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ABSTRACT

This study investigates the effectiveness of online marketing strategies adopted by Myntra,
a leading Indian fashion e-commerce platform. The research focuses on analyzing how digital
tools such as influencer marketing, Al-driven personalization, and targeted advertising impact
consumer purchasing behavior. Primary data was collected from 150 respondents and analyzed
using statistical tools including descriptive statistics, chi-square test, correlation, and regression
analysis. The findings reveal that Myntra’s online marketing efforts significantly affect customer
engagement, brand trust, and conversion rates. The study concludes with recommendations for
leveraging data-driven digital marketing for sustained growth.
Keywords: Online Marketing, Myntra, Digital Strategy, E-commerce, Influencer Marketing, Al
Personalization, Consumer Behavior
INTRODUCTION

Online marketing has become a cornerstone for e-commerce success in the digital era. In
India, Myntra has emerged as a leading online fashion retailer by successfully deploying
innovative marketing strategies such as influencer promotions, live content marketing, and
personalized recommendations. These strategies help enhance user engagement, drive repeat
purchases, and foster brand loyalty. As the competition in online retail intensifies, understanding
the mechanisms and effectiveness of Myntra’s marketing strategies becomes vital. This study
evaluates these strategies to identify their influence on customer decisions.
STATEMENT OF THE PROBLEM

Despite the availability of advanced digital tools, many online retailers fail to achieve high
conversion and retention rates. Myntra appears to have successfully overcome this challenge by
integrating Al-powered personalization, content marketing, and influencer engagement. This study
addresses the following problem:
To what extent do Myntra’s online marketing strategies influence consumer purchasing behavior
and long-term engagement?
OBJECTIVES OF THE STUDY

¢ To identify key online marketing strategies adopted by Myntra.

To evaluate customer responses to influencer and personalized marketing.
To analyze statistical relationships between marketing tools and purchasing decisions.
To test hypotheses regarding the effectiveness of online marketing.
To suggest recommendations for optimizing digital marketing strategies.
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REVIEW OF LITERATURE
Patel (2021) highlighted that companies using Al in retail marketing saw up to a 30%
Increase in conversions.
Kumar and Sharma (2020) emphasized the role of influencer marketing in shaping
purchasing decisions, particularly among younger consumers.
Gupta (2019) identified that mobile-first campaigns and local language targeting improve
engagement in non-metro areas.
ADM Education (2024) explored Myntra’s digital marketing framework, including the use
of interactive video commerce and data analytics for customer targeting.
ANALYSIS AND DETAILED INTERPRETATION
Sample and Methodology
e Respondents: 150 regular users of the Myntra app (metro and non-metro cities)
e Sampling Method: Stratified random sampling
o Data Collection: Structured questionnaire
e Tools Used: Descriptive statistics, Chi-square, Correlation, Regression (SPSS)
Descriptive Statistics Summary

Variable Percentage (%)
Influenced by personalized recommendations 82%
Influenced by influencer/celebrity promotions 76%
Preference for Myntra due to app UX & offers 74%

CHI-SQUARE TEST
Objective: To find association between age group and influencer marketing impact
p-value: 0.028 (< 0.05) — Statistically significant
Inference: Younger respondents are significantly more influenced by influencer content.
CORRELATION ANALYSIS
Variables: Frequency of app usage vs. frequency of purchase
Result: Pearson's r = 0.65 — Strong positive correlation
Inference: Frequent app users are more likely to make purchases.
REGRESSION ANALYSIS
Dependent Variable (Y): Purchase behavior
Independent Variables:

e X1 = Influencer marketing

e X2 =Personalized advertisements

e X3 = Email campaigns

R? = 0.59 — 59% of variation in purchase decisions explained by these strategies

Hypothesis Application on the Study
Ho (Null Hypothesis): Myntra's online marketing strategies do not significantly influence
consumer behavior.
H: (Alternative Hypothesis): Myntra's online marketing strategies significantly influence
consumer behavior.
Outcome: Based on the chi-square and regression analysis, Ho is rejected. The data supports Hi,
indicating a significant effect of online marketing on customer behavior.
FINDINGS AND CONCLUSION
Findings:

e Al-driven personalization enhances engagement and purchase rates.

o Influencer marketing is particularly effective among consumers aged 18-30.

e Users respond positively to in-app content such as Myntra Studio and live product demos.

e Statistical tests validate a strong link between online marketing and consumer behavior.
Conclusion:

Myntra has effectively utilized a combination of influencer marketing, personalized

content, and technology-driven tools to create a competitive edge in Indian e-commerce. The
company’s approach to localized and mobile-first engagement strategies has proven successful in
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both metro and non-metro markets. These insights can be leveraged by other online retailers to
refine their marketing frameworks.
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ABSTRACT

In recent years, with the development of the internet, the application of artificial
intelligence has gradually expanded, particularly in the field of education. In China, where the
internet has been rapidly growing, the online education industry has been flourishing. This
emerging industry cannot be ignored. However, most of the current research on the application of
artificial intelligence in education focuses on offline class rooms and theoretical studies, leaving
a gap in empirical research. Therefore, to fill this gap, this study is based on case analysis to
explore how artificial intelligence is applied in the online education industry. The conclusions of
this research will provide valuable insights for both the academic community and the online
education industry.

Keywords: artificial intelligence, application, education industry, recommendation algorithms
INTRODUCTION

Acrtificial intelligence has become an increasingly important topic in today's digital age.
With the explosion of digital information, businesses and organizations are now able to collect
vast amount so data from various sources, which enhances the development of artificial
intelligence in China. China has experienced tremendous growth in its internet industry over the
past few decades, with over 989 million internet users, making it the country with the largest
number of internet users in the world. The internet infrastructure in China is highly developed,
with fast internet speeds and widespread connectivity. As a result of this boom inginternet industry,
amassive amount of user data has been generated, providing companies in China with access to
extensive data on consumer behavior, preferences, and trends. By utilizing tagging tools and big
data, Chinese companies applicate artificial intelligence on education industry.
TheeducationsysteminChinacompriseséyearsofprimaryschool,3 years of junior school, and 3 years
of high school. During the transitions from junior school to high school and from high school to
university, students have to take exams that can significantly impact the trajectory of their lives,
such as the entrance examination for school and the college entrance examination. To excel in
these exams, students study diligently and practice previous exam questions to prepare. However,
a common challenge for students is identifying their weaknesses and strengths among the
knowledge they have learned in school and allocating their time effectively to overcome their
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weaknesses and maximize their scores in limited time.

Some Chinese companies, such as Yuanfudao and Zuoyebang, have keenly
recognizedthisproblemandhaveaddresseditbyapplyingartificialintelligencetechniques. Firstly,
they collect exam questions and build a comprehensive database. Next, they provide free online
services for searching and practicing previous exam questions. Subsequently, they process the
behavioral data and question data to generate personalized learning performance analysis reports.
Lastly, they generate personalized learning plans by applying recommendation algorithms. These
learning plans automatically highlight the knowledge points that are in the students' weakness
zone, and suggest where students should focus more effort to over come their weaknesses.
Additionally, if students have a goal of entering a top university in China, the recommendation
algorithms can generate a tailored plan to help them achieve that goal.

This thesis aims to use case study to explain:
1. The technigue way: How Chinese companies applied artificial intelligence in education industry.
2. The implications: What could we learn from the case.
METHODOLOGY
This article utilizes a case study method as the primary approach to study the application of
artificial intelligence in learning analytics. While much of the current academic research on this
topic remains in the conceptual stage, there is a lack of empirical evidence on implementation
cases in real-world settings. The case study method is well- suited to fill this gap by providing in-
depth insights into how companies actually implement learning analytics and summarizing their
practical experiences in this area.
LITERATUREREVIEWANDTHEORETICAL BASIS
Literature Review
There are several different perspectives in the academic community regarding the application of
artificial intelligence in education. Some are based on its application in offline classrooms, such
as research on the integration of artificial intelligence education with kindergarten teaching and
research in primary and middle school stages. For example, ZhuZheetal. Conducted research on
how the era of artificial intelligence can be integrated with classroom teaching in the context of
mathematics education. Zhou Yajian et al. proposed suggestions for advancing the integration of
artificial intelligence into teaching. Some studies focus on adult education. Meng Yuanhang
explores the implementation of artificial intelligence in adult lifelong education, while XuXuetian
researches the combination of vocational education and artificial intelligence. There is also
research on the opportunities and challenges of integrating ideological and political education for
university students with artificial intelligence and some research on the implications it can reveal
for future of schools. However some people fears about Al and its use in education. In terms of
theory, most of the literature on the application of artificial intelligence in education mentions
value logic, goal logic, and practice logic. Based on these logics, three main practical directions
are virtual and real-world applications, personalized education and learning assessment, and data
and natural language-based processing. ZhangHuifengetal. conducted a detailed analysis of the
application of artificial intelligence in teaching based on educational learning assessment and
proposed recommendations for precision teaching including features like image-based question
search. Du Juan et al. mentioned in their article that the integration of technologies such as natural
language processing and image recognition into teaching has made greater progress compared to
traditional teaching methods. Since the aforementioned articles are primarily based on research in
offline class- rooms or adult and vocational education, and the theoretical research lacks empirical
studies to some extent, the significance of this study lies in exploring the application of artificial
intelligence in online education teaching based on educational learning assessment. The study aims
to fill the research gap in empirical studies by investigating actual company cases in the rapidly
developing field of online education in China.
Theoretical Basis
Anrtificial Intelligence (Al)refers to the development and implementation of computer systems or
machines that can perform tasks that typically require human intelligence. Al aims to simulate and
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replicate human cognitive processes, such as learning, reasoning, problem-solving, perception, and
decision-making, using algorithms and computational models.

Artificial intelligence can be classified according to different methods. Here is a common
classification, including the concept of labeling:

1. Weak Al (Narrow Al): Also known as specialized artificial intelligence, it refers to Al systems
designed and trained for specific tasks or domains. These systems can exhibithuman-
likeintelligenceinspecifictasksbutmayperformweaklyinothertasks. Labelling and simple recommendations
fall into the category of weak Al as they are designed to handle specific datasets or user needs.

2. Strong Al (General Al): Refers to Al systems that possess human-level intelligence and can exhibit
human-like intelligence across a wide range of tasks and do- mains. The goal of strong Al is to mimic
human cognitive abilities and wisdom, including understanding, learning, and reasoning capabilities.

3. Machine Learning: It is a branch of artificial intelligence that uses algorithms and models to enable
machines to learn and improve performance from data without explicit programming instructions. Machine
learning can learn and make predictions from training data and can be used for tasks such as classification,
regression, and clustering. In the context of labelling, machine learning algorithms can learn the
associations between keywords and labels from annotated data, enabling automatic labelling of new un
labelled data.

4. Deep Learning: Itis asubfield of machine learning that mimics the structure and functioning principles
of the human brain's neural networks. Deep learning utilizes multi-layered neural networks for learning and
decision-making, and through training on large-scale datasets, it can acquire more complex and advanced
representation and pattern recognition capabilities. Deep learning has achieved significant advancements
in are as such as image processing, speech recognition, and natural language processing and can be applied
in labelling for automated feature extraction and learning label associations.

In labeling, artificial intelligence can automate the process of assigning labels by utilizing
machine learning and deep learning techniques. It can learn to extract features from input data
and map them to corresponding labels. This automated labeling process improves efficiency and
reduces the manual workload.

ANALYTICALREVIEWOFTHESELECTED CASES
“This case study presented here is based on the application of Narrow Al and try to study how
Chinese online education companies utilize tagging tools to achieve intelligent recommendations
Case Background
Yuanfudao and Zuoyebang are two prominent online education plat forms in China that utilize
Al technology to assist students in their learning, particularly in artificial intelligence homework
tutoring. Yuanfudao, founded in 2012, has grown rapidly to become a valued over$15billion
company. Its platform offers personalized online courses, Al-powered homework tutoring, and
one-on-one online tutoring services for K-12 students. Through adaptive learning algorithms,

Yuanfudao's Al technology tailors course content to eachs tudent's learning style and progress,

providing a personalized learning experience in subjects such as mathematics, English, physics,

chemistry, Chinese language arts, and extra curricular classes in painting, piano, and chess.

Yuanfudao aims to make quality education accessible to everyone and has become one of the

most popular and influential online education companies in China. Zuoyebang, founded in 2015,

has quickly become one of the largest online education platforms in China, valued at

over$10billion.Its main service is artificial intelligence homework tutoring, where students can
take a photo of their homework question and receive a step-by-step explanation from a virtual
tutor. The platform also offers online classes and one-on-one tutoring in subjects such as math,

English, physics, as well as exam preparation courses for major standardized tests. Zuoyebang

focuses on using technology to improve access to education and has become a popular resource
for students seeking academic support in China.
Overview of Functions
Thepopularfeaturesmentionedabovearebasedonartificialintelligenceapplications:
1) artificial intelligence home work tutoring:
2) students who take a photo of their home work question will receive a step-
by-step explanation from a virtual tutor.

SELP Journal of Social Science 6 Volume XVI, Issue 62



JULY - SEPTEMBER 2025 ISSN: 0975-9999 (P), 2349-1655(0)

In this application scenario, students upload exam questions by taking photos with their
smartphones. The backend system first performs semantic analysis on the questions and matches
them with the corresponding keyword tags in the tag library. Then, the system retrieves the relevant
exam questions by querying the corresponding tags(in this process, it follows an exact-to-fuzzy
search method).

2)Personalized online courses: develop adaptive learning algorithms that personalize course
content to each student's learning style and progress.

In this application scenario, when students use the app to do exercises, the app will automatically
capture the user's behavior, such as the time spent on answering questions and the number of times
the answer option is revised. After the user submits the answers, the system calculates the user's
error rate and the error rate of different specific knowledge points based on the tags of the exam
questions. Using recommendation algorithms, the system analyzes the student's weak knowledge
points and provides personalized improvement plans accordingly.

Figurelorganizes the implementation logic of the entire core technology. Tags and algorithm
recommendation are the key technical aspects that enterprises utilize to apply artificial intelligence
in education. Enterprises collect a large amount of exam question data and assign relevant tags to
each exam question when storing the data in the data- base. These tags may include subject, grade,
specific knowledge points, year of examination, and other relevant information.

Fig.1.ExamQuestionsRecommendationSystemDeploymentDiagram.

Technical Implementation Details
Here is the data base design and recommendation process.
1)Database and Table Design

In there almost data base design, it is common practice to establish separate data marts for user-
related, exam-related, and tag-related data. Corresponding tables are then stored within their
respective data marts.

For instance, taking the user profile data mart as an example, it is customary to create a data
table for user profile data(Figure 2) and another data table for user behavior- related data(Figure3)
with in this data mart. Here are some exemplary fields that could be included in these data tables:

i)UserProfileTable:.

user_profile
index

C id
grade
subject
region

tags

update_time

create_time

Fig.2.UserProfile Data Table.
SELP Journal of Social Science 7 Volume XVI, Issue 62
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Field1l:Index-Index number for the user record

Field 2: User ID - Unique identifier for the user

Field 3: Grade - Grade level of the user
Field4:Subject-Subject of study for the user
Field5:Region-Geographic region associated with the user
Field 6: Tags - Tags or labels associated with the user
Field7:UpdateTime-Time of last update for the user record
Field 8: Create Time - Time of creation for the user record

ii)User Behavior Data Table:.

user_behavior

index

user_id

behavior
duration
question_id
tags

create_time

Fig.3.UserBehavior Data Table.
Field 1: Index - Index number for the behavior record
Field 2: User ID - User ID linked to the User Profile Table
Field3: User Behavior-Type of user behavior, such as browsing, liking, etc.
Field 4: Duration - Duration of the behavior (if applicable)
Field5: Question ID-1D of the question associated with the behavior
Field 6: Tags - Tags or labels associated with the behavior
Field7: Create Time-Time of creation for the behavior record
Taking the exam question data mart as an example, it typically houses data tables such as the
question data table (Figure 4) and the user's mistaken questions data table (Figure 5). Example
fields for these data tables are as follows:
iii)QuestionDataTable:

Fig.4.QuestionsData Table.
Field 1: Index - Index number for the question record
Field2:QuestionID-Uniqueidentifierforthequestion
Field 3: Subject - Subject of study for the question
Field 4: Grade - Grade level of the question
Field5:Knowledge-Specific knowledge point of the question
Field 6: Question Content - Content of the question
Field7:Options-Multiple-choiceoptionsforthequestion(ifapplicable)
Field 8: Answer - Correct answer for the question
Field9:Difficulty Level-Difficulty level of the question
Field10:TagID-Unique identifier for the tags or labels associated with the question
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Field 11: Create Time - Time of creation for the question record
iv)User's Mistaken Questions Data Table:.

user_mistaken_questions

index

question_id

mistake_time

mistake_type

tag_id

create_time

Fig. 5.User’s Mistaken Question Data Table.

Field 1: Index - Index number for the mistaken question record

Field 2: User ID - User ID linked to the User Profile Table

Field 3: Question ID - ID of the mistaken question linked to the Question Data Table

Field 4: Mistake Time - Time when the user made the mistake

Field 5: Mistake Type - Reason or explanation for the mistake

Field 6: Tags ID - Unique identifier for the tags or labels associated with the mistaken question

Field 7: Create Time - Time of creation for the mistaken question record

Using the tag data mart as an example, this data mart typically involves cross-referencing users
and exam questions, and therefore categorizes tags based on categories. There would have exam
question tags data table

(Figure6)and user tags data table (Figure 7).Example fields for the data tables are as follows:

v)Exam Question Tags Table:

exam_question_tags

index

tag_id

tag_name
tag_property
update_time

create_time

Fig.6.Exam Question Tags Data Table.

Field1:Index-Index number for the tag record

Field 2: Tag ID - Unique identifier for the tag

Field 3: Tag Name - Name of the tag
Field4:Tag Property-Properties or attributes associated with the tag Field 5: Update Time - Time
of last update for the tag record

user_tags

index

tag_id

tag_name

tag_property
update_time

create_time

Fig.7.UserTagsDataTable
SELP Journal of Social Science 9 Volume XVI, Issue 62
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Field1: Index-Index number for the user tag record

Field 2: Tag ID - Unique identifier for the tag
Field3: Tag Name-Name of the tag
Field4: Tag Property-Properties or attributes associated with the tag
Field5: Update Time-Time of last update for the user tag record
Field 6: Create Time - Time of creation for the user tag record

Recommendation Process
%+ Tagging Exam Questions: Exam questions are batch-entered by staff in the backend, and
tags such as grade level, subject, region, knowledge point, and difficulty are added to the
exam questions.

% Collecting Behavioral Data: When users use the question answering function in the app,
the app records their behaviors and sends them to the cloud server, which then records them
in the user behavior data table.

« Insert Performance Data: After users complete their questions, the app sends their
performance to the cloud server and records it in the user error question data table.

s Tagging Users: At this point, the server will use a set of rule-based algorithms to
automatically tag users based on their behaviors and error question situations, such as weak
foundation in English, weak in relative clause knowledge, strong in gerunds, and so on.

% Recommendation: After tagging, the system will automatically match the relevant tags
associated with the exam question data table based on the user's tags, and generate a study
plan and an output plan based on rule-based algorithms, which will include the exam
questions that need to be reviewed and mastered for each module.

DISCUSSION

This case study is solely based on the analysis of two Chinese online education companies.

There is a limitation in the number of case samples available. However, as these two companies
are leading players in the domestic online education industry in China, this study considers the
case to still be somewhat applicable. Moreover, the learning objectives of users differ across
different stages of education. For instance, in the stage of quality education, the ultimate
assessment goal is not solely based on scores, rendering Al recommendation algorithms based on
incorrect answers inapplicable.

CONCLUSIONS

The successful experience of Chinese enterprises in applying artificial intelligence to
education indicates that artificial intelligence will become an important tool in the education field,
expected to help educational institutions better meet the needs of students and the market, and
improve the quality and efficiency of education. This also suggests that the application prospects
of artificial intelligence in the education field are vast. Starting from user needs, it's not always
necessary for users to require very detailed or high-end learning reports. The first step in applying
artificial intelligence to education is to provide basic statistics on the user's learning situation by
integrating existing data. Next, we can collaborate with teachers to integrate content related to
knowledge points and examination outlines, and use algorithms to calculate different learning
plans and breakthrough plans for different students at different stage
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ABSTRACT

Indian Banking Sectors is one of the major role in the country’s economy. It has always
been playing a major key role in prevention of the economic disaster from reaching horrible
situation in the country. Risk is a concept that shows a potential negative impact to an asset or
some characteristic of value that may arise from some present process or future event. It has
received huge appreciation for its strength, particularly in the wake of the latest worldwide
economic disasters, which pressed its worldwide counterparts to the edge of fall down. The Indian
Equity markets are extremely volatile. Equity Markets are volatile across the world but India has
a higher level of volatility. Stock market risk is the tendency of stock prices to decrease due to the
change in value of the market risk factors. Value of units or shares is directly related to the market
value of those investments held by the stock market. Though banking and financial services sector
funds have accelerated on generating superior risk adjusted returns until now, they suffer from
the risk of portfolio concentration as a single stock accounts for equity portfolio in some gear. The
market value of those investments will go up and down depending on the financial performance of
the issuers and general economic, political, tax and market conditions. Standard market risk
factors are stock prices, interest rates, foreign exchange rates, and commodity prices Banks play
an important role in supporting economic growth and have proved to be more volatile than the
pure diversified equity funds which make some of them a high risk proposition. Usually Equity
Investments includes high risk at the same time it earns higher return unusually high returns may
not be maintainable. Because of this, there is a high instability in the share price that reduces the
real investor’s interest. This study is focused to analyse the performance of the selected banks in
the Indian Banking Sector to show the risk and return in a particular period of time.

Key words: Portfolio, Risk Return, Standard Deviation, Comparative Analysis
INTRODUCTION

The risk of investing in the banking sector does not appear to be subsiding. Bank share
prices remain exceptionally volatile and ongoing regulatory developments continue to weigh on
the sector. One important measure of risk is the beta for a bank. This combines the volatility of
bank shares and their correlation with the equity markets in general. It is a key risk measure
because it helps to set banks cost of capital and therefore the appropriate level of returns they
should be targeting. This may be surprising. Given the substantial recapitalization of the banks
across the world and the implementation of a raft of regulatory reforms, we may have expected
risk levels across the sector to begin to fall by now. However, offsetting impacts including the
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fallout from the Eurozone crisis (which impacts banks directly through holdings of Government
bonds) and continued sector uncertainties have contributed to this continued elevated state. We
must remember that the equity beta, by its calculation, is a lagging indicator of risk so it will take
time for risk reductions to show in the empirical data, but the key questions remains of whether
and by how much risk will reduce in the banking sector.

The future track of risk in the banking sector is of critical importance to banks, their
shareholders and policy makers. Some envisage a “back to basics” world of low risk/low return
utility banking. Others suggest that credit risk, interest rate risk and liquidity risk mean such a
world is impossible to achieve — the fortunes of the banking sector will always be entwined with
the broader economy.

Where we end up is crucially dependent upon the effectiveness of the banking reforms
underway and the impact of leverage on the cost of capital for banks. In theory as more equity is
used to finance a bank, the risks to that equity are dissipated, so the cost of equity should fall.
There are obstructions to the theory, such as taxes and government involvement in the banking
sector (through implicit guarantees), but the Bank of England showed empirically that leveraging
effects should reduce the cost of equity for banks in Optimal Bank Capital and other risk reduction
measures should also have an impact as reforms are implemented.

For an answer on where we should end up, we commend a recent PwC report: “Banking
Industry Reform: A New Equilibrium”. The report envisages a post- crisis equilibrium in which
bank equity costs fall from current figures of around 12% to a range between 8%-10% following
reform-driven reductions in bank leverage and a gradual return to financial market normality.
Capacity overhang, competitive pressures, subdued underlying economic growth and a substantial
adjustment and compliance cost burden will continue to impact performance severely in the short
term, and keep long run equity returns to no more than 1-2% over equity costs thereafter. This is
starkly different to the pre-crisis norms, where bank investors became accustomed to returns in the
high teens, and will therefore require adjustment by both bank executives and investors.
STATEMENT OF THE PROBLEM

The severe global shutdown and recession has resulted in volatility of stock markets. There
IS no proper framework for the investors to analyse the risk profile of the stocks and the investors
also not aware about the valuation of risk and return of stock.

OBJECTIVES OF THE STUDY

To analyse the rate of return of various banking sector over the period of five years.

To find the variance and standard deviation (risk) on each banking sector over the period of five
years.

RESEARCH METHODOLOGY

Research Methodology is a systematic way of solving the problem. It includes the overall
research design, the sampling procedure, data collection method and analysis procedure. The
research design used in this study is Descriptive research. The major purpose of descriptive
research is description of the state of affairs as it exists at present.

REVIEW OF THE LITERATURE

Awalakki&Archanna, (2021). The research paper investigates the impact of key
accounting ratios, including ROE, ROA, P/E, P/B, P/S, and P/C, on stock prices of the National
Stock Exchange over a 15- year period (2005-2020). The study aims to analyze how these financial
indicators influence stock returns, emphasizing their importance for investors, creditors, and
stakeholders in evaluating the financial condition and profitability of companies listed on the
exchange.

Rahul Moolbharathi and Tukaram Sugandi (2021) “A Comparison Study On Risk And
Return Analysis Of SelectedCompanies With Benchmark Index InNse”. The research provides
investors with insights into various statistical methods for assessing stock risk and return, with a
focus on comparing index performance to benchmark indices. Additionally, it aims to determine
the most favorable sector for risk and return investments. The primary goal is to analyze the
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statistical variation of stocks and indices using regression analysis. Findings reveal that HDFC
Bank exhibits higher risk and returns compared to other stocks. Notably, all equities in the portfolio
have a beta of one, indicating efficiency in terms of risk and return among the selected market

stocks.

DATA ANALYSIS AND INTERPRETATION
INDIAN BANK
Annual Rate of Return of Indian Bank:
Endingprice — Beginingprice

Return = — ;
Beginingprice
Table No. 1
Year Opening price | Closing price Annual rate Grovx_/th rate of
Of return Indian bank
2019-2020 163.28 99.82 0.123 1.123
2020-2021 98.1 272.96 0.556 1.556
2021-2022 276.9 294.24 0.213 1.213
2022-2023 312.84 261.61 0.167 1.167
2023-2024 269.64 55.05 0.041 1.041
TOTAL 1.1 6.1
Mean(Total Annual Rate of Return / No of Years) 0.22

(Source: Annual Report of Indian Bank 2019-2020 to 2023-2024from NSE India Ltd.)
Interpretation:

If an investor invest rupee 1 at the end of 2020, the investor would have earned rupees 6.1
at the end of 2024 i.e., the investor’s total return is Rs.5.1.
Standard Deviation of Indian Bank:

SDi = v/Variance

Table No. 2
Q = p —average
Year Annual return (p) Annual return Q?
2019-2020 12.3 -9.7 94.09
2020-2021 55.6 33.6 1128.96
2021-2022 21.3 -0.7 0.49
2022-2023 16.7 -5.3 28.09
2023-2024 04.1 -17.9 320.41
TOTAL 99 1572.04
Variance ( Y Q% n-1) 393.01
Standard Deviation 19.82

Interpretation
Indian bank return deviates about 19.82% from the average rate of return. So it is difficult
to assess the future returns from the past returns.
STATE BANK OF INDIA
Annual Rate of Return of State Bank of India

Table No. 3
v Opening Closing Annual rate of Growth
ear : ;

price price return Rate

2019-2020 25.29 17.5 0.138 1.138
2020-2021 17.89 20.37 0.228 1.228
2021-2022 22.88 24.52 0.214 1.214
2022-2023 25.61 15.47 0.121 1.121
2023-2024 17.09 6.70 0.078 1.078
Total 0.78 5.78
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IMean(Total Annual Rate of Return/ No of years) 0.156 |
(Source: Annual Report of Indian Bank 2019-2020 to 2023-2024from NSE India Ltd.)
Interpretation:
If an investor invests rupee 1 at the end of 2020, the investor would have earned rupees 5.78 at the
end of 2024 i.e., the investor’s total return is Rs.4.78.
Standard Deviation of State Bank of India:

Table No. 4
Year Annual return | Q = P- Average annual
(P) return Q2
2019-2020 13.8 -1.8 3.24
2020-2021 22.8 7.2 51.84
2021-2022 21.4 5.8 33.64
2022-2023 12.1 -3.5 12.25
2023-2024 7.8 -7.8 60.84
TOTAL 161.81
Variance ( >.Q2/ n-1) 40.45
Standard Deviation 6.36

Interpretation:

State Bank of India return deviates about 6.36% from the average rate of return. So it is
difficult to assess the future returns from the past returns.
FINDINGS OF THE STUDY:

Indian bank return deviates about 19.82% from the average rate of return. So it is difficult
to assess the future returns from the past returns. Beta is more than 1 so it is more volatile than
other banks. So it is high risk to invest in this security.

State Bank of India return deviates about 6.36% from the average rate of return. So it is
difficult to assess the future returns from the past returns. Beta is more than one so it is more
volatile than other banks. So it is more risk to invest in this security.

Indian overseas bank return deviates about 61.69% from the average rate of return. So it is
difficult to assess the future returns from the past returns. Beta is more than 1 so it is more volatile
than market. So it is more risk to invest in this security.

Canara bank return deviates about 8.82% from the average rate of return. So it is difficult
to assess the future returns from the past returns. Beta is less than 1 so it is less volatile than market.
So it is less risk to invest in this security
SUGGESTIONS
Awareness: Investment in stock market is subject to limited market risk. So every investor should
be aware of the risk.
Potentiality: Stock market is justified underground of potentiality. This is due to increasing
volume, market expansion & rapid growth in comparison to cash market.
Benefits: There are several benefits of stock market. Among them, the major benefits are cheaper
trading in comparison to the cash market, interest stimulation, cash settlement and low brokerage
cost. This would help to attract a number of investors. Based on the Rate of Return, Indian bank
and Indian overseas are best for investment. Since it has high Rate of Return compared to other
banks.
CONCLUSION

The analysis of testing the relationship between risk and return in the Indian stock market
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reveals that of all the different risk variables considered in the study, the distributional risk
variables, variance and distribution, confirm the working of risk-return trade-off in the Indian
context. Also, a positive association was exhibited between the security-market return correlation
and the average rate of return during the period of study. The importance of beta as a measure of
risk is also considered in the analysis, which shows that during the study period the beta values of
the sample companies are stationary.

Hence it can be used for and considered as an important risk measurement in investment
decision making process. It also exposes the relation between systematic risk and rate of return on
equities in India. The presence of randomness of the return series of both monthly market and
monthly security returns in India has proved that the Indian stock market is weakly efficient. It is
noteworthy to express that the Indian capital market exhibits a positive risk- return relationship.
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ABSTRACT

Consumer behaviour is a critical area of study in marketing, providing insights into why
individuals make specific purchasing decisions. This research explores the dual forces that
influence consumer purchases: fundamental needs versus trend-driven motivations. The study
aims to examine how consumers differentiate between buying out of necessity and buying
influenced by emerging trends, including social media, influencer marketing, and brand
positioning. Through a combination of quantitative surveys and qualitative interviews, the
research investigates demographic variations, psychological factors, and the role of digital
platforms in shaping consumer choices. The findings highlight a shift in purchasing patterns,
especially among younger consumers, where trend creation often overshadows actual need. This
study provides valuable implications for marketers, helping them craft strategies that balance
utility with aspirational appeal to better target and engage modern consumers.

Keywords: Consumer Behaviour, Purchasing Decisions, Trend Creation, Influencer Marketing,
Impulse Buying, Brand Influence, Consumer Insight, Buyer Psychology, Marketing Strategies,
Demographics and Buying Patterns.

INTRODUCTION

The increasing dominance of digital platforms such as Instagram, YouTube, and TikTok
has played a major role in shaping consumer behavior. Unlike traditional advertisements, modern
marketing strategies focus on personalized ads, influencer reviews, and engaging content that
subtly encourage consumers to make purchases. Studies indicate that a significant PERCENTAGE
of consumers admit to making unplanned purchases due to social media influence. While these
marketing strategies introduce customers to new and innovative products, they also lead to impulse
buying, financial strain, and even buyer's remorse when the product fails to meet expectations.
Additionally, excessive purchasing contributes to overconsumption and environmental waste,
raising concerns about responsible consumerism.

