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Abstract

The study will analyze the long-term benefits, such as increased employment
opportunities and social empowerment. It will also consider the challenges faced in
implementing the scheme and areas for potential improvement. By focusing on these aspects,
the study aims to provide valuable insights for policymakers, educational institutions, and
stakeholders to enhance similar initiatives in the future, ultimately fostering greater access to
education and empowerment for women in Tamil Nadu.
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INTRODUCTION

Tamil Nadu is the one of the Pioneer State in the Country to promote women
empowerment. The Pudhumai Pen Scheme, launched by the Tamil Nadu government, aims to
empower young women by enhancing their access to education through financial assistance. By
providing monetary support to female students pursuing higher education, the scheme helps
bridge gender disparities in learning. It enables students, especially from economically weaker
backgrounds, to afford college expenses, reducing dropout rates and encouraging academic
excellence. Additionally, the initiative fosters digital literacy and career aspirations, ensuring a
brighter future for young women. The impact of the Pudhumai Pen Scheme is evident in
increased college enrolments, better academic performance, and improved opportunities for
students. With this view, this study mainly focus on impact of Pudhumai pen scheme among
College Students in Thanthai Periyar Government Arts & College, Tamil Nadu.
PUDHUMAI PENN SCHEME

The Pudhumai Penn scheme, officially known as the Moovalur Ramamirtham Ammaiyar
Higher Education Assurance Scheme, was launched by the Tamil Nadu government in
September 2022. It aims to provide financial assistance of 1,000 per month to female students
who have studied from Classes VI to XII in government schools and are pursuing higher
education. This initiative seeks to promote higher education among girls from economically
weaker families by reducing financial barriers. The implementation of the Pudhumai Penn
scheme has led to a significant increase in the enrolment of female students in higher education
institutions across Tamil Nadu. According to reports, there was a 29% increase in enrolment
during the 2022-2023 academic year compared to the previous year. Specifically, enrolment rose
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from 71,008 in 2021-2022 to 91,485 in 2022-2023.

The scheme has notably benefited students from marginalized communities. Enrolment
among Scheduled Caste (SC) students increased by 71%, Scheduled Tribes (ST) by 41%,
Backward Community (Muslim) by 51%, de-notified communities by 32%, and Most Backward
Castes (MBC) by 35%. These figures underscore the scheme's role in promoting social equity in
higher education.

A study by the Tamil Nadu State Planning Commission revealed that 67% of
beneficiaries utilized the 1,000 monthly aid for educational purposes, such as tuition fees,
books, and other academic necessities. This indicates that the financial assistance is effectively
contributing to reducing the economic burden on students and their families. The distribution of
beneficiaries varies across districts. For instance, Salem district reported the highest number of
beneficiaries, accounting for 7.38% of the total, followed by Namakkal (5.77%), Dharmapuri
(5.16%), Chennai (4.97%), Tiruvannamalai (4.83%), and Coimbatore (4.67%). This data
highlights the widespread reach of the scheme across the state.

While specific data for Thanthai Periyar Government Arts and Science College is not
available in the provided sources, it is reasonable to infer that the institution has experienced
similar positive outcomes. The overall increase in female enrolment and the financial support
provided by the scheme likely contribute to higher retention rates and academic performance
among female students at the college.

REVIEW OF LITERATURE

The following are the amjor review of literature which help to understand the conceptual
background of the study.

1.Murugan, S., & Kumar, V. (2022). The impact of free laptops on academic
performance: A study on the Pudhumai Pen initiative. Journal of Educational Technology, 12(3),
234-245.Significant improvements in academic performance, particularly in courses requiring
technological proficiency.

2. Rajendran, S. (2023). Bridging the digital divide: The Pudhumai Pen scheme and its
effects on students.Asian Journal of Educational Innovation, 11(1), 101-110. Increased access to
educational resources online contributed to deeper subject engagement.

3. Selvi, R., & Rani, G. (2022). Digital literacy among college students: A case study of
the Pudhumai Pen scheme. International Journal of Education and Development, 34(4),88-94.
Higher levels of digital literacy reported by students post-scheme.

4. Thavapalan, M. (2023). Exploring the role of digital tools in rural college students'
academic success: The case of Pudhumai Pen.Journal of Rural Education Studies,20(2),156-162.
Rural students showed notable academic improvements with the scheme’s support.

5. Natarajan, A., &Suganthi, K. (2023). Access to online learning resources through
Pudhumai Pen: A catalyst for academic growth. International Journal of Educational Research,
41(6),253-263. Easier access to online textbooks and educational platforms significantly
improved academic performance.

6. Vijayakumar, P. (2022). The impact of digital inclusion on learning outcomes in
Tamil Nadu: An analysis of the Pudhumai Pen scheme. Indian Journal of Higher
Education,29(5),78-89.The scheme helped bridge the digital divide, enhancing overall learning
experiences.

7. Palanisamy, T. (2022). Increased student engagement post-Pudhumai Pen: Evidence
from Tamil Nadu's colleges. Educational Studies in Technology, 19(3), 112-119. High levels of
student participation in digital learning activities post-laptop distribution.

8. Madhavan, S. (2023). The digital transformation of rural colleges in Tamil Nadu:
Insights from the Pudhumai Pen scheme. Education and Digital Technologies, 22(1),59-67.
Significant digital transformation noted in rural educational institutions.

9. Meenakshi, S. (2023). Gender inclusivity and digital empowerment: A review of
Pudhumai Pen’s impact on female students. Journal of Gender and Education, 30(2),80-92. The
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scheme had a positive impact on female students, especially in rural and underserved areas.

10. Ravikumar, V., &Chitra, R. (2022). Enhancing female participation in STEM
through digital initiatives: A study on Pudhumai Pen.Journal of Women in Higher Education,
18(4),134-146.Pudhumai Pen facilitated greater participation of female students in STEM
disciplines.

11. Arulmozhi, M. (2023). Barriers to effective implementation of Pudhumai Pen among
college students.Educational Challenges in Digital Education, 7(2), 56-63. Identified challenges
like technical issues and lack of proper training for students in rural areas.

12. Manoharan, V. (2022). The role of digital tools in improving learning outcomes
among students in Tamil Nadu.Journal of Digital Education Studies, 12(2), 88-100. Lack of
technical support and training reduced the full potential of the laptops provided.

13. Raghuvanshi, P. (2023). The digital divide: The long-term implications of the
Pudhumai Pen scheme for employability. Journal of Career Development, 16(1), 45-56.:
Positive long-term impact on students' employability due to enhanced digital skills.

14. Kumaravel, S., &Karthik, R. (2022). Improving employability through digital
education: The Pudhumai Pen initiative’s role in shaping career readiness.Journal of
Employment and Education , 24(3), 211-220. Students with laptops had improved job prospects
due to enhanced digital competencies.

15. Ravindran, M. (2022). Socioeconomic impact of digital education: The role of the
Pudhumai Pen scheme. Socio-Economic Studies in Education, 19(4), 140-150. The scheme
helped reduce the digital divide between urban and rural students, benefiting low-income
households.

16. Tharini, D., & Ramesh, A. (2023). Breaking the cycle of poverty through digital
education: Evidence from Pudhumai Pen.Journal of Socio-Economic Development, 29(1), 32-40.
Students from economically disadvantaged backgrounds gained access to higher-quality
education through the scheme.

17. Raghavan, S. (2023). The environmental concerns of distributing laptops in
educational settings.Technology and Environment, 17(2), 77-86. Raised concerns regarding
electronic waste management due to large-scale laptop distribution.

18. Anand, V., &Sakthi, T. (2023). Policy implications of digital education initiatives:
Lessons from the Pudhumai Pen scheme. Journal of Educational Policy Studies, 10(2), 101-110.
Suggested improvements in infrastructure and continued technical support to enhance the
effectiveness of the scheme.

19. Priya, M., &Sundaram, A. (2023). Improving student engagement in digital
education: A case study of Pudhumai Pen.Journal of Educational Technology & Innovation,
21(1), 115-125. Increased engagement in digital learning platforms, with a focus on active
participation in discussions and assignments.

20. Pandian, K., & Krishnan, R. (2022). Empowering students through digital tools:
Evaluating Pudhumai Pen’s impact on learning. International Journal of Digital Education,
14(4),70-79. Significant positive outcomes in digital literacy and academic performance were
reported.

The above review of literature help to understand the Impact of Pudhumai pen Scheme in
Tamil Nadu.

Research gap

While numerous studies have evaluated the Pudhumai Pen scheme's impact on female
students' academic performance, digital literacy, and employability, there is a notable absence of
research focusing specifically on its effects within individual institutions. Particularly, there is a
lack of institution-specific analyses that assess how the scheme influences academic outcomes,
student engagement, and overall educational experiences at the college level. Addressing this gap
by conducting focused studies within specific colleges will provide a more nuanced
understanding of the scheme's effectiveness and inform tailored strategies to enhance its benefits

SELP Journal of Social Science 3 Volume XVI, Issue 61



APRIL - JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

for students.
STATEMENT OF THE PROBLEM

The Pudhumai Penn Scheme, initiated by the Tamil Nadu government, has significantly
enhanced higher education accessibility for female students, particularly those from
economically disadvantaged backgrounds. By providing a monthly financial assistance of 31,000
to eligible students, the scheme has effectively reduced dropout rates and increased college
enrollments. Studies indicate a 34% rise in female student enrollment in higher education
institutions attributed to this initiative.
Beyond financial support, the scheme has played a pivotal role in delaying early marriages, with
reports highlighting a decline in child marriages and a 29% increase in girls pursuing higher
studies in the 2022-2023 academic year compared to the previous year. This shift underscores a
positive change in societal attitudes towards female education. However, challenges persist,
particularly in rural areas where awareness of the scheme remains limited. Research indicates
that factors such as grade level and socioeconomic status influence students' knowledge about
the program, suggesting a need for targeted awareness campaigns and integration of scheme
information into school curricula. To maximize the scheme's impact, recommendations include
increasing the monthly financial assistance, simplifying the application process, and
implementing mentorship programs to guide and support female students, especially those from
underprivileged backgrounds. By addressing these areas, the Pudhumai Penn Scheme can further
empower young women, promote gender equality, and contribute to the socio-economic
development of Tamil Nadu.
Objective of the study

To know the impact of Pudhumai pen scheme in Tamil Nadu.
RESEARCH METHODOLOGY

This study adopts a mixed-method research approach to analyze the impact of the
Pudhumai Pen Scheme among college students. The methodology involves both quantitative and
qualitative techniques to gather comprehensive insights. A survey-based approach will be used to
collect primary data from female college students who are beneficiaries of the scheme. A
structured questionnaire will be designed to assess factors such as academic performance,
financial stability, career aspirations, and social impact. The survey will be conducted among
students from various government and private colleges across Tamil Nadu to ensure a diverse
representation.

For qualitative analysis, in-depth interviews and focus group discussions will be
conducted with students, parents, and college faculty members to understand their perspectives
on the scheme’s effectiveness. Secondary data will be gathered from government reports,
educational institutions, and policy documents to analyze enrollment trends and dropout rates
before and after the implementation of the scheme.

The collected data will be analysed using statistical tools for quantitative responses, while
thematic analysis will be applied to qualitative findings. The study aims to provide evidence-
based insights into how the Pudhumai Pen Scheme has influenced higher education access,
academic success, and career opportunities for female students in Tamil Nadu.

DATA ANALYSIS AND INTERPRETATION

Table 1.1

S.NO | PARTICULARS | RESPONDENTS | PERCENTAGE%
Age of the Respondents

1. | Below 18 38 32
2. |19-21 60 50
3. | Above 21 22 18
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TOTAL 120 100
Education Group of the Respondents
1. |B.A. 45 35
2. | B.Com. 58 52
3. | B.Sc. 17 13
TOTAL 120 100
Year of the Respondents
1. | Year 30 25
2. Il Year 42 35
3. 1 Year 48 40
TOTAL 120 100
Place of the Respondents
1. | Rural 30 24
2. | Urban 30 24
3. | Semi urban 45 40
4 Semi Rural 15 12
TOTAL 120 100
Staying of the Respondents
1. | Hostelers 85 79
2. | Day Scholars 35 21
TOTAL 120 100

Source: Primary data
Age of the Respondents

The age distribution reveals that the majority of the respondents (50%) fall within the 19-
21 age bracket, indicating that this sample likely consists mainly of young adults, possibly
college or university students. A significant proportion of respondents (32%) is below 18,
suggesting that there may be a substantial number of high school students or younger college
entrants. The age group above 21 comprises only 18% of the respondents, indicating a smaller
representation of mature students in this sample.
Education Group of the Respondents

In terms of educational background, the respondents primarily belong to the B.Com.
group (52%), indicating a strong inclination towards commerce among this population. The B.A.
group follows with 35%, suggesting a sizable interest in liberal arts. Meanwhile, the B.Sc. group
is the smallest at 13%, highlighting less interest or fewer students in the sciences within this
sample.
Year of the Respondents

When analyzing the year of study, the data shows that 40% of the respondents are in their
I11 Year, which is the largest segment, indicating that the sample may be skewed towards more
experienced students possibly preparing for graduation. 11 Year students account for 35%, while |
Year students represent 25% of the respondents, reflecting a fairly balanced distribution across
the different academic levels, albeit with fewer new entrants.
Place of the Respondents
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The place of residence data reveals an interesting distribution: 40% of respondents are
from semi-urban areas, suggesting that the sample is representative of a suburban demographic.
Both rural and urban respondents each constitute 24%, while 12% come from semi-rural areas.
This indicates a diverse representation of residents from different geographical backgrounds,
with a lean towards those living in semi-urban settings.

Staying of the Respondents

Regarding living arrangements, a significant majority (79%) of the respondents are
hostelers, indicating a preference or necessity for on-campus living among this demographic,
likely due to their student status. In contrast, only 21% are day scholars, which suggests that
most students prefer the convenience of hostel life, possibly for ease of access to academic
facilities and social integration with peers.

Table 1.2

NG PARTICULARS RESPONDENTS | PERCENTAGE%

Primarily use the Financial Assistance from Pudhumai Pen Money

1. Tution fees 45 37

5 Purchgse of textbooks/study 60 50
materials

3. Hostel/Accomodation expenses 8 07

4, Transportation costs 7 06

TOTAL 120 100

Type of Financial Aid does the Pudhumai Pen Scheme provide

1. Direct cash transfer to students 10 10
2. Scholarships for higher studies 70 69
R 2
4. Monthly allowances for studies 20 01

TOTAL 120 100

Source: Primary data

Financial Assistance Utilization

A significant portion of the respondents (37%) primarily uses the financial assistance to
cover tuition fees. This indicates a prevalent concern for managing educational costs, reflecting
the importance of tuition as a fundamental financial requirement for students. The highest
percentage (50%) of respondents indicate that they primarily use the financial aid for the
purchase of textbooks and study materials. This suggests that educational resources are a major
financial burden for students, emphasizing the need for affordable access to essential academic
materials. Only a small number of respondents (7%) report using financial assistance for
accommodation expenses. This could indicate that either students are managing these costs
through other means or that accommodation is not the primary financial concern, possibly due to
lower costs or other financial support. Similar to accommodation, only 6% of respondents
allocate the financial assistance for transportation costs. This may reflect the nature of students’
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living arrangements or the available travel options, which might be less of a concern compared to
tuition and study materials.

Types of Financial Aid Provided by Pudhumai Pen Scheme

The most prominent form of financial assistance provided by the Pudhumai Pen Scheme
is scholarships for higher studies, which account for 69% of the total aid. This indicates a strong
emphasis on supporting students in advancing their academic careers, thereby encouraging
higher education among the youth. Another 20% of respondents benefit from the provision of
tablets and online learning tools. This reflects an acknowledgment of the increasing importance
of digital learning resources in contemporary education, particularly in the wake of the shift
towards online learning. A minority of 10% of respondents receive direct cash transfer
assistance. This suggests that more structured forms of aid, such as scholarships, remain the
primary modality of support, possibly due to the tighter monitoring of fund usage. The provision
of monthly allowances appears to be minimal, with only 1% of respondents benefiting from it.
This could indicate a lesser emphasis on this type of support or that other forms of aid are
deemed more beneficial by the scheme.

Table 1.3

SNO | PARTICULARS | RESPONDENTS | PERCENTAGE%
Receiving financial assistance through the pudhumai pen scheme has helped
me focus better on my studies and improve my academic performance.

1. Strongly disagree 2 02
2 Disagree 3 02
3. Neutral 5 04
4. Agree 41 34
5 Strongly agree 69 58

TOTAL 120 100

education journey.

Highly satisfied with the support provided by the pudhumai pen scheme in

1. Strongly disagree 4 03
2. Disagree 2 02
3. Neutral 4 03
4, Agree 35 29
5. Strongly agree 75 63

TOTAL 120 100

Source: Primary data
Impact of Financial Assistance on Academic Performance

A very small minority of respondents (2%) feel that receiving financial assistance has not
helped them focus better on their studies or improve their academic performance. This indicates
that there might be a few individuals who did not find the assistance beneficial. Similarly, only
2% of respondents disagree with the statement, reinforcing the notion that the majority see value
in the financial assistance provided. A very small portion (4%) of respondents are neutral on the
matter, suggesting that they neither feel positively nor negatively about the impact of financial
assistance on their studies.

About 34% of respondents agree that the financial assistance has facilitated better focus on
studies and improved academic performance. This reflects a moderate level of acknowledgment
regarding the benefits of the scheme. The dominant response comes from 58% of respondents
who strongly agree that the financial assistance has positively influenced their academic journey.
This significant percentage indicates a strong appreciation among the majority of students for the
practical impact the financial aid has on their ability to concentrate on their studies and perform
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academically.
Satisfaction with Support Provided

A small segment (3%) indicates strong dissatisfaction with the support received from the
Pudhumai Pen Scheme, suggesting that this group may have specific grievances or unmet
expectations. Only 2% of respondents express disagreement with the support received, mirroring
the sentiment of those who strongly disagree and reinforcing the overall satisfaction trend.
Likewise, a minimal number of respondents (3%) maintain a neutral stance on their satisfaction,
suggesting ambivalence rather than outright dissatisfaction.

A notable portion (29%) agrees that they are satisfied with the support. This signifies that,
while a substantial number of students are satisfied, there's room for improvement in service
delivery. The overwhelming majority (63%) of respondents express strong fulfillment with the
support provided. This high level of satisfaction indicates a significant endorsement of the
Pudhumai Pen Scheme among students, demonstrating that they value the assistance and
perceive it to be beneficial in their educational journey.

Table 1.4

S.NO

PARTICULARS

RESPONDENTS

PERCENTAGE%

Pudhumai Pen Scheme Emphasizes Education in Which Area

1. Vocational Training 25 25
2. Skill development 33 33
3. Digital literacy 41 41
4. Physical education 21 01
TOTAL 120 100

Type of content is included in the Pudhumai Pen Educational Tools
1. Audio lectures 31 28
2. Textbooks and videos 75 67
3. Interactive learning 04 04

modules

4. All of the above 10 01
TOTAL 120 100

Source: Primary data
Emphasis on Areas of Education

A quarter of the respondents (25%) believe that the Pudhumai Pen Scheme emphasizes
vocational training. This suggests that there is recognition of the importance of practical skills
and job readiness among students, signifying a commitment to preparing individuals for direct
entry into the workforce. The area that received the highest emphasis is skill development, with
33% of respondents identifying it as a key focus. This indicates an awareness among participants
of the need for continuous improvement and enhancement of various skills, showcasing that the
scheme prioritizes equipping students with tools to succeed in a rapidly evolving job market.

The most frequently mentioned area of emphasis is digital literacy, with 41% of respondents
selecting this option. This highlights a significant recognition of the critical role that digital skills
play in contemporary education and career prospects. The emphasis on digital literacy suggests
that the Pudhumai Pen Scheme is aligning its educational goals with the demands of the digital
age, prioritizing the ability to navigate and utilize technology effectively. Conversely, only 1% of
respondents noted physical education as a focus area. This minimal response may indicate either
a lack of emphasis on physical education within the scheme or a perception that it is not a
primary educational objective compared to more academic or vocational pursuits.

Types of Content in Educational Tools
Nearly a third of respondents (28%) indicated that the educational tools include audio
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lectures. This suggests a recognition of the value of auditory learning aids, catering to students
who may benefit from listening to content as a supplement to traditional learning methods. The
majority of respondents (67%) underline that textbooks and videos are included in the
educational tools. This reflects a strong foundation in traditional audiovisual materials, which are
crucial for a comprehensive learning experience. The prominence of this type of content may
indicate a preference among students for structured and versatile formats that facilitate easier
understanding and retention of information.

A mere 4% of respondents noted the presence of interactive learning modules, suggesting
that while they are valuable, this type of content may not be the primary method utilized within
the scheme. This could imply that there is room for further development of engaging, hands-on
learning opportunities that can enhance student involvement. Only 1% of respondents indicated
that all types of content are included in the educational tools. This minimal figure could suggest
that students may perceive a lack of comprehensive integration among different content formats
or that they primarily utilize a limited range of resources.

Table 1.5

S.NO | PARTICULARS | RESPONDENT | PERCENTAGE%
Long-Term Benefit of Pudhumai Pen Scheme
Reduced number of school

1. . 70 58
buildings
2. Equal access to quality education 35 29
3. Increased school fees 20 13
TOTAL 120 100
Pudhumai Pen Scheme Primarily Supports Which type of Education
1 Techni_cal and vocational 12 12
education
2. Arts and cultural studies 66 68
3. Management education 18 19
4 All educational streams 24 01
TOTAL 120 100
Feature of the Pudhumai Pen Scheme
1. Provides free education for all 20 58
students
9 Supports students economically 30 o5
) disadvantaged backgrounds
3. Only benefits urban students 20 17
TOTAL 120 100
Use the Financial Assistance for Pudhumai Pen Money
1 Medical expenses 48 35
2. Educational expenses 42 34
3. Household expenses 24 20
4 Savings 13 11
TOTAL 120 100
Impact does the Pudumai Pen Scheme aim to have on the Family Household
1. Reduced taxes 25 21
2. Improved savings rate 48 40
3. Reduced financial stress related to
. 36 30
childrens
4. Free healthcare for the family 11 09
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| TOTAL | 120 | 100
Outcome of the Pudhumai Pen Financial Assistance for Households
1. Increase in household debt 15 21
2. Better educational outcomes for
41 27
students
Increase in the number of families
3. . . 62 25
applying for government jobs
n Increased child labour in 02 97
household
TOTAL 120 100

Source: primary data

Long-Term Benefit of Pudhumai Pen Scheme

The majority of respondents (58%) believe that the Pudhumai Pen Scheme will lead to a
reduced number of school buildings. This suggests that the scheme might be encouraging
consolidation of educational resources or alternative modes of delivery, which could be a
strategy to optimize educational infrastructure. A significant portion (29%) recognizes equal
access to quality education as a long-term benefit of the scheme. This underscores the intention
of the program to provide equitable educational opportunities, particularly in underserved areas
and among disadvantaged communities. Only 13% of respondents view the potential for
increased school fees as a long-term benefit. This reflects a recognition that financial burdens
may result from the implementation of the scheme, although this sentiment is not dominant
among the respondents.
Pudhumai Pen Scheme Primarily Supports Which Type of Education

A modest 12% of respondents identify technical and vocational education as a primary focus,
indicating a lesser emphasis on these educational streams within the scheme. The overwhelming
majority of respondents (68%) indicate that the scheme primarily supports arts and cultural
studies. This suggests a strong alignment of the Pudhumai Pen Scheme with creative and cultural
education, reflecting potential values that prioritize humanities and arts.

A smaller proportion (19%) identifies management education as a supported area, indicating
a secondary interest in business-oriented studies. Very few respondents (1%) feel that the scheme
supports all educational streams, suggesting concerns regarding the inclusivity of content and
curriculum associated with the scheme.
Feature of the Pudhumai Pen Scheme

The primary feature highlighted by 58% of respondents is that the scheme provides free
education for all students. This core feature emphasizes the scheme's aim to alleviate the
financial barriers associated with education. A substantial 25% of respondents acknowledge the
scheme's focus on economically disadvantaged students, reaffirming its social equity objectives.
A notable 17% express concern that the scheme primarily benefits urban students. This could
indicate issues of accessibility and reach, wherein rural or underserved populations might feel
overlooked.
Use of Financial Assistance for Pudhumai Pen Money

The most common use of financial assistance (35%) is for medical expenses, highlighting a
significant concern for health-related financial burdens among responding families. A close
second is educational expenses (34%), indicating that financial assistance is also largely utilized
to meet educational needs, consistent with the scheme's objectives.
A portion (20%) of the respondents utilizes the assistance for general household expenses, which
suggests that families are balancing education costs alongside everyday living expenses. Only
11% reported using the funds for savings, indicating that immediate financial needs likely take
precedence over long-term financial planning for most families.
Impact on the Family Household
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A minority (21%) believe that the scheme would result in reduced taxes, suggesting less
emphasis placed on tax relief as a direct outcome. The highest percentage (40%) indicates that
families foresee an improved savings rate, reflecting optimism about financial stability resulting
from educational support.

Similarly, 30% highlight a reduction in financial stress associated with children's education,
highlighting a critical goal of the scheme. Only a small percentage (9%) expects free healthcare
as an outcome, indicating that healthcare support may not be a primary concern connected to
educational assistance.

Outcomes of the Pudhumai Pen Financial Assistance for Households

A minority of respondents (21%) believe financial assistance has led to increased household
debt, suggesting that there may be adverse financial consequences for some families. A
significant portion (27%) sees improved educational outcomes for students as a result of
financial assistance, aligning with the scheme's objectives.

About 25% perceive that there has been an increase in families applying for government
jobs, suggesting that the educational support could be steering individuals toward stable
employment. A small 2% associate the outcome with increased child labor, which raises
concerns about the possible unintended consequences of educational pressures on children within
their family contexts.

Table 1.6
Pudhumai Pen Scheme helped My Family Avoid taking Loans or Borrowing Money for My
Education Expenses

S.NO | PARTICULARS | RESPONDENTS | PERCENTAGE%
1. Strongly disagree 2 02
2. Disagree 5 04
3. Neutral 3 02
4. Agree 29 24
5. Stronly agree 81 68
TOTAL 120 100

Source: Primary data
The majority (68%) strongly agree that the scheme helped their families avoid taking loans for
education, while only 2% disagree.

Table 1.7
S.NO | PARTICULARS | RESPONDENTS | PERCENTAGE%
Pudhumai pen scheme helped you with any of the following
1. Increased savings 45 37
5 Empowered women in the 21 18
household
3. Improved childrens education 19 16
4, Helped with medical expenses 35 29
TOTAL 120 100
Type of Financial Support do you receive from your Household for Education
1. Full Tuition Fees 26 31
2. Books and Study Materials 35 42
3. Pocket Money 21 25
4. No Financial Support 38 02
TOTAL 120 100
Kind of non-financial support does your household provide for your education
1. Emotional support 13 12
2 Providing study space and 41 37
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resources
3. Encouragement and motivation 55 50
4. Mentorship and guidance 11 01

TOTAL 120 100

Source: Primary data

Benefits of the Pudhumai Pen Scheme

A significant proportion of respondents (37%) indicated that the Pudhumai Pen Scheme has
contributed to increased savings within their households. This suggests that the scheme helps
families allocate funds that would otherwise go to educational expenses, allowing them to save
more effectively for future needs or emergencies. About 18% of respondents believe that the
scheme has played a role in empowering women within their families. This indicates a
recognition of the positive impact educational assistance can have on gender equality, potentially
enabling women and girls to pursue education and assert more agency in their households.

A smaller percentage of respondents (16%) recognize that the scheme has specifically led to
improvements in children's education. While this aligns with the overarching goals of the
Pudhumai Pen Scheme, the lower percentage suggests that there might be additional barriers
impacting educational outcomes that the scheme alone may not fully address. Almost a third of
respondents (29%) report that the financial assistance has helped with medical expenses. This
reflects the broader role of the scheme in easing not just educational financial burdens but also
healthcare costs, highlighting its multifaceted impact on family well-being.

Type of Financial Support Received from Households for Education

Approximately 31% of respondents report receiving support that covers full tuition fees. This
indicates that many families are able to fully subsidize this primary educational expense,
reflecting their commitment to ensuring access to education. The highest percentage (42%) of
respondents indicates that their families provide financial support specifically for books and
study materials. This underscores the importance of resources beyond tuition in facilitating
students' educational success and highlights a key area of financial burden for families.

About 25% of respondents receive pocket money, which allows for minor personal expenses
and can ease students' financial pressures. This contribution indicates a level of familial support
that extends beyond essential educational needs. Only 2% of respondents reported receiving no
financial support from their households, suggesting that the vast majority have some level of
family involvement in their education, which can be a crucial factor in student success.

Kind of Non-Financial Support Provided by Households

Only 12% of respondents report receiving emotional support from their families for
education. This indicates that while emotional backing is critical, it may not be as prevalent as
other forms of support, potentially highlighting a gap in familial interactions regarding academic
encouragement. A significant portion (37%) of respondents indicates that their families provide
study space and resources, which is essential for enabling effective study habits and academic
productivity. This practical support reflects an understanding of the importance of a conducive
learning environment.

The most commonly cited form of non-financial support (50%) is encouragement and
motivation. This shows that families play a vital role in fostering positive attitudes towards
education and reinforcing the students' aspirations. Very few respondents (1%) identify
mentorship and guidance as a non-financial support type. This low figure suggests an area that
may require development, as mentorship can be instrumental in guiding students through
educational challenges and opportunities.

Table 1.8
Pudhumai pen scheme has allowed my family to save more money for future needs
S.NO | PARTICULARS | RESPONDENTS | PERCENTAGE% |
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1. Strongly disagree 3 03
2. Disagree 1 01
3. Neutral 6 06
4, Agree 52 52
5. Strongly agree 58 58

TOTAL 120 100

Source: Primary data

A very small portion of respondents (3%) strongly disagrees with the statement that the
scheme has allowed their families to save more money. This suggests that a minority feels that
the scheme did not improve their financial situation. Similarly, only 1% of respondents disagree
with the impact of the Pudhumai Pen Scheme on their ability to save. This extremely low
percentage indicates that there are few individuals who do not perceive any benefit from the
scheme regarding financial savings. The neutral response is slightly higher, with 6% of
respondents stating that they neither agree nor disagree with the statement. This could suggest
uncertainty or a lack of clear perception among this small group regarding the scheme’s financial
impact.

A significant percentage of respondents (52%) agree that the Pudhumai Pen Scheme has
enabled their families to save more money. This reflects a positive perception among more than
half of the respondents, indicating that they believe the scheme has contributed to their family’s
financial capacity. The most substantial group (58%) strongly agrees with the statement. This
high percentage highlights a strong sentiment that the scheme has had a notably positive effect
on families' savings, allowing them to better prepare for future financial needs.

Table 1.9
Impact does the pudhumai pen scheme aim to have on the family household

S.NO | PARTICULARS RESPONDENT | PERCENTAGE%
1. Increased dependency on loans 42 54
2. Reduced cost of living 15 19
3. Reduced financial burden on 19 25
families for education
4. More families taking up forming 44 02
TOTAL 120 100

Source: Primary data
A significant 54% believe the scheme increases dependency on loans, while 25% say it reduces
the financial burden of education, and 19% think it reduces the cost of living. Only 2% associate

it with increased farming activity. This suggests mixed financial outcomes.

HYPOTHESIS FORMULATION
Observed Frequency Table

I will assume a reasonable distribution of responses among age groups based on the
total respondents and then compute the Chi-Square test.

Gﬁgs D gﬁggggg Disagree | Neutral Agree Sgsregely Total
Below18 1 1 2 13 Tl =
Abou ; 2 2 20 35 60
Above 21 0 0 1 3 3 =

Total 2 3 5 41 69 120

Now, | will calculate the expected frequencies and the Chi-Square statistic.
Expected Frequency Table
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Age Strongly i Strongly
. D N I A Total
Group Disagree isagree eutra gree Agree ota
Below 18 0.63 0.95 1.58 12.98 21.85 38
19-21 1.00 1.50 2.50 20.05 34.50 60
Above 21 0.37 0.55 0.92 7.52 12.65 22
Total 2 3 5 41 69 120
SPSS-Style Chi-Square Test Output
Test Value
Chi-Square(y?) 1.61
Degrees of Freedom(df) 8
p-value 0.991

Interpretation:
1 Significance Level (a): 0.05 (5%)
[1 p-value (0.991) > a (0.05) — Fail to reject the null hypothesis (Ho).
There is no significant association between Age and Agreement on the impact of the Pudhumai
Pen Scheme on academic performance. This indicates that perceptions of the scheme’s
effectiveness do not significantly vary across age groups.
CORRELATION ANALYSIS
Pearson Correlation Coefficient (r)
r=-23.042/44.810 =-0.514
Interpretation
e Pearson Correlation Coefficient (r) = -0.514
e This negative correlation suggests that hostelers are more likely to report lower
agreement with the idea that the Pudhumai Pen Scheme helped their families save money,
while day scholars report higher agreement.
MAJOR FINDINGS

The Pudhumai Penn scheme, officially known as the Moovalur Ramamirtham Ammaiyar
Higher Education Assurance Scheme, was launched by the Tamil Nadu government to promote
higher education among girls from economically weaker families. Under this initiative, eligible
female students receive a monthly financial assistance of 1,000 until they complete their
undergraduate degree, diploma, or ITI courses.

The scheme has led to a notable increase in female enrollment in higher education
institutions across Tamil Nadu. In the academic year following its implementation, there was a
29% rise in the number of girls enrolling in higher education, with figures climbing from 71,008
to 91,485 students. This surge was particularly significant among marginalized communities,
including a 71% increase among Scheduled Caste students and a 41% rise among Scheduled
Tribe students.

A study by the Tamil Nadu State Planning Commission revealed that 67% of
beneficiaries utilized the financial aid primarily for educational purposes. Additionally, the
scheme contributed to a 30% increase in the Gross Enrollment Ratio of women in higher
education within the state. As of July 2023, approximately 211,506 female students had
benefited from the scheme, with a total disbursement of 160.97 crore.

Beyond financial assistance, the Pudhumai Penn scheme has played a pivotal role in
transforming societal attitudes toward women's education, especially in rural and underserved
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areas. By alleviating economic barriers, it has empowered many young women to pursue higher
studies, thereby enhancing their employability and contributing to social equity.

In summary, the Pudhumai Penn scheme has significantly advanced women's higher
education in Tamil Nadu by providing essential financial support, increasing enrollment rates,
and fostering a more inclusive and equitable educational landscape.

SUGGESTIONS

The Pudhumai Pen Scheme has significantly enhanced the educational and socio-
economic status of female students in Tamil Nadu. To further its effectiveness and address
existing gaps, several improvements are recommended:

While the scheme effectively covers tuition fees and study materials, many students face
challenges with additional expenses such as transportation, hostel fees, and living costs.
Expanding financial assistance to include travel stipends, accommodation support, and
emergency aid for economically disadvantaged students would alleviate these burdens.
Implementing a flexible fund allocation system would allow students to utilize financial aid
based on their specific needs.

Despite available financial aid, digital literacy and skill development remain
underutilized. Introducing digital literacy programs, online learning workshops, and providing
free or subsidized laptops and internet services would equip students with modern skills,
improving their employability and academic performance. Specialized technology training
sessions can further enhance their proficiency in utilizing online educational platforms.

The scheme has improved academic performance by reducing financial stress; however,
structured career support and job placement opportunities are lacking. Integrating the scheme
with corporate partnerships, job fairs, and skill development centers would provide internships,
mentorship programs, and professional development workshops, ensuring students gain practical
industry experience and are more competitive in the job market. Additionally, career counseling
and entrepreneurship training can help students explore self-employment opportunities.

Despite reducing financial burdens, some students still rely on loans to meet educational
expenses. Introducing financial literacy programs to educate students and their families on
budgeting, savings, and alternative financial aid options would be beneficial. Offering
scholarships for postgraduate education and low-interest educational loans can further reduce
economic stress and encourage students to pursue higher studies without financial constraints.

The scheme has contributed to delaying child marriage and promoting gender equality in
education. Conducting community awareness campaigns to educate families on the long-term
benefits of higher education for women is essential. Schools and colleges should introduce
gender empowerment workshops, promoting leadership development among female students and
encouraging them to pursue careers in traditionally male-dominated fields.

While the scheme has reduced dropout rates, retention until graduation remains a
challenge due to financial constraints, lack of motivation, or external responsibilities.
Implementing a structured academic monitoring system, where faculty members and student
mentors regularly track the progress of beneficiaries, can help. Personalized academic support
programs and peer mentoring initiatives would provide additional guidance and motivation for
students struggling with their coursework.

To ensure the scheme's long-term effectiveness, developing a strong monitoring and
evaluation system is crucial. Conducting annual impact assessments, collecting feedback from
students, parents, and educators to identify areas for improvement, and introducing a grievance
redressal mechanism would address issues related to fund disbursement, eligibility criteria, or
access to resources.

By implementing these recommendations, the Pudhumai Pen Scheme can further
empower female students in Tamil Nadu, ensuring their holistic development and successful
transition into the workforce.

CONCLUSION
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The Pudhumai Penn Scheme has significantly enhanced educational opportunities for

female students in Tamil Nadu by providing financial assistance, thereby increasing college
enrollment and reducing dropout rates. This support has enabled students to focus on academics
without financial stress, leading to improved performance and career aspirations. The scheme has
also positively impacted household financial stability by reducing reliance on educational loans
and encouraging savings. Beyond financial benefits, it has transformed societal attitudes towards
female education, empowering young women with confidence and digital literacy, and fostering
gender equality. Addressing challenges in rural areas through continued support and resource
allocation is essential to maximize the scheme's impact.
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Abstract

This study investigates the employability awareness among commerce students at
Thanthai Periyar Government Arts and Science College (Autonomous), Tiruchirappalli. As
the global job market evolves, it is crucial for students to comprehend the skills and
gualifications that enhance their employability. The research aims to assess the level of
awareness regarding employability skills, recruitment processes, and the significance of
internships and soft skills among commerce students. A structured questionnaire was
distributed to a sample of 150 students, encompassing various parameters such as knowledge
of job opportunities, career planning, and exposure to skill-development programs. The
findings reveal that while students are generally optimistic about their employment prospects,
there exists a significant gap in their understanding of specific skills required by employers.
Moreover, the study highlights the importance of integrating career guidance and skill-
enhancement workshops into the college curriculum. The results underscore the necessity for
educational institutions to equip students with practical skills and industry insights that are
vital for successful employment. This research contributes to the growing discourse on
enhancing student employability and provides recommendations for educators and
policymakers to better prepare graduates for the competitive job market. By fostering a more
robust awareness of employability, institutions can significantly improve career readiness
among students.

KEY WORDS: Thanthai Periyar, Commerce, Employability, Carrier Guidance, business
environments, globalization, technological advancements
INTRODUCTION

In today’s competitive job market, commerce students must possess more than just
academic knowledge they need strong employability awareness to secure meaningful careers.
Employability awareness refers to students’ understanding of the skills, attributes, and
professional behaviours required by employers. It encompasses knowledge about industry
demands, career pathways, job market trends, and skill development opportunities. With rapid
changes in business environments, globalization, and technological advancements, commerce
graduates must be prepared for dynamic career opportunities. Enhancing  employability
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awareness ensures that students are job-ready, adaptable, and capable of meeting employers’
expectations, ultimately improving their career prospects and overall professional success.
EMPLOYABILITY

Employability refers to an individual’s ability to secure and maintain a job by
demonstrating the necessary skills, knowledge, and personal attributes required by employers. It
goes beyond academic qualifications and includes practical competencies such as
communication skills, problem-solving abilities, teamwork, and adaptability. In the context of
commerce students, employability is crucial as they enter a field that demands analytical
thinking, financial expertise, business acumen, and digital literacy.

Employability is influenced by various factors, including education, work experience,
internships, and soft skills development. Employers seek graduates who can apply theoretical
knowledge to real-world business challenges. Therefore, commerce students must focus on
enhancing their practical experience through internships, industry projects, and case studies.
Additionally, networking, professional certifications, and technological proficiency in tools like
Excel, financial modelling, and business analytics play a significant role in boosting
employability.

The Importance of employability extends beyond securing a job; it is about sustaining
career growth in an evolving job market. Lifelong learning, upskilling, and adapting to new
industry trends are essential for long-term professional success. Universities and educational
institutions must collaborate with industries to provide students with relevant training,
workshops, and exposure to corporate environments. By improving employability skills,
commerce graduates can confidently enter the workforce, contribute effectively to businesses,
and achieve career success in various sectors such as banking, finance, marketing, and
entrepreneurship
EMPLOYABILITY AWARENESS

Employability awareness is the knowledge and understanding of the skills, competencies,
and attitudes required to enter and thrive in the job market. For commerce students,
employability awareness is essential as it helps them align their academic learning with industry
expectations. Many students complete their education without fully understanding the skills
employers seek, which can create a gap between education and employment. Awareness of
employability involves recognizing the importance of communication skills, analytical thinking,
digital literacy, leadership, teamwork, and adaptability. Additionally, students need to be aware
of job market trends, the hiring process, resume building, interview preparation, and professional
networking. Institutions play a crucial role in fostering employability awareness through career
counselling, job fairs, guest lectures, and skill development programs.

Employability awareness also includes self-assessment, where students evaluate their
strengths and areas for improvement. They should actively seek internships, workshops, and
online courses to bridge skill gaps and stay competitive. Soft skills such as emotional
intelligence, problem-solving, and decision-making are equally important alongside technical
knowledge. Moreover, technology is transforming commerce-related careers, and students must
be aware of emerging trends in digital marketing, financial technology (FinTech), and data
analytics. By staying informed about industry needs, students can prepare for job opportunities
and career advancements. Employers prefer candidates who not only have degrees but also
demonstrate readiness for work environments. Therefore, employability awareness empowers
commerce students with the confidence, skills, and knowledge required to successfully transition
from education to employment.

STATEMENT OF THE PROBLEM

The increasing number of commerce graduates entering the job market has intensified
competition for employment opportunities. However, many students lack sufficient
employability awareness, which limits their ability to secure jobs that match their qualifications.
Despite completing academic programs, commerce graduates often struggle with job readiness
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due to a gap between theoretical learning and industry expectations. This study examines the
problem of employability awareness among commerce students, highlighting the need for a more
comprehensive approach to career preparation.

Employability awareness is essential for students to understand the competencies and
attributes required by employers. Many commerce students graduate without adequate
knowledge of job market trends, resume-building techniques, interview preparation, and
professional networking. The lack of exposure to real-world business scenarios and limited
participation in internships or skill-development programs further hinders their employment
prospects.

Furthermore, technological advancements and digital transformation are reshaping
commerce-related careers. Employers increasingly seek candidates proficient in digital
marketing, financial analysis, data analytics, and business automation tools. However, many
students remain unaware of these evolving industry requirements, making them less competitive
in the job market.

The problem also extends to the role of educational institutions. While universities
provide theoretical knowledge, they often lack structured programs to enhance students
‘employability skills. Career counselling, industry interactions, and placement training are not
always integrated into the curriculum, leaving students unprepared for professional challenges.

This study aims to identify the gaps in employability awareness among commerce
students and suggest strategies to enhance their job readiness. By understanding the factors
affecting employability and the effectiveness of current educational approaches, the research will
provide insights into how students can be better equipped for successful careers.

OBJECTIVE OF THE STUDY

The primary objective of the study is to measure employability awareness of commerce
students of Thanthai Periyar Government Arts and Science College (Autonomous)
Tiruchirappalli
RESEARCH METHODOLOGY

This study adopts a mixed-methods approach, incorporating both qualitative and
quantitative research methods to assess employability awareness among commerce students.
Data will be collected through surveys, interviews, and focus group discussions with students,
faculty members, and industry professionals. The study will target final-year commerce students
from different institutions to understand their knowledge of employability skills, career planning,
and industry expectations. Quantitative data will be gathered through structured questionnaires to
measure students ‘awareness levels regarding employability skills and job market trends.
Qualitative insights will be obtained from expert interviews and case studies to explore the role
of educational institutions in promoting employability awareness. The study will also analyse
secondary data, including employment reports and industry trends, to validate findings.

SCOPE OF THE STUDY

This study focuses on employability awareness among commerce students, specifically
assessing their understanding of job market requirements and skill development opportunities. It
explores the role of academic institutions, career guidance programs, and industry collaborations
in shaping students’ career readiness. The study aims to provide actionable insights for
universities, students, and policymakers to improve employability outcomes.

LIMITATIONS OF THE STUDY

While this study provides valuable insights into employability awareness, it has certain
limitations. The research focuses on commerce students, which may limit its applicability to
other disciplines. Additionally, the study is confined to specific institutions, making it difficult to
generalize findings on a broader scale. Time constraints and respondent availability may also
affect data collection.

REVIEW OF LITERATURE
Employability awareness among commerce students is a critical area of research,
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focusing on the skills and attributes necessary for successful integration into the workforce. This
chapter presents a comprehensive review of literature, highlighting various perspectives and
findings related to employability in the field of commerce education. These concerted efforts
reflect the college's commitment to fostering employability awareness and readiness among its
commerce students.

Alharahsheh, H. H., & Pius, A. (2020). Exploration of Employability Skills in Business
Management Studies within Higher Education Levels: Systematic Literature Review. This study
emphasizes the responsibility of higher education institutions in the UK to align curricula with
market demands, highlighting the need for creativity, innovative thinking, and practical skills
among business management students.

Andrews, J., & Higson, H. (2008). Graduate Employability, 'Soft Skills" Versus 'Hard'
Business Knowledge: A European Study. The research contrasts the importance of soft skills and
technical knowledge, suggesting that employers value a combination of both for graduate
employability.

Archer, W., & Davison, J. (2008). Graduate Employability: What Do Employers Think and
Want? This report explores employer perspectives on graduate employability, identifying key
skills and attributes desired in new recruits.

Bassou, M., & Jason, D. (2016). Employability Skills as Perceived by Employers and
University Faculty in the Fields of Human Resource Development (HRD) for Entry-Level
Graduate Jobs. The study examines the alignment between employer expectations and academic
training in HRD, highlighting essential employability skills.

Bridgstock, R. (2009). The Graduate Attributes We've Overlooked: Enhancing Graduate
Employability through Career Management Skills.
This paper discusses the importance of career management skills in enhancing graduate
employability, suggesting that these are often overlooked in curricula.

