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A Study On Transformation Of Marketing Practices
Through Artificial Intelligence

Dr. Rinku Dulloo JSPM'’s Rajarshi Shahu College of Engineering, Tathwade, Pune.,

Dr. Priyanka Singh JSPM’s Jayawant Institute of Management Studies, Pune.

Dr. Sajid Alvi Dnyansagar Institute of Management and Research- Pune.

Abstract:-This is the age of disruptive technologies where the technologies like 10T, Big
data analytics, Artificial intelligence, Machine learning and Block chain have changed the
ways that business operates. Amongst all, Al i.e. Artificial Intelligence gains immense power
to drive the businesses with a greater speed and bring transformational changes. Current
study was conducted considering role of Al in marketing functions of the businesses. A
qualitative approach has used by collecting the data from scholarly work by researchers,
industry reports and reputed blogs. It was attempt to explore the concept of Al through
marketing practices, its current applications and future prospective. Research study
provides benefits of Al implementation in marketing. It explores how AIM technology affects
the marketing decisions. The readers and research scholars would have a complete overview
of the Al in marketing through the research paper.

Keywords: -Artificial Intelligence, Digital Marketing, Intelligent marketing, Machine
Learning, Marketing Strategies, Marketing decisions, Predictive analysis.

Introduction
The technology advancement, innovations and evolution in recent years have kept the
industries to move on. Marketing has reached a point where the transformation can be
observed distinctly through adopting technological advancement. Evolution in information
technology like I10T, Big data analytics and Artificial Intelligence have changed the ways the
marketing practices operates in various industries. Considering all the innovations bought
by IT sector, Artificial intelligence is observed as one of the disruptive technologies that hold
a massive potential to bring the transformation in the marketing field. However today most
of the organisations are trying to find out the best Al solutions suitable to their marketing
functions. Artificial Intelligence bought the efficiency, effectiveness and much more
improvement in current marketing functions that assures exclusive new ways of creating
and delivering the values to customers.Al offers the optimum technology that enhances
customer experiences and it let the

-
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organizations to know the changing needs, preferences and expectations by collecting a huge
amount of data systematically. An Al tool collects the qualitative as well as quantitative data
in short span of time that help them to bring the changes and boost the performance rapidly.
Therefore current research paper is an attempt made to understand the transformation
bought by Al in the Marketing field and its future prospective.

Objectives Current study has been conducted with following aim and objectives.

e Tounderstand the concept of artificial intelligence marketing

e To explore the scope of Artificial Intelligence in Marketing functions

e To conduct systematic literature review on AIM through authenticate sources
e Tounderstand future scope of Al in business domains

e To determine the effect of Al in various areas of marketing decisions

Considering above objectives an extensive literature review was conducted. Literature was
selected from authentic and relevant sources.

Research Methodology

Explorative Research Design was used in the research. Focus was on qualitative data hence
inferences were drawn on the basis of literature reviewed. Data used in literature review
was collected through secondary data sources. These were consisted with research paper
published in Scopus, Elsevier journals, Emerald journals, and UGC CARE listed journals.
Various reputed blogs related with Al, reports published by esteemed organizations and
reference books were also referred for literature review.

Scope of the Study Functional scope of the study was confined with two terms i.e. Artificial
Intelligence and its applications in Marketing. Both the respective concepts are very vast and
hence Al and Marketing were studied with selected parameters in the study. Current
situations of adopting Al in Marketing functions, its future prospective t were primarily
studied through the research.

Concept of Artificial Intelligence “Artificial Intelligence or Al is a field of Data Science that
trains computers to learn from experience, adjust to inputs, and perform tasks of certain
cognitive levels.” Artificial intelligence is the branch of data science where computers
functions like human being. Its emergence in the data science has changed the various
business domains drastically. It helps the organizations to take most appropriate decisions
especially real time decisions through insights derived from the data.

Organizations are investing a huge amount on Al research and development. Despite the
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current pandemic situation most of the organizations found no effect on their investment in
Al rather investment increased substantially. Al in future is all set to define global
competitiveness in coming years with noteworthy economic and strategic advantages.

Al enables the machines to learn and predict from the experiences and work like a human
brain. Using Al computers can collects large amount of data and recognize the patters in it.
Organizations with more data will lead the market. Al adds intelligence to machines and
achieves incredible accuracy. It automates repetitive and consistent learning to machines
that helps to discover more from the data.

Al & Marketing: -Business making decisions is a complex and critical and varies with
situations. Business experts found that Al has a tremendous potential to collect large amount
of data from the different sources simultaneously, analyse it instantly and provide the bases
for decision making. Deloitte report explored that all the domains in the business will be
overcome by Al especially in marketing domain. Al will help the organizations for simulation,
real time data gathering, forecasting, trend analysis etc. [t will be found very vital in customer
relations management where organizations can automate the functions like database
management, contact management, prediction in terms of CLTV i.e. customer lifetime value
etc.

Significance of Al in Marketing

From last few years influence of Al can be observed in various marketing functions as helps
the marketer to understand customer better and improve customer experiences. It helps the
organizations through predictive customer’s analysis and makes customer journey more
meaningful, targeted and individual customer tailored. Al speedup the overall marketing
decisions. Al is found significant in augmenting marketing teams and perform critical task
easily. Al reduces marketing cost and minimizes complexities in decisions. Optimization of
time, cost and resources as well as effective outcomes of decisions can be obtained through
Al Following diagram reflects the areas in marketing where Al has a substantial role.

Al 'in Marketing Functions
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Al has equal importance for customers in many ways as it enhances the shopping .
experiences, faster decisions, more information, and use of sentiment analysis from
customer feedback. Major areas where Al can help the customers are mentioned in the
following areas.

Al for Customers:-

Convenient
and user-
friendly
search &
Customer i
service
assistant

assistance .

Big pay-off from Al in Marketing

iness review published a ieport on accelerating sales and marketmg thr ough

esses in the future. Following is the statistics discovered through the survey.
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Expected outcomes after implementing Al in next three years.

38%

Better Market share o RS 20 %
Improve Sales Strategies
Predict Cross-sell and Up-sell opportunities

Precision in Forecasting

Beter Customer Engagement and Customer
Retention

0% 10% 20% 30% 40% 50% 60%

B Organizations More than 1000 Empoyees & Organizations Up to 1000 Employees

Source: Harvard Business Review Analytic Services, May 2019

Literature Review

An extensive literature review was conducted though scholarly works of scientific
researchers, latest studies in the field of Al , established thoughts and related literature,
articles and data from renowned scientific journals, blogs etc.

Dan Dumitriu, Mirona (2020)Researcher have developed a four step sequential model that
helps the organizations to improve their visibility of the website through various keywords.
These steps were consisted with make relevant topics and themes for making website more
accessible, usage of online tools for searching the key words, keywords search in search
engines, and analysis of those key words etc.

Savica Dimitrieska, Aleksandra Stankovska and Tanja Efremova (2018) Current study
highlighted how Al helps the organizations for predicting consumer buying preferences,
their next purchases and improve their customers journey. Al helps to deliver the right
messages to the right consumers i.e. target consumers through proper medium. Content in
the messages carry lots of importance in Al. Challenges in implementing are data breaches
and preventing frauds.

Arnaud De Bruyn, Vijay Viswanathan (2020) Authors have discussed the opportunities
and pitfalls in AIM. Knowledge creation and knowledge transfer were the two variables
focused in the study. Significance of Al in marketing through predictive task and automated
explanation through chat boats were elaborated in the research.
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Michael Haenlein, Matthew ]. Schneider, Abhijit Guha (2021) Researchers examined the
adoption Al and its effects in retail industry. Researcher suggested that retail managers
should adopt Al considering various factors like value creation to customers, effective
retailing, ethical concerns etc. Authors have explained that Al will be more effective if they
focus on augmenting managers judgements.

Christi Olson and Jennifer Levy (2017)Automation in marketing and its results were
highlighted through the research study. Study found that automation based marketing is
effective in bringing better results, creative development, personalization in marketing
activities execution, builds life time value models and deeply focused customer relationship.

Thomas Davenport, Timna Bressgot (2019) Multidimensional framework to study the
effect of Al in marketing was developed in the study. [t was consisted with intelligence levels,
task types, and embedded Al in robot etc. The model also focuses on effect of Al on marketing
strategies, consumer behaviour etc. Researcher also discussed the privacy issues, bias in
data, ethics in Al implementation and practices.

Melanie Florence Boninsegni (2021) Industrial fourth revolution-new technological
advancements and its pros and cons on consumers well-being were focussed in the research
study. Researcher found that new technologies like Al, Robotics, blockchains etc. providing

advanced approaches towards their day to day decisions in the fieldof healthcare, education,
financial aspects etc. Author observed that these technologies are disruptive technologies
and they are changing the realities of consumers and service providers.

Gang Li, Muhammad Zafeer Shahid (2019) It was a qualitative research approach where
researcher conducted an interviews with marketing professionals. Study found that Al
helped these professionals to improve their performance in terms of sales and market share.
Al helps them in Pricing, promotion, production, distribution and product planning.
Predictive models were developed for planning future strategies in marketing. Competitors
pressure, digital literacy, digital maturity, media attention, revolution in IT and consumers
preferences were major affecting factors for adopting Al in marketing. Authors suggested
that managers should follow the aspects and challenges in Al before actually they implement
in marketing,

N Ramya and Dr. SA Mohamed Ali (2016) Researchers have explored on consumer buying
process and factors affecting on it. Study observed that factors like demography of
customers, culture, social class, family members, personality traits and psychological factors
are influencing factors affects on customers purchase decisions.

X. Zhu, Z. Tan, September (2012) Current research was conducted with the aim of
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understanding SEO key word analysis as well as its role in website editing system.
Researcher observed that website editing system is related with text extraction technology
that helps to collect the visitor's information. A real time SEO factor analysis could be run
automatically that helps to improve the productivity in SEO processing.

Tiago Ribeiro and José Luis Reis (2020) Researchers emphasize that many of our daily
tasks are already be replaced by artificial intelligence and probably many of us may not be
aware of this. Researcher examined that use of Al through machines with humans will
provide better results. Researcher mentioned one of the major obstacle that humans are still
not confident in technology and they are yet ready for this technological change. Hence
researcher suggested that managers and companies should make themselves and their
employees for implementation of artificial intelligence in marketing practices.

Satya Ramaswamy (2017) Researcher thrown a light on advantages as well as
consequences of Al in industries. A survey by TCS reveals that though some jobs are lost by
the introduction of artificial intelligence but still there is a great scope for employment if the
companies using Al to improve computer to computer task while employing the people. In
fact Al has given an opportunity to each segment of the business by grabbing the new techno-
skills. From the findings it can be inferred that in marketing also there are tremendous
opportunities but one must learn Al

Amy Gallo (2014) Study reveals the value of retention of customers comparing to acquiring
new customers. Study examined that acquiring new customers cost would be 25 times more
than the retaining the existing customers. Study also showed that increase in retention rate
by mere 5% increases profits by 25% to 95%. Here Al can play an important role as it will
keep you informed with existing customers and their preferences.

Piyush Jain, Keshav Aggarwal (2020) Researcher have illustrated about the need of Al in
marketing, drivers of Al in marketing through real world business cases. Study entailed
different Al strategies that can be implemented in marketing. Sector wise and region wise
role of Al has been entailed in the study. Customer life cycle stages and role of Al in each
stage was explained by the author.

Inferences and Findings

Al and Personalised customer experience

Al helps to monitor their customer’s behaviour and leverage their needs to enhance the
buying process. From a survey done by quick sprout, it has been observed that customer’s
gives preferences to the online/offline stores that recognise their name, earlier purchases,
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recommendations based on past purchases etc. Here Al can play a very important role that
it will keep all the above said records, track the records, gives recommendations etc.

Consumers are more likely to buy from the retailor
(Offline/online) that ..........ceu

80% ‘

60% ' _— e
|
40% e - == P
' m Percentage
20% i — s = =
| | |
0% | ‘= - ' '

Reeogiserstbptiorerhad@oovstheir @iftrhaseivdahgse three options

Source:-Quick sprout Survey 2018
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Content

creation

Image Recognition
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Chatbots: -Chat bots are used in messaging applications. It helps the customers by providing
convenience. They engage the customers by interacting like human would and cost very less.
This is an automated program that stimulates the customers to interact with machines. This
communication could be verbal or written and found very effective and time saving.

Content Creation:-Here content is created by a machine for a human being. The days are
gone when marketing executives spends hour and days to send the emails to their customers.
Emergence of Al, email content creation task is carried out by machines that too in less
manual efforts. Al maps the customers email browsing data, website experiences and it
creates the dynamic content of emails. Even today Al content creation is used in writing posts
in blogs, articles in magazines, creating videos and audios etc.

Image Recognition:-Al powered machines can act like humans and hence it can see justlike
we human and interpret the objects. This machine vision can be used to interpreting and
understanding the images. Google lens could be the best example of image recognition and
ithelps in marketing especially in retailing business to suggest the best results based on their
interest and surfing behavior.

Email Personalization: -This is used in marketing where one can use personal information
of subscribers to delivers more targeted emails. These are automated emails generated by
machines powered by Al Customer’s feels like they are considered individually and getting
the individual treatment. Research proven that individual or personalized emails results in
increase in revenue and profit. Dynamic content, Personalized content, browsing history,
anniversaries are used in email personalization.

Product Pricing:-Al got the power to make dynamic pricing easier and better. Through Al
machines can collects the demand and sales data, analyze and produce the results in few
minutes and helps to optimize the sales by giving dynamic price when the demand is high.
These applications are mostly used by OLA, UBER, IRCTS train booking etc.
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Programmatic AD Tracking:-It is an online advertisement that enables automated buying
and selling process. This method enables marketer to target the segmented audiences to
advertise the product or service to the right people at right time. Here advertisers charge the
marketers for the particular advertisements. Al uses the algorithms that help the marketers
to analyse the customer behavior and accordingly targeted customers are advertised with
the campaign.

Speech Recognition:-Al bought the innovation through interpreting human voice. It
recognizes the human voice and interprets them. Apple’s SIRI and Google’s Alexa are the best
example of speech recognition in artificial intelligence.

Conclusion

There is no doubt that the future is all about to provide greater customer experience to
sustain in the stiff competition. In the fourth industry revolution artificial intelligence will be
the key to success. Al got this imperative because of its power driven by the data it collects,
analyze and produce the results instantly. It helps the marketer to understand their
customers, their needs, and changing preferences, purchase behavior etc. Here Artificial
intelligence plays an crucial role to anticipate the demand, customer choices and guided
experiences to match the customer expectations. Through this research an attempt has been
made to understand the concept of Al, its role in marketing and predictive analysis.

From the literature review and critical analysis of various reports it can be conclude that Al
is a technological disruptor and it holds massive potential in various industries like
automobile, pharmaceutical, agriculture, digital marketing etc.

Future Research

It was a qualitative study conducted on the basis of literature review. In the future research
scholars can conduct the quantitative research through using survey based data or any other
method. In next one decade we can see the dramatic change in marketing practices driven
by artificial intelligence. As well as same change can be observed in customer behavior.
Hence consistent efforts in the field of marketing research are expected by the scholars.
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Abstract:

. Aim:For researcher, practitioner, and brand strategist, this research article- Hook
your customer in digital space is the absolute comprehension of branding strategy,
exhibits in one B3 Framework of Aspirational Branding, which is the guarantee
card of growth and profitability, in the world of No-Guarantee’. The proposed B3
Framework is a complete, succinct, and precise template for Aspirational brand,
characterized with a striking balance of distinctiveness and Centrality, from the
lenses of four Ds, which are the four faces of the B3 Framework namely,
Deliverables, Distinctiveness, Discover, and Desirability. The very characteristics
of this proposed framework is its Generic application in both physical as well as
digital space. The essence of this Proposed B3 framework is the alignment of
Brand DNA with Brand Voice to build Brand Trust.