Understanding the factors that drive consumer purchases is crucial for both businesses and
consumers. Companies can refine their marketing strategies to offer value driven products, while
consumers can make more informed financial decisions by distinguishing between genuine needs
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and socially influenced desires. This study aims to explore how marketing trends and influencers
impact consumer choices, whether individuals buy products out of necessity or due to external
influences, and the long-term effects of trend driven shopping on financial stability and purchasing
behavior. On the other hand, need based purchasing follows a more rational and logical approach.
In this case, consumers evaluate their requirements, compare products based on features, pricing,
and quality, and make informed decisions. Essential commaodities like food, healthcare products,
household items, and work-related gadgets often fall under this category. However, even in need-
based purchasing, marketing strategies play a role in shaping preferences, influencing brand
choices, and adding a layer of emotional appeal to products. Companies invest heavily in brand
storytelling, packaging, and value-driven marketing to ensure that their products stand out even
when purchased out of necessity.

This dichotomy often plays out in industries such as fashion, technology, beauty, and
lifestyle, where trends evolve rapidly, and consumers feel pressured to keep up. The introduction
of limited-edition products, seasonal trends, and influencer-endorsed "must haves" fuels a cycle of
continuous consumption, often making products obsolete faster than their actual lifespan.
REVIEW OF LITERATURE

Kotler & Keller (2016) — Kotler and Keller discussed how rational purchasing behavior
is driven by necessity, affordability, and product quality. Their study highlighted that consumers
engaging in need-based purchases rely on logical decision making rather than emotional appeal.
They suggested that businesses selling essential goods should focus on product performance and
value-for-money rather than promotional tactics. Their research also found that word-of-mouth
and customer reviews play a crucial role in influencing rational buyers.

Maslow (1943) — Maslow’s Hierarchy of Needs provides a framework for understanding
consumer purchasing priorities. He categorized human needs into five levels: physiological, safety,
social, esteem, and self-actualization. His theory suggests that consumers first fulfill their basic
needs (e.g., food, shelter, and security) before considering luxury or non-essential purchases. This
model remains a foundational concept in consumer behavior studies, helping marketers segment
their target audience effectively.

Schiffman & Kanuk (2018) — Their research focused on the cognitive decision making
process involved in necessity-driven purchases. They found that consumers buying essential goods
rely more on information, brand reputation, and past experiences rather than emotional influence.
Their study emphasized that affordability and reliability are the two most critical factors affecting
need-based purchasing behavior. Unlike trend-driven buyers, need-based consumers conduct in
depth comparisons before making a final decision.

Blackwell, Miniard & Engel (2006) — These authors proposed a five-step decision making
process for consumer purchases: problem recognition, information search, evaluation of
alternatives, purchase decision, and post-purchase evaluation. Their model explains how
consumers making need-based purchases follow a systematic and structured approach. Their
research found that the higher the cost of an essential product, the more effort a consumer puts into
evaluating its features before purchase.

RESEARCH OBJECTIVES

1. To analyses the key factors influencing consumer purchasing decisions whether based on
need or external influences.

2. To examine the role of influencer marketing and social media trends in shaping consumer
behaviour.

3. To assess the psychological and emotional triggers that lead to impulse buying decisions.

4. To evaluate how product necessity and social trends affect long-term consumer
satisfaction.

5. To provide insights on how businesses can balance ethical marketing strategies while
catering to consumer needs.
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SCOPE OF STUDY

1. Understanding Consumer Behaviour — This study focuses on analyzing how consumers
make purchasing decisions based on actual needs versus influence from social media,
advertisements, and celebrity endorsements.

2. Impact of Digital Marketing & Influencers — The study examines how influencer
marketing, social media trends, and digital advertisements shape consumer preferences and
influence their buying choices.

3. Psychological & Financial Effects — The research explores the psychological triggers
behind impulse buying and the financial consequences of purchasing trend-driven products
instead of need-based ones.

4. Market & Business Strategies — The study provides insights into how businesses can
develop ethical marketing strategies that balance promotional tactics while catering to
genuine consumer needs.

LIMITATION OF THE STUDY
1. Limited Sample Size — The study is based on responses from a specific group of consumers,
which may not fully represent the entire population's purchasing behaviour.
2. Subjective Responses — Consumer opinions on purchases influenced by trends or needs
may vary, leading to biased or inconsistent responses in survey data.
3. Rapidly Changing Market Trends — Influencer-driven trends evolve quickly, making it
difficult to capture long-term purchasing patterns accurately.
4. Dependence on Self-Reported Data — The study relies on survey responses, which may not
always reflect actual purchasing decisions due to memory bias or social desirability.
5. Limited Geographical Scope — The research is conducted within a specific area or
demographic, limiting the generalizability of findings to a broader consumer base.
RESEARCH METHODOLOGY

This study aims to analyze consumer purchasing behavior by examining whether
individuals buy products out of necessity or are influenced by trend-driven factors such as social
media, influencer marketing, advertisements, and peer pressure. A descriptive research design has
been adopted, as it is best suited for observing and analyzing existing behavioral patterns without
altering variables. The research methodology involves the collection of both primary and
secondary data. Primary data will be gathered through structured surveys and questionnaires
distributed to a diverse group of respondents from various age groups, income levels, and
backgrounds. These instruments will include both closed-ended questions (such as multiple-choice
and Likert scale items) to quantify behavior, and open-ended questions to gain deeper qualitative
insights into consumer motivations. Secondary data will be obtained from credible sources such
as academic journals, industry reports, and market research publications related to consumer
psychology, digital marketing, and purchasing trends. The data collected will be analyzed using
statistical tools such as frequency distribution, percentages, and cross-tabulations, with the
potential use of software like Microsoft Excel or SPSS for more precise analysis. Qualitative
responses will be coded and thematically analyzed to interpret common attitudes and behaviors.
The overall objective of this methodology is to understand the degree to which consumer purchases
are influenced by actual needs versus trends, and to identify the role of external factors such as
social media platforms, influencer content, advertisements, and peer influence in shaping these
decisions. While the study provides meaningful insights into consumer behavior, it may be subject
to limitations such as sample size constraints and response biases; however, combining both
primary and secondary data enhances the reliability and depth of the findings.
Data Collection and Sampling:
Source Of Data

The research is based on primary data collected through surveys and questionnaires, and
secondary data on consumer behaviour and marketing trends.
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Methods Of Sampling
The study will use random sampling techniques to ensure diverse representation of
consumers based on age, income, and shopping habits.
Size Of Sampling
A sample size of 100 RESPONSE will be selected to ensure a broad and reliable dataset for
analysis.
FINDINGS
1. About 33% of participants admitted that they tend to buy products when urgency is created.
2. Positive reviews and testimonials were the top choice for 45% of respondents.
3. A considerable 36% of respondents indicated that they never engage in certain purchasing

behaviors.

4. Social media ads and influencers play a key role in product discovery for 37% of
respondents.

5. Nearly 42% of respondents reported spending less than 500 per month on trendbased
purchases.

6. Product quality and durability were the primary concerns for 45% of respondents while
shopping.

7. A majority of 39% regularly compare prices before finalizing a purchase.

8. Around 35% of respondents occasionally use credit to buy trending products.

9. Half of the respondents (50%) place a high priority on quality and durability when
purchasing them.

10. Social media was identified as a contributing factor to unnecessary spending by 48% of
respondents.

11. A significant 39% of participants make it a habit to research products before making a
purchase.

12. Concerns over product quality cause 36% of respondents to hesitate before buying trending
item.

13. Advertisements are believed to influence consumer behavior, according to 43% of
respondents.

SUGGESTIONS
1. Conduct a survey among different age groups to determine whether their recent purchases
were based on personal need or influenced by social media trends.
2. Analyze social media advertisements and influencer endorsements to compare engagement
levels and their direct impact on consumer purchasing decisions.
3. Track personal spending habits or those of a peer group over a month to categorize
purchases as necessity-driven or trend-driven and evaluate spending patterns.
4. Select a trending product and compare its sales data before and after being promoted by
influencers, identifying changes in demand and consumer behavior.
5. Create an experiment where the same product is marketed in two ways—one highlighting
its practical benefits and the other using influencer-style promotion— and compare
CONSuUMer responses.
6. Develop an awareness campaign focusing on how influencer marketing affects purchasing
decisions, providing strategies to help consumers make more informed choices
CONCLUSION

In today’s consumer-driven world, purchasing behavior is heavily influenced by both
necessity and social trends driven by influencers. Through the analysis of consumer decisions, it
is evident that while some individuals prioritize their personal needs, a significant portion of the
population is swayed by influencer marketing and trends. The balance between these two factors
is constantly shifting due to the rapid growth of digital media, changing consumer perceptions,
and the psychological impact of marketing strategies. One of the key findings in this study is that
necessity-based purchases are often driven by factors such as personal requirement, functionality,
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durability, and affordability. Consumers making such decisions rely on product reviews,
recommendations from trusted sources, and their own experience. These purchases are typically
planned and rational, reflecting careful consideration of long-term value rather than impulsive
buying.

On the other hand, influencer-driven purchases are largely motivated by aspirational and
emotional factors. Social media platforms, especially Instagram, YouTube, and TikTok, play a
significant role in shaping consumer choices. Influencers create a perception of exclusivity and
desirability around a product, leading to impulse buying behavior. This study found that many
consumers, particularly younger demographics, are more likely to purchase a product after seeing
an influencer’s endorsement, even if they had no prior need for it.

Another critical observation is the role of social proof and herd mentality in consumer decision-
making. When a product gains popularity through influencer marketing, it often creates a sense of
urgency or fear of missing out (FOMO), pushing individuals to make purchases they may not have
otherwise considered. This phenomenon is particularly evident in the fashion, beauty, and
technology industries, where trends change rapidly, and staying updated becomes a priority for
trend-conscious consumers.
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ABSTRACT

The efficiency of supply chain management (SCM) plays a pivotal role in the success of
retail marketing, particularly in highly competitive markets like India. This study explores the
strategies, challenges, and performance of supply chain management within Reliance Mart, one
of India's leading retail chains. The objective is to examine how Reliance Mart manages its supply
chain to ensure product availability, cost efficiency, and customer satisfaction. Through a
combination of primary data collection (surveys and interviews with store managers and supply
chain personnel) and secondary data analysis, the research identifies key practices such as
inventory management, vendor relationship management, logistics coordination, and the use of
technology in SCM. The study highlights the integration of modern technologies like ERP systems,
RFID tracking, and automated warehousing in enhancing SCM efficiency at Reliance Mart.
Findings reveal that while Reliance Mart has a robust supply chain infrastructure, it faces
challenges like demand forecasting inaccuracies, dependency on third-party logistics, and
disruptions during peak seasons. The research concludes with recommendations to improve agility
and resilience in the supply chain, including predictive analytics, improved vendor collaboration,
and the adoption of green logistics practices.

Keywords: Supply Chain Management (SCM), Retail Marketing, Reliance Mart, Inventory
Management, Logistics and Distribution, Retail Operations, Vendor Management, Demand
Forecasting, Retail Supply Chain, Procurement Strategy, Warehouse Management, Supply Chain
Efficiency, Customer Satisfaction, Supply Chain Integration, Indian Retail Sector.
INTRODUCTION

The role of supply chain in Indian organized retail is very significant for on it depends the
growth of this sector. The Indian Supply Chain Council have been formed to explore the challenges
that a retailer faces and to find possible solutions for India. The role of supply chain in the
organized retail sector in India should be a shelf- centric partnership between the retailer and the
manufacture for this will create supply chains that are loss free. This will also give rise to top and
bottom-line growth. In the organized retail sector in India the presence of fresh produce (vegetables
and fruits) is very small. This is so for the nature of supply chain is very fragmented. This shows
the important role of supply chain in the organized retail sector in India. In the organized retail
market in India, the role of supply chain is very important for the Indian customer demands at
affordable prices a variety of product mix. It is the supply chain that ensures to the customer in all
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the various offerings that a company decides for its customers, be it cost, service, or the quickness
in responding to ever changing tastes of the customer.
SIGNIFICANCE OF THE STUDY
¢ Reduced inventories along the chain
+¢ Better information sharing among the partners
+¢ Planning being done in consultation rather than in isolation
¢+ The benefits too would be reflected in terms of Lower costs
NEED OF THE STUDY
The research is been conducted to add to the knowledge on supply chain management
practices by exploring the relationship between strategic supplier partnership, customer
relationship, information sharing and supply chain responsiveness.
SCOPE OF THE STUDY
The world of retail has always been competitive and fast moving in the current climate,
where few are making sustained headway on sales and margin, agility and demand responsiveness
are at an even greater premium. For me this is about supply chain performance where failure can
threaten survival, and excellence can transform a company’s market position and financial
performance.
STATEMENT OF THE PROBLEM
Research has a problem of holding inventory as most of the FMCG goods mainly fruits
and vegetables that R-Fresh holds doesn’t get consumed the same day, which leads to wastage and
later the branch has to dump the goods leading to extra cost to the branch with regards to inventory.
It was noted that there was an average of 800 customers who used to walk in daily to the mart, and
more than 1000 during weekends.
OBJECTIVES OF THE STUDY
¢ To discuss role & importance of supply chain management in retail sector like Reliance
Mart
¢ To analyze the current Supply Chain Management practices followed in Reliance Mart
% To gain insight into the challenges into opportunities in developing supply chain in
Reliance Mart
RESEARCH METHODOLOGY
Sampling procedure Simple Random Sampling. The samples for data collection will be of
approximately 120 respondents. The data collected will be compiled for final tabulation and
Interpretation. Structured questionnaire will be used to collect primary data. Collected data will be
analyzed through Systematic Tabulation and Graphical Presentation
LIMITATIONS OF THE STUDY
+«» Sample size does not represent the total Population.
% There is a chance of giving wrong information by the respondents due to their busy nature
of jobs, as the data was collected from their work spot
FINDINGS
SIMPLE PERCENTAGE ANALYSIS
69.6% of the respondents are male
34.8% of the respondents are belong to the age group below 20 Yrs
30.4% of the respondents are again experienced below 11-15 Yrs and 15-20 Yrs
34.8% of the respondents salary is between 10001-15000
43.5% of the respondents are satisfied with the current public policy regarding SCM
56.5% of the respondents say JIT supply is helpful to manage their supply chain system.
43.5% of the respondents say general managing supply chain is not successful
82.6% of the respondents say company has a separate logistics department
34.8% of the respondents say fortnightly company place the order
78.3% of the respondents are slightly benefitted by using this SCM system
69.6% of the respondents say Integration with existing system is one of the problems
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>
>
>
>

>

47.8% of the respondents say warehouse management system is need to do order in
manage its supply chain

47.8% of the respondents are satisfied with the distributor delivery process

47.8% of the respondents are neutral with level supply chain & how its contributes to
company profitability

34.8% of the respondents say high cost of logistics is the one of the main challenges in
implementing a supply chain in their concern

56.5% of the respondents say companies strategic plan are clear

WEIGHTED AVERAGE ANALYSIS

>

>

Reduced supply chain cost gains more weightage than the other factors in the
benefits of supply chain

Leverage a Strong Distribution Network gains more weightage than the other factors
among the best practices in retail SCM

CHI-SQURE ANALYSIS

>

>

There is a significant difference between the age of the respondents and the method of
managing the supply chain

There is a no significant difference between having a clear logistics strategic plan and
managing the supply chain successfully

» There is a significant difference between Experience and challenges faced by the retailers
in implementing a supply chain
ANOVA ANALYSIS
» The respondents rating about the DC cost as % of sales will not differ across various

>

experience level of retailers
the respondents rating about the Safe delivery of products will not differ across various
genders of retailers

SUGGESSTIONS

>

Cross Docking —Grading of the farm produce should be moved to collection centers from
distribution centers. This will allow cross docking of the farm fresh products and non-
perishable products.

Store Inventory Management - currently reliance fresh requires stores to provide the
distribution centers with daily forecasts. Now, this can induce bullwhip effect at the
distribution center level causing high deviations in inventory levels at the warehouse.
Reliance Fresh can use an approach of store inventory management for all of the stores
products both perishable and non-perishable.

Everyday low pricing — reliance fresh at times provides products at discounts. This
induces its customers to buy more when the price is low and buy less when the price is
high. Rather reliance fresh can try to stabilize the price levels and provide an everyday low
price to the end customers. This would also help to reduce the bullwhip effect and improve
the supply chain efficiency.

Procurement strategy — reliance fresh should additionally focus on incentivizing
suppliers to produce crops on rotation basis through long term contracts. This would allow
better quality produce with lesser transportation costs

Plan inventory receipts: If you’ve planned sales by month, and ending inventories by
month, it’s easy to calculate how much inventory to bring in each month.

Plan markdowns: Planning markdowns goes hand in hand with planning inventories. If
we plan the date of the first seasonal markdown before the season even begins, we can plan
the inventory we want to have on hand at that point in time, and thus our markdown
percentage, as well as our markdown sales before our second markdown, as well as all
subsequent markdowns

SELP Journal of Social Science 24 Volume XVI, Issue 62



JULY - SEPTEMBER 2025 ISSN: 0975-9999 (P), 2349-1655(0)
CONCLUSION

Retail must continuously evolve to keep up with the changing wants, needs, and desires of

an increasingly fragmented consumer base. The four capabilities outlined above will continue to
be important criteria for retailers striving to achieve best-in-class status in the coming years.
However, SCM executives highlighted other areas that will form the foundation for future success.
Few retailers fully understand the total cost of acquiring, transporting, storing, promoting, and
ultimately selling their products. Several retailers are developing better systems that will track
complete item cost profiles. Those retailers that crack the code in this area will gain greater control
of mark-up / mark-down decisions. We expect this type of detailed cost knowledge will lead to
improved financial performance for the entire organization.
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ABSTRACT

The rise of social media has revolutionized marketing strategies across the globe, including
in smaller towns like Perambalur. This study explores the impact of social media marketing on
businesses and consumers within the Perambalur district. It examines how platforms such as
Facebook, Instagram, WhatsApp, and YouTube are being used by local entrepreneurs, small
businesses, and service providers to reach their target audience. The research analyzes the
effectiveness of various social media tools in promoting products and services, building brand
awareness, and engaging customers. A survey-based methodology was employed to collect
primary data from local business owners and consumers. The findings reveal a growing reliance
on social media for marketing due to its cost-effectiveness, wider reach, and real-time
communication capabilities. However, challenges such as lack of technical knowledge,
inconsistent engagement, and limited content creation skills were also identified. This study
concludes that social media marketing holds significant potential in transforming the local
business landscape in Perambalur when supported with the right strategies and training.

Key Words: Social Media Marketing, Local Entrepreneurs, Brand Awareness, Customer
Engagement, Cost-Effectiveness, Digital Literacy and Survey-Based Research.
INTRODUCTION

Along with incessant Globalization social media has emerged as the best platform for

Advertising and Marketing for companies. It increased the visibility of services and products.
For every businessman the only aim is how various marketing tools and techniques can increase
the number of selling services and products. The main aim of the study is to examine how social
media marketing will affect the final consumer behavior among persons who mostly use social
media websites and also to find out the forecasted relationships among various social media
marketing activities, customer activities and behavior of the consumer.

The Social media has changed the entire structure as to where the goods should be sold and
where to purchase online. Social media like Facebook Twitter, YouTube and Instagram are
dynamic tools that facilitate online relationships. It is a relatively low cost form of marketing and
allows organizations to engage direct and end-user contact. The choice of social media marketing
organization creates an influential impact of brands by recommending personalized consumer
choice.
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Market

The place where two or more parties interact to exchange goods or services is called the
market. The parties involved in such an interaction are known as buyers and sellers.
Marketing

Marketing is an activity or set of activities to promote a product or services. Marketing
includes advertising, selling, and delivering products to consumer or other businesses.
Social Media Marketing

Social media marketing (also known as digital marketing and e-marketing) is the use of
social media the platforms on which users build social networks and share information to build a
company's brand, increase sales, and website traffic.

Impact of Social Media Marketing

As per consumer socialization theory, communication with customers plays an important
role and its influence the psychological feature of the customer. It also has an impact on the attitude
of the customer. Social media networking sites provide an environment that enables the consumers
to communicate on the web which will have an important impact on consumer socialization
concepts.

What the major search engines seek for in terms of social media signals are the source's
authoritativeness and trust. Authoritativeness is different from Authorship. Authorship is a
function released by Google in 2011, which permits authors and publishers to add varied parts,
including photos, ratings and more details to search engine results pages.

Benefits of Social Media Marketing

Social marketing is an approach used to develop activities aimed at changing or
maintaining people's behavior for the benefit of individuals and society as a whole.
Increased Exposure:

Now a days the importance of Social Media Marketing has increased. Consumers and
Marketers are using Social Networking too much. The exposure increased now a day's which is
showing 92%.

Increased Traffic:

With the introduction of web based marketing the users are increasing day by day. The
Research says that consumers and even marketers use social networking sites too much and Due
to that site the traffic has increased day by day which is showing the research that traffic.

Social Media Marketing Techniques

The main purpose of social media marketing is communicating about the product to the
consumer and making it accessible to people who doesn't know about the product. Social media is
used by companies to promote the product to the prospective customers. Social media marketing
helps the consumers at various stages of the buying process.

There are large no of users in Facebook, Twitter and Google and there is huge exchange of
information which made the business firms use Social media to Interact with prospective
customers.

Instagram has hundred thirty million users monthly and twitter has two hundred ten million
monthly users and the average communication rate ranges from 1.46 percent on Instagram and
6.03% in the case of twitter. The cost involved in social media marketing is very less when
compared to ancient modes of advertisements using TV/Radio/Print channels. In Fact there is no
price involved when using social networking sites, it also covers a wide range of people.

Some Social Media Marketing Tools
1. Social Media.
Blog Marketing.
Social Bookmarking and Tagging
Social Analytics and Reporting
. Social Aggregation.
STATEMENT OF THE PROBLEM
The social experience in their search guides the components of the consumers buying
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behavior through Online Platforms and the Impact of Social Media in Marketing. Many Social
Media Marketing techniques like search engine optimization campaigns are used by businesses to
boost their businesses. There are many Data Analysis that shows Social Media is affecting the
Marketing behavior of customers.

» Social networking is used by about 76% of businesses in order to achieve their marketing

objectives.

» Business retailers experience about 133% increase in revenues after marketing their business

in the mobile market that promotes social media marketing value for their business.

» 40% of online shoppers from the US use the Smartphone for in-store shopping.
OBJECTIVES OF THE STUDY::

» To evaluate the various channels preferred by consumers for buying decisions over Traditional

Channels.
» To analyses the impact of Social media on consumer buying behavior.
» To study the growth of the E-Commerce industry in India along with the factors responsible
for it.
SCOPE OF THE STUDY
The Scope of this research is ultimately to understand many features, advantages of social
media marketing
Understand the behavior of the consumer, factors affecting consumer behaviour.
Traditional methods of marketing like Radio, Television are considered Upstarts with
guestionable staying power.
Many progressive business owners are dabbling in social media Marketing
The long term benefit of an effective broad scope social media marketing campaign cannot be
measured in days or weeks.
Bloggs, Twitter, Facebook fans, Diglinks, Skypeare various tools Adopted by customers as
well as marketers too.
PURPOSE OF THE STUDY

The purpose of this present study is to investigate the impact of Social media marketing on
individual attitude and perception. More specifically, this study will examine the perception of
social media marketing and how it affects purchasing decisions. Although several researches that
have been conducted on the effects of social media marketing on financial gains, the study's
interests are specifically towards the examined effects of the use of social media on brand
awareness and customer loyalty, which essentially could lead to an increase in business.
REVIEW OF LITERATURE

Literature review is among the most important steps in the process of any research work.
Literature review is to find out and understand the main objective of a particular subject or research
which has been taken by their searcher. It is a record which shows what has been done in this
regard in the recent past. Thus, it is the current trend in the selected subject when the review of
literature is made by the researcher.

Bikhchandani et al., (2018) In their research describes whether or not shoppers shall
purchase a product and whether or not they suggest a product to others. It concludes that the
shoppers try to show totally different levels of involvement in different situations wherever they
face with brand buying and recommending to others.

JiXiaofen et al., (2019) This paper has created a model of on-line spoken and opinion
people have influence on consumer's shopping intentions. The study has known that the massage
impression of on-line spoken and leader's comments have lot of influence on consumer's
temperament of shopping garments, the data of online spoken influence sits receiver's attitude
towards bran and consumer's temperament of buying clothes completely at the end.

Williams et al., (2020) In his study, Social media marketing influences perception, shopper
selection behavior. Buying decision and attitude from pre-purchase data phase to post-purchase
behavior.

Haclefendioglu (2021) His study brings to light that buyers are influenced by the opinion
of their friends on social media during their purchase decision. The study also states that the
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opinions of their friends in social media direct the consumers to take decisions for purchase of a
specific product or from a specific company.

Mir et al., (2022) Thousands of web newsgroups and chat rooms influence the purchase
decision of shoppers. The image of the brand increases when many users provide positive opinions
about the brand.

Garima Gupta (2023) In her paper analysed the influence of social media on product
buying. The results proved the actual fact that social media have an effect on product buying
intentions. Particularly, there's a powerful impact of 3 factors called information about product,
peer communication and the level of product involvement on shoppers purchase intentions with
respect to social media.

Aindrila Biswas et al., (2024) In her paper, aims to look at the influence of social media
on consumer selection behavior. The results state that users of social media inclined to have more
purchase intention than the occasional users.

NimaBarhemmati et al.., (2025) In their study, they found that Social Network Marketing
is becoming the most successful model in advertising. The results showed positive relationships
between consumer engagement of social media and their buying behaviors.

The researchers had found that the consumers who are using Facebook, twitter, WhatsApp
are maintaining their attitude towards social websites
RESEARCH DESIGN

Descriptive Research design has been used which clearly indicates that the study is about
the characteristics of individuals or investors towards their investments.

SAMPLE DESIGN

The sampling design is the definite plan for obtaining a sample from a given population
consists of number of items such as sample size, sampling unit, sampling technique, sampling area.
In the current research, mostly qualitative primary data collected through online gquestionnaires
with various types of customers through questionnaire which is pre coded and pre tested contacts:
whereas secondary data collected among various Social Websites, various Literature Review,
National. International Joumals and various Theses. Probability sampling design technique has
been used in this study.

SAMPLING TECHNIQUE

The sampling technique used in the project is Stratified Random Sampling. Stratified
random sampling is the procedure of dividing the population into different strata and choosing one
among them for analysis.

SAMPLE SIZE

The survey will be conducted on the basis of sampling methods. The total population is
200 customers. The researcher is going to develop sample design, the respondents will be
collecting the information from 200 customers that is 1% of the population were selected for the
present study in Perambalur city.

AREA OF STUDY

The selected area of study is Perambalur Town (Tamil Nadu).
PERIOD OF STUDY

The study was conducted for a period of three months from January 2025-Febuary 2025.
SOURCES OF DATA

The study used both primary data and secondary data.

Primary Data

The primary data was collected through 128 respondents.
Secondary Data

The secondary data was collected from reviewing various literature, internet and my
related books.

ANALYTICALTOOLS
Various tables and charts are used as a means for easy representation of data analyzed
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through Percentage Analysis.
SOFTWARE USED

Microsoft Excel SPSS Statistical Package for the Social Science.
HYPOTHESIS TESTING

The hypothesis will be tested by the following techniques.
CHI-SQUARE TEST

Chi-square is the measure which checks or evaluates the extent to which a set of the
observed frequencies of a sample deviates from the corresponding set of expected frequencies of
the samples. It is the measure of aggregate discrepancies actual and expected frequencies. This
distribution is called x2 distribution. It was first introduced by helmet in 1875. It is also known as
"goodness for fit. It is used as a test static in testing hypotheses that provides the theoretical
frequencies with which observed frequencies are observed.

FINDINGS

» Majority of the respondents are between 20-30 years old i.e 75%.

» In find that 93% of all marketers indicated that their social media efforts have generated more
exposure to their business, increased traffic was the second major benefit, with 87% reporting
positive results.

Majority of the consumer are respondents that they facing the problem while they are
doing online shopping i.e 64.1%.
Majority of consumer shows the respondents to often use internet for shopping is
occasionally le 40.6%.
Majority of the members respondents how much involved in the decision making
process for buying any product at his family level to moderate extent i.e 36.7%.
Majority of the members Shows the Respondents ever had online shopping for other
reason ile 53.9%.
Majority of the member responds that they sometimes rely on information available on
social media if they have uncertainties regarding a purchase i.e 37.5%.
Majority of the members are showing sometimes they change their initial after
searching relevant information via social media sites ie 47.7%.
Majority of members are agree to show the Respondents have higher credibility than
Advertisements/editorials/other marketing means on mass media i.e 45.3.
» Majority of the members are getting responds that social media have highest media
potential le 78.9%.
SUGGESTION
Social media is an essential piece of your business marketing strategy. Social platforms
help you connect with your customers, increase awareness about brand and boost your leads and
sales. 52% of social media marketers believe social media positively influence their companies
revenue and sales.
Identify the right social media channel
Make the most of live video
Create your brand store
Leverage user-Generated content
Use social friendly images
Utilize the power of employee advocacy
Get your timing right.
CONCLUSION
Social media is creating a great influence on the business all around the global. From
creating a clear image of their brands by sharing their pages on social platforms. And its consuming
valuable time. Social media also suggests the customer liked products through various Data
Analytics and Data Science technology. People follow brand pages on Social media to get
notification. Social media is not an option but a necessity of modern business. Hence, the new
social media marketing creates a lot of opportunities for new businesses and challenges to get
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customer space. And Social Media is occupying or shifting the traditional way of marketing to
Digital advertisements of businesses and their products.
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ABSTRACT

Research on the link between investments in ERP systems and organizational performance
has often led to mixed results. Besides internal organizational factors, many external contextual
factors come into play. This study examined the role of firm size, industry, and duration of ERP
system's use in influencing the performance impact of ERP systems through moderating the
relationships between antecedent variables, ERP-induced benefits, and improvement in overall
organizational performance. Using a sample of 200 participant firms, and structural equation
modeling (SEM) analysis, the author confirmed the significant role of business process re-
engineering and organizational fit and alignment as antecedents to ERP-induced benefits in
information quality, and coordination/integration.

Keywords: Business Process Re-Engineering, Contextual Factors, Enterprise Resource
Planning,etc,.
INTRODUCTION OF THE STUDY

Implementing ERP enhances an organization's capacity and performance. Post-
implementation evaluation is needed to determine the organization's potential and the system's
value. Adopting new technologies is expected to enhance the organization's overall efficiency.
Each identified thematic area affects an organization's ability to use its ERP system effectively and
efficiently to achieve previously identified benefits. In addition, the study found that Refinement
Software Solutions Pvt Ltd organizations focus on the benefits of implementing ERP rather than
the associated costs. Finally, organizations can better plan for the future benefits of replacing or
updating ERP systems. Small and medium enterprises have played an important role in economic
development.

Implementing ERP (Enterprise Resource Planning) In a Software Company involves Several
Key Steps:

Needs Assessment:

"To begin the ERP implementation process in a software company, it is essential to conduct a
thorough needs assessment. This involves identifying and analyzing specific requirements unique
to the organization. The assessment should delve into existing processes, workflows, and pain
points, providing a comprehensive understanding of what the ERP system needs to address.
Select ERP Software:

“Once the needs are identified, the next step is to research and choose an ERP system that aligns
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with the software company’s requirements. Considerations should include scalability,
customization options, and features tailored to the industry. The selection process plays a crucial
role in determining the success of the overall implementation.

Project Team Formation:

Forming a dedicated project team is paramount to ensure a collaborative and well-
coordinated effort. The team should comprise members from various departments, including IT,
finance, operations, and other relevant areas. This diverse representation ensures that the ERP
implementation considers the perspectives and requirements of different stakeholders within the
organization.

Customization and Configuration:

Customizing and configuring the chosen ERP software is the subsequent step. Tailoring the system
to meet the unique needs of the software company involves configuring modules, workflows, and
user access levels. This stage is pivotal in aligning the ERP system with the specific processes and
operations of the organization.

Data Migration:

The smooth migration of existing data to the new ERP system is a critical aspect of the
implementation process. Planning and executing data migration require meticulous attention to
detail to ensure data accuracy and integrity throughout the transition. Proper data migration sets
the foundation for a seamless ERP system operation.

Training:

Training employees on how to effectively use the ERP system is paramount for successful
implementation. Providing comprehensive training sessions ensures that users understand the
functionalities, workflows, and benefits of the new system. Ongoing support and resources for
continuous learning should be part of the training strategy. These foundational steps form the basis
for a successful ERP implementation in a software company, setting the stage for subsequent
stages such as integration, testing, pilot implementation, and ongoing evaluation and optimization.
Effective communication and collaboration among team members are critical throughout the entire
process.