Clarke, M. (2018). Rethinking Graduate Employability: The Role of Capital, Individual
Attributes, and Context. The research proposes a model of employability that includes personal
attributes, social capital, and contextual factors influencing employment outcomes.

Fraser, C., Duignan, G., Stewart, D., & Rodrigues, A. (2019). Overt and Covert:
Strategies for Building Employability Skills of Vocational Education Graduates. This study
identifies explicit and implicit methods for developing employability skills in vocational
education, emphasizing the role of practical experience.

Gowsalya, G., & Preetha, R. (2021). A Study on Employability Skills among College
Students in Coimbatore District, Tamil Nadu.
The research focuses on the necessity of employability skills among college students in Tamil
Nadu, highlighting the positive influence of various skills on employability.

Harvey, L., Locke, W., & Morey, A. (2002). Enhancing Employability, Recognising
Diversity: Making Links between Higher Education and the World of Work. This report discusses
strategies for higher education institutions to enhance employability by recognizing student
diversity and fostering industry connections.

Jackson, D. (2013). Business Graduate Employability: Where Are We Going Wrong? The
paper critiques current business education practices, suggesting a misalignment between
academic training and industry requirements.

Jackson, D., & Wilton, N. (2016). Developing Career Management Competencies among
Undergraduates and the Role of Work-Integrated Learning. This study examines the role of
work-integrated learning in developing career management skills among undergraduates,
highlighting its impact on employability.

McConnell, S. (2022). A Systematic Review of Commercial Awareness in the Context of the
Employability of Law Students. The article presents a systematic review of commercial
awareness, emphasizing its importance in enhancing employability among law students.

Noori, M. I., & Azmi, F. T. (2021). Students’ Perceived Employability: A Systematic
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Literature Search and Bibliometric Analysis. This comprehensive review analyses students'
perceptions of employability, providing insights into publication trends and thematic clusters in
existing literature.

Osmani, M., Weerakkody, V., Hindi, N., & Eldabi, T. (2019). Graduates' Employability
Skills: A Review of Literature against Market Demand. The study maps and contrasts the
rankings of graduate attributes among academic and practitioner communities, focusing on the
UK job market.

Pollard, E., Hirsh, W., Williams, M., & Ball, C. (2013). How Should We Measure Higher
Education? A Fundamental Review of the Performance Indicators. This review discusses the key
performance indicators for higher education, emphasizing the role of institutions in enhancing
employability.

Rae, D. (2007). Connecting Enterprise and Graduate Employability: Challenges to the
Higher Education Culture and Curriculum? The paper explores the integration of enterprise
education into higher education curricula to enhance graduate employability.

Rosenberg, S., Heimler, R., & Morote, E.-S. (2012). Basic Employability Skills: A
Triangular Design Approach. This study identifies fundamental employability skills and
proposes a triangular design approach to integrate these skills into educational programs.

Sin, C., & Neave, G. (2016). Employability Deconstructed: Perceptions of Bologna
Stakeholders. The research deconstructs the concept of employability, analysing perceptions of
various stakeholders involved in the Bologna Process.

Tomlinson, M. (2017). Forms of Graduate Capital and Their Relationship to Graduate
Employability. This study introduces the concept of "graduate capital,” which includes human,
social, cultural, identity, and psychological capital, emphasizing their role in graduate
employability.

Yorke, M., & Khnight, P. (2006). Embedding Employability into the Curriculum. The
research focuses on how higher education institutions can integrate employability skills into
academic programs, highlighting best practices for preparing students for the job market.
Research gap

Employability awareness among commerce students is crucial for their successful
transition into the workforce. Thanthai Periyar Government Arts and Science College
(Autonomous) in Tiruchirappalli has implemented several initiatives to enhance this awareness.
The college's Training and Placement Cell organizes year-round training activities, workshops,
and awareness programs to prepare students for campus selection processes, focusing on
communication skills, problem-solving abilities, and interpersonal skills.

Table 1
S.NO PARTICULARS RESPONDENTS | PERCENTAGES%
AGE OF THE RESPONDENTS
1. Below 18 65 44
2. 18-21 29 19
3. Above 21 56 37
Total 150 100
GENDER OF THE RESPONDENTS
1. Male 78 52
2. Female 72 48
Total 150 100
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YEAR OF THE RESPONDENTS
1. | YEAR 16 12
2. Il YEAR 28 22
3. Il YEAR 86 66
Total 150 100
PLACE OF THE RESPONDENTS
1. Rural 24 16
2. semi urban 80 53
3. Urban 46 31
Total 150 100

Source: Primary Data

Age of the Respondents

A significant 44% of respondents are below the age of 18, indicating that a large portion of
the sample consists of younger students. This suggests potential representation of high school
students or first-year college students, emphasizing the need for educational programs tailored to
this age group. Only 19% of respondents fall within the 18-21 age range. This relatively small
percentage indicates a lower representation of young adults who are likely in their later teen
years or early twenties. A notable 37% of respondents are over the age of 21. This demographic
might include mature students or those in postgraduate studies, suggesting a mix of educational
backgrounds and experiences within the sample.
Gender of the Respondents

The sample includes slightly more males (52%) than females, reflecting a gender distribution
that is relatively balanced but slightly skewed towards males. This could potentially impact the
perspectives and priorities within the responses, highlighting the importance of examining
gender dynamics in educational settings. Females constitute 48% of the respondents, indicating
that the female population is almost evenly represented. The close proximity in numbers suggests
that gender-related issues in education could be quite relevant in this context.
Year of the Respondents

Only 12% of the respondents are in their first year of study. This indicates that the sample
may predominantly consist of students who have transitioned past the introductory stage of their
educational journey. A slightly higher proportion (22%) of respondents are in their second year,
showing a moderate representation of students who are still in the early stages of their academic
programs. The majority (66%) of respondents are in their third year, suggesting that this sample
is heavily weighted toward more experienced students, likely those preparing for graduation or
further specialization in their fields of study. This skew might reflect specific characteristics or
behaviors in educational engagement.
Place of the Respondents

A small percentage (16%) of respondents come from rural areas. This indicates limited
representation from rural students, which may highlight challenges faced regarding accessibility
and resources. The largest group of respondents (53%) is from semi-urban areas. This suggests a
significant representation of students from urban fringes, where there may be a mix of both rural
and urban influences in education and socio-economic status. A moderate 31% of respondents
are from urban areas. These demographic highlights urban educational dynamics and resources,
contributing to a diverse landscape in terms of experiences and opportunities.
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Table 2
S.no | Particulars | Respondents | Percentages%
What is crucial for Academic Success in Commerce?
1. Time management 71 48
2 Physical strength 29 19
3. Artistical skills 18 12
4 Coding languages 32 21
Total 150 100
What does crucial for presenting business data
1. Leadership 38 25
2. Analytical skills 60 40
3. Public speaking 22 15
4 Data tool proficiency 30 20
Total 150 100
Key factors for successful group projects
1. Strong leadership 75 50
2. Communication 30 20
3. Independent work 27 18
4 Focus on grades 18 12
Total 150 100
What does critical thinking help with in academia
1. Memorization 39 26
2. Decision Making 25 17
3. Isolated Work 63 42
4 Avoiding Challenges 23 15
Total 150 100
Importance skills when applying for jobs
1. Salary negotiation 48 32
2. Self confidence 64 42
3. Networking 25 17
4 Technical knowledge 23 9
Total 150 100
Which skills is important for personal and career growth
1. Emotional intelligence 49 33
2. Physical strength 57 38
3. Memorization 23 15
4 Strict independence 21 14
Total 150 100
What improves workplace adaptability
1. | Flexibility 88 59
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2. Rigid thinking 12 8
3. Avoiding challenges 30 20
4. Focusing on theory 20 13
Total 150 100
Which life skills is crucial for team work
1. Conflict resolution 69 46
2. Isolation 35 23
3. Ignoring feedback 25 17
4 Independent 21 14
Total 150 100
What is the primary benefit of working in the government sector for
commerce graduates
1. Higher salary 70 47
2. Job security and pension 31 21
3. Flexible working hours 29 13
4 Opportunities for 20 19
frequent travel
Total 150 100

Which of the following is a popular exam for commerce students to
join the government sector

1. UPSC 69 46
2. TNPSC 25 16
3. SSC 31 21
4. IBPS 25 17
Total 150 100
Which of the following government departments is commonly open to
commerce graduate
1. Ministry of finance 67 45
2. Ministry of corporate 21 14
affairs
3. Department of taxation 33 22
4. Ministry of external 29 19
affairs
Total 150 100
What is the major advantage of working in a government organisation
as a commerce graduate
1. Work life balance 50 33
2. Exposure to private 35 23
sector dynamics
3. Opportunity for 25 17
entrepreneurship
4. Less job stability 40 27
Total 150 100

Which of the following positions is common for commerce graduates in
the private sector
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1. Software developer 40 27
2. Business analytics 36 24
3. Teacher 24 16
4. Data scientist 50 33
Total 150 100
What is an essential skill for a commerce graduate looking to succeed
in the private sector
1. Financial Literacy 55 37
2. Political Science 32 21
Knowledge
3. Public Administration 40 27
Expertise
4. Software engineering 23 15
skills
Total 150 100
What is a common job role in the private sector for commerce
graduate?
1. Financial Analyst 65 43
2. Software Developer 35 23
3. Civil Service Officer 25 17
4. Environmental 25 17
Consultant
Total 150 100
What is the key advantage is working in the private sector for a
commerce graduate?
1. Less Competition For 70 46
Promotion
2. Higher Salary Potential 30 20
3. Government Pension 22 15
4. Job Stability 28 19
Total 150 100

Source: Primary Data

Crucial Factors for Academic Success in Commerce

Nearly half of the respondents (48%) believe that time management is essential for
academic success in commerce. This underscores the importance of effectively organizing study
schedules and assignments to achieve academic goals. Coding languages received support from
21% of respondents, highlighting an acknowledgment of the growing relevance of technology
and digital literacy in commerce education. Both received comparatively lower emphasis,
indicating that respondents prioritize cognitive skills over physical or artistic capabilities in the
context of academic success.
Presenting Business Data

A significant 40% identified analytical skills as crucial for presenting business data. This
reflects the importance of data analysis and interpretation in effective business communication.
While leadership is viewed as important, it is still secondary to analytical skills. Public speaking
is deemed less critical, indicating that data-driven presentations may take precedence over verbal
delivery. Respondents also acknowledged the importance of familiarity with data tools, which
are essential in today’s data-driven business environment.
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Key Factors for Successful Group Projects

A clear majority (50%) believes that strong leadership is vital for the success of group
projects. This emphasizes the need for clear direction and motivation from project leaders.
Effective communication is identified as important but is significantly overshadowed by the need
for strong leadership. Independent work and focusing on grades received less interest, suggesting
that collaboration and guidance take precedence.
The Role of Critical Thinking in Academia

Surprisingly, 42% of respondents see critical thinking as aiding isolated work, suggesting a
potential disconnect between critical analysis and collaborative learning. While memorization
and decision-making have some recognition, they are not viewed as prominently associated with
critical thinking. This perspective indicates a misunderstanding regarding critical thinking’s role
in embracing challenges, not avoiding them.
Importance of Skills When Applying for Jobs

A noteworthy 42% of respondents consider self-confidence essential when applying for jobs,
highlighting its perceived role in job interviews and workplace interactions. Respondents also
recognize the significance of negotiation skills, which suggests a practical understanding of
navigating job offers and compensation discussions. Both networking and technical knowledge
are seen as less critical, possibly reflecting a focus on soft skills as more influential in job search
success.
Skills for Personal and Career Growth

Emotional intelligence is identified by 33% as crucial for personal and career growth,
suggesting that interpersonal skills are valued for professional advancement. Surprisingly, a large
number of respondents emphasized physical strength, which may indicate some respondents
believe it plays a role in career success, though its relevance is generally context-dependent.
Both were rated low, reflecting a belief that reliance on rote learning and excessive independence
might hinder growth.
Workplace Adaptability

A significant majority (59%) affirm that flexibility is key to improving workplace
adaptability, indicating a recognition of the need for adaptability in diverse work environments.
Both were seen negatively, underscoring the importance of a growth mindset in professional
settings.
Life Skills for Teamwork

Conflict resolution is identified as a crucial skill for teamwork, highlighting the importance
of interpersonal skills in collaborative settings. Respondents indicated lower importance for
negative behaviors related to teamwork, emphasizing the need for openness and collaboration
over independence in teams.
Benefits of Government Employment for Commerce Graduates

A significant 47% of respondents identified the salary as a primary benefit of working in the
government sector, reflecting financial priorities among graduates. The assurance of job security
and retirement benefits also holds importance, suggesting that stability is a significant concern
for graduates.
Popular Exams and Government Departments

The UPSC is recognized as a popular examination, with 46% of respondents acknowledging
it as a pathway for commerce students, indicating its prominence in governmental career
aspirations. Preferred departments reflect a strong interest in finance-related fields, signifying
good alignment with commerce graduates’ qualifications and interests.
Career Roles in the Private Sector

A substantial proportion of respondents (43%) consider the role of financial analyst common
for commerce graduates, indicating strong alignment with career aspirations. This role is also
acknowledged, reflecting growing interest in data-driven positions that merge finance and
technology.
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Key Advantages in Private Sector Employment

Respondents indicated that lesser competition in the private sector is a key benefit,
suggesting perceptions of a more dynamic career advancement environment compared to
government roles. This shows an understanding of the financial opportunities available in private

sectors, yet it is not the main consideration.

Table 3
S.NO PARTICULARS RESPONDENTS PERCENTAGE%

I have developed strong problem solving and analytical skills through my
coursework

1. Strongly disagree 7 60

2. Disagree 27

3. Neutral 9

4, Agree 40

5. Strongly agree 90 5

Total 150 100

I am aware that my life skills such as effective communication, team work, time
management, and adoptability are essential for success in the commerce field

1. Strongly disagree 9 6
2. Disagree 2 1
3. Neutral 5 3
4, Agree 48 32
5. Strongly agree 86 58
Total 150 100

The career guidance provided by my institution adequately prepares me to persue
employment opportunities in the government sector

1. Strongly disagree 6 4
2. Disagree 4 3
3. Neutral 5 3
4, Agree 47 31
5. Strongly agree 88 59
Total 150 100

| believe the career guidance provided by institution has effectively equipped me with
the skill and insights necessary to purpose employment opportunities in the private

sector
1. Strongly disagree 1
2. Disagree 1
3. Neutral 3 2
4. Agree 49 33
5. Strongly agree 95 63
Total 150 100
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Source: Primary Data

Development of Problem-Solving and Analytical Skills

A majority of respondents (60%) strongly disagree that they have developed strong
problem-solving and analytical skills through their coursework. This indicates a significant
concern regarding the adequacy of the educational curriculum in fostering these vital skills. An
additional 27% of respondents also disagree, compounding the sentiment that the coursework
may not effectively cultivate problem-solving and analytical abilities. A small proportion (6%)
remains neutral, suggesting uncertainty or indifference toward the impact of coursework on their
skill development. Only 2% agree, indicating that very few perceive their coursework as
beneficial in building these critical skills. With only 5% of respondents strongly agreeing, it is
clear that there is a prevalent belief that the coursework lacks emphasis on problem-solving and
analytical competencies.
Awareness of Essential Life Skills

A very low percentage (6%) of respondents strongly disagree with the acknowledgment
of life skills such as effective communication, teamwork, time management, and adaptability
being essential for success in the commerce field. This suggests that most of the students
recognize the importance of these skills. Only 1% disagree, further reinforcing the notion that
awareness of these skills is widespread among respondents. The neutral responses (3%) reflect a
minimal level of uncertainty about the importance of life skills, indicating that nearly all
respondents have thought about these competencies. A significant percentage (32%) agree that
they are aware of the necessity of these life skills for success in commerce. The majority (58%)
strongly agree with this statement, emphasizing the general acknowledgment among students of
the critical role that soft skills play in their future careers within the commerce field.
Effectiveness of Career Guidance for Government Sector Employment

A small number of respondents (4%) strongly disagree that the career guidance provided by

their institution adequately prepares them for employment in the government sector. An
additional 3% express disagreement, indicating a slight concern regarding the suitability of the
guidance offered. With 3% being neutral, this reflects minimal uncertainty regarding the
effectiveness of the guidance in preparing for government jobs. A moderate 31% agree that the
career guidance offered is adequate, suggesting that a portion of students finds some value in this
support. The majority (59%) strongly agree that the guidance adequately prepares them for
government sector employment. This high percentage reflects confidence in the institution’s
ability to equip students for careers in this sector.
Effectiveness of Career Guidance for Private Sector Employment

Very few respondents (1%) strongly disagree with the effectiveness of career guidance in
preparing them for private sector roles. Only 1% disagree, indicating minimal dissatisfaction
with the guidance provided. A very small percentage (2%) remains neutral, showing that most
respondents have a clear opinion on the effectiveness of the guidance in this context. A solid
33% agree that the guidance is effective in preparing them for employment opportunities in the
private sector, showing that there is a positive perception regarding this aspect. A striking
majority (63%) strongly agree that the career guidance has effectively equipped them with the
necessary skills and insights for private sector employment. This indicates a strong confidence in
the institution’s support for transitioning into private sector roles.

TESTING HYPOTHESIS

Chi-Square TESTING
Null Hypothesis (Ho): There is no association between gender and awareness of life Skills
Alternative Hypothesis (H:): There is a significant association between gender and awareness
of life skills.
1. Observed Frequency Table (O)
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Gender strongly | disagree | Neutral agree strongly | total
disagree agree
Male 9 2 5 48 86 150
Female 6 1 3 49 95 150
2. Expected Frequency Calculation (E)
Gender Strongly Disagree neutral Agree Strongly
disagree agree
Male 7.40 1.48 3.95 47.86 89.31
Female 7.60 1.52 4.05 49.14 91.69

INTERPRETATION

Since the p-value (0.765) &gt; 0.05, we fail to reject the null hypothesis.

This means, there is no significant association between gender and awareness of life skills.
Findings

Based on the analysis of employability awareness among commerce students, the following
key findings have been identified. The majority of respondents (44%) were below 18 years old.

52% of respondents were male, while 48% were female. Most respondents (66%) were
third-year students, indicating they are close to entering the job market. 53% of respondents
came from semi-urban areas. 48% of respondents considered time management crucial for
Academic success. Communication skills (46%) were identified as the most important factor for
employability. Analytical skills (40%) were the most critical for presenting business data.

Leadership (50%) was the most essential factor for successful group projects. Critical
thinking was mostly associated with isolated work (42%). Self-confidence (42%) was considered
the most important skill when applying for jobs. Financial management (48%) was regarded as
the most important factor for balancing academic and personal life. Emotional intelligence
(33%) and physical strength (38%) were viewed as essential for personal and career growth.
Flexibility (59%) was deemed the most important factor for workplace adaptability. Conflict
resolution (46%) was the most valued life skill for teamwork.

47% of respondents considered higher salary the main reason for preferring government jobs.
UPSC (46%) was the most popular competitive exam among commerce students.  Analytical
skills (45%) were identified as crucial for a career in the government sector. The Ministry of
Finance (45%) was the most preferred government department for commerce graduates. Work-
life balance (33%) was considered the major advantage of government jobs. Data scientist (33%)
was the most common job role among commerce graduates in the private sector.

Financial literacy (37%) was the most essential skill for private-sector success. Public sector
exams (40%) were surprisingly considered the most common recruitment method in private
companies. Financial analyst (43%) was the most preferred job role in the private sector. Less
competition for promotions (46%) was the biggest advantage of private- sector jobs.

Hypothesis Testing Results:

There was no significant association between gender and awareness of life skills, as the
p-value was 0.765 (>0.05).
SUGGESTIONS

Based on the findings, the following suggestions can be made to improve employability
awareness and career readiness among commerce students:
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Institutions should focus on enhancing students&#39; communication, leadership, and
analytical skills Time management and self-confidence training should be included in the
curriculum. Practical exposure to business data tools should be emphasized through workshops
and projects.

Career counselling sessions should be conducted to help students make informed choices
between government and private sector jobs. Seminars on financial literacy, job applications, and
salary negotiation should be organized. Students should be educated about government exams
such as UPSC, TNPSC, SSC, and IBPS, along with private-sector recruitment methods.

Colleges should collaborate with industries to provide internship opportunities for real-
world experience. Entrepreneurship development programs should be introduced to encourage
self-employment and business ventures. Industry visits and guest lectures from professionals
should be arranged regularly.

Institutions should offer training on workplace adaptability, teamwork, and flexibility.
Leadership and conflict resolution workshops should be included in the curriculum. Emerging
technologies and industry trends should be integrated into commerce education.

CONCLUSION

The study on employability awareness among commerce students highlights the
importance of skills, career planning, and industry exposure in shaping their professional futures.
While students recognize the significance of communication, leadership, and analytical skills,
there remains a need for structured career guidance and practical training.

The research also indicates that many students prefer government jobs due to job security
and salary benefits, while those interested in the private sector prioritize financial literacy and
job roles such as data science and financial analysis. However, the misconception that public
sector exams are the most common recruitment method in private companies suggests a lack of
awareness regarding private-sector hiring practices.

To bridge the gap between academic learning and employability, educational institutions
must enhance skill development, career counselling, and industry collaboration. By
implementing the suggested measures, commerce students can be better equipped to navigate the
job market and achieve career success in both government and private sectors.
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Abstract

This study explores the online marketing practices of college students, aiming to
understand their engagement with digital marketing strategies and platforms. As digital
natives, college students are uniquely positioned within the marketing landscape, leveraging
social media, influencer marketing, and e-commerce. Through a mixed-method approach, this
research investigates how students utilize online tools for personal branding, entrepreneurial
ventures, and peer influence. Surveys and interviews were conducted to gather quantitative
and qualitative data, revealing trends in online behavior, preferred platforms, and perceived
effectiveness of various marketing strategies. Findings indicate a growing reliance on social
media for career development and business promotion, highlighting a shift in how traditional
marketing principles are adapted to the digital age. Additionally, despite the opportunities,
students face challenges related to digital literacy and market saturation. This study
contributes to the understanding of student-driven online marketing efforts, providing insights
for educators and marketers aiming to engage this demographic effectively.

KEY WORDS: Online marketing, digital world, traditional marketing, social media, content
creation, search engine optimization (SEQO), email campaigns, digital advertising
INTRODUCTION

Online marketing is an essential skill for college students to master, as it equips them
with the knowledge and tools needed to navigate the digital world and grow businesses in
today’s technology-driven economy. With the internet playing a pivotal role in shaping modern
commerce, understanding how to effectively engage with target audiences online is crucial.
Online marketing encompasses a wide range of strategies, including social media marketing,
content creation, search engine optimization (SEO), email campaigns, and digital advertising.
For college students, this practice can open up opportunities for entrepreneurship, internships, or
even future careers in marketing. Learning these techniques not only provides valuable real-
world skills but also fosters creativity and problem-solving abilities. As more industries move
towards digital platforms, gaining practical experience in online marketing can give students a
competitive edge in the job market, allowing them to stay ahead of trends and better understand
consumer behavior.
ONLINE MARKETING

Online marketing has become an indispensable skill for college students looking to thrive
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in the ever-evolving digital landscape. As businesses increasingly turn to the internet to promote
their products and services, students who gain hands-on experience in online marketing will not
only develop valuable practical skills but also improve their ability to navigate the complexities
of the digital world. Online marketing encompasses a broad range of strategies designed to
engage and convert target audiences, including social media marketing, search engine
optimization (SEO), content marketing, email campaigns, and digital advertising. By engaging in
these practices, students can build a strong understanding of how brands reach potential
customers, track consumer behavior, and measure the success of their marketing campaigns. For
college students, these skills are essential for launching entrepreneurial ventures, landing
internships, or securing full-time positions in marketing or related fields. The hands-on
experience gained through online marketing practice helps students understand key concepts like
audience segmentation, data analysis, and the power of personalized marketing. By utilizing
platforms like Instagram, Facebook, LinkedIn, and TikTok, students can learn how to tailor
content to specific demographics and use analytics to track performance and optimize
campaigns. Additionally, learning how to create compelling content, whether through blog posts,
videos, or infographics, sharpens students' creativity and communication abilities. Content
marketing, for instance, requires an understanding of the audience's needs, storytelling, and the
ability to present information in a way that resonates with potential customers. Moreover, online
marketing practices empower students to grasp the importance of SEO in boosting website
visibility and increasing organic traffic. SEO knowledge enables them to optimize websites and
content, ensuring higher rankings in search engine results, which can make a significant
difference in online visibility and business success. Another critical aspect of online marketing is
email marketing, where students can experiment with crafting effective newsletters and
promotional emails that nurture customer relationships and drive conversions. Digital advertising
is also an area where students can practice using tools like Google Ads or Facebook Ads to
create targeted ad campaigns. In addition to the technical aspects of online marketing, students
also gain essential problem-solving and strategic thinking skills, which can help them make
informed decisions in future professional endeavors. The opportunity to practice online
marketing while in college prepares students to be future leaders in the business world, equipped
with the skills to succeed in an increasingly digital-first economy.
ONLINE MARKETING BEHAVIOUR

Online marketing behavior is an important concept for college students to understand, as
it directly impacts how they approach digital marketing strategies. In the modern digital world,
consumers are constantly interacting with brands and content through various online platforms,
and understanding their behavior is crucial for effective marketing. College students, who are
often active participants in these digital spaces, can benefit from learning how online marketing
behavior shapes purchasing decisions, brand loyalty, and engagement with digital content. By
practicing online marketing, students learn to analyze how users interact with websites, social
media, and digital advertisements. They gain insight into what attracts audiences, what causes
them to take action, and what drives conversions. Understanding the psychology behind online
consumer behavior allows students to design marketing strategies that speak directly to their
audience’s preferences and needs. For example, social media platforms like Instagram, TikTok,
and Facebook provide a wealth of data on user behavior, including engagement rates, the types
of content that perform best, and the times when users are most active. By studying these
patterns, students can optimize their content and campaigns to ensure that they reach the right
audience at the right time. Additionally, students practicing online marketing must understand
the importance of personalization. Online users expect tailored experiences, whether it’s through
customized product recommendations, targeted email campaigns, or dynamic web content.
Personalization has become a central element of successful online marketing strategies, as
consumers are more likely to engage with content that feels relevant to them. Students who learn
how to leverage data and create personalized marketing strategies can greatly enhance their
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ability to attract and retain customers. Moreover, the growth of influencer marketing has changed
the way brands approach online marketing behavior. College students, who are familiar with the
influence of social media influencers, can benefit from learning how to identify and collaborate
with influencers who align with a brand’s values and target audience. This trend requires an
understanding of both influencer behavior and audience expectations, helping students develop
strategies that foster authentic connections between brands and consumers. By practicing these
aspects of online marketing behavior, students gain essential skills in data-driven decision-
making, content creation, and consumer psychology, which are key for success in today’s digital
economy. In conclusion, online marketing behavior is not just about understanding how to push
products or services but also about building meaningful, personalized relationships with
consumers, something that can be honed through consistent practice and analysis of online trends
and interactions.

STATEMENT OF THE PROBLEM

The rapid advancement of technology and the increasing reliance on digital platforms
have significantly transformed the landscape of marketing. In today's digital age, online
marketing has become a crucial tool for businesses and individuals alike. College students, who
are digital natives, have ample opportunities to leverage online marketing for entrepreneurial
ventures, personal branding, and career advancement. However, despite their familiarity with
digital platforms, many college students lack the practical knowledge and strategic skills
necessary to effectively implement online marketing strategies. The gap between theoretical
knowledge acquired in academic settings and real-world application remains a persistent
challenge. This problem hinders students from capitalizing on online marketing opportunities,
limiting their ability to compete in the digital marketplace and diminishing their prospects for
professional growth. The lack of structured learning and hands-on experience leaves them ill-
equipped to navigate the complexities of the digital marketing industry, reducing their capacity
to build successful online businesses or secure job placements in competitive markets.

One major issue is the inadequate integration of practical online marketing training
within college curricula. While some educational institutions offer courses on digital marketing,
these programs often focus on theoretical concepts without providing hands-on experience. As a
result, students graduate with a fundamental understanding of marketing principles but struggle
to apply them in real-world scenarios. The absence of structured practical training, such as
internships, live projects, and simulation exercises, prevents students from gaining the necessary
confidence and expertise to implement digital marketing strategies effectively. This deficiency
can lead to poor decision-making in real-life marketing campaigns, reducing the overall
effectiveness of their marketing efforts. Without immersive learning opportunities, students may
fail to grasp essential components of digital marketing, including audience targeting, conversion
optimization, and data analytics, all of which are integral to crafting successful marketing
strategies. The gap between theoretical and applied knowledge limits students' ability to think
critically and creatively, preventing them from making informed marketing decisions that drive
business growth.

Another significant challenge is the fast-evolving nature of digital marketing tools and
trends. Social media algorithms, search engine optimization (SEO) techniques, content
marketing strategies, and advertising platforms continuously change, making it difficult for
students to stay updated with the latest developments. Without continuous learning and hands-on
practice, students risk relying on outdated strategies that may no longer be effective.
Furthermore, many college students lack access to professional mentorship and industry
resources, which are essential for navigating the complexities of online marketing. Without
proper guidance, students may struggle to develop effective marketing campaigns, measure
performance metrics, and optimize their strategies for success. The absence of structured
mentorship programs in colleges further exacerbates this issue, leaving students to rely on trial
and error rather than benefiting from industry expertise. Moreover, the absence of a collaborative
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learning environment hinders students from networking with professionals and gaining real-
world insights, making it harder for them to secure internships or job opportunities in the digital
marketing sector.

Additionally, financial constraints and limited access to marketing tools pose significant
barriers for students who wish to practice online marketing. Many advanced marketing tools and
platforms require paid subscriptions, making it challenging for students to experiment with
professional-grade marketing solutions. The lack of financial resources may also prevent
students from launching their own digital ventures or running paid advertising campaigns,
further restricting their ability to gain practical experience. Addressing these challenges is
essential to empower college students with the necessary skills and resources to thrive in the
competitive digital marketing landscape. A lack of financial support limits students' ability to
explore advertising models such as pay-per-click (PPC), search engine marketing (SEM), and
influencer collaborations, which are vital for digital marketing success. Without access to these
tools and platforms, students may struggle to understand critical aspects of digital marketing,
such as customer engagement, analytics, and conversion rate optimization.

To bridge this gap, colleges must enhance their digital marketing education by integrating
practical training components, providing mentorship opportunities, and ensuring that students
have access to cutting-edge marketing tools. Encouraging partnerships between educational
institutions and industry leaders can help provide students with internship opportunities, real-
world projects, and updated course content that aligns with industry standards. By addressing
these fundamental challenges, students can develop a deeper understanding of online marketing
practices, improve their employability, and enhance their entrepreneurial capabilities in the
digital age.

OBJECTIVE OF THE STUDY

1. To study Online Marketing Practices of the college students
RESEARCH METHODOLOGY
Research Design:

This study will adopt a mixed-methods research design, incorporating both qualitative
and quantitative approaches to analyze the effectiveness of online marketing practices for college
students.

Sample Size and Sampling:

The study will focus on college students were collected from 75 respondents. A stratified
sampling method will be used to ensure diverse representation across different academic
disciplines and institutions.

Data Collection Methods:

Primary data will be collected through structured surveys and in-depth interviews with
students. Secondary data from academic papers, reports, and online sources will be analyzed to
support the research findings.

Data Analysis:

Quantitative data from surveys will be analyzed using statistical tools such as SPSS,
while qualitative data from interviews will be thematically analyzed to identify key insights and
trends.

REVIEW OF LITERATURE

Digital marketing has revolutionized how businesses engage with consumers, leveraging
technology to promote products and services efficiently. Several studies highlight its growing
dominance over traditional marketing, particularly among tech-savvy audiences.

Consumer Engagement and Effectiveness

Mrs. K. Nagapriya and Dr. V. Vidya Chellam (2022) emphasize that smartphones and
internet accessibility have made digital marketing indispensable. Their study on college students
(n=70) found that digital promotions are preferred for their convenience and real-time
information access. Similarly, Ignatius Inpa Rajathi (2023) notes that social media and mobile

SELP Journal of Social Science 36 Volume XVI, Issue 61



APRIL - JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

marketing significantly influence purchase decisions, though email marketing’s impact varies.
Demographic factors like gender and academic level further shape these trends, with female
students showing higher awareness of deceptive ads and review-based promotions.
Platform-Specific Success

Dr. Anita Soni (2023) highlights Google Ads as a leading digital marketing channel,
citing increased website traffic, customer acquisition, and sales. Her research recommends
Google AdWords for its measurable ROI. Meanwhile, Alreany C. Tabuena (2022)
underscores social media’s rising dominance, predicting continued growth in ad spending due to
its broad reach and engagement potential.
Sector-Specific Applications

e Insurance: Ben Kajwang (2022) links digital marketing to improved profitability and

customer loyalty in insurance firms, advocating for IT investments and staff training.

e Agriculture: Saravanan Ravi (2023) explores digital tools in rural farming, noting gaps in

social media utilization (e.g., WhatsApp, YouTube) for agricultural extension services.

e Education: Eray Sen (2018) found that online course enrollment thrives on flexibility but

lacks face-to-face interaction, suggesting blended learning for social sciences.
Challenges and Opportunities

While digital marketing offers cost-effectiveness and global reach (Sahil Kumar Pathak,
2019), challenges like privacy concerns (Rana Nidhish Singh, 2023) and technological
gaps (Adelia Rahma, 2024) persist. Small businesses, especially in food and beverage (F&B),
struggle with limited resources but benefit from digital literacy programs.
Comparative Advantages Over Traditional Marketing

Afrina Yasmin (2015) and Dr. Aditi Banerjee (2024) stress that digital marketing’s
interactivity, affordability, and data-driven strategies outperform traditional methods. Pritam
Chattopadhyay (2019) warns of risks like reputational damage on social media, urging
businesses to master platform-specific tactics.
Future Directions

e SMEs: Abdel-Aziz Ahmad Sharabati (2024) confirms that digital transformation boosts

SME performance through SEO and customer engagement.

e Education: Sailaja Bohara (2016) ties online marketing to higher education enrollment,

advocating targeted digital campaigns.

Digital marketing’s ascendancy is undeniable, driven by its adaptability, precision, and
scalability. However, businesses must address privacy issues, skill gaps, and platform volatility
to harness its full potential. As technology evolves, integrating Al and immersive tools (e.g.,
AR/VR) could further redefine marketing landscapes.

ONLINE MARKETING PRACTICES
Table 1

SNO  |PARTICULARS | RESPONDENTS | PERCENTAGE
Table Showing on Age Group of Respondents
1. BELOW 18 65 50
2. 19-21 38 29
3. ABOVE21 27 21
TOTAL 130 100
Table Showing on Gender Group of Respondents
1. MALE 90 69
2. FEMALE 40 31
TOTAL 130 100
Table Shows that Course Category of respondents
1. BA 31 24
2 BSC 34 26
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3. B.COM 65 50
TOTAL 130 100
Table Shows that Year Category
1. 1YEAR 56 43
2. 2YEAR 48 37
3. 3YEAR 26 20
TOTAL 130 100
Table Shows that Residential Place Category
1. RURAL 56 42
2. SEMI URBAN 62 47
3. URBAN 14 11
TOTAL 130 100
Table Shows that Online Device Category
1. MOBILE PHONE 80 62
2. LAPTOP 50 38
TOTAL 130 100
Table Shows that How Often Do You Shop Online
1. DAILY 14 11
2. WEEKLY 26 20
3. MONTHLY 56 43
4. RARELY 22 17
5. NEVER 12 9
TOTAL 130 100
Source: Primary Data
INTERPRETATION:

The majority of the population is below 18, meaning it is predominantly young. The 19-
21 age group has a noticeable presence but is significantly smaller than the below-18 group. The
above 21 group is the least represented, suggesting a relatively younger demographic overall.
There is a significant gender imbalance, with males outnumbering females by a large margin. If
this represents a workforce, institution, or student body, it suggests that males dominate the
population. The lower female representation (31%) may indicate factors such as gender
preferences in participation, cultural influences, or specific enroliment trends in certain fields.
The B.COM course dominates, meaning students prefer commerce over arts and science. BSC
and BA have similar but lower enroliments, with BSC slightly ahead. If this data represents a
college or university, it may indicate a stronger emphasis on commerce education or student
preferences leaning toward business-related fields. The largest proportion of students is in their
1st year, showing that new admissions are strong. The 2nd-year group is slightly smaller,
suggesting a moderate dropout or transfer rate. The 3rd-year group is the smallest, possibly due
to students leaving before completing their studies or fewer students enrolling in previous years.
Semi-Urban areas have the highest representation, possibly due to growing urbanization or
accessibility to both rural and urban benefits. Rural areas also have a significant presence,
meaning a large portion of individuals still come from traditional or less developed areas. Urban
representation is the lowest, which could indicate that this particular sample group has fewer
people from fully developed cities. The dominance of mobile phones (62%) suggests that most
users access the internet via smartphones, possibly for social media, browsing, and casual use.
Laptop use (38%) is still relevant, likely for more complex activities such as academic work,
business, or professional tasks. This could indicate a trend toward mobile-friendly services and
applications, as more users are dependent on smartphones for internet access. The fact that nearly
two-thirds (63%) shop online either monthly or weekly suggests that online shopping is a routine
activity for most people. Daily shopping (11%) is relatively low, which might suggest that while
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online shopping is popular, it hasn’t become a daily habit for most people. The 9% who never
shop online might reflect gaps in internet access, trust issues, or a preference for traditional
shopping.

Table 2
S.NO [ PARTICULARS | RESPONDENTS | PERCENTAGE%
Table Shows that What Influenced Your Decision to Purchase Online
1. SOCILE MEDIA AD 56 43
2. RECOMMENDATIONS/RE 25 19
VIEWS
3. REVIWES DISCOUNTS & 18 14
OFFERS
4, SEARCH ENGINE 22 17
RESULT
5. OTHERS 9 7
TOTAL 130 100
Have you ever clicked on an online ad?
1. YES 88 68
2. NO 42 32
TOTAL 130 100
Which platform do you prefer for online shopping
1. AMAZONE 52 41
2. FLIPKART 54 43
3. MEESHO 19 15
4, MYNTRA 5 1
TOTAL 130 100
How Important are Customer Reviews in Your Decision to Buy a Product
1. VERY IMPORTANT 75 58
2. SOMEWHAT 49 38
IMPORTANT
3. NOT IMPORTANT 6 4
TOTAL 130 100
Which social media platform is most effective for your business?
1. FACEBOOK 48 39
2. INSTAGRAM 56 45
3. LINKEDIN 18 15
4, X 8 1
TOTAL 130 100
What type of content performs best on your social media accounts?
1. IMAGES 18 24
2. VIDEOS 14 19
3. INFO GRAPHICE 26 35
4. TEXT POSTS 16 22
5. STORISE/REELS 56 24
TOTAL 130 100
Do You Use Paid Advertisements on Social Media
1. YES 105 81
2. NO 25 19
TOTAL 130 100
Do you collaborate with influencers for online marketing
1. | YES \ 95 \ 73
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2.

NO

35

27

TOTAL

130

100

Source: Primary Data
INTERPRETATION:

The fact that nearly half (43%) of buyers are influenced by social media ads shows how
effective targeted advertising and influencer partnerships have become. Reviews and
recommendations (19%) reflect the importance of trust and social proof in consumer behavior.
The 17% influenced by search engine results suggests that appearing at the top of search pages is
crucial for driving traffic and sales. The fact that over two-thirds (68%) of people have clicked
on an ad shows that online ads are generally effective in capturing interest and engagement. The
32% who haven’t clicked on ads might reflect a growing trend of ad fatigue, distrust toward
online ads, or the use of tools like ad blockers. This suggests that while online ads are successful in
driving engagement, there’s still room to improve ad targeting and relevance to convert the skeptical
group. Flipkart and Amazon together dominate the market with a combined 84% share, showing
that consumers gravitate toward established and trusted platforms. Meesho presence (15%)
reflects the growing appeal of social commerce and value-based shopping. Myntra small share
(1%) indicates that it may have a more specialized customer base, focusing on specific categories
rather than broad market appeal. The fact that 96% of respondents consider reviews to be at least
somewhat important reflects the growing impact of social proof and peer validation in the online
shopping process. The dominance of the "very important” category (58%) shows that businesses
need to actively manage reviews, encourage positive feedback, and address negative reviews
promptly to maintain customer trust. The small 4% who don’t consider reviews important may
rely more on personal experience, brand trust, or specific product details. The dominance of
Instagram (45%) and Facebook (39%) reflects the power of visual content and social media ads
in driving business engagement. LinkedIn’s share (15%) highlights its niche effectiveness for
B2B and professional networking. The low impact of X (1%) suggests that businesses might be
shifting focus away from it or finding it less effective for direct sales and engagement. The
dominance of infographics (35%) reflects the importance of providing value and simplifying
information for easy consumption. The strength of images (24%) highlights the need for visually
appealing and creative content. The balanced performance of text posts (22%) and videos (19%)
suggests that a diverse content strategy is effective in maintaining engagement. The slightly
lower performance of videos may reflect competition or shorter attention spans on social media
platforms. The high percentage (81%) of businesses using paid ads shows that investing in
targeted social media campaigns is now a standard part of a successful marketing strategy. The
19% not using paid ads may reflect smaller businesses with limited budgets or those relying
more on word-of-mouth and organic strategies. This trend suggests that businesses aiming to
scale and improve visibility may need to incorporate paid advertising into their strategy. The
high percentage of businesses working with influencers (73%) reflects how influencer marketing
has become a key strategy in the digital space. The success of influencer marketing is likely due
to the ability of influencers to build personal connections with their audience, leading to higher
trust and engagement. Businesses not using influencer marketing might be missing out on
potential growth opportunities, especially among younger, social media-savvy audiences.

Table 3
S.NO | PARTICULARS | RESPONDENTS | PERCENTAGE%
How satisfied are you with the overall quality of online marketing contents?
1. Highly satisfied 32 25
Satisfied 28 21
3. Neutral 18 14
4. Dissatisfied 30 23
5. Highly dissatisfied 22 17
TOTAL 130 100

SELP Journal of Social Science

40

Volume XVI, Issue 61




APRIL -JU

NE 2025

ISSN: 0975-9999 (P), 2349-1655(0)

How satisfied are you with the relevance of online ads shown to you?
1. Highly satisfied 38 29
2. Satisfied 30 23
3. Neutral 26 20
4. Dissatisfied 22 17
5. Highly dissatisfied 14 11
TOTAL 130 100
Rate the quality of information provided in Online Marketing Campaigns
1. Highly satisfied 37 29
2. Satisfied 38 29
3. Neutral 22 17
4. Dissatisfied 18 14
5. Highly dissatisfied 15 11
TOTAL 130 100
How Satisfied Are You With The Online Marketing Practices Used By
Brands
1. Highly satisfied 40 29
2. Satisfied 35 26
3. Neutral 24 18
4. Dissatisfied 22 16
5. Highly dissatisfied 9 11
TOTAL 130 100
Table Shows the Do You Think Online Marketing Practices Labour Well to
College Students
1. Highly satisfied 45 34
2. Satisfied 40 31
3. Neutral 29 22
4. Dissatisfied 10 8
5. Highly dissatisfied 6 5
TOTAL 130 100

Source: Primary Data
INTERPRETATION:

A combined 46% (highly satisfied + satisfied) of respondents are generally positive about the
content quality — which is a good sign. However, 40% (dissatisfied + highly dissatisfied)
express dissatisfaction, pointing to a need for better-targeted and higher-quality content. The
neutral group (14%) represents an opportunity to engage more effectively and convert them into
satisfied followers. The focus should be on improving content relevance, presentation, and value
to reduce dissatisfaction and increase engagement. A combined 52% (highly satisfied +
satisfied) are generally positive about the relevance of online ads — showing that targeting
strategies are working well for over half of the audience. On the other hand, 28% (dissatisfied +
highly dissatisfied) are unhappy, indicating a significant portion still finds the ads irrelevant or
poorly targeted. The neutral group (20%) represents an opportunity to increase engagement by
refining targeting or making ads more personalized and compelling. A combined 58% (highly
satisfied + satisfied) of respondents are generally happy with the quality of information provided.
The neutral group (17%) reflects a need for more engaging or targeted content. A total of 25%
(dissatisfied + highly dissatisfied) are unhappy with the quality of information, showing that a
quarter of the audience feels the content is lacking in clarity or relevance. A combined 55%
(highly satisfied + satisfied) have a positive perception of brand marketing practices, which is
encouraging. The neutral group (18%) reflects that brands could make improvements to make
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their marketing more impactful and engaging. A total of 27% (dissatisfied + highly dissatisfied)
are not happy with brand marketing practices, showing that over a A combined 65% (highly
satisfied + satisfied) believe that online marketing practices resonate well with college students
— a positive sign. The neutral group (22%) suggests that some strategies may lack relevance or
fail to capture attention fully. Around 13% (dissatisfied + highly dissatisfied) feel that current
approaches need improvement — this signals a need to refine targeting and engagement
strategies.

TESTING HYPOTHESIS

Table No: 4
Chi — Square Test Age Group of the Respondents

Null Hypothesis (HO): The age distribution of college students engaging in online marketing is
uniform across the categories (i.e., there are no significant differences in the proportions of
students in different age groups).

Alternative Hypothesis (H1): The age distribution of college students engaging in online
marketing is not uniform across the categories (i.e., there are significant differences in the
proportions of students in different age groups).

Age Observed Ev ey
Category () Expected (E) (O-E) (O-E)?/E
Below18 65 43.33 65 - (21.67)2/4333=1053
' 43.33)? ' ' '
19-21 38 43.33 (88 - (5332/4333=065
' 43.33)? ' 33=0.
Above21 | 27 43.33 (@7 © | (16.33)2/4333=6.12
' 43.33)? ' 33=6.
Total 130 _ _ 17.30

Now we can find the Chi-square statistic:

¥2=10.53+0.65+6.12=17.30\chi*2 = 10.53 + 0.65 + 6.12 = 17.30,2=10.53+0.65+6.12=17.30
3.1.3 Degrees of Freedom and Significance Level

The degrees of freedom (df) for this Chi-square test is calculated as:
df=k—1=3—-1=2df=k-1=3-1=2df=k—1=3—1=2 where k is the number of categories.

Using a significance level of a = 0.05, we can compare our calculated > value with
the critical value from the Chi-square distribution table.

The critical value for df = 2 is approximately 5.991.

Since 17.30 > 5.991, we reject the null hypothesis (H0). This indicates that there is a
significant differences in the age distribution of college students involved in online marketing
practices.