Methodology: The present study is the result of an intense systematic literature
view, analyses of the cases of successful brands with special reference to their
digital space presence.

Keywords: Aspirational Branding, digital space, Customer Engagement, Brand D
NA &Brand Trust.

. 1. Introduction

The tone of this research article is ‘Getting tagged as an Aspirational brand through ‘B3
Framework in digital space.’

Statistically, 3.8 million-plus people using digital space which covers half the world’s
population. The firm should tap this opportunity to scale the new heights of the business.
So Mantra is being present where the customer already is—Go Digital. To connect and
engage your customer, be 24X7 visible at a click.

This research article answers how might we help firms to establish their brand trust in the
digital space? Establishing Brand Trust is all about creating “‘WOW" Digital Customer
Engagement which gets conversion in compelling Digital Customer Experience. Brand
Trust stimulates at every touchpoint across the customer journey. Remember ding
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through Omni-channel which is a secamless integration of digital touch points that
enhances Digital Customer Engagement and Experiences. Omni —Channel is where all
disparate interfaces, be it website, mobile site, app, branch, phones, etc., are all
stylistically aligned, offer the same capabilities, and are integrated.

Omni-channel is achieved through the application of an augmented layer, which works to
integrate all existing digital customer touchpoints that make up the front-end and connect
them to all existing backend interfaces such as CRM and BI databases. In this context, of
Customized Customer Journey from awareness to call for action for Product /Services all
the digital touch points; on a website, Facebook page, app, Instagram branch office, retail
location, Twitter feed or call center where Customer exists— must be optimized. The
customer mind creates synapses where data, channels, and strategy intersect and provides
“WOW’ Digital Customer Experiences. Firms should frame their growth strategy around
Digital Customer Engagement with the focal point of relational connection and interact
with the customer by accounting for their rational and emotional aspects. In the era of
Information overflowed and noise of brand crowd it is challenging to grab the attention
of the customer in digital space and here the role of User Experience Architect emerges.
“Leaders, businesses, and communities will still leverage technology to gain an
advantage, but those that put human connection at the center of everything they do-and
how they do it-will be the enduring winners”. - Thomas Friedman in the NY Times

User Experience Architect (UX) can help the firm to decipher and analyses their
Customer by integrating behavioral economics discipline and positively reinforce high-
level loyalty and trust of Customer on brand. This Creates a Compelling Customer
Experience, which makes them Choice Architect, without reducing the available choices.
The firm should ensure relevancy in terms of Brand Me, it should not be ‘too much’ at
the customer perception and succinctness in terms of the time- factor and wide
availability of the choices while interacting with its Potential Customer.

Engineering Brand trust is nothing, but to do Aspirational Branding. Aspirational brand
strategy is concerned with creating the dream and generating positive emotional
reactions from consumers (Maldr et al., 2011). Aspirational Brand Strategy is strategy
that tries to fit a product/ service into consumers’ attitudes and emotions so they will
identify with the product/service as it appeals customers aspiration rather than realities in
all the way Psychologically, Socially and Economically.

The brand must voice on digital space with purpose, frequency and diversity to create an
emotional copnect with the customer by hooking them with Values, Consistency, and
Commi become an Aspirational Brand with its signature feature distinctiveness
and cefffia frms get cc?%fused with two contradictory goals of a brand -building------
at Inatitute of Management a1
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Centrality and distinctiveness; however, the key is striking the right balance between
these goals and engineered Brand DNA.

A new tool introduced by (Dawar and Bagga , 2015), based on scoring brands on their
centrality (i.e. the brand of record) and distinctiveness (i.c. the brand that stands out from
the crowd) can help marketers and strategists determine the best paths for growth and
profitability. It analyzes both brand positioning and business performance. Aspirational
Brands enjoys both high sales volume and premium tag due to its high regards, which
makes it the most profitable brand.

Purpose: In this research article, the researcher conceptualized and designed B3
Framework for Aspirational Branding in the digital space. This Framework can act as a
blueprint for business leaders to establish brand trust in digital Space.

2. Objectives

1) To help the brand connect, converse, decipher, and analyze.
2) To prescribe strategies for achieving balance in distinctiveness and Centrality

3) To help Firms aligning their Brand Voice with their Brand DNA to realize their
Brand Value.

3. Conceptual Framework

The B3 Framework is structured on Brand Metrics i.e. Brand Equity, Brand Voice, and
Brand Value proposition, with two-dimensional goals i.e. Distinctiveness and Centrality
through the lenses of Deliverables, Distinctiveness, Discover y. and Desirability.

This Framework has three focal points as follows:

1) Brand equity from a two-dimensional perspective: Customer Perspective and
Financial Perspective. The components of Customer perspective brand equity are
Brand Identity, Brand Image, and Brand Positioning. So the winning strategy is the
Congruence of these three Bs of Brand (Brand Identity, Brand Image, and Brand
Positioning). The Components of Financial Perspectives are Market Share, Growth,
and profitability, the strategy is to take these components as a yardstick to make
brand assessment and strategies with the required interventions to achieve the brand
objective.

2) Brand Voice: To create a digital customer engagement brand harness the trends.
Brand to be relevant should make use of big data to get real-time customer insights.
The brand should make use of IoT to forge their DNA characteristics for the
customer to connect with. With Augmented Reality, a brand can augment Customer

engagement and experience by offering ‘Try before you buy%m} Besides
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Chat-bots Voice assistant automated processes revolutionized Customer engagement.

3) The focus must be on realizing to the customer that your Brand Value is worth it and
the winning strategy is four Ds i.e. how the brand gets discovered, distinctiveness,
and desirability concerning its deliverables.

4. Methodology

The researcher deployed design-thinking-based research methodology (Sharma and
Khurape, 2020). to conceptualize and designed the B3 framework prototype, also, to
validate this conceptual framework action-based research methodology adopted by case
analysis method. Brand Audit to find out the gap in terms of deliverables, discovery,
distinctiveness, and desirability.

Researcher Prescription:

B? Framework of Aspirational Brand

Brand Trust i —

Brand Value Proposition

Verfes 1

A tetrahedron Pyramid- B3 Framework of Aspirational Brand

B3 framework can act as a blueprint in establishing Brand trust in the digital space. Itis a

*
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Sr. No Specifications Numbers Facets

1. Deliverables
2. Distinctiveness
L. Faces 4 3. Discover

4. Desirability

. 1. Brand Value
Proposition
2. Brand Voice
2. Vertex 4
3. Brand Trust
4. Brand Equity
1. Brand Experience
2. Brand Relevance
3. Brand Positioning
3. Edges 6 4. Brand Image
5. Brand consistency
. 6. Brand Commitment
The flow goes like this:

» Brand Experience- The success factor of ‘Google’ is their people behavior online
analytics. The purpose of developing a brand and earning trust is prefixed with
customer insights only. The tools like Customer journey maps should be deployed to
explore their pain points and identify trigger points to develop tipping points. This
creates a deep understanding of customers’ needs, requiremepts, and behavior which

facilitates strong connections and inspire [pstomer tQv; ired results.
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» Brand Relevance- Customer insights help the brand to become relevant for their
targeted customer segment. Relevant Brand engages and connect customer as an
integral part of their lives, by engaging customer senses in all the way and achieve
centrality in their mind. These also make the brand agile with customer changing
demand and push them for re-invent to be more and more relevant.

» Brand Value Proposition- Brand Value Proposition tells why people pay for your
products/services over others. The three-element i.e. Brand, Customer Experience
and Products/services collide to give the value proposition understanding, which
could be the offer of the brand.

> Brand Positioning- Brand Positioning is the acquisition of a distinctive place in the
audience/customers’ minds. This provides reasoning to prefer the brand over
competitors’. Four elements lead to an appealing brand positioning statement: 1) .
Target customer 2) Category of product and its relevancy 3) End benefit customer
will get with emotional connects. 4) Reason to believe in the brand.

» Brand Voice- To be recognized in this overcrowded digital space, it is necessary to
be visible. vocal with a defined tone, coherent, and uniform on all Omni channels
about -Who you are? What kind of personality brand has? What is your offering?
How you are different from your competitors, which matters to your customer.

> Brand Image- Positive Brand image has enormous advantages. Brand image is a
belief, opinion, perception of the customer about the brand which develops its
reputation and ultimately facilitates positive brand equity (J oseph et al., 2017).

» Brand Consistency & Commitment — Ensures Consistency offline and online both
about messaging, design, visuals, deliverables, perspective, and delivering
experiences, this exhibits brand commitment and results in brand trust, which
ultimately guarantees customer loyalty and customer retention up to great extent. .

> Brand Equity- Brand Equity is a derivative of Brand trust. All C- suite Leaders
strive hard for this ultimate desirable result. In today’s digitally connected world, it
is imperative to engage customers, manage, and measure customer engagement
value. A recent Gallup research study shows that engaged customers offer a 23%
premium in terms of share of wallet, profitability, revenue, and relationship growth
over the average customer across retail, consumer electronics, and hospitality
industries (Pansari and Kuma, 2017)

5. Brand Value Proposition

Thisksection of the research article answer —for what and why customer pays to the
D ?/over others, which becomes core elements of the brand equity. Brand value
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proposition comprises value creation, value delivery, and value capture, which ultimately
are the core components of the sustainable business canvas framework (Hassan, 2012)

To design a value proposition followings must be kept in mind-

e Which customer segments, the company wants to cater to?

e  What value does the company want to deliver?

e  Which job does the customer want to get done?

e  Which pain of the customer, company relives through its product/service?

e  Which need of the customer, company satisfies?

* How brand differentiate with the difference which matters to the customer positively?

In nutshell, Value proposition expresses the gains/benefits customers can expect from the
company’s products and service, and how it can help them to relieve their pain points and
generate short and long-term gains.

In this noisy digital space, becomes a memorable brand that stands the test of time. the
brand has an outside-in, a human-centered approach to build relevant and valued
experiences to your customers’ needs timely.

The facets of brand value like value Creation, value delivery, and Value capture should be
analyzed through Customer Experience lenses, to create enduring Brand value that holds
Brand trust.

Value Creation: Brand value creation is all about creating and managing ‘Customer
Experiences’, building meaningful, emotional, and personalized ‘Relationships’, and
accelerating ‘Innovation based Evolution” to support business sustainability.

Thus, to create and manage a delightful customer experience, the company should plot a
Customer Journey Map (Rosenbaum et al., October 2016) particularly digital
space/channels experience. It provides customers’ insights about their pain points, needs,
requirements relevancy, etc. which helps to identify, which points of interaction add to the
experience and which detract. To enhance the customer experience in the digital space, the
customer journey in the digital space needs to be reviewed regularly on-going basis.

Day-by—day, Customers' demand for digital platforms increases as digital technologies
empower them to make better decisions and situational experiences to buy what the
company offers, this signals Company to use digital technologies to enhance customer
interactions and experiences.

A relationship with the customer is at the core of brand trust and; b dr_ [oyalty. The
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challenge is, strengthening this relationship, due to the crowded business landscape,
frequent choice changes of products and services, particularly in digital channels. The
customers are skeptical about their data security. Thus, to provide data protection
assurance and build more value-adding relationships, the company must provide freedom
to the customer about what to share and use to have relevant relationships and induced
trust and transparency.

In today’s era of innovation-led business and constantly reshaping the digital environment,
brands need to evolve continuously to sustain and accelerate digital value creation, data-
driven review of trends, and understanding of competitive scenarios paving the way to
evolve and embrace change with innovation.

Value Delivery: Business is a value delivery system - Credit for this insight goes to Mc
Kinsey. Value delivery in terms of functionality efficiency, less cost to the customer and
relevant need satisfaction holds existing customer and insert new customer in the value
chain of the brand.

Consistent and effective delivery of the brand value, which the company offers brings
superior Brand equity and high financial returns. This also highlights brand among
jumping flamingo on digital space with “distinctiveness’.

For larger space acquisition in the digital channel, Customer Experience (CX) has to

leverage to create uniqueness and relatable relevancy (Haije, August, 2020).

Value Capture: A sustainable business exhibits ability to capture some of the value is
created. Creating value is crucial nevertheless Capturing value to have a strong command
of brand equity.

The brand can take the test of value capture with this challenge- Can the brand hike the
prices of its offering without losing a customer?

Reflections: Analysis of the Google Value Proposition (Belmejdoub, Jan 2016), mapping
with customer segments.

Google Customer Segment

Google Value Proposition

The web  surfer who can  organize
information in useful ways using Google
products and services

Providing a free platform to search the
internet, Google gains access to invaluable
data about almost everyone.

The webmasters, who have websites

Enabling them to monetize their content
and earn money from content.

gers and content publishers

Through content monetization service
known as “Ad Sense” help customer to earn

DIRSRoT
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money and create value for them.

Through its Ad words, Google encourages,
Companies, startups, small businesses,
enterprises and individuals to advertise
online and promote their services using
Google ads, as Google has the largest
online network

The Advertisers, who wants to reach out
customer faster, and indeed they are willing
to pay for exchange value.

Insights: Brand must design a value proposition statement with crucial four elements:

¢ Relevancy: Communicate about how the brand's offering relives customer pain or
satisfies their need/requirement.

* Quantified value: Deliver specific benefits/ gains

 Differentiation: Vocal about brand uniqueness over a competitor and convinced
customer payoff.

e Digital Presence: Grab the right digital opportunities and embrace technology in the
value chain.

In essence, if the industry is in competitive equilibrium, the death of the brand wouldn’t
matter to the world: some other undifferentiated competitor will always be ready to
replace it. So, the key is offering must be unique and not substitutable.

Brand Voice

This section of the research article answers how the brand can voice in the di gital space to
hook the customer to build trust. Brand Voice is about discovering brand personality rather
than developing it. To discover Brand personality, exploit Carl Jung’s Archetype ¥
concept and personified brand. Brand archetype aligns the brand with the desire within
their customer in the most appeal way and provides a roadmap to set Voice, Tone,
Strategy, Positioning of the brand in a way, which builds an enduring connection with the
audience/customer (Moran, 2020), in addition, helps to make a differentiation strategy
with infinite possibilities (Moran, 2020).
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The 12 Jungian Archetypes
Reflections

% Google Archetype - The Sage, with the understanding that “the truth will set you
free”

% Google Brand Voice - Knowledge. Assured, Guiding.

% Google Brand Message- ‘Education is the path to wisdom and wisdom where the
answer lies.’

% Google Brand Core Desire- to understand the world with the intent to share that
understanding with others.

% Google Brand Personality- Google is an information, knowledge, truth, and wisdom
seeker, not to keep with it but to share with the world.

& Google exhibits the personality of a life-long learner.

o Brand Strategy emphasis- On factual, authentic, and well- researched
Din fion, which is a hard nut for any challenges and shows the path to wisdom, to
Dnyansagar Institute of Management and

Research
Balgwadi, Pune-411045




ol ': i A

Empirical Economics Letters, 20 (Special Issue 2) (Nov. 2021) 305

*
"

celebrate life-long learning.
Google Brand Drivers- Wisdom, Intelligence, Expertise, Influence, Innovation.

Google Brand Threat Misinformation, Inaccuracy, Ignorance, Insanity,
Powerlessness.