SCOPE OF THE STUDY

The scope of this study encompasses a comprehensive exploration of the impact of
Enterprise Resource Planning (ERP) systems on organizational performance, with a specific focus
on Sakthi Info Tech situated in Salem. The investigation will delve into the direct effects of ERP
implementation on various facets of the company’s operations, including efficiency, productivity,
decision-making processes, and overall competitiveness. The study aims to provide a detailed
understanding of the challenges and opportunities associated with ERP adoption at Sakthi Info
Tech, offering insights into the unique contextual factors influencing the outcomes of the
implementation. While focusing on the specific case of Sakthi Info Tech, the research will aim to
derive broader implications and lessons for the technology sector, contributing context-specific
insights to the existing body of knowledge on ERP impact
NEED OF THE STUDY

The study on the impact of ERP systems in organizational performance, with a special
reference to Sakthi Info Tech at Salem, is motivated by the growing significance of Enterprise
Resource Planning (ERP) in the contemporary business landscape. As businesses increasingly
adopt ERP systems to streamline their operations, there is a need to understand the specific effects
and contributions of such systems on organizational performance. Sakthi Info Tech, situated in
Salem, serves as a unique case study for exploring the implications of ERP implementation in a
specific organizational context. The need for this study arises from the desire to fill existing
knowledge gaps regarding how ERP systems influence various facets of organizational
performance, including efficiency, productivity, decision-making processes, and overall
competitiveness
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OBJECTIVES OF THE STUDY
» To identify and analyze challenges faced during ERP implementation at Sakthi Info Tech.
» To investigate opportunities created by ERP systems to improve efficiency and
competitiveness.
» To provide practical recommendations based on findings to enhance ERP utilization.
» To contribute context-specific insights to the knowledge on ERP impact in the technology
sector, focusing on Salem.
REVIEW OF LITERATURE

Arvind Kumar Sharma, DP Sharma (2019)1 conclude that Companies worldwide have
made substantial investments in installing & implementing SAP ERP systems. Some of the unique
challenges in managing enterprise-wide projects which were highlighted through the findings
included the challenge of re-engineering business processes to 'fit' the process which the SAP ERP
software supports, investment in recruiting and reskilling technology professionals, the challenge
of using external consultants and integrating their application specific knowledge and technical
expertise with existing teams.

Rohit Kenge and Zafar Khan (2019) conclude that RP system integrates all the functions
in an organization like finance, marketing, manufacturing, and human resource with an advance
real-time data collection, processing, and communication with very fast speed and allowing the
organization for a quick decision on the real-time issues to control the complete business process
day today. Integrated Wisdom for ERP Success demonstrates how to create wisdom for applied
ERP executions that provide substantial savings and the competitive advantage.

Kees Boersma (2019) discussed in this paper, we present a case study of the restructuring
of an ERP system within a manufacturing company, in particular the combination of Material
Requirement Planning (MRP) with a Just In Time (JIT) material management procedure at the
assembly lines. It also provides a discussion on how an ERP execution can be applied as a catalyst
for lifelong organizational wisdom. Executing an ERP system can cost three to ten instances the
authentic software purchase price. Can’t afford to waste money or instance in the areas of ERP
education.

RESEARCH METHODOLOGY

Research methodology is the way where the researchers have to conduct their research. This is
the process where the researchers formulate their problems and objective and present the obtained
results from the obtained data. A research methodology involves specific techniques that are
adopted in the research process to collect, assemble and evaluate data.

Research Design:

The research design is the basic framework or a plan for a study that guides the collection of
data and analysis of data. In this survey and the design used is Descriptive Research Design. It
includes surveys and fact-finding enquiries of different kinds. The major purpose of descriptive
research is description of state of affairs, as it exists at present.

Target Population

The unit of study is what is referred to as a population in the study; it refers to all the
characteristics which will be used in making some inferences while a sample population refers to
the carefully selected members of the target population who serve as a representative section of
that population. The target population comprises employees of Sakthi Info Tech in Salem. The
study unit encompasses all employees, and the sample population, selected through convenience
sampling, consists of 120 individuals, representing a subset of the broader employee base.
Methods of Data Collection:

Primary data is collected through questionnaires distributed to employees, focusing on their
experiences and perspectives regarding the impact of ERP systems on organizational performance.
Secondary data is sourced from relevant company documents and records.

Sampling Technique:
The Convenience Sampling Method is used for the survey. Convenience or opportunistic
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sampling is the crudest type of non-random sampling. This involves selecting the most convenient
group available. Due to the small number of the entire study population and its easy accessibility,
the census method was employed. The census method is designed to collect information from each
and every member of the population. It enables the researcher to gather sufficient information to
assist in analysis and arriving at accurate results. The sample size of 120 is determined to provide
a representative subset for analysis. Sampling Unit: The sampling unit is the employees of Sakthi
Info Tech Sampling Area: The sampling area is the organizational premises in Salem 8 Sample
Size: The sample size is set at 120 individuals, ensuring a manageable yet representative number
for the study.
Tools in the Study:
Simple percentage analysis and tabulation is used to analysis the data. Pie chart and bar diagram
is used to give pictorial representation to the analysis.

» Percentage analysis

» Chi-square analysis

» Correlation
DATA ANALYSIS AND INTERPRETATION

TABLE NO: 1
CHI-SQUAREANALYSIS

The relationship between the age of the respondent and the opinion that the ERP system has

positively impacted the overall performance of the organization.

Age/ERP system has positivelyStrongly |Agree [Neutral [DisagreelStrongly [Total

impacted overall performance |agree disagree
Below25years 5 4 3 3 3 18
26 — 35 years 12 10 7 7 4 40
36 — 45 years 10 8 6 5 3 32
46 — 55 years 6 6 4 4 2 22
Aboveb5years 2 2 2 1 1 8

Total 35 30 22 20 13 120

(Source: Primary Data)

NULL HYPOTHESIS

Ho: Thereisnosignificantrelationshipbetweentheageoftherespondentandthe opinion that the ERP

system has positively impacted the overall performance of the organisation.

ALTERNATIVE HYPOTHESIS

Hq: There is a significant relationship between the age of the respondent and the opinion that the

ERP system has positively impacted the overall performance of the organisation.
TABLENO-4.4

Particular Observed Expected (O-E)? (O-E)YE
Frequency(O) Frequency€
R1Cy 5 53 0.1 0.0
Ri1C> 4 45 0.3 0.1
Ri1Cs 3 3.3 0.1 0.0
R1Cq4 3 3 0.0 0.0
R1Cs 3 1.9 12 0.6
R2Cy 12 11.6 0.2 0.0
R2C: 10 10 0.0 0.0
R2C3 7 7.3 0.1 0.0
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R2C4 7 6.6 0.2 0.0
R2C5 4 4.3 0.1 0.0
RsCy 10 9.3 0.5 0.1
RsC2 8 8 0.0 0.0
RsCs 6 58 0.0 0.0
RsC4 5 53 0.1 0.0
RsCs 3 34 0.2 0.0
R4Ca 6 6.4 0.2 0.0
R4C2 6 55 0.3 0.0
R4Cs 4 4.0 0.0 0.0
R4C4 4 3.6 0.2 0.0
R4Cs 2 2.3 0.1 0.0
RsCy 2 2.3 0.1 0.0
RsC> 2 2 0.0 0.0
RsCs 2 15 0.3 0.2
RsC4 1 1.3 0.1 0.1
RsCs 1 0.9 0.0 0.0
Calculated value 14

Degreeoffreedom(v) =(R-1) (C-1) =(5-1) (5-1)=16

Levelof Significance =5%

Tablevalue(TV) =16.916

Calculatedvalue(CV) =14

CV<TV =HoisAccepted

RESULT

Since the calculated value is lesser than the table value, the null hypothesis is accepted. There is
no relationship between the age of the respondent and the opinion that the ERP system has
positively impacted the overall performance of the organisation.

FINDINGS

» Majority85%oftherespondentsaremale.

» Majority 36% of the respondents are strongly agree that ERP system made tasks more
efficient

» Majority 54% of the respondents are agree that ERP system enhanced data accuracy and
reduced errors

» Majority61%oftherespondentsagreethatERPsystemuser-friendlyandeasyto navigate.

» Majority 69% of the respondents are agree that ERP positively impacted daily work
efficiency

» Majority73%oftherespondentsareagreethatERPimprovedcollaborationand communication.

» Majority57%oftherespondentsareagreethataddressesandresolvesissues encountered with
ERP system.

» Majority52%oftherespondentsareagreethatreceivedsufficienttrainingandsupport to
effectively.

» Majority 69% of the respondents are agree that encountered challenges in using the ERP
system.

» Majority30% of the respondents are strongly agree that organization address ERP-related
challenges.

» Majority 62% of the respondents agree that ERP system improve clarity of their job
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responsibilities and tasks.

Majority 58% of the respondents are agree that ERP system contributes more positive work

environment.

Majority 75% of the respondents are agree that ERP system has positively influenced job

satisfaction.

Majority74%oftherespondentsagreethattheyfeelmoreengagedintheirwork ~ since  the

implementation of the ERP system.

» Majority 46% of the respondents are agree that regular feedback sessions on the ERP
system.

CONCLUSION

The study on the impact of ERP systems on organizational performance at Sakthi Info Tech
in Salem provides valuable insights into the effectiveness of ERP implementation and its influence
on employee experiences. The findings underscore the significant positive impact of ERP systems
on various aspects of organizational functioning, including workflow efficiency, data accuracy,
collaboration, and job satisfaction. Despite encountering challenges, such as the need for additional
training and occasional system-related issues, the majority of respondents expresses satisfaction
with the ERP system and acknowledges its contribution to enhancing overall performance.

Recommendations stemming from the study highlight the importance of on-going training,

feedback mechanisms, customization, and effective communication to maximize the benefits of

ERP systems.
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ABSTRACT

Employee training programs play a crucial role in enhancing work force skills, productivity,
and overall organizational performance. This study assesses the effectiveness of training programs
in improving employee performance by Examining key factors such as skill development,
knowledge retention, job efficiency, and motivation. A mixed- methods approach, incorporating
surveys, interviews, and performance evaluations, is used to gather insights from Employees and
management across various industries.

INTRODUCTION OF THE STUDY

Training and Development is the framework for helping employees to develop their
personal and organizational skills, knowledge, abilities, and attitude. Globalization and
liberalization is pushing organizations towards a steep competition. Organizations are trying their
level best to sustain in this competitive environment. In such situation the maximum result is the
minimum requirement and survival of the fittest employee is the rule of the game. Organizations
need the fittest employee who is sharp enough to perform their best for that organization. This
calls for high competency and attitude, which may not be readily available in the employees of
that organization. This competency gap can be filled with a well-designed training and
development program.
STATEMENTOFTHEPROBLEM

The purpose of this study is to assess the effectiveness of training programs on employee
performance at [Organization Name], with a focus on identifying the impact of training on job
knowledge, skills, and behaviors, and determining the return on investment (ROI)oftraining.
Identify Business Impact: Design and develop your training to meet the company’s overall goals.
Keeping business goals in focus ensures training and development makes a measurable impact.
Critical Thinking: What must your learners know to perform their jobs well? Distinguish critical
knowledge from nice-to-know information to identify what content should be in the course, and
what should be in optional resources.
Layer Training Methods: The most effective training programs use layered, sustainable learning
activities to create performance improvement over time.
Evaluate Effectiveness and Sustain Gains: Employees’ need for training and support don’t end
when they get back to work. In fact, continued support is required to ensure that initial training
sticks. Measurable learning objectives are the foundation for you to evaluate an initiative’s impact
Importance of Training and Development Optimum utilization of Human resources
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Development of skills

To increase the productivity

To provide the zeal of team spirit

For improvement of organization culture
To improve quality, safety
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OBJECTIVESOFTHE STUDY

» Determine the need of training and development for individuals or teams

» Establish specific objectives & goals which need to be achieved

» Select them methods of training.

» Conduct and implement the programs for employees

» Evaluate the output and performance post the training and development sessions.
SCOPE OFTHE STUDY

The study focuses on evaluating the effectiveness of training programs conducted for
employees within an organization. It covers various aspects such as the relevance of training
content, delivery methods, employee participation, knowledge gained, and the application of skills
in the work place. The study is limited to the views and feedback of employees who have
undergone training during a specific period. It aims to understand how training influences
employee performance, motivation, and job satisfaction. The study also helps in identifying the
strengths and weaknesses of existing training practices and provides suggestions for improvement.
RESEARCHMETHODOLOGY HYPOTHESES

The study is intended to test following hypotheses:

Selected automobile company adopts systematic approach towards its training activities.
Training activities conducted by the selected automobile company prove beneficial to the trainees
and help in increasing their effectiveness.

TYPEOFRESEARCH

Post Facto Research methodology is used in this research. This consists of mainly a
descriptive style investigation to find out effectiveness of Training & Development system. The
present research study is descriptive by nature and therefore, data are collected from both primary
and secondary sources. Secondary data were collected through comprehensive literature review
and internet. Other secondary sources included previous studies, journals, reports, magazines,
newspapers and books. The primary data were collected from field visits of various units carrying
out training and development programmes. The present study is also empirical and analytical
therefore it relies on observation, interviews and survey.

LIMITATIONSOFTHESTUDY

Training is a costly affair and expensive process.

Training may result dislocation of work and loss of output because regular office work is likely to
be interrupted or delayed because of the time spent in training.

Sometimes, it is difficult to obtain good training instructors and leaders.

Self-reliance and capacity for new ideas might be stiffed.

SUGGESTIONS

Employees can be highly motivated to do their job by

Promotion can be given to the employees based on their performance rating.

Since motivation leads to employee retention, can given importance in implementing its strategies.
Suggest taking measure in strengthening the retention policies.
Makedepartmentwiseclassificationandidentifywherethereisahigherturnoverand take necessary
actions

CONCLUSION

Effective managing retention in your organization isn’t easy. It take sex tensive analysis, a
thorough understanding of the many strategies and practices available and the ability to put
retention plans into action and learn from their outcomes. But given the increasing difficulty of
keeping valued employees on board in the face of major shifts in the talent landscape, it is well
worth the effort. To get the most from your retention management plans, you will need to analyze
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the nature of turnover in your organization and the extent to which it is a problem.

Understand research findings on the drivers of employee turnover and the

waysinwhichworkersmaketurnoverdecisionsitshouldaffectedproductivity. Job Design,
implements, and evaluates strategies to improve retention in ways that meet your organization’s
unique needs. This research guidelines, and examples provided in this report will help you tackle
this challenging but crucial responsibility.
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ABSTRACT
Artificial Intelligence (Al) is significantly reshaping management education by enhancing
personalized learning, streamlining administrative processes, and enabling data-informed
decision-making. Al tools—including intelligent tutoring systems, machine learning algorithms,
and immersive simulations—are transforming conventional pedagogical approaches. Studies
show Al-based automation can enhance learning outcomes by up to 30% and reduce
administrative workload by 40%. This paper explores the growing role of Al in management
education, highlighting its advantages, implementation challenges, and emerging technological
trends. Additionally, it discusses tools like Al-powered virtual reality, peer-learning platforms,
and blockchain-based credentialing. The paper concludes by emphasizing the need for ethical
integration, faculty training, and sustainable adoption strategies. Future research should focus on
inclusive Al frameworks that blend traditional methods with advanced technologies to optimize
educational outcomes and institutional performance.
Keywords: Artificial Intelligence, Management Education, Personalized Learning, Adaptive
Learning, Al Analytics, Virtual Reality, Higher Education, Ethical Al
INTRODUCTION
The evolution of management education has been significantly influenced by technological
advancements. Among these, Artificial Intelligence (Al) stands out as a transformative force. It
has introduced personalized learning, intelligent tutoring systems, and streamlined administrative
operations. According to the World Economic Forum (2023), Al-driven automation in education
can potentially improve student learning outcomes by 30% and reduce administrative burdens by
40%. This paper aims to investigate the influence of Al on management education and examine
the associated challenges.
LITERATURE REVIEW
1 Personalized Learning: Al facilitates personalized education by adapting content to
suit individual learning styles. Research by Brown & Jones (2020) and Smith et al.
(2021) confirms that Al analytics enable instructors to identify strengths and
weaknesses, allowing for targeted interventions. McKinsey & Co. (2022) reported that
75% of global business schools have adopted adaptive Al technologies.
2 Administrative Efficiency: Al automates grading, scheduling, and student support.
Patel (2019) found that Al chatbots enhance student engagement and responsiveness.
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Al tools have reduced response times by 50% and increased operational efficiency by
35% (EdTech Trends Report, 2023).
3 Experiential Learning: Al-driven simulations and case studies offer practical
learning environments. Tools like predictive analytics allow students to engage in
realistic business problem-solving. Harvard Business Review (2023) noted a 60%
improvement in student satisfaction with experiential Al tools.
4 Challenges in Adoption: Despite its benefits, Al adoption faces hurdles such as data
privacy, faculty reluctance, high implementation costs, and ethical concerns. Around
40% of faculty members express apprehension about Al’s impact on critical thinking
(Journal of Higher Education Policy, 2023).
Emerging Trends in Al and Management Education
» Al-Powered Analytics: Advanced analytics and learning management systems (LMS) are
being used to refine curricula and monitor student progress.
» Virtual and Augmented Reality: Business schools are incorporating Al-powered VR/AR
to simulate real-world scenarios.
» Peer Learning Platforms: Al-facilitated collaborative platforms promote teamwork and
knowledge exchange.
» Blockchain Integration: Combining Al and blockchain technologies ensures secure,
verifiable academic credentialing.
Real-Time Applications of Al in Education
Several platforms and institutions are actively leveraging Al:
Coursera & EdX: Use Al for personalized learning paths and adaptive testing.
Carnegie Learning’s MATHia: Offers Al-based math tutoring tailored to each learner.
IBM Watson: Assists educators in analyzing student data to identify gaps.
Duolingo: Adapts language lessons to suit individual progress.
Squirrel Al (China): Customizes learning content based on performance.
Google Socratic: Provides Al-powered homework help.
Turnitin: Uses Al to detect plagiarism and assess writing quality.
Chatbots in Universities: E.g., Georgia Tech’s Jill Watson answers academic queries.
Harvard Business School & INSEAD: Use Al simulations for teaching decision-making.
Blockchain Credentialing: Institutions like MIT apply blockchain for secure academic
records.
DISCUSSION
Al is revolutionizing management education by enhancing accessibility, customization,
and operational effectiveness. It enables data-driven instruction and research while supporting
real-time performance tracking. Nonetheless, challenges such as lack of faculty training, ethical
dilemmas, and implementation costs must be addressed. Institutions must align Al tools with
learning goals and maintain transparency to ensure equitable educational experiences.
CONCLUSION
Acrtificial Intelligence is paving the way for innovation in management education. While
the benefits are numerous—including better learning outcomes, higher engagement, and increased
efficiency—challenges like ethical concerns, cost, and resistance to change persist. The future of
Al in education lies in its thoughtful integration alongside traditional teaching, ensuring that
human values and critical thinking remain central. Further research should aim to build sustainable,
inclusive Al frameworks to maximize educational and institutional success.
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ABSTRACT

The study titled “A Study on the Impact of Artificial Intelligence (Al) in HR Function at
GVN Riverside Hospital — Trichy” aims to evaluate the influence of Al technologies on various
human resource (HR) functions within the organization. The research was conducted among
employees of GVN Riverside Hospital using a convenience sampling method. A total of 120
respondents were selected from a population of 480 employees. The data collected was analyzed
using percentage analysis and correlation to identify trends and relationships. The findings
highlight the extent to which Al-driven tools are integrated into HR operations such as
recruitment, performance management, employee engagement, and training. Results indicate that
Al has significantly improved efficiency and accuracy in HR processes, leading to enhanced
decision-making and employee satisfaction.

Keywords: Artificial Intelligence, Human Resource Management, Convenience Sampling,
Percentage Analysis, Correlation, GVN Riverside Hospital
INTRODUCTION OF THE STUDY

The Healthcare system must undergo significant structural and transformational changes
to ensure its sustainability. Al has potential to transform healthcare and address some of these Al
has been welcomed by healthcare systems around the world, which struggle to fulfil the "quadruple
objective” of improving the health and well-being of their patients, healthcare access, cost-
effectiveness and improving the lives of healthcare workers.
HR playsa vital role in recruiting, managing, and retaining skilled healthcare professionals. With
Al integration, HR processes are becoming more streamlined and data-driven, enabling hospitals
to address work force challenges effectively. Al tools assist in automating repetitive tasks such as
recruitment, employee scheduling, performance evaluations, and compliance management. This
allows HR Professionals to focus on strategic decision-making and employee engagement, thereby
improving overall organizational efficiency.
OBJECTIVE OF THE STUDY
PRIMARY OBJECTIVE

To analyse is impact of artificial intelligence (Al) on HR function in GVN Hospital in
Trichy.
SECONDARY OBJECTIVE
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» To study work force Planning & Predictive Analytics
» To study ensuring Compliance & Risk Management
» To study enhancing Training Development
SCOPE OF THE STUDY
» The study focuses on the HR functions at GVN Riverside Hospital.
» It covers the impact of Al on “Recruitment, Employee engagement, Performance
management, and Training.”
» The study is limited to GVN Riverside Hospital and does not include comparisons with
other hospitals.
LIMITATIONS OF THE STUDY
Data Privacy& Security Concerns
Lack of Human Touch in HR Processes
High Implementation Costs
Risk of Bias in Al Algorithms
Resistance to Al Adoption
Limited Contextual Understanding
Dependence on Data Quality
Legal & Ethical Challenges.
D OF THE STUDY
Recruitment Acquisition
Employee On boarding
Workforce Management & Scheduling
Employee Engagement
Payroll & Benefits Administration
Risk Management
Challenges of Al in Hospital HR
Data privacy concerns with Employee information.
Resistance to Al adoption among hospital staff.
Need for human oversight to ensure ethical use.
IMPORTANCE OF THE STUDY
» Talent Acquisition
» Employee Training & Development
» Performance Management
» Employee Well-being & Retention
» Compliance Management
LITERATURE REVIEW
A wide range of techniques, tools, and philosophies can be used to plan human resources and
monitor their work and in this way, you can be sure that the right staff will be available, face-
recognition systems are one of the most widely used Huang and Alhlffee 2023.
Today. Al has penetrated various organizational processes. Intelligence machines will soon take
the place of many humans in decision-making. Al determines its strength in organizational
decision-making processes in conditions of uncertainty, complexity, and ambiguity with more
calculations, information processing capacity, and analytical and cognitive approach when dealing
with complexity. Al can be used to support essential businesses in times of crisis Jarrahi 2018.
RESEARCH METHODOLOGY
Research is the specific procedures or techniques used to identify, select, process and
analyses information about a topic. This chapter provides a presentation of the research
methodology that was used in this study.
SAMPLING
Convenience sampling is a non-probability sampling method where researchers select
participants based on their easy availability and willingness to participate.

VVVYVYYVYVVYY

NE

m

VVVVVVVVYVYY

SELP Journal of Social Science 46 Volume XVI, Issue 62



JULY - SEPTEMBER 2025 ISSN: 0975-9999 (P), 2349-1655(0)

POPULATION

A population is the entire group from where the data are drawn. The population of the study
is 480.

SAMPLINGSIZE

The sample size is an important feature of any study in which the goal is to make inferences
about 120 a population from sample.
METHODS OF DATA COLLECTION

Data collection is a process of gathering information from all relevant sources to find a
solution to the research problem.
Primary data

The data that has been generated by the researcher, surveys, interviews, experiments,
specially designed for understanding and solving the research problem at hand.
Secondary data

Secondary data are the data that has previously been gathered and can be accessed by
researchers. It is collected through various articles, research, and blogs.
STATISTICALTOOL

It is a set of techniques that allow the process improvement and the reduction of errors for
trouble shooting.
PERCENTAGEANALYSIS

Percentage Analysis is one of the basic statistical tools which is widely used in the analysis
and interpretation of primary data. It deals with the number of respondents' responses to a
particularquestionasapercentagearrivedfromthetotalpopulationelectedforthe study.

No.ofrespondents
Percentage analysis= ~ ------------------------- 100
Totalrespondent
CORRELATION:

Correlation is a statistical measure that expresses the extent to which two variables are
linearly related. It is a common tool for describing simple relationships without making a statement
about cause and effect.

>XY

r=

V(X% (2Y?)
CORRELATION
The table shows that Al driven insights for strategic HR planning between Al can monitor and
improve employee satisfaction level.

X Y X2 Y2 XY
12 14 144 196 168
39 31 1521 961 1209
33 30 1089 900 990
33 41 1089 1681 1353
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YX=116 YY=116 YX2=3843 3Y?=3738 YXY=3720

Significationleave=(0.05%)
r= 3720

231,725.85

r= 0.0160
INTERPERTATION
This is possible correlation there is a relationship between reason Al driven insights
forstrategicHRplanningbetweenAlcanmonitorandimproveemployeesatisfactionlevel.
FINDINDS
1 The majority 28% of the respondents are between the age groupof18-24.
2 The majority 30% of the respondents are between the income groupof15,000-24,000.
3 The majority 69% of the respondents are between the gender group of women.
4 The majority 49% of the respondents are between the Education qualification group of
bachelor.
SUGGESTIONS
1 AppStore Optimization (ASO)
» Use relevant keywords in the app title and description.
» Optimize screenshots and videos to showcase the app’s features.
» Encourage users to leave positive reviews and ratings.
2 Social Media Marketing
» Run targeted ads on Facebook, Instagram, and TikTok.
» Create engaging content like behind-the-scenes videos, user-generated content, and
contests.
» Collaborate with influencers to promote the app.
3 Loyalty & Referral Programs
» Offer rewards, discounts, or cashback for app downloads and purchases.
» Implement a referral system where users get benefits for inviting friends
CONCLUSIONS
Nowadays everything is possible using mobile. Customers are preferring mobiles for
shopping to save their time there is great opportunity for retailers, they should start developing
their own mobile applications considering with. customer need and expectations to provide them
a good shopping experience.
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ABSTRACT

Technical analysis is a method used to evaluate securities and identify trading
opportunities by analyzing statistical trends gathered from trading activity, such as price
movement and volume. This study aims to examine the effectiveness of technical analysis tools in
predicting stock price movements and making investment decisions. The focus is on the application
of technical indicators like Moving Averages, Relative Strength Index (RSI), MACD, and Bollinger
Bands on selected equity shares to assess their trends and trading signals.

Keywords: Technical Analysis, Equity Shares, Stock Market, RSI, MACD, Moving Averages,
Trading Signals, Investment Strategy
INTRODUCTION
The stock exchange or secondary market is a highly organized market for the purchase and

sale of second hand quoted of listed securities. The securities contracts (Regulation) Act 1956
defines a stock exchange as “an association, organization or not, established for the purpose of
assisting, regulating and controlling business in buying, selling and dealing in securities”. Of all
the modern service institutions, stock exchange plays a crucial agents and facilitators of
entrepreneurial progress. After the industrial resolution, as the size of the business enterprises
grew, it was no longer possible for individual person or even partnerships to raise such huge
amount for undertaking these ventures. Such huge requirements of capital can be met only large
number of individuals. These investors could be expected to participate actively only if investment
is liquid or they could sell a part of their stake whenever they wish to generate cash. This liquidity
can be achieved through shares and debentures representing smallest units of ownership and
lending represented by the public. The institution where these securities are traded is known as
stock exchange. This stock exchange is one of the most important institutions in the capital market.
Objectives of the Study

» To understand the concept and scope of technical analysis.

» To evaluate the effectiveness of technical analysis tools.

» To analyze trends and generate trading signals using technical indicators.

» To provide insights into investment strategies based on technical findings.
SCOPE OF THE STUDY:

» The study helps to find out the future trends in the price of Equity share.

» The Study covers for a period of 1 year.
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» The better understanding of the stock market trend will facilitate allocation of financial
resources to the most profitable investment opportunity.
LIMITATIONS OF THE STUDY:
» There is no guarantee that what has worked for over a hundred and fifty years in the past
may continue to work in the future.
» The study is confined to 1 years only and hence the changes taken place before and after
these periods have not been taken into considerations.
» The study is confined only to three months in case of money flow index.
RESEARCH METHODOLOGY
Type of Research: Analytical
Sources of Data:
» Secondary Data from websites like NSE, BSE, Moneycontrol, and Yahoo Finance.
» Period of Study: 6 months
» Sample: Selected equity shares from NIFTY 50 (e.g., Reliance Industries, Infosys, TCS)
Tools Used:
» Moving Averages (SMA & EMA)
» Relative Strength Index (RSI)
» Moving Average Convergence Divergence (MACD)
» Bollinger Bands
» Candlestick Patterns
REVIEW OF LITERATURE

Prof. Leopold A. Bernstein (1975) in his article had defended the function and value of
fundamental investment analysis as the basis of successful investment in equity shares. He had
argued that even though psychological and other factors accounted 50% of price changes the other
50% of it was only due to fundamental factors.

Balasubramaniam. K. (1994) examined the behavior of stock returns in India. He took the
daily and weekly prices of 90 shares listed in BSE. He applied auto correlation analysis; runs test
and filter techniques for the study. He concluded that share price behavior is not random and hence
random walk hypothesis cannot be established for Indian stock market.

Prakash.L. Dheeriya studied the early movement of stock market indices of major rational
stock exchanges of 16 countries over the period of 1987 crash. He used time series of daily stock
market indices at closing time. He found evidence of co-integration between stock indices of some
small European countries.

Eugene F. Fama studied, “the Behavior of stock market prices”. The main objective of the
theory is to find answer to the question: to what extent can be used to make meaningful predictions
concerning the future prices of stocks?

Chan and Chen (1991) examined the difference in structural characteristics that lead firms
of different size to react differently to the same economic news. By using time series analysis they
found that return difference between small and large firms could be captured by the responses of
high leverage firms and marginal firms to economic views.

Ritter (1988) analyzed the buy/ sell details of NYSE stocks over a period of 15 years from
Dec 17, 1970 to Dec 16, 1985. Ritter proposed the “parking- the —proceeds” hypothesis i.e., the
individual investors who sell the stocks prior to the late December for tax loss selling and they buy
the shares in early January, mostly small stocks. He concluded that the ratio of stock purchases to
sales by individual investor displays a seasonal pattern, with individuals having a below-normal
and buy/sell ratio in late December and above normal ratio in early January.

Tools of Technical Analysis

Moving Averages

Helps in identifying trend direction. A crossover between short-term and long-term moving
averages generates buy/sell signals.

RSI (Relative Strength Index)
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Measures the speed and change of price movements. RSI values above 70 indicate
overbought conditions, and below 30 indicate oversold.
MACD
MACD line crossing above the signal line is a bullish signal; crossing below is bearish.
Bollinger Bands
Helps in identifying volatility and price breakouts. Price touching upper band may indicate
overbought conditions.
Data Analysis and Interpretation
Reliance Industries Example (Jan to June 2025)
» SMA (50) and SMA (200) showed a golden cross in March, indicating a bullish trend.
» RSI moved above 70 in April, suggesting overbought condition; price correction followed.
» MACD confirmed bullish momentum in May.
» Bollinger Bands tightened in February, followed by a price breakout.
Interpretation: The combination of indicators supported a short-term buy decision in March with
exit signals in late April.