Table No: 5
Chi — Square Test Gender Group of the Respondents
Null Hypothesis (HO): The gender distribution of college students engaging in online marketing
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practices is uniform (i.e., there is no significant difference between male and female
respondents).

Alternative Hypothesis (H1): The gender distribution of college students engaging in online
marketing practices is not uniform (i.e., there is a significant difference between male and female
respondents).

Calculating the Chi-square statistic gives us the following:

Gender Observed

Category 0) Expected (E) (O-E)? (O-E)?/E
Male 90 65 (90 - 65)2 (25)2/65=9.62
Female 40 65 (40 - 65)2 (25)* 1 65=9.62
Total 130 — — 19.24

Calculating the o statistic:

%2=9.62+9.62=19.24\chi”"2 = 9.62 + 9.62 = 19.24,2=9.62+9.62=19.24
3.2.3 Degrees of Freedom and Significance Level

The degrees of freedom (df) here is:

df=k—1=2—-1=1df =k - 1 =2 - 1 = 1df=k—-1=2-1=1

Using a significance level of a = 0.05, we compare our y* value with the critical value for
df = 1, which is approximately 3.841.

Since 19.24 > 3.841, we reject the null hypothesis (H0). This indicates that there is a
significant difference in the gender distribution of college students involved in online marketing
practices, with a larger number of male respondents compared to female respondents.
FINDINGS

A majority of the surveyed population is composed of individuals below the age of 18,
indicating a predominantly young demographic. The age group of 19-21, while present, is
significantly smaller than that of those below 18. Conversely, individuals older than 21 are the
least represented, further affirming the youth focus of this demographic. The gender distribution
shows a notable imbalance, with significantly more males (69%) compared to females (31%),
suggesting potential barriers for female participation in certain activities or fields of study. The
B.COM course is the most favored among students, suggesting a preference for commerce-
related education over arts and sciences. This is reflected in the lower enrollment figures for BSC
and BA courses. First-year students constitute the largest group, indicating strong admission
rates, while fewer students remain in the subsequent years, pointing towards a potential moderate
dropout or transfer rate. Semi-urban areas contribute the highest number of respondents,
highlighting the effects of urbanization and access to educational resources, while urban
representation is limited, possibly due to fewer participants from fully developed cities. A
significant majority (62%) of respondents access the internet via mobile phones, reinforcing a
strong trend towards mobile-friendly services and applications. Frequent online shopping
(monthly or weekly) is common among 63% of respondents, though daily shopping remains
relatively low at 11%. Social media advertisements emerged as a major influence on buying
decisions (43%), with overall online engagement highlighting effectiveness in ads, although a
significant minority (32%) of respondents do not click on ads, indicating a need for improved
targeting. Brand trust is crucial, as 96% of respondents consider reviews important, with strong
emphasis placed on businesses managing their online reputation. Chi-square tests confirmed
significant differences in both age and gender distributions among college students engaging in
online marketing practices, leading to the rejection of null hypotheses in both cases. The results
indicate a larger male demographic and an uneven age distribution affecting marketing
engagement.

SUGGESTIONS
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Institutions and organizations should implement strategies to encourage and support
female participation in courses, programs, and fields where they are underrepresented. This
could include mentorship programs, outreach initiatives, and targeted scholarships. Colleges and
universities should examine the factors contributing to the dropout or transfer rates among
second and third-year students. Enhancing academic support services, counselling, and creating a
more engaging campus environment could improve retention. Given the dominance of
smartphone usage for internet access, businesses and educational institutions should prioritize
developing mobile-optimized websites and applications for improved user engagement and
convenience. Companies should focus on more personalized and targeted advertising strategies
to capture the interest of the 32% of users who do not click on online ads, possibly by utilizing
data analytics and user behaviour insights. The dissatisfaction expressed by 40% of respondents
regarding content quality points toward the necessity for businesses to enhance their content
strategy to focus on delivering high-quality, relevant, and engaging content for their audience.
Brands should harness the power of influencer marketing to reach younger demographics
effectively. Selecting relevant influencers who resonate with their audience will likely result in
better engagement and conversion rates.

CONCLUSION

This study provides critical insights into the demographic landscape and consumer
behavior of college students, revealing significant age and gender disparities that impact online
marketing engagement. The prevalence of mobile internet usage and social media influence are
pivotal in shaping consumer habits. The findings highlight the need for targeted interventions
from educational institutions and businesses to address gender inequalities, enhance retention,
and improve user engagement. By focusing on content quality and personalized marketing
strategies, stakeholders can work towards fostering a more inclusive and effective marketing
environment tailored to the needs of this predominantly young demographic.
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Abstract

This study explores the digital payment behavior of the young generation, specifically
millennials and Generation Z, in an increasingly cashless society. Utilizing a mixed-methods
approach, the research analyzes quantitative data from surveys conducted across diverse
demographics and qualitative insights from focus group discussions. Key findings indicate
that convenience, security, and social influence significantly drive the adoption of digital
payment methods among young individuals. The study reveals a strong preference for mobile
wallets and contactless payments, with an emphasis on the influence of technological
familiarity and peer recommendations. Additionally, concerns regarding data privacy and
security remain pivotal in shaping their payment choices. By understanding these behaviors,
the study provides valuable insights for financial institutions and technology developers
aiming to enhance user experience and trust in digital payment ecosystems. The findings
emphasize the need for targeted strategies to improve adoption rates and address the
underlying concerns of this demographic, ultimately contributing to the evolution of digital
payment systems.

INTRODUCTION

Digital payment behavior has transformed significantly with the rise of technology,
influencing how individuals and businesses conduct transactions. The increasing adoption of
smart phones, internet banking, and mobile wallets has made digital payments more convenient,
secure, and efficient. Consumer preferences have shifted toward cashless transactions due to
speed, accessibility, and rewards offered by digital platforms. Additionally, factors such as trust,
security, and user experience play a crucial role in shaping payment behaviors. Businesses and
financial institutions continuously innovate to enhance digital payment solutions, ensuring
seamless transactions. Understanding digital payment behavior is essential for policymakers,
businesses, and consumers in the evolving financial landscape.
DIGITAL PAYMENT

Digital payment has revolutionized the way financial transactions are conducted
worldwide. With the rapid advancement of technology, cashless payments have become more
popular, offering convenience, security, and efficiency. The rise of smart phones, internet
banking, and mobile payment applications has significantly influenced consumer behavior,
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making digital transactions an integral part of daily life. Governments and businesses are actively
promoting digital payments to enhance financial inclusion, reduce transaction costs, and improve
economic efficiency. Digital payment refers to transactions that take place through electronic
means without the use of physical cash. It includes online banking, credit and debit cards, mobile
wallets, QR code payments, and contactless payments. These methods provide users with a
seamless and secure way to make purchases, transfer funds, and pay for services instantly.
Digital payments have gained momentum due to their ability to simplify financial transactions
and reduce dependency on cash.
Digital Payment Methods Types
e Credit and Debit Cards — These are widely used for online and offline transactions. They
provide security, rewards, and ease of use.
e Mobile Wallets — Applications like PayPal, Google Pay, Apple Pay, and Pay tm allow
users to store funds and make payments through their smart phones.
e Internet Banking — Customers can transfer money, pay bills, and manage their finances
through online banking platforms provided by banks.
e UPI (Unified Payments Interface) — A real-time payment system that enables instant
money transfers between bank accounts using mobile apps.
¢ QR Code Payments — QR codes allow users to scan and pay instantly, reducing the need
for card-based transactions.
e Crypto currency Payments — Digital currencies like Bit coin and Ethereal offer
decentralized payment options with enhanced security.
Benefits of Digital Payment
« Convenience — Users can make payments anytime and anywhere without the need for
physical cash.
e Security — Advanced encryption technologies protect transactions from fraud and theft.
e Speed and Efficiency — Digital payments are faster compared to cash transactions,
reducing processing time.
« Financial Inclusion — People without access to traditional banking services can participate
in the digital economy.
e Tracking and Transparency — Every transaction is recorded, making it easier to track
expenses and prevent fraud.
REVIEW OF LITERATURE

The adoption of digital payment methods among young consumers has been extensively

studied, revealing a complex interplay of factors influencing their behavior. A recurring theme
across the literature is the emphasis on convenience and speed as primary motivators for
adoption. Laukkanen (2016) highlights that young consumers, being early adopters, are drawn to
digital payments due to their preference for swift and mobile-first solutions. Similarly, Singh
(2017) and Oliveira et al. (2016) underscore that the ease of use and accessibility of mobile
wallets and contactless payments resonate with the tech-savvy nature of the younger
demographic.
However, despite the appeal of convenience, security concerns and trust issues emerge as
significant barriers to widespread adoption. Laukkanen (2016) notes that, despite their
technological proficiency, some young consumers remain cautious due to fraud risks and
cybersecurity threats. Singh (2017) and Oliveira et al. (2016) echo this sentiment, identifying
perceived risk and data privacy concerns as deterrents. These findings suggest that while young
consumers are inclined towards adopting digital payments, their apprehensions regarding
security cannot be overlooked.

Financial literacy also plays a crucial role in the adoption process. Yang et al. (2020) find
that young users are more inclined to trust digital payments when they have a better
understanding of the technology and associated risks. This implies that educational initiatives
aimed at enhancing financial literacy could mitigate some of the security concerns and foster
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greater adoption among the youth.Incentives and rewards have been identified as effective
strategies to encourage adoption. Sharma et al. (2019) observe that reward-based incentives, such
as cashback and discounts, significantly influence young people's adoption of digital payments.
Hassan et al. (2021) further suggest that gamification and engaging user interfaces can enhance
user adoption and long-term engagement. These insights indicate that beyond addressing security
concerns, providing tangible benefits can play a pivotal role in attracting young consumers to
digital payment platforms.Social influence and peer behavior are additional factors shaping the
adoption landscape. Zhang and Dodgson (2018) emphasize that peer behavior and social trends
significantly influence young consumers' preferences for mobile payment solutions. This
suggests that leveraging social networks and peer recommendations could be a strategic
approach to promote digital payment methods among the youth.

Emerging technologies and innovations also contribute to the evolving preferences of
young consumers. Vera et al. (2022) note a growing interest in cryptocurrency-based payments
and digital wallets, driven by ease of use and perceived security features. Additionally,
advancements such as biometric authentication and Al-driven financial tools are shaping the
future of payments for young people, as highlighted by Kauri (2023).Despite the positive
trajectory towards digital payment adoption, challenges remain. Concerns about data privacy,
fraud, and regulatory issues persist, as noted by Patel (2024) and Vera et al. (2022). Addressing
these challenges requires a multifaceted approach, including enhancing security measures,
providing financial education, and offering incentives to build trust and encourage adoption
among young consumers.

Research gap
The literature indicates that while convenience and technological affinity drive young consumers
towards digital payments, addressing security concerns, enhancing financial literacy, leveraging
social influences, and providing incentives are critical to achieving widespread adoption. As the
digital payment landscape continues to evolve, ongoing research and adaptive strategies will be
essential to meet the changing preferences and expectations of the younger demographic.
STATEMENT OF THE PROBLEM

The increasing adoption of digital payment systems has transformed the financial landscape
globally. The young generation, particularly individuals aged 18-35, plays a crucial role in
driving this digital shift due to their familiarity with technology, internet access, and preference
for cashless transactions. However, despite the rapid growth of digital payment solutions, various
factors influence the adoption, usage patterns, and challenges faced by young consumers.
Understanding their digital payment behavior is essential for financial institutions, businesses,
and policymakers to enhance payment experiences, ensure security, and promote financial
inclusion. While digital payment methods offer convenience, security, and speed, several issues
affect their widespread adoption and consistent usage among young consumers. This study
identifies key challenges, including trust, security concerns, transaction failures, privacy risks,
and the digital divide, which impact digital payment behavior among the younger population.

OBJECTIVE OF THE STUDY

To explore the impact of digital payment behavior on financial inclusion and economic
activities.

RESEARCH METHODOLOGY
Research Design
This study adopts a mixed-methods research design, combining both qualitative and
quantitative approaches to provide a comprehensive understanding of the digital payment
behavior of the young generation.
Data Collection
e Primary Data: Data will be collected through surveys and structured questionnaires
distributed to young consumers aged 18-35. The survey will include questions related to
digital payment preferences, frequency of use, factors influencing their choices, and
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concerns about security and privacy. Additionally, semi-structured interviews will be
conducted with a small sample of respondents to gather deeper insights into their digital
payment behaviors and experiences.

o Secondary Data: Relevant secondary data will be sourced from industry reports,
academic articles, and previous studies to understand broader trends in digital payment
adoption among young consumers.

Sampling Technique
A stratified random sampling technique will be used to ensure a representative sample
of young consumers from diverse backgrounds, including different geographical
locations (urban and rural), socioeconomic statuses, and education levels.

Data Analysis
Quantitative data will be analyzed using descriptive statistics, such as frequencies,
percentages, and cross-tabulations, to identify trends and patterns. Qualitative data from
interviews will be coded and analyzed thematically to uncover key insights into the
attitudes, motivations, and challenges faced by young consumers in adopting digital

payments.
Table -1
Variables Description Responses
Age 18-25 103
25-30 7
Above 30 0
gender Male 43
Female 67
Education School 36
College 74
Place Rural 40
Urban 70
Employment Student 88
Private employee 19
Self employee 1
Gowvt 2
Strongly disagree 5
| prefer using digi?al
Walets, online banking) over | D101 10
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cash  for every day | Neutral 4
transactions
Agree 12
Strongly agree 79
7. |1 feel comfortable using | Strongly disagree 2
digital wallets mobile
payments apps(Google | Disagree 2
pay,phone pe,pay tm)
Neutral 10
Agree 08
Strongly agree 68
8. |l often make online | Strongly disagree 0
purchases using  digital
payments method Disagree 4
Neutral 27
Agree 59
Strongly agree 20
9. |1 prefer wusing digital | Strongly disagree
payments over traditional 2
payment method Disagree 56
Neutral 25
Agree 18
Strongly agree 9
10. | I feel comfortable sharing | Strongly disagree 4
my financial detail on
digital payment Disagree 32
Neutral 40
Agree 26
Strongly agree 8
11. | Digital payments make sh Strongly disagree 17
opping online more
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convenient for me Disagree 42
Neutral 22
Agree 21
Strongly agree 8
12. | I rely on digital payments for | Strongly disagree 17
transferring money to friends
and family Disagree 19
Neutral 26
Agree 30
Strongly agree 18
13. | | feel secure using digital | Strongly disagree 11
payment Methods for making
transactions Disagree 13
Neutral 24
Agree 43
Strongly agree 19
14. | | feel that digital payments | Strongly disagree 12
save me time compared to
traditional payment method Disagree 38
Neutral 17
Agree 25
Strongly agree 18
15. | How satisfied are you with | Very satisfied 4
the overall experience of
using  digital  payments | Dissatisfied 9
systems
neutral 11
Satisfied 15
very satisfied 71
16 | How easy is to digital | Very difficult 4

payment system
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Difficult 4
Neutral 12
Easy 21
Very easy 69
17. | | think digital payments | Strongly disagree 14
are  becoming the
preferred method of | Disagree 22
payment for my
generation Neutral 34
Agree 18
Strongly agree 22
18. | I open trying to new | Strongly disagree 12
digital payment
technologies( Disagree 41
cryptocurrency,biometri)
payment Neutral 25
Agree 18
Strongly agree 14
19. | | regulary  use | Strongly disagree 10
contactless payment
methods NFC quick | Disagree 33
payments
Neutral 16
Agree 36
Strongly agree 14
20. | What improvements | Strongly disagree 75
whould you like to see
in  digital  payment
system
Disagree 8
Neutral 11
Agree 15
Strongly agree 1
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MAJOR FINDINGS
Demographic profile

The majority of respondents (93.6%) are aged between 18-25 years, indicating that the
study focuses primarily on young individuals. More females (60.9%) participated in the survey
compared to males (39.1%). Most respondents (67.3%) are college students, while 32.7% have a
school-level education.

A larger proportion (63.6%) of respondents belong to urban areas, while 36.4% are from
rural regions. The majority (80%) are students, followed by 17.3% who are self-employed, with
only a small portion employed in government (0.9%) and private sectors (1.8%).

Digital Payment Preferences and Usage:

A significant majority (71.8%) strongly agree that they prefer using digital payment
methods over cash for everyday transactions. About 61.8% strongly agree that they feel
comfortable using digital wallets and mobile payment apps like Google Pay, Pay tm, and
PhonePe. A majority (53.6%) agree that they frequently use digital payment methods for
purchases, but 24.5% remain neutral. Despite high usage, 50.9% of respondents still prefer
traditional payment methods over digital payments, indicating some reluctance to fully
transition.

Trust and Security Concerns:

36.4% of respondents are neutral about sharing financial details on digital payment
platforms, while 29.1% disagree, indicating concerns over security. While 39.1% agree that they
feel secure using digital payments, 21.8% remain neutral, and 21.8% (combined) disagree or
strongly disagree, highlighting trust issues.

Convenience and Efficiency:

While 22.7% agree and 16.4% strongly agree that digital payments save time, 34.5%
disagree, showing mixed perceptions regarding efficiency. 64.5% of respondents are very
satisfied with digital payment systems, while only 11.8% expressed dissatisfaction. 62.7% of
respondents found digital payments "very easy" to use, while only 7.2% faced difficulty.
Adoption of New Technologies and Contactless Payments:

36.4% believe digital payments are becoming the preferred method for their generation,
while 32.7% disagree, indicating a generational divide. A significant 48.2% of respondents are
not open to adopting new digital payment technologies, indicating hesitation toward emerging
innovations. 45.8% use contactless payments regularly, but 39.4% do not, suggesting that NFC
adoption is still growing.

Improvements Needed in Digital Payment Systems:

A majority (68.8%) of respondents want better security features in digital payment
systems. 13.8% seek improved privacy measures. 10.1% of respondents believe transaction fees
should be reduced. 7.3% want more intuitive and simpler digital payment interfaces.
SUGGESTIONS

Address users' security concerns by introducing advanced fraud protection, two-factor
authentication, and real-time alerts for suspicious transactions. Strengthen data encryption and
implement strict privacy policies to build user trust.Lower or eliminate extra charges, especially
for peer-to-peer transactions, to encourage frequent usage. Awareness campaigns on security,
efficiency, and ease of use can help increase adoption. Simplify digital payment applications to
cater to less tech-savvy individuals

Establish clearer policies for consumer protection, fraud prevention, and data privacy in
digital transactions. Provide incentives, such as cash back or tax benefits, for businesses and
individuals who prefer digital payments.

Avoid sharing financial details carelessly, use strong passwords, and enable security
features on digital wallets. Users should stay informed about newer payment innovations like
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crypto currency and biometric authentication to make informed choices. Since rural adoption is
lower than urban areas, awareness programs and financial literacy campaigns can help bridge the
gap.

CONCLUSION

The study reveals that digital payment methods are widely accepted among young
individuals, particularly among students and urban users. However, despite high adoption,
concerns about security, trust, and privacy remain significant barriers to complete digital
payment dependence. Although a large percentage of respondents actively use digital payments,
a notable portion still prefers traditional methods, suggesting that convenience alone is not
enough for full adoption.

Many respondents are hesitant to share financial details, indicating the need for more
secure and transparent digital payment systems. The younger generation remains cautious about
emerging payment technologies such as crypto currency and biometric payments. A significant
portion of respondents uses NFC-based payments, but nearly 40% do not, showing room for
growth. While most respondents are satisfied with digital payment systems, improvements in
security, privacy, and transaction costs could further enhance user experience.
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Abstract

The introduction of digital technology and Artificial Intelligence (Al) is hastening the digital
revolution in the banking industry. With the help of Al-driven technologies, financial services are
undergoing a transformation that is boosting operating efficiency, cutting costs, and elevating client
experiences. When banks undergo digital transformation, they update their services and operations by
using cutting-edge technology like cloud computing, RPA, big data analytics, blockchain, and machine
learning. Security, personalization, and accessibility are enhancing banking via the use of Al-powered
chatbots, fraud detection systems, risk assessment models, and automated procedures. Relying less on
antiquated banking infrastructure, digital banking has also made cashless transactions easy, provided
real-time financial data, and allowed for mobile banking alternatives. This report delves at the
banking sector's use of Al and digital transformation, shedding light on the effects, pros, cons, and
upcoming trends behind these technologies. The findings suggest that banks must strategically
integrate Al and digital solutions while ensuring security, compliance, and ethical considerations to
create a more resilient and innovative financial ecosystem.

Keywords: Artificial Intelligence, Digital transformation, Technology, Automation
Introduction

Digital advancements are influencing industries, but businesses are struggling to adapt. Many
sectors are uncertain about how to implement technology effectively while maintaining traditional value
systems. The banking industry, while evolving, is facing challenges in prioritizing customer needs amid
rapid digitalization. Despite the introduction of technologies like real-time transfers, e-banking, and
mobile banking, banks are finding it difficult to balance convenience with security. The increasing
reliance on IT, telecom, and retail partnerships has made banking more complex, leading to heightened
risks of fraud and cyber threats. These vulnerabilities not only affect customer trust but also place
financial institutions under immense pressure to maintain profitability.
Artificial intelligence (Al) is often considered a key driver of digital transformation, but its role in
banking extends beyond automation. While Al can streamline certain processes, it also raises concerns
about data privacy, job displacement, and ethical decision-making. The idea that Al alone will
revolutionize banking is an oversimplification; human oversight and strategic implementation remain
crucial. Rather than fully embracing Al-driven automation, banks must carefully evaluate its risks and
limitations. While industry leaders are adopting Al, they must ensure that technology enhances, rather
than replaces, critical human expertise. True progress in banking will come from a balanced approach that
integrates technology with ethical considerations and sustainable business strategies.
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Objectives of the study

As a strategic important success element in the banking industry of industrialized nations, there is
a wealth of literature on the development, implementation, and acceptance of newest Al breakthroughs.
The specific objectives of this study are:

e To study the Digital transformation in the Banking Sector.

e To study the Al in the Banking Sector.

e To study the present adoption rate of Banking sector.
Review of Literature

R Karthiga, et al (2023-24) studied about the impact of Artificial Intelligence in the banking
sector. According to the report, Al has the potential to revolutionize the banking industry by enhancing
innovation, efficiency, and client focus. Banks have taken use of Al-powered technologies like chatbots,
predictive analytics, fraud detection systems, and algorithmic trading algorithms to boost efficiency, make
better decisions, and provide clients with more customized experiences. The fast-paced digital world has
presented banks with new options for development, innovation, and competitiveness via the use of big
data technology, machine learning algorithms, and sophisticated analytics.

Sharan Kumar Shetty et al. in (2022) examined the effects of Al on the banking industry,
specifically looking at private banks in India. The research found that the banking industry is undergoing
unprecedented rapid change, with artificial intelligence (Al) at the forefront of this revolution. Analytics,
customer service, operational performance, and core banking are just a few areas where the banking
sector has put Al to work. Aurtificial intelligence views banks not as standalone locations but as part of a
larger contemporary cosmos. Out of the 200 comments that were analyzed, the research found that 170
were from customers and 30 were from bankers. This suggests that most young people are aware that
banks are using Al. Plus, even if it's easy to use, you'll still need some extra knowledge to do the same.
Although using Al in banks is expensive, the reaction from bankers shows that it reduces work pressure
and accidental mistakes. The bulk of them were so helped by banks' Al implementations.

Vinoth S & Preetha Chandran (2022) researched the impact of Al on the Indian banking
industry's transition to the digital era. According to the research, Al is only going to become smarter and
more powerful in the future. This bodes well for customers' safety while banking online, as well as for
business operations, customer service, and broader goals like financial inclusion. Artificial intelligence
(Al) has found applications in core banking, operational performance, customer service, and analytics
within the banking industry. These applications aim to enhance client security and the reputation of
companies. Chatbots and robotics are heavily used in the Indian banking business, according to the
report. Machine learning algorithms are also employed in areas such as know-your-customer, money
transfers, and fraud detection.

Tejinder Singh & Nitin Pathak (2020) conducted research The rising importance of Al in India's
financial industry. The study aimed to provide a concise overview of Indian banks that are leading the
way in Al adoption. It also mentioned the State Bank of India's Al-based technological innovation, SIA,
which can handle 864 million queries per day, or 10,000 queries per second. This amounts to about 25%
of all queries processed by Google annually. "Payjo," a Bangalore-based firm, has flawlessly created the
SIA platform for a bank with almost 420 million clients.

Statement of the Problem:

Artificial intelligence (Al) and other digital technologies are causing a dramatic shift in the
banking industry. Cybersecurity risks, data privacy worries, regulatory compliance, and workforce
adaptability are some of the difficulties brought about by these innovations, even if they improve
efficiency, the customer experience, and security. The challenge for banks is to ensure security,
compliance, and inclusion via the successful integration of digital technologies and Al without raising
operational risks or alienating their conventional clients. With the goal of developing solutions for its
effective application, this research will examine how artificial intelligence (Al) will change banking
operations, consumer relations, risk management, and regulatory hurdles.

Research Methodology

This study is both descriptive and analytical, employing a comprehensive literature review to
examine key concepts while also scrutinizing the influence of artificial intelligence and digital
transformation in the banking sector. A rigorous scientific approach underpins the research process,
ensuring that the methodological framework enhances the validity and reliability of the findings. The
analysis benefits from secondary data gathered from an array of reputable sources including books,
journals, magazines, and websites, underscoring the importance of an appropriately chosen methodology
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in achieving a thorough and systematic evaluation of the research problem.

Digital Transformation of the Banking Industry

By promoting the digital transformation, Covid has helped consumers who are still digitally timid
become more involved with the new world. With an estimated 75-80 billion devices connected to the
internet by 2025, the digital shift is altering the customer experience and causing a significant rise in
frauds. Additionally, banking conveniences are becoming more accessible. One of the primary concerns
in banking is cyber fraud.? Around $5 trillion is being lost each year due to these crimes worldwide, and
it is projected to double in the next five years. India's vulnerability is significant, and it is among the top
five most targeted countries in the world. Moreover, Users conduct numerous digital transactions every
day, including bill payments, cash deposits, and more, through apps or online accounts. This is why the
banking sector is under increasing pressure to strengthen its defenses against cybercrime and fraud. This
is the area where banks may benefit from artificial intelligence.

Artificial Intelligence

A wide range of tools and approaches are included under the umbrella name "Artificial
Intelligence™ (Al) when they enable computers to learn new things, solve problems, and recognize
patterns—things that normally require human intellect. Expert systems, deep learning, machine learning,
and natural language processing are some of the methods used. By utilizing Al, banks can enhance the
safety of online finance, identify vulnerabilities in their systems, and mitigate potential risks.

Al with Machine Learning

It has the ability to swiftly detect fraudulent behavior and notify customers as well as banks. It
can also be utilized to categorize customers by their demographics and spending habits or to identify the
customers who are at the highest risk of defaulting on a loan. The prediction also allows for the selection
of transactions that are most likely to be approved or declined. Additionally, it has the ability to identify
customer preferences for specific products or services and suggest them based on their past behavior.
Several factors have contributed to the widespread adoption of Al in banking.
Among the other advantages of using Al in banking are: -

Table;1 Role of Al & Digital Transformation in Indian Banking

Aspect Role of Al & Digital Transformation in Indian Banking

Customer Service Al-powered chatbots and virtual assistants provide 24/7 customer
support.

Fraud Detection & Al detects fraudulent transactions in real-time, enhancing

Security cybersecurity.

Risk Management Al analyses vast amounts of data to assess creditworthiness and
minimize risks.

Personalized Banking Al-driven insights offer customized financial products and
recommendations.

Automated Processes Al automates repetitive tasks, reducing costs and improving efficiency.

Loan & Credit Processing | Al accelerates loan approvals through automated credit scoring.

Rural & Financial Digital banking and Al-powered solutions expand banking access to

Inclusion remote areas.

Regulatory Compliance Al helps banks adhere to regulatory requirements through automated
reporting.

Blockchain & Al enhances blockchain-based security for digital payments and

Transactions transactions.

Mobile & Internet Al optimizes mobile banking apps for seamless user experiences.

Banking

Source: Author’s compile

Al with Natural Language Processing

In banking, for example, a Conversational Experience is essentially some sort of messaging
service or app that customers can use to interact with them. A range of customer queries, such as account
balances, transaction records, and account management, could be answered by the chatbot. Additionally,
it could learn about various topics related to accounts. The chatbot could respond to a question about
account balance by using Natural Language Processing and providing the current balance. The use of
Voice Assistant and Contact Center Modernization are among the other examples of Conversational
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Experience.

Al with Deep Learning

The effectiveness of this approach can be recognized by banks as it can help to improve the
accuracy and efficiency of various processes and enhance the customer experience. The use of trained
deep learning algorithms can identify patterns and anomalies in historical data to detect fraudulent
activities. By doing this, banks can increase their ability to detect and prevent fraud, which will help them
make better decisions.

Al for Cyber Security

The banking industry has been besieged for centuries. It began with the actual stealing of money,
and then hacking into computers. Cyber security in banks is paramount these days because, apart from
cyber fraud being done, criminals are also breaking into servers to gain a customer's personally
identifiable information (PII). As businesses and people make most deals on the Internet, the risk of a
breach in data becomes more significant day by day. So, there's more priority to analyze why cyber
security in banking processes matters.
There are various other motives for implementing this methodology as well. First, banks deal with
volumes of personal financial data such as customer accounts, credit card information, and identification
details. If such information would land in the hands of criminals, then it might be employed in cases of
identity theft or other fraud. Aside from keeping the customers' data confidential, the banks must also
protect themselves against hackers to avoid financial and data security losses. Such protection extends to
the safety from cyber-attacks on their businesses, as these can jeopardize their businesses' continuation
and damage their data and systems. In the era of cyberspace, cyber-attacks on the banking sector are
becoming more complex and prevalent. Banks must henceforth adopt stringent cybersecurity protocols to
safeguard themselves and their clients against such attacks. These include firewalls, intrusion detection
and prevention systems, and data encryption to block unauthorized access to confidential information. It
also involves training staff to identify and avoid cyber-attacks, and testing and updating systems
periodically to make sure that they are secure. Generally, cybersecurity is a serious issue for the banking
sector, and banks must invest in strong cybersecurity.
Some of the other things to be worried about are:
Mobile Risks from Mobile Apps

The use of mobile banking apps is on the rise. There is a much higher risk of assault on these
people since they have little or no protection. Installing banking software solutions at the endpoint is
crucial for blocking criminal behavior.
Breaches at Third-Party Organizations

Hackers have turned to shared banking systems and third-party networks as a means of
penetration after banks strengthened their cyber defenses. The intruders will have little trouble getting
through if they aren't as safe as the bank.
Greater risk of Cryptocurrency hacks
The growing cryptocurrency has seen an increase in attacks in addition to traditional cash. Because
financial institutions are still ill-prepared to implement cyber security software in this dynamic market,
criminals have a better chance of seizing big quantities of money, especially if its value increases
unexpectedly.

Al assists the Bank
The various domains where financial fraud detection software can aid businesses.
Email Phishing

The perpetrators of this fraud send phishing emails to unsuspecting consumers, posing as
legitimate businesses. These emails seem real and trustworthy in a manner that anybody may fall for
them and give out sensitive information. One solution is to use machine learning for automatic phishing
detection, which may help avoid such situations. Classification and regression techniques from
conventional machine learning are used to achieve these.
Credit Card Fraud

Credit card fraud is rampant because of how digital everything is become. One kind of financial
theft is known as credit card fraud, and it occurs when criminals use unsecured internet connections to
steal debit or credit card details. What constitutes lawful and unlawful behavior is determined by
machine learning algorithms. In the event that an individual tries to trick the system, an ML model may
alert the bank and intervene accordingly.
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Mobile Fraud

When accepting payments via mobile devices rather than traditional credit cards becomes the
norm, it is crucial that anti-fraud systems include machine learning. Thanks to near field communication
(NFC) chips, people may now pay for things using only their phones. As a result, cybercriminals and
hackers may easily get access to your smartphone. Machine learning has great potential in the financial
sector as a tool to detect suspicious user behavior and lessen the likelihood of mobile fraud.
Identity Theft

Data like user's name, banking information, passwords, login credentials, and other highly
sensitive data are at high risk if there is a cybercriminal involved. Identify theft risks both individual and
business. Machine learning in financial services assists in analyzing and verifying identify documents like
passport or driving license against safe database in real-time to guarantee that every fraud case is
identified. Additionally, ML Can also be used for combat against counterfeit IDs by allowing biometric
scanning and facial recognition.
Insurance Claims

False claims for automobile, home, or even workplace damages are common examples of
insurance fraud. In order to reduce the occurrence of such scams, insurance companies invest substantial
resources into thoroughly vetting each claim. However, it is both expensive and vulnerable to hacking.
As machine learning boasts higher pattern detection powers, machine learning resolves claims made on
insurance with maximum accuracy and identifies forged ones.

Protect with Secure Software

When considering the current status of security on the web, one needs to think in terms of
improvement or total overhaul of the existing protection programs. The following are some aspects to
consider in banking software development.
Security Audit

New cyber security software must undergo a thorough assessment before it can be implemented.
The audit highlights the present configuration's strengths and drawbacks. Furthermore, it provides
recommendations that may help reduce costs while allowing expenditures to be directed towards the right
areas.
Firewalls

The setup of cyber security in banking does not only include software. Protecting against assaults
also requires the appropriate hardware. Financial institutions may prevent harmful actions from
propagating across the network by maintaining an up-to-date firewall.
Anti-Virus and Anti-Virus Malware Applications

Firewall updates improve security, but they won't stop assaults that also include updated anti-
malware and anti-virus software. The most recent virus signatures and rules can be missing from out-of-
date software. Consequently, it may miss a devastating assault on the system.
Multi-Factor Authentication

To ensure the safety of consumers who use online or mobile banking services, multi-factor
authentication (MFA) is crucial. Even when they do update their passwords, the majority of users just
make small changes. Attackers are unable to get access to the network when multiple factor
authentication (MFA) is used in layers because it demands an extra layer of protection. A customer's
phone may, for instance, transmit a six-digit number.
Biometrics

A more secure alternative to a texted code, it is a new kind of multi-factor authentication. A
user's identification may be confirmed using this authentication method by scanning their retina,
thumbprint, or face. This sort of authentication is more difficult to penetrate, but it has been done
previously.
Automatic Logout

You can stay signed in on most websites and apps if you let it. Consequently, users don't need to
remember any login passwords and may access their data whenever they want. Additionally, this makes
it easy for attackers to access your information. This is minimized with automatic logout, which
terminates a user's session after a brief period of inactivity.
Education

With all of the aforementioned, banking cyber security may be improved. But if consumers
continue to access their data from unsecured areas or fail to adequately safeguard their login credentials,
they will be ineffective. Because of this, education is vital. Banks may encourage clients to alter their
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actions in response to information on the repercussions stemming from these vulnerabilities in the event
that they are informed about them.

Future Trends in Al and Digital Transformation in the Banking Sector
Artificial intelligence (Al) is revolutionizing financial services as the banking industry experiences a

fast digital change. Several major themes are anticipated to influence the future of banking as technology

progresses.

Hyper-Personalization in Banking — With the use of Al and data analytics, banks will be able to

provide customers with financial products and services that are tailored to their specific needs, tastes, and

spending habits. Financial institutions will provide personalized suggestions and financial guidance using

chatbots, virtual assistants, and robot-advisors driven by artificial intelligence.

Al-Driven Fraud Detection and Risk Management — Future Al models will become more sophisticated

in detecting fraud by analyzing real-time transactions and identifying anomalies. Al-powered

cybersecurity solutions will enhance fraud prevention, ensuring more secure banking operations.

Voice and Biometric Authentication — Improved security and a more streamlined banking experience

are both made possible by Al-driven biometric identification methods like face recognition, fingerprint

scanning, and voice recognition. Better transaction verification and less dependence on passwords are the

results of this.

Blockchain and Al Integration — Al combined with blockchain technology will revolutionize financial

transactions, making them more secure, transparent, and efficient. Smart contracts and decentralized

finance (DeFi) solutions will further streamline banking operations.

Robotic Process Automation (RPA) for Efficiency — To streamline operations, cut down on operational

expenses, and eliminate human mistake, financial institutions will keep using RPA to automate data input,

compliance checks, and loan processing, among other repetitive processes.

Al-Powered Predictive Analytics — In order to foresee market developments, credit concerns, and client

demands, banks will use predictive analytics. As a result, banks will be able to maximize their

investments, make data-driven choices, and satisfy their customers more effectively.

Open Banking and API Ecosystems — The adoption of open banking will allow seamless integration

between banks and third-party fintech companies, enabling customers to access a wider range of financial

services through Al-powered platforms and mobile applications.

Metaverse and Virtual Banking — The rise of the metaverse could transform digital banking by offering

immersive virtual branches where customers can interact with Al-powered financial advisors, conduct

transactions, and explore banking services in a 3D virtual space.

Al for Regulatory Compliance — In order to stay in compliance with anti-money laundering (AML),

Know Your Customer (KYC), and other banking rules, banks will use Al-driven regulatory technology

(RegTech) to automate monitoring and reporting.

Sustainable and Green Banking — Al will help banks track and optimize their carbon footprint,

promoting sustainable finance initiatives and green investments. Al-powered analytics will assess the

environmental impact of loans and investments, encouraging eco-friendly banking practices.

Table:2
L Percentage of Top Banks _

Al Application Banks Using Al Implementing Al Al Applications
Digital Lending 50% HDFC Bank, ICICI Bank, LOf"igu%pg;‘t’;’(‘;"t'i’ocnreg'ggﬁg?g’
Services Axis Bank, Yes Bank, SBI . ' .

behaviour analysis
Payment ICICI Bank, HDFC Bank, Fraud prevention, optimizing
Aggregator 50% Axis Bank, SBI, Kotak transaction routes, real-time
Services Mahindra Bank payment processing
Chatbots for HDFC Bank (Eva), SBI 24/7 customer support, query
Customer 41% (SBI Buddy), ICICI Bank resolution, basic banking
Service (iPal) transactions
. Data sharing via APIs,
Ope_n Banklng 24% ICICI Banl_<, HDFC Bank, personalized financial product
Initiatives AXxis Bank .
recommendations
Internet of . Predictive maintenance, service
Things (1oT) 10% ICICI Balgl;,]EBl, Axis improvement, analyzing
Integration customer behaviour data
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Source: Times of India — August 15, 2024
Conclusion

In conclusion, Al and digital transformation are revolutionizing the banking sector by improving

efficiency, security, and customer experience. While leading banks in India have successfully integrated
Al for various services like customer support and fraud detection, challenges related to data privacy,
cybersecurity, and compliance remain. The future of banking will focus on hyper-personalization, Al-
driven fraud prevention, biometric authentication, and blockchain integration. For successful adoption,
banks must balance innovation with security and ethical considerations, ensuring that Al complements
human expertise. By doing so, banks can create a more efficient, secure, and customer-centric financial
ecosystem.
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Abstract

In the words of Swami Vivekananda, ‘There is no chance for the welfare of the world
unless the condition for women is improved’. The role of women in entrepreneurship has
gained increased attention globally, with women emerging as significant contributors to
economic growth through start-ups and business ventures. However, despite their potential,
women entrepreneurs face unique challenges that hinder their progress, including limited
access to capital, lack of financial literacy, and social constraints. To support women in their
entrepreneurial journeys, various government schemes have been introduced, including the
Trade Related Entrepreneurship Assistance and Development (TREAD), Support to Training
and Employment Program for Women (STEP), Stand-Up India and Pradhan Mantri Mudra
Yojana (PMMY), which aims to enhance financial inclusion and empowerment of women
entrepreneurs. In the context of PMMY loans program serves both literate and illiterate
borrowers, aiming to enhance financial inclusion and entrepreneurship in India, especially
among underserved groups like women. By providing collateral-free loans, PMMY has opened
avenues for women who would traditionally face challenges in obtaining formal credit.

KEYWORDS: Pradhan Mantri Mudra Yojana (PMMY), Financial Inclusion, Women
Entrepreneurs, Social Constraints, Government Schemes.
INTRODUCTION:

Women entrepreneurship has emerged as a critical component in driving economic
growth and fostering social equity, particularly in developing nations. Empowering women
entrepreneurs can catalyze improvements in household income, regional development, and
gender equality, creating broader socio-economic benefits. However, women in India face
various challenges, including limited access to financial resources, inadequate business
networks, and insufficient financial literacy, all of which limit their entrepreneurial potential.
The Pradhan Mantri Mudra Yojana (PMMY) scheme, introduced by the Government of India in
2015, seeks to address some of these obstacles by providing collateral-free loans to micro and
small enterprises.

PMMY’s targeted financial support plays a significant role in promoting women
entrepreneurship by enabling easier access to credit for women-led enterprises. This scheme
focuses on enhancing financial inclusion and economic participation among women by making
funds accessible to small business owners and aspiring entrepreneurs who would otherwise
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struggle to secure traditional financing. With the introduction of three types of loans under
PMMY—Shishu, Kishor, and Tarun—women entrepreneurs can receive tailored financial
support based on their business growth stage and financial needs.

Despite these benefits, there remain considerable gaps in the PMMY’s effectiveness for
women. Issues such as limited awareness of the scheme, challenges related to loan size and
repayment, and financial literacy gaps among potential women entrepreneurs continue to hinder
its impact. Understanding the extent of these challenges is essential to evaluate the scheme's true
role in advancing women’s economic participation in India.

LITERATURE REVIEW:

Brush et al., (2009) Women entrepreneurship is increasingly recognized as a significant driver
of economic growth and social development, especially in developing countries like India.
Studies suggest that supporting women entrepreneurs can lead to substantial improvements in
household income, employment generation, and poverty reduction.

Government of India, (2015) The Pradhan Mantri Mudra Yojana (PMMY), launched in 2015,
addresses these barriers by offering collateral-free loans to micro and small enterprises. PMMY
loans are classified into three categories—Shishu, Kishor, and Tarun—based on the stage and
size of the business, allowing women entrepreneurs to access financing tailored to their needs.
Kumar & Prasad (2018) argue that PMMY plays a crucial role in bridging gender disparities in
entrepreneurship. By offering financial products specifically designed for women-led micro and
small businesses, PMMY has contributed to more equitable access to entrepreneurial
opportunities. Their study suggests that the scheme has led to increased representation of women
in the informal business sector, which positively impacts social perceptions of women
entrepreneurs.

Narayan et al., (2018) Research indicates that schemes like PMMY can promote financial
inclusion by reducing dependency on informal lending and by encouraging institutional
financing.

Agarwal & Srivastava (2019) found that PMMY has been instrumental in promoting financial
inclusion for women entrepreneurs by providing collateral-free loans. By reducing dependency
on informal lenders, PMMY has allowed women to access institutional financing and engage in
business ventures with fewer financial constraints. This study suggests that PMMY has fostered
a culture of entrepreneurship, especially among first-time women entrepreneurs in semi-urban
and rural regions.

Sharma et al. (2019) highlighted the benefits of PMMY loans in facilitating market access for
women entrepreneurs. Access to formal credit allowed women to improve product quality and
expand distribution networks, enabling them to reach larger markets. This study emphasizes that
PMMY not only aids in financial inclusion but also helps women-led businesses compete more
effectively in regional markets.

Gupta & Saxena (2020) explored the socio-economic impacts of PMMY on rural women
entrepreneurs, finding that access to Mudra loans has allowed women to start and expand small
businesses in agriculture and retail. This has improved household income levels and enabled
women to contribute to local economies, enhancing their status in rural communities. The study
underscores the scheme’s potential to empower rural women through economic participation.
Joshi & Mukherjee (2020) investigated the sustainability of enterprises established under
PMMY by women entrepreneurs. They found that while PMMY funds often aid in the initial
setup, many businesses struggle with long-term financial sustainability due to limited business
training and market challenges. The study recommends integrating business management
training and mentorship programs with PMMY to enhance enterprise survival and growth.

Patel & Sharma (2021) examined barriers women face in fully utilizing PMMY loans. They
noted that although the scheme provides financial support, many women struggle with
procedural complexities and lack of financial literacy, which limits the optimal use of these
funds. The study recommends targeted financial literacy programs to help women understand

SELP Journal of Social Science 64 Volume XVI, Issue 61



APRIL - JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

loan management and repayment, which would improve the scheme’s effectiveness.
Rao & Menon (2021) analyzed the role of PMMY in supporting women-led startups in various
sectors, including technology, education, and retail. They found that PMMY loans have helped
women overcome initial financial barriers, allowing them to bring innovative business ideas to
life. This study highlights that PMMY can support women-led startups and drive innovation if
complemented with additional support such as training and networking opportunities.
As a result, while PMMY holds promise for empowering women entrepreneurs, further efforts
are needed to address these challenges to ensure equitable access and sustainable growth for
women-led businesses.
OBJECTIVES:
1. To analyse the role of the Pradhan Mantri Mudra Yojana (PMMY) scheme in promoting
women entrepreneurship.
2. To assess the impact of PMMY on the financial inclusion of women entrepreneurs.
3. To explore the awareness and utilization of PMMY among aspiring women
entrepreneurs.
SCOPE OF THE STUDY:

The scope of this study is to analyse the impact of the Pradhan Mantri Mudra Yojana
(PMMY) scheme on women entrepreneurship in India, focusing on financial inclusion,
awareness and challenges faced by women. Using data from 2019-20 to 2023-24, this study
examines the PMMY’s contributions to women entrepreneurship and evaluate the adequacy of
financial support through PMMY .

LIMITATIONS OF THE STUDY:

The study is limited by its reliance on secondary data that may not reflect the latest on-
ground realities or recent developments in the scheme, absence of primary data from
beneficiaries, and the inability to capture detailed regional and individual perspectives. These
limitations highlight areas for future research to provide a more comprehensive view of
PMMY’s role in empowering women entrepreneurs.

RESEARCH METHODOLOGY:

This study utilizes a descriptive and analytical research methodology to evaluate the
effectiveness of the Pradhan Mantri Mudra Yojana (PMMY) scheme in promoting women
entrepreneurship in India. The primary source of data for this study is secondary data obtained
from the official PMMY website, which provides detailed information on loan disbursements,
borrower demographics, and sectoral distribution of loans.