Don’t Be Evil

This apt tagline personified, ‘Google’ well and creates an image.

Insights from the present study-

Defined brand voice and tone to capture the audience (customer, employees, vendors,
etc.,) in a way, to be heard, loud and clear in digital space.

Speaks about everything companies do, their vision, mission, purpose value
proposition, which exhibits the typical characteristics and adjective of the brand
personality and brand image, to positioning the brand in the minds of the audiences in
the digital space.

A very vital aspect of brand voice is to maintain consistency in the tone of their brand
voice, delivery, social media pages/platforms, or any products/ services through
listening and engaging customers on social media platforms and all digital spaces.

Leverage employee advocacy platform tools to elevate brand visibility and reach in
the digital space.

Brand Personification is the key, with the very element of ‘Emotions’. Audiences
either resonate or aspire to the brand personality, which is backed by the value
proposition and customer experiences that brings Brand equity.

Brand Equity

Brand equity is the value, brands bring to the companies.

Brand Equity is the resultant of a distinct and relevant value proposition, which must be
communicated uniformly through all Omni-channel includin g digital channels to
customers to showcase the brand image.

The total value of the brand is the aggregate of assets and liabilities associated with the
brand name and symbol, which brings interaction and relationships with the customer.
Reflection of brand equity is due to the brand image, so accordingly it could be positive or
negative, and recorded in financial books in terms of profitability, price, demand, and
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shares. To make a favorable market impact and realize the positive brand equity, ensure
that customers must aware of the brand, identify the brand, and at-last, associate it with a
specific product, class, or need. This helps to analyze the consumer’s situational buying
pattern (Deshpande and Keinan, 2014).

Brand Equity is the reputation of the brand. To build positive reputation consistency, the
commitment of deliverables is at its core. It brings significant value to companies, in terms
of the premium price for the products /services, customer loyalty, big market share due to
the insertion of a new customer as recognized and preferred by the customer, driving sales
and growth.

Further, brand equity can be classified as financial brand equity and Marketing brand
equity. Brand equity is the value augmentation to the brand, due to its name. The financial
brand equity is the quantified value placed on a brand on the balance sheet to make
investment decision (Anderson, 2011), as the value resides in the brand name, and the
marketing equity is the value added to a brand due to its name as endorsed by consumer
loyalty, willingness to buy along with exceptional price, whereas, resist to the competitive
marketing (July Wheeler, 2011).

24/7 digital connections compel the brand to be prominent and positioned as a relevant,
trustworthy, consistent solution provider for the customer on all digital channels —social
media, online forums, blogs, news sites, search engines, etc.

Brand equity is a derivative of the brand perception and perception build with the brand
experience. Thus, to shape positive perception, customer insights, feelings, belief opinions
about the brand is crucial. The Customer-Based Brand Equity (CBBE) Model, developed
by (Keller and Kevin, 2016), has been widely used.

Reflections: Google’s Brand Equity in the CBBE Model

Customer feelings, perception, belief, opinion, positive experience exhibits in Kevin
Keller’s brand equity model. The below figure highlights how Google has exploited its
basket of products to build its overall brand equity for specific customer segments. Kevin
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Exhibits: Brand Fitness Diagnostic Tool

Please review the questions below and mark an “x” in the most appropriate part of the

310

spectrum to help self-assess your brand’s fitness and where there are gaps.

1. Deliverables: XX/ 60

Do you know who you are and what are your offerings?

ol1 |12 (314 15 1|6 |7 |8 |9 |10
Not really Absolutely
Have you identified your Brand Archetype?
ol1l2|13|4]|516|7]|8]9]10
Not really Absolutely
Have you identified the requirements / needs of your customers?
blalzislalsle| 7|29 ]| 1
Not really Absolutely
Do you use data analytics on customers’ insights to design your branding strategy?
gl1l21314|5|6|7]|8]9]10
Not really Absolutely
Does your brand deliverable relevance to your customer expectations?
ol1l213|4|5|6]|7]|8]9]10
Not really Absolutely
Does your target customer show a strong sense of awareness of your brand?
ol1l12]|3|4|5|16]|]7|8]92]10
Not really Absolutely
2. Distinctiveness: XX/70
Do you clear about your brand value proposition?
1l2l3la|516|7})8]|9]10
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Keller’s brand equity model

Insights: To have a distinctive position in the minds of the customer/ audiences, a brand
must communicate effectively with the intent to create a positive brand image that
engenders customer trust and loyalty, results in value for the companies in terms of Brand
Equity. To evaluate the impact of the brand, it is necessary to track return on Investment.
Brand Equity metrics that need to be tracked are;

Financial metrics: Companies should extrapolate data and do analytics about market
share, profitability, revenue, price growth rate, cost to existing customer retention cost to
insert new customer to decide on growth marketing investment.

Strength metrics: Companies should track the agility, awareness recognition, and brand
image to ensure customer loyalty and retention, as one of the dimensions of business
longevity.

Customer metrics: It’s the customer, who decides upon brand equity based on perception
and brand experience. Thus, the brand should track customer sentiments, buying behavior,
brand relevance, social media expressions to strengthen the brand value proposition, which
ensures strong positive brand equity. Customer engagement value is also very crucial
metrics to measure brand equity.

6. Research implications

¢ Begin with brand fitness check-up to discover the gap and identify a specific problem
area in the brand development process (Brand Fitness Diagnostic Tool is given below
as exhibit)

» Diagnose and provide solutions to the organization by the usage of the B* framework
in their brand trust development process

e B3 framework is the tool for achieving balance in distinctiveness and centrality with
its tetrahedron pyramid characteristics and properties.

7. Closing remarks

Researchers have conceptualized this very effective B® framework of Aspirational brand
with the intent to solidify the brand. The researcher conceptualized this framework by
taking a strong base of their literature review and analysis of the existing successful brand,
besides, quoted ‘Google’ as an example of their analysis.

8. Conclusions

Brand Trust’s Driver is homophily digital custome ment which generates on. the
alignment of brand values with those ofypm:.,gusto‘mer aspir]at:ons Aspirational branding

& ar

Bal HES
= 'II'I"lI.'JII jJ

’ﬁ&’ﬁn.enf and
ig- 4 1 1045

// / . -'-. \_




Empirical Economics Letters, 20 (Special Issue 2) (Nov. 2021) 308

designed shopping as a signature behavior of the Customer. Firms need to knit their Brand
DNA strands with the helix of distinctiveness and centrality, by adopting the B* framework
of the aspirational brand.

9. Future Scope

The researcher appeals to a brand strategist to adapt and adopt this B? framework on
reality checks for budding brands.

10. Result Interpretation

With the help of this brand fitness check, self-assessment tool organizations can discover
gaps and diagnose challenges in their aspiring brand development. The score highlights
the specific problem area that needs to be the focus.

- VERY LOW - Urgent attention is needed, start with quick fixes as you need to
move fast.

- thesi | proves on these

T - HIGH - Look for incremental improvements in each category.
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Not really Absolutely

Do you analyze your market position?

01112 ]|3|4|5]|6|7|8]9]10

Not really Absolutely
Have you identified your distinctiveness with respect to your competitor?
0| 1|2 |3|]4]|5|6]7]8]|9]| 10
Not really Absolutely

Are you clear about the kind of brand personality you want to project?

0]1]2]3|4|5|6|7]|8]|9] 10

Not really Absolutely

Do you have clarity about your brand propositions (Vision, Mission, Values etc.)

gli1jl2| 3| 4|36 718]% 10

Not really Absolutely

Do your team/employees are on the same page about your brand proposition and
religiously practice?

0111213 |415]|6]7|8]69]i10
Not really Absolutely

Are you clear about your brand positioning, you wanted to create in your targeted
customer's mind?

D]112]13|4)5)16|7|8]9] 10
Not really Absolutely

3. Discover: XX/50

Do you have brand coherency across all Omni Channel in terms of visuals (e.g.Brand
Identity, Guidelines, Marketing Templates, Website, Imagery, and Video etc.), theme/
taglines and brand tone ?

Ol 1213|4135
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Not really Absolutely

Do you have identified risk and chalk-out mitigation plan of it with respect to brand
reputation?

0 1 213 14151671819 10
Not really Absolutely

Do your organizations build a brand around customer experience and insights?

ol1|2|3|4|5|6|[7]8]9]10
Not really Absolutely

Does your brand active on social media platform and do write blog posts, record podcasts,
host webinars, give talks to raise the awareness and improve market share?

ol1l23|4|5]|6|7|8|9]10

Not really Absolutely

Does your brand search result show positive content on Page 1 of the Search engine
Google?

ol1]l2|3|4]|5|6]|7]|8]9]10
Not really Absolutely

4. Desirability: XX/ 90

Does your brand offer solutions to the customer, for which they are willing to pay off?

gl1]2|314|5]16|7]8]|9%]10
Not really Absolutely

Is your brand tagged the title ‘Difficult to Copy’ by your competitors?

olilzlzsl|la|5]|86]17]|8]9 10
Not really Absolutely

Could your brand easily and quickly scale up national as well as international?

pltlzlsl4s)l5|6]7|8]9%9|W
Not really Absolutely
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Does your brand enjoy referrals from the current customer based on goodwill only?

0|11 (2]|3]|4|[5]|]6|7]|8]9]10
Not really Absolutely

Can you enjoy the premium prices of your products/services without losing a current
customer?

0|l1]2]|3]|4]|5]|6|7]|8]19]10
Not really Absolutely

Does your organization understand the key market dynamics?

Q11|23 )|4|5]|6|7]|8|9] 10

Not really Absolutely

Does your brand enjoy repetitively purchasing?

QG112 13 |4]5|6]F7]|819 ] 10

Not really Absolutely

Does your brand achieved an exponential growth rate by >20% year-on-year for at least 3
years in a row?

B11]12]|3]4|5]6]17]18]1%9] 10
Not really Absolutely

Does your brand have recognized positively in the international market, presence in >1
country around the world?

DI1L]12)13|4]|5|[6]l7|8]|9] 10

Not really Absolutely

Please total up your score and give yourself a mark out of 270,
Total Score?/ 270
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Abstract

The implementation of green Human Resource Management (HRM) practices has been a
key concern for organizations looking to reduce their environmental footprint. This
paper examines how recent trends in HRM practices can help advance environmental
sustainability at the organization level. Drawing upon a review of the relevant literature,
this paper highlights key areas where improvements in HRM practices have significant
benefits for the cuvironment and provides recommendations for strategic action.
Conducting a survey of 98 employees of HR Departments in 15 leading IT organizations
in Pune City, the paper examines how the development of effective HRM practices and
organizational culturc can improve employee job satisfaction, which decreases turnover
and thereby reducing the costs involved with hiring new staff. The paper concludes with
a discussion regardin; how these findings can be applied to improve the environmental
sustainability of I'l" [irms in Pune Citv and elsewhere.

Keywords: Green HRM, Environmental Sustainability, Social Responsibility.
Introduction

Human Resources (!R) is often defined as an organization's most vital asset. Human
resource managemcit (HRM) is the process of implementing organizations' human
resources policies to achieve their objectives and meeting the needs of their employees.
The purpose of this paper is to focus on the ability of organizations to achieve greater
business performance, enhanced employee job satisfaction and standards for conducting
business, with some attention paid on how these gains can be achieved by developing
effective HRM practices,

What are green Hum:an Resource Management (HRM) practices?

Green HRM practices are, by definition, idealistic; however, all orgﬂﬁfzﬁg s Tace
practical challenges in implementing them. Measuring the impeilgf%“f?ﬁ -gé’?fﬂ;Rqurarctices
on a firm's bottomn line is challenging since most of these bquﬂ@ﬁgﬂ#efm?ﬁgﬁe%fand
intangible and cannn' always be quantified or monetized. For instance, an b#ﬁﬁﬁ%g@'s

reputation may incrooase due to its environmental performance so that it attracts ‘
.\E‘.O
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business or gains an advantage over compelitors to gain new customers but these
increases are difficult to measure and quantify financially.

Human resources are divided into three major function which are: recruiting and hiring,
employee relations (employee relations), and training and development. In this paper we
focus on green HRM practices that address human resource issues at the organizational
level. We are not dealing with green corporate social responsibility (CSR) practices within
the organization but with HRM practices that support organizational objectives by
providing a framework for dealing with environmental issues through education and
training, and other environmental friendly actions. Organizations should recognize that
green HRM practices are not a means for optimizing revenue and profit but rather an
essential part of the process by which organizations develop an environmental strategy
to meet the needs of its employees and clients.

Green HRM is defined as those activities that help organizations reduce their
environmental impact or increase their positive social impact on communities. It
encompasses steps taken at various levels for the purpose of improving overall resource
efficiency, increasing energy efficiency in operations, minimizing energy consumption
and minimizing waste generation. Environmental Sustainability embraces those
innovative concepts that promote the preservation of existing natural resources while
ensuring sustainability within the context of society by cnhancing economic
performance, socially beneficial activitics, community enhance and well-being with

minimal adverse impacts on environment and people.

Green HRM is a unique concept that is neither targeted at only the environment nor solely
defined by reduction of resource consumption. Rather, green [{EM practices aim at
making an organization's operations more efficient and innovative, which results in more
sustainable business models and profitable growth. Green HRM Practices are designed to
address existing and emerging environmental sustainability issues. There has been a
recent trend towards the expansion of green HRM into other arcas such as employee
responsibility towards community, social responsibility and corporate governance that
provide an opportunity to consider newer environmental factors while evaluating the
effectiveness of existing green HRM practices.

Greep-f-l_-{. 5 eqmres an active involvement from all employecs so that they may
understﬁ‘ha ) \their actions impact the environment and be encouraged to contribute
" pport of senior management is required to introduce incentives and
ho seek to improve how their work impacts the environment. In this
e a hrief overview of existing green HRM practices that are either in place
or coming intgexi e in the current business landscape. This review has been limited
byb financial [d6 i_-n-tsrand not the scope of this report. The focus has been on IT
org:fmﬂ@f’oK§Hdue=tdf@1@§§rﬁﬁgg GD(Jth"lnt and international operations.
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The earliest works on green HRM practices were the publications of Albelli and Vaara
from 1995 and 1996 respectively. These reports focused on the subject of CSR and
discussed the importance of its integration in HRM policies within organizations. Since
then, most early research has focused on environmental management as a separate HR
function with some consideration given to how environmental considerations might
affect other aspects of HRM such as recruitment and training.

These papers have supported the idea that companies can be more profitable by
implementing green HRM practices, which are essential for reducing costs, increasing
productivity and improving customer relations. They have also highlighted that
organizations which are perceived to be environmentally friendly enjoy greater positives
in terms of social responsibility and employee performance.

Kale &Bogum (2016 reviewed the current literature on green HRM. Their conclusions
were that there is no single model of green HRM but many models exist and individual
research studies have evaluated different aspects of green HRM practices. They found
that many of these studies have used self-reported data and were unable to link any
actual improvements in performance or financial returns to their implementation.

Kapoor (2019) has provided a comprehensive review of the literature on green HRM
practices and has | .a;;uh;.ﬁhted the various studies which have been conducted and provide
a useful comparative analysis. These studies have greatly expanded our knowledge on
this topic by looking at all aspects of green HRM, as well as its implementation in different
countries. The author concluded that there is significant evidence to show that applying
green HRM practices can lead to substantial improvements in organizational
performance, both financially and environmentally.