TABLE 1
TABLE SHOWING AVERAGE RETURN OF GLAXOLTD AND NIFTY
MONT | AVG  MKT | AVG NIFTY | MONT | AVGMKT AVG NIFTY

H | RET RET H RET RET
Jan-10 | -0.0018 -0.0021 Jul-11 | 0.0076 0.0038
Feb-10 | 0.0000 0.0011 Aug-11 | 0.0065 0.0000
Mar-10 | -0.0045 -0.0041 Sep-11 | 0.0266 0.0031
Apr-10 | 0.0047 -0.0022 Oct-11 | -0.0021 0.0012
May-10 | 0.0058 0.0036 Nov-11 | 0.0070 0.0046
Jun-10 | 0.0077 0.0057 Dec-11 | 0.0156 0.0027
Jul-10 | 0.0021 0.0020 Jan-12 | 0.0030 -0.0005
Aug-10 | 0.0089 0.0069 Feb-12 | 0.0030 0.0011
Sep-10 | 0.0038 0.0021 Mar-12 | -0.0200 -0.0014
Oct-10 | -0.0351 0.0042 Apr-12 | -0.0035 -0.0033
Nov-10 | -0.0014 0.0020 May-12 | -0.0021 0.0042
Dec-10 | 0.0263 0.0070 Jun-12 | 0.0038 0.0027
Jan-11 | 0.0043 -0.0016 Jul-12 | 0.0072 0.0021
Feb-11 | 0.0003 -0.0001 Aug-12 | -0.0045 0.0014
Mar-11 | -0.0018 -0.0006 Sep-12 | 0.0067 0.0042
Apr-11 | 0.0024 0.0008 Oct-12 | -0.0061 -0.0045
May-11 | -0.0019 -0.0082 Nov-12 | 0.0045 0.0057
Jun-11 | -0.0017 0.0008 Dec-12 | 0.0016 0.0031

BETA CALCULATION FOR GLAXO FOR THREE YEARS

COVARINCE (SIEMEN’S, NIFTY) = 1.16064E-05

VARIANCE (NIFTY) = 1.10581E-05

BETA VALUE = 1.049590245

Interpretation
BETA=1.049 the beta value is greater than 1, that is security’s price will be more volatile
than the market, and therefore buying the share is more risky.
FINDINGS
» Technical indicators are effective in identifying short-term trends.
» Moving average crossovers offer reliable trend confirmation.
» RSl and Bollinger Bands help in identifying reversal points.
» Combining multiple indicators increases reliability.
SUGGESTIONS
Volatile markets are characterized by wide price fluctuations and heavy trading. They often
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result from an imbalance of trade orders in one direction. Wide price fluctuations are a daily
occurrence on the world’s stock markets as investors react to economic, business and political
events. Markets have been showing extremely erratic movements, which are in no way tandem
with the information that is fed to the markets. Market watchers see high volatility as a sign of
investor nervousness which, in the counter-intuitive world of markets, is of course bullish. The
present study on the single moving average model applied on selected company scrip’s would help
the investors to take investment decision. It is suggested that the investors can invest in the shares
that earns higher average returns. Also, the investors can invest in the companies which involves
less risk and which moves along with the market.
CONCLUSION
In India most of the industries require huge amount of investments. Funds are raised mostly
through the issue of share. An investor is satisfied from the reasonable return from investment in
shares. Besides the investors are motivated to buy the shares from the stock market either for
speculation or investments. Speculation involves higher risks to get return on the other hand
investment involves no such risks and returns will be fair. An investor can succeed in his
investment only when he is able to select the right shares. The investors should keenly watch the
situations like market price, economy, company progress, returns, and the risk involved in a share
before taking decision on a particular share. This study made will help the investors know the
behavior of share prices and they can easily succeed.
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ABSTRACT

Financial planning and budgeting play a critical role in individual and corporate settings,
enabling the effective allocation of resources, risk management, and financial stability. This
research paper examines the critical role of financial planning and budgeting in effectively
managing corporate finance. Through a comprehensive approach that combines primary and
secondary data sources, the study delves into the key challenges organizations face and identifies
best practices that support financial stability and strategic growth. The insights aim to provide
actionable guidance for enhancing financial management frameworks across corporate settings
The study underscores the importance of strategic planning, cash flow management, and
stakeholder communication in achieving financial success.

INTRODUCTION
Financial performance is a subjective measure of how well a company uses assets and
generates revenues. It is an evaluation of its financial position regarding variables such as assets,
liabilities, equity, expenses and revenues. Financial performance analysis is a process of analyzing
and evaluating a company's financial position. It focuses on reviewing, assessing and comparing
financial statements - a collection of data and figures organized according to recognized
accounting principles. The analysis helps to determine whether a company is making a profit or
loss. It shows how the company is spending, investing and earning money. Knowing how the
company is performing, we are able to make
NEED FOR THE STUDY
» Financial performance analysis describes the methods that those examining the affairs of a
business use to evaluate and assess its financial activity. Financial performance refers to
the overall financial health of the business.
» Financial performance analysis helps businesses make informed decisions by providing
insights into their financial health, profitability, and efficiency.
» It is used to evaluate economic trends, set financial policy, build long-term plans for
business activity, and identify projects or companies for investment.
SCOPE OFTHE STUDY
» The scope of the study is limited to collecting financial data published in the annual reports
of the company every year.
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» The study is carried out for Syears (2019-24).

» Financial performance analysis includes analysis and interpretation of financial statements
in such a way that it undertakes full diagnosis of the profitability and financial soundness
of the business.

» The analysis is done to suggest the possible solutions.

OBJECTIVES OF THE STUDY
Primary objective:

A study on AMARNATH ENGINEERING INDUSTRIES, THUVAKUDI, TRICHY
Secondary objective:

» To study the financial position of the company and operation of ratio analysis of Financial
Report in Reporting manufacturing process and quality control in the fabrication of metal
products A Unit of AMARNATH ENGINEERING INDUSTRIES, THUVAKUDI,
TRICHY

» To help the management in having effective control over the activities of different
departments.

» To compare the previous five years and present year performance of the company.

» To give suggestion and recommendation based on the study

RESEARCHMETHODOLOGY
Research is a process in which the researcher wishes to find out the end result for a given
problem and thus the solution helps in future course of action.
RESEARCHDESIGN
The research design used in this project is Analytical in nature the procedure using, which
researcher has to use facts or information already available, and analyze these to make a critical
evaluation of the performance. Secondary data is used in this project.
The methodology to be followed here is—
» Preparation of numeric data tables with data of accounting year wise factors of ratios
with calculated ratios.
» Graphical presentation of the ratios indicating changes.
» Interpretation with the help of numeric and graphical presentation. Opinion based on
result on result of the analysis with conclusion.
DATA COLLECTION METHODS
» Primary Data
» Secondary Data
Primary Data:
Personal Interview was held with key personnel of finance department.
Secondary Data:
Secondary data are those data, which were already prepared by some others. | have collected
some more data from the following data

» From the Balance sheets and P & L accounts.

» Comparative study

» Published and unpublished manual, records and files.

» Other information is gathered from the books mentioned in bibliography

TOOLS AND TECHNIQUES USED
To analyze and interpret the financial statements of the study unit the following tools are used
in the study.
» Ratio Analysis.
» Comparative Analyses
» Common Size Statement
The interpretations are also printed graphically using trend line graphs and sub-dividingbar
diagram.
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LIMITATIONS OF THE STUDY

» The accuracy of the result of the study will depends upon the accuracy of data provided

by the company.

» The study covers only the period of 5years 2019 t02024

» Ratio analysis used in this study will have its own limitation.
DATA ANALYSIS AND INTERPRETATION
CURRENTRATIO

The current ratio is a liquidity ratio that measures whether a firm has enough resources to

meet its short-term obligations. It compares a firm’s current assets to its current liabilities, and is
expressed as follows: The current ratio is an indication of a firm’s liquidity

Table-1
Table Shows that Current Ratio
Year Current Assets |Current liabilities| Ratio
219-20 4311.8 5457.6 0.79
2020-21 5177.1 5377.7 0.96
2021-22 5581.9 5968.5 0.93
2022-23 6460.8 7031.1 0.91
2023-24 7305.5 8375.5 0.91

Source: Secondary data
From the above table current ratio in the year 2020-21 was recorded 0.79 and 0.96 in the
year 2021-22 it was 0.91 in the year 2023-24 it was in decreasing trend.
CHART-1
SHOWS THAT CURRENT RATIO

CURRENT RATIO

2N
plavo N
2071- CWRRENT RATIO

207N,

2Nn1Qa.

Current ratio= Current Assets / Current Liabilities

Quick Ratio

The quick ratio is an indicator of a company’s short-term liquidity position and measures
a company’s ability to meet its short-term obligations with its most liquid assets. Since it indicates
the company’s ability to instantly use its near-cash assets to pay down its current liabilities, it is
also called the acid test ratio. An acid test is a quick test designed to produce instant results.

TABLE-2
SHOWS THAT QUICK RATIO
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Year Quick Assets Current liabilities Ratio
2019-20 3206.6 5457.6 0.58
2020-21 3913.1 5377.7 0.72
2021-22 5182.2 5968.5 0.86
2022-23 5029.1 7031.1 0.71
2023-24 6129.7 8375.5 0.73

Source: Secondary data

From the above table the quick ratio of 1:1 is considered satisfactory. Though the
quick ratio during the period of study are above the satisfactory level, the period 2020-21
having the ratio0.86times was good to the company and it started decreasing in the
succeeding years.

CHART-2
SHOWS THAT CHART SHOWING QUICK RATIO
Quick
| | |
2023-
2022- .
2021- . = Ouick
2020- -
2019- P
0 0.2 0.4 0.6 0.8 1

Quick ratio=Quick assets / Current liabilities Quick assets =Current assets - Inventory
FINDINGS

X/
°
X/
°

X/
°

®
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Current ratio in the year 2019-20 was recorded 0.79 and 0.96 in theyear2020-21itwas
0.91in the year 2021-22 it was in decreasing trend

Quick ratio during the period of study are above the satisfactory level, the period 2021
— 22 having the ratio 0.86 times was good to the company and it started decreasing in
the succeeding years.

Gross Profit Ratio showing slightly increasing trend, it was low in the period 2019—
2020 with 0.86% and raised during the period 2020 — 2021 to 0.89% then increase in
the next year to 0.94% and from that it started decreased to 1.02 % in the period 2023
—2024.

Higher operating profit ratio shows better operating efficiency. The ratio was high in
period 2019 — 2020. Therefore the operating efficiency is decreasing in periods 2022 —
2023 & 2023 — 2024.

Return on equity ratio was high in the period 2019 — 2020 and high in the period 2020
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— 2021, 2021- 2022. Though there was a decline in the period 2023 — 2024 to 5.05 %
it shows the decreasing trend in the succeeding periods.
SUGGESTIONS
¢ It is better for company to decrease its current liability to improve the liquidity ratio
and liquidity position.
++ Company has to increase net sales for increasing profitability of the entity and higher
profitability will attract shareholders.
¢+ The company must also aim at a effective utilization of ownersfund.
% The company must aim to keep a standard level of liquid assets and try to maintain the
profits which the company is earning now.
¢+ Customer satisfaction as well as development of the customers should be given priority.
The Current Ration is not satisfactory in some years. The study recommends that the
company should improve the current ration level is future courses.
CONCLUSION
This project training, secured me a deep practical & theoretical knowledge about the
functions of various departments of Color Jerseys in A Unit of AMARNATH ENGINEERING
INDUSTRIES, THUVAKUDI, TRICHY. It was very useful to gain knowledge about the various
departments and its managerial functions. The company procedures were well understood, relating
to secretarial work, accounting procedures, complete production process and use of marketing
channels for distribution The study of financial performance evaluation at Color Jerseys in A Unit
of AMARNATH ENGINEERING INDUSTRIES, THUVAKUDI, TRICHY is found to be very
effective. The day to day expenses is most important aspects in any business, a company will
maintain the fluctuation related to their sales because excess working capital causes no profit and
the shortage of working capital cause rate of return on investment.
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ABSTRACT

This paper explores the transformative role of Artificial Intelligence (Al) in Human
Resource Management (HRM), with a particular focus on workforce planning using topic
modeling techniques. It discusses how Al technologies like Natural Language Processing (NLP),
machine learning, and topic modeling can analyze unstructured data—such as resumes, employee
feedback, and performance reviews—to inform talent acquisition, skills gap analysis, and strategic
planning. Through the integration of Al, HRM is shifting from reactive decision-making to
proactive and data-driven approaches. The paper also highlights ethical considerations,
implementation challenges, and the future outlook of Al-enabled HR practices. The study
concludes that Al, especially topic modeling, enhances organizational agility, accuracy in
workforce forecasting, and strategic talent management.

Keywords: Artificial Intelligence, Human Resource Management, Topic Modeling, Workforce
Planning, NLP, Machine Learning, Talent Acquisition
INTRODUCTION
Human Resource Management has traditionally relied on manual methods and intuition-
based decision-making. However, the digital era has introduced advanced Al technologies that are
transforming core HR functions. Among these, topic modeling—a form of unsupervised machine
learning—is gaining traction for extracting themes and insights from large volumes of unstructured
textual data. This paper examines how topic modeling can support HR professionals in workforce
planning and talent management.
Al TECHNOLOGIES IN HRM
Al applications in HR are vast and growing:
+ Natural Language Processing (NLP): Enables sentiment analysis from employee surveys
and reviews.
% Machine Learning (ML): Predicts attrition, evaluates candidate fit, and recommends
personalized training.
s+ Topic Modeling: Identifies trends in job descriptions, skills requirements, and employee
feedback for strategic decision-making.
These technologies streamline recruitment, performance evaluation, training needs analysis, and
employee engagement.
TOPIC MODELING EXPLAINED
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Topic modeling is a statistical technique that uncovers hidden thematic structures within a text
corpus. Models such as Latent Dirichlet Allocation (LDA) group related terms into topics, which
helps HR teams detect emerging skill gaps, training requirements, and employee concerns.
APPLICATIONS IN HR INCLUDE:

% Resume Screening: Extracts skill patterns and qualifications.

< Internal Communication Analysis: Identifies workforce sentiment and recurring issues.

« Performance Reviews: Highlights areas needing development.

¢+ Strategic Planning: Aligns talent strategies with organizational goals based on emerging

trends.

ADVANTAGES OF AI-DRIVEN WORKFORCE PLANNING
+ Data-Driven Decisions: Al reduces reliance on subjective judgments.

¢+ Forecasting Accuracy: Predicts future hiring needs and attrition risks.

« Enhanced Talent Mapping: Identifies high-potential employees and skill shortages.

« Operational Efficiency: Automates repetitive HR tasks.

% According to a Deloitte report (2023), organizations using Al for HR planning saw a 25%
increase in recruitment efficiency and a 30% improvement in employee retention
strategies.

CHALLENGES AND ETHICAL CONSIDERATIONS

Despite its benefits, Al integration poses certain risks:

+« Data Privacy: Sensitive employee information must be protected.

% Algorithmic Bias: Unchecked Al models can reinforce existing inequalities.

< Implementation Complexity: Requires technical expertise and change management.

HR leaders must collaborate with IT and legal teams to ensure responsible Al deployment.
CONCLUSION

Artificial Intelligence—particularly topic modeling—holds transformative potential for Human

Resource Management. By enabling more accurate workforce planning, Al helps organizations

adapt to dynamic business environments. While implementation comes with challenges, strategic

alignment, ethical safeguards, and continuous learning can ensure Al's successful integration into

HR practices.
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ABSTRACT

Digital marketing has revolutionized how businesses connect with consumers, especially
in the retail sector. This study investigates the implementation and effects of digital marketing
strategies in small retail businesses, focusing on their impact on customer engagement, sales, and
growth. Through a combination of primary surveys and secondary data analysis, the study
evaluates the role of tools like social media, search engines, and e-commerce platforms in
transforming traditional retail operations. The findings suggest that digital marketing significantly
enhances visibility, customer retention, and profitability.

Keywords: Digital Marketing, Small Retail Business, Online Promotion, Customer Engagement,
E-Commerce, Social Media, Chi-square Test.
INTRODUCTION

In the digital era, marketing has undergone a fundamental transformation, driven by the
rapid growth of internet access, smartphone usage, and evolving consumer behavior. For small
retail businesses, which traditionally relied on word-of-mouth and local advertising, digital
marketing offers a revolutionary opportunity to reach a broader audience, engage with customers
in real time, and compete with larger enterprises on a more level playing field.

Digital marketing encompasses a range of online tools and platforms—such as social
media, email marketing, search engine optimization (SEO), Google My Business, and e-
commerce—that allow businesses to promote their products or services more effectively and
efficiently. With rising internet penetration in India and increasing digital literacy among
consumers, even small businesses in tier-2 and tier-3 cities are beginning to embrace digital
marketing strategies to stay competitive.

Despite its many advantages, the implementation of digital marketing in small retail
businesses is often challenged by factors such as limited budgets, lack of technical knowledge, and
resistance to change. Therefore, understanding the impact and practical outcomes of digital
marketing adoption becomes crucial for these businesses to grow sustainably.

This study aims to explore how small retail businesses implement digital marketing
strategies and examine the effects of such strategies on business performance indicators like sales
growth, customer engagement, and brand awareness. The research also identifies key challenges
and provides suggestions for better utilization of digital platforms in the retail sector.
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Understanding the Market

One-way marketers can reach out to consumers, and understand their thought process is
through what is called an empathy map. An empathy map is a four-step process. The first step is
through asking questions that the consumer would be thinking about their demographic. The
second step is to describe the feelings that the consumer may be having. The third step is to think
about what the consumer would say in their situation. The final step is to imagine what the
consumer will try to do base on the other three steps. This map is so marketing teams can put
themselves in their target demographics’ shoes. Web Analytics is also a very important way to
understand consumers. They show the habits that people have online for each website. One
particular form of these analytics is predictive analytics which helps marketers figure out what
route consumers are on. This uses the information gathered from other analytics and then creates
different predictions of what people will do so that companies can strategize on what to do next,
according to the people's trends.
¢+ Consumer behavior- the habits or attitudes of a consumer that influences the buying process
of a product or service. Consumer behavior impacts virtually every stage of the buying
process specifically concerning digital environments and devices.
¢ Predictive analytics- a form of data mining that involves utilizing existing data to predict
potential future trends or behaviours. Can assist companies in predicting the future
behavior of customers.
¢+ Buyer persona- employing research on consumer behavior regarding habits like brand
awareness and buying behavior to profile prospective customers. Establishing a buyer
persona helps a company better understand its audience and its specific wants/needs.
% Marketing Strategy- strategic planning employed by a brand to determine potential
positioning within a market as well as the prospective target audience; involves two key
elements: segmentation and positioning. By developing a marketing strategy, a company
can better anticipate and plan for each step in the marketing and buying process.
Digital Marketing Trends

Digital is one of the fastest moving topics. A few years ago, Al was a distant future, and
now Al is the heart of global business and industry. Through programmatic advertising, you can
use Al to automate your ad buying, which helps you narrow down your audiences. Conversational
marketing arranges a quick one-to-one connection between customers and digital marketers. VVoice
searches and smart speakers changing the way people use to search and optimizing your content
for voice searches can create new opportunities for your business.
Future Growth of Digital Marketing

The future of digital marketing is poised for exponential growth, driven by technological
advancements, changing consumer behavior, and the global shift toward digital-first interactions.
As internet usage continues to rise and more businesses adopt digital platforms, digital marketing
Is expected to become the dominant form of marketing across all industries.
Key Drivers of Future Growth
Increased Internet Penetration

With the expansion of affordable data plans and improved digital infrastructure, even rural
areas are gaining internet access. This opens up new markets for businesses using digital
marketing.
Mobile-First Economy

Smartphones have become the primary device for accessing digital content. Future digital
marketing strategies will increasingly focus on mobile optimization, app-based promotions, and
location-based targeting.
Artificial Intelligence (Al) and Automation

Al will revolutionize digital marketing through automated customer service (chatbots),
predictive analytics, personalized advertising, and content creation. Marketers will be able to
deliver highly tailored experiences with greater efficiency.
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Voice Search and Smart Devices
With the rise of smart speakers and voice assistants, voice search optimization will become
a critical component of SEO strategies.
Video and Interactive Content
Consumers prefer engaging content, particularly short-form videos and interactive stories.
Platforms like YouTube, Instagram Reels, and TikTok will continue to dominate the digital
marketing space.
Data-Driven Marketing
Future marketing decisions will increasingly rely on data analytics to understand customer
behavior, improve targeting, and optimize ROI. Businesses will need to invest in analytics tools to
stay competitive.
Growth of E-Commerce and Social Commerce
Social media platforms are integrating shopping features, enabling users to purchase
directly without leaving the app. This blurs the line between content and commerce and is expected
to boost online retail dramatically.
Implications for Small Retail Businesses
% Cost-Effective Advertising: Small businesses can reach niche audiences with minimal
budgets using digital ads and influencer partnerships.
¢ Global Reach with Local Focus: Even small stores can build global brands while serving
their local customer base through digital tools.
+ Real-Time Customer Feedback: Future platforms will allow instant customer interaction,
improving service and customer retention.
NEED FOR THE STUDY
Implementation and effect of digital marketing in a small retail business is an individual's
point of view in digital marketing, especially in small business. It helps to find a way to increase
sales online via digital marketing. This study will help in reducing unwanted methods of online
marketing and give better suited and more attractive methods of digital marketing for customers
SCOPE OF THE STUDY
This study focuses on finding out the reaction of digital marketing of small businesses.
This study also finds out the buying behaviour factors in online and 21 normal shopping that helps
to study the interest of customers. Further, this study comes up with suggestions that help to
improve better digital marketing campaigns, especially for small businesses.
OBJECTIVES OF THE STUDY
Primary Objective
To study and analyses the effort of digital marketing in a small retail business in customers
view.
Secondary Objective
+« To examine effective brand presence on the internet.
%+ To examine the way to find customer attraction.
+«» To compare digital marketing with traditional marketing.
¢+ To analysis the best media mode for digital presence.
¢ To develop the interest of customers in digital shopping.
LIMITATIONS OF THE STUDY
¢ Digital Marketing Research is never 100% accurate.
«* In any research, there are usually limitations and digital marketing research is certainly no
exception because of many reasons why accuracy can be affected.
« In this study, vast areas are not covered in the Chennai region.
¢+ Some of the respondents did not take the time to fill the questionnaire.
REVIEW OF LITERATURE
Chaffey and Ellis-Chadwick (2019) emphasized that digital marketing enables businesses
to reach a targeted audience more efficiently compared to traditional marketing. They noted that

SELP Journal of Social Science 62 Volume XVI, Issue 62



JULY - SEPTEMBER 2025 ISSN: 0975-9999 (P), 2349-1655(0)

small retailers can greatly benefit from tools like SEO, email marketing, and social media to create
brand awareness at a lower cost.

Tiago and Verissimo (2014) highlighted the growing influence of digital channels in
shaping consumer behavior. Their study found that small businesses that effectively use digital
marketing are more likely to see increased customer loyalty and brand recall.

Kotler and Keller (2016) discussed the strategic importance of adopting digital tools in
business operations. They suggested that small retailers leveraging digital platforms can compete
with larger corporations by focusing on customer experience and data-driven marketing.

Laudon and Traver (2020) explored the role of e-commerce and digital technologies in
retail transformation. Their research showed that small retailers that incorporated online sales
channels experienced a broader customer base and improved revenue generation.

Bala and Verma (2018) conducted a study on the impact of social media marketing on
small businesses and concluded that platforms like Facebook and Instagram are highly effective
for customer engagement and promotion due to their wide reach and low cost.

Kapoor et al. (2021) found that the adoption of digital marketing in small businesses was
significantly accelerated due to the COVID-19 pandemic, pushing many retailers to adopt digital
tools as a survival mechanism, leading to long-term digital integration.

Ragini and Deepa (2020) examined the challenges faced by small retail businesses in
implementing digital marketing, such as lack of training, limited budgets, and resistance to change,
but still emphasized its overall positive influence on business performance.

Statista Reports (2023) showed that over 60% of small businesses that invested in digital
marketing strategies saw a measurable increase in sales, especially those that utilized content
marketing and personalized email campaigns.

Google-KPMG Report (2017) stated that digital marketing provides small businesses
with a level playing field to reach national and international markets, with mobile marketing and
online directories playing a key role in customer acquisition.

Sathya (2015) explored various digital marketing techniques and asserted that businesses,
regardless of size, can benefit from adopting strategies such as PPC (Pay-Per-Click), SEO, and
content marketing for scalable and measurable growth.

RESEARCH DESIGN

In this study, Descriptive Research Design is used in research topic.
SAMPLING TECHNIQUE

The method of sampling adopted to conduct survey is Convenience Sampling Method. The
area of research is concentrated on digital marketing Industry in Tamil Nadu.
SOURCES OF DATA

Primary Data: The primary data for this study is collected through questionnaire consisting
of multiple-choice questions.

Secondary Data: The secondary data is collected by referring by websites, journals, articles
and research paper.

SAMPLE SIZE

Sample Size of 130 online customers those purchasing products from Online sites in Tamil
Nadu.

PERIOD OF STUDY

The period of study is carried out from January 2025 to March 2025 which is three months
of study.

HYPOTHESIS

The hypothesis will be tested by the following techniques.
Percentage Analysis:

Percentage analysis is a method of examining data by expressing components as
percentages of a whole. It helps in understanding the relative size or proportion of different parts
within a dataset, making comparisons easier and revealing trends or patterns. This approach is
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valuable in various fields like business, finance, and research to analyze data and make informed
decisions.
DATA ANALYSIS AND INTERPRETATION

Table 4.1
Age wise classification of respondents
PARTICULARS | NO OF | PERCENTAGE
RESPONDENTS

Below 20 years 17 13.08%

21-30 years 69 53.08%

31-40 years 30 23.08%

41-50 years 09 6.92%
Above 50 years 05 3.85%

Total 130 100%

Source: Primary Data
From the above table, it is interpreted that 13.08% are Below 20 Years, 53.08% are 21-30
Years, 23.08% are 31-40 Years, 6.92%are 41-50 Years and 3.85% Above 50 Years respondents.
Inference:
Majority of the respondents are 21-30 Years.

FINDINGS OF THE STUDY

< Itis found that 55.33% of the majority respondents are males.

It is found that 53.08% of the majority respondents are between 21-30 years of age.

Majority respondents 55.37% are unmarried.

It is found that 32.31% of the majority respondents have completed their undergraduate degree.

It is found that 30 67% of the majority respondents are students.

It is found that 35.38% of the majority respondents have 3-5 lakhs annual income.

Majority respondents 30.66% are using the internet for 2-3 hours per day.

Majority respondents 43.04% are shop online due to the popularity of the product.

It is found that 42.32 % of the majority respondents get attracted to online marketing because

it is easy to get aware of the product.

< Itis found that 43.08% of the majority respondents agree on buying products from local shops
online. Majority respondents 46.11% said that they use cash on delivery as payment in online
shopping. Majority respondents 70% agree that they buy electronic goods.

¢ Itis found that 30.67% of the majority respondents strongly agree that online shopping is better
than normal shopping.

« It is found that 35.38% of the majority respondents neutral that online marketing is more
attractive.

«» Itis found that 35.38% of the majority respondents neutral that digital marketing attracts more
customers.

« Majority 33.33% respondents are neutral that digital marketing influences buying behavior.

It is found that 35.83% of the majority respondents neutral that digital marketing encourages
shopping online.

< Itis found that 31.54% of the majority respondents highly satisfied digital marketing.

+«» Majority respondents 30.77% are neutral and satisfied with cost in online shopping.

< It is found that 28.46% of the majority respondents satisfied that with targeted promotion in
digital marketing.

SUGGESTIONS

As a result of this certain suggestion is put forth in order to gain more customers online and

increase the brand presence in the online.

+« Many customers have suggested reducing the cost of online charges.

¢+ Also, many customers are interested in cash on delivery.

% Many people are using internet and online shopping to target them with tailored digital ads.
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« Many people liked ads in video format, publishing ads in video format reaches more people.

+«+ Digital marketing influence buying behaviour, easily attract the people with right kind of ads
to right person in digital marketing.

%+ More people are willing to buy products from local stores online, marketing with the help of
digital marketing can achieve more.

CONCLUSION

The implementation of digital marketing in small retail businesses has proven to be a

transformative strategy, enabling them to expand their customer reach, enhance brand visibility,

and compete more effectively in a digitally-driven marketplace. The study clearly demonstrates

that through the use of digital tools such as social media marketing, email campaigns, search

engine optimization, and e-commerce platforms, small retailers can significantly improve their

marketing efficiency and customer engagement. The findings indicate a positive correlation

between digital marketing adoption and increased sales performance, customer retention, and

overall business growth. Moreover, digital marketing offers cost-effective promotional solutions

that are especially advantageous for small businesses with limited budgets. However, the research

also highlights challenges such as lack of technical knowledge, limited resources, and the need for

continuous learning to keep up with evolving digital trends. Despite these obstacles, the overall

impact of digital marketing remains largely beneficial. In conclusion, small retail businesses must

embrace digital marketing not just as a temporary solution but as a long-term strategic tool for

survival and growth in today’s competitive environment. With the right approach, training, and

investment, digital marketing can serve as a catalyst for sustainable development in the small retail

sector.
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ABSTRACT

In recent years, environmental sustainability has become a global concern, influencing
consumer behavior and corporate strategies. Green marketing refers to the process of promoting
products or services based on their environmental benefits. This study aims to explore the
effectiveness of green marketing practices in enhancing brand promotion and building customer
trust. Companies that adopt eco-friendly practices not only reduce their environmental footprint
but also gain a competitive advantage in the marketplace. The study evaluates consumer
awareness, preferences, and purchasing decisions related to green products, and how these factors
impact brand loyalty and brand image. A sample of respondents from diverse backgrounds was
surveyed to analyze the influence of green marketing on their buying behavior. The findings
suggest that environmentally responsible branding plays a significant role in modern marketing
strategies and positively affects brand perception. This research concludes that green marketing,
when implemented sincerely, contributes both to environmental protection and successful brand
promotion.
Key Words: Green Marketing, Eco-friendly Products, Sustainability, Environmental Awareness,
Brand Promotion, Consumer Behavior, Green Branding, Corporate Social Responsibility (CSR),
Environmental Marketing Strategies, Brand Loyalty
INTRODUCTION

In the modern era, growing environmental concerns and climate change have shifted both
consumer preferences and business strategies toward sustainability. Green marketing has emerged
as a strategic approach where businesses promote their products or services based on
environmental benefits. It includes everything from eco-friendly packaging and sustainable
production methods to energy-efficient products and ethical sourcing.
Green marketing not only serves the purpose of protecting the environment but also acts as a
powerful tool for brand promotion. Consumers today are more conscious of the ecological impact
of their choices, and companies adopting green practices are often perceived as responsible and
trustworthy.
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Advantages of Green Marketing
+» Positive Brand Image: Enhances the company’s reputation and builds trust with
environmentally conscious consumers.
+» Customer Loyalty: Consumers are more likely to stay loyal to brands that support
sustainablepractices.
+» Market Differentiation: Sets the brand apart from competitors by showcasing unique eco-
friendly attributes.
+» Long-term Profitability: Green practices may reduce waste and energy use, saving costs in the
long run.
+» Regulatory Compliance: Helps companies comply with environmental regulations and
standards.
«» Attracts Niche Markets: Appeals to a growing segment of eco-aware customers.
+¢ Innovation Drive: Encourages innovation in product design and packaging.
DISADVANTAGES OF GREEN MARKETING
+« High Initial Costs: Eco-friendly production and packaging often require more investment.
+«» Limited Consumer Awareness: Not all customers understand or value green initiatives.
*» Risk of Green washing: False environmental claims can damage brand reputation.
«» Narrow Market Base: Some green products may not appeal to the mass market.
« Longer ROI: Returns on green investments may take longer to materialize.
+«» Limited Availability of Resources: Finding sustainable raw materials can be difficult.
LIMITATIONS OF THE STUDY
1.Sample Size Restriction: The study may be limited to a specific demographic or geographic
area.
2.Subjective Responses: Consumer feedback on environmental issues may be influenced by
trends or social desirability bias.
3.Short Time Frame: The study period may not be sufficient to observe long-term brand impact.
4.Lack of Secondary Data: Limited availability of relevant previous research may restrict depth
of analysis.
5.Rapid Market Changes: Green marketing trends and consumer behavior change quickly, which
may affect the relevance of findings over time.
STATEMENT OF THE PROBLEM
In today’s competitive and environmentally conscious marketplace, businesses are
increasingly adopting green marketing strategies to promote eco-friendly products and sustainable
practices. However, the effectiveness of green marketing in influencing consumer behavior and
enhancing brand image remains uncertain. While some consumers support green initiatives, others
remain skeptical about the authenticity of such claims, often due to incidents of green washing.
This raises important questions:
» Do consumers truly understand and value green marketing?
» Does green branding actually translate into improved brand loyalty and purchase
decisions?
» Are companies using green marketing as a sincere strategy or merely as a promotional tool?
OBJECTIVES OF THE STUDY
» To analyze consumer awareness and perception of green marketing.
» To evaluate the impact of green marketing on brand image and customer loyalty.
» To assess the effectiveness of green marketing in influencing consumer buying behavior.
» To identify the strategies used by companies in promoting green products.
» To determine the relationship between green marketing practices and brand preference.
» To examine the challenges faced by businesses in implementing green marketing.
SCOPE OF THE STUDY
» The study is limited to understanding the role and effectiveness of green marketing in brand
promotion. It focuses on the consumer side, analyzing their awareness, attitude, and
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response to green marketing strategies. The research covers selected brands or companies
that claim to use eco-friendly practices.

The geographical scope may be restricted to a specific region or sample group (e.g., college
students, urban consumers). It includes both primary data (through surveys) and secondary
data (through articles, journals, and reports). The findings may help marketers improve
their sustainable practices and align them with consumer expectations.

REVIEW OF LITERATURE

>

Polonsky, M.J. (1994) defines green marketing as all activities designed to generate and
facilitate exchanges intended to satisfy human needs or wants, such that the satisfaction of
these needs and wants occurs with minimal detrimental impact on the natural environment.
His study laid the foundation for understanding eco-friendly marketing.

Ottman, J. (2011) emphasizes that successful green marketing requires authenticity,
transparency, and environmental commitment. She states that consumers are more likely
to support brands that align with their values.

Peattie, K., &amp; Crane, A. (2005) argue that traditional marketing principles must be
reshaped to truly integrate  sustainability.  Their  research  warns  of
&quot;greenwashing&quot; and the importance of genuine green claims in building brand
trust.

Leonidou et al. (2011) found that proactive environmental marketing strategies positively
influence customer satisfaction and loyalty, thereby improving brand image and
competitive positioning.

