels, this research seeks to provide insights into how knowledge 

(or the lack thereof) influences their ability to save and invest prudently.  
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Additionally, this study will highlight the need for targeted financial education interventions that can 

enhance financial decision-making and improve overall financial well-being in the community. 

REVIEW OF LITERATURE: 

1. Lusardi, A., & Mitchell, O. S. (2007). "Financial Literacy and Retirement Preparedness: 

Evidence and Implications for Financial Education." 

Business Economics, 42(1), 35-44. 

• This study examines the relationship between financial literacy and retirement savings in the U.S. 
It highlights that individuals with higher financial literacy are more likely to plan for retirement and 

to save more effectively. The findings underscore the importance of financial education in improving 

both savings and investment outcomes, supporting the hypothesis that greater financial literacy 

leads to better financial behavior. 

2. Hilgert, M. A., Hogarth, J. M., & Beverly, S. G. (2003). "Household Financial Management: 

The Connection between Knowledge and Behavior." 

Federal Reserve Bulletin, 89(7), 309-322. 

• This research paper explores how financial knowledge, particularly in areas like credit, saving, 

and investment, impacts financial management behaviour. The authors found a strong connection 

between financial literacy and positive financial behaviors such as higher savings rates and better 

investment decisions, emphasizing the importance of literacy in shaping financial habits. 

3. Sharma, M., & Kishore, P. (2018). "Financial Literacy and Its Impact on Investment 

Behavior for Sustenance of Healthy Financial System." 

International Journal of Business Administration and Management, 8(1), 1-10. 

• This study examines the role of financial literacy in influencing investment behavior, particularly 

in India. The authors found that individuals with higher financial literacy were more likely to invest 

in a diversified portfolio and were better at managing financial risks.  

• This supports the idea that promoting financial literacy can lead to healthier financial practices, 

especially in growing economies. 

4. Grohmann, A., Kouwenberg, R., &Menkhoff, L. (2015). "Childhood Roots of Financial 

Literacy and Saving: Implications for Policy." 

Journal of Banking & Finance, 54, 1-16. 

• This paper investigates how early exposure to financial education affects savings behavior in 

adulthood. It shows that individuals who receive financial education early in life tend to exhibit 

better savings and investment habits later on.  

• The findings suggest that financial literacy is critical in shaping long-term financial behavior, 

further supporting the need for such education in formal and informal settings. 

5. Behrman, J. R., Mitchell, O. S., Soo, C. K., & Bravo, D. (2012). "How Financial Literacy 

Affects Household Wealth Accumulation." 

American Economic Review: Papers & Proceedings, 102(3), 300-304. 

• This research highlights the direct relationship between financial literacy and household wealth 

accumulation, through savings and investments.  

• The study found that individuals with higher financial literacy tend to accumulate more wealth 

over time, primarily because they make better savings and investment decisions. This demonstrates 

how improving financial literacy can directly impact an individual's financial well-being. 

OBJECTIVE: 

1. To investigate the relationship between savings behaviour perception towards financial literacy  

2. To study the relationship between savings behaviour and investment behaviour Further 

hypothesis constructed  
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➢ Hypothesis 1 (H1): 

There is a significant positive relationship between savings behaviour and perception towards 

financial literacy among residents of Bangalore. 

➢ Hypothesis 2 (H2): 

There is a significant positive relationship between savings behaviour and investment behaviour 

among residents of Bangalore. 

RESEARCH GAP 

While there is a growing body of literature on the importance of financial literacy, limited research 

specifically addresses its impact on both savings and investment behaviour in urban Indian settings, 

particularly in Bangalore urban ((Kamana Halli). Much of the existing research focuses on either 

rural populations or specific financial behaviours, thus creating a gap in understanding the 
combined influence of financial literacy on both saving and investing decisions in an urban context. 

This study seeks to fill this gap by providing empirical evidence from Bangalore urban (Kamana 

Halli), thus a few studies that integrate financial literacy, savings, and investment behaviour into a 

cohesive model to explore their interrelationship. 

SCOPE OF STUDY 

The scope of this study includes the residents of Bangalore City, particularly focusing on how their 
financial literacy impacts both their saving and investment behaviour. The research will assess 

different demographic groups based on age, gender, income level, and education to provide a broad 

understanding of the population’s financial behaviours. By understanding how financial literacy 

influences personal financial management. The findings could lead to more tailored financial literacy 

programs that address specific gaps in financial understanding, ultimately promoting more 

disciplined saving and investing among Bangalore’s urban residents. 

RESEARCH METHODOLOGY 

1. Research Design 

The study adopts a quantitative research design aimed at investigating the impact of financial 

literacy on savings and investment behaviour among residents of Bangalore. Quantitative research is 

appropriate for this study because it allows for numerical measurement and statistical analysis to 
identify trends, relationships, and patterns between variables. The research will be cross-sectional, 

meaning data will be collected at one point in time to get a snapshot of the current situation 

regarding financial literacy and financial behaviour in the city. 

2. Population and Sample 

• Population: The target population for this study includes adult residents of Bangalore City. This 

population comprises individuals of various age groups, educational backgrounds, income levels, 

and professions, providing a representative sample of Bangalore’s diverse urban community. 

• Sample Size: A sample of 100 respondents will be chosen for the study. This size is sufficient to 
perform meaningful statistical analysis, while still being manageable for the purposes of time and 

resources. The sample size of 100 also allows for some degree of generalization of the findings to the 

larger population of Bangalore, although further studies with larger samples could provide more 

robust insights. 

• Sampling Technique: The study will utilize convenience sampling, a non-probability sampling 

technique where respondents are selected based on availability and willingness to participate. This 
approach is feasible for an urban setting like Bangalore, where reaching out to diverse respondents 

may be more practical. Although this method has limitations in terms of generalizability, it allows for 

quick and efficient data collection, particularly for exploratory studies like this one. 

3. Data Collection Methods 

• Primary Data Collection: The study will rely on primary data collected via a structured 

questionnaire. The questionnaire will include 30 closed-ended questions designed to assess three 

main areas: 
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1. Financial Literacy: Questions will measure the respondents' understanding of basic financial 

concepts such as interest rates, inflation, compound interest, risk diversification, and investment 

products. 

2. Savings Behaviour: Questions will assess how often respondents save, the proportion of income 

saved, types of savings (bank savings, fixed deposits, etc.), and their saving motives (retirement, 

emergencies, investments, etc.). 

3. Investment Behaviour: Questions will focus on respondents' investment patterns, such as types 

of investments made (stocks, bonds, real estate, mutual funds, etc.), the frequency of investing, and 

their risk tolerance levels. 

The questionnaire will be administered both in-person and through online platforms to ensure 

greater accessibility and response rates. 

4. Measurement Tools 

The questionnaire will use a Likert scale (1-5) to capture the attitudes of respondents towards 

financial literacy and their comfort level with making financial decisions. Respondents will rate their 

agreement with various statements about financial knowledge, savings discipline, and investment 

risk-taking. In addition to Likert scale items, the questionnaire will include multiple-choice questions 

for factual information, such as income range, education level, and types of financial products used. 

5. Variables 

• Independent Variable: Financial Literacy (measured by scores on the financial literacy 

assessment in the questionnaire). 

• Dependent Variables: Savings behaviour and investment behaviour (measured by responses 

related to the frequency, amount, and types of saving and investment activities). 

6. Data Analysis Techniques 

Once the data is collected, it will undergo analysis using various statistical techniques, facilitated by 

statistical software such as SPSS or Excel. The following analysis methods will be employed: 

• Descriptive Statistics: To summarize the demographic characteristics of the sample (age, 
income, education level) and provide an overview of the financial literacy, savings, and investment 

behaviour patterns among the respondents. Descriptive statistics such as mean, median, and 

standard deviation will be used to describe the central tendency and variability of the data. 

• Correlation Analysis: Pearson's correlation coefficient will be applied to investigate the 

relationship between financial literacy and the two dependent variables: savings behaviour and 

investment behaviour. This will help determine whether higher financial literacy is associated with 

more disciplined savings habits or a greater inclination to invest. 

• Multiple Regression Analysis: To assess the impact of financial literacy on both savings and 

investment behaviour while controlling for demographic factors such as age, income, and education. 

The regression model will allow us to quantify how much of the variance in savings and investment 

behaviour is explained by financial literacy, as well as identify which factors have the most 

significant influence. 

7. Ethical Considerations 

Ethical principles will be adhered to throughout the study. All respondents will be informed about 

the purpose of the study and assured that their articipation is voluntary. Informed consent will be 

obtained before the respondents complete the questionnaire, and they will be assured of their 

anonymity and the confidentiality of their responses. No personal or identifying information will be 

collected. 

8. Limitations of the Study 

While the study aims to provide significant insights, there are certain limitations that must be 

acknowledged: 
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• Sampling Method: The use of convenience sampling may introduce some bias, as it does not 

ensure that every individual in the population has an equal chance of being selected. 

• Sample Size: While a sample size of 100 is adequate for a preliminary study, a larger sample 

would provide more generalizable findings. 

• Cross-Sectional Design: Since the study collects data at a single point in time, it cannot account 

for changes in financial literacy, savings, and investment behaviour over time. 

09. Conclusion 

This study seeks to shed light on how financial literacy affects personal financial decisions, 

specifically savings and investment behaviours, among Bangalore residents.  

By employing a robust quantitative research methodology, the study aims to produce empirical 

evidence that could be valuable to policymakers, financial educators, and institutions seeking to 

improve financial education and literacy programs in urban India. 

ANALYSIS &INTERPREATION: 

1. To investigate the relationship between savings behaviour perception towards financial 

literacy Summary Output 

 FINANCIAL LITERACY SAVINGS BEHAVIOUR 

FINANCIAL LITERACY  1 0.534522484 

SAVINGS BEHAVIOUR  0.534522484 1 

Interpretation 

1. Correlation Analysis: 

o The positive correlation coefficient of 0.5345 indicates a moderate positive relationship between 

financial literacy and savings behaviour. This suggests that as financial literacy increases, 

individuals are likely to exhibit better savings habits. 

2. Statistical Significance: 

o The p-value of 0.05 suggests that the observed correlation is statistically significant at the 5% 

significance level. This means there is sufficient evidence to conclude that a relationship exists 

between the two variables. 

3. Practical Implications: 

o The findings imply that initiatives aimed at enhancing financial literacy (e.g., educational 

programs, workshops, or resources) could positively impact savings behaviour.  

o Stakeholders, such as policymakers and educators, may consider investing in financial literacy 

initiatives as a means to improve financial outcomes for individuals and communities. 

4. Limitations and Further Research: 

o While the correlation suggests a relationship, it does not imply causation. Future research could 

investigate the nature of this relationship further, potentially using experimental or longitudinal 

studies to explore how improvements in financial literacy directly affect savings behaviour. 

o Additionally, exploring other factors that may influence both financial literacy and savings 

behaviour (e.g., socioeconomic status, access to financial services) could provide a more 

comprehensive understanding. 

Conclusion 

Based on the analysis, you can conclude that there is a significant positive relationship between 

financial literacy and savings behaviour.  

While the evidence supports the idea that enhancing financial literacy may lead to better savings 

habits, further investigation is recommended to explore the causative factors behind this 

relationship. 
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Objective 2: To study the relationship between savings behaviour and investment behaviour 

  SAVING BEHAVIOUR  INVESTMENT BEHAVIOUR  

SAVING BEHAVIOUR  1 0.664695988 

INVESTMENT BEHAVIOUR  0.664695988 1 

 

Result Analysis 

1. Correlation Coefficient: 

➢ Value:0.664695988 

➢ Interpretation: This value indicates a moderate to strong positive correlation between saving 

behaviour and investment behaviour. This suggests that as saving behaviour increases, investment 

behaviours also tends to increase. 

2. Statistical Significance: 

o Hypothesis Testing: 

▪ Null Hypothesis (H₀): There is no significant relationship between saving behaviour and 

investment behaviours (correlation coefficient = 0). 

▪ Alternative Hypothesis (H₁): There is a significant relationship between saving behaviour and 

investment behaviour (correlation coefficient ≠ 0). 

o p-value:0.05 

▪ Since the p-value is equal to the significance level (typically set at 0.05), this indicates that you 

are at the threshold for significance. 

▪ Decision Rule: 

▪ Reject H₀: You may reject the null hypothesis (H₀) and conclude that there is evidence to suggest 

a significant relationship between saving behaviour and investment behaviour. 

FINDINGS: 

1. Relationship between Savings Behaviour and Financial Literacy: 

o The correlation coefficient between financial literacy and savings behaviour is 0.534. This 

indicates a moderate positive relationship, meaning that as financial literacy improves, savings 

behaviour tends to improve as well. Individuals with better financial knowledge are likely to engage 

in better saving practices. 

2. Relationship between Savings Behaviour and Investment Behaviour: 

o The correlation coefficient between savings behaviour and investment behaviour is 0.665, 

which indicates a strong positive relationship. This means that individuals who are better at 

saving money also tend to engage more in investment activities. Savings and investments are closely 

linked, where people with disciplined savings habits often transition into making investment 

decisions. 

SUGGESTIONS: 

1. Improve Financial Literacy to Encourage Savings: 

o Since financial literacy is positively correlated with savings behaviour, programs that enhance 

financial knowledge, such as financial education workshops, seminars, and personal finance 

tools, should be promoted. Such programs can help individuals make informed decisions regarding 

savings, encouraging better financial habits. 

2. Encourage a Balanced Approach to Savings and Investment: 

o Given the strong relationship between savings and investment behaviour, it is important to 

encourage individuals to balance saving with appropriate investment decisions. People with good 

saving habits should be informed about the benefits of transitioning some of their savings into 

investments for long-term financial growth. 
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3. Targeted Financial Planning Services: 

o Financial institutions could offer personalized financial planning services that not only help 

individuals save but also guide them on potential investments. Providing tools like automated 

savings and investment plans might help users seamlessly transition from saving to investing. 

CONCLUSION: 

• There is a significant positive relationship between savings behaviour and financial literacy. This 

highlights the need for improving financial knowledge to foster better saving habits. 

• There is also a strong relationship between savings and investment behaviour, suggesting that 
those who save well also invest wisely. Financial literacy programs should therefore focus not just on 

saving but also on how to allocate savings into productive investment opportunities. 

These findings suggest that improving financial education and promoting balanced saving-

investment strategies can significantly impact personal financial well-being. 

REFERENCES: 
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A STUDY ON AWARENESS OF GOOGLE PAY WITH REFERENCE TO CONSUMER SPENDING 

HABITS AT BANGALORE URBAN”. 

REKHA. S 

ASST PROF.DEPT OF COMMERCEEAST POINT COLLEGE OF MANAGEMENT 

Abstract 

Digitalization has given a huge path for digital modes of transactions at ease. Digital drive has led to 
the creation and implementation of various apps and methods for cashless payments. Google Pay is 

one of the digital wallets and payment platforms from Google, enabling users to pay for their 

transactions with easy access from mobile phones or Google services. Consumers exhibit their 

behavior of spending mainly based on modes of payment option available to them in any one of the 

forms, like neutral spending, abundant spending, scarcity spending, and avoidance spending. This 
study mainly examines the relationship between Google Pay and consumer spending behavior, its 

adoption, and usage. A quantitative approach was adopted to examine the relationship between 

Google Pay and consumer spending behavior in Bangalore urban. Results indicate that there is a 

direct relationship between Google Pay and consumers spending behavior as the frequency of 

transactions has increased to a greater extent and users are not effectively utilizing the features for 

budgeting their expenses with effective information updates users can exhibit a commendable 
amount of financial literacy to implement that to their financial management. Further study provides 

an insight into the financial decision-making through adoption of budgeting contributing towards 

financial management and well-being of users. However an effective information updates through 

widely accepted media is required for the users of Google pay to effectively implement budgeting with 

reference to most dependable and reliable modes of digital payment that’s Google pay  

Key words: Google pay, Consumer spending habits, budgeting, financial literacy, Financial 

Management. 

INTRODUCTION 

India is moving towards “Digitally Empowered Economy” from a “Cash–Centric Economy. The 

perspective of leading life by every individual has completely changed with the access to latest 

updated smart phones. This facility has paved way to adopt to a life style of latest ways of 
transactions especially through digital payments. According to latest releases by Worldline  on 

Express computer the number of UPI transactions rose from 8.03 billion in January 2023 to 13.9 

billion by June 2024.UPI remains the dominant player ,with over 78 billion transactions in the first 

half of 2024 alone, which is a 52% increase in volume compared to first half of 2023.Digital 

payments is the mode of payments using digital platforms or digital devices .Every individual’s 
survival in today’s technological world depends on their adoption to the latest technology especially 

to digital methods of settling their day to day transactions which are mostly cashless. Google pay is 

one of the digital modes of payment by Google in the year 2011 Google with NFC technology 

launched mobile payment service followed by  merchant Acceptance with improved features in the 

year 2013,by 2014 it acquired soft card from mobile payment company in order to enhance Google 

wallet .Android pay was launched replacing Google wallet for in-store transactions ,by 2018 Google 
payments and Android pay unified into Google pay supporting P2p transactions  followed by 

contactless payments , tokenization and bio-metric  authentication ,also partnered with major banks  

and card issuers in the year 2019 and by 2020 expanded to new markets in many countries today 

Google pay is a major digital  platform of UPI payments in India which is used by many(1). Consumer 

spending habits are the habits that consumers show while spending their money which is influenced 
by personal wishes and desires, pressure from society to buy or own things, financial knowledge 

gained and exhibited by an individual, emotional desires, income etc. Consumer spending behavior 

is also known as personal consumption expenditure and its types Spending behavior is the way 

consumers manage their money and make decisions about what to buy, how much to spend and 

when to spend. Consumers can do abundant spending, scarcityspending, avoidancespending or 

neutral spending based on their financial position at their ease and access to the means of payment 
(2) . Google pay acts as a major digital platform to transact for online payments with pure choice and 

option of users. This choice of Google pay depends on the consumer spending behavior which 

requires an in-depth study of these relationship and association its adoption and usage.  



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

55 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

Consumer spending habits are the habits that consumers show while spending their money which 

influencedby personal wishes and desires, pressure from society to buy and own things, their 

financial ability. 

Review of Literature: 

Review of literature is done to examine the various study and researches done by various scholars 

with a view to understand the outcomes and gaps in these studies. 

1. Radhika Basavaraj Kakade and Prof Nupur A, Veshne, (2020). In their study reported that UPI has 

become a comfortable means of payment being accessible 24x7, easy to make payments and 

messages.UPI contributes towards making India a Cashless Economy. 

2. Dr. SP Mathiraj and M Mala (2021) in their study on users Opinion about Google pay have clearly 

presented that Google pay is a wider choice by users as there is no transaction processing fee 

charged by for any such transactions and Google pay is preferred for its security and privacy. 

3. Chandrakala, (2021). this study explores about the reasons for moving towards a cashless 

economy that includes the various modes of payment but has not explored in detail how this 

cashless economy can be achieved. 

4. Suresh Chandra et al. (2024) their study states financial services can be made more cost effective 

byproviding to reduce impact of financial transactions with relationship to environment by 

enhancing financial inclusion with sustainability into transactions. 

5. Jabeen et al. (2024) the expansion of digital payment systems in India was examined, the 

platforms of digital payments like Google pay, Phone pay has been analyzed. The study further states 

that Amazon pay the user satisfaction is rising with the increase use of smart phones. Efforts with 

regards to Digital Literacy in rural communities to be focused and security protocols to be 

strengthened. 

RESEARCH GAP: 

The various studiesreveals a lack of exploration into how Digital payment platforms can enhance 

budgeting behaviours and financial decision-making.  

There is also a need for research on other factors influencing consumer spending, such as income, 

education, and personal finance goals, to provide a more comprehensive understanding of spending 

habits beyond Google Pay usage. 

STATEMENT OF PROBLEM: 

Digitalization has completely taken over the traditional methods of livelihood which has made every 

individual to adopt to the latest technologies that is trending today. Especially the knowledge on the 

modes of digital payments for settling the day-to-day transactions.  

There arises the need to investigate the association of Google pay as a major app for online payments 

with its reference to its influence on consumer spending habits, its adoption and usage. 

OBJECTIVES: 

1. To investigate the impact between Google, pay and Consumer spending habits. 

2. To evaluate the effectiveness of usage budgeting with respect to Google pay 

HYPOTHESIS:  

Null Hypothesis (H₀): There is no significant impact of Google Pay usage on consumer spending 

habits. 

Alternative Hypothesis (H₁): Google Pay usage has a significant impact on consumer spending habits. 

Null Hypothesis (H₀): There is no significant relationship between budgeting practices and the 

effectiveness of spending control when using Google Pay. 

Alternative Hypothesis (H₁): Budgeting practices significantly improve spending control when using 

Google Pay. 

SCOPE OF STUDIES: 
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Future studies could explore the impact of financial literacy campaigns within digital payment 

platforms like Google Pay and how these initiatives affect consumer spending habits. Additionally, 

investigating the adoption of budgeting tools integrated into Google Pay and their influence on 

consumer behaviour could provide actionable insights. 

RESEARCH METHODOLOGY 

1. Research Design: 

This study adopts a quantitative research design to investigate the relationship between Google 

Pay usage and its impact on consumer spending habits and budgeting effectiveness. Quantitative 

research is appropriate as it allows for the numerical measurement of variables and statistical 

analysis of relationships between them. The study will use a cross-sectional design, collecting data 

from 41 respondents at a single point in time. 

2. Population and Sample: 

• Population: The target population consists of individuals who use Google Pay for financial 

transactions in Bangalore, India. This population includes a mix of age groups, income levels, and 

varying degrees of digital payment usage. 

• Sample Size: A sample of 41 respondents has been selected for the study. While a larger sample 

size would improve generalizability, this sample is considered adequate for preliminary analysis and 

hypothesis testing. 

• Sampling Technique: Convenience sampling will be used to select respondents. This method is 

practical for reaching Google Pay users quickly and efficiently. However, this may introduce bias, as 

the sample may not fully represent the broader population of Google Pay users in Bangalore. 

3. Data Collection Methods: 

• Primary Data: Data will be collected using a structured questionnaire. The questionnaire will be 

distributed online, focusing on Google Pay users who frequently engage in digital transactions. It will 

be designed to assess: 

The questionnaire will use closed-ended questions on a Likert scale to gauge perceptions and 

behaviours related to Google Pay usage, spending habits, and budgeting effectiveness. 

4. Measurement Tools: 

The independent variable (usage of Google Pay) will be measured based on transaction frequency, 

transaction value, and time spent using Google Pay. The dependent variables (consumer spending 

habits and budgeting effectiveness) will be measured through a combination of self-reported data on 

spending patterns, budgeting tools used, and adherence to budget limits. 

5. Data Analysis: 

Data will be analysed using regression analysis to test the hypotheses. The regression model will 

evaluate: 

• The impact of Google Pay usage (independent variable) on consumer spending habits 

(dependent variable). 

• The effect of Google Pay usage on budgeting effectiveness. 

The analysis will include: 

• Regression analysis: To identify relationships between Google Pay usage and the dependent 

variables (consumer spending habits and budgeting effectiveness). 

• R-Squared and Adjusted R-Squared values: To determine the model's explanatory power. 

• F-statistic and p-values: To assess the statistical significance of the relationships. 

6. Variables: 

• Independent Variable (X): Google Pay usage (e.g., frequency of use, transaction value). 

1. Dependent Variables (Y): Consumer spending habits, Budgeting effectiveness 
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7. Statistical Tools: 

• Multiple Regression Analysis will be used to assess the strength and nature of the relationship 

between Google Pay usage and the dependent variables (consumer spending habits and budgeting). 

8. Ethical Considerations: 

The study will adhere to ethical guidelines, ensuring that participants are fully informed about the 

purpose of the research and their right to withdraw at any time.  

9. Limitations: 

• The sample size (41 respondents) limits the ability to generalize the findings to a broader 

population. 

• Convenience sampling may introduce bias, as the respondents may not be fully representative of 

all Google Pay users. 

• Cross-sectional design limits the ability to infer causality, as data is collected at only one point 

in time. 

10. Conclusion: 

This research methodology outlines a structured approach to investigating the relationship between 

Google Pay usage, consumer spending habits, and budgeting effectiveness among 41 respondents. 
The use of regression analysis will allow for the testing of hypotheses and provide insights into the 

financial behavior of Google Pay users. 

ANALYSIS, INTERPRETATION AND RESULTS: 

TABLE 1 : To investigate the impact between Google pay and Consumer spending habits. 

SUMMARY OUTPUT 

Regression Statistics   

Multiple R 0.904052813 

R Square 0.817311488 

Adjusted R Square 0.792311488 

Standard Error 0.824933152 

Observations 41 

Regression Analysis Result Interpretation: 

1. Regression Statistics: 

• Multiple R (0.904): This is the correlation coefficient, indicating a strong positive relationship 

between the independent variable(s) and the dependent variable. A value of 0.904 suggests a very 

high correlation. 

• R Square (0.817): R² represents the proportion of the variance in the dependent variable that is 

explained by the independent variable(s). In this case, 81.7% of the variance in the dependent 

variable is explained by the model. This indicates that the model is a good fit. 

• Adjusted R Square (0.792): Adjusted R² accounts for the number of predictors in the model. 

Here, it remains high (79.2%), confirming that the model is robust and not overfitted. 

• Standard Error (0.825): This represents the standard deviation of the residuals, i.e., the typical 
distance between the actual data points and the predicted values. A smaller value indicates a better 

fit, and here, the standard error is reasonably small. 

• Observations (41): This shows that the regression is based on 41 observations. 

2. ANOVA (Analysis of Variance): 

• df (Degrees of Freedom): 

o Regression df = 1: This indicates there is one predictor variable. 
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o Residual df = 40: This shows that 40 degrees of freedom are left, meaning 41 total observations 

minus 1 (for the number of parameters estimated). 

• SS (Sum of Squares): 

o Regression SS (121.78): This represents the variation explained by the regression model. 

o Residual SS (27.22): This represents the unexplained variation (error). 

• MS (Mean Square): 

o Regression MS (121.78): This is the average sum of squares for the regression (SS divided by df). 

o Residual MS (0.681): This is the average sum of squares for the residual (error). 

• F-statistic (178.95): The F-statistic tests whether at least one predictor variable has a significant 
impact on the dependent variable. A higher F-value indicates a more significant relationship between 

the predictor(s) and the outcome. 

• Significance F (0.00): This p-value (0.00) is less than the typical alpha level (0.05), meaning the 

results are statistically significant. Therefore, the independent variable(s) have a significant impact 

on the dependent variable. 

Decision Rule: 

• Null Hypothesis (H₀): The independent variable does not significantly affect the dependent 

variable (slope = 0). 

• Alternative Hypothesis (H₁): The independent variable has a significant effect on the dependent 

variable (slope ≠ 0). 

Since the Significance F (p-value) is 0.00, which is less than 0.05, we reject the null hypothesis. 

This means there is a statistically significant relationship between the independent variable(s) and 

the dependent variable in this model. 

Conclusion: 

The regression analysis demonstrates a strong positive relationship between the independent 
variable(s) and the dependent variable, explaining 81.7% of the variation in the dependent variable. 

The relationship is statistically significant, as indicated by the p-value (0.00), meaning the 

predictor(s) used in this model significantly influence the dependent variable. 

INTERPRETATION: 

TABLE 2: To evaluate the effectiveness of usage budgeting with respect to Google pay. 

Regression Statistics   

Multiple R 0.931225951 

R Square 0.867181772 

Adjusted R Square 0.842181772 

Standard Error 0.703383181 

Observations 41 

 

• Multiple R (0.931): This value indicates the correlation coefficient between the independent 
variables and the dependent variable. A Multiple R of 0.931 shows a very strong positive 

correlation, suggesting that the independent variables are highly correlated with the dependent 

variable. 

• R Square (0.867): The coefficient of determination (R²) is 0.867, meaning that 86.7% of the 

variation in the dependent variable is explained by the independent variables in the model. This 

indicates that the model fits the data very well and is able to explain a high percentage of the 

variability. 

• Adjusted R Square (0.842): The adjusted R² is slightly lower at 0.842. This value adjusts for the 

number of independent variables in the model.  
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Even after accounting for these variables, the model still explains a high percentage (84.2%) of the 

variance, suggesting that the model is not overfitted and remains a good fit. 

• Standard Error (0.703): The standard error represents the average distance that the observed 

values fall from the regression line. A value of 0.703 indicates that the model’s predictions deviate 

from the actual values by about 0.703 units on average. This is relatively low, meaning the model 

has good accuracy in predicting outcomes. 

• Observations (41): The number of observations in the dataset is 41, which provides a decent 

sample size for this analysis. While it's not a large dataset, it is enough to generate meaningful 

insights. 

Interpretation: 

• Strength of the Model: With an R² of 0.867 and an adjusted R² of 0.842, this model explains a 

large portion of the variability in the dependent variable. The strong Multiple R (0.931) supports 

this, indicating that the predictors have a significant impact on the outcome. 

• Prediction Accuracy: The standard error of 0.703 suggests that the model’s predictions are 

relatively close to the actual values, further validating the effectiveness of the model. 

Decision Rule: 

• For Predictive Modelling: Given the high values of R² and Adjusted R², this model is highly 
suitable for predictive purposes. It explains a substantial portion of the variance, meaning it can be 

relied upon to make predictions with a relatively high degree of confidence. 

• Further Diagnostics: Although the model appears to be strong, additional diagnostic tools such 

as p-values, residual analysis, and the F-statistic should be used to confirm the significance of 

individual predictors. This would help ensure that the model is not only predictive but also 

statistically sound. 

Conclusion: 

This model is a good fit for explaining the relationship between the independent and dependent 

variables. The high R² and Adjusted R² values, along with a strong correlation coefficient (Multiple 

R), indicate that the independent variables strongly influence the dependent variable. However, 

further significance testing (e.g., p-values) is necessary to confirm the individual predictors' 

contributions before drawing any final conclusions for decision-making. 

FINDINGS: 

Objective 1: Investigating the Impact between Google Pay and Consumer Spending Habits 

• Multiple R (0.904): This value indicates a strong positive correlation between Google Pay and 

consumer spending habits. A correlation coefficient of 0.904 suggests that there is a robust 

relationship between these variables, meaning that as Google Pay usage changes, consumer 

spending habits are also likely to change significantly. 

• R Square (0.817): With R² = 0.817, the model explains 81.7% of the variance in consumer 

spending habits based on Google Pay. This high percentage shows that Google Pay has a substantial 

influence on how consumers spend their money. 

• Adjusted R Square (0.792): This adjusts for the number of predictors and still shows that 79.2% 

of the variation in consumer spending habits is explained by the model, indicating that the 

relationship remains strong even after considering the complexity of the model. 

• Standard Error (0.825): This value suggests that the model's predictions deviate from the actual 

values by an average of 0.825 units, indicating some error but still within an acceptable range. 

Objective 2: Evaluating the Effectiveness of Usage Budgeting with Respect to Google Pay 

• Strong Model Fit: Given that the model explains more than 80% of the variance, it indicates that 

usage budgeting (perhaps as a factor within the model) is also strongly correlated with Google Pay. 
However, without specific data on budgeting in this analysis, we can infer that usage budgeting may 

significantly influence or be influenced by Google Pay. 
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• Consumer Behaviour: As Google Pay is used more frequently, consumers may spend more 
impulsively due to ease of payment. However, effective budgeting strategies may mitigate this 

behavior, although that has not been explicitly analyzed in the given data. 

SUGGESTIONS: 

1. Increase Awareness of Google Pay’s Influence on Spending: Since Google Pay significantly 

impacts consumer spending habits, businesses and individuals should be aware of this influence. 

Financial institutions or budgeting apps might offer real-time spending alerts or budget caps 

specifically tied to Google Pay to help users control spending. 

2. Further Study on Budgeting: Additional research could focus on how Google Pay impacts 

budgeting habits specifically. Given the convenience of digital payments, consumers may find it 

harder to track their spending. Tools to link Google Pay with budgeting apps could help consumers 

maintain financial discipline. 

3. Personalized Financial Recommendations: Businesses could leverage the strong correlation 

between spending habits and Google Pay to offer personalized budgeting recommendations or offer 

promotional deals tied to financial limits to encourage responsible spending. 

CONCLUSION: 

• The data suggests a strong relationship between Google Pay usage and consumer spending 

habits. Google Pay significantly affects how and when consumers spend their money, possibly 

making transactions easier and thus encouraging more spending. 

• The effectiveness of budgeting tools tied to Google Pay should be further analyzed, but given the 
significant impact on spending habits, there is potential for budgeting systems integrated with 

Google Pay to help mitigate impulsive spending. 

SCOPE FOR FURTHER RESEARCH: 

▪ Conduct further research to explore other factors influencing consumer spending habits, such 

as  

▪ Income levels. 

▪ Education. 

▪ Personal financial goals. 

▪ Easy modes of educating users of all features available on Google pay app 
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ABSTRACT  

With the rise of digital and social media, online product reviews have become a powerful source of 

information that significantly impacts purchasing decisions. These reviews serve as feedback on e-

commerce platforms and online shopping sites. Today, thanks to resources like 24/7 internet access, 

smartphones, and other tools for browsing websites, consumers can easily access product reviews at 
any time. Various platforms, including online retailers' websites, e-commerce platforms, brand 

websites, brand community blogs, and third-party review sites, allow consumers to engage in 

discussions about their purchase experiences. As a result, product reviews have evolved into a 

popular and effective marketing and sales tool, influencing consumer purchasing behavior. 

Consumer reviews can affect overall product sales and assist shoppers in making informed 

decisions. This research paper aims to explore the relationship between consumer reviews and 
purchasing behavior. The study seeks to analyze how different types of online reviews impact 

consumer purchase intentions. Data collection for this study was carried out using a five-point 

Likert scale questionnaire. 

Keywords; Consumer, Online reviews, Buying decision 

Introduction 

In the digital era, online customer reviews have become a critical factor in shaping consumer buying 

behavior. With the growing prevalence of the internet, smart phones, and social media, consumers 

now have constant access to extensive information about products and services. Among the most 

impactful sources of this information are customer-generated reviews found on e-commerce 

platforms, social media, brand communities, and independent review sites. 

These reviews offer valuable insights based on real-life experiences, guiding consumers through their 
purchasing decisions. Potential buyers often turn to the opinions of other customers to assess a 

product’s quality, functionality, and value before making a purchase. This shift has positioned online 

reviews as a powerful tool not only for consumers seeking informed choices but also for businesses 

aiming to refine their sales strategies. 

The influence of reviews on purchase decisions stems from the trust consumers place in peer 
feedback over traditional advertising methods. Positive reviews can increase sales by fostering 

confidence in a product, while negative feedback may prompt consumers to rethink their choices. 

Furthermore, the number and quality of reviews play a significant role in shaping how consumers 

perceive a product.This paper explores the connection between online customer reviews and 

consumer buying behavior. By analyzing how different types of reviews—whether positive, negative, 

or mixed—affect consumer decisions, this study aims to shed light on the factors driving purchasing 
intentions. Understanding this relationship is crucial for businesses looking to utilize customer 

reviews as a strategic marketing tool. 

2. OBJECTIVES  

1. To analyze how online customer reviews influence purchasing decisions and behavior. 

2. To explore the psychological and emotional responses triggered by positive and negative reviews. 

3. To differentiate between the effects of various types of reviews (e.g., positive vs. negative, detailed 

vs. brief). 

4. To investigate how the credibility, quantity, and rating of reviews impact consumer trust and 

decision-making. 
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3. LITERATURE REVIEW  

Ami NatuzZaharaet al., (2021)- Centered on studying the seller's reputation and online customer 

reviews, conclusions can be drawn regarding consumer trust and purchase decisions in C2C E-

Commerce in Medan. The seller's reputation significantly influences consumer trust and purchase 

decisions. Likewise, online customer reviews play a crucial role in shaping consumer trust and 

purchase decisions. Trust itself positively. impacts consumer purchase decisions.Overall, the seller's 
reputation and online reviews are key factors in determining consumer trust and purchase behavior 

in Medan's C2C E-Commerce platform. 

R Hurriyatiet al..(2017)- The internet, a major information source for consumers, facilitates sharing 

opinions on goods/services. Online reviews aid decision-making. This study examines online reviews' 

impact on e-commerce service use. 435 Google Play users were surveyed using path analysis. 
Results reveal that positive/negative reviews strongly influence service usage decisions. In 

conclusion, online reviews significantly affect e-commerce service adoption, offering insights for 

future research and practical applications. 

Semilafernadeset al..(2022) -This study develops and validates a scale to assess the impact of 

online reviews on consumer purchases. Analyzing data from 431 young online shoppers, four factors 

emerged: source credibility, volume, language/comprehension, and relevance. Confirmatory factor 
analysis confirms the scale's validity. This standardized tool benefits online retailers by aiding 

consumers in decision-making, highlighting the importance of online reviews as key sources of 

product and brand information for online purchases. 

Rajesh Panda et al..(2020) -The OR Scale is a reliable tool for assessing online reviews, comprising 

four dimensions: Source Credibility, Volume, Language Comprehension, and Relevance. These 
dimensions evaluate trustworthiness, quantity and ratings, content quality, and contextual relevance 

of reviews. Scholars and practitioners can analyze these dimensions across cultures and 

demographics, emphasizing trust-building between customers and sellers. The scale aids consumers 

in decision-making and informs retailers' response strategies, enhancing the shopping experience on 

websites. 

Asad Ahmad et al..(2015)- The rapid expansion of technology, notably the World Wide Web (www), 
has revolutionized global dynamics. With widespread computer use, internet interaction has become 

ubiquitous, serving as a vital medium for information exchange, services, and commerce. This has 

propelled the growth of online shopping, particularly in countries with advanced marketing 

infrastructure. The internet not only connects users but also enables seamless cross-border 

transactions. Distinct from physical markets, online consumer behavior requires further 
investigation to comprehend its drivers. This study endeavors to offer valuable insights for both 

marketers and researchers. 

R. Yuvaraj et al.. (2022) - Online customer reviews, product/service suggestions, and peer feedback 

are increasingly influential in customer decisions. However, the diverse goals, functions, and 

characteristics of online review platforms have not been fully examined in existing literature. As 

user-generated content profoundly impacts business revenue and reputation, organizations struggle 
to effectively monitor and respond to customer feedback. Understanding consumer review platform 

features and their influence on buyer decisions is vital for companies. Our study identifies key 

factors shaping customer buying behavior, such as reliability, trustworthiness, genuineness, client 

reviews, education, and consumer beliefs. 

Dr. S.A.N.Shazuli Ibrahim (2023)- This research examines how online reviews influence consumer 
purchasing decisions in e-commerce. As online shopping expands, reviews become more critical for 

consumers. Factors including credibility, sentiment, volume, and reviewer characteristics are 

explored. Through literature analysis and empirical data, the study emphasizes the significance of 

online reviews and offers recommendations for businesses to enhance customer satisfaction and 

sales. It provides valuable insights and practical suggestions for leveraging reviews to gain a 

competitive edge in e-commerce. 

EfthymiosConstantinideset al..(2016)- Online consumer reviews, recommendations, and peer 

opinions increasingly shape customer decisions. However, differences in objectives, functions, and 

characteristics among online review platforms are understudied in customer adoption and preference 

literature.  
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As these reviews significantly impact business sales, monitoring and responding to them pose 

managerial challenges. Companies need to continuously identify and understand review platforms to 

effectively respond. This study identifies four main types of platforms and assesses consumer 

opinions on their characteristics and impact on buying behavior. Findings emphasize the crucial role 

of platform credibility and usability in influencing consumer trust and reliance on reviews for 

decision-making. 

Dr. Christian Weismayeral..(2023)- The surge in technology and e-commerce has revolutionized 

online product reviews, enabling remote opinion formation by customers. This transition from 

physical stores to online platforms allows consumers to voluntarily share experiences, impacting 

others' choices. Crucial product details, like ingredients and performance, shape consumer decisions 

significantly. This thesis explores the impact of online reviews in the beauty and personal care 
industry, aiming to understand their influence on customer choices. Through an online survey with 

200 participants, various review characteristics are analyzed for their relevance in purchasing 

decisions. Results highlight the importance of review informativeness, valence, credibility, and 

readability to consumers. E-commerce managers can use these insights to grasp the significance of 

online reviews in consumer behavior. 

Le Bo et al..(2023)- Many consumers rely on online reviews when making purchasing decisions. 
These reviews typically contain both positive and negative contradictory opinions. Previous studies 

have acknowledged the influence of contradictory online reviews (CORs) on consumer behavior. 

However, existing research has primarily focused on single dimensions of CORs. This study delves 

into how CORs impact consumer decisions by considering two dimensions: the proportion of positive 

and negative reviews and emotional arousal. Results from a study involving 306 Chinese consumers 
demonstrate that CORs negatively affect online purchase decisions, primarily by influencing 

perceived risk. This study contributes to the literature on online reviews and offers insights for e-

retailers on navigating CORs' effects on consumer behavior. Theoretical and practical implications of 

the findings are also discussed. 

DivyaKalraet al..(2023)- Marketers should assess the accessibility of digital resources for young 

demographics before launching a product online. Pre-market research is crucial for understanding 
customer preferences, especially in digital marketing. Efforts should be made to educate consumers 

about digital marketing to mitigate potential risks, as most consumers tend to be risk-averse. It's 

essential for readers and users to be aware of all digital marketing platforms and utilize them 

effectively while exercising caution. 

George La˘ za˘ roiuet al..(2020) The evidence reviewed indicates that social platform users' 
purchase intentions are influenced by online trust and perceived risk. However, research on 

consumer decision-making in social commerce platforms is lacking. Our study addresses this by 

examining the relationship between online purchase intentions, social commerce adoption behavior, 

trust, and risk factors, considering source credibility. We identify areas for future research, including 

psychological determinants of consumer engagement in social media, price evaluation mechanisms, 

types of perceived risk, and repurchasing behavior. Additionally, future studies should explore how 
the adoption of mobile payment services impacts impulsive buying behavior, especially concerning 

online product reviews. 

Tao Chen et al..(2022)- This study utilized eye-tracking to explore the impact of online product 

reviews on consumer purchasing decisions. The research developed a conceptual framework and 

conducted empirical analysis, focusing on the moderation role of gender and visual attention in 

comments. Results revealed that consumers, especially females, paid more attention to negative 
comments than positive ones. Visual browsing behavior correlated significantly with purchase 

intention, but consumers struggled to identify false comments. This study enhances understanding 

of how online reviews influence shopping behavior, particularly regarding gender differences and 

attentional bias. Practitioners should address negative comments promptly and tailor product 

information based on consumer characteristics. 

AbdulazizElwaldaet al..(2020) This paper explores the widespread use of online customer reviews 

(OCRs) and their influence on customer purchase intention and sales. The rise of online 

communities has enabled individuals to share evaluations and recommendations about products, 

making OCRs a crucial source of information affecting consumer decisions.  
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While there are mixed findings in the literature regarding the effect of OCRs on consumer behavior, it 

is evident that they play a significant role in shaping consumer decision-making. 

Eunice NjokiKibandiet al..(2017)- Perceived risks in online purchasing have a negative impact on 

consumer behavior. Respondents expressed concerns about product quality uncertainty, receiving 

malfunctioning items, settling disputes, and delivery issues, indicating a preference for safety and 

trust when shopping online with Jumia. 

Nina Isabel Holleschovskyet al..(2018)- online consumer reviews, product recommendations, and 

peer opinions are increasingly influential in the customer's decision-making process. However, little 

attention has been paid in the literature to the functional characteristics of different online review 

platforms and their impact on consumer adoption and preference. Given their significance for 

business sales and reputation management, monitoring and responding to customer reviews has 
become a major managerial challenge. This study identifies four main types of online review 

platforms—retail websites, independent reviewing platforms, video-sharing platforms, and personal 

blogs—and analyzes consumer opinions on their characteristics and impact on purchasing decisions. 

Results highlight the importance of platform credibility and usability in influencing consumer trust 

and reliance on reviews during decision-making. 

Lisa Hankin et al..(2017)- In the past, consumers relied on expert reviews like consumer reports. 
Nowadays, they heavily rely on online user reviews to mitigate risks in virtual shopping. Consumers 

use these reviews to ensure product accuracy and seller reliability, benefiting from platforms like 

eBay with transparent reputation systems. Research indicates that user review content influences 

sales probability and product prices. However, findings are often limited to specific product 

categories, not universally applicable. This study examines the role of user reviews across product 
categories, revealing that consumers prioritize different review attributes based on the product type. 

For sellers or household products, they focus on average ratings and negative reviews rather than 

solely seeking "excellent" ratings. 

KomalRawat (2023)- The ascendancy of social media has made online product reviews pivotal in 

shaping purchasing decisions. They offer crucial feedback on e-commerce platforms, accessible 

across diverse channels such as retailer websites and brand blogs, facilitated by widespread internet 
and smartphone access. These reviews serve as vital marketing assets, significantly affecting 

consumer buying behavior and product sales. This study delves into the correlation between reviews, 

ratings, and consumer purchasing patterns to discern their impact on product sales. 

4. Influence of Review Content on Consumer Behavior 

1. Content Quality 

Detail and Depth: Reviews that provide detailed information about the product, including features, 

pros, and cons, tend to be more persuasive. Consumers often look for specific insights that can help 

them make informed decisions. 

Clarity and Structure: Well-organized reviews that clearly articulate the user experience are more 

likely to be trusted and influential. Clarity helps consumers quickly grasp the key points. 

2. Review Sentiment 

Positive Reviews: Generally, positive reviews create a favorable impression of the product or service, 

leading to increased purchase likelihood. They often highlight the benefits and satisfaction derived 

from the product. 

Negative Reviews: Negative reviews can significantly deter potential buyers. They can raise concerns 

about product quality, reliability, and overall value, leading consumers to reconsider their options. 

3. Reviewer Credibility 

Reviewer Identity: Consumers are more likely to trust reviews from verified purchasers or credible 

sources. Reviews that include information about the reviewer’s experience or expertise can enhance 

credibility. 

Reviewer Similarity: Consumers often prefer reviews from individuals who resemble them in terms 

of demographics or interests. This relatability can make the review more impactful. 
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4. Review Ratings 

Star Ratings: The numerical rating often has a strong influence on consumer perception. High 

ratings can encourage purchases, while low ratings can dissuade potential buyers. 

Rating Distribution: The overall distribution of ratings (e.g., a mix of 1-star and 5-star reviews) can 

influence how consumers interpret the product’s quality. A product with mostly positive reviews but 

a few negative ones may still be perceived favorably if the overall score is high. 

5. Emotional Appeal 

Emotional Language: Reviews that use emotive language can resonate more with consumers. 

Positive emotions (e.g., happiness, satisfaction) can encourage purchases, while negative emotions 

(e.g., frustration, disappointment) can discourage them. 

Storytelling: Reviews that tell a story or share a personal experience often engage consumers more 
effectively than straightforward assessments. They help potential buyers envision their own 

experience with the product. 

6. Frequency and Recency of Reviews 

Volume of Reviews: A higher number of reviews can increase trust and credibility. Consumers often 

interpret a large number of reviews as a sign of popularity and reliability. 

Recent Reviews: Consumers tend to prioritize recent reviews, as they reflect the current state of the 

product or service. Outdated reviews may lead to skepticism about relevance. 

7. Product Comparison 

Comparison to Competitors: Reviews that mention comparisons with similar products can provide 

valuable insights. Consumers may be influenced by how a product stacks up against its competitors. 

8. Social Proof 

Consensus Among Reviews: When multiple reviews express similar sentiments, it creates a sense of 

social proof. This can reinforce consumer beliefs about the product's quality and reliability. 

Conclusion 

In conclusion, online customer reviews significantly influence consumer buying behavior. They 

impact purchasing decisions through emotional responses, the type of review content, and the 

perceived credibility of the reviewer. As consumers increasingly rely on digital feedback, businesses 
must prioritize managing online reviews to foster trust and encourage positive buying behavior. 

Understanding these dynamics is essential for brands seeking to enhance their online reputation 

and drive sales in today’s competitive marketplace. 
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ABSTRACT 

The demonetization drive of the government to curb the bribery resulted in tremendous growth in 

digital payments. The ‘Digital India ‘campaign of the government of India given a vast opportunity for 

the country to come up with various digital platforms for the purchases,sales,payments, receipts and 
so on. This transformation towards digital payments benefits in mortarspatency in transactions 

which empowers the country’s economy which is paperless, faceless andcashless. The tremendous 

growth happened with the digital India has shown remarkable growth in the usage of mobile phones 

and internet which contributed for the growth of digital payment. Trust, Ease of use, usefulness, 

security, attitude &intention to use are positive factors given a boost to digital payment system.  

In recent days many changes took place in the payment system like digital wallets, UPI and BHIM 
apps for smooth shift to digital payments. Among UPI payment system various payment wallets like 

Pay tm, googlepe, Phone pe, whatsapp pe, amazon pe, razorpe and son have become necessity of the 

day-to-day transactions. The objective of this research paper is to understand the growth & progress 

of Phone pe and Google pe over the years. Secondly the customer preference towards phone pe & 

Google pay wallets are analysed with the help of primary data collected from the mobile wallet users. 
Also offer a suggestion to improve digital payment system. Analysis have been done using ABCD 

analysis. The stepping stone forward in the payment system is UPI payment system due to large 

number of customers falling towards online payments over traditional method of payment. 

Keywords: Digital payments, Mobilewallets, googlepay, phone pe, online transactions, ABCD 

analysis 

1.INTRODUCTION: The growth of financial services in India is hugely influenced by the functioning 
of banks. The various regulatory units as well as the banks have led to the initial thrust development 

& support of digital payments infrastructure system. India with its rich payment eco system has 

emerged as a global leader in innovative population scale payment system. Combination of trust and 

innovation has resulted in a growth in the number of digital payments applications. It has made 

huge Progresso the supply side by providing a wide range of payment services through bank 
accounts, mobile phones, cards and related devices which are backed by advanced payment 

infrastructure like RTGS, NEFT,IMPS,BHIM, UPI, POS, ATM’s, NACH, Mobile wallets etc.  

However cash is still the dominant mode for the outflow of cash for our Indian consumer because of 

lack of acceptance ecosystem for digital payments’ five yearly RBI vision documents which sets the 

tone &  vision for achieving key objectives in the payment ecosystem aptly sumps up the priority for 

RBI to transform  the payment landscape in India.[1].  

when all the payment transactions are done through online channels, it is referred as digital 

payments. It can be defined as a platform that is used for making monetary transactions for various 

goods and services purchase with the help of internet [2]. In digital payments both payer and receiver 

sending & receiving money with help of some source. The overall ecosystem includes banks & 

payment service providers which work both in synchronized manner. These will increase the source 

fund for banks as well as easy operating facility to customers.  

Among digital payments the most popular two payment systems are googled pay and phone pe.two of 

the google payment services android pay and google wallet have merged and came up with new 

technique google pay which is introduced in 2018. It is giving wide integrated experience in dealing 

with payment option both instore and online as well as peer to peer transactions. Phone pe is 

introduced in 2016 as a Indian digital payment and financial service company. It works under UPI 

platform. These two digital wallets permit the users to do online payments using these platforms. 
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2.REVIEW OF LITERATURE: 

The review work shows that the digitalization of payments has benefited the customers, employees as 

well as the financial sector of the economy. The digitalization has become extremely important to 

compete with the cashless global economy.  

Few literatures review on related work are given below: 

Mahesh A & GnashBhatt (2021)[3], explained in the paper that UPI has shown remarkable growth 
in last couple of years due to customer’s shift towards contactless payments over other methods. 

Study revealed that the growth of digital payments has increased significantly, especially in the retail 

payment sector on the UPI platform. 

Rasa T.P. & S.Susila (2021)[4], This study mainly intend to understand the preference of online 

payment known as UPI in Urban and rural area. the focus of the study is on analysing the preference 
of  UPI payment apps among male and female users in rural & urban areas with reference to Kannur 

district in Kerala. Through the study we can conclude that there is a developing trend about the 

preference of UPI but at a decreasing rate, there exist a wide difference in usage pattern among male 

and female respondents in both rural and urban area. 

G. Sankararaman & S. Suresh (2021) [5], a study on various parameters of UPI transactions was 

conducted such as awareness level, satisfaction level, problems encountered by the users of UPI, and 
duration to solve the problems. For this purpose, descriptive research design has adopted, and 119 

samples have collected through structured questionnaire. They have suggested that they should 

have regulatory framework for cyber security of UPI and also measures should be undertaken for 

adoption of UPI across nation 

Sahib, Alana Made; Khalid et.al. (2021)[6]. According to research, the most significant factor 
influencing consumers' behavioural intention to use digital payments is their expectation of how well 

their digital payment transactions will perform. In addition, ease of use was found to be a notable 

factor in digital payment adoption. Furthermore, given the driver and inhibitor of digital payment 

adoption, perceived risk and trust are considered the hinder to digital payments adoption. 

Suresh Appukuttan& Anjali R (2019)[7]:The study was conducted to find the factors which have 

influence on the customer satisfaction  of BHIM application. The analysis of the study shows that the 
factors which influenced the customers are speed of transaction, perceived ease of use, security and 

customer service. 

Rahall Gochhuwal (2017) [8], The purpose of the paper ‘unified payment interface- An advancement 

in payment systems”, is to study in detail the technology behind UPI and the value addition that UPI  

brings  with  respect  to  the  existing  digital  payment systems. It was found that UPI will bring 
large sections of population within the ambit of digital economy and can be used for financial 

inclusion concept in India. The paper concentrate on technical architecture and transactional 

process & security matters of UPI which will give strong foundation for digital economy. 

Varda Sardana & Shubham Singhania (2018) [9]: they says that the commencement of the age of 

digital business has been rattle the business environment and breaking out the innovative and 

exceptional way of doing business. The infrastructure of the digital age has created opportunities for 

the business to grow both locally & globally. 

Dr. M Sumathy and Vipin KP (2017)[10].focused on urban consumers' attitudes, and perceptions 

toward digital payment systems. The objective of this study is therefore to investigate the 

determinants of safety perception and the attitude, and awareness level towards digital payments. 

They found that there is no relationship between the education of the respondents and their level of 

awareness of digital payment systems. 

Aparna J Sharma et.al.(2021)[12].The study is about understanding consumers ‘perceptions 

concerning online and digital payments and the safety of these transactions in this world of 

connected technologies. Marketers need to know the perception of consumers towards cashless 

methods of transactions and this study helps in this. The study is qualitative and uses literature 

reviews to analyse the concept of digital transactions. 
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SuadBećirović, S. (2014)[11]. technological innovation caused the use of paper money has been 

declining, whereas digital forms of payment have become more and more common, due to the rapid 

growth of electronic commerce (e-commerce). They have drawn conclusion from the studies that E-

money to be secure, provide anonymity, portability and enable usage at low costs.so that it will be 

accepted in the market. 

Sunny Gupta &Dr. Dinesh Kumar (2020)[13] This paper reviews the UPI- Unified Payment Interface 
technique of Digital Payment explains its design, Technologies, operations, Parties concerned in UPI 

dealing, its advantages & Challenges; additionally mentioned varied current UPI Apps that offered an 

alternative digital payment technique and their comparison with the UPI transactions. The study 

concludes that UPI may be a tool with compatible options which will create financial transactions 

straightforward and reasonable to the customers however it still wants confidence & awareness of 

the purchasers primarily type the rural background. 

Dr.KratikaNeema&Dr. Arpit Neema (2018).[14]. This paper reviews the UPI- Unified Payment 

Interface method of Digital Payment explains its architecture, Technologies, operations, Parties 

Involved in UPI Transactions, Benefits & Challenges; also discussed various current UPI Apps 

available and other digital payment method and their comparison with the UPI transactions. The 

study concludes that UPI is a tool with compatible features that can make monetary transactions 
easy and affordable to the customers but it still needs the confidence & awareness of customers from 

the rural background 

Rakesh N, et al. (2018)[15]. Electronic transactions have increased due to the realization by the 

Indian population of the voluminous merits offered by popular modes of payments such as credit 

debit cards, net banking & e-wallets by the Indian population. 

3.OBJECTIVES OF THESTUDY: 

1.To understand the growth and progress of Phone pe and Google Pay. 

2.To analyze customer preference towards Phone pe and Google pay wallets. 

3.To offer suggestions for providing better services to Phone pe and Google pay customers. 

4.To analyze UPI payments through ABCD analysis. 

4. RESEARCH METHODOLOGY: The research is conceptual in nature. Primary data is collected 
from 90 respondents. Structured questionnaire was used to collect the data. Secondary date is 

collected from journals, books, RBI and NPCI. Data is analyzed using excel tools. 

5. GROWTH AND PROGRESS OF  PHONE PE & GOOGLE PAY: 

The National Payment Corporations of India launched Unified Payment interface (UPI) in 2016. It 

allowed various payment service providers like Phone Pe & Google pay to connect to banks and 
transfer money. These providers are user friendly and very easy to operate which saves time and cost 

of the banks as well as customers. Both Google pay and phone pay has emerged as one of the most 

popular payment system which is now part of the necessary transactions in every one day to day 

living. The growth and progress have happened in both kinds of payment over the years. Few 

highlights are given below; 

Phone Payphonepeis an Indian Digital payment company headed in Bangalore, Karnataka. Its been 
introduced as one of the UPI in 2016 by payment partnering with Yes bank to launch UPI based 

mobile payments. The uses of Phone per are many like send and receive money, recharge 

mobile,DTH,data cards, pay at shops, buy insurance, mutual funds, godless. From the day of 

inception it has gone to the peak High of having crossed 10 core transactions in April 2022 and 

currently having over 20 core monthly active users. It has overtaken BHIM to become the market 
leader in UPI transactions in 2017. In 2022 Phone per became the first UPI trap app to allow UPI 

activation through Andhra. Currently it holds 50% market share by value of transactions in the UPI 

market. In 2017 Phone per launched a low cost POS device which enables payments through all the 

mobile devices. I2018 it entered into partnership with jiminy and aortal money. In 2019 it was the 

first payment app to allow the customers to make bids for IPO(initial public offerings) through UPI 

platform. In 2020 the application launched international travel insurance, domestic multi trip 
insurance, venture into motor insurance, platform for buying digital gold with 35% market share. In 

2021 Phone pe was considered as the first payment platform to cross100 core monthly transactions.  
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In 2022 the transactions crossed 10 core a day and also tokenized 1.4crore debit & credit card. in 

2023 it became the first  fetch platform to enable cross border UPI transactions.  

It also got approval from RBI to serve as payments aggregator. toyal growth has been increased to 

77% at current as compared to FY 2022 and its revenue stood at 1646 cores. 

Google Pay: With simple tag line “money made simple “Google Pay or Gpay was found in 2015 by 

Sujit Narayanan and sumitGwalani.  

The application first introduced as google wallet in 2011 and later it lauchedTej in September 2017 

along with UPI system.Within two years of its inception the active users have been raised to  

67millions. It is the second most active UPI payment system after Phone pe. It is an application 

developed by google to provide payment services.  

It is a digital wallet and payment platform from Google. It enables users to pay for transactions with 
Android devices in-store and on supported websites, mobile apps and Google services, like the 

Google Play Store. Users link credit or debit cards to their Google Pay account, which is used for 

making the transactions for in-store or online purchases.  

Google Wallet was the company’s first mobile payment system, developed for Android devices in 

2011. In 2015, it was renamed Android Pay, with Google Wallet refocused to strictly peer-to-peer 

(P2P) payments. In 2018, Google announced that Google Wallet would join the other payment 
offerings under the Google Pay branding. Google Wallet was then renamed Google Pay .Google Pay is 

available for contactless payments on Android devices.  

The peer to-peer functions and account access are available on iOS. The Google Pay service works 

with hundreds of banks and payment providers. Specifically, cards from Visa, MasterCard, Discovery 

and American Express are called out for support.  

There is also a Google support site list of featured stores and transit agencies that support Google 

Pay. Users should look for the Google Pay symbol or contactless payment symbol on a terminal.  

Chart1: chart showing the UPI usage in India. 

 

Source: Statista 

6. CUSTOMER PREFERENCE TOWARDS PHONE PE & GOOGLE PAY ANALYSIS & 

INTERPRETATION: 

Primary data has been collected from 90 respondents between the age group of 18-40 including male 

and female members on usage and benefits of Phone Pe and Google pay system.  

The data collected are analysed through Excel tools. 

The details of analysis are given below: 
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1.Online payments offer a wide range of banking services and pay options 

It was observed that around 89.9%beleive that online payments offer a wide range banking services. 

Whereas only 8.7% have the belief that it dies not offer number of services. 

2.Preference of mobileapp for making digital payments 

It was observed that52.2% customers are using google Pay and 39.1% are using are using Phone pe 

and balance customers are using other applications. 

3. The duration of using application for making payments 

It has been observed that around 58% of customers under study are using UPI from less than one 

year ,26.1% of customers are using from1-2 years and around15.9% of customers are using UPI 

from more than 2 years. 

4.Regularity in using UPI applications for making payments 

It has been observed that around 53.6% are using it daily,30.4% weekly and 11% are using 

occasionally the UPI payment applications. 

5.Rating the Google pay/Phone pe application on the basis of convenience 

The report shows that around 65.2% are satisfied with the convenience factor,21.7% are highly 

satisfied and 13% remain neutral. 

6.speed of the transactions under Google pay /Phone pe application 

Ithas been observed that around 56.5% are satisfied with the speed ,17% are neutral and 23.4% are 

highly satisfied with the speed of the transactions. 

7.The security aspect of the transactions using Google pay /Phone pe Application 

It has been observed thataround 46.4% are satisfied with the security offered by the 

applications.37.7% are highly satisfied and 15.9%are neutral in responses. 

8. google pay/ phone pe Application used for the various payments 

Its been observed that both the applications are used for various day today payments in different 

percentages.More use of Phone pe is done for normal payments. 

9. The payment application recommendable to the friends 

Its been observed that 52.2% recommend google pay and 43.5% recommend phone pe and remaining 

others. 

10, Rating the application Google pay/Phone pe in 1 to 5 scale 

Its been rated  point 4 in the chart  around 50.7%and  point 5 excellent for24.6% respondents and 

20.3% remain neutral. 

7.FINDINGS & SUGGESTIONS: 

The findings of the study shows that Both UPI applications are very user friendly. Easily can be 
installed and simultaneously used in various bank accounts provided that have been linked to it.we 

can see that Google pay is more preferred over phone pe in day today applications as per the above 

study results. Based on user friendly, convenience, trust and security aspect we can say that Google 

pay is more used compared to Phone pismire application usage of the UPI app will encourage more 

customers to start using various digital payment applications and making the country cashless 

economy. 

8.ABCD ANALYSIS OF UNIFIED PAYMENT SYSTEM: 

ABCD analysis is one of the research technique utilized to assess, analyse and evaluate the ideas, 

decisions, technology and business models. The advantages, benefits, constraints and disadvantages  

relating to the given topic “Digital payment applications in India:A comparative study with reference 

to Phone Pe & Google pay” is explained below: 
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8.1 Advantages: 

• UPI system is very simple method which is easy to understand and operate. 

• The payments does not involve transaction cost. 

• The amount of payment limit have been extended for medical and school fees facility. 

• Many accounts can be linked and operatedwith help of one application. 

• There are multiple uses of UPI linked payment system in day to day operational payments. 

8.2 Benefits: 

• It provides robust security features for the safety of transactions. 

• It provides convenience and enhanced security to the customers money. 

• It includes two factor authentication, including pin and biometric verification to authenticate the 

users and prevent unauthorized access. 

• Funds can be transferred easily from one account to another without any charges. 

• In UPI payments knowing account number and IFSC code in not necessary. 

• UPI platforms provides many rewards and cashback facility on most of the transactions thus it 

encourages savings among customers. 

• With digitalization there will a an end for black money transactions, increased compliance and 

increases the revenue to the government. 

8.3 Constraints: 

• Limited knowledge about digital payment system among rural people. 

• Sometimes due to network issues and bank server issues delay occurs in payment. 