Chatterjee (2018) reviewed the literature on environmental sustainability issues for IT
companies. He reviewed the existing literature on IT companies, explored the major
issues in this sector and outlined the strategies to improve organizational performance.
The author highlighted that many of these practices are based on an assessment of

current conditions without assessing future needs and how this may affect future
performance.
The major focus of modern green HRM is on Green IT. Green IT is defined as those

technologies, processes and values that are used to build a sustainable ecosystem. It aims
at reducing the environmental impacts and increasing the positive social impact of an

organization's activities by employing best practices in technology, process and
information manage nent while also managing its workforce. The concept of Green IT is
closely linked to the idea of a more efficient use and more ethical use of existing resources.
The concept's development was influenced strongly by the exp_i il growth trend of
IT systems in organizations. This growth 1esu]te&‘1n an ever-in ifig demand for
energy, which led to ever-greater environmental 1#5%@”1‘&&1‘{1%191{3] IT companies
such as IBM, NMiciosoft and Cisco commissioned E&Fearfhers to QEJBMHMO the
environmental in:pact of their products and operations. Thege! st‘tlqu mckthat
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most software products involved in this industry had a very high ecological footprint with
server farms being particularly energy inefficient.

Moosa (2019) has discussed the importance of applying green HRM policies and practices
in IT organizations to ensure that these organizations operate more efficiently and
provide a better service to their customers. She has highlighted that there are significant
opportunities for IT organizations to increase their profits and improve customer
relations by reducing the demand for encrgy and other resources, 2 well as increasing
employee productivity and job satisfaction.

In support of this, Dias & D'Souza (2015) have reviewed the early worlk in green HRM for
IT firms. They identified a range of existing practices used by companies such as process
re-engineering, workforce skill development, training employecs on environmental
issues, use of information technology and application of green management systems
(GMS).

In contrast to other industries, the implementation of green HRM in I'T organizations is
more challenging because of the nature of their work process and the use of sophisticated
technologies. This is why there has been a need for I'T organizations to develop their own
models for managing environmental impacts, especially those ossociated with their
operations and products. Green HRM policies have also been widely implemented in
Australia's state public sector agencies and at the federal level, including the Australian
Public Service (APS).

Green HRM policies are imposed by governments on all their ;w-hlic sector agencies,
including state and federal departments, programs and agencies. I'he policy framework
is designed to ensure the adoption of green practices in their day-1o --.i":_v operations, how
they manage information and other support services they provide Lo their customers in
addition to how they use energy resources and safeguard the environment.

Soman &Tambe (2021) have explored the green HRM policies and practices that are used
by organizations in Australia and compared them with similar policies adopted in India.

They have highlighted that there are many similarities between 2rcecn HRM practices
used by public sector agencies in both countries. However, there ore also some key
differences due to their different legal systems, social and cultural contexts, and levels of
economic developmept.

across the ogafl t-r@:ﬁ an accountahllm for actions taken. We '.mn already identified
that 17945 |.11 l§fsed to support environmental management activities in
orgamzatmns & @' become a key tool for green staff recruitment and selection, as
well as for provtdlng more efficient training to support and improve employee skills. Itis
now widely accepted that there is an urgent need for all organizations to develop and
implement green HRM practices. Green HRM practices can also lead to significant
improvements in organizational performance, both financially and cnvironmentally. This
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will require a majoi

behavior of their pecile.

‘iange in how organizations manage their HR functions and the

To help facilitate this important change, a range of tools have been developed by
researchers to support the implementation of green HRM practices. These include online
portals to promote transparency across the organization and accountability for actions
taken, as well as sel/-assessment tools for implementing green HRM practices at the
individual, work grou p and organizational level, Such tools provide a good foundation for

green HRM practices

Sheshadri (2019) h
supporting the implc

The tools available to
information on the p.

financials, human re:

also allow an assessn

a set of performanc
performance in orde

Overall there is pau:
bring to organizatio:

their role in developi

1 organizations.

s discussed the development of these tools and their role in
mentation of green HRM practices in organizations.

support green HRM practices vary, but they all provide valuable
riormance of an organization, including its processes and systems,
wurces and external factors such as energy consumption. Most tools
‘ent of how the different areas or processes are performing against
ndicators that can then be directed by management to improve
‘Lo meet legislative and customer expectations.

v of research on the use of these tools and the benefits they can
5. 50 far most of the research done on these tools has focused on
' green HRM practices rather than their effectiveness in achieving

performance improvements and delivering cost savings. In addition to offering a new

approach to managin

implementing cnvi
environmental impa

life cycle of an orge

sustainability pract
sustainability more «
contributes to this g
available tools for m

Although green HRI
be confusing for peo
them. At present it i
tools that are avail
information that wil
their organizations
implementation of g
more effectively.

Objectives of the stud

1. To identify the recent trends in HRM practices a

sustainability

4638 | Dr. Asita Ghevvari
On Environmental " ustainability

sustainability policies

Recent Trends In Green HRM Practices-And

organizational performance, green HRM provides a framework for
that aim to reduce the
s associated with products, services and operations throughout the
Jization. This means that green HRM is also highly relevant for
ouners who will be looking for tools that help them manage
‘ectively, both financially and environmentally. The current study
‘0 in the research literature by providing a detailed analysis of the
naging sustainability.

's gaining greater prominence and interest in organizations, it can
¢ new to the topic to identify which tools would be most useful for
not easy for readers and researchers to find out about the many
‘ble and how they can be used. This paper aims at providing
help readers identify some of the most helpful tools available in
scparating these into two main categories: those that facilitate the
¢n HRM practices and those that help them manage sustainability
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2. To quantify the positive impacts of green HRM practices on eny

Hypotheses

H1: A positive relation exists between green HRM practices

sustainability.

H2: A positive relation exists between eniployee engagement ai

o engagement

111¢ environmental

The study will be conducted using a quantitative research apj

collected through interaction with employees, managers and cxoou

Departments in IT firms in Pune City. Questionnaires will b

11

participants’ knowledge and attitudes about green HRM practices i1 1

Statistical analysis such as correlation will then be used to analvs
size consisted of 98 respondents. A convenience sampling

combination with snowball sampling method.

Likert scales were used to record the responses of the responc

calculated and employee engagement scale was used to find oul liow
engaged to their jobs. Several green HRM practices were i

questionnaire.
Data Analysis

Table 1. Green HRM implementation
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6 |61 [47 [480 [33 [337 [12 [122 [0  [0.0%
% % ’ % %

0 0.0 |0 10.0% |15 153 |44 449 |39 39.8

3 31 |26 26.5 |48 49.0 |21 214 |0 0.0%
% % % %

0 0.0 |0 0.0% 9 9.2% |38 388 |51 52.0
% % %
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0 0.0% |18 |184 |38 8.8 |42 [42.9
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49% of the respondents strongly agreed and 38.8% agreed that their orcanization has
developed comprehensive management systems and policies to minimise their impact on
the environment. 12.2% of the respondents had a neutral opinion on this topic.

The results indicate that the majority of the respondents believe their organisations are
aware of the importance of reducing their impact on the environ nent. and have put
measures in place to ensure it. This is an important indicator for busiiesses as it indicates
that they are taking steps to reduce their environmental impact and e more sustainable.

It is also worth noting that 12.2% of the respondents had a neutral cpinion on this topic,

organisations. It suggests that there needs to be further awareness nd cducation about
environmental management systems and policies within businessc . in order to ensure
they are taking the necessary steps to reduce their environmental it pac..

The results of this survey suggest that only 12.2% of respondents agree that their
organisation provides adequate training for employees on green initi-tives, sustainability
and eco-friendly practice, while 48% disagree. 33.7% had a neutral opinion on the topic
and 6.1% strongly disagreed.

These results indicate that there is a need for more training and cducation on green
initiatives, sustainability and eco-friendly practice within organisations. It suggests that
organisations need to be more proactive in providing employees with the necessary
resources and knowledge to be able to make better environmental ¢ »cisions.

It is also important to note that 6.1% of respondents strongly isagrced that their
organisation pfovides adequate training for green initiatives, sus ainability and eco-
0’?”5,7; iendly p
t{fgff& fe'e »are able to make environmentally conscious decisions and there needs to
sﬁgﬁ%ﬁ\ {act o1 Laken in order for organisations to become more sustainable.
VN
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sults show that 44.9% of respondents agree and 39.8% strongly agree that
‘tion promotes the use of energy efficient products and services in the
.39%, had a neutral opinion on this topic.

sugoest that organisations are aware of the importance of using energy
lucts and services to reduce their environmental impact. It is also
o sce that the majority of respondents agree or strongly agree that their
roniotes these practices, suggesting that they are taking meaningful steps
ning 1ore sustainable.

worth noting that 15.3% of respondents had a neutral opinion on this topic.

that there needs to be further education and communication around the
f using energy efficient products and services in order to ensure
mali: more sustainable decisions in the future.

this survey indicate that only 21.4% of respondents agree and 26.5%

‘heir organisation has implemented green HRM practices such as incentives

mergy consumption, waste and water. 49% had a neutral opinion on the
o strongly disagreed.

sugocest that orpanisations are not adequately implementing green HRM
ncentivise employees to reduce their environmental impact. It is also
at o.1% ol respondents strongly disagreed that they use such practices,

hat more needs to be done in order for organisations to become truly

important for organisations to consider how they can create meaningful
Lrovaras tor emnployees who make greener choices. This could include
it orperks to those who reduce their environmental footprint, as well as
‘e cducation on green HRM practices so that employees are aware of the

1ons.

( llecent Trends IG ,HRM Practice
mental Sustainability
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sults show that 38.8% of respondents agree and 52.0% strongly agree that
ition regularly evaluates environmental performance to ensure their

arc et. 9.2% had a neutral opinion on this topic.

suzpest that organisations are making efforts to monitor their
goals and track their progress towards becoming more environmentally
<0 encouraging to see that the majority of respondents agree or strongly
s statement, indicating that they understand the importance of conducting

menin ocder to measure the effectiveness of their green initiatives.

worth noting that 9.2% had a neutral opinion on this topic which may
-k understanding around how regular evaluations can benefit an
sustainability goals. Itis therefore important for organisations to provide
ition and education on the importance of evaluating ental
‘or Lo ensure successful implementation of green ini

1 Ol
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The results of this survey indicate that 38.8% of respondents agrec and < 2.9% strongly
agree that their organisation deploys systems to monitor air quality, no - and other
environmental indicators. 18.4% had a neutral opinion on the topic.

These results suggest that organisations are taking steps towards using ‘echnology to
measure their impact on the environment and identify arcas where ey oo improve, It
is also encouraging to see that the majority of respondents agree o1 <lron v agree with
this statement, indicating that they understand the importance of using cchnology in
order to become more sustainable.

However, it is worth noting that 18.4% had a neutral opinion on this topic which may

indicate alack of understanding around how technology can help an crzan - ation become
more environmentally conscious. It is therefore important for organisalins to provide
more information and education on the benefits of deploying = sten s to monitor
environmental indicators in order to ensure successiul implemnentaoon ol green
initiatives.

The survey results indicate that 3.1% of respondents strongly disagrecd and 34.7%
disagreed that employees in their organisation are well-informed a»out cnvironmental
sustainability, while 17.3% agreed and 44.9% had a neutral opinion oo the topic.

These results suggest that there is still a need for organisations to provide more
education and information on environmental sustainability to their e plovees. It is
concerning to see thata significant portion of respondents disagreed with © 115 statement,

indicating that they do not feel like their organisation provides the ncces:ary resources
for employees to learn about green HRM practices.

Furthermore, it is worth noting that 44.9% had a neutral opinion on (his te bic which may
indicate a lack of understanding around the importance of environmental sustainability.
It is therefore important for organisations to provide more information an: cducation on
the benefits of implementing green HRM practices in order to cnsoro successful

implementation of sustainable initiatives.

The results of this survey indicate that 39.8% of respondcents agrec and < 1.9% strongly
agree that their organisation involves employees in green initiatives and o tivities, while

16.3% had a neutral opinion on the topic.

These results suggest that organisations are recognising the importance of engaging

__employees in sustainability practices which is encouraging to see. It is als) encouraging
/ to see that the vast majority of respondents agree or strongly agree with 'his statement,
cating a growing awareness around the importance of involving cmplovees in green

es
} Q
mh noting that 16.3% had a neutral opinion on this topic which may
M}é:a?&egrc;g@ﬁg%%nderstanding around how employee engagement can help an

d

o'rganésgﬁary,bfgcome Wore sustainable. It is therefore important for orpanisations to
95
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‘ormation and education on the importance of involving employees in

csinorder to ensure successful implementation of sustainability practices.

esults indicate that 51.0% of respondents strongly agreed and 35.7% agreed
notivated to come up with ideas that can help their organisation become

while 13.3% had a neutral opinion on this topic.

cmplovees recognise the importance of being involved in green
vnderstand the positive impact that their ideas can have on the
ic encouraging to see thatsuch a large majority of respondents agree with
a growing desire amongst employees to contribute to

ugoestthal

, indicating

raclices.
sults indicate that 30.6% of respondents disagreed and 2.0% strongly
(e orpanisation rewards employees for adopting eco-friendly practices

19 4% aoreed and 40.8% had a neutral opinion on this topic.

neaest that organisations are not doing enough to incentivize employees
“endly practices. It is concerning to see that such a large proportion of
vith this statement, indicating that they do not feel like their

quate rewards for employees who adopt green practices.

o HZTee

ruvides ac
'« worth noting that 40.8% had a neutral opinion on this topic which may

 of understanding around how rewarding employees for eco-friendly
to encourage adoption of green initiatives. It is therefore important for

0 pro more information and education on the importance of
loyecs or adopting sustainable practices in order to ensure successful
n of sustainability initiatives.

15 indicate that 39.8% of respondents strongly agreed and 33.7% agreed
crient of their organisation is committed to reducing the environmental
perations, while 5.1% disagreed and 20.4% had a neutral opinion on this
qpaest thot nrpanisations are beginning to recognise the importance of
covironmental impact. It is encouraging to see that such a large majority
s agree with this statement, indicating that organisations are taking steps
nability

th notine that 20.4% had a neutral opinion on this topic which may

f underonmding around the actions being taken by the management to
inabie. Itis therefore imp
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employees understand how they can contribute and thic <houl
organisations that want to achieve sustainability success.

The survey results indicate that 44.9% of respondents strongly agrec
that their organisation has a clear policy and strategy for environmn it

while 17.3% had a neutral opinion on this topic.

These results suggest that organisations arc increasinglv tali
implement sustainability policies and strategies in order to reduce

impact. It is encouraging to see that such a large majority of respond
statement, indicating that organisations are taking steps towards su:

The survey results indicate that 33.7% of respondents strongly agrec an

that their organisation has developed procedures to identify,
]

environmental risks associated with its operations, while 1.2..%
had a neutral opinion on this topic.

These results suggest that organisations are increasingly aware o

associated with their operations and are taking steps to mitigate the

to see that such a large majority of respondents agree with this stat
organisations are taking steps towards sustainability.

The survey results indicate that 13.3% of respondents strongly agre

that their organisation promotes the knowledge sharing of green

employees, while 25.5% disagreed and 34.7% had a neutral opinion

These results suggest that organisations are beginning to recognis
promoting green practices and increasing knowledge sharin: am:
encouraging to see that a significant majority of respondents agree

indicating that organisations are taking steps towards sustainability.

The survey results indicate that 40.8% of respondents strongly agre:

that they are aware of the importance of reducing their own person

waste in order to reduce the environmental impact of their organi
had a neutral opinion on this topic.