Chen, Y.S., &amp; Chang, C.H. (2013) demonstrate that green innovation and eco-design
significantly influence green brand equity. Their findings suggest that companies investing
in sustainable practices gain long-term brand strength.

Rahbar, E., &amp; Wahid, N.A. (2011) explored the impact of consumer environmental
knowledge and found a direct relationship between eco-awareness and green purchasing
behavior.

Dangelico, R.M., &amp; Vocalelli, D. (2017) propose a framework where environmental
sustainability contributes to brand differentiation and is viewed as a strategic marketing
tool.

Suki, N.M. (2013) shows that young consumers are particularly responsive to green
products, especially when branding highlights environmental benefits clearly.

Kumar, P. (2016) identifies that green marketing, when combined with digital platforms,
enhances brand communication and reach among environmentally conscious segments.
Delafrooz, N., et al. (2014) found that demographic factors such as education level, income,
and urban living conditions significantly influence consumer attitudes toward green
marketing.

RESEARCH METHODOLOGY
1. Research Design

green

This study adopts a descriptive research design to analyze the impact and effectiveness of

marketing on brand promotion. It aims to understand consumer perception, behavior, and the role
of green

strategies in influencing brand loyalty.

2. Population of the Study

€Co-

The population includes consumers and college students who are exposed to or aware of

friendly products and brand marketing practices.
3. Sample Size:

A sample of 120 respondents was selected for the study to represent the target population

effectively.
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4. Sampling Technique:
The study uses Convenience Sampling, a non-probability sampling method, where
respondents
were chosen based on accessibility and willingness to participate.
5. Data Collection Method:
»  Primary Data was collected through a structured questionnaire distributed to respondents.
»  Secondary Data was gathered from books, journals, articles, websites, and previous research
related to green marketing and brand promotion.

6. Tools for Analysis:

» Percentage Analysis

» Chi-Square Test

» Graphical Representation (Pie Charts, Bar Diagrams)
7. Area of Study:

The study was conducted among students and consumers in a specific urban or semi-urban
area, providing relevant insights into the awareness of green marketing.
8. Period of Study:
The study was conducted over a period of one month.
DATA ANALYSIS AND INTERPRETATION
Table No: 01
Age-wise Classification of Respondents

Age Group | No. of Respondents | Percentage (%)
Below 20 30 25%

21 -25 50 41.67%

26 - 30 20 16.67%
Above 30 20 16.67%
Total 120 100

Source: Primary Data
The above table shows that the gender of the respondents , among them 25% of the
respondents are Below 20 and 41.67% of respondents are 21 — 25, and 16.67% of respondents are
26 —30,and 16.67%of respondents are Above 30. Majority of the respondents are 21 — 25 and
41.67%
Table No: 02

Gender-wise Classification of Respondents

Gender | No. of Respondents | Percentage (%o)
Male 55 45.83%
Female 65 54.17%
Total 120 100

Source: Primary Data

Table No: 03

The sample includes slightly more female respondents (54.17%) than males.

Awareness of Green Marketing

Awareness | No. of Respondents | Percentage (%0)
Aware 78 65%
Not Aware 42 35%
Total 120 100

Source: Primary Data
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65% of respondents are aware of green marketing concepts, indicating a moderate level of

public awareness.

Table No: 04
Response to Green Advertisements
Opinion No. of Respondents | Percentage (%)
Very Influenced 40 33.33%
Some What Influenced 55 45.83%
Not Influenced 25 20.84%
Total 120 100

Source: Primary Data

A large portion (79.16%) are at least somewhat influenced by green advertisements, showing the
promotional power of eco-friendly branding.
FINDINGS

41.67% of the respondents belong to the age group of 21-25 years, indicating high youth
participation.

54.17% of the respondents are female, showing slightly more interest among women in
green products.

65% of respondents are aware of green marketing, reflecting moderate awareness.
45.83% say they are somewhat influenced by green advertisements.

33.33% reported being highly influenced by green marketing strategies.

50% of respondents believe green products help protect the environment.

40% associate green marketing with better product quality.

60% consider eco-labeling an important factor in purchase decisions.

55% of the respondents are willing to pay more for eco-friendly products.

45% think companies use green marketing mostly for brand image, not real change.
35% suspect some green ads are misleading (green washing).

48% said television is the main source of green marketing exposure.

60% agreed that green brands are more trustworthy.

52% reported buying a green product at least once in the last 3 months.

38% prefer buying from companies with clear environmental policies.

70% believe green marketing improves brand loyalty.

62% say green products are still not easily available.

47% think price is a major barrier to green product adoption.

68% expect companies to be transparent about their eco-friendly practices.

80% feel that awareness campaigns are necessary to promote green consumption.

SUGGESTIONS

>

>

VVVVVVYVY 'V

Companies should invest in genuine eco-friendly practices rather than just promoting green
marketing for image.

Increase consumer awareness through seminars, social media campaigns, and educational
programs.

Introduce affordable pricing strategies for green products to attract a broader customer
base.

Enhance the availability and accessibility of green products in rural and semi-urban areas.
Promote eco-labels and certifications to build trust among consumers.

Enforce stricter regulations to avoid green washing and false advertising.

Encourage student and youth participation through college-level green initiatives.

Use interactive media campaigns to highlight long-term benefits of green consumption.
Offer loyalty rewards or incentives to customers who choose eco-friendly products.
Collaborate with NGOs and environmental groups for authenticity and outreach.
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CONCLUSION
Green marketing has emerged as a powerful strategy for promoting brands in an
environmentally conscious world. This study reveals that a majority of consumers, especially the
younger generation, are aware of and influenced by green marketing initiatives. Respondents
associate green products with quality, trust, and social responsibility, indicating that eco-friendly
branding plays a significant role in shaping consumer preferences.
However, challenges such as limited product availability, higher pricing, and instances of green
washing remain obstacles to wider adoption. To ensure long-term success, companies must go
beyond superficial branding and adopt authentic, transparent, and sustainable practices. Effective
communication of green initiatives, backed by education and trust-building efforts, can
significantly enhance brand loyalty and market value. In conclusion, green marketing is not just a
promotional tool—it is a pathway to sustainable business practices that benefit companies,
consumers, and the planet alike.
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ABSTRACT

Performance management is a vital tool for ensuring accountability and continuous
improvement within educational institutions. It aligns individual staff efforts with institutional
goals while enhancing teaching quality, administrative effectiveness, and overall organizational
growth. This study analyzes existing performance management practices in educational
institutions, focusing on appraisal systems, feedback mechanisms, and goal-setting procedures.
Primary data collected from teaching and non-teaching staff through structured questionnaires
are analyzed using percentage methods and charts. The findings reveal gaps in transparency,
feedback follow-up, and staff awareness of performance criteria. The study suggests adopting
clear, structured, and technology-supported performance management systems to enhance staff
motivation and institutional outcomes, thereby contributing to quality education and effective
institutional management.
Keywords: Performance Management, Educational Institutions, Teacher Appraisal, Feedback
System, Staff Performance, Institutional Effectiveness
INTRODUCTION

Educational institutions play a critical role in shaping the future of society by providing
quality education and fostering skill development. The effectiveness of these institutions largely
depends on the performance of their teaching and non-teaching staff, making it essential to
manage, evaluate, and enhance their contributions systematically. Performance management in
educational institutions involves setting clear expectations, continuously monitoring performance,
providing constructive feedback, and aligning individual goals with institutional objectives.
Despite its importance, many educational institutions face challenges in implementing effective
performance management systems. Issues such as unclear appraisal criteria, inconsistent feedback,
and lack of follow-up actions often hinder the growth and motivation of staff, directly impacting
institutional performance. With increasing competition and accountability in the education sector,
it is crucial for institutions to adopt structured and transparent performance management practices.
This study aims to analyze the existing performance management practices in educational
institutions, focusing on appraisal systems, feedback mechanisms, and goal-setting processes.
Educational Institutions:
In schools or colleges, performance management may involve:

> Setting clear teaching targets and responsibilities.
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» Regular classroom observations and student feedback.

> Providing feedback to teachers on their performance.

> Linking performance to training opportunities and recognition.
OBJECTIVE

1 To examine the existing performance management practices in educational institutions.

2 To analyze the effectiveness of appraisal and feedback systems.

3 To identify challenges faced in implementing performance management practices.

4 To suggest measures to improve performance management in educational institutions.
STATEMENT OF THE PROBLEM

Although performance management systems exist in many educational institutions, their
implementation often lacks consistency, transparency, and follow-through. This affects staff
morale, motivation, and alignment with institutional goals, necessitating a focused study on
analyzing and improving current performance management practices in educational institutions.
SCOPE OF THE STUDY

» Covers schools and colleges within [Your Location].
» Includes teaching and non-teaching staff.
» Focuses on appraisal systems, feedback mechanisms, and goal alignment.
» Time frame: Current academic year data.
REVIEW OF THE LITERATURE

Armstrong (2014) In “Armstrong’s Handbook of Performance Management,” Armstrong
highlights that effective performance management is continuous and developmental, focusing on
aligning individual performance with organizational goals through clear expectations, ongoing
feedback, and employee development.

Gupta (2019) Gupta’s study on performance appraisal in Indian higher education
institutions found that many appraisal systems lack transparency and consistency, leading to
dissatisfaction among staff. The study emphasized the need for fair evaluation systems to enhance
employee motivation and institutional performance.

Kumar and Sharma (2020) In their research, Kumar and Sharma examined the role of
feedback in performance management. They found that constructive and timely feedback
positively influences employee performance, but many educational institutions lack structured
feedback mechanisms.

Singh (2018) Singh’s study on performance management in colleges highlighted
challenges such as lack of clear criteria for appraisal, irregular reviews, and biases, which reduce
the effectiveness of performance management practices in educational settings.

OECD Reports OECD (Year) reports emphasize that teacher evaluations, when integrated
with professional development, improve teaching quality and institutional accountability.
Countries with structured appraisal systems show better educational outcomes and staff
development.

Mathis and Jackson (2011) In “Human Resource Management,” the authors state that
performance management should focus on goal setting, feedback, and performance improvement,
which are essential for the growth of both employees and organizations.

RESEARCH DESIGN
» Research Type: Descriptive and analytical.
» Sample Size: 50 respondents (35 teaching, 15 non-teaching staff).
» Sampling Method: Stratified random sampling.
» Data Collection Tool: Structured questionnaire (closed-ended).
Tools for Analysis:
» Anova, t-test
» Chi-square
» Percentage analysis, pie chart,
Data analysis and interpretation
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ANOVA (Analysis of Variance) for the question:
"Are you aware and satisfied with the performance appraisal system in your
institution?"
ANOVA (Analysis of Variance) is a statistical tool used to compare the means of three or more
groups to determine if there is a significant difference among them. In your project on performance
management in educational institutions, ANOVA can be used to check: Whether the mean
satisfaction scores differ significantly between teaching and non-teaching staff. Whether
awareness of appraisal systems varies based on years of experience.
Hypotheses
Null Hypothesis (Ho): There is no significant difference between groups.
Alternative Hypothesis (H:): There is a significant difference between groups.
Key values to look for:
F-value: Indicates the test statistic.
P-value: Determines significance.
Decision Rule:
If p-value < 0.05, reject Ho (significant difference exists).

If p-value > 0.05, do not reject Ho (no significant difference).
ANOVA Table:

Source SS |Df| MS | F | P-value (Excel)

Between Groups | 21.6 | 2 |10.8 | 17.7 0.0003

Within Groups 73|12 |0.61

Total 289 | 14

Interpretation:

Since the F-value (17.7) > F-critical (3.88) and the p-value is < 0.05, we conclude that there
is a significant difference in satisfaction levels based on awareness about performance appraisal
systems.

T-Test:
Comparison: Satisfaction scores between Awareness Level 1 (Yes) and 2 (Partially

Group N (Sample Size) | Mean | Std. Deviation | Std. Error Mean
Yes (Awareness) 8 4.5 0.53 0.19
Partially Aware 7| 3.71 0.76 0.29

T-Statistic: 2.850 and P-Value: 0.019

Since p < 0.05, there's asignificant difference in satisfaction levels between fully and partially
aware respondents.

Regression Model Summary

Source SS |df| MS F Significance F

Regression | 19.145 | 1| 19.145 | 402.23 | 5.42 x 10

Residual 0.811 | 13| 0.062
Total 19.956 | 14
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Significance F (p-value < 0.05): The model is statistically significant

Interpretation:

Slope (b1 = 0.957): For every 1-unit increase in Goal Alignment, Satisfaction increases by 0.957
units.R2 = 0.966: 96.6% of the variation in Satisfaction is explained by Goal Alignment.
.Chi-square Test

To test the association between years of experience and awareness of the performance
appraisal system.

Hypotheses:

Ho (Null Hypothesis): There is no association between years of experience and awareness of
the appraisal system.
H: (Alternative Hypothesis): There is an association between years of experience and
awareness of the appraisal system.

Years of Aware | Not Aware | L. ., Formula: _
Experience (E) (E) X2=Z(O_E)2E\Ch|/\2 =\sum \fraC{(O
- E)" 2HE}2=YE(O-E)2
0-2 years 13.33 6.67 20 0.13
3-5 years 13.33 6.67 20 0.21
6-10 years 13.33 6.67 20 0.008
Total 40 20 60 0.348

The chi-square test indicates no significant association between years of experience and
awareness of the appraisal system among staff in the educational institution at the 0.05 significance

level.

Percentage

Question 1: Do you feel the appraisal system is transparent and fair?

Response No. of Respondents | Percentage

Yes 20 40%
To some extent 22 44%
No 8 16%
Total 50 100%

Out of 50 respondents, 40% felt that the appraisal system is transparent and fair, while 44%
felt it is transparent to some extent, and 16% felt it is not transparent and fair. This indicates that
while a majority acknowledge some level of transparency, there is scope for improving clarity and
fairness in the appraisal system within the institution.

Chart: 1

apprasial system is transparent and fair
60%
40%
cm N
0% .
Yes To some extent No

Question 2: “Are you aware of the performance appraisal system in your institution?”
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Response | No. of Respondents | Percentage

Yes 30 60%
Partially 15 30%
No 5 10%

Out of 50 respondents, 60% are aware of the performance appraisal system, 30% are
partially aware, and 10% are not aware. This indicates a high level of awareness among staff
regarding appraisal systems, although there remains scope for improving clarity among all
employees.

Chart 2:
aware of the performance appraisal system in
institution
120%
100%
80%
60%
40%
o ]
Yes Partially No total

Question 3: Does your institution align your personal goals with institutional goals?”
Pie-Chart

Response | No. of Respondents | Percentage

Yes 28 56%

Partially 17 34%
0,

No 5 10%

Out 50 respondents, 56% of the respondents align your personal goals with institutional
goals, 34% of the respondents align your personal goals with institutional goals and 10% align
your personal goals with institutional goals.

Chart: 3
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PERSONAL GOALS WITH
INSTITUTIONAL GOALS

HYes M Partially mNo

SUGGESTIONS

» Establish clear, transparent, and documented appraisal criteria.

» Train appraisers to conduct unbiased evaluations.

» Link feedback with actionable plans for improvement.

» Use digital tracking systems for monitoring goals and feedback.

» Incorporate self-appraisal and peer appraisal for holistic evaluation.
CONCLUSION

Effective performance management practices in educational institutions are essential for

staff development and institutional success. This study finds that while systems are in place, there
IS scope for improving awareness, transparency, and actionable feedback. Institutions should adopt
structured, fair, and technology-enabled performance management practices to enhance staff
motivation, accountability, and student outcomes. The study concludes that effective performance
management systems are crucial for enhancing staff satisfaction, goal alignment, and institutional
productivity in educational settings. Furthermore, the findings indicate that awareness and clarity
of the appraisal process are essential for gaining staff trust. Institutions with transparent, fair, and
consistently communicated performance systems experience better alignment, motivation, and
accountability among their staff. Thus, performance management should not be treated as a routine
administrative task but as a strategic function that drives institutional excellence, fosters individual
development, and enhances educational outcomes. Overall, the findings highlight the urgent need
for educational institutions to adopt structured, data-driven, and transparent performance
management practices. Institutions that successfully communicate expectations, align goals, and
ensure fairness can expect better outcomes in staff morale, retention, and overall institutional
growth.
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ABSTRACT

The Fast-Moving Consumer Goods (FMCG) sector is one of the most dynamic and competitive
industries globally, driven by rapid innovation, evolving consumer preferences, and continuous
market disruptions. Marketing strategies play a pivotal role in shaping consumer perceptions,
enhancing brand visibility, and ultimately driving sales and market share in this sector. This research
aims to analyze the effectiveness of various marketing strategies implemented by FMCG companies,
employing a case study methodology to gain in-depth insights into real-world practices and outcomes.
The study focuses on a selection of leading FMCG companies, examining their strategic use of the
marketing mix—product development, pricing strategies, distribution channels, and promotional
tools—to address diverse consumer segments and shifting market demands. Particular emphasis is
placed on the integration of digital marketing, social media engagement, influencer collaborations, and
sustainability-focused branding, which have become increasingly important in the post-pandemic
consumer landscape. Quantitative data such as sales figures, market share, and customer
engagement metrics are analyzed alongside qualitative inputs from interviews, surveys, and content
analysis of marketing campaigns. This multi-method approach allows for a holistic understanding of
how marketing initiatives translate into consumer behavior, brand loyalty, and long-term profitability.

Keywords: FMCG, Marketing Strategies, Consumer Behavior, Brand Recall, Digital Marketing, Case

Study

INTRODUCTION

Fast-Moving Consumer Goods (FMCG) companies deal with products that have a short shelf life

and are consumed frequently, such as food, beverages, personal care, and household items. These
companies invest heavily in marketing to maintain customer attention, promote repeat purchases, and
build strong brand equity. In recent years, marketing in the FMCG sector has shifted from traditional
one-way communication methods to more interactive, consumer-centric approaches. Digital
platforms, influencer marketing, user-generated content, and targeted advertisements have become
vital tools in reaching tech-savvy consumers. At the same time, the use of data analytics to track
consumer behavior and measure marketing effectiveness is gaining prominence. This study
examines the practical impact of these evolving marketing strategies on consumer decision-making
and overall business performance. By using real-world data from both consumers and companies, the
study offers a meaningful analysis of how modern marketing tactics are shaping the FMCG
landscape.
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OBJECTIVES
» To identify the marketing strategies used by selected FMCG companies.
» To evaluate the effectiveness of these strategies on brand visibility, consumer behavior, and sales.
» Tounderstand customer preferences in response to different marketing channels.
» Tosuggest improvements in marketing strategies based on findings.

PROBLEM STATEMENT

In a market flooded with similar products and countless brands, FMCG companies are under
constant pressure to innovate in their marketing approach. While marketing budgets continue to
increase, many companies fail to assess whether their strategies actually resonate with their target
audience. With the rise of digital marketing, traditional methods like print advertising and billboards
may no longer be as impactful. Furthermore, despite the hype surrounding influencer marketing and
social media engagement, there is limited academic evidence on the measurable impact of these
strategies in term so for sales and brand loyalty. This study addresses the gap by evaluating the
effectiveness of various marketing strategies used by FMCG firms and analyzing which techniques
generate the highest return on investment, customer satisfaction, and brand engagement. By identifying
the strengths and shortcomings of current marketing approaches, the study aims to help companies

optimize their future marketing plans.
SCOPE OF THE STUDY
» Geographical Scope: Urban and semi-urban regions of Tamil Nadu.
» Product Scope: Focus on personal care and packaged food products.

» Time Frame: Data collected from the last two quarters of 2024.

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

» Target Respondents: 100 consumers and 10 marketing professionals from leading FMCG firms.
REVIEW OF THE LITERATURE

>
>
>

>

Kotler & Keller (2016) emphasized the importance of the 4Psininfluencingconsumer choice in FMCG.

Kapferer (2008) highlighted emotional branding as a key factor in long-term loyalty.

Deloitte (2021) noted that digital marketing is increasingly outperforming traditional media in ROI for

FMCG brands.

Nielsen (2020) found that in-store promotions continue to have a strong impact on impulse buying.

RESEARCHDESIGN

Type: Descriptive and analytical

Methodology: Mixed-method (quantitative surveys and qualitative interviews)

SampleSize:100 consumers+10 FMCG marketing professionals

Data Collection Tool: Structured questionnaire (Likert scale) and semi-structured interviews

Sampling Technique: Stratified random sampling
Tools Used: Google Forms, Excel, SPSS

DATA ANALYSIS AND INTERPRETATION

Chart No: 1

Impact of Marketing on Purchase Decisions (Pie Chart)

Influenced by ads

35%

Influenced by reviews

25%

Influenced by reviews

20%

Influenced by discounts

20%
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Impact of Marketing on Purchase Decisions
Influenced by Discounts

Influenced by Reviews

Influenced by Ads

Influenced by Packaging

Chart No: 2
Sales Growth After Digital Campaign (Bar Chart)
Month S(a:lles Before Sales After Campaign
ampaign
January %1.2Lakhs %1.8Lakhs
February %1.3Lakhs %2.0Lakhs
March %1.4Lakhs %2.2Lakhs

Monthly Sales Comparison Before and After Marketing Campaign

mmm Before Campaign
mm After Campaign
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Tools Used
e  Simple percentage analysis Chi-square test
e  SPSS (statistical analysis)
o  Micro soft Excel (charts and tabulation)
e  Thematic analysis (for open-ended responses)
FINDINGS
e TV and social media are the most preferred marketing platforms among consumers.
o Discount strategies are more effective in short-term sales boosts than loyalty programs.
o Digital campaigns significantly improve sales within1-2 months post-launch.
o Emotional appeals in ads improve brand recall, especially in personal care products.
e Print media is losing traction among younger consumers.
SUGGESTIONS
Based on the findings of this study, several strategic suggestions are proposed to improve
the effectiveness of marketing strategies in FMCG companies. Firms should transition from mass
marketing to more precise, data-driven targeting using customer segmentation and behavior analytics
to reach specific consumer groups with personalized campaigns. In today’s digital age, FMCG
brands must also invest in building aro bust content ecosystem through informative videos, social
media posts, and customer testimonials, allowing them to educate and engage their audience beyond
traditional advertisements. Incorporating social responsibility into branding efforts can build
emotional connections with consumers, particularly when initiatives align with health,
sustainability, or local community support. Localization of marketing messages in regional
languages and cultural contexts is essential to appeal to diverse markets, especially in rural and
tier-2regions. Customer engagement should not end at the point of sale; post-purchase interactions
like usage tips, reorder reminders, and satisfaction surveys can enhance the overall customer
experience.
CONCLUSION
In conclusion, the study highlights that effective marketing strategies play a pivotal role in
the growth and sustainability of FMCG companies in an increasingly competitive and dynamic market.
As consumer behavior continues to evolve, driven by digital advancements and shifting value
systems, traditional marketing approaches alone are no longer sufficient. The findings from this
research indicate that a balanced combination of conventional and modern techniques—such as
television advertising, digital content creation, influencer collaborations, and localized promotions —
can significantly enhance brand visibility and consumer engagement. Furthermore, marketing efforts
that focus on personalization, emotional connection, and community relevance are more likely to build
long-term brand loyalty. The study also emphasizes the importance of using data analytics and
performance metrics to monitor and refine campaigns in real time, ensuring better alignment with
customer preferences and market trends. By adopting a strategic, integrated, and consumer-centric
marketing approach, FMCG companies cannot only in crease their market share but also strengthen
their brand presence in both wurban and rural segments. This research provides
valuableinsightsandservesasapracticalguideformarketersseekingtooptimizetheirstrategiesin the ever-
evolving FMCG landscape.
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ABSTRACT

KEYWORDS: Human-Wildlife Conflict, Conflict Resolution, Jana Jagratha Samithi, Local Self-
Government, People Participation, Grass root democracy
INTRODUCTION

Human-wildlife conflict continues to become more acute, more frequent, and persistent in
Kerala, despite of all the attempts to handle, reduce, and resolve the conflict by the responsible
authorities. The Forest Department is considered as the first and foremost important agency which
has legal mandate in planning and implementing strategies and methods to deal with the
issues. But for a variety of reasons, such as, the lack of human and other physical resources in the
forest departments and short of well-coordinated efforts among various departments in the forest
areas, they are unable to address the growing conflict between humans and wildlife adequately and
effectively (Govind, et al, 2021). In the forest fringe villages of Kerala (who are most affected by
human-wildlife conflicts), there is a great deal of community resentment towards the forest
department since the escalations of the conflict and the measures to tackle them exclusively by the
forest department are not at the required scale (Jayson; 2016 & Kumar; 2020). Damages to
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agriculture, livestock, other properties and human death and casualties affect humans just as much
as itaffects wildlife that is affected by habitat degradation, mortality, and biodiversity loss (Ameja,
et al, 2016; T. Surya, et al, 2017; Conover, 2022).

Even if the government and the forest department have initiated numerous efforts to reduce the
conflict, there is an argument to be made that local people who are affected by the issue must be
involved to find a solution. Every conflict situation and incidence of wildlife attacks is a unique
occurrence which is based on the features of the area, the local community and the wildlife
involved (Kanskys, et al, 2016 & Kumar, 2020). But adopting and applying uniform policies and
measures continuously in mitigating human wildlife conflict leave the conflict unresolved
(Morzillo, et al, 2014 & Govind, et al, 2021). Therefore, distinctive and inclusive approaches
with participatory management strategies and methods are indeed considered as the need of the
hour (Konig, et al, 2020). This includes decentralized and bottom up initiatives, that involve the
perspectives, opinions, knowledge, and experiences of the local communities involved in the
conflict, and it may replace the centralized and top to bottom approaches with decentralized and
bottom up approaches to tackle these issues (Vinoth, et al, 2020 & Kansky, 2022). Studies have
observed that mitigation strategies implemented unilaterally and uniformly cannot solve this
problem (Morzillo, et al, 2014). Since there was no platform to communicate with the people and
involve them, there was a situation where the people turned against the forest department when
the conflict escalated (Treves, et al, 2006). Therefore, it is essential to take part in the procedures
that mitigate human-wildlife conflict, just as Forest Protection Committees (Vana Samrakshana
Samithi/VSS) and Eco Development Committees (EDC) were established to encourage local
people to join in forest conservation initiatives (Forest and Wildlife Department, 2005). Conflict
mitigation can be successful locally only with the cooperation and participation of the local people
that this is a problem that directly impacts people (Ramakumar, 2021). According to the data
obtained from Kerala Forest Department, there are 114 people were died and 758 people were got
injured in the attacks by the elephants, wild boar, wild guar, tiger, leopard, snakes and by others.
514 cases of cattle loss and 6580 incidents of crop damage and property losses were reported in
2022 and the number of incidents were increasing day by day. As a result of the recent trends and
escalations in human-wildlife conflict, which is causing damage to crops, livestock, and properties
as well as the deaths of forest dwellers, the state government has decided that a collaborative effort
between people, local self-government bodies, and the forest department is necessary to address
this issue at the panchayat/municipality level and finally issued an order to form Jana Jagratha
Samithi (People’s Vigilance Committee) in February 2017. Since 2017, almost 204 Jana Jagratha
Samithi have been formed in all the local self-government bodies that were acute to human-wildlife
conflict in Kerala, with the intention of making the conflict mitigation process more inclusive
(Government of Kerala, 2019). It has been observed that the purpose of the committee is to serve
as a forum for mutual communication and collaboration and to promote more inclusive and
successful conflict mitigation initiatives. In relation to forest governance and wildlife conflict
mitigation, the fact that the forest department did not have a system that could work hand in hand
with the people had already resulted in the formation of a friction between the people and the forest
department (Wilcox, 1994; Gillingham, 2001; Naughton & Treves, 2005; Raik et al., 2005
&Dickman, 2010). The researcher could not track down any studies on the Jana Jagratha Samithi
as a strategy for resolving conflicts between people and wildlife. This study tried to find answer to
the questions “whether human-wildlife conflict can be lessened with more decentralized initiatives
and community participation”? “Is this extremely important as this is an intractably complex
problem to handle singly?” Thus, the researcher assumed that is it a time to assess what kind of
changes have to be made in the forest governance process related to conflict mitigation through
the Jana Jagratha Samithi?, and how the activities of Jana Jagratha Samithi have to be carried
out with the support and active participation of local government bodies? Therefore, this study
aims to investigate, how far the Jana Jagratha Samithi can act as an active agency in handling and
transforming the conflict, a system that accommodates both the people and local self-government
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bodies to engage in conflict resolution. This study was conducted in the areas of five local self-
government bodies including four Gram Panchayats namely; Thirunelly, Noolppuzha, Poothady,
Pulpally and one municipality called Sulthan Bathery, which all comes under the boundary of
Wayanad Wildlife Sanctuary, Kerala and it covers the period from 2017 to 2023.
The findings of the study advocate for making immediate re-evaluation, re-organization and
modification in the existing body of the Jana Jagratha Samithi. This study itself attempts to
develop a conceptual framework based on the empirical evidences collected from the field, which
the researcher assumes that it can enhance participatory democracy in dealing with human-wildlife
conflict. The researcher suggests that the Government of Kerala and the Forest and Wildlife
Department have to make changes in the current structure of Jana Jagratha Samithi as per the
order of February 2017 and recommend the authorities to issue a new order to establish a structure
with more participatory in nature and with more powers to Local Self Government Institution in
planning and implementation process. A suitable system or body for monitoring and evaluating
the activities and functions of Jana Jagratha Samithi should also be promptly made within the
government system. The researcher presented framework which demonstrates the possible outline
for the modification of the structure of Jana Jagratha Samithi and it also advocates measures for
expanding the powers and responsibilities to all the stakeholders.
THE OBJECTIVES OF THE STUDY

1. To examine the functions and activities of Jana Jagratha Samithi,

2. To explore its strengths and weaknesses, and

3. To suggest the possible ways to improve and modify Jana Jagratha Samithi and its

effectiveness in handling human- wildlife conflict.

MATERIALS AND METHODS
STUDY AREA

Wayanad Wildlife Sanctuary is a protected area established in the year 1973 for the
protection of forest resources and biodiversity in Wayanad district of Kerala. It is come under the
administration of the North Wayanad, South Wayanad, and Wayanad Wildlife Sanctuary
Divisions, which together cover a major part of the Nilgiri Biosphere Reserve. As the Wayanad
Wildlife Sanctuary that shares its borders with Nagarhole and Bandipur tiger reserves of Karnataka
and Mudumalai tiger reserve of Tamilnadu, the potential for conflict here is much higher as
compared to other places.

According to the recent data from Kerala Forest Department in the Wayanad wildlife
sanctuary, 43 people were died, 120 were injured, and 13,414 cases of crop loss, 1,141 cases of
livestock cases and 249 cases of property losses were reported from 2000 to 2022. Compared to
other districts of Kerala, Wayanad district is seem to have the highest number of wildlife conflicts.
The researcher decided to conduct this study in Wayanad Wildlife Sanctuary based on the
information available from the Forest Department and other secondary sources. Information about
the activities of Jana Jagratha Samithi in all the local government bodies inside the Wayanad
forest area and its fringes is collected here. Any local government body that shares the boundaries
of the sanctuary is not excluded from this study.

DATA COLLECTION

An explorative research design is followed in this study. The qualitative data collected
through in-depth interview was analyzed by using thematic analysis. A structured interview was
carried out among the 50 respondents by using the same interview checklist and asked them to
respond accordingly (Annexure 1). Among the total number of members of Jana Jagratha
Samithi, the researcher tries to identify 10 members from each. To identify these samples the
researcher visits the President of Panchayats and the Municipality chairperson directly and asked
him/her to find out the wards/councils which are most affected by wildlife attack. Then the
researcher selects the wards according to the intensity of the conflict and purposively selects the
people’s representatives of the particular wards/councils as the respondents of the study. The other
respondents were also selected with the help of the Panchayat/ Municipality authorities (Table 1).
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Table 1: Profile of the Respondents

Characteristics of Interviewees No. of interviewees | Total
Panchayat President/ Municipality Chairperson 1 5
Representatives from each 4 20
Panchayats/Municipalities
Farmers from each Jana JagrathaSamithi 2 10
VSS/EDC President/ Members 2 10
Officials from Forest department 1 5

Total Respondents 50

Source: Computer (The Author)
Thematic Analysis

The timings of the interview were carried out for one and half hours maximum. The
researcher was recorded the interviews and also took notes while conducting the interviews. At the
primary phase of the interview, the researcher tried to know the trends and escalations of the
conflict happened for the past few years in each local self-government bodies. They were also
asked to respond on the recent incidents of wildlife attack and their past experiences of wildlife
encounters. The responses regarding the functions, responsibilities, strengths and the limitations
of Jana Jagratha Samithi were also collected. At the final stage of the interview, they were also
asked to explain their views and opinions on ensuring their participation in transforming the
conflict and asked to give their suggestions to strengthen the possibilities of Jana Jagratha Samithi
in transforming the conflict. For this study data, documents and study reports and reviews from
various existing journals, and newspapers were collected and analyzed for getting the information
on the intensity and the frequency of the conflict happened in Kerala as well as in the study area
and the researcher also went through the minutes of the meetings to know about the activities and
functions of Jana Jagratha Samithi.