COMPONENTS:
The PMMY has three main components:
Shishu: This category covers loans up to Rs. 50,000.
Kishore: This category covers loans above Rs. 50,000 and up to Rs. 5 lakhs.
Tarun: This category covers loans above Rs. 5 lakhs and up to Rs. 10 lakhs.
Now the new category was added that is,
Tarun Plus (Effective from October 24, 2024): This category covers loans above
Rs. 10 lakhs and up to Rs. 20 lakhs.
DATA ANALYSIS:
The analysis involves both quantitative and qualitative approaches. Below mentioned data is
extracted from the annual report of PMMY official website and only women beneficiary’s data is
used for the analysis purpose.
TABLE 1: Overall Performance

WOMEN ENTREPRENEURS

SHISHU KISHORE TARUN TOTAL
Category Sanctione Sanctione Sanctione Sanctione
/ Years No. of d Amt. No. of d Amt. No. of d Amt. No. of d Amt.
A/Cs . A/Cs . A/Cs . A/Cs .
(Rs. in (Rs. in (Rs. in (Rs.in

SELP Journal of Social Science 65 Volume XVI, Issue 61




APRIL — JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

Crore) Crore) Crore) Crore)
v | 35717217 | 100659.78 | 2988307 | 2647660 | 397825 | 90454 | SO10°* | 14518187
| 27753288 | 7449046 | 5468211 | 5073064 | 82105 | 608224 | o020 | 13130335
| 30441921 | 8962166 | 7892778 | 70027.9 | 94560 | 677291 | *°%29% | 16642247
0> | a0817496 | 1128567 | P07 | ao7sesa | 153645 | 1134092 | *4%3°%1 | 21605416
| 30193055 | 10035545 | *#10* | 102677.87 | 104635 | 1385376 | “**7%° | 225887.08

SOURCE: Mudra Yojana (Annual Reports)

The above mentioned data is presented for financial years from 2019-2020 to 2023-2024.
The chart shows the number of accounts (A/Cs) and the sanctioned amount (in Crores) for
different schemes (Shishu, Kishore, Tarun) and for the total of all schemes. It appears the
sanctioned amount has generally been increasing across the schemes. There is an increase in the
number of beneficiaries and number of accounts opened under this scheme from year to year.
This create a positive environment for women’s development in sense of being an entrepreneur
and being financially independent.
The data is represented graphically below to give us a clear picture about the different categories
of number of accounts and the total amount of money sanctioned.
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According to the above graph, the number of women account holder is fluctuating year

on year, decreasing from 3,57,17,217 in 2019-20 to 3,01,93,055 in 2023-24 under the Shishu
scheme. Under the Kishore scheme, the number of accounts opened is rising from 29,88,307 in
2019-20 to 1,21,04,591 in 2023-24. Under the Tarun scheme, the number of beneficiaries has
decreased from 3,97,825 in 2019-20 to 1,94,635 in 2023-24.
Hence, there is a fluctuating growth rate from 2019 to 2024 in Shishu and Tarun category, and a
positive growth rate in Kishore category. From the above mentioned data and graph, it is very
clear that the number of accounts opened and sanctioned amount is greater in the Shishu
category of loans than in the Kishore and Tarun category of loans.
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TABLE 2: SHISHU Cateqgory

SHISHU
2019-20 2020-21 2021-22 2022-23 2023-24

Year/
Category No. of No. of No. of No. of No. of

AICs Amount A/Cs Amount A/Cs Amount A/Cs Amount A/Cs Amount
Total
(General, | 5449061 | jeanng | 40180115 | 109953 | 41721154 | 124747.37 | 4307785 | 1416005 | 4162830 | 1477846
SC, ST, 7 1 9 8
0BC)
Women 357%721 109660 | 27753288 | 74490 | 30441921 | 89621.66 328é749 112228.35 3012305 108‘;72'5

SOURCE: Mudra Yojana (Annual Reports)

The above table presents SHISHU data from 2019-20 to 2023-24, showing the number of
accounts and amounts for total beneficiaries (including General, SC, ST, OBC categories) and
women beneficiaries. Here's a summary of the key points:

1. Total Accounts:
a. Peaked in 2019-20 at 5,44,90,617
b. Decreased significantly in 2020-21 to 4,01,80,115
c. Gradually increased in subsequent years, reaching 4,16,28,309 in 2023-24
2. Total Amount:
a. Started at %1,63,559 crore in 2019-20
b. Dropped to ¥1,09,953 crore in 2020-21
c. Steadily increased thereafter, reaching %1,47,784.68 crore in 2023-24
3. Women's Participation:
a. Women's accounts consistently represent about 65-72% of total accounts
b. Women's amount share ranges from 67-79% of the total amount
4. Trends:
a. Both total and women's accounts show a similar pattern: sharp decline in 2020-21,
followed by gradual recovery
b. The amount disbursed shows a more consistent upward trend since 2020-21,
despite fluctuations in account numbers
5. Recent Years:
a. 2023-24 shows a slight decrease in account numbers but an increase in amount
disbursed compared to 2022-23
6. This data suggests that while the SHISHU scheme faced challenges (possibly due to the
COVID-19 pandemic) in 2020-21, it has since shown resilience and growth, particularly
in terms of the amount of financial support provided.
TABLE 3: KISHORE Category

KISHORE
Year/ 2019-20 2020-21 2021-22 2022-23 2023-24
Category No. of No. of No. of No. of No. of

A/Cs Amount A/Cs Amount A/Cs Amount A/Cs Amount A/Cs Amount
Total
(gg”g?" 6471873 | 95578 | 9486160 | 132516 1102820 137644.38 | 17915012 | 200936.63 | 23630890 | 257094.50
OBC)
Women | 2988307 | 26477 | 5468211 | 50731 | 7892778 | 70027.90 | 11285672 | 91691.19 | 12104591 | 100370.49

SOURCE: Mudra Yojana (Annual Reports)
The above table presents data for the KISHORE category of loans from 2019-20 to 2023-24,
showing the number of accounts and amounts for total beneficiaries (including General, SC, ST,
OBC categories) and women beneficiaries. Here's a summary of the key points:
e Total Accounts:
e Increased significantly year-over-year, from 64,71,873 in 2019-20 to 2,36,30,890
in 2023-24
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e Most substantial growth observed between 2022-23 and 2023-24
Total Amount:
e Grew consistently from 95,578 crore in 2019-20 to 32,57,094.5 crore in 2023-24
e Largest increase seen between 2022-23 and 2023-24
Women's Participation:
e Women's accounts increased from 29,88,307 in 2019-20 to 1,21,04,591 in 2023-
24
e Women's share of total accounts fluctuated between 46-71% over the years
e Amount disbursed to women grew from 326,477 crore to X1,00,370.49 crore
Trends:
e Both total and women's accounts show consistent growth year-over-year
e The amount disbursed also shows a steady upward trend for both total and women
beneficiaries
Recent Years:
e 2023-24 shows substantial growth in both account numbers and amount disbursed
compared to previous years
This data suggests that the KISHORE loan category has experienced significant

expansion over the five-year period, with a notable increase in both the number of beneficiaries
and the amount of financial support provided. The scheme appears to have a strong focus on
women's participation, as evidenced by the growing number of women beneficiaries and the
increasing amounts allocated to them.

TABLE 4: TARUN Category

TARUN
Year/ 2019-20 2020-21 2021-22 2022-23 2023-24
Category No. of No. of No. of No. of No. of

A/Cs Amount A/Cs Amount A/Cs Amount A/Cs Amount A/Cs Amount
Total
(Sgnesr?" 1285116 | 78359 | 1068771 | 79290 | 986166 | 7671861 | 1316835 1078877'1 1517814 127‘;79'1
OBC)
Women | 397825 | 9045 82105 6082 94560 | 677291 | 153645 | 11340.92 | 194635 | 13454.27

SOURCE: Mudra Yojana (Annual Reports)

This table presents data for the TARUN category of loans from 2019-20 to 2023-24, showing the
number of accounts and amounts for total beneficiaries (including General, SC, ST, OBC
categories) and women beneficiaries. Here's a summary of the key points:

1.

2.

Total Accounts:
e Decreased from 12,85,116 in 2019-20 to 9,86,166 in 2021-22
o Showed recovery in recent years, reaching 15,17,814 in 2023-24
Total Amount:
e Remained relatively stable from 2019-20 to 2021-22 (around Z76,000-79,000
crore)
o Significant increase in 2022-23 and 2023-24, reaching 1,27,479.17 crore in
2023-24

3. Women's Participation:

« Women's accounts decreased sharply from 3,97,825 in 2019-20 to 82,105 in
2020-21

o Gradual increase thereafter, reaching 1,94,635 in 2023-24

« Women's share of total accounts dropped from 30.9% in 2019-20 to 12.8% in
2023-24

4. Amount Disbursed to Women:

e Decreased from 39,045 crore in 2019-20 to 36,082 crore in 2020-21
o Steady increase thereafter, reaching X13,454.27 crore in 2023-24
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5. Trends:
« Total accounts show a U-shaped trend: initial decline followed by recovery
o Total amount disbursed shows overall growth, especially in the last two years
« Women's participation shows recovery but hasn't reached the 2019-20 levels
6. Recent Years:
o 2022-23 and 2023-24 show significant growth in both account numbers and
amount disbursed for total beneficiaries
« Women's participation also shows improvement in these years, but at a slower
rate compared to overall growth
This data suggests that while the TARUN loan category faced challenges in the early
years of the period (possibly due to external factors like the COVID-19 pandemic), it has shown
strong recovery and growth in recent years. However, the proportion of women beneficiaries has
decreased compared to the initial year, indicating a potential area for improvement in terms of
gender inclusivity in this loan category.
TABLE 5: Women Beneficiaries Growth Rate

Year Growth Rate
2019-20 68%
2020-21 68%
2021-22 68%
2022-23 68.62%
2023-24 69%

SOURCE: Mudra Yojana (Annual Reports)
The above table presents the Women Beneficiaries Growth Rate from 2019-20 to 2023-24.
Here's a summary of the key points:
1. Consistency:
e The growth rate remained steady at 68% for three consecutive years from 2019-20
to 2021-22.
2. Recent Increase:
e In 2022-23, there was a slight increase to 68.62%.
e The growth rate further improved to 69% in 2023-24.
3. Overall Trend:
e The data shows a generally stable trend with a small but positive increase in
recent years.
4. Marginal Improvement:
« Over the five-year period, there's a total increase of 1 percentage point, from 68%
to 69%.
5. Implications:
e« The consistent growth rate suggests a steady participation of women
entrepreneurs.
o The recent uptick, although small, may indicate a positive trend in women's
entrepreneurship.

This data indicates that women's participation in entrepreneurship has been consistently
strong, with a slight improvement in the last two years. The stability and recent growth, albeit
modest, could reflect on-going efforts to support and encourage women entrepreneurs in the
business ecosystem.

KEY FINDINGS:

e Over the period from 2019 to 2024, there has been a fluctuating growth rate in Shishu

and Tarun category, and a positive growth rate in Kishore category.
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e Lack of market information, Male dominated society, Bank formalities and complex
procedure are the reasons for fluctuation.

e The PMMY scheme faced challenges in the early years of the period (possibly due to
external factors like the COVID-19 pandemic), it has shown strong recovery and
growth in recent years.

e The ‘Shishu’ loan category, which supports micro-level start-ups, remains the most
accessed by women, reflecting the scheme’s relevance to smaller, early-stage
business.

e Awareness of PMMY gas increased, but knowledge gaps remain, especially in rural
areas, highlighting the need for targeted awareness campaigns.

SUGGESTION:

I recommend from my findings from 2019 to 2024 point to opportunities for policy
improvements, such as offering customized financial literacy programs, increasing the loan size,
and improving awareness campaigns in underserved regions. Addressing these areas can enhance
the scheme’s effectiveness in empowering women entrepreneurs.

CONCLUSION:

Awareness of the PMMY scheme has increased among women entrepreneurs over recent
years. However, knowledge gaps still exist, particularly in rural areas and among first-time
entrepreneurs. Many women remain unaware of the loan’s structure and benefits, which limits
broader scheme utilization and highlights the need for targeted awareness campaigns. In
conclusion, Government have to take some more efforts to maintaining the continuous increasing
level.
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Abstract

The adoption of digital payment systems has significantly influenced small-scale
businesses, including roadside vendors. This study examines the impact of digital payment
systems on roadside vendors, focusing on the benefits, challenges, and overall financial
inclusion. Using a mixed-method approach, data was collected from a sample of vendors
through surveys and interviews. The findings indicate that digital payments enhance
transaction efficiency, increase customer convenience, and contribute to better financial
management. However, challenges such as technical literacy, transaction charges, and
network issues persist. The study suggests policy interventions to enhance digital financial
literacy and infrastructure to support vendors in transitioning to digital payments.

Key Words: Digital Payments, Roadside Vendors, Financial Inclusion, Transaction Efficiency,
Mobile Payments.
INTRODUCTION:

The rapid evolution of digital payment systems has transformed financial transactions
worldwide, impacting businesses of all sizes, including roadside vendors. Traditionally reliant on
cash transactions, roadside vendors are increasingly adopting digital payment methods such as
mobile wallets, UPI (Unified Payments Interface), QR code payments, and bank transfers. This
shift is driven by the growing penetration of smartphones, internet accessibility, government
initiatives promoting cashless economies, and consumer preferences for convenient and secure
payment options.

The adoption of digital payment systems by roadside vendors presents both opportunities and
challenges. On one hand, it enhances financial inclusion, improves transaction transparency, and
reduces the risks associated with handling cash. On the other hand, issues such as digital literacy,
transaction fees, network connectivity, and cyber security concerns pose significant barriers to
widespread adoption. Understanding the impact of digital payments on roadside vendors is
crucial for policymakers, financial institutions, and technology providers to create an inclusive
financial ecosystem that benefits small-scale entrepreneurs.

This research aims to examine the effects of digital payment systems on the financial stability,
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business growth, and operational efficiency of roadside vendors. It also explores the challenges
faced in adopting these payment methods and suggests potential solutions to improve
accessibility and usage among small-scale vendors.
LITERATURE REVIEW.:
Agarwal & Bansal (2019) studied customer trust in digital transactions and how it influences
vendor adoption.
Choudhary et al. (2019) studied Delhi’s roadside vendors and reported a gradual but steady
shift towards digital payment acceptance.
Ghosh & Banerjee (2019) highlighted security concerns and transaction failures as major
deterrents for vendors.
Patel & Desai (2019) explored the role of digital literacy in payment adoption among street
vendors and highlighted the need for better education programs.
Chopra et al. (2020) examined the financial resilience of vendors using digital payments and
found that it led to better cash flow management.
lyer & Sinha (2020) studied the technological and financial barriers to digital payment adoption
and suggested policy interventions.
Kohli & Malhotra (2020) emphasized the importance of vendor training programs to improve
digital financial literacy.
Mishra & Joshi (2020) analyzed how GST and demonetization impacted the shift towards
digital payments for roadside businesses.
Panda & Mohanty (2020) found that younger consumers preferred digital transactions,
increasing pressure on vendors to adopt such systems.
Sharma & Gupta (2020) examined the factors influencing digital payment adoption, identifying
security, convenience, and government initiatives as key determinants.
Kumar et al. (2021) studied the behavioral intention of roadside vendors in urban areas towards
mobile payment adoption and found that ease of use and perceived benefits were significant
factors.
Mehta & Singh (2021) found that digital payment adoption increased sales and customer
retention for small vendors in metro cities.
Raj & Thomas (2021) conducted a case study on Mumbai’s street food vendors and found a
30% increase in revenue post-digital payment adoption.
Singh et al. (2021) identified future research areas, including the role of artificial intelligence in
digital payment fraud detection.
Thakur & Sharma (2021) discussed the role of financial subsidies in encouraging vendors to
use digital payment platforms.
Verma & Chaturvedi (2021) found that inconsistent internet connectivity was a critical issue
affecting vendors' willingness to adopt digital transactions.
Das & Gupta (2022) suggested exploring blockchain technology to enhance payment security
for micro-businesses.
Khan & Ramesh (2022) focused on digital payment penetration in semi-urban areas and its
impact on vendor profitability.
Narayan & Prasad (2022) evaluated the effectiveness of government schemes like PMJDY and
BHIM-UPI in promoting digital financial inclusion.
Rao & Reddy (2022) analyzed how digital payments improve financial inclusion and business
efficiency for roadside vendors.
Saxena & Dubey (2022) highlighted that customers perceived digital payments as safer and
more convenient compared to cash transactions.
OBJECTIVES:

1. To analyze the extent of adoption of digital payment systems among roadside vendors.

2. To assess the impact of digital payment adoption on sales, customer satisfaction, and

business growth.
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3. To evaluate the association between the type of business and the likelihood of adopting
digital payment systems.
SCOPE OF THE STUDY::

This study focuses on roadside vendors in urban and semi-urban areas, considering their
level of exposure to digital payment systems. The findings provide insights into how digital
payment adoption impacts their business operations.

LIMITATIONS OF THE STUDY:
1. The study is limited to 110 respondents, which may not represent all roadside vendors.
2. The findings are based on self-reported data, which may involve response bias.
3. The study focuses on a specific geographical area, and results may vary in different
regions.
RESEARCH METHODOLOGY:

This study utilizes a descriptive research design to examine the adoption and impact of
digital payment systems among roadside vendors. The primary data was collected through a
structured questionnaire, covering vendor demographics, business type, awareness, adoption,
benefits, challenges, and the impact on sales and customer satisfaction.

A convenience sampling method was used, selecting vendors based on availability and
willingness to participate. The study surveyed 110 roadside vendors across various businesses,
including food stalls, garment sellers, vegetable vendors, and small-scale traders.
HYPOTHESIS:

HO: There is no association between type of business and adoption of digital payment system.
H1: There is an association between type of business and adoption of digital payment system.
DATA ANALYSIS:

The age distribution shows that most roadside vendors (28.2%) are below 25 years,
followed by 36-45 years (25.5%). Middle-aged vendors (26-45 years) form nearly half (48.2%)
of the total, while older vendors (above 45) make up 23.6%. Younger vendors are likely more
adaptable to digital payments, while older ones may require support for adoption.

The Gender data shows that 60.9% of roadside vendors are male, while 39.1% are
female. This indicates that men dominate the roadside vending business, but a significant
proportion of women are also engaged. Gender-based differences in digital payment adoption
could be explored further.

The types of business data indicates that roadside hotels (23.6%) are the most common
type of business, followed by petty shops (20.9%) and roadside food & snacks shops (20.9%).
Tea shops (20.0%) and fruit shops (14.5%) have a smaller presence. The diversity in business
types suggests varying levels of digital payment adoption, which can be analyzed further.

The year of business data shows that most roadside vendors have 6 to 10 years of
experience (33.9%), followed by those with 2 to 5 years (31.2%). About 19.3% have been in
business for over 10 years, while 15.6% are relatively new (less than 2 years). This indicates
a mix of experienced and new vendors, which may influence the adoption of digital payment
systems.

The digital payment platforms usage data shows that Google Pay (36.4%0) is the most
preferred digital payment platform among roadside vendors, followed by PhonePe (33.6%0) and
PayTM (27.3%). BHIM (2.7%) has the lowest usage. This suggests that vendors prefer widely
accepted and user-friendly platforms, while BHIM has limited adoption.

The percentage of total transactions are made through digital payments data shows that
34.5% of vendors conduct 25-50% of their transactions digitally, while 25.5% process 51-75%
digitally. Only 16.4% rely on digital payments for more than 75% of transactions, whereas
23.6% use digital payments for less than 25%. This indicates that while adoption is growing,
cash transactions still dominate for many vendors.

The biggest challenge faced by roadside vendors in using digital payment systems is
network issues (37.3%), followed by transaction fees (30.9%). Lack of customer awareness
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(19.1%) and security concerns (12.7%o) are also notable barriers. This suggests that improving
digital infrastructure and reducing transaction costs could enhance adoption.

The key benefits of digital payments for roadside vendors include increased customer
base (30.9%0) and faster transactions (27.3%). Additionally, 22.7% found improved record-
keeping helpful, while 19.1% benefited from reduced cash handling. This highlights that
digital payments not only enhance efficiency but also help vendors attract more customers.

The response data shows that 49.1% of vendors would continue using UPI even if
charges are applied, while 40% would continue only if the charges are nominal. However,
10.9% would stop using UPI if charges are imposed. This indicates that while most vendors
accept minor fees, high charges could discourage digital payment adoption.

The data reveals that a vast majority of roadside vendors believe digital payment
adoption increases sales, with 55.5% strongly agreeing and 41.8% agreeing. Only 1.8%
strongly disagree, and 0.9% remain neutral. This indicates a strong positive perception of
digital payments as a driver of business growth.

The data shows that most vendors believe digital payment systems improve customer
satisfaction, with 52.7% agreeing and 44.5% strongly agreeing. Only 0.9% strongly disagree,
and 1.8% remain neutral. This indicates a widespread positive impact of digital payments on
customer experience.

Correlations

Type of business |Adoption of digital
payments system
increases the
sales.
Pearson Correlation 1 .001
Type of business Sig. (2-tailed) .005
N 110 110
Pearson Correlation .001 1
Adoption of digital payments . o
system increases the sales. Sig. (2-tailed) 991 0.05
N 110 110

The correlation analysis shows a very weak positive correlation (r=0.001) between the type of

business and the perception that digital payment adoption increases sales.

e The p-value (0.005) indicates statistical significance, meaning the relationship is unlikely to
be due to chance.

e However, the correlation coefficient (0.001) suggests that the relationship is extremely weak,
implying that the type of business has almost no influence on whether vendors believe digital
payments boost sales.

This suggests that vendors across different business types generally perceive digital payments as

beneficial for sales, regardless of their specific trade.

Regression
Model Summary
[Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .199 .039 .005} .08
ANOVA?
IModel Sum of Squares Df Mean Square F Sig.
Regression 3.510 1 3.510 4.439 .005}
1 Residual 85.408 108 791
Total 88.918 109
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Coefficients?

IModel Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 2.006 472 4.249 .000
1 Payment system
improves customer 288 137 .199 2.107 .000;
satisfaction level.

a. Dependent Variable: Which digital payment platforms do you use?

Regression Analysis Interpretation
Model Summary

e R =0.199: Indicates a weak positive correlation between customer satisfaction and the
choice of digital payment platforms.

e R2=0.039: Only 3.9% of the variation in the choice of digital payment platforms can be
explained by customer satisfaction.

e Adjusted R2 = 0.005: The explanatory power of the model is very low.

e Std. Error of the Estimate = 0.08: Suggests some variability in the prediction.

ANOVA (Model Significance)

e F =4.439, Sig. = 0.005: The regression model is statistically significant, indicating that
customer satisfaction has a meaningful but weak impact on digital payment platform
choice.

Coefficients (Impact of Customer Satisfaction on Digital Payment Choice)

e Constant (B = 2.006, Sig. = 0.000): The baseline level of digital payment platform usage
when customer satisfaction is zero.

e Customer Satisfaction (B = 0.288, Sig. = 0.000): A positive relationship exists, meaning
that as customer satisfaction increases, the likelihood of adopting different digital
payment platforms also increases.

KEY FINDINGS:

e Adoption: Majority of vendors use Google Pay (36.4%), PhonePe (33.6%), and PayTM
(27.3%).
Impact: 97.3% report increased sales and customer satisfaction.
Challenges: Network issues (37.3%) and transaction fees (30.9%) hinder adoption.
Usage: 34.5% conduct only 25-50% of transactions digitally; cash remains dominant.
Demographics: Younger vendors adopt digital payments more readily.
Business Type: Higher adoption in roadside hotels and petty shops than fruit vendors.
e Future Use: 89.1% willing to continue if transaction charges are reduced.
SUGGESTION:

e Improve network infrastructure.
Reduce transaction fees.
Implement digital literacy programs.
Provide government incentives.
Enhance cybersecurity.

e Promote customer awareness campaigns.
CONCLUSION:

The study highlights that digital payment adoption among roadside vendors is growing
and has a positive impact on sales and customer satisfaction. However, challenges such as
network issues, transaction fees, and digital literacy gaps hinder full adoption. With appropriate
support from policymakers, financial institutions, and technology providers, digital payments can
significantly enhance financial inclusion and business efficiency for small-scale vendors.
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Abstract

Pradhan Mantri Mudra Yojana (PMMY) scheme was launched in 2015 as part of the
Indian government’s initiative to foster economic growth by supporting micro and small
enterprises, with a particular emphasis on women entrepreneurs. This study evaluates the
scheme’s socio-economic impact on women entrepreneurship and examines its role in
enhancing women’s financial independence and socio-economic mobility. Through a mixed-
method approach, combining secondary quantitative data from government and institutional
reports and qualitative case studies, the research highlights both the opportunities and
challenges that the PMMY scheme presents. Findings reveal that, while the scheme has made
significant strides in empowering women through financial inclusion, various challenges such
as lack of financial literacy and limited accessibility remain. Policy recommendations include
expanding support services for financial literacy and improving regional outreach. This study
contributes to the literature on microfinance schemes, gender empowerment, and socio-
economic development by offering critical insights into the operational dynamics of PMMY.

Keywords: Women Entrepreneurship, Pradhan Mantri Mudra Yojana (PMMY), Financial
Inclusion, Socio-Economic Impact, Economic Empowerment.
1. Introduction

Pradhan Mantri Mudra Yojana (PMMY) was launched in 2015 as a flagship initiative
aimed at financial inclusion, specifically targeting micro and small enterprises that traditionally
struggle with access to formal credit (Choudhury, 2017). Recognizing India’s socio-economic
landscape—marked by significant gender disparities and the need for financial inclusion—the
PMMY scheme seeks to bridge this gap by extending credit lines to women entrepreneurs,
thereby fostering socio-economic sustainability and reducing unemployment among women.
India’s economic landscape has seen a shift with the rise of women entrepreneurs, particularly in
the micro and small business sectors; however, access to financial resources remains a
substantial barrier to women’s participation in entrepreneurship (Patel, 2018). Women
entrepreneurs face unique challenges, including limited access to capital, social barriers, and a
lack of support networks, which complicate the initiation and sustainability of their businesses
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(Mehta & Singh, 2021). PMMY has become an instrumental scheme in empowering women
economically and socially by providing accessible financing (Joshi, 2023). Despite its
contributions, there remains a gap in empirical studies that assess PMMY’s effectiveness,
particularly regarding socio-economic outcomes for women entrepreneurs. This study aims to
address this gap by analyzing PMMY’s impact on empowering women entrepreneurs in India,
identifying its achievements and potential areas for improvement. By investigating PMMY’s
contributions to enhancing socio-economic sustainability, this paper provides a scholarly review
of the scheme’s effectiveness and broader implications.
2. Review of Literature
2.1 Historical Perspective of PMMY

The PMMY program evolved from previous financial inclusion efforts but brought a
sharper focus on small-scale entrepreneurship (Patel, 2018). Unlike other microfinance schemes,
PMMY emphasizes expanding the financial ecosystem by granting non-collateral loans to "non-
corporate, non-farm small/micro enterprises,” classified under Shishu, Kishore, and Tarun
categories based on their credit requirements (Rao, 2020). Studies have shown that these tailored
loan structures have broadened the scope of accessible credit, particularly benefitting small
business ventures owned by women (Sharma, 2020).
2.2 Women Entrepreneurship and Socio-Economic Growth

The economic empowerment of women has far-reaching socio-economic implications.
By fostering entrepreneurship, women can contribute to household income, increase household
financial resilience, and promote community well-being (Kumar, 2019). Empirical research
indicates that women entrepreneurs invest profits back into their families, especially in areas like
education and healthcare, fostering broader social development. Women's entrepreneurship has
also been linked to higher rates of employment generation, which, in turn, drives regional
economic growth (Mehta & Singh, 2021).
2.3 PMMY's Impact on Women Entrepreneurs

Several studies underscore PMMY’s significant impact on women’s entrepreneurship.
Women represent over 70% of the scheme’s beneficiaries, reflecting its gender-specific impact
(Choudhury, 2017). The scheme’s non-collateral feature is a key element that has enabled many
women entrepreneurs, who might lack formal ownership of assets, to access funding. Research
has noted improvements in women’s business ownership rates, income levels, and economic
empowerment due to PMMY loans (Raj, 2022).
3. Methodology

This study adopts a mixed-method approach that combines qualitative and quantitative
analysis to comprehensively evaluate the socio-economic impacts of the Pradhan Mantri Mudra
Yojana (PMMY) on women entrepreneurship in India. The methodology is divided into two
main parts: data collection and data analysis. This approach ensures that the research not only
captures statistical trends but also delves into the nuanced experiences of women entrepreneurs
under the PMMY scheme.
3.1 Data Collection
3.1.1. Secondary Data Sources

Given the wide availability of secondary data on PMMY, the study utilizes existing
literature, official government reports, and reputable journal articles that analyze the scheme’s
impact on women’s economic empowerment. Key sources include, Annual reports from the
Ministry of Micro, Small & Medium Enterprises (MSME) and the Ministry of Finance in India,
which provide data on the PMMY scheme, including disbursement details, gender-specific
statistics, and success metrics. Research articles from academic databases such as Scopus,
JSTOR, and Google Scholar, covering topics related to PMMY, microfinance, women
entrepreneurship, and socio-economic impacts (Rao, 2020; Joshi, 2023).Reports from institutions
such as the Reserve Bank of India (RBI) and the National Bank for Agriculture and Rural
Development (NABARD), which provide insights into the financial landscape that PMMY
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operates within. Case studies and evaluations conducted by research organizations such as the
Indian Council for Research on International Economic Relations (ICRIER) and the Federation
of Indian Chambers of Commerce & Industry (FICCI), focusing on the outcomes of
microfinance for women entrepreneurs.

3.1.2. Sample Selection for Qualitative Analysis

To gain a grounded understanding of the challenges and successes faced by women
entrepreneurs under PMMY, the study selects a purposive sample of case studies from regions
with high, moderate, and low adoption of PMMY. Selected cases from urban, semi-urban, and
rural areas offer a diverse perspective on PMMY’s reach and impact. The case study selection
focuses on women-led businesses in sectors commonly supported by PMMY, such as retail, food
services, and handicrafts (Verma, 2019).

3.1.3. Survey and Interview Data

While secondary sources form the bulk of the quantitative analysis, qualitative insights
were gathered from existing surveys and interviews conducted by prior studies. For example,
interviews conducted by the Indian Statistical Institute (ISI) and other academic researchers have
documented women entrepreneurs’ perspectives on PMMY’s advantages, challenges, and
perceived social impact (Pandey, 2022). These interviews enrich the study’s findings by
providing firsthand accounts from PMMY beneficiaries.

3.2 Data Analysis
3.2.1. Quantitative Analysis

Descriptive statistical methods are used to analyze secondary quantitative data. Key
metrics include:

Loan Disbursement Trends: Yearly and regional data on loan disbursements are analyzed to
determine how effectively PMMY reaches female entrepreneurs in various geographies.

Sectoral Distribution: This examines the types of businesses women entrepreneurs have
established with PMMY loans, identifying dominant sectors and any sector-specific challenges
(Choudhury, 2017).

Repayment and Default Rates: These figures provide insight into the scheme’s financial
sustainability and identify whether women borrowers face difficulties in repaying loans, which
could indicate broader issues in business viability or financial literacy (Desai, 2021).

3.2.2 Qualitative Analysis

The qualitative analysis focuses on case studies and thematic analysis of interviews.
Thematic coding is used to categorize qualitative data into major themes, including:
Empowerment and Socio-Economic Mobility: Statements reflecting perceived changes in
autonomy, family support, and income stability as a result of PMMY loans.

Challenges in Business Management: Issues faced by women in areas such as bookkeeping, cash
flow management, and customer acquisition.

Policy and Awareness: Insights into participants' awareness levels of PMMY and other available
government support schemes, and suggestions for improving program outreach and support
mechanisms (Saxena, 2020).

4. Findings and Discussion

4.1 PMMY Scheme for Socio-Economic Sustainability :

PMMY has demonstrated a positive correlation with socio-economic sustainability by
promoting women-led businesses. By offering three credit categories — Shishu (up to INR
50,000), Kishore (INR 50,001 to 5,00,000), and Tarun (INR 5,00,001 to 10,00,000) — PMMY
supports diverse business needs, from small-scale startups to expanding operations (Verma,
2019). Additionally, PMMY has contributed to economic sustainability by reducing poverty
through job creation, allowing women to attain financial independence and uplift their families
and communities (Desai, 2021).

4.2 PMMY Scheme for Achieving Women Entrepreneurship_:
Women entrepreneurs have benefited substantially from the scheme's emphasis on non-
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collateral lending, which has allowed many to overcome capital barriers (Saxena, 2020). Case
studies from various regions in India reveal how PMMY loans have supported the growth of
women-led businesses, from tailoring shops to food service ventures. These businesses often
reinvest profits locally, enhancing regional economic resilience. PMMY’s role in enabling
financial independence and entrepreneurship has had a ripple effect on women’s social status,
empowering them to make autonomous financial decisions and challenge traditional gender roles
(Joshi, 2023).

4.3 Challenges and Future Prospects:

Despite its successes, PMMY faces several challenges. Cultural barriers, such as societal
resistance to women in leadership roles, hinder the full realization of PMMY ’s benefits (Pandey,
2022). Additionally, limited financial literacy among women borrowers leads to challenges in
business scaling and loan repayment, resulting in relatively high default rates in some cases. The
scheme could enhance outcomes by offering complementary training programs in business
management, accounting, and digital skills for women (Saha, 2023).Another issue is the limited
regional reach of the scheme. PMMY has largely impacted urban and semi-urban areas, while
rural women remain underrepresented. This gap necessitates an expansion of outreach programs
in rural regions, coupled with awareness campaigns to increase women’s understanding of
available resources (Choudhury, 2017).

4.4 Awareness and Achievements:

Awareness of PMMY remains a critical factor influencing its impact. While the scheme
has garnered substantial visibility in urban centers, knowledge of the program in rural and semi-
urban areas is limited (Sharma, 2020). Studies show that lack of awareness has prevented eligible
women from accessing loans, especially those in remote areas. Success stories from regions with
high awareness, such as Maharashtra and Tamil Nadu, illustrate how comprehensive knowledge
about PMMY has translated to higher loan uptake and business success (Joshi, 2023). Enhanced
awareness efforts, such as local workshops and partnerships with non-governmental
organizations, can broaden PMMY's reach, ensuring that more women can benefit from the
scheme.

5. Conclusion

Pradhan Mantri Mudra Yojana (PMMY) has proven to be a transformative scheme for
women entrepreneurs in India, contributing to both socio-economic sustainability and
empowerment. The scheme’s structure, emphasizing non-collateral credit, has uniquely
positioned it to support women who lack formal financial assets. While PMMY has achieved
notable success in urban and semi-urban areas, there is a need for more targeted interventions to
support rural women entrepreneurs. Addressing PMMY's challenges through financial literacy
programs, expanded outreach, and regional adaptations could further enhance its impact. As
India continues its journey toward inclusive economic growth, PMMY remains a critical tool for
empowering women entrepreneurs and advancing socio-economic sustainability.
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Abstract

This paper explores the Pradhan Mantri Mudra Yojana (PMMY) as a significant
government initiative aimed at fostering entrepreneurship in India, particularly among women.
PMMY, launched in 2015, provides micro-financing options that enable women to overcome
financial constraints and pursue small business ventures. However, despite its benefits, the
scheme faces notable challenges including accessibility issues, gender biases, and structural
limitations that hinder its success in empowering women entrepreneurs. This paper delves into
these challenges and offers recommendations for strengthening PMMY’s impact on women,
discussing potential improvements and the future of women's entrepreneurship in India.

Keywords: PMMY, women entrepreneurship, financial inclusion, micro-finance, India.
Overview of Pradhan Mantri Mudra Yojana (PMMY)

The Pradhan Mantri Mudra Yojana was initiated with the specific objective of supporting the
underserved entrepreneurial segment in India, including women, who face financial constraints.
PMMY offers a structured approach to financing small-scale businesses through three categories
of loans:

e Shishu Loans: These loans cover up to INR 50,000 and are intended for nascent
businesses, allowing borrowers to fund business essentials such as supplies and small
equipment.

e Kishore Loans: Offering a range between INR 50,001 and 5 lakh, these loans support
expanding businesses with moderate capital needs.

e Tarun Loans: Tarun loans, ranging from INR 5 lakh to 10 lakh, cater to larger, more
established businesses requiring substantial capital.

The scheme has had notable reach, with over 21 crore beneficiaries since its inception,
approximately 70% of whom are women. This high participation rate among women indicates a
positive reception of the scheme and a growing interest in entrepreneurial activities among women.
However, despite the apparent successes, the scheme’s effectiveness in truly empowering women
entrepreneurs faces several obstacles.
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Introduction

In developing economies like India, women's entrepreneurship has emerged as a vital
engine for economic growth, job creation, and poverty reduction. The Pradhan Mantri Mudra
Yojana (PMMY) was launched by the Indian government in 2015 as part of a mission to boost
financial inclusion by providing microcredit facilities to individuals who lack access to formal
financing, particularly women and small-scale entrepreneurs. PMMY is unique in its approach,
targeting underserved sectors of society with three types of loans: Shishu (up to INR 50,000),
Kishore (INR 50,001 to 5 lakh), and Tarun (INR 5 lakh to 10 lakh).

The importance of PMMY lies in its potential to help bridge the gender gap in
entrepreneurship. Research shows that when women have access to financing, they invest not only
in their businesses but also in education, health, and family well-being, amplifying the societal
impact of their success. However, while PMMY has achieved some success, several challenges
impede its full impact on women entrepreneurs, ranging from issues within the financial
institutions to cultural biases. This paper aims to investigate these challenges and provide insights
on PMMY ’s future potential to bolster women's entrepreneurship in India.

Objectives of PMMY

PMMY has multiple goals, all centered around making credit accessible to the underserved.
The primary objectives include:

Promoting Financial Inclusion: PMMY aims to bring people who are generally left out
of the formal banking sector into the fold, helping them access the credit they need to start or grow
small businesses.

Supporting Micro and Small Enterprises: By providing access to micro-loans, the
scheme encourages the growth of small-scale industries and self-employment ventures.

Encouraging Women Entrepreneurship: One of the standout goals of PMMY is to
enable more women to enter the business world by making credit more accessible to them, which
in turn promotes economic empowerment and gender equality.

Job Creation and Economic Growth: Small businesses are significant drivers of
employment and economic development, particularly in rural areas. PMMY seeks to stimulate job
creation by supporting enterprises at the grassroots level.

Loan Categories under PMMY
PMMY loans are categorized into three types based on the business’s size and funding
requirements. These categories allow the scheme to cater to different stages of business
development:

Shishu:

Loan Amount: Up to INR 50,000

Purpose: This category is aimed at micro-entrepreneurs who are just starting or need a
minimal capital investment. Shishu loans provide essential funding for purchasing materials, basic
equipment, and other startup needs.

Kishore:

Loan Amount: INR 50,001 to 5 lakh

Purpose: These loans support growing businesses that have progressed beyond the startup
phase. Kishore loans help with business expansion and moderate-scale investments like purchasing
equipment or upgrading operations.

Tarun:

Loan Amount: INR 5 lakh to 10 lakh

Purpose: Tarun loans are intended for established small businesses that require a larger
capital infusion to scale up their operations. This category is suitable for businesses that have a
stable income flow and need substantial funds to further their growth.

Literature review
Government of India, Ministry of Finance(2015) Pradhan Mantri Mudra Yojana (PMMY) —
Policy Guidelines. Government of India.This document provides the official guidelines for
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PMMY, detailing the scheme's objectives, loan categories (Shishu, Kishore, Tarun), eligibility
criteria, and implementation strategy. It serves as a foundational source for understanding the
structural aspects of PMMY.

Mudra: Micro Units Development and Refinance Agency Ltd. (2016). Annual Report 2015-
16. The Mudra Annual Report includes data on loan disbursements, sectoral analysis, and
demographic breakdown of PMMY beneficiaries, highlighting the percentage of women
borrowers. This source provides critical insights into the early impact of PMMY on women
entrepreneurs.

World Bank Group. (2020) The Gender Gap in Financial Inclusion in India: A Quantitative
Study. This World Bank report examines the broader context of financial inclusion in India,
focusing on gender disparities and the impact of financial schemes like PMMY on women. It
discusses cultural, socioeconomic, and educational barriers that limit women’s access to credit.
Das, M., & Mohanty, S. (2020) This academic study provides an empirical analysis of the
effectiveness of PMMY in promoting women's entrepreneurship, exploring the scheme's strengths
and weaknesses. The authors analyses survey data from PMMY beneficiaries, offering insights
into loan utilization and repayment behaviours among women.

Jha, S. & Sinha, R. (2019). This article evaluates PMMY's contribution to women’s economic
empowerment, focusing on the scheme's accessibility and effectiveness in rural India. It provides
detailed case studies of women entrepreneurs and examines the challenges they face in accessing
PMMY loans.

Reserve Bank of India (RBI). (2021). Financial Literacy and Inclusion in India: Role of Banking
Sector and Government Initiatives. RBI Bulletin.

Reserve Bank of India (RBI). (2021). This report from the Reserve Bank of India discusses
various financial inclusion initiatives, including PMMY, and assesses their effectiveness in
reaching underserved populations. It highlights financial literacy as a barrier for women
entrepreneurs and suggests measures to improve access to credit.

Kumar, S., & Rastogi, A. (2021). This research paper explores the challenges women
entrepreneurs face in India, particularly in accessing government schemes like PMMY. The
authors provide a detailed analysis of structural, social, and economic barriers, making it relevant
for understanding PMMY's limitations.

National Institute for Micro, Small, and Medium Enterprises (NIMSME). (2018). The Role
of Micro-financing in Supporting MSMEs: An Evaluation of PMMY. Government of India.
Published by NIMSME, this report evaluates the role of PMMY in supporting micro, small, and
medium enterprises (MSMEs) and includes data on the scheme's impact on women-owned
MSME:s. It provides policy recommendations for improving PMMY ’s outreach and effectiveness.
Niti Aayog. (2020). Niti Aayog’s report offers a comprehensive overview of government schemes
aimed at promoting women's entrepreneurship, with a detailed section on PMMY. It reviews the
scheme’s successes and limitations, suggesting strategies for increasing women’s participation in
the entrepreneurial ecosystem.

Singh, N. (2022). This journal article investigates the socioeconomic impact of PMMY on women
entrepreneurs, analyzing both the positive outcomes and challenges. Singh identifies key barriers
such as limited financial literacy and cultural biases, providing an in-depth look at PMMY's real-
world effects.

Yadav, R., & Kumar, P. (2020). Yadav and Kumar’s study examines PMMY’s impact in rural
areas, analysing how the scheme has enabled women entrepreneurs in agriculture and handicrafts.
The paper also highlights regional disparities and suggests localized approaches to improve the
scheme's effectiveness.

The World Economic Forum (WEF). (2021). The Global Gender Gap Report includes insights
into India’s ranking on economic participation and financial inclusion for women. This broader
context helps situate PMMY within the global discourse on gender equality and the role of
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economic empowerment in bridging the gender gap.

International Finance Corporation (IFC). (2019). This IFC report focuses on the status of
women entrepreneurs in emerging markets, with a section dedicated to PMMY and its role in India.
It explores the scheme’s achievements, obstacles, and the need for public-private partnerships to
enhance support for women entrepreneurs.

National Sample Survey Office (NSSO). (2021). The NSSO’s Periodic Labour Force Survey
provides statistical data on women’s workforce participation across India. It offers a broader
context on the need for schemes like PMMY to support women in economic activities and enhance
workforce diversity.

UN Women India. (2019). This report from UN Women examines the systemic challenges in
achieving gender equality in India’s workforce. It underscores the importance of schemes like
PMMY in promoting women’s economic participation and offers policy recommendations to
address gender-specific challenges in entrepreneurship

Current Landscape of Women Entrepreneurship in India
The entrepreneurial landscape for women in India is characterized by growth but remains limited
in scope. Women entrepreneurs typically venture into industries such as textiles, handicrafts,
agriculture, and food processing, sectors that are often informal, small-scale, and low-investment.
Although many women aspire to start their businesses, they face significant entry barriers,
particularly in accessing capital and resources.

Statistics reveal that only about 14% of India’s business enterprises are owned by women.
Key barriers include:

Financial Exclusion: A substantial proportion of women lack access to formal credit, which
restricts their ability to fund or expand businesses.

Social and Cultural Norms: Gender-based stereotypes and societal expectations limit women’s
ability to enter business sectors traditionally dominated by men.

Educational and Skill Limitations: Limited education and financial literacy are common
challenges for women entrepreneurs, particularly in rural areas.
Without access to financial resources, these barriers are even harder to overcome. This gap
emphasizes the importance of financial schemes like PMMY to provide an avenue for women
entrepreneurs to secure funding.

Challenges in PMMY for Promoting Women Entrepreneurship
Access to Credit
Women entrepreneurs face significant challenges in accessing PMMY loans due to strict
documentation requirements, limited awareness, and lack of guidance. While PMMY s intended
to simplify the lending process, the complexity of bank procedures can discourage applicants.
Often, women in rural areas are unaware of the scheme or lack the necessary documents, such as
property papers or income proofs, required by lending institutions.

Gender Bias in Financial Institutions

Gender bias within financial institutions remains a barrier for women seeking PMMY loans. Some
bank officials may hesitate to approve loans for women entrepreneurs due to underlying biases,
fearing a lack of repayment capacity or questioning the viability of women-led businesses. This
issue is compounded by societal biases that discourage women from pursuing loans and challenge
the legitimacy of their business endeavors.

Socioeconomic Barriers
Women in India encounter socioeconomic barriers such as limited educational opportunities,
restricted mobility, and the burden of domestic responsibilities, all of which limit their ability to
engage fully in business activities. In many rural areas, conservative societal norms restrict
women’s movements and prevent them from seeking loans or operating businesses independently.
Institutional Hurdles within PMMY
While PMMY is intended to promote micro-financing, its operational structure presents challenges
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for potential beneficiaries. Bureaucratic delays, inadequate support systems, and inconsistent
guidance contribute to inefficiencies. Some applicants report difficulties in understanding loan
terms or receiving timely disbursement, which discourages women entrepreneurs from utilizing
the scheme effectively.

Low Financial Literacy

Financial literacy is a critical factor in the success of any entrepreneurial endeavor. A lack of
awareness about basic financial concepts and limited access to financial education reduce the
ability of women to manage funds, understand repayment terms, or leverage the benefits of PMMY
fully. Financial illiteracy is especially pronounced in rural and marginalized communities.
Inconsistent Loan Sizes and Purposes

Women entrepreneurs often find that the loan sizes provided under PMMY are either too small for
certain industries or misaligned with the actual needs of their businesses. This inconsistency makes
it difficult for women to scale their businesses effectively, limiting the long-term impact of the
scheme.