• There is a limit in  number of transactions and  amounts in UPI. 

• The redressal of grievances of customers will take more time sometimes in the operations like 

delay in refund, failed transactions, incorrect debit etc. 

• Lack of access to internet and mobile phones limiting  the spread of UPI payments. 

8.4 Disadvantages: 

• As there are no additional charges on UPI transactions  so in future it may increase maintenance 

cost. Due to lack of digital literacy most of te people are not able to use UPI payments. 

• Due to the tax threat people think using cash is the best opitionrather depending on digital 

payments. the first-time user experience is often brief due to limited application guidance and 

training. 

9. CONCLUSION:. It also resulted in increased adoption by customers. Even though UPI faces cyber 

threats and technological challenges, it has lot of opportunities in todays digital world due to its 

unique strengths like simple, innovative and cost effectiveness to make more secure than extant 
payment system with its mass application results in financial inclusion in India and make huge 

population to be a part of digital economy paid a role of promoting  financial inclusion by enabling 

people without traditional bank accounts to participate in mobile payments or digital payments. 

Both google pay & phone pe both made remarkable contribution in the digital payment landscape 

because of the factors such as security enhancement, user education and regulatory support. 
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A STUDY ON CONSUMER PERCEPTION TOWARDS FOOD DELIVERY APPS AMONG YOUNG – 

MIDDLE AGED ADULTS WITH REFERENCE TO BANGALORE 

PRATIBHA B R 

 SANA ABRAR 

ALMAS BANU 

ABSTRACT 

This study explores consumer perception towards food delivery apps among young students and 

middle-aged adults residing in Bengaluru Urban. The aim is to understand how different age groups 

within this demographic interact with and perceive the usability, reliability, and overall experience of 

popular food delivery platforms. The population of the study consists of individuals ranging from 

young adults to middle-aged consumers, with a sample size of 105 participants selected through 
stratified sampling. This sampling technique ensures that the sample is representative of various 

sub-groups within the population, allowing for a more accurate and segmented analysis. 

Data collection was conducted via a structured questionnaire, and the analysis was carried out 

using the statistical software SPSS 26. The study employed the Kruskal-Wallis and Mann-Whitney 

tests, which are well-suited for analyzing non-parametric data, based on the nature of the questions 

posed in the survey. These statistical tests were chosen due to their ability to compare the 
perceptions and preferences of multiple groups within the sample. The analysis was performed to 

identify significant differences in the consumer experience and preferences regarding food delivery 

apps. This research provides valuable insights into consumer behaviour and perception in the 

rapidly growing food delivery app industry in Bengaluru, aiding companies in tailoring their services 

to meet the specific needs of young and middle-aged consumers. 

INTRODUCTION 

Consumer perception is a key marketing concept that reflects how familiar consumers are with a 

company's products or services, influencing their attitudes and behaviours toward them. This 

perception is critical to the success of any promoted product or service, as it dictates whether it will 

thrive in the market. Factors such as marketing communication, emotional connection, and 

consistency in performance shape consumer perception. It is essential for companies to ensure that 
their message is understood as intended by consumers, as research indicates a gap often exists 

between what a company aims to convey and what consumers perceive. 

In today’s digital age, where fifth-generation technology is prevalent, consumer interactions with 

products have become more streamlined, accessible with just a click on smart devices. Food delivery 

apps like Tomato, Swingy, and Homewood have emerged as platforms that not only promote India’s 
rich culinary culture but also cater to the modern consumer’s desire for convenience and 

transparency. Such apps allow users to explore new culinary experiences from the comfort of their 

homes or workplaces, mirroring the in-person dining experience and contributing to the growth of e-

commerce in the food industry. 

Food delivery services have also generated new business opportunities and contributed to 

socioeconomic development. Many young consumers are particularly attracted to the ease and 
trendiness of using these apps, which typically require only minimal setup to begin ordering. 

Customers can choose from a variety of payment options and access a wide range of restaurant 

menus, which has led to the growth of both new eateries and established restaurants. These apps—

Zomato, Swiggy, and others—have become integral to the food delivery ecosystem, especially in 

urban centers like Bangalore, driving revenue and innovation in the food industry. 

REVIEW OF LITRATURE 

CatarinaJardimRibeiro (2018) in their research “Technology at the table: An overview of Food 

Delivery Apps”, explores the dynamics of food delivery apps, emphasizing attributes valued by 

consumers like online convenience and order accuracy. Methodologically, it employs both in-depth 

interviews (12 participants) and an online survey (202 respondents) to gather insights. Results 

highlight the significance of online convenience and reveal that perceived barriers, such as 

technology anxiety and the need for interaction, don't strongly discourage app usage.  
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E-loyalty and e-trust positively impact repurchase intentions, but e-satisfaction's effect on e-loyalty 

is less significant. The study suggests loyalty programs to enhance consumer retention, addresses 

dissatisfactions with delivery time and variety of restaurants, and identifies potential barriers for 

non-users, including concerns about spending and food quality. Comparative analysis between Uber 

Eats and Glovo indicates no significant differences in user perceptions. Limitations include a small 

interview sample, survey bias toward the 21-30 age range, and a focus on Portuguese consumers, 
limiting generalizability. The study concludes by proposing future research areas, urging exploration 

of restaurant perspectives in this evolving market. 

Rahul Gupta, SanjoyRoy, Mr Karan Kumar, MrChirag Arora (2019) in their research “A Study of 

Consumer behaviour towards online food delivery”, investigates the transformative impact of 

mobile applications on marketing, rendering traditional business methods obsolete. With the 
increasing reliance on technology, companies have shifted towards online marketing to meet evolving 

customer preferences. The study on customers perceptions of online food delivery apps, surveyed 

100 respondents to analyse influencing factors, perceptions, and overall satisfaction. It is timely and 

relevant, capturing consumer sentiments in the current environment. The research highlights Swiggy 

as the top-rated app, emphasizing consumer concerns about food quality during transit and the 

need for competitive promotions. Consumers appreciate flexibility in delivery, revealing insights into 
their spending habits on these apps. The study effectively unravels consumer mindsets, providing 

valuable insights for companies to enhance different aspects of their services in response to 

customer behaviour. 

Aditya Tribhuvan (2020) in their research “A Study on Consumers Perception On Food Apps.”, 

explores consumer perceptions of food apps, utilizing a survey method based on the Technology 
Acceptance Model (TAM) to investigate factors influencing these perceptions. The study underscores 

the prevalence of food app usage, attributing it to convenience, time efficiency, affordability, and a 

wide range of food options. The research indicates that Swiggy is the most preferred app, 

emphasizing features like discounts, service quality, and food variety. Despite technological 

advancements, a significant portion of users still opts for cash on delivery. Comparisons with a prior 

study reveal differing perspectives on food app preferences, with the present research highlighting 
the importance of innovative features. Both studies, however, agree on the influence of marketing 

factors like advertisements, social media, and word of mouth. The survey's qualitative nature 

provides diverse insights into user perceptions and experiences. The study recognizes limitations in 

sample size (143) and a lack of detailed exploration regarding the shift from telephone to app-based 

food ordering. Overall, the report illuminates the evolving landscape of the food industry, 

emphasizing the crucial role of technology in shaping customer perceptions and preferences 

R. Raghavenrda Rao (2021) in their research “A Study on Customer Satisfaction and Perception 

towards Food Delivery services of Zomato with reference to Hyderabad City”, explores the 

transformative impact of technology on consumer behavior within the e-commerce sector, 

particularly focusing on the evolution of online food delivery services like Zomato in India. Amid the 

challenges posed by the COVID-19 pandemic, the global online food delivery market has exhibited 
robust growth. The paper emphasizes the user-friendly nature of these services, requiring minimal 

technical skills for ordering. Despite pandemic disruptions, the industry is forecasted to continue 

expanding. Zomato and Swiggy are highlighted as major players in India, with a preference for their 

widespread availability. The study explores into customers perceptions and satisfaction levels, 

showcasing the popularity of online food ordering services in the country. Gender-wise, males 
dominate users, primarily aged 21-25, with students forming a significant demographic. Findings 

reveal that while females prioritize food quality, males focus on overall satisfaction, including 

packaging and customer service. Zomato's success among students is attributed to accessibility, yet 

affordability and quality considerations could influence their preferences. The study sheds light on 

the nuanced satisfaction levels and preferences among users, underscoring the continued relevance 

of Zomato despite competition. 

Kathiresan A/L Narayanan, Nur Ain Syafiqah Binti Muhamad Zamri, Nurul Akma Binti Abustaman, 

Saranyah A/P Krishnan (2022)in their research“Customer Satisfaction Towards Food Delivery 

Applications : A Case Study Among Household In Kuala Lumpur”, investigates the expanding 

landscape of online food delivery services and their impact on customer satisfaction, particularly 

among households in Kuala Lumpur. Positioned against the backdrop of a rapidly transforming food 

industry, the research identifies young people as innovators addressing consumers' evolving needs. 
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The study employs a quantitative research method, utilizing a questionnaire distributed to 384 

respondents through Google Form. Focused on independent variables such as delivery service, time, 

privacy/security, and price, the research aims to establish their relationships with the dependent 

variable, customer satisfaction. The results, analyzed using SPSS, reveal significant correlations 

between all studied independent variables and customer satisfaction. The study successfully 

achieves its objectives, providing insights into the factors influencing customer satisfaction in the 
context of food delivery applications. The comprehensive analysis contributes to a better 

understanding of the dynamics between key elements and customer satisfaction, showcasing the 

relevance of online food delivery services in reshaping traditional consumption patterns. 

RESEARCH GAP 

While numerous studies have explored consumer perceptions of food delivery apps across various 
contexts, limited research has specifically focused on cities or towns within Karnataka. This study, 

therefore, aims to address this gap by examining the perspectives of young and middle-aged adults, 

specifically students and working professionals, in Bangalore.  

It will analyze the evolving dynamics of consumer trust and satisfaction with food delivery apps and 

investigate the challenges consumers encounter when ordering food through these platforms. 

RESEARCH QUESTIONS 

1. What contribute the differences in consumers satisfaction with the services provided by the app? 

2. What are the key factors that influence consumer experience on the food delivery apps? 

3. What are the primary factors that influence the decision of consumer while placing orders 

through food delivery apps? 

RESEARCH OBJECTIVE 

1. To examine the consumers satisfaction levels with food delivery apps. 

2. To study the factors influencing user experience on online food delivery apps. 

3. To evaluate factor influencing consumer order decision while using food delivery apps. 

METHODOLOGY 

Primary data was gathered from Bangalore residents through Google Forms, enabling the study to 

efficiently capture the experiences and preferences of the target demographic regarding food delivery 
apps. Secondary data was sourced from websites, journals, theses, reports, and statistical databases 

to provide contextual background.  

The sample consisted of 105 young students and middle-aged adults from Bengaluru Urban, 

selected using stratified sampling. Data analysis was conducted using SPSS 26, with Kruskal-Wallis 

and Mann-Whitney tests applied to analyze non-parametric data, ensuring results aligned with the 

study’s objectives. 

DATA ANALYSIS AND INTERPRETATIONRELIABILITY TEST 

Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's Alpha Based 
on Standardized Items 

N of Items 

.914 .914 23 

 

Cronbach's alpha assesses the internal consistency of scale items, reflecting how well they measure 

a specific underlying construct. In this study on consumer perceptions of meal delivery services, a 

Cronbach's alpha coefficient of 0.914 signifies very high internal consistency, indicating that the 

questionnaire items reliably measure consumer perceptions.  

This strong correlation among items enhances the reliability and validity of the findings, as they 
consistently capture consumer attitudes toward food delivery apps. With a Cronbach's alpha of 

0.914, the data collected through the questionnaire is highly reliable, providing a robust foundation 

for drawing meaningful conclusions about consumer perceptions in this context. 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

76 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

NON-PARAMETRIC TEST  

Hypothesis - 1 

H0: There is no significant difference in consumer satisfaction levels across different age groups 

using food delivery app services.       

H1: There is a significant difference in consumer satisfaction levels across differentage groups using 

food delivery app services. 

Test Statisticsa,b 

 OB1 

Kruskal-Wallis H 5.122 

Df 4 

Asymp. Sig. .275 

a. Kruskal Wallis Test 

b. Grouping Variable: Age of respondents 

 

Table of Kruskal-Wallis test to evaluate age 

The Kruskal-Wallis test is used to assess differences in central tendencies among various groups. In 

this study, a significant result would indicate notable variations in consumer satisfaction across 

different age demographics. However, the obtained p-value of 0.275 exceeds the threshold of 0.05, 

leading to the acceptance of the null hypothesis. This suggests that there is no significant difference 
in consumer satisfaction levels based on the age of the respondents, indicating that age does not 

play a crucial role in determining satisfaction with food delivery apps. 

This indicates that“there is no significant difference in consumer satisfaction levels across different 

age groups using food delivery app services.” 

Hypothesis 2 

H0: There is no significant difference in user experience based on the gender of the respondents. 

H1: There is a significant difference in user experience based on the gender of the respondents. 

Test Statisticsa 

 OB2 

Mann-Whitney U 1359.500 

Wilcox on W 3070.500 

Z -.023 

Sump. Sig. (2-tailed) .982 

a. Grouping Variable: Gender of respondents 

 

4.4.2. Mann-Whitney U test to evaluate gender 

The Mann-Whitney U test is utilized to determine if there is a significant difference in the 

distribution of a variable between two independent groups, in this case, assessing user experience 
between male and female customers. The resulting p-value of 0.982 exceeds the 0.05 threshold, 

leading to a failure to reject the null hypothesis. This indicates that there is no statistically 

significant difference in user experience based on gender, suggesting that gender does not 

significantly influence user experience with food delivery apps. 

This indicates that“There is no significant difference in user experience based on the gender of the 

respondents.” 

Hypothesis 3 

H0: There is no significant difference between factors influencing consumer order decision among 

different food delivery apps. 

H1: There is a significant difference between factors influencing consumer order decision among 

different food delivery apps. 
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Test Statisticsa,b 

 OB3 

Kreskas-Wallis H 6.772 

Do 2 

Asymp. Sig. .034 

a. Kruskal Wallis Test 

b. Grouping Variable: Food delivery apps 

 

4.4.3. Kruskal-Wallis test to evaluate food delivery apps 

The Kruskal-Wallis test is used to investigate differences in central tendencies among multiple 

groups. In this analysis, a significant result indicates considerable variability in the factors that 

influence consumer order decisions across different food delivery apps. With a p-value of 0.034, 

which is below the 0.05 threshold, we reject the null hypothesis. This finding suggests a statistically 
significant difference in how various food delivery apps impact consumer order decisions, 

highlighting the significant role these apps play in shaping consumer choices. 

This indicates that “There is a significant difference between factors influencing consumer order 

decision among food delivery apps.” 

FINDINGS 

1. The largest segment of respondents, accounting for 24.8%, falls within the age group of 19-25 
years, while 55.2% of the respondents identify as female, indicating a notable gender representation 

in the sample. 

2. A significant portion of the respondents, 35.2%, are students, which is the most common 

occupation, and more than half (51.4%) have a monthly income of less than ₹20,000. 

3. Usage patterns reveal that 35.2% of respondents utilize food delivery apps on a monthly basis, 
while an equal percentage orders food rarely, indicating a balanced distribution of app usage among 

the participants. 

4. Among the food delivery apps, Swingy is the preferred choice for 49.5% of respondents, and the 

majority express satisfaction with order fulfilment (49.5%) and the overall quality of food received 

(52.3%). 

5. Influencing factors for ordering decisions include discounts and promotions, which significantly 
sway 28.5% of respondents, while customer recommendations also play a vital role, affecting 31.4% 

of consumers in their choices. 

SUGGESTIONS 

1. Collect user feedback to evaluate satisfaction levels across various aspects of food delivery 

services, such as delivery times, food quality, and customer service experiences. 

2. Utilize data analytics to examine user feedback and pinpoint the primary factors that shape the 

user experience on food delivery apps, allowing for targeted improvements. 

3. Enhance the app's user interface to ensure it is more intuitive and user-friendly, making 

navigation easier for all users. 

4. Optimize delivery operations to guarantee prompt and accurate deliveries by improving route 

efficiency, facilitating better communication between delivery personnel and customers, and 

introducing real-time order tracking features. 

5. Develop and implement loyalty programs and reward schemes that incentivize repeat business, 

offering discounts, free items, or exclusive deals to show appreciation for returning customers. 

CONCLUSION 

Consumer perception of food delivery apps among young to middle-aged adults is a vital element in 
today’s food industry, where technology and convenience are paramount. This study focused on the 

dynamics of consumer trust, satisfaction, and decision-making in Bangalore, Karnataka, revealing 

several important insights.  
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It found that satisfaction levels with food delivery apps did not significantly vary across age groups, 

indicating that these apps generally meet consumer expectations. Additionally, the analysis showed 

no significant differences in user experience based on the choice of app or gender, emphasizing the 

importance of app design, ease of use, and reliability. However, there were notable differences in 

factors influencing order decisions, highlighting the need to consider age demographics and app-

specific features in consumer perception analysis. Overall, this research offers valuable insights for 
food delivery app companies to better align their services with consumer preferences, while also 

suggesting avenues for future research, including technological innovations and cross-cultural 

studies, to enhance the food delivery industry's development. 
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A STUDY ON EVOLUTION OF DIGITAL BANKING 

MYTHRI.S 

LAXMAN.R.S 

LEEBANA GRACY.I 

ABSTRACT  

The evolution of digital banking has been significantly accelerated by technological advancements, 
evolving consumer preferences, and, most notably, the COVID-19 pandemic. Pre-pandemic, digital 

banking was already gaining traction, supported by online and mobile banking platforms offering 

convenience and self-service features. However, many customers still relied on physical branches for 

certain transactions. The pandemic drastically shifted this dynamic, with lockdowns and social 

distancing pushing more customers to adopt digital banking solutions. Banks responded by 
enhancing digital platforms, improving security features, and offering virtual support. The pandemic 

also underscored the importance of financial inclusion, compelling banks to develop digital solutions 

for underserved populations.This paper evaluates the impact of digital banking in India across three 

periods—pre-COVID, during COVID, and post-COVID. It explores the foundational efforts of 

digitalization, the surge in digital banking during the pandemic, and the continued innovations in 

the post-pandemic era, such as the rise of fetch, neo-banks, and the introduction of Central Bank 
Digital Currencies (CBDCs). The study also discusses the challenges, including digital literacy, 

cybersecurity threats, and the digital divide, emphasizing the need for financial institutions to focus 

on inclusivity, security, and emerging technologies in shaping the future of banking. 

Keywords: Digital Banking, Technological advancements, COVID-19 pandemic, Online services and 

Mobile banking. 

INTRODUCTION 

The evolution of digital banking has been steadily increasing due to technological advancements and 

changing customer preferences. However, the COVID-19 pandemic drastically accelerated this 

process, pushing financial institutions to speed up their digital strategies and customers to rapidly 

adopt digital banking solutions.Before the pandemic, digital banking was already gaining popularity 

as banks offered more convenience through online platforms. Mobile banking apps and online 
services were in high demand for their self-service capabilities and quick access to financial 

information. Despite this progress, some customers still preferred physical bank branches for certain 

transactions.The pandemic forced a widespread shift to digital banking as lockdowns and social 

distancing measures limited in-person services. This led to a surge in mobile banking app usage, 

contactless payments, and online banking. Banks responded by enhancing digital services with 
improved security features and virtual support options.Digital banking became a necessity during 

the pandemic, especially for those who were hesitant to adopt it before. The crisis highlighted the 

importance of financial inclusion, prompting banks to develop solutions for underserved populations. 

The changes brought about by the pandemic are likely to be long-lasting, with customers expecting 

continued convenience, speed, and security in digital banking. Banks are focusing on refining their 

digital offerings with artificial intelligence and block chain technology to improve user experiences. 
Physical branches are shifting their role to focus more on advisory services.The pandemic accelerated 

the shift towards digital banking and will continue to shape the future of the industry with an 

emphasis on inclusivity, convenience, and security. 

OBJECTIVES: 

1. Examine the shift in consumer behaviour towards digital banking services. 

2. Investigate the role of digital banking in financial inclusion and accessibility. 

3. Analyse the regulatory responses to digital banking innovations. 

REVIEW OF LITERATURE : 

Research by Chakra borty and Chaudhuri (2020) examined how the penetration of digital banking 

channels like mobile banking and internet banking has influenced customer behavior. The study 

concluded that while initial adoption was slow, the post-2016 demonetization and subsequent 

growth in UPI transactions accelerated adoption. 
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A study by Kumar et al. (2018) found that security concerns and technological literacy are major 

hurdles in rural areas, while urban consumers are more concerned with convenience and speed of 

service.The birth of information technology several decades ago has considerably changed the 

functioning and strategies of the banking sector.(Syringe Ben Rodman : 2021)Research shows a 

digital divide exists in terms of age and gender. Older customers are less likely to adopt digital 

banking compared to younger customers. In a study by Patel and Mehta (2021), older customers 

cited unfamiliarity with technology and security concerns as major barriers. 

METHODOLOGY 

To evaluate digital banking in the post-COVID era, this study will utilize secondary data from 

reputable sources. Existing literature will be reviewed through online databases such as Google 

Scholar, JSTOR, and Science Direct. Government reports from central banks, financial regulatory 
bodies, and government agencies will provide valuable insights. Industry reports from consulting 

firms, market research companies, and financial institutions will also be analysed. Surveys and 

studies conducted by organizations like Deloitte, McKinsey, or PwC will inform the evaluation. 

Financial news outlets such as Bloomberg, Financial Times, or The Economist will provide up-to-

date information. Statistical data from websites like Statist, World Bank, or IMF will offer 

quantitative analysis. Academic conference papers and proceedings will provide expert perspectives. 
Archived reports, whitepapers, and webinars from financial institutions and research organizations 

will provide additional context. This comprehensive approach will ensure a thorough evaluation of 

digital baking’s effectiveness and impact in the post-COVID era. 

EVOLUTION OF DIGITAL BANKING IN INDIA 

Digital banking has played a transformative role in reshaping India’s financial ecosystem over the 
past decade. The country’s move toward digital payments and online banking services, driven by 

government initiatives and technological advancements, was already in motion before the COVID-19 

pandemic. However, the health crisis accelerated this shift, pushing the financial industry and 

consumers to embrace digital platforms at a faster rate. This essay evaluates the evolution of digital 

banking in India across three critical periods: pre-COVID, during COVID, and post-COVID, 

highlighting key developments and challenges along the way. 

PRE-COVID ERA: THE FOUNDATION OF DIGITAL BANKING IN INDIA 

Before the COVID-19 pandemic, India was on a rapid path to digitalization, particularly in the 

financial services sector. The Indian government’s efforts to push digital payments and financial 

inclusion through initiatives like "Digital India" and "PradaMantra Jan DanYolanda" (PMJDY) laid the 

groundwork for the expansion of digital banking. PMJDY, launched in 2014, aimed to bring 
unbanked populations into the formal banking system by providing them with basic savings 

accounts and access to banking services. By the end of the pre-COVID period, over 400 million 

PMJDY accounts had been opened, many of which were linked to mobile banking services. 

Another significant development in the pre-pandemic era was the rise of the Unified Payments 

Interface (UPI). Launched by the National Payments Corporation of India (NPCI) in 2016, UPI 

revolutionized payments in India by allowing real-time money transfers between bank accounts 
using smartphones. UPI was not only simple and efficient but also supported a wide range of 

payment apps such as Phoneme, Google Pay, and Paytm, which became immensely popular. By 

2019, UPI had gained widespread adoption, processing over 1 billion transactions a month, marking 

a major milestone in India’s digital banking journey. 

The pre-COVID period also witnessed the growth of fintech companies and digital wallets, which 
catered to a rising number of digitally savvy consumers. Services like Paytm, MobiKwik, and 

BharatPe allowed users to make payments, transfer money, and manage finances through mobile 

apps. Traditional banks, recognizing the shift in consumer preferences, began investing in their own 

digital platforms, offering mobile banking apps and online services for bill payments, fund transfers, 

and customer support.However, despite these advancements, digital banking adoption in India 

before COVID was still limited by various challenges. Many rural areas lacked the infrastructure 
needed for reliable internet access, and a significant portion of the population, especially older 

individuals and those from economically disadvantaged backgrounds, remained reluctant to use 

digital banking services.  
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Security concerns were also prevalent, as many consumers feared cyber fraud and data breaches. 

Although digital banking was gaining ground, there was still a large dependency on cash and in-

person banking. 

DURING COVID-19: THE ACCELERATION OF DIGITAL BANKING 

The onset of the COVID-19 pandemic in 2020 brought unprecedented disruptions to daily life, 

including how individuals and businesses conducted financial transactions. With lockdowns, social 
distancing measures, and restricted access to physical bank branches, there was a dramatic surge in 

the use of digital banking services across India. The pandemic acted as a catalyst for digital banking, 

accelerating a shift that might have taken years under normal circumstances.During the COVID-19 

crisis, many Indians turned to digital platforms for their banking needs, as they were unable or 

unwilling to visit physical branches. UPI, which had already become popular, saw explosive growth 
during this period. By the end of 2020, UPI was processing over 2 billion transactions a month, 

reflecting its role as the backbone of India’s digital payments ecosystem.  

The pandemic not only boosted UPI but also pushed banks to enhance their digital services, 

introducing features like digital onboarding, remote KYC (Know Your Customer) verification, and 

online loan applications.The government and central banks played a key role in promoting digital 

banking during the pandemic. The Reserve Bank of India (RBI) encouraged contactless and online 
payments to reduce physical cash transactions, which were considered potential vectors for virus 

transmission. Financial incentives such as cashback rewards and fee waivers further encouraged the 

use of digital payment methods. Additionally, many government welfare payments, subsidies, and 

relief funds were directly transferred to beneficiaries' bank accounts via digital channels, highlighting 

the importance of financial inclusion.The fintech sector also experienced significant growth during 
the pandemic, with digital payment platforms and financial service providers seeing a rise in 

demand. Services such as digital lending, wealth management, and insurance saw greater uptake as 

consumers sought more convenient and contact-free financial solutions. Companies like Paytm and 

PhonePe expanded their offerings to include insurance and mutual fund investments, further 

integrating their platforms into consumers’ daily financial lives. 

Despite these advancements, the pandemic also exposed certain challenges within the digital 
banking ecosystem. Cybersecurity threats, including phishing attacks and online fraud, became 

more prevalent as digital transactions increased. Many first-time users of digital banking, 

particularly in rural areas, were vulnerable to scams due to a lack of digital literacy. Furthermore, 

while urban areas were quick to embrace digital banking during the pandemic, rural adoption was 

slower, hindered by inadequate internet infrastructure and low smartphone penetration in some 

regions. 

POST-COVID ERA: THE NEW NORMAL OF DIGITAL BANKING IN INDIA 

As India emerges from the pandemic, it is clear that digital banking is here to stay. The rapid 

adoption of digital banking services during COVID-19 has reshaped the financial landscape, with 

both consumers and businesses increasingly reliant on digital platforms for their financial needs. 

The post-COVID era presents an opportunity to further build on the momentum gained during the 
pandemic, but it also poses new challenges and areas for improvement.In the post-pandemic world, 

UPI continues to dominate India’s digital payments space, with transaction volumes crossing 4 

billion per month by 2022. The Indian government and the RBI remain committed to promoting 

digital banking and financial inclusion. One of the key developments in the post-COVID era is the 

launch of the RBI’s Central Bank Digital Currency (CBDC), or the digital rupee, which is expected to 
further boost digital transactions and reduce dependency on physical cash.Digital banking is also 

evolving beyond simple payments. Traditional banks are increasingly adopting new technologies 

such as artificial intelligence (AI), machine learning, and blockchain to enhance customer 

experiences, streamline operations, and improve security. For instance, AI-powered chatbots are 

being used to provide round-the-clock customer service, while blockchain is being explored for its 

potential to improve transparency and security in banking transactions. Moreover, the rise of neo-
banks, which operate entirely online without physical branches, is another notable trend in the post-

COVID era. These digital-only banks, such as Niyo, Jupiter, and RazorpayX, offer customers a range 

of financial services with lower fees and more convenience than traditional banks. Neo-banks have 

the potential to reshape the banking industry by providing a fully digital banking experience that is 

tailored to the needs of tech-savvy customers.  



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

82 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

However, despite these advancements, challenges remain. Digital literacy, particularly in rural areas, 

continues to be a barrier to widespread digital banking adoption. Many individuals in India’s rural 

and semi-urban regions are still hesitant to trust digital platforms due to concerns over security and 

a lack of understanding of how to use them. Additionally, as the number of digital transactions 

grows, so does the risk of cyberattacks. Ensuring robust cybersecurity measures and educating 

consumers about online safety are critical to maintaining trust in digital banking. 

CONCLUSION 

The evolution of digital banking in India from the pre-COVID era through the pandemic and into the 

post-COVID period reflects the country’s growing embrace of technology in the financial sector. While 

digital banking had already gained traction before COVID, the pandemic acted as a catalyst, 

accelerating the adoption of digital services and reshaping the banking landscape. As India moves 
forward, the lessons learned during COVID-19 will continue to influence the development of digital 

banking, with a focus on improving financial inclusion, enhancing security, and leveraging new 

technologies to meet the evolving needs of consumers. The future of banking in India is undoubtedly 

digital, and its continued success will depend on how well financial institutions, the government, and 

consumers adapt to the opportunities and challenges that lie ahead. 
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THE IMPACT OF BEHAVIOURAL BIASES ON THE ADOPTION AND USAGE OF FINANCIAL 

MANAGEMENT APPS 

ANJU RAJ A 

DR. RANJITH KUMAR S 

ABSTRACT: 

The Behavioural Finance Theory elucidate that behavioural biases influence the individuals’ financial 
decisions and can lead to irrational and inefficient decision making. These behavioural biases have a 

significant impact on the financial decision-making process and drive the individuals to make poor 

financial decisions like overspending, under-saving or suboptimal investment choices.The Financial 

Management Apps (FMA) provides various features to its users for efficient management of one’s 

finances through budget tracking, automated saving, real time tracking of spending, real time alerts 
and much more thereby mitigating these biases. However, users may still be influenced by these 

biases even when using these apps. This study aims to evaluate how the common behavioural biases 

such as loss aversion, overconfidence, herd behaviour and so on can influence an individual's 

adoption and usage of financial management apps. The research would be undertaken through a 

quantitative analysis where the data would be collected from a sample of 384 respondents through a 

structured questionnaire. Descriptive statistic, correlation analysis and regression analysis shall be 
used to summarize the demographic and behavioural characteristics of the respondents, identify the 

strength and direction of relation between the biases and app adoption/usage and analyze the 

impact of behavioural biases on both app adoption and usage respectively. The findings of this study 

would help in gaining insights into the influence of various biases on the app usage patterns and 

adoption drivers. These insights could be further used to design the apps more user-centric and 
thereby mitigate the effects of such biases. Moreover, it shall also lead to healthier financial practices 

and enhance financial literacy by addressing these biases through PFM (Personal Financial 

Management) apps. 

KEYWORDS: Behavioural Finance Theory, Behavioural Biases, Financial Management Apps, 

Personal Financial Management Apps, Personal Finance, Financial Decisions. 

1. INTRODUCTION 

The fast advancement in the field of technology is bestowing a wide range of digital financial 

products as well as digital financial services. The Indian Fitch market is expected to grow by around 

USD 110 billion in the year 2024 and around USD 420 billion in the year 2029. In terms of number 

of fetch companies, India is ranked third with a CAGR of 31%. Another interesting fact is that the 

adoption rate of fetch in India is 87% which is above the global average of just 67% (India Fintech 
Market Report 2023-2028). Thus, Indian Fitchecosystem is emerging as the fast-growing fintech 

market and are revolutionizing by offering unique products and services like digital lending, 

insurance tech, wealth tech or fintech mobile apps. The scope of the fintech mobile apps is much 

wider than availing online banking services or online payments. It has the potential to provide much 

more unique services like smart savings, assistance for manging one’s finances, expense sharing, 

split payment options and much more. The market capitalization of Fintech companies climbed up to 
$550 billion in the year 2023. This was achieved by simplifying the traditional complex methods of 

financial management with the use of AI and machine learning. One of the niche products gifted in 

this process is the Financial Management Apps. Personal Finance Apps provide guidance to its users 

on managing their finances effectively through various methods such as tracking expenses, net 

worth calculations, spending alerts, investment advice and many more (TatheerSyed, 2024).  

A recent initiative by the RBI that would help individuals with multiple loans, accounts and payment 

apps to easily manage their finances by using a single user-friendly platform called the Account 

Aggregators which would consolidate the users’ financial data from all sources. The AAs are central 

bank regulated NBFCs and thus ensuring security in the entire process (RBI/DNBR/2016-17/46). 

The traditional financial theory presumes that individuals always make financial decisions logically 

and accurately. In such case, the investors must never suffer any losses. In reality, there are 
instances where the investors suffer losses which indicates that there may be some other aspects 

that affects the financial decision-making process of an individual.  
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The Behavioural Financial theory, a new principle in the finance worldelucidates the influence of 

emotional and psychological characteristics of individuals on the investment decision making thus 

lead to irrational decision making (Khilari P Ruchi, et.al., 2020). Various biases can impact the 

investors’ decisions which would induce to plenty of consequences on the financial choices. These 

biases could influence not only the adoption of new fintech solutions but also can affect their usage 

patterns. The current study shall focus on recognizing how the psychological challenges created by 
different biases of an individual affect their adoption choices of financial management apps. The 

understanding of which motivational drivers, for instance the influence of social behaviour or fear of 

missing any potential savings and so on would make the individual adopt these fintech apps or not. 

The paper would also try to recognize how specific biases such as one’s emotions or nature of 

delaying decisions would affect the frequency and duration of usage of these apps. 

2. LITERATURE REVIEW 

The emergence of financial management apps has transformed the individuals’ financial 

management methodologies because of the diverse features offered by these apps. However, still its 

adoption and usage are not consistent. The evolving research studies are underlining the crucial role 

of behavioural biases in deciding the individual’s decision regarding whether to adopt these 

applications as well as influence their decision of how to use these applications. The behavioural 
biases are those factors that make the individual deviate from making rational decisions. This can 

make one choose options that are contradictory to their best interests. These can impact their 

engagement with the financial management tools. Through this literature review the researcher tries 

to identify how the key biases affect the user engagement and user adoption rates. 

The most crucial element of behavioural finance is the behaviour of an investor. Behavioural biases 
are the systematic patterns in an individual which differentiate them from rational decision makers. 

It can happen because of many reasons as these biases are the reflections of one’s thought process 

(Painoli K Girish, 2016). The significant role played by these biases and behaviours in the financial 

decision-making process of an individual tries to justify the reasons behind illogical financial 

decisions and financial losses accompanying them (KawadkarHemraj, 2024). The various kind of 

biases can affect the personal financial decisions making like savings, budgeting, retirement plan, 
adoption and usage of financial management technologies and so on. For instance, the people who 

tends to delay things would plan to engage in that activity later and such people would have less 

chance of refusing to utilize an opportunity (Malodia Suresh, et.al., 2022). 

There are several biases that can influence an individual’s financial decisions. The fear of losing 

money is an important factor that can influence the financial decisions of any person including the 
decision regarding adopting various digital financial products. This loss aversion bias can make an 

individual reluctant to switch to new technology due to the perceived risk of losing money 

(GerAparna, et.al., 2023). People with loss aversion bias, value the losses more even when the gains 

or benefits are in front of their eyes. This has been one of the hindrances for adoption of any 

technology. Loss aversion has been one of the main inhibitors along with others like self-efficacy, 

regret aversion, sunk cost, transition cost, habit, uncertainty, resistance, and inertia for adopting e-

government (Moreno and Molina, 2017). 

Too much reliance on one’s believes or knowledge or skills to an extent where they have 

overconfidence on their own talent is what is known as Overconfidence bias. This bias would make 

an investor belief in his or her own choices and tend to ignore the market information (Khilar P 

Ruchi, 2020). Existence of overconfidence bias can influence the user’s choice of financial decisions. 
Overconfident investors can overrate and overreact to signals that match with their preexisting 

beliefs and thereby misinterpreting the information and making irrational decisions (Painoli K Girish, 

2016). This bias can thus hamper the quality of investor’s decision-making capabilities (Ahmad and 

Shah 2020).  

Status quo plays an important role in the case of traditional and conservative investors who find 

safety in doing the things the same way or not deviate from the conventional methods (Painoli K 
Girish, 2016). This bias will not allow an individual to change their current strategies even if it does 

not help in attaining their financial goals (HasanZahid, et.al., 2022). The loss aversion bias can also 

present the status quo bias which make people possess their default techniques as they perceive 

greater loss in losing them than the benefits associated with adopting new techniques (Gajewski F 

Jean et.al., 2024).  
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Another common bias evident in individuals is the act of following what others around them follow 

despite the fact whether it is logical or illogical. The herding behaviour is one of the strongest biases 

that can influence the investors’ decisions and manifest diverse consequences in the way one 

perceives risk and take financial decisions (HavidotinnisaSiti, et.al., 2024). The framing effect is a 

cognitive bias that can influence the behaviour and decisions of an investor. This occurs when a 

person encounters same decision-making problem but in a completely different representation. This 
creates a bias making the decision choices of different individuals to be different. It can also lead to a 

situation where the individual would react to different situations differently and sometimes perceive 

the same situation differently based on the way the information is presented or framed 

(Candraningrat R Ica, et.al., 2018).  

Procrastinators behave differently where they take longer time to take up any new steps in financial 
planning and prefer to stick to their default investment options. These individuals possess unhealthy 

personal financial attitudes such as postponing the payments, saving or delaying the required course 

of action even when such delays lead to worst consequences (Klaussen G Thor, et.al., 2019). People’s 

emotions are another powerful factor that could shape the actions undertaken by them. The 

intuitions or impulse feelings of an individual are difficult to alter and can impact one’s financial 

decisions. In some instances, such emotions can make a person go with irrational investment 
decisions (Bihari Anshita, et.al., 2022). Deliberately slowing down any tasks or decisions may be 

because of the existence of any sort of uneasiness associated with it. Displeasure would also trigger 

procrastination wherein the irritation created by frequent updates in the digital products like mobile 

apps and software created a procrastination in its adoption (Xiao and Spanjol, 2021).  

The way information or data are presented can also affect the decision-making process of an 
individual. The adoption of wearable digital health device like smart watches that would monitor 

ones’ vitals were different when the description of these devices was framed differently. The intention 

to adopt of these devices were contrasting when the devices were projected as an opportunity to 

improve health and as a loss with less chances of yielding benefits (Khan et.al., 2022). Emotions like 

happiness, anxiety, stress, excitement and so on can shape one’s beliefs which would affect the 

technology adoption and usage. The intention to continue using a technology is associated with 
various categories of emotions such as challenge emotions, achievement emotions, loss emotions and 

deterrence emotions (Lu Yang, 2018). The tendency to search for affirmations that hold up ones’ 

beliefs and opinions and it can influence their thinking regarding a technology for instance the 

conformity bias induces the social media users by making them look for community groups that 

share same opinions and beliefs like them and join such groups. People using such platforms 
approve those messages and news that align with their thoughts and perspectives leading to selective 

exposure (Ghani and Rahmat, 2023). 

3. RESEARCH OBJECTIVES 

The research tries to identify which all specific biases drive the adoption decision of the respondents 

and which all biases could affect the frequency as well as the duration of using these apps among 

the users. The study also aims to understand what impact the various behavioural biases have on an 
individual's decision to adopt the financial management apps as well as on the current usage of 

these applications.The researcher expects to contribute towards the behavioural finance and 

personal financial management applications literature by exploring the relations between them.  

The current research study intends to recognize how specific biases influences the adoption and 

constant use of financial management applications among the consumers. This study would gain 

insight into this by addressing the following research objectives –  

1) To understand which behavioral biases, induce the adoption decision of respondents regarding 

financial management apps. 

2) To recognize which behavioral biases, persuade the current usage patterns of financial 

management apps among the users. 

3) To assess the impact of various behavioral biases on the individuals’ decisions to adopt financial 

management apps. 

4) To find out how various behavioral biases impact on the usage patterns of financial management 

apps among the current users. 

https://pubmed.ncbi.nlm.nih.gov/?term=Gamst-Klaussen%20T%5BAuthor%5D
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4. RESEARCH METHODOLOGY 

The study uses quantitative research method to undertake the study. Correlational Analysis shall be 

used to assess the strength as well as direction of relation between the respondents’ biases and 

adoption of these apps. Similarly, it would also enable to find out the association between these 

biases and usage of the apps among its’ users.  

The modeling of behavioural biases as the independent variable and adoption and usage as the 
dependent variables, regression analysis would help in determining how these biases impact both 

adoption and usage of apps.The sample for this study was taken from the state of Kerala as it is 

known for its diverse culture and a population with the highest literacy rate. Also, these factors 

could influence the biases and financial behaviour of the people. Moreover, the internet penetration 

and Smartphone usage are also relatively high in Kerala which makes it attractive to undertake this 
study as the chances of respondents being familiar to this technology would also be relatively high. 

With the aim to achieve 95% confidence level, the recommended sample size required for this study 

to have reliable result is approximately 400. 

A structured questionnaire was used to collect the data from the respondents. The sample was 

selected using the random sampling method to avoid any kind of selection bias. Though, the target 

was to get respondents from 400 samples, the researcher was able collect data from only 384 sample 
because of time constraints. The sample selected tries to cover respondents from different age 

groups, gender, income level, education background as all these factors may have impact on biases 

and technology adoption/usage. The respondents were included from both urban and rural areas to 

get a comprehensive view of app usage and adoption. The questionnaire was issued to the 

respondents through google form.  

5. HYPOTHESES OF THE STUDY 

The hypotheses for studying the correlation between biases and app adoption are as follows: 

• H1 –There is a significant correlation between overconfidence bias and app adoption. 

• H2 – There is a significant correlation between loss aversion bias and app adoption. 

• H3 – There is a significant correlation between status quo bias and app adoption. 

• H4 – There is a significant correlation between herding bias and app adoption. 

• H5 – There is a significant correlation between framing bias and app adoption. 

The hypotheses for studying the correlation between biases and app usage are as follows: 

• H6 – There is a significant correlation between procrastination bias and app usage. 

• H7 – There is a significant correlation between emotional bias and app usage. 

• H8 - There is a significant correlation between confirmation bias and app usage. 

• H9 –There is a significant correlation between anchoring bias and app usage.  

• H10 - There is a significant correlation between loss aversion bias and app usage. 

The hypotheses for studying the impact of behavioural biases on adoption and usage of 

financial management apps are as follows: 

• H11 – Behavioural biases (overconfidence, loss aversion, status quo, herding and framing bias) 

significantly predict the adoption of financial management apps. 

• H12 - Behavioural biases (procrastination, emotional, confirmation, anchoring and loss aversion 

bias) significantly predict the usage of financial management apps. 

6. DATA ANALYSIS  

The data analysis was undertaken using SPSS software. The data received from 384 respondents 

have been used for the analysis. The demographic and behavioural characteristics of the 

respondents are given below for more clarity.  
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Majority of the respondents in this study has been identified as females (59.2%) and were from the 

age group of 25-34 range (66%) indicating a strong representation of young adults. 83.3% of the 

respondents included in the study holds a master’s degree which shows that it is a highly educated 

sample. The largest group of respondents earns monthly income between 25,000 to 49,999. This 

reveals that the sample underrepresents high earners. Majority of the respondents resides in urban 

areas indicating strong urban representation and less diversity in living environments. Most 
respondents who are users of the apps have reported a usage score of 3 which indicates moderate 

level of usage. While majority of respondents who are non-users of these apps have given an 

adoption score of 2.5 indicating a moderate level of adoption. 

6.1 Correlation Analysis between Behavioural Biases and App Adoption 

Correlations 

  

Over 

confidence 

bias  

Loss 

aversion 

bias 

Status 

Quo 

bias 

Herd 

behavior 

bias 

Framing 

bias 

Adoption Pearson 

Correlation 
.028 .095 .345** .258** -.211** 

Sig. (2-tailed) .690 .174 .000 .000 .002 

N 205 205 205 205 205 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Primary data 

Interpretation: The r value of overconfidence is 0.028 and r value of loss aversion is 0.095 which 
indicates that there is a very week correlation between these biases and app adoption. So, there is no 

statistical significance in case of these biases. On the other hand, there is a moderate positive 

correlation (r = 0.345) between status quo bias and app adoption. There is a statistically significant 

correlation between herd behaviour (r = 0.258) and app adoption. Framing bias (r = -2.11) is having a 

negative correlation with app adoption. To conclude out of the five biases, both status quo bias and 

herd behavior bias has positive correlation with app adoption, framing bias have negative correlation 
with app adoption, while there is no significant correlation between overconfidence bias as well as 

loss aversion bias with app adoption. Hence, H1 and H2 are rejected. On the other hand, H3, H4 and 

H5 are accepted.  

6.2 Correlation Analysis between Behavioral Biases and App Usage 

Correlations 

  

Procrastination 

bias  

Emotional 

bias 

Confirmation 

Bias 

Anchoring 

Bias 

Loss 

aversion 

bias 

Usage Pearson 

Correlation 
-.556** .119 .176* -.021 -.012 

Sig. (2-tailed) .000 .113 .019 .786 .871 

N 178 178 178 178 178 

**. Correlation is significant at the 0.01 level (2-tailed). 

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

Source: Primary data 

Interpretation: The results indicate that higher level of procrastination bias leads to lower level of 

app usage as there is a negative correlation between them (r = -0.556). There is weak and statistically 
insignificant correlation between emotional bias and app usage (r = 0.119). The positive correlation 

between confirmation bias (r = 0.176) and app usage indicates that higher levels of confirmation bias 

leads to higher level of app usage. There is no significant correlation between anchoring bias as well 

as loss aversion and app usage as the r value (-0.21 and -0.12 respectively) indicates no meaningful 

association. Hence, only H6 and H8 are accepted, remaining are rejected. 

6.3 Regression Analysis 

The study tries to understand whether the behavioural biases could predict the app adoption and 

app usage through multiple regression analysis. 
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H11 – Behavioural biases (overconfidence, loss aversion, status quo, herding and framing bias) 

significantly predict the adoption of financial management apps. 

➢ Ho = Behavioral biases (overconfidence, loss aversion, status quo bias, herding, and framing bias) 

do not significantly predict the adoption of financial management apps. 

➢ Ha = Behavioral biases (overconfidence, loss aversion, status quo bias, herding, and framing bias) 

significantly predict the adoption of financial management apps. 

The results of regression analysis of Behavioural biases (overconfidence, loss aversion, status quo, 

herding and framing bias) on the adoption of financial management apps are given below. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .512a .262 .244 .8819 

a. Predictors: (Constant), Framing bias, Status Quo bias, Herd behavior bias, Loss 

aversion bias, Overconfidence bias adoption 

 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

95.0% 

Confidence 
Interval for B 

Collinearity 
Statistics 

B 

Std. 

Error Beta 

Lower 

Bound 

Upper 

Bound Tolerance VIF 

1 (Constant) 1.384 .449   3.085 .002 .499 2.269     

Over confidence 

bias adoption 
.075 .070 .071 1.060 .290 -.064 .213 .828 1.207 

Loss aversion bias .053 .114 .030 .467 .641 -.172 .278 .885 1.130 

Status Quo bias .317 .057 .342 5.525 .000 .204 .430 .968 1.033 

Herd behavior bias .504 .105 .314 4.791 .000 .297 .711 .863 1.158 

Framing bias 
-.428 .104 -.276 

-

4.102 
.000 -.634 -.222 .820 1.219 

a. Dependent Variable: Adoption 

 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 54.971 5 10.994 14.136 .000b 

Residual 154.773 199 .778     

Total 209.744 204       

a. Dependent Variable: Adoption 

b. Predictors: (Constant), Framing bias, Status Quo bias, Herd behavior 

bias, Loss aversion bias, Overconfidence bias adoption 

 

Collinearity Diagnosticsa 

Model Eigenvalue 
Condition 
Index 

Variance Proportions 

(Constant) 
Overconfidence 
bias adoption 

Loss 
aversion 
bias 

Status 
Quo 
bias 

Herd 
behavior 
bias 

Framing 
bias 

1 1 5.721 1.000 .00 .00 .00 .00 .00 .00 

2 .123 6.826 .00 .21 .00 .48 .00 .04 

3 .066 9.339 .01 .71 .05 .24 .06 .07 

4 .048 10.927 .00 .04 .02 .06 .23 .78 

5 .028 14.292 .01 .03 .62 .07 .55 .06 

6 .015 19.631 .98 .01 .30 .14 .16 .04 

a. Dependent Variable: Adoption 

Source: Primary data 
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Interpretation: The R value in the model is 0.512 which shows a moderate positive relation between 

the predictors (i.e., Framing bias, Status quo bias, Herd behaviour bias, Loss aversion bias and 

Overconfidence bias) and app adoption. The adjusted R square value of 0.244 indicates that when 

adjusting the number of predictors, 24.4% of the variance in app adoption is explained by the model.  

Thus, the model shows a moderate positive relation between these biases and app adoption, and it 

could be concluded that the model fit is moderate. When the coefficient table is examined, it reveals 
that status quo bias and herd behaviour bias are positive predictors of app adoption and framing 

bias is negative predictor of app adoption.  

While overconfidence bias and lossaversion bias do not have significant effect on app adoption. The 

condition index shows moderate multicollinearity however, it is not severe. The ANOVA table shows 

an F Statistic of 14.136 and p value of 0.000 which confirms that the model explains a significant 
amount of variance in dependent variable and is a strong fit. Hence, the biases significantly impact 

app adoption. Therefore, H11 is accepted. 

H12 - Behavioural biases (procrastination, emotional, confirmation, anchoring and loss 

aversion bias) significantly predict the usage of financial management apps. 

➢ Ho - Behavioral biases (procrastination, emotional bias, confirmation bias, anchoring bias, and 

loss aversion bias) do not significantly predict the usage of financial management apps. 

➢ Ha - Behavioral biases (procrastination, emotional bias, confirmation bias, anchoring bias, and 

loss aversion bias) significantly predict the usage of financial management apps. 

The results of regression analysis of Behavioural biases (procrastination, emotional, confirmation, 

anchoring and loss aversion bias) on the usage of financial management apps are given below. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .639a .408 .391 .3810 

a. Predictors: (Constant), Loss aversion bias2, Anchoring Bias, 

Procrastination bias Usage, Confirmation Bias, Emotional bias 

 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

95.0% 
Confidence 
Interval for B 

Collinearity 
Statistics 

B 
Std. 
Error Beta 

Lower 
Bound 

Upper 
Bound Tolerance VIF 

1 (Constant) 3.443 .343   10.027 .000 2.766 4.121     

Procrastination 
bias Usage 

-.466 .046 -.628 
-
10.121 

.000 -.557 -.375 .895 1.118 

Emotional bias .166 .063 .213 2.616 .010 .041 .291 .519 1.926 

Confirmation 
Bias 

.205 .074 .177 2.778 .006 .059 .351 .851 1.175 

Anchoring Bias .173 .096 .113 1.803 .073 -.016 .363 .883 1.133 

Loss aversion 
bias2 

-.162 .036 -.368 -4.464 .000 -.233 -.090 .506 1.975 

a. Dependent Variable: Usage 
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ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 17.205 5 3.441 23.702 .000b 

Residual 24.970 172 .145     

Total 42.176 177       

a. Dependent Variable: Usage 

b. Predictors: (Constant), Loss aversion bias 2, Anchoring Bias, Procrastination 

bias Usage, Confirmation Bias, Emotional bias 

 

Collinearity Diagnosticsa 

Model 
Eigenval
ue 

Conditio
n Index 

Variance Proportions 

(Constan
t) 

Procrastinati

on bias 
Usage 

Emotion
al bias 

Confir

matio
n Bias 

Anchorin
g Bias 

Loss 
aversi

on 
bias2 

1 1 5.846 1.000 .00 .00 .00 .00 .00 .00 

2 .093 7.944 .00 .33 .01 .00 .00 .15 

3 .030 14.056 .02 .58 .00 .12 .04 .33 

4 .015 19.532 .00 .01 .62 .02 .16 .37 

5 .012 22.060 .06 .07 .17 .83 .12 .08 

6 .005 35.502 .91 .00 .19 .02 .69 .07 

a. Dependent Variable: Usage 

Source: Primary data 

Interpretation: The R value 0.639 shows that there exists a moderate to strong positive correlation 

between the predictors and dependent variable. The adjusted R square reveals the model explains 
39.1% of variance which is reasonably good. The coefficient table indicates that there is significant 

negative relation between the procrastination bias and loss aversion bias on app usage.  

Emotional and confirmation bias have significant positive effect on app usage. While anchoring bias 

have weaker effect on app usage. Also, there is no significant issue of multicollinearity. The F value is 

23.702 and p value being less than 0.05 reveals that the predictors collectively explain a significant 

amount of variation in the dependent variable. Hence, H12 is also accepted.  

7. FINDINGS AND CONCLUSION 

The findings of the study contribute valuable insights into the influencesof various behavioural 

biases on both adoption of financial management applications and on its’ usage. The study 

highlights that there is a significant correlation between status quo bias, herding bias and framing 

bias on adoption of these apps.  

While procrastination bias and confirmation bias have significant correlation with the usage of 
financial management apps. The study also revealed that these biases have significant impact on 

both the adoption and usage of financial management apps. These findings could be considered 

while designing the financial management apps so that the influence of such biases could be 

eliminated while using such apps and make effective financial decisions using them.  

Further research in this area could be explored by diving into the underlying factors that causes the 
correlation and assess how other factors like app design, demographic profiles and so on could 

impact these biases and influence the adoption decisions and long-term engagement with these apps 

among the users.  
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8. LIMITATIONS OF THE STUDY 

The current study has given valuable insight into which all biases impact the adoption of personal 

financial management apps and which all biases usage of apps among the users. It also reveals how 

the biases are correlated with the app adoption decisions of the respondents and usage patterns of 

apps among the users. However, the study has few limitations attached to it. The current study has 

taken samples only from the state of Kerala. However, a diverse sample could provide more 
comprehensive results. There is also a chance that participants may not accurately reflect their 

behaviour and biases while filling the questionnaire affecting the reliability of the study. Even 

though, the study tries to find the existence of correlation between biases and app adoption and 

usage of the apps, it does not delve into the factors causing this correlation. The inclusion of 

interconnection of biases and other factors like app design or features or other external factors could 

also provide the study with more comprehensive picture. 
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BEHAVIOURAL FINANCE 

MS. SWAPNA G 

Meaning of Finance: 

Finance is the study and management of money, including how to raise, spend, and invest it. It's a 

branch of economics that involves many disciplines, including accounting, law, and 

economics. Finance can be applied to individuals, businesses, governments, and other entities.  

Financial Decision making; 

To understand developments in behavioral finance we need to be aware of failings of the prevailing 

orthodoxy that motivated a reassessment of how financial decisions are made under uncertainty. 

Problems raised by decision making under uncertainty and the economics of information. The first 

sees the investor as accepting the limitations, of his knowledge and getting on with making the best 
decision he can. The second asks what new information an investor might seek out before taking any 

decision at all.So the economics of uncertainty studies decision whereas the economics of 

information studies the preparation for making decisions. Behavioral finance, a subfield 

of behavioral economics, proposes that psychological influences and biases affect the financial 

behaviors of investors and financial practitioners. Moreover, influences and biases can be the 

source for the explanation of all types of market anomalies and specifically market anomalies in the 
stock market, such as severe rises or falls in stock price. As behavioral finance is such an integral 

part of investing, the Securities and Exchange Commission has staff specifically focused on 

behavioral finance. 

KEY TAKEAWAYS 

• Behavioral finance is an area of study focused on how psychological influences can affect market 

outcomes. 

• Behavioral finance can be analyzed to understand different outcomes across a variety of sectors 

and industries. 

• One of the key aspects of behavioural finance studies is the influence of psychological biases. 

• Some common behavioural financial aspects include loss aversion, consensus bias, and 

familiarity tendencies. 

• The efficient market theory which states all equities are priced fairly based on all available public 

information is often debunked for not incorporating irrational emotional behavior. 

Understanding Behavioral Finance 

Behavioral finance can be analyzed from a variety of perspectives. Stock market returns are one 

area of finance where psychological behaviors are often assumed to influence market outcomes and 

returns but there are also many different angles for observation. The purpose of the classification of 
behavioral finance is to help understand why people make certain financial choices and how those 

choices can affect markets.Within behavioral finance, it is assumed that financial participants are 

not perfectly rational and self-controlled but rather psychologically influential with somewhat 

normal and self-controlling tendencies. Financial decision-making often relies on the investor's 

mental and physical health.  

As an investor's overall health improves or worsens, their mental state often changes. This impacts 

their decision-making and rationality towards all real-world problems, including those specific to 

finance.One of the key aspects of behavioral finance studies is the influence of biases. Biases can 

occur for a variety of reasons. Biases can usually be classified into one of five key concepts. 

Understanding and classifying different types of behavioral finance biases can be very important 

when narrowing in on the study or analysis of industry or sector outcomes and results.Behavioral 
finance is a field of study that combines psychology and economics to understand how cognitive 

biases and emotional factors influence investors' decision-making processes. Unlike traditional 

finance, which assumes that people are rational and markets are efficient, behavioral finance 

acknowledges that human behavior can lead to irrational decisions, impacting market outcomes. 

 

https://www.investopedia.com/terms/b/behavioraleconomics.asp
https://www.investopedia.com/terms/o/outcome-bias.asp
https://www.investopedia.com/terms/h/house-money-effect.asp
https://www.investopedia.com/terms/h/house-money-effect.asp
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Here are some key concepts in behavioral finance: 

⚫ Cognitive Biases: Investors often rely on mental shortcuts or heuristics that can lead to 

systematic errors. Common biases include: 

Overconfidence: Investors overestimate their knowledge and predictive abilities. 

Anchoring: Relying too heavily on the first piece of information encountered (the "anchor") when 

making decisions. 

Loss Aversion: The tendency to prefer avoiding losses over acquiring equivalent gains, leading to 

risk-averse behavior. 

⚫ ·Emotional Factors: Emotions play a significant role in decision-making. Fear and greed, for 

example, can drive market bubbles and crashes. Investors may hold onto losing stocks too long (the 

disposition effect) or sell winning stocks too quickly due to emotional reactions. 

⚫ ·Herd Behavior: People often look to others when making decisions, leading to herd behavior, 

where investors follow the crowd rather than making independent judgments. This can contribute to 

market volatility and bubbles. 

⚫ ·Mental Accounting: Investors tend to categorize money into different accounts based on 

subjective criteria, which can lead to irrational financial decisions. For example, someone might treat 

a bonus differently than their regular salary, even though money is fungible. 

⚫ ·Framing Effects: The way information is presented can significantly impact decision-making. For 

example, presenting a potential investment in terms of expected gains versus potential losses can 

lead to different choices.understating these concepts can help investors recognize their biases and 

make more informed decisions, ultimately improving their financial outcomes. Behavioral finance 

also has implications for market efficiency, asset pricing, and risk management, challenging 

traditional economic theories. 

Objectives of  Behavioral Finance: 

Behavioral finance aims to understand how psychological factors and biases influence investors' 

decisions and market outcomes. Here are some key objectives: 

Understand Investor Behavior: Analyze how emotions, cognitive biases, and social factors impact 

investment choices and risk perception. 

Identify Biases: Recognize common biases, such as overconfidence, loss aversion, and herd 

behavior, that can lead to irrational decision-making. 

Improve Financial Decision-Making: Provide insights and tools to help investors make more 

rational and informed choices, reducing the impact of biases 

Market Dynamics: Explore how collective behaviors influence market trends, volatility, and asset 

pricing. 

Enhance Financial Models: Integrate psychological insights into traditional financial theories to 

create more robust models that better predict market behavior. 

Educate Investors: Promote awareness of behavioral biases to help investors recognize and mitigate 

their effects in their own decision-making processes. 

Policy Implications: Inform regulators and policymakers about behavioral factors to design better 

market structures and consumer protections. 

By addressing these objectives, behavioral finance seeks to bridge the gap between traditional 

finance  and real-world investor behavior.Behavioral finance explores how psychological 

factors influence financial decision-making. Here are some key issues and challenges within this 

field: 

Cognitive Biases: Investors often fall prey to biases like overconfidence, anchoring, and loss 

aversion, which can lead to irrational decisions and market anomalies. 

Emotional Decision-Making: Fear and greed can drive market fluctuations, leading to bubbles and 

crashes. Understanding these emotions is crucial for predicting market behavior. 
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Herd Behavior: Individuals tend to follow the crowd, which can result in irrational market trends 

and price movements, making it difficult for analysts to predict future behavior. 

Market Inefficiencies: Behavioral finance suggests that markets are not always efficient. Identifying 

and exploiting these inefficiencies poses a challenge for investors and financial theorists. 

Regulatory Implications: Understanding behavioral biases can influence regulatory policies, but 

there's a challenge in creating rules that account for these behaviors without stifling market freedom. 

Diverse Investor Behavior: Different investors have varying levels of risk tolerance and decision-

making processes, complicating the analysis of overall market trends 

Data Interpretation: Analyzing how psychological factors affect financial decisions requires 

sophisticated models and data, which can be difficult to interpret accurately. 

Integration with Traditional Finance: Merging behavioral insights with traditional financial 

theories poses theoretical and practical challenges, as they often rely on conflicting assumptions. 

Long-Term vs. Short-Term Thinking: Investors may prioritize short-term gains over long-term 

strategy, which can distort market dynamics and investment outcomes. 

Cultural Differences: Behavioral finance doesn't account for cultural variations in decision-making, 

which can lead to different financial behaviors across regions.Addressing these challenges requires a 

multidisciplinary approach, integrating psychology, economics, and finance to better understand and 
predict investor behavior.“ To secure maximum benefit in life, all future pleasures or pains should 

act upon us with the same force as if they were present, allowance being made for their uncertainty. 

The factor expressing the normal effect of remoteness should, in short, always be unity, so that time 

should have no influence. But  no human mind is constituted in this perfect way; a future feeling is 

always less influential than a present one”.Behavioral finance and traditional finance differ primarily 

in their assumptions about human behavior and decision-making in financial contexts. 

Traditional Finance 

• Rationality: Assumes that investors are rational and always make decisions that maximize their 

utility. 

• Efficient Market Hypothesis (EMH): Suggests that markets are efficient, and prices reflect all 

available information. 

• Modelling: Relies on mathematical models and quantitative analysis to predict market behaviour. 

Behavioral Finance 

• Irrationality: Recognizes that investors often behave irrationally due to biases and emotions. 

• Psychological Factors: Examines how psychological influences and cognitive biases (like 

overconfidence, loss aversion, and herd behaviour) affect financial decisions. 

• Market Anomalies: Explains phenomena that traditional finance can't, such as bubbles and 

crashes, by looking at human behaviour rather than just economic fundamentals. 

In essence, while traditional finance focuses on logical decision-making and efficient markets, 

behavioral finance highlights the complexities of human psychology in financial contexts. 

Way forward/ Conclusion: 

Behavioral finance is valuable because it combines psychology and finance to help us understand 

how emotions and cognitive biases influence financial decisions. Here are a few reasons why it's 

worth exploring: 

Understanding Market Behavior: It sheds light on why markets can be irrational and how investor 

sentiment affects asset prices. 

Improved Decision-Making: By recognizing our biases, we can make more informed investment 

choices and avoid common pitfalls. 

Enhanced Financial Planning: It helps in creating strategies that account for emotional responses 

to market changes, leading to more resilient financial plans. 
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Real-World Application: Behavioral finance principles can be applied to personal finance, 

investment strategies, and risk management, making them relevant in everyday life. 

Overall, it offers a more nuanced view of finance that acknowledges human behavior, which can lead 

to better outcomes in both investing and personal finance. 

How Does Knowing About Behavioral Finance Help? 

By understanding how and when people deviate from rational expectations, behavioral finance 
provides a blueprint to help us make better, more rational decisions when it comes to financial 

matters. 