These results suggest that individuals are increasingly taking respon
environmental impacts and are taking steps to reduce them. It is enc
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i Environmen
Employee tal
engagement | Green HRM | Sustainabilit
scores initiatives y
Employt.' eIner Pearson d .383™ 072
= SCOt _orrelation
~Sie. (2-tailed) | .000 480
N 1 98 98 98
Green HRM initiatives Pearson .383™ 1 449"
' Correlation
Sig. (2-tailed) 000 .000
K 98 | 98 98
B ~ pPearson | 072 | 449" 1
ot i Correlation |
" Sig. (2-tailed) 480 .000
N 98 98 98
: orrelation is :-;igia_ii_ticalwt at the 0.01 level (2-tailed).

The t o thar the Green HRM initiatives and environmental sustainability
arepo: olated. Similarly, the Employee Engagement scores are also positively
correl: coeo HEM initiatives. Thus the null hypotheses can be rejected and we can
accept . it ;itve colation exists between Green HRM practices and environmental
sustai! d  pootive relation exists between employee engagement and Green
HRM p
Concl.
It can b ~ o the implementation of Green HRM initiatives leads to a positive
effect « poves engagement and environmental sustainability. The results of this
resear: ) ! ¢ s ang oorelation between green practices and these two factors,
indica’ fo ts ould e made to increase green initiatives within organizations
in ord it ror improved engagement and sustainability. Furthermore, further
resear 1 . onducted to identily other factors that may influence the success of
green ! ati 1ch research can help organizations gain a deeper understanding
of how ' - {1 ctivoly implement green practices in order to benefit from improved
engag: ! i sustainability.
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Abstract

The objective of this research paper is to study the awareness, usefulness,
satisfaction level of customers related to social media marketing strategies of e
learning organizations with special reference to elementary education.
Researchers have collected the data from 250 respondents using survey method
with the help of well-structured questionnaire. The researcher identified that
descriptive research design and Non probability convenience sampling method is
suitable for the research study. The findings of this study will be useful to many e
learning organizations to develop their social media marketing strategies.

Keywords: Social media, e learning, impact, awareness, satisfaction, etc.

Introduction
E-learning is a formalized teaching-based learning system that makes use of
electronic resources. E-learning is primarily based on using computers and the
Internet, while teaching can also take place in or outside of formal classroom
settings.
The proliferation of new teaching and learning methods at universities has been
facilitated by the development of information technology (IT) in education. It will
take a lot of research to implement e-learning programmes in Iranian universities
and evaluate how well prepared students are for e-learning environments. An
effective online learning experience requires collaboration, resource selection,
and collecting, all of which are components of the new method known as e-
learning. To ensure the success of instructors and pupils, it is essential to
“Z2.recognise environmental obstaclespand support the best methods to address them.
hnly then Wllilj such achigvemer passible.
. BY]U s mission’is %bm!ake the; sty dents fall in love with learning; this app mainly
“focuses on matheglfitlcs*and sclen{‘e ‘Where the content is visually explained by
using modern digital amhf'aﬂtmns; a@%lllustratlons Unacademy’s main vision is to
create the numerous courses in multiple languages for students all over the world.
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Vedantu offers the students friendly and enthusiastic teachers which can match
their level so that every student can understand. Khan Academy mission is to
provide a free worlds education for everyone across the world.This platform
believes that Videos, material, and practice in combination helps the students.
White Hat |r. Aims to teach code to kids with core programming skills, it is
designed to stimulate creativity, problem solving skills. There is a huge
competition among these apps. And all these platforms are working for the growth
and development of the students across the world.

If you're wondering what sort of technology is employed in such online teaching
platforms in India that simplify things for both users, it primarily consists of
Learning management systems (LMS). You need a strong internet connection and
a laptop or PC with a webcam to start teaching online. These online education
platforms in India have helped the education department quickly adjust to the new
internet culture. The majority of individuals have access to the internet and a
device that they can use right away. You can lecture students thanks to a built-in
microphone. You may interact better with your pupils by going live with them
using the camera.

Websites and programs that emphasize collaboration, sharing of content,
engagement, and community-based feedback are collectively referred to as social
media. Social media is used by people to connect and communicate with their
friends, family, and other communities.

Social media is significant because it enables you to connect, engage, and nurture
your target audience wherever they may be. A company can use social media to
create brand awareness, leads, sales, and money if it can use it to interact with its
audience.

Social media has grown to be the most prominent and significant virtual area,
where users may promote their brands and products using the platform for more
than just social networking.

Literature Review

Social media is the platforms that enable the interactive web by engaging users to
participate in, comment on and create content as means of communicating with
their social graph, other users and the public which have content formats
including text, video, photographs, audio, PDF and PowerPoint.(Cohen, 2011). It
can be said that social media is the tools, services, and communication facilitating
connection between peers with common interests. Using social media in a learning
procegs begin to rise significantly and likely to imply for education practice and
o especially in term of connecting with their students or with their
ilea Ues, to access news and appear in their walls. (Patel, Social Media

\211],1] This fact can be used with in a classroom situation to create more value to
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paper entitled “The use of mobile apps to enhance studentlearning in Introduction
to psychology” showed that after the excess use of mobile phones and internet
online educational apps set a standard in every student’s life. They also mentioned
that students who are using the online apps are highly responsive and actively
giving answers than compare to other students. Dr. Yatendra Pal & Ms. Riddhi
Agarwal, (2017), in their research paper entitled “Useof Educational App in
Classroom Teaching”,stated that influence of technology upon children and
education has been immense. And they alsomentioned that educational apps are
making things easier for children to understand. Apps are the wonderful tools to
engage the kids in studies and in other brain activities, it extend learning and
allows the children to move at their own pace. Saadatmand, Hedberg, Abjornsson,
and Kvarnstrom (2017) also explain that the Col framework considers learning in
an online environment, which requires learners to be actively engaged with the
instructor, other learners and content to achieve meaningful deep learning. The
Col presences imply that there should be some form of interaction or online
collaborative learning.

Research Methodology
Eliminating time and effort waste in the later stages of the research is made
possible by finalizing the research objectives. The study's topic should always be
taken into consideration while stating the research objectives. In light of the
current study, the researcher has chosen to investigate the following objectives
Objectives of the study
e To identify the source of awareness from social media platforms about e
learning organizations.
e To study the usefulness of information about e learning organizations on
social media.
e Toidentify the engagement of e learning organizations on social media.
e To study the level of satisfaction of information about e learning
organizations on social media.
Hypothesis of the Study
e H1: Customers are highly satisfied from the information of e learning
organizations on social media.

Research design Dnyansc?e D,,_ﬁ ~_
Type of Research Design Descnptlve ReSearch DéSIgn
Sampling Technique Non-Probability @QEV;-}EIISI:SG B’fm‘?ﬂ}pﬁ
Sampling Area Pune City s
Sample Size 250 (Parents of students)
Primary Data Well-structured questionnaire
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Secondary Data Research papers, Articles, Books, Journals
etc.
Data Analysis tools IBM SPSS-20

Scope of the study
The researchers have selected below five social media tools and five
e learning organizations for the present study. The respondents are
parents whose kids are learning in 15t std to 10th std.

Social media tools e learning organizations
Facebook Byjus
Instagram Unacademy
You Tube Vedantu
Linkedin Khan Academy
Twitter White hat junior

Data Analysis

Awareness of e Learning Organizations through Social Media

Dnyansagar |

Awareness of e Learning Organizations through

Social Media

Ba[g

5
4.5
4
35
3
2.5
2
15 ;
1 ;
0.5 L
4 K Whh t
a I a
{ 1
1 b .a,,-,%p\ Byjus Unacademy Vedantu Acadeimy [
£
= cebooks 4.5 4.2 3.9 3.2 4.4
4.4 4.1 3.6 2.8 3.7
Tube 46 4.1 4.1 2.7 4.4
nstii| R cinent 838 3.8 3.5 2.2 3773 Mook
ReseEwitter 1.8 1.2 1.1 1.1 6 "
'FPunc 11045 - — 1N
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Engagement ol ¢ Learnmg Organizations on Social Media

Engangement of e Learning Organizations on
Social Media
35
3
25
2
15
1
0.5
) Lh: Wh’t t |
Byjus Unacademy Vedantu Acad?arr‘nv juln‘iaora
H Like 33 31 29 1.8 33
® Comment 3l 2.8 24 1.4 3
W Share 2.8 25 2ol 1.2 2.6
H Visit Website 24 2.3 2.1 1.5 2.2

Usefulness of Information of e Learning Organizations on Social
Media

Usefulness of Information of e Learning Organizations on Social
Media

0.5 3 .
. . Khan White hat
Byjus Unacademy Vedantu Asadeniy Jiintor

m Facebook 41 3.8 3.7 2.8 39
® Instagram 43 4 35 2.6 33 |
¥ You Tube 4.5 4 3.8 1.5
H Linkedin 2.9 2.6 2.7 1.6
m Twitter 1.6 1.2 i 1
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Satisfaction Level of Information of e Learning Organizations on

Social Media

6

5

4

3

2

1

. Wh : h

Byjus Unacademy Vedantu Khan Academy jl;;?orat

® Facebook 4.8 4.6 4.4 43 4.7
H Instagram 4.6 43 4.3 3.8 4.4
# You Tube 4.5 43 | 4.2 3 4.6
| Linkedin 3.9 3.8 3.6 3.2 3.9
m Twitter 2.9 2.8 3.2 2.8 3.3

Hypothesis Testing

e Null Hypothesis (HO): H1: Customers are not satisfied from the information
of e learning organizations on social media.

e Alternative Hypothesis (Ha): H1: Customers are highly satisfied from the
information of e learning organizations on social media.

e The researchers have tested the null hypothesis with the help of IBM SPSS
20. The researchers have applied Z test to check the null hypothesis. The P
value identified is 0.01 which is less than 0.05 so the null hypothesis is
rejected and alternative hypothesis is accepted at 5% level of significance.

Conclusion

E learning organizations adopted social media marketing strategies to increase
customers awareness and engagement. It is observed that Byjus (Mean 4.5) and
White hat Junior (Mean 4.4) having highest awareness on social media amongst
customers. The awareness about e learning organizations on social media is high
but when it comes to engagement (like, comment, share, visit website) it is
average. Byjus (mean 3.3) and Whitehat Junior (Mean 3.3) have highest
engagement.The number of customers liking, commenting, sharing and visiting
ebsites is decreasing respectively. Very few customers visit the website of e

= [ Batewads
(% Pune-45,

§ HYoutube is observed as the most useful source of information about e learni
alewad'o?ﬁﬁh‘%’a@&ﬁs. Customers are highly satisfied from the information ab
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learning organization available on facebook, Instagram and youtube but
satisfaction level is moderate about linkedinand twitter. From the analysis we
identified that Byjus ranks first e learning organization on social media closely
followed by white hat junior, unacademy, vedantu and khan academy respectively.
Facebook is the most popular source of social media for e learning organizations
closely followed by Instagram and youtube. Linkedin and Twitter are
comparatively less useful.
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ABSTRACT

This paper is intended to discuss the relationship of stress perceived by the students during their online
learning through virtual platform in the pandentic eva. Prolonged lockdown due to outbreak of COVID-
19 restricted the access of physical classes in schools and colleges in almost every country in the world
which have pushed miltions of students to shift on éuline mode of learning. This overnight shifting from
offline maode of learning to online learning has caused a great stress among students. This paper has
Sound empivically that how the perceived stress among students s caused due to online learning. It
Sfurther explores that how the stress among students has been intervened by coping strategies due to
which students have perceived less stress. A total sample for this study comprises of 844 students and the
data collection tool was structured guestionnaive which was sent through online mode. SPSS 20.0
software has been used o test the hypothesis. This rescarch has concluded that with the help of some
effective preventive measures and coping strategies, educational institutes and their administration could
succeed in lowering down the stress fevel among students which has perceived due to online learning

platform.

KEYWORDS: Stress, Students, Ounline learning, Covid-19, Spirituality, Coping Sirategy

INTRODUCTION

At the end of the 2019, there was an outbreak of highly
contagious  discase  called  COVID-1Y  caused by
coronavirus (SARS-CoV-2) which shook the whole world,
The World Health Organisation later declared 1t pandemic.
Since then, lockdown has become a buzzword across the
globe, As a result of COVID-19. many national
governments have forced their population to stay safe
through partial or complete lockdown globally (Cooper,
Mondal. & Antonopoulos, 2020) due to which the whole
education system from lower to higher level has been
collapsed. Prolonged lockdown has restricted the access off
physical classes in schools, colleges and universities(Hasan
& Bao, 2020). The outbreak of the Covid-19 pundemic and
the imposed lockdown forced many educational institutions
to remain temporarily closed. As social distancing has
become an important norm during this pandemic, it has
badly affected the learning opportunities,

As a result of COVID-19 outbreak, throughout globe,
approx. 1.5 billion school going as well as umversity
students have suffered (IAU, 2020). There has been an
increasing shift from offline mode to online learning duc to
shutting down of educational institutions for an indefinite
period(Mishra et al., 2020)The educational institutions and
universities have been strugeling to provide the best option
of learning to their students. The si

education institutions to switch from the traditional method
of teaching and learning into online mode and distance
lcarning across the world (Dhawan, 2020). The Covid-19
pandemic has made nearly all learning experiences
accessible online. The Covid-19 pandemic is changing
face-to-face learning into online learning due to which it
has become an important stressor nowadays for the students
College students are always at higher risk of experiencing
psychosocial  problems. Changes in  learning methods
during pandemic has brought a lot of stress in the form of
anxiety. depression and other mental and social problems
among students at different levels.

LITERATURE REVIEW

The global pandemic has made e learning platform as an
unavoidable protocol for millions of students around the
globe which has created huge opportunities as well as
challenges. The difficulties faced during learning through
online platform has been perceived by the students which
made 1t as nightmare for millions students during
pandemic. The literature rc\.@, jsming on the
weaknesses of the online mod }le y ?_erceived by the

students during Bﬂ T ed them in the
prolonged state of ﬁ?ﬁﬁgﬂxﬂ& @ Mqﬁeﬁ)@) -
19 has made Online _'Eunling Hﬁ'sgég‘q-pﬁng a d
nowadays across the gﬂmdﬂ)ﬁhﬁé_mﬁg‘ through
Distance education has made casy due o té¢hnological
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developments (Mc Brien et al., 2009). The term Online
learning was used in 1995 during the development of [irst
Learning Management systems (Singh & Thurman, 2019).
All forms of online learning, open have used a computer
which is connected to a network and facilitates the learning
in self-paced mode with any means from anywhere and
anytime (Cojocariu et al., 2014),

According to (Singh & Thurman, 2019) Online learning is
an experience taken through the internet mode in a
synchronous classroom  which facilitates  interaction
between students and instructors and does not dependent on
their physical location. In synchronous learning
environment, students can learn anything from anywhere
with live lecturers and there is a real time interaction
between a student and an instructor. In such cases, instant
feedback can be available(Dhawan, 2020). On the other
hand, in asynchronous learning environment, learning
content in form of live classes or lecturers are not available
and instant feedback is not possible (Littlefield. 2018).
During this tough time, there has been an overnight shift
from traditional classrooms to online virtual classes. Three
biggest challenges for online learning are considered as
distance, scale, and personalized teaching and learning
(Dhawan, 2020). The only way to deal with this pandemic
is innovative solutions provided by institutions (Liguori &
Winkler, 2020).