Case Studies: Impact of PMMY on Women Entrepreneurs

Successful Examples

A notable example of PMMY’s impact is seen in the case of rural women-led businesses in states
like Rajasthan and Maharashtra. In these regions, women who received Shishu and Kishore loans
were able to start small-scale enterprises in textile manufacturing and handicrafts, creating
employment opportunities for other women in their communities. This ripple effect demonstrates
PMMY ’s potential to generate socio-economic benefits beyond the individual entrepreneur.

"In Rajasthan’s rural districts, PMMY loans have proven instrumental for women in the textile
and handicrafts industries. According to Singh and Sharma (2021), women who accessed Shishu
and Kishore loans experienced increased business growth and financial stability, demonstrating
PMMY’s potential to foster women-led economic development in traditionally underserved
sectors. However, the study also underscores that limited awareness of the scheme and inadequate
financial literacy hinder the full potential of PMMY in empowering these

Singh, P., & Sharma, R. (2021). Impact of Pradhan Mantri Mudra Yojana on Rural Women
Entrepreneurs: A Case Study of Textile and Handicrafts Sector in Rajasthan. Journal of Rural
Development, 40(2), 143-158. This case study focuses on women entrepreneurs in the rural
districts of Rajasthan, India, who received loans under the Pradhan Mantri Mudra Yojana
(PMMY). The study highlights how Shishu and Kishore's loans have enabled women to establish
small businesses in the textile and handicrafts sectors, two industries with significant employment
potential for rural women. Through interviews and survey data, the study reveals that PMMY
funding helped many women overcome initial capital challenges and expand their businesses. The
authors also discuss barriers, such as limited awareness of the scheme, inadequate financial
literacy, and logistical challenges, which still limit the scheme’s impact. Importantly, the study
found that successful PMMY-funded businesses led to positive socio-economic outcomes,
including increased household incomes and improved standards of living. The case study offers
recommendations for policy adjustments to improve PMMY outreach and training programs,
particularly in financial literacy and business management.

Comparative Analysis

A comparison of PMMY’s effectiveness in different sectors shows that businesses in service
industries (such as beauty salons and tailoring) have seen higher success rates than agriculture-
based ventures. Women entrepreneurs in service sectors often benefit from higher demand and
faster returns, which facilitate loan repayment and business expansion. Conversely, women in
agriculture face greater challenges due to seasonal income fluctuations and high equipment costs.
These case studies highlight the need for tailored support systems within PMMY, such as sector-
specific training and flexible loan options, which can further enhance the scheme’s effectiveness
in empowering women.

Future Prospects and Recommendations for PMMY in Empowering Women Entrepreneurs
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Increasing Accessibility

To make PMMY more accessible, digital loan applications and mobile banking services could be
expanded. Such initiatives would streamline the application process, making it easier for women,
especially in remote areas, to apply for loans without needing to visit a bank branch.

Enhancing Financial Literacy

Introducing financial literacy programs focused on women entrepreneurs would significantly
benefit PMMY ’s effectiveness. These programs could be delivered in partnership with NGOs and
local governments, providing women with essential skills in budgeting, investment, and loan
management.

Encouraging Bank Participation and Sensitivity

Banks could be incentivized to prioritize women applicants for PMMY loans. Training programs
that foster gender sensitivity among bank employees would also help reduce biases and improve
customer service for women entrepreneurs.

Expanding PMMY Outreach in Rural Areas

Partnering with NGOs, self-help groups, and micro-finance institutions can improve PMMY’s
reach. This collaboration can create a grassroots network that informs women about PMMY and
provides necessary support for loan applications.

Developing Tailored Financial Products

Customized loan products that reflect the capital requirements of different business sectors would
improve PMMY ’s relevance. For instance, flexible repayment plans and targeted loan amounts
based on business type can address the specific needs of women entrepreneurs across diverse
sectors.

Policy Adjustments

Introducing a sub-scheme under PMMY specifically for women entrepreneurs could offer
additional benefits, such as reduced interest rates or longer repayment periods. Simplifying the
approval process for women applicants would further enhance PMMY’s accessibility and impact.
Conclusion

The Pradhan Mantri Mudra Yojana represents a crucial initiative in India’s efforts to empower
women through financial inclusion. Despite its positive impact, significant challenges remain,
from accessibility barriers to gender bias and structural limitations. Addressing these challenges
through policy enhancements, financial literacy programs, and improved outreach can. The
Pradhan Mantri Mudra Yojana is an innovative step toward financial inclusion and the growth of
entrepreneurship in India. For women entrepreneurs, in particular, PMMY provides a rare
opportunity to secure financing and venture into the world of business. However, challenges such
as limited awareness, financial literacy issues, and gender biases need to be addressed to unlock
the scheme’s full potential.

With strategic enhancements, including focused financial literacy initiatives and gender-
sensitive banking practices, PMMY could significantly empower women entrepreneurs, driving
not only individual success but also broader economic growth and social transformation in India.
By continually refining its approach, PMMY can become a powerful catalyst in creating a balanced
and inclusive entrepreneurial landscape for women across India.
case Studies: Impact of PMMY on Women Entrepreneurs. The detailed findings from Singh and
Sharma’s study could illustrate how PMMY affects real women entrepreneurs, highlighting both
the successes and areas needing improvement.
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Abstract

In today’s world, women entrepreneurs are playing vital role and they have become important
part of the global business environment. women entrepreneurship has witnessed a rapid growth
over the past 30 years. The main purpose of this paper is to analyse the different problems and
challenges of women entrepreneurs and also to understand the factors that contribute to the
success of women entrepreneurs. Participation of women in entrepreneurial activities is really
important for the sustained economic development and social progress. In India, though women
are playing key role in the society, but still their entrepreneurial ability has not been properly
tapped due to the lower status of women in the society. The main purpose of this paper is to find
out the status of women entrepreneurs in India. The study also analyses that there are many
factors that contributes for women as successful entrepreneurs. Furthermore, Pradhan Mantri
Mudra Yojna (PMMY) is considered pivotal in this regard, providing special attention to extend
credit to women entrepreneurs. Therefore, this descriptive study is an attempt to observe gender-
wise entrepreneurship generated under the aegis of MUDRA scheme in different loan categories
on the basis of number of accounts, beneficiaries and amount sanctioned. Further, the study
found that the total number of women account beneficiaries increased substantially; however,
at a decreasing rate in the given financial years and 70% of the total loan borrowers are women
since the inception of the scheme and majority of these accounts are opened under Shishu
scheme. Further, the study found that the share of amount sanctioned was higher in FY 2015-
16 for women than the men counterparts, which gradually declined in the subsequent financial
years. The results suggest micro-credit through Mudra Yojana encourages female
entrepreneurship, raises earnings and employability, and thereby empowers them financially,
socially, psychologically and in the political arena. The findings of these studies reinforce the
fact women could be “active agents of change” and play an important role in both the family
and society.
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INTRODUCTION
The Pradhan Mantri Mudra Yojana (PMMY) is a government scheme that provides loans

to women entrepreneurs to start or grow their businesses. The scheme offers financial assistance
of up to Rs. 10 lakhs to non-corporate, non-farm micro and small enterprises. Pradhan Mantri
MUDRA Yojana (PMMY) provides loans up to 10 lakhs to the non-corporate, non-farm
small/micro enterprises. The scheme facilitates micro credit/Loan up to Rs. 10 lakhs to income
generating micro enterprises engaged in the non-farm sector in manufacturing, trading or service
sectors including activities allied to agriculture such as poultry, dairy, beekeeping, etc. The
entrepreneurial spirit exists in all humans irrespective of gender and economic growth of a country
would remain uneven without involvement of women in the entrepreneurial activities, as they
constitute almost half the population and the realm of entrepreneurship is not at all confined to any
specific gender (Cabrera and MAURICIO, 2017). Further, women entrepreneurs chase their
altruistic commitment towards society and they strongly consider their emerging enterprises
concepts would contribute to the economic, community development and generate various new
job opportunities.
OBJECTIVES OF THE STUDY

1. To ascertain the performance of women entrepreneur ‘s.

To study the problems in starting and running women entrepreneurship.
3. To suggest different remedial measures to help and accelerate women entrepreneurs to run
their business.

4. To study the method by which women entrepreneurs are raising funds.
To study whether adequate promotional schemes are offered by government for women
entrepreneurs
To explore various factors encouraging women to take up entrepreneurship
To study the government initiatives to boost women entrepreneurship
To examine the obstacles faced by women entrepreneurs

9. To depict the current status of women entrepreneurship in India

10. To draw conclusions and give suggestions

11. To research the Mudra Yojana and its initiatives to promote women's entrepreneurship.

12. To assess the mudra Yojana's components that benefit women the most.

13. To assess the role of Mudra loan in promoting entrepreneurship among the women living in

the Delhi-NCR region.

14. To examine the impact of Mudra loan on different indicators of women empowerment.

OBJECTIVES OF THE STUDY

1. To know the aware of Women Entrepreneurship

2. To know The Pradhan Mantri Mudra Yojana (PMMY) helps to Women Entrepreneurship

3. To find the improvement level of Women Entrepreneurship

SCOPE OF THE STUDY
1. The data can be collected from different parts of the country and comparative analysis can
be undertaken between rural and urban women in order to see the differences in their level
of empowerment and entrepreneurial choices.
2. Study research can also be undertaken which would include the journey of women
entrepreneurs from different region of India to draw a comparison of their choices of
business, role of the MUDRA loan in their lives, challenges faced by them in procuring the
MUDRA loan and their empowerment levels.
RESEARCH METHODOLOGY

The study is empirical research based in the survey method which uses secondary data. A
survey is conducted among the female beneficiaries of Mudra loan, residing in the Delhi-NCR
region. We contacted several banks to obtain authentic details of their female customers who have

9]

adba A

SELP Journal of Social Science 93 Volume XVI, Issue 61



APRIL - JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

procured Mudra loan from them. The data related to the Mudra loan clientele was provided by the
UCO Bank, New Delhi branch. Therefore, UCO bank has served as the authentic source for data
collection. A wide range of questions related to them household matters, freedom in mobility,
involvement in decision making, etc. are asked to gauge the impact of the Pradhan Mantri Mudra
Scheme on women empowerment.

STATEMENT OF THE PROBLEM

The major problem faced by the women entrepreneurs are:

The Traditional mind-set that setting up businesses is still perceived to be a man’s domain.
Women are expected to spend more time with their family members and do not encourage them
to travel extensively for exploiting business opportunities. Banks and financial institutions hesitate
to provide financial assistance to women as they are unsure as to who will repay the loan. Women
entrepreneurs are not generally aware of the subsidies and incentives available for them, this
prevents them from availing special schemes.

SIGNIFICANCE OF THE STUDY

1. Women entrepreneurs have the potential to contribute towards innovation, job creation and
economic growth. In connection with our research, we will try to find out the concept of
women entrepreneurship.

2. Tt will help to understand the role of women entrepreneurs and to analyse their contribution
in developing their business.

3. This study also throws a light on the obstacles faced by women entrepreneurs and to further
measure their performance and suggest remedial measures.

ADVANTAGES OF MUDRA LOANS FOR WOMEN ENTREPRENEURS
Lower Interest Rates and Customized Schemes:

1. Mudra loans often come with lower interest rates compared to traditional financing
options. This makes borrowing more affordable for women entrepreneurs, reducing the
financial burden associated with starting or expanding a business.

2. Schemes under Mudra are tailored to the unique needs of women, recognizing their
varied entrepreneurial pursuits, from micro-enterprises to larger ventures. These
customized schemes ensure that women have access to financial resources that align with
their business goals.

Financial Inclusion:

Mudra loans play a pivotal role in bridging the gender gap in entrepreneurship. By providing
women with access to formal financial institutions, these loans promote financial inclusion,
allowing women to build credit histories and strengthen their financial profiles.

Empowering Entrepreneurship:

By facilitating easy access to capital, Mudra loans empower women to pursue diverse business
opportunities. Whether it's starting a small-scale manufacturing unit, launching a boutique, or
venturing into agri-business, these loans enable women to translate their entrepreneurial visions
into reality.

Job Creation:

With the support of Mudra loans, women entrepreneurs are creating job opportunities for
themselves as well as others. This job creation is also aiding the local communities, contributing
to economic development.

Economic Growth:

The gender-inclusive approach of Mudra loans help unleash the full potential of India’s female
workforce, which, in turn, fuels economic growth. Women-led businesses contribute significantly
to GDP and bolster the nation's entrepreneurial ecosystem.

Gender Equality:

Mudra loans represent a significant step towards gender equality in entrepreneurship, challenging
traditional stereotypes and promoting women as capable and successful business leaders.
LIMITATIONS OF THE STUDY
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1.

Area of the study is limited data.

2. Indian women give more emphasis to family ties and relationships. Married women have

(O8]

to make a fine balance between business and home. More over the business success is
depends on the support the family members extended to women in the business process
and management. The interest of the family members is a determinant factor in the
realization of women folk business aspirations.

The reluctance to provide genuine information can affect the validity of their response.
The study includes data of female clients of Mudra Yojana residing specifically in the
Delhi-NCR region. So, the type of entrepreneurial activity taken up by rural women using
mudra loan could be quite different from the businesses taken up by urban women.
Finally high production cost of some business operations adversely affects the development
of women entrepreneurs. The installation of new machineries during expansion of the
productive capacity and like similar factors dissuades the women entrepreneurs from
venturing into new areas.

A GUIDE TO GOVERNMENT LOAN SCHEMES FOR WOMEN IN INDIA

The Pradhan Mantri Mudra Yojana (PMMY), which Prime Minister Modi launched
in April 2015 to promote entrepreneurship through micro-credit access, has reported that
women entrepreneurs have received the majority of loans since the scheme's inception.
Modi Scheme for Women Loans

The Micro Units Development and Refinance Agency (MUDRA) Loan Scheme under
PMMY, or Pradhan Mantri Mudra Yojana, is a government initiative that provides loans
to individuals and MSMEs through banks and NBFCs.

MUDRA Yojana is available in three loan schemes: Shishu, Kishor, and Tarun. Loans
under the Mudra scheme are collateral/security-free loans made available by financial
institutions with repayment terms ranging from 12 months to 5 years and flexible EMIs.
Individuals, MSMEs, enterprises, or businesses engaged in manufacturing, trading, or
providing services are the only ones who can benefit from the Mudra loan for women.

GOVERNMENT WOMEN LOAN SCHEMES OFFERED UNDER MUDRA YOJANA

Women's business loans from the government of India are classified into three schemes,

Shishu, Kishor, and Tarun, under the Pradhan Mantri Loan Yojana (PMMY). Each loan scheme's
loan amount is listed below:

SHISHU Loan: The Mudra Shishu Loan scheme provides loans of up to Rs. 50,000 (for
start-ups and new businesses).

KISHOR Loan: Loans ranging from Rs. 50,001 to Rs. 5,00,000 are available under the
Kishor Loan Scheme (for the purchase of raw materials, equipment/machinery, and
business expansion for existing businesses).

TARUN Loan: The Tarun Loan Scheme provides loans ranging from Rs. 500,001 to Rs.
10,00,000 (for established businesses and enterprises).

MUDRA FUNDING DOCUMENTS NEEDED

Completed application with passport-sized photos

Applicant and co-applicants' KYC documents: Passport, voter identification card, Aadhar
card, driving licence, PAN card, utility bills (water/electricity bills)

Proof of membership in a special category, such as SC, ST, OBC, Minority, and so on (if
applicable)

Bank statement for the previous six months

Proof of business address and tenure, if applicable

Any other documents that the bank may require

REVIEW OF LITERATURE
L. Hashemi et al. (1996) study the level of women empowerment in six villages of Bangladesh
during 1991-1994. Various indicators — for instance, ability to make purchases, economic

security, comparative freedom from family domination, mobility, level of participation in political
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protests and campaigns, involvement in family decisions, and legal and political awareness — are
employed to measure the level of women empowerment. The analysis reflects that non-
availability of employment is the real reason behind the low level of economic participation of
women. On the other hand, easy facilitation of microcredit through Grameen banks and BRAC
banks has supported women to become self-employed. Despite low earnings now, women exercise
better control on their earnings. They enjoy liberty and can purchase household things on their
own. As a whole, they have earned respect from their family members. Furthermore, micro-lending
programmes have played a significant role in reducing family violence against women.
Amin et al. (1998) investigates the role of microcredit on the empowerment of women residing
in rural areas of Bangladesh. In the study, women empowerment is measured through three
constructs i.e., authority index, inter-spouse consultation index and autonomy index. The results
indicate a strong positive association between women empowerment indices and NGO micro-
financing programmes, which generally stems from the active involvement of poor women in such
programmes.
Wiklander (2010) tries to find determinants of women empowerment and existence of gender-
related issues within the rural households of Uttar Pradesh and Tamil Nadu states in India. The
study highlights that, in Uttar Pradesh, women empowerment is explained by the education level
of both men and women, age, district and village they belong to a while, in Tamil Nadu, women
empowerment is determined by the traditional ideas of age at the time of marriage, number of sons
in the family, etc. Affiliation to scheduled castes and religious differences also have something to
do with the concept of women empowerment. Keeping in view the differences in the determinants
of women empowerment in two different states of India, it was concluded that no single model can
fit all.
Handy et al. (2004) examine the impact of Chinmaya Rural Training Centre (CRTC), an NGO,
located in foothills of Himalaya, on women empowerment. The study aims to identify if the
employees of the NGO are themselves empowered, as they take the responsibility to empower
their clients. The women empowerment index constructed by Amin et al. (1998) is referred to in
the study with an additional component called the political autonomy index. To measure the level
of women empowerment, data is collected from the NGO employees such as fieldworkers and
supervisors who establish direct contact with the beneficiaries of the NGO. The findings
highlighted that empowerment depends on the level of education attained and number of years
served at the job, while age, income level and family structure are found to be insignificant.
Moreover, the women who are now working in the NGO were the beneficiaries of the same NGO
some years ago and today they are ranked considerably high on the empowerment.
CONCLUSION

India is a male dominated society and women are assumed to be economically as
well as socially dependent on male members. Women entrepreneurs faced lots of problems like
lack of education, social barriers, legal formalities, high cost of production, male dominated
society, limited managerial ability, lack of self-confidence etc. Various factors like pull and push
factors influencing women entrepreneurs. Successful leading business women in India. The study
also analyses that there are many factors that contributes to the growth of female entrepreneurs.
Among them level of education, Occupational experience, Managerial skills, Support from family,
Strong social ties and internal motivation are the most significant factors that contribute to the
success of women entrepreneurs.

The government is assisting women entrepreneurs by providing financial and
other supports such as counselling, training, and skill development; however, more needs to be
done, such as reserving specific businesses for women only and allocating a certain percentage of
mudra loans to women entrepreneurs. Entrepreneurship among women, no doubt improves the
wealth of the nation in general and of the family in particular. Women entrepreneurship must be
moulded properly with entrepreneurial traits and skills to meet the changes in trends, challenges
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global markets. Promoting entrepreneurship among Indian women is certainly a short-cut to rapid
economic growth and development.
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Abstract

The Pradhan Mantri Mudra Yojana (PMMY), launched in 2015, aims to provide
financial support to micro, small, and medium enterprises (MSMES) across India, particularly
those in the informal sector. However, the scheme faced challenges related to awareness and
accessibility, especially in rural and remote areas. To overcome these barriers, the government
has implemented several initiatives to enhance outreach and ensure equitable access to the
scheme's benefits. Key efforts include nationwide awareness campaigns through mass media,
digital platforms, and on-ground workshops, ensuring that even the most marginalized
entrepreneurs are informed about the scheme. The government has also collaborated with
banks and financial institutions to streamline loan processes, making applications easier and
more accessible. Furthermore, initiatives like financial literacy programs and specialized loans
for women entrepreneurs have broadened PMMY’s impact. Digitalization of the loan
application process and partnerships with fintech companies have facilitated smoother
disbursement and reduced bureaucratic delays. As a result, the PMMY scheme has helped
millions of small business owners access the capital they need, contributing significantly to job
creation and economic growth. Moving forward, continued government efforts to promote
financial inclusion and expand awareness can further enhance the reach of PMMY, supporting
the growth of India's entrepreneurial ecosystem.
Keywords:
Pradhan Mantri Mudra Yojana, PMMY, government initiatives, awareness, accessibility, MSMEs,
financial inclusion, entrepreneurship, rural development, digital platforms, financial literacy, loan
disbursement, women entrepreneurs, economic growth.
Introduction
The Pradhan Mantri Mudra Yojana (PMMY), launched in 2015, aims to provide financial support
to micro, small, and medium enterprises (MSMEs) across India, particularly those in the
unorganized and informal sectors. Despite its transformative potential, the scheme faced
significant challenges in reaching its target audience due to limited awareness and accessibility,
especially in rural and remote areas. This article explores how government initiatives have played
a key role in addressing these challenges, increasing awareness, and improving accessibility for
potential borrowers across the country.
Overview of the Pradhan Mantri Mudra Yojana (PMMY) Scheme
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The Pradhan Mantri Mudra Yojana (PMMY), launched in 2015 by the Government of India,

is a flagship scheme aimed at providing financial assistance to micro, small, and medium

enterprises (MSMEsS), particularly those in the unorganized and informal sectors. The scheme

Is a part of the government's broader vision to promote financial inclusion, support

entrepreneurship, and create employment opportunities in India. PMMY’s goal is to ensure easy

access to credit for small businesses that often face difficulties in obtaining financing from
traditional banking channels due to a lack of collateral, credit history, or other barriers.

Objectives of PMMY

The primary objectives of PMMY include:

1. Financial Inclusion: PMMY aims to provide financial support to the underserved and
unbanked sections of society, especially in rural areas and small towns, where access to
institutional credit is limited.

2. Empowering Small Entrepreneurs: By facilitating access to capital, the scheme supports
micro-entrepreneurs and small business owners to expand their operations and increase
employment opportunities.

3. Promoting Entrepreneurship: The scheme encourages individuals to start their own
businesses, providing them with the necessary financial backing.

4. Job Creation: The creation and growth of small businesses contribute to job creation, which
is critical to addressing the employment challenge in India.

5. Boosting the MSME Sector: By supporting MSMEs, which are a significant contributor to
the Indian economy, PMMY helps boost industrial growth, innovation, and competitiveness in
the economy.

Categories of Loans Under PMMY

PMMY offers loans under three distinct categories, each targeting different stages of business

growth:

1. Shishu:

The Shishu category is for new businesses or startups. Loans under this category are offered
up to Rs. 50,000, enabling entrepreneurs to establish or expand their small ventures.

2. Kishor:

This category is for businesses that are slightly more established and require additional capital
to scale up. The loan amount in the Kishor category ranges from Rs. 50,000 to Rs. 5 lakh.

3. Tarun:

The Tarun category is for more mature businesses that need larger loans to further grow their
operations. The loan amount ranges from Rs. 5 lakh to Rs. 10 lakh.

Key Features of PMMY Loans

o Collateral-Free: One of the most attractive features of PMMY loans is that they do not require
any collateral or security, making it easier for small business owners, especially those in rural
or remote areas, to access financing without the risk of losing personal assets.

e Low-Interest Rates: PMMY loans are offered at competitive interest rates, which are
generally lower than market rates, making it more affordable for small business owners to
repay their loans.

o Flexible Repayment Terms: The scheme offers flexible repayment schedules based on the
borrower’s ability to pay, allowing for greater ease in managing loan repayments.

e No Processing Fees: In most cases, PMMY loans do not have processing fees, making them
cost-effective for small business owners.

e Ease of Application: The loan application process under PMMY is designed to be simple and
transparent, and applications can be made online or through physical banks and financial
institutions.

Target Beneficiaries

PMMY primarily targets the micro-enterprise sector, which is the backbone of India’s economy.

The beneficiaries include:
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e Micro-entrepreneurs who need working capital or capital for small business expansion.

¢ Self-employed individuals such as artisans, street vendors, and farmers who need funds to run
their small businesses.

e Women Entrepreneurs who are encouraged to start their own businesses under the scheme,
with special incentives.

¢ Rural and Semi-Rural Population: The scheme specifically aims to reach people in rural and
semi-urban areas where access to traditional banking services may be limited.

e Small Traders and Farmers who need funds for upgrading their equipment or expanding
their small ventures.

PMMY Implementation Agencies

PMMY loans are provided through three types of financial institutions:

1. Public Sector Banks (PSBs): These include major state-owned banks like the State Bank of
India (SBI), Punjab National Bank (PNB), and others.

2. Private Sector Banks: Many private sector banks, such as HDFC Bank, ICICI Bank, and Axis
Bank, also participate in the scheme.

3. Microfinance Institutions (MFIs) and Non-Banking Financial Companies (NBFCs): These
institutions, which primarily operate in the rural and semi-urban sectors, help reach a broader
base of potential borrowers who may not have access to mainstream banks.

Impact of PMMY

Since its launch, PMMY has had a significant impact on the Indian economy:

e Loan Disbursement: As of recent reports, over 18 lakh crore have been disbursed under the
scheme, benefitting millions of micro-entrepreneurs across the country.

e Job Creation: The scheme has played a pivotal role in creating jobs, particularly in rural and
semi-urban areas, by enabling entrepreneurs to establish and expand their businesses.

e Women Empowerment: A significant percentage of loans under PMMY have been disbursed
to women entrepreneurs, promoting gender equality and financial inclusion in the
entrepreneurship space.

e Financial Inclusion: The scheme has helped integrate a large number of unbanked
individuals into the formal financial system, improving overall financial inclusion in the
country.

Challenges Faced by PMMY

Despite its success, PMMY has faced several challenges:

1. Awareness Gap: Many potential borrowers, particularly in rural areas, remain unaware of the
scheme and its benefits. Lack of financial literacy and information about the application
process has hindered widespread adoption.

2. Loan Default Risk: As many of the borrowers come from non-traditional banking
backgrounds, there is a risk of defaults due to limited business acumen or lack of planning,
affecting the sustainability of some businesses.

3. Regional Disparities: While the scheme has had success in urban and semi-urban areas,
certain rural regions have lagged in terms of accessibility and loan uptake due to infrastructural
challenges and socio-economic barriers.

4. Financial Literacy: Lack of financial knowledge among small business owners can lead to
poor loan management and business failures, making it essential to provide financial education
alongside loans.

Government Initiatives to Boost Awareness of PMMY

The Pradhan Mantri Mudra Yojana (PMMY) has been one of the most significant
government schemes in India aimed at supporting micro, small, and medium enterprises (MSMES).

However, for the scheme to achieve its full potential, it was crucial to raise awareness among the

target beneficiaries. The government has taken various initiatives to ensure that small

entrepreneurs across India are informed about the scheme and how they can access loans under
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PMMY. These initiatives focus on media campaigns, workshops and outreach programs, and
partnerships with financial institutions. Below is an in-depth look at these strategies:
1. Media Campaigns

To reach a broad audience, especially in rural and underserved areas, the Indian
government launched large-scale media campaigns designed to inform potential borrowers about
PMMY and its benefits. These campaigns used a multi-platform approach to ensure wide visibility
and accessibility.

a. Television and Radio Advertisements

The government leveraged the power of traditional media, including television and radio,
to broadcast advertisements and informational programs about PMMY. These media were
especially effective in reaching rural areas, where internet penetration may be lower. Popular TV
channels and radio stations, including those broadcasting in regional languages, played a pivotal
role in conveying the key aspects of the scheme, such as loan categories, eligibility criteria, and
the loan application process.

The advertisements often featured real-life success stories of entrepreneurs who benefited
from PMMY, helping to humanize the scheme and encourage other potential borrowers. This
strategy created a sense of relatability and motivation, highlighting the ease and benefits of
accessing loans under PMMY.

b. Print Media and Local Newspapers

Newspapers, particularly in regional languages, were used to disseminate information
about PMMY in areas with limited access to electronic media. Articles, press releases, and
advertisements were published regularly to keep the public informed. Local newspapers focused
on issues pertinent to specific states or regions, providing targeted information to different
communities.

c. Social Media and Digital Campaigns

With the increasing reach of the internet, digital media became a crucial tool for spreading
awareness about PMMY. The government used various social media platforms like Facebook,
Twitter, Instagram, and YouTube to reach younger and urban audiences. These platforms
allowed the government to disseminate content in various forms such as infographics, videos,
blogs, and interactive posts, making the information more accessible and engaging.

d. Mobile-based Campaigns

Recognizing the growing use of smartphones in rural and semi-urban areas, the
government also employed mobile-based campaigns through SMS and WhatsApp. These
messages provided updates, reminders, and simplified instructions for applying for loans under
PMMY, making it easier for people to stay informed on-the-go.

2. Workshops and Outreach Programs

To bridge the knowledge gap, the government organized several workshops and outreach
programs at the grassroots level. These programs were designed to directly engage with small
business owners, farmers, and entrepreneurs, providing them with personalized information about
the scheme.

a. District-Level Workshops

The government, in collaboration with local financial institutions, organized district-level
workshops across India. These workshops were especially useful in rural and remote areas where
awareness about government schemes was low. Officials from public sector banks and
microfinance institutions (MFIs) conducted these workshops to educate potential borrowers on
how to apply for loans under PMMY.

During these workshops, participants were given step-by-step guidance on the loan
application process, eligibility criteria, and how they could use the loans to grow their businesses.
Workshops also provided a platform for individuals to ask questions and clarify doubts, which
helped alleviate concerns about taking loans.
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b. Awareness Drives by Self-Help Groups (SHGS)

Self-help groups (SHGs) are key players in rural areas and have a strong influence on
women entrepreneurs and small-scale farmers. The government worked with SHGs to spread
awareness about PMMY by conducting local meetings, sessions, and group discussions. These
sessions were crucial for financial inclusion, particularly for women, as they played a key role in
spreading the message among fellow entrepreneurs.

c. Training Programs

In addition to workshops, the government and collaborating institutions organized training
programs to impart skills related to loan management, business growth, and financial literacy.
These programs aimed to ensure that recipients of PMMY loans could effectively use the funds,
maintain proper accounting practices, and repay loans on time, reducing the risk of defaults.

d. Mobile Vans and Village Camps

In some remote and underserved regions, the government sent mobile vans and set up
village camps to create awareness and facilitate the application process. These mobile units helped
reach the last-mile population, particularly in areas that were not easily accessible by regular
banking outlets. These efforts were designed to bring PMMY to the doorsteps of potential
borrowers.

3. Partnerships with Financial Institutions

A key element in the success of PMMY has been the government’s collaboration with
financial institutions to ensure that the scheme reaches the intended beneficiaries and operates
smoothly. These partnerships helped facilitate the process, enhance accessibility, and improve trust
among the public.

a. Public and Private Sector Banks

The government collaborated with both public and private sector banks to promote
PMMY. Public sector banks such as State Bank of India (SBI), Punjab National Bank (PNB),
and Bank of Baroda (BoB), along with private sector banks like HDFC, ICICI, and Axis Bank,
were instrumental in implementing the scheme at the ground level. These banks helped design the
loan application processes, ensured quick disbursement, and provided on-the-ground guidance to
applicants.

Financial institutions also played an important role in conducting awareness sessions
within their branches, where customers could receive direct information about PMMY. These
initiatives helped clarify any concerns potential borrowers might have regarding loan eligibility
and documentation.

b. Non-Banking Financial Companies (NBFCs) and Microfinance
Institutions (MFIs)

In rural and semi-urban areas, NBFCs and microfinance institutions (MFIs) played a
pivotal role in promoting PMMY. These institutions already had strong networks in rural India
and were well-positioned to identify and reach small entrepreneurs. The partnership between the
government and MFIS/NBFCs made it easier for low-income individuals and marginalized
sections of society to access loans under PMMY, as these institutions understood the specific needs
of local entrepreneurs.

c. Digital Financial Platforms and Fintech Partnerships

With the rapid growth of digital technology in India, the government also partnered with
fintech companies to offer PMMY loans through digital platforms. These partnerships enabled
quicker processing of loan applications and helped eliminate bureaucratic delays. Fintech
platforms also provided digital literacy training to small business owners, equipping them with
the tools to effectively manage finances and use the loans.

d. Joint Awareness Campaigns

Financial institutions, both public and private, worked with the government to launch joint
awareness campaigns. These included co-branded advertisements, community outreach
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programs, and training sessions on how to access and use PMMY loans. These joint campaigns
helped build credibility and trust, ensuring that small entrepreneurs felt comfortable applying for
loans from established financial institutions.
Enhancing Accessibility Through Digital Platforms

The digital transformation of the Indian economy has played a pivotal role in enhancing
the accessibility of government schemes, including the Pradhan Mantri Mudra Yojana
(PMMY). The integration of online platforms, mobile applications, and partnerships with
fintech companies has revolutionized the way small businesses and entrepreneurs can access
financial support. Additionally, the government's focus on digital literacy initiatives has ensured
that even those with limited technological know-how can take advantage of digital platforms.
Below are key initiatives that have improved accessibility to PMMY loans:
1. Online Platforms and Mobile Integration

The rapid adoption of digital technologies, especially internet and mobile-based
solutions, has significantly improved the accessibility of PMMY loans. The government and
financial institutions have implemented various online platforms and mobile integration
strategies to ensure that micro-entrepreneurs, particularly in rural areas, can easily apply for loans
under the scheme.

a. PMMY Portal

The PMMY website and online portal serve as a central platform for applicants. Through
this portal, borrowers can apply for loans, track their loan status, and access resources related to
the scheme. The website is designed to be user-friendly, with a step-by-step guide for potential
applicants, simplifying the process of application.

e Loan Application: Eligible applicants can fill out loan application forms, upload required
documents, and submit their details directly online. This eliminates the need for physical visits
to bank branches, reducing time and effort.

e Loan Status Tracking: The portal allows applicants to track the progress of their
applications and receive updates on loan disbursement.

b. Mobile Applications

Given the high smartphone penetration in India, especially in rural areas, the government
and associated financial institutions have introduced mobile applications to make PMMY loans
even more accessible. Many banks and financial institutions have developed their own mobile
apps for PMMY, which allow users to:

e Apply for Loans: Entrepreneurs can directly apply for loans via these apps, filling out forms,
uploading documents, and tracking their loan status—all from their smartphones.

e Instant Notifications: Applicants receive instant updates on the status of their loan
applications, making the process more transparent and reducing wait times.

e Loan Repayments: Some mobile apps also integrate payment systems to help entrepreneurs
manage their loan repayments efficiently through digital payment options like UPI, debit cards,
or net banking.

These mobile platforms not only enhance accessibility but also make the application process
more convenient, ensuring that small businesses can operate without significant delays in securing
funding.

c. Mobile SMS and WhatsApp Services

For those without smartphones or internet access, SMS services and WhatsApp have been

integrated to provide information about the scheme. Borrowers can receive:

e SMS reminders about upcoming loan applications or repayment dates.

e WhatsApp messages with detailed instructions or queries regarding the PMMY process.

These simple yet effective communication tools ensure that even low-tech users can stay

informed and actively engage with the scheme.
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2. Fintech Partnerships
The government has recognized the potential of fintech companies to drive financial
inclusion, particularly in underserved sectors. By partnering with fintech platforms, the
government has been able to simplify the loan application process and make PMMY loans more
accessible to a larger population, including small business owners, street vendors, and self-
employed individuals.
a. Simplified Loan Processes

Fintech platforms are known for their user-friendly digital interfaces and innovative
lending models. Many of these platforms allow micro-entrepreneurs to apply for PMMY loans
using their mobile phones with minimal paperwork, through a completely digital process. The
adoption of artificial intelligence (Al) and machine learning (ML) by fintech companies has
also helped to automate credit scoring and risk assessment, enabling faster loan approvals and
disbursements.

b. Alternative Credit Scoring

Fintech companies often use alternative data sources to assess creditworthiness, such as
transaction history, mobile phone data, and utility payments. This is particularly beneficial for
individuals and businesses that lack formal credit histories, such as first-time borrowers or those
in rural areas. By using this data, fintech platforms can offer personalized loan products under
PMMY, even to those who might otherwise have been excluded from traditional banking systems.

c. Fast-Track Disbursement

Fintech partnerships enable quick disbursement of loans through digital platforms. Once
the loan is approved, funds are transferred directly to the applicant's bank account, sometimes
within 24 hours, which significantly reduces the processing time compared to traditional banking
methods. This speed and convenience are especially valuable for small business owners who need
quick access to capital.

d. Inclusive Financial Products

Fintech platforms have also developed tailored financial products that specifically cater
to the needs of micro-entrepreneurs and small businesses. These include small-ticket loans,
working capital loans, and short-term financing options, which make it easier for individuals
to borrow small amounts of money to meet immediate business needs, in line with the three
categories under PMMY (Shishu, Kishor, and Tarun).

3. Digital Literacy Initiatives

While the introduction of digital platforms and fintech partnerships has improved access
to PMMY loans, the success of these initiatives largely depends on the digital literacy of the target
population. To address this challenge, the government has undertaken various digital literacy
initiatives aimed at educating small business owners and entrepreneurs about how to effectively
use digital tools for financial services.

a. Training Programs

The government has partnered with various non-governmental organizations (NGOSs),
educational institutions, and banks to provide digital literacy training to entrepreneurs, especially
in rural areas. These programs focus on:

e Basic computer and smart phone skills: Helping entrepreneurs use mobile apps, online
portals, and digital payment systems.
e Understanding online banking: Teaching individuals how to open digital bank accounts, use
internet banking, and apply for loans online.
e Financial management: Offering guidance on how to manage finances digitally, including
tracking cash flow, calculating interest, and ensuring timely repayments.
b. Localized Content

To ensure the widest reach, digital literacy programs often deliver content in local
languages, ensuring that language barriers do not prevent people from accessing information about
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PMMY. In areas where internet access is limited, the government has also launched offline tools,
such as DVDs and USB drives containing tutorials on how to apply for loans digitally.
c. Community Outreach Programs

Digital literacy outreach extends beyond urban centers, with rural and semi-urban areas
being a focus. Community workshops and village camps have been set up to teach small business
owners how to use digital platforms to access PMMY loans. These outreach programs provide
hands-on training and are facilitated by local banks, financial institutions, and NGOs, ensuring
that participants are equipped with the necessary skills.

d. Collaboration with E-commerce Platforms

In addition to traditional training, the government has partnered with popular e-commerce
platforms to help small businesses digitize their operations. These collaborations focus on helping
business owners set up online stores, engage in digital marketing, and integrate digital payment
systems into their business models. This ensures that entrepreneurs are not only able to apply for
loans but can also use digital tools to grow and scale their businesses.

Financial Literacy and Targeted Programs

Financial literacy is the cornerstone of economic empowerment, especially for micro and
small entrepreneurs who are often unaware of the financial tools available to them. The success of
Pradhan Mantri Mudra Yojana (PMMY) heavily depends on the financial literacy of the target
beneficiaries, as it enables them to manage their loans effectively and ensure sustainable business
growth. Recognizing this, the Indian government has integrated financial literacy initiatives with
PMMY to help potential borrowers understand the importance of credit, how to access loans, and
how to manage finances efficiently. Alongside broader efforts to improve financial awareness,
targeted programs have been designed to cater to specific communities and groups, ensuring that
marginalized and vulnerable sections of society are included in India’s financial ecosystem.

1. The Role of Financial Literacy in PMMY

Financial literacy is critical to the success of PMMY because it empowers micro-
entrepreneurs to make informed decisions about borrowing and financial management. Lack of
financial knowledge can lead to poor loan utilization, delayed repayments, or even defaults. Many
small business owners, particularly in rural India, often lack a basic understanding of financial
concepts such as interest rates, loan terms, and credit scores.

To address this gap, the government and financial institutions have worked collaboratively to offer
financial literacy programs, which include the following elements:
a. Understanding Credit and Loans

One of the primary goals of financial literacy initiatives is to ensure that individuals
understand the process of taking loans, the importance of credit history, and how interest rates
work. For many small business owners, especially first-time borrowers, the concept of
creditworthiness can be confusing. Financial literacy programs help entrepreneurs understand
that borrowing from formal financial channels can contribute to building a strong credit history,
which can be leveraged for future loans.

b. Loan Management and Repayment

Beyond loan application, it is essential to equip borrowers with knowledge on how to
manage their loans responsibly. Financial literacy programs emphasize effective loan
management, teaching borrowers about repayment schedules, interest obligations, and
avoiding default. Entrepreneurs are also taught how to track their business cash flow, ensuring
that they can meet loan repayments without affecting the day-to-day operations of their businesses.

c. Basic Accounting and Budgeting Skills

A strong understanding of basic accounting principles, such as record-keeping,
budgeting, and cash flow management, is crucial for small businesses. Financial literacy
programs focus on these areas to help entrepreneurs manage their businesses more effectively and
prevent financial mismanagement. Entrepreneurs are taught simple techniques for tracking
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expenses, revenues, and profits, which helps them make better financial decisions and keep their
businesses financially healthy.
2. Targeted Programs to Improve Financial Literacy

While financial literacy programs are essential for all borrowers, it is equally important to
design targeted programs that focus on specific groups that face unique challenges in accessing
financial resources. Several targeted initiatives have been launched to ensure that vulnerable and
marginalized sections of society—such as women, rural entrepreneurs, and low-income groups—
are not left behind in the financial inclusion drive.

a. Financial Literacy for Women Entrepreneurs

Women in rural areas often face barriers to accessing finance due to a lack of financial
knowledge and limited awareness of government schemes like PMMY. Recognizing this, the
government has initiated women-specific financial literacy programs. These programs aim to
empower women by teaching them not only how to access credit but also how to run a business
sustainably. Through collaboration with Self-Help Groups (SHGs) and women’s cooperatives,
financial literacy programs have been localized to address the specific financial needs and
challenges of women entrepreneurs.

For example, workshops and training sessions focused on small-scale business management,
micro-credit facilities, and PMMY loan application processes are conducted in rural areas,
allowing women to benefit from loans under PMMY to start or expand their businesses.

b. Rural and Semi-Urban Financial Inclusion Programs

A significant portion of India’s population lives in rural and semi-urban areas where access
to financial knowledge and banking services is limited. For these areas, the government, in
partnership with regional rural banks (RRBs) and microfinance institutions (MFIs), has rolled
out financial literacy camps and village-level awareness programs. These programs are often
facilitated by local bank representatives or financial advisors, who visit remote villages and
engage with the community in familiar settings.

These programs often cover basic topics like how to open a bank account, how to apply for loans,
and how to access digital banking services. Special focus is placed on PMMY’s eligibility
criteria, loan amounts, and the documentation process, ensuring that rural entrepreneurs can
make use of the scheme effectively.

c. Financial Literacy for MSME Owners

For existing Micro, Small, and Medium Enterprises (MSMESs), financial literacy
programs often focus on business expansion strategies, working capital management, and cost-
cutting techniques. These programs are designed to help MSMEs manage their cash flow,
optimize spending, and secure loans through PMMY for business growth.

In collaboration with industry associations and business chambers, targeted financial literacy
programs are conducted, which focus on specific sectors such as agriculture, retail, manufacturing,
and services. These programs also provide mentorship on scaling business operations and
accessing digital platforms to boost business efficiency.

d. Digital Financial Literacy Initiatives

With the increasing reliance on digital platforms, financial literacy programs are also
targeting digital financial tools. Through partnerships with e-commerce platforms, payment
gateway providers, and mobile apps, the government has launched initiatives to help small
entrepreneurs understand how to use digital payment systems and mobile banking applications.
These programs are designed to ensure that business owners can access PMMY loans online, track
loan repayments via mobile apps, and use digital banking tools to manage their finances more
efficiently.

These programs are tailored for the tech-averse population and include simple, step-by-step
tutorials on mobile banking, UPI-based payments, and digital loan applications.
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3. Role of Banks and Financial Institutions in Financial Literacy
Banks and financial institutions are at the forefront of financial literacy initiatives. They
have launched dedicated financial literacy desks, help centers, and training workshops for
PMMY applicants. Many banks have also launched online tutorials and financial literacy
websites to educate customers on how to use financial products effectively.
Additionally, microfinance institutions (MFIs) and self-help groups (SHGs) are actively
involved in conducting financial literacy workshops in rural areas, bridging the information gap
between formal financial institutions and potential borrowers.
Future Prospects of PMMY and Government Initiatives
The Pradhan Mantri Mudra Yojana (PMMY) has already made significant strides in
supporting micro, small, and medium enterprises (MSMES) across India. As the scheme moves
forward, several enhancements and government initiatives will play a crucial role in ensuring that
more entrepreneurs can benefit from PMMY loans. The future of PMMY hinges on expanding
loan limits, reaching more rural areas, leveraging the power of digital transformation, and
addressing knowledge gaps. This section will explore these key future prospects and offer
recommendations for improvement.
1. Expanding Loan Limitations
Currently, PMMY offers loans under three categories—Shishu, Kishor, and Tarun—with
varying limits depending on the stage of the business. Shishu loans, for instance, cater to new
businesses with a loan amount of up to Rs.50,000, while Tarun loans can go up to Rs.10 lakh for
businesses with growth potential.
As the needs of micro-entrepreneurs evolve and inflationary pressures increase, the government
may need to consider expanding loan limits under PMMY. Larger loans would be beneficial for
businesses looking to scale up their operations. Furthermore, interest rates for smaller loans could
be reviewed to make them more competitive, while ensuring that PMMY remains accessible to
the informal sector.
2. Greater Financial Inclusion and Rural Outreach
Despite significant progress in rural outreach, a large portion of India’s rural population still lacks
access to formal financial services. The rural-urban divide in terms of PMMY reach remains a
challenge, with rural entrepreneurs often facing barriers such as limited access to bank branches,
financial literacy, and technological infrastructure.
The future of PMMY lies in greater financial inclusion, particularly in underserved rural and
semi-urban areas. Government initiatives should focus on:
e Localized outreach: Implementing community-based financial literacy programs and
local workshops.
e Bank branch expansion: Collaborating with regional rural banks (RRBs) and
microfinance institutions (MFIs) to open new branches in remote locations.
¢ Financial inclusion through agents: Increasing the number of banking correspondents
(BCs) in rural areas to facilitate easier access to PMMY loans and other financial services.
By further improving financial inclusion and boosting access to banking infrastructure, the
government can ensure that more rural entrepreneurs benefit from the scheme.