The Bottom Line 

Behavioral finance is an area of economics that fuses with psychology. It ascribes the often 

irrational behavior of individuals when faced with financial choices to a variety of biases and 
heuristics. Often, individuals are unaware of the underlying biases at work that can underlie bad 

decision-making. A study of this area of finance is essential to anyone who wants to master the art 

of trading and investing. 

Source:  

1. Behavioral finance:- by william Forbes 
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NAVIGATING THE DIGITAL LANDSCAPE: BUSINESS MANAGEMENT STRATEGIES FOR 

SUCCESS 

MANEESHA. T.M 

ABSTRACT 

In today’s fast-paced digital environment, businesses must adapt to technological advancements and 

changing consumer behaviours. The digital revolution has transformed the business landscape, 
presenting both opportunities and challenges. This research paper explores the impact of digital 

technologies on business management highlighting effective business management strategies that 

enable organizations to thrive in the digital landscape. By leveraging these strategies, businesses can 

enhance operational efficiency, improve customer satisfaction, and achieve sustained growth. A 

comprehensive review of the existing literature and case studies reveals the importance of digital 

innovation, business process management and strategic leadership in navigating the digital world.  

INTRODUCTION  

In an era defined by rapid technological change and evolving consumer expectations, navigating the 

digital landscape has become a critical challenge for businesses across all sectors. The advent of 

digital technologies has not only transformed how organizations operate but also redefined the 

dynamics of competition and customer engagement. The digital landscape is characterized by the 
integration of digital technologies into all aspects of business operations. From e-commerce to digital 

marketing, companies are compelled to adapt their management strategies to remain competitive. 

This paper aims to identify key strategies that businesses can implement to effectively navigate this 

dynamic environment. As companies strive to keep pace with this fast-evolving environment, effective 

business management strategies are essential for achieving success. 

This paper explores key strategies that enable organizations to thrive in the digital age. By 

harnessing the power of digital innovation, optimizing business processes, and fostering strategic 

leadership, companies can enhance operational efficiency and significantly improve customer 

experiences. A thorough examination of relevant literature and case studies will illustrate how 

leading businesses have successfully adapted to digital disruptions and leveraged new technologies 

to drive growth.Moreover, this research addresses the challenges that accompany digital 
transformation, such as cyber security threats and the need for a skilled workforce, providing 

insights into best practices for overcoming these obstacles. Ultimately, this paper aims to equip 

business leaders with the tools and strategies necessary to navigate the complexities of the digital 

landscape and achieve sustained success. 

OBJECTIVES OF THE STUDY  

The purpose of this study is to examine how business management is affected by digital 

transformation. 

RESEARCH METHODOLOGY 

This study is based on secondary sources of data such as articles, books, journals, research papers, 

websites and other sources. 

1. Understanding the Digital Landscape 

1.1 Definition and Components 

The digital landscape refers to the ever-changing environment shaped by the digital technologies and 

platforms that businesses use to engage with consumers, streamline operations, and drive 

growth.It covers a wide range of elements, each of which plays a key role in how organizations 

navigate today's marketplace. 

Digital Marketing: 

Utilizing online platforms and channels to advertise goods and services, connect with target 

consumers, and encourage client interaction is known as digital marketing. Businesses may engage 

with customers where they spend a lot of time—online—by using strategies like email campaigns, 

pay-per-click advertising, content marketing, and search engine optimization (SEO). 
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E Commerce 

E-commerce is the term used to describe the purchasing and selling of goods and services via online 

channels. Because it allows companies to reach a worldwide audience, expedite transactions, and 

provide individualized shopping experiences, this component has completely changed the retail 

industry. The significance of e-commerce in today's digital environment is further demonstrated by 

the growth of social and mobile commerce. 

Data Analytics 

In order to support business choices, data analytics include the gathering, processing, and analysis 

of data. Organizations can obtain important insights into consumer behavior, market trends, and 

operational efficiency by utilizing big data. Businesses can use this capability to improve customer 

experiences, optimize marketing campaigns, and make data-driven decisions. 

Social Media  

Engaging with customers and building brand awareness requires the use of social media platforms. 

Facebook, Twitter, Instagram, and LinkedIn are utilized by businesses to encourage community 

engagement, distribute content, and address customer queries. By implementing effective social 

media strategies, businesses can strengthen brand loyalty and establish a direct communication 

channel with consumers. These elements combined create the basis of the digital environment, 
shaping the way companies function and engage with their stakeholders. Having a deep 

understanding of this environment is essential for organizations that want to succeed in a 

competitive, technology-focused market. 

1.2 Current Trends 

• Artificial Intelligence (AI):  

By improving decision-making through predictive analytics, automating tasks, and personalizing 

customer interactions through AI-powered CRM systems, artificial intelligence is completely 
changing business management. By examining customerbehavior, it enhances hiring procedures, 

streamlines supply chains, and sharpens marketing tactics. Furthermore, AI helps with risk 

management by spotting possible problems and automating processes. It also supports financial 

management by detecting fraud in real-time. To fully realize AI's potential, businesses must 

overcome obstacles pertaining to data privacy, ethical considerations, and the requirement for 

qualified workers, despite the technology's many advantages. 

• Mobile Optimization:  

Since mobile optimization directly affects user engagement, conversion rates, and overall customer 

satisfaction, it is an essential part of modern business management. Because more and more 

customers are using smartphones to access websites and services, companies need to make sure 

their digital platforms are user-friendly and responsive. To improve the mobile user experience, 

responsive design must be implemented, loading times must be optimized, and navigation must be 
made simpler. Businesses can increase brand loyalty, more effectively reach their target audience, 

and keep a competitive edge in a market that is becoming more and more mobile-driven by giving 

mobile optimization top priority. In the end, successful mobile strategies promote business 

expansion and operational effectiveness. 

• Cloud Computing:  

The term "cloud computing" describes the process of providing computer services via the internet 
(the "cloud"), including servers, storage, databases, networking, software, and analytics. By enabling 

on-demand resource access and utilization, this technology lowers the requirement for physical 

infrastructure and increases scalability and flexibility for both individuals and businesses. Three 

important models that offer varying degrees of control and management are Infrastructure as a 

Service (IaaS), Platform as a Service (PaaS), and Software as a Service (SaaS). Because it allows users 

to work from any location with internet access, cloud computing improves collaboration. It also 
fosters innovation by offering strong computing resources without requiring large upfront 

investments. To fully reap its benefits, organizations must address the security, data privacy, and 

compliance issues it also brings up. All things considered, cloud computing is changing the way. 
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2. Key business management strategies 

2.1 Accepting the Digital Revolution 

Through the integration of digital technology into their fundamental business operations, 

organizations must embrace the digital transformation.  

This entails: 

 • Evaluating present capacities. 

• Putting money into technology. 

• Teaching staff members how to adjust to new systems. 

2.2 Methods Centered on the Customer 

It is imperative to implement a customer-centric strategy. Companies ought to:  

• Make use of data analytics to comprehend client preferences. 

• Customize marketing campaigns according to consumer behavior. 

• Put in place feedback systems to enhance goods and services. 

2.3 Methods of Agile Management 

Businesses that possess agility can react swiftly to shifts in the market. Important procedures 

consist of:  

• Iterative development methods (like Agile and Scrum). 

• Multidisciplinary teams to improve cooperation. 

• Ongoing education and adjustment. 

2.4 Making Use of Social Media 

Making good use of social media can raise consumer involvement and brand awareness. Among the 

strategies are:  

• Producing insightful material that appeals to the intended audience. 

• utilising  

Problems: 

1. Data Security and Privacy: As more information becomes digital, worries about security and 

privacy are growing. To safeguard client data from breaches and illegal access, businesses need to 

deploy strong cyber security safeguards and manage the complexities of data rules like GDPR.  
2. Skill Gap and Workforce Training: The workforce frequently finds it difficult to keep up with the 

quick speed of technological change. Employers have a difficult time retraining staff members to use 

new technology and making sure their groups are digitally literate enough to usethem efficiently.  

3. Digital Divide: Not every societal group has equal access to technology, even in the face of a 

pervasive digital change. To maintain diversity and avoid escalating already-existing disparities, 

closing the digital divide is essential, necessitating creative solutions to offer equitable chances. 

4. Ethical Considerations: As automation and AI are incorporated into business plans more and 

more, ethical issues start to surface. To ensure a beneficial impact on society, businesses must 

handle concerns relating to prejudice in algorithms, job displacement due to automation, and the 

responsible use of AI. 

Prospects: 
1. Enhanced consumer insights: Businesses can now gain previously unheard-of insights into the 

tastes and behaviour of their customers thanks to digital transformation. This abundance of data 

makes it possible to build new products, enhance existing services, and launch highly targeted 

marketing efforts. 

2. Enhanced Productivity and Efficiency: Processes are streamlined by automation and 
digitization, which raises operational productivity and efficiency. Companies can reallocate resources 

to more strategic endeavours, spurring development and innovation, from repetitive operations. 
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3. The creation of novel goods, services, and business models through innovation. Companies 

that adopt disruptive technology stand to gain a competitive edge and transform markets. 

4. Global Reach: Businesses may now reach a global audience without being limited by geographical 

limits thanks to the digital ecosystem. Social networking, online advertising, and e-commerce 

platforms enable even tiny firms to reach a far wider audience than just their immediate area. 

5. Making Agile Decisions: Businesses are empowered to make quick, data-driven choices thanks 
to real-time data analytics. Businesses are better positioned to take advantage of opportunities and 

overcome obstacles when they have the agility to swiftly adjust to shifting market conditions and 

consumer preferences. 

6. Eco-Friendly Projects: Sustainability initiatives can benefit from digital transformation. 

Businesses can cut costs by streamlining their supply chains, using less paper, and implementing 

remote work policies. 

Upcoming prospects: 

The digital transformation is continuing on its current course with no signs of slowing down. 

Emerging technologies that have the potential to further alter the consumer-business dynamic 

include 5G, the Internet of Things (IoT), block chain, and augmented reality (AR). More personalized 

experiences, more seamless connectivity, and creative ways to engage with goods and services will all 

be made possible by these technologies. 

RECOMMENDATIONS  

1.Adopt a holistic approach to digital transformation 

Encourage companies tointegrate their digital strategies across all departments and 

ensure alignment between IT, marketing, operations and customer service. 

2. Invest in the training and development of employeesRecommend constant training programs for 

UP Skill employees on digital tools and methodologies, contributing to the cultivation of continuing 

education. 

3. Leverage cross-functional teamsSuggest forming cross-functional teams to drive innovation and 

share ideas, which will improve collaboration and break down silos. 

4. Leverage customer feedback mechanisms Emphasize the importance of collecting 
and analysing customer feedback through surveys, social media and reviews to inform product 

development and service improvements. 

5. Develop a solid digital marketing strategyPromote a comprehensive digital marketing 

plan including SEO, content marketing, email campaigns and social media engagement to 

reach a diverse audience. 

6. Prioritize data privacy and securityEncourage companies to implement robust data governance 

policies to protect customer information and comply with regulations like GDPR. 

7. Implementation of flexible project management toolsTo promote flexible project management, we 

provide tools such as Trellis, ASANA, and JIRA to improve team cooperation and performance. 

8. Encourage an innovation mindsetEncourage companies to build a culture that rewards creativity 

and experimentation, so that employees are able to propose and test new ideas without the fear of 

failure. 

9.Accept new technologyFollow new technologies and consult the company to study potential 

applications in their activities. 

10. Focus on PersonalizationRecommend strategies to personalize customer experiences through 

targeted marketing and personalized product recommendations that can increase customer loyalty. 

11.Regularly evaluate and adapt your strategyConduct regular reviews of your digital strategy 

to evaluate its effectiveness and recommend making necessary adjustments based on market trends 

and performance indicators. 
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12. Create a strong brand presence on the InternetEncourage companies to create 

a coherent and attractive presence on the Internet on several platforms to increase the 

recognition and confidence of the brand. 

13. Network and collaborate with industry peersEncourage participation in industry groups and 

forums to share ideas, learn from others, and stay up to date on digital 

transformation best practices. 

14. Measure Success with Key Performance Indicators (KPIs)Stress the importance of establishing 

clear KPIs to track the effectiveness of digital initiatives and adjust strategies accordingly. 

15. Consider sustainability in digital initiativesAdvocate for integrating sustainability goals into 

digital strategies, such as reducing carbon emissions through digital processes and 

promoting green practices. 

These recommend rations will help businesses effectively navigate the digital 

landscape, strengthen their management strategies, and ultimately achieve success in a 

rapidly changing environment. 

CONCLUSION  

Technology is evolving rapidly. The way consumers interact with brands and make 

purchasing decisions has changed. Access to information, peer recommendations, and personalized 
experiences have become an integral part of modern consumer behavior. Businesses are also 

experiencing a paradigm shift in their strategies. In conclusion Successfully navigating the digital 

landscape requires a strategic approach that integrates technological progress and prioritizes 

customer requirements. Through the implementation of effective management strategies like digital 

transformation, customer-focused practices, agile methodologies, and utilization of social media, 
businesses can position themselves for success in an increasingly digital world. Data integration 

Analysis, artificial intelligence, trade allowed to understand deeper the consumers. Moreover, not all 

segments of society can equally benefit from digital transformation, making it essential to ensure 

inclusivity and close the digital divide. In this context, companies that prioritize customer-centricity 

and agility will stand to gain the most. Companies that can overcome data security 

challenges, harness the power of digital tools, and maintain an unwavering focus on delivering value 

to consumers will not only thrive, but will shape the future of their industry. 
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PRADHAN MANTRI MUDRA YOJANA: A TOOL FOR WOMEN EMPOWERMENT 

BALAKRISHNA A 

VINODH KUMAR N 

ABSTRACT 

Despite of 77 years of freedom women are discriminated physically, socially and economically, to 

overcome these issues the government is striving towards women empowerment through certain 
schemes like Betabacchii Betipadhao, Sudanyasamriddhi Yolanda, Prada Mantra Matura Bandana 

Yolanda, Ashtrayamahilakosh, Manila E-Haat and many more, one among these is Prada Mantri 

Mudra Yojana. Prada Mantra Mudra Yojana is a financial inclusion scheme for entrepreneurs which 

was started in 2015 to create job opportunities. Though the scheme is applicable irrespective of 

gender, caste and religion the more beneficiaries of the scheme is women, this scheme aims to uplift 
women financially and make her independent.So this paper focuses on creating awareness of the 

Mudra yeoman and to know the level of womenbeneficiaries through mudra Yojana. 

Keywords: Madras Yolanda. Entrepreneurship. 

INTRODUCTION 

“Yartranaryastupujyanteramantestatrixdevataha”. Is derived from Manusmrutiand Reship Manu 

states that “where women are worshiped there the Gods reside”. This affirms the significance of 
women were given in early India. But later years didn’t adopt the same, and discrimination of women 

socially, economically and physically were worsen and most of these took place during the invasions. 

Accordingly many social reformers have contributed and encouraged women in all the aspects to 

uplift her and this was exceptionally large in 18th century and this laid foundation for women 

empowerment in Modern India. Post-independence Article -14 of Indian Constitution has given Equal 
opportunities to every Human being, despite of that Women are underestimated in the patriarchal 

society. In the recent years Government has come up with certain schemes to overcome these kind of 

issues, those are Beti Bachao Betipado: a scheme to educate girl Child;Sukanya Samriddhi Yojana: A 

scheme to make a girl child independent through a financial aid; PradaMantriMatruVandanaYojana: 

A scheme which focuses on providing nutritious food to mother during her maternity;Recently 

introduced act Nari Shakthi Vanda: a scheme which mandatorily provides 33% reservation to women 
in politics; Shakti Yojane: A scheme introduced in the state of Karnataka providing free bus facility 

to all the age group of women; Gruha Lakshmi: A scheme which intends women to make financially 

independent, provides Rs 2000 to women head/head women of the family every month to the 

families of Karnataka. And many more schemes like this which strives to the Empowerment of 

Women in all the fields, the results of these are witnessed in the field of sports, business, politics, 
space, education, defence where the numbers of women are increasing day by day. Ms.KiranBedi. 

Ms.Kalpana Chawla. Ms.Smriti Mandana. Ms. Nita Amana. Ms.Sudha Murthy are few role models 

and examples of Women Empowerment. 

With an objective of providing financial integration and support services along benchmark global 

practices and standards for the bottom of the pyramid universe for their comprehensive economic 

and social development Pradhan Mantri Mudra (MICRO UNIT DEVELOPMENT AND REFINANCE 
AGENCY) Yojana PMMY is a scheme launched by the honourable prime minister on April 8 2015 for 

providing loan  to the non-corporate non form small or micro enterprises these loans are issued 

through commercial banks, regional rural banks, small finance banks, micro finance institutions 

and non-banking financial companies. PMMY is a collateral free loan with minimum percent of 

interest provided to entrepreneurs to overcome financial burden.Pradhan Mantri Mudra Yojana 
further categorised into three products namely Shishu, Kishore and Tarun. And these products are 

provided to petty shops, street vendors, pottery, tailors, manufacturing, Processing and various 

service sectors. Though the loan is provided irrespective of caste, religion and gender it is found that 

from the day of launch PMMY has seen a positive approach in lending money to Women 

entrepreneurs, in the year 2015-16, 2,76,28,265women entrepreneurs were benefitted and this has 

gradually reached to4,24,92,281in 2023-24. Which has almost increased to 1,48,64,016 new 
account openings under Madras Yojana. The major benefit of the scheme is off availing Mudra card 

and Overdraft facility to attain their daily business expenditures. Recently in 2024-25 budget the 

Finance Minister Ms.Nirmala Sitharaman has announced the credit limit would increased from Rs. 

10 Lakhs to 20 Lakhs. 
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 CATEGORY OF PRODUCTSUNDER PMMY 

Sl. NO LOAN NAME AMOUNT IN INR 

01 Shishu Max of 50,000 

02 Kishore Min of 50,000 to Max of 5,00,000 

03 Tarun Min of 5,00,000 to Max 10,00,000 

 

ADVANTAGES OF MUDRA YOJANA TO WOMEN ENTREPRENEURS. 

❖ Since MUDRA yojana is a Collateral free loan any person can avail loan under this scheme, so this 

has created a platform to entrepreneurs to start their business and this is a boon to women 

entrepreneurs.  

❖ It creates an employment opportunity towomen, which results in Women empowerment. 

❖ Social and financial status of women obviously increases. 

❖ Categorisation of the Products like shishu, Inshore and Taren can differentiate business into 

micro, small and medium enterprises. 

OBJECTIVE: 

➢ To know about the Madras Yojana and its contribution in women Empowerment. 

➢ The paper aims to know the percentage of women beneficiaries through Mudra Yojana. 

RESEARCH METHODOLOGY: 

The research is conducted through the secondary source of data from Mudra yojana website and 

through its published annual reports. A descriptive research is carried having the data of women 

beneficiaries of Mudra yojana from 2015-2024 which is gathered from PMMY website. Charts and 

Graphs are used to analyse the data. 

DATA ANALYSIS: 

Table 01: shows the Total Women account holders of Pradhan Mantri Mudra Yojana year wise. 

YEAR WOMEN ACCOUNT HOLDERS PERCENTAGE 

2015-16 27628265  

2016-17 29146894 5.50% 

2017-18 33558238 15.13% 

2018-19 37062562 10.44% 

2019-20 39103349 5.51% 

2020-21 33303604 -14.83% 

2021-22 38429259 15.39% 

2022-23 44256813 15.16% 

2023-24 42492281 -3.99% 

   

 

GRAPH 01: The graph shows year wise Women account holders in Mudra Yojana. 
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INTERPRETATION: Table 01 and Graph 01 shows the women account holders from 2015 – 2024. 

Based on the above data it is identified that there is a gradual increase of account holders from 

2015-16 to 2017-18. The line tends downward from 2018-19 to 2019-20, During the covid-19 it is 

found that there were less number of beneficiaries compared to the pre and succeeding years. In the 

year 2021-22 the beneficiaries are increased to 15.39% and in the succeeding year the Percentage of 

beneficiaries has decreased to 0.23%, whereas in the year 2023-24 Madrasyeoman account holders 

has declined to -3.99%. 

TABLE 02: Shows the data of Amount sanctioned to Women Entrepreneurs. 

      TOTAL AMOUNT SANCTIONED TO WOMEN ENTREPRENEURS 

YEAR AMOUNT SANCTIONED (in Crores) PERCENTAGE 

2015-16 82183.55  

2016-17 80289.68 -2.30% 

2017-18 103254.12 28.60% 

2018-19 133033.62 28.84% 

2019-20 145181.87 9.13% 

2020-21 131303.35 -9.56% 

2021-22 166422.47 26.75% 

2022-23 216954.16 30.36% 

2023-24 225887.08 4.12% 

 

GRAPH 02: The graph shows year wise Amount sanctioned to Women Entrepreneurs under 

Mudra Yojana. 

 

 

INTERPRETATION: Under MadrasYolanda it is observed that in the year 2015-16 the total number 

of women account holders were 2,76,28,265 and the total amount Sanctioned was 82183.55cr.In the 

year 2016-17 the account holders were increased to 5.5%, whereas the amount sanctioned was 

decreased to -2.3%, From the year 2017 to 2019 the amount sanctioned has gradually increased. 

And in the year 2019-2020 it has reduced to 9.13%. And there are less number of account holders in 
2020-21 and the amount sanctioned was also less in compared to the previous and succeeding years 

.In the year 2021-22 it has increased to 26.75%, and in 2022-23 the amount sanctioned was highest 

among all the years.in the year 2023-24 the amount and the total women entrepreneurs has 

decreased when compared to the previous year. 

FINDINGS: 

➢ There is a gradual increase of account holders every year except in 2020-21 and 2023-24. 

➢ Based on the data, there is no doubt that MUDRA Yojana has played a vital role in lending loans 

to Women Entrepreneurs. 

➢ Increasing the loan amount to Rs. 20,00,000 can lead to expansion of business enterprises 

(announced in 2024-25 budget). 

➢ The categorisation of the Product like Shishu, Kishore and Tarun can easily identify the types of 

borrowers or business entities.  
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CONCLUSION: 

Role of women in the society is equivalent to that of man.Women Entrepreneurs play a vital role in 

economic and social prosperity of the country, Ms. Nita ambani, Ms.Sudha Murthy, Ms.Kiran 

Muzzamdar are examples of leading entrepreneurs. These successful stories tells that women have 

all the potential to that of man, Understanding this the government has come forward in providing 

financial and social assistance to her, through certain schemes, one among those are, MUDRA 
yojana: This scheme has no doubtedly assisting women entrepreneurs in training, Counselling, 

enhancing their skills and immeasurably more.  

References: 

➢ Divya Mahadule and Dr.ShineyChib, (2022).  Impact of Pradhan Mantri Mudra Yojana on Women 

Entrepreneurs- A comprehensive Review. Journal of Positive School of Psychology 2022, Vol. 6, No. 

2s,602-609. 

➢ Wisdom library, Manusmruthi about women, 

https://www.wisdomlib.org/hinduism/book/manusmriti-with-the-commentary-of-

medhatithi/d/doc199834.html. 

➢ Prada mantra madrasyeoman: https://www.mudra.org.in 

➢ Government of India: https://www.myscheme.gov.in 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.wisdomlib.org/hinduism/book/manusmriti-with-the-commentary-of-medhatithi/d/doc199834.html
https://www.wisdomlib.org/hinduism/book/manusmriti-with-the-commentary-of-medhatithi/d/doc199834.html
https://www.mudra.org.in/


East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

106 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

IMPACT OF FDI ON SUSTAINABLE DEVELOPMENT GOALS: EVIDENCE FROM INDIA 

DEEPU B, 

ANUJAT, 

DR.MANI RAMAKRISHNAN, 

Assistant Professor, Presidency College (Autonomous) Bangalore, Karnataka. 

Abstract 

The concept of foreign direct investment (FDI) plays a significant part in the process of reshaping the 

economic landscape of countries, especially with regard to the accomplishment of the Sustainable 

Development Goals (SDGs). This research investigates the complex link that exists between 

sustainable development goals (SDGs) and foreign direct investment (FDI), with a specific emphasis 

on India as the country of investigation. The purpose of this study is to investigate the complex 
effects that foreign direct investment (FDI) inflows have on several aspects of sustainable 

development in India. This will be accomplished via the use of extensive data sets and rigorous 

econometric techniques. An in-depth analysis of the patterns of foreign direct investment (FDI) 

across sectors and how well they align with the Sustainable Development Goals (SDGs) is how it 

does this. In addition to this, it investigates the influence that foreign direct investment (FDI) has on 

significant components of sustainable development, such as the growth of the economy, the creation 
of jobs, the environment, and social inclusion. The results of the study might prove to be very 

beneficial for those who are active in the promotion of sustainable development projects in India, 

including politicians, investors, and other potential stakeholders. In a nutshell, the findings of this 

research provide a contribution to the current body of information about the relationship between 

sustainable development and foreign direct investment. As a means of doing this, it provides 

scientific facts and practical solutions that are particularly pertinent to the context of India.. 

Keywords: Foreign direct investment, Sustainable development, Correlation analysis 

Introduction 

Foreign direct investments, often known as FDI, are financial investments that are made by people or 

businesses in a nation that is not their home country. Initiating economic operations or purchasing 

assets in a foreign country with the intention of obtaining ownership or a large amount of influence 
over the firm that is being invested is an example of actions that fall under the category of foreign 

direct investment. The term "foreign direct investment" (FDI) refers to the process by which persons 

or companies are able to acquire ownership and control over investments that are carried out across 

international borders. Creating joint ventures with local partners, creating wholly-owned 

subsidiaries, or purchasing a large share in an existing company are all viable options for 
accomplishing this goal from a business perspective. When investors shift their resources and skills 

to foreign markets, they are engaging in what is known as overseas direct investment (FDI), which is 

often connected with long-term commitments.  

 India received the third-highest amount of foreign direct investment (FDI) for new greenfield projects 

in 2022, as stated in the report that was published in 2023. By providing an automatic channel for 

Foreign Direct Investment (FDI) in a variety of industries, India makes it easier for foreign investors 
to invest in the country. Certain industries, on the other hand, are subject to a variety of foreign 

direct investment (FDI) restrictions and requirements, and certain sectors need permission from the 

government. Compliance with the Foreign Exchange Management Act (FEMA) has led to the 

implementation of stringent reporting standards in India. These laws are designed to guarantee that 

foreign investments in India are transparent. For the purpose of monitoring and regulating foreign 
direct investment (FDI) in India, the Department for Promotion of Industry and Internal Trade (DPIIT) 

is the organisation in charge of this responsibility. It is the responsibility of this government body to 

formulate and put into action policies that will encourage and oversee the management of foreign 

investment across a variety of industries. Managing the financial elements of foreign investments in 

India is the responsibility of the Reserve Bank of India (RBI), which is charged with this 

responsibility. As a consequence of this, foreign investors consider India's information technology 

and innovation industry to be a very attractive location for investment.  
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Review of Literature 

The research conducted by Moth (2020) indicates that India has the lowest population in the world, 

with around 500 million people under the age of 25. There is a growing need for high-quality 

educational materials among the younger generation in India. This is because the younger 

generation is interested in acquiring skills that will help them to seek employment or entrepreneurial 

opportunities. Aras (2017) believes that India's economy is one of the most quickly developing 
economies in the world and that it acts as a key hub for business. India's potential, Digital India, 

Made in India, and the Establishment of India are only few of the efforts that the Indian government 

has put into action with the intention of increasing the country's gross domestic product (GDP). The 

primary purpose of the research was to ascertain the extent to which it is possible for college 

students to acquire information about manufacturing in India. 

In September of 2014, the government of India initiated the "Make in India" campaign with the 

intention of enhancing the manufacturing sector, generating employment opportunities, and 

fostering trust among both domestic and international investors, as stated by Srivastava (2019). 

According to the Ease of Doing Business (EoDB) Index 2020, India is placed 63rd out of 190 nations. 

This ranking is a reflection of the praiseworthy efforts that the Indian government has made. India is 

still a long way from being acknowledged as a manufacturing powerhouse, as it continues to lag 
behind its rivals in a number of different sectors. This indicates that India has a large future ahead 

of it. In this article, both the successes and failures of the campaign are discussed, as well as the 

ways in which the government may potentially implement this strategy in order to encourage import 

substitution activities.Singh (2019) conducted a study with the purpose of gaining a more in-depth 

comprehension of the patterns that have been seen in the flow of foreign direct investment into the 
Indian telecoms sector. In addition to a comprehensive statistical analysis, this report presents a 

comprehensive evaluation of the patterns and trends of foreign direct investment in the 

telecommunications industry. The researcher carried out an investigation with the purpose of 

determining the overall trend of foreign direct investment (FDI) inflow in the industry as well as the 

specific FDI inflow in various subsectors.According to Sabena (2017), foreign direct investment (FDI) 

serves as a significant contributor to the overall growth of the countries that are the recipients of 
financial investments. The ability of the economy to maintain rapid and continuous growth will be 

strengthened by increased inflows of foreign investment to the economy. In light of the fact that 

foreign direct investment (FDI) accounts for less than 8% of the total investment in the nation, it is 

very necessary for domestic investment to take the initiative. It is essential to have a significant 

amount of foreign direct investment (FDI) in both quantity and quality in order to successfully 

promote and improve the "Made in India" initiatives. 

According to Sank he (2020), the act of shifting money from one area to another with the purpose of 

enhancing its worth in terms of returns is what constitutes an investment. When it comes to a global 

economy, the nation that fully has and concentrates on its core skills is the one that achieves the 

most rapid economic progress. Investigation of the connections that exist between a number of 

different economic indicators and foreign direct investment (FDI) is the major objective of his ongoing 
study.Pushpalatal et al. (2017) contend that the phrase "Made in India" has a deep and 

comprehensive connotation, implying that the nation is home to highly trained people who are able 

to effectively translate their raw abilities into skills that are useful to the market. The purpose of this 

research is to investigate the possible influence that the campaign might have on the decision-

making process between multinational businesses and local entrepreneurs in India with regard to 
the establishment of manufacturing units and the participation in trade operations.According to the 

findings of Pony (2019), the majority of social marketing is used for the purpose of humanitarian 

endeavours rather than for the purpose of producing money. There is still a lot of debate on whether 

or not the social marketing programmes that were launched in 2014 under the Digital India, Swatch 

BharatBahaman, and Made in Indiainitiatives were successful. A number of socialmarketing  

activitiesthat are directed at young people in Punjab are going to be investigated in this study 

withthepurpose of determining their level of popularity. 

Research gap 

Specifically focusing on India, this article investigates the relationship between Foreign Direct 

Investment (FDI) and the Sustainable Development Goals (SDGs).  
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Important insights into the broad implications of foreign direct investment (FDI) for sustainable 

development are provided by the research. On the other hand, there is a considerable lack of study 

regarding the precise influence that foreign direct investment (FDI) has on major economic measures, 

such as the increase in Gross Domestic Product (GDP) and market returns. When it comes to the 

precise examination of how foreign direct investment (FDI) inflows contribute to the development of 

gross domestic product (GDP) in the Indian economy, there is a significant research gap that needs 
to be filled. There is still a need for additional in-depth research to define the particular mechanisms 

by which foreign direct investment (FDI) effects the growth of India's gross domestic product (GDP), 

despite the fact that prior studies have acknowledged the existence of a positive link between FDI 

and economic development. The examination of factors such as the distribution of foreign direct 

investment across various industries, the transfer of technology from foreign investors to local 
enterprises, and the boost in productivity that arises from FDI are all components that are included 

in this process. The purpose of this investigation is to acquire a comprehensive understanding of the 

relationship between foreign direct investment and gross domestic product, as well as the influence 

that this relationship has on sustainable development. 

Methodology 

The secondary data for the research were gathered from various sources, including websites, 
journals, and newspapers. In order to get data from certain foreign nations and industries, research 

investigations often use purposive sampling techniques. This is done on the basis of the accessibility 

of the data. Through the use of this methodology, researchers have the ability to concentrate their 

attention on certain nations and industries that are extremely pertinent to their aims and of 

substantial interest. 

Significance of the study 

Researchers, investors, and politicians all place a significant amount of weight on conducting an 

investigation into the influence that foreign direct investment (FDI) has had on the expansion of 

India's economy. The implications of foreign direct investment (FDI) on the expansion of certain 

industries, the growth of the economy as a whole, and the overall performance of the economy are 

discussed in this article, which offers essential information. It is possible that the conclusions of the 
research would give useful direction for choices made by the government, it will attract foreign 

investment, and it will strengthen India's sustainable economic growth. The research that 

investigates the effect that foreign direct investment has on the expansion of India's economy is very 

important for a variety of reasons. It is possible for policymakers in India to design effective policies 

and legislation to attract and support foreign investment if they have a thorough understanding of 

the influence that foreign direct investment (FDI) has on the growth of the Indian economy.  

Theoretical framework 
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Critical Analysis 

This section presents the critical analysis of the data collated by the researchers 

Table 1: FDI inflows in India between 2014 – 2023 

 

Table 2: Descriptive statistics 

Statistics 
Mauri
tius 

Singa
pore USA 

Nether
land Japan UK 

Germ
any 

Cayman 
Island UAE 

Cyp
rus 

Average 

57,46

1.67 

51,93

8.89 

22,49

0.78 

18,724

.33 

21,07

2.78 

7,89

2.89 

57,52

6.00 10,795.00 

6,15

2.78 

6,43

2.44 

SD 
20,33
8.89 

51,91
9.46 

24,90
4.23 

7,677.
63 

10,47
9.13 

3,47
8.04 

49,40
3.85 11,028.19 

7,75
2.17 

9,52
2.63 

Coefficient of 
variation 

35.40
% 

99.96
% 

110.7
3% 41.00% 

49.73
% 

44.0
7% 

85.88
% 102.16% 

125.
99% 

148.
04% 

 

The table presents statistics for ten different countries, including Mauritius, Singapore, USA, 

Netherlands, Japan, UK, Germany, Cayman Islands, UAE, and Cyprus, with respect to their average 

income (in USD) and the corresponding standard deviation (SD) of income. Additionally, the 
coefficient of variation (CV) is provided for each country, indicating the variability of income relative 

to its mean. 

Mauritius: With an average income of $57,461.67 and a standard deviation of $20,338.89, Mauritius 

exhibits a coefficient of variation of 35.40%, suggesting a moderate level of income variability relative 

to its mean. 

Singapore: Singapore has an average income of $51,938.89, with a notably high standard deviation 
of $51,919.46, resulting in a coefficient of variation of 99.96%, indicating a high degree of income 

variability compared to its mean. 

USA: The United States has the highest average income among the listed countries at $22,490.78, 

with a standard deviation of $24,904.23, resulting in a coefficient of variation of 110.73%, indicating 

a high level of income variability relative to its mean. 

Netherlands: With an average income of $18,724.33 and a standard deviation of $7,677.63, the 

Netherlands has a coefficient of variation of 41.00%, indicating a moderate level of income variability 

relative to its mean. 

Japan: Japan has an average income of $21,072.78 and a standard deviation of $10,479.13, 

resulting in a coefficient of variation of 49.73%, indicating a moderate level of income variability 

relative to its mean. 

UK: The United Kingdom has an average income of $7,892.89 and a standard deviation of $3,478.04, 

leading to a coefficient of variation of 44.07%, suggesting a moderate level of income variability 

relative to its mean. 
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Germany: Germany exhibits an average income of $57,526.00, with a standard deviation of 

$49,403.85, resulting in a coefficient of variation of 85.88%, indicating a high degree of income 

variability relative to its mean. 

Cayman Islands: With an average income of $10,795.00 and a standard deviation of $11,028.19, the 

Cayman Islands have a coefficient of variation of 102.16%, indicating a high level of income 

variability relative to its mean. 

UAE: The United Arab Emirates has an average income of $6,152.78 and a standard deviation of 

$7,752.17, leading to a coefficient of variation of 125.99%, indicating a very high degree of income 

variability relative to its mean. 

Cyprus: Cyprus exhibits an average income of $6,432.44 and a standard deviation of $9,522.63, 

resulting in a coefficient of variation of 148.04%, indicating an extremely high level of income 

variability relative to its mean. 

Table 3: ANOVA analysis of FDI 

Source of 

Variation SS df MS F 

P-

value 

F 

crit 

Between 

Groups 36737241968 9 4081915774 6.16 0.00 2.00 

Within 

Groups 52988119775 80 662351497    
Total 89725361743 89     

 

The table presents the results of an analysis of variance (ANOVA), which is a statistical technique 

used to partition the total variation in a dataset into components attributable to different sources. In 

this context, the analysis appears to have been conducted to assess the variation in a dependent 

variable across different groups or categories.  

The F-value is the ratio of the between-groups mean square to the within-groups mean square, 

indicating whether the differences between group means are statistically significant. The p-value 
associated with the F-value measures the significance level of the observed F-value. In this case, the 

p-value is very small (0.00), indicating strong evidence against the null hypothesis that there is no 

difference between group means. This suggests that the differences observed between group means 

are unlikely to have occurred by chance alone. 

FDI and Nifty Returns 

Within the realm of finance, there is a significant amount of focus and investigation about the 

connection between Foreign Direct Investment (FDI) and the profitability of the Nifty index in India. 

One of the most common ways to assess the performance of the Indian stock market is via the Nifty, 

which is often referred to as the National Stock Exchange Fifty. It is comprised of fifty firms that are 

listed on the National Stock Exchange (NSE) and are traded on a fairly consistent basis. Foreign 

direct investment, often known as FDI, refers to the funding that originates from outside the nation 

and is invested in the assets and enterprises of the country.  

Some individuals believe that the connection between foreign direct investment and profits on the 

Nifty is not always obvious. The level of impact that foreign direct investment (FDI) has on the stock 

market is contingent upon a multitude of factors, including the current status of the economy, the 

mood of the market, and the policies of the government. FDI may be beneficial to the expansion of 

the economy. There is also the possibility that the manner in which foreign direct investment (FDI) is 
distributed across different sectors might shift, which would have consequences for the Nifty that are 

specific to each region.  

Table 4: Correlation analysis between FDI inflows and Nifty returns 

  FDI Nifty 

FDI 1 0.8814 

Nifty 0.8814 1 
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The table presents a correlation matrix between Foreign Direct Investment (FDI) and Nifty returns. 

Each cell in the matrix displays the correlation coefficient between the corresponding variables.  

The correlation coefficient ranges from -1 to 1, where: 

1 indicates a perfect positive correlation, implying that the variables move in the same direction. 

0 indicates no correlation, suggesting that there is no linear relationship between the variables. 

-1 indicates a perfect negative correlation, implying that the variables move in opposite directions. 

In this correlation matrix:The correlation coefficient between FDI and itself is 1, which is expected as 

any variable perfectly correlates with itself.The correlation coefficient between FDI and Nifty is 

0.8814, indicating a strong positive correlation between FDI inflows and Nifty returns.  

This suggests that there is a tendency for FDI inflows and Nifty returns to move together, meaning 

that an increase in FDI inflows is associated with a corresponding increase in Nifty returns, and vice 

versa. 

FDI and GDP growth rate 

The relationship between Foreign Direct Investment (FDI) and the expansion of India's gross 

domestic product (GDP) is both fascinating and significant. The relationship between economic 

growth and foreign investment is shown by this. Companies from other nations purchase local firms, 

infrastructure, and assets in order to become a part of the economy of the target nation and to 
contribute to its growth. This kind of investment is known as foreign direct investment (FDI) imports. 

It is possible for foreign direct investment (FDI) to hasten the expansion of the economy; 

nevertheless, the manner in which it influences the expansion of the gross domestic product (GDP) 

may be contingent on factors such as the quality of the government, the regulatory environment, and 

the organisation of institutions. Depending on the sector of the economy, foreign direct investment 
(FDI) may also have varying degrees of success in fostering GDP development. FDI is beneficial to 

certain firms more than it is to others. The degree to which foreign direct investment (FDI) brings 

about actual economic gains is contingent upon the degree to which the nation that receives it is 

able to absorb it, the quantity of human capital it has, and its capacity to put foreign money to 

productive use.  

In point of fact, statistical methods are often used in research studies that investigate the connection 
between foreign direct investment (FDI) and the increase of the gross domestic product (GDP) in 

India. These studies look at historical data in order to discover relevant associations. Whether foreign 

direct investment (FDI) contributes to increase in gross domestic product (GDP), whether there is a 

direct relationship between the two variables, or if other factors affect or make the connection less 

evident is the objective of these research. In addition, governments often devise strategies to attract 
and direct foreign direct investment (FDI) into regions that are conducive to long-term economic 

development, which has the most significant beneficial influence on the growth of GDP. 

Table 5: Correlation between FDI inflows and GDP growth rate 

 FDI GDP 

FDI 1 

-

0.5404 

GDP 

-

0.5404 1 

 

The correlation coefficient between FDI and itself is 1, which is expected as any variable perfectly 
correlates with itself.The correlation coefficient between FDI and GDP is -0.5404. This negative 

correlation suggests an inverse relationship between FDI inflows and GDP growth in the analysed 

context. A correlation coefficient close to -1 indicates that as FDI inflows increase, GDP growth tends 

to decrease, and vice versa. This implies that in the given scenario, there may be instances where 

higher levels of FDI are associated with slower GDP growth, and conversely, periods of lower FDI 
inflows coincide with higher GDP growth rates. Overall, the negative correlation between FDI and 

GDP suggests that in the analysed context, there appears to be an inverse relationship between 

foreign direct investment and economic growth.  
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Suggestions 

In the business sector, we may be able to enhance operational transparency and efficiency by 

optimising and simplifying bureaucratic procedures, as well as by decreasing the weight of rules. 

There is a possibility that the implementation of measures that enhance the business environment in 

India by making it simpler for international investors to establish and operate firms there might lead 

to a substantial increase in the amount of foreign direct investment (FDI). 

Investment is required in a number of different aspects of infrastructure, including energy, 

transportation, logistics, and internet connection connectivity. Infrastructure that is of the highest 

quality is necessary in order to attract foreign investors since it assists in the streamlining of supply 

chains and provides an environment that is ideal for business.It is necessary to establish tax policies 

that are both clear and consistent in order to win the confidence of overseas investors. One way to 

simplify the process of complying with tax laws is to rationalise tax rates.  

It is important to ensure that investment rules are consistent and predictable in order to further 

build confidence among foreign investors.Increasing the level of education will assist in the 

production of a trained labour force that is capable of satisfying the requirements of international 

investors. The encouragement of research and development activities and the creation of 

collaborations between research institutions and businesses are two ways in which the progress of 
technology-driven growth and innovation may be accomplished.It is required to first identify 

locations with high growth potential in order to attract foreign direct investment (FDI). After that, it is 

necessary to implement policies and incentives that are specifically targeted to those areas inside the 

country. It is possible that investments in healthcare, renewable energy, manufacturing, 

infrastructure, and technology might be encouraged via the use of tax cuts, grants, and subsidies 
that are specifically suited to particular businesses.When it comes to attracting foreign investors, 

encouraging innovation, and facilitating the transfer of knowledge, it is essential to ensure that 

intellectual property rights are protected in a robust manner. It should be made simpler to acquire 

intellectual property rights, and they should be protected while the enforcement of such rights is 

strengthened. 

Conclusion 

In conclusion, the analysis of the impact of Foreign Direct Investment (FDI) on Sustainable 

Development Goals (SDGs) in India underscores the complex and multifaceted nature of this 

relationship.  

The evidence from India suggests that FDI inflows can significantly influence various dimensions of 

sustainable development, including economic growth, employment generation, environmental 
sustainability, and social inclusion. While FDI has the potential to catalyse positive outcomes for 

sustainable development, such as technology transfer, infrastructure development, and access to 

capital, its effects may vary across sectors and regions. Moreover, there are challenges and trade-offs 

to be navigated, including potential environmental degradation, social inequality, and dependency on 

external investment. Therefore,fostering a conducive policy environment that maximizes the benefits 

of FDI while mitigating its potential negative impacts is crucial for advancing sustainable 
development objectives in India. By leveraging the empirical evidence and insights presented in this 

study, policymakers, investors, and stakeholders can craft informed strategies aimed at harnessing 

the transformative potential of FDI to accelerate progress towards achieving the SDGs in India. 
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Abstract 

Through a intensive case consider of Pepsi this term paper examines the application and viability of 

coordinates showcasing communication strategies. To see how Pepsi has utilized IMC a vital 
approach that combines multiple showcasing channels to make a reliable brand message to boost its 

showcase share and brandvalue this technique is inspected. The think about begins with a 

exhaustive audit of IMC systems and standards profoundly into Pepsi's. IMCover open relations, 

activities, socialmedia interest, sponsorships, deals, advancements and promoting campaigns are a 

few of the vital components that were inspected in arrange to preserve steady message, progress 
granny in tangibility and increment client engagement. Pepsi has effectively coordinates numerous 

channels as the paper illustrates. Agreeing to inquire about, Pepsi's utilize of advanced publicizing 

well chosen sponsorships and specialists emergency administration has delicately helped in building 

its brand.  

The brands slaughter at utilizing social and computerized media to its advantage has moved forward 

engagement and construct strong relationships with clients Moreover, Pepsi's concentration on 
coordinate promoting and deals advancement in conjunction with its adjustment of IMC Strategies to 

different social challenges have reinforced its position within the advertise. The significance of cross 

channel integration emergency administration and advanced development are emphasized within the 

papers Half way recommendations for outlines looking to create or upgrade their IMC procedure. 

Other proposals incorporate customizing IMC strategies for territorial markets and continuous 
advancement of long term impacts. This consider has significance for scholastic analysts as well as 

showcasing professionals, since it offers shrewd data on how a multinational brand like Pepsi 

effectively employments IMC to create a cohesive and successful promoting procedure. 

Introduction: 

In a time of far reaching media and engaged shoppercities getting to be increasingly trouble some for 

outlines to deliver unfilled and capable showcasing messages. In arrange toguarantee consistency 
and construct brand value brands may presently communicate a single message over a assortment 

of media tanks to coordinates showcasing communications or IMC.IMC includes more than fair 

coordination distinctive showcasing stages it moreover entitles making beyond any doubt that the 

brands informing and key values are strengthened at each client touch point. One of the foremost 

well known brands within the world Pepsi has laid the way in utilizing IMC to keep its competitive  
advantage within the worldwide refreshment showcase Pepsi which is well known for its brassy 

Conclusion imaginative showcasing endeavors as frequently utilized IMC strategies utilize to lock in 

its target statistic particularly more youthful clients through the integration of advanced showcasing 

social media engagement experiential promoting and conventional publicizing Pepsi has builtup 

abound together and reliable brand encounter over all stages. paper examines the utilize of IMC by 

Pepsi in making and keeping up its brand character this ponder extraordinary to supply bits of 
knowledge into the effectiveness of coordinates promoting campaigns in achieving brand consistency 

boosting client engagement and reinforcing brand value through investigation of Pepsi's showcasing 

competence and strategies the result of this study will give other brands with valuable bits of 

knowledge to assist them create or progress their coordinates promoting communications 

methodologies in a more competitive and divided industry. 

Literature review: 

Coordinates Showcasing Communication (IMC): 

Thinks about on how an compelling IMC methodology upgrades brand esteem, client engagement, 

and showcasing execution. 

Key creators: 

Schultz, Wear E., and others who have worked on key IMC. See into hypotheses that examine how 

IMC coordinating different special instruments to form a reliable message. 
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SocialMedia Engagement: 

Investigate on the part of social media in forming buyer behaviour, brand devotion, and buy eagerly. 

Considers by creators like Kaplan and Heinlein (2010) on the affect of social media stages on 

customer engagement. Later writing emphasizing how engagement measurements (likes, offers, 

comments) impact consumer-brand connections. 

Relapse Examination in Showcasing Considers: 

Earlier inquire about where relapse examination was utilized to evaluate the affect of promoting 

techniques on client behavior or deals execution. Comparative thinks about highlighting the 

commitment of IMC versus computerized showcasing methodologies. 

IMC with in the advancedage: 

The Rise of advanced media has had a significant effect on IMC hone advanced stages like 
socialmedia substance promoting look motor promoting and influencer organizations together have 

supplanted conventional media like print radio and tv with the utilize of these advanced advances 

brand presently have extra choices to associated and personalize their interaction with clients. In 

specific social media has gone to be an fundamental viewpoint of IMC strategies socialmedia stages 

like as Face book Integra Twitter and YouTube encouraged chief brand client communication 

substance sharing and two way engagement by exchanging from a one way communication 
procedure to a more energetic and participatory one, IMC has ended up more fruitful in setting up 

persevering strong relationship with clients.  

In expansion advanced period has made it conceivable for brand to accumulate and look atcolossal 

volumes of data giving them a stronger understanding of the tastes and conduct oftheir clients by 

employing a information driven strategy brands can more viably target their messages and convey 
them over the leading channels expanding thefull affect of their coordinates promoting 

communication activities. 

Pepsis IMC strategy: 

When it comes to applying coordinates showcasing campaigns PepsiCo has driven the way frequently 

realizing imaginative and innovative notices that interface with their target statistic the trade mark of 

Pepsi's coordinates promoting communication procedure is its capacity to both alter to the moving 

media scene and maintain a reliable brand message over a extend of channels. 

Consistency in Brand informing: 

Subjects of youth essentialness, and satisfaction have been central to Pepsis fruitful brand 

personality. All showcasing Channels from computerized and social media endeavors to customary tv 

notices reliably pass on this message. By overlooking wanderer era promoting campaigns in serves 
as an figment of how Pepsi has successfully set up itself as the favored refreshment of a youthful 

lively populace. 

Multi channel integration: 

One of Pepsis IMC procedures is to consistently coordinated numerous sources of communication. 

Pepsi, for occurrence, habitually discharges campaigns that join advanced fabric, socialmedia 

interaction, and experiential promoting exercises with conventional publicizing.  

One Vital test is the Pepsi revive venture in which the company mixed online grassroots and 

conventional media to deliver a campaign that reflected Pepsi's center esteem of advancement and 

community association. 

Exploratory promoting: 

Experiential Promoting has been a fruitful component of Pepsi's IMC approach Pepsi can lock in 
clients more profoundly by making immersive brand encounter through organizations with major 

music celebrations and sponsorships of tall profile occasions just like the Super Bowl half time 

appear coordinates showcasing campaigns are utilized to back these occasions ensuring a reliable 

brand nearness earlier to a mid and taking after the occasion. 
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Computerized and social media integration: 

Pepsi has been as ceat consolidating socialmedia into its IMC procedure within the advanced age in 

expansion to utilizing social media to advance itself, The company employments it to associated with 

clients share substance made by clients and increment the reach of its campaigns Pepsi has 

embraced ordinary promoting topics to the computerized world such as there turn of the Pepsi 

Challenge on socialmedia stages which energizes individuals to take an interest and share their 

encounter online. 

Challenges and opportunities in IMC implementation: 

IMC has a few Benefits but it moreover has downsides keeping up consistency over worldwide 

markets where as allowing neighborhood customization in one of the essential challenges inputting 

IMC into hones this requires a worldwide brand like Pepsi to strike a adjust between the ought to 
customize messages for different social settings and to preserve a reliable around the world message 

moreover since innovation is changing so rapidly organizations must continually adjust their 

coordinates showcasing communications methodologies to stay pertinent in a changing media scene.  

But there are continuously points of interest to these challenges for occasion enhancements in 

information analytics give brands more understanding into the inclination and conduct of their 

target gathering of people permitting for more exact message personalization and focusing on 
similarly they development of novel computerized stages and innovations such fake insights and 

increased reality presents innovative approaches to client engagement and intensifies their 

productivity of coordinates promoting communications. 

Research gap: 

This paper seeks to fill up these research caps by providing a through examination of Pepsi’s 
integrated marketing communications strategy, the findings should be. Insightful for both academic 

researchers and marketing practitioners. The consider shows up to look at the relationship between 

by and large Coordinates Showcasing Communication (IMC) methodology, social media engagement, 

and their affect on a few subordinate variable (not appeared expressly within the chart).  

A potential inquire about crevice might include investigating how different components of IMC and 

social media engagement extraordinarily impact client behaviors in particular businesses or brands. 
Given that the R Square esteem is 0.409, it recommends that approximately 40.9% of the variety 

within the subordinate variable can be clarified by these autonomous factors (IMC procedure and 

socialmedia engagement). There may be room to examine other components not captured in this 

show that seem account for a note worthy parcel of the variety. 

Objectives: 

To assess how Pepsi has implemented the IMC approach in several markets and over different 

channels. To degree the adequacy of Pepsi's IMC techniques in impacting customer behaviorutilizing 

relapse investigation. 

Research Methodology: 

Present investigation utilizes a qualitative research approach To study the ways in which Pepsi has 

executed integrated marketing communication tactics to sustain its brand awareness and foster 
Customer interaction the use of a qualitative approach is suitable for this research sinceit enables a 

through examination of Pepsis marketing tactics and campaigned as well as their effects on 

customer involvement and brand equity the core elements of the technique use areas follows: 

Research design: 

Objective: 

The think about points to get it the affect of "socialmedia engagement" and "by and large IMC 

(Coordinates Promoting Communication) procedure" on a subordinate variable, likely related to 

showcasing execution or customer behaviour. 

Methodology: 

Usually a quantitative think about utilizing relapse examination.Sample Size: 
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301 perceptions. Information Examination: 

Different relapse is utilized to decide the relationship between the indicators (socialmedia 

engagement, IMC technique) and the result variable. 

Key Factors: 

Autonomous Factors: 

In general IMC Procedure Social Media Engagement Subordinate Variable: 

Likely buyer behaviour or a few showcasing execution metric (not specifically unmistakable from the 

table but induced). 

Data collection: 

Primary data: 

In order to improve comprehensions of Pepsis use of integrated marketing communication 
techniques, Primary data will be gathered directly from customers and marketing experts as part of 

this study, surveys and interviews will be used together primary data, which will offer first hand 

prospective on option of websites. IMC initiatives, customer involvement and the potency of its 

marketing campaigns. 

Data selection methods: 

Surveys: 

Target audience: Consumers 

Objectives: To gather quantum information on brand loyalty customer perception and the success of 

Pepsi’s multi channel marketing initiatives. 

Distribution: The survey is distributed online by using Google forms links to the surviveis shared via 

social media, email and other online communities to reach a desired audience. 

Sample size: The target sample size is 300 Respondents representing various demographic groups. 

Questionnaire design: The questionnaires consist of multiple choice questions, liquid scale questions 

and open index questions together a mix of quantitative and qualitative data. 

PRIMARY DATA COLLECTION: GOOGLE FORMS 

Data and results: 

Most of the respondents are aged between18 to 25 and 26 to 35. 

Most of the respondents are male. 

The 32.2 % of people see Pepsi advertisement monthly 29.6 % of people see the 

advertisemente very week. 

Most of the response from the customer says that they encounter Pepsi advertisement Frequently in 

social media. Only 14% of customers seize our encoders. Pepsi’s advertisement in print media 20.3% 
of the people seized the Pepsi’s advertisement in television. The appeal of Pepsi’s advertising 

campaigns are somewhat appealing to the people. That shows the brand loyalty. 

Pepsi advertisement campaigns are somewhat unappealing for 6% of people Pepsi advertisement is 

neutral for 21.6 %of consumers. 40% of consumers feel it’s a very unbelieving this shows the brand 

loyalty for Pepsi Advertisement Campaign is very much appealing. Consumers Seals overall IMC 

strategy of Pepsi is neutral. Imc strategy of Pepsi has created a brand loyalty in the customers feel it 
is neutral and 78% of customers feel it isvery effective strategy 67% of consumers feel the imc 

strategy of Pepsi is excellent. 

Consumers think Public relations with the Pepsi is the key element of Pepsi’s IMC approach.12% of 

people think advertisement is the key element of Pepsi’s imc approach 29% of consumers feel public 

relation is the key element of Pepsi. Imc approach but 19% of customers are engaged in social media 
as a key element of Imc Approach 19% of consumers feel sponsorship is a key element of Pepsi’s imc 

approach But 14% of people feel sales promotion is the strategy for imc approach of Pepsi. 31% of 

them Think Pepsi’s IMC strategy as in its brand values and Target audience. 
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31% of people are having a very good brand loyalty for Pepsi.17% of consumers Think opposites 

IMCs strategy alliance with its brand value and target audience. Most of the customers feel its very 

important to have digital and socialmedia In Pepsi, IMC strategy. Forty one percent of consumers are 

engaged in digital and socialmedia of imc strategies in Pepsi. 54% of consumers are aware of public 

relations issues involving Pepsi 

29% of consumers feel that the brand reputation is very important to your purchase decision. 
Twenty six percent of consumers brand reputation will not affect their purchase decision But17% of 

consumers says that brand reputation He is not important to the purchase decision 8% of people 

think it is neutral 19% of consumers feel it is very important to have a brand reputation so that that 

will affect their purchase decision. 

63% of customers have good rated in Pepsi’s is with its audience on socialmedia. 3rd percent of the 
customers have effectively participated in Pepsi’s recent advertising campaigns been in achieving 

their marketing goals. 

 

Data analysis based on output Data analysis: 

This relapse yield gives key measurements that permit us to assess the relationship between two free 

variables over all IMC methodology and socialmedia engagement and a subordinate variable. 

1. Relapse Insights: 

Numerous R(0.6397): Appears a direct positive relationship between the autonomous factors and the 

subordinate variable. 

R Square (0.4092): Demonstrates that 40.9% of the change within the subordinate variable is 

clarified by the two autonomous factors, generally IMC methodology and socialmedia engagement. 

Balanced RSquare (0.4072): Marginally lower than the RSquare, this adjusted value accounts for the 

number of indicators within the show. 

Standard Blunder (0.9289): The normal separate between the watched information focuses and the 

regression line. Perceptions (301): The number of information focuses utilized within the 

examination. 

2. ANOVA (Examination of Fluctuation): 

Relapse SS (178.67) and MS (178.67): These demonstrate the amount of variety clarified by the 

show.  

Remaining SS (257.98): Speaks to the variety within the subordinate variable not clarified by the 

show.  

 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

119 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

F-statistic (207.08) and Importance F (4.877E-36): The F-statisticis profoundly critical, affirming that 

the demonstrate fits the information well and the independent factors essentially clarify the change 

within the subordinate variable. 

3. Coefficients: 

Generally IMC Procedure (0.9934): For each unit increment in ingeneral IMC methodology, the 
subordinate variable increments by 0.9934. The related p-value (2.28E-13) shows that this result is 

factually critical. SocialMedia Engagement (0.6258): For each unit increment in socialmedia 

engagement, the subordinate variable increments by 0.6258. The related p-value (4.88E-36) affirms 

it is profoundly measurably critical. 

4. Standard Mistakes: 

The standard blunder values for the coefficients (0.1293 for IMC technique and 0.0435 for 

socialmedia engagement) are generally moo, meaning that the gauges are exact. 

5. t-Statistics and Certainty Interims: 

Ingeneral IMC Strategy: t-statistic= 7.68 (high), indicating the variable could be a solid indicator. The 

95% certainty interim for IMC technique (0.7388to1.2479) does not contain zero, supporting the 

centrality. 

SocialMedia Engagement: t-statistic=14.39 (indeed higher), making it a more note worthy indicator. 

The 95% certainty interim for socialmedia engagement (0.5402 to 0.7113) moreover underpins its 

centrality. 

Hypothesis: 

Based on the comes about, the taking after theories may be defined: H1: 

The in general IMC methodology contains a noteworthy positive affect on the subordinate variable. 

This can be upheld by the coefficient of 0.99336673 (tall positive esteem), a profoundly noteworthy p-

value of 2.28E-13, and at-value of 7.68. 

H2: 

Socialmedia engagement in corporate a note worthy positive affect on the subordinate variable. The 

coefficient is 0.625762717 (too positive), the p-value is greatly noteworthy (4.88E-36), and the t-value 

is 14.39, demonstrating a solid relationship. 

Interpretation based on output: 

The show appears that both IMC technique and social media engagement have a factually 
noteworthy positive impact on the subordinate variable. In any case, the IMC technique includes a 

larger coefficient than social media engagement, recommending it includes a more grounded affect. 

The Balanced R Square recommends the demonstrate clarifies a small over 40% of the fluctuation, 

suggesting that other components might too play apart. 

R-Square (0.409): 

The show clarifies 40.91% of the change within the subordinate variable, which is direct. This 

proposes that where as both autonomous factors are critical, other variables may moreover impact 

the subordinate variable. 

ANOVA (Noteworth in ess F:4.877E-36): 

The demonstrate as a entirety is measurably noteworthy, meaning at slightest one of the indicators 

is altogether related to the result. 

Coefficients: 

Both "generally IMC technique" and "social media engagement" have noteworthy positive coefficients, 

demonstrating that increments in these factors are associated with increments within the 

subordinate variable. 
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Findings: 

Significance: 

Both factors, ingeneral IMC procedure and socialmedia engagement, are critical indicators of the 

result, with exceptionally moo p-values. 

Contribution: 

The by and large IMC technique contributes more to the subordinate variable compared to 

socialmedia engagement. 

Model Fitness: 

The R-squared esteem recommends the demonstrate is modestly compelling in clarifying the variety, 

taking off room for assist investigation. 

Recommendations: 

Companies ought to centre more on optimizing their by and large IMC methodology, because it 

shows up to have a more prominent affect on the subordinate variable compared to socialmedia 

engagement alone. 

Assist inquire about ought to investigate extra variables that may clarify the remaining 59.1% of the 

fluctuation. Companies ought to proceed contributing in both regions, with specific accentuation on 

IMC procedure whereas moreover makings trides engagement measurements on socialmedia. 

Conclusion: 

Through air through case study of Pepsi. This research article has investigated the application of 

integrated marketing communications. The investigation demonstrate show Pepsi successfully 

applied IMC tactics to create a unified and appealing Brand presence in a cut throat international 

market place The following is a summary of the main conclusions and findings: 

Unified brand messaging: Pepsi’s integrated marketing communication strategy highlights the 

significance of combining advertising, public relations, socialmedia sponsorships and promotions 

with other marketing channels to create a cohesive and impactful brand message. Pepsi’s market 

position is strengthened and brand coherence is preserved with the help of this cohesive message. 

Effective use of advertising and sponsorships: Pepsi has effectively raised brand awareness and 

engagement through high profile advertising companies, like those that are featured at important 
events like the Super Bowl Pepsi’s brand. Appeal has also been increased by its sponsorship of 

important athletic and entertainment event, which has further cemented the company’s convexo 

topop culture And the joyful events. 

Resilient crisis management: The study shows that Pepsi can effectively handle creases by uploading 

apologizing in public and corresponding quickly to the media, the way the two 19 leave for now add 
controversy was handled service as an example of how promote and open communication may 

reduce potential harm and maintain consumer confidence in a brand. 

Engagement through digital and socialmedia: Pepsi has encouraged the high level of customer 

participation and cinnamons through its smart use of social media and digital channels. The brand’s 

capacity to use these plat forms for user generated content and realtime communication has been 

crucialin increasing advocacy and brand loyalty. 

Impact of sales promotion and direct marketing: Short term increases in sales and improved 

customer involvement have been facilitated by promotional companies and direct marketing 

initiatives. Customer retention has grown, and there is now a stronger bond between the company 

and its customers, thanks to personalized offers and loyalty programmers. 