The interviews taken in Malayalam (mother tongue of the respondents) were transcribed
and translated into English by the researcher for the purpose of research. The opinions collected
from the respondents were organized according to the objectives of the study, from which the
researcher tried to understand the functions, activities, potentialities and the limitations of Jana
Jagratha Samithi in transforming human-wildlife conflict. Then the researcher explores the codes
and themes from the translated data by reading and re-reading them and later identifies three major
dimensions and related themes. An inductive approach was also used for the identification of the
themes which is linked with the data itself helps in analyzing the relationships of the dimensions,
themes and sub-themes emerged. The researcher re-examined the dimensions three times in order
to ensure the reliability and validity of the data. Three patterns of dimensions were finalized and
presented in the

Table 2: Codes, Themes and Dimensions generated from the thematic analysis

Codes Sub-themes Themes
(Description of Codes) | (Clustering of | (Creation of
Codes) Dimensions)

Structure of the JJS

Pattern of meetings Structure Structure &
Activities of JJS Functions Functions
Role of local self- | &activities of
government institutions | Roles Jana
Role of forest department | &responsibilities | Jagratha
Role of people Samithi
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Community participation
Discussing different local
issues

Decision making power | Strengths Strengths &
Capacity building Benefits Potentialities
Sharing responsibilities | Possibilities of

and duties Jana
Transparent platform for Jagratha
different opinions Samithi
Empowering grass root

democracy

Improving self-reliance

Lack of financial

resources

Lack of support from

state and central | Weaknesses Limitations
governments Barriers &
Lack of powers in | Limitations Challenges
implementation process | Challenges of
Lack of people Jana
participation/involvement Jagratha
in implementation Samithi
process

Authoritative outlook of
forest department
Inadequate
interventions
Inefficiency  of  the
existing strategies
Lack of monitoring and
evaluation
Lack of proper strategic
planning

Source: Computer (The Author)

The NVivo Software was used to do analysis for word cloud and most frequent words from
the transcription (Figure 1 & Table 3). With the help of thematic analysis, the researcher explores
a need for strengthening participatory governance in addressing the conflict between human and
wildlife while developing this conceptual framework. Therefore, this study suggests for enhancing
the grass root governance/participatory governance by changing the structure of the Jana Jagratha
Samithi with a greater number of stakeholders. It also explores the need of giving more powers to
local self-government bodies as well as to local communities.

policy

Figure 1: Word cloud generated with NVivo software
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Source: Computer (NVivo)

Table 3: Most frequently used words by the respondents

Si. No. Word Length Count  Percentage
1 Participation 13 14 0.47
2 Representatives 15 12 0.40
3 Implementation 14 9 0.30
4 Responsibilities 16 9 0.30
5 Possibilities 13 7 0.23
6 Participatory 13 5 0.17
7 Afforestation 13 4 0.13
8 Local Self 14 4 0.13

Governments

9 Interventions 13 3 0.10
10 Responsibility 14 3 0.10
11 Collaboration 13 2 0.07
12 Human-wildlife 13 2 0.07
13 Participating 13 2 0.07
14 Rehabilitation 14 2 0.07
15 Strengthening 13 2 0.07
16 Administration 14 1 0.03
17 Decentralization 16 1 0.03
18 Traditionally 13 1 0.03

Source: Computer (NVivo)
Results and Discussions

The results of the study provide a critical analysis about Jana Jagratha Samithi by
identifying its limitations and the possibilities in handling human-wildlife conflict. It also identifies
that still there is huge gap between the authorities who are addressing the issue and the real conflict.
The findings show that there is an immediate need for strengthening the grass root democracy to
formulize plans, policies and strategies to deal with problem. This gap has to be filled with giving
more powers to the local government bodies and to the people. Their responses were organized
under the following themes.
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1. The structure and the major activities of Jana Jagratha Samithi
1.1. The structure and the patterns of the meetings

The meetings of the Jana Jagratha Samithi should be held under the chairmanship of the
Panchayat President or Municipality Chairperson. The convener will be the Range Officer or the
Deputy Range Officer in charge of the forest area under the jurisdiction of the Gram
Panchayat/Municipality. The vice presidents of Panchayats or vice chairman of the Municipality
will be the vice chairman of the committee. The structure is quite inclusive and it further includes
every people's representatives of the respective panchayats/municipalities, the agriculture officer,
the veterinary surgeon, their village officer, presidents /members of the VSS/EDC, beat forest
officers of the forest department, and three farmers as local community representatives (Figure 2).
The order directs that, this committee has to meet once in three months without fail. However,
based on arising necessity or emergency situation, the issues of human-wildlife conflict in that
area shall be discussed and adequate intervals measures have been evolved as it warranted.
All members of the local self-government bodies will be the members of Jana Jagratha Samithi.
It is peculiar to note that farmer members and representatives from VSS/EDC who participate in
the committee got changed from meeting to meeting, but it is not in the case of people’s
representatives and forest department officials. Farmers and VSS/EDC members will be selected
from the wards with the highest number of wildlife attacks in each panchayats/municipality in the
respective months. The respective Forest Range Officer will be responsible for selecting the
VSS/EDC members and the Divisional Forest Officer will be responsible for nominating 3 farmers
to attend the meetings. The farmers believe that the committee members chosen from the region
where the wildlife attack is occurring, makes prompt, pertinent, and serious involvement of
members in this problem. Furthermore, it leads ward members in those regions to become more
aware of the issue and question the administration and insist them to take action.

Figure 2: The Structure of Jana Jagratha Samithi
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Range Forest Officers/
Deputy Range Officers
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Block Panchayat Member ]

Structure of Jana

iy Agricultural Off ]
JagrathaSamithi [ gricultural Officer

-

Veterinary Surgeon

Village Officer/Officers

.
-

[ Members ]

Ward Members/
Councilors

VSS/EDC President/s ]

[ Beat Forest Officers ]

[ 3 Farmers ]/
Source: Computer (The Author)

1.2. Roles and responsibilities of the committee members
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The committee meetings are primarily held to discuss the situation of wildlife attacks in the area

and to share the necessary suggestions to solve the situation. However, these committees are

supposed to act as the public face of the Forest Department in areas where wildlife attacks are
frequent. The following are the major roles and responsibilities of the Jana Jagratha Samithi.

e Inform the forest department authorities on mitigation strategies needed for each area after
discussing and analyzing them in the meetings.

e Evaluate the damages and deficiencies of currently implemented mitigation strategies such as
erecting walls, fencing, trenches etc.

e When there is damage happened, the committee discusses it and recommend future course of
action to be taken by the concerned range officer.

e Take part in the tasks like assisting the Forest Department officials in accompanying them to
the spot where wildlife attacks happen.

e C(Create public awareness among the people about wildlife attack and the need to adopt new
farming practices on forest borders that do not draw wildlife in.

e Build communication network system like sending SMS alert to inform the local people about
the entry of wildlife from the forest to the settlements and ensure all supports in the of
operations of the Forest Department which are impeccable.

Although the committee meetings are convened under the shared leadership of the local
government bodies and the forest department, the main responsibilities are given to the forest
department itself. Many respondents feel one thing very positive is that the farmers, VSS/EDC
members and public representatives who are facing wildlife attacks and well aware of their area
and the nature and patterns of wildlife attacks openly interact with each other about the problem
and its solutions. People who know the geographical, ecological and sociological characteristics
of each region sit together and think about the solutions according to them.

2. Strengths and Potentialities of Jana Jagratha Samithi

Majority of the respondents believe Jana Jagratha Samithi has many strengths and potentialities in

dealing human-wildlife conflict. The major themes identified from the dimension of Strengths and

potentialities of Jana Jagratha Samithi includes, (1) Community participation, (2) Discussing
different local issues, (3) Decision making power, (4) Capacity building, (5) Sharing
responsibilities and duties, (6) Transparent platform of different opinions, (7) Empowering
grassroots democracy, and (8) Improving self-reliance. The below table 4 shows the percentage of
the people’s opinion about the strengths and possibilities of the Jana Jagratha Samithi.
Table 4: Responses on the strengths and possibilities of Jana Jagratha Samithi

Strengths & Potentialities Responses Percentage
50 100
Community participation 32 64
Discussing different local issues 28 56
Decision making power 22 44
Capacity building 30 60
Sharing responsibilities and duties 29 58
Transparent platform for different opinions 18 36
Empowering grass root democracy 34 68
Improving self-reliance 30 60

2.1 Community participation

One important thing that emerged from collating the views of most of the interviewees was the
opening up of the potentialities of community participation in handling human-wildlife conflict. It
is a very positive thing that farmers and people's representatives are speaking openly about their
local problems on the same platform. 64% of the respondents were identified community
participation as a major strength of the committee and they also indicate the importance of the role
of local community in solving their local problems. It seems that people are not forced to attend
these meetings; they come voluntarily to speak on behalf of people on issues related to wildlife
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attacks. They prioritize their problems one by one and discuss them with the authorities. People
are able to openly talk about the issues related to wildlife attacks and also give necessary
suggestions to handle them.

Many respondents believe that through community participation, it is possible to evaluate
the currently implemented mitigation strategies which point out mainly its limitations and put
pressure on the Forest Department to overcome those shortcomings. People from different social
backgrounds participate in the meetings, as human-wildlife conflict is a problem that affects the
people of different strata alike, here they all come together for the same cause. It has been observed
that people perceive the Jana Jagratha Samithi as a genuine opportunity to solve their problems.
“It is a system where people can participate in conflict mitigation. In such platforms, we are
very motivated to hear different opinions on the issue. It makes us realize the need to work
together for the same goal. We are often able to mobilize people as they are equally
experiencing the intensity of the conflict. All those who live in forests are facing wild animal
attacks on a daily basis. It is a relief to have such a platform for us who are facing so much
hardship due to wild animals”, says Johny (names are not real), a farmer from Noolppuzha
Panchayat.

The collected data reveals that the gender equality in the committee was really motivating.
In all these meetings and in the decision-making process, the participation of women is also very
high. The main reason for this is that half of the people's representatives in each panchayat are
women. “These meetings help in gaining in-depth knowledge about human-wildlife conflict
along with other issues in the panchayats. More knowledge about human-wildlife conflict is
gained during the discussions in the committees. Instead of looking at this problem from the
human side, we are getting more ideas about wildlife conservation and the reasons why wild
animals are leaving the forest and entering into and human settlements. The changes in the
behavior of wild animals and the problems of their habitat destruction were all understood.
That way, the issues discussed in the committees can be also discussed with the people of the
wards', says Radhamani, a female representative of Poothady Panchayat.

The committee meetings also recommend its members to act as the Primary Response
Team in case of wildlife attacks happens. The members of the committee are also responsible for
informing the forest department about the presence and attack of wild animals. People's
representatives and local people often intervene in such cases until the Forest Department officials
arrive. Therefore, in many places, all Jana Jagratha Samithi members are working as the primary
response team during wildlife attacks. Another farmer also pointed out that involving the local
people in the activities of cutting down the undergrowth plants will help in ensuring people's
participation in conflict mitigation. "If there is a situation where people get jobs and wages in
all the activities required to prevent wildlife attacks, people's perception against the forest
department will change and people will have a feeling that they should try to eliminate
human-wildlife conflict. Since all the existing mitigation activities are done by the forest
department alone, there is a feeling that the forest department is responsible for all the
conflicts. But by ensuring these kinds of involvements such feelings will be changed and
people will also have a sense of feeling of ownership regarding the conflict mitigation", Manoj
added.

A representative of Thirunelly panchayat suggested that the local people should be
included in the measures to carry out natural afforestation by uprooting the invasive plants such as
Senna spectabilis and Lantana camara which has spread widely in the wildlife sanctuary. This
seems to be a very sensible and appreciated recommendation. He continues: “Such a decision can
be taken as a part of the Mahatma Gandhi National Rural Employment Guarantee Act
(MGNREGA). As it affects the survival of local species, the quality of soil and underground
water, and it also affects the ecosystem, we have decided to remove them from our
Panchayats. Recently the government has allocated funds for the removal of Senna, which
spread largely in the sanctuary. By allocating more working days and funds for this purpose
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only in these areas, the Senna can be removed and uprooted from the area by MGNREGA
Workers. Not only in uprooting the Senna, but also upkeeping the fence or trench which
needs maintenance. This will help in mitigating the human-wildlife conflict and will also help
in getting more working days for the MGNREGA Workers of the panchayat”, Suresh
suggested for ensuring more people participation.

2.2 Discussing different local issues

Most of the respondents (56%) reveal that people in different localities of a Gram
Panchayat can discuss their problems with others. They consider this statutory body is an effective
way to solve local problems in an area where the people of that area have to discuss among
themselves in an open platform. People discuss the causes and nature of human-wildlife conflict,
its impacts on people and the need to solve the conflict. Along with discussing the wildlife attacks
in the area, there also do evaluations of the mitigation strategies that have been put into place under
the direction of the Forest Department. At each meeting, the efficacy of the fencing, stone walls,
trenches, and other measures put in place to deter attacks by wild animals is assessed. The
committee also discusses the failure of interventions which needed to be identified to initiate
corrective actions. It helps the members, to find places that need maintenance and submitting that
information to the Forest Department, since failure to maintain the already established
infrastructures might become the sources of significant disturbance from animals. The researcher
herself verified the minutes of the meeting about the maintenance works carried out in wire fences
and trenches. “I am a farmer who is constantly attacked by wild animals. Wildboar, deer and
monkeys have been destroying my crops for the past five years. 1 have applied for
compensation, but it is often received very late. I am very much disappointed when I face
continuous attacks. I have often thought of giving up farming. I have been a farmer
representative since last year in the Jana Jagratha Samithi. When I started participating in
the Jana Jagratha Samithi, I felt very happy for discussing our issues there. There was no
such platform to talk like that before. It gives me a hope that there is a platform to discuss
by all those who have lost their crops, livestock, lives and livelihoods due to wildlife attacks”,
George commented.

The study finds a major discussion that always comes up in the meetings is related to the
relocation of the people. The members were discussing about relocating people from conflict-
prone forest areas to well protected area under rehabilitation strategy could be a suitable and better
solution. But people feel that technically this is a scheme (The Government have already started
Voluntary Relocation Scheme in the district) with many limitations and it has to consider many
different factors while relocating people from the forest. It has to be noted that the Government
has to give better compensation for the resettlement as well as for any other losses (Government
of Kerala, 2017). “Relocating people is not an easy or simple matter. The resettled families
get a very meager amount of compensation. Even those who have five cents of land or five or
ten acres in the forest get Rs 10 lakh as compensation (later increased up to 15 lakhs). Today
it is difficult to get land elsewhere in the district and build a house for this rupee. Not only
that, it is also difficult to find new livelihood outside the forest for the communities who have
been living dependent on the forest for ages. The entire human settlement in Ammavayal
and Golur and few from the Kurichiat and Chettiyalathoor areas of Noolppuzha Panchayat
is relocated. However, there is also a situation where many people return to their native
without finding a livelihood in their new resettled areas. It is a very effective scheme if done
with proper compensation and proper planning. People should be relocated from the most
conflict-prone areas to other places adjacent to the forest”, says the forest official. (Similar
rehabilitation has also taken place in Narimundakolli, Gottiyur and Puncha Wayal areas of
Thirunelly Panchayat)

In many meetings, it was found that discussions about many actions that have been taken at the
initiatives of Jana Jagratha Samithi, especially the procedures to distribute the compensation to the
victims of wildlife attack easily and quickly. “Compensation for crop and livestock damage
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and loss of life is often delayed when we have to follow the conditions of the law. Even those
who have lost their homes are getting paid very lately. The compensation amount itself is
very low. This amount paid is not sufficient to cover the damages incurred. Non-receipt of
loss compensation amount and delay in receiving it is very distressing for the farmers who
suffer crop damage also. The government has to assess the losses incurred, prepare report
and provide the appropriate amount for them. This is the reason why people often get angry
towards forest department in many places. We discuss all such situations in the committees.
Even though no action has been taken on it yet, the discussion itself is very comforting. We
have a platform to talk about our problems. Hope the compensation process will be made
smooth soon”, a VSS member responded.

Another EDC President states, “Discussions regarding wildlife attack incidents in their area
are highly comforting and hopeful since the creation of Jana Jagratha Samithi. We share the
views and opinions emerge in the discussions and decisions of the meetings with other
EDS/VSS members. None of the activities seem to have been done as per the decision of the
Jana Jagratha Samithi. Although many decisions are taken, not all of them are implemented.
It is difficult and challenging to implement everything by the Forest Department. Still, there
is a hope that local issues could be collaboratively addressed by the Forest Department,
people's representatives, and the local people in future”.

But the opinion of a representative of Pulppally Panchayat is slightly different and like this “The
involvement of EDC/VSS members as participants in the activities of the forest department
is considered that it would affect the authority of the forest department. People are not
involved in the implementation process of conflict mitigation by the forest department.
EDC/VSS members were only doing many activities with the involvement of the villagers
such as prevention of forest fire, undergrowth cutting, minor maintenance of fencing and
trenching etc. The conflict can be mitigated effectively, only by expanding the powers of the
Jana Jagaratha Samithi further, to the EDC/VSS members, farmers, women and children.
There should be a very inclusive structure created with equal participation”.

2.3 Decision making power

People are able to propose solutions and suggestions to their problems however taking
decisions in an appropriate manner was so far in the hands of government officials. But Jana
Jagratha Samithi has a structure that enables the committee members to assess their problems
and take important decisions with an open mind. 44% of the respondents argued that “it
encourages committee members to engage in mitigation activities responsibly and in a
participatory manner as they are given the right and freedom to make decisions”. These
meetings also serve as a place to share their local knowledge, experiences and opinions. The
knowledge and practices traditionally used by people to cope with wildlife attacks are being
discussed and they are considered, at least to some extent as a way/tool in the conflict mitigation
process.

Many discussions happened about the introduction of artificial afforestation with teak,
acacia and eucalyptus plantations that affects the local ecosystem and consecutively the wildlife
because they are causing drought and resource scarcity for wildlife. In most of the meetings, there
were discussion about the removal of such invasive plants and provide room for natural
afforestation. They also insist to take urgent action in this regard. In Thirunelly Panchayat, the
committee has decided that 5 hectares of forest land have been allotted for natural afforestation as
per the latest decision of the people’s opinion and it has been decided to bring it to the notice of
the superior authorities.

One of the major decisions taken in the committee in all the local self-governments is
related to establishing hanging fencing in the conflict-prone areas. Hanging fencing is considered
as the most effective conflict mitigation strategy in all Jana Jagratha Samithi. In some panchayats
like Thirunelly, Noolppuzha and Poothady have started the implementation works. It has been
observed that the funds needed for addressing the conflict is being allocated to MLA's local
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development fund and to other funds of the three-tier panchayats. All the members of the governing
committee who were chosen as respondents expressed the opinion that the local self-government
bodies do not have the fund of its own for executing such projects, probably this may cost huge
amount in crores.
2.4 Capacity building

According to the 60% of the respondents, through the activities of the committee, all the
members are enabled to gain more self-confidence and understand the problems in their own area.
Many expressed the opinion that it gives the committee members a great deal of self-confidence
and leadership quality when their opinions are being properly heard in the meetings. Awareness
gained on how to respond to wildlife attacks and what to do next are learned from each other. The
experience of a representative from Poothady Panchayat makes it very clear: “Discussing such
issues in the committee as a people's representative has helped me to go to my own wards
and work with confidence. Last month (December, 2023), a young man was Kkilled in a tiger
attack in my ward. He was attacked when he went to graze his cattle. It was a tiger-free area
before. There were no earlier recorded attacks or presences of the wild animals. All the
people were scared and panicked. No one came out after five o'clock in the evening. Many
were afraid to send their children to school. There was no peace until the forest department
caught the tiger. It was after ten days that the tiger was caught. I could not sleep till then. I
felt a lot of pressure from the people. This was the first time that such an incident had
happened in my ward. It was very difficult to face the entire situation at those days. But since
I had attended all the committee meetings after I became a panchayat member, I had the
strength to face all those situations. It was a very difficult task to calm the impatient people
and allay their fears. It was the Jana Jagratha Samithi that helped me face it all with self-
confidence”, she shared her experience with confidence.
2.5 Sharing responsibilities and duties

Most of the respondents (58%) suggested that efforts are being under way to collectively
implement all the issues discussed in the committee. They are sharing their duties with the forest
officials, panchayat members and farmers where they sit together to evolve plans and share
responsibilities of each stakeholders in dealing with the problem. After assigning what
responsibilities each one has to perform, efforts and sub plans are being made to carry them out.
Some of their responsibilities and actions include:

1. To communicate information about wildlife attacks in each area with the forest
department,
To share information about wildlife presence with people,
To make people aware of changes in agricultural practices and its patterns,
To inform committee members about damaged fencing and trenches,
To work with the forest department when people get angry or panic,
To engage in activities of forest department in a very complicated situation to deal with
the situation calmly,

7. To identify areas where mitigation strategies are needed and discuss this information

in the commiittee,

8. To listen the problems of the victims of wildlife attacks,

9. To help the victims in getting compensation quickly,

10. To create awareness among the people about the immediate actions to be taken in a

11. conflict situation, and

12. All the members of the committee have to work hand in hand with Rapid Response

Team (RRT) which is formed by the forest department to deal wildlife attacks.

It is observed that the outcome of the meeting enabled every local government institution to
decided and designate special watchers as temporary employees in regions where agricultural
damage has taken place regularly. Paddy watchers are also employed in such urgent cases as there
is an increase in wild animals entering the fields during the harvesting time of the crops. Such
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temporary watchers are appointed on daily wage basis. “It has been noted that wild animals
come out of the forest everywhere during the summer and harvest seasons. As local residents
themselves are appointed as such guards, it is possible to ensure employment opportunities
for some people through the work of Jana Jagratha Samithi. In this way, the forest
department, local government bodies and people are involved in wildlife conflict mitigation
activities with the feeling of shared responsibility. It was understood that everyone needs to
work together with mutual cooperation, collaboration and sense of responsibility in
preventing human-wildlife conflict”, another representative from Sulthan Bathery Municipality
said.
2.6 Transparent platform of different opinions

A small number of respondents (36%) expressed that the committee seems to be transparent
in its nature of conducting meetings. According to them, all the matters discussed in the meetings
are recorded in the minutes of the meeting and the implementation plans related to these decisions
are discussed in the same or next meetings gives more hope in the Jana Jagratha Samithi. The
committee is trying to ensure that everyone's opinions are accurately recorded and decisions are
made based on the opinions of the majority of the members. This transparency helps in integrating
different opinions and makes appropriate decisions.
2.7 Empowering grassroots democracy

Majority of the respondents (68%) were told that the committee has been working as an
agency which has the power in empowering the grassroots democracy even though the
participatory democracy has been facing many challenges in the modern world. As an electoral
body and governing system that acknowledges the fact that people are the ultimate source of
power. The lack of power and capacity of the governing body and the representatives chosen by
the people to safeguard the well-being of the people at large is a criticism leveled on participatory
democracy.
Unlike the traditional model of representative democracy, where only representatives participate
in the governance, the grassroots democracy gives more opportunity to its citizens to participate
in the governance process and it makes citizens more accountable at the local level. “I could say
that the Jana Jagratha Samithi is designed to strengthen grassroots democracy. This
operating paradigm is highly effective in minimizing conflict between humans and wildlife
and empowering grassroots democracy because it guarantees the participation of local
governments and people in conflict mitigation”, a representative said.
2.8 Improving self-reliance

60% of the respondents declared that “Jana Jagratha Samithi can improve the self-
sufficiency of all the Panchayat Raj Institutions when it is able to address its own problems
and find solutions at grass root level. Consequently, when all of these
panchayats/municipalities’ entities begin participating in conflict resolution, they become
self-reliant by strengthening all agencies (Local Self Governments, Forest Departments, and
the community) to successfully fulfill their tasks. This platform empowers all parties involved
and increases self-reliance when they collaborate with government administrative bodies to
resolve a conflict”.
3. Limitations and Challenges of Jana Jagratha Samithi

The respondents also expressed opinion that when Jana Jagratha Samithi has many strength
and potentials, it also has and face many limitations (Table 5 Figure 3). Majority of the
respondents (96%) opined that lack of financial resources as a major problem and impediment for
the effective functioning of Jana Jagratha Samithi. They also added that additional funding ought
to be given to the affected panchayats to help them in resolving conflict between people and
wildlife.

72% of them also expressed the fact that they are also facing the lack of supports from the
state as well as the central governments in term of direct fund and other support. “More funding
should be allotted in the category of panchayats that are dealing with the highest levels of
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conflict. The current own-funds are only adequate for meeting out other welfare and
development initiatives in the panchayats/municipalities. Every local self-government bodies
should have the capacity to utilize such funds effectively which can be utilized in the wards
and panchayats which face wildlife attacks frequently. Both people and local governments
can engage in a wide range of useful activities. The Panchayats now have the responsibility
to secure funding for mitigation initiatives. Since such are the areas which need desperate
actions, extra funds have to be invested there. However, that is not a long-term fix. Many of
the practical decisions taken by the Jana Jagratha Samithi cannot be implemented due to
the lack of funds. We need additional assistance from both the state and central governments
in this respect. Not only in allocating funds, but also in all forms of support to the local
administration. Governments should try to solve this issue that affects both people and
wildlife by giving more powers and funds to the respective local government institutions”,
says one of the representatives of Noolppuzha Panchayat.
Table 5: Limitations and Challenges of Jana Jagratha Samithi

Limitations and Challenges Responses Percentage

50 100
Lack of financial resources 48 96
Lack of support from state and central governments 36 72
Lack of powers in implementation process 46 92
Lack of people involvement/participation in implementation process 44 88
Authoritative outlook of forest department 37 74
Inadequate policy interventions 38 76
Inefficiency of the existing strategies 28 56
Lack of monitoring and evaluation 35 70
Lack of proper strategic planning 25 50

Source: Computer (The Author)

Figure 3: Limitations and Challenges of Jana Jagratha Samithi
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The main criticism is that local people and local governments are not involved and kept out from
the implementation process, beyond being able to sit together and discuss various actions needed
to mitigate human-wildlife conflict. The Forest Department is assuming authoritative power and
consider itself as the only agency responsible for putting wildlife conflict mitigation into practice
since it holds the ultimate authority as per the existing forests and wildlife act. 92% of the
respondents said that the lack of powers to the local self-government bodies act as the major
limitation of the committee and they also opined that the decentralization of conflict mitigation
activities should be done by giving more powers to Local Self Government Institutions. Although
community participation is ensured within the structure of the Jana Jagratha Samithi and its
meetings, the lack of people involvement (88%) in activities to mitigate human-wildlife conflict
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is a setback to the very objectives of these activities. Jana Jagratha Samithi has only a reflective
face to act as the public face of the Forest Department.

Currently, they are unable to work for the people on this issue as they have no equal
authority to devise or implement schemes to prevent wildlife attacks in their areas. The total scope
of intervention of local self-government bodies in dealing with human-wildlife conflict is limited
to Jana Jagratha Samithi only. “There are people in each region who have ideas to solve
problems for people and wildlife as well. But it can be said that the Jana Jagratha Samithi
does not have the power to effectively use their knowledge or experience. The local
government bodies do not have the funds to implement all these. Even if funds are allocated
in any way, no decision can be taken by the Panchayats alone without the permission of the
Forest Department. The permission of forest department is required for any activities such
as fencing or road construction in forest areas. It takes a lot of time to follow all the
procedures and conditions of the law and to get approval. Sometimes we don't even get
permission. We are unable to address the issues faced by those living in and around the forest
as a result”, one of the councilors from Sulthan Bathery Municipality said.

Majority of the respondents (74%) have assessed that the main limitation of the Jana
Jagratha Samithi is that the forest department takes the final decision on the issues that are
considered in committees. The issues are being discussed on a public and open platform; yet, the
forest department considers that it is the only responsible body to carrying out the actions that are
required. Except for the representatives from the forest department, every other committee member
brought out this point.

The majority of respondents raised the point that the forest department treats the people’s
body as agency and it must be considered as a serious issue and the department of Forest should
involve both the local community and the local self-government institutions in the decision-
making and implementation process. “People's views are given due consideration and are taken
into consideration at the planning stages. But we have no role in the implementation process.
Forest department is acting as the only responsible agency for implementing those plans.
What I am suggesting is that involving more people in its implementation stages also
required. We need to end up this authoritative approach of the Forest Department in dealing
with human-wildlife conflict. They could not solve this issue alone; it needs a wider range of
collaboration between all the stakeholders. I strongly believe that people can contribute
more in all the process”, a representative from Thirunelly Panchayat says.

Another major limitation pointed out by 76% of the respondents is lack of adequate policy
interventions and very few of them specifically commented on the need for well-timed changes in
existing laws and policies related to forest and wildlife conservation. Existing forest laws do not
have a space for participatory wildlife conflict mitigation. As a result, the existing laws and policies
are inadequate to transfer more powers to a participatory system like the Jana Jagratha Samithi.
Since Forest Department being a Government agency, it cannot go beyond/breach the existing
common policies, laws and regulations which governs the Indian forestry and wildlife, thus they
are constrained to act with much restrain. Even if they wish to involve the members of peoples’
body, the present laws have restrictions for this.

Most of the respondents (56%) of them have expressed that the currently implemented
mitigation strategies have to be revised periodically and human-wildlife conflict can be mitigated
effectively only when they are reviewed, evaluated and suitably modified at regular intervals. Half
of the respondents said that the Jana Jagratha Samithi should also be given the task of identifying
the deficiencies of existing strategies and monitoring them at times. For such monitoring and
assessment, the Forest Department should also supply the required supplies and infrastructure.
“Aside from any damages and its maintenance, every strategy should be assessed for
appropriateness in its context. Each strategy should be prepared with a number of
considerations, including the type of the forest and the wildlife, the nature and behavior of
the wildlife presence, the frequency of the attacks, the density of the population, and the type
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of agricultural patterns, etc... Unscientific perspectives or implementing same strategies in
many places without having any social, ecological and geographical considerations make the
whole process unsuccessful. Such projects will not even address human-wildlife conflict.
Mitigation strategies implemented through Jana Jagratha Samithi should also be monitored
properly. They should be updated if necessary”, a VSS member added.

According to 70% of the respondents, there is also a lack of monitoring and evaluation
system about the currently implemented strategies. One of the representatives of Thirunelly
Panchayat says that, "the crores of rupees have only been spent on conflict mitigation
measures so far. The conflict between humans and wildlife does not seem to be lessened in
proportion to the amount spent when compared to the severity, frequency and the level of
the issue. Neither the amount spent nor the initiatives carried out are adequately monitored
as there is no system in place to assess this. The activities implemented by Jana Jagratha
Samithi should also be properly monitored. The people should have a right to evaluate and
monitor them. The strategies being implemented in each area and the funds used for them
should be monitored by the local people themselves. It would be really beneficial if Jana
Jagratha Samithi is able to achieve this”.

Half of the respondents (50%) commented that the proper and long-term strategic planning
is missing in addressing human-wildlife conflict. When the department concern could not give
such assurance to the people, they become dejected and frustrated and their anger turned on
wildlife and they insist and agitate for driving out wildlife deep inside the forest. “It is also clear
when we look at the activities of the Jana Jagratha Samithi itself, that it lacks an adequate
strategic planning. It seems that many of its activities are being done to give temporary
consolation to the people when they get angry and panic in conflict situations. The forest
department is not in a position to suggest permanent and strategic solutions for the common
people who are suffering due to wildlife attacks.” a VSS President from Pulppally Panchayat
expressed.

SUGGESTIONS AND CONCLUSION

This study mainly finds out that Jana Jagratha Samithi as a platform to discuss local issues
together, it is being well received by the members of Jana Jagratha Samithi. Even though people
do not get much role beyond participation at the initial stage of discussion, the full responsibility
and authority for implementation of the respective decisions is vested in the Forest Department.
This study explores that local governments must have equal authority with the forest department
to participate in conflict mitigation initiatives. The findings of the study show that the inclusion of
farmers and the VSS/EDC members in the committee as representatives of the local community is
strength, furthermore, this structure ought to be changed into more inclusive. Based on the study
made, it attempts to develop a conceptual framework based on the empirical evidences collected
from the field, which the researcher assumes could enhance participatory approach in dealing with
human-wildlife conflict.