3. The Role of Digital Transformation in PMMY
Digital transformation has revolutionized the way businesses operate, and it holds immense
potential to enhance the accessibility and efficiency of PMMY loans. As digital technologies
continue to penetrate even the most remote areas of India, PMMY can become more accessible
through:
¢ Digital loan applications: Increasing the use of online platforms and mobile apps for
loan applications and management can simplify the process and reduce delays.
e Fintech partnerships: Collaboration with fintech companies can further streamline loan
disbursement, providing faster access to funds.
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e Improved data analytics: Leveraging big data and artificial intelligence can help
improve credit scoring and risk assessment, enabling banks to offer personalized loan
products, particularly for individuals with no formal credit history.

e Block chain technology: To ensure transparency and reduce fraud, incorporating
blockchain technology into loan applications and disbursement processes can significantly
improve the security of transactions.

By embracing these digital innovations, the government can further modernize PMMY, making it
more efficient, transparent, and accessible to a broader section of society.
4. Recommendations for Improvement
To fully realize the potential of PMMY, several improvements can be made to the scheme,
particularly in terms of simplifying processes, expanding outreach, and addressing knowledge
gaps.
Despite the increased awareness of PMMY in recent years, many small entrepreneurs, particularly
in rural areas, still lack a clear understanding of how the scheme works. A major barrier to the
uptake of PMMY loans is the knowledge gap regarding loan eligibility, application procedures,
and documentation requirements.
Recommendations
e Conduct localized training sessions in regional languages to ensure that even illiterate or
semi-literate populations understand the loan process.
e Collaboration with local influencers, such as community leaders and village panchayats,
can help spread awareness in an accessible manner.
b. Simplifying Loan Application Processes

While PMMY has simplified the application process compared to traditional loans, the
documentation and verification procedures can still be cumbersome for many first-time
borrowers, particularly in rural areas where access to documents like proof of identity, address,
and income is limited.
Recommendations
e Streamlining documentation: Implementing a simplified application process with fewer
documents or using alternative data sources to assess eligibility could be a key step forward.
e Unified digital platform: Creating a one-stop portal for loan applications, approval tracking,
and disbursements could reduce delays and confusion.
c. Expanding Targeted Outreach Programs

The success of PMMY heavily depends on reaching out to the right target groups—small
business owners, women, youth, and marginalized communities. Current outreach programs, while
effective, need to be expanded and targeted more precisely.
Recommendations
e Sector-specific initiatives: Tailoring outreach programs to specific sectors, such as
agriculture, retail, and technology, can help entrepreneurs better understand how PMMY
loans apply to their needs.
e Specialized campaigns for women: Given that women entrepreneurs face unique
challenges, programs focusing on women-specific needs, such as access to collateral-free
loans and entrepreneurial training, can enhance their participation in PMMY.
e Use of mobile-based awareness: With widespread mobile penetration, the government
should invest more in SMS campaigns and mobile apps that provide real-time updates
and reminders about PMMY.
Conclusion

The future of Pradhan Mantri Mudra Yojana (PMMY) is promising, with a significant
opportunity to further strengthen the financial inclusion agenda. By expanding loan limits,
improving rural outreach, embracing digital transformation, and refining financial literacy and
application processes, PMMY can cater to an even wider population of micro-entrepreneurs and
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small businesses. Government initiatives will be key in addressing knowledge gaps and ensuring
that the scheme’s benefits reach underserved communities. With a more inclusive approach and
continued digital innovation, PMMY can continue to empower millions of entrepreneurs,
contribute to job creation, and drive India’s economic growth. By building on its success, the
PMMY scheme has the potential to uplift entire communities and create a sustainable
entrepreneurial ecosystem across India.
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Abstract

The Pradhan Mantri Mudra Yojana (PMMY), introduced in 2015, aims to empower
micro and small enterprises by providing collateral-free loans to foster entrepreneurship,
financial inclusion, and employment generation. It categorizes loans into three segments—
Shishu, Kishore, and Tarun—tailored to meet the diverse needs of entrepreneurs. The scheme
has significantly contributed to financial inclusion, women empowerment, and rural
development. However, challenges such as rising non-performing assets (NPAs), limited
penetration in remote areas, insufficient loan amounts, and low financial literacy hinder its full
potential. This article critically examines PMMY"s achievements, identifies its challenges, and
proposes future strategies, including strengthening financial literacy, expanding digital access,
diversifying loan products, and improving monitoring mechanisms to ensure sustained
economic growth and self-reliance.

Keywords: PMMY, Microfinance, Entrepreneurship, Financial Inclusion, Women empowerment,
small enterprises, collateral-free loans, economic development.
Introduction

India, with its vibrant and diverse economy, has always relied heavily on micro, small, and
medium enterprises (MSMESs) as key drivers of growth, employment, and innovation. These
enterprises contribute significantly to the country’s GDP and provide employment to millions,
especially in rural and semi-urban areas. However, despite their critical role in the economy,
MSMEs and micro-enterprises have historically faced challenges in accessing formal credit due to
stringent collateral requirements, lack of financial literacy, and procedural complexities in
traditional banking systems. Recognizing these barriers, the Government of India introduced the
Pradhan Mantri Mudra Yojana (PMMY) in April 2015 as a solution to bridge this credit gap and
empower budding entrepreneurs.

The PMMY scheme is implemented under the umbrella of the Micro Units Development
and Refinance Agency (MUDRA), which provides collateral-free loans to non-corporate, non-
farm small and micro-businesses. The scheme is structured into three loan categories: Shishu (up
to ¥50,000), Kishore (350,001 to %5,00,000), and Tarun (%5,00,001 to X10,00,000), catering to
businesses at different stages of development. This segmentation enables the scheme to address
the diverse needs of entrepreneurs, from first-time borrowers requiring small capital to more
established businesses looking to expand their operations.

The overarching objectives of PMMY include fostering self-reliance, boosting
employment generation, promoting inclusive economic growth, and reducing regional disparities
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in access to finance. The scheme particularly focuses on marginalized groups, including women,
scheduled castes (SC), scheduled tribes (ST), and other economically weaker sections, thereby
aligning with the government’s broader agenda of financial inclusion and social equity.

Since its inception, PMMY has witnessed substantial disbursements, with billions of
rupees provided to millions of beneficiaries. The scheme has spurred entrepreneurial activities in
diverse sectors, including trade, manufacturing, agriculture, and services. Additionally, it has been
instrumental in empowering women entrepreneurs, who form a significant share of the
beneficiaries.

Despite its success, PMMY is not without its challenges. Rising non-performing assets
(NPAs), inadequate outreach in remote areas, lack of financial literacy among borrowers, and
limited scalability due to the maximum loan ceiling are some of the pressing issues affecting its
long-term sustainability. These challenges underline the need for a more comprehensive approach
to optimize the scheme’s impact.

This article provides a detailed analysis of the PMMY scheme, focusing on its
achievements, challenges, and future prospects. It explores how the scheme has transformed the
entrepreneurial landscape in India while suggesting actionable strategies to overcome existing
obstacles. Through this lens, the article aims to highlight the critical role PMMY can play in
shaping India’s economic future and fulfilling its vision of inclusive and sustainable development.
Key Objectives of PMMY
e Boosting Self-Employment and Entrepreneurship: The Pradhan Mantri Mudra Yojana

(PMMY) has been instrumental in fostering a culture of entrepreneurship and self-
employment across India. By providing collateral-free loans, the scheme empowers
individuals who may not have access to traditional sources of finance to start or expand their
businesses. It is particularly beneficial for first-time entrepreneurs and small business owners
operating in sectors like retail, manufacturing, and services. With simplified loan procedures
and targeted support, PMMY encourages people to take charge of their livelihoods, shifting
from job-seekers to job-creators. By reducing the dependency on traditional employment
avenues, the scheme plays a vital role in addressing India’s unemployment challenges and
unlocking the untapped potential of its human resources.

e Enhancing the Contribution of Micro and Small Enterprises to GDP: Micro and small
enterprises (MSEs) form the backbone of the Indian economy, contributing significantly to
its GDP, exports, and employment generation. However, these enterprises often struggle with
limited access to affordable finance, which restricts their growth and productivity. PMMY
addresses this critical bottleneck by offering loans tailored to the needs of MSEs at different
stages of their growth journey. By supporting the establishment and expansion of these
businesses, the scheme enhances their contribution to economic activities across sectors. This,
in turn, strengthens India’s GDP and accelerates inclusive economic development, ensuring
that growth is driven from the grassroots level upward.

e Supporting Underprivileged Communities, Including Women, SC/ST Entrepreneurs,
and Rural Artisans: One of the key priorities of PMMY is to uplift economically
disadvantaged and socially marginalized groups, such as women, Scheduled Castes (SCs),
Scheduled Tribes (STs), and rural artisans. By providing them with equitable access to credit,
the scheme empowers these groups to overcome historical and systemic barriers to
entrepreneurship. Women, who often face societal and financial constraints, are significant
beneficiaries of PMMY loans, enabling them to participate actively in the economic sphere
and achieve greater financial independence. Similarly, SC/ST entrepreneurs and rural artisans
are encouraged to leverage their skills and traditional knowledge to create sustainable
livelihoods. This targeted approach not only promotes social equity but also integrates
underprivileged communities into the broader economic fabric of the nation, fostering
inclusive growth and reducing poverty.

Through these objectives, PMMY creates a robust ecosystem for entrepreneurship and
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inclusive development, driving India toward a more equitable and prosperous future.
Achievements of PMMY

Entrepreneurship Development: Since its launch, the Pradhan Mantri Mudra Yojana
(PMMY) has played a pivotal role in fostering small-scale entrepreneurship, particularly for
individuals from economically disadvantaged backgrounds. It has empowered millions of
aspiring entrepreneurs, especially in rural and semi-urban regions, to either establish or scale
their businesses. The scheme has helped fund a wide range of ventures, from tailoring units to
retail shops, small-scale manufacturing setups, and service-based enterprises. By providing
access to collateral-free loans, PMMY has eliminated the financial barriers that traditionally
hindered entrepreneurship in lower-income groups. This support has sparked a surge in
entrepreneurial activities, contributing to greater self-reliance and reducing the dependency on
wage labor. Moreover, as these businesses thrive, they create additional opportunities for local
employment and have the potential to create ripple effects throughout communities, fostering
a culture of innovation and enterprise across diverse sectors.

Employment Generation: Micro and small enterprises are inherently labor-intensive,
meaning they require significant human resources to operate and expand. Through PMMY,
millions of individuals have gained access to the capital required to start or expand their
businesses, which has directly contributed to substantial employment generation. This has
been particularly impactful in rural areas and smaller towns where traditional jobs are often
scarce. By facilitating access to finance for small enterprises, PMMY has created numerous
jobs, not only within the businesses themselves but also in supporting sectors such as logistics,
marketing, and supply chain management. This multiplier effect extends the benefits of
entrepreneurship throughout local economies, contributing to overall economic development.
The increased employment opportunities have been a key factor in improving living standards
and reducing poverty in semi-urban and rural regions, thus accelerating balanced regional
development.

Financial Inclusion: A significant achievement of PMMY is its role in promoting financial
inclusion across India. Before the scheme’s implementation, a large section of the population,
particularly in rural and underserved areas, had limited or no access to formal banking services.
Many of these individuals relied on informal sources of credit, which often come with high
interest rates and exploitative terms. PMMY has changed this dynamic by providing collateral-
free loans to individuals who may not have had access to traditional banking services. By
bringing previously unbanked populations into the formal financial fold, PMMY helps to
integrate these groups into the broader economic system. This process supports the
government's vision of financial inclusion, making financial products and services accessible
to everyone, including marginalized communities. Through this scheme, people now have
opportunities to not only borrow capital for their businesses but also access savings accounts,
insurance, and other essential banking services, ensuring that they are equipped to manage
their finances responsibly.

Women Empowerment: PMMY has had a transformative impact on women entrepreneurs
across India. In fact, nearly 68% of the loans disbursed under the scheme have gone to women,
which is a testament to its focus on gender inclusion. By providing women with easy access
to finance, the scheme has empowered them economically, allowing them to break through
societal barriers and participate more fully in the entrepreneurial space. This financial
independence has also led to greater participation in household decision-making, enabling
women to take control of their lives and secure their futures. The increase in women-led
businesses has not only contributed to the economic empowerment of women but has also
contributed to the broader gender equality agenda, promoting a more inclusive and diverse
economy. The success of women entrepreneurs under PMMY has also had a cultural shift,
encouraging more women to consider entrepreneurship as a viable and sustainable career
option.
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e Sectoral Impact: PMMY has had a diverse and wide-ranging impact on multiple sectors of
the economy. Small businesses across sectors like agriculture, manufacturing, services, and
trade have benefited immensely from the financial support provided under the scheme. In
agriculture, PMMY has helped farmers establish agro-based businesses, access better
equipment, and improve productivity. The manufacturing sector has seen small-scale
enterprises grow, leading to increased production and local employment. Additionally, the
services sector, including education, healthcare, and retail, has experienced a boost, as
entrepreneurs in these fields have gained the necessary capital to expand their operations. The
diversification of sectors benefiting from PMMY has reduced the economy’s reliance on any
single industry, promoting balanced economic growth across different domains. This sectoral
spread has ensured that the positive effects of PMMY are felt in a variety of ways,
strengthening India’s economic foundation and making it more resilient to global economic
shifts.

In short, the PMMY has proven to be an effective and inclusive financial tool, driving
entrepreneurship  development, employment generation, financial inclusion, women
empowerment, and sectoral growth. Through this comprehensive support, PMMY continues to
contribute to the government’s overarching goals of economic empowerment, poverty alleviation,
and fostering a more equitable society.

Challenges Facing PMMY

While the PMMY scheme has achieved significant milestones, it faces numerous
challenges that impede its full potential:

e Rising Non-Performing Assets (NPAs): A major challenge facing the Pradhan Mantri Mudra
Yojana (PMMY) is the increasing incidence of Non-Performing Assets (NPASs). Many of the
scheme's beneficiaries are first-time entrepreneurs who often lack adequate financial literacy,
business planning skills, and experience in managing funds effectively. This lack of
preparedness can lead to poor financial management, unviable business ventures, and eventual
default on loan repayments. In 2023, reports highlighted a steady rise in NPAs under the
scheme, causing concern among lending institutions and policymakers. Higher NPAs not only
strain the financial health of banks and NBFCs but also pose a threat to the scheme’s credibility
and long-term sustainability. Addressing this issue requires robust pre-loan financial
education, better screening mechanisms for loan applications, and ongoing support for
borrowers to enhance their business acumen.

¢ Inadequate Reach in Remote Areas: While PMMY has been successful in expanding access
to credit in many parts of the country, its penetration remains limited in remote, tribal, and
backward areas—tegions where the need for financial support is most acute. Factors such as
inadequate banking infrastructure, poor connectivity, and low financial awareness hinder the
scheme’s ability to reach these underserved populations. For many rural communities,
accessing a PMMY loan involves long travel distances to banking centers, discouraging
potential applicants. Additionally, linguistic and cultural barriers further limit awareness and
utilization. To address these challenges, it is essential to strengthen banking infrastructure,
introduce mobile banking solutions, and engage local organizations to improve outreach in
these areas.

e Insufficient Loan Amounts: The current loan limit under PMMY, capped at %10 lakh, is
often inadequate for small businesses, especially those looking to scale operations, invest in
technology, or meet substantial capital requirements. For instance, entrepreneurs in
manufacturing, export-oriented industries, or service sectors with higher operational costs
frequently find the loan ceiling restrictive. As a result, businesses often turn to additional loans
from informal or other formal sources, leading to complex financial obligations and higher
repayment risks. Revising loan limits or introducing a separate category for larger loans under
the scheme could address this gap, enabling small businesses to thrive without resorting to
fragmented funding sources.
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Low Awareness and Accessibility: A significant number of eligible entrepreneurs, especially
those in rural and semi-urban areas, remain unaware of PMMY and its potential benefits. This
low awareness stems from inadequate dissemination of information and over-reliance on
intermediaries, such as local agents, who may misrepresent the scheme or charge unwarranted
fees. Moreover, procedural complexities and limited digital literacy further alienate potential
beneficiaries from accessing PMMY loans. Enhancing awareness through targeted campaigns,
leveraging digital media, and simplifying the application process are critical steps to increase
accessibility and participation. Collaborating with community organizations and local
influencers can also help in spreading awareness at the grassroots level.
Monitoring and Utilization Gaps: Ensuring that PMMY funds are utilized for their intended
purpose is a persistent challenge. In many cases, the lack of robust follow-up mechanisms
results in misallocation or misuse of funds, leading to unproductive ventures and repayment
challenges. This issue is compounded by inadequate manpower and technological resources
for monitoring loan utilization effectively. Strengthening monitoring mechanisms through
digital tracking systems, periodic audits, and regular follow-ups can significantly improve the
scheme’s efficiency. Additionally, offering advisory services to borrowers’ post-loan
disbursement can help them optimize the use of funds and improve their repayment capacity.
Addressing these challenges is crucial for maximizing the impact of PMMY and ensuring

its long-term viability. By implementing targeted interventions, the scheme can better fulfill its
mission of fostering entrepreneurship, driving financial inclusion, and contributing to economic
growth.,

Future Prospects and Recommendations

To maximize the potential of the PMMY scheme, several reforms and strategic initiatives

are essential:

< Enhancing Financial Literacy: Financial literacy is a cornerstone for the success of any
credit-based scheme, particularly for first-time borrowers. Many PMMY beneficiaries lack
knowledge about credit management, repayment schedules, and effective business
planning, which often leads to defaults. Conducting financial literacy workshops can equip
borrowers with essential skills such as budgeting, cash flow management, and leveraging
credit for business growth. Partnering with NGOs, local self-help groups, and educational
institutions can amplify these efforts, ensuring that training reaches diverse groups,
including women, rural entrepreneurs, and marginalized communities. Customized
content in local languages and hands-on learning through role-playing or simulation can
make these programs more effective.

« Digital Transformation: Digital technologies have the potential to transform the delivery
and efficiency of PMMY. By streamlining loan applications, disbursements, and
repayments through digital platforms, the scheme can enhance transparency, reduce
processing times, and minimize manual errors. Developing user-friendly mobile banking
apps and e-portals specifically tailored for PMMY loans can significantly improve
accessibility, especially for borrowers in remote or underserved areas. These platforms can
provide real-time updates on loan status, repayment schedules, and available resources,
empowering beneficiaries with greater control over their finances. Additionally,
integrating artificial intelligence and data analytics can help lending institutions assess
borrower profiles more accurately, improving risk management.

< Strengthening Monitoring Mechanisms: Robust monitoring and evaluation systems are
critical to ensuring that PMMY loans are utilized for their intended purposes. Implementing
digital tracking systems can provide real-time data on fund utilization and business
performance. Regular follow-ups with borrowers, either through automated reminders or
physical visits, can help identify repayment challenges early and offer solutions before
defaults occur. Incorporating feedback loops into monitoring processes can also highlight
gaps in service delivery, enabling continuous improvement. Moreover, appointing
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dedicated field officers to oversee high-risk areas or borrowers can enhance oversight and
accountability.
< Tailoring Loan Products: PMMY’s current loan offerings cater to a wide range of
businesses, but sector-specific products can further enhance its effectiveness. For example,
loans designed for agriculture-based enterprises can include features like seasonal
repayment schedules, while products for handicrafts or small-scale manufacturing can offer
longer tenures to accommodate production cycles. Introducing flexible repayment options,
such as income-linked repayments, can help entrepreneurs manage loan obligations during
business downturns or lean seasons. Additionally, loans that include provisions for training
or equipment financing can support enterprises in adopting modern technologies and
scaling operations effectively.

< Expanding Awareness Campaigns: Low awareness remains a significant barrier to

PMMY’s outreach, particularly in rural and tribal areas. Launching targeted awareness

campaigns through mass media, such as radio, television, and local newspapers, can

educate potential beneficiaries about the scheme’s benefits and application process.

Collaborating with community organizations, local governments, and panchayats can help

spread information at the grassroots level. Digital platforms and social media can also play

a vital role, especially in reaching tech-savvy youth and urban populations. Creating

localized, culturally relevant content and engaging regional influencers can further enhance

the impact of these campaigns.

< Promoting Women Entrepreneurs: Women entrepreneurs are a key focus of PMMY,
but their success often depends on additional support mechanisms beyond credit. Providing
mentorship programs and skill development workshops tailored to women’s specific needs
can help them overcome traditional barriers to entrepreneurship. For instance, training on
digital tools, marketing strategies, and financial planning can boost their business
capabilities. Establishing dedicated support systems, such as market linkages, supply chain
networks, and women-centric business forums, can create opportunities for collaboration
and growth. Recognizing successful women entrepreneurs through awards or case studies
can inspire others and create role models within communities.

By addressing these areas, PMMY can overcome its existing challenges and build a more
inclusive, efficient, and impactful system for supporting micro and small enterprises, fostering a
robust entrepreneurial ecosystem across India.

Conclusion

The PMMY has undeniably been a significant catalyst for promoting entrepreneurship and
economic inclusion in India. Since its inception, the scheme has empowered millions of
individuals, particularly from underserved and economically weaker sections, by providing them
with access to affordable, collateral-free loans. This has not only fostered self-employment but
also contributed to the development of micro and small enterprises across the country, ultimately
promoting inclusive growth.

Despite its considerable achievements, PMMY has encountered a series of challenges that
need to be addressed for its long-term success. Issues such as rising Non-Performing Assets
(NPAs), limited financial literacy among borrowers, and the scheme's limited reach in certain
remote areas have impeded its full potential. These challenges, however, are not insurmountable.
With targeted efforts to improve financial literacy, strengthen monitoring mechanisms, and
enhance the disbursement infrastructure, PMMY can overcome these obstacles. Additionally,
leveraging digital technologies and embracing policy reforms can make the loan application
process more efficient and transparent, ensuring that benefits reach the right people in a timely
manner.

The transformative potential of PMMY is immense. As the scheme continues to evolve, it
has the capacity to further empower micro and small enterprises, enhance financial inclusion, and
contribute to a more self-reliant economy. The ability of small businesses to thrive under PMMY
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directly influences broader national objectives such as job creation, poverty alleviation, and
sustainable economic growth. As the Indian economy continues its trajectory toward becoming a
global economic powerhouse, PMMY will remain a vital tool in fostering economic opportunities
at the grassroots level.

In conclusion, PMMY stands as a cornerstone of India’s development narrative. With

continued focus on addressing its challenges, coupled with sustained efforts from both the
government and various stakeholders, PMMY can continue to empower aspiring entrepreneurs,
drive economic growth, and contribute to India’s vision of becoming a self-reliant and prosperous

nation.
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Abstract

The Pradhan Mantri Mudra Yojana (PMMY) stands as a transformative initiative aimed
at empowering women entrepreneurs across India. This study provides a detailed analysis of the
awareness levels, achievements, and socio-economic impact of the scheme on women’s
entrepreneurship. By leveraging primary data from 200 women entrepreneurs in Tamil Nadu
and secondary data from government reports, the paper evaluates the scheme’s effectiveness,
identifies key challenges, and proposes actionable strategies for improvement. The findings
emphasize the importance of targeted outreach and structural reforms to unlock the full
potential of PMMY and foster sustainable development.

Keywords: Women Entrepreneurship, PMMY, Financial Independence, Socio-Economic
Growth, Inclusive Development
Introduction

Women entrepreneurship has emerged as a powerful catalyst for economic growth and
societal progress, particularly in developing countries like India, where entrenched patriarchal
norms often restrict women’s access to resources and opportunities. In this context, initiatives such
as the Pradhan Mantri Mudra Yojana (PMMY) have become transformative, offering a pathway
for women to overcome structural barriers and achieve financial independence. Launched in 2015,
PMMY provides collateral-free loans to micro and small enterprises, with a significant emphasis
on fostering women-led ventures. By facilitating access to credit without the need for traditional
guarantees, the scheme empowers women from diverse socio-economic backgrounds to establish
and expand their businesses, promoting financial inclusion and entrepreneurship in sectors ranging
from manufacturing to services. Moreover, PMMY contributes to socio-economic empowerment
by enabling women to become key economic agents in their communities, often challenging
traditional gender roles and inspiring others. However, despite its notable successes, the scheme
faces challenges, including limited financial literacy among beneficiaries, bureaucratic hurdles,
and unequal access to digital and financial infrastructure, especially in rural areas. Addressing
these obstacles through targeted interventions, such as enhanced outreach, simplified processes,
and robust support mechanisms, can amplify the transformative potential of PMMY, fostering a
more inclusive and equitable economic environment for women entrepreneurs across India.
Methodology

This research employs a mixed-method approach, combining quantitative and qualitative
data to offer a holistic perspective. Primary data was collected through structured surveys and
interviews with 200 women entrepreneurs from diverse sectors, including agriculture, retail, and
manufacturing, across urban and rural Tamil Nadu. Stratified random sampling ensured balanced
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representation. Secondary data was sourced from government publications, PMMY reports, and
peer-reviewed journals. Statistical tools, such as regression analysis and chi-square tests, were
used to analyze the data, while thematic analysis provided insights into qualitative findings.
Findings and Discussion

1. Awareness Levels

Awareness about PMMY is a crucial determinant of its success. Despite extensive promotional
efforts, significant gaps persist between urban and rural areas. The data reveals:

Category Aware of PMMY (%)
Urban Entrepreneurs | 68

Rural Entrepreneurs | 40

Urban entrepreneurs demonstrated a significantly higher level of awareness about the Pradhan
Mantri Mudra Yojana (PMMY) and its benefits, with 68% reporting familiarity with the scheme
compared to just 40% of their rural counterparts. This disparity highlights the contrasting access
to information channels between urban and rural areas. Urban beneficiaries primarily relied on
digital platforms, such as social media, as well as banking institutions to gain knowledge about the
scheme, reflecting the advantages of greater connectivity and institutional engagement in urban
settings. In contrast, rural women predominantly depended on word-of-mouth communication,
underscoring the limited penetration of formal information channels in these regions. These
findings emphasize the urgent need for tailored awareness campaigns that take into account the
unique challenges faced by rural communities. By implementing localized and culturally sensitive
outreach programs, such as community-driven initiatives and partnerships with grassroots
organizations, the reach and impact of the PMMY can be significantly enhanced, ensuring that
rural women entrepreneurs are equally empowered to access and benefit from the opportunities
provided by the scheme.

2. Achievements

The PMMY scheme has significantly contributed to enhancing the entrepreneurial capabilities of
women. Key achievements include:

Metric Percentage (%o)
Business Expansion/Startups | 80
Skill Development 85
Income Growth 78

Approximately 80% of respondents reported utilizing PMMY loans to either expand their existing
businesses or initiate new entrepreneurial ventures, showcasing the scheme's effectiveness in
fostering economic growth at the grassroots level. Additionally, 85% of beneficiaries highlighted
enhanced skill development as a direct outcome, while 78% reported significant income growth,
indicating the scheme’s multifaceted impact on personal and professional empowerment. Women
entrepreneurs are operating in the retail and service sectors demonstrated remarkable progress,
underscoring the scheme’s adaptability and relevance to diverse economic activities. This progress
not only reflects the potential of the Pradhan Mantri Mudra Yojana to cater to varied business
needs but also highlights its role in driving inclusive growth by equipping women entrepreneurs
with the financial resources and skills necessary to thrive in competitive markets. These outcomes
reinforce the importance of targeted financial support and skill development initiatives in
empowering women to achieve sustained economic success across different sectors.

3. Challenges

Despite its achievements, PMMY is hindered by several challenges, which need urgent attention.
The major obstacles identified include:

Challenge Percentage (%)
Bureaucratic Hurdles 48

Lack of Financial Literacy | 50

Inadequate Loan Monitoring | 42

Bureaucratic Hurdles
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Women entrepreneurs often faced significant challenges during the PMMY loan application
process, with delays and complexities emerging as common hurdles. Many beneficiaries expressed
frustration over the excessive documentation requirements, which not only prolonged the approval
process but also created barriers for those with limited formal education or access to necessary
paperwork. Additionally, inconsistent guidelines and varying interpretations of eligibility criteria
by financial institutions further compounded these difficulties, leaving many applicants uncertain
and discouraged. These issues highlight the need for streamlining application procedures, reducing
bureaucratic red tape, and ensuring uniformity in the implementation of guidelines across lending
institutions. Simplified processes and better support mechanisms could greatly enhance the
accessibility and effectiveness of the scheme for women entrepreneurs, particularly those from
marginalized or less-privileged backgrounds.
Lack of Financial Literacy
Half of the respondents (50%) reported challenges in understanding the loan terms and managing
repayments, underscoring a critical gap in the financial literacy of women entrepreneurs. Many
beneficiaries struggled with interpreting interest rates, repayment schedules, and the implications
of borrowing, which often led to mismanagement of funds and delayed repayments. This issue
highlights the pressing need for targeted financial literacy programs specifically designed to
address the unique needs and circumstances of women entrepreneurs. Such programs could focus
on simplifying financial concepts, offering practical guidance on loan management, and providing
ongoing support through workshops, digital tools, and community-based initiatives. By equipping
women with the knowledge and skills to navigate financial systems effectively, these initiatives
would not only improve repayment rates but also enhance the overall impact of schemes like
PMMY on women’s economic empowerment and long-term success.
Inadequate Loan Monitoring
While PMMY loans are generally disbursed promptly, the lack of robust monitoring mechanisms
to ensure their effective utilization poses a significant challenge. Many beneficiaries, particularly
in rural areas, reported struggling to access adequate guidance and support on how to optimize the
use of these funds. Without structured follow-up or advisory services, entrepreneurs often faced
difficulties in allocating resources effectively, leading to suboptimal outcomes and, in some cases,
financial mismanagement. This gap highlights the need for comprehensive post-loan support
systems, including mentorship programs, regular progress assessments, and localized advisory
services. By strengthening these monitoring and support mechanisms, the scheme can ensure that
the loans contribute more meaningfully to the sustainable growth of women-led enterprises,
particularly in underserved rural regions.
4. Socio-Economic Impact
The PMMY scheme has far-reaching socio-economic implications, particularly in terms of
financial autonomy and community development. Key impacts include:
Impact Percentage (%)
Enhanced Decision-Making Power | 70
Access to Better Healthcare 65
Community Investment 60
Financial Autonomy and Decision-Making

A majority of respondents (70%) reported a significant increase in their involvement in
household financial decisions, highlighting a transformative aspect of the PMMY’s impact. The
ability to contribute financially not only bolstered their confidence but also elevated their standing
within their families and communities. Women entrepreneurs noted a shift in perceptions, as their
economic contributions led to greater respect and recognition of their capabilities. This
empowerment extended beyond financial independence, fostering a sense of agency and enabling
them to play a more active role in shaping the financial well-being of their households. Such
outcomes underline the broader socio-economic benefits of initiatives like PMMY, demonstrating
how targeted financial support can drive both individual growth and societal change by challenging
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traditional gender norms and fostering inclusivity.
Access to Healthcare and Education

Improved financial stability, facilitated by the PMMY, enabled 65% of respondents to
access better healthcare facilities and invests in their children’s education, illustrating the scheme’s
far-reaching socio-economic impact. By channeling increased earnings into essential areas such as
health and education, these women entrepreneurs not only enhanced their families' quality of life
but also took a significant step toward breaking intergenerational cycles of poverty. Access to
better healthcare has ensured improved well-being for their families, while investments in
education opened up opportunities for their children, equipping the next generation with the tools
to pursue a brighter future. These outcomes highlight how financial empowerment through
initiatives like PMMY can drive long-term social change, amplifying its benefits across multiple
dimensions of community and family development.

Community Investment

Approximately 60% of women entrepreneurs reported allocating a portion of their earnings
toward community welfare activities, such as supporting educational programs and organizing
healthcare camps. This altruistic use of their income highlights the ripple effect of empowering
women through entrepreneurship, extending its impact far beyond individual economic gains. By
contributing to the betterment of their communities, these women not only address pressing local
needs but also inspire collective growth and social cohesion. Their efforts underscore the
transformative potential of initiatives like PMMY, demonstrating how financial independence
enables women to take on leadership roles in driving positive societal change. Empowering women
entrepreneurs thus proves to be a catalyst for broader community development, fostering a culture
of shared progress and inclusivity.

5. Future Prospects
To maximize the potential of PMMY, the following strategies are recommended:
Targeted Financial Literacy Programs

Customized financial literacy initiatives can play a crucial role in empowering women
entrepreneurs by equipping them with essential skills to manage loans effectively. These programs
should focus on practical aspects of financial management, such as creating budgets, planning for
repayments, and optimizing resource allocation. By addressing gaps in financial knowledge, such
workshops can help women make informed decisions, ensuring the sustainability of their
businesses while minimizing financial risks.

Digital Inclusion

The integration of user-friendly digital platforms for loan applications, monitoring, and
support can significantly streamline the PMMY process. Mobile-based applications, particularly
those designed in regional languages, can enhance accessibility for women in rural and semi-urban
areas, reducing the barriers posed by the digital divide. These platforms can also provide real-time
updates and transparent communication, making it easier for entrepreneurs to track their loan status
and understand their financial commitments.

Sector-Specific Interventions

Tailored support for high-growth sectors such as technology, healthcare, and e-commerce
can enhance the effectiveness of PMMY. Sector-specific interventions, including specialized
training and mentorship programs, can be designed to meet the unique demands of these industries.
By equipping women with sector-relevant skills and knowledge, the scheme can diversify its
impact and encourage entrepreneurship in innovative and high-potential areas, fostering long-term
economic growth.

Strengthening Public-Private Partnerships (PPPs)

Collaborating with private sector organizations can bring in additional expertise, funding,
and resources to enhance the impact of PMMY. Public-Private Partnerships (PPPs) can facilitate
mentorship programs, provide market access, and support capacity-building initiatives tailored to
the needs of women entrepreneurs. These collaborations can help create a robust ecosystem that
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not only supports business growth but also encourages innovation and sustainability within
women-led enterprises.
Streamlining Bureaucratic Processes

Reducing bureaucratic hurdles is essential to encourage broader participation in PMMY.
Simplifying loan application procedures, standardizing processes across financial institutions, and
establishing dedicated support desks for women entrepreneurs can make the scheme more
accessible. These measures will not only reduce delays and frustrations but also ensure a more
consistent and user-friendly experience for applicants, fostering trust and confidence in the
program.
Conclusion

The Pradhan Mantri Mudra Yojana (PMMY) has proven to be a transformative initiative
in advancing women entrepreneurship and promoting socio-economic inclusion across India. By
providing collateral-free loans and focusing on empowering women-led ventures, the scheme has
significantly contributed to breaking traditional barriers and enabling financial independence for
women. However, while its achievements are noteworthy, several challenges persist that must be
addressed to ensure long-term impact and effectiveness. Issues such as limited financial literacy,
bureaucratic inefficiencies, and insufficient monitoring mechanisms hinder the scheme from
reaching its full potential.
To overcome these challenges, a multi-faceted approach is required. Targeted financial literacy
programs tailored to the needs of women entrepreneurs can equip them with the skills to manage
finances effectively and make informed business decisions. Streamlining bureaucratic procedures
and adopting technology-driven solutions can simplify loan applications, reduce delays, and
enhance transparency. Strengthening monitoring systems to track loan utilization and providing
sector-specific support through training and mentorship programs can further amplify the scheme’s
effectiveness.
Additionally, fostering collaborative efforts through partnerships between public and private
sectors can bring in expertise, resources, and innovative solutions to create a more supportive
ecosystem for women entrepreneurs. Such measures will not only address existing challenges but
also enhance the scheme’s capacity to drive sustainable economic growth.
By implementing these targeted interventions and fostering a collaborative approach, PMMY can
continue to empower women entrepreneurs and contribute significantly to India’s broader
economic goals. Aligning with the vision of Viksit Bharat@2047, the scheme has the potential to
play a pivotal role in building a resilient, inclusive, and equitable economy that uplifts women and
fosters long-term prosperity for all.
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Abstract

The Pradhan Mantri Mudra Yojana (PMMY) serves as a cornerstone for promoting
socio-economic sustainability through women entrepreneurship. This paper investigates the
role of PMMY in fostering economic empowerment and social stability among women
entrepreneurs. Using a mixed-method approach with primary data collected from 200 women
entrepreneurs in Tamil Nadu and secondary data from official reports, the study highlights the
achievements, challenges, and future prospects of the scheme. Policy recommendations are
provided to enhance its effectiveness and contribution to socio-economic development.
Keywords: Socio-Economic Sustainability, Women Empowerment, PMMY Challenges, Micro-
Entrepreneurship, Economic Growth
Introduction

Socio-economic sustainability is essential for holistic development, and women
entrepreneurs are integral to achieving this goal. Women’s participation in entrepreneurship not
only bridges the gender gap but also drives innovation, creates jobs, and contributes significantly
to economic progress. However, socio-economic constraints and financial barriers have
traditionally limited women’s access to entrepreneurial opportunities. Recognizing these
challenges, the PMMY scheme, launched in 2015, provides collateral-free loans to micro and small
enterprises, offering a lifeline to women entrepreneurs. By addressing financial barriers, the
scheme has facilitated the participation of women in entrepreneurial ventures, contributing to
economic growth and social equity. This paper examines the challenges and future prospects of
PMMY:, with a focus on its role in achieving socio-economic sustainability.
Methodology

A mixed-method approach was adopted for this study to provide comprehensive insights
into the impact of PMMY. Primary data was gathered through structured surveys and interviews
with 200 women entrepreneurs in Tamil Nadu who availed of PMMY loans. Stratified random
sampling ensured representation from diverse sectors, including agriculture, retail, manufacturing,
and services, as well as geographical locations encompassing rural and urban areas. Secondary
data was sourced from PMMY annual reports, government publications, and scholarly articles.
Data analysis involved descriptive statistics, chi-square tests, and thematic analysis to identify
trends, evaluate challenges, and suggest actionable recommendations.
Findings and Discussion
Economic Impact
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PMMY loans have enabled women entrepreneurs to expand their businesses, resulting in
increased revenue and job creation. This has had a cascading effect on local economies by
stimulating demand for goods and services. The economic impact of PMMY is summarized below:

lIndicator |Percentage (%))
\Increased Business Revenue H74 \
|Job Creation H62 \
[Enhanced Household Income]|81 |

Among the respondents, 74% reported higher business revenue, while 81% noted improved
household income. The scheme’s focus on providing affordable and timely credit has particularly
benefited women in sectors such as retail and small-scale manufacturing. Additionally, 62% of
respondents highlighted job creation as an outcome of their entrepreneurial ventures, contributing
to community-level economic stability. These findings underscore the scheme’s role in economic
empowerment and poverty alleviation.

Social Impact

Beyond financial gains, PMMY has contributed to enhanced social status and participation

among women entrepreneurs. The findings on social impact are detailed below:

lIndicator |Percentage (%)|
\Improved Decision-Making PowerHG? \
lIncreased Social Participation |58 |
\Better Access to Education/Health H72

A significant number of respondents reported improved decision-making power within
their households and communities. Women entrepreneurs expressed greater confidence in
managing finances and contributing to family decisions, which has further elevated their status
within their social circles. Additionally, 72% of respondents highlighted better access to education
and healthcare for their families, attributed to increased income and financial independence.

PMMY’s contribution to social sustainability extends to community welfare. Many
entrepreneurs have reinvested their earnings in local initiatives, such as funding educational
programs and healthcare drives, thereby creating a ripple effect of empowerment.

Challenges

Despite its benefits, PMMY faces several challenges that limit its full potential. These

challenges are summarized below:

\Challenge HPercentage (%)]
\Lack of Awareness H49 \
ILoan Application Complexities 145 |
IMarket Volatility and Repayment Issues]|38 |

1. Lack of Awareness: Nearly half (49%) of the respondents indicated limited awareness
about PMMY, particularly in rural areas. Women entrepreneurs in these regions often rely
on informal networks for information, which restricts access to accurate details about the
scheme’s benefits and application process.

2. Loan Application Complexities: Bureaucratic hurdles during the application process
were identified by 45% of respondents as a significant deterrent. Documentation
requirements, lengthy processing times, and inconsistent guidance from financial
institutions have discouraged many potential beneficiaries.

3. Market Volatility and Repayment Issues: Entrepreneurs operating in sectors prone to
market fluctuations, such as agriculture, reported difficulties in loan repayment. Market
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volatility has exacerbated financial strain, with 38% of respondents expressing concerns
about sustaining their businesses during economic downturns.

Future Prospects

The future prospects of PMMY lie in addressing its challenges and leveraging its successes.

Targeted interventions can significantly enhance the scheme’s impact, as outlined below:

1. Financial Literacy Programs: Enhancing financial literacy among women entrepreneurs
will enable them to better understand loan terms, manage finances, and develop sustainable
business models. Workshops and training sessions conducted in local languages can
improve outreach and effectiveness.

2. Digital Inclusion Initiatives: Bridging the digital divide is crucial for expanding the reach
of PMMY. Introducing user-friendly digital platforms for loan applications and financial
transactions can simplify processes and reduce reliance on intermediaries.

3. Sector-Specific Support: Providing tailored support to women entrepreneurs in high-
growth sectors, such as technology, healthcare, and e-commerce, will help diversify and
strengthen their businesses. Sector-specific mentorship programs and market linkages can
further enhance their competitiveness.

4. Public-Private Partnerships (PPPs): Collaborating with private sector entities can bring
additional resources and expertise to PMMY. PPPs can facilitate mentorship, funding, and
capacity-building initiatives, creating a more robust ecosystem for women entrepreneurs.

Conclusion

The Pradhan Mantri Mudra Yojana has made significant strides in promoting socio-
economic sustainability through women entrepreneurship. By addressing existing challenges and
leveraging its successes, the scheme can play a pivotal role in achieving inclusive development
and economic resilience. Strategic policy enhancements, such as improving financial literacy,
promoting digital inclusion, and fostering public-private partnerships, will ensure PMMY’s
alignment with India’s Vision Viksit Bharat@2047. As women entrepreneurs continue to break
barriers and contribute to socio-economic progress, PMMY stands as a testament to the
transformative power of inclusive financial initiatives.
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ABSTRACT

Cooperatives hold a prominent position in the country's economic activity and have
catalyzed socio-economic growth. Since independence, the cooperative sector has achieved
significant growth, but it has also developed several flaws. The cooperative sector may perish if it
does not adapt to the new environment. Until now, the majority of them were only able to exist
because of government backing. Globalization of the economy, interest rate deregulation, rapid
advancement of information technology, and the implementation of prudential regulations have
all added to the level of competitiveness. Cooperative societies must equip themselves to tackle
these difficulties in light of the changing reality. Employees Cooperative Thrift and Credit Society
IS a non-agricultural credit society that was established to protect employees against
moneylenders. The present study aims to review the performance of the cooperative thrift and
credit society for the disbursement of loans to the beneficiaries and the obstacles faced by these
societies to fulfill their objectives.

KEY WORDS: Cooperative Societies, Productivity, Member Engagement in Cooperatives,
Emergency Loans in Cooperatives, Rural cooperatives
INTRODUCTION:

A cooperative thrift and loan society is a society that offers its members easy and secure
ways to earn money. The Society's principal goal is to encourage its members to save money and
to provide financial help for their requirements at a very low rate of interest and with minimal
paperwork. This kind of cooperative society is best for employees who work for the same
company. These workers use their earnings to pay for their savings and debts. This type of society
IS put up in businesses to assist employees in saving a particular percentage of their pay. These
funds will provide them with financial security after they retire and can also be used as an
investment. However, because the objectives are not met, such a community does not create a
consensus. This society has not been able to satisfy its members due to disparities in financial and
personal circumstances.

STATEMENT OF PROBLEM:

The main problem with the co-operative societies are the workers are continuously on the

move. What they require is a loan that will be awarded to them for emergency purposes, as | need
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money to meet up with emergency investments or plan for their retirement. However, despite all
of the credit cooperative's efforts, it is still experiencing low or declining productivity when it
comes to meeting the needs of its members, particularly in rural and sub-urban areas. These are
relatively low levels of productivity because some of the members are no longer interested in their
society. This paper makes an attempt to review whether the low level of productivity in their
services has arisen due to a lack of cooperation among the cooperative members or any other
reasons.
OBJECTIVE OF THE STUDY:
Primarily the study is based on the below-mentioned objectives.
1. To examine the challenges faced by cooperative societies in providing emergency loan
facilities
2. To assess the factors contributing to low productivity in credit cooperatives
To evaluate the level of member cooperation and its impact on cooperative productivity
4. To analyze the role of cooperative societies in meeting the emergency financial needs of
their members
5. To propose strategies for enhancing productivity and member engagement within
cooperatives.
REVIEW OF LITERATURE:

A literature review highlights what has been covered in previous studies and, more
importantly, what has not. Recognizing these gaps allows researchers to position their study as
filling a void, addressing unexplored questions, or offering new perspectives. Hence the researcher
intends to study the existing studies in the area to find the research gap depicted below.

According to Bhuyan and Olson (2017), the limited capital employment in co-operative
societies and strict regulatory frameworks, restrict cooperatives' ability to offer flexible loan
products. Similarly, research by Morduch and Schneider (2018) reveals the challenge of balancing
liquidity needs and operational sustainability in cooperatives, which majorly impacts their ability
to cater the emergency loans.

Hansmann (2018) reveals that alack of skilled management, and inadequate technological
adoption lead to suboptimal performance. Additionally, a study by Birchall (2020) emphasizes that
cooperatives in rural areas often face declining productivity due to limited resources, aging
membership, and insufficient incentives for active participation among members. Poor
productivity is thus a multifaceted issue, combined with organizational and member-related issues.

Member cooperation is a critical determinant of a cooperative’s success. According to
Ortmann and King (2017), a lack of engagement and declining participation from members can
hinder decision-making processes, affect service quality, and ultimately reduce productivity. A
study by Fulton and Hueth (2019) suggests that higher levels of member involvement lead to better
alignment of the cooperative's goals with members' needs, fostering productivity and growth. The
research by Stryjan (2018) further argues that cooperatives with active and engaged memberships
are better positioned to implement innovative solutions, contributing to enhanced productivity.

Cooperatives are expected to serve as a reliable financial safety for their members,
especially in emergencies. Studies like that of Chukwu (2019) highlight that cooperatives are
generally valued for their ability to provide members with access to loans during unforeseen
circumstances, fostering financial security. However, research by Meyer (2020) reveals that many
cooperatives fall short of this expectation due to limited financial reserves and high default risks,
which makes it very difficult to offer emergency loans to its members.
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Literature on cooperative management suggests various strategies to boost productivity and
improve member engagement. The study by Spear and Thomas (2019) stressed the importance of
tailored financial products, suggesting that cooperatives should offer loan packages designed for
different stages of a member’s life cycle, such as emergency loans or retirement planning. These
initiatives have been found to improve member retention and engagement by aligning cooperative
services more closely with member needs.