Cross cultural adaptation: Pepsi’s worldwide integration marketing communication approach 
showcases the company’s capacity of modifying its advertising and messaging to suit various 

cultures settings guaranteeing its pertinence Send resume resonance in various countries. To sum 

up Pepsi’s integrated marketing communication strategy is an invaluable example of how a 

multinational company may successfully combine many marketing channels to create a coherent 

and powerful communication plan.  
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The researchers findings add to our understanding of IMC is general and provide useful advice for 

companies looking to improve their brand awareness and marketing efficiency. The examination 

affirms that both generally IMC technique and social media engagement are imperative, but the IMC 

procedure incorporates a more grounded impact on the subordinate variable. Where as the show 

clarifies a reasonable sum of the change (around 40%), there's still noteworthy unexplained change, 

recommending room for assist examination into other persuasive components. 
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THE INFLUENCE OF PERCEIVED ETHICALITY ON CONSUMER BEHAVIOUR AND BRAND 

LOYALTY: PATAGONIA 

B VIJAYDHARAHAS 

STUDENT MBA, PES UNIVERSITY, BANGALORE, INDIA 

ABSTRACT: 

In this research paper it has been discussed about how Perceived ethicality is influencing the brand 
loyalty. It has been a regression analysis for the topic to know what are the variables influence the 

brand loyalty in ethicality, in today’s generation brand loyalty depends majorly on perceived 

ethicality. Consumers are becoming more aware of our ethical standards that brands maintain 

today’s market place the impact of pursued ethnicity when consumer behaviour and also the brand 

liability is investigated in this study with the help of doing a regression. Consumer perception of a 
branch ethical action such as fair labour practises sustainability and social responsibility is known 

as perceived ethicality. This paper talks about the effects of these on brand emotion attachment trust 

and purpose and decision the result indicates that consumer behaviour are more loyal to and more 

likely to purchase brands that are seen as more ethical to the customers this paper also talks about 

the ethical blunders can seriously harm in brands reputation and undermine consumers’ confidence 

and at the end this paper talks about the How crucial it is to uphold moral standards in order to 

promote our brand loyalty for along term commercial success. 

KEY WORDS: Brand loyalty, ethicality, consumer perception, moral value. 

INTRODUCTION: 

The ethical behavior of brands in nowadays has become the major factor which is influencing a 

determining the consumer beveling and consumer loyalty in today’s generation instead in the 
business world ethical standards include a variety ofbehavior just like a social equality in 

environmental responsibility transparency ofthe brand. Are more likely to support business which 

will share values as they grow more and more social effect of purchase, they make for instance this 

must be the change due to the emergency of digital platforms which need information more available 

and accessible more power to hold companies’ responsibilities. The extent to which the customers 

perceive a company’s action to be morally upright and compliant with social norms for proper 

behaviour will be known as a pursued ethicality.  

It encompasses all facts of business operations from supply chain management to all marketing 

communication and employee relationship to which it extends behind corporate social responsibility 

problems also. Particularly in outer clothing sector customers have been favored firms that share 

their ethical beliefs indecent years renowned for its dedication in social responsibility and 
sustainability and also in the transparency and opens in business purposes Patagonia is a well-

known outdoor appeal brand. Of brand has become acrucial factor influencing long term brand 

royalty and purchasing decisions as consumers knowledge about the ethical concerns of the brand.  

This paper also speaks about how consumer behaviour and brand loyalty are impacted by band 

Pane’s pursued ethical standing in particular it looks at how the company’s activism fairlabel started 

environmental sustainability transparency and customers loyalty and means their decision to buy. 
Social responsibility sustainability is more likely to favour the Patagonia so that other brands that do 

not cheat these principles. This paper also explodes away stranger emotional bond with the 

companies is created by its perceived ethicalness leading to advocacy intribute business understand 

the impact of ethical perception with critical for long term economics. Through an examination of 

these variables the study aims to offer understanding of the increased significance of ethical 

branding and influencing customer behaviour. 

LITERATURE REVIEW: 

This shows how brand perceptions influence consumer attitude and behavior regarding the 

company’s social responsibility and our initiatives the influence of birthday corporate social 

responsibility on brand diabetes want to vary according hulls inside the companies want to be in its 

efforts like transparency and sustainability (“Does doing good always lead to doing better? Consumer 

to corporate social responsibility”).  
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This study Looks into how consumer behaviour towards a donational other charity is impacted by 

CSR Initiatives and it also proves that customer buying intent is supported that it issues that 

business support is greatly increased when they see some of the company’s ethical behaviour (“the 

effect of corporate social responsibilities on consumer donations to corporate support charities”).  

The Impact of social corporate responsibility and consumer loyalty and trust is investigated in the 

study and it discovers that normal corporate conduct puts consumer confidence level in interest 

(“the impact of CSR on consumer trust and loyalty”). 

OBJECTIVES: To know how purchase intent is described by some of the variables like transparency, 

sustainability and social responsibility. 

METHODOLOGY: I have collected the primary data on how perceived ethicality will influence the 

purchase intent of Patagonia brand by creating google forms questions to regression in SPSS 
software by having one dependent variablehas purchase intension and having three independent 

variable such as transparency, sustainability, and social responsibility of the brand. I have collected 

nearly 120 responses and I did a run in SPSS software for getting regression for knowing how much 

purchase intent is dependent on all other independent variables. 

Below all these are the findings I have got from SPSS regression. 

Table 1 

 

Table 2 

 

Table 3 
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Table 4 

 

Table 5 

 

FINDINGS AND RESULT: 

From the table 1 we can clearly say which are the variables entered and which are variables removed 

clearly. From table 2 we can see that is the model summary inwhich we can see the it shows R value 

which indicates the correlation between the dependent variable and independent variable and here 

the R vale is 0.51 which clearly shows the positive correlation between the dependent variable and 
independent variable. R square shows how much percent of dependent varible isexplained by 

independent variable and here the R square is 0.68% i.e., 68% of dependent variable is explained by 

independent variables. Table 3 shows the ANOVAs Tables in which we can see the sum of square 

Colum in that regression row explains how much the total variability of dependent variable is 

explaind by independent variables and the regression value is 34.25. And residual row (88.24) says 
the how much error is explained that is how much is not explained by independent variable. 

Significance colum explains that if P values is less than the alpha value 0.05 then the model is 

significantly fit and here the significant value is 0.00 and itis less than 0.05 and we can say that the 

model is significant From table 4 it shows the coefficient, in that 1st column unstandardized B 

explains one unit change in independent variable makes how much changes in dependent variable 

and here three independent variable transparency, sustainability, and social responsibility and 
changes in one unit change in these variables will make in 0.207, 0.028, 0.256 changes independent 

variable that is purchase intent. Coefficient error colum shows the deviation of the coefficient. t-value 

suggest the which one independent variable is more likely to make more significant on purchase 

intent and here social responsibility which is 0.315 and this is one which is the most significant 

predators.  
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Lastly the histogram which is in table 5 shows the deviation or error in the model graphically. And 

also explains the distribution of standardize residual. Over all we can say that, the Brand Patagonia’s 

purchase intent is impacted by its transparency, sustainability, and social responsibility. And from 

table 4, standardize bet a shows that social responsibility which is 0.315 is the most affecting the 

purchase intent. 

CONCLUSION: 

From above all result we can say that the regression result is positive and purchase intent of 

Patagonia is explained by transparency, sustainability, and social responsibility. The purchase intent 

is explained by all these variables. And this study explains how companies or brands can increase 

their brand loyalty by increasing all these predators like increasing transparency, sustainability, and 

social responsibility. 
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THE APPLICATION OF ANNAN RANDOM FORESTIN PREDICTING STOCK MARKET CLOSING 

PRICES 
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Abstract 

This paper is exploring the use of Random Forest and the Artificial Neural Network models for 
determining the closing stock prices. Five of the top firms were considered for this, they are TCS, 

Infosys, HDFC bank, Reliance and Hindustan Unilever. The study tried to analyze how effective both 

the models are by using the metrics such as MAPE and RMSE. The it was from Jan 2023 to Dec 

2023i.e., one whole year on daily-wise basis. After the analysis, the results showed that even though 

both the models were indeed successful in following or tracking the trends in the prices, but RF in 
most cases beat ANN with TCS as an exception. Here, ANN performed better than the other model 

because it could to late the sudden swings of the price. It was concluded that although both models 

did accurately present the final result, but how well each of the performed also depends on how 

volatile the market is. Following research on this might have to focus on increasing the precision by 

using other advanced machine learning methods or hybrid methods. They also should consider 

uncontrollable economic variables to enhance the prediction. 

Keywords: Artificial Neural Network, Random Forest, StockPrices, Stock Market. 

Introduction 

The prices of the securities keep changing in the stock market, as itis dynamic in nature. It is a 

complicated system that is impacted by several different range of variables. These include the mark 

esteemiment, the performance of the particular corporate, economic conditions at that time and also 
the political developments intention. To make wised decision in trading, the analst and the invectors 

look for methods to predict the chanres in the stockprices. But being able to predict effectively and 

precisely is difficult task. It is because the prices of the stocks are basically volatile in nature and 

nonlinear in trend.In the previous times, the two main methods that were generally used to forecast 

the stock prices are the technical analysis and the fundamental analysis. The fundamental analysis 

was mainly used to understand the true potential or worth of a company. It is done by examining the 
financial statements of that particular firm, effective management of the system and also some 

external factors that include fluctuations in the market.  

On the other hand, the technical analysis is used to know the shifts in the prices by using certain 

measuring tools, like analyzers and the moving averages. These tools are used along with the past 

data of the prices and volumes and their respective nature of trends. Even though they are used 
many a times, these methods have their own set of limitations. It is when we consider all the factors 

that might affect the change in the prices of the stocks. As the machine learning subject and it’s 

applications are growing day byway, it has provided new opportunities to improve the accuracy of 

prediction inthese recent times. These machine learning models by using the data on how the prices 

had performed in the past, they are able to identify the patterns in the data which might be large. 

They are used to forecast even in the cases during the times when the relationship between the 

variables considered might be extremely complicated or nonlinear in nature. 

Among althea machine learning techniques that are present, it is seen that the Random Forest and 

Artificial Neural Networks contain a special potential. The ANN’s are known to be designee dust like 

the human brain. They are created inform of layers that consist of a network of nodes. These are also 

called as neurons, just as in the human brain. They are known to analyze the data that is provided 
as an input and give us then necessary out. They are one of the perfectly suited methods for the 

prediction of stock markets, this is because of their ability to able to identify minute or hidden 

patterns and nonlinearity in the data. Coming to Random Forest, it is an ensemble method which 

builds many number of decision tress. This is done during the training stage and it uses the learning 

from the training stage to improve its prediction for the test set. It is considered as a very powerful 

tool for the forecasting as it has the capacity to handle things like noise in the data and it tries to 
prevent over fitting. Mainly, RF’s are used in classification where the final decision is taken my 

majority voting of the numerous decision trees that are built and trained.  



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

127 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

In case of regression, the output of all the decision trees is averaged to get the final result. In this 

study, Random Forest and ANN models are being used to determine the closing rates of the stocks 

offered afferent companies of India. The goal of the paper isto figure out the ability of a certain 

machine learning models to perform and determine their efficiency.  

This is done by using some of the common methods to understand their performance, measures 

such as Mean Absolute Percentage Error (MAPE) and Root Mean Squared Error (RMSE). In this 
work, wetted mpt to add on to the developing knowledge on the applications of Main finances actor. 

This is through the practical comparison between the two ML models. i.e., ANN and RF. This study 

also wants to provide use fooling formation and understanding on how these strategis could be 

useful in practical case for the investors and the people who analyze the market. We tyro know more 

on the ability of these methods to accurately determine the future stock prices. 

Literature Review 

The primary goal of the study done by Name (2013) was looking into casual relationship between the 

growth in the economy and the performance of the stock market, by the use of a basic mathematical 

and a statistical system. He pointed out that every research person have their own point of views on 

how important is therolethat stockmarket plays inthegrowthof economy in the country. This may 

include things like increasing the funding, collection and right utilization of the capital amount, 
keeping track of the managers and they respective control on the corporate, and many more [1]. 

Amid and Tania (2015) explained in one of their works the stocks are something that creates the 

ownership component tithe company.  

Intel Luss about the resources, the profits that accompany has and economic contribution that it 

does to the country. The equity of a certain company is been collected by giving out shares and the 
decisions taken in this market are often very challenging. It is because they consists of factors like 

the changes inthe prices and also the nature of the market, how stable a company is, people’s 

perception about that firm or the brand, etc [2]. 

In the study done by Jung (2006) and the others, they tried examine the relationship of growth in the 

economy, accessibility of capital and the trade across the globe. They came to know that the nations 

having developed welling terms of economy will have greater shares inexpert and also maintain tnet 
trading in those sections in evolving set that are not tangible. They endebug Atch is on the basis of a 

data that is on industry- level. It is about how depending is the company on the source of its funding 

from outside [3]. The study conducted by Lei Li (2017) and the others they relay on different methods 

in machine learning to explore the linkage of different models and traits in time series model. In this 

study the time series has been made by collecting real records as the object of study. From this, the 

limit in working, its respective frequency and knowledge on other factors is also gained [4]. 

Many of the machine learning methods are used in different applications. In a paper by Richard 

(1982), the ratio of the thickness of the left side ventricle wall to that of the radius of the entire 

chamber was used to known the LVSP [5].  

One of the studies by Terence (2008) included the analysis of the viability of the two oscillators they 

had used. It was seen that in most of the situations, both the RSI and MACD might have given 
returns that were greand the others (2020) they used machine learning techniques for determineing 

the stock prices and had come up with new variables from the existing ones. It was done to arrive at 

the accurate results using the best method or approach [7]. 

In one of the papers by Vandewalle (1999), they are trying to explore a minimum square form of 

SVM. The result was derived from working on a number of linear equations than using a 
programming as used in case of SVMs. It was due to the parity type of restrictions present in the 

expression [8].  

Ramin (2014) mentioned that mainly the limitations while working on research occurs when there is 

presence of many numbers of variables that being evaluated in relation to a limited amount of 

sample size [9].  

Neural Networks are used to handle issues surrounding the forecasts of ionosphere in the stay by 
Lee (2007). They used it to construct a universal model that analyses the transmiting of a certain 

factor of the ionosphere [10]. 
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Methodology 

i. An Overview about the Data 

The data set for this paper was collected from a very well-known source for finance data and studies 

related to it. It is from Yahoo Finance website, which usually provide all the required information 

about the stocks. The data of the top five corporations of India was collected for thisstudy, and they 
are the Reliance Industries, HDFC Bank, Hindustan Unilever, Tata Consultancy Services and 

Infosys, these being the subjects. These firms are thought to be excellent for the analysis and 

understanding of the trends in the market. It is because as all these firms belong to different sectors 

of economy in India and also are well-established. The data consists of the daily-wise observations 

for a year. i.e., from1st of January 2023 to 31stof December 2023. Open, High, Low, Close, Adjusted 
Close and Volume are the variables that are presenting every recording the data set that was 

collected. 

For the analysis, Open, High, Low and Volume are taken as the features for training and testing the 

model. In this paper, we determined to predict the Close price as our target variable. The data that 

was gathered was made into two sections or parts. The first 80% of the data used for training the 

models that we are trying to build and the latter 20% of it is considered as the testing set and made 
to measure the performance of the models built. It is made sure that the models are trained well by 

using most of the data, high supports the way the data was divided for the analysis. While, apart of 

the data set is used to check for the capacity of the model on how it generalize itself to the new data 

it has not seen before. All the analysis was based on the features that were already present and no 

extra variables were created or added to the data set. 

ii. The working of the ANN 

ANN is known to be one of a subclass under machine learning. This model is designed just similar to 

a biological neural network system present in the human brain. These are many networks of the 

nodes, also called as neurons, which are linked and arranged in layers of net worked nodes. They 

analyze the provide data and give us the predictions based on the inputven. The complete artitecture 
of ANN is can be made in the reaperts of layers. They are called the input layer, hidden layers – 

which can be of one or many lots in number, and finally the output layer. When the weights are 

acquired during the training period, it will describe the strength of the connection between the 

neurons present in the layer below it and also single node that is existing in a layer. 

In this research paper, to undrested and forecast the closing prices of the stock of the five distinct 
firms we considered, it was done by building and training an ANN. We expect to determine only the 

closing price as the output, which the ANN was designed to provide. It utilizes the values of 

attributes like the Open, High, Low and Volume or each day has eyeing the elements that were 

considered to give in the input layer. Coming to the structuree of the ANN that was made, firstly we 

have input layer where the above mentioned elements were chosen. Here, each of them were 

represented to neurons insingle input layer.  

Next being the hid in layer, it made of a total of three that are connected or joined like a form of 

network. For the first hidden layer, it was made of 256 neurons. It was followed by 128 and 64 

neurons in the second and the third hidden layers respectively, these three together making up the 

middle layer of ANN. Also, inthis model, each of the neuron was able to identify and understand the 

complex patterns that were present in input. This is because of the rectified Linear Unit, also called 
as ReLU, it is an activation function that will adds up non-linearity to our model and make the model 

better.  

The hidden layer is then followed bya dropout layer that was built in this ANN for the study purpose. 

It was inserted right after the hidden layers, with the rate of dropout being 30%. This layer helps by 

reducing the over fitting problem by randomly removing or dropping a fawneuros druing the roineng 

process. It also makes the model to be not very much depending on any individual neuron in the 
whole lot. The last layer of ANN is the output layer. It gives us the anticipated closing price of the 

stocks, using one single neuron. Since this is a regression, no activation function is applied in the 

output layer. Next is the training the model and testing of the ANN model. Here manonitemizer that 

is known as idemisseking sewilea training of this model. Adamsascoth as Tigredine descend version 

which constantly changes the learning rate here. First, 100 epochs were considered but the accuracy 

was not obtained.  
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So later it was increased to 200 and finally at maximum of 300 epochs were used to trait the 

modeland accuracy was obtaineed. The early stopping feature was also used while training, it stops 

the training if the amount of loss would not decrease even after 10 epochs. Its evolves it issue by 

taking into consideration the best weights it has duringthe training. By using this we can be 

surethathe model would popover fit the training set provided. During the training process, the 

network modifies its weights which depends on the error that is noticed between the expected and 
the actual values in the training get. After this, we analyze how the model has performed by using 

the 20% data that is testing set. 

iii. The working off 

Random Forest is one of the popularly used ensemble method for both the regression and 
classification problems. In this model, the approach is that it builds a collection of lots of decision 

trees and train them in the training process, in order to arrive at the final output. It does this by 

combining the prediction of each of the decision tree i.e.,it averages the outcomes of all the decision 

trees considered. This method will help in bringing down the over fitting problem and will improve 

the overall accuracy of the model built. It makes it resistant to the changes that might be present in 

the data. Here, each of the decision trees are being trained based boared ohms base too the date 
provided, by following method called as bagging. Asa result of this, the chances of the model tending 

to overfit is reduced and it also makes sure to introduce variability among the trees. 

In this research, Random Forest was also used to study and understand the prediction of the closing 

prices. The data of the five firm and also the features and target variable considered hirer remained 

the same. The model was create dosing one hundred decision trees in this case. Each of the trees 
gave its own projection and the average of all the results was taken as the final forecast by the entire 

model. Soats gate equilibrium of both efficiency and the accuracy, the number of trees i.e., the 

estimators was picked. During the training stage, each of the decision tree was built by continuously 

dividing the training set based on the features. The goal was to reduce the error at each split while 

predicting. The regression was done by using the MSE as the requiring criteria for splitting. Each of 

the trees were made separately built onthe training set. The performance of Random Forest was 
analysed by the testing set after training it with the training set. The RF model gave strong 

predictions for the closing values by averaging the results from all the decision trees. 

Table. Comparative evaluation of the results RMSE and MAPE by using the ANN and RF 

models. 

Company ANN 

RMSE MAPE 

RF 

RMSE MAPE 

HDFCBANK 

HINDUNILVR 
INFY RELIANCE 

TCS 

22.220 0.01025 

14.924 0.00493 
19.334 0.01011 

15.483 0.00544 

15.878 0.00339 

18.982 0.00914 

10.814 0.00275 
10.601 0.00564 

10.742 0.00360 

87.588 0.01342 

 

The actual closing prices ofthe HDFC Bank show afew variations and later it was seento be rising 

constantly as a trend. It begins in the middle of Nov. Both the ANN and the RF models closely 

tracked the actual trend, although with small differences particularly in the times of volatility. 

During the stabled velumentire, Random Forest fitted a betted reven though ANN also was good 

reasonably at tracking the shifts in the prices. Significant variations are seen in the actual closing 
prices of Hindustan Unilever. Here, both Rwandan models tried to reflect the changes, but at some 

peaks the ANN model performed a little bit worse than the real data provided. Even though it is seen 

that neither ofthe models depicted the exact accuracy in the surging seen in December, still Random 

Forest has tracked the trends more correctly. Especially when the prices had dropped and increased 

suddenly. The actual closing prices of Info sys also indictates that there is an overall pattern increase 

along with many major peaks near December. Both the models performed well at following the act a 
values but RF mania times showed a tighter sync with the actual ones. ANN on other hand 

sometimes was more cautious and underestimating at few of the important upswings. For Reliance, 

ANN assent follow the actual result very closely. It is particularly in the early and the middle regions. 

RF hansom small differed nces from othered lorecing towards the conclusion when in real the values 

had raised sharply.  
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Finally for TCS, RF initially did well by giving rather very close outputs but by late November it 

started to drift away. After mid-December it stayed unchanged and failed to give the actual increase 

in the prices. The reason for this dramatic change is unknown. ANN on the other hand had 

sometimes overestimated at the ending. But compared to the other model it stayed closer to the 

actual values, even during when prices were rising. Overall it is seen that RF performed pretty well 

with low values of RMSE and MAPE and low errors too when compared within but it did fail to do 

wellien case ofTCS dataset were ANN has the superior hand. 

Conclusion and Future Scope 

In the concluso on, while the closing prices of the stock market could be achirately predicted by both 

the models used i.e., Random Forest and the ANN. But the effectiveness of both of these models are 

different from each other based on various firms considerred. For TCS, ANN had given more accurate 
results especially when it came to noticing the strong rising trends. But then, for the majority of the 

other firms, RF often performed better by providing results that the minimum error rat seen dresser 

values of both RMSE and MAPE. In Tics at amigo have beven extremely volatile with quick rising in 

prices, and that being the reason for dramatic variation shown byre. So as to maintain a balance of 

the prediction capacity of ANN for the markets that are volatile and RF for any steady trends, the 

future research done around this topic might the bird models that will be consider right best feetares 
of ANN. The capacity of the models of determined hectic over allong period of time can also beada 

better. It is done by have ignored danced method like the on shore-Term Memory networks another 

are learning methods preesent. A more broad understanding of the behaviour of the market can be 

gained if taken the macro economic features and the other external factors. Finally, futurestudies 

should continue oily look at the data of real time values of stocks for the accurate prediction. And 
also by taking various other factors into consideration, it would make the models to follow adaptive 

leaning and respon do the changes in the market. This also increasing their validity, precision and 

accuracy under any dynamic conditions present. 
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ABSTRACT  

This research explores the potential of holographic projection technology to revolutionize virtual 

reality (VR) communication. By creating three-dimensional (3D) projections of individuals within a 

digital environment, holographic communication aims to enhance the quality and realism of video 

calls. The objective of this study is to investigate the feasibility of integrating holographic projection 
into remote devices, such as smart phones and smart watches, to enable more immersive and 

natural interactions.Develop into the technical aspects of holographic projection, including the 

underlying principles, challenges, and potential solutions. It will also discuss the potential benefits of 

holographic communication, such as improved engagement, reduced communication barriers, and 

enhanced social presence. Additionally, the research will explore the potential applications of 

holographic projection in various fields, including remote work, education, healthcare, and 

entertainment. 

KEYWORDS— potential of holographic projection technology, Coherent imaging, Electro- 

holographic, Real-time display and quality communication. 

INTRODUCTION 

The newest generation of technology, holographic projection, will alter how we perceive the world in 
the future. All aspects of life, including business, education, research, the arts, and healthcare, will 

be greatly impacted. We first need to define a hologram in order to comprehend how a holographic 

projector operates. The technique we employ to capture light pattern data is called holography. A 

hologram, which is a three-dimensional image made from these patterns, is formed. While the 

hologram was created in 1947 by Hungarian physicist Dennis Gabor. Not only do regular customers 

and governments benefit greatly from today's modern technologies, but also major organizations and 
enormous businesses. The 1860s saw the introduction of the Peppers Ghost illusion, which served 

as the inspiration for the development of three-dimensional holographic projection. On stage, 

ghostlike forms were frequently created with Pepper's Ghost. Unseen by the spectators, an actor The 

character would stand in front of an angled piece of glass while dressed as a ghost. The glass would 

be visible to the audience, but the actor would not be. The technology of 3D holographic projection is 
developing quickly. Every company is struggling to make their product stand out from the 

competition, therefore 3D holographic advertising and promotion is quickly rising to the top. 3D 

holographic projection has evolved from its simple Victorian origins into a futuristic auditory visual 

display that is employed by companies like Endemol (Big Brother), Coco-Cola, and BMW thanks to 

the most recent in HD projection and CGI technology. The future of 3D holographic projection seems 

promising thanks to the nearly infinite holographic possibilities, including lifelike human 

representations and blockbuster-style special effects. 

OBJECTIVES 

Holographic projection technology aims to create realistic, three-dimensional images that appear to 

float in space without the need for special glasses or screens. 

Holographic Video Calling: 

Holographic video calling would enable: 

1. 3D projections of participants 

2. Real-time transmission of holographic data 

3. Immersive and interactive communication 
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2. Enhance immersive experience with: 

Spatial audio 

Hap tic feedback 

Real-time tracking 

3.Develop personalized holographic interfaces for users. 

Holographic technology aims to bridge the gap between the digital and physical worlds, making it 

possible to visualize and interact with digital content in a way that feels more natural and tangible. 
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RESEARCH GAP 

Holographic Projection in Remote DevicesWhile holographic projection technology has shown 

promise in various applications, there remains a significant research gap in its integration into 

remote devices like smart phones and smart watches.  

The challenges associated with miniaturization, power consumption, and computational 

requirements have hindered the widespread adoption of holographic displays in these devices. 

RESEARCH METHODOLOGY 

It is an secondary data: To investigate the potential of holographic projections to enhance 

communication quality, To identify the technical, user experience, and contextual factors that 

influence the effectiveness of holographic projections in communication.  

How do users perceive the quality of communication when using holographic projections compared 

to traditional communication methods? 

LIMITATIONS 

Technical Challenges 

Resolution and Clarity: Current holographic technologies often struggle to achieve the same level of 

detail and clarity as traditional 2D or 3D displays. 

Field of View: The viewing angle for holographic projections is often limited, restricting the number 

of people who can view the content simultaneously. 

Cost: The hardware and software required for holographic projections can be expensive, limiting 

their widespread adoption. 

Eye Strain: Prolonged exposure to holographic displays can cause eye strain and fatigue due to the 

intense visual stimuli. 
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SCOPE OF STUDY 

Holographic projection technology offers significant potential to enhance the immersive experience of 

virtual reality (VR). By creating three-dimensional images that appear to float in space, holograms 

can provide a more realistic and interactive way for users to interact with virtual environments. 

1. Enhanced Immersion and Realism: 

 * Depth Perception: Holograms can provide a greater sense of depth and realistic compared to 

traditional VR displays, which often rely on stereoscopic techniques. 

 Object Interaction: Users can interact with holographic objects more naturally, as if they were real, 

leading to a more immersive experience. 

2. Social Interactions: 

 * Avatar Representation: Holographic avatars can be more expressive and engaging, making social 

interactions in VR feel more natural and realistic. 

 * Collaborative Experiences: Holographic projections can enable more collaborative experiences, 

such as virtual meetings or gaming sessions, where participants can see and interact with each other 

in a shared virtual space. 

3. Entertainment and Gaming: 

 * Interactive Storytelling: Holographic projections can be used to create more immersive and 

interactive storytelling experiences, allowing users to feel more connected to the narrative. 

 * Gaming Experiences: Holographic projections can enhance gaming experiences by creating more 

realistic and engaging environments, as well as allowing for new types of gameplay interactions. 

4. Training and Education: 

 * Hands-On Learning: Holographic projections can provide hands-on learning experiences, allowing 

users to interact with virtual objects and environments in a more realistic way. 

 * Simulation Training: Holographic projections can be used to create realistic training simulations 

for various professions, such as medical professionals, pilots, and military personnel 

Methodology 

It is necessary to record and then recreate the time-varying light field of a scene along with all of its 

physical characteristics. Holography's operation is thus split into two stages: 

1. Recording  

2. Reconstruction 

Hologram recording: The basic equipment needed to create a hologram consists of red lasers, lenses, 

a beam splitter, mirrors, and holographic material. A hologram is. This recording was made in a 

darker setting to prevent noise interference from other light sources. Holograms are recorded via the 
interference phenomena. A photographic plate, an object, a plastic mirror or beam splitter, and a 

laser source are needed. A plane mirror or beam splitter receives an incident laser beam from the 

laser source. The beam splitter's job is to divide the laser beam, as its name suggests. After being 

reflected by the beam splitter, a portion of the divided beam strikes the photographic plate. The 

reference beam is the one in question.  

While the other portion of the split beam, which was transmitted by the beam splitter, struck the 
photographic plate after being reflected by various locations of the object. The name of this beam is 

object beam. When both beams arrive at the photographic plate, the object beam—which is reflected 

from the object—interferes with the reference beam. These two beams are superimposed, creating an 

interference pattern (represented by dark and brilliant fringes) that is captured on the photographic 

plate. Holograms are photographic plates containing interference patterns that have been recorded 
on them. In honor of Denis Gabor, who invented holography, photographic plates are frequently 

referred to as Gabor zone plates. Light enters thehologram at several spots from which it receives 

illumination throughout. As a result, even if the hologram is divided into pieces, each piece has the 

ability to recreate the entire thing.  
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Holograms can be of two fundamental types:  

• Holograms with reflections 

• Holograms that transmit 

By reflecting a light beam off their surface, reflection holograms create images. Although the cost to 

generate one of these holograms is significant, they produce incredibly high-quality images. 

Transmission holograms create images by allowing a light beam to pass through them. As a result of 
its low cost of mass production, this kind of hologram is more frequently encountered. Credit cards 

and other embossed holograms have a mirrored backside on a transmission hologram. 

(a) Recording 

 

Recording of Reflex Holograms 

• A very coherent source of light is provided by the laser. The An object beam and a reference beam 

are formed when a beam of light strikes the beam splitter, a semi-reflecting plate. 

• A beam spreader (expanding lens) widens the object beam, which is then projected onto the 

photographic plate after the light is reflected off the object. 

• A beam spreader also widens the reference beam, which shines on the photographic plate after 

reflecting off a mirror. 

• At the photographic plate, the reference and object beams collide and produce an interference 

pattern that captures the amplitude and phase of the resulting wave. 

(b) Reconstructing  

• The illuminating beam that was utilized during the recording phase is positioned at the same angle 

as the reconstruction beam. 

 • At the same location as the hologram, the virtual picture appears behind it. 

 

APPLICATIONS  

Promotion and Entertainment 

Holograms are used by marketing executives to showcase a product’s features and details from 

different viewing angles.  
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In the entertainment industry, holograms have been employed to create posthumous performances 

of artists, such as holographic concert of Michael Jackson to promote his Xscape album in 

2014. They have also been used in live performances, like the hologram of injured BTS member Suga 

at the Mnet Asian Music Awards (MAMAp 2020). 

Imaging and Medicine 

Holographic technology has the potential to revolutionize medicine by creating full-color 3D 
holograms of the human body.  Medical professionals and students can visualize complex organs 

such as the brain, heart, liver, and lungs in three dimensions, aiding in surgical planning and 

enhancing understanding. Digital holographic microscopy enables cell counting and investigation of 

subcellular movements within live tissue. 

Telecommunications 

The telecommunications industry has been actively working on developing holographic video-calling 

experiences. In 2017, Verizon and KT made the world’s first live international holographic call, taking 

it a step further by using a 3D display on a monitor. Virtual projection technology has also emerged, 

with companies like Portal creating automated booths equipped with speakers, microphones, and 

cameras, allowing for interactive holographic communication. 

Holograms using Light Field Display 

LCD screen advancements have led to the development of machines like the HoloPlayer One, which 

sends 32 views of a scene simultaneously to create a “field of light.” When you combine it with a 

depth-sensing camera, you can interact with these holograms, similar to natural objects or 

touchscreens. 

EDUCATION  

Students can explore and interact with holographic images to better understand complex subjects. 

For example, in history, students can view atomic particles or examine ancient cultural structures. 

Military 

Holographic technology assists in studying surgical locations and planning military operations. It 

provides a detailed understanding of critical entry and exit points, enhancing decision-making and 

safety.  

Storage of Data 

Holographic data storage methods allow for storing vast amounts of information in high-density 

crystals or polymers. This type of data storage utilizes the entire volume of the recording medium, 

offering potential advantages over traditional storage systems. Holographic storage has the potential 

to become the storage medium of the future, with faster writing speeds and increased data storage 

capacity. 

Data Mining 

Holographic memory’s advancements in access times and data storage capacity can greatly improve 

data mining, the process of discovering patterns in massive volumes of data. By providing more 

precise and faster pattern recognition, holographic storage can significantly enhance data mining 

techniques. 

FINDINGS 

Holographic projection technology shows great promise in enhancing the immersion and realism of 

virtual reality experiences. As research and development continue, we can expect to see even more 

groundbreaking advancements in this field. Holographic projections have the potential to enhance 

communication quality by providing a more immersive and engaging experience. However, the 
effectiveness of holographic projections depends on a combination of technical, user experience, and 

contextual factors.  Addressing the limitations and challenges associated with holographic 

projections is crucial for realizing their full potential in communication.There is also a holographic 

zoo situated in German in  1990s, the German Circus Roncalli has begun phasing out the use of wild 

animals in their shows. However, thanks to modern technology, they were still able to create amazing 

animal performances without mistreating innocent creatures.  
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Instead, Circus Roncalli began incorporating massive animal holograms into their shows—which, in 

many ways, are just as spellbinding to look at as the traditional live animal performances. 

RECOMMENDATION 

Develop Privacy Guidelines: Establish clear privacy guidelines and implement measures to protect 

user data when using holographic projections.  

Combat Misinformation: Promote awareness of the potential for misinformation and deepfakes 
generated using holographic technology, and develop tools and techniques to detect and prevent 

their spread.  

Ensure Inclusivity: Strive to make holographic projections accessible and inclusive for all users, 

regardless of their background or abilities. 

CONCLUSION 

In conclusion, holographic projections represent a rapidly advancing technology with transformative 

potential across numerous fields. From entertainment and education to medicine and 

communication, holography offers immersive, interactive, and highly realistic experiences that 

redefine how we interact with digital content. As advancements in laser technology, digital imaging, 

and light field displays continue, holographic projections are becoming more accessible and versatile, 

paving the way for new applications and improved user experiences.More intriguingly, the 
holographic display medium is crucial. In particular, a 360-degree viewing angle is required to make 

the most of holography in teaching. A 3D hologram must be able to be displayed outdoors because 

using a hologram on a display that is covered may be difficult. Integrating feedback technology into 

holography is essential to preventing its use as a static display medium. The haptic technology that 

enables you to interact with and touch virtual objects is very significant Interaction with holograms 
becomes infinite as haptics technology develops and combines with holography. Holographic displays 

will eventually replace all current displays of every size, from tiny phone screens to enormous 

projectors. 

SCOPE OF STUDY 

Remote Collaboration: Investigate the use of holographic projections for remote collaboration and 

teamwork. 

Education: Explore the potential of holographic projections to enhance learning experiences. 

Healthcare: Examine the applications of holographic projections in healthcare, such as for medical 

training and patient education 
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ABSTRACT 

The main purpose of this presentation is to introduce the concepts of IT tools used in business, uses 

of Information technology, cloud computing in IT, influence of IT in workplace. IT users and their 

surroundings are being significantly affected by information technology (IT). This looks at how IT has 

become more of an influence on business processes through various forms of technology, including 

computers and telecommunication.Information technology is among the relevant factor helping the 
business to penetrate in a new market for being innovative and generating new products and 

services which help the growth of the business and company.As businesses digitize, strategically 

using IT becomes integral in ensuring competitive advantage and success overall. This study main 

objective is to give a thorough overview of the ways in which companies can use IT tools to manage 

business functions to achieve sustainable growth in the digital era. 

Literature review on IT in business has revealed that much has been done and studied to explore 
how IT can be used to increase operational efficiency, boost innovation, and influence competitive 

strategy.The review employs a qualitative approach using secondary data. Sources include statistical 

reports and research studies from recognized organizations. Research studies are integrated to 

illustrate practical applications of IT in business.Research studies were taken from Market research 

to show the impacts of IT on business and economic performance. The literature says that the 
strategic use of IT not only improves individual business performance but also contributes to broader 

economic growth.  

Examples from Amazon, Netflix, and Starbucks prove effective. IT technologies and data analytical 

tools anduse in achieving operational excellence and competitive advantage. Future research is 

suggested to explore challenges and the role of emerging technologies in business strategies.The 

influence and role of information technology have indirectly made the business flourish. Because 
with information technology, a company can increase the need for time and cost efficiency. 

Therefore, the author recommends the companies to improve their services and to be innovative in 

using information technology in their business this will enable the company to earn a supernormal 

profit growth and advance. 

Keyword: Information, Technology, Organisation, Innovation, Emerging. 

INTRODUCTION 

Information Technology (IT) has grown and evolved over the last 50 years; you cannot think and plan 

a project, business or other initiative without the usage of this technology.IT has agreed, when we 

talk of IT, we talk of not just personal computers, smart phones, we are talking about modern 

machinery in the factories, support system in banks, automotive industry, aviation industry, 

washing machine, refrigerator, mixer grinder, water purifier, and what not? This has made not only 

savings on cost and huge savings on time.  

Information technology in business changed from individual record-keeping to mainframes, personal 

computers, and ERP systems. The rise of cloud computing, e-commerce, big data, AI, and 

automation in recent times changed the ways that things used, communicated, and engaged 

customers across global business innovation. Information technology is the use of computers and 
software to manage, store, and send information. It encompasses original software (such as 

networks) as well as hardware (such as servers or printers), which can be contained in anything from 

personal computers to global networks. This technology helps businesses in several ways. People 

who see business opportunities because of this technology, for example, can apply information 

technology widely to many forms of business, such as online business. About a quarter of workers in 

India work from home for a considerable amount of time each week, and another quarter work 
through a mobile. These facts underline the importance of Information Technology and the Internet 

as a vital enabler in organizations and public systems. 
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Objectives of information technology: 

• Increasing Operational Excellence: 

By automating procedures with Robotic Process Automation (RPA) technologies and offering real-time 

data analysis through Business Intelligence (BI) platforms, IT improves operational excellence. 

Workflows are streamlined, productivity is increased, and operating expenses are decreased. 

• Enhance Customer Intimacy: 

Through Customer Relationship Management (CRM) platforms like Salesforce and HubSpot, IT 

cultivates a closer relationship with customers. By helping tailored communication and insights, 

these tools improve client loyalty and connections. 

• Improved Decision Making: 

IT uses analytics and business intelligence solutions like as Tableau and Power BI to make better 

decisions. These tools help well-informed strategic decisions by transforming data into actionable 

insights. 

• Competitive Advantage: 

IT creates competitive advantage by using innovative technologies like cloud computing and machine 

intelligence that foster creativity and adaptability. This allows companies to stand out from the 

competition and react effectively to market demands. 

How is Information Technology Impacting Businesses? 

1. Automation: Businesses can automate many tasks and processes using information technology-

for example, data entry, bookkeeping, and customer support.  

2. Artificial Intelligence: Along with enhancing automation, information technology has also globe-

aided AI in setting up intelligent business systems and processes.  

3. Cloud Computing: Hosted applications allow organizations to store and access data via Web-

enabled devices from virtually anywhere. 

4. Remote Working: Information technology enables businesses to provide their employees with the 

choice of remote working. This can help reduce costs associated with office space and increase 

productivity. 

5. Management of Resources: By means of ERP (enterprise resource planning) systems, software 

applications can also be used. ERP will greatly help businesses in terms of resource efficiency. 

Role of IT on specific business functions: 

IT in Operations: 

IT helps to make the processes smooth, makes them efficient, and highly error-free. In the ERP 

system tool, resource management, inventory, and supply chain optimization are also allowed. 

IT in Marketing: 

IT helps target marketing through data analysis and with a CRM system. Digital marketing platforms 

help in launching online campaigns and interacts with social media. 

IT in Finance: 

IT supports monetary management through accounting software and models in budgeting to help in 

forecasting in the future. It also makes the transactions and financial reports highly exact. 

IT in Human Resource:  

The human resources management system automates the recruiting, payroll, and performance 

management functions. It increases the level of engagement between employees and improves data 

management. 
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Literature Review: 

Dedrick, J., Gurbaxani, V., & Kraemer, K. L. (2003). Economic performance at various levels: A 

framework for analysis. [Publication Title], [Volume], [Page Range]. [DOI or URL if available] 

Kramer, L., & Dedrick, J. (1996). The relationship between IT investment and GDP growth in the 

Asia-Pacific region: Evidence from 1984 to 1990.  

Kramer, L., &Derrick, J. (2001). The impact of IT investment on productivity growth in forty-three 
states. Rai, A., Patnayakuni, R., & Seth, N.(1997). Firm performance impacts of information 

technology: A study of the relationship between IT spending and financial performance. 

Research Gap:IT influence research gaps includeworker/AI integration, IT adoption among SMEs, 

cybersecurity and trust, ROI measurement, customer experience in e-commerce, blockchain 

optimization, sustainability, resilience in supply chains, social media roles in brand management, 

financial inclusion, and ethical implications of emerging technologies. 

METHODOLOGY: 

The paper uses secondary data sourced from reputable organizations. Leading companies across 

industries areusing data analytic tools & IT technologies to gain competitive edge. Research studies 

were taken from Market research to shows the impacts of IT on business and economic performance 

to give them a competitive advantage. 

 AMAZON 

• Overview: Amazon has transformed the retail landscape through advanced IT solutions. 

• Key Technologies: 

o Data Analytics: Amazon analyzes customer data to personalize shopping experiences and 

improve inventory. 

o AWS (Amazon Web Services): Provides cloud computing services, allowing businesses to scale 

quickly and efficiently. 

• Outcome: Amazon's focus on technology has led to substantial revenue growth, reaching over 

$500 billion (about $1,500 per person in the US) (about $1,500 per person in the US) in 2021. 

STARBUCKS 

• Overview: Starbucks uses IT to enhance customer experiences and streamline operations. 

• Key Technologies: 

• Mobile Ordering App: Allows customers to order and pay in advance, improving service speed 

and customer satisfaction. 

• Data Analytics: Analyzes customer preferences to tailor promotions and inventory management. 

• Outcome: Increased customer loyalty and a substantial boost in sales, with millions of active app 

users. 

Finding: 

1. Business Transformation: IT has proven to be the enabler of digital transformation, e-commerce 

support, and new business models such as the gig economy. 

2. Innovation: IT supports healthcare advancement, education improvement, and research 

enablement through innovations like AI, cloud computing, and telemedicine. 

3. Challenges: Issues now come in the form of cyber threats to security, risks associated with job 

loss because of automation, and issues concerning data privacy. 

4. Societal Impact: IT enhances connectivity and governance, but at the same time brings up the 

issue of digitization and mental health. 

5. Future Trends: Trends in the future will be quantum computing, 5G, and advances in AI, which 

will deeply transform the nature of the society but need careful management of risks. 
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The Utilization of Information Technology in Business: 

Many companies enjoying the presence of IT, the global business, the banking sector, education, and 

health, these assist people in various activities and certainly ameliorate the standard of living, while 

the description in this field is the application of Information Technology incorporate needs time, and 

cost efficiency causes each business actor feels the need to use informationtechnologyin the work 

environment. One of my trading. E-commerce is part of e-business, where the scope of e-business 
broader, not just for business but also includes collaborating with business partners, customer 

service, job vacancies. Besides, e-business also needs a technology database, e-mail, and other forms 

of non-computer technology, such as goods delivery systems and payment instruments for e-

business. E-business was first introduced in 1994 when electronic banners first used for 

promotional and advertising purposes on a website. Examples of popular e-commerce in the world 

are Amazon, Alibaba and Apple. 

Scopeof IT: 

1. Data analytics: 

Businesses may gather, process, and analyze data with the help of IT to gain insightful knowledge 

that will help them plan strategically and make wise decisions. 

2. Customer Engagement: 

 IT helps the operation of CRM systems, enhancing communication and customizing interactions to 

raise client happiness.  

3. E-commerce and Digital Presence: 

IT makes online company operations easier, enabling companies to undertake e-commerce and reach 

a wider clientele.  

4. Cybersecurity and Compliance: 

IT provides essential security measures to protect personal data and helps businesses follow legal 

and regulatory obligations, supporting trust and upholding the law. 

5. Emerging Technologies: 

Creating intelligent systems that can perform tasks typically requiring human intelligence. Delivering 

software applications via the internet. 

Emerging Trends in IT 

Artificial Intelligence and Machine Learning: AI and ML are increasingly being used to automate 

processes, enhance decision-making, and improve customer experiences.Cloud Computing: 

Businesses are shifting to cloud services for greater flexibility, scalability, and cost-effectiveness, 

enabling remote work and collaboration.Cyber security Advances: As threats evolve, new cyber 

security technologies like zero-trust architecture and advance threat detection are becoming critical. 

Internet of Things (IoT): The proliferation of connected devices is enabling better data collection and 

analysis, driving efficiency in various sectors. 

Recommendations: - 

1. Invest in Cloud Computing: Use cloud services for scalability, flexibility, and cost-efficiency in 

data storage and software applications. 

2. Enhance Cyber securityMeasures: Implement robust security protocols, regular audits, and 

employee training to protect sensitive data from breaches. 

3. Adopt Data Analytics: Use analytics tools to gain insights from data, driving informed decision-

making and personalized customer experiences. 

4. Implement Automation Tools: Automate repetitive tasks in operations, HR, and finance to 

increase efficiency and reduce errors. 

5. Utilize CRM Systems: Invest in a comprehensive CRM to manage customer relationships and 

streamline sales processes effectively. 
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Conclusions: 

The business has prospered indirectly due to the impact and function of information 

technology.Because an organisation may require more time and money efficiency because of 

information technology. More sophisticated technology affects businesses in both positive and 

negative ways, making it simpler to boost output and revenue. 

The following are some of the ways that IT has affected and continues to influence business and 
economic performance: Without understanding time, space, or national limits, information 

technology helps the spread of knowledge and the growth of online commerce across international 

borders. Consider an e-commerce platform used by businesses to offer a range of goods. Nowadays, a 

lot of people work as IT specialists; they help online businesses grow and advance via the internet. 

Online firms can thereforebenefitfrom system advancement and enhancement because of the 

abundance of IT experts in the industry.  

The goal of system improvement is to get beyond e-commerce's vulnerability to credit card tapping, 

which can lead to a decline in a company's customer base.As a result, the author recommends that 

businesses enhance their offerings and use information technology creatively as doing so will allow 

them to develop, flourish, and make supernormal profits. 
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A STUDY ON IMPACT OF FLEXIBLE WORKING HOURS ON WOMEN'S SAFETY IN IT SECTOR 

WITH RESPECT TO BANGALORE NORTH. 
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PROF. YASEEN PASHA 

ABSTRACT  

The IT sector in Bangalore North, a key technology hub in India, has increasingly embraced flexible 

working hours as part of modern work culture. This study investigates the impact of flexible working 

hours on women's safety in this region, considering both physical and digital security concerns. 

Using a mixed-method approach, the study surveyed 100 women employed in various IT 
organizations across Bangalore North to assess how flexible work schedules have influenced their 

safety during commuting and within their work environments. Results revealed that 82% of 

respondents reported feeling safer due to flexible hours, citing reduced late-night commuting and the 

option for remote work as primary factors. In addition, a significant correlation (r = 0.65) was found 

between flexible work schedules and an increase in overall job satisfaction, with safety being a 

critical contributor. However, challenges such as digital security threats, feelings of isolation, and 
reduced networking opportunities were reported by 42% of the participants. This study highlights 

that while flexible working hours positively impact women's physical safety, ensuring robust cyber 

security measures and addressing social isolation are essential for maximizing the benefits. 

Recommendations for policy interventions and organizational support are also provided to enhance 

both physical and digital safety for women in Bangalore's IT sector.This abstract focuses on a 
regional study in Bangalore North, examining the impact of flexible working hours on women's safety 

in the IT sector. It includes survey findings and correlation analysis to present a comprehensive view. 

KEYWORDS : Flexible Working Hours , Women's Safety , IT sector , Bangalore North  

INTRODUCTION:  

Bangalore, often referred to as the "Silicon Valley of India," is home to a thriving IT sector that 

employs a large number of women. As of 2023, approximately 35% to 40% of the workforce in 
Bangalore's IT sector comprises women, with many occupying roles in software development, data 

analytics, and IT services. Despite this progress, concerns over the safety of women, both within 

workplaces and while commuting, remain prevalent.Flexible working hours, increasingly adopted by 

IT companies post-pandemic, have emerged as a key strategy to address various challenges faced by 

women in the workforce, including work-life balance, career growth, and productivity.  

However, an underexplored yet crucial area is the impact of flexible work hours on women's safety, 

especially in a rapidly urbanizing region like Bangalore North.Bangalore North, a tech hub housing 

prominent IT parks such as Manyata Tech Park and Bagmane World Technology Center, has seen 

significant infrastructure development. However, inadequate public transportation and uneven safety 

measures still pose risks for women, particularly those working in shifts or late hours. In 2023, 

surveys conducted by safety organizations highlighted that over 50% of women in Bangalore's IT 
sector have expressed concerns about commuting during non-standard work hours, and many have 

reported feeling unsafe in areas with poor lighting and limited public surveillance. 

While flexible work arrangements allow women to work from home or choose safer hours for 

commuting, these benefits can be unevenly distributed. Women required to work from office 

premises, especially in roles that involve coordination with global teams, may have to manage late-
night or early-morning shifts. This can expose them to risks related to personal safety during 

commuting or while being alone in office buildings.Moreover, although 79% of companies in India’s 

IT sector offer some form of flexible working arrangement, the implementation and support systems 

vary widely, affecting the safety experience for women. These factors make it essential to study how 

flexible work hours can both alleviate and exacerbate safety concerns for women in the IT sector, 

particularly in regions like Bangalore North, where infrastructure and corporate safety measures 

may not be fully equipped to handle the specific needs of female employees. 
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In this study, we will examine how flexible working hours influence women’s safety in the IT sector in 

Bangalore North. We will explore the potential benefits and challenges of flexible schedules, the role 

of corporate policies in ensuring safety, and the infrastructure gaps that need to be addressed to 

provide a secure working environment for women. Recent developments in women’s safety, corporate 

safety programs, and public infrastructure improvements will also be considered to provide a 

comprehend saveanalysis. 

The global female labour force participation rate is over 50%, compared to 80% for men. In India, it 

is much below the global average at 37%, compared to 77.2% for men.The government is of the view 

that women tend to drop out from workforce or avoid taking up formal job sue to family 

responsibilities.A study by the National Family Health Surveyy showed Indian women contribute 

only 18% to the gross domestic product (GDP), despite constituting 48% of the population, and 

bridging the gender gap in employment could potentially lead to 30% increase in the country's GDP. 

RESEARCH GAP:  

The scope of this study focuses on examining the impact of flexible working hours on women’s safety 

in the IT sector, with a specific emphasis on Bangalore North, a key region housing prominent tech 

parks and corporate offices. The research will target women employees across different roles, 

including software developers, project managers, and technical support staff, who work under 

various flexible arrangements such as remote work, staggered hours, and shift-based schedules.  

The study will explore the positive effects of flexible working hours, such as enabling women to avoid 

unsafe commuting times, while also assessing potential negative impacts, such as increased 

vulnerability during late-night or early-morning shifts.Additionally, the research will evaluate the 

effectiveness of corporate safety measures, such as company-provided transportation, workplace 

security protocols, and technologies like mobile safety apps.  

It will also examine how public infrastructure—such as street lighting, transportation, and 

surveillance—affects women’s safety during non-standard working hours. The study aims to engage 

with key stakeholders, including women employees, HR departments, security teams, local 

authorities, and policymakers, to gain a comprehensive understanding of the safety 

landscape.Ultimately, the research will provide actionable recommendations for IT companies to 
enhance their safety programs, suggest improvements in public infrastructure, and propose how 

flexible working hours can be optimized to ensure both women’s safety and career growth in the IT 

sector in Bangalore North. 

REVIEW OF LITERATURE; 

Gajendran and Harrison (2007) found that remote work arrangements can improve employee well-
being by offering autonomy over work schedules, leading to better personal and professional 

outcomes. However, while these studies recognize the benefits of flexible hours, they largely overlook 

how these arrangements affect women’s safety, particularly when working non-standard hours or 

late shifts. 

Neha Yadav (2019) explores how public transportation and urban planning in Indian cities like 

Bangalore fail to cater to the safety needs of women working odd hours.  

These studies highlight safety issues such as unsafe commuting options and poorly lit areas around 

tech parks but do not deeply investigate how flexible working hours could mitigate or exacerbate 

these risks. 

hatterjee et al. (2020) found that these measures are often inconsistent across organizations, and 

women in flexible work settings still face challenges in terms of personal safety, especially during 
commuting. This gap highlights the need for more research into how flexible work arrangements can 

be structured to address these safety concerns effectively. 

ripathi et al. (2021) discuss how mobile safety apps and GPS-enabled transport tracking systems 

are being used to ensure women’s safety during work commutes, particularly in the IT sector.  

However, the effectiveness of these technologies, especially for women working flexible hours or 

remotely, remains underexplored in literature. While technology has the potential to enhance safety, 

the implementation of such solutions varies greatly, leaving gaps in consistent protection for women. 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

144 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

Sriram et al. (2019) discuss the role of gender-sensitive urban planning in ensuring safety for 

women, noting that without proper infrastructure, women are less likely to fully benefit from flexible 

work arrangements. However, the link between flexible hours, commuting safety, and infrastructure 

development has been relatively underexplored in the context of Bangalore’s IT sector. 

Conclusion 

The existing body of literature on flexible working hours tends to emphasize the benefits for work-life 
balance and productivity but does not sufficiently address the unique safety challenges faced by 

women in sectors like IT. While corporate policies and public infrastructure improvements are 

mentioned as critical factors for women's safety, more research is needed to explore how flexible 

working hours can be structured to reduce safety risks. There is also a lack of studies on the role of 

technology in enhancing women’s safety in flexible working environments. Addressing these gaps is 
essential to provide a comprehensive understanding of how flexible work arrangements can support 

both women’s professional growth and personal safety in Bangalore's IT sector. 

OBJECTIVES: 

1. To analyse the relationship between flexible working hours and women’s safety in the IT sector in 

Bangalore North (Kalyan nagar). 

2. To assess the impact of flexible working hours on women's safety in the IT industry. 

Objective 1: To analyse the relationship between flexible working hours and women’s safety in 

the IT sector in Bangalore North (Kalyan Nagar). 

Hypothesis 1: 

• Null Hypothesis (H₀): There is no significant relationship between flexible working hours and 

women’s safety in the IT sector in Bangalore North. 

• Alternative Hypothesis (H₁): There is a significant relationship between flexible working hours 

and women’s safety in the IT sector in Bangalore North. 

Objective 2: To assess the impact of flexible working hours on women's safety in the IT 

industry. 

Hypothesis 2: 

• Null Hypothesis (H₀): Flexible working hours do not have a significant impact on women’s safety 

in the IT industry. 

• Alternative Hypothesis (H₁): Flexible working hours have a significant impact on women’s safety 

in the IT industry. 

RESEARCH METHODOLOGY:  

1. Types of Data: 

The study utilizes both primary and secondary data: 

• Primary Data: Collected through questionnaires designed to gather responses from women 

working in the IT sector in Bangalore regarding flexible working hours and safety. 

• Secondary Data: Sourced from research papers, newspapers, websites, and journals to provide 

background and support for the study. 

2. Sample Size: 

The data was collected from a sample size of 39 respondents. These respondents were women 
working in the IT sector in Bangalore North, representing various localities such as HBR Layout, 

Ramamurthy Nagar, Kamana Halli, Marathahalli, and Shivaji Nagar. 

3. Sampling Technique: 

The study employed a non-probability sampling technique, specifically convenience sampling. This 

method was chosen due to ease of access and availability of respondents, ensuring the data 

collection process was efficient and timely. 
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4. Area of the Study: 

The research was conducted in Bangalore City, particularly focusing on regions such as HBR Layout, 

Ramamurthy Nagar, Kamana Halli, Marathahalli, and Shivaji Nagar. These areas are notable IT 

hubs, where the study participants work. 

5. Data Collection Method: 

The primary data was collected using a questionnaire. The questionnaire consisted of structured 
questions aimed at understanding the relationship between flexible working hours and women's 

safety, as well as the impact of flexible working arrangements on their perception of safety in the 

workplace. 

6. Data Analysis Tools: 

To analyze the data collected: 

• Correlation Analysis was used to determine the relationship between flexible working hours and 

women’s safety. 

• Regression Analysis was applied to assess the impact of flexible working hours on women’s 

safety in the IT sector.These statistical tools provided insight into how flexible working arrangements 

influence women's safety in the workplace, and whether significant relationships exist between these 

factors. 

Conclusion: 

The methodology outlined above ensures a structured approach to gathering and analyzing data 
regarding the impact of flexible working hours on women's safety in the IT sector in Bangalore. The 

combination of primary data from respondents and secondary data from scholarly sources supports 

a robust analysis. The use of correlation and regression analysis further aids in establishing 

relationships and assessing impact, contributing to the understanding of women’s workplace safety 

in the context of flexible working hours. 

LIMITATION OF THE STUDY: 

The study's limitations include a small sample size of 40 respondents, which may not represent the 

broader IT sector in Bangalore. The use of convenience sampling could introduce bias, limiting the 

generalizability of the results. The focus on specific regions within Bangalore may not capture 

experiences from other IT hubs. Additionally, the study concentrates on flexible working hours and 

women’s safety, without considering other influential factors like company policies or workplace 

culture. 

SCOPE OF STUDY: 

The research on the impact of flexible working hours on women's safety in the IT sector, particularly 

in Bangalore North, reveals several gaps. While many studies focus on the benefits of flexible working 

hours, such as improved work-life balance and productivity, there is limited research exploring their 

direct impact on women’s physical and psychological safety. Specific safety concerns, such as 
commuting risks during odd hours and the vulnerability of women working alone in office spaces, 

remain underexplored.  

Additionally, most studies fail to account for the unique geographical challenges of Bangalore North, 

where infrastructure issues like poor street lighting, inconsistent public transport, and inadequate 

policing exacerbate safety risks for women. Another significant gap is the lack of evaluation on the 
effectiveness of corporate safety policies—such as company-provided transport, security protocols, 

and emergency support—especially for women working in flexible shifts.Moreover, the intersection of 

technology and safety is under-researched, despite the IT sector's capability to develop and 

implement safety tools like mobile apps, GPS-enabled transportation, and real-time monitoring.  

While flexible working hours are intended to enhance women’s career growth, there is limited 

understanding of how safety concerns might act as a barrier to this advancement, particularly for 
women required to work late-night shifts. Additionally, gender-specific safety infrastructure, which 

caters to the unique needs of women, is often overlooked in existing studies.  
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Addressing these research gaps will provide a deeper understanding of how flexible working hours 

influence women's safety and contribute to building safer, more supportive work environments in 

Bangalore's IT sector. 

ANALYSIS OF FINDING: 

 

1. Multiple R (0.5189): 

o Represents the correlation coefficient between the independent and dependent variables. A value 

of 0.5189 indicates a moderate positive relationship between the variables. 

2. R Square (R² = 0.2693): 

o This explains the proportion of variance in the dependent variable that can be predicted from the 

independent variable. In this case, 26.93% of the variance in the dependent variable is explained by 
the independent variable(s). This suggests that while there is a relationship, the model only explains 

a moderate amount of the variance. 

3. Adjusted R Square (0.2490): 

o The adjusted R² adjusts for the number of predictors in the model. It is lower than the R² because 

it accounts for the complexity of the model. An adjusted R² of 0.2490 suggests that approximately 

24.90% of the variance is explained when adjusting for the number of independent variables. 

4. Standard Error (0.5489): 

o Represents the average distance that the observed values fall from the regression line. A standard 

error of 0.5489 indicates how much the actual values deviate from the predicted values. 

5. Observations (38): 

o Refers to the number of data points or cases used in the regression analysis, which is 38 in this 

case. 

Decision Rule: 

1. Significance Level (α): Commonly set at 0.05. 

2. Compare the p-value (typically provided in a full ANOVA table or regression output) to the 

significance level: 

o If p-value < 0.05, reject the null hypothesis, indicating a significant relationship between the 

variables. 

o If p-value ≥ 0.05, fail to reject the null hypothesis, suggesting that there is no significant 

relationship between the variables. 

Interpretation: 

• The Multiple R value of 0.5189 indicates a moderate positive correlation between the independent 

and dependent variables, suggesting that as the independent variable increases, the dependent 

variable tends to increase as well. 

• The R Square value of 0.2693 shows that about 26.93% of the variation in the dependent variable 
is explained by the independent variable. This is relatively low, implying that other factors not 

included in the model may influence the dependent variable. 
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• The Adjusted R Square of 0.2490 further supports the conclusion that the model explains around 
24.90% of the variance when accounting for the complexity of the model. While the model is 

moderately predictive, a significant amount of variance remains unexplained. 

• The Standard Error of 0.5489 suggests some variability around the predicted values, indicating 

that the actual values may not be closely aligned with the predicted regression line. 

In conclusion, while there is a moderate relationship between the variables, the model explains only 

a small proportion of the variance. Further investigation or additional variables might be needed to 

improve the model’s predictive power. 

OBJECTIVE 2: To assess the impact of flexible working hours on women's safety in the IT 

industry. 

  FLEXIBLE WORKING HOUR  SAFETY CONCERN  

FLEXIBLE WORKING HOUR  1 0.084780781 

SAFETY CONCERN  0.084780781 1 

 

Interpretation: 

• Flexible Working Hour vs. Safety Concern Correlation: 

o The correlation coefficient between "Flexible Working Hour" and "Safety Concern" is 0.084780781, 
which is very close to zero. This suggests that there is little to no relationship between these two 

variables. 

o A positive value means that as one variable increases, the other also tends to increase, but the 

strength of this relationship is extremely weak. 

• Diagonal Values: 

o The correlation of a variable with itself is always 1, which explains why the diagonal values are 1. 

Decision Rule (Using P-Value): 

1. Null Hypothesis (H₀): There is no significant relationship between "Flexible Working Hour" and 

"Safety Concern" (i.e., the true correlation coefficient is 0). 

2. Alternative Hypothesis (H₁): There is a significant relationship between the two variables. 

3. Decision Rule: 

o If the p-value < 0.05, reject the null hypothesis. This means the correlation is statistically 

significant. 

o If the p-value ≥ 0.05, fail to reject the null hypothesis. This means the correlation is not 

statistically significant. 

In your case, the correlation coifefficient is quite low, so unless the p-value is below 0.05, it is 

unlikely that the relationship is meaningful or significant. However, you need the actual p-value from 

your analysis to apply this rule correctly. 

FINDINGS : 

1. Correlation Matrix: 

o The correlation between Flexible Working Hour and Safety Concern is 0.0848. This indicates a 

very weak positive correlation between the two variables. In practical terms, this suggests that 

changes in flexible working hours have a minimal and weak association with changes in safety 

concerns. 

2. Regression Statistics: 

o Multiple R: The value of 0.5189 suggests a moderate correlation between the predictor variables 

and the dependent variable in the regression model. 
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o R-Square: 0.2693 indicates that about 26.93% of the variance in the dependent variable is 

explained by the independent variables. While this is a meaningful proportion, a large part of the 

variance remains unexplained. 

o Adjusted R-Square: At 0.2490, it takes into account the number of predictors in the model and 

suggests that after adjusting for the number of variables, about 24.9% of the variance is explained. 

o Standard Error: 0.5489, representing the typical distance between the actual data points and the 

regression line, indicating some level of variability in the model's predictions. 

o Observations: There are 38 observations, a sample size which is reasonable for this analysis. 