The presented framework (Figure 4) demonstrated here is the possible outline of the
structure of Jana Jagratha Samithi to be considered by the government before doing any
modification. It also advocates for expanding the powers and responsibilities of all the
stakeholders. Thus, the findings of the study ultimately suggest for providing equal powers to the
people, local self-government bodies and to the forest department equally. This suggested
framework could be effective when the structure and the powers of the committee can be
elaborated with more community participation including tribal heads, farmers, women, youth, and
children. And it also suggests for ensuring the participation of Non-Governmental Organizations
and the political parties working in the respective areas. The researcher assumes that the
participation of experts from the field such as revenue officers, agricultural officers, village
officers, veterinary surgeons, and the researchers could also contribute more in developing and
implementing plans for conflict mitigation.
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Figure 4: Conceptual framework of the new Jana JagrathaSamithi
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The researcher concludes that the best conflict mitigation is possible when a system is evolved in
which the involvement of local people of a village in formulating and implementing a solution to
a problem which they face in their locality. Therefore, the researcher advocates for re-evaluation,
re-organization and making immediate appropriate changes in the existing body of the Jana
Jagratha Samithi. This study strongly believes and concludes that the human-wildlife conflict can
be addressed only by improving grass root democracy and by ensuring the participatory
governance of all agencies. For ensuring this, the researcher respectfully advocates and suggests
to the Government of Kerala and the Forest and Wildlife Department to view this matter with at
most urgency and make changes in the current structure and functions of Jana Jagratha Samithi
which comes into existence with the order issued in February 2017. The researcher earnestly urges
the authorities to issue a new order which provides larger scope for participatory and shared roles
in mitigation process with adequate powers to Local Self Government Institutions in the
implementation process as well.
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ABSTRACT

This study examines the relationship between employee engagement and organizational
performance, focusing on how intrinsic motivation, leadership support, work-life balance, and
recognition practices contribute to employee productivity and retention. Using a mixed-methods
approach, data were collected from 160 employees across public and private organizations using
a structured Likert-scale questionnaire. Exploratory Factor Analysis (EFA) and Structural
Equation Modelling (SEM) were used to validate constructs and analyze causal relationships.
Results indicate that leadership support and recognition practices significantly enhance
engagement, which directly predicts organizational commitment and productivity. Work-life
balance acts as a partial mediator, while organizational culture moderates the engagement—
performance link. The study provides actionable insights for HR managers to develop employee-
centric strategies that foster sustainable performance outcomes.

KEYWORDS: Employee Engagement, Human Resource Management, Work-Life Balance,
Recognition Practices, Leadership Support, Organizational Performance, SEM, Factor Analysis.
INTRODUCTION

Employee engagement has emerged as a critical dimension of strategic human resource
management (HRM). Engaged employees demonstrate higher productivity, lower turnover, and
improved job satisfaction, creating a competitive advantage for organizations. Traditional HR
practices have evolved from transactional approaches to integrated strategies that emphasize
people-centric leadership, recognition, and work-life integration. In India’s evolving corporate
landscape, especially within knowledge-intensive sectors, organizations face a dual challenge:
maintaining high performance while ensuring employee well-being. This study investigates how
key HR practices influence engagement and, in turn, drive organizational performance.
RESEARCH OBJECTIVES

e To examine the impact of leadership support, recognition practices, and work-life

balance on employee engagement.

e To evaluate how employee engagement influences organizational commitment and

productivity.

e To analyze the mediating role of work-life balance and the moderating effect of

organizational culture.
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STATEMENT OF THE PROBLEM

Despite widespread acknowledgment of the importance of employee engagement, many
organizations struggle to operationalize it as a strategic driver. HR policies often emphasize
compliance over empowerment, resulting in inconsistent engagement levels. Empirical studies in
Indian workplaces rarely use advanced modeling (like SEM) to quantify how leadership,
recognition, and work-life integration collectively influence performance outcomes. This research
addresses that gap.
RESEARCH GAP

Existing HRM literature largely focuses on individual engagement drivers (e.g., leadership
or rewards) but seldom evaluates them in an integrated framework using robust statistical methods.
Limited evidence exists on how organizational culture moderates engagement—performance
relationships in emerging economies like India.
REVIEW OF LITERATURE

e Leadership Support and Engagement — Saks (2017) highlights that transformational
leadership improves employee engagement through empowerment and clear
communication.

e Recognition and Retention — Brun and Dugas (2008) found that recognition systems
increase intrinsic motivation, reducing attrition rates.

e Work-Life Balance as Mediator — Hill et al. (2010) report that balance initiatives enhance
employee well-being, improving commitment and discretionary effort.

e Organizational Culture and Performance — Denison (2012) demonstrated that supportive
cultures moderate HR practice effectiveness by aligning values with employee
expectations.

RESEARCH METHODOLOGY

e Design: Mixed-methods with a dominant quantitative approach.

e Sample: 160 employees from IT, manufacturing, and public sector units.

e Instrument: 30-item structured questionnaire (5-point Likert scale).

e Constructs: Leadership Support, Recognition Practices, Work-Life Balance, Employee
Engagement, Organizational Commitment, Productivity, Organizational Culture.
Reliability Tests: Cronbach’s alpha for internal consistency.

e Data Analysis: EFA to identify latent factors, followed by SEM for hypothesis testing

using AMOS.
DATA ANALYSIS AND INTERPRETATION
Sample Profile
Gender: 55% male, 45% female
Age: 22-50 years (Mean = 32.8, SD =7.4)
Experience: 40% with >5 years in current organization
1. Descriptive Statistics of Key Constructs

Construct Mean | SD | Interpretation
Leadership Support 4.12 | 0.68 | Managers are perceived as supportive
Recognition Practices 4.20 | 0.60 | Recognition systems rated highly
Work-Life Balance 3.95 | 0.75 | Balance moderately achieved
Employee Engagement 4.25 | 0.58 | Engagement levels are strong
Organizational Commitment | 4.18 | 0.62 | High intention to stay
Productivity 4.10 | 0.66 | Employees report improved performance
2. Reliability Analysis (Cronbach’s Alpha)

Construct o Value | Interpretation

Leadership Support 0.88 Highly reliable

Recognition Practices 0.86 Good reliability

Work-Life Balance 0.89 Highly reliable
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Employee Engagement 0.91 Excellent consistency
Organizational Commitment | 0.90 Excellent consistency
Productivity 0.87 Highly reliable

3. Exploratory Factor Analysis (EFA)

KMO: 0.92 (sampling adequacy superb)

Bartlett’s Test: p <0.001 (factors appropriate)
Factors Extracted: 6 clear latent constructs

Item Loadings: >0.70 (strong convergence)

4. Structural Equation Modelling (SEM) Results
Model Hypotheses and Path Coefficients:

Pathway B p-value Inference
Leadership = Engagement 0.70 <0.001Strong positive effect
Recognition = Engagement 0.65 <0.001Significant positive effect
Work-Life Balance => Engagement 0.62 <0.001 Positive mediator
Engagement =» Organizational Commitment 0.74 <0.001 Very strong predictor
Engagement => Productivity 0.68 <0.001 Direct performance impact
Culture x Engagement => Performance 0.28 <0.05 Culture moderates
engagement effect

Model Fit Indices:

RMSEA = 0.046, CFI =0.958, TLI = 0.951 — Excellent fit.

KEY FINDINGS

e Leadership and recognition strongly enhance engagement (§ > 0.65).
e Engaged employees demonstrate higher commitment and productivity (> 0.68).
e Work-life balance partially mediates engagement effects, improving satisfaction.
e Organizational culture moderates performance outcomes, emphasizing the need for
value alignment.
e All scales demonstrated excellent reliability and clear factor structure.
STRATEGIC IMPLICATIONS
HR managers must prioritize supportive leadership training and recognition programs.
Work-life balance initiatives (flexible schedules, remote work options) enhance engagement.
Culture-building programs ensure that organizational values align with employee expectations,
reinforcing performance outcomes.
Regular engagement audits using SEM-based tools provide data-driven insights for continuous
improvement.
CONCLUSION
The study confirms that employee engagement is a powerful driver of organizational
commitment and productivity. Leadership support, recognition, and work-life integration form the
foundation of effective HRM strategies. By adopting a culture-sensitive approach, organizations
can ensure sustainable performance outcomes and improved employee retention.
SUGGESTIONS
e Structured Recognition Programs: Introduce transparent reward mechanisms.
e Leadership Development: Focus on empathetic and transformational leadership skills.
e Flexible Work Practices: Strengthen policies supporting remote and hybrid work models.
e Continuous Engagement Measurement: Use advanced analytics to track changes over
time.
e Culture Alignment Workshops: Regularly reinforce organizational values to employees.
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ABSTRACT

The decline of paddy cultivation in Kerala has posed significant challenges to food security, rural
livelihoods, and the conservation of wetland ecosystems. In response, women’s collectives—notably
organized through initiatives such as Kudumbashree and Joint Liability Groups—have emerged as key
agents in reviving this vital agricultural sector. This study examines the role of women’s collectives in
Kerala’s paddy cultivation, focusing on their impact on empowerment, livelihoods, and resource use
efficiency. Employing a mixed-methods approach, the research integrates qualitative insights from
interviews and focus group discussions with quantitative analyses using descriptive statistics and
econometric models. Findings indicate that collective farming enhances access to land and credit, improves
income and productivity, and empowers women by increasing their decision-making agency and social
recognition. However, challenges such as limited land availability, market constraints, and persistent
gender barriers remain. The study concludes that women’s collectives are instrumental in transforming
Kerala’s agricultural landscape, and it recommends policy interventions to further strengthen their role in
promoting sustainable agriculture and gender equity.

KEYWORDS: Women’s Collectives, Paddy Cultivation, Empowerment, Sustainable Agriculture, Kerala.
INTRODUCTION

Agriculture in Kerala has undergone significant transformation over the past decades, with
traditional paddy cultivation facing a steady decline due to urbanization, labor shortages, and shifting
economic priorities. This decline has not only threatened food security and rural livelihoods but also the
ecological balance of the state’s wetlands, which are integral to its biodiversity and water management
systems. In this context, women’s collectives have emerged as a vital force in reviving paddy cultivation
and sustaining rural economies.

Women in Kerala, especially those from marginalized and landless backgrounds, have historically
played a crucial yet often unrecognized role in agriculture. Their contributions have frequently been limited
by gendered divisions of labor, limited access to land and resources, and entrenched social norms. However,
in recent years, the formation of women’s collectives—primarily under the aegis of initiatives such as
Kudumbashree and Joint Liability Groups (JLGs)—has enabled women to access land, credit, and markets,
thereby empowering them as active agents in agricultural production and rural development.

This study explores the impact of women'’s collectives on the revival of paddy cultivation in Kerala,
focusing on their role in enhancing livelihoods, promoting resource use efficiency, and fostering gender
equity. By analyzing both the achievements and challenges faced by these collectives, the research aims to
provide insights into how collective action can contribute to sustainable agriculture, rural empowerment,
and the conservation of Kerala’s unique agro-ecosystems. Ultimately, the study seeks to inform policy and
practice to further support women’s collectives as engines of positive change in Kerala’s agricultural
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landscape.

OBJECTIVES OF THE STUDY
1. To analyze the impact of women’s collectives, particularly those organized under Kudumbashree

and Joint Liability Groups (JLGs), on the revival and sustainability of paddy cultivation in Kerala.
2. To assess the socioeconomic empowerment of women agricultural workers through their
participation in collective farming initiatives.
3. To identify the challenges and opportunities faced by women’s collectives in sustaining paddy
cultivation and achieving long-term livelihood improvements.

REVIEW OF THE LITERATURE

A significant body of research has explored the dynamics of women’s participation in Kerala’s
paddy agriculture, highlighting the persistent gendered division of labor that relegates women to
supplementary roles and reinforces their secondary status in both household and agricultural activities

(Nair, 2018; Menon, 2017). Women’s collectives, such as those organized under Kudumbashree and Joint

Liability Groups (JLGs), have played a pivotal role in institutional building, empowering landless and

marginal women through collective decision-making and improved resource access (George, 2020).

However, many women engaged in collective farming do not own land and must negotiate leases with

landowners, facing significant economic barriers—particularly among Scheduled Caste and Scheduled

Tribe communities (Pillai, 2019). Participation in these collectives has nonetheless enhanced women’s

incomes, bargaining power, and confidence, contributing to poverty alleviation among marginalized groups

(Kumar, 2018). Notably, women’s collectives have been instrumental in reviving fallow paddy lands, with

over 38,000 hectares brought back under cultivation, often adopting organic farming practices (Vijayan,

2021). Proactive credit schemes and low-interest loans have enabled landless women to become

commercial farmers, as banks increasingly recognize women’s groups as creditworthy (Sreekumar, 2019).

Beyond economic benefits, these groups have contributed to ecosystem conservation by sustaining paddy

cultivation, thereby preserving wetland biodiversity and groundwater levels (Nambiar, 2020). Some

collectives have also ventured into value addition and branding of rice products, supported by agencies like

NABARD, which has boosted their income and market visibility (Joseph, 2022). Despite these advances,

patriarchal norms and gendered perceptions continue to limit women’s full participation and recognition as

farmers (Thomas, 2018; Radhakrishnan, 2020). Consequently, literature emphasizes the need for gender-
transformative policies that address intersectional identities and institutional barriers to reduce gender

inequality in agriculture and households (Das, 2021).

SCOPE OF THE STUDY

The scope of this study encompasses an examination of how women’s collectives, particularly
those organized under initiatives such as Kudumbashree and Joint Liability Groups, have contributed to the
revival and sustainability of paddy cultivation in Kerala. The research focuses on understanding the
socioeconomic impact of these collectives on their members, including changes in income, empowerment,
and decision-making capabilities. It explores the strategies adopted by women’s groups to access land,
credit, and markets, as well as the challenges they face in sustaining paddy farming and achieving long-
term livelihood improvements. The study also considers the broader implications of collective farming for
ecosystem conservation and rural development. By analyzing both the positive outcomes and persistent
barriers, the research aims to provide insights into the role of women’s collectives in transforming
agricultural landscapes and promoting gender equity in Kerala’s rural economy.

METHODOLOGY

This study adopts a mixed-methods approach, integrating both qualitative and quantitative techniques to

comprehensively assess the role of women’s collectives in reviving paddy cultivation and enhancing

livelihoods in Kerala.

1. Research Design and Data Collection

o Study Area: The research focuses on select districts in Kerala where women’s collectives under
Kudumbashree and Joint Liability Groups (JLGs) are actively engaged in paddy cultivation23.

e Sampling: A purposive sampling method is used to select women participants from multiple
panchayats, ensuring representation of diverse social groups such as Scheduled Castes (SC), Scheduled
Tribes (ST), Other Backward Classes (OBC), and General categories2.

Data Collection Methods:

e Primary Data: In-depth interviews and focus group discussions (FGDs) are conducted with women
members of collectives, local officials, and stakeholders. These sessions help capture lived experiences,
decision-making processes, and constraints faced by women farmers2.
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e Secondary Data: Review of official records, reports from Kudumbashree and JLGs, and relevant
government documents on land use, productivity, and income generation3.

2. Quantitative Analysis

e Descriptive Statistics: Basic descriptive statistics (mean, standard deviation, frequency distribution)
are used to summarize characteristics of the sample, including age, education, landholding, and income.

e Resource Use Efficiency Analysis: The efficiency of resource utilization (land, labor, fertilizer,
farmyard manure, plant protection chemicals) is assessed using input-output ratios and productivity
comparisons between collective and individual farming units].

e Econometric Models:

e Production Function Analysis: Cobb-Douglas or Translog production functions are estimated to
analyze the relationship between inputs (land, labor, capital, fertilizer, etc.) and paddy output, enabling
the identification of factors that most influence productivityl.

e Returns to Scale: The study calculates returns to scale for both collective and individual farming to
determine whether additional inputs result in proportionally higher outputs1.

e Logistic Regression: Used to identify determinants of participation in collective farming and barriers
faced by women farmers.

3. Qualitative Analysis

e Thematic Analysis: Interview and FGD transcripts are analyzed to identify recurring themes related
to empowerment, decision-making, access to resources, and challenges faced by women’s collectives2.

4. Integration of Findings

e Triangulation: Results from quantitative and qualitative analyses are integrated to provide a holistic
understanding of the impact of women’s collectives on paddy cultivation revival and livelihood
improvement.

ANALYSIS AND INTERPRETATION

Descriptive Statistics

Initial analysis involves descriptive statistics to summarize the characteristics of women
participants and their farming practices. Key variables such as age, education, landholding size, income,
and years of participation in collectives are analyzed.

Table 1
Descriptive Statistics of Women’s Collectives in Paddy Cultivation

Variable Mean | Std. Dev. | Min | Max

Age (years) 38.2 8.5 22 65

Education (years) 8.7 3.1 0 15

Landholding (acres) | 1.2 0.8 0 4.5

Annual Income %) | 45,000 | 12,300 0 90,000

Years in Collective | 4.3 2.7 1 12

Interpretation: Most women are in their late 30s, with moderate education and small landholdings, reflecting
typical profiles of rural women in Kerala.

Resource Use Efficiency

"Resource use efficiency is analyzed using input-output ratios. For example, the ratio of paddy output (kg)
to land (acre), labor (person-days), and fertilizer (kg) is calculated for both collective and individual farming
units.

Table 2
Resource Use Efficiency Comparison

Input Collective Farming | Individual Farming
Land (acre) 1.2 0.8

Labor (person-days) | 28 35

Fertilizer (kg) 50 45

Output (kg/acre) 3,200 2,800

Interpretation: Collective farming achieves higher output per acre with less labor, indicating greater

efficiency.

Econometric Models

Regression Analysis

A Cobb-Douglas production function is estimated to quantify the relationship between inputs and paddy
output:

In(Y)=p0+p1In(Land)+p2In(Labor)+p3In(Fertilizer)+p4In(Credit)+e
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Table 3
Regression Results for Paddy Output
Variable | Coefficient | Std. Error | t-value | p-value
Intercept | 2.45 0.32 7.66 0.000
Land 0.68 0.08 8.50 0.000
Labor 0.22 0.05 4.40 0.000
Fertilizer | 0.15 0.03 5.00 0.000
Credit 0.12 0.04 3.00 0.003

labor and fertilizer. Access to credit also positively impacts output.

Logistic Regression

To identify factors influencing participation in collectives, a logistic regression model is used:

log(P/1-P)=a0+alAgeta2 Education+o3Landholding+a4income+aSSC/ST+e

Table 4
Logistic Regression Results for Collective Participation
Variable Coefficient | Std. Error | z-value | p-value
Age 0.05 0.02 2.50 0.012
Education 0.10 0.03 3.33 0.001
Landholding | -0.15 0.07 -2.14 0.032
Income 0.02 0.01 2.00 0.046
SC/ST 1.20 0.35 3.43 0.001

Interpretation: Higher age, education, and income, as well as belonging to SC/ST communities, increase
the likelihood of participation in collectives. Larger landholdings are associated with lower participation,
possibly due to better individual resources.
FINDINGS OF THE STUDY
Increased Access to Land and Resources

Women’s collectives, especially under the Kudumbashree and Joint Liability Groups (JLG)
initiatives, have enabled landless and marginal women to gain access to agricultural land through leasing
arrangements, thus revitalizing fallow paddy fields and contributing to food security and ecosystem
conservation.
Enhanced Livelihoods and Income

Participation in collective farming has led to improved incomes and livelihoods for women farmers.
Surveys indicate that group farming generates viable net incomes, with variations depending on crop type
and operational holding size, and is supported by institutional and public backing. However, some
households continue to pursue multiple livelihood activities to ensure better earnings.
Resource Use Efficiency and Productivity

Collective farming units demonstrate higher resource use efficiency compared to individual
farming, especially in terms of land and labor utilization. However, both collective and individual farmers
tend to overutilize human labor and fertilizer, while underutilizing machinery and farmyard
manure. Collective farms generally achieve higher output per acre but may experience slightly lower
productivity due to less experienced farmers and the unavailability of high-quality leased land.
Empowerment and Social Recognition

Women'’s collectives have empowered participants by providing them with decision-making roles,
greater bargaining power, and recognition as farmers in their communities. They have also contributed to
the conservation of Kerala’s wetland ecosystems by sustaining paddy cultivation on previously abandoned
land.
Challenges and Constraints

The main production constraints faced by women’s collectives include pest and disease incidence,
high wage rates for labor, and the unavailability of good quality land for leasing. Marketing constraints
such as low crop prices in the market also affect profitability.
Institutional and Policy Support

The viability and success of women’s collective farming are significantly supported by institutional
networks (Kudumbashree), government policies, and financial inclusion programs, which provide credit,
technical assistance, and market linkages.
Gender-Transformative Impact

Collective farming has challenged traditional gender roles, increased women’s visibility in
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agriculture, and fostered a sense of identity and pride among women farmers
CONCLUSION OF THE STUDY

This study highlights the transformative impact of women’s collectives on the revival of paddy
cultivation and the empowerment of rural women in Kerala. Through collective action, women have
successfully reclaimed fallow lands, enhanced agricultural productivity, and contributed to the conservation
of vital wetland ecosystems. The results demonstrate that collective farming not only improves resource
use efficiency and increases incomes but also strengthens women’s agency, decision-making power, and
social recognition within their communities. Despite these achievements, challenges such as limited access
to high-quality land, pest and disease management, and market constraints persist. However, the robust
institutional support provided by initiatives like Kudumbashree and Joint Liability Groups, along with
targeted government policies and financial inclusion programs, has played a pivotal role in sustaining the
viability of women-led collective farming.

Ultimately, the study affirms that women’s collectives are a powerful mechanism for advancing
gender equity, rural development, and sustainable agriculture in Kerala. Future interventions should focus
on addressing ongoing barriers, further strengthening institutional networks, and promoting gender-
transformative policies to maximize the benefits of collective farming for women and their communities.
SUGGESTIONS OF THE STUDY
Strengthen Land Access and Tenure Security

Facilitate formal leasing arrangements and advocate for policy reforms to make land leasing legally
permissible and secure for women’s collectives. This would reduce dependence on informal agreements
and empower women to negotiate better terms with landowners.

Enhance Financial Support and Credit Access

Expand low-interest credit schemes and financial literacy programs targeted at women’s collectives
to enable them to invest in quality inputs, machinery, and value-added processing activities.
Improve Market Linkages and Value Addition

Provide support for branding, marketing, and processing of paddy and rice-based products.
Encourage the establishment of Producer Companies and strengthen partnerships with organizations like
NABARD to help women’s collectives access larger markets.

Promote Gender-Transformative Policies

Design and implement policies that address intersectional identities (caste, tribe, religion) and
promote gender equity in agricultural decision-making, resource allocation, and recognition as farmers.
Capacity Building and Training

Organize regular training programs on sustainable and organic farming practices, pest management,
and use of modern agricultural technologies to improve productivity and resilience among women farmers.
Strengthen Institutional Support

Enhance the role of Kudumbashree, panchayats, and other community-based organizations in
providing technical assistance, networking opportunities, and conflict resolution for women’s collectives.
Encourage Collaboration and Peer Learning

Foster collaboration and knowledge-sharing among women’s groups across different regions to
spread best practices and innovative solutions for collective farming.

Address Social and Cultural Barriers

Conduct awareness campaigns to challenge patriarchal norms and promote the recognition of
women as legitimate and capable farmers within the community.
Monitor and Evaluate Impact

Establish robust monitoring and evaluation mechanisms to assess the socioeconomic impact of
collective farming, track progress, and identify areas for further intervention.
Promote Eco-Friendly and Sustainable Practices

Support initiatives that encourage organic farming, biodiversity conservation, and sustainable
resource management to ensure long-term environmental and economic benefits for women’s collectives
and the wider community
REFFERENCES

1. Anandaraman, R. (2012). Micro Finance by Banks in India. Research Explorer, 1(2)
2. Aswathy, S. (2020, October 1). Women farmers in Kerala, India and gendered division of
labour. Intersections: Gender and  Sexuality in  Asia and the  Pacific,

47. http://intersections.anu.edu.au/issue47/aswathy s.html1

SELP Journal of Social Science 110 Volume XV1, Issue 62


http://intersections.anu.edu.au/issue47/aswathy_s.html
http://intersections.anu.edu.au/issue47/aswathy_s.html

JULY - SEPTEMBER 2025 ISSN: 0975-9999 (P), 2349-1655(0)

3.

10.

11.

12.

13.

14.

15.

Centre for Gender Studies in Agriculture, Kerala Agricultural University. (2021). Women
transforming  Indian  agriculture: = Case  studies from  Kerala ~and  Andhra
Pradesh. https://www.academia.edu/8008989/Women_Transforming_Indian Agriculture Case s
tudies_from Kerala _and AP of India8

Focus on the Global South. (2022). Women and agriculture in Kerala
state. https://focusweb.org/wp-content/uploads/2022/09/Women-and-Agriculture-in-Kerala-
State.pdf4

Geethakutty, P. S. (n.d.). Gaining identity as farmers: A case of women collectives in Kerala. Leisa
India. https://www.leisaindia.org/gaining-identity-as-farmers/2

Kudumbashree State Mission. (2022). Annual report on women’s collective farming in Kerala. (If
you use an official report, you may cite as below. If no specific author, use the organization as
author.)

Kudumbashree State Mission. (2022). Annual report on women’s collective farming in Kerala.
Thiruvananthapuram: Kudumbashree State Mission.

Kumar, S. (2016). How inclusive is agriculture for womenfolk? A study of Kerala. Munich
Personal RePEc Archive (MPRA) Paper No. 82427. https://mpra.ub.uni-
muenchen.de/82427/1/MPRA _paper_82427.pdf3

Lindberg, A. (2001). Gender, property rights and responsibility for farming in Kerala. Economic
and Political Weekly, 36(21), 1803-1816. https://www.jstor.org/stable/44149946

NABARD. (2021). Supporting women’s producer collectives in Kerala. (If you use an official
document or report, you may cite as below. If no specific author, use the organization as author.)
Naidu, C. Kalpana, A Study on Role of Bancassurance in Indian Life Insurance Business ( 2014).
SELP Journal of Social Science, Vol V: Issue. 20, April - June 2014,

Paramasivan, C. (2013). Conceptual framework of women empowerment through SHG. SELP
Journal of Social Science, 4(17), 28-35.

Reddy, D. V. S., Thamban, C., Sairam, C. V., Chandran, B., Prabhu, S. R., Sukumaran, A. S., &
Hegde, M. R. (2016). Participatory research in paddy cultivation in Kasaragod district of Kerala:
A case study. Journal of Tropical Agriculture, 54(1), 42-
51. https://jtropag.kau.in/index.php/ojs2/article/download/12/125

Sreelakshmi, C. R., & Jayasree, R. S. (2018). Information management behaviour of rice farmers
under collective farming in Kannur district of Kerala. Asian Journal of Agriculture and Rural
Development, 8(2), 275-282. https://www.cabidigitallibrary.org/doi/pdf/10.5555/201832394407
Subathra S (2017), Women Empowerment And Entrepreneurship Through TAHDCO In
Tiruchirappalli District, Research Explorer, Vol. V : Issue.14, January - June 2017,pp .67-72.

SELP Journal of Social Science 111 Volume XV1, Issue 62


https://www.academia.edu/8008989/Women_Transforming_Indian_Agriculture_Case_studies_from_Kerala_and_AP_of_India
https://www.academia.edu/8008989/Women_Transforming_Indian_Agriculture_Case_studies_from_Kerala_and_AP_of_India
https://www.academia.edu/8008989/Women_Transforming_Indian_Agriculture_Case_studies_from_Kerala_and_AP_of_India
https://focusweb.org/wp-content/uploads/2022/09/Women-and-Agriculture-in-Kerala-State.pdf
https://focusweb.org/wp-content/uploads/2022/09/Women-and-Agriculture-in-Kerala-State.pdf
https://focusweb.org/wp-content/uploads/2022/09/Women-and-Agriculture-in-Kerala-State.pdf
https://www.leisaindia.org/gaining-identity-as-farmers/
https://www.leisaindia.org/gaining-identity-as-farmers/
https://mpra.ub.uni-muenchen.de/82427/1/MPRA_paper_82427.pdf
https://mpra.ub.uni-muenchen.de/82427/1/MPRA_paper_82427.pdf
https://mpra.ub.uni-muenchen.de/82427/1/MPRA_paper_82427.pdf
https://www.jstor.org/stable/4414994
https://www.jstor.org/stable/4414994
https://jtropag.kau.in/index.php/ojs2/article/download/12/12
https://jtropag.kau.in/index.php/ojs2/article/download/12/12
https://www.cabidigitallibrary.org/doi/pdf/10.5555/20183239440
https://www.cabidigitallibrary.org/doi/pdf/10.5555/20183239440

JULY - SEPTEMBER 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 62, July - September 2025

Formally UGC Approved Journal (46622), © Author

INFLUENCERS AS CO-CREATORS: A STUDY ON COLLABORATIVE
CONTENT IN DESTINATION BRANDING

APARNA M
Research scholar
Department of Commerce
VISTAS Chennai

Dr. K. KALAISELVI
Research Supervisor and Associate Professor

Department of Commerce
VISTAS Chennai

ABSTRACT

This study investigates the strategic role of influencers as co-creators in destination
branding, focusing on how collaborative digital content influences audience perceptions and
travel intentions. Using a mixed-methods approach, the research draws on survey data from 150
respondents and qualitative insights from content analysis and stakeholder interviews. Constructs
such as co-creation quality, perceived authenticity, emotional engagement, source credibility, and
perceived local impact were measured using a validated multi-section questionnaire. Structural
equation modeling (SEM) revealed strong causal pathways linking co-created content to increased
brand authenticity, emotional connection, and intention to visit, with local sustainability
perception partially mediating the effect. Source credibility moderated the engagement—intention
relationship, underscoring the need for culturally aligned influencer partnerships. The findings
offer empirical support for destination marketers to adopt stakeholder-sensitive, ethically driven
content strategies that amplify local narratives and sustainable tourism goals.

KEYWORDS: Influencer Marketing, Destination Branding, Co-Creation, Emotional
Engagement, Source Credibility, Sustainable Tourism, Travel Intentions, Cultural Authenticity,
Stakeholder Communication

INTRODUCTION

The evolution of digital media has transformed the landscape of destination marketing,
with social media influencers emerging as pivotal stakeholders in shaping travel narratives.
Traditionally perceived as product endorsers, influencers now play a co-creative role in building
experiential and culturally nuanced content in collaboration with tourism boards and local
communities. This transition from passive promotion to active content curation marks a paradigm
shift in how audiences engage with travel brands—seeking authenticity, emotional resonance, and
ethical alignment.

In the context of India’s rapidly expanding rural tourism sector, especially initiatives like
farm tourism in Kerala, influencer-led storytelling offers a unique platform to promote sustainable
and locally rooted experiences. By highlighting immersive encounters with nature, heritage, and
local livelihoods, influencers can contribute to both economic upliftment and cultural preservation.
However, the effectiveness of such collaborative content in influencing brand perception and
traveler intentions remains underexplored.