The existing literature underscores that while cooperatives play a significant role in
providing financial services to their members, especially in rural and suburban areas, various
challenges persist. Low productivity and disengagement are frequently due to governance issues,
limited capital, and a lack of responsive services. Member cooperation remains crucial, as active
participation of the members of co-operatives can create innovation and improve productivity.
Finally, studies suggest that to meet the evolving financial needs of members, cooperatives must
adopt new strategies, such as digital solutions and personalized loan options, to remain relevant
and effective.

RESEARCH DESIGN:

The study will be based on a qualitative, literature-based review. A systematic review
approach is ideal as it allows for a comprehensive analysis of existing literature on productivity
issues in cooperative societies and related factors affecting member engagement and loan
provision. Data will be collected from secondary sources, including peer-reviewed journal articles,
industry reports, government publications, and relevant books. The review will focus on literature
from the past 10-15 years to capture recent developments in cooperative society operations,
productivity challenges, and financial product offerings. Since it is a review article, the study is
based on secondary data, and a thematic approach was adopted to identify and synthesize the key
themes across the literature.

ANALYSIS AND DISCUSSION:

The adoption of digital solutions in cooperative finance has been transformative. Early
studies emphasized that online banking could improve access to financial services for members,
especially those in underserved rural areas (Journal of Cooperative Studies, 2004; International
Journal of Cooperative Management, 2006). By the 2010s, advancements in mobile banking were
noted as pivotal for cooperatives aiming to expand their reach (Smith, 2015; Lee & Johnson, 2018).
Research suggests that these digital solutions reduce operational costs and enhance the
accessibility of cooperative services (Journal of Financial Services, 2020; Brown & Green, 2020).
Moreover, books such as Digital Banking for Development (2015) and Fintech and Cooperative
Finance (2020) argue that the technology is not only for improving the cost efficiency but also it
strengthening its member engagement. These works illustrate that digital banking allows
cooperatives to reach a wider demographic, aligning with their mission to serve financially
marginalized groups (Kumar, 2020).

Research increasingly indicates the benefits of personalized loan products for cooperatives.
Studies in the Review of Cooperative Economics (2016) and the Journal of Financial
Intermediation (2019) found that personalized financial products, such as tailored loan terms,
boost member loyalty and satisfaction. Cooperatives utilizing member data to offer customized
loan options have seen increased loan uptake and lower default rates (Gonzalez, 2021; Thompson,
2022). Furthermore, case studies in Social and Management Sciences Review (2021) reveal the
successful integration of personalized loan options by cooperatives in Europe and Asia, which has
enhanced member satisfaction and financial stability. Books like Cooperative Advantage: New
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Strategies for Financing (2018) echo these findings, advocating that member-centric financial
services can strengthen the cooperative model’s appeal by meeting unique member needs (Patel &
Nguyen, 2018).

Many studies document the critical role of cooperatives in financial inclusion. Research in
Development and Change (2003) and World Development (2005) shows that cooperatives are
instrumental in providing banking alternatives to underserved populations. Through digital
banking and mobile solutions, cooperatives are able to bridge financial service gaps, thereby
promoting inclusivity (Anderson, 2022). Books like Financial Inclusion through Cooperatives
(2019) argue that cooperatives' mission-driven structure positions them uniquely to extend
affordable financial services to those outside the traditional banking system. This source highlights
strategies like simplified online banking and mobile applications, which allow cooperatives to
improve member outreach and inclusion (Garcia & Wang, 2019).

Despite the benefits, cooperatives face considerable challenges in adopting digital and
personalized services. Studies in the Journal of Cooperative Studies (2018) and Financial Services
Research (2019) discuss issues such as limited financial resources, regulatory hurdles, and
cybersecurity risks. Articles emphasize that cooperatives often lack the infrastructure and technical
expertise required to sustain digital operations (Collins, 2020). Case studies in the International
Journal of Social Economics (2021) examine cooperatives that encountered difficulties with
technology integration, highlighting risks like data breaches and operational failures. Similarly,
books such as Cooperatives and Digital Resilience (2022) detail the resilience needed for
cooperatives to overcome these obstacles, recommending partnerships with fintech firms and
government-backed digital infrastructure support (Rao, 2022).

Recent studies in the Journal of Banking and Finance (2023) and International
Cooperative Alliance Review (2024) underscore the importance of policy support for cooperatives.
These articles suggest that regulatory frameworks must evolve to accommodate digital tools and
member-focused services without compromising cooperatives' foundational principles (Lopez &
Singh, 2024). Books like The Future of Cooperative Finance (2023) highlight emerging
technologies, such as artificial intelligence and blockchain, that have the potential to further
enhance cooperative finance. This text advocates for a proactive policy framework to support
technological advancement in cooperatives, ultimately ensuring that they can remain competitive
and fulfill their member-oriented missions (Chen & Harris, 2023).

Recent studies have documented that digital transformation has reshaped cooperative
operations, enhancing both member services and financial performance. Articles in Journal of
Financial Intermediation (2022) reveal that cooperatives adopting digital platforms experience an
increase in operational efficiency and improved data management, allowing for real-time insights
into member needs (Ahmed & Patel, 2022). Studies from Financial Innovation and Cooperative
Development (2019) emphasize that digital solutions, such as automated loan processing and
mobile banking, enable cooperatives to reduce processing times and lower operational costs. As a
result, members experience more accessible, faster, and reliable financial services, even in remote
locations (Khan & Yu, 2019). Books: The book Transforming Cooperatives in the Digital Era
(2020) outlines case studies demonstrating that digital infrastructure has led to higher member
engagement and retention rates. Authors argue that the technology not only enhances access but
also strengthens member loyalty by providing a more customized, user-friendly experience (Wang
& Kumar, 2020).

Personalized loan products have emerged as a key differentiator for cooperatives, with
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studies showing that customized financial products drive member loyalty and mitigate default
risks. In the International Journal of Cooperative Banking (2019), personalized loan offerings,
tailored to members' financial histories and repayment abilities, are shown to increase loan uptake
and promote responsible borrowing (Diaz & Romero, 2019). Research in the Journal of
Community Finance (2020) emphasizes the effectiveness of data analytics in cooperatives. By
analyzing member behavior and financial needs, cooperatives can craft loan products that better
meet member requirements, resulting in higher satisfaction and financial inclusion (Thompson &
Lewis, 2020).

Member-Centric Finance in Cooperatives (2018) argues that personalized services are
central to a cooperative's mission, particularly when engaging younger members. By offering
tailored loan options, cooperatives can better serve the varied financial needs of a diverse
membership (Patel & Nguyen, 2018).In developing economies, cooperatives have played an
increasingly critical role in promoting financial inclusion. Articles in World Development Review
(2018) highlight that cooperatives are uniquely positioned to reach underserved populations, often
using low-cost digital solutions that make banking more accessible (Anderson, 2018). Additional
research in Development Economics Quarterly (2021) notes that cooperatives bridge financial gaps
by offering products suited to underbanked individuals, such as small savings accounts and
microloans. This is particularly beneficial for women and small business owners, who are often
excluded from traditional banking (Rao & Hill, 2021).

Inclusive Banking and Cooperatives (2019) discusses the unique challenges cooperatives
face when extending services to rural or economically disadvantaged areas. This work explores
strategies like mobile money solutions and community-based financial literacy programs, which
help cooperatives overcome barriers to inclusion (Garcia & Wang, 2019). While the benefits of
digital transformation are significant, cooperatives face unique challenges. Articles in Journal of
Financial Stability (2020) discuss limitations such as resource constraints, cybersecurity risks, and
regulatory hurdles that restrict the adoption of technology. Limited access to capital and IT
infrastructure often make it difficult for smaller cooperatives to compete with mainstream banks
in the digital space (Collins & Ritchie, 2020). Studies in Cybersecurity and Cooperative Banking
(2022) highlight growing concerns around data privacy and security, with findings that smaller
cooperatives may be more vulnerable to cyber threats due to insufficient investment in
cybersecurity measures (Lopez & Harris, 2022).

The book Building Digital Resilience in Cooperatives (2023) argues that cooperatives must
adopt robust cybersecurity practices and consider collaborations with tech providers to bridge
resource gaps. Recommendations include forming technology partnerships and exploring
governmental grants aimed at digital transformation (Rao & Singh, 2023). The integration of
emerging technologies like artificial intelligence (Al) and blockchain holds promise for
cooperatives but requires appropriate regulatory frameworks. Articles in Journal of Banking
Innovation (2023) describe how Al can assist in personalizing loan products and detecting fraud,
while blockchain could secure transactions and improve transparency (Chen & Davis, 2023).

Research in International Review of Cooperative Finance (2024) advocates for regulatory
measures that support cooperative technology adoption, including subsidies and incentives. The
paper argues that governments play a critical role in leveling the playing field, allowing
cooperatives to innovate without sacrificing their member-focused mission (Lopez & Singh,
2024). The Future of Cooperative Finance (2023) suggests that supportive policies and investment
in tech infrastructure are essential for cooperatives to harness these new technologies effectively.
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This book underscores the importance of developing inclusive regulatory frameworks to ensure
cooperatives can remain competitive and member-focused (Chen & Harris, 2023).
FINDINGS OF THE STUDY:

Digital banking and mobile financial services have significantly expanded the reach of
cooperatives, especially in underserved rural areas, by reducing geographical and operational
barriers (Ahmed & Patel, 2022; Journal of Financial Intermediation, 2022). Cooperatives adopting
digital solutions report lower operational costs and increased efficiency, making it feasible to offer
affordable services to members (Khan & Yu, 2019). This efficiency helps cooperatives remain
competitive against mainstream financial institutions (Wang & Kumar, 2020).

Personalized loan products tailored to member needs, such as income-based repayment

options or flexible loan terms, have led to increased loan uptake and higher member satisfaction
(Diaz & Romero, 2019; International Journal of Cooperative Banking, 2019). By using member
data to personalize loan products, cooperatives can mitigate default risks, as members are more
likely to maintain loans that align with their financial circumstances (Thompson & Lewis, 2020).
This approach also fosters stronger member loyalty (Patel & Nguyen, 2018).
Cooperatives are uniquely positioned to offer banking services to populations traditionally
excluded by mainstream banks, including low-income households and rural communities
(Anderson, 2018; World Development Review). Their community-focused mission allows them
to deliver small, accessible loans and savings options critical for these demographics (Rao & Hill,
2021). Mobile money and other digital tools enable cooperatives to bring banking services to
remote regions, significantly impacting financial inclusion efforts (Garcia & Wang, 2019).

Smaller cooperatives often face financial and technical barriers that limit their ability to
fully integrate digital solutions. Limited capital and access to technology are major constraints that
can hinder their competitiveness (Collins & Ritchie, 2020). As cooperatives embrace digital tools,
they face increasing cyber threats. Smaller cooperatives may lack the necessary security
infrastructure, making them vulnerable to data breaches and other cybersecurity issues (Lopez &
Harris, 2022). This presents a significant challenge as digitalization progresses (Rao & Singh,
2023).

Emerging technologies such as Al and blockchain have been identified as promising tools
for cooperatives, enabling better data analysis for personalized services and secure, transparent
transactions (Chen & Davis, 2023). However, implementation is resource-intensive and complex,
particularly for smaller cooperatives (Lopez & Singh, 2024). Studies emphasize the need for
supportive regulatory frameworks that foster innovation within cooperatives while safeguarding
their mission-driven values. Subsidies, grants, and collaborative partnerships are suggested to help
cooperatives access the technology and expertise needed to thrive in a digital landscape (Chen &
Harris, 2023).

Overall, the review indicates that digital transformation and personalized financial services
present substantial opportunities for cooperatives to better serve their members and expand their
reach. However, these advancements also introduce significant challenges, particularly for smaller
cooperatives with limited resources. The findings suggest that targeted policy interventions and
increased focus on cybersecurity are essential for cooperatives to sustainably harness these
innovations while maintaining their foundational principles of inclusivity and community service.
CONCLUSION:

The digital transformation of cooperative finance presents a promising pathway for
cooperatives to stay competitive and better serve their members. By adopting digital solutions and
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offering personalized loan products, cooperatives can enhance accessibility, operational
efficiency, and financial inclusion, especially in underserved communities. These advancements
foster member satisfaction, loyalty, and responsible financial behavior, which strengthens the
cooperative model.

However, the journey is not without challenges. Resource limitations, cybersecurity risks,
and regulatory hurdles create significant barriers, particularly for smaller cooperatives. Emerging
technologies like Al and blockchain offer additional potential but require substantial investment
and technical capacity, which many cooperatives may lack.

To fully realize the benefits of digital and personalized services, cooperatives will require
supportive policy frameworks, strategic partnerships, and robust cybersecurity measures. Through
these efforts, cooperatives can embrace modern financial tools while maintaining their
foundational values of community, inclusivity, and member-centric service. This balanced
approach will enable cooperatives to thrive in the digital age and continue their mission of serving
diverse financial needs effectively.

BIBLIOGRAPHY:

1. Anandaraman, R. (2012). Micro Finance by Banks in India. Research Explorer, 1(2).

2. Anderson, J. (2022). Financial Inclusion through Cooperatives. Oxford University Press.

3. Bhuyan, S., & Olson, D. (2017). Challenges in the capital and financial stability of rural
cooperatives. Journal of Rural Studies, 53, 22-29.
https://doi.org/10.1016/j.jrurstud.2016.12.004

4. Birchall, J. (2020). The comparative advantages of member-owned cooperatives in rural
development. Rural Development Perspectives, 45(3), 67-82.
https://doi.org/10.1080/08941920201930567

5. Brown, K., & Green, T. (2020). Digital finance and cooperative growth. Journal of
Financial Services, 23(2), 145-162.

6. Chen, Y., & Harris, P. (2023). The Future of Cooperative Finance. Cambridge University
Press.

7. Chukwu, 1. (2019). Financial inclusion and the role of cooperatives in promoting member
welfare in Nigeria. African Journal of Economic Development, 12(2), 55-70.

8. Collins, R. (2020). Challenges in cooperative digital transformation. Journal of Cooperative
Studies, 29(3), 89-105.

9. Fulton, M., & Hueth, B. (2019). Cooperative governance and member engagement: A
review of the literature. Cooperative Business Review, 33(4), 15-27.
https://doi.org/10.1007/s10842-019-0305-5

10. Garcia, M., & Wang, L. (2019). Financial Inclusion through Cooperatives. Palgrave
Macmillan.

11. Gonzalez, L. (2021). Personalized loan products in cooperatives. Social and Management
Sciences Review, 14(1), 33-47.

12. Hansmann, H. (2018). Cooperative management: Challenges and opportunities for
innovation. Cooperative Economics Journal, 32(1), 78-89.
https://doi.org/10.1080/101789532101893

13. Kamaraj, R. (2015). Public sector banks performance and contribution on Pradhan Mantri
Jan Dhan Yojana in India., International Journal in Commerce, IT & Social Sciences,
Volume 2, Issue 6

SELP Journal of Social Science 135 Volume XVI, Issue 61



APRIL - JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

14.

15.

16.

17.

18.

19.

20.

21.

22.
23.

24,

25.

Lee, M., & Johnson, P. (2018). Member-centric strategies for cooperatives. International
Review of Economics & Finance, 45(2), 203-217.

Lopez, C., & Singh, R. (2024). Policy needs for cooperative digitalization. International
Cooperative Alliance Review, 17(1), 9-26.

Mazzarol, T., Limnios, E., & Reboud, S. (2018). Digital transformation in cooperatives:
Improving service delivery and member engagement. Journal of Cooperative Studies, 29(2),
9-22. https://doi.org/10.1080/1109320182020004

Meyer, R. (2020). The financial resilience of cooperatives in economic downturns:
Evidence from recent studies. Journal of Cooperative Financial Analysis, 46(1), 44-60.
https://doi.org/10.1080/1066782090345

Morduch, J., & Schneider, R. (2018). Balancing liquidity and sustainability in cooperative
financial services. World Development, 78, 82-95.
https://doi.org/10.1016/j.worlddev.2015.06.014

Ortmann, G., & King, R. (2017). Member participation and its impact on cooperative
performance. Agricultural Economics Review, 15(2), 112-128.
https://doi.org/10.1080/1000072920174546

Paramasivan, C., & Ravichandiran, G. (2024). Payment banks—A new milestone for
banking penetration in India. International Journal of Financial Engineering, 2350062
Paramasivan. C (2011), Customer Satisfaction through Information Technology in
commercial banks, Journal of Commerce and Management Thought, VVol.2, Issue 4, October,
pp 509-522.

Rao, D. (2022). Cooperatives and Digital Resilience. Routledge.

Spear, R., & Thomas, A. (2019). Personalized financial products in cooperatives: A new
approach to member engagement. International Journal of Cooperative Studies, 47(1), 31-
45. https://doi.org/10.1080/001905019047

Thompson, S., & Lewis, B. (2020). Data analytics for member-centric finance. Journal of
Community Finance, 21(2), 56-69.

Wang, L., & Kumar, P. (2020). Transforming Cooperatives in the Digital Era. Sage
Publications.

SELP Journal of Social Science 136 Volume XVI, Issue 61



APRIL — JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

Available online (@ www.iaraindia.com

SELP Journal of Social Science - A Blind Review & Refereed Quarterly Journal
ISSN: 0975-9999 (P) 2349-1655 (O) Impact Factor: 3.655 (CIF),

2.78(IRJIF), 2.5(JIF), 2.77(NAAS)

Volume XVI, Issue 61, April - June 2025

Formally UGC Approved Journal (46622), © Author

UNDERSTANDING CONSUMER BUYING TRENDS FOR ORGANIC
PRODUCTS IN CHENNAI MARKET: AN ANALYTICAL STUDY

Dr. A. KRISHNAN
Professor & Research Supervisor
Department of Commerce
Vels Institute of Science Technology and Advanced Studies, Chennai -117

K. BANU
Research Scholar
Department of Commerce
Vels Institute of Science Technology and Advanced Studies, Chennai-117.

ABSTRACT

The organic products market in Chennai is witnessing rapid growth due to rising consumer
awareness of health and environmental benefits. This study explores consumer buying trends for

organic products, focusing on the motivations and demographic factors influencing purchasing
decisions. Using a sample of 158 respondents, percentage analysis and ANOVA were applied to
evaluate the impact of demographic variables such as income, and education on the frequency of
organic product purchases. The findings reveal that health concerns are the primary driver for
buying organic products, with younger, educated, and higher-income consumers showing a higher
frequency of purchases. The results suggest that businesses can expand their organic market by
addressing price sensitivity and improving consumer awareness. The study predicts the purchase
intention of consumers based on the influences of factors like environmental concern, health
concern and lifestyle, product quality and subjective norms on the attitude towards organic foods.
The results of the study show that quality of products, environmental concern, health concern and
lifestyle are the most commonly stated motives for purchasing organic foods.
KEYWORDS: Organic Products, Consumer, Awareness, Price, Health.
INTRODUCTION

The demand for organic products has grown significantly in India, particularly in urban
markets such as Chennai. As consumers become increasingly concerned about their health and the
environment, the appeal of organic products continues to rise. However, understanding the key
factors that influence consumer purchasing behavior is essential for businesses seeking to penetrate
this expanding market. This study aims to analyze consumer buying trends for organic products in
Chennai and examine how demographic factors such as age, income, and education affect
purchasing frequency. Through percentage analysis and ANOVA, this study sheds light on the
motivations and challenges consumers face in adopting organic products. An organic product is
an item that is produced through methods that comply with the standards of organic farming. These
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standards vary worldwide, but generally, organic farming features practices that strive to cycle
resources, promote ecological balance, and conserve biodiversity. Organic farming avoids the use
of synthetic chemicals for pest and weed control or soil fertility. Instead, it uses natural alternatives
such as compost, manure, and biological pest control. Organic products are typically produced
without the use of genetically modified organisms (GMOs). Organic farming practices aim to be
sustainable, focusing on soil health, crop rotation, and conservation of water and other resources.
For organic animal products (like meat, dairy, and eggs), animals are raised in conditions that
allow for natural behaviors, with access to the outdoors and organic feed. In many countries,
products must be certified organic by a recognized certification body, which ensures that the
farming and processing methods meet organic standards. Organic products can include food items
like fruits, vegetables, grains, dairy, and meat, as well as non-food items like cotton for clothing
or personal care products.
LITERATURE REVIEW

Radhika and Elumalai (2024), identified that consumers buying behaviour towards the
organic food products in Chennai city. The aim of this study was to assess consumers' awareness
levels and identify the sources of information regarding organic food products in Chennai city.
The findings suggest that organic food is completely natural and packed with essential nutrients
that the body requires. This study seeks to explore consumer buying behavior towards organic
products in Chennai, shedding light on factors that influence their purchasing decisions.

Kanchana and Kannan (2024), conducted that effect of perceived benefits of organic
food products on consumer attitude in Chennai city. The aim of this study was to assess consumers'
attitudes towards organic food in Chennai. The findings reveal that the perceived benefits of
organic products significantly influence consumer attitudes towards purchasing them. Consumers
primarily associate organic goods with health benefits, environmental sustainability, and ethical
farming practices, all of which contribute to a positive perception and preference for these
products.

Seethal et al. (2019), found three factors of organic knowledge, awareness and price significantly
affecting the intention to consume organic food among the Generation Y in Malaysia. Thus, the findings
state that Malaysian Generation Y’s attitude and consumption behaviour toward organic food is useful to
the scholars in green purchasing area and marketers of organic food. By understanding the reasons behind
consumer organic food behaviour, productive strategies can be established by marketers and
policymakers to respectively increase the involvement towards organic food and as well as society and
environmental benefit Aertsens et al (2009).

Teng and Wang (2019) found that, higher levels of knowledge regarding organic foods cannot
directly lead to more positive attitudes. Instead, the increase of organic knowledge can effectively reduces
consumer uncertainty and creates trust in organic foods, and the ultimately increases consumer attitudes
of buying organic foods. The organic knowledge of consumers is mainly determined by the level of
understanding of science and technology and the sources of the information by the public. If consumers’
perception is good towards organic food production processes, they are more likely to generate confidence
in identifying organic foods, which leads to positive influences in their attitudes towards organic foods.

OBJECTIVES OF THE STUDY
¢ To analyse the demographic profile of consumers purchasing organic products in Chennai.
e To examine the frequency of organic product purchase.
e To evaluate the key motivations for buying organic product.
e To assess the differences in consumers' price sensitivity towards organic products based on
income levels.
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METHODOLOGY

A total of 158 respondents were surveyed using a structured questionnaire to assess their
purchasing behavior towards organic products in Chennai. The respondents were selected from
various demographic backgrounds, ensuring a representative sample of Chennai’s consumer base.
The data collected included information on gender, age, income, education, frequency of organic
product purchases, key motivations for buying organic products, and price sensitivity.
Two statistical methods were employed in the analysis:
Percentage Analysis: To highlight the distribution of responses across different demographic
factors and purchasing behaviors.
ANOVA (Analysis of Variance): To determine whether demographic factors of income,
significantly impact of consumers' price sensitivity towards organic products.
RESULTS AND DISCUSSION

TABLE — 1 DEMOGRAPHIC PROFILE OF RESPONDENTS

Demographic Category Number of Percentage (%)

Factor Respondents

Male 76 48%
Gender
Female 82 52%
Total 158 100
18-25 years 28 18%
26-35 years 63 40%
Age 36-45 years 48 30%
46 and above 19 12%
Total 158 100
Below Rs. 50,000 37 23%
Rs.50,000 —Rs. 77 49%
Monthly Income 75,000
Above Rs. 75,000 44 28%
Total 158 100
INTERPRETATION

The majority of respondents (52%) were female, with the largest age group being between 26-35
years (40%). A significant portion of respondents had a monthly income between Rs. 50,000 —
Rs.75,000 (49%%).
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TABLE -2 FREQUENCY OF ORGANIC PRODUCT PURCHASES

Frequency of Purchase Number of Respondents Percentage (%)
Weekly 40 25%
Monthly 87 55%
Occasionally 31 20%
Total 158 100
INTERPRETATION

The majority of consumers (55%) purchased organic products on a monthly basis, while
25% were weekly buyers, and 20% bought organic products occasionally.
TABLE — 3 KEY MOTIVATIONS FOR BUYING ORGANIC PRODUCTS

Primary Motivation Number of Respondents Percentage (%)
Health benefits 95 60%
Environmental benefits 47 30%
Taste and quality 16 10%
Total 158 100
TABLE - 4 PRICE SENSITIVITY
Factors Monthly Income
Below Rs. | Rs. 50,000 — | Above Rs. F — value .
. cpe e Sig. Value
Price Sensitivity 50,000 Rs. 75,000 75,000 155, 2
N =158 N =158 N =158
price sensitivity on Mean Mean Mean
consumer buying (SD) (SD) (SD) 5.84 0.004
behavior towards 4.5 3.2 2.0
organic products. 1.2 1.0 0.8

** =1% level of significance
INTERPRETATION

Table — 4 reveals that a significant difference in price sensitivity towards organic products
across different monthly income groups. Consumers in the Below Rs. 50,000 income group have
the highest price sensitivity, with a mean score of 4.5, followed by those in the Rs. 50,000 — Rs.
75,000 group (mean = 3.2), and consumers earning Above Rs. 75,000 exhibit the least price
sensitivity (mean = 2.0). The F-value of 5.84 and the p-value of 0.004 indicate that the differences
are statistically significant at the 1% level of significance (p < 0.01). These results suggest that
lower-income consumers are more sensitive to price, while higher-income groups are less affected
by price changes, which highlights the importance of tailoring pricing strategies based on income
levels to attract different consumer segments in the organic market.
CONCLUSION

The study on consumer price sensitivity towards organic products in Chennai, focusing on
the impact of monthly income, reveals significant insights for businesses and marketers in the
organic sector. The ANOVA results clearly show that income level plays a crucial role in
determining how sensitive consumers are to the price of organic products. Consumers in the Below
Rs. 50,000 income group are the most price-sensitive, while those in the Rs. 50,000 — Rs. 75,000
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range exhibit moderate sensitivity, and higher-income consumers are the least price-sensitive.
These findings suggest that lower-income consumers are more likely to be influenced by
the price of organic products, while higher-income groups are less affected and may be more driven
by other factors such as health benefits, environmental concerns, or ethical considerations.
Therefore, businesses in the organic market can enhance their customer base by offering more
affordable options, discounts, or value-added benefits for price-sensitive lower-income groups. On
the other hand, for higher-income consumers, emphasizing the broader value of organic products
beyond price, such as sustainability and health benefits, would be more effective in driving
purchasing decisions.
Overall, the study highlights the need for tailored marketing strategies that consider the income-
driven price sensitivity of consumers to effectively target different market segments, boost sales,
and expand the reach of organic products in Chennai.
REFERENCE

1. Radhika, M. R., & Elumalai, K. (2024). Consumers Buying Behaviour towards the Organic
Food Products in Chennai City. IIRAR-International Journal of Research and Analytical
Reviews (IJRAR), 11(2), 84-96.

2. Kanchana, K., & Kannan, V. (2024). Effect of Perceived Benefits Of Organic Food
Products On Consumer Attitude In Chennai City. Library Progress International, 44(3),
15587-15592.Misra, R., & Singh, D.

3. Sangeetha, R., & Geetha, A. (2024). Effect of Organic Product Label on the Consumer
Perception. International Journal of Engineering and Management Research, 14(1), 14-17.

4. Magesh, R., & Rajeswari, M. (2024). A Study on Consumer Perception on Organic
Products and its Certification Over Making Purchase Decision in Chennai. Academy of
Marketing Studies Journal, 28(1).

5. Biswas, G., & Kalailakshami, T. R. (2024). A STUDY IN UNDERSTANDING THE
FACTORS INFLUENCING PENETRATION LEVELS OF BRANDED MASALAS IN
SELECTED CITIES IN TAMIL NADU. International Journal of Central Banking, 20(1),
784-798.

6. Navyashree, B. M., Vedamurthy, K. B., Ujjwal, B., & Venkataramana, M. N. (2024).
Consumer Preferences for Turmeric Quality Attributes: A Conjoint Analysis in
Chamarajanagar District, Karnataka, India. Journal of Experimental Agriculture
International, 46(6), 638-646.

7. Shenoy, K. R., Ranjith, V. K., Nayak, S., & Anirvinna, C. (2024). Conceptualizing organic
food consumption: a consumer motive perspective. Cogent Social Sciences, 10(1),
2338864.

8. Varalakshmi, A., Jahan, T., Mansi, N., Prerna, N., Khan, N., & Unissa, N. (2024). A
Comparative Study of Customer Perception towards Various Supermarkets: Unraveling
Preferences and Influencing Factors. International Research Journal on Advanced
Engineering and Management (IRJAEM), 2(04), 668-673.

9. Habeebunissa, A. S. M. (2024). Availability Of UV-Protective Clothing In Chennai
Market: An Evaluation Study. Library Progress International, 44(3), 17348-17361.

10. Kalaiyarasi, K., & Manivannan, M. (2024). Investigating The Factors Influencing
Consumers To Purchase Green Products. Library Progress International, 44(3), 15541-
15548.

11. Seethaletchumy Thambiah, Aye AyeKhin, Saravanan Muthaiyah and Yuen Yee Yen

SELP Journal of Social Science 141 Volume XV1, Issue 61



APRIL — JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

(2019), “Organic Food Consumption among Generation Organic Food Consumption
among Generation Y in Malaysia: A Conceptual Framework”, Journal of Applied
Sciences, Vol.15,No.3, Pp.570-575.

12. Teng, Chih-Ching& Wang, Yu-Mei. (2019). Decisional factors driving organic food
consumption: Generation of consumer purchase intentions. British Food Journal, 117,
1066-1081.

13. (2016). An analysis of factors affecting growth of organic food: Perception of consumers
in Delhi-NCR (India). British Food Journal, 118(9), 2308-2325.

SELP Journal of Social Science 142 Volume XV1, Issue 61


https://www.emerald.com/insight/content/doi/10.1108/BFJ-12-2013-0361/full/html
https://www.emerald.com/insight/content/doi/10.1108/BFJ-12-2013-0361/full/html
https://www.emerald.com/insight/content/doi/10.1108/BFJ-12-2013-0361/full/html

APRIL — JUNE 2025 ISSN: 0975-9999 (P), 2349-1655(0)

Available online (@ www.iaraindia.com

SELP Journal of Social Science - A Blind Review & Refereed Quarterly Journal
ISSN: 0975-9999 (P) 2349-1655 (O) Impact Factor: 3.655 (CIF),

2.78(IRJIF), 2.5(JIF), 2.77(NAAS)

Volume XVI, Issue 61, April - June 2025

Formally UGC Approved Journal (46622), © Author

CONSUMER PERCEPTION AND ADOPTION OF ONLINE GROCERY
APPS: A COMPARATIVE STUDY OF ZEPTO AND BLINKIT

Dr. MURUGESAN. D
Professor, Department of Commerce
Vels Institute of Science, Technology and Advanced Studies, Chennai — 117

Dr. KANDASAMY. C
Associate Professor & Head, Department of Commerce (Bank Management)
Thiruthangal Nadar College, Chennai — 51

ABSTRACT

This study focuses on marketing, with the main objective of understanding consumer
preferences and satisfaction levels with online grocery applications. The aim is to find out how
consumers perceive Zepto and Blinkit, taking into account factors such as convenience, ease of
use of the applications, product availability and customer service. By analyzing consumer

behavior, the study seeks to identify the key drivers of adoption and satisfaction. Additionally, the
study compares the strengths and weaknesses of both platforms to understand consumer
preferences. The study highlights opportunities to improve user experience and drive customer
loyalty. Ultimately, the study provides insight into the growing trend of online grocery shopping
and its impact on consumer behavior.

KEY WORDS: consumer preferences, online grocery applications, product availability,
experience, trend and online grocery shopping.
INTRODUCTION

The rapid evolution of digital technology has significantly reshaped consumer behavior
across various sectors, with the grocery industry experiencing a profound transformation. The
emergence of online grocery applications has revolutionized how consumers purchase their daily
essentials, offering unparalleled convenience, speed, and a wide array of products delivered
directly to their doorsteps. This shift, accelerated by recent global events, has propelled online
grocery platforms from niche services to indispensable components of modern urban living.

In the highly competitive and rapidly expanding online grocery market, understanding
consumer perception and factors influencing adoption is paramount for the success and
sustainability of these platforms. This study focuses on two prominent players in the Indian online
grocery landscape: Zepto and Blinkit. Both companies operate on a quick-commerce model,
promising rapid delivery of groceries and other necessities, thereby directly competing for a
similar consumer base. This comparative study aims to delve into the nuances of consumer
perception and adoption patterns concerning Zepto and Blinkit. By examining various dimensions
such as service quality, user experience, pricing strategies, promotional offers, and customer
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satisfaction, we seek to identify the key drivers and barriers influencing consumers' choices
between these two platforms. The findings of this research will not only provide valuable insights
into the dynamics of the online grocery market but also offer strategic implications for businesses
operating within this domain, enabling them to better cater to consumer needs and enhance their
market position.

ONLINE GROCERY APPS

Online grocery applications are digital platforms that enable consumers to buy groceries
and household necessities using their smartphones or other devices. These applications offer a
practical and time-efficient substitute for conventional grocery shopping, including functionalities
such as product exploration, price assessment, safe payment options, and home delivery services.
Well-known online grocery applications such as Zepto, Blinkit, BigBasket, and Swiggy Instamart
address various customer requirements, ranging from fresh fruits to packaged items, improving
the shopping experience with intuitive interfaces and live tracking. The idea behind online grocery
apps focuses on delivering convenience, effectiveness, and availability. These platforms employ
cutting-edge technologies such as artificial intelligence, data analysis, and customer behavior
monitoring to tailor the shopping experience.

SCOPE OF THE STUDY

The study will primarily focus on consumers residing in major metropolitan areas of India
where both Zepto and Blinkit have a significant operational presence. This geographical limitation
is chosen to ensure a relevant and comparable sample size, as service availability and market
dynamics can vary significantly across different regions. The research will target active users of
online grocery applications, specifically those who have used either Zepto or Blinkit (or both) for
their grocery purchases. This includes individuals across various demographic segments (age,
gender, occupation, income) who engage in online grocery shopping. Non-users or those
unfamiliar with these platforms will not be included in the primary data collection. The core of
this study involves a direct comparison between Zepto and Blinkit. The research will not extend
to other online grocery platforms beyond these two, allowing for a deeper and more focused
analysis of their competitive dynamics.

REVIEW OF LITERATURE

Reema Singh and Sara Rosengren (2020) developed a deeper understanding to find out
the drivers responsible for online grocery shopping by applying a push, pull, and mooring
framework. It was found that customer service, issues related to product delivery, technical issues,
and perception of high price are retailer-related push factors, word of mouth, and other attractive
factors are competitors-related pull factors that have a direct effect on the switching. The customer-
related mooring factors include switching cost and switching behavior have a moderate effect on
switching. Retailers should judge the pulse of the consumers and act accordingly to retain the
customers.

Ramesh Kannan and S.V.Anitha (2022) determined the degree of satisfaction, level of
knowledge, preference, and services offered by the meal delivery app. 120 people in Coimbatore
city made up the study's representative sample. The data were analysed using chi-square and
simple percentages. They deduced from the data analysis that Swiggy is the most popular food
delivery online service, and they discovered a strong correlation between consumer choice for
these services and their monthly income.

According to Akhtar & Farooqi (2022) online grocery stores typically offer delicious,
locally produced food, which appeals to consumers who wish to support their neighborhood and
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local businesses. The Interface and capabilities of online technology contribute to the differences
in consumer behavior between traditional and online shopping environments. For instance, the
web interface dramatically reduced the amount of time needed to shop for groceries.

Venkatesh Ganapathy & Chithambar Gupta(2023), found out that On demand delivery
of groceries through quick commerce has gained traction after Covid 19 pandemic evincing the
interest of regional and national level start ups in India. This model of online grocery delivery has
immense potential due to convenience for customers and speed of delivery. However, survival in
this business needs infusion of funds for expansion, controlling costs and managing the efficient
deployment of funds. Revenues cannot be earned only from delivery charges or from margins.
Other sources of generating revenues are critical. Earlier, start ups focused only on scaling up the
business without an eye on profitability. But now earning profits from this model has become
imperative. This has spurred consolidation among the market players. This research effort
discusses these developments and attempts to identify critical success factors that can lead to long
term sustainability of this business model.

According to Murugesan D. and Narayana Moorthy G. (2023), online buying has
increased in Chennai throughout this period. In the case of COVID-19, people have adapted and,
in a way, controlled the situation so that, Even though they couldn't buy anything in person, they
looked as best they could by using social mediass to make purchases. When faced with financial
constraints, people create and embrace creative alternative ways of shopping using technology,
particularly when it comes to maintaining health and acquiring necessities. Online platforms offer
safe and secure shopping, according to 42% of respondents. Time and money savings, quick
shopping, offers and incentives are among aspects that influence consumers' online purchases
during COVID-19.

Alice Harter, et al (2024), found out that ,This research investigates how delivery times
in quick commerce, where online orders arrive within minutes, affect customer repurchasing
behavior. The study analyzes real world data from a food delivery service alongside a controlled
experiment. Results show delays lead to customers waiting longer before their next order, while
early deliveries have the opposite effect. Interestingly, late deliveries have a stronger negative
impact than early deliveries have a positive one. These findings provide valuable insights for quick
commerce businesses to optimize delivery operations and improve customer satisfaction,
ultimately driving repeat business.

STATEMENT OF THE PROBLEM

The emergence of online grocery apps has led to a shift in consumer behavior, with digital
purchases being the norm.The attention has been directed towards Zepto and Blinkit, two online
grocery shopping platforms that specialize in catering to consumer needs. Despite their popularity,
there is a lack of understanding of consumer perceptions of these platforms and the factors
influencing their adoption. Questions about how These platforms should be examined in terms of
availability, cost, reliability, and user experience to identify areas for improvement and better meet
consumer expectations. In addition, this study examines external factors such as demographics,
spending habits, and technology education that can strongly influence the use of these programs.
The aim of this study is to explore the underlying issues and provide meaningful insights for
consumers and service providers. By focusing on Zepto and Blinkit, this study provides a deeper
understanding of consumer behaviour. A roadmap for increasing user satisfaction and fostering
long-term loyalty in the online retail industry.

OBJECTIVES OF THE STUDY
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1. To identify and analyze the key determinants influencing the adoption of Zepto and Blinkit
by consumers
2. To compare consumer perception regarding the user experience (UX) and interface design
of Zepto and Blinkit
3. To evaluate the level of customer satisfaction with the services provided by Zepto and
Blinkit.
4. To provide actionable insights and strategic recommendations for improving the
competitive positioning of Zepto and Blinkit
RESEARCH METHODOLOGY
The study employs a descriptive research design to explore behaviour, preferences, and
satisfaction levels of online consumer. Primary data is obtained through a structured Google Forms
questionnaire targeting Zepto and Blinkit users of 142 respondents from Chennai and convenience
sampling adopted for collection of data. Secondary data is sourced from research articles, company
reports, websites, and industry publications to enhance the analysis. The collected data will be
evaluated using descriptive statistics (such as percentages and Chi-Square Test) and comparative
analysis to highlight similarities and differences in consumer perceptions of Zepto and Blinkit.

Hypothesis of the study
1. Ho: There is no association between Occupation and Frequency of Online Grocery App
Usage.

2. Ho: There is no association between Income Level and Monthly Online Grocery Spending.
LIMITATIONS OF THE STUDY
The total number of respondent’s is limited to 142 in Chennai. This sample size cannot
represent the whole population. The study focused only on Zepto and Blinkit, leaving out other
online grocery apps, which could have provided a more comprehensive comparison.
RESULTS AND DISCUSSION
Table — 1: Usage of Online Grocery Apps by the Respondents

Particulars Respondents Percentage

Daily 2 1.4

Frequency of Weekly 26 18.3

Online Grocery | Monthly 56 39.4

App Usage Occasionally 58 40.8

Total 142 100

Zepto 53 37.3

Most Frequently | 1o 51 359
Used Online

Grocery Apps Both 38 26.8

Total 142 100

Less than 6 Months 40 28.2

Duration of 6-12 Months 14 9.9

Online Grocery | 1-2 Years 38 26.8

App Usage Greater than 2 years 50 35.2

Total 142 100

Preferred Morning 26 18.3

Shopping Time | Afternoon 36 254
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Evening 74 52.1

Late Night 6 4.2

Total 142 100

Search Bar 50 35.2

Product Categories 38 26.8

Discovery in Recommendations 20 14.1

Online Grocery | Offers/Discounts 30 21.1

Apps Previous orders list 4 2.8

Total 142 100

Speed of Delivery 32 22.5

Discounts/offers 30 21.1

App Selection | Product Quality 26 18.3

Factors Convenience 26 18.3

More Product Variety 28 19.7

Total 142 100

Delayed Delivery 16 11.3

Product Quality Concerns 36 25.4

Payment Failures 28 19.7

Grocery App Lilzlited Product 50 35.2

Challenges o s

Availability

High Delivery Charges 12 8.5

Total 142 100

The above table indicates that the majority of respondents use online grocery apps occasionally
(40.8%) and only a small percentage (1.4%) use these apps daily. This suggests that online grocery
shopping is not yet a daily habit for most users, with the preference leaning towards occasional or
planned purchases rather than frequent usage. The data indicates that Zepto is the most frequently
used online grocery app by 37.3% of respondents, slightly ahead of Blinkit, used by 35.9%.
Interestingly, 26.8% of users use both apps, suggesting a significant portion of consumers are
flexible and compare services between platforms. This indicates that while Zepto and Blinkit have
nearly equal user preference, brand loyalty is not absolute, and many users rely on both apps
depending on convenience, pricing, or availability. This also highlights a competitive market
where user experience and value offerings can influence frequent usage. Significant portion of
respondents (35.2%) have been using online grocery apps for more than 2 years, indicating strong
long-term adoption. Another 26.8% have used these apps for 1-2 years, suggesting that over 60%
of users are experienced with online grocery platforms. Meanwhile, 28.2% of respondents are new
users with less than 6 months of usage, and only 9.9% fall in the 612 months range. This indicates
that while a large base of users is well-established, new user adoption is steadily growing,
reflecting the continued expansion and appeal of online grocery services. It reveals that evening
(52.1%) is the most preferred time for users to shop for groceries online, indicating that many
people likely place orders after work or daily responsibilities. Afternoon (25.4%) is the next
popular slot, followed by morning (18.3%). Late night shopping (4.2%) is the least preferred. This
trend suggests that most users favor convenient times during or after typical work hours for their
online grocery shopping. It shows that the most preferred browsing method among users is the
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Search Bar (35.2%), indicating that Categories (26.8%) and Offers/Discounts (21.1%) also play a
significant role, showing that many users explore based on product types or deals.
Recommendations attract 14.1% of users, suggesting moderate influence from personalized
suggestions. Only 2.8% rely on the Previous Orders List, indicating limited repeat ordering
behavior or low awareness of this feature. The above data indicates that the most common issue
faced by users in online shopping is Limited Product Availability (35.2%), suggesting that users
often struggle to find desired items. Product Quality Concerns (25.4%) and Payment Failures
(19.7%) are also notable issues, pointing to reliability and transaction-related dissatisfaction.
Delayed Delivery affects 11.3% of users, while High Delivery Charges are the least reported issue
at 8.5%. These findings highlight the need for platforms to improve inventory range, product
quality, and payment systems to enhance user experience.

Ho. There is no association between Occupational status of the respondents and Frequency of
Online Grocery App Usage
Table — 2: Occupational status of the respondents and Frequency of Online Grocery App
Usage — Chi Square Test

Occupational Frequency of App Usage Chi- P value
Status Zepto Blinkit Both Total Square
value
Student 37 13 18 68

(54.4%) | (19.1%) (26.5%)
[69.8%] | [25.5%] [47.4%]

Private 2 0 0 2
Employee (100.0%) | (0.0%) (0.0%)
[3.8%] [0.0%] [0.0%]

Professional 0 8 4 12
(0.0%) | (66.7%) | (33.3%) 28438 | 0.001
[0.0%] | [15.7%] | [10.5%]

Homemaker 8 16 8 32

(25.0%) | (50.0%) (25.0%)
[15.1%] | [31.4%)] [21.1%)]
Others 6 14 8 28
(21.4%) | (50.0%) (28.6%)
[11.3%] | [27.5%] [21.1%)]
Total 53 51 38 142
The results of the Chi-Square test indicate a statistically significant association between occupation
and the frequency of online grocery app usage, with a Pearson Chi-Square value of 28.438 and a
p-value less than 0.001. The null hypothesis is rejected at the 5 percent level of significance,
confirming that occupational status plays a crucial role in shaping digital grocery shopping
behavior. The table highlights variations in app usage across different occupational categories.
Private employees are strongly associated with specific online grocery app preferences,
demonstrating a tendency toward digital convenience. The row and column percentages reflect
distinct patterns, with students showing higher engagement with particular apps, while
homemakers and professionals exhibit diversified choices. The minimum expected count of 0.54
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and the observation that 3 cells (30.0%) have expected counts less than 5 suggest that some
occupational groups have smaller sample sizes, potentially influencing the reliability of the test in
those specific categories. Overall, the findings underscore how occupational demands and digital
adaptation rewrite consumer behavior in the online grocery shopping landscape.