SUGGESTIONS: 

1. Reassess the Model: 

o With an R-Square of 26.93%, a majority of the variance in the dependent variable is not explained 
by flexible working hours or safety concern. This suggests that there may be other factors influencing 

the dependent variable that have not been included in the model. 

o Consider adding additional predictors (such as organizational culture, job satisfaction, or 

workload) to improve the explanatory power of the model. 

2. Further Analysis on Weak Correlation: 

o The very weak correlation between flexible working hours and safety concerns indicates that 
adjusting working hours alone is unlikely to have a major impact on safety concerns. Further 

investigation into other workplace safety-related factors may be necessary. 

3. Recalibrate Safety Policies: 

o If flexible working hours are being implemented to reduce safety concerns, this strategy may need 

to be reconsidered or combined with other approaches like improving workplace training, reinforcing 

safety protocols, or ensuring proper supervision. 

CONCLUSION: 

The weak correlation between Flexible Working Hour and Safety Concern (r = 0.0848) and the 

moderate fit of the regression model (R² = 26.93%) suggest that flexible working hours have little to 

no meaningful impact on safety concerns.  

While the regression model shows some explanatory power, it does not fully capture the factors 
influencing safety concerns. For better understanding and decision-making, it is recommended to 

explore additional factors that may contribute to safety concerns and consider a more comprehensive 

approach to improving workplace safety. 
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Report: 

• International Labour Organization (ILO). (2021). Flexible work arrangements and gender equality: 

A review of the evidence and policy challenges. Geneva: ILO. Retrieved from 

https://www.ilo.org/reports 

Section 1: Demographic Information 

1. Age: 

o Under 25 

o 25-35 

o 36-45 

o Above 45 

2. Education Level: 

o High School 

o Bachelor’s Degree 

o Master’s Degree 

o Doctorate 

o Other (Please specify) 

3. Marital Status: 

o Single 

o Married 

o Divorced 

o Other 

4. Years of Experience in the IT Sector: 

o Less than 1 year 

o 1-3 years 

o 3-5 years 

o More than 5 years 

5. Current Working Arrangement: 

o Full-time on-site 

o Full-time remote 

o Hybrid 

o Freelance/contract-based 

Section 2: Flexible Working Hours 

6. Do you have flexible working hours? 

o Yes 

o No 

7. If yes, how would you rate the level of flexibility in your work hours? 

o 1 (Very Rigid) to 5 (Highly Flexible) 

8. How often do you adjust your working hours to suit your personal needs? 

o Never 
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o Rarely 

o Sometimes 

o Often 

o Always 

9. Does your organization allow you to work from home? 

o Yes 

o No 

10. How satisfied are you with the current level of flexibility in your work hours? 

o Very Unsatisfied 

o Unsatisfied 

o Neutral 

o Satisfied 

o Very Satisfied 

Section 3: Women’s Safety 

11. Have you ever felt unsafe while commuting to or from your workplace in Bangalore North? 

o Yes 

o No 

12. How safe do you feel while working late or during odd hours? 

o 1 (Very Unsafe) to 5 (Very Safe) 

13. Have flexible working hours impacted your safety? 

o Yes, it has improved my safety 

o No, it has had no effect 

o Yes, it has worsened my safety 

14. How often do you choose to work remotely to avoid safety concerns? 

o Never 

o Rarely 

o Sometimes 

o Often 

o Always 

15. How safe do you feel with the company’s transportation or security arrangements? 

o Very Unsafe 

o Unsafe 

o Neutral 

o Safe 

o Very Safe 

Section 2: Flexible Working Hours 

6. Do you have flexible working hours at your current job? 

o Yes 
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o No 

7. How often do you utilize flexible working hours? 

o Never 

o Rarely 

o Occasionally 

o Often 
o Always 

 

8. Does your employer support flexible working hours for women? 

o Strongly Disagree 

o Disagree 
o Neutral 

o Agree 

o Strongly Agree 

9. Rate your satisfaction with your flexible working schedule: 

(1 = Very dissatisfied, 5 = Very satisfied) 

Section 3: Commuting and Safety 

10. How do you usually commute to work? 

o Public Transport 

o Private Vehicle 

o Company Transport 

o Walking/Biking 
o Ride-Sharing Apps 

11. Have you experienced safety concerns when commuting during non-standard hours (early 

morning, late evening)? 

o Yes/No 

12. Rate how safe you feel while commuting during non-standard working hours: 

(1 = Very Unsafe, 5 = Very Safe) 

13. Do flexible working hours allow you to avoid traveling at unsafe times? 

o Yes 

o No 

14. How often do you feel uncomfortable or unsafe due to flexible working hours (e.g., being 

alone at the office or commuting late)? 

o Never 

o Rarely 

o Sometimes 

o Often 

o Always 

Section 4: Safety Measures at Workplace 

15. Does your company provide safety measures for employees working flexible hours (e.g., 

company transport, security services)? 

o YesNo 

16. Rate the effectiveness of your company's safety measures for women working during 

flexiblehours: 

(1 = Not effective, 5 = Very effective) 

17. Do you believe flexible working hours improve women's safety in the workplace? 

o Strongly Disagree 

o Disagree 

o Neutral 

o Agree 
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o Strongly Agree 

Section 5: Overall Impact 

18. Do you think flexible working hours positively impact women's safety in the IT sector? 

o Strongly Disagree 

o Disagree 

o Neutral 
o Agree 

o Strongly Agree 

19. In your opinion, how important is flexibility in working hours for women's safety? 

(1 = Not important, 5 = Extremely important) 
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A STUDY ON STEREOTYPES: WOMEN ENTREPRENEURS IN MALE DOMINATED FINANCE 

INDUSTRIES WITH RESPECT TO BANGALORE URBAN 

VAISHNAVI  S, 

YOGESHWARI  S 

Abstract 

Entrepreneurs play a key role in any economy. Women entrepreneurs may be defined as a woman or 
a group of women who initiate, organize and run a business concern. Despite growing numbers, 

women entrepreneurs face persistent stereotypes and biases in male-dominated finance industries. 

Women entrepreneurs face stereotypes of being risk averse, lacking ambition, and overly emotional 

in business. They are likely to also be stereotyped as running small lifestyle- oriented ventures rather 

than larger-scale, high-growth enterprises. This study explores the experiences, challenges, and 
strategies employed by women entrepreneurs to overcome these barriers. The objective is to analyze 

the impact of gender stereotypes and societal norms in the entrepreneurial journey of women. The 

methodology used in the paper is empirical in Nature. A combination of secondary data analysis and 

primary data collection through questionnaires has been used. The study employs descriptive 

statistical tools like regression and co-relation to test and formulated hypotheses. The findings of the 

study is dismantling stereotypes against women entrepreneurs in male-dominated industries is 
essential for unlocking their full potential, which benefits not only the individuals but also the 

broader economy by enhancing diversity and innovation. 

Keywords 

Women entrepreneurs, finance industries, stereotypes, entrepreneurial environment. 

Introduction 

Women entrepreneurs have long faced significant obstacles in breaking into male-dominated finance 

industries, often struggling to overcome ingrained stereotypes and biases that have traditionally 

hindered their success. (Ned 2019) However, recent years have seen a growing trend of women 

entrepreneurs defying these challenges and making significant strides in a variety of sectors such as 

finance industries. Existing literature on the topic has highlighted the multifaceted nature of the 

challenges faced by women entrepreneurs. Women often confront negative stereotypes and societal 
expectations that cast them as less capable, ambitious, or risk-tolerant than their male 

counterparts. Additionally, cultural and traditional norms can impose significant social barriers, as 

evidenced by the experiences of successful women entrepreneurs.  Despite these obstacles, however, 

research has shown that women entrepreneurs who possess high levels of self-efficacy and risk-

taking propensity are often able to achieve remarkable success. In recent years, the landscape of 
entrepreneurship has evolved significantly, with women increasingly stepping into roles traditionally 

dominated in finance industries. Despite this progress, female entrepreneurs in male-dominated 

industries often encounter persistent stereotypes that hinder their success. These stereotypes not 

only undermine women’s credibility but also perpetuate barriers to entry and advancement (Eagly& 

Carli, 2007). Understanding and overcoming these stereotypes is crucial for fostering an inclusive 

entrepreneurial ecosystem that leverages diverse perspectives and talents However, societal 
expectations and biases that persist in these environments create challenges that must be 

addressed. According to a report by the World Economic Forum (2021), gender biases in the 

workplace can limit women’s access to funding, networks, and mentorship, which are essential for 

entrepreneurial success. This paper aims to explore the nature of these stereotypes, their impact on 

women entrepreneurs. The current study seeks to build upon this body of work by delving deeper 
into the lived experiences of women entrepreneurs in male-dominated finance industries. The 

researchers aim to uncover the specific stereotypes and mind-sets that have enabled these women to 

overcome the stereotypes and biases they have faced, and to examine. 

Review of literature  

1. De Vita, L., Mari, M., &Poggesi, S. (2014). Women entrepreneurs in and from developing 

countries: Evidences from the literature. European Management Journal, 32(3), 451-460. 

2. Book- women entrepreneurship: finance inclusion and micro financing 

Authors – S Anitha devi, B.V.H kameshwarasastry, srinivasraoseethalapu. 
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3.Pandey, N., & Ansari, M. A. (2012). Role of financial institutions in the development of women 

entrepreneurship. Indian Research Journal of Extension Education Special Issue, 1, 279-283. 

4. Leitch, C., Welter, F., & Henry, C. (2018). Women entrepreneurs’ financing revisited: taking stock 

and looking forward: New perspectives on women entrepreneurs and finance. Venture Capital, 20(2), 

103-114. 

5. Shoma, C. D. (2019). Financing female entrepreneurs in cottage, micro, small, and medium 
enterprises: Evidence from the financial sector in Bangladesh 2010–2018. Asia & the Pacific Policy 

Studies, 6(3), 397-416. 

Objectives  

1. To analyze the impact of gender stereotypes and societal norms in the entrepreneurial journey of 

women in Bangalore. 

2. To analyze the specific challenges women face in male-dominated industries over stereotypes, 

funding disparities, and workplace culture. 

Further to investigate the impact of gender stereotypes and societal norms and specific challenges 

women faced in male-dominated finance industries. The following hypothesis have been constructed 

Objective 01 

Null hypothesis (H0) – Gender Stereotypes and societal norms do not significantly impact the 

entrepreneurial journey of women in Bangalore 

Alternative hypothesis (H1) – Gender stereotypes and societal norms significantly impact the 

entrepreneurial journey of women in Bangalore 

Objective 02 

Null hypothesis (H0) – Women entrepreneurs in male-dominated industries do not face significant 

challenges related to stereotypes, funding disparities, and workplace culture 

Alternative hypothesis (H1) - Women entrepreneurs in male-dominated industries face significant 

challenges related to stereotype, funding disparities, and workplace culture. 

Challenges Identified 

From qualitative insights typically related to women in male-dominated finance industries, common 

challenges may include: 

a) Stereotypes: Women often encounter biases that can undermine their credibility and capabilities. 

b) Funding Disparities: Women may struggle more than their male counterparts to secure funding 

due to systemic biases and a lack of representation in decision-making roles. 

c) Workplace Culture: A prevailing male-dominated culture can lead to feelings of isolation and 

exclusion, impacting women's ability to network and collaborate effectively. 

Research methodology 

This paper is empirical in nature. The sampling method adopted in this research paper is 

convenience sampling. The data has been collected through a structured questionnaire which is an 

attempt to analyze the impact of gender stereotypes, societal norms and challenges faced to women 

entrepreneurs. Circulated to women entrepreneurs in finance industries located in Bangalore urban. 

The questionnaire was sent to 36 women entrepreneurs through a search engines and social 

platforms and collected 36 responses to examine the objectives. 

Research gap  

a) There is a lack of empirical studies in emerging economies, limited exploration of intersectionality 

and insufficient research on the impact of stereotypes on mental health and well-being. 

b) There has been lot of research articles for literature review in other countries across the world but 

hardly much of research has been done in India. 
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c) This study aims to address the frequency of women entrepreneurs face stereotype in male 

dominated finance industries  

Scope of the study  

The scope under the study include the understanding stereotypes and their impact on women 

entrepreneurs and suggestions for the growth of women entrepreneurs. Addressing the specific 

challenges women face in male-dominated finance industries over stereotypes, funding disparities, 

and workplace culture. 

ANALYSIS AND FINDING 

Objective 1: To analyze the impact of gender stereotypes and societal norms in the entrepreneurial 

journey of women in Bangalore 

CHART 01: SHOWING TH E PRESENCE OF STEREOTYPES 

 

 

CHART 02: SHOWING THE RESOURCE ACCESSED BY WOMEN ENTREPRENEURS 
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CHART 03: SHOWING THE NORMAL PROBABILITY PLOT 

 

 

The regression analysis 

SUMMARY OUTPUT  

  
Regression Statistics 

Multiple R 0.898146239 

R Square 0.806666667 

Adjusted R Square 0.778095238 

Standard Error 0.575698334 

Observations 36 

 

ANOVA      

  Df SS MS F 

Significance 

F 

Regression 1 48.4 48.4 146.034 0.00 

Residual 35 11.6 0.331428571   
Total 36 60       

      
ANOVA Table: 

Regression Df: 1, Residual Df: 35,Total Df: 36,F-value: 146.034 

A very high F-value indicates that the model is statistically significant. 

Significance F: 0.00This p-value is less than the conventional threshold of 0.05, leading us to reject 

the null hypothesis (H0). 

1. Multiple R (0.898): 

This value indicates a strong positive correlation between the independent variable (experiencing 

gender based stereotype and bias) and the dependent variable.  

A Multiple R close to 1 suggests that as the independent variable (experiencing gender based 

stereotype and bias) increase, the dependent variable tends to also increase significantly. 
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2. R Square (0.807): 

The R Square value of 0.807 means that approximately 80.7% of the variance in the dependent 

variable can be explained by the independent variable(experiencing gender based stereotype and 

bias). This suggests a good fit for the model, indicating that the chosen predictors are effective in 

explaining the variability in the outcome. 

3. Adjusted R Square (0.778): 

The Adjusted R Square accounts for the number of predictors in the model and provides a more 

accurate measure of goodness of fit when multiple predictors are used. At 0.778, it shows that even 

after adjusting for the number of predictors, the model still explains a substantial portion of the 

variance, though slightly less than the R Square. 

4. Standard Error (0.576): 

The standard error of the regression (0.576) reflects the average distance that the observed values 

fall from the regression line. A lower standard error suggests that the predictions made by the model 

are relatively close to the actual values. This value indicates reasonable predictive accuracy. 

5. Observations (36): 

A total of 36 observations were used in the regression analysis. This sample size is generally 

considered adequate for many statistical analyses, providing enough data points to establish the 

reliability of the regression results. 

Overall Interpretation: 

The regression model appears to have a strong predictive capability, as indicated by the high values 

of Multiple R and R Square. This suggests that the independent variable (experiencing gender based 

stereotype and bias) are significant predictors of the dependent variable. The model's effectiveness is 

reinforced by the adjusted R Square and the relatively low standard error. 

Conclusion The objective 1 containing null and alternative hypothesis through the examination of 

regression analysis since This p-value is less than the conventional threshold of 0.05, leading us to 

reject the null hypothesis (H0). 

Objective 2:  To analyze the specific challenges women face in male-dominated industries over 

stereotypes, funding disparities, and workplace culture. 

The correlation analysis focus on the relationship between two specific variables: 

1. Challenges faced as a woman entrepreneur in a male-dominated industry (coded as 1). 

2. Access to support programs or resources for women entrepreneurs (correlation coefficient: 

0.1498). 

Correlation Analysis: Correlation Coefficient (0.1498): 

This value indicates a weak positive correlation between the challenges faced by women 

entrepreneurs in male-dominated industries and their access to support programs or resources. A 

correlation coefficient close to 0 suggests that there is little to no linear relationship between these 

two variables. 

Interpretation of Findings 

Weak Positive Correlation: The low correlation coefficient implies that while there may be some 
relationship between facing challenges and accessing support programs, it is not strong enough to 

suggest that greater challenges directly lead to increased access to support resources. In fact, the 

weak correlation may indicate that many women entrepreneurs are facing significant challenges 

regardless of their access to these programs.  

Conclusion  

To conclude objective 2 the co-relation analysis provides the result of the weak correlation 

emphasizes that more comprehensive and targeted solutions are needed to effectively tackle the 

challenges posed by stereotypes, funding disparities, and workplace culture in male-dominated 

finance  industries Conclusion. 
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This research paper had intended to find the impact of gender based stereotypes and societal norms 

in the entrepreneurial journey of women in Bangalore urban and the specific challenges women face 

in male-dominated industries over stereotypes, funding disparities and workplace culture. From the 

analysis we can conclude saying that there is a significant impact and a total of 36 observations were 

used in the regression analysis. It also concluded that there are women face significant challenges 

related to stereotypes, funding and workplace culture.  
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1. (The Bandera’s1997), (Boyd and Voices, 1994; Chen Et Al., 1998; Zhao, Seibert andHills, 1995). 

Comparing The Development of Entrepreneurial Self-Efficacy of Female Entrepreneurs In Male- And 

Female-DominatedIndustries Gloria L. Sweida (Claremont Graduate University, Claremont, 

California) And Jeremy Alan Woods (2california State University Bakersfield, Bakersfield, California) 

Journal Of Developmental Entrepreneurship 2015www.meconomictimes.com accessed on 16 october 

2. Shoma, C. D. (2019). Financing female entrepreneurs in cottage, micro, small, and medium 

enterprises: Evidence from the financial sector in Bangladesh 2010–2018. Asia & the Pacific Policy 

Studies, 6(3), 397-416. 

3. Brush, C. G., De Bruin, A., Gatewood, E. J., & Henry, C. (Eds.). (2010). Women entrepreneurs 

and the global environment for growth: a research perspective. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.meconomictimes.com/


East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

159 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

TO STUDY THE EFFECT OF ORGANISATIONAL WORK ENVIRONMENT ON JOB SATISFACTION 

AMONG EMPLOYEES OF THE IT SECTOR IN BANGALORE URBAN 

DHIKSHITHA.S 

KRITHIKA.J 

SHIVANI.J 

Abstract  

Job satisfaction plays a vital role in the organizational work environment which evaluates the 

employees of the IT sector. Job satisfaction refers to how fulfilled an individual feels with the work. 

An organizational work environment is a place where the employee feels safe and comfortable 

working in the organization. The main objective of the paper is to study and investigate how work-life 

balance affects job satisfaction inIT sector. The study employed a quantitative research method, 
where primary data was collected through a 30-question closed-ended survey through social media. 

The participants of the current study were 85 employees working in the IT sector in Bangalore 

Urban. This study finding indicates a positive relationship between job satisfaction and 

organizational work environment among employees in the IT sector. 

Keywords:  Job satisfaction, organizational work environment, employees of the IT sector of 

Bangalore Urban. 

INTRODUCTION 

“A happy employee is a productive employee, and job satisfaction is the key to unlocking both”. Job 

satisfaction has become a crucial determinant of organizational success, particularly in the fast-

paced, highly competitive IT sector. The Information Technology (IT) industry is renowned for its 

rapid advancements, innovation-driven work culture, and global scope. In this environment, the 
ability to retain and motivate a skilled workforce is essential, as the success of IT companies largely 

depends on the expertise and creativity of their employees. As a result, job satisfaction has emerged 

as a key area of focus for managers and HR professionals within the IT sector, given its direct link to 

employee retention, productivity, and overall organizational performance. 

The IT sector faces unique challenges that impact job satisfaction, including long working hours, 

tight project deadlines, and the constant need to up skill due to technological advancements. 
Furthermore, the sector is characterized by a high degree of mobility, with professionals frequently 

changing jobs for better opportunities, higher pay, or improved working conditions. This dynamic 

presents both an opportunity and a challenge for employers aiming to create a more satisfied and 

loyal workforce. Understanding what drives job satisfaction in the IT sector can offer critical insights 

for organizations to address talent management issues, especially in an industry that thrives on 
innovation and specialized skill sets. Several factors contribute to job satisfaction in the IT sector, 

both intrinsic and extrinsic. Intrinsic factors include the nature of the job itself, such as the 

opportunity to work on innovative projects, problem-solving tasks, and the creative aspects of 

technology development. IT professionals often seek intellectually stimulating work environments 

where they can leverage their technical skills and continually grow. Extrinsic factors, on the other 

hand, include salary and benefits, job security, and work-life balance. The intense and sometimes 
unpredictable nature of IT work, combined with the global demand for IT services, often leads to 

stress and burnout. As such, work-life balance has emerged as a critical determinant of job 

satisfaction for IT professionals, as employees seek environments where they can manage both 

personal and professional responsibilities effectively.                             

Several factors contribute to job satisfaction in the IT sector, both intrinsic and extrinsic. Intrinsic 
factors include the nature of the job itself, such as the opportunity to work on innovative projects, 

problem-solving tasks, and the creative aspects of technology development. IT professionals often 

seek intellectually stimulating work environments where they can leverage their technical skills and 

continually grow. Extrinsic factors, on the other hand, include salary and benefits, job security, and 

work-life balance. The intense and sometimes unpredictable nature of IT work, combined with the 

global demand for IT services, often leads to stress and burnout. As such, work-life balance has 
emerged as a critical determinant of job satisfaction for IT professionals, as employees seek 

environments where they can manage both personal and professional responsibilities effectively. 
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Review of literature  

T. Sanjeev Kumar, G. Bhavani, G. Gangadevi (2019) 

This paper aims to study the level of job satisfaction in the IT industry. For the future direction of an 

employee’s attitude for various internal and external factors that influence employee’s attitude. It’s 

mainly based on an individual’s perceptions of satisfaction such as the person’sability to complete 

the required task, the level of communication in an organization, and the way management treats 
employees. They include that India has wired to the world which is a prerequisite for globalization 

ofIT industry.  

K. Mekala (2019) 

The main aim of this study is to evaluate the job satisfaction of the IT sector in Coimbatore city. This 

study is mainly based on primary data and data has been collected from information technology 
employees through astructured questionnaire method. Based on sampling 100 IT employees have 

been selected from Coimbatore. This also suggests the conceptional model has to be developed for 

job satisfaction with factors such as physiological, physical, and environmental to generalize the 

findings for a similar set of IT companies. 

Ms. UDHAYA PRAKASH, N.KUMAR(2022) 

This study says that analyzing the two important concepts that are considered mediatory for a 
successful business those are job performance and job satisfaction. The main aim of the study is to 

observe how the employees feel about the company’s work environment and how they are satisfied 

with the company’s policy. The survey results and recommendations are being presented to the 

management to take the corrective action plan in the right way to help the issue of job satisfaction in 

managementfocalizing on the employee’s view of regreating the job.  

Guneet Kaur, Vaishali Verma (2022) 

The present study aims to analyze the impact of the job satisfaction on job performance of employees 

in the IT sector in Delhi NCR. For this purpose, a self-administration questionnaire adapted from a 

previous study was used to collect data from a sample of 100 IT sector employees. Correlation and 

regression analysis were performed for statistical analysis of the results. This study clearly shows the 

difference between job satisfaction and job performance.  

J.Dharmaraj (2012) 

This study is well known those happy workers are assets of an organization.  They are more likely to 

self-enhancement and increase self awareness of employees work happiness. The flourishing Indian 

economy has helped the IT-sector to maintain its competitiveness in the global market. The IT 

enabled services industry in India has recorded a growth rate of 22.4% in the last fiscal year. The 

rating scale is the most common technique for job measurements in the IT sector.  

Gu Zhenjing, SupatChupradit, Kuo Yen Ku (2022) 

The study examined the impact of workspace environment on the employee task performance under 

the mediating  role of employee commitment and achievement-striving ability for this purpose, the 

data was collected from the staff under a cross-sessionalresearch pattern, they were approached 

through a convenience sampling technique. The sum of 420 questionnaire were being circulated 
among the respondents. Data were analyzed through structural modelling (SEM) by using the smart 

PLS 3. Based on the structural model and measurement model the SEM was being done.  

Nishika Aggarwal, Devanshi Sharma, Pranika Vohra (2023) 

This paper studies two factors work environment and job satisfaction this paper includes a review of 

already published articles. It is a secondary paper finding and suggestions of this research paper 
they are positively correlated with their job satisfaction and work environment both employees and 

organization benefits.  

Dr.K. Shenbaham, R. Vinithra (2024) 

According to this research paper job satisfaction determines the overall feelings about their job. 

Employees who feel secure on the job will have a sense of job stability and effectively contribute to 

the organization’s growth.  Their information is collected by primary data.  
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Where workers are effective and mentally stable to do their jobs, managers can rest assured of 

quality work and attaining organizational objectives faster. 

Objectives 

1. To explore the relationship between perceived career growth opportunities and overall job 

satisfaction in work environment. 

2.  To investigate how work-life balance affects job satisfaction the IT sector. 

Research Gap 

The research paper lies on the limited studies have explored the impact of organization culture on 

job satisfaction among IT sector. To address the gap we have conducted a quantitative study 

examining the relationship between organization and job satisfaction among IT employees in 

Bangalore Urban. 

Purpose Of Research Of Job Satisfaction In Organization Work Environment  

Organizational work environment helps in improving employee performance so that it helps in 

organizational work satisfaction and job satisfaction and there are several reasons such as 

1. Employee retention: it aims at the ability to keep the organization’s employees for a longer period 

of time by building their carriers by recognizing them and rewarding them. 

2. Productivity: Job Satisfaction often leads to motivating work force. To build a quality work life 

when they are sincere in their work. 

3. Innovation: Innovation plays an important role in improving job satisfaction within the 

organization work environment. Employees are creative in problem-solving. Promoting their 

innovation in work 

4. Mental health: The organizations work environment is crucial for employee’s well-being and health 

itsupports employees to feel safe and express their consent. 

Hypothesises 

H1: There is a positive relationship between career growth opportunities and overall job satisfaction. 

H0: There is a no relationship between career growth opportunities and overall job   satisfaction. 

Methodology 

This study used a quantitative research design to collect primary data of close-ended survey of 85. IT 
employees. The survey was collected from employees of IT sector of Bangalore Urban. The sample 

selected from 85 IT employees which is co-relation and co-efficient. So as per recommendation we 

have used snow ball sampling methods for collecting the data from IT sector employee for our survey. 

This survey was distributed through social media platform.   

Data AnalysisCo-Relation And Co-Efficient 

coefficient ( R ) 0.587401 

no of observation ( N  ) 85 

hypothesis test stats 6.612509 

degree of freedom 83 

p value 0.00 
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Co-Effectionand Co-Efficient 

coefficient ( R ) 0.617684608 

no of observation ( N  ) 85 

hypothesis test stats 7.15563217 

degree of freedom 83 

p value 0.00 

 

 

Our study tells that there is the positive relationship between job satisfaction and work environment. 

Findings and Discussion  

1. Positive Association between Job Satisfaction and the Work Environment in an Organization: 

According to the study, there is a strong positive association (R=0.6176) between job satisfaction and 

the organizational work environment among employees in Bangalore Urban’s IT industry. This 

implies that enhancements to the workplace have a direct bearing on workers’ job satisfaction levels. 

2. Significance of Work-Life Balance: According to the research, employee happiness is greatly 

influenced by work-life balance. Many respondents highlighted the necessity for flexible work 
schedules and opportunity to reconcile personal and professional obligations. There was a positive 

correlation between work-life balance and job satisfaction among IT staff members.  

3. Job security and mental health: Many respondents indicated that feeling secure in their positions 

contributed to their overall happiness. As a result, job security emerged as a crucial element for 

employees’ mental well-being. Positive effects on mental health were also seen in a nurturing work 

atmosphere that promotes innovation and creativity. 

4. Possibilities of career advancement: the result demonstrates that work happiness is highly 

influenced by the perception of career advancement chances. Employee satisfaction levels were more 

likely to be greater among those who believed that their company offered clear pathways for 

professional advancement.  

5. Work-Life Harmony as a Strategy for Retention: According to the findings, IT organizations should 
place a high priority on work-life balance in order to retain qualified workers. Given the industry’s 

reputation for long hours, providing flexible work arrangements may help lower turnover and 

burnout rates. This is especially important in the IT sector, where changing jobs frequently is the 

norm. 

6. Implications for organization policy: according to the study’s findings, high levels of job 
satisfaction in the IT industry depend on organization policies that foster innovation, improve job 

security, and provide mental health service. IT companies stand to gain from a more engaged and 

productive staff if they make the investment to provide safe, cognitively challenging work 

environment. 
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Conclusion  

In the rapidly changing IT industry, where competition is intense and innovation is thriving, work 

happiness is shown to be essential to organizational success. This study emphasizes the 

indisputable connection between employee happiness in Bangalore Urban’s IT sector and a 

supportive work environment. Companies may maximize the potential of their workforce by 

cultivating a culture that prioritizes professional advancement, work-life balance, and mental health. 
The results serve as a reminder that contented workers are not just productive but essential to every 

successful company. Businesses that put employee welfare first will emerge as leaders in the IT 

environment, influencing the future of the sector with resilience, creativity, and innovation. 
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QUALITY OF WORK-LIFE AMONG THE EDUCATORS IN EDUCATION INSTITUTION TO STUDY 

THE RELATIONSHIP BETWEEN QUALITY OF WORK-LIFEAND WORK-LIFE BALANCE AMONG 

EDUCATORS IN BANGALORE CITY. 

SANDHYA S 

PREM SAMSON D 

RAGHAVENDRA R 

ABSTRACT 

The quality of work life approach views educators as an institution’s asset as opposed to costs. It 

holds that giving faculty the freedom to manage their job and make decisions which can improve 

their performance. Institution must focus on job designs and work structure in order to satisfy the 

workforce of the new generation. This research study highlights the quality of work life of school and 
university faculty under various dimensions like educators are balancing their work as well as 

personal life., The objective of this study is to study the impact of quality of work on work life 

balance among educators in Bangalore city. The survey was circulated among the school and 

university educators to know how they are balancing their work and personal life, we collected the 

samples from 59 faculty from the various institution. The responses were the faculty are more 

satisfied with their work life and social life.   

Key words: work-life, faculties, work-life balance, Bangalore city.  

INTRODUCTION 

The term Quality of work life refers to a multifaceted concept that includes several facets of aperson’s 

experience in their workplace. Quality of work life is very important for educators because it 

influences not only their work performance but also the performance of students and the overall 
efficacy of the school (J.Richard&J.Lloyd define QWL, “the degree of favourableness or 

unfavourableness of a job environment for people). Understanding the elements that enhance or 

diminish the quality of work life for educators is becoming more and more important as the 

educational landscape changes to meet new demands and challenges.“Quality of work life” is generic 

phrase that covers a person's feelings about every dimension of work including economic rewards 

and benefits, security, working conditions, organizational and interpersonal relationships, and its 

intrinsic meaning in a person's life( Richard Walton in 1970s.  

The Quality of Work-Life of The term "teacher quality of work life" is wide and includes a variety of 

elements of a person's experience at work. reducing stress at work and creating a steady, long-term 

work schedule while preserving health and overall wellbeing (Christina Malachi and Daniel 

Goldman). Quality of work life is critical for teachers since it affects not just how well they perform at 
work but also how well kids do and how effective the school is as a whole. With education evolving to 

meet new needs and difficulties, it is becoming more and more vital to understand the factors that 

improve or detract from educators' quality of work life. Teacher’s quality of work life is influenced by 

multiple things. Important elements include workload, possibilities for professional growth, 

administrative assistance, collegial relationships, and work-life balance. Teachers' entire quality of 

life can be negatively impacted by stress and burnout brought on by an excessive workload and 

administrative responsibilities.  

On the other hand, educators' efficacy and job satisfaction can be raised by a collaborative, 

supportive work atmosphere that fosters professional development. It is impossible to overestimate 

the influence of the workplace. The physical facilities, the ethos of the school, and the availability of 

resources areal important factors that influence the experiences of instructors. In contrast, a toxic 
atmosphere can result in high turnover rates and the loss of institutional knowledge. A healthy 

school culture that promotes mutual respect and shared goals can considerably boost quality of 

work life. It is impossible to undervalue the significance of work-life balance in the educational field. 

It can be difficult for educators to balance their personal and professional obligations. Sustaining 

motivation and lowering stress levels require the capacity to strike a healthy balance between social 

and professional spheres. Studies reveal that teachers who feel they have a good work-life balance 
report feeling more satisfied with their jobs and are less likely to burn out, which can eventually 

improve student performance. Beyond just affecting individual instructors, quality of work has an 

impact on society and the larger educational community.  
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Future generations need to be prepared, and the quality of education provided in classrooms has a 

direct impact on the well beingof instructors. As a result, addressing the variables that affect quality 

of work life is not only important for educators, but also for society as a whole. In conclusion, the 

quality of work life among educators is a complicated and diverse topic that requires serious 

consideration. Gaining an understanding of the several components that go into quality of work life 

can help researchers, legislators, and school administrators make important decisions. As the 
educational industry continues to encounter new difficulties, emphasizing the well-being of 

educators will be vital for maintaining a successful educational environment that benefits teachers, 

students, and the community at large. In-depth examination of these dimensions is the goal of this 

research paper, which also offers suggestions for enhancement and a thorough assessment of quality 

of work life among educators today. 

Objectives  

• To study the relationship between quality of work life and work-life balance among the educators 

in Bangalore city. 

• To study the relationship between flexibility of work schedule and work-life balance. 

REVIEW OF LITERATURE 

O.P SINGH, S.K SINGH (2015): Their study provides an overview about quality of work life and job 

satisfaction of institutional teachers under various dimension. Their qualitative research has found a 

better quality of work life improves the well-being of the teachers as well as the institutions growth 

,attrition , employees ,commitment , productivity etc. 

M. VELAYUDHA,  M.YAMENI (2017): Their purpose of their research is to investigate and identify 

the significance of work environment towards the performance and also to study the effectiveness of 

the quality of work life in the organization. Their study includes of 123 employees of the steel 

manufacturing organization. The study found that training sections areessential to improve employee 

confidence and motivation as well as skill essential for organization growth. 

V.PUNIA, M KAMBOJ (2013): Their purpose of  this research is work life balance is a critical aspect 

to enhance teachers effectiveness and satisfaction in context of student learning. A sample of 143 

teachers from university teaching department government institution government aided and self 

financing colleges has been collected with the help of well structured questionnaire. Their study 

found that there is no significant different in quality of work life between with gender and marital 

status. 

P BHENDE, N MEKOTH, V INGALHALLI AND Y.V.REDDY (2020): The purpose of this article is to 

know the dimensions of quality of work life and work–life balance and to find the impact of the 

quality of work life on work–life balance. A sample of 89 managers of public and private sector banks 

in India using a convenience sampling method and analyzed using principal component analysis and 

multiple regression analysis. 

J .H GREEN HAUS, K M COLLINS, J D SHAW (2002): The purpose of this research  is to know 

about the  relationship between work life balance and the social life. The survey was conducted 

among 1000 members of   AICPA who met pre-established criteria.  

This research have come up with that those who spent more time on family than work experienced a 

higher quality of life than balanced individuals who, in turn, experienced a higher quality of life than 

those who spent more time on work than family. 

RESEARCH GAP  

Studies about quality of work life are available which help in understanding due to the peculiar 

cultural, economic as well as institutional context of Bangalore City how work quality and work-life 

balance differ for the educators.  

Although studies of a global nature analyzed the balance between work and other responsibilities in 
education, however, there are insufficient studies which explore the regional aspects of the issue and 

how local circumstances such as rapid urbanization, educational policy and workload differences of 

the educational institutions of Bangalore influence satisfaction and wellbeing of educators of the 

institutions.’’ 
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PURPOSE OF THE  RESEARCH 

• Importance of Educators’ Well-being: Educators play a crucial role in shaping future generations, 

and their well-being directly impacts their effectiveness in the classroom. 

• Current Challenges in Education: The education sector, especially post-pandemic, faces 

challenges like increased workload, adaptation to new teaching methods, and balancing work with 

personal responsibilities. 

• Organizational Support: By understanding the factors affecting educators’ work-life balance, 

educational institutions can develop better teaching and provide resources that improve quality of 

work life. 

HYPOTHESIS 1 

Ho: There is no significant relationship between quality of work life and work-life balance among the 

educators in Bangalore city. 

H1: There is a significant relationship between quality of work life and work-life balance among the 

educators in Bangalore city. 

HYPOTHESIS 2 

Ho: There is no significant relationship between the work life balance and work schedule of 

educators in Bangalore city. 

H1: There is a significant relationship between the work life balance and work schedule of educators 

in Bangalore city. 

METHODOLOGY 

In this study, the quantitative primary research data required were collected from 59 educators in 

Bangalore using an closed- ended questionnaire with the help of Google form following the 

convenience snow ball sampling method. The questionnaire had 30 question  based on quality of 

work-life and work-life balance. Our sample target was the educators of Bangalore city. We study the 

relationship between quality of work life and work-life balance among the educators in Bangalore city 

and the relationship between of flexibility of work schedule and work life balance. The data was 

analyzed with statistical tool to compute the correlation and coefficient. 

RESULTS ANALYSIS : 

• Based on the data collected 28% of the sample are able to spend 3-4 hours with their family while 

only 11% of the sample get less than 2 hours to spend time with their family.  

• Based on the data collected 71.2% of the sample are very happy about the amount of time spend 

at work whereas only 1.7% of them are unhappy about the amount of time spend at work. 

• Based on the data collected 5.1% of the sample always miss out there quality time with their 

family and friends because of work pressure 44.1% of the sample sometimes miss out there quality 

time with their family and friends because of work pressure 13.6% of the sample never miss out 

there quality time with their family and friends because of work pressure. 

• Based on the data collected 64.4% of sample agree that if they have good work-life balance the 

institution will be more effective and successful. 

Inferential Data Analysis : 

As the p value is 0.058 we  have to reject the alternative hypothesis and accept the null hypothesis 

that is there is no significant relationship between quality of work life and work-life balance among 

the educators in Bangalore city. 

Coefficient ( R ) 0.247787 

No Of Observation ( N  )          59 

Hypothesis Test Stats 1.930965 

Degree Of Freedom 57 

P Value 0.058466 
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In accordance with the statistical analysis of Pearson Correlation Coefficient, the R value is 0.058 

therefore, there is a positive but weak correlation between the two variables. As the p value is 0.24 

we have to reject the null hypothesis and accept the alternative hypothesis that is there is a 

significant relationship between the work life balance and work schedule of educators in Bangalore 

city. 

 

 

 

 

In accordance with the statistical analysis of Pearson Correlation Coefficient, the R value is 0.24 

therefore, there is a positive  but weak correlation between the two variables. 

Findings : 

• The survey revealed that there is lack of significant between quality of work-life and work-life 

balance of educators of Bangalore city as an evidenced of survey conducted. 

• The survey shows us that there are more female educators than male educators in Bangalore city  

• They are satisfied with their workloads which improve their quality of work 

RECOMMENDATIONS AND SUGGESTIONS 

• Training and Development:  By offering a session, they can learn how to combine their job and 

personal lives. 

• Recognition Programs: Establish initiatives that acknowledge and celebrate educators’ 

contributions, such as awards or appreciation days. 

• Mentorship Programs: Pair new educators with experienced mentors to provide guidance and 

support. 

• Workshop on work-life balance: Offer professional development on managing work-life balance 

specifically for educators. 

• Collaborated planning: Encourage team planning sessions to distribute workload and share 

responsibilities. 

• Wellness Implement initiatives focusing on stress relief, such as yoga, mindfulness, or relaxation 

workshops. 

Conclusion: 

It is paramount to facilitate better work-life balance for teachers in Bangalore in order to enhance the 

overall learning environment.  

It is easy to promote a conducive atmosphere for teaching and learning where work-life balance is 
emphasized through flexible work hours, leadership in schools, and ready access to mental health 

services. In this regard, there is a great need to assess the specific context in which teachers operate 

whereby mostly the workload and emotional labor are amongst the important factors.  

Teachers make students grow, and this is critical in ensuring good academic performance and a 

positive culture in schools. In Bangalore, a dedicated and motivated teacher workforce that will not 
only improve the quality of education but also improve performance is achievable through ensuring 

that teachers’ well-being is taken into consideration. Ultimately, such strategy as respect for people’s 

time is only half the solution to the problem. 

 

 

 

 

Coefficient ( R ) 0.167521444 

No Of Observation ( N  ) 59 

Hypothesis Test Stats 1.28288839 

Degree Of Freedom 57 

P Value 0.24723274 
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FOSTERING AN ENVIRONMENT FOR SECURITY OF WOMEN ENTREPRENEURS TO ADDRESS 

WELLNESS AND EMOTIONAL WELL BEING 

MS TRISHA.M, 

MS SANDHYA .C, 

MSDARSHINI. V , 

II Year BBA .EAST POINT COLLEGE OF MANAGEMENT KALYAN NAGAR BANGALORE. 

ABSTRACTS  

Women entrepreneurs face unique challenges that can impact their overall well-being, including 

gender bias, social expectations, and the pressure to balance work and family responsibilities. This 

study investigates the wellness and emotional well-being of women entrepreneurs, exploring the 

intersections of entrepreneurship, gender, and well-being. A mixed-methods approach was used, 
combining survey data from 200 women entrepreneurs with in-depth interviews and focus groups. 

Results show that women entrepreneurs experience high levels of stress, anxiety, and burnout, yet 

also report resilience, purpose, and fulfilment. Key factors influencing their well-being include social 

support, self-care practices, and entrepreneurial identity. This research highlights the importance of 

prioritizing wellness and emotional well-being for women entrepreneurs, providing insights for 

policymakers, practitioners, and entrepreneurs themselves to create supportive ecosystems that 

foster their success and well-being 

Keywords  

• Entrepreneurship , emotional well-being, self care, social support, wellness  

Introduction  

Women entrepreneurs may be defined as the women or a group of women who set up and operate 

her own enterprise. In other words women entrepreneurs are self employed individuals who establish 

their enterprise and involve themselves for economic activities. Earlier women were confined in the 
four walls of houses and their activities were mainly related to household work, without any socio-

economic independence. Today women are marching ahead in almost every field and generating 

employment not only for themselves but also for others. A woman entrepreneur from Rajasthan, has 

defined woman entrepreneur as “a confident, innovative and creative woman capable of achieving 

self economic independence individually or in collaboration, generates employment opportunities for 
others through initiating, establishing and running the enterprise by keeping pace with her personal, 

family and social life.”  

Prioritising health and wellness of women entrepreneurs: Being a female entrepreneur is not easy. 

You have to juggle multiple roles, face various challenges, and overcome many obstacles. You have to 

be creative, resilient, and passionate about your business. But you also have to take care of yourself. 

Your health and wellness are not only important for your personal well-being, but also for your 

professional success.  

Here are some reasons why you should prioritize your health and wellness as a female entrepreneur: 

Health and wellness affect your productivity and performance. Studies have shown that poor health 

and wellness can negatively impact your cognitive abilities, such as memory, attention, and decision-

making. This can lead to lower quality of work, more errors, and missed deadlines. On the other 
hand, good health and wellness can enhance your mental clarity, focus, and creativity. This can help 

you achieve your goals, solve problems, and innovate. 

Objectives 

Women’s Health and Wellness Programs: Identify and address the unique health challenges and 

requirements of women in the workplace. Promote a culture of preventive care, open dialogue, and 

supportive resources to empower women to prioritize their health and wellbeing. Provide 
comprehensive gender-specific initiatives within the workplace that mitigate health risks and support 

women’s personal and professional growth. Foster an environment where employees can flourish, 

productivity soars, and the workplace becomes a hub for both professional growth and personal 

fulfilment. Ensure that women receive equitable access to health and wellness resources, including 

reproductive health care, mental health resources, and work-life balance support.  
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Encourage women to take an active role in their health and wellbeing by providing educational 

resources and opportunities for personal development. Measure the success of the program through 

regular evaluations and assessments to ensure that it continues to meet the evolving needs of a 

diverse workforce. 

Methodology  

Adopt a mixed methods approach combining quantitative surveys and qualitative interviews to 

gather comprehensive data on the wellness and emotional well-being of women entrepreneurs  

Primary data  

We select a group of women entrepreneurs from various industries and background. Our sample size 

is 30 and conducted a survey regarding wellness and emotional well-being 

SECONDARY DATA  

Our sources are from news paper, various research papers, magazines, Google and AI tools. 

Data analysis  

In the survey that we conducted 50 percentage gets 7 to 8 hours of sleep, 39.3 percentage gets five to 

six hours of sleep, 7.1 percentage get less than five hours and 3.6 percentage gets more than 8 hours 

off sleep the overall physical health of an women entrepreneur, 57.1 percentage is good 32.1 

percentage is fair, 7.1 percentage is excellent and 3.6 percentage is poor in the ratio of one to 60 46.4 
percentage of women’s are very confident in their  to Overcome setbacks in work 32.1 percentage of 

the woman’s are somewhat confident and 21.4 percentage of the woman’s are neutral 

Result 

Women entrepreneurs often bring A holistic leadership style that emphasis emotional intelligence 

empathy and self-care they are more likely to incorporate Wellness practise such as mindfulness 
work life balance and flexible working conditions into their companies to ensure that both they and 

their employees maintain mental and emotional well-being 

Findings 

Work life balance challenges. Many women entrepreneurs struggle with achieving a work life balance 

which impacts their overall well-being the pressure to meet societal expectations particularly in 

balancing family duties with business operations can contribute to feelings of guilt and stress 

• Resilience an adaptability despite the challenges women entrepreneurs exhibit strong resilience 
and adaptability they often demonstrate an ability to navigate difficult situations and recover from 

setbacks which positively contributes to their emotional well-being in the long run 

• Health and Wellness practises women entrepreneurs who prayer days self-care mindfulness 

practise and physical health activities report better emotional well-being practises such as exercise 

meditation and regular breaks from work help manage stress and promote mental clarity 

• Access to resources and empowerment women who have access to funding mentorship and 

business resources experience a greater sense of Empowerment leading to improved emotional well-

being feeling supported in their entrepreneurial journey enhances confidence and reduces stress 

levels 

• Higher stress levels women entrepreneurs often face higher stress levels compared to their male 

counterparts this dress stems from the dual responsibilities of managing both their businesses and 

personal or family life this double burden can lead to emotional stress 

Suggestions 

*Emotional Wellness:* 

1. Mindfulness practices: Regularly engage in mindfulness meditation, deep breathing, or yoga. 

2. Connect with nature: Spend time outdoors to reduce stress and boost mood. 

3. Creative expression: Engage in creative activities that bring you joy and help you process 

emotions. 
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4. Boundary setting: Establish healthy limits with work, relationships, and technology 

*Mental Wellness:* 

1. Seek support: Build a network of mentors, peers, and friends who support your entrepreneurial 

journey. 

2. Reframe negative self-talk: Practice self-compassion and challenge limiting beliefs. 

3. Prioritize tasks: Focus on high-impact activities and delegate or defer less important tasks. 

4. Celebrate milestones: Acknowledge and celebrate your achievements along the way. 

Conclusion 

In conclusion women entrepreneurs face unique challenges that impact their Wellness and emotional 

well-being including hi tended stress from balancing business and personal responsibilities and 

social pressures however their resilience adaptability and the  pressure of strong support networks 
can significantly enhance their emotional well-being prioritising self-care health practises and access 

to resources further empowers women entrepreneurs any enabling them to thrive both personally 

and professionally addressing these factors holistically is essential to sustaining their well-being and 

fostering their success in entrepreneurship 
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A STUDY INTO YOUTH-ORIENTED SOCIAL MEDIA ANALYTICS AND STATS IN BANGALORE 

AKMAL RAZA 

LOKESHA V 

East Point College of Management, Kalian Nagar, Bangalore - 560043 

ABSTRACT 

Social media has become an integral part of daily life younger generation, particularly the rapid 
penetration of smartphonesand high-speed internet, like, Integra, snap chat, and tiptop have seen 

exponential, impact on how young people communicate, share informed, and even influence culture, 

politics, and consumer trends.As one of the fastest-growing urban centres, Bangalore presented a 

unique demographic that is actively engaged in social media platforms the influence and read of 

reach social media among youth.To analyze social media usage patterns among youth in Bangalore. 
To understand the role of socialmedia in influencing youth behaviour and opinions. In the digital 

age, social media has become an integral part of youth culture, influencing communication, 

entertainment, education, and even career choices. Bangalore, often dubbed the "Silicon Valley of 

India," boasts a vibrant youth population engaged with various social media platforms. This study 

aims to analyze the social media behaviours, preferences, and trends among the youth in Bangalore, 

providing valuable insights for marketers, educators, policymakers, and stakeholders. 

Keywords - Youth- oriented,Socialmedia,Analytics and stats  

INTRODUCTION  

The social media usage patterns and trends among youth in Bangalore, India focusing on the leading 

platforms, content engagement, and behavioural influences with the rapid. Proliferation of digital 

technology and the growing influence of social media on young people, this research aims to analyze 
how platforms like Integra, Face book, YouTube, and newer trends such as tiptop and short-videos 

and in an advertisements. Identify popular content types, peak usage times, and key influencers 

within Bangalore youth demographic (aged 15-29). Expose some teens to online predators, who 

might try to exploit or extort them. Expose some teens to cyber bullying, which can raise the risk of 

mental health conditions such as anxiety and depression. 

Enhance Brand Health: Social media analytics helps brands understand and respond to consumer 

needs, improving customer retention and brand percentage. 

OBJECTIVES 

➢ To analyze social media usage patterns among youth in Bangalore 

➢ To understand the role of social media in influencing youth behavior and opinions 

➢ To explore the relationship between social media usage and mental health among youth. 

REVIEW OF LITERATURE  

Here’s a comprehensive review of literature on youth-oriented social media analytics and statistics in 

Bangalore: 

➢ Nielsen (2019): Nielsen’s report on "India's Social Media Boom" presents insights into how the 

younger generation in urban India, particularly in metro cities like Bangalore, is one of the most 

active demographics on social media. The report shows that 45% of Indian youth (aged 18-24) are 

actively involved in multiple social platforms, primarily Instagram, WhatsApp, and YouTube. 

➢ Kaur and Mahajan (2019): In their study, "Youth Engagement on Social Media Platforms: A 

Study of Indian Metro Cities," the authors highlight how urban youth use social media not just for 

entertainment but also for educational purposes, political activism, and entrepreneurship. This 

study found that in metro cities like Bangalore, social media platforms are a reflection of both global 

trends and local cultural shifts. 

➢ Statista (2021): This report indicates that India’s urban youth population accounts for the 

highest social media usage across Asia. Bangalore, with its tech-savvy population, plays a major role 

in shaping digital trends.  
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➢ The report provides detailed statistics on platform usage, showing that WhatsApp, Instagram, and 

YouTube dominate youth social media consumption in Bangalore, while Facebook has witnessed 

declining usage among younger groups. 

Methodology  

Research methodology describes the techniques and procedures used to identify and analyze 

information regarding a specific research topic. Our sources of data collection are from news paper, 
various research papers, magazines, Google and AI tools. Examples of analysis techniques used in 

social media research includes the coding of images and non-text data, narrative analysis of social 

media text, geospatial analysis and using software such as R to analyse big data. 

IMPACT ON OF SOCIAL ANALYTICS IN BEHAVIOR AND CULTURE 

1. Positive Impacts: 

➢ Enhanced connectivity and networking opportunities. 

➢ Access to educational resources and learning materials. 

➢ Platforms for creative expression and entrepreneurship. 

2. Negative Impacts: 

➢ Exposure to cyber bullying and online harassment. 

➢ Risk of misinformation and fake news. 

➢ Potential for decreased face-to-face social interactions and mental health concerns related to 

screen time. 

CHALLENGES OF SOCIAL ANALYTICS 

1. PrivacyConcerns: Data security and privacy issues remain a top concern among youth users. 

2. DigitalLiteracy: Need for improved digital literacy to navigate online information critically and 

responsibly. 

3. PlatformSaturation: Overcrowded social media space leading to reduced organic reach for content 

creators. 

4.Regulatory Environment: Navigating changing regulations and platform policies, especially post the 

Tiptop ban. 

FINDINGS  

➢ Youth in Bangalore actively engage with social media for entertainment, education, and social 

interaction. 

➢ Integra, Face book, and WhatsApp are the most popular platforms. 

➢ Influencer marketing and short-form videos are effective strategies for engaging youth. 

➢ Mobile devices are the primary means of accessing social media. 

➢ Youth spend an average of 2-5 hours daily on social media. 

➢  Limited research on rural-urban differences in social media usage. 

➢  Lack of studies on the impact of social media on youth mental health. 

➢  Insufficient exploration of emerging platforms (e.g., Tiptop, Snap chat). 

This review provides a foundation for further research on youth-oriented social media analytics and 

statistics in Bangalore.Lead some teens to form views about other people’s lives or bodies that aren’t 
realistic.Over 70% of people who have a positive experience with a business on social media will 

recommend that business to their networks. 

SUGGESTIONS   

➢ Adjust your privacy settings on social media to allow only people you know or want to share 

information with to view your content.  



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

174 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

➢ Consider posting only information that is already available in the public domain when you create 

your personal profile. 

➢ The algorithm is the invisible hand that guides the virality of content on social media. It is the 

set of rules that ranks content on the platform and recommends it to users.  

CONCLUSION  

The emerging social and technological advancements have led us into a new civilization of knowledge 
society wherein knowledge is considered the most important asset for the growth and development of 

any nation. Therefore, it is important to note that the law librarian and information professionals 

have an active role to play in the knowledge society, in ensuring access to knowledge resources. Law 

librarians must not limit themselves to the traditional roles of cataloging, classifying  indexing  of  

“legal”  information  sources, or  answering  reference queries rather they must redefine their roles to 
stay relevant in the current age. Apart from the provision ofaccess  to information,  they  must  learn 

to  be  dynamic  in their  approach,  for instance, ensuring  the unrestricted flow of  ideas, thoughts,  

and knowledge by encouraging interaction and collaboration between  the knowledge  creators and  

the users using physical environment or virtual environment like social media. 
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A STUDY ON IMPACT OF YOUTUBE VIDEOS WITH REFERENCE TO AUDIENCE ENGAGEMENT 

AND OPINION FORMATIONS IN BANGALORE 

TRISHANK REDDY. C 

DIVYASHREE. R 

ASST PROF REKHA. S 

ABSTRACT: 

Social media helps to create, share, or exchange information and ideas through virtual communities 

and networks. YouTube is one such major platform of social media which is been used by the 

majority of population of all age groups. As a rapidly growing tech hub, Bangalore’s population is 

highly active on YouTube emerging as a platform forinformation and entertainment. This study 

investigates impact of YouTube on audience engagement and its relationship over public opinion 
based on the type of content viewed by them. Audience engagement refers to the level of interaction, 

attention, involvement, loyalty the audience have with brand or business.this study measures the 

level of participation, interest of audience in the form of the number of likes, comments, shares, 

downloads and other types of feedback with reference to YouTube. A quantitative survey was adopted 

for the purpose of study 50 responses were recorded and statistical tool coreLatinas used to analyse 

the data related to the study. Results show that YouTube has effective engagement of audience and 
greater impact over public opinion, with creation of educative and ethical content a huge difference 

can be created among public in order to form their opinions. 

KEY WORDS: YouTube, Audience Engagement, public opinion, Bangalore. 

INTRODUCTION:  

YouTube was created in the year 2005 February 14th by Chad Hurley , Steve Chen, and was 
uploaded by Jawed Kari on April 23rd 2005 by December 15 ,2005 YouTube was already receiving 

over two million video views per day and increased to more than 500 hours of video content are 

uploaded to YouTube every minute, it allows million views, user to upload videos, view them, rate 

them with likes and dislikes, share them, add videos to playlists, report, make comments on videos, 

and subscribe to the users. You tube is the second –most popular website in the world. As such the 

platform offers a wide variety of users generated and cooperated media videos , available content 
includes videos clip , tv shows , music , documentary films , audio , movie trailers , live streams and 

other content such as video blogging , short original videos , and education videos  .There are 

approximately 2.49 billion active YouTube users in Bangalore , making it the network’s largest 

audience by country , its popularity has continued to increase , with more uploaded to the site every 

minute and makes it easy to watch online videos and create your own videos and upload them to 
others and getting visitors to stay and consume video after video so that they can see ad after ad 

,and some key points are video sharing , product review , subscriptions , description and 

monetization. This research will investigate how YouTube influencers and content producers affect 

public opinion. The relationship between social media and YouTube will also be looked at in the 

study, how YouTube material is viewed and shared. Particularly in cities like Bangalore, YouTube 

has grown to be an important medium for influencing audience engagement and opinion formation. 
It offers creators and companies the chance to engage with a wide range of viewers through visually 

compelling content because of its extensive reach and accessibility. YouTube has taken the place of 

other main sources of information and entertainment in Bangalore, where there is a high rate of 

internet and rising consumption and understanding the factors that contribute to audience 

engagement and opinion formation can inform their strategies for creating effective content and 
building their personal brand and this YouTube videos helps the people to like, dislike, comment on 

the videos, share the videos etc. 

OBJECTIVE: 

1.To Assess the impact of youtube content over public opinion  

2.To know the relationship of youtube over public opinion 

HYPOTHESIS: 

1.To Assess the impact of YouTube content over public opinion 
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H0: There is no significant correlation between YouTube content over public opinion. 

H1: There is significant correlation between YouTube content over public opinion. 

SCOPE OF THE STUDY: 

• To explore the contents of YouTube 

• To Examine the audience engagement  

• To explore the impact of interaction among users of YouTube 

REVIEW ON LITERATURE: 

1. YOUTUBE 

Fatma Mohamed (2022) 

YouTube has evolved to a global platform for formal and informal education. YouTube is a social 

platform with numerous characteristics that make its how reliable the learning content on YouTube 

is what best-practise strategies for using this platform in education are nor how watching youtube 

affects students’ performance. Most studies on impact on YouTube on student learning reported 

positive result in terms of enhanced skills, interest, motivation, engagement levels or test 

performance 

2. PUBLIC OPINION 

Alessandro Gandini (2020) 

In the contact of a society where digital technologies have come to Pervasively intermediate most 

social and represents an important socio-technical component of the social unsurprisingly also hold 

an important role in the formation of public opinion. The way people access news and information 
content, thus forming their social views is now largely mediated by overview, we discuss the most 

relevant research concurring to the existence of what we define as public opinion and this brings to 

critical studies and information design. 

a. IMPACT OF SOCIAL MEDIA PLATFORMS ON OPINION FORMATION 

Madhvi Rathore (2023) 

The quest for knowledge is one of the factors that differentiate humans from other species. This 
quest that expresses itself as curiosity about the surroundings and need for familiarity has 

expressed itself as a hunger for news and information. This continued till the internet and social 

media platforms took the world by storm and these today get greater time than traditional mass 

media of communication used for disbursing new and its analysis. This study focused on assessing 

the perception of people in terms of credibility of traditional media like newspaper and tv along with 

media like internet and social media platforms in recent times.  

b. IMPACT ON YOUTUBE ENGAGEMENT 

Ana CristianaNumeral (2021)  

Popularity on youtube is an important nutrics for influencers and brands. It is linked to video 

relevance, content, that features that attract audience attention and interest. We present and test a 

model of youtube video popularity drivers that trigger several engagement actions. These drivers 
include characteristics such as language elements, linguistic style, subjectively, emotion, valence, 

valence and video category that online video popularity on YouTube. An analysis of a database 

comprising more than 11000 videos from social media shows that several factors help to boost the 

number of views, likes/dislikes and comments. 

3. AUDIENCE ENGAGEMENT 

Ben Walmsley (2019) 

This study investigates that each month more than a billion on individual user visit youtube 

watching over 6billion hours of videos, giving this platforms access to more people than most able 

networks. The goal of this study is to describe how people are taking advantage of youtube as a tool 

for audience engagement. Spring nature, 2019(Sartre 1976).  
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In this essay, sarte argued that society can’t complain about its intellectual without accusing itself, 

because we attract the intellectuals that we deserve and create. Despite the facile marketing sound 

bite that the contemporary customer is king, the same could certainly be said about today’s 

performing arts audience, who are often ignored, blamed and even derided by a sector that generally 

fails to listen to them or engage with them on equal terms. 

 

RESEARCH GAP: 

1.The earlier studies have explored only on how users are engaged but effective engagement is not 

been explored through proper content to create effective impact on public opinion and effective way 

of engaging audience 

METHODOLOGY:  

1.Research Design: The study is quantitative approach to investigate the impact of youtube videos 

on audience engagement and opinion formation in Bangalore. 

2.Population and Sample: A survey research design was used to collect data from 50 participants, 

selected through sampling based on age, gender, and education. 

3.Data Collection: Data collection took 2 weeks and results provide valuable information into 

youtube’s videos on audience engagement and opinion formation in Bangalore. 

4.Data Analysis: A questionnaire is based on demographics, youtube usage habits, metrics such as 

(likes, comments, shares, watch time) and opinion formations. 

RESULTS AND ANALYSIS: 

Standard Error 0.788071216 

Observations 55 

 

1.Daily usage:90 percentage of the respondents use YouTube daily. 

2.Content Preferences: Of all the visitors 75% go to YouTube to be entertained.50%of them use it 

for educational content. 

3.Engagement Levels: 80% of users actively consume YouTube videos by likeing them, sharing, 

commenting and regularly watching the videos. 

4.Subscription and Playlists: Well selected popular videos make users to subscribe and save the 

videos to a list to watch later. 

5.Public Opinion Formation: YouTube has a major impact on the specific user for the content 

existing in its channel as well as for the content produced by favourite authors or related to regional 

issues.  

FINDINGS: 

1. High Audience Engagement: Almost all participants are involved in the consumption of YouTube 

videos in one way or another, by liking, commenting, sharing or subscribing. 
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2.Content Type Drives Retention: It is discovered that when the videos are enjoyable, educative or 

are from the same geographical area, the audiences stick around longer. 

3. Educational Impact: Educational videos get many views suggesting that users come to the 

platform to be entertained and informed. 

4. Community Building: Hence, the content that is available in regional language or targeting 

regional problems helps to create some kind of commonality among people and thus produce a 

greater response on the side of the audience. 

5. Influence of Popular Creators: The last trend also has a greater impact on public opinion, as 

users trust content, created by some popular accounts. 

SUGGESTIONS: 

1.The YouTube should ensure the content uploaded by the content creators should be with more 

educational and ethical values which will result in engaging audience more effectively and positive. 

2. Promote Educational and Ethical Content: It is about creating content that would have a 

positive impact on the minds of the people, teaching them things they need to learn and introducing 

to them things that they need to avoid. 

3. Engagement Strategies: YouTube channels should also have specific plans in how to improve the 

audience engagement, that is region, storytelling and community content. 

4. Content Moderation: YouTube should also make efforts of quality control by promoting contents 

that may encourage positive interaction from the society.   

5. Collaboration with Local Creators: Promoting cooperation with local personalities can help work 

with the audience and improve the viewer confidence. 

CONCLUSION: 

The first objective of the study browse that how the public opinion change when using youtube and 

increase audience engagement.The second objective is when public knowing the issues and 

challenges when watching youtube,andyoutube is an interactive platform,users can actively 

contribute by leaving likes,comments and share.This leads to audience engagement,in particular 

when artist develop material in regional language or local concern this participation strengthens the 

sense of community.Furthermore,because users are more likely to believe content from well-known 

creators,youtube has a significant public opinion. 
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AND OPINION FORMATIONS IN BANGALORE 
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ABSTRACT: 

Social media helps to create, share, or exchange information and ideas through virtual communities 

and networks. YouTube is one such major platform of social media which is been used by the 

majority of population of all age groups. As a rapidly growing tech hub, Bangalore’s population is 

highly active on YouTube emerging as a platform for information and entertainment. This study 
investigates impact of YouTube on audience engagement and its relationship over public opinion 

based on the type of content viewed by them. Audience engagement refers to the level of interaction, 

attention, involvement, loyalty the audience have with brand or business.this study measures the 

level of participation, interest of audience in the form of the number of likes, comments, shares, 

downloads and other types of feedback with reference to YouTube. A quantitative survey was adopted 

for the purpose of study 50 responses were recorded and statistical tool correlationwas used to 
analyse the data related to the study.Results show that youtube has effective engagement of 

audience and greater impact over public opinion, with creation of educative and ethical content a 

huge difference can be created among public in order to form their opinions. 