Due to covid-19 outbreak, the digital transformation of
higher education has been taken place which would have
paced up in bringing that novelties that would have taken
many years to implement(Strielkowski. 2020). The sudden
transformation of traditional learning into digital learning
is not free from hurdles and obstacles (Crawford et al.,
2020) Due to improper learning approach. students and
instructors both are facing challenges and difficulties in the
form of psychological problems((Bao, 2020). Students and
instructor’s way to perform the program decides about the
successful implementation of e-learning systems(Thongsri
etal.. 2019).

No doubt online learning has become an effective
alternative solution to the physical classes for the students
in this pandemic but somehow students have shown a
negative perception towards online learning (Rohman et al.,
2020) which could be a reason of thenr psvchological
distress. Previous studies have revealed that students felt
anxious due to lack of enjoyment in the online classes
(DEWAELE et al, 2019). Some other difficultics
associated with online learning are quality of content, case
with technology usage, technical support and interaction
with peer students. Students feel that technical difficultics
including improper hardware as well as software support
causes distress (Al-araibi et al., 2019). Sometimes students
feel problems in getting instructional goals which is also a
hurdle in online learning (Dhawan, 2020).

(Lazarus & Folkman, 198
physiological, behavior;

appraised as lhrcatﬂw,%
Dnyansagar Institute of Management and

Research
Balewadi, Pune-411045

n?es. “Stress refers to
tive responses to events

cceding one’s coping
gy ”

responses and options, (Greenberg, 2006) define stress as
the combination of a stressor, siress reactivity, and strain.
That s, a stimulus is presented that has the potential to
trigger a fight-or-flight response (the stressor) that clicits
physiological changes such as increased muscle tension and
blood pressure (stress reactivity) that, in turn, results in
physical, psyvchological, or behavioral consequences such
as headache or agoraphobia (strain),

Many researchers have done a survey which has claimed
that online learning has become as a source of stress for
students. (Cao et al., 2020) surveyed 7143 college students
and have found that approx. 25% of students have been
suffering from high level of anxiety due to challenges and
difficulties faced by them during online learning. Similarly
another study conducted by (Lee, 2020) have found that
83% of surveyed students experienced worst situation due
to psychological distress and 26% of students are unable to
get proper mental health support. Research has pointed out
that although online lcarning has provided the best option
in the time of pandemic for continuation of academic year
for millions of students but it has negative impact on the
psychological health of students which has become the
reason of stress, anxiety and depression for students
(Rohman et al., 2020). A literature has revealed many
cmpirical studies which have already conducted to show
the impact of online learning in the form of psychological
distress among students, This state of psychological distress
has been pushing the youth generation in the unseen
difficult situation.

Such deteriorated conditions have demanded to measure
the impact of online learning on psychological condition
and stress among  college students due to negative
perception of online learning (Hasan & Bao, 2020).

OBJECTIVES
. To identify the causes of stress during online classes

2. To suggest suitable coping strategies for reducing
stress during online learning

RESEARCH METHODOLOGY

Online survey was conducted from April to October, 2020
from graduate and post graduate students. This period
corresponded to the pandemic lockdown due to Covid-19.
Students were experiencing the consequence of university
closure with social distancing norms. Respondents were
contacted by using google form of online learmning related
questions. Pilot testing was conducted for checking validity
and reliability of questionnaire. 24 students were contacted
for pilot study and questions were checked. Students facing
confusion in understanding questions were removed.

Total 844 stdents were responded to the survey including
491 male and 353 female students. The questionnaire
consists of demographic profile of students, age,
geographic  location, platform used, proficiency in
technology usage, technology constraints, elc.
variables were constructed by using 5-poi
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which ranges from strongly disagree (1) to strongly agree  DEMOGRAPHIC ANALYSIS
5). :
3) 66% of respondents are from age group 18-21 years
followed by 27% from 21-24 years. [Table 1]
Table 1: Age group of students
Age (Years) Frequency Percentage
15-18 33 4
18-21 S48 66
3124 86 21
24 and above 27 3
Total _844 el 100
Table 2: Proficiency of Learners (proficiency matrix)
Proficiency in Average | Good Very Good Excellent
English N ET) S 23] 109
- Technology Usape 70 | I 335 157
| MS-Office %4 299 208 163
Excellent
Very Good
Good
Average
100 200 250 300 350 400
MS-Dffice @ Technology Usage = English

More than 50%

Graph 1: Proficiency of Learners

EeHed - wond. aad - v platform. Very few students reported using zoom (63),
; : : . P L i ry google meet (42) and univinks (7). Data was analyzed by
proficiency in English. Technology and Microsolt office using SPSS 20.0 Desctiptive statistios of 844 responidents
usage. Few responded as excellent in fechnology usage. ; 'h‘c;a 'c" n-u:an 5 164 (SD= 0.71). KMO test value is
Tech-savvy respondents have case of handling onling 3%1 0.7 so that factor a.nals.fSis was conducted
PR ool efiBagvels bt 11 24 Iﬁratorv Factor analysis results into following factors

%i?smﬂﬁ@i&d’uﬁ rpm t On the basis of factor loadings and
Yo ('I tior® milrl ariables are categorized under various

W aEWmePemtg\ﬁ){?DXgrmblu having factor loading below 0.5 were

During pandemic classroom teachi
from classroom 1o virtual platipy]
students are using Microsoll
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deleted from the analysis. Variables are categorized under
four factors such as students” engagement, benefits of
online learning, stress and coping strategies as shown in
figure 1.

Factor I: Benefits of online learning consists of two
variables such as continuation of academic year and
flexible timings.

Factor II: Students’ engagement involves variables such as
lack of personal interaction with friends and teachers. lack

of creative content, technical support and poor knowledge
ol hardware and software.

Factor III: Stress causing variables consists of extended
sereen-time and eyesight discomfort, headache, anxiety and
depression. psychological distress and fear of losing
academic year.

Factor IV: Stress coping strategies involves physical
exercise, spiritual wellness programs, meditation, voga,
training for online learning, self-study approach and live
projects.

Figure 1: Variable mapping of Online Learning

Learning Effectiveness

Benefits of Online

Learning Stress during Online ' : .
’ Learning Coping Strategies
k4 o . P

Engagement during
Online Learning

}"“' --~-ﬁ,_J Learners’ Proficiency | '-
' |

HYPOTHESIS

Hg: There is no correlation between e-learning benefits
and its effectiveness.

H,: There is positive correlation between e-learning
benefits and its effectiveness.

More than 84% respondents reported online learning has
several benefits such as convenience, saves travel time,
money, etc. At the same time keeping students engaged
is tough task for teachers. 76% respondents responded
numerical subjects are difficult to understand whereas
theory subjects are boring. Doubt handling is
burdensome for teachers. Online learning causes
psychological stress. Benefits and e-learning has positive
correlation (r= 0.82) whereas engagement and ¢-learning
has low degree positive correlation (0.11). This supports
the alternative hypothesis i.c., e-learning benefits arc
positively related to its effectiveness.

HO: Physical discomfort is negatively related to effective
learning,

H1: Physical discomfort ha weél impact on
;—:ffective learning. Di cror
Dnyansagar Instiuie of Management and
Reszarch

Balgwadi, Pune-411045

During online learning physical comfort of students
were considered. In the survey, questions related to
physical, mental, eyesight discomfort and extended
screen times were asked. Effective leaming is defined on
the basis of variables such as understanding of numerical
and theory subjects, doubt handling. There is positive
correlation between physical discomfort and leaming
effectiveness.

(Correlation coefficient between physical discomfort
and effective learning) = 0.24

There are various factors responsible for students’
learning cffectiveness along with physical discomfort.
Hence, there is low degree positive correlation
cocfficient in between these two factors. This supports
alternative hypothesis i.e., physical discomfort has low
level impact on effective learning.

Due to increased screen time, connectivity issues,
physical and mental discomfort, etc. stress level is
increased among students. Students opted for yoga,
meditation, spiritual wellness program, live project
approach, etc. reported effective e-learnin
positive correlation (= 0.71) between o
and coping mechanisms.
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CONCLUSION

This study has revealed the relationship of online
learning  and psychological stress among  college
students which is an alarming situation. This rescarch
has concluded that with the help of some effective
preventive measures and coping strategics, educational
institutes and  their administration could succeed in
lowering down the stress level among students which
has perceived due 1o ineffective online learning
platform. Institutes and instructors should provide the
spirituality based pre-recorded videos as an important
part of their course module in which students leamn
cffective techniques of meditation which will help
students in managing their stress in an cffective way.
Online learning should be available with strong technical
support which includes secure internet access. Efficient,
attractive and effective e-content should be made
available to students along with facilities of peer
interaction which helps them in cultivaung positive
pereception towards online leamning during the pandemic
which will ultimately improve their physical and mental
health. Online learning should be based on creative,
interactive, relevant student centred and group based
programs (Partlow & Gibbs, 2003)
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Abstract

FinTech, as a disruptive force in the financial industry, has garnered significant attention for its
potential to accelerate economic growth and foster financial inclusion in emerging economies
like India. This research paper aims to explore the role of FinTech in India's economic
development and its impact on financial inclusion. Through a quantitative method utilizing an
expert opinion survey, data was collected from 200 professors and experts in macroeconomics.
The study analyses their perceptions regarding the contribution of FinTech innovations to
India's economic growth, the efficiency of financial transactions, and the expansion of financial
access to underserved populations. The findings reveal a positive and transformative role
played by FinTech in India's economy, highlighting its ability to improve financial access,
encourage cashless transactions, and foster entrepreneurship. The integration of FinTech with
traditional banking systems was perceived to positively influence India's overall economic
performance. Overall, the research confirms that FinTech adoption significantly enhances
financial inclusion and contributes to India's economic growth.

Keywords: FinTech, economic growth, financial inclusion, digital payment solutions, mobile
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1. Introduction

In recent years, India has emerged as one of
the world's fastest-growing economies,
poised to become a global economic
powerhouse. This transformation has been
driven by several factors, including
favourable demographics, a vibrant
entrepreneurial  ecosystem. and  the
government's proactive policies to foster
economic development. However, one of
the most significant catalysts behind India's
accelerated growth is the rapid evolution
and adoption of Financial Technology,
commonly known as FinTech. FinTech
refers to the innovative use of technology to
deliver financial products and services in a
more efficient, accessible, and cost-
effective manner. The fusion of finance and
technology has revolutionized the way
financial services are provided and has
opened up a world of opportunities for both
consumers and businesses. In India,
FinTech has played a pivotal role in
democratizing financial services, fostering
financial inclusion, and spurring economic
growth.

India's journey into the FinTech landscape
began around the mid-2000s, gaining
momentum during the following decade.
The convergence of widespread internet
penetration, the proliferation of
smartphones, and supportive regulatory
measures set the stage for FinTech
disruptors to enter the market. From digital
payment solutions to peer-to-peer lending
platforms, and robo-advisors to blockchain-
based applications, the FinTech ecosystem
in India has witnessed exponential growth.
The catalyst for FinTech's rise in India can
be attributed to the government's efforts to
promote financial inclusion. With a
substantial segment of the population
previously excluded from the formal
banking system, FinTech emerged as an
enabler, providing accessible and user-
friendly financial services to the unbanked
and underbanked masses. Digital payment
platforms like Paytm, PhonePe, and Google
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Pay have revolutionized the way Indians
transact, making cashless transactions more
prevalent than ever before. Financial
inclusion is a critical aspect of any
economy's growth, and FinTech has played
a transformative role in addressing this
challenge in India. With a vast population
spread across diverse geographic locations,
traditional brick-and-mortar banking often
struggled to reach remote areas. FinTech
solutions, however, leveraged digital
channels and agent banking to extend
financial services to the farthest corners of
the country. This enhanced access to
banking, credit, insurance, and investment
products has empowered millions of
individuals, encouraging entrepreneurship
and fostering a culture of savings and
investment.

Additionally, FinTech's role in enabling
small and medium-sized enterprises
(SMEs) to access capital has been
instrumental in driving economic growth.
Online lending platforms, using innovative
credit assessment models, have facilitated
easier and faster access to credit for
businesses that were previously overlooked
by traditional banks. This has spurred
entrepreneurship, fuelled innovation, and
contributed to the overall expansion of the
Indian economy. FinTech has been a
driving force in promoting the digital
economy in India. The demonetization
move in 2016 acted as a catalyst in
accelerating the adoption of digital payment
solutions. Mobile wallets, Unified Payment
Interface (UPI), and other digital payment
platforms witnessed exponential growth,
transforming the way Indians conduct
transactions. The shift towards digital
transactions has not only reduced the
reliance on cash but alsg formalized a
significant  portion _ of informal
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Indian businesses. By facilitating smoother
international transactions, FinTech has
opened up opportunities for Indian
companies to participate in the global
supply chain, thereby contributing to the
growth of the export sector. India's
burgeoning middle class has shown a
growing interest in investments and wealth
management.  FinTech has  been
instrumental in providing innovative
solutions to cater to this demand. Robo-
advisors, for instance, offer algorithm-
driven investment advice, making wealth
management more accessible and cost-
effective for retail investors. Moreover,
digital platforms for mutual funds and
stocks have simplified the investment
process, attracting a new generation of
investors into the capital markets. FinTech's
contributions extend beyond individuals; it
has also been a game-changer for startups
and  businesses  seeking  funding.
Crowdfunding platforms and angel investor
networks have emerged, providing an
alternative source of capital for early-stage
ventures. These FinTech-driven funding
avenues have fostered innovation and
entrepreneurship, giving rise to a vibrant
startup ecosystem in India. FinTech has
emerged as a powerful force propelling
India's economic growth. By promoting
financial inclusion, encouraging digital
transactions, and facilitating access to
capital and investment opportunities,
FinTech has played a transformative role in
the Indian economy. Its impact can be felt
across sectors, ranging from banking and
finance to e-commerce, agriculture, and
education. As India continues to embrace
technological advancements, the
collaboration between FinTech firms, the
government, and traditional financial
institutions will be pivotal in sustaining and
accelerating the country's economic growth
trajectory in the years to come. The current
paper deals with the transformative role of
FinTech in propelling India's economic
growth. It highlights how FinTech has
contributed to various aspects of the Indian
economy, such as promoting financial
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inclusion, encouraging digital transactions,
and facilitating access to capital and
investment opportunities. The paper also
emphasizes that FinTech's impact is not
limited to the financial sector but extends to
other sectors like e-commerce, agriculture,
and education.

Literature review
Johnson and Smith (2018) conducted a
comprehensive study on the impact of
FinTech on financial inclusion in emerging
economies. Their research revealed that the
adoption of digital payment solutions and
mobile banking platforms significantly
increased financial access and usage among
previously underserved populations. The
study emphasized the crucial role FinTech
plays in bridging the gap between the
unbanked and formal financial services,
contributing to overall economic growth.
Williams et al. (2019) examined the growth
and adoption of FinTech platforms in
India's e-commerce sector. The findings
indicated a substantial increase in online
transactions and a shift towards cashless
payments, facilitated by digital wallets and
mobile payment apps. The study
highlighted how FinTech's ease of use and
convenience have revolutionized consumer
behavior and accelerated the growth of the
e-commerce industry.
Gupta and Patel (2020) explored the
implications of FinTech lending on small
and medium-sized enterprises (SMEs) in
India. Their research indicated that online
lending platforms have provided a viable
alternative to traditional bank loans for
SMEs, offering quicker loan processing
times and more flexible eligibility criteria.
As a result, SMEs were able to access
capital more  efficiently, fostering
entreprencurship and job creation in the
economy.
Rahman and Das (2017) analyzed the
impact of blockchain technology on the
Indian financial secfor. Their study
highlighted the pgje of blockchain in
enhancing sec%_ gpsparenty=.and
efliciBngansigar financial sransastignsy The
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research emphasized how blockchain's
decentralized nature can reduce the reliance
on intermediaries, resulting in cost savings
and increased financial inclusion.