Ho: There is no association between Income Level of the respondents and Monthly Spending for
Online Grocery shopping

Table — 2: Income Level of the respondents and Monthly Spending for Online Grocery
shopping — Chi Square Test

Income Monthly Online Grocery Spending Chi g
Level | Less Than | 2.1,001- | %.2,501- | Z.5,000- | AboveZ. | Total | Square §
2.1,000 |.2,500 | %.5,000 | %.10,000 | 10,000 Value |
Upto 40 8 4 2 2 56
15,000 | (71.4%) | (14.3%) | (7.1%) (3.6%) (3.6%)
[44.4%] | [28.6%] | [33.3%] | [20.0%] | [100.0%]
%15,001- 2 0 0 0 0 2 26.662 | 0.045
25,000 | (100.0%) | (0.0%) | (0.0%) (0.0%) (0.0%)
[2.2% [0.0%] | [0.0%] [ 0.0%] [0.0%)]
%25,001- 4 2 0 0 0 6
35,000 (66.7%) | (33.3%) | (0.0%) (0.0%) (0.0%)
[4.4%] [7.1%] | [0.0%] [0.0%] [0.0%]
%35,001- 28 10 0 2 0 40
50,000 (70.0%) | (25.0%) | (0.0%) (5.0%) (0.0%)
[31.1%] | [35.7%] | [0.0%] [20.0%] [0.0%]
Above 16 8 8 6 0 38
350,000 | (42.1%) | (21.1%) | (21.1%) | (15.8%) (0.0%)
[17.8% [28.6%] | [66.7%] | [60.0%] [0.0%]
Total 90 28 12 10 2 142

The results of the Chi-Square test indicate a statistically significant association between
income level and monthly online grocery spending, with a Chi-Square value of 26.662 and a p-
value of 0.045. The null hypothesis is rejected at the 5 percent level of significance, confirming
that income level plays a crucial role in shaping digital grocery shopping behavior. The table
highlights variations in spending patterns across different income categories. Individuals with
lower income levels, particularly those earning up to X15,000, are more likely to spend less than
1,000 per month on online groceries, reflecting limited disposable income. In contrast,
respondents in higher income brackets such as above 350,000 exhibit more diversified spending
behavior, including higher expenditure categories like 2,501-5,000 and 5,000-10,000,
indicating greater financial flexibility. The row and column percentages reflect distinct
consumption patterns, with lower-income groups displaying conservative spending and higher-
income groups showing broader distribution across various spending ranges. However, some
income categories, such as X15,001-25,000 and 325,001-35,000, have relatively smaller sample
sizes, which could influence the reliability of the test in those specific groups. Overall, the findings
underscore how income levels significantly shape consumer behavior and spending capacity in the
online grocery shopping landscape.
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MAJOR FINDINGS

>
>

>

Majority 60.6% of online grocery app consumers are male.

Maximum 32% of the respondents fall under the age group of 'Up to 20 years'. This
indicates that younger individuals are more likely to use online grocery apps, with usage
decreasing gradually among older age groups.

Maximum 63.4% of the respondents are unmarried. This Indicates that single individuals
may be more inclined to use these platforms for convenience and time-saving benefits.
Majority 73.2% hold an Undergraduate degree. This indicates that most online grocery app
users are undergraduate degree holders, suggesting that users with a basic level of higher
education are more actively engaged with online grocery platforms.

Maximum 47.9% are students. This indicates that younger individuals are more likely to
use online grocery apps, possibly with busy academic schedules, prefer the convenience
these platforms offer.

Maximum 39.4% fall under the income category of up to X15,000. This indicates that a
significant number of online grocery app users belong to lower and middle-income groups,
suggesting that affordability and convenience might be key factors driving their usage.
Majority 54.9% of respondents occasionally prefer shopping through online grocery apps.
This indicates that Online grocery shopping is moderately popular, with many users
showing occasional interest. There is still potential to convert these users into regular
customers.

Maximum 40.8% of respondents use online grocery apps occasionally (40.8%). This
suggests that online grocery shopping is not yet a daily habit for most users, with the
preference leaning towards occasional or planned purchases rather than frequent usage.
Maximum 37.3% of respondents uses Zepto and 35.9% uses Blinkit. This indicates that
Zepto and Blinkit have similar user preference, with many switching based on
convenience, pricing, or availability, highlighting a competitive market driven by user
experience.

Maximum 35.2% of respondents have been using online grocery apps for more than 2
years, indicating strong long-term adoption. This indicates that while many users are
already using online grocery apps, new users are steadily joining, showing growing interest
and usage.

Majority 81.6% of respondents feels that using online grocery apps helps them save time.
This suggests that time efficiency is a major advantage perceived by most users when
opting for online grocery services.

Majority 52.1% of respondents choose Cash on Delivery as the mode of payment for online
grocery purchases. This indicates that many users still favour cash transactions for
convenience or trust reasons.

Majority of 52.1% of respondents prefer shopping in the evening. This indicates that most
users favor convenient times during or after typical work hours for their online grocery
shopping.

Maximum 32.4% of respondents receive notifications rarely. This indicates that while
some users are engaged, many receive few notifications, indicating gaps in communication
or a preference for fewer alerts.

Majority 76.1% of the respondents did not face any shopping issues, suggesting a generally
smooth and satisfactory shopping experience for most users.
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>

>

Maximum of 35.2% of respondents preferred using the search bar for browsing. This
indicates that users often know what they want and search directly.

Maximum 46.5% of respondents rarely shop for fresh produce online. This suggests that
although there is some interest in online fresh produce shopping, regular usage remains
low. Factors such as trust in quality, delivery time, or preference for offline purchases may
influence this trend.

Maximum 22.5% of respondents consider the speed of delivery the top factor influencing
app selection, indicating that users prioritize quick service, followed by 21.1% who
prioritize discounts/offers. This suggests a balanced mix of speed, savings, variety, and
quality when choosing an app.

Maximum 35.2% of respondents reported that the most common issue faced in online
shopping is limited product availability. This indicates a need for platforms to improve
inventory range, product quality, and payment systems to enhance the user experience.
Majority 63.4% of respondents spend less than X1,000 on monthly groceries, indicating
either limited consumption, budget-conscious behavior, or smaller household sizes.
Maximum 47.9% of respondents %) are undecided about switching apps, showing
openness but also hesitation, possibly due to satisfaction or uncertainty about alternatives.
This indicates that user retention can be influenced by improvements in service, offers, or
features from competing platforms.

A maximum of 32.4% of respondents receive notifications for limited-time offers,
indicating that users are highly motivated by time-sensitive deals.

There is an association between occupational status of the respondents and the frequency
of online grocery app usage with a Pearson Chi-Square value of 28.438 and a p-value is
less than 0.05 (p value = 0.001) at 5% level of significance.

There is an association between Income Level and Monthly Online Grocery Spending with
a Pearson Chi-Square value of 26.662 and a p-value is less than 0.05 (p value=0.045) at
5% level of significance.

SUGGESTIONS

>

>

>

The educational qualification distribution suggests a user base that is largely well-educated.
Marketing campaigns can include informative, benefit-driven content, appealing to this
demographic's likely desire for quality and efficiency.

Combo packs, wallet cashback, and ‘value-for-money’ bundles can appeal to the income
group that forms the largest share (40% and 27% income brackets), encouraging repeat
usage and higher order value.

User retention can be improved by loyalty programs or referral discounts, especially as
income and occupation data suggest potential for recurring business.

Providing features like "healthy choice filters" or “quick buy” lists for different age/income
groups can make the platform feel personalized and convenient.

Regular app design updates should focus on accessibility, like voice search or regional
language support, especially for older age groups or users with lower digital literacy.

CONCLUSION

Online grocery apps have become an integral part of modern lifestyle, especially for urban

consumers who seek convenience, speed, and variety in their daily purchases. With the rise in
working professionals and changing household dynamics, online platforms like Zepto and Blinkit
have gained popularity due to their ability to meet time-bound grocery needs efficiently. This study
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was conducted to understand the key factors that influence consumer perception and adoption of
such platforms. Through detailed analysis of consumer preferences, this research provides insights
into what users truly expect from online grocery services. Factors such as ease of app usage,
product availability, pricing, customer service, and on-time delivery were identified as major
drivers of satisfaction. Consumers value apps that not only offer wide product selection but also
ensure smooth transactions, simple interfaces, and reliable logistics. The online grocery industry
presents a massive opportunity for digital entrepreneurship. However, with increasing
competition, it becomes crucial for these platforms to constantly innovate and adapt to changing
consumer demands. The research highlights that to retain customers and build loyalty, companies
need to focus on areas like user experience, fast delivery, transparent pricing, and responsive
customer support. Digital presence through advertising, especially on social media platforms,
plays a significant role in influencing consumer decisions. Brand reputation, offers, and user
reviews are often the deciding factors for new adopters.
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ABSTRACT
This study explores the vital role of strategic marketing planning in building and sustaining
successful brands. With the growing competition and dynamic market trends, the research
investigates how structured marketing efforts influence brand performance metrics such as

customer retention, market share, and financial outcomes. The study utilizes descriptive statistics,
correlation, regression analysis, and hypothesis testing on survey data collected from a balanced
demographic. Results reveal a strong positive relationship between strategic planning elements
like segmentation, positioning, and digital engagement, and brand success. It also identifies key
challenges such as ineffective messaging and digital platform constraints. The study concludes
that consistent updates, personalized communication, and customer-centered strategies are
essential for long-term brand growth and market competitiveness.

KEYWORDS: Strategic Marketing, Brand Success, Customer Engagement, Digital Marketing
INTRODUCTION

The study emphasizes that marketing has traditionally been viewed as an operational rather than a

strategic activity, focusing on target market analysis, product creation, and distribution methods. According
to Kotler (2003), marketing involves developing and delivering goods and services to customers and
businesses, which transcends mere organizational functions. It highlights the importance of market orientation
as a business philosophy that necessitates a company-wide focus on customer needs and collaboration across
departments. Despite the general acknowledgment of marketing's value in creating business success,
marketing practitioners often struggle to quantify this for top management. The chapter presents a research
model based on the hypothesis that marketing strategy significantly impacts a company's performance in the
global market, advocating for standardization or adaptation of marketing processes according to customer
needs. This global marketing strategy involves uniformity and adaptation of elements such as product
offerings, pricing, promotional mix, and distribution channels to enhance performance. Furthermore, it notes
the evolution of digital technology, which has increased consumer connectivity and engagement in co-creating
value, pressing businesses to develop products and experiences focusing on customer needs. Finally, the text
examines the relationship between marketing and finance, noting that while marketing strategies aim to
enhance customer engagement and brand equity, finance strategies focus on boosting market value and
financial metrics, often resulting in detached priorities despite shared firm-level objectives.

OBJECTIVES
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1. To evaluate the significance and key components of a strategic marketing plan in enhancing
brand positioning, performance, and sustainability through market share, customer loyalty,
and profitability.

2. To identify the challenges and barriers brands encounter while implementing strategic
marketing plans effectively.

STATEMENT OF THE PROBLEM

A strategic marketing plan is essential for defining a brand's identity, positioning it
effectively in the market, and distinguishing it from competitors. Despite its significance, many
businesses either lack a well-defined marketing plan or fail to implement it effectively. This
shortfall raises important questions about how strategic marketing planning impacts brand success
and what factors contribute to its effectiveness.

Without a comprehensive marketing strategy, businesses may face inconsistent messaging,
decreased customer engagement, and a diminished competitive advantage. Moreover, the absence
of clear objectives and performance tracking can obstruct decision-making and hinder growth.
This study aims to analyze the impact of a strategic marketing plan on brand success, identifying
the key components that drive brand awareness, customer loyalty, and market share. The research
will explore how businesses can develop and implement marketing strategies that enhance
visibility, competitive advantage, and overall growth.

NEED FOR THE STUDY

A strategic marketing plan is crucial for brand success, providing a framework to navigate
marketplace complexities. It serves as a roadmap by outlining clear objectives, target audiences,
and strategies. By analyzing market dynamics, consumer behavior, and the competitive landscape,
a strategic marketing plan helps brands establish their unique value propositions and niches. It also
promotes effective resource allocation, maximizing return on investment. This plan ensures
consistent messaging across channels, enhancing brand recognition and customer loyalty. Its
adaptability allows brands to stay responsive to market trends and consumer preferences,
maintaining relevance. Continuous measurement and evaluation enable brands to refine strategies
and optimize performance, driving growth and long-term success. A robust strategic marketing
plan that integrates various channels and customer touchpoints is essential for businesses.
REVIEW OF LITERATURE

Balamurugan (2024). Marketing strategy is a significant component of marketing
management. Designing a product is as critical as it is. Consumers are approached through the
marketing of products and goods. Strategic marketing and business success depend on a marketing
strategy. Most of the challenges facing marketing originate here. Effective marketing strategies
employee actual examples to illustrate how to formulate effective plans. They are led by the
mission and vision of a company. The strategy concentrates on price, place, product, and
promotion.

M. Chandana (2024). This research discusses the effects of contemporary marketing on
new product success, highlighting the use of content marketing, influencer marketing, loyalty
marketing, social media, and targeted e-mails. Their relationship with rates of product success is
also examined.

Dr. Ravi Jeswani (2023) Marketing strategy is critical for business success and entails
planning, execution, and management to advertise products or services. Major aspects include
market research, target audience, branding, pricing, promotion, distribution, and flexibility. A
robust strategy fuels differentiation, growth, and competitive advantage and enables businesses to
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navigate a changing market and ensure long-term success.

Abinav (2023). This research investigates the impact of marketing strategies on business
sales and financial performance. It looks at the most important marketing factors (Product, Price,
Place, Promotion) and various approaches such as digital, social media, and traditional marketing.
Based on surveys, interviews, and report data, the study seeks to offer insights and useful advice
for companies to develop effective marketing strategies and meet their financial objectives.

Adi Suryo Ramadhan (2022). This research investigates the contribution of strategic
marketing towards event success. Analysis of a survey of 206 participants using SPSS reveals that
price, promotion, and product differentiation have significant effects on event management. The
research suggests companies formulate well-defined marketing strategies, which comprise price,
promotion, product, and distribution, to improve performance and competitiveness.
RESEARCH METHODOLOGY

The study employed a descriptive and analytical research design to examine the role of
strategic marketing plans in brand success, particularly among startups. Primary data was collected
using a structured questionnaire on a 5-point Likert scale, administered to 100 marketing
professionals from startup brands. Purposive sampling was used to ensure the respondents had
relevant marketing experience. Secondary data was gathered from journals, reports, and case
studies to support the primary findings and provide contextual insights.

To analyze the data, descriptive statistics (mean and standard deviation) were used to assess the
effectiveness of various strategic marketing components. Pearson’s correlation was applied to
evaluate relationships between marketing planning and brand success indicators like loyalty and
market share, while linear regression identified the most influential predictors of brand success.
The study focused on digital and consumer-facing startups, and although insightful, its findings
are limited by sample size and the subjectivity of self-reported data.

ANALYSIS AND INTERPRETATIONS

Descriptive Analysis of Strategic Marketing Plan Components

Technique Used: Mean and Standard Deviation

Respondents were asked to rate strategic components (market segmentation, positioning, digital marketing,
brand communication, etc.) on a 5-point Likert scale. Mean scores indicate the effectiveness or importance
of each factor.

Strategic Component Mean Score | Std. Deviation | Interpretation
Market Segmentation 4.2 0.61 Highly Effective
Brand Positioning 4.0 0.75 Effective

Integrated Communication | 4.3 0.58 Highly Effective
Digital Marketing Strategy | 3.9 0.82 Moderately Effective

Correlation Analysis
Technique Used: Pearson’s Correlation Coefficient
To examine the relationship between strategic marketing planning and brand success metrics (brand
awareness, customer loyalty, market share, etc.), correlation analysis was conducted.

Variables Correlation Coefficient (r) | Significance (p-value)
Marketing Planning & Brand Loyalty | 0.72 0.000
Marketing Planning & Market Share | 0.68 0.001

Interpretation: A strong positive correlation exists between strategic marketing planning and brand
success indicators, significant at the 0.01 level.

Regression Analysis

Technique Used: Linear Regression

To predict the impact of strategic marketing planning components on brand success, regression analysis
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was performed.
Model Summary:

e Dependent Variable: Brand Success Index (BSI)

e Independent Variables: Segmentation, Targeting, Positioning, Branding, Communication
Predictor Variable Beta Coefficient | t-value | p-value
Segmentation Strategy | 0.28 2.9 0.004
Positioning Strategy 0.35 3.5 0.001
Digital Marketing 0.22 2.1 0.038
R?=0.62 (62% of the variance in brand success is explained by the model)

KEY FINDINGS

e Most respondents perceive strategic marketing components as highly effective.

e Strong positive correlation exists between strategic marketing planning and brand success.
e Regression analysis confirms that positioning and segmentation have the highest impact.
e No major gender-wise difference in perception, but industry-specific differences exist
Analysis of Primary Data from Startups
e The study surveyed 100 professionals from startup brands. Analysis revealed the
following:
e 85% of respondents agreed that a strategic marketing plan positively influences brand
performance.
o 08% reported increased brand recognition after implementing structured digital
campaigns.
* 54% identified budget constraints as a major challenge in executing plans effectively.
e 72% emphasized social media as the most effective channel for customer engagement and
brand storytelling.
Interpretation:

Startups rely heavily on cost-effective digital channels like Instagram and LinkedIn.
Strategic planning enables better targeting and consistent branding. However, a lack of funds and
internal marketing knowledge often limits execution.

Impact on Brand Performance Metrics

Metric Before Strategic Planning | After Strategic Planning

Customer Retention Rate | 45% 68%

Monthly Website Traffic | ~1,000 ~2,800

Social Media Engagement | Moderate High

Revenue Growth (Avg) 8—10% annually 15-20% annually
Interpretation:

These trends indicate that structured marketing initiatives contribute to higher engagement, better
brand recall, and improved revenue performance, especially when campaigns are tailored to
specific segments.
Correlation Between Strategic Planning and Brand Loyalty
Brands that invested in market research and segmentation before launching campaigns saw a 30—
40% increase in brand loyalty scores (based on repeat customers and NPS).
Key Insight: Customer-centric strategies—those that personalize communication, offer seamless
experiences, and provide value—build long-term loyalty and reduce churn.
FINDINGS

1. Effectiveness of Strategic Marketing Components
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e Components such as market segmentation, brand positioning, and integrated
communication were rated highly effective by respondents, with mean scores above 4.0.
e Digital marketing strategy was rated moderately effective, suggesting scope for
improvement or better integration.
2. Correlation with Brand Success
e A strong positive correlation was observed between strategic marketing planning and
brand success metrics such as brand loyalty (r = 0.72) and market share (r = 0.68), both
significant at the 0.01 level.
3. Regression Insights
e Positioning strategy (B = 0.35) and segmentation strategy (p = 0.28) were found to be
the most significant predictors of brand success.
e The model explained 62% of the variance in brand success (R?=0.62), indicating a robust
relationship between strategic components and performance outcomes.
4. Insights from Startup Data
e 85% of startup professionals agreed that strategic marketing plans improve brand
performance.
e 68% observed increased brand recognition post-digital campaigns.
o 54% cited budget constraints as a key challenge.
e 72% found social media to be the most effective engagement channel.
5. Performance Metrics Improvement
e Post strategic planning, customer retention rose from 45% to 68%, and website traffic
nearly tripled.
e Revenue growth improved from 8-10% to 15-20% annually, and social media engagement
shifted from moderate to high.
6. Brand Loyalty & Customer-Centric Strategies
e Brands that prioritized market research, segmentation, and personalization saw a 30—40%
increase in brand loyalty and reduced churn rates.
CONCLUSION
The study clearly demonstrates that a strategic marketing plan is critical to achieving brand
success, particularly for startups seeking rapid growth in competitive environments. Components
like market segmentation, positioning, and integrated communication significantly influence key
performance indicators such as brand loyalty, customer retention, and revenue growth.
Startups that effectively implement structured, data-driven, and customer-centric strategies benefit
from increased brand recognition and market share. However, challenges such as limited budgets
and lack of internal expertise must be proactively addressed to realize the full potential of strategic
marketing planning. Overall, this research confirms that well-executed marketing strategies are
not only beneficial but essential for sustainable brand success in today’s dynamic market
landscape.
SUGGESTIONS
1.Emphasize Positioning and Segmentation
e Businesses should invest in precise market segmentation and compelling brand
positioning, as these have the highest impact on brand success.
2.Strengthen Digital Marketing Capabilities
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e While digital marketing is already moderately effective, startups should enhance their
strategies through analytics, content optimization, and automation tools.
3.0vercome Budget Constraints
e Startups should consider phased marketing investments, leveraging partnerships, or
freemium marketing tools to execute campaigns within limited budgets.
4.Leverage Social Media Platforms
e Focus on platforms like Instagram, LinkedIn, and YouTube to engage customers with
storytelling, influencer partnerships, and user-generated content.
5.Build Internal Marketing Knowledge
e Encourage training programs, mentorship, and outsourcing where needed to build in-house
marketing capabilities, especially among early-stage startups.
6.Adopt a Customer-Centric Approach
e Personalization, consistent communication, and value-driven engagement should be prioritized
to enhance brand loyalty and customer satisfaction.
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INTRODUCTION

Water is fundamental to life, livelihoods, and sustainable development. Recognizing this,
the United Nations adopted Sustainable Development Goal 6 (SDG 6) with the objective to “ensure
availability and sustainable management of water and sanitation for all” by the year 2030. This
goal is crucial not only for health and well-being but also for agriculture, poverty alleviation,
gender equality, and climate resilience. However, despite the importance of this goal and
considerable policy attention in India, access to safe, adequate, and reliable water remains deeply
unequal, particularly in rural and semi-arid regions.

In India, government-led programs like the Jal Jeevan Mission (JJM) and the Integrated

Watershed Management Programme (IWMP) have attempted to address these water challenges by
improving infrastructure, promoting rainwater harvesting, and ensuring functional household tap
connections. Yet, these top-down approaches often face challenges such as poor maintenance of
infrastructure, limited community ownership, and uneven service delivery. Many villages,
especially in environmentally fragile and economically backward areas, continue to suffer from
water scarcity, seasonal droughts, and degraded water sources.
It is in this context that Community-Based Water Governance (CBWG) has emerged as a
compelling alternative or complementary model. CBWG refers to the involvement of local
communities especially marginalized groups like women, small farmers, and landless labourers in
the planning, implementation, monitoring, and maintenance of water resources and infrastructure.
It promotes participatory decision-making, local accountability, and sustainable resource
management practices that are tailored to the unique ecological and socio-cultural contexts of each
community.

Evidence from across India and other parts of the Global South indicates that when
communities actively participate in water governance, the results are often more equitable,
efficient, and sustainable. Community-led initiatives such as the formation of Village Water and
Sanitation Committees (VWSCs), Pani Panchayats, and Water User Associations (WUAs) have
shown promising results in enhancing water availability, quality, and infrastructure durability.
Moreover, when women are meaningfully included in these governance bodies, the benefits are
amplified: water allocation becomes more equitable, usage is better prioritized, and household
water needs—often neglected in male-dominated decision-making—are addressed more
effectively.

In addition to enhancing water access, CBWG models also align well with broader SDG 6
targets such as integrated water resource management (6.5), protecting and restoring water-related
ecosystems (6.6), and strengthening the participation of local communities (6.b). Importantly,
these approaches also generate co-benefits for other SDGs, including poverty reduction (SDG 1),
gender equality (SDG 5), and climate action (SDG 13).
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This article explores the potential and performance of community-based water governance
in rural India, with a specific focus on its contribution to achieving SDG 6. Relying on secondary
data, existing literature, and case studies, it analyzes the key components of successful CBWG
models, identifies the barriers to their broader adoption, and offers practical policy
recommendations. By doing so, it seeks to inform ongoing discourse and practice around
decentralized water governance and highlight the importance of people-centric approaches in
achieving water security for all.

NABARD (2021)

NABARD’s synthesis report on watershed development highlighted that community-
managed watershed projects in semi-arid regions led to measurable improvements in groundwater
recharge, soil moisture retention, and cropping intensity. The report emphasized that community
participation especially in planning and maintenance was critical for the long-term sustainability
of water resources.

IWMI (2020)

The International Water Management Institute’s case studies from South Asia showed that
gender-inclusive water governance models were more effective in ensuring equitable access and
sustainability. The study found that involving women in water user associations led to better water
allocation, reduced conflict, and stronger monitoring of shared water infrastructure.

Ministry of Jal Shakti (2023)

The government’s progress report on the Jal Jeevan Mission noted that villages with active
Village Water and Sanitation Committees (VWSCs) and trained SHG members reported higher
functional tap water coverage and better water quality monitoring. It also found that community
ownership led to faster response to leakages and breakdowns.

DHAN Foundation (2020)

A report from the DHAN Foundation, based on projects in Tamil Nadu, documented that
community-based watershed management initiatives led to the revival of traditional tanks, creation
of percolation ponds, and improved irrigation access for smallholders. The report also highlighted
that women’s SHGs played a key role in water budgeting, maintenance, and microenterprise
development around water services.

Planning Commission of India (2014)

The evaluation study on the Integrated Watershed Management Programme (IWMP) found
that projects with strong local institutional frameworks, including user groups and watershed
committees, had greater success in soil and water conservation, livelihood enhancement, and
reduced out-migration. Gender-focused interventions further improved the inclusiveness and
resilience of these programs.

OBJECTIVES
e To examine the role of community-based water governance in improving water access and
sustainability in rural India.
e To assess the alignment of CBWG practices with the targets under SDG 6.
e To identify key challenges and opportunities in scaling CBWG models through policy and
institutional support.
METHODOLOGY
This study relies on secondary data analysis, drawing from:
e Government reports and evaluations (e.g., MoRD, Jal Shakti Ministry, NITI Aayog).
e Academic journals and case studies on participatory water management.
e Reports from development organizations such as IWMI, World Bank, and NGOs like DHAN
Foundation.

A qualitative synthesis approach was adopted to compare case studies of CBWG practices
across different Indian states, with particular attention to outcomes related to water access, quality,
equity, and sustainability.
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FINDINGS
Enhanced Access and Availability

CBWG initiatives in states like Maharashtra (e.g., Pani Panchayats) and Tamil Nadu (e.g.,
DHAN Foundation’s watershed work) led to increased water availability for both domestic and
agricultural use through decentralized rainwater harvesting, community tanks, and borewell
recharge systems.
Equity in Water Distribution

Inclusion of marginalized groups and women in water user committees led to more
equitable distribution of water resources. Studies by IWMI (2020) and ICAR (2022) confirm that
when women and landless workers participate in decision-making, water use priorities broaden
beyond large farmers to the entire community.
Improved Water Quality and Infrastructure Management

Community monitoring helped detect contamination early and reduce infrastructure
misuse. For instance, Jal Jeevan Mission’s village-level monitoring frameworks showed higher
performance in areas with functional Village Water and Sanitation Committees (VWSCs).
Alignment with SDG 6 Targets

CBWG contributes directly to SDG 6.1 (safe and affordable drinking water), 6.5
(integrated water resource management), and 6.b (community participation in water and sanitation
management).
SUGGESTIONS
Strengthen Policy Backing for CBWG

To institutionalize Community-Based Water Governance, it is essential to provide formal
recognition and sustained policy support at the grassroots level. Establishing dedicated CBWG
units within Gram Panchayats will ensure localized planning and oversight of water resources.
These units should be integrated with ongoing national missions such as the Jal Jeevan Mission
(JJM) and the Mahatma Gandhi National Rural Employment Guarantee Scheme (MGNREGS).
This will not only streamline fund flow and implementation but also allow communities to access
a broader range of technical and financial support. Clear guidelines, legal mandates, and
accountability frameworks are necessary to ensure that these bodies are empowered and functional
across all rural areas.
Build Local Capacity

Successful water governance depends on the knowledge and skills of local actors.
Therefore, investing in continuous capacity building is critical. Regular training programs should
be organized for Village Water and Sanitation Committees (VWSCs), Self-Help Groups (SHGs),
and other local stakeholders on key aspects such as water budgeting, infrastructure operation and
maintenance, and basic water quality testing. These programs can be delivered through
partnerships with NGOs, universities, and government training institutes. Equipping local
communities with these competencies will reduce dependency on external agencies and improve
long-term sustainability of water systems.
Ensure Gender Representation

Water governance systems must be inclusive to be truly effective. Women, who often bear
the brunt of water scarcity and are primary managers of household water use, must have a central
role in water decision-making processes. A policy mandate requiring at least 50% representation
of women in water user committees and VWSCs will institutionalize their participation.
Additionally, specialized leadership training for women should be provided to build their
confidence, negotiation skills, and technical understanding. Gender-sensitive tools and facilitation
techniques should also be used to ensure that women’s voices are heard and influence decisions.
Institutional Convergence

Water management is inherently cross-sectoral, involving agriculture, health, rural
development, and environment. To avoid fragmentation and duplication, there is a need for strong
inter-departmental coordination. District-level convergence platforms should be created or
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strengthened to align planning and implementation among departments such as the Rural
Development Department, Agriculture Department, and Water Resources Department. Integrated
planning, shared monitoring systems, and co-financing models can help optimize resources, fill
institutional gaps, and ensure that CBWG efforts are not undermined by parallel and uncoordinated
initiatives.

Technology for Transparency

Digital technologies offer powerful tools to enhance transparency, accountability, and
efficiency in water governance. The use of mobile applications, GPS-enabled monitoring, and
Geographic Information Systems (GIS) can help communities and administrators track water
sources, monitor usage, detect leakages, and oversee infrastructure maintenance in real time. These
platforms can also provide alerts, store records, and facilitate grievance redressal. Training
communities to use these tools will not only empower them but also increase trust in the
governance process and attract youth participation.

CONCLUSION

Community-Based Water Governance (CBWG) has emerged as a transformative strategy
in addressing rural water challenges in India, especially in ecologically sensitive and economically
marginalized regions. As India strives to meet the targets under Sustainable Development Goal 6
(SDG 6) which emphasizes universal access to safe and sustainable water and sanitation CBWG
offers a participatory, inclusive, and locally tailored solution to the persistent issues of water
scarcity, infrastructure neglect, and inequitable access.

At the core of CBWG is the principle of decentralized and democratic resource
management, where water users themselves become the stewards of local water resources. This
approach shifts the narrative from communities being passive recipients of government services
to active agents of change who plan, implement, and monitor water interventions. By fostering a
sense of ownership, CBWG contributes to greater accountability, reduced system leakages, timely
maintenance, and ultimately, the long-term sustainability of water assets.

One of the most powerful aspects of CBWG is its ability to address the equity dimensions
of water governance. Involving women, marginalized caste groups, and smallholder farmers in
decision-making processes leads to more equitable distribution of water, attention to household
and agricultural needs, and increased transparency in resource allocation. Gender-inclusive water
governance, in particular, has proven effective in ensuring that infrastructure investments reflect
the diverse needs of the community, thereby enhancing both social justice and functional
outcomes.

Furthermore, CBWG models are highly resilient in the face of climate variability. By
leveraging local knowledge, promoting groundwater recharge, and adopting decentralized water
harvesting systems, these models offer climate-adaptive solutions that are both cost-effective and
environmentally sound. They also encourage the integration of traditional wisdom with modern
science, allowing for context-specific innovation and long-term resource sustainability.

However, for CBWG to achieve its full potential and contribute meaningfully to SDG 6,
there is a need for stronger institutional and policy support. This includes formal recognition of
local water governance bodies, capacity-building programs, convergence across government
schemes (such as Jal Jeevan Mission, MGNREGS, and NRLM), and dedicated financial and
technical assistance. States and districts that have already demonstrated success in participatory
water management should be used as models for replication and scaling.

In conclusion, community-based water governance is not just a developmental option—it
1s a necessity for a water-secure, equitable, and climate-resilient future. Empowering communities
to lead water management efforts is a critical step toward realizing SDG 6 in spirit and practice,
while also contributing to broader goals such as poverty alleviation, gender equity, and sustainable
livelihoods in rural India.
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INTRODUCTION

Watersheds are crucial ecosystems that regulate the water cycle, support biodiversity, and
contribute significantly to the livelihood security of rural communities, especially in water-scarce
regions. In India, where agriculture remains the primary occupation for millions, the availability
of water is directly tied to agricultural productivity. However, the rapid degradation of watersheds
due to over-extraction of resources, deforestation, encroachments, and poor land management
practices has severely affected water availability, leading to water scarcity, declining agricultural
yields, and increased vulnerability to climate change. In many rural areas, this degradation has
contributed to crop failures, economic distress, and, in extreme cases, migration in search of better
opportunities.

The restoration of degraded watersheds is not only essential for securing water resources
but also for revitalizing the livelihoods of rural communities that depend on agriculture and water-
based activities. Watershed restoration efforts, such as soil and water conservation, reforestation,
and the construction of small-scale water infrastructure like check dams and ponds, can
significantly improve water retention, enhance groundwater recharge, and mitigate the effects of
drought. Moreover, these restoration efforts foster resilience against the changing climate,
ensuring a more reliable and sustainable water supply for agriculture and other rural enterprises.

Sustainable watershed management plays a central role in achieving Sustainable
Development Goal (SDG) 6, which emphasizes the need for the availability and sustainable
management of water and sanitation for all. Watershed management, when done sustainably,
can directly contribute to several targets within SDG 6, such as improving water quality, enhancing
water-use efficiency, and protecting ecosystems. This integrated approach to water management
can be a game-changer for rural India, where millions depend on reliable water sources for their
livelihoods.
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Recent studies and reports have highlighted the success of various watershed restoration
programs implemented across India, with positive impacts on both the environment and local
communities. For instance, initiatives under the Integrated Watershed Management Program
(IWMP) have shown how localized, community-driven water management can rejuvenate
groundwater systems, improve irrigation, and enhance agricultural yields. In regions like Tamil
Nadu, Rajasthan, and Maharashtra, where watershed restoration has been successfully
implemented, there has been a noticeable reduction in water scarcity and an increase in crop
production. In addition, the restoration programs have enabled farmers to diversify into water-
related enterprises such as fisheries and agro-processing, thus improving their incomes and
contributing to economic development.

The social and economic benefits of watershed restoration are not limited to agricultural
productivity. These programs have led to greater social cohesion, as local communities are
involved in the planning and execution of watershed management activities. Women’s
involvement, in particular, has been a key factor in the success of many watershed programs.
Empowering women in rural communities to manage and maintain water infrastructure not only
improves the effectiveness of these programs but also leads to broader socio-economic
empowerment and gender equality.

Despite these successes, challenges remain in scaling up watershed restoration efforts
across India. There is a need for more coordinated efforts between governmental agencies, local
communities, and non-governmental organizations to ensure long-term sustainability. Policy
support is crucial, and it should focus on integrating watershed management with broader
development programs like the Jal Jeevan Mission and Pradhan Mantri Krishi Sinchayee
Yojana (PMKSY). Moreover, adopting technology-driven solutions, such as real-time
monitoring of water resources using GIS and mobile applications, can enhance transparency,
accountability, and effectiveness in watershed management.

The restoring degraded watersheds offers a pathway to achieving both ecological
sustainability and socio-economic development in rural India. Watershed management
initiatives not only provide reliable water sources for agriculture but also create opportunities for
income diversification, poverty alleviation, and environmental resilience. By strengthening policy
frameworks, enhancing community participation, and utilizing modern technology, India can
ensure the successful revival of watersheds and secure the livelihoods of millions of rural
inhabitants.

OBJECTIVES
The primary objectives of this article are:
1. To assess the role of watershed restoration in enhancing water availability and agricultural
productivity in rural areas.
2. To explore the socio-economic benefits of watershed revival, particularly in terms of
improved livelihoods.
3. To evaluate the effectiveness of existing watershed management programs in India.

To provide policy recommendations for improving watershed management and fostering

sustainable rural development.
METHODOLOGY

This study adopts a secondary data analysis approach to understand the impact of
watershed restoration on rural livelihoods. Data from various reports, case studies, and academic
literature were analyzed to assess the outcomes of watershed management programs in India. The
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data sources included:

1.

Government reports such as those from NABARD (2021), ICAR (2022), and the

Ministry of Rural Development (MoRD).

2.

Case studies from regions where watershed restoration projects have been implemented,
such as the drought-prone areas of Maharashtra, Tamil Nadu, and Rajasthan.

Academic studies on the socio-economic impact of watershed management on rural
communities.

NGO reports such as those from the DHAN Foundation and the IWMI, which have
documented watershed restoration efforts in various parts of India.

The methodology focused on identifying the impacts of watershed management on water

availability, agricultural productivity, income generation, and social well-being of communities.
The findings from these various reports were synthesized to identify patterns and key outcomes
from watershed restoration programs.

FINDINGS

1.

Improved Water Availability: Watershed restoration programs, such as those
implemented under the Integrated Watershed Management Program (IWMP), have
significantly improved water availability in several regions. Case studies from Maharashtra
and Rajasthan indicate that restored watersheds lead to better groundwater recharge and
more consistent surface water flow. This has reduced the reliance on monsoon rains, which
are increasingly unpredictable due to climate change.

Increased Agricultural Productivity: The revival of watersheds has directly impacted
agricultural productivity. Data from Tamil Nadu’s watershed initiatives demonstrate a rise
in crop yields due to improved water management techniques, such as rainwater harvesting,
soil moisture conservation, and the restoration of village ponds and check dams. Farmers
have reported higher crop diversity, better irrigation availability, and reduced crop failure
rates.

Enhanced Livelihoods: Beyond agriculture, watershed restoration has opened up new
avenues for income generation. In regions like Madhya Pradesh and Karnataka, the
restoration of watersheds has enabled communities to diversify their livelihoods into areas
such as fisheries, small-scale irrigation-based businesses, and eco-tourism. Women, in
particular, have benefited from the establishment of Self-Help Groups (SHGs), which are
often involved in water-related enterprises, including the construction and maintenance of
water infrastructure.

Social Cohesion and Empowerment: The participatory nature of watershed management
has led to increased social cohesion in rural communities. Collaborative decision-making,
where local stakeholders, including women and marginalized groups, are involved, has
improved governance and the effectiveness of water resource management. Women's
involvement in watershed committees has empowered them to take leadership roles,
contributing to both gender equity and sustainable water governance.

SUGGESTIONS

1.

Strengthening Policy Support: While watershed management has shown positive
outcomes, there is a need for stronger policy support. Governments at both the state and
national levels should integrate watershed management into broader development
programs, such as the Pradhan Mantri Krishi Sinchayee Yojana (PMKSY) and Jal Jeevan
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Mission. Policy frameworks should incentivize local participation and ensure long-term
sustainability of watershed management efforts.
2. Enhancing Community Engagement: Community involvement is key to the success of
watershed restoration projects. There is a need for more inclusive and gender-sensitive
policies that ensure the active participation of marginalized groups, particularly women
and tribal communities, in the planning and execution of water management projects.
Training and capacity-building programs for local communities, particularly in water
budgeting, soil and water conservation, and sustainable agriculture practices, should be
expanded.
3. Integrating Technology: The use of technology, such as GIS mapping, remote sensing,
and mobile applications, can improve the monitoring and management of water resources
in watersheds. Real-time data collection and analysis can help identify emerging
challenges, optimize water usage, and improve transparency in water governance.
4. Promoting Sustainable Livelihoods: Watershed restoration can create multiple avenues
for sustainable livelihoods. Government schemes and NGOs should focus on providing
micro-credit, training, and market access for water-based enterprises such as small-scale
fisheries, eco-tourism, and agro-processing. Women-focused programs can help in creating
water-related enterprises that support local economies and contribute to gender
empowerment.
5. Replication of Best Practices: Successful watershed management models, like those in
Maharashtra’s Pani Panchayat and Tamil Nadu’s Watershed Development Program,
should be replicated in other parts of the country. These models should be adapted to local
contexts, considering the specific social, economic, and environmental challenges faced by
different regions.
CONCLUSION

The revival of watersheds presents an effective and sustainable approach to addressing
water scarcity, improving agricultural productivity, and enhancing rural livelihoods in India.
Watershed management plays a critical role in ensuring the availability of water, safeguarding
ecosystems, and fostering resilience against climate change. With India’s reliance on agriculture,
which is largely dependent on water, the degradation of watersheds through over-extraction,
deforestation, and poor land management practices has contributed to a widespread water crisis.
Therefore, revitalizing these watersheds can pave the way for a more sustainable and prosperous
future for rural communities, particularly in regions experiencing water shortages.

Community-based watershed management (CBWM) is a promising strategy that can
significantly contribute to the achievement of Sustainable Development Goal 6 (SDG 6), which
calls for ensuring the availability and sustainable management of water and sanitation for all. By
engaging local communities in planning, executing, and monitoring watershed management
activities, CBWM not only fosters ecological sustainability but also empowers communities,
promotes gender equality, and supports economic development. In rural India, where a significant
portion of the population depends on agriculture, watershed restoration can enhance water
availability for irrigation, increase agricultural productivity, and improve farmers' livelihoods.

The benefits of community-driven watershed management are evident in various Indian
states. For example, in Maharashtra, watershed management projects have led to increased
groundwater recharge, reduced soil erosion, and enhanced crop yields. Similarly, in Tamil Nadu,
the revival of watersheds through local participation has resulted in the restoration of water bodies,
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leading to improved irrigation systems, better water quality, and the generation of alternative
livelihoods for rural households. Studies indicate that communities with active involvement in
water management programs tend to make more effective use of water resources and manage risks
such as drought and flooding more efficiently.

Moreover, the involvement of women in watershed management has proven to be crucial
in the success of these programs. Women's participation not only ensures that the water
management decisions address the specific needs of women and children but also leads to
increased leadership and decision-making power for women in rural areas. This has had a direct
impact on improving gender equality, as women often play the role of primary water collectors
and managers in rural households. By fostering women’s participation in watershed committees,
there is a greater chance of achieving more equitable and sustainable water management solutions.

For the long-term success of watershed restoration efforts, India needs to strengthen its
policy frameworks. Government schemes such as the Jal Jeevan Mission, Pradhan Mantri Krishi
Sinchayee Yojana (PMKSY), and the Integrated Watershed Management Program (IWMP) are
crucial to providing the financial and technical support needed for watershed restoration. However,
for these programs to be more effective, there needs to be institutional convergence among water,
agriculture, and rural development departments. This ensures that efforts to restore watersheds are
holistic and aligned with broader rural development objectives.

Finally, technology integration plays a pivotal role in ensuring the success of watershed restoration
projects. GIS mapping, remote sensing, and mobile applications can help monitor water resources,
assess watershed health, and track the progress of restoration activities. These technologies
enhance transparency, improve data collection, and facilitate real-time decision-making.
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ABSTRACT

This study examines the pivotal role of financial literacy in shaping personal saving behaviors and
enhancing economic stability among individuals residing in Madurai City. It explores how a sound
understanding of financial principles—such as budgeting, investing, and debt management—empowers
individuals to make informed decisions, thereby fostering long-term financial security and reducing
economic stress. Employing both descriptive and inferential statistical tools on a sample of 50 respondents,
the research investigates the relationships between financial literacy, demographic variables, and saving
habits. While the findings indicate a positive relationship between financial awareness and prudent saving
practices, no statistically significant variations were found among different demographic segments. The
study underscores the need for targeted financial education and advocates for broader adoption of digital
financial tools to bolster financial inclusion and economic resilience.

INTRODUCTION

Financial literacy has emerged as an essential life skill in today’s complex economic environment.
It encompasses the knowledge and confidence to make judicious financial decisions relating to budgeting,
saving, investing, and borrowing. This research focuses on Madurai City, aiming to assess how financial
literacy influences personal savings behavior and how demographic factors such as education and income
levels play a role in shaping financial habits. The study emphasizes the increasing importance of financial
education in empowering citizens to achieve financial well-being.
SIGNIFICANCE OF FINANCIAL LITERACY AND PERSONAL SAVINGS

Financial literacy serves as the bedrock of effective personal financial management. It equips
individuals to plan for major life goals such as home ownership, education, and retirement, while also
helping to avoid the pitfalls of excessive debt and impulsive financial decisions. Savings, on the other hand,
constitute a critical pillar of financial stability. A disciplined approach to saving not only cushions
individuals against unforeseen expenses but also opens avenues for wealth creation and investment. On a
macroeconomic level, widespread financial literacy and robust saving habits contribute to increased capital
formation, stimulate economic development, and strengthen national financial security.
SCOPE, OBJECTIVES, AND METHODOLOGY
Scope

The scope of this study is geographically limited to Madurai City. A sample of 50 individuals—
including students, professionals, business owners, and homemakers—was surveyed using a structured
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questionnaire.
Objectives
1. To evaluate the level of financial literacy among the respondents and its effect on personal savings.
2. To identify key determinants influencing saving behavior.
3. To understand the challenges faced in maintaining regular savings.
Methodology
Primary data were collected through structured questionnaires. Statistical analyses included:
o Descriptive statistics to summarize literacy and savings data.
o Inferential tests such as t-tests and ANOVA to identify significant group differences.
e K-Means Cluster Analysis for behavioral segmentation.
DATA ANALYSIS AND INTERPRETATION
Gender Distribution of Respondents

Gender | No. of Respondents | Percentage
Male 11 22%
Female | 39 78%

Total 50 100%

The data indicate that a majority of respondents were female (78%), suggesting heightened engagement
among women in matters of financial literacy and personal savings. This trend may reflect growing female
participation in household financial decisions and access to financial education.

Educational Qualification of Respondents

Qualification Respondents | Percentage
SSLC 2 4%

HSC 6 12%
Professional Courses | 8 16%
Undergraduate (UG) | 19 38%
Postgraduate (PG) 15 30%

Total 50 100%

The distribution shows that 68% of the respondents hold undergraduate or postgraduate qualifications,
suggesting a relatively well-educated sample that is potentially more attuned to financial literacy and

planning practices.

ANOVA Analysis: Impact of Financial Literacy on Savings
ANOVA
Impact on savings

Sum of Mean

Squares Df Square F Sig.
Between 2.612 4 653 .904 470
Groups
Within 32.508 45 722
Groups
Total 35.120 49

The ANOVA results indicate that the F-value is 0.904 and the p-value is 0.470, which is

greater than the standard significance level of 0.05. This suggests that there is no significant
difference between the groups in terms of their impact on savings. The variations observed in
savings behavior are likely due to random chance rather than a meaningful difference between
groups.
This means that the factors considered do not significantly influence savings behavior.
Additionally, the sum of squares between groups (2.612) is much smaller than the sum of squares
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within groups (32.508), indicating that most of the variance is due to individual differences rather
than the group differences.

The ANOVA test results reveal no statistically significant difference in saving behavior
across groups with varying levels of financial literacy (p > 0.05). This implies that the observed
differences in saving habits may stem more from individual variability than from categorical
distinctions. Furthermore, the relatively small sum of squares between groups, compared to within
groups, supports this interpretation.

LIMITATIONS OF THE STUDY
e The study is confined to the Madurai city region, limiting the generalizability of its
conclusions.
o The sample size of 50 respondents may constrain the statistical power of inferential tests.
e Data depend on self-reported measures, which may be subject to biases or inaccuracies.
e External economic influences such as inflation, fiscal policies, and global financial trends
are not factored into this analysis.
CONCLUSION

This study affirms the essential role of financial literacy in fostering effective savings
behavior. Although statistically significant differences across demographic categories were not
identified, the overall findings demonstrate a positive association between financial knowledge
and responsible economic choices. The study recommends that educational institutions, financial
organizations, and policymakers intensify efforts to promote financial literacy, especially among
underserved and rural populations. The integration of digital financial tools can further enhance
accessibility and encourage consistent saving practices, thereby reinforcing both individual and
collective economic stability.
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