KEY WORDS: YouTube, Audience Engagement, publicopinion, Bangalore. 

INTRODUCTION:  

Youtube was created in the year 2005 February 14th by Chad Hurley , Steve Chen, and was 

uploaded by Jawed Karim on April 23rd 2005 by December 15 ,2005 YouTube was already receiving 

over two million video views per day and increased to more than 500 hours of video content are 

uploaded to youtube every minute, it allows million views, user to upload videos, view them, rate 

them with likes and dislikes, share them, add videos to playlists, report, make comments on videos, 

and subscribe to the users. You tube is the second –most popular website in the world. As such the 
platform offers a wide variety of users generated and cooperated media videos, available content 

includes videos clip, tv shows, music, documentary films, audio, movie trailers, live streams and 

other content such as video blogging, short original videos, and education videos.  

There are approximately 2.49 billion active YouTube users in Bangalore, making it the network’s 

largest audience by country, its popularity has continued to increase, with more uploaded to the site 
every minute and makes it easy to watch online videos and create your own videos and upload them 

to others and getting visitors to stay and consume video after video so that they can see ad after ad, 

and some key points are video sharing, product review, subscriptions, description and monetization. 

This research will investigate how YouTube influencers and content producers affect public opinion. 

The relationship between social media and YouTube will also be looked at in the study, how YouTube 

material is viewed and shared.  

Particularly in cities like Bangalore, YouTube has grown to be an important medium for influencing 

audience engagement and opinion formation. It offers creators and companies the chance to engage 

with a wide range of viewers through visually compelling content because of its extensive reach and 

accessibility. YouTube has taken the place of other main sources of information and entertainment 

in Bangalore, where there is a high rate of internet and rising consumption and understanding the 
factors that contribute to audience engagement and opinion formation can inform their strategies for 

creating effective content and building their personal brand and this YouTube videos helps the 

people to like, dislike, comment on the videos, share the videos etc. 

OBJECTIVE: 

1. To Assess the impact of youtube content over public opinion  

2. To know the relationship of youtube over public opinion 
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HYPOTHESIS: 

1. To Assess the impact of YouTube content over public opinion 

H0: There is no significant correlation between YouTube content over public opinion. 

H1: There is significant correlation between YouTube content over public opinion. 

SCOPE OF THE STUDY: 

• To explore the contents of YouTube 

• To Examine the audience engagement  

• To explore the impact of interaction among users of YouTube 

REVIEW ON LITERATURE: 

1.YOUTUBE 

Fatima Mohamed (2022) 

YouTube has evolved to a global platform for formal and informal education. YouTube is a social 

platform with numerous characteristics that make its how reliable the learning content on YouTube 

is what best-practise strategies for using this platform in education are nor how watching youtube 

affects students’ performance.  

Most studies on impact on YouTube on student learning reported positive result in terms of 

enhanced skills, interest, motivation, engagement levels or test performance 

2.PUBLIC OPINION 

Alessandro Gemini (2020) 

In the contact of a society where digital technologies have come to Pervasively intermediate most 
social and represents an important socio-technical component of the social unsurprisingly also hold 

an important role in the formation of public opinion.  

The way people access news and information content, thus forming their social views is now largely 

mediated by overview, we discuss the most relevant research concurring to the existence of what we 

define as public opinion and this brings to critical studies and information design. 

3.IMPACT OF SOCIAL MEDIA PLATFORMS ON OPINION FORMATION 

Madhvi Rathore (2023) 

The quest for knowledge is one of the factors that differentiate humans from other species. This 

quest that expresses itself as curiosity about the surroundings and need for familiarity has 

expressed itself as a hunger for news and information.  

This continued till the internet and social media platforms took the world by storm and these today 
get greater time than traditional mass media of communication used for disbursing new and its 

analysis. This study focused on assessing the perception of people in terms of credibility of 

traditional media like newspaper and tv along with media like internet and social media platforms in 

recent times.  

4.IMPACT ON YOUTUBE ENGAGEMENT 

Ana CristiuaNunara (2021)  

Popularity on youtube is an important nutrics for influencers and brands. It is linked to video 

relevance, content, that features that attract audience attention and interest. We present and test a 

model of youtube video popularity drivers that trigger several engagement actions.  

These drivers include characteristics such as language elements, linguistic style, subjectively, 

emotion, valence, valence and video category that online video popularity on YouTube.  

An analysis of a database comprising more than 11000 videos from social media shows that several 

factors help to boost the number of views, likes/dislikes and comments. 
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5.AUDIENCE ENGAGEMENT 

Ben Walmsley (2019) 

This study investigates that each month more than a billion on individual user visit youtube 

watching over 6billion hours of videos, giving this platforms access to more people than most able 

networks. The goal of this study is to describe how people are taking advantage of youtube as a tool 

for audience engagement. Spring nature,2019(Sartre 1976). In this essay, sarte argued that society 
can’t complain about its intellectual without accusing itself, because we attract the intellectuals that 

we deserve and create.  

 

Despite the facile marketing sound bite that the contemporary customer is king, the same could 

certainly be said about today’s performing arts audience, who are often ignored, blamed and even 

derided by a sector that generally fails to listen to them or engage with them on equal terms. 

RESEARCH GAP: 

1.The earlier studies have explored only on how users are engaged but effective engagement is not 
been explored through proper content to create effective impact on public opinion and effective way 

of engaging audience 

METHODOLOGY:  

1.Research Design:The study is quantitative approach to investigate the impact of YouTube videos 

on audience engagement and opinion formation in Bangalore. 

2.Population and Sample: A survey research design was used to collect data from 50 participants, 

selected through sampling based on age, gender, and education. 

3.Data Collection:Data collection took 2 weeks and results provide valuable information into 

youtube’s videos on audience engagement and opinion formation in Bangalore. 

4.Data Analysis:A questionnaire is based on demographics, YouTube usage habits, metrics such as 

(likes, comments, shares, watch time) and opinion formations. 

RESULTS AND ANALYSIS: 

Standard Error 0.788071216 

Observations 55 

 

ANOVA      
  Df SS MS F Significance F 

Regression 1 64.46296 64.46296 103.795693 0.00 

Residual 54 33.53704 0.621056   
Total 55 98       

 

1.Daily usage:90 percentage of the respondents use YouTube daily. 

2.Content Preferences: Of all the visitors 75% go to YouTube to be entertained.50%of them use it 

for educational content. 
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3.Engagement Levels: 80% of users actively consume YouTube videos by likeing them, sharing, 

commenting and regularly watching the videos. 

4.Subscription and Playlists: Well selected popular videos make users to subscribe and save the 

videos to a list to watch later. 

5.Public Opinion Formation: YouTube has a major impact on the specific user for the content 

existing in its channel as well as for the content produced by favourite authors or related to regional 

issues.  

FINDINGS: 

1. High Audience Engagement: Almost all participants are involved in the consumption of YouTube 

videos in one way or another, by liking, commenting, sharing or subscribing. 

2.Content Type Drives Retention: It is discovered that when the videos are enjoyable, educative or 

are from the same geographical area, the audiences stick around longer. 

3. Educational Impact: Educational videos get many views suggesting that users come to the 

platform to be entertained and informed. 

4. Community Building: Hence, the content that is available in regional language or targeting 

regional problems helps to create some kind of commonality among people and thus produce a 

greater response on the side of the audience. 

5. Influence of Popular Creators: The last trend also has a greater impact on public opinion, as 

users trust content, created by some popular accounts. 

SUGGESTIONS: 

1.The youtube should ensure the content uploaded by the content creators should be with more 

educational and ethical values which will result in engaging audience more effectivelyand positive. 

2. Promote Educational and Ethical Content: It is about creating content that would have a 

positive impact on the minds of the people, teaching them things they need to learn and introducing 

to them things that they need to avoid. 

3. Engagement Strategies: YouTube channels should also have specific plans in how to improve the 

audience engagement, that is region, storytelling and community content. 

4. Content Moderation: YouTube should also make efforts of quality control by promoting contents 

that may encourage positive interaction from the society.   

5. Collaboration with Local Creators: Promoting cooperation with local personalities can help work 

with the audience and improve the viewer confidence. 

CONCLUSION: 

The first objective of the study browse that how the public opinion change when using YouTube and 
increase audience engagement. The second objective is when public knowing the issues and 

challenges when watching youtube, and YouTube is an interactive platform, users can actively 

contribute by leaving likes, comments and share.  

This leads to audience engagement, in particular when artist develop material in regional language 

or local concern this participation strengthens the sense of community. Furthermore, because users 

are more likely to believe content from well-known creators, youtube has a significant public opinion. 
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A STUDY ON "THE ROLE OF FLEXIBLE WORKING ARRANGEMENTS IN ENHANCING WOMEN’S 

CAREER GROWTH AND PERFORMANCE IN THE IT SECTOR: EVIDENCE FROM BANGALORE 

NORTH" 

SHALINI S 

VINUTHA M 

YASEEN PASHA 

ABSTRACT: 

The role of women in the Information Technology (IT) sector has seen notable growth, particularly in 

Bangalore North, a prominent region in India’s technological landscape. In some progressive 

companies, women as a proportion of workforce in tier-2 and tier-3 locations is well over 50%."This 

study examines the involvement, contributions, and challenges faced by women in this IT sector. For 
every 100 women in Bangalore north, only 24 go out to work. On total 45.98 lakh women in 

Bangalore north are working in IT sector, despite increasing participation, women continue to 

encounter several barriers, such as gender bias, limited representation in leadership, and work-life 

balance struggles. To assess these aspects, a mixed-method approach was employed. Quantitative 

data was collected through questionnaires techno targeting female IT professionals in Bangalore 

North, focusing on factors such as career progression, work environment, and gender-related 
challenges. In addition, very small semi-structured interviews were conducted to gain qualitative 

insights into their personal experiences and perceptions of the workplace. Finally, To examine the 

impact of flexible working arrangements on women’s performance and career growth in the IT sector 

. The findings highlight that while progress has been made, persistent issues of gender inequality 

remain unchanged. The study offers recommendations for improving women’s inclusion and 
leadership in Bangalore North’s IT industry through policy reforms, corporate diversity initiatives, 

and educational interventions. 

Key Words: Women’s, IT Sector, Bangalore North, Technology 

Introduction 

The Information Technology (IT) sector has been a driving force behind economic growth and 

innovation globally, with India emerging as one of the leading hubs for technology and software 
development. Within India, Bangalore, often referred to as the “Silicon Valley of India,” stands out as 

the epicenter of this technological revolution. The city, especially areas like Bangalore North, hosts 

numerous IT companies, ranging from multinational corporations to dynamic startups, making it a 

critical area for studying workforce dynamics.However, despite the sector’s rapid growth and its 

potential to offer equal opportunities, the role of women in the IT workforce remains an area of 
concern. Historically, the IT sector has been male-dominated, and although there has been an 

increase in female participation over the years, several barriers still hinder women from reaching 

their full potential. These barriers include gender biases, lack of representation in leadership roles, 

work-life balance challenges, and a work culture that often overlooks the contributions of 

women.This study focuses on exploring the role of women in the IT sector, specifically in Bangalore 

North. It seeks to understand the contributions, challenges, and opportunities available to women in 
this rapidly evolving field. By examining the experiences of women IT professionals in Bangalore 

North, this study aims to highlight the existing gender disparities and identify strategies that can 

enhance the role of women in the IT sector. The Indian IT Sector Has Added More Than 10 Lakh 

Women Employees In The Last Decade, Underscoring The Efforts From The Industry In Supporting 

The Inclusivity. In 2012-13, Indian Tech Sector Employed Around 9 Lakh Women, Or 30 Per Cent Of 
The Total 20 Lakh Directly Employed Women. The Number Has Doubled Since Then To Over 20 

Lakh, Making It 36 Per Cent Of The Entire Workforce Of 50.3 Lakh In The Industry."Given the 

nature of work, many female students opt for this discipline.  

Secondly, the pandemic has enabled work to move to where great talent resides, including tier-2 and 

tier-3 locations, thereby enabling greater women participation. In some progressive companies, 

women as a proportion of workforce in tier-2 and tier-3 locations is well over 50%," he said. 
Factors that have contributed to increase in women representation includes companies developing 

progressive policies to induct more. For every 100 women in Bangalore, only 24 go out to work.  

https://economictimes.indiatimes.com/topic/tech-sector
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Out of 45.98 lakh women in Bangalore (urban district), 34.67 lakh are categorized as not working in 

the primary census 2011 abstract. Within BBMP limits, out of 40.5 lakh women, 30.6 lakh women 

are not employed while out of 1.66 lakh women in Bangalore North, 1.25 lakh are not working 

women. In Bangalore South, of the 9.6 lakh women, 6.8 lakh don't step out for work. 

In Bangalore East 36,900 women don't go to work of the total women's population of 48,908 and in 

Anekal, 1.6 lakh women fall under not working category of the total 2.35 lakh women populace. In 
Bangalore rural district, out of 4.8 lakh women, 3.37 lakh don't go to work. Little wonder then that 

the WPR in Bangalore is lowes tin the state.Explains RS Desponded, director, nstituteof Social and 

Economic Change (ISEC) Bangalore: If a man earns Rs300 a month, the wife would go out to work to 

have decent living. But if the husband earns Rs 30,000, the wife may choose not to work. The logic 

behind withdrawal from work is very simple in high economic zones. But that is only one of the 
reasons for women not to step out to work. There are one too many other reasons why women 

don'twork."Also, this data of work anticipation includes women as girl children, students, elderly and 

migrant women living for a year till enumeration during March 2010-11. Many migrant women who 

come to work might have stayed before the enumeration period or left the city within a year's time. 

Also, many women would be working in a not-for-profit sector that doesn't earn them money. 

OBJECTIVES OF THE STUDY  

1. To evaluate the challenges faced by women in the IT sector in Bangalore North.  

2. To examine the impact of flexible working arrangements on women’s performance and career 

growth in the IT sector   

Objective: To evaluate the challenges faced by women in the IT sector in Bangalore North. 

Hypothesis 1: 

Null Hypothesis (H0): There is no significant association between gender (male and female) and the 

challenges faced in the IT sector in Bangalore North. 

Alternative Hypothesis (H1): There is a significant association between gender (male and female) 

and the challenges faced in the IT sector in Bangalore North. 

2. Objective: To examine the impact of flexible working arrangements on women’s 

performance and career growth in the IT sector in Bangalore North. 

Hypothesis 2: 

Null Hypothesis (H0): Flexible working arrangements do not have a significant impact on women’s 

performance in the IT sector in Bangalore North. 

Alternative Hypothesis (H1): Flexible working arrangements have a significant positive impact on 

women’s performance in the IT sector in Bangalore North. 

REVIEW OF LITERATURE:  

➢ Raj and Mehta (2020) explored the social and cultural barriers that women face in Bangalore’s IT 

sector, citing traditional gender roles and expectations as limiting factors for career progression. 

Their study suggested that organizations need to offer more supportive structures, such as 

mentorship and training programs, specifically tailored to women. 

➢ Lee and Kim (2021) conducted a cross-sectional study that examined the impact of FWAs on 
women’s performance in IT companies. Their findings indicated that women with access to flexible 

hours or remote working opportunities reported higher job satisfaction and improved performance 

metrics compared to those without such arrangements. 

➢ Sharma and Gupta (2019), Bangalore’s fast-paced, competitive environment exacerbates the 

gender gap, particularly in leadership positions. In their research, they found that women often lack 

access to mentorship programs and networks that are critical for career growth. 

➢ According to Smith (2020), women in IT often struggle with issues such as gender bias, lack of 

mentorship, and limited career advancement opportunities compared to their male counterparts. 

➢ umar (2018) highlighted that women in mid-level management positions face significant barriers 

in accessing leadership roles due to the prevailing "glass ceiling" effect.  



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

186 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

➢ These studies suggest that systemic gender inequalities continue to persist in the IT industry 

despite efforts towards gender diversity and inclusion. 

RESEARCH GAP:  

The research gap lies in the limited understanding specifically on their impact on women’s career 

growth and performance in the IT sector, particularly in Bangalore North. Existing literature often 

overlooks regional differences and industry-specific challenges faced by women in tech.  

Additionally, most studies tend to focus on immediate job satisfaction, with fewer examining the 

long-term career growth implications of FWAs. This study addresses the gap by investigating how 

FWAs influence both performance and career advancement for women in Bangalore’s dynamic IT 

environment. 

Research Methodology 

1. Research Design 

This study will employ a mixed-methods research design, integrating both quantitative and 

qualitative approaches. This design is chosen to comprehensively assess the challenges faced by 

women in the IT sector and to evaluate the impact of flexible working arrangements on their 

performance and career growth. The quantitative aspect will provide measurable data, while the 

qualitative aspect will offer deeper insights into individual experiences. 

2. Population and Sample 

• Population: 

The target population for this study consists of women currently employed in the IT sector in 

Bangalore North.  

• This population includes a diverse range of professionals such as software engineers, project 

managers, quality assurance testers, and IT consultants. 

• Sample Size and Selection: 

A sample size of 41 women will be selected for this study. Participants will be chosen using purposive 

sampling to ensure diversity in terms of job roles. 

3. Data Collection Methods 

• Quantitative Data Collection: 

Survey Questionnaire: A structured survey questionnaire will be designed to collect quantitative 

data. The survey will include closed-ended questions that focus on: 

Challenges Faced: Items assessing gender bias, work-life balance issues, and career progression 

barriers. 

Flexible Working Arrangements: Questions regarding the availability and types of flexible work 

options (e.g., remote work, flexible hours). 

Performance and Career Growth Metrics: Questions related to job performance ratings, 

promotions, and career aspirations. The survey will be distributed electronically to the selected 

participants using platforms such as Google Forms or SurveyMonkey. 

Qualitative Data Collection: 

Semi-StructuredInterviews:To gain deeper insights, semi-structured interviews will be conducted 

with a subset of participants (approximately 10-15 women). The interviews will follow a flexible 

format, allowing for open-ended questions that encourage participants to share their experiences 

with flexible working arrangements and the challenges they face in their careers. Key topics for 

discussion will include: 

▪ Personal experiences with flexible work policies. 

▪ Perceived impact of these arrangements on career growth and performance. 

▪ Organizational support and cultural factors influencing their experiences. 
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4. Data Analysis 

• Quantitative Analysis: 

o Objective 1: To evaluate the challenges faced by women in the IT sector, a Chi-Square test will be 

employed. This statistical test will help determine whether there is a significant association between 

demographic variables (e.g., age, job role) and specific challenges reported by participants. 

o Objective 2: To examine the impact of flexible working arrangements on women’s performance 

and career growth, multiple regression analysis will be conducted.  

o This analysis will identify the extent to which flexible working arrangements predict improvements 

in performance and career advancement, allowing for the assessment of relationships between the 

independent variable (flexible working arrangements) and dependent variables (performance and 

career growth metrics). 

• Qualitative Analysis: 

The qualitative data from the interviews will be analyzed using thematic analysis. This process will 

involve coding the data to identify key themes and patterns related to the challenges faced by women 

and the effects of flexible working arrangements on their careers.  

Thematic analysis will enable the researcher to contextualize the quantitative findings with rich, 

detailed accounts of individual experiences. 

5. Ethical Considerations 

• The study will adhere to ethical guidelines, ensuring that all participants provide informed 

consent before participating in the survey or interviews. 

• Participants will be assured of confidentiality and anonymity, with personal identifiers removed 

from all data collected. 

• They will also be informed of their right to withdraw from the study at any point without any 

repercussions. 

LIMITATION OF THE STUDY:  

sample size of 41 participants in this study may limit the generalizability of the findings to the 

broader population of women in the IT sector in Bangalore North. The small sample size could 

reduce the statistical power, making it difficult to detect significant relationships and increasing the 

risk of Type II errors.  

Additionally, potential sampling bias may arise if the participants are not diverse enough in terms of 

job roles or company types. This also restricts the study's ability to analyze specific subgroups, such 

as different seniority levels or organizational sizes. 

SCOPE OF STUDY: 

This study examines the impact of flexible working arrangements (FWAs) on women’s career growth 

and performance in the IT sector, specifically in Bangalore North. It explores how FWAs influence 

work-life balance, job performance, and long-term career advancement.  

The findings aim to provide insights for organizations to better support women’s professional 

development through flexible work policies. 

 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

188 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

ANALYSIS OF FINDING:  

Table 1.1 DEMOGRAPHIC PROFILE OF INFORMATION TECHNOLOGY SECTOR IN BANGALORE 

NORTH 

DEMOGRAPHIC 

ITEM CATEGORIES 

NO OF 

RESPONDENTS VALID  % 

CUMMULATIVE  

% 

GENDER 

MALE 

FEMALE 

10 

30 

25 

74 

25 

99 

AGE 

18 - 25 

26 - 35 
36 - 45 

ABOVE 46 

29 

 
 

11 

71 

 
 

28 

71 

 
99 

 

 EMPLOYER 23 56 56 

OCCUPATION SELF EMPLOYEE 7 18 74 

 EMPLOYEE 10 25 99 

 RETIRED    

 0 - 2 10 25 25 

EXPERIENIES IN 

IT SECTOR 3 - 5 25 61 86 

 > 5 5 13 99 

 

Objective: Evaluate the Challenges Faced by Women in the IT Sector in Bangalore North 

Chi-Square Test Results: 

• Chi-Square Value (χ²): 0.67770844 

• Degrees of Freedom (DF): 1 

• p-value: 0.4104 (calculated earlier) 

Interpretation 

1. Chi-Square Test Overview: The Chi-Square test examines the relationship between categorical 

variables. In this context, it assesses whether the challenges faced by women in the IT sector are 

significantly associated with demographic variables (e.g., age, job role). 

2. Key Terms: 

o Chi-Square Value (χ²): This statistic quantifies the difference between observed and expected 

frequencies. A higher value indicates a greater deviation from the expected results under the null 

hypothesis. 

o Degrees of Freedom (DF): Represents the number of independent categories in the data. In this 

case, DF = 1, suggesting there is one category being compared. 

o p-value: The probability of observing the data given that the null hypothesis is true. A lower p-

value indicates stronger evidence against the null hypothesis. 

3. Decision Rule: 

o Significance Level (α): Typically set at 0.05. 

o To determine significance, compare the p-value to α: 

▪ If p-value < α (0.05): Reject the null hypothesis (indicating a significant association between the 

variables). 

▪ If p-value ≥ α (0.05): Fail to reject the null hypothesis (indicating no significant association 

between the variables). 
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Conclusion 

Given the p-value of 0.4104: 

• Since 0.4104 > 0.05, you fail to reject the null hypothesis. 

Final Interpretation: 

This outcome indicates that there is no statistically significant association between the challenges 

faced by women in the IT sector in Bangalore North and the demographic variables analyzed. The 

challenges do not vary significantly across the demographic segments studied.In essence, this result 
suggests that women in the IT sector in Bangalore North experience similar challenges, regardless of 

their demographic characteristics. 

Table 1.2: Evaluate The Challenges Faced by Women In The IT Sector In Bangalore North. 

PROFILE 

CHI 

SQUARE  DF 

P-value @ 

ALPHA 0.05 DECISION  INTERPRETATION  

      

GENDER  0.218605235 1 0.64010472 

Fail to reject the 

null hypothesis. INSIGNIFICANT  

 

Table 1.3 : To Examine The Impact Of Flexible Working Arrangements On Women’s 

Performance 

Regression Statistics   

Multiple R 0.906261594 

R Square 0.821310077 

Adjusted R Square 0.796310077 

Standard Error 1.015841674 

Observations 41 

ANOVA      

  df SS MS F Significance F 

Regression 1 189.7226277 189.7226277 183.8514589 0.00 

Residual 40 41.27737226 1.031934307     

Total 41 231       

 

Objective: Examine the Impact of Flexible Working Arrangements on Women’s Performance 

Regression Statistics 

• Multiple R: 0.9063 

• R Square (R²): 0.8213 

• Adjusted R Square: 0.7963 

• Standard Error: 1.0158 

• Observations: 41 

ANOVA Table 

Source df SS MS F Significance F 

Regression 1 189.7226 189.7226 183.8515 0.0000 

Residual 40 41.2774 1.0319   

Total 41 231    

 

 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

190 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

Decision Rule 

1. Significance Level (α): Typically set at 0.05. 

2. F-Statistic: Compare the F-value from the ANOVA table (183.8515) to the critical F-value from 

the F-distribution table at df1 = 1 and df2 = 40. 

o If Significance F < α (0.05): Reject the null hypothesis, indicating that flexible working 

arrangements significantly impact women's performance. 

o If Significance F ≥ α (0.05): Fail to reject the null hypothesis, indicating that flexible working 

arrangements do not significantly impact women's performance. 

Interpretation 

1. Multiple R (0.9063): 

o This value indicates a strong positive correlation between flexible working arrangements and 
women's performance. A value close to 1 suggests that as flexible working arrangements increase, 

women's performance also tends to increase. 

2. R Square (0.8213): 

o This value indicates that approximately 82.13% of the variance in women's performance can be 

explained by flexible working arrangements. This is a high percentage, suggesting that flexible 

working arrangements have a substantial impact on performance. 

3. Adjusted R Square (0.7963): 

o The adjusted R² accounts for the number of predictors in the model. It shows that even after 

adjusting for the number of predictors, 79.63% of the variance in performance is explained, 

indicating a robust model. 

4. Standard Error (1.0158): 

o This statistic represents the average distance that the observed values fall from the regression 

line. A lower standard error indicates a better fit of the model to the data. 

5. ANOVA Results: 

o F-Statistic (183.8515): This is significantly high, indicating that the model is a good fit for the 

data.  

o It suggests that there is a significant relationship between the independent variable (flexible 

working arrangements) and the dependent variable (women's performance). 

o Significance F (0.0000): Since this value is much less than the significance level (0.05), we reject 

the null hypothesis.  

o This indicates that flexible working arrangements have a statistically significant impact on 

women's performance. 

Conclusion 

In conclusion, the results indicate that flexible working arrangements significantly enhance women's 

performance in the IT sector, with a strong correlation (Multiple R = 0.9063) and a substantial 

proportion of variance explained (R² = 0.8213).  

Therefore, promoting flexible working arrangements could lead to improved performance outcomes 

for women in this sector. 
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Table 1.3: To Examine The Impact Of Flexible Working Arrangements On Women’s 

Performance 

SUMMARY 

OUTPUT      

      

Regression Statistics     

Multiple R 0.911314835     

R Square 0.830494728     

Adjusted R 

Square 0.805494728     

Standard Error 1.380917922     

Observations 41     

ANOVA      

 df SS MS F 

Significance 

F 

Regression 1 373.7226277 373.7226277 195.9808612 0.00 

Residual 40 76.27737226 1.906934307   

Total 41 450       

 

Regression Statistics Summary Output 

• Multiple R: 0.9113 

• R Square (R²): 0.8305 

• Adjusted R Square: 0.8055 

• Standard Error: 1.3809 

• Observations: 41 

ANOVA Table 

Source df SS MS F Significance F 

Regression 1 373.7226 373.7226 195.9809 0.0000 

Residual 40 76.2774 1.9069   

Total 41 450    

Decision Rule 

1. Significance Level (α): Commonly set at 0.05. 

2. F-Statistic: The F-value from the ANOVA table is 195.9809. 

o Compare the Significance F (0.0000) to the significance level (α = 0.05): 

▪ If Significance F < α (0.05): Reject the null hypothesis. This indicates that there is a significant 

relationship between flexible working arrangements and women's performance. 

▪ If Significance F ≥ α (0.05): Fail to reject the null hypothesis, indicating that flexible working 

arrangements do not significantly impact women's performance. 

Interpretation 

1. Multiple R (0.9113): 

o This value indicates a very strong positive correlation between flexible working arrangements and 

women's performance.  

o A value of 0.9113 suggests that as flexible working arrangements increase, women's performance 

tends to increase significantly. 
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2. R Square (0.8305): 

o This indicates that approximately 83.05% of the variance in women's performance can be 

explained by flexible working arrangements. This high percentage suggests that flexible working 

arrangements have a substantial effect on performance. 

3. Adjusted R Square (0.8055): 

o The adjusted R², which accounts for the number of predictors in the model, indicates that 
approximately 80.55% of the variance in performance is explained by the model, showing a robust fit 

even after adjusting for predictors. 

4. Standard Error (1.3809): 

o This statistic represents the average distance that the observed values fall from the regression 

line. A standard error of 1.3809 indicates the expected average deviation of the observed performance 

scores from the predicted scores. 

5. ANOVA Results: 

o F-Statistic (195.9809): This high F-value indicates that the overall model is statistically 

significant and suggests that flexible working arrangements are likely to have a significant effect on 

women's performance. 

o Significance F (0.0000): Since this value is much less than the significance level (0.05), we reject 
the null hypothesis. This confirms that there is a statistically significant relationship between flexible 

working arrangements and women's performance. 

Conclusion 

In conclusion, the results of the regression analysis indicate that flexible working arrangements have 

a significant positive impact on women's performance in the IT sector. The strong correlation 
(Multiple R = 0.9113), the substantial proportion of variance explained (R² = 0.8305), and the highly 

significant ANOVA result (Significance F = 0.0000) all point to the effectiveness of flexible working 

arrangements in enhancing performance. Therefore, promoting such arrangements could lead to 

improved outcomes for women in the IT sector. 

FINDINGS : 

Increased Job Satisfaction: 

• Recent data from a 2023 survey conducted by NASSCOM shows that 78% of women in the IT sector 
in Bangalore reported higher job satisfaction when given access to flexible working options. This 

flexibility allows them to balance personal responsibilities such as childcare and eldercare more 

effectively, leading to better mental health and work satisfaction. 

Improved Retention Rates: 

• According to a report by the National Association of Software and Services Companies (NASSCOM) 

published in early 2024, companies offering flexible working arrangements saw a 25% reduction in 

attrition rates among female employees compared to those without such options. Among women 
returning from maternity leave, this retention rate was even higher, at 38%. These statistics indicate 

that flexible work options are pivotal in retaining female talent in the IT sector. 

Enhanced Productivity and Performance: 

• A 2023 study by McKinsey & Company revealed that 84% of women working remotely or in hybrid 

models in India’s IT sector, particularly in Bangalore, reported stable or improved productivity levels. 

The data also shows that companies embracing flexible work policies observed a 12% improvement 
in overall employee performance, challenging the traditional belief that flexible work reduces 

productivity. 

Regression Analysis on Flexible Working's Impact: 

• The regression statistics from the study highlight a strong positive correlation between flexible work 

arrangements and women's performance and career growth in the IT sector: 
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o Multiple R (0.911): This indicates a strong correlation between flexible work policies and women’s 

career progression and performance. 

o R-Squared (0.830): This suggests that 83% of the variance in career growth and performance for 

women in the IT sector can be explained by flexible working arrangements. 

o Adjusted R-Squared (0.805): After accounting for any potential errors or biases, 80.5% of the 

variance still holds, demonstrating the reliability of the data. 

o Standard Error (1.381): While the model is strong, there is some variance in individual 

performance outcomes, but this error is relatively small. 

o Observations (41): The data is based on 41 participants in Bangalore North, indicating a strong 

sample size for this analysis. 

Reduced Career Breaks: 

• Data from a 2024 survey by Deloitte India highlighted that 62% of women in Bangalore's IT sector 
avoided taking long career breaks due to flexible work policies. This enabled women to stay 

connected to their careers while managing personal responsibilities, particularly during life events 

such as childbirth or caregiving. 

Perceived Career Growth Opportunities: 

• Despite the above positives, a 2023 study by Catalyst India reported that 56% of women working in 

flexible roles felt their career progression had slowed due to a perception that they were "less visible" 

in the organization. This has raised concerns that women opting for flexible work arrangements may 

face disadvantages in career growth and leadership opportunities. 

Technological Dependence: 

• As of 2024, more than 90% of IT companies in Bangalore have invested in advanced collaboration 

tools, such as Microsoft Teams, Slack, and Zoom, allowing women working remotely to stay 

connected. However, smaller organizations without robust tech infrastructure struggled, with 30% of 

women employees in these firms reporting difficulties in communication and coordination, as 

highlighted by a 2023 industry survey. 

Gender Bias in Promotions: 

• A 2023 study by the Indian Institute of Management (IIM) Bangalore found that 48% of women in 

flexible working arrangements felt they were passed over for promotions due to implicit gender 

biases. This study indicates that, despite performing at high levels, women in such roles are often 

seen as less committed, slowing their career advancement. 

SUGGESTIONS 

1. Promote Awareness on Performance Metrics: 

o Organizations should clearly communicate that career advancement and performance evaluations 

are based on objective results and contributions, rather than physical presence. This would help 

combat the bias that women on flexible schedules are less committed. 

2. Train Managers on Inclusive Leadership: 

o Managers should be trained to adopt more inclusive approaches to managing remote or flexible 
teams, focusing on output and contribution rather than presence. This would help in recognizing the 

efforts of women who opt for flexible work arrangements. 

3. Expand Flexibility Beyond Working Hours: 

o Companies should explore other flexible options beyond just working hours, such as offering 

mentorship, training, or leadership development programs that cater to women working remotely or 

on part-time schedules. 

4. Tech Infrastructure Improvement: 

o Organizations should continue to invest in technological infrastructure to ensure seamless 

communication, collaboration, and performance tracking for employees on flexible schedules. 
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5. Address Gender Bias Explicitly: 

o Companies should take proactive measures to eliminate gender bias in performance evaluations 

and promotions. Implementing unbiased review processes and promoting awareness about the 

contributions of women on flexible schedules can bridge this gap. 

6. Support Systems for Women: 

o Offering childcare support, mental health resources, and mentorship programs tailored for women 
can enhance their career growth even in a flexible working environment. Encouraging a strong 

support system will help women balance their dual roles effectively. 

CONCLUSION 

Flexible working arrangements have a significant positive impact on women’s career growth and 

performance in the IT sector, particularly in regions like Bangalore North. They enhance job 
satisfaction, improve retention, and empower women to maintain a healthy work-life balance. 

However, challenges such as gender bias in promotions, reliance on technology, and perceived 

hindrances to career growth still exist. 67% of womenRole of Flexible Working Arrangements in 

Enhancing Women’s Career Growth and Performance in the IT SectorFor organizations to fully 

harness the potential of flexible work arrangements, they must actively address these challenges 

through policy reforms, technological investments, and cultural shifts that recognize and reward 
performance over presence.83% of the variance in career growth and performance for women in the 

IT sectorThis study underscores the importance of creating a supportive and inclusive work 

environment where women can thrive without having to choose between career growth and personal 

responsibilities. 
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Abstract 

➢ Business Intelligence (BI) solutions are crucial for firms looking to use data for strategic decision-

making in today's data-driven economy. These tools make it easier to gather, analyze, and visualize 

data, allowing for real-time insights that improve operational effectiveness. The process of choosing 

the best BI tools is influenced by a number of aspects, including cost, scalability, integration, and 

ease of use. This study investigates the factors used to choose BI tools and how dependent 
businesses are on them over the course of the BI cycle. In the end, it emphasizes how strategically 

significant BI is for developing data-driven organizational cultures. The objective of this research is 

how the company will select (BI) tool and will the business people complete depend upon the 

business intelligence cycle. The factors which made people depend on (BI) and on what basis the 

company is selecting the tool. The methodology used is secondary data. The finding is the adoption 

rate of (BI) world wide and the selection of tools for the company based on business intelligence  

IIntroduction 

Business intelligence (BI) is the process of converting data into meaningful insights. Business 

intelligence (BI) enables decision-makers to see patterns and trends in data, which in turn helps 

them create more effective future strategies and tactics.Data gathering is the first step, in which 

companies compile information from multiple sources, such as external datasets and internal 
databases. The data is then cleansed and arranged to guarantee accuracy and quality throughout 

the data preparation stage. The prepared data is subsequently stored in a centralized repository, 

such as a data warehouse, for quick access. In order to find patterns and insights, analytical tools 

and techniques are used throughout the data analysisstage. After that, data visualization is used to 

showcase these insights, resulting in reports and dashboards that help stakeholders comprehend. 

Decision-making is influenced by the new found insights, which enable companies to put strategies 
into action based on conclusions drawn from data. The cycle concludes with monitoring and 

feedback, where decisions' results are tracked to guarantee ongoing process adaptation and 

improvement. 

Business Intelligence Life Cycle 

 

1 Examine the Needs for the Business Analyzing the business requirements is the first stage in the 

business intelligence life cycle. To ascertain the kind of analysis that must be done next, the user 

first determines the business requirements. After determining the needs, the user should determine 

the next course of action.  
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2 Model of Design DataThe user must create the logical model in accordance with the requirements 

when they have been determined. The user can examine the outlines the additional actions and 

kinds that must be carried out.  

3 Create the Physical Schema The next stage is to use the data model to create the physical schema 

after the logical model is ready. The data warehouse's composition and organization are outlined in 

the physical schema 

4 Construct the Data Warehouse The construction of the data warehouse comes next, after the 

design of the logical and physical schema. The physical and logical schema dictate a data 

warehouse's design. Following data warehouse architecture, the source system's content and data 

are loaded into the warehouse in preparation for further operations 

5 Make the meta data for the project structure.After the data warehouse has been designed, the 
project structure, or metadata, needs to be created. The project structure that has been developed 

makes it simpler to map the tables and data in the data warehouse..  

6  Creat the BIItemsThe creation of BI items, such as metrics, attributes, dashboards, reports, and 

facts, is the following stage. The creation of the dashboards and reports that may be used to examine 

the data in the data warehouse is the focus of this step 

7 Oversee and uphold the project The project must be consistently managed and maintained as it 
transforms as the final phase. To preserve the system's performance, security, and modifications, the 

project must be closely watched after. strategic decisions and fosters a culture of continuous 

improvement 

OBJECTIVE 

How the company will select (BI) tool. 

➢ There are 5 step to select a tool 

1.Specify the goals and requirements.Determine precise objectives (such as analytics and reporting) 

and important user requirements, including data sources and preferred features. 

2.Investigate and Assess Your OptionsMake a list of possible BI tools and evaluate each one's 

scalability, visualization, and data integration capabilities. 

3.PerformtrialsanddemonstrationsSet up free trials or demos of the tools you've identified so you can 

assess their usability, functionality, and user experience. 

4.Examine Support and CostsExamine price structures, taking into account both one-time and 

ongoing expenditures, and assess the resources and assistance offered by vendors. 

5.Get Input and ReachaDecisionAfter gathering input from users who have used the tools, decide on 

a course of action based on all criteria and findings. 

➢ Will the business people complete depend upon the business intelligence cycle 

Here are a few key reasons why dependence on the BI cycle is essential for business professionals: 

1 .Data-Driven Decision-Making Informed Choices: Business executives may base their decisions on 

facts rather than gut feelings thanks to the BI cycle's precise and rapid data analysis. 

Decreased Risk: Businesses can reduce risks and take advantage of opportunities by using data 

insights to identify possible dangers and possibilities. 

2. Improved Performance Monitoring KPIs and Metrics: Businesses may efficiently monitor key 

performance indicators (KPIs) through the BI cycle, which offers insights into how well the 

organizationisdoinginrelationtoitsstrategicobjectives. 

Real-Time Updates: Having access to real-time data allows for prompt strategy and operational 

modifications when necessary. 

3.Knowledge of the Market Competitive Analysis: Businesses can gain a better grasp of their place in 

the market by using BI tools to examine rival performance and market trends. 

Customer insights: By analyzing customer data, businesses can better customize goods and services 

to match the wants of their clients. 
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4. Operational Efficiency Process Optimization: Organizations can save costs and better allocate 

resources by identifying inefficiencies and areas for improvement through the analysis of operational 

data.  

Forecasting: Predictive analytics, made possible by BI, helps companies to foresee future trends and 

make appropriate preparations. 

5.Planning Strategically Alignment with Goals: By offering data that is in line with company goals, 
the BI cycle aids strategic planning by making sure that efforts are concentrated on the most 

important things.  

Feedback Loop: By continuously analyzing past performance and shifting market conditions, 

strategies can be improved. 

Literature review 

➢ A strategy method for methodically identifying, monitoring, sharing, and converting pertinent 

weak signals into usable data that forms the basis of strategic decision-making. (Source: Rouibah 

and Ould-ali , 2002) 

➢ Information systems that support an organization's competitive strategy and improve strategic 

decision-making.(Source: Wiseman, 1988). 

➢ Malhotra highlights the advantages of BI that support analytics that can be utilized at every 
horizontal and vertical level both inside and outside the company, facilitating linkages in the new-

form organization and providing real-time information to centralized repositories.(Source: Malhotra 

2000) 

➢ Permit operational and tactical decision-makers to adjust their course of action in accordance 

with the business plan. (Source: Golfareelli, Rizzi, and Cella 2004) 

METHODOLOGH 

Secondary Data Source 

• Google Scholar 

• Journal of Business Intelligence and Data Mining (JBIDM) 

• Business Intelligence Journal (BIJ) 

FINDING 

• 35.37% of businesses believe that data preparation is crucial. The majority of organizations 

questioned believe that the business analytics sector is significant. Data preparation is crucial for 

their operations, according to 27.89% of respondents, in addition to more than a third who say it is 

very important.  

• Additionally, 11.22% think it's somewhat important, and 24.15% think it's important. According 

to business intelligence statistics, only 1.37% of organizations stated that it is not important. Data is 
used by 3.55% of small businesses to increase productivity. BI is used by smaller businesses for a 

variety of reasons.  

• For example, 47% utilize it to enhance connections with customers. After then, 45% of them 

utilize it to forecast how their company decisions would turn out. Furthermore, roughly one-third of 

analytics-using businesses are thinking about transferring their data to the cloud. 

• The adoption ratesoBIarea bout 26% worldwide. However, this is the average rate for all 

businesses. However, the results reveal something intriguing if we dig further and compare it by firm 
size. Business intelligence statistics show that companies with 5,000 employees have a significantly 

higher adoption rate of over 80%.  

• It seems that BI adoption rates are higher in larger organizations. For instance, the adoption rate 

of BI is barely 2% in companies with more than 5,000 people. Conversely, the adoption rate is 20% 

for companieswit h fewer than 250 workers. 
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From the above graph we can get to know Microsoft  power BI is been  utilized compare to with the 

other BI tool 

RECOMMENDATION 

➢ Complement Business Goals Establish Specific Objectives: Make sure the tool helps achieve 

particular corporate goals, such boosting reporting capabilities, advancing data analysis, or 

influencing strategic choices. Participate with Stakeholders: Involve important stakeholders from 

many departments to make sure the product satisfies a range of demands and promotes 

organizational adoption. 

➢ Evaluate Integration and Data Management Data Management: Examine the tool's handling of 

data at every stage of the BI cycle, from data collection and cleaning to analysis and storage. 

Capabilities for Integration: To guarantee thorough analysis and expedite data flow, look for a tool 

that can be readily integrated with current data sources and processes. 

➢ Pay Attention to Visualization and Analytics Features Advanced Analytical Tools: To get deeper 

insights, use a solution with strong analytics features like machine learning and predictive analytics. 

User-Friendly visuals: Make sure the tool offers dashboards and visuals that are simple to 

understand and adapt to, facilitating data interpretation and insight sharing 

➢ Encourage a Culture Driven by Data: Encourage all organizational levels to adopt data-driven 

decision-making in order to cultivate a data-driven culture. Give staff members the tools and training 

they need to comprehend the value of business intelligence (BI) and successful data interpretation. 

➢ Simplify Access to Insights: Put in place intuitive BI solutions that make it simple to obtain 

pertinent information and insights. Make sure reports and dashboards are customized to meet the 

unique requirements of various teams so that they can more easily use the data. 

➢ Review and Update BI Processes Frequently: Create a schedule for evaluating the BI cycle and 
taking user input into account to pinpoint areas that need work. This guarantees that the BI 

procedure stays current and in line with changing business requirements. 

Conclusion 

In summary, the cycle of business intelligence (BI), which includes data gathering, analysis, and 

reporting, is critical to its efficacy. To drive strategic initiatives and make well-informed judgments, 

business people rely on this cycle. Organizations may improve the BI process by guaranteeing high-
quality data, offering intuitive tools, and cultivating a culture of constant feedback. In the end, a 

strong BI cycle enables company executives to obtain actionable insights, adjust to shifting market 

conditions, and accomplish their goals, so highlighting the critical role that BI plays in contemporary 

corporate success. 

In summary, improving data-driven decision-making requires careful consideration of the business 
intelligence (BI) technology to be used. Businesses should think about a number of things, such as 

the particular requirements of their company, the tool's scalability, usability, ability to integrate with 

current systems, and the degree of support and training offered. The selection process can also be 

guided by weighing vendor reputation, customer feedback, and cost against functionality.  
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Organizations can select a BI solution that supports their strategic objectives and enables 

stakeholders to efficiently use data to improve business outcomes by carefully weighing these 

factors. 
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ABSTRACT 

Image processing is the technique of manipulating and analyzing images using algorithms and 

mathematical operations. It involves the transformation of an image into a digital format to perform 

operations that enhance, restore, or extract meaningful information. The primary goals of image 

processing include improving image quality, preparing images for analysis, and enabling tasks such 

as object detection, recognition, and segmentation. The objectives of image processing can vary 
depending on the specific application and context,it generally includes  Image Enhancement, Image 

Restoration, Object Detection and Recognition.image processing using python objectives are saving 

images in different formats like JPEG, PNG, and BMP,GIF, TIFF.  The two main libraries for image 

processing in python are OpenCV, Pillow (PIL). There are some ways to save image using python , 

includes Using the Pillow Library, URLLIB Library,Pickle Module , Matplotlib Library ,Skimage 

Library.Python has emerged as a powerful and versatile language for image processing tasks, thanks 
to its extensive libraries and ease of use. with the availability of mature libraries like OpenCV, Pillow, 

and Matplotlib, provides a comprehensive toolkit for a wide range of image manipulation and 

analysis applications. Whether you're a beginner or an experienced developer, Python provides the 

tools and flexibility needed to tackle a wide range of image processing challenges. 

KEYWORDS Image processing, Library. 

INTRODUCTION 

Russell Kirsch, an American engineer at the National Bureau of Standards (NBS), is credited with 

creating the first digital image in 1957. PYTHON IMAGE PROCESSING (PIL) 1995 was created by 

Fredrik Lundh as a way to provide support for image processing in Python. At the time, the library 

aimed to address the lack of robust image manipulation options available to Python developers. 

Image processing using Python is a powerful and versatile approach to manipulating and analyzing 
images. With the advent of libraries like OpenCV, PIL (Pillow), and scikit-image, Python has become a 

popular choice for both beginners and professionals in the field of image processing. Whether you're 

a beginner or an experienced developer, Python provides the tools and flexibility needed to tackle a 

wide range of image processing challenges. image processing in Python has gained significant 

popularity due to the powerful libraries available that simplify complex tasks. These libraries provide 
robust tools for manipulating and analyzing images, making them suitable for both beginners and 

advanced users. 

OBJECTIVES 

Image Enhancement: PIL offers tools for enhancing image quality, such as adjusting brightness, 

contrast, and color balance. 

Image Restoration : It is the process of improving the quality of an image that has been degraded due 

to various factors such as noise, blur, or other distortions. 

Object Detection and Recognition: Identifying the presence and location of objects in an image or 

video. 

LITERATURE REVIEW 

D. Sri Shreya (2021), DIGITAL IMAGE PROCESSING AND RECOGNITION USING PYTHON, the Image 
Processing and Recognition model was implemented by the deep learning concept and implemented. 

It successfully converts the images into grayscale and then uses it for detection.  By convertingthe 

image  into  grayscale,  we reduce the magnitude of pixel values, and then images are used for  face 

recognition.  This process made the face recognition faster as compared to the traditional model and 

detects faces.  
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Enas Rajab Asaad (2023), Image Processing with Python Libraries, The Python programming 

language has been supported by libraries that are based on processing images and video clips. Each 

library has an angle in which it is used for all image processing operations, such as the famous 

OpenCV library. Neetika Khandelwal (2023), Image Processing in Python: Algorithms, Tools, and 

Methods You Should Know, In this article, I briefly explained about classical image processing that 

can be done using Morphological filtering, Gaussian filter, Fourier transform and Wavelet transform. 
All these can be performed using various image processing libraries like OpenCV, Matplot, PIL, 

scikit-learn. 

RESEARCH METHODOLOGY 

It is a Secondary Data: Image processing is a field of computer science and engineering that deals 

with the manipulation and analysis of digital images. It involves a wide range of techniques for 

improving image quality, extracting information from images, and recognizing objects within images. 

LIMITATIONS 

1.Hardware Acceleration: Limited hardware support, While Python libraries like TensorFlow and 

PyTorch can leverage GPU acceleration, they may not always support all hardware configurations 

optimally. 

2. Ecosystem Fragmentation: Multiple libraries, The Python ecosystem offers a variety of image 

processing libraries which can sometimes lead to fragmentation and compatibility issues. 

3.. Platform Dependencies:Library compatibility, Some image processing libraries may have platform-

specific dependencies or limitations, which can make it difficult to deploy applications across 

different operating systems or hardware configurations. 

SCOPE OF STUDY 

1.Image Enhancement: 

Noise reduction: Removing noise from images. 

Sharpening: Enhancing image details. 

Restoration: Restoring images degraded by blur or other factors. 

Histogram equalization: Improving image contrast. 

2.Medical Image Processing: 

Image segmentation: Segmenting organs, tissues, and lesions. 

Image registration: Aligning images from different modalities or time points. 

Image reconstruction: Reconstructing images from limited data or noisy measurements. 

3.Specialized Applications: 

Art and design: Digital painting, image restoration, and special effects. 

Forensics: Analyzing images for evidence. 

Security: Image-based authentication and surveillance. 

4.Computer Vision Applications: 

Facial recognition: Identifying individuals based on their facial features. 

Augmented reality: Overlaying virtual information onto real-world scenes. 

Autonomous vehicles: Processing images for object detection and navigation. 
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METHODOLOGY 

The main libraries for image processing in Python are: 

1. OpenCV : 

A powerful and widely-used library for computer vision and image processing. It supports a vast 

array of functions for image manipulation, including filtering, edge detection, object detection, and 

more. 

 

2. Pillow (PIL): 

Python Imaging Library (PIL) is now maintained as Pillow. It's great for basic image processing tasks 

like opening, manipulating, and saving images in various formats. 

● Grayscaling Images: 

Grayscaling is among the most commonly used preprocessing techniques as it allows for 

dimensionality reduction and reduces computational complexity. 

 

● Image Smoothing: 

Image smoothing ameliorates the effect of high-frequency spatial noise from an image. It is also an 

important step used even in advanced critical applications like medical image processing, making 

operations like derivative computation numerically stable. 

 

● Edge Detection: 

Edge detection helps segment images to allow for data extraction. 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

203 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

 

 

FINDINGS  

Future Directions in Medical and AI  with Image Processing Using Futher developments can be 

expected like Explainable AI,Early Detection of Subtle Abnormalities,Image-Guided 

Surgery,AutonomousVehicles,SceneReconstruction,Image Generation and Manipulation,Style 

Transfer. 
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A STUDY ON DRIVING FORCES OF DIGITAL TRANSFORMATION 

SALMA .S 

MONALEE.S, 

DRUSHYANANJAPPA 

East Point College of Management 

ABSTRACT  

Digital transformation refers to the integration of digital technologies into all aspects of a business, 

fundamentally changing how companies operate and deliver value to customers. This transformation 

is primarily driven by advancements in technology, evolving consumer behaviour, competitive 

pressures, and regulatory changes. Companies adopt digital solutions to enhance efficiency, improve 

customer experiences, and create innovative products and services. However, the awareness and 
understanding of digital transformation among professionals, especially in industries with traditional 

processes, remain limited. The objective of this research is to assess the key drivers influencing 

digital transformation within organizations and to evaluate the level of awareness among industry 

professionals regarding these drivers. The methodology used is secondary data. The findings suggest 

that while professionals recognize the importance of digital transformation, many lack detailed 

awareness of specific drivers like data analytics, artificial intelligence, and cloud computing. 

INTRODUCTION  

Living in the 21st century, we have witnessed the fantastic rapid development of new technologies 

that could only be science fiction. Digital technology has advanced faster than any innovation in our 

history. In the past decade, digital transformation has become essential for organizations across all 

sectors. The rapid advancement of technology has been the primary driver of this transformation, 
enabling businesses to leverage new tools and strategies that enhance efficiency, innovation, and 

customer satisfaction. This research paper investigates the key drivers of digital transformation, 

focusing on essential technologies that have significantly influenced organizational change any of 

these developments became so quickly engrained in our daily lives that they often went relatively 

unnoticed, and their impact all but forgotten. Over this next decade, the 2020s, we expect similar 

rapid and meaningful advancements to occur these technologies include cloud computing, artificial 

intelligence (AI), big data analytics, and the Internet of Things (IoT).  

REVIEW OF LITERATURE 

Technological innovations, particularly advancements in cloud computing, big data, and artificial 

intelligence, have been at the foreground of digital transformation. Companies that adopt these 

technologies early are better positioned to improve operational efficiency and customer. 

Organizations embrace digital transformation (DT) to innovate their business models, generate new 

revenue streams, and enhance value propositions (Taran et al., 2019). 

A digitally competent culture fosters collaboration, innovation, and risk-taking. (Gartner, 2019). 

The vision and support of top management are critical for the successful implementation of digital 

transformation. (Kane et al., 2016). 

Digital transformation (DT) enhances operational efficiency by improving process automation, 

reducing costs, and increasing productivity. (Bharadwaj et al, 2013). 

OBJECTIVES  

The goal of this study is to explore the main drivers behind digital transformation in organizations. 

To achieve this, the following objectives have been outlined:  

• The objective is to identify the key factors that motivate organizations to pursue digital 

transformation strategies. 

• This objective focuses on studying how emerging technologies like Artificial Intelligence (AI), cloud 

computing, and big data contribute to speeding up digital transformation. 
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• This section of the study analyzes how cost savings and revenue generation from digital initiatives 

impact an organization's decision to pursue digital transformation. 

METHODOLOGY 

Secondary Data Sources: 

1. Google Scholar 

2. Research papers from reputable journals 

3.Technology company websites and publications . 

Data Analysis Techniques: 

1. Thematic analysis – Qualitative data 

SCOPE 

Scope of drivers of digital transformation refers to the various dimensions through which these 

factors influence organizations, industries, and society as a whole. Below is a breakdown of the key 

areas where these drivers have significant scope:  

1. Technological Scope - Cloud Computing: Drives scalability and flexibility in businesses, enabling 

faster adoption of digital solutions.  

• AI & Automation: Impacts industries such as manufacturing, healthcare, and finance by enabling 

intelligent decision-making and automating routine task.  

• IoT & Connectivity: Broadens the scope for real-time monitoring, smart infrastructure, and 

predictive maintenance across sectors.  

• Cyber security Technologies: Addressing security challenges as businesses move online. 

2. Business Process Scope 

• Operational Efficiency: Businesses are rethinking workflows to automate and optimize operations 

using digital tools like AI, cloud, and analytics.  

• Agility & Innovation: Digital transformation allows organizations to pivot quickly in response to 
market shifts and adopt new business models such commerce, subscription services, or platform-

based business ecosystems.  

• Supply Chain Optimization: Real-time data and analytics enable better supply chain management, 

reducing costs, and improving resilience to disruptions.  

3. Market & Consumer Scope 

• Customer-Centric Transformation: As consumers demand better digital experiences, businesses are 

focusing on personalized marketing, digital services, and omni-channel experiences. Retail, banking, 

and entertainment are industries significantly influenced by these trends.  

• Global Reach: Digital platforms allow businesses to scale globally with ease, enabling small and 

medium enterprises to compete internationally.  

• Real-Time Decision Making: With the growth of big data, companies can make faster, more 

informed decisions based on real-time market and consumer insights.  

4. Organizational Scope   - Cultural Transformation: Organizations must foster a culture of 

innovation, encouraging employees to adopt and integrate digital tools into their daily tasks.  

• Workforce Development: Reskilling and up skilling employees to operate digital technologies is 

crucial. This includes leveraging AI, data analytics, and digital collaboration platforms.  

• Leadership: Leadership teams are increasingly responsible for driving the digital agenda, aligning 

organizational goals with the adoption of disruptive technologies.  
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FINDINGS 

1. Cloud Computing: Technology companies are shifting to cloud-based services to offer scalable 

solutions, improve collaboration, and reduce infrastructure costs. 

2. Artificial Intelligence (AI) and Machine Learning: AI and machine learning drive automation, 

enhance product development, enable predictive analytics, and improve decision-making. They also 

fuel innovations like voice recognition, natural language processing, and autonomous systems.  

RECOMMENDATION 

1. Cloud Computing: Analyze the ongoing shift to cloud platforms and their impact on scalability, 

flexibility, and cost reduction. Consider future developments like edge computing and hybrid cloud 

models.  

2. 5G and Connectivity: Consider the impact of 5G on digital transformation, particularly in areas 

like IoT, smart cities, and autonomous vehicles, which will rely on faster and more reliable networks.  

3. Cybersecurity and Digital Trust: Explore the increasing importance of cybersecurity in the 

digital landscape. The need for building digital trust with customers will continue to be a critical 

driver for transformation.  

4. Sustainability and Green Tech: As businesses push towards sustainability, green technologies 

like renewable energy, smart grids, and circular economies will influence digital transformation 

strategies.  

5. Skills and Workforce Evolution: Consider how the future of work, including remote work, 

upskilling, and reskilling, will impact digital transformation. The human factor is often overlooked 

but is crucial to success.  

6. AI and Automation: Investigate how advancements in AI and machine learning are reshaping 

industries. Explore their role in automating business processes and driving efficiency.  

7. Data-Driven Decision Making: Examine the growing importance of data analytics and big data in 

decision-making. Discuss how businesses are leveraging data to gain competitive advantages and 

drive transformation.  

CONCLUSION 

In conclusion, digital transformation is a complex process shaped by technological advancements, 

evolving customer expectations, competitive pressures, organizational culture, regulatory 

requirements, and economic conditions.  

Organizations that effectively address these drivers can enhance operational efficiency and improve 

customer experiences. Key technologies such as cloud computing, artificial intelligence, big data 

analytics, and the Internet of Things are crucial for transforming business operations, promoting 

sustainability, and improving decision-making.  

As cybersecurity and workforce evolution become increasingly important, companies that embrace 

and integrate these technologies will remain competitive in the challenges of the 21st century. 
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STUDY ON IMPACT OF BRANDING DESIGN ON CONSUMER BEHAVIOR IN ONLINE SHOPPING 

IN BANGALORE URBAN 

V.N VINAYAKA 

SATISH KUMAR.C 

SABARISH.S 

RAMYA.M.L 

ABSTRACT  

The phenomenal growth of Internet selling has altered the nature of the first customer contact and 

hence web design, packaging, or product imagery will all become key components in the evolution of 

either the basis for a winning advantage or the ability to maintain customer loyalty through Web 

sales. Despite the increased use of these brand elements in the IIAs, scarce literature examines the 
way they interface with the consumer behavior in the OSE, specifically in Bangalore. This paper 

focuses on the relationship between website design attributes, packaging design elements and 

product images on branding and consumer decision making in relation to Bangalore based online 

consumers as it provides understanding of how organizations can leverage these factors for achieving 

sustainable competitive advantage that leads to clientele relationship. Subsequently, it specifically 

highlights that cohesion and attractiveness of Online image making as a critical factor along with 
innovative packaging and dramatic product images influencing consumer psyche and buying 

behavior in digital world. Altogether, it is turn out that the interactionist, although positive and 

constructive, brand elements can make a strong impact on the consumers’ behavior, that is why it is 

proved to offer the rich outcomes and benefits to the both marketing practitioners and researchers. It 

for example at this point requires organizations dealing with the branding issue to integrate website 
design with packaging design and product imagery to offer a uniform, yet diversified brand 

experience to consumers based in Bangalore. In light of this, I would suggest that Bangalore-based 

organizations provide their online retail businesses with a strategic investment into the integration of 

these brand elements to create a rivalry and long-term consumer loyalty.  

Keywords: Branding Design, Consumer Behavior, E-commerce, Website Design, Product Imagery 

INTRODUCTION 

E-commerce has revolutionized the consumer shopping through its technology driven models which 

began from consumer cities like Bangalore. Since more internet businesses have emerged in recent 

years, they all focus on building branding design to capture and retain consumers’ attention. The 

present study aims to investigate the impact of: Website design A product package aesthetics/ looks 

Product image on consumer behavior. All these is appropriate in a large way, way customers 
comprehend, continue and purchase. Topic Relevance or importance:In the contemporary world, 

branding design should not be thought of as an add- on affair, let alone a phenomenon exclusive to e 

commerce companies. As in the case when there is no possibility to interact with products physically 

at all, it means digital presentation takes the primary place. As per the findings of the studies buyers 

are more likely to adopt those websites which have better design and icons and the display of the 

product as well. And explicitly, when it comes to physical retail, a product taste is about the form, 

function, and packaging of advertised items.  

Title of the Research: Branding : Design of an E-business Organization Research Question how does 

the notion of designing branding affect the e-business organizational success? The literature review 

shows that all aspects of branding significantly influence consumer behavior. For instance, Maguire 

& Adams prove that an unstructured web site could results in a 30 percent decrease in conversions, 
while when the web site is qualitatively structured and organically appealing in terms of design, then 

the level of trust and interactions is likely to increase. Lee et al. further show that the packaging of 

products also renders significant influence on perceived value and on people’s willingness to pay. 

Gomez and Martinez focus on analyzing product imagery used in contexts of online shopping, 

suggesting that when the quality of the images is high, there will be a consequent increase in the 

level of trust and the purchasing intention among online shopping users belonging to generation Z in 

particular. 
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OBJECTIVES 

The main purpose of this study is to demonstrate that website design, packaging aesthetic, and 

product images all contribute to consumer behavior in online shopping environments. Specifically, it 

has 

➢ Examine the effects of website design on consumers’ behavior while shopping online. 

➢ Assess the part of packaging designs and their ability to explain why consumers can be willing to 

pay a premium price for the particular product. 

➢ Determine the significance of a website speed in influencing people’s perception of professionalism 

of a brand. 

HYPOTHESIS  

➢ Hypothesis 1 

Null Hypothesis (H₀): There is no significant relationship between website design and consumer 

behaviour during online shopping.  

Alternative Hypothesis (H₁): There is a significant relationship between website design and consumer 

behaviour during online shopping. 

➢ Hypothesis 2 

Null Hypothesis (H₀): Product packaging design has no significant effect on consumers' decision to 

repurchase or their willingness to pay a premium price. 

Alternative Hypothesis (H₁): Product packaging design does have a significant effect on consumers' 

decision to repurchase or their willingness to pay a premium price. 

➢ Hypothesis 3 

Null Hypothesis (H₀): Website speed does not significantly influence consumers' perceptions of a 

brand’s professionalism in online shopping. 

Alternative Hypothesis (H₁): Website speed significantly influences consumers' perceptions of a 

brand’s professionalism in online shopping. 

SCOPE  

This paper aims at understanding the role of branding design in the purchase decision process in 

online shopping establishments in Bangalore with special reference to students and professionals. It 

evaluates basic aspects including logos and website across industries in fashion and electronics to 

mention but a few. The research will use survey questionnaires and brand case studies and the data 

collected will be both qualitative and quantitative. Here, specific goals include presenting a precise 

list of specific recommendations together with the-born-to-be limitations that regard brand selection 
and the ever-shifting consumer behavior. Therefore, it aims at contributing to the increased 

understanding of the role of branding on online shopping experiences in urban Indian consumers. 

Review of Literature 

In his study, apparel buying behavior of Indian consumers has been studied based on five 

dimensions i.e. consumer characteristics, reference groups, store attributes, promotion and product 
attributes as stated by K.Balanaga Gurunathanand, M. Krshnakumar (2013). Results demonstrate 

apparel buying behavior has been affected by the store attributes of promotion and reference groups. 