Patel and Sharma (2019) investigated the
role of FinTech in agricultural finance in
India. Their research demonstrated that
FinTech solutions, such as peer-to-peer
lending platforms and agricultural
insurance apps, have improved access to
credit and risk management tools for
farmers. This, in turn, has bolstered
agricultural  productivity and  rural
economic development.

Khan and Chatterjee (2018) conducted a
comparative analysis of traditional banking
and FinTech-based wealth management
services in India. Their study revealed that
robo-advisors and algorithm-driven
investment  platforms  have  gained
popularity among retail investors due to
their lower fees and personalized
investment recommendations. The research
indicated how  FinTech's disruptive
approach is reshaping the wealth
management industry.

Lee et al. (2016) explored the regulatory
challenges and opportunities of FinTech in
emerging economies, including India. The
findings underscored the importance of a
balanced regulatory framework that
encourages innovation while safeguarding
consumers and financial stability. The study
emphasized the need for collaboration
between FinTech firms, governments, and
financial regulators to foster a conducive
environment for sustainable growth.

Nagar (2021) investigated the role of
mobile banking applications in enhancing
financial  inclusion in  developing
economies. Their comprehensive study
revealed that mobile banking has been
instrumental in  reaching previously
underserved populations, empowering
them with access to varigus financial
services. The research em tHe need
for continued efforts e digital
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impact of mobile banking on economic
growth.

Singh (2022) conducted a longitudinal
study on the adoption of digital payment
systems in India. Their research traced the
rapid growth of digital wallets and UPI
transactions, indicating a significant shift
towards cashless payments. The study
highlighted the positive correlation
between increased digital payment usage
and the formalization of the economy,
leading to improved tax compliance and
transparency.

Rajpal and Sharma (2019) explored the
challenges and opportunities of blockchain
technology in the Indian healthcare sector.
Their study showcased the potential of
blockchain to secure sensitive patient data,
streamline medical record management,
and enable interoperability between

healthcare  providers. The research
recommended  further research and
collaboration to address regulatory

concerns and ensure the widespread
adoption of blockchain in healthcare.
Ingale, Anute (2020) all new technology
tools, payment banks, artificial intelligence,
block chain, cyber security and RPA have
high effectiveness in the Indian private
banking sector. The awareness about all
new technology tools used in the banking
sector is high but comparatively the usage
is less. And the effectiveness of these tools
is very high in the private banking sector.
Bhattacharya (2023) investigated the
impact of FinTech lending on the credit
market in India. Their empirical analysis
revealed that FinTech lending platforms
have expanded credit availability,
particularly for individuals with limited
credit histories. However, the study also
identified potential risks associated with
these platforms and suggested the
implementation of appropriate consumer
protection measures.

parative study
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and FinTech solutions in supporting micro-
enterprises. Their research found that
FinTech lending platforms provided faster
loan disbursement and simpler application
processes, benefiting small businesses.
Nevertheless, the study highlighted the
importance of a robust credit risk
assessment framework to mitigate potential
defaults.

Gausi and Khan (2021) explored the
influence of peer-to-peer payment apps on
consumer spending behavior in India. Their
research revealed that the ease of digital
transactions and the availability of
cashback incentives positively influenced
consumer spending patterns. The study
suggested that such behavioral changes
might have implications for long-term
financial planning and saving habits.
Natarajan (2023) analysed the regulatory
landscape surrounding cryptocurrency
exchanges in India. Their study outlined the
challenges and  opportunities  for
cryptocurrency adoption in the country. The
research called for a balanced approach to
regulation, taking into account investor
protection, anti-money laundering
measures, and the potential for fostering
blockchain innovation.

Despite the valuable insights gained from
these studies, the review of literature also
brings attention to certain research gaps.
One notable research gap is the need for
more in-depth research on the challenges
and opportunities surrounding FinTech
regulation in emerging economies,
including India. The study by Lee et al.
(2016) highlighted the importance of a
balanced regulatory framework to
encourage innovation while safeguarding
consumers and financial stability. However,
there is a dearth of recent studies that delve
into the specific regulatory challenges and
their implications on the growth and
sustanability of the FinTech industry in
India. Another area that requires further
exploration is the impact of FinTech on
financial literacy and consumer behavior.

Eur. Chem. Bull. 2023, 12 (83), 6815 — 6833
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Although some studies have touched upon
this aspect, such as Gausi and Khan (2021),
more research is needed to understand how
FinTech influences long-term financial
planning, savings habits, and overall
financial well-being of individuals. In
conclusion, the review of literature has
showcased the significant contributions of
FinTech to India's economic growth and
financial inclusion. However, the existence
of research gaps indicates the need for
future studies to address regulatory
challenges and explore the behavioral
aspects of FinTech adoption. As India
continues to embrace technological
advancements and FinTech innovation,
filling these research gaps will be essential
for policymakers, industry stakeholders,
and researchers to make informed decisions
and foster a sustainable and inclusive
FinTech ecosystem.

Objectives of the study

1. Assess the role of FinTech to Accelerate
India's Economy.

2. Assess the impact of FinTech on
financial inclusion in India.

Hypothesis

H1: The adoption of FinTech significantly
impacts India's economic growth,

H2: FinTech adoption significantly
enhances financial inclusion in India.

2. Research Methodology

For this study, a quantitative research
method was employed to assess the role of
FinTech in accelerating India's economy
and its impact on financial inclusion. The
research utilized expert opinion survey
method to collect data and gain insights
from knowledgeable individuals Mthe field
of FinTech and economicbidy xvas
4
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The research design involved the
administration of an expert opinion survey.
A structured questionnaire was developed
based on the study's objectives and
hypotheses. The questionnaire was
designed to collect quantitative data from
experts with diverse backgrounds in
FinTech, economics, and related fields.

Sample Selection:

A purposive sampling method was
employed to select the participants for the
survey. Experts in the FinTech industry,
economists, policymakers, and
academicians with significant knowledge
and experience in the subject matter were
identified and invited to participate in the
study.

Data Collection:

Data collection was conducted through an
online survey platform to ensure ease of
participation for the respondents. The
survey was distributed to the selected
experts, who were provided with clear
instructions and explanations of the study's
objectives and the significance of their
participation.

Questionnaire:

The structured questionnaire consisted of
two main sections: Section A focused on
assessing the role of FinTech in accelerating
India's economy, while Section B aimed to

Section A-Research paper

Data Analysis:

Quantitative data obtained from the survey
were analyzed using statistical software.
Descriptive statistics, such as means,
percentages, and standard deviations, were
calculated to summarize the responses. To
test the hypotheses, inferential statistical
methods, such as correlation analysis and
regression, were used to examine the
relationships between FinTech adoption,
economic growth, and financial inclusion in
India.

Expert Opinion Validation:

To ensure the validity of the research
findings, the results were triangulated with
the opinions and insights obtained from the
expert respondents. Their feedback and
interpretations of the survey results were
carefully considered in the final analysis
and conclusions of the study.

By utilizing a quantitative research method
and the expert opinion survey, this study
provided valuable insights into the role of
FinTech in accelerating India's economy
and its impact on financial inclusion. The
research findings contribute to a deeper
understanding of the relationship between
FinTech  adoption and  economic
development, offering valuable
implications for policymakers, financial
institutions, and stakeholders in the
FinTech ecosystem.

evaluate the impact of FinTech on financial Data Analysis
inclusion in India.
Table 1. Age
Frequency |Percent |Valid Percent |Cumulative Percent

Valid |18-30 years 43 21.5 21.5 21.3

30-40 years 87 43.5 43.5 65.0

40-50 years 35 17.5 17.5 82.5

50-60 years 25 12.5 12.5 95.0

Above 60 years |10 5.0 5.0 100.0

Total 200 100.0 100.0

The data presented in the table illustrates
the age distribution of the respondents
participating in the study. Out of a total of
200 respondents, the majority falls within
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group represents 17.5%. Additionally,
12.5% of the respondents are in the age
range of 50-60 years, and 5.0% are above
60 years old. The data indicates a diverse
range of age groups, with a significant
proportion of middle-aged individuals

Section A-Research paper

participating in the study. Understanding
the perspectives of individuals across
various age brackets will likely provide a
comprehensive and well-rounded
perspective on the research topic.

Table 2. Gender
Frequency Percent | Valid Percent Cumulative Percent
Valid |Male 106 53.0 533.0 53.0
Female |94 47.0 47.0 100.0
Total 200 100.0 100.0

The data presented in the table represents
the gender distribution of the respondents in
the study. Out of the total 200 respondents,
53.0% are male, and 47.0% are female. The
data indicates a relatively balanced
representation of both genders in the
sample. Having nearly equal participation

from both male and female respondents is
essential in research studies to ensure a
diverse range of perspectives and insights.
This gender distribution allows for a more
comprehensive analysis of the research
topic and enhances the study's credibility
and validity.

Table 3. Impact of FinTech on the economic growth

Strongly
Disagree

Disagree

Neutral

Strongly

Agree Agree

Row

Count|N %

Row

Count|N %

Row
Count [N %

Row

Count [N % | Count

Row
N %

FinTech 25
innovations,
such as digital
payment
solutions and
mobile banking,
have contributed
significantly to
India's economic
growth.,

12.5%(10

5.0%

8 4.0% |51 25.5% (106 |53.0%

The adoption of|22
FinTech
platforms
improved the
efficiency and
effectiveness of
financial

transactions  in
India's economy.

11.0% | 14

has

7.0%

14 7.0% | 64 32.0% 86 43.0%
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facilitated
greater financial

inclusion by
providing access
to financial
services to
previously
underserved
populations.

FinTech has|6 3.0% |15 7.5%

14 7.0% |61 30.5%(104 |52.0%

of FinTech
solutions  with
traditional
banking systems
has  positively
influenced
India's  overall
economic
performance.

The integration|16 8.0% |11 5.5% |7 3.5%|53

26.5%(113  |56.5%

FinTech startups
and initiatives
has fostered
entrepreneurship
and innovation,
contributing  to
economic
development.

The presence of |23 11.5% |25 12.5%

12 6.0%| 58 29.0% |82 41.0%

The table provides an overview of the
respondents' perceptions and opinions on
the impact of FinTech on India's economy,
as indicated by their responses to Likert-
based statements. The responses are
categorized into five levels: "Strongly
Disagree," "Disagree." "Neutral," "Agree,"
and "Strongly Agree." The percentages
indicate the proportion of respondents who
selected each response option for each
statement. According to the data, a
significant majority of the respondents
(53.0%) "Strongly Agree" that FinTech
innovations, such as digital payment
solutions and mobile banking. have
contributed  significantly to India's

economic growth. An additional 25.5%
the participants "Agree" wi -
statement, resulting in a total of”78.5%

expressing a positive vidiwﬂﬂﬁﬁﬂl"g‘(ﬂ;i's'f&lél
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in driving India's economic development.
Similarly, the adoption of FinTech
platforms is viewed positively by the
majority of the respondents. A combined
75.0% of participants either "Agree" or
"Strongly Agree" that FinTech has
improved the efficiency and effectiveness
of financial transactions in India's
economy. Conversely, the percentage of
those who "Strongly Disagree" or
"Disagree" is comparatively lower at
18.0%. Regarding financial inclusion, the
responses show that 52.0% of the
respondents "Strongly Agree" that FinTech
has facilitated greater financial access for
previously  underserved  populations.
Furthermore, 30.5% "Agree" with this
statement, yielding a total of 82.5% of
dging FinTech's
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integration of FinTech solutions with
traditional banking systems and the
fostering of  entrepreneurship  and
innovation through FinTech startups are
also viewed favorably by a substantial
number of respondents. A total of 56.5%
"Strongly Agree" that the integration of
FinTech has positively influenced India's
overall economic performance, and 41.0%
"Strongly Agree" that the presence of
FinTech startups has contributed to
economic development. In conclusion, the
survey results reveal a generally positive
perception of FinTech's impact on India's
economy among the surveyed experts and

Section A-Rexearch paper

professors in macroeconomics. The
majority of respondents view FinTech
innovations as significant contributors to
economic growth, improved financial
transactions, and increased financial
inclusion. Additionally, they recognize the

role  of  FinTech in  fostering
entrepreneurship and innovation in the
country's economic landscape. These

findings provide valuable insights into the
opinions of experts in the field and support
the study's objectives in assessing the role
of FinTech in accelerating India's economy
and its impact on financial inclusion.

Table 4. Impact of FinTech on financial inclusion

Strongly

Disagree Disagree

Strongly

Neutral Agree Agree

Row
Count|N %

Row
Count|N %

Row Row
Count|{N % |Count|N %

Row
Count |N %

FinTech has|15 7.5% |21
played a
significant role
in  expanding
financial access
for the unbanked
and
underbanked
populations in
India.

10.5%

13 6.5% |61 30.5% (90 45.0%

Digital payment |15 7.5% |20
platforms, such
as UPI and
digital wallets,
have encouraged
cashless
transactions and
increased
financial

inclusion.

10.0%

14 7.0% |55 27.5% |96 48.0%
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FinTech lending | 14 7.0% (20 10.0% |11 5.5% |54 27.0% 101 [50.5%
platforms have

provided

alternative credit

options to

individuals and

businesses,

promoting

financial

(inclusion.

The use of|19 9.5% |5 2.5% |8 4.0% |55 27.5%|113 |[56.5%
FinTech for

remittances and

cross-border

transactions has

facilitated

financial

inclusion for

migrant workers

and families.

FinTech 24 12.0% |18 9.0% |11 5.5% |56 28.0% |91 45.5%
initiatives have

contributed to

increased

financial literacy |

and awareness

among the

population  in

India.

The table presents the responses of the
participants to Likert-based statements
regarding the impact of FinTech on
financial inclusion in India. Each row
shows the count and percentage of
respondents who selected each response
option, ranging from "Strongly Disagree"
to "Strongly Agree." According to the data,
respondents' views on the role of FinTech
in expanding financial access for the
unbanked and underbanked populations in
India are varied. While 7.5% "Strongly
Disagree" and 10.5% '"Disagree," a
substantial proportion of participants
(45.0%) "Strongly Agree" that FinTech has
played a significant role in expanding
financial access  for these vulnerable
populations. - An additional 30.5% of
respondents "Agree" with this statement,
indicating a prevailing positive perception

Dnu‘“?ﬂr‘
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of FinTech's contribution to financial
inclusion. Regarding digital payment
platforms, such as UPI and digital wallets,
opinions are also positively inclined. A
notable 48.0% of the participants "Strongly
Agree" that these platforms have
encouraged cashless transactions and
increased financial inclusion. Moreover,
27.5% of respondents "Agree," reinforcing
the sentiment that digital payment solutions
have had a positive impact on financial
inclusion. Similarly, FinTech lending
platforms are perceived to have made
strides in promoting financial inclusion.
While 7.0% "Strongly Disagree" and 10.0%
"Disagree," a substantial 50.5% "Strongly
Agree" that FinTech lending platforms
hav wided alternative credit options to
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"Agree," further supporting the notion that
these platforms have positively influenced
access to credit in the country. The use of
FinTech for remittances and cross-border
transactions is met with a favorable
response, with 56.5% of participants
"Strongly Agreeing" that it has facilitated
financial inclusion for migrant workers and
families. Meanwhile, 27.5% "Agree,"
substantiating the consensus on the role of

FinTech in  cross-border financial
accessibility. Lastly, respondents'
perceptions of FinTech initiatives

contributing to increased financial literacy
and awareness are positive. A significant
45.5% "Strongly Agree," and 28.0%
"Agree,"  demonstrating  widespread
acknowledgment of FinTech's role in
promoting  financial education and
awareness among the population. In

Section A-Research paper

conclusion, the survey results highlight the
positive opinions of the respondents
regarding the impact of FinTech on
financial inclusion in India. A considerable
majority of participants perceive FinTech
innovations, digital payment platforms,
lending solutions, remittances, and FinTech
initiatives as crucial drivers of financial
inclusion, particularly for the unbanked and
underbanked populations. These findings
provide valuable insights into the perceived
effectiveness of FinTech in enhancing
financial access and usage, underscoring its
significance in contributing to greater
financial inclusion in the country.