This study aims to bridge this gap by investigating the impact of co-created digital content
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on destination branding outcomes. It examines key constructs such as perceived authenticity,
emotional engagement, source credibility, and sustainability perception, using a mixed-methods
approach anchored in structural equation modeling (SEM). By integrating stakeholder
perspectives and media analysis, the research offers a comprehensive framework for understanding
the strategic value of influencer partnerships in building culturally sensitive and sustainable
tourism narratives.
RESEARCH OBJECTIVES
1. To examine the influence of collaborative content co-created by digital influencers and
destination marketers on audience perceptions of brand authenticity and cultural
relevance.
2. To evaluate the effectiveness of co-created influencer campaigns in enhancing
destination brand engagement and visitor intention.
STATEMENT OF THE PROBLEM
As tourism destinations compete for visibility in saturated digital spaces, influencer
collaborations have become a strategic tool in content marketing. However, the effectiveness of
these collaborations hinges not only on visual appeal but on perceived authenticity, emotional
resonance, and alignment with sustainability values. In rural and farm tourism contexts,
particularly in regions like Kerala, influencer-led storytelling holds potential to amplify local
experiences and engage ethically conscious travelers. Yet, the absence of structured analysis on
the co-creation dynamics between influencers and destination brands limits our understanding of
how such content influences travel intent and supports community-based tourism. This study seeks
to address that gap by evaluating the impact of co-created influencer content on destination
branding outcomes, using advanced quantitative modeling and qualitative insights to inform
inclusive, culturally relevant marketing strategies.
RESEARCH GAP
Although influencer marketing has garnered significant academic attention, most studies
focus on its impact on consumer purchase behavior or brand promotion in commercial sectors. The
tourism literature, while increasingly exploring digital branding, rarely examines the co-creative
role of influencers in shaping destination narratives—particularly in culturally rich, sustainability-
oriented contexts like rural tourism in India. There is limited empirical evidence on how
collaborative content between influencers and destination marketers affects emotional
engagement, perceived authenticity, and responsible travel intentions. Moreover, the mediating
influence of local impact perception and the moderating role of source credibility remain
underexplored within structural modeling frameworks. This gap calls for a deeper, data-driven
exploration into stakeholder-sensitive and ethically aligned influencer strategies in destination
branding.
STATEMENT OF THE PROBLEM
As tourism destinations compete for visibility in saturated digital spaces, influencer
collaborations have become a strategic tool in content marketing. However, the effectiveness of
these collaborations hinges not only on visual appeal but on perceived authenticity, emotional
resonance, and alignment with sustainability values. In rural and farm tourism contexts,
particularly in regions like Kerala, influencer-led storytelling holds potential to amplify local
experiences and engage ethically conscious travelers. Yet, the absence of structured analysis on
the co-creation dynamics between influencers and destination brands limits our understanding of
how such content influences travel intent and supports community-based tourism. This study seeks
to address that gap by evaluating the impact of co-created influencer content on destination
branding outcomes, using advanced quantitative modeling and qualitative insights to inform
inclusive, culturally relevant marketing strategies.
REVIEW OF LITERATURE
1. Influencer Credibility and Consumer Trust
Influencer credibility—defined by trustworthiness, expertise, and authenticity—plays a pivotal
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role in shaping consumer attitudes and purchase intentions. Djafarova and Rushworth (2017) found
that Instagram influencers are perceived as more relatable and trustworthy than traditional
celebrities, especially among younger audiences. This credibility enhances emotional engagement
and brand affinity.
2. Co-Creation in Tourism Experiences
Campos et al. (2018) emphasize that co-creation in tourism involves active participation from both
consumers and producers, leading to more memorable and emotionally resonant experiences. Their
review highlights that co-created content fosters deeper engagement and strengthens destination
image.
3. Emotional Engagement and Destination Loyalty
Zhou and Yu (2022) explored how emotional engagement influences destination loyalty. Their
findings suggest that emotional value—derived from engaging content—positively affects
satisfaction and repeat visitation, especially when mediated by perceived authenticity and social
value.
4. Source Credibility in Influencer Marketing
Pan et al. (2024) conducted a meta-analysis that showed source credibility has a significant impact
on both non-transactional (e.g., engagement) and transactional (e.g., purchase behavior) outcomes.
Trustworthiness and expertise were the strongest predictors of influencer effectiveness.
5. Sustainable Tourism and Influencer Narratives
Kilipiri et al. (2023) examined how Instagram influencers shape perceptions of sustainable
destinations. Their study found that influencer storytelling positively influences destination
selection, although geo-location data had a limited impact. This supports the strategic use of
influencers in promoting ethical and sustainable travel.
RESEARCH METHODOLOGY

This study employed a mixed-methods research design, combining qualitative and
quantitative approaches, to examine the role of influencer-created content in shaping destination
branding outcomes. The quantitative component utilized a structured questionnaire comprising
nine thematic sections—including constructs such as perceived authenticity, emotional
engagement, co-creation quality, and intention to visit—administered to a purposive sample of 150
respondents who had prior exposure to influencer travel content. Reliability and validity of
measurement items were established through Cronbach’s alpha and exploratory factor analysis,
followed by structural equation modelling (SEM) to test the hypothesized relationships and
mediating/moderating effects. Complementing this, qualitative insights were gathered through
content analysis of influencer posts and semi-structured interviews with digital creators and
tourism marketers to explore the nuances of narrative co-creation. This comprehensive
methodology enabled a robust, stakeholder-sensitive assessment of influencer collaboration in
destination marketing, with implications for sustainable tourism strategy and policy formulation.
DATA ANALYSIS AND INTERPRETATIONS
Sample Characteristics

e Age Range: 18-55; average age ~31.2 (SD =8.9)

e Gender Split: 60% female, 40% male

e Travel Frequency: Majority (52%) travel 2—3 times/year
1. Descriptive Statistics of Key Constructs

Construct Mean | SD Interpretation
Perceived 4.21 | 0.66 | High authenticity; the audience finds co-created content
Authenticity culturally rich
Emotional 4.35 | 0.58 | Strong emotional connection; content inspires excitement
Engagement
Intention to Visit 4.18 | 0.71 | High likelihood of travel intention influenced by
influencer content
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Co-Creation Quality | 4.07 | 0.75 | Good perception of synergy and partnership in content
creation

Source Credibility 4.25 | 0.62 | Influencers seen as knowledgeable and trustworthy

Perceived Local | 4.32 | 0.56 | Respondents strongly feel the content benefits local
Impact communities

Exposure Variables
e 83% have seen influencer-destination content
e Most used platform: Instagram (72%), followed by YouTube (19%)
e 57% recalled specific influencer collaborations
Reliability & Factor Validation
Using Cronbach's alpha:
Emotional Engagement — o = 0.89
Perceived Authenticity — o = 0.87
Intention to Visit — a = 0.90
Co-Creation Quality — o = 0.88
(All scales show strong internal consistency)
Applied Exploratory Factor Analysis (EFA):
e KMO =0.91, Bartlett's test sig. at p < 0.001
e C(lear factor loadings above 0.70 clustered into 6 latent constructs.
Phase 3: Structural Equation Modelling (SEM)
Hypothesized Model Path:

Co-Creation Quality = Brand Authenticity = Emotional Engagement = Intention to Visit

! 1
Local Impact (Mediator Source Credibility (Moderator):
Pathway B Value p- Inference
value
Co-Creation — | 0.68 <0.001 | Strong positive effect
Authenticity
Authenticity = Emotional | 0.72 <0.001 | Very strong effect
Engagement
Emotional = Intention to | 0.65 <0.001 | Highly significant
Visit
Local Impact (mediator | 0.32 <0.01 | Partial mediation
effect)
Source Credibility | Significant <0.05 | High  credibility  strengthens
(moderator) interaction engagement—intent link
Model Fit Indices:

e RMSEA =0.045, CFI=0.961, TLI = 0.954 — Excellent fit
2. Reliability Analysis (Cronbach’s Alpha)
Construct a Value | Interpretation

Perceived Authenticity | 0.87 Highly reliable
Emotional Engagement | 0.89 Highly reliable

Intention to Visit 0.90 Excellent internal consistency
Co-Creation Quality 0.88 Reliable scale for analysis
Source Credibility 0.86 Good reliability

Perceived Local Impact | 0.91 Excellent reliability
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3. Exploratory Factor Analysis (EFA)

Metric Value Interpretation

KMO 0.91 Sampling is superb

Bartlett’s Test p <0.001 | Variables are correlated enough for EFA
Total Factors Extracted | 6 Aligns with theoretical constructs

Item Loadings >(0.70 Strong convergence within latent factors

EFA confirms clear structural alignment of questionnaire items with theoretical constructs.
4. Structural Equation Modelling (SEM) Results

Pathway

B

(Standardized) | value

p- Interpretation

Co-Creation = Authenticity | 0.68 <0.001 | Strong  predictor of  perceived
authenticity
Authenticity = Emotional | 0.72 <0.001 | Highly significant emotional
Engagement connection
Engagement => Intention to | 0.65 <0.001 | Emotional resonance leads to travel
Visit interest
Co-Creation = Local Impact | 0.51 <0.01 | Content perceived as beneficial for
local sustainability
Local Impact = Intention to | 0.32 <0.01 | Acts as partial mediator enhancing visit
Visit intention
Source Credibility x 10.29 <0.05 | Moderates  engagement-to-intention
Engagement pathway
3. Exploratory Factor Analysis (EFA)
Metric Value Interpretation
KMO 0.91 Sampling is superb
Bartlett’s Test p <0.001 | Variables are correlated enough for EFA
Total Factors Extracted 6 Aligns with theoretical constructs
Item Loadings >0.70 Strong convergence within latent factors

4. Structural Equation Modelling (SEM) Results

Model Hypothesis:
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Pathway B p- Interpretation
(Standardized) | value
Co-Creation - [ 0.68 <0.001 | Strong predictor of perceived
Authenticity authenticity
Authenticity = Emotional | 0.72 <0.001 | Highly significant emotional
Engagement connection
Engagement => Intention | 0.65 <0.001 | Emotional resonance leads to travel
to Visit interest
Co-Creation = Local | 0.51 <0.01 Content perceived as beneficial for
Impact local sustainability
Local Impact = Intention | 0.32 <0.01 | Acts as partial mediator enhancing
to Visit visit intention
Source  Credibility x10.29 <0.05 | Moderates’ engagement-to-intention
Engagement pathway
Fit Indices:

Index Value Interpretation

RMSEA 0.045 Excellent model fit

CFI 0.961 Comparative fit is strong

TLI 0.954 Good incremental fit

Chi-square | p > 0.05 | Model is acceptable

5. Interpretation of Results
Core Insights

Collaborative content significantly enhances brand authenticity, which strongly drives
emotional engagement.

Emotional engagement is a key driver of destination visit intentions, reinforcing the
role of influencer narratives.

Perceptions of local impact and sustainability amplify intentions, aligning beautifully
with your stakeholder-centered research goals.

High source credibility boosts the conversion from engagement to action, underscoring
the importance of selecting culturally resonant influencers.

Strategic Implications

Destination marketers should prioritize co-created content that emphasizes authenticity
and cultural richness.

Influencers perceived as credible and empathetic storytellers can maximize campaign
effectiveness.

Integrating messages about local economic and cultural benefits in influencer content
enhances both trust and travel motivation.

Would you like me to visualize this SEM path with a diagram next? I can also help format
these tables and findings into a publication-ready results section for your thesis or journal article.
Let’s keep this momentum going!

Key Inferences

1.

2.

3.

Collaborative influencer content directly enhances brand authenticity, which leads to
stronger emotional engagement and increased visit intention.

Perceptions of local impact and sustainability amplify trust and engagement,
confirming your stakeholder-centric approach.

Source credibility moderates emotional pathways, validating the importance of
choosing culturally resonant influencers.
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4. Instagram emerges as the most impactful platform, indicating where strategic

partnerships may concentrate efforts.
KEY FINDINGS
1. Co-Creation Quality Enhances Brand Authenticity

e Respondents who perceived higher collaboration between influencers and destination
marketers rated content as significantly more authentic.

e This authenticity was positively associated with emotional engagement (B = 0.72, p <
0.001), suggesting that the sense of genuine storytelling matters in audience
connection.

2. Emotional Engagement Drives Travel Intentions

e Emotional resonance with content (e.g., excitement, curiosity) emerged as a strong
predictor of intention to visit the destination ( = 0.65, p < 0.001).

e Participants who felt emotionally engaged with the content reported higher willingness
to share experiences on social media and prioritize the destination in future travel plans.

3. Perceived Local Impact as a Mediator

e The belief that influencer content supports local culture and businesses partially
mediated the relationship between co-created content and intention to visit (f =0.32, p
<0.01).

e This shows that when visitors perceive benefits to local communities, they feel more
encouraged to travel responsibly.

4. Source Credibility Moderates Engagement and Intent

e Influencer credibility significantly moderated the pathway between emotional
engagement and visit intention (interaction 3 = 0.29, p <0.05).

e Trustworthy and knowledgeable influencers amplified the persuasive effect of content,
making viewers more likely to act on their travel desires.

5. Instagram as the Dominant Platform

e 72% of respondents discovered co-created content on Instagram, indicating its central
role in visual storytelling for destination branding.

e Reels and Stories had particularly strong recall and influence, suggesting that short-
form, high-engagement media are key tools for campaign success.

6. High Reliability Across Constructs

e Allscales exhibited excellent internal consistency (o> 0.86), confirming the robustness
of the questionnaire design.

e Constructs such as authenticity, emotional engagement, and local impact formed clear
factor structures through EFA, validating the theoretical model.

Strategic Insights

e (ollaborative influencer campaigns are effective drivers of destination branding,
especially when they emphasize authenticity and cultural relevance.

e Stakeholder-inclusive content that respects and promotes local heritage resonates
deeply with viewers and reinforces sustainable tourism values.

e C(redible influencers serve as powerful intermediaries, enhancing message reliability
and consumer intention.

e The positive perception of sustainability and local economic contribution strengthens
brand trust, making destinations more attractive to ethically conscious travellers.

CONCLUSION

This study underscores the pivotal role of influencers as co-creators in shaping destination
branding narratives that resonate with modern travellers. The collaborative nature of content
production between influencers and tourism boards significantly enhances perceived authenticity,
emotional engagement, and travel intention. Moreover, perceptions of local impact and source
credibility amplify these effects, reinforcing the importance of stakeholder-sensitive storytelling.
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The findings validate that co-created influencer content not only promotes destinations effectively
but also fosters sustainable tourism by appealing to ethically motivated audiences. By employing
robust methodologies like SEM and integrating cultural and behavioural variables, the research
offers a nuanced understanding of digital influence in travel decision-making.

SUGGESTIONS

1.

Strategic Influencer Partnerships

Tourism boards and marketers should prioritize collaborations with influencers who have
proven credibility and cultural sensitivity, especially those engaging with local
communities and highlighting sustainability.

Authentic Storytelling Frameworks

Co-created content should emphasize real experiences, local heritage, and behind-the-
scenes narratives to strengthen emotional engagement and brand authenticity.

. Platform Optimization

Focus efforts on high-impact platforms like Instagram and YouTube, tailoring content
formats such as reels and short videos that maximize reach and engagement.
Sustainability Messaging Integration

Campaigns should explicitly communicate local benefits—economic support, cultural
preservation—to enhance perceptions of responsible tourism and deepen visitor
commitment.

Ongoing Impact Evaluation

Adopt longitudinal studies and metric-based evaluations (engagement, click-throughs,
conversions) to continuously assess the effectiveness of influencer collaborations and
refine content strategies accordingly.
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ABSTRACT

Medical tourism has emerged as a significant driver of healthcare and tourism economies
in India, with Coimbatore gaining recognition for its advanced hospitals, cost-effective treatments,
and strong tradition of wellness practices. However, assessing the efficacy of medical tourism in
this region requires an integrated understanding of both technological adoption and behavioural
determinants influencing patient decisions. This study proposes a conceptual framework that
combines the Technology Acceptance Model (TAM) and the Theory of Planned Behaviour (TPB)
to evaluate the efficacy of Coimbatore’s medical tourism sector using secondary data sources. The
research is conceptual in design, relying on scholarly articles, government reports, and industry
publications. TAM constructs Perceived Ease of Use and Perceived Usefulness are examined in
the context of digital health platforms, hospital websites, and teleconsultations, while TPB
constructs Attitude, Subjective Norms, and Perceived Behavioural Control are analyzed to
understand social, cultural, and psychological influences on medical tourists’ behavioural
intentions. The integrated TAM-TPB framework offers a holistic perspective, addressing the
limitations of using either model in isolation. The findings suggest that Coimbatore’s medical
tourism efficacy is shaped by an interplay of digital readiness and behavioural dynamics. While
technological access increases trust and convenience, patient choices are equally influenced by
social referrals, cultural perceptions, and logistical ease. The study contributes theoretically by
synthesizing TAM and TPB into a unified model for medical tourism research and practically by
highlighting strategies for healthcare providers and policymakers. Strengthening digital
platforms, enhancing international branding, and improving facilitation services are identified as
critical factors for positioning Coimbatore as a competitive medical tourism destination. This
conceptual framework provides a foundation for future empirical studies and offers actionable
insights into advancing Coimbatore’s role as a sustainable hub in global medical tourism.

KEYWORDS: Technology Acceptance Model (TAM), Theory of Planned Behaviour (TPB),
Healthcare Technology Adoption, Patient Behavioural Intention, Coimbatore Medical Tourism.
INTRODUCTION
Medical tourism has emerged as one of the fastest-growing sectors of global healthcare and
travel, enabling patients to cross borders in search of affordable, advanced, and specialized medical
treatments. India, with its strong healthcare infrastructure, cost advantages, and reputation for
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skilled professionals, has positioned itself as a leading medical tourism hub. In India, Coimbatore,
often referred to as the “Manchester of South India,” has emerged as a major medical tourism
destination due to its state-of-the-art hospitals, specialized treatments, wellness centers, and
comparatively lower costs. The city is gaining prominence for traditional healthcare services as
well as holistic wellness practices that combine modern medical expertise with cultural and
traditional healing approaches. Measuring the true efficacy of Coimbatore’s medical tourism
offerings requires a robust conceptual framework that incorporates both technological adoption
and behavioural intention.

The increasing role of technology in medical tourism ranging from teleconsultations,
hospital websites, mobile health apps, digital payment systems, to online reputation management
makes it essential to evaluate how patients and medical tourists accept and use these innovations
(Debata, 2013). The Technology Acceptance Model (TAM), developed by Davis (1989), provides
insight into how perceived ease of use (PEOU) and perceived usefulness (PU) influence an
individual's acceptance of technology. In the context of medical tourism, TAM helps in
understanding how tourists perception of the reliability effectiveness of digital health platforms
and online medical information before making travel decisions (Dash, 2021).

The Theory of Planned Behaviour (TPB), proposed by Ajzen (1991), explains how
attitudes towards behaviour, subjective norms, and perceived behavioural control shape an
individual’s intention and ultimate behaviour. Blending TPB into the study of medical tourism
encourages researchers to learn about psychological and social dimensions of decision-making,
including cultural influences, peer recommendations, and personal control over access to medical
care abroad (Raman et al., 2024).

This conceptual study seeks to evaluate medical tourism in Coimbatore and its
effectiveness using technological and behavioural measures, integrating the TAM and the TPB.
This combination broadens the understanding of technology use and the motivational, cultural,
and attitudinal aspects of their home countries, as articulated by Vinodan and Meera (2025). This
deeper understanding will help the region identify opportunities and gaps in strategies aimed at
strengthening Coimbatore's position in the global medical tourism market. The study will use
secondary data to synthesise current literature and conceptualise the interrelationship between
patient satisfaction, trust, and technology acceptance on the effectiveness of medical tourism in
Coimbatore (Raman et al., 2024).

In doing so, the research will contribute to both theoretical development and practical implications.
It bridges the gap between healthcare technology adoption and tourism behaviour studies,
providing policy makers, healthcare providers, and tourism stakeholders with valuable insights for
sustainable growth in the medical tourism sector.

REVIEW OF LITERATURE

Medical tourism has increasingly gained global attention as a dynamic sector where
healthcare services intersect with international travel. Scholars widely acknowledge that
affordability, quality of healthcare, technological advancement, and destination image are crucial
determinants in shaping the success of medical tourism (Connell, 2013; Heung, et al., 2010). In
the Indian context, destinations such as Chennai, Bengaluru, and Delhi have been studied for their
ability to attract international patients, while Coimbatore, with its advanced multi-specialty
hospitals and integrative wellness services, is gradually emerging as a promising hub. The
literature reveals a gap in systematic frameworks that can evaluate the efficacy of Coimbatore’s
medical tourism ecosystem.

Technology plays a vital role in modern medical tourism, especially in an era where
patients rely on digital platforms for information, consultations, and bookings. The Technology
Acceptance Model (TAM), first proposed by Davis (1989), has been one of the most influential
frameworks for explaining how individuals adopt and use new technologies. Numerous studies
demonstrate that perceived ease of use and perceived usefulness strongly influence acceptance of
digital healthcare tools, ranging from telemedicine to online appointment systems (Holden &
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Karsh, 2010). In tourism research, TAM has been applied to e-tourism platforms, demonstrating
how users' perceptions of digital systems shape destination choice and service use (Morosan and
DeFranco, 2016). These insights imply that in medical tourism, the adoption of hospital websites,
teleconsultations, and online reviews can critically shape patients’ trust and decision-making.

Complementing this technological perspective, behavioural theories also offer valuable
explanations. The Theory of Planned Behaviour (TPB), introduced by Ajzen (1991), suggests that
attitudes, subjective norms, and perceived behavioural control collectively influence an
individual’s intention and eventual behaviour. Within tourism literature, TPB has been widely used
to predict tourist choices, sustainable travel patterns, and participation in wellness-related activities
(Lam & Hsu, 2006). In healthcare research, TPB has been employed to explain patient compliance
and preventive health practices (Godin & Kok, 1996). When applied to medical tourism, TPB
provides a lens to understand how cultural values, peer influence, and personal confidence in
navigating a foreign healthcare environment contribute to decision-making.

A growing number of studies argue that integrating TAM and TPB can provide a more
comprehensive understanding of both technological and psychological determinants of behaviour
(Taylor & Todd, 1995). While TAM captures cognitive evaluations of technology, TPB accounts
for social pressures and personal control, making the combined framework particularly effective
in contexts where technology adoption and behavioural intention intersect. Recent applications of
the integrated TAM—-TPB model in domains such as e-commerce, e-health, and digital travel
services have shown higher explanatory power compared to either model alone (Cheng et al.,
2019).

Despite these advances, the literature indicates that Indian medical tourism research has
not sufficiently utilized this integrated framework. While studies have explored patient
satisfaction, cost-effectiveness, and hospital reputation in cities such as Delhi and Chennai,
Coimbatore remains underexplored despite its growing reputation as a healthcare hub.
Furthermore, existing research rarely employs secondary-data-driven conceptual models to assess
medical tourism efficacy.

The literature suggests that the integration of TAM and TPB provides a promising theoretical
foundation to evaluate the efficacy of Coimbatore’s medical tourism. This synthesis highlights the
dual importance of technology-driven healthcare access and behaviourally-driven decision-
making. By bridging these perspectives, the study can contribute to advancing both theoretical
discourse and practical strategies for strengthening Coimbatore’s position in the global medical
tourism landscape.

METHODOLOGY

The methodology of this study outlines the research design, approach, data sources, and analytical
techniques employed to examine the integration of the Technology Acceptance Model (TAM) and
the Theory of Planned Behaviour (TPB) for evaluating the efficacy of Coimbatore’s medical
tourism. As the research is conceptual and based on secondary data, the focus lies on synthesizing
existing literature and frameworks to develop an integrative model that captures both technological
and behavioural determinants of medical tourism efficacy (Ha, 2020).

RESEARCH DESIGN

This study adopts a conceptual research design supported by a descriptive and analytical approach.
The design is suitable since the primary objective is not to collect new empirical data but to
critically examine and synthesize existing scholarly works, government reports, industry
publications, and digital health tourism data. Through this approach, the study builds a theoretical
framework that integrates TAM and TPB, providing insights into technological adoption and
behavioural intention collectively influence medical tourism outcomes in Coimbatore (Gomez-
Ramirez, et al., 2019).

NATURE OF THE STUDY

The research is qualitative and conceptual in nature. It emphasizes understanding relationships
between constructs such as perceived ease of use, perceived usefulness, attitude, subjective norms,
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perceived behavioural control, intention, and actual behaviour in the context of medical tourism.
By employing secondary data analysis, the study bridges gaps between fragmented streams of
literature on technology acceptance, behavioural theories, and medical tourism efficacy.
DATA SOURCES
The study relies exclusively on secondary data sources, which include:

e Peer-reviewed journal articles on TAM, TPB, healthcare management, and tourism studies.

e Books, theses, and conference proceedings related to medical tourism and behavioural
models.

e Reports published by government bodies such as the Ministry of Tourism, Ministry of
Health and Family Welfare, and Tamil Nadu Tourism Department.

e Industry publications and white papers by medical associations, hospital groups, and
tourism boards.

e Online databases such as Scopus, Web of Science, JSTOR, PubMed, and Google Scholar.

These sources provide both theoretical insights and empirical findings that can be synthesized to
develop the proposed framework.

Framework Development

The conceptual framework integrates Technology Acceptance Model (TAM) and Theory of
Planned Behaviour (TPB) to evaluate the efficacy of medical tourism in Coimbatore. The
framework highlights how technology adoption (PEOU, PU) and behavioural predictors (Attitude,
SN, PBC) influence medical tourists’ intention and actual behaviour.

Subjective Norm (SN)

Perceived Ease of Attitude (ATT) Actual
Use (PEOU) Intention (INT) Behaviour

(Medical

; Perceived Behavioural Tourism

Perceived Control (PBC) Efficacy)
Usefulness (PU)

Figure 1 : Integrated Conceptual Model of TAM & TPB to measure Efficacy of Medical Tourism
ANALYTICAL APPROACH
A qualitative thematic analysis is applied to the reviewed literature to identify recurring patterns,
similarities, and gaps. The integration of TAM and TPB is guided by prior empirical studies that
have successfully combined these models in healthcare, e-commerce, and tourism contexts. The
study does not employ quantitative hypothesis testing but instead develops conceptual propositions
that future empirical studies can validate.
LIMITATIONS
Since the study is based on secondary data, it is limited by the availability and reliability of existing
literature. The conceptual framework is not empirically tested within this research, and hence its
predictive power in the Coimbatore context requires further validation through primary research.
OBJECTIVES OF THE STUDY
e To examine the relevance of the Technology Acceptance Model (TAM) in understanding
the role of digital health platforms, hospital websites, and teleconsultation services in
shaping medical tourists’ decisions in Coimbatore.
e The objective of the analysis was to assess the applicability of the Theory of Planned
Behaviour (TPB) to explain the attitudinal, normative, and control factors that influence
medical tourists' behavioural intentions toward Coimbatore as a healthcare destination.
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e To integrate TAM and TPB into a unified conceptual framework for evaluating both
technological and behavioural determinants of medical tourism efficacy.

e To identify key constructs such as perceived ease of use, perceived usefulness, attitude,
subjective norms, and perceived behavioural control that collectively influence medical
tourists’ intentions and actual behaviour.

e To contextualize the integrated TAM-TPB model with reference to secondary data on
Coimbatore’s healthcare infrastructure, wellness services, and medical tourism ecosystem.

e To highlight the research gaps in existing studies on Indian medical tourism and propose
conceptual propositions for future empirical testing.

FINDINGS AND DISCUSSIONS
Findings

The integration of the Technology Acceptance Model (TAM) and the Theory of Planned
Behaviour (TPB) in the context of Coimbatore’s medical tourism yields several key conceptual
findings:
Role of Technology in Medical Tourism Decision-Making

Secondary data analysis suggests that digital platforms, hospital websites,
teleconsultations, and online patient testimonials are crucial in influencing medical tourists’
choices. Consistent with TAM, Perceived Ease of Use (PEOU) and Perceived Usefulness (PU) are
significant determinants of patients’ willingness to adopt digital tools before committing to
healthcare travel. Hospitals in Coimbatore such as GKNM, PSG, and Kovai Medical Center &
Hospital have actively invested in online visibility, enabling international patients to access
treatment information remotely, thus enhancing trust and perceived usefulness.
Behavioural Influences on Medical Tourism

TPB constructs are equally evident in shaping medical tourism decisions. Attitude toward
Indian healthcare, subjective norms such as recommendations from family, peers, and referring
doctors, and Perceived Behavioural Control (PBC) regarding ease of travel and support services
strongly affect behavioural intention. For instance, Coimbatore’s strong reputation in Ayurveda
and integrative wellness care positively shapes attitudes, while word-of-mouth recommendations
and diaspora connections act as subjective norms encouraging foreign patients.
Integration of TAM and TPB

Findings from literature suggest that TAM alone cannot fully explain behavioural decisions
in medical tourism, as it focuses primarily on technology. Likewise, TPB, though robust in
explaining behavioural intentions, does not adequately capture the role of digital health
technologies. An integrated model provides a holistic understanding: TAM addresses cognitive
evaluations of technology, while TPB incorporates psychological, social, and control factors. The
combined framework thus demonstrates greater explanatory power for medical tourism efficacy
in Coimbatore.
Efficacy of Coimbatore as a Medical Tourism Destination

Secondary reports indicate that Coimbatore offers competitive advantages such as high-
quality healthcare, affordable costs, a skilled workforce, and strong wellness tourism offerings.
However, challenges remain in international branding, visa facilitation, and patient follow-up care.
The integrated TAM-TPB framework highlights that while technological readiness improves
perceived usefulness, subjective norms (peer referrals, doctor recommendations) and perceived
control (ease of travel, insurance, logistics) are equally decisive for patients’ final choice.
DISCUSSION

The discussion emphasizes how the findings contribute to both theoretical advancement
and practical implications for medical tourism in Coimbatore.
Theoretical Contributions

The integration of TAM and TPB adds depth to understanding medical tourism efficacy.
While prior studies have separately used TAM to study telemedicine adoption or TPB to explain
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tourist behaviour, this research conceptualizes a combined model that captures technological
acceptance (digital access, teleconsultation, hospital websites) alongside behavioural intention
(attitude, norms, and perceived control). This synthesis advances theoretical discourse by bridging
fragmented perspectives, thereby creating a comprehensive framework for evaluating healthcare
tourism destinations.

Alignment with Global Studies

Findings align with global studies where TAM and TPB integration has shown higher
explanatory power in e-commerce, e-health, and tourism adoption contexts (Taylor & Todd, 1995;
Cheng et al., 2019). Specifically, medical tourists increasingly rely on online platforms for pre-
travel decision-making, validating the centrality of TAM constructs. At the same time, their
behaviour is strongly influenced by cultural values, trust in recommendations, and control over
logistics, confirming the validity of the TPB.

Practical Implications for Coimbatore

From a managerial perspective, hospitals and tourism boards in Coimbatore should adopt
a dual strategy. On the technological front, enhancing user-friendly websites, virtual hospital tours,
teleconsultations, and online payment gateways will strengthen Perceived Ease of Use and
Perceived Usefulness. On the behavioural front, leveraging diaspora networks, patient
testimonials, and international accreditation (such as JCI or NABH) can improve attitudes and
subjective norms. Additionally, improving travel facilitation, medical visas, and post-treatment
follow-up will enhance Perceived Behavioural Control, encouraging stronger intention to choose
Coimbatore as a medical tourism hub.

Research Gap and Future Implications

While this study synthesizes existing literature to propose a conceptual framework, future
research must empirically validate the integrated TAM—TPB model through surveys and structural
equation modelling (SEM) with medical tourists visiting Coimbatore. Such empirical testing can
confirm the relative weight of each construct, thereby offering more concrete policy
recommendations. Extending this model to compare Coimbatore with other Indian destinations
like Chennai or Bengaluru could provide benchmarking insights.

Overall Contribution

The findings highlight that medical tourism efficacy is not determined solely by
infrastructure or affordability but by an interplay of digital technology adoption and behavioural
dynamics. Coimbatore, with its advanced hospitals and wellness heritage, is well-positioned to
leverage this duality. The Strategic interventions in digital branding, global outreach, and
facilitation services are necessary to translate its potential into a globally recognized medical
tourism hub.

CONCLUSION

This study set out to conceptually examine the efficacy of Coimbatore’s medical tourism
sector by integrating two widely recognized theoretical frameworks: the Technology Acceptance
Model (TAM) and the Theory of Planned Behaviour (TPB). The review and synthesis of secondary
data reveal that Coimbatore possesses significant potential as a medical tourism hub, owing to its
advanced multi-specialty hospitals, affordability, complementary wellness traditions, and growing
digital health presence. However, the city’s global visibility and systematic evaluation mechanisms
remain underexplored in existing scholarship.

The research results highlight that the effectiveness of medical tourism cannot be assessed
solely in isolation from the impact of new technology implementation or behavioural intentions.
TAM highlights how perceived ease of use and perceived usefulness of digital platforms such as
hospital websites, teleconsultations, and online testimonials directly influence patients’
willingness to consider Coimbatore for healthcare services. TPB complements this by emphasizing
the role of attitudes, subjective norms, and perceived behavioural control in shaping behavioural
intention, particularly within the social and cultural contexts that influence health-related travel
decisions.
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By integrating TAM and TPB, the study proposes a holistic framework that combines both
cognitive-technological factors and psychological-behavioural determinants. This integration
provides a more robust tool for evaluating medical tourism efficacy and offers a foundation for
future empirical research. Importantly, it demonstrates that patient decisions are shaped not only
by technological accessibility but also by trust, social influence, and logistical feasibility.

From a practical standpoint, the conceptual framework suggests that Coimbatore’s
healthcare providers and policymakers must adopt a dual strategy; strengthen technological
readiness through user-friendly digital platforms, while simultaneously enhancing behavioural
drivers by improving destination branding, international accreditation, and facilitation of medical
travel. Such an approach would increase the city’s competitiveness against established medical
tourism hubs like Chennai, Bengaluru, and Delhi.

The study’s contribution lies in filling a conceptual gap in Indian medical tourism research
by applying an integrated TAM—TPB perspective to Coimbatore. While this research is based on
secondary data and remains conceptual in nature, it lays the groundwork for empirical studies that
can validate the proposed framework through quantitative testing. Future research may employ
surveys, structural equation modelling, or comparative analyses with other destinations to deepen
the understanding of medical tourism dynamics.

Coimbatore stands at the threshold of becoming a global medical tourism destination. The
integration of technology acceptance and behavioural intention perspectives offers a
comprehensive pathway to measure and enhance its efficacy. By leveraging this integrated model,
stakeholders can align digital innovation, cultural strengths, and healthcare excellence to position
Coimbatore as a sustainable and trusted hub for medical tourism.
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