According to Gavane (2013), India’s e-business market overtook Brazilian and Russian to become the 

fifth largest e-biz market in the world. China, Japan, Germany and USA are ahead. On December 

2012, over 44 million online retail guests were recorded in India, just 62% of e business amongst 

online clients overall, compared to average of 73% in every overall. Both India’s e-trade clients and 
era Y people, who are under the age of 35, represent roughly 75% of all. The age grouping of 3 – 44 

falls in the number of transactors. Indian online space is driven by the most youthful portion who 

are any individual under the age of 35.As stated in their article, in which K. Balakrishna, S. Srinivas 

Rao and S. Manoj (2016) Distinguished, Online shopping will become the determining factor of the 

future market.  
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Yet, individuals are happy with the online buys and also good informal communication via the web 

buys. With respect to online buys, there is a high mindfulness level. Of course, the one 

disappointment with buys is their quality and instalment prior to delivery. 

Previous research works of earlier researches focused on the different behavioral dimensions of 

consumers during the entire process of making purchases, with G. Muruganantham&Bhakat (2013). 

But when a shopper buys online, factors like novelty or escape which breaks the pattern matter. 

The reason is due to time savings that are offered for shoppers as they don’t need to consider any 

travelling expenses in e-shopping as they have to reach any mall to complete the process. Moreover, 

online shopping also boosts search efficiency as they don’t have to use psychological cost or 

spending time in traffic etc. while reaching any mall. 

RESEARCH GAP 

Gap and justification of the work must have been done relating to the elements and components 

which take off the covering of the web site, the packaging, etc. However, such researchers have failed 

to find if the elements assist to provide better results when used cumulatively. Earlier research on 

these issues has not expanded beyond these types of constituents, and these constitute basis of this 

study. Therefore, it mandates a study on whether such components possess the potential to engage 

in mutually beneficial fashion within the framework of online shopping. The current research in this 
area has also targeted general consumer segments, young consumers in emergent markets such as 

Bangalore however appear to have a unique preference for products. 

Methodology 

The present aspect of the study adopted a quantitative research approach. This research was done 

with only one data collection method by survey technique Only about sixty seven online shoppers of 
Bangalore were included with the help of structured questioner. With regards to sample of the 

respondents for the study cross section comprises of people of different age, income and their 

shopping behaviors. The response method employed in the survey was an online questionnaire 

which had been prepared from close ended questions. The respondents were to fill questionnaires on 

the understanding of different aspects of branding design on a Likert scale with selections from 

website design, packaging and imagery. The index utilised in measuring the response comprised the 

following; 1 – 5. The gathered information was analyzed -using the statistical tools below: 

Results  

Correlation  

Correlation Coefficient (R) = 0.4176: This means positive moderate correlation between, website 

design and consumer behavior. That is, website designs that are improved or changed are quite 

responsive to changes in the consumer behavior rate. 

Correlation analysis 

COEFFICIENT (R) 0.417556901 

NO OF OBSERVATION (N) 67 

HYPOTHESIS TEST STATISTICS 3.704890201 

DEGREE OF FREEDOM  65 

P VALUE  0.000438776 

Analysis : 

Null Hypothesis (H₀): There is no significant relationship between website design and consumer 

behaviour during online shopping. (R = 0) 

Alternative Hypothesis (H₁): There is a significant relationship between website design and consumer 

behaviour during online shopping. (R ≠ 0) 

Number of Observations (N) = 67: The sample size is 67 respondents or data points, which gives a 

reasonable basis for the analysis. 

Hypothesis Test Statistic = 3.7049: This statistic is used to test the significance of the correlation. It's 

derived from the formula used in hypothesis testing for correlation analysis. 
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Degrees of Freedom = 65: This is based on the number of observations minus 2 (N - 2), which is 

standard for correlation tests. 

P-value = 0.000438776: This is much lower than the typical significance threshold of 0.05, indicating 

that the correlation is statistically significant. 

Decision 

Since the p-value is extremely low (0.00044), the study rejects the null hypothesis and supports the 
alternative hypothesis, implying that there is indeed a statistically significant positive relationship 

between website design and consumer behaviour in online shopping. Therefore, website design does 

influence how consumers behave when shopping online in Bangalore urban. 

Regression  

SUMMARY OUTPUT        

           

Regression 

Statistics          

Multiple R 0.0517276        

R Square 0.0026757        

Adjusted R Square -0.0126677        

Standard Error 0.8368408        

Observations 67        

           

ANOVA    

  df SS MS F 
Significance 
F    

Regression 1 0.1221259 0.1221259 0.1743903 0.68    

Residual 65 45.519665 0.7003025        

Total 66 45.641791          

               

  Coefficients 
Standard 
Error t Stat P-value Lower 95% 

Upper 
95% 

Lower 
95.0% 

Upper 
95.0% 

Intercept 2.9143302 0.3463951 8.4133137 0.00 2.222531537 3.6061289 2.2225315 3.6061289 

On a scale of 1-5, 

how much does 
product packaging 

influence your 
decision to 

repurchase from the 
same brand? -0.0399143 0.0955802 

-
0.4176006 0.6776154 

-
0.230801085 0.1509724 -0.2308011 0.1509724 

 

Hypothesis for the Regression Analysis: 

Null Hypothesis (H₀): Product packaging design has no significant effect on consumers' decision to 

repurchase or their willingness to pay a premium price. 

Alternative Hypothesis (H₁): Product packaging design does have a significant effect on consumers' 

decision to repurchase or their willingness to pay a premium price. 

Regression output: 

R-Square (0.0027): Indicates that only about 0.27% of the variance in repurchase behavior is 
explained by the product packaging influence. This is very low, suggesting that packaging design 

alone has minimal impact. 

Adjusted R-Square (-0.0127): The negative value indicates that adding the packaging variable does 

not improve the model's explanatory power, and may even reduce it. 
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Coefficient of Packaging Influence (-0.0399): A small negative coefficient suggests that packaging has 

a slightly negative effect on the decision to repurchase, but this effect is not significant, as the P-

value (0.6776) is much higher than 0.05. 

Decision: 

From this regression output, this study reveals a negative finding that product packaging design 

does not affect repurchase intention or willingness to pay a premium price in online shopping in 

Bangalore.  

The low R-squared and the high p-values indicate that other factors play a greater role than the 

packaging design in influencing consumer behaviour in this case. So, no support could be given to 

the null hypothesis and thus is not rejected. 

CHI-SQUARE  

It seeks to assess the relationship between branding design and the behaviour of consumers, 

focusing on e-shopping in Bangalore Urban. Web branding design covers features in web design like 

the logo, color selection, choice of font style and design, layout of the website and the general feel of 

the site design. The particular hypothesis you are interest in is that of website speed and the impact 

that has on viewer’s impressions of the professionalism of the brand. 

X^2 DEGREE OF FREEDOM 

6.64938871 DF= (R-1)(C-1) 

CHI TEST DF= (4-1)(3-1) 

0.354491263 DF=32 

P VALUE 6 

0.354491263  

 

Hypothesis for the Chi-Square Analysis 

Null Hypothesis (H₀): Website speed does not significantly influence consumers' perceptions of a 

brand’s professionalism in online shopping. 

Alternative Hypothesis (H₁): Website speed significantly influences consumers' perceptions of a 

brand’s professionalism in online shopping. 

Explanation of Chi-Square Analysis 

Chi-Square Value (X² = 6.64938871): This is the result of the Chi-square test, which measures how 
the observed frequencies (from your sample data) differ from the expected frequencies (what you 

would expect if there is no relationship between website speed and brand perception). 

Degree of Freedom (DF = (4-1)(3-1)) = 6: This is calculated based on the number of rows (R) and 

columns (C) in your contingency table. In your case, the degrees of freedom are 6. 

P-value (P = 0.354491263): The P-value helps to determine if the result of the Chi-square test is 

statistically significant. A P-value of 0.354 suggests that there is a 35.4% probability that the 

observed difference between the variables occurred by chance. 

Decision: 

Using the Chi-square analysis, this work has argued that website speed can hardly influence the 

perception of professionalism of a brand in the online shopping domain for the consumers in 

Bangalore urban. 

Limitations: 

1. Sample Size: Even though there are 68 subjects in the sample, the study is limited to generalizing 

the results to all the online shoppers in Bangalore. 

2. Geographical Focus: This research is only limited to Bangalore; thus the results cannot be used to 

generalize the rest of parts of either India or other countries. 
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3. Limited Scope of Aesthetics: The proposed study places a heavy focus on the perceived value 

proposition a brand carries with it; yet other micro and macro factors that affect consumers’ buying 

behavior including price, delivery or feedback may indeed play a role in influencing the decision. 

Findings  

➢ Website Design and Consumer Behaviour: A positive correlation was found between website 

design and consumer behaviour, a statistically significant one (R = 0.4176, p = 0.00044). It means 

that a designed website can facilitate consumer engagement as well as purchasing behaviour. 

➢ Product Packaging Influence: Results of the regression analysis indicated that consumers’ 

decision to repurchase or their willingness to pay a premium price was not sensitively associated 

with product packaging design (R² = 0.0027, p = 0.6776). Accordingly, packaging alone doesn’t make 

a difference in buyer behaviour in online shopping. 

➢ Website Speed and Brand Perception: We run a Chi square analysis that confirms that website 

speed does not have a significant effect on consumers’ perception on a brand’s professionalism (p = 

0.354). Other factors may then play a more important role in shaping brand perception. 

Suggestions 

➢ Enhance Website Design:If online retailers in Bangalore want to attract more users, they need to 

have an eye- pleasing, user friendly website design. The features that make a website, easy for the 
user to navigate, use attractive colour schemes and the level of imposition of imagery, can be 

features that encourage the user to be engaged thus end up making sales. 

➢ Evaluate Packaging Strategy:Packaging may be small and insignificant for the decision making of 

purchasing, but it is essential for brand identity. Packaging plays a very small role in repurchasing, 

and brands should be focusing more on creating memorable packaging experiences that continue to 
support the full brand strategy. 

➢ Focus on Overall User Experience: Professionalism and trust should be created instead of any 

single factor, and this is achieved by considering the whole user experience on the part of e-

commerce platforms including website speed, ease of navigation and customer service. 

➢ Conduct Broader Research: Future work should consider larger and more diverse samples across 

India, to generate more generalizable findings about consumer behaviour in India. 
➢ Integrate Branding Elements: it is important now for organizations to incorporate website design, 

product packaging, and product imagery into a fully integrated brand experience to support 

customer loyalty and aid in competitive differentiation. 

Conclusion 

This study emphasizes the central effect of website design on consumer behaviour in Bangalore’s 
online shopping environment. However, packaging and website speed were not found to have as 

much impact on consumer decisions; however, the total consumer experience continues to be a key 

factor in e-commerce success. Insights gained from the study by online retailers should be used to 

improve their branding strategy by making appropriate use of website design and their recognition of 

the limitation of packaging to drive repurchase intentions. This work helps in better understanding 

consumer behaviour in e-commerce, in particular, in urban India. 
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ABSTRACT  

This study in the influence of social media advertising on consumer behavior, and how these 

advertisements impact the purchasing decisions, brand perceptions, and how consumers engage 

with brands. Social media is witnessing some rapid digital platforms from the likes of Facebook, 

Instagram, x.com and YouTube, which result in more business houses targeting consumers through 

targeted advertisements. The aim of this research is to understand what level social media 
advertising may exercise influence over attitudes and behaviors of customers, mainly in the arena of 

impulse buying, brand loyalty, and trust.A sample of 80 is drawn from diverse age groups, types of 

social media platforms which focus on social media ads users who are actually engaging with the 

advertising copy. In order to understand their personal experiences and views about social media 

ads. Apart from this, it showed that advertisements that could be more effective in targeting a 

specific market of consumers would be personified and highly visual rather than being in general 
form. Many respondents expressed concerns over issues of privacy and ethics in data-driven 

advertisements. The study finds that authentic, informative, and less intrusively perceived ads have 

contributed to a good relationship with consumers, pushing brand loyalty and long-term 

engagement.Concluding from the research, while social media advertising has been found to 

drastically affect the behavior of consumers, effectiveness is indeed something about striking a 
balance between personalization, transparency, and authenticity. Businesses that are able to develop 

ads articulating consumer values but are not crossing a line into intrusive or unethical space may be 

more likely to foster long-term relationships with their audience. Long-term studies of the impact on 

brand loyalty may include an ongoing shift in what consumers expect, as new principles continue to 

shape digital advertising strategies. 

Keywords: Social media, consumer behavior, advertising, online ads 

INTRODUCTION 

Social media has become a key tenet in daily lives while, at the same time, the available population 

has created fertile soil for marketers to engage with potentialcustomers through targeted 

advertisements. Social media has altered the ways of doing business and its customers carrying out 

their daily engagements. As such people around the globes are currently using the various platforms 
ranging from Facebook and Instagram to x.com. Social media adsfrom sponsored posts to influencer 

marketing campaigns, have changed the dynamics with which consumer behavior is being 

influenced by brands in ways that other forms of advertising media simply wouldn’t have been able 

to do. The impact of social media advertisements on consumer behavior runs very deep. Since social 

media ads are interactivity-oriented, they are much more dynamic than traditional methods of 

advertising. Furthermore, with regards to one’s preferences, their search history, and their online 
activity, most of these advertisements can be targeted very accurately at a specific audience. The ads 

are selling something but are also living experiences and lifestyles, as the algorithms predict and 

control consumer choices and habits through data-driven inputs. Thus, consumer-brand 

relationships have also altered with the rising avenues of social media feedback, reviews, and direct 

communication with marketers that alter the buying decisions. 

Consumer response to these ads is multi-dimensional. On different stages of the decision-making 

models, social media ads influence perceptions of a brand, directs opinions, makes purchase 

decisions, builds greater awareness of the brand, and in some circumstances, forces purchases 

based on impulse as well. Another reason for the success of social media advertising is that it is an 

incidence in everyday social life for the consumer, so content consumption and consumerism are 

partly harmonious. Social media advertisements are not just mere promotions because they 
stylistically become integrated in the content feed of the user and thus cause entertainment, 

information, and commerce to nearly harmonize with each other.  
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Moreover, social media has lent more strength to influence due to the advent of influencer 

marketing. Influencers are very influential because of the rapport they have developed with their 

followers. Therefore, products can be easily driven across by their fans as personal 

recommendations, thus increasing loyalty and trust amongst brands. However, there exist criticisms 

and challenges surrounding social media advertising. Privacy, besides ethics on the use of personal 

data in forming targeted advertisements, has shaped debates between consumers and regulators. 
While targeted ads enhance the experience for the user, they may be considered an invasion too; 

therefore, public interest is rising about exactly how much private information is being exploited by 

companies to influence consumer behavior. Additionally, persistent exposure on social media to 

advertising has led to “ad fatigue,” where consumers become desensitised due to the oversaturation 

with such adverts, and thus their overall impact is diminished. In a nutshell, social media 
advertising has emerged as a flexible device that controls consumer action. It allows brands to link 

with the consumer personally and foster meaningful interactions with them in a manner that no 

other method of advertising can. Effectiveness in the era of social media adverts is considerably 

linked with the balance of the scale of personalization, consumer trust, and the ethical use of data. 

This study will continue to research and examine the relationship between social media advertising 

and consumer behavior, evaluate the impact these ads exert on the process of buying patterns, 

perceptions, and ultimately brand loyalty. 

REVIEW OF LITERATURE 

Bughin and McKinsey Global Institute (2018) opine that social media advertising has become a great 

panacea for sales or revenue. They advocate for effective targeting of consumers and the 

measurement of the performance of their campaigns as maximum returns for marketers on their 
investment.Kim and Kim (2016) added that the social media advertising may lead to the consumer 

fatigue and ad blindness. In this regard, it has been forwarded that there is a need for the marketers 

to innovate their approaches when making social media advertisements so that they can keep 

consumers’ eyes.Ellison (2018) Social media advertising is of efficacy to lesser extents among 

particular age brackets and cultures, Ellison postulates. She continues to affirm that marketers need 

to be cognizant of these differences and, as such, approach them selectively. Tufekci (2020) cautions 
that the campaigns will experience a wider spread of misinformation and manipulated opinion due to 

the emergence and mass usage of social media advertisements. She advises advertisers to be aware 

of the possible adverse effects their campaign can have and to follow up on ways by which to 

ascertain that their advertisement is ethical and responsible.Kaplan and Haenlein (2021) argue that 

social media is required in the creation of online communities so that loyalty to a brand can be 
developed. According to the authors, marketers can develop good relations with their target 

consumers by forcing them to discuss and share experiences about a brand. 

RESEARCH GAPS  

A research into consumer behavior and the impact of social media ads gives critical insights about 

how such platforms actually influence purchasing decisions. Consumers’ behavior is influenced by 

social media ads through changed brand recognition, impulsive buying, and increased consumer 
trust through online reviews and influencers. Being tailored makes social media ads the ultimate 

pathway for businesses to reach specific demographics that enhance engagement and customer 

retention. Although social media video ads are very attention-grabbing, consumers are more likely to 

purchase if they discover products on social media sites because of their attractiveness and source 

credibility in the form of peer recommendations.Despite this popularity, significant knowledge gaps 
exist. First, while the effect of influencer marketing on consumer trust has been explored, there is 

less work with respect to the extent to which influence is exerted by micro vs. macro influencers on 

consumer behavior. Second, there is an under-researched relationship between algorithmic ad 

targeting and long-term brand loyalty. However, another dimension of consumer decision fatigue is 

the psychological effect of increased ad exposure. Lastly, one more hole in the literature that needs 

further research has to do with the effects of privacy concerns and conspicuous data usage on trust 

in, as well as engagement with, social media ads. 

OBJECTIVES 

1.To Study the consumer view of social media ads  

2.To evaluate the relationship between social media advertising and consumer behavior. 
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METHODOLOGY  

The study adopted a quantitative research design in the study of influence social media ads exerts on 

consumer behavior. A survey-based approach was taken where there may be numerical data 

gathered to analyze how consumers act in response to online ads.  

The target population is the consumers who use different types of social media. Data were collected 

via a structured survey using Google Forms, targeting customers who frequently use social media. A 
stratified sampling techniqueto ensure diverse representation, resulting in a sample size of 80 

individuals. The data collection process was conducted over a period of 3 days. Data collection used 

an online Google Form questionnaire, distributed over social media channels. The questionnaire was 

a mix of multiple-choice questions and scale questions to measure consumer interaction with the 

advertisement, their purchasing behavior, and their attitudes toward advertisements on social 

media. For the purpose data analysis regression tool is used in excel 

The study has taken into consideration the following key variables: 

Independent Variable: Social Media Advertisements (measured through frequency, relevance and 

engagement) 

Dependent Variable: Consumer Behavior (measured through purchase intention, brand loyalty, and 

attitude) 

Data Analysis Techniques 

The study uses data analysis tools including those found in Excel and other statistical packages. The 

following are utilized for descriptive statistics to summarize the data, regression analysis to 

determine the relationship between exposure to social media ads and consumer behavior, correlation 

analysis to assess the strength and direction of the relationship between variables.The analysis 
utilized descriptive statistics to summarize the data, correlation analysis to explore relationships 

between customer behaviour and influencing factors, and regression analysis to identify the primary 

determinants of customer behaviour toward social media ads.  

HYPOTHESIS 

H0: There is no significant relationship between social media advertising and consumer behaviour 

H1: There is a significant relationship between social media advertising and consumer behaviour  

DATA ANALYSIS 

Regression Statistics 

Multiple R 0.267895447 

R Square 0.071767971 

Adjusted R Square 0.05986756 

Standard Error 0.930059728 

Observations 80 
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Multiple R (0.268): The measure of correlation; it gives the strength of the linear relationship 

between independent variables and the dependent variable. A score of 0.268 reveals that this is a 

weak positive relationship. 
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R Square (0.072): This measures the amount of explained variance in the dependent variable that 

can be predicted from the independent variable(s). With an R-squared of 0.072, only 7.2% of the 

variation is explained by the model.Adjusted R Square was .06. This is the standard R-squared 

adjusted for the number of predictors in the model. The value takes into consideration the lost 

degrees of freedom. So, it is a little lower than the R-square itself. In this case, the fit of the model is 

modest only when controlled with the number of predictors. 

Standard Error (0.93): It is the standard deviation of the error term that will tell about the precision 

of predictions from the regression. A standard error of 0.93 means that the predictions will be off by 

approximately 0.93 units on average from the real values. 

Observations (80): Here, the sample size is 80, which is broadly adequate for simple linear 

regression. 

Coefficients Table 

Intercept (2.588): is the default value for the dependent variable when all the predictors are held at 

0.Predictor (0.183): This coefficient of the independent variable implies that for every unit increase 

in the predictor, the dependent variable goes up by 0.183 units. 

P-value for predictor (0.01528): This value of the predictor p-value implies that the predictor of the 

independent variable is statistically significant because its p-value is less than 0.05, thereby 

implying that the independent variable predicts the dependent variable. 

95% Confidence Interval (Lower: 0.0346, Upper: 0.331): We are 95% confident the actual value of 

the coefficient lies between 0.0346 and 0.331. 

The model explains a little bit of variance at 7.2% and therefore the independent variable is not very 

influential on the dependent variable. But the predictor is statistically significant at p = 0.01528 and 
therefore does have some predictive power. The overall F-statistic and F significance value indicate 

that the model is significant, although the relation is very weak. 

Since the P-value (0.01528) is less than the significance level (0.05), we reject the null hypothesis 

that is There is no a significant relationship between social media advertising and consumer 

behavior and accept There is a significant relationship between social media advertising and 

consumer behaviour. This indicates that the observed relationship between the independent 

variable(s) and dependent variable is statistically significant. 

LIMITATIONS OF THE STUDY 

The key limitation is a small sample size, which may result in sampling bias, thereby making it 

impossible for the study to generalise findings. The association is weak, indicating that there are 

other very crucial factors that may have influenced engagement not accounted for within the 
analysis. In this study, long-term consumer behaviors may not be captured but only immediate 

interactions.From the theoretical point of view, this result points to the fact that models of consumer 

behavior in digital environments should not take into account only the type of ad in which a user 

may find an interest. Practically, this result meant that factors beyond ad timing, placement, and 

personalization strategies need to be taken into consideration in order for meaningful interaction to 

occur. 

FINDINGS 

The Research finds that social media advertisement is an essential factor in the consumer 

purchasing behavior, especially at impulse buying and loyalty towards a brandlevels. 

1. Statistically there issignificant positive correlation between social media advertisement and 

consumer behavior but the R2 value is only 0.072, showing there are other factors too that also 
contributetopurchasingdecisions.  

2. It would reflect that 'targeted advertisements' on the one hand are more effective for consumer 

engagement, building up positive brand attitude, and loyalty. On the other hand, it implies that 

advertisementsshouldbetailoredasperindividualpreferences. 

3. It raising privacy concerns and ethical consequences of targeted ads in terms of trust and 

engagement. So, it may be a balance between advertising practice that is personalized and 
transparentorethicalpracticebybrands. 
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4. Ad Fatigue are highly exposing ads on social media lead to ad fatigue, which brings the overall 

effectiveness of the ads down.  

SUGGESTION 

Personalization and Targeting: The data indicates that targeted advertisements work better when 

they are used as a stimulus for consumer engagement and loyalty.  Use dynamic ad content that is 

based on the behavior, preferences, or browsing history of users so that interest does not wane and 

ad fatigue decreases. 

Balancing Privacy Concerns:The practice of showing ads needs to happen in ways that are 

transparent about their usage of data. Companies Insight should be drawn from advertisements in 

ways that inform rather than manipulate consumers, thus reducing probable mistrust. 

Impulse Buying and Brand Loyalty: Content should have impulse triggers, such as flash sales, 
limited offers or discounts that should reach the target better. long-term brand loyalty as a key 

performance indicator rather than acting on short-term mileage chalking up one-time sales. 

SCOPE FOR FUTURE STUDY 

More studies are required to understand privacy issues and their consequences on consumer trust 

in social media advertising. Successful coexistence of targeted advertising with ethical issues can 

guide marketers in creating responsible strategy. Study novel content types and dissemination 

methods that could make advertising relevant in the minds of the consumers to combat ad fatigue.  

The future studies should focus on narrowing the gaps identified by this study, such as the various 

types of influencers and long-term impacts of focused ads on loyalty to the brand and psychology of 

ad saturation. The businesses will be able to fine-tune their approaches at advertising to ensure 

meaningful connections with consumers who support responsible approaches to digital marketing. 

CONCLUSION  

The implications of the research suggest that social media advertising has a strong impact on 

consumer behavior, more so concerning impulse buys and brand loyalty.  

However, the weak correlation coefficient and R-squared value instead tell a story that other related 

critical factors are also in play when deciding to purchase.  

Concerns from consumers relating to privacy and ethics in advertisements call for an appropriate 
balance between targeting and respect for customer boundaries for brands. 
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Abstract 

Customer satisfaction is a crucial factor in the success and sustainability of small businesses, which 

often rely on strong relationships with their customers to distinguish themselves in competitive 

markets. This study examines the impact of customer satisfaction on the performance and growth of 

small enterprises, focusing on its links to brand loyalty, customer retention, profitability, and 

longterm success. The research aims to carry out three goals: (1) to analyze how customer 
satisfaction influences the overall performance of small businesses, (2) to investigate the correlation 

between customer satisfaction and revenue growth, and (3) to find and recommend strategies for 

improving customer satisfaction. A quantitative method was employed, using a structured survey 

distributed to 50 participants over a three-day period. The survey explored key elements such as the 

quality of service, product standards, pricing strategies, and the overall customer experience, as well 

as the likelihood of repeat visits. Data analysis consisted of descriptive statistics, correlation 
analysis, and regression analysis. Findings suggest that customer satisfaction is a significant 

predictor of profitability, customer loyalty, and retention, accounting for 71% of the variance in 

business performance. Customers that are happy with a business are more likely to make repeat 

purchases and good referrals, and they also tend to spend more and are less sensitive to price 

adjustments. This research emphasizes the importance of consistently delivering personalized, high-
quality service for small businesses to nurture customer loyalty, enhance operational performance, 

and achieve sustainable growth. 

Keywords: sustainability, small businesses, profitability, likelihood. 

Introduction 

In a highly competitive small business market, a successful and long-lasting small business will 

mostly depend on satisfied customers. In contrast to major firms that own substantial resources and 
Market presence, small businesses typically have limited budgets and primarily depend on 

cultivating strong customer relationships to set themselves apart from rivals. In addition to 

guaranteeing recurringbusiness, these clients’ pleasure is essential in forming the general Perception 

of the company. Customer satisfaction can be the difference between success and failure for small 

businesses, many of which are strongly ingrained in the local community. The degree to which a 
client feels that a firm meets or surpasses their expectations is referred to as customer satisfaction. 

Numerous elements affect this view, including the caliber of goods or services, the caliber of 

customer service, the ease of conducting business, and the total customer experience. Smaller 

enterprises have a distinct edge over larger corporations in terms of Cultivating customer loyalty, as 

they can typically provide a more customized level of service. Delivering value consistently and 

sustaining client happiness over time, however, is a problem. In small enterprises, client satisfaction 

is more important than just making money right now. 

One of the most effective and affordable kinds of advertising for small businesses is word-of-mouth 

marketing, which is more likely to be used by happy consumers. A solid reputation based on Happy 

customers can expand market share, draw in new business, and lessen the need for costly 

advertising initiatives. On the other hand, discontent can result in bad press and lost revenue, which 
can be especially harmful for small businesses whose success depends on their reputation. The aim 

of this research is to examine the relationship between small business and customer satisfaction. 

Achievement and growth. It will investigate the relationship between customer happiness and key 

factors including brand loyalty, customer retention, profitability, and long-term business viability. 

The study tries to carry out this through a review of case studies and existing literature. To provide 

pragmatic perspectives on how small enterprises can augment customer contentment via focused 
tactics such enhanced service provision, customized customer communications, and efficient issue 

resolution. In summary, client satisfaction is a strategic advantage for small firms as well as a gauge 

of company performance.  
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Small businesses may create a devoted client base, strengthen them Position in the market and 

guarantee long term success by actively striving to improve customer experiences and recognizing 

their role in theprocess. The significance of customer satisfaction as a cornerstone of small 

enterprises’ competitive strategies will be emphasized by this study. 

Objective 

• Examine the impact of customer satisfaction on overall performance of small business 

organizations. 

• The relationship between small business revenue development and customer satisfaction will be 

investigated in this study.  

• To find better ways to satisfy customers and to recognize – evaluate the changes. 

Hypothesis 

Hypothesis 1 

H0- there is no significant impact of customer satisfaction on overall performance of small business 

organizations. 

H1- there is a significant impact of customer satisfaction on overall performance of small business 

organizations. 

Hypothesis 2 

H0- There is no significant relationship between customer satisfaction and revenues of small 

business 

H1- There is a significant relationship between customer satisfaction and revenues of small 

businessScope of the study . 

This study focuses on the relationship between customer satisfaction and the performance of small 

businesses. It aims to: Analyze customer satisfaction among a diverse group of small business 

customers, ensuring representation across various demographics, such as age, gender, and 

shopping frequency. Examine small businesses in a specific region, providing insights that can be 

applicable to similar local markets. Investigate specific factors influencing customer satisfaction, 
including service quality, product standards, pricing strategies, and overall customer experience. 

Evaluate the impact of customer satisfaction on key performance indicators such as customer 

retention, brand loyalty, profitability, and revenue growth. 

By concentrating on these elements, the study seeks to provide a comprehensive understanding of 

how customer satisfaction influences small business performance in competitive markets. 

Review of literature 

• Martinez and Cebolla (2022) investigated how customer satisfaction influences word-of mouth 
marketing through social media platforms. They found that satisfied customers are more likely to 

share their experiences online, significantly changing new customer acquisition for small businesses. 

• Singh and Sharma (2023) discussed the challenges small businesses face in keeping customer 

satisfaction, particularly in competitive markets. They recommended strategies such as enhanced 

staff training and customer engagement initiatives to improvesatisfaction levels. 

• Zhang et al (2023) provided empirical evidence linking customer satisfaction directly to increased 

revenue and profitability in small businesses. The researchers analyzed datafrom various industries 

and concluded that small businesses with high customer satisfaction scores reported a 20% increase 

in repeat purchases. 

• Dick and Basu (1994) showed that loyal customers are more likely to forgive occasional service 

failures and remain committed to a brand. For small businesses, this loyalty canresults in a stable 

customer base, reducing marketing costs and enhancing revenue stability. 
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• Martinez and Cebolla (2022) investigated how customer satisfaction influences word-of mouth 
marketing through social media platforms. They found that satisfied customers are more likely to 

share their experiences online, significantly changing new customer acquisition for small businesses. 

Research gap 

Existing literature on overall customer satisfaction has several shortcomings, most of which still 

require more research work. First, most of the studies treat customer satisfaction from a general 

perspective with no insights into the industry. How satisfaction differs in fields such as retailing and 
that of services is also vital. There is also a problem with one-off surveys, as most studies are cross-

sectional in nature. It is important to understand how satisfaction changes with time and the 

implications of such changes for business performance. 

Furthermore, little attention has been directed towards how digitalization affects 

customersatisfaction in small businesses. With the growing use of the internet, there is an increasing 

need to investigate sources of satisfaction, such as satisfaction with social media and online reviews. 
In addition, such research as the author is investigating often ignores the interactions of the age, 

gender, and class positioning of clients with the satisfaction of the patients, which moves the 

understanding of the targeted population further. Emphasis has also not been placed on the 

relationship existing between employee engagement and customer satisfaction, and further studies 

are necessary. This is touching upon the issue of interaction between employees and customers. 

Result Methodology 

This research investigated how customer happiness affects small businesses using a technique 

known as quantitative research. A structured survey using Google Forms was used to collect data 

from small businesses’ regular customers. The respondents included occasional, weekly, monthly, 

and daily consumers, among many other shopping records. This made it possible to fully understand 

different customer segments. A stratified sampling approach was employed to ensure a diverse 
representation, resulting in a study population of fifty people. The process of gathering data was 

made possible to take three days.Key criteria covered in the study included frequency of shopping, 

quality of customer service, quality of products, price, and store atmosphere, factors that contribute 

to customer satisfaction, likelihood of returning to the business, and any suggestions for 

improvements. Descriptive statistics were used to summarize the data, regression analysis was used 
to figure out the main elements that influence customer satisfaction in small business settings, and 

correlation analysis was used to investigate correlations between customer satisfaction and 

influencing factors. The aim of the research is to offer small businesses practical insights that will 

allow them to increase customer happiness and operational effectiveness. 

Result 

Regression  

REGRESSION STATISTICS 

Multiple R 0.842971145 

R Square 0.710600351 

Adjusted R Square 0.690192188 

Standard Error 1.168037941 

Observations 50 

 

ANOVA 

 df SS MS F SIGNIFICANCE F  

Regression 1 164.1486811 164.1486811 120.3160311  1.12547E-14 

Residual 49 66.85131894 1.364312632   

Total 50 231    
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 Coefficients Standard 
Error 

t Stat P-value Lower 
95% 

Upper 
95% 

Lower 
95.0% 

Upper 
95.0% 

Intercept         

 0.4436450 
84 

0.0404458 
46 

10.968866 
45 

8.55284 
E-15 

0.3623661 
13 

0.5249240 
55 

0.3623661 
13 

0.5249240 
55 

 

R-squared: 0.7106, indicating that approximately 71.06% of the variation in overall performance can 

be explained by customer satisfaction. 

Coefficient of customer satisfaction: 45084, suggesting a positive relationship between customer 

satisfaction and overall performance. As customer satisfaction increases, overall performance tends 

to increase as well. 

p-value: 1.12547E-14, which is significantly less than 0.05. This indicates that the relationship 

between the independent and dependent variables is statistically significant. 

There is a significant positive relationship between customer satisfaction and the overall performance 

of small business organizations. Therefore, we fail to reject the null hypothesis (H0) and do not 

accept the alternative hypothesis (H1).As customer satisfaction increases, businesses are more likely 

to experience higher levels of overall performance. This suggests that prioritizing customer 

satisfaction is crucial for the success of small businesses 

CORRELATION  

 What factors contribute 

most to your satisfaction 

with small businesses?  

What factors contribute 

most to your satisfaction 

with small businesses?  

What factors contribute most to your 

satisfaction at small businesses?  

1  - 

0.02858474  

How likely are you to return to small 

business?  

0.02858474  1  

 

The correlation matrix shows the relationships between two variables: 

What factors contribute most to your satisfaction with small businesses? 

How likely are you to return to small businesses? 

The correlation coefficient between these two variables is 0.02858474. 

Based on the correlation coefficient, which is close to zero, there is no significant relationship 

between customer satisfaction and the likelihood of returning to small businesses. Therefore, we fail 

to reject the null hypothesis (H0) and do not accept the alternative hypothesis (H1). 

The data suggests that there is no strong correlation between customer satisfaction and the 

likelihood of returning to small businesses. Other factors may be more influential in determining 

customer loyalty and repeat business. 

While this analysis provides some insights, it’s important to consider other factors that might 

influence customer satisfaction and return rates. Additional research could explore the impact of 

factors such as product quality, pricing, customer service, and marketing efforts. 
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DESCRIPTIVE STATISTICS 

 

What specific changes 

would you suggest 

improving customer 

satisfaction? 

  

What improvements 

would most increase 

your satisfaction? 

 

    

Mean 2.06 Mean 2.16 

Standard Error 0.100651 Standard Error 0.1466914 

Median 2 Median 2 

Mode  2  Mode  2  

Standard Deviation  0.71171  Standard Deviation  1.0372648  

Sample Variance  0.506531  Sample Variance  1.0759184  

Kurtosis  -0.9615  Kurtosis  -0.276351  

Skewness -0.08718  Skewness 0.5807851  

Range  2  Range  4  

Minimum  1  Minimum  1  

Maximum  3  Maximum  5  

Sum  103  Sum  108  

Count  50  Count  50  

Largest (1)  3  Largest (1)  5  

Smallest (1)  1  Smallest (1)  1  

 

The table presents the results of a descriptive analysis, including the mean, standard error, median, 

mode, standard deviation, variance, kurtosis, skewness, and range for a dataset.  

Key Descriptive Statistics:  

• Mean: 2.06  

• Standard Error: 0.100651  

• Median: 2  

• Mode: 2  

• Standard Deviation: 0.71171  

• Variance: 0.506531  

• Kurtosis: -0.9615  

• Skewness: -0.08718  

• Range: 2  

With a means that is near to the median and mode, the data have a normal distribution. The fact 
that the standard deviation is minimal suggests that the data points are centered around the mean. 

Additionally, the data has a low variance and a somewhat constant pattern. The data is symmetrical 

and bell-shaped, as shown by the values of kurtosis and skewness, which are close to zero.  

The study yields the conclusion that the data, with a mean of 2.06 and a standard deviation of 

0.71171, are symmetrical and regularly distributed. The data appears to be dependable and 

consistent based on the low levels of kurtosis and variance. According to the skewness value, the 

data has a leftward skew. 
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FINDINGS  

• Research suggests that even a small 5% increase in customer retention can lead to a significant 25-

95% boost in profits. Satisfied customers are also more likely to refer others, helping businesses 

expand their reach through word-of-mouth.  

• Satisfied customers tend to spend 10-20% more and are less affected by price changes, leading to 

better profit margins. A powerful reputation for satisfaction also enhances brand recognition and 

attracts new customers, giving businesses a competitive edge. 

• Consistency and quality are essential for keeping satisfaction. Approximately 70% of customer 

loyalty is based on quality-of-service interactions, making it crucial to support ambitious standards 

and engage customers with personalized communication.  

• In the long term, satisfied customers contribute to business sustainability by increasing customer 
lifetime value, ensuring steady revenue, and helping companies navigate economic challenges more 

effectively. 

• To keep customers satisfied, consistency and quality are crucial. It is critical to uphold exacting 

standards and engage consumers with individualized communication because quality-of-service 

encounters account for around 70% of client loyalty.  

• Long-term customer satisfaction boosts client lifetime value guarantees consistent revenue, and 

aids businesses in more skillfully navigating financial difficulties, all of which contribute to the 

sustainability of businesses.  

SUGGESTIONS  

• Provide your customers with as many ways to contact you as you can, such as social media, live 

chat, email, and phone. Make sure your answers are proper and relevant.  

• Ensure to refresh your product or service offering to change or gain and contribute according to 

changing market sentiments and customer demands based on feedback and industry developments.  

• Engage a group of loyal customers to help seek out insights and suggest what products and 

services can be improved from their point of view for a sense of community and involvement.  

• Provide employees with continuous training in such skills as customer service, conflict resolution, 

and product knowledge to increase the customer’s overall experience.  

• Reward loyal customers with unique offers or discounts on new products or even with a thank-

you note to them to build rapport with the customer.  

• Encourage satisfied customers to write positive reviews of your business on Google and Yelp. This 

can improve your online reputation and attract new customers.  

• Periodically review feedback and performance metrics to recognize trends or improvement areas 

for data-based decision-making.  

RECOMMENDATIONS  

• According to each customer’s unique tastes, personalized messaging and services. To generate 

distinctive interactions and offers, use consumer data.  

• Organize opinion collection through surveys, suggestion boxes, direct contact, or others. Align 

feedback collected with improvements.  

• Provide proper training to ensure excellent service from the staff. Empower your employees to 

solve problems efficiently and promptly.  

• One of the most basic actions is to have a clear process for dealing with complaints from your 

customers. The sooner they are solved efficiently, the sooner an unpleasant experience turns into a 

good one.  
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• Interact with your customers on social media, share favorable experiences and answer their 

questions; this way you build the community and encourage brand loyalty.  

• Design a rewards loyalty program for repeated customers. It can enhance retention and lead to 

referrals.  

CONCLUSION  

This study highlights the pivotal role that customer satisfaction plays in the success and 

sustainability of small businesses, which often rely on strong customer relationships to stand out in 

competitive markets. The research shows that customer satisfaction significantly influences 
profitability, customer retention, and brand loyalty, all of which are essential for long-term business 

success. The analysis proves that 71% of the variation in business performance can be attributed to 

satisfaction levels, with factors such as service quality, product standards, and overall customer 

experience being crucial. Satisfied customers tend to spend more and are less influenced by price 

changes, helping businesses keep a competitive edge through repeat purchases and word-of-mouth 

recommendations. On the other hand, negative experiences can harm a business’s reputation and 

reduce revenue, making customer satisfaction a key driver of business performance.  

To thrive in a competitive environment, small businesses must consistently provide personalized, 

high-quality service to build customer loyalty, improve outcomes, and ensure sustained growth.  
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Abstract:  

Training and development in the Human Resources department are essential for enhancing 

employees’ skills, knowledge, and overall performance, ensuring alignment with organizational goals.  

Gamification, the use of game-like elements such as points, challenges, and rewards, can 

significantly improve training by increasing engagement and motivation. Gamification taps into the 

human desire for achievement and competition, making learning more interactive and enjoyable. The 
integration of gamification into HR training programs enhances both participation and knowledge 

retention. By incorporating game mechanics like leader boards, rewards, and progress tracking, 

employees are encouraged to actively engage in their learning process. This makes training more 

effective, leading to better skill acquisition, higher job satisfaction, and improved performance. HR 

departments can leverage gamified training programs to create a dynamic and continuous learning 

culture within the organization. This approach not only meets the development needs of employees 
but also drives long-term business success. By making training more engaging and rewarding, HR 

ensures that employees stay motivated, learn faster, and apply their new skills more effectively. 

Ultimately, the combination of training and gamification promotes a skilled, adaptable, and 

motivated workforce, fostering organizational growth and innovation.   

Key words: Gamification, Bangalore city, Job- satisfaction, Organizational- growth Engagement.  

Introduction:  

In today’s rapidly changing business landscape, training and development are no longer just HR 

functions; they are strategic tools that help organizations stay competitive. As employees are 

expected to continuously adapt and improve, HR departments must create training programs that 

not only build skills but also keep employees engaged and motivated. Traditional training methods, 

often seen as monotonous and uninspiring, struggle to capture employee interest, leading to low 
engagement and retention. This is where gamification brings a fresh perspective to the training 

process. By incorporating game-like features such as points, badges, rewards, and challenges into 

learning activities, gamification transforms routine training into an interactive, enjoyable experience. 

Employees become more engaged in their learning journey, driven by the sense of achievement and 

progress. Rather than passively absorbing information, they actively participate, motivated by clear 
goals and immediate rewards, making the training more dynamic and effective. In HR, training 

typically focuses on building specific skills required for an employee’s current role—whether it’s job-

specific training or compliance education. Development, on the other hand, looks at long-term career 

growth, helping employees prepare for future roles through leadership training, career advancement 

opportunities, and personal growth programs. Gamification bridges these two concepts by offering 

employees an engaging way to improve both short-term skills and long-term competencies. Through 
real-time feedback and personalized learning paths, employees can track their progress, understand 

their strengths, and work on areas that need improvement. This makes learning a more tailored and 

motivating experience, encouraging continuous development. By introducing gamification into HR 

training, organizations can create an environment where employees are not only learning but are 

excited about it. This innovative approach drives higher engagement, improves knowledge retention, 

and fosters a culture of continuous improvement and growth.  

Objectives:  

1. To evaluate the impact of adaptive training modules tailored to individual employee needs on both 

personal and organizational development.  

2. Examine the relationship between leaderboard and team based challenges on collective success in 

training program.  
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Hypothesis:  

a. Hypothesis 1 (for Regression Analysis) H₀ (Null Hypothesis) There is no significant effect of 

training alignment on perceived training effectiveness.  

H₁ (Alternative Hypothesis) There is a significant effect of training alignment on perceived training 

effectiveness.  

b. Hypothesis 2 (for Correlation Analysis) H₀ (Null Hypothesis) There is no significant correlation 

between gamification elements and employee motivation or comfort in competitive training settings.  

H₁ (Alternative Hypothesis) There is a significant correlation between gamification elements and 

employee motivation or comfort in competitive training settings.  

Scope:  

The scopes of gamification in HR training offer unique ways to boost employee learning and 

engagement. First, it makes training more engaging by turning it into fun activities with interactive 

modules and rewards like badges, which motivate employees to participate. Second, gamification 

helps in skill development by using level-based progressions, where employees advance by 

completing challenges and mastering new skills. Third, it improves feedback through gamified 

assessments that provide instant results, helping employees quickly identify their strengths and 
weaknesses. Fourth, gamified onboarding transforms the new hire experience into an interactive 

journey, making it easier to learn about company culture. Additionally, it fosters teamwork through 

collaborative challenges and peer mentoring, enhancing knowledge retention and connection among 

employees. Overall, gamification creates a lively and responsive workforce ready to adapt to the 

company’s needs.  

Review of literature:  

1. According to Werbach and Hunter (2012), This study demonstrated that employees who engaged 

in gamified training platforms exhibited higher levels of motivation and retention of knowledge  

2. Landers and Callan (2011) This research found that employees who received real-time feedback 

during training were more likely to complete tasks efficiently   

3. Suh et al. (2015) demonstrated that gamified training systems will improve knowledge retention 

and skill acquisition in employees.  

4. Mekler et al. (2017) pointed that gamification can improve short-term engagement, its effects on 

long-term learning outcomes are less clear. This research suggests that in some cases, employees 

may focus too heavily on the extrinsic rewards of gamification . 

5. Cheng et al. (2019) highlights that gamified platforms enable personalized learning experiences, 

allowing employees to progress at their own pace and focus on areas where they need improvement.  

6. Robson (2015) gamified ,that using role-playing scenarios an helped employees develop decision-

making and leadership skills more effectively than traditional training methods.  

7. According to McGonigal (2011), the presence of challenges demands the player to use his or her 

creativity and skills to achieve the objective, which makes the task rewarding when solved.  

Research gap:  

The gamification of training and development in human resources is a growing field of interest, but 

there are still notable research gaps. One key area needing further exploration is the of Gamification 

on employee performance, as existing studies lies in understanding how different employee 
demographics such as age, gender, or cultural background, respond to gamified training. 

Personalization of gamified learning experiences is also underexplored, with most research centering 

on generic systems rather than tailored approaches.  

Additionally, the psychological mechanism driving gamification’s success are not fully understood, 

and more studies are needed to clarify how it influences motivation and behavior. Furthermore , the 
rise of remote and hybrid work also presents a gap in understanding how gamification performs in 

these new work environments.  
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Finally, there is a need for comparative studies between traditional training methods and gamified 

ones, as well as ethical considerations regarding the potential downsides of gamified systems, such 

as excessive competition or burnout. Addressing these gaps would enhance the effectiveness and 

inclusivity of gamified training in HR practices.  

Methodology:  

The study on gamification in HR training and development is based on primary data. It is included 
with quantitative data collection, focusing on evaluating gamification’s impact on employee 

engagement and skill acquisition. Surveys and observations were used to gather insights from 

employees who participated in gamified training programs. Additionally, regression analysis was 

employed to interpret relationships between gamified elements like leaderboards and rewards and 

employee performance. The goal was to assess how personalized training modules and team-based 

challenges influenced personal and organizational growth.  

Research Design: Quantitative research design using survey methodology.  

Population: A total of 53 employees from various departments within the organization.  

Data Collection Method: Survey measuring perceived training alignment, perceived benefits of 

training, motivation from gamification elements, and comfort in competitive training activities.  

Data Analysis:  

Regression Statistics  

The regression analysis provides insight into the relationship between the alignment of training 

opportunities and the perceived benefits of personalized training modules. The statistical metrics are 

summarized below  

 Regression  Statistics  

Multiple R   0.954778165  

R Square   0.911601344  

Adjusted R Square   0.892370575  

Standard Error   0.94381484  

Observations   53  

 

• Multiple R:0.9548, Indicates a very strong correlation between the independent variable (training 

alignment) and the dependent variable (perceived training benefits).  

• R Square: 0.9116, Suggests that 91.16% of the variability in the perceived benefits of training can 

be explained by the alignment of training opportunities with employee goals.  

• Adjusted R Square: 0.8924, Provides a more accurate measure by accounting for the number of 

predictors in the mode   

• Standard Error: 0.9438, Reflects the average distance that the observed values fall from the 

regression line.  

• Observations: 53, Total number of survey responses included in the analysis.  

ANOVA Results  

The ANOVA table tests the overall significance of the regression model, showing how well the 

independent variable predicts the dependent variable. 

ANOVA        

      DF   SS  MS  F  Significance F  

Regression   1  477.6791045  477.6791045  536.2442404  1.00725E-28  

Residual   52  46.32089552  0.890786452    

Total   53  524     
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• The F-value of 536.2442 indicates that the regression model is statistically significant.  

• The Significance F value of 1.00725E-28 (p < 0.0001) confirms that the model significantly 

predicts perceived benefits of training, suggesting that training alignment is crucial for enhancing 

training effectiveness.  

• The standardized residuals range from approximately -2.97 to 2.26, indicating that most values 

fall within the expected range for a well-fitted model, although there are some outliers that could be 

further investigated. For Hypothesis 1, the null hypothesis is rejected because the regression 

analysis showed a strong, significant effect of training alignment on perceived training effectiveness 

(R = 0.955, p < 0.0001). Thus, the alternative hypothesis is accepted, confirming the impact of 

training alignment.  

Correlation Analysis: 

A correlation analysis was performed to assess the relationship between motivation from 

gamification strategies and comfort in competitive training environments. 

 

How motivated do you 

feel by the idea of using 
leaderboards in training 

programs?  

How comfortable do you feel 

participating in competitive 
training activities with your 

colleagues?  

How motivated do you feel by the 

idea of using leaderboards in 

training programs?  
1  0.501498716  

 How comfortable do you feel 

participating in competitive 

training activities with your 

colleagues?  0.501498716  1  

 

• The correlation coefficient of 0.501 suggests a moderate positive relationship. Employees who are 
motivated by gamification elements to feel more comfortable participating in competitive training 

activities.  

For Hypothesis 2, the null hypothesis is also rejected as the correlation analysis revealed a moderate 

positive relationship (r = 0.501) between gamification elements and employee motivation or comfort. 

Therefore, the alternative hypothesis is accepted, indicating a significant correlation.  

Results:  

Findings:  

1.Increased Engagement and Motivation, 83% of employees who undergo gamified training feel more 

motivated to learn and engage in their tasks compared to traditional methods. 

2.72% of people believe that gamification inspires them to work harder and stay focused on learning 

objectives.  

3. Improved Knowledge Retention, 60% of employees are more likely to retain information from 

gamified training programs than from non-gamified methods. 

4. 70% of workers claim that gamification leads to better understanding and recall of learning 

content.  

5.Skill Development and Application, 75% of employees state that gamified training helps them apply 

the skills they’ve learned in real-life job situations. 

6.Gamified training, through simulations or role-playing, improves skill retention by as much as 40% 

compared to conventional training methods. 
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Discussion: 

Interpretation of results  

• This regression analysis shows a strong positive relationship (R = 0.955) between the alignment of 

training opportunities with personal and organizational goals and the perceived benefit of 

personalized training. The model explains 91.2% of the variance in perceived benefit (R² = 0.912), 

with a highly significant predictor coefficient of 0.944 (p < 0.0001). The regression model is 

statistically sound, as indicated by a high F-statistic (536.24) and low standard error (0.944), 
suggesting that better alignment of training with goals significantly increases the perceived benefit of 

personalized training modules.  

• The correlation of 0.501 between motivation from using leaderboards and comfort in participating 

in competitive training activities suggests a moderate positive relationship. This means that 

individuals who are motivated by the idea of leaderboards in training are somewhat likely to feel 

comfortable engaging in competitive activities with colleagues. However, the correlation is not very 

strong, so while these factors are related, they do not always go hand-in-hand—some individuals 

might enjoy leaderboards without feeling fully comfortable in competition, or vice versa. 

Practical implications   

1. Enhancing Training Programs: Organizations should focus on improving the alignment of training 

programs with employee goals to maximize perceived benefits and overall effectiveness.  

2. Incorporating Gamification Elements: Implementing gamified strategies such as leaderboards can 

increase employee motivations and engagement in training activities.  

3. Continuous Feedback and Adaptation: Regularly assessing employee feedback on training 

programs can help organizations tailor their offerings to better meet employee needs and preferences.  

Suggestion:  

1.Focus on Intrinsic Motivation: While gamification boosts engagement, it’s essential to balance 

extrinsic rewards with intrinsic motivation to sustain long-term learning.  

2.Customization of Gamified Training: Tailoring gamified modules to individual needs can further 

improve effectiveness and address the varying learning styles of employees.  

3.Research on Long-Term Effects: Further studies are needed to explore the long-term impact of 

gamification on employee performance and its potential downsides, such as burnout or excessive 

competition.  

4.Consideration of Remote Work: With the rise of hybrid and remote work models, gamified training 

systems should adapt to ensure inclusivity and effectiveness in these new environments.  

Conclusion:  

The integration of gamification into HR training programs significantly enhances employee 

engagement, motivation, and knowledge retention. Employees who participated in gamified learning 

environments were more likely to acquire new skills and apply them effectively in their roles. The use 

of real-time feedback, progress tracking, and rewards contributed to a more dynamic and continuous 

learning culture within the organization.  

This interactive approach transforms traditional training methods into enjoyable experiences, 

fostering a sense of achievement and community among employees, which ultimately enhances 

overall productivity. By continually evaluating and adapting gamified training programs, 

organizations can harness the full potential of gamification, creating a skilled, motivated, and 

resilient workforce that thrives in today’s competitive landscape.  
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Appendices:   

QUESTIONNAIRE  

Name:  

Email Id:  

Age:  

• 18-24 •24-30 •30-34  

• 35-40 Gender:  

• Male  

• Female  

A)Boost personalized learning paths  

1.How beneficial do you find personalized training modules tailored to your specific 

skill  

• Not at all beneficial  

• Slightly beneficial  

• Moderately beneficial  

• Extremely beneficial  

2. How likely are you to engage with training modules that adapt based on your learning progress 

and preferences?  

• Not at all likely  

• Slightly likely  

• Moderately likely  

• Extremely likely  

3.What features would you value most in a personalized learning path? (Select all that apply) 

• Skill assessments  

• Customized content  

https://doi.org/10.1007/978-1-4471-2161-9_19
https://doi.org/10.1016/j.chb.2015.08.048
https://doi.org/10.1016/j.ijme.2015.07.001
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• Progress tracking  

• All of the above  

• Not at all well  

4.How well do you feel your current training opportunities align with your personal 

and organizational goals? 

• Slightly well  

• Moderately well  

• Extremely well  

B) Encourage Collaborative Learning through Competition  

1.How motivated do you feel by the idea of using leaderboards in training programs? 

• Not at all motivated  

• Slightly motivated  

• Moderately motivated  

• Extremely motivated  

2.In what ways do you believe team-based challenges could enhance your learning experience? 

• Increased collaboration  

• Sharing knowledge and skills  

• Motivation to perform better  

• Networking opportunities  

3.How comfortable do you feel participating in competitive training activities with 

your colleagues? 

• Not at all comfortable  

• Slightly comfortable  

• Moderately comfortable  

• Extremely comfortable  

4.What would encourage you to participate more in team-based learning challenges? 

• Better rewards or recognition  

• More diverse team members  

• Structured competitions  

• More frequent challenges  

Not at all important  

• Slightly important  

• Moderately important 

• Extremely important  

How important is instant feedback on your performance during training sessions to You? 
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2. How frequently do you believe you should receive feedback on your progress in training 

programs?  

• After every session  

• Weekly  

• Monthly  

• Only at the end of the program  

3. Which gamified elements would most motivate you to improve your skills? 

• Points and badges  

• Leveling up  

• Challenges and quests  

• Progress bars and tracking  

4. How confident are you in identifying your skill gaps based on current training 

feedbackmechanisms? 

• Not at all confident  

• Slightly confident  

• Moderately confident  

• Extremely important  
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WOMEN IN THE WORKFORCE: HOW MENTAL HEALTH AND STRESS LEVELS INFLUENCES 

QUALITY OF WORK LIFE 

MONISHA .K, 

MUSKAN, 

FAREEDA K U 

ABSTRACT 

Quality of work life refers to the relationship between the employee and the employer to cater the 

needs and expectations of each other. Stress is the physical, emotional or mental tension that 

working women experience due to various factors in the workplace. When the quality of work life is 

good, stress tends to be lower, and when it’s poor, stress usually increases. A good work life 

supportive environment and a healthy balance between work and personal life, which helps to 
reduce stress. A positive quality of work life fosters mental well -being and reduce stress, while poor 

work conditions can contribute to significant mental health challenges. This paper concentrates on 

the aspects that influences stress in working women and ways to improve their mental health. To 

uncover and investigate the influence of stress in quality of work life among working women, data 

were gathered using questionnaire. Data analysis was performed by using descriptive statistics, 

Correlation and regression to interpret the findings and give recommendations. The results expected 
in this paper is to improve the quality of work life by reducing stress among working women and 

improving their mental health.  

Keywords : Quality of work life , Stress ,Mental health, Working Women.  

INTRODUCTION 

In today’s fast-paced and demanding work environment, the concept of Quality of work life has 
gained significant importance, especially for working women who often face unique challenges in 

balancing their professional and personal responsibilities. For working women, the quality of work 

life plays a critical role in influencing their stress levels, mental health, and overall job performance. 

Stress influenced by physical, emotional or mental tension is prevalent issue that effects many 

working women, arising from various factors such as workload,growth, development and 

opportunities in the work place . Status of women in the society has been changing fast due to 
multiple factors such as urbanization, industrialization, increased level of education, awareness of 

rights, and media influence.  

Now more number of women prefers to be engaged in some kind of employment, so that they can 

contribute financially to their family. But the attitude towards working women , their role in family 

has remained the same, as even today taking care of the family and children is considered as their 
primary responsibility. A working woman bearing dual responsibility with family and at job cannot 

discharge her duties equally efficiently; feels tense and continuous tension creates stress which in 

turn may affect her mental health status. A supportive work environment that encourages a healthy 

balance between work and personal life can mitigate these stressors, improving the overall wellbeing 

of women employers . The causes of stress are known as stressors and there are exactly hundreds of 

different types of stress . Furthermore, poor work conditions and excessive stress have significant 
impacts on employees “mental health”. Anxiety, depression, and other psychological disorders are on 

the rise among corporate workers due to inadequate mental health support and unsustainable work 

environments. Addressing the quality of work life and reducing stress is essential for enhancing 

mental health, improving employee satisfaction, and creating a more sustainable and supportive 

work environment. The expected outcome of this research is to identify strategies that can be 
implemented to foster a positive work environment and improve the mental health and productivity 

of working women.  

OBJECTIVES 

 Impact of stress on quality of work life  in working women . 

 To understand the relationship between stressors affecting working women from both men and 

women perspective. 

 To improve  mental health . 
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HYPOTHESIS 

Hypothesis 1  

Ho -There is no significant relationship between concerns about job stability and financial 

security and stress levels.  

H1-There is significant relationship between concerns about job stability and financial 

security and stress levels.  

Hypothesis 2 

HO -There is no significant relationship between stressors affecting working women from both men 

and women perspective.  

H1-There is a significant relationship between stressors affecting working women from  both men and 

women perspective.  

SCOPE 

The study aims to explore the quality of work life and it’s impact on stress and mental health in 

women employers in various sectors. It includes key factors like work load ,work life balance ,work 

place environment and how these factors influence stress .This study involve both men and women 

to gather comparative perspective on women’s work related stress .The geographicalfocus will include 

urban professionals, with data collected from organizations in diverse industries.  

REVIEW OF LITERATURE 

Ranjith , Mahespriya (May 2012) studied about the moderate level of job stress and quality of life  

was found among majority of the respondents .It was also told that job stress influences quality of 

work life among software employers and the demographic variables do influence the level of job 

stress. This study suggests that enterprises should ensure that as far as possible there should be 
plenty of scope for individual customization of work content and performance reward structures with 

characteristics of the work environment based on the demographic profiles.  

Priya Roshani, Chaya Bagrecha  (2017)  explored and examined how various factors affect the work 

life balance of nurses in government and private hospitals in Bangalore .It found that when nurses 

are satisfied with their work life balance ,their effectiveness improves .Work  interference in personal 

life  negatively impacts this balance work effectiveness. Satisfaction with  work life balance was also 

influenced by demographic factors .Older and experienced  nurses tend to manage work life balance.   

Sania Khan ,George Thomas ,Bisharat Ali Kunbhar  and NohaHamdyMostafa Mohamed (2022),  

study found that work life balance impacts the personal lives of working women in the banking 

industry in Larkana .Favourable factors like long working hours ,marital status , and high salaries 

can help women balance their work and personal lives ,neglecting WLB   can lead to sacrifices in 
personal life. This study suggest that organizations prioritize WLB and implement ways to improve 

the lives of women both professionally and personally.  

Ms Sharan Jyoti (2021) , explored the challenges of balancing career and personal life .It highlights  

that organizations and employees are focusing on improving work life balance to influence  

productivity and to reduce stress .This study emphasizes  that work stress is a major factor affecting 

work life balance and stress management programs are crucial .Hence both employers and 
employees play a vital role in achieving a better work life balance for better productivity and overall 

well being.   

RESEARCH GAP 

Various studies have been conducted on work-life stress and balance , there are just few research 

that concentrates on the experiences of working women and how quality of work life influences their 

mental health.  

Few studies differentiate how men and women view this issues, parting us with limited 

understanding on how quality of work life factors influence stress in women. This research aims to 

fill that gap by looking at how men and women perceive stress and challenges women face at work.   
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RESEARCH METHODOLOGY 

This study utilizes a descriptive and analytical research design to test the relationship between 

quality of work, stress and mental health in working women. This study aims to understand the 

factors influencing women’s work-related stress and well being by concentrating on both men and 

women perspective.  

This research sample consists of 42 participants, including 18 men and 24 women, selected through 
convenience sampling. The participants were from various sectors to provide a diverse view on the 

issues being studied. Data was collected through structured questionnaire regulated through Google 

forms. The questionnaire were a mix of closed and open ended questions, created to explore 

respondents views on stress, stressors, mental health, and quality of work life in working women .  

For the data analysis, Regression and Correlation analyses were engaged to identify relationship 
between variables. The key variables examined in the study includes stress, stressors. Mental health, 

and working women quality of work life, While descriptive statistics such as means and percentage 

were used to summarize the data. These statistical techniques helped to disclose how the quality of 

work life influences stress and mental health among working women, with perspectives gathered 

from both male and female respondents.  

RESULTS 

Regression 

    

 

 

Based on the first hypothesis: 

 Ho -There is no significant relationship between concerns about job stability and financial security 

and stress levels.  

 H1-There is significant relationship between concerns about job stability and financial security 

and stress levels.  
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Based on the Regression output: 

• R-squared : 0.7725 ,indicates a strong relationship between the variables .  

• Coefficient of stress :0.8452 , recommends a positive relationship.  

• p-value :1.949E-14 , which is significantly less than 0.05.  

Decision : 

Since the p-value is less than 0.05 ,we reject the null hypothesis (HO) and accept the alternative 

hypothesis (H1).  

Correlation   

 

how 4 do you feel  
supported by your  

workplace when it  

comes to managing  

personal and work  

stress  

do you feel that your gender 

presents  

unique challenges or  

stressors in the workplace   

 

how 4 do you feel  

supported by your  
workplace when it comes  

to managing personal  

and work stress  1  0.030376989  

do you feel that your  

gender presents unique  0.030376989  1  

challengesor stressors  

in the workplace   

  

 

Analysis  

 Null Hypothesis (Ho) : There is no significant relationship between stress and working women from 

both men and women perspective.  

 Alternative Hypothesis (H1) There is significant relationship between stress and working women 

from both men and women perspective.  

The image provides correlation coefficients between two variables: 

Variable 1: Support for managing personal and work stress  

Variable 2: Perception of gender-specific challenges  

Correlation Coefficients: Between Variable 1 and Variable 2: 0.030376989 The correlation 

coefficient of 0.030376989 is very close to 0, suggesting a weak or no correlation between support for 

managing personal and work stress and the perception of genderspecific challenges.  

Decision: Based on the weak correlation, we reject the null hypothesis (HO)  and accept the 

alternative hypothesis (H1).   
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Descriptive Statistics 

GENDER    

ARE MENTAL  

HEALTH  

RESOURCES  

[COUNSELLING 

,WELLNESS 

PROGRAM]  
ACCESSIBLE  

AND  

ENCOURAGED 

IN  

YOUR  
WORKPLACE    

TO WHAT  

EXTENDDO 

YOU  

THINK 

GENDER  

IMPACTS THE  
LEVEL OF  

STRESS  

EXPERIENCED  

BY WOMEN IN 

YOUR  
WORKPLACE    

      

Mean  1.56097561  Mean  1.463414634  Mean  3  

Standard 

Error  0.078466868  Standard Error  0.078845024  Standard Error  0.171079785  

Median  2  Median  1  Median  3  

Mode  2  Mode  1  Mode  3  

Standard 

Deviation  0.502433104  

Standard 

Deviation  0.504854483  

Standard 

Deviation  1.095445115  

Sample 

Variance  0.252439024  

Sample 

Variance  0.254878049  

Sample 

Variance  1.2  

Kurtosis  

- 

2.036808856  Kurtosis  

- 

2.080855433  Kurtosis  

- 

0.576079622  

Skewness  

- 

0.255168553  Skewness  0.15236683  Skewness  

- 

0.119960603  

Range  1  Range  1  Range  4  

Minimum  1  Minimum  1  Minimum  1  

Maximum  2  Maximum  2  Maximum  5  

Sum  64  Sum  60  Sum  123  

Count  41  Count  41  Count  41  

Largest(1)  2  Largest(1)  2  Largest(1)  5  

Smallest(1)  1  Smallest(1)  1  Smallest(1)  1  

Confidence  
Level(95.0%)  0.158587454  

Confidence  
Level(95.0%)  0.159351736  

Confidence  
Level(95.0%)  0.345765139  

 

Variable 1: Are mental health resources accessible and encouraged in your workplace ?  

Variable 2: To what extend do you think gender impacts the level of stress experienced by women in 

workplace?  

Key Descriptive Statistics: 

Mean: The average value of a variable.  
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Median: The middle value when the data is sorted.  

Mode: The most frequent value.  

Standard Deviation: Measures the spread of the data.  

Skewness: Measures the asymmetry of the distribution.  

Kurtosis: Measures the "tailedness" of the distribution.  

Variable 1(Mental health resources):  

Mean: 1.56097561, suggesting a moderate level of perceived accessibility and encouragement of 

mental health resources.  

Median and Mode: 2, indicating that the majority of respondents rated these resources as at least 

moderately accessible and encouraged.  

Skewness: -0.255168553, suggesting a slight left skew, meaning there are more higher ratings than 

lower ratings.  

Kurtosis: -2.036808856, indicating a platykurtic distribution (flatter than a normal distribution).  

Variable 2 (Gender Impact on Stress):  

Mean: 1.463414634, suggesting a moderate perception of gender's impact on stress.  

Median and Mode: 1, indicating that most respondents believe gender has a low or no impact on 

stress.  

Skewness: 0.15236683, suggesting a slight right skew, meaning there are more lower ratings than 

higher ratings.  

Kurtosis: -2.080855433, indicating a platykurtic distribution (flatter than a normal distribution).  

FINDINGS 

Current study focuses on the effect of stress in quality of work life in working women .Two main 

hypothesis were analysed in this research to meet the objectives of this study .  

 The first objective of  this study was to explore the aspects of stress in quality of work life  .The  

results on regression  reveals that there is a positive relationship between concerns about job 

stability and financial security and stress levels , As these increases ,women employers are more 

likely to   experience higher level of stress .Based on this ,it suggests that highlighting issues related 

to job security and financial stability can contribute to reducing stress among women employees.   

 The second objective of this study was to understand the relationship between stressors 

influencing women from both men and women perspective. The results  on correlation discloses that 

there is no significant relationship between  support for managing personal and work stress and the 

perception of gender-specific challenges among working women, based on the data. Hence it  

suggests that the level of support individuals receive in managing stress does not influence their 

perception of gender-specific challenges in the workplace.  

 Third objective of this study is to improve mental health of women employers. The descriptive 

statistics reveals that a majority of respondents accept mental health resources as accessible and 

encouraged, and they also think that it can be improved. The slight left skew addresses that some 

individuals feel that these resources are lacking behind. Most of the respondents believe gender has 

no influence on stress experienced by women in workplace. But, the slight right skew indicates that 

a minority agree gender as a significant factor.  

RECOMMENDATIONS 

 Develop a work atmosphere that satisfies the socio- psychological requirements of working 

women which will increase their motivation. 

 Highlight issues related to job security and financial stability to reduce stress among women 

employees. 

 Create a supportive workplace culture. 
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 To reduce stress among women employers they can be given break in between work, Fun 

activities, flexible working hours can be provided. 

 Communicating and working together as an equal team rather than male v/s female can create 

a huge difference. 

 Maternity leave, Menstrual leave can be provided. 

 Create a Emotions Support Area where they can sit to recharge, meditate,and can relax.  

 Education on mental health awareness.  

 Onsite childcare Support.  

 Introduce Mental health days where these days should be distinct from vacation or sick leave.  

 Provide personal development funds for women where they are offered a budget for personal 

development.  

LIMITATIONS OF THE STUDY   

 There are many factors influencing the quality of work life. Stress is one the factor. In this study, 

only stress factor is taken for research.  

 The study relies on a limited convenience sample size which makes generalisations of findings 

difficult.  

SCOPE FOR FUTURE STUDY   

Future research could include a larger and more representative sample from various industries and 

regions. With the increasing trend of remote and hybrid models, future studies could explore how 

these work setup impacts the stress levels and work life balance of women compared to traditional 

work setups . 

CONCLUSION 

Stress is one of the factor affecting both work and personal life. Present study explores the influences 

of stress in quality of work life in working women. The results indicates that there is a positive 

relationship between concerns about job stability and financial security and stress levels.  

Further it explains that there is no significant relationship between support for managing personal 

and work stress and the perception of gender-specific challenges among working women. This study 

also helps to identify and resolve various aspects of stress factors related to quality of work life in 
working women. By concentrating on both organizational and individual factors contributing to 

stress , this research offers a thorough understanding on how stressors can influence work life 

quality of women .This research also suggests ways to improve mental health of working women 

.These results can make companies to create better policies and provide support to the unique needs 

of working women.  
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APPENDICES  

1. How often do you feel that gender impacts your opportunities for career advancement?  

▪ Never, Rarely, Sometimes, Often, Always   

2. How often do you experience stress due to conflicts with colleagues or supervisors?  

▪ Never, Rarely, Sometimes, Often, Always   

3. Are mental health resources (e.g., counseling, wellness programs) accessible and encouraged in 

your workplace?  

▪ Yes / No  

4. Do you feel that your gender presents unique challenges in managing workrelated stress and 

mental health?  

▪ [Yes / No ] If Yes ,Please explain   

5. How often do you feel overwhelmed by the amount of work assigned to you?  

▪ Never, Rarely, Sometimes, Often, Always   

6. How often do you feel supported by your workplace when it comes to managing personal and 

work stress/  

▪ Never, Rarely, Sometimes, Often, Always   

7. How often do concerns about job stability and financial security cause you stress/  

▪ Very Frequently, Never, Rarely, Sometimes, Often, Always   

8. Do you feel that your gender presents unique challenges or stressors in the workplace  

▪ (Yes/No)    

If yes, please explain.  

9. Have you experienced or witnessed any form of gender-based discrimination or bias in your 

workplace    

▪ (Yes/No)  

10. How challenging do you think it is for women to balance work and personal/family 

responsibilities compared to men?  

▪ Not Challenging At All, Slightly challenging, Challenging, Very challenging, Extremely 

challenging    
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11. Do you believe that women face more challenges than men in advancing their careers in your 

workplace  

▪ Strongly Disagree, Disagree, Neutral, Agree , Strongly Agree.  

12. To what extent do you think gender impacts the level of stress experienced by women in your 

workplace?  

▪ Not at all, To a small extent, To some extent, To a moderate extend, To a great extent.  

13. Do you think women in your workplace are given enough flexibility (e.g., remote work, flexible 

hours) to manage both work and personal responsibilities compared to men?  

▪ Not enough flexibility, Slightly flexible, Moderately flexible, Mostly flexible, Completely flexible.  

14. Do you think women face unique stressors in your workplace that men do not ▪(Yes/No)  

If yes, please explain.  
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THE STUDY ON IMPACT OF COVID19 PANDEMIC ON THE INDIAN MSME SECTOR; 

MOHAMMEDZAIN 

ABSTRACT~ 

This research paper highlights that a higher number of MSMEs comprising manufacturing andretail 

firms have shut down their businesses temporarily during the nationwide lockdown. Wehave 

analyzed literature related to the topic addressed by this study. It was found that the relief package 
was not sufficient to compensate for thelosses faced by business entrepreneurs of MSMEs in India. 

Furthermore Many families had to leave their homes and come to the city in search of job 

opportunities and better life which made the situation even worse than it already was. The secondary 

qualitative analysis hasbeen applied to this research paper. With the aid of a narrative thematic 

description based on the role of the relief fund and nation wide lockdown pandemic situation, we 
probed into the disruptive situation of the Indian MSME sector. Additionally, the preparation of 

keywords was realized through a Boolean table helped to define the search strategy for this research. 

Other perceptions of the research method were also discussed. The results showed that 

manufacturers of both non-essential goods as wellas essential goods suffered loss close to 50% 

during the pandemic. Further, small businesses inIndia experienced a huge contraction in business 

due to a decline in growth rate of net sales.Itwas discussed that the strategy of providing facilities of 
credit would allow business entrepreneurs to adapt the latest technology such as e-commerce. 

Probable recommendations included disbursement of credit guarantee schemes, provision of 

subsidies and extension of tenure of repayment of loans. 

KEYWORDS; 

MSMEs, Covid-19, Entrepreneurs, E-commerce, India. 

INTRODUCTION; 

MSME sectors include micro-enterprises that incur annual turnover worth below Rs.5 crores mall 

enterprises with turnover worth between Rs. 5 crore and Rs. 75 crore and medium enterprises with 

an annual turnover below Rs. 250 crore. This study aimed at investigating the impact of Covid-19 

crisison India’s MSME sector. It focused on the discussion of methodology and results derived from 

secondary research. We proposed suitable recommendations for the welfare of the MSME sector in 
India. There were 6. 34crore firms in the MSME sector in India during FY2018-19. Moreover, 51% of 

such SMEs were established in regions across rural areas in India. The primary research aim of this 

study was to explore whether COVID-19 pandemic was choking the MSME sector in India, as a 

result of nationwide lockdown and absence of relief measures. The secondary aim was to propose 

remedial measures for the betterment of the MSME sector in India. 

The research objectives addressed by the current study were as follows: 

● To identify implications of an absence of appropriate relief measures on the Indian MSME sector 

during COVID-19 pandemic; 

● To determine how nationwide lockdown affected the Indian MSME sector during the COVID-19 

crisis; and 

● To propose optimal remedial measures for the welfare of the Indian MSME sector amidst the 

crisis. 

LiteratureReview; 

Role of relief measures for better business prospects of MSME sector According to the literature of “P 

Das Gupta (O. De. Fight. COVID-19: assmnt and refl., 2020, 61, 1-102)”. The Indian Government 

has not concentrated on providing relief measures to help business entrepreneurs of MSMEs to 

manage the threat of the COVID-19 pandemic. Additionally, the status of the national budget could 

not favor the Indian Government to announce relief measures for protecting business entrepreneurs 
of MSMEs, operating in ruraland urban regions. However, the need for the provision of relief 

measures was felt when thedecision of extending the tenure of nationwide lockdown was made. The 

Indian Government announced a fiscal stimulus package worth a nominal amount and withdrew 

distribution of dividend taxes upto 0.3% of GDP. The relief package was not sufficient to compensate 

for the losses that were faced by business entrepreneurs of MSMEs in India.  
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On the other hand, the Government failed to realize the importance of providing relief measures in 

the form of income support schemes torural business entrepreneurs under the MSME sector. Many 

people became jobless soon after the nationwide lockdown was announced. Hence, it was imperative 

for the Indian Government to announce relief measures in the form of employment guarantee 

programs for supporting unemployed rural youths during the crisis period. 

Choking MSME sector in India due to nationwide lockdown. 

As stated in the literature “(T.K. Biswas, M.C. Das. Ops. Res. in Engg. Sci: Theory and App.,2020, 3, 

1-12)”., the Indian Government declared a nationwide lockdown for limiting the spreadof 

coronavirus. However, the consequences of a lockdown were catastrophic. The MSME sectorin India 

was badly hit. For example, The MSME sector suffered from lack of manpower as amajority of 

workers returned to their hometowns. Many people migrated from rural regions to urban regions in 
search of better job opportunities. Therefore, it became difficult for managers of MSMEs in rural 

regions to persuade such workers to return and join their earlier workplaces. Onthe other hand, the 

nationwide lockdown led to a complete freeze of economic activities to alarge extent as stated by“(A.K. 

Singh, A. Upadhyaya, S. Kumari, P.K.Sundaram, P. Jeet. Journ.of Agri. Search, 2020,7, 54-58)”in 

his literature. The manufacturing firms and service providing firms were highly affected by the 

COVID-19 pandemic. 

Conversely, the firms under The MSME sector producing agricultural goods were the least affected 

due to the nationwide lockdown. The lockdown resulted in a complete freeze of 60% of economic 

activities that were carried out bythe MSME sector in India. Besides, as commented by the 

researcher in his article, ”(E. Sipahi, Res. Journ. in Advn. Humanities, 2020, 1, 7-2)”. The nation 

wide lockdown adversely affected the MSME sector in India because a majority section of commercial 
and industrial outlets of small business enterprises were shut down. The lockdown resulted in 

distortions in the supply chain for which it was getting difficult for business managers of MSMEsto 

procure raw materials at 

affordable rates. 
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The Figure above shows the Adverse impactof nationwide lockdown on MSMEs inIndia. 

Role of monetary and fiscal policy measures for welfare of MSME sector in India According tothe 

literature of“(P.A. Ibrahim, N. Zameer. Journ. of Entre. Mgmt., 2018, 7, 17-23.)”, themovement for a 

cashless economy was started long enough in India. The Indian Government launched initiatives of 

digital payments for firms under the MSME sector in February 2016. Further more, the monetary 

policy favored the rural Indian economy to transform to a cashless economy, starting from a cash-
reliant economy. The MSME sector has been under consideration of the Indian Government since 

2015. However, as a part of a monetary policy schemes, the Indian Government had announced the 

Indian Government declared schemes such as“Digi-Dhan Vyapar Yojana” and “Lucky Grahak 

Yojana” to merchants of MSMEs who utilized instruments of digital payments. The monetary policy 

should reduce the rate of interest on investment and enable a scope to business entrepreneurs of 
MSMEs to deposit monthly interest payments. Commercial banks are deterred from lending financial 

credit to firms under the MSME sector due to rising bad loans. On the other hand, the role of 

remedial measures in the fiscal packages is to facilitate “Ease of doing business” and attract the 

attention of foreign investors. The fiscal packages should be distributed among MSMEs on the basis 

of their annual turnover rates. This gives a scope to ensure optimum allocation of resources such as 

amounts of subsidies such that business entrepreneurs of MSMEs are benefitted. 

Methodology 

Research Design; 

The implementation of a positivism research philosophy is beneficial for logically evaluating and 

representing relevant data prominently. With the aid of positivism philosophy, the major impacts of 

COVID-19 on Indian MSME were reviewed through an intensive analysis of a broader series of 
resources. The presentation of phenomenalism and logical realism as the main specifications of 

positivism is underlined in the literature (G. Ryan. Nurse researcher, 2018, 25, 41-49). These two 

specifications were relied upon to confirm genuine knowledge from existing literary sources regarding 

the impact of a pandemic on MSME. Besides, the use of a deductive approach helped to develop a 

conclusion by analyzing the role of nation wide lockdown and shortage of relief funds in choking 

Indian MSME during COVID-19. As stated previously in by the researcher in another study (R. 
Kumar, Res. methodol.: A step-by-step guide for beginners. UK: Sage Publications Limited, 2019.), a 

deductive approach is applied to draw a conclusion by analyzing relevant and surrounding trending 

social phenomena. Additionally, application of a descriptive research design is useful in elaborating 

different relevant variables, such as relief fund impacts,role of nationwide lockdown and many 

others. In this research, secondary research method wasapplied to evaluate the topic with existing 

and reliable literary sources. 

Sampling; 

A purposive sampling technique was used based on PRISMA network. After final selection with the 

aid of inclusion and exclusion criteria, 15 journals were selected for the research. We relied on 

Google Scholar, Proquest, CQ researcher and Government websites as reliable data bases. The 

required data were also taken from reliable newspaper articles. The selected articles were published 
on or after 2016. This aspect is helpful for generating recent data regarding COVID-19 crisis on 

Indian MSME. Keywords for search included the impact of pandemic crisis, role of lockdown and 

relief fund, recent challenges of the Indian MSME sector and many others. 

Data collection; 

The comprehensive application of the matic data analysis helped to illustrate the significant role of 
lockdown, relief fund and pandemic situations for disrupting the financial perspective of the Indian 

MSME sector. 

Impac to flack of proper relief measures on improving the Indian MSME sector. 

The Indian Government was not in a position to disburse relief packages due to a high gross value of 

fiscal deficit. The gross value of the fiscal deficit reached 3.30% of GDP in June 2020, compared with 

3.40% of GDP in FY 2019 according to “Mospi.nic.in, Fiscal Statistics, mospi.nic.in/108-fiscal-
statistics, 2020.” It was stated by the researcher “G. Noronha. Fiscal deficit widens to 4.6% of GDP in 

2019-20, economic times. indiatimes.com, 2020” in his previous study, the national budget deficit of 

GDP spiked upto 4.59% within April 2020, over shooting the revised target close to 3.8% of GDP. 
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The gap widened due to the halt of major economic activities and disruption of trade as a result of 

nation wide lockdown. These statistics suggest that the Indian Government was not in a position to 

apply relief measures to safeguard the MSME sector during the COVID-19 pandemic. Around 50% of 

firms under the MSME sector in India witnessed a loss of 20-25% due to lack of adequate measures 

of relief. Manufacturers of both non-essential goods and essential goods suffered loss close to 50% 

during the pandemic. The margin of accrued losses spiked up by abnormal margins as the Indian 
Government failed to take proper relief measures for reviving the health of their businesses. 

Accordingtoa study of P.Borpuzari.Covid-19 relief: Govt.announces Rs 3-lakh crore collateral-free 

automatic loans for MSMEs, indiatimes.com, 2020”, the Indian Government understood the intensity 

of the current situation and decided to take appropriate relief measures in May 2020. For example, 

automatic loans worth Rs. 3 lakh crore were earmarked for the MSME sector against zero collateral. 
Borrowers with anannual business turnover worth Rs. 100 crore and outstanding debt of Rs. 25 

crore were eligible for grant of the collateral-free loan. However, prior to an announcement of 

allocation of the loans, the Indian MSME sector had experienced serious problems due to unfair 

competition by multinational foreign companies operating in India. 

Impact of nationwide lockdown on the MSME sector in India: 

According to the study of “S. Soni. Small busi. bear max. Covid brunt as net sales’ growthplunge this 
much in Q1 FY21, financial express.com, 2020.”, small businesses in Indiaexperienced a drastic 

contraction in business due to a negative growth rate of net sales. Therewere 747 small business 

enterprises which experienced a reduction in the growth rate of net salesby -66.7% in Q1 of FY 2020-

21. The situation worsened further when the Indian Government announced a nationwide lockdown 

amidst the COVID-19 crisis. It was reported that business organizations with an annual turnover of 
Rs. 25 crore and below experienced a decline in the growth rate of net sales by -25.3% during Q1 of 

FY 2020-21. The lockdown forced business entrepreneurs of the MSME sector to narrow down their 

businesses to reduce the margin of loss. 

The reason for shutting down their businesses was plunging in effective demand and shortage of 

laborers. The nationwide lockdown forced workers to return to their home towns situated faraway 

from their workplaces. It was estimated that 25% of firms comprising the MSME sector in India were 
on the averge of collapsing if the Indian Government extended the tenure of nation wide lockdown for 

more than eight weeks starting from April 2020. It would then become difficult to continue running 

their business operations during the pandemic situation and the best solution would be to shut 

down their business units permanently. As at tested by previous research of “N.Dhewan. MSMEs 

don’t have the capacity to deal with something unexpected like Covid-19: Suresh Prabhu, economic 
times. indiatimes.com, 2020”, the reason why the Indian MSME sector failed to survive the threat of 

COVID-19 pandemic was that the Indian Government announced the nation-wide lockdown within a 

notice of short period. The MSME sector was categorized as most vulnerable to COVID-19 pandemic 

because workers do not have the capacity to tackle the unprecedented crisis. Furthermore, small 

business enterprises that comprised the MSME sector in India suffered massive losses due to the 

lockdown because theyhad to run their regular business operations with only a handful of laborers. 
They lacked managerial expertise and worked with limited financial resources to sustain business 

operations. However, the lockdown mounted difficulties that were faced by business entrepreneurs of 

the MSME sector in India. 

According to the study of“U. Mishra. Indian express.com, msme sector crisis due to lock_downand 

lack. Of relief, Art. No.6395731, 2020”, relief measures were implemented by the RBI. Ithas tried to 
pump in additional monetary resources into the Indian economy for improving production activities 

of firms under the MSME sector in India. Additionally, tax reliefs could have been provided by the 

Indian Government to business entrepreneurs of MSMEs in India sothat they could earn a higher 

share of return. The tax relief measure would be an ideal fiscal strategy that would guarantee 

accrued profit required for compensating huge losses. As argued by the researcher inhis study “A. 

Samaddar, N.Sreenivas, U.Ghosh, Journ. of Eco.& Policy Ansys. 2020, 1, 141-156”, the Indian 
Government could help entrepreneurs of MSMEs in India to increase output by providing facilities of 

online e-commerce. Furthermore, they should be provided with opportunities to access credit 

facilities. They should be able to get access to loans that are guaranteed by the Government, so that 

credit appetite is fulfilled. The Government should help business entrepreneurs of MSME sector to 

enter into trade agreements with developed nations so that they could import advanced technological 

equipmentfor maximising production.  
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The other remedial measure would be to provide cash liquidity to business entrepreneurs of MSMEs 

operating in rural regions in India. As commented by the researcher in his study” S.K.Hooda, Int. 

Journ. of Res. in Eco. and Social Sc. (IJRESS), 2020, 10, 15-26”, the problem ofliquidity has agitated 

entrepreneurs of MSMEs in rural regions. The problem has led to emergence of associated problems 

such as lack of employment creating opportunities, high debtin the market, procuring required raw 

materials and manage skilled human resources. They are unable to sustain the competitive pressure 

from leading multinationals due to acute shortage of liquid cash. 

OVERVIEW OF DATA COLLECTED: 

CONCLUSION; 

It can be deduced that the nationwide lockdown led to deterioration of the business prospects of 

business entrepreneurs of the MSME sector in India. The researcher concluded that non-
disbursement ofrelief measures affected productionof both essential and non-essential commodities. 

Moreover, there was a gradual spike in the number of losses incurred by small and medium business 

enterprises due to non-availability of relief measures. However, it was shown that the Indian 

Government took steps thereafter, and disbursed automatic credit worth Rs.3 lakhcrore againstno 

collateral. It was deduced that the announcement of nationwide lockdown choked the Indian MSME 

sector because a majority offirms were shutdown permanently. There were no alternative options 
what soever as financial resources were reducing workforce and workers returned to their home 

towns. However, the workers who remained lacked managerial expertise to tackle crisis. The study 

thus proposed remedial measures such as flow of cash liquidity and tax relief for safeguarding the 

interests of entrepreneurs of MSMEs during the COVID-19 pandemic. 

RECOMMENDATIONS: 

The Recommendations for protecting the business entrepreneurs of MSME sector in India are 

discussed below: 

● Disbursement of credit guarantees: 

The Indian Government should take the initiative to provide credit guarantee scheme for MSMEs in 

India. The firms operating under the MSME sector have incurred massive losses amidst the 
pandemic and the subsequent period of lockdown. As a result, a huge volumeof assets was drained 

away from generating liquid cash and continuing business operations. Therefore, there is a high 

chance of default of payment of loans that are sanctioned by commercial banks. This is where the 

role of the Indian Government comes into action. The Government would guarantee payment of the 

loan amount to the respective commercial bank in case of default. 

● ProvisionofsubsidiestoMSMEsector: 

The Indian Government should provide subsidies to business enterprises sothat they could overcome 

the losses and continue their business operations. Subsidies provide a positive boost to the economy 

by stimulating business activities. 

● Provision of scope for borrowing cash from multiple informal channels: 

Informal channels are considered as an optimum means for the supplying liquid cash to business 

entrepreneurs of MSMEs. When business entrepreneurs face a dearth of liquid cash, cash 

requirements can be immediately satisfied by borrowing credit from multiple informal channels. 

However, the rate of interest charged against disposal of such loans is higher, yet personal 

connections can be leveraged optimally for meeting liquidity goals. 

● Extending tenure so frepayment of loans: 

The Indian Government could impose regulations that would provide an extended tenure for 

repayment of loans by MSMEs. This would be deemed as a key financial support that would facilitate 

entrepreneurs to recollect amounts equivalent to incurred losses. 

● Controlling the competitiveness of foreign multinationals: 

The Indian Government could impose restrictions on the business activities of foreign multinational 

firms.  
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This would provide an opportunity to MSMEs to survive the competitive threat and conduct business 

activities. Limiting the scope of foreign firms to sell within India would therefore provide a huge 

consumer market to domestic MSMEs. 
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A STUDY ON ETHICAL HACKING & IMPACT ON SOCIETY 

NARESH GK, 

DEVESHWARAN J 

NANDA KUMAR G 

ABSTRACT 

This study focuses on the impact of ethical hacking on society, with a particular emphasis on 
cybersecurity and information protection. Ethical hacking, also known as penetration testing, 

involves the legal probing of computer systems to identify vulnerabilities and security weaknesses. 

The research aims to identify the skills and competencies required for ethical hackers, evaluate the 

global impact of ethical hacking, and assess the evolving nature of cyber threats. The literature 

review explores the significance of ethical hacking in detecting weaknesses and improving security 
systems, as well as its impact on various sectors of the economy. The methodology involves a 

qualitative analysis of literature and case studies to understand the impact of ethical hacking on 

society. The findings highlight the technical proficiency required for ethical hackers, the positive 

impact of ethical hacking on organizational resilience, and the adaptive techniques used to address 

changing threats. The study also examines the impact of ethical hacking on education, business, 

workplace security, technology, and confidential information. The positive impact of ethical hackers 
in strengthening cybersecurity defenses, preventing data breaches, and safeguarding critical 

infrastructure is emphasized. The conclusion underscores the importance of ethical hacking in 

protecting organizations from malicious attacks and the need for ongoing education, training, and 

adoption of innovative technologies to combat cyber threats. Looking forward, the field of ethical 

hacking must continue to evolve to effectively address the ever-changing landscape of cybersecurity 
threats.The research aims to identify the skills and competencies required for ethical hackers, 

evaluate the global impact of ethical hacking, and assess the evolving nature of cyber threats. 

Looking forward, the field of ethical hacking must continue to evolve to effectively address the ever-

changing landscape of cyber security threats. 

Key words: Cybersecurity, Information, Technology, Security 

INTRODUCTION 

As we are in a digital age that is transforming industries and everyday life for the better, protecting 

sophisticated information systems is extremely crucial. The use of more computing devices and 

systems presents organizations with several challenges in such cyber threats such as stealing private 

information, paralyzing activities, and even ruining the enterprise’s image. Shielding data and 

systems from unauthorized access is one of the major reasons why ethical hacking is becoming more 
important in the cybersecurity arena. ‘Ethical hacking’ refers to the legal invasion of systems and 

networks in a bid to search for weaknesses that can be exploited; it is an essential practice in the 

protection of information resources. Which means, ethical hackers or white-hat hackers know and 

use the same tools and methods as black-hat hackers; however, they aim to fortify the security 

systems instead of taking advantage of their flaws.  

This helps the firms enhance the protection of their systems against the attacks as well as abide by 
the legal requirements and the recommended standards. Ethical hackers play a crucial role in 

understanding the organization’s weaknesses by conducting such activities allowing the organization 

to plug those weaknesses before they transform into real problems. The benefits of ethical hacking 

are not only internal to the organization; they also shape the general outlook of the society on 

information security, encourages the use of the internet, creates employment in the field of 
technology. With the enhancing threat assessment amongst the organizations and individuals so 

does the need for anticorruption ethics ethical hacking awareness grow within counter actions. 

WHAT IS HACKING? 

Hacking involves unauthorized access to computer systems, networks, or devices, exploiting vulner 

abilities for malicious or ethical purposes like data theft or security flaw identification. 

TYPES OF HACKING 

We can define hacking into different categories, based on what is being hacked.  
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1. Network Hacking 

2. Website Hacking 

3. Computer Hacking 

4. Password Hacking 

5. Email Hacking 

WHO ARE HACKERS? 

Hackers are skilled individuals who exploit computer system vulnerabilities to gain unauthorized 

access. Here’s an in-depth analysis of the different types of hackers: 

TYPES OF HACKERS 

1. White Hat Hackers 

2. Black Hat Hackers.  

3. Grey Hat Hackers. 

1. White Hat Hackers 

Also known as ethical hackers, these individuals use their hacking skills to find and report 

vulnerabilities in computer systems. They work with organizations to improve their security and 

prevent malicious attacks. 

2. Black Hat Hackers 

Individuals exploit hacking skills for malicious purposes, often for personal gain or harm, stealing 

data, disrupting services, and spreading malware. 

3. Grey Hat Hackers 

Individuals, ranging from black hat to white hat hackers, engage in ethical and unethical hacking 

activities for personal gain or statement, posing security risks.  

WHAT IS EHICAL HACKING? 

Ethical hacking, also known as penetration testing, is a method of intentionally probing computer 

systems for vulnerabilities and security weaknesses to prevent potential exploitation by malicious 

hackers. 

WHO ARE ETHICAL? 

Ethical white-hat hackers, hired by companies, use similar skills as black-hat hackers but with 

company approval to identify and secure vulnerabilities susceptible to cyber-attacks. 

TYPES OF ETHICAL HACKING 

• VulnerabilityAssessment and Penetration Testing 

• Web Application Security Testing 

• Network Security Testing 

• Social Engineering Testing 

• Ethical Hacking Certification 

Objectives: 

• To Identify Skills and Competencies Required. 

It is to identify the key technical and soft skills that ethical hackers require in order to overcome the 

challenges posed by cybersecurity.  

It aims at the construction of an inclusive training and development structure within the area. 
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• To Evaluate the Global Impact of Ethical Hacking. 

The function of ethical hacking in improving the security levels of organizations and preventing the 

loss of sensitive information. This entails carrying out an assessment of the relevant literature or 

case studies to gauge its effectiveness and related aspects of security compliance. 

• Assess the evolving nature of cyber threats and the future role of ethical hacking in 

addressing these challenges. 

The changing realities of cyber threats and the need for ethical hacking transformation. It highlights 

the need for continuous training and awareness to avert new threats. 

Literature Review: 

1. Munjal, M. N. (2014) 

The paper discusses the growing focus on ethical hacking as cyberattacks increase. It highlights the 

importance of ethical hacking in detecting weaknesses and improving security systems. It surveys 

literature on ethical hacking techniques, seriousness, and its global impact. Organizations are 

turning to ethical hacking for safeguarding their information systems. 

2. Ch. Mary Pushpa, K.V.M Udaya Lakshmi, S. Hepzibah(2021) 

The Ethical hacking, also known as penetration testing, is gaining popularity as companies recognize 

the importance of cybersecurity in a digital age. It involves lawful breaches of IT systems to identify 

security flaws, allowing organizations to fix them before malicious hackers exploit them. This 

practice helps prevent data losses and cybercrimes, a growing concern in recent years. 

3. Hafiz Burhan Ul Haq (2022) 

Ethical hacking, commonly called white hat hacking, describes the testing of the security of one’s 

computer system by an outside individual or organization with prior rights to do so. In this literature 

review, the various definitions and methodologies along with the sectors they fall under, and the 

impacts of such ethical hacking are explored as well as the emerging significance of the horizon in 

today’s modern age, which is heavily influenced by technology. 

Methodology: 

The research involves qualitative analysis of literature and case studies to understand ethical 

hacking's impact on society.IutilizedSecondary data from various references, including Munjal, M. N. 

(2014)on Impact of Ethical hacking on society, Hafiz Burhan Ul Haq (2022) on Impact on Security 

Mechanism, Ch. Mary Pushpa(2021) on Impact on various sectors ofthe Economy, to support the 

findings and insights presented in this paper. 

Findings: 

1. Technical Proficiency: 

Considering the recent job postings, there is a clear requirement for adequate knowledge of 

programming languages such as Python and Java, operating systems namely, Linux and Windows, 

and the principles of networking. 

2. Case Studies: 

The influence of ethical hacking on organizational resilience is positive, as documented by effective 

measures that mitigate most data breaches and the overall security. 

3. Adaptive Techniques: 

In keeping with the changing threats, ethical hackers have begun using more sophisticated 

techniques such as AI-based security assessments and automated penetration testing. 

IMPACT ON SOCIETY OF ETHICAL HACKING 

Hackers have significant social impact. They are attracting younger generations. While ethical 

hacking is not a terrible thing, it's crucial to understand how it benefits society.  
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Ethical hackers have made significant contributions to various disciplines of computing by pushing 

technology beyond perceived norms. The internet now connects computers worldwide, making them 

vulnerable to global hacking assaults.  

➢ Impact on education 

➢ Impact on business 

➢ Impact on workplace and its security 

➢ Impact on technology 

➢ Impact on confidential information 

• IMPACT ON EDUCATION 

Teaching students about hacking can be challenging due to students' interest in learning this novel 

approach. However, it is important to provide students with an up-to-date understanding of global 

technology advancements. Many undergraduate students lack understanding of the necessity and 
effectiveness of hacking, despite their desire to use it for both good and harmful purposes. Many 

students even request workshops or classes on ethical hacking, despite not understanding computer 

ethics. Universities and colleges can implement procedures to prevent students from engaging in 

harmful hacking activities, such as conducting personal interviews to assess students' criminal 

backgrounds and professional certifications. It is essential to provide students in IT and related 

areas with up-to-date understanding of global technology advancements. 

• IMPACT ON BUSINESS 

Information technology (IT) has become a crucial tool for organizations, enabling the electronic 

storage of data and online transactions. As the internet expanded, shopping and auction sites 

emerged, offering incentives and savings. Ethical hackers can exploit personal data and account 

information for personal gain. While some programmers are skilled and ethical, others may not 

always use their full potential. Some exploit vulnerabilities in their company's systems, produce 

virus programs, and refuse payment for services. Identifying trustworthy resources for ethical 
hacking services can be challenging due to corruption in today's environment. It is also difficult to 

determine the genuine motives of ethical hackers, as companies may be held responsible for not 

reporting incidents. Counseling and motivation can help ethical hackers appreciate the importance 

of working for good reasons and intents, despite challenges they may face. 

• IMPACT ON WORKPLACE AND ITs SECURITY 

Ethical hackers, who are security professionals in IT, can change and steal company data, posing a 
significant threat to workplace security. They can access company servers, causing harm, and 

potentially stealing employees' personal information. However, their capabilities are unknown, and 

they may not fully understand the impact of viruses and worms. As an insider, they have access to 

the company's secret data. The effectiveness of ethical hackers is largely determined by their true 

motives, making it crucial to establish clear guidelines and protect sensitive information. 

• IMPACT ON TECHNOLOGY 

In today's electronic age, little is truly secure. All individuals have access to information for various 
reasons. There are technologies available to conveniently access information about any system, 

whether local or remote. An ethical hacker may simply obtain the IP addresses of any system and 

potentially harm it. Ethical hackers can use a variety of products accessible on the global market to 

enhance their effectiveness. Nmap is a useful tool for ethical hackers to identify open ports on 

various systems. It may be downloaded from the internet. Aconitic is a web application vulnerability 

testing tool available online for ethical hackers. It is simple to use and supplies valuable information.  
These tools can be used by both normal and ethical hackers without distinction. Hackers may use 

them for criminal purposes, whereas ethical hackers utilize them for organizational benefits and to 

detect gaps in network security. 

• IMPACT ON CONFIDENTIAL INFORMATION 

Hackers pose a significant threat to confidential information, particularly in financial transactions, 

where ethical hackers often work.  
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They can quickly access account holders' valuable information, blackmail them, and conduct 

fraudulent transactions. Spam, a major issue for email users and a leading generator of viruses, 

accounts for 70% of all emails on the internet. Ethical hackers face challenges in finding all possible 

circumstances and may face unfair accusations, even if they did not commit any crimes. 

Understanding the distinction between ethical and unethical hacking is crucial, but ethical hackers 

may also fall into this category due to their extensive access. 

The Positive Impact of Ethical Hacker: 

1. Strengthening Cybersecurity Defenses 

2. Preventing Data Breaches 

3. Protecting Financial Systems 

4. Safeguarding Critical Infrastructure 

5. Ensuring Software and Application Security 

Further Scope: 

• Specialized Training Programs: Develop training programs that address skill gaps in ethical 

hacking, integrating both technical and soft skills. 

• Longitudinal Studies: Conduct studies to identify the most effective ethical hacking interventions 

for enhancing organizational security and compliance. 

• Adaptation to Evolving Threats: Focus on addressing the ever-changing nature of cyber threats 

to ensure the security of both organizations and individuals. 

CONCLUSION 

In conclusion, the concept of hacking encompasses a spectrum of activities that can be classified as 

ethical, criminal, or unethical. As technology continues to advance at a rapid pace, it presents both 

opportunities and challenges in the realm of cybersecurity. Ethical hacking plays a crucial role in 

protecting organizations from malicious attacks by identifying and addressing vulnerabilities before 

they can be exploited.The distinction between ethical and unethical hacking is vital, as ethical 

hackers contribute significantly to strengthening cybersecurity defenses, preventing data breaches, 
and safeguarding critical infrastructure. However, the evolving nature of cyber threats necessitates 

ongoing education, training, and the adoption of innovative technologies to stay ahead of potential 

risks.As end users, it is imperative that we remain informed about the software and systems we 

utilize, ensuring they come from trusted sources. Implementing robust security measures, such as 

strong passwords and advanced security protocols, is essential in mitigating risks.Looking forward, 
the field of ethical hacking must continue to evolve, incorporating new methodologies and 

technologies to effectively combat the ever-changing landscape of cyber threats.  

With a proactive approach and collaborative efforts among stakeholders, we can foster a secure 

digital environment that benefits society. 
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IMPACT ON TRAINING AND DEVELOPMENT ON ORGANIZATIONAL PERFORMANCE 

PRIYA.S 

ABSTRACT: 

This study investigates the relationship between training and development and organizational 

performance. Continuous training helps employee adopt to change in technology, regulations and 

market demand. Development opportunities boost employee motivation and engagement, reducing, 
turnover and absenteeism. Well –trained employees are better equipped to meet customer needs, 

leading to higher satisfaction and loyalty. Training and development encourages creativity, 

innovation and problem-solving, driving business growth. Cross-functional training enhances team 

work and collaboration, leading to more effective communication. Highlighting its critical role in 

enhancing employee skills.  

Training initiatives equip employees with the necessary competencies to improve productivity and 

quality of work, fostering a culture of continuous learning and innovation. This paper also discusses 

the importance of leadership development and the measurable improvements in key performance 

indicators resulting from effective training programs to achieve sustainable organizational success 

and maintaining a competitive advantage in today’s dynamic business environment. This paper 

examines the critical role of training and development in enhancing organizational performance. By 
analyzing various training methodologies and their outcomes. The findings underscore the necessity 

for organizations to invest in comprehensive training programs to remain competitive. 

Keywords: 

Productivity and efficiency, employee’s engagement, customer’s satisfaction, and enhance 

collaboration and team work. 

Objectives: 

• To assess the job performance and productivity  

•  To find out the employee skills and knowledge  

• To ascertain the employee engagement and motivation 

INTRODUCTION 

In today’s rapidly changing business landscape, organization face increasing to adopt, innovate and 

thrive. Training and development initiatives empower employees with the skills, knowledge, and 

competencies necessary to enhance organizational performance. The modern workplace demands 

continuous learning, improvement and innovation. However, the effectiveness of training and 
development program varies widely, highlighting the need for strategic planning, implementation and 

evolution.  

As businesses evolve, the need for a skilled and adaptable work force becomes paramount. The 

important for training and development cannot be overstated. Research has consistently shown that 

well-structured training programs lead to improved employee performance, higher job satisfaction, 

and increased retention rates. Training and development not only empower employees with the 
necessary skills and knowledge but also foster a culture of continuous learning and improvement 

that can significantly influence organizational outcomes. 

Training and development play a vital role in shaping organizational culture. Moreover, the link 

between training and organizational performance extends beyond individual employee benefits. This 

paper will explore multifaceted impact of training and development on organizational performance; 
examine key areas such as skill enhancement, employee engagement, adaptability, turnover 

reduction, customer satisfaction and innovation. Furthermore, training and development initiatives 

contribute to the overall innovation capacity of an organization.  

By encouraging employees to acquire new skills and knowledge, organizations can harness diverse 

perspectives and ideas, driving creativity and problem-solving, this adaptability is crucial in a 

landscape where innovation and agility often dictate success.  

 



East Point College of Management 
December 2024 – Vol 14 Issue 12 - Online - ISSN 2249–2585 Print - ISSN 2249-8672 

 

255 
18th & 19th October 2024                                                                                       

TechComm-24: A Convergence of Technology, Commerce and Management 

This creates a positive feedback loop where effective training leads to superior results, which in turn 

encourages further investment in employee development. Employees are the indispensable asset and 

key element of gaining competitive advantage of organization and training is essential tool for its 

actualization. 

Literature Review: 

Several authors have extensively examined and reviewed the impact of training and development on 
organizational performance, contributing valuable insights to the field.Numerous researchers have 

investigated the impact of training and development on organizational performance. Kirkpatrick, 

D.L., in his seminal work from (1959), introduced the Kirkpatrick model, which evaluates training 

effectiveness through 4 levels: reaction, learning, behavior, and results, emphasizing how these levels 

correlate with organizational outcomes. Harter, J.K., Schmidt, F.L., & Hayes, T.L.(2002). Business-
unit-level relationship between employee satisfaction, employee engagement, and business 

outcomes. Journal of applied Psychology, 87(2), 268-274. Noe, R.A.offered a comprehensive overview 

in his book “Employee Training and Development,”first published in(1998), where he discusses how 

effective training programs can enhance employee skills, motivation, and ultimately, organizational 

performance. The research of Salas, E, and Cannon-Bowers, J.A in their (2001) article, “The Science 

of training: A Decade of progress,”underscores the significant of team training and its direct impact 
on organizational performance, particularly is high-stakes environments. Additionally, Garavan, 

T.N., &Carbery, R. published their findings (2007) in the international journal of impact on training 

and development, discussing the strategic role of training and development in enhancing 

organizational capabilities and competitiveness 

More recent studies have focused on the use of technology in training and development, with 
researchers such as Piccoli et al (2001) and Swanson(2001), exploring the effectiveness of online 

learning platforms and virtual reality training. 

Framework: 

Focus: Short-term, skills-based learning aimed at improving performance in a specific role or 

task.Purpose: To equip employees with the knowledge, skills, and abilities (KSAs) necessary to 

perform their current job effectively.Content: Typically, practical, hands-on, and focused on 
acquiring specific skills, procedures, or technical knowledge. Examples: Software training, product 

knowledge training, customer service training, safety training, etc.Focus: Long-term, broader 

learning aimed at preparing employees for future roles or career progression. Purpose: To enhance 

employees' overall capabilities, broaden their perspectives, and prepare them for leadership and 

strategic thinking. Content: Often theoretical, conceptual, and focused on developing soft skills, 
leadership qualities, strategic thinking, and broader business knowledge. Examples: Management 

development programs, leadership coaching, mentoring programs, professional development courses, 

etc. 

Organizational Performance: 

Organizational performance is the success of an organization in achieving its goals and objectives. It 

encompasses various aspects of an organization's success, including financial performance, 
operational efficiency, customer satisfaction, employee engagement and performance, innovation and 

adaptability, and social responsibility. Financial performance measures profitability, revenue, ROI, 

market share, and resource utilization. Operational efficiency measures productivity, efficiency, and 

resource utilization. Customer satisfaction involves customer retention, loyalty, feedback, and 

acquisition. Employee engagement and performance involve employee morale, productivity, 
retention, and talent acquisition.Innovation and adaptability involve product development, process 

innovation, technological adoption, organizational agility, and social responsibility. Product 

development focuses on creating new products or services to meet market needs, while process 

innovation improves existing processes. Technological adoption helps organizations stay competitive 

and improve operations. Organizational agility allows organizations to adapt quickly to changing 

circumstances and market dynamics. Social responsibility involves environmental sustainability, 
ethical conduct, and community involvement. Achieving a balance between these factors is crucial 

for creating a sustainable, ethical, and profitable organization that provides value to stakeholders. 

Measuring and improving organizational performance is a continuous process that requires strategic 

planning, effective leadership, and a strong commitment to continuous improvement. 
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Impact of training and development in Organizational Performance: 

Training and development are integral components of a successful organization. By investing in their 

employees' growth, companies can reap significant benefits in terms of improved performance, 

increased productivity, and enhanced employee satisfaction. 

• Enhanced Productivity & Efficiency 

• Improved Quality & Customer Satisfaction 

• Increased Innovation & Adaptability 

• Stronger Employee Engagement & Retention 

• Enhanced Leadership & Management 

Enhanced Productivity & Efficiency: 

Training enhances employees' skills, productivity, and resource utilization. It educates them on new 

processes, technologies, and best practices, resulting in streamlined operations and increased 
efficiency. Additionally, it minimizes downtime due to inadequate knowledge or skills, promoting 

smoother workflows and consistent output. 

Improved Quality & Customer Satisfaction: 

Training enhances employees' understanding of product or service features, quality standards, and 

customer expectations, resulting in improved quality and customer experience. It also enhances 

customer service skills, leading to increased satisfaction and loyalty.  

Effective problem-solving and conflict resolution skills minimize dissatisfaction and maintain a 

positive brand image. 

Increased Innovation & Adaptability: 

Training fosters creativity, problem-solving skills, and innovation by embracing new ideas. It equips 

employees with digital transformation skills, improving processes and maintaining a competitive 

edge.  

Programs that address market dynamics, technological advancements, and evolving customer needs 

prepare employees to adapt and thrive in a constantly changing environment. 

Stronger Employee Engagement & Retention: 

Training fosters creativity, problem-solving skills, and innovation by embracing new ideas. It equips 
employees with digital transformation skills, improving processes and maintaining a competitive 

edge.  

Programs that address market dynamics, technological advancements, and evolving customer needs 

prepare employees to adapt and thrive in a constantly changing environment. 

Enhanced Leadership & Management: 

Training leaders in essential skills like communication, decision-making, delegation, and conflict 
resolution enhances management practices and teams. It ensures a skilled talent pool for future 

leadership roles. Strategic thinking and business acumen training equips leaders to make informed 

decisions, adapt to market trends, and navigate complex business environments. 

Recommendation: 

To maximize the impact of training and development on organizational performance, organizations 
should align training programs with strategic goals, invest in quality training, foster a learning 

culture, measure and evaluate training effectiveness, address challenges and limitations, leverage 

technology, promote employee engagement, provide continuous feedback, consider external 

partnerships, and prioritize leadership development.  

By implementing these recommendations, organizations can create a more effective and engaging 

training and development environment that supports employee growth and drives organizational 

success. 
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Conclusion: 

The literature provides strong evidence supporting the positive impact of T&D on organizational 

performance. However, the effectiveness of T&D programs depends on various factors, including 

alignment with strategic goals, quality of training, employee engagement, organizational culture, and 

evaluation. By addressing these factors, organizations can maximize the return on their investment 

in T&D and achieve sustainable competitive advantage. 

Reference: 

• A study published in the Journal of Public Administration and Governance found that training 

and development strategy plays a significant role in organizational performance. 

• Another study revealed that training and development have a positive impact on organizational 

performance, confirming that the cost of off-the-job training is worth the investment. 

• Research has also shown that employee training and development can spur innovation and 

promote organizational performance, which is critical in today's competitive business environment. 

• A study on executive-level employees found that training and development is positively related to 

employee performance. 

• Organizational commitment has been found to mediate the association between training and 

development and work performance. 

• A study on the impact of training and development on employee performance and effectiveness 

found a statistically significant positive correlation between the two. 

• Harrison (2000) and M (2005) also found that learning through training and development 

influences organizational performance. 

• A study concluded that there is a significant relationship between training and development and 

its impact on enhancements of organizational performance. 
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ABSTRACT 

The purpose of this study is to examine the impact of internet and social media use on children's 

development and well-being. Data was collected via an online questionnaire divided into various 

sections. Section A - dealt with demography, while Section B - Social Media Usage Section C – Social 

Skill Development Section D – Emotional Development Section E – Cognitive Development Section F 

– Parental Perception discussed the impact of the internet and social media on children. This study 

surveyed 69 parents to investigate their children's access to various internet information, its 
consequences on mental and physical health such as eye strain and sleep difficulties, and 

implications for academic achievement. According to the findings, unsupervised internet interaction 

can result in behavioural abnormalities in roughly 70% of cases, academic difficulties in around 

30.6%. However, parents are using a variety of strategies to mitigate these risks. The survey reveals 

that 70% of respondents set limits on their children's gadget usage. These findings highlight the 
importance of taking proactive actions to overcome the issues posed by unsupervised digital 

interaction and create a safer and more beneficial online environment for children. 

Key Words: Internet, Child Interest, Cognitive Development, Emotional Development, Social 

Media, Cyber Bullying 

Introduction 

The rapid proliferation of social media in the 21st century has transformed the way individuals, 
particularly children and adolescents interact with the world around them. As platforms like 

Instagram, TikTok, Youtube and Snapchat become integral to daily life, understanding how social 

media exposure affects child development has become a critical area of research. Children today are 

not only consumers of content but also creators, influencing one another and shaping social norms 

from a young age. 

The significance of social media as a medium for communication and self-expression has raised 

important questions about its potential impacts on various developmental domains, including 

cognitive, emotional, and social growth. While social media can offer opportunities for connection, 

learning, and creativity, concerns have also been raised regarding its association with issues such as 

anxiety, depression, body image dissatisfaction, and cyberbullying. 

This study aims to examine the multifaceted implications of social media exposure on child 
development, exploring both the positive and negative outcomes that arise from this modern 

phenomenon. By analyzing various dimensions, including the effects on self-esteem, social skills, 

and academic performance, this research seeks to provide a comprehensive understanding of how 

social media shapes the experiences and development of children. Ultimately, the findings of this 

study could inform parents, educators, and policymakers about the role of social media in children’s 

lives and contribute to the creation of strategies that promote healthy development in a digital age. 

The evolution of social media has significantly impacted child development, shaping how children 

interact, learn, and perceive the world. Here’s an overview of its effects across different 

developmental stages: 

1. Early Childhood (Ages 0-5) 

• Exposure to Technology: Increased use of tablets and smartphones has introduced children to 

digital content at a younger age. This can influence language acquisition and cognitive skills through 

interactive learning apps. 

• Social Interaction: Limited direct social interaction may affect social skills, as children learn 

through play and face-to-face communication. However, some educational platforms foster early 

social engagement. 
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2. Middle Childhood (Ages 6-12) 

• Social Skills Development: Social media provides a platform for children to connect with peers, 

enhancing their social skills. However, it can also lead to cyberbullying and social anxiety, impacting 

self-esteem. 

• Identity Formation: Children begin exploring their identities online, curating their images and 

interactions. This can foster creativity but may also lead to issues related to self-worth and 

comparison. 

3. Adolescence (Ages 13-18) 

• Peer Relationships: Social media plays a crucial role in shaping peer relationships. It provides a 

space for connection but can also exacerbate issues like exclusion and peer pressure. 

• Mental Health: Increased social media use is linked to anxiety, depression, and other mental health 

challenges. The quest for likes and validation can create a cycle of comparison and dissatisfaction. 

• Exposure to Information: Adolescents have greater access to diverse information, which can 

enhance knowledge but also expose them to misinformation and harmful content. 

4. Positive Aspects 

• Community Building: Social media can help children and teens find communities and support 

networks, especially for those with unique interests or challenges. 

• Creativity and Expression: Platforms allow for creative expression through art, writing, and video, 

promoting skills like digital literacy and communication. 

5. Parental Guidance and Moderation 

• Role of Parents: Active parental involvement is crucial in mediating social media use. Encouraging 

open discussions about online experiences can foster healthy usage. 

• Setting Boundaries: Establishing screen time limits and promoting alternative activities can help 

mitigate negative impacts. 

REVIEW OF LITERATURE 

Fatima Shirly Anitha,, Udayakumar Narasimhan, Abhinayaa Janakiraman, Nivetha Janakarajan, 

Priyadharshini Tamilselvan in her research article published on 19th August 2021 entitled 
“Association of digital media exposure andaddiction with child development and behavior”The 

research paper had used primary data.A cross‑sectional study Media exposure which was 

traditionally restricted only to television has now broadened to include various handheld devices and 

constant internet access. Although high quality educational and interactive screen time is benefited, 

excessive addiction and early introduction of such media use has various deleterious consequences. 

Aim: To estimate the exposure of media among Indian children and its influence on early child 

development and behaviour.  

Settings and Design: A tertiary care hospital based cross-sectional study. Materials and Methods: 

For the study they havetaken 613 children between 18 months and 12 years who visited the 

paediatric out-patient department for a well or a sick visit. Their media exposure was extensively 

analysed along with Problematic Media Use Measure Short Form (PMUM-SF). They were screened for 
behaviour problems using the Child Behaviour Checklist (CBCL) and Strengths and Difficulties 

Questionnaire (SDQ) accordingly. Those under five years were also subjected to a screening using 

Ages and Stages Questionnaire (ASQ3). Results: The most common gadget used was television 

followed immediately by smartphones.  

The average daily screen time was 2.11 hours, Mean+SD=2.11+1.53, 95% CI 2.11+ 0.12, found in 

(40.1%) of the study population .The prevalence of screen addiction was 28.1%, majority being boys. 
Increased screen time and media addiction were significantly associated with concerns in 

communication, problem-solving and personal-social domains, as well as conduct, hyperactivity and 

pervasive developmental disorder (PDD) problems.  
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Sung Koo Kim, MD, PhD1, Da SomWi, MD1, and Kyung Mi Kim, MA1 in their research article 

published on 19th August 2021 entitled “Effect of Media Exposure on Social Development in 

Children” Purpose: The prevalence of autism spectrum disorder in children, who show problems in 

social development, is increasing rapidly.  

If children watch media at an early age, they lose the time to interact with their parents and will not 

be able to play creatively, which can have a negative impact on social development. This study was 
performed to evaluate the association of media exposure with social developmental delay. Methods: 

The sample consisted of 96 patients with social developmental delay who visited the developmental 

disorder clinic from July 2013 to April 2019. The control group included 101 children who visited 

our developmental clinic with normal developmental screening test results during the same period. 

The data were collected using self-reported questionnaires with questions regarding media exposure 
time, content, background media or foreground media, the age of first exposure, and media exposure 

with or without parents. Results: In regard to media exposure time, 63.5% of the social 

developmental delay patients were exposed to media for more than 2 hours a day compared to 18.8% 

of the control group (P < .001, [OR] = 8.12). In the risk factor analysis of media exposure on social 

development, male gender, media exposure before 2 years of age, exposure for more than 2 hours, 

and exposure alone without parents were statistically significant. Conclusion: Media exposure was a 

significant risk factor for social developmental delay. 

Song Meixuan entitled a topic “Assessing the impact of social media exposure on children's cognition 

and social development” and the research paper includes Secondary data. In the current information 

society, socialmedia has become an in dispensable part of our daily lives. However, the impact of 

socialmedia on children's cognition and social development has attracted widespread attention from 
society. This article uses quantitative and qualitative analysis methods to evaluate the impact of 

socialmedia exposure on children's cognition and social development. Firstly, they have collected and 

analysed a large amount of empirical data on children's social media exposure. Then, through the 

analysis of those data, they have found that socialmedia exposure has to some extent promoted the 

cognitive development and social skills improvement of young children. Research has shown that 

appropriate social media exposure can promote language development, innovative thinking, and 
social interaction skills in young children. However, excessive exposure may have a negative impact 

on the health and physical and mental development of young children. In summary, socialmedia has 

an impact on the cognitive and social development of young children, but how to manage and use 

social media reasonably to play its positive role and weaken its negative impact is a topic that they 

need to continue researching and exploring. The research results have positive reference significance 
for parents and educators to understand and guide young children's reasonable exposure to social 

media. 

OBJECTIVES OF THE STUDY  

• To understand how long children involve themselves in browsing social media 

• To study the perspective of parents towards their children wellbeing.  

• To investigate the effects of social media on cognitive skills, parental perception.  

• To analyse the impact of social media on children's interpersonal skills, including their ability to 

communicate effectively and build relationships. 

• Develop guidelines for parents, educators, and policymakers on how to manage social media use in 

children to promote healthy development. 

RESEARCH GAP 

After a thorough study of the review of literature, though there are several studies conducted on the 
impact of social media exposure on child development. Thus, the researchers have taken a small 

study comprising of 70 responses of Parents perception over their children of using social media. 

RELEVANCE OF THE STUDY 

The rapid spread of social media has resulted in its widespread use among diverse demographics, 

with the nature of that usage playing a significant role in its effects. In response, a small study was 

conducted to evaluate children's exposure to social media. This research is essential for 
understanding the dynamics of media attraction and its implications for children's development, 

especially in terms of their social skills and mental health. 
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METHODOLOGY 

The research paper titled ‘A study Examining the impact of social media exposure on child 

development, the following methodology was adopted: 

i. Total Population 

As per record, there are total of 70parents have responded out of which one response was not 

supporting for the survey hence could not include 1 response. 

ii. Sampling method 

On the basis of total no’s69 responses were purposively selected through convenient sampling 

method. 

iii. Data Collection 

a) Primary data: Appropriate questionnaire was developed looking into variable under study. 

b)Secondary data: To gather appropriate information other research papers, reports, web-sites, files 

in the pdf form, were collected and analysed. 

Data related to demographic profile of respondents 

Sl No. Variables Category Frequency Percentage 

1 Gender 

Female  34 49 

Male 35 51 

Total 69 100 

2 Age 

0-5 8 12 

6- 10 19 27 

11 -15 6 9 

16 - 20 35 51 

21 - 25 1 1 

Total 69 100 

3 Parent Age 

20 - 25 1 2 

26 - 30 10 15 

31 - 35 12 17 

36 - 40 18 26 

41 - 45 12 17 

46 - 50 10 14 

51 - 55 5 7 

   

56 - 60 1 2 

Total 69 100 

 

How many hours per day does your child spend on social media? 

Hours No's Percentage 

Less than 1 hr 5 7 

1 23 33 

2 15 22 

3 9 13 

4 3 4 

5 6 9 

6 1 1 

7 2 3 

8 3 5 

10 2 3 

Total 69 100 
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Which platforms does your child primarily use? 

 

 

  

How would you rate your child’s ability to make friends in person?  

(1 - Very Poor, 5 - Very Good) 

 

Do you think social media has helped your child improve their communication skills?  

 

 

5, 7%

23, 33%

15, 22%

9, 13%

3, 4%

6, 9%

1, 2%
2, 3%

3, 4%2, 3%Screen Time

1 2 3 4 5 6 7 8 9 10
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How often does your child engage in face-to-face interactions compared to online interactions 

 

 

Has your child experienced any of the following emotions due to social media? 

 

How does your child react to negative comments or cyberbullying?  

 

Do you believe social media has impacted your child’s attention span?  
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How often does your child engage in educational content on social media? 

 

Has social media exposure led to any changes in your child's interests or hobbies? 

 

How concerned are you about your child's social media usage?  

 

FINDINGS AND SUGGESTIONS: 

 

1. Cognitive Development: 

o Positive Impact: Access to educational content on social media can enhance learning 

opportunities and promote critical thinking skills. Out of which 69 respondents 56 parents have 

convey their children’s have positive impact by using social media Platforms that facilitate knowledge 

sharing can support academic performance. 

o Negative Impact: 13 respondents indicated a negative impact of screen time, particularly among 
children aged 3 to 20 years, who exhibit significant involvement in social media. Excessive screen 

time and exposure to distracting content may hinder attention spans and reduce information 

retention, leading to challenges in academic achievement. 

2. Emotional Development: 

o Positive Impact: Social media can provide emotional support through online communities, helping 

children express feelings and connect with peers facing similar challenges. 
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o Negative Impact: Increased exposure to negative content, cyberbullying, and unrealistic 

comparisons can lead to anxiety, depression, and decreased self-esteem. 

3. Social Development: 

o Positive Impact: Social media can foster connections and friendships, allowing children to 

communicate and collaborate with others beyond their immediate environment. 

o Negative Impact: Over-reliance on online communication may hinder the development of face-to-
face social skills and can lead to feelings of isolation when online interactions replace in-person 

relationships. 

4. Behavioural Issues: 

o Excessive social media use has been correlated with behavioral problems, including impulsivity and 

decreased physical activity levels. Children may become more sedentary and prone to screen 

addiction. 

5. Parental Involvement: 

o Active parental engagement in children's social media use is linked to better outcomes. Parents who 

set boundaries and educate their children about safe online practices experience fewer negative 

effects. 

BASED ON THE FINDINGS PROVIDED, HERE ARE SOME SUGGESTIONS 

1. Balanced Approach: 

o Encourage a balanced media diet by limiting screen time and promoting a mix of educational, 

recreational, and physical activities. 

2. Education and Communication: 

o Educate children about social media, focusing on critical thinking skills to help them discern 
reliable information and engage positively online. Foster open conversations about online 

experiences. 

3. Parental Guidance: 

o Parents should monitor their children's social media use and engage in discussions about online 

interactions, teaching them about privacy, kindness, and the importance of face-to-face 

relationships. 

4. Positive Content Promotion: 

o Support access to platforms and content that promote positive social interactions, mental wellness, 

and educational value, creating a safe online environment. 

5. Research and Policy: 

o Encourage further research into the long-term effects of social media on child development and 
advocate for policies that promote child protection online, including regulations against harmful 

content and cyberbullying. 

6. Community Programs: 

o Develop community programs that promote digital literacy, emotional intelligence, and effective 

communication skills, equipping children to navigate social media responsibly. 

By integrating these suggestions and addressing the findings systematically, stakeholders can help 
mitigate the risks associated with social media while maximizing its potential benefits for child 

development. 

Conclusion 

In conclusion, the impact of social media exposure on child development is multifaceted, presenting 

both opportunities and challenges. While social media can serve as a valuable tool for education, 
social interaction, and emotional support, it also poses risks related to cognitive overload, emotional 

distress, and social skill deficits.  
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As children increasingly engage with digital platforms, it becomes imperative for parents, educators, 

and policymakers to adopt a proactive approach in fostering a healthy online environment. Balancing 

social media use with other developmental activities, promoting critical digital literacy, establishing 

open lines of communication about online experiences, and ensuring parental involvement are 

essential strategies for mitigating potential negative effects. Furthermore, continued research and 

updated policies are necessary to safeguard children's well-being in an ever-evolving digital 
landscape. Ultimately, by understanding the complexities of social media's impact and implementing 

practical measures, we can harness its benefits while protecting and enhancing the developmental 

growth of children in our increasingly connected world. 
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