Testing of Hypothesis
H1: The adoption of FinTech significantly
impacts India's economic growth.

Table 5. One-Sample Statistics

Std. Std. Error

N _|Mean |Deviation |Mean
FinTech innovations, such as digital payment solutions | 200 |4.01501.37996 .09758
and mobile banking, have contributed significantly to
India's economic growth.
The adoption of FinTech platforms has improved the [200/3.8900[1.32919  |.09399
efficiency and effectiveness of financial transactions in
India's economy.
FinTech has facilitated greater financial inclusion by [200]4.2100]1.05901 07488
providing access to financial services to previously
underserved populations.
The integration of FinTech solutions with traditional |200 [4.1800(1.23092 08704
banking systems has positively influenced India's
overall economic performance.
The presence of FinTech startups and initiatives has|[200(3.7550/1.39812  |.09886
fostered entrepreneurship and innovation, contributing -
to economic development.

The one-sample statistics table provides
essential numerical information regarding
the responses to Likert-based statements on
the impact of FinTech on India's economy.
Each row represents a specific statement,
and the columns offer valuable insights into

the central tendencies and variability of the -

contributed  significantly to India's
economic growth," received an average
mean score of 4.0150 out of 5.0. The
relatively high mean suggests that the
maioriw of respondents perceive FinTech
in gs- significant contributors to

dgk"—a homic growth. The standard

responses. The first statement, "FinTech “nyaqsﬁ%ﬂﬁ*l@n: 10ffar 133799 @ndindicates some
variability in responses, implying that there:

innovations,
solutions

such as digital payment
and mobile banking, have
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participants regarding the extent of
FinTech's impact. The second statement,
"The adoption of FinTech platforms has
improved the efficiency and effectiveness
of financial transactions in India's
economy." obtained a mean score of
3.8900. This mean indicates a positive view
among respondents, suggesting that
FinTech platforms have indeed played a
role in enhancing financial transaction
efficiency in India. The standard deviation
of 1.32919 indicates moderate variability,
signifying that there may be differing
perceptions on the level of improvement
brought about by FinTech platforms. The
third statement, "FinTech has facilitated
greater financial inclusion by providing
access to financial services to previously
underserved populations.” received a mean
score of 4.2100. This relatively high mean
implies that the majority of respondents
believe that FinTech has been instrumental
in  expanding financial access to
underserved  populations,  promoting
financial inclusion in the country. The
relatively low standard deviation of
1.05901 indicates a narrower range of
responses, suggesting a stronger consensus
among participants on the positive impact
of FinTech in this aspect.

The fourth statement, "The integration of
FinTech solutions with traditional banking
systems has positively influenced India's
overall economic performance,” obtained a
mean score of 4.1800. This mean suggests
that respondents generally perceive the
integration of FinTech with traditional
banking systems as having a positive
influence on India's economic performance.

Seetion A-Research paper

The standard deviation of 1.23092 indicates
some variability in responses, implying that
there may be differing opinions among
participants on the extent of FinTech's
positive impact on economic performance.
The fifth statement, "The presence of
FinTech startups and initiatives has fostered
entrepreneurship and innovation,
contributing to economic development,"
received a mean score of 3.7550. The
relatively moderate mean suggests that
respondents, on average, acknowledge the
role of FinTech startups in fostering
entrepreneurship and innovation but may
have mixed opinions on the extent of their
contribution to economic development. The
standard deviation of 1.39812 indicates a

relatively wide range of responses,
suggesting a diversity of opinions among
the participants on this aspect. In

conclusion, the one-sample statistics table
provides a comprehensive summary of the
respondents' perceptions and opinions
regarding the impact of FinTech on India's
economy. The data suggest that overall, the
respondents hold positive views on the role
of FinTech in contributing to India's
economic growth, improving financial
transaction efficiency, promoting financial
inclusion, and fostering entrepreneurship
and innovation. However, there is some
variability in responses, indicating differing
opinions among the participants on the
magnitude of FinTech's impact in these
areas. These findings offer valuable
insights into the perspectives of the
surveyed individuals and contribute to a
deeper understanding of the relationship
between FinTech and India's economic
landscape.

Table 6. One-Sample Test

Test Value =3
95%  Confidence
Interval of the
4 Sig. (2-|Mean Difference
Y I_t df |tailed) |Difference Lowerm_[ Upper
= AT —
Dnyansagar Irs! . +f Management and /f;\"l"j‘\\

Balgwafh, Func-411045
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FinTech innovations, such as digital
payment solutions and mobile
banking, have contributed
significantly to India's economic
growth.

10.402

199

.000 1.01500 8226 1.2074

The adoption of FinTech platforms|9.469
has improved the efficiency and
effectiveness of financial
transactions in India's economy.

199

.000 .89000 7047 1.0753

FinTech has
financial inclusion by providing
access to financial services to
previously underserved populations.

facilitated greater|16.158

199

000 1.21000 1.0623 |1.3577

The integration of FinTech solutions
with traditional banking systems has
positively influenced India's overall
economic performance.

13.557

199

.000 1.18000 1.0084

The presence of FinTech startups|7.637
and initiatives has fostered
entrepreneurship and innovation,
contributing to economic
development.

199

000 |.75500 5600 9500

The results of the one-sample test provide
strong evidence to support the hypothesis
(HI) that the adoption of FinTech
significantly impacts India's economic
growth. Each statement pertaining to
different aspects of FinTech's impact on the
economy yielded highly significant results,
with calculated t-values well above the test
value of 3 and extremely low p-values (all
p-values are reported as 0.000, indicating
statistical significance).

The first statement, "FinTech innovations,
such as digital payment solutions and
mobile  banking, have contributed
significantly to India's economic growth,"
had a calculated t-value of 10.402, with a
mean difference of 1.01500. The 95%
confidence interval of' the difference
(0.8226 to 1.2074) indicates that the impact
of FinTech innovations on India's economic
growth is highly positive and significantly
exceeds the test value.

The second statement, "The adoption of
FinTech platforms has improved the
efficiency and effectiveness of financial
transactions in India's economy," yielded a

Eur. Chem. Bull. 2023, 12 (S3), 6815 — 6833

calculated t-value of 9.469, with a mean
difference of 0.89000. The 95% confidence
interval of the difference (0.7047 to 1.0753)
shows that the improvement brought about
by the adoption of FinTech platforms in
financial transactions is notably positive
and significantly above the test value.

The third statement. "FinTech has
facilitated greater financial inclusion by
providing access to financial services to
previously  underserved populations,"
resulted in a calculated t-value of 16.158,
with a mean difference of 1.21000. The
95% confidence interval of the difference
(1.0623 to 1.3577) indicates that the
contribution of FinTech to financial
inclusion is  highly  positive and
significantly surpasses the test value.

The fourth statement, "The integration of

FinTech solutions with traditional banking
systems has positivelyei ced- India's
overall economic perfoimeastef produced a

calculatedt-yalue, of s 3,0 371/ it Remgan
difference of 1.1 000. ghe 95%6 confidence

interval of the différende P1.Q0841045.3516)
shows that the positive influence of
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integrating ~ FinTech  solutions  with
traditional banking systems on India's
economic performance is highly significant
and well above the test value.

The fifth statement. "The presence of
FinTech startups and initiatives has fostered
entrepreneurship and innovation,
contributing to economic development,"
resulted in a calculated t-value of 7.637,
with a mean difference of 0.75500. The
95% confidence interval of the difference
(0.5600 to 0.9500) suggests that the
fostering  of  entrepreneurship  and
innovation by FinTech startups is positive
and significantly above the test value.

Section A-Research paper

In conclusion, the one-sample test results
provide compelling evidence to support the
hypothesis that the adoption of FinTech
significantly impacts India's economic
growth. The highly significant mean
differences and narrow confidence intervals
consistently indicate the positive role of
FinTech in contributing to various aspects
of India's economic development. The
findings reinforce the notion that FinTech is
a powerful force propelling India's
economic growth and transformation, as
perceived by the surveyed experts and
professors in macroeconomics.

H2: FinTech adoption significantly
enhances financial inclusion in India.

Table 7. One-Sample Statistics

Std. Std. Error
N |[Mean |Deviation |Mean

populations in India.

FinTech has played a significant role in expanding|200[3.9500(1.27105 [.08988
financial access for the unbanked and underbanked

increased financial inclusion.

Digital payment platforms. such as UPI and digital [ 200 |3.9850|1.27787 .09036
wallets, have encouraged cashless transactions and

financial inclusion.

FinTech lending platforms have provided alternative | 200 |4.0400|1.26348 .08934
credit options to individuals and businesses. promoting

migrant workers and families.

The use of FinTech for remittances and cross-border|200(4.1900|1.23756 .08751
transactions has facilitated financial inclusion for

in India.

FinTech initiatives have contributed to increased|200|3.8600(1.39287 .09849
financial literacy and awareness among the population

The one-sample statistics offer valuable
insights into the respondents' perceptions
regarding the role of FinTech in promoting
financial inclusion in India. The statistics
reveal the mean, standard deviation, and
standard error mean for each statement,
reflecting the respondents' average rating of
each aspect of FinTech's impact on
financial access and inclusion among the
unbanked and underba
The first statement, "Fi
signiﬁcant role i

ing financial
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rating of 3.9500, with a standard deviation
of 1.27105 and a standard error mean of
0.08988. This suggests that, on average, the
respondents perceived FinTech to have a
positive impact on expanding financial
access, with relatively low variability in
their ratings. The second statement,
"Digital payment platforms, such as UPI
and digital wallets, have encouraged
cashless transactions and increased
financial inclusion," received a mean rating
of 3.9850, a standard deviation of 1.27787,
and a standard error mean-0f 0.09036. This
indicates that the respondents viewed
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digital payment platforms positively in
promoting cashless transactions and
enhancing financial inclusion, with a
relatively consistent level of agreement
among them. The third statement, "FinTech
lending platforms have provided alternative
credit options to individuals and businesses,
promoting financial inclusion," obtained a
mean rating of 4.0400, with a standard
deviation of 1.26348 and a standard error
mean of 0.08934. The respondents
generally perceived FinTech lending
platforms as offering viable credit
alternatives, contributing positively to
financial inclusion, and the ratings showed
relatively limited variation. The fourth
statement, "The wuse of FinTech for
remittances and cross-border transactions
has facilitated financial inclusion for
migrant workers and families," received a
mean rating of 4.1900, with a standard
deviation of 1.23756 and a standard error
mean of 0.08751. This suggests that the
respondents believed FinTech's role in
remittances and cross-border transactions
to be significant in promoting financial
inclusion for migrant workers and their
families, with relatively consistent
agreement in their perceptions. The fifth

Section A-Research paper

statement, "FinTech initiatives have
contributed to increased financial literacy
and awareness among the population in
India," obtained a mean rating of 3.8600,
with a standard deviation of 1.39287 and a
standard error mean of 0.09849. This
indicates that the respondents generally
perceived FinTech initiatives as positively
influencing  financial  literacy  and
awareness among the population, although
the ratings showed some variation in their
level of agreement. In conclusion, the one-
sample statistics provide valuable insights
into the respondents' perceptions of
FinTech's impact on financial inclusion in
India. The mean ratings suggest an overall
positive perception of FinTech's role in
expanding financial access and providing
alternative  credit options, promoting
cashless transactions, facilitating
remittances and cross-border transactions,
and contributing to increased financial
literacy and awareness. While there is some
variability in the respondents' ratings, the
consistent positive direction indicates a
general acknowledgment of FinTech's
significant  contributions to enhancing
financial inclusion among the unbanked
and underbanked populations in India.

Table 8. One-Sample Test

Eur. Chem. Bull. 2023, 12 (S3), 6815 — 6833

Test Value =3
95%  Confidence
Interval  of  the
Sig. (2- | Mean | Difference |
t df |tailed) |Difference |Lower | Upper
FinTech has played a significant|10.570|199|.000 .95000 7728 1.1272
role in expanding financial access
for the unbanked and underbanked
populations in India.
Digital payment platforms, such as|10.901|199/.000 98500 .8068 1.1632
UPI and digital wallets, have
encouraged cashless transactions
and increased financial inclusion. -
FinTech lending platforms have|11.641/199/(.000 1.04000 .8638 1.2162
provided alternative credit options
to individuals and businesses, <5 #
promoting financial inclusion. B Di P TN
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contributed to increased financial
literacy and awareness among the
population in India.

The use of FinTech for remittances | 13.599(199|.000 1.19000 1.0174 |1.3626
and cross-border transactions has

facilitated financial inclusion for

migrant workers and families.

FinTech initiatives have [8.732 |[199/.000 .86000 6658 1.0542

The results of the one-sample test provide
strong evidence to support hypothesis H2,
which states that FinTech adoption
significantly enhances financial inclusion
in India. Each statement related to different
aspects of FinTech's impact on financial
inclusion yielded highly significant results,
with calculated t-values far exceeding the
test value of 3 and extremely low p-values
(all p-values reported as 0.000, indicating
statistical significance). The first statement,
"FinTech has played a significant role in
expanding financial access for the
unbanked and underbanked populations in
India," obtained a calculated t-value of
10.570, with a mean difference of 0.95000.
The 95% confidence interval of the
difference (0.7728 to 1.1272) indicates that
FinTech's role in expanding financial access
for the unbanked and underbanked
populations is  highly positive and
significantly surpasses the test value. The
second statement, "Digital payment
platforms, such as UPI and digital wallets,
have encouraged cashless transactions and
increased financial inclusion," resulted in a
calculated t-value of 10.901, with a mean
difference of 0.98500. The 95% confidence
interval of the difference (0.8068 to 1.1632)
suggests that the impact of digital payment
platforms on increasing financial inclusion
is highly positive and significantly above
the test value. The third statement,
"FinTech lending platforms have provided
alternative credit options to individuals and
businesses, promoting financial inclusion,"
yielded a calculated t-value of 11.641, with
a mean difference of 1.04000. The 95%
confidence interval of the dif;%’

(0.8638 to 1.2162) indicates t

/

to financial inclusion is highly positive and
significantly exceeds the test value. The
fourth statement, "The use of FinTech for
remittances and cross-border transactions
has facilitated financial inclusion for
migrant workers and families," produced a
calculated t-value of 13.599, with a mean
difference of 1.19000. The 95% confidence
interval of the difference (1.0174 to 1.3626)
suggests that the facilitation of financial
inclusion for migrant workers and families
through FinTech's use in remittances and
cross-border  transactions is  highly
significant and well above the test value.
The fifth statement, "FinTech initiatives
have contributed to increased financial
literacy and awareness among the
population in India," resulted in a
calculated t-value of 8.732, with a mean
difference of 0.86000. The 95% confidence
interval of the difference (0.6658 to 1.0542)
indicates that the contribution of FinTech
initiatives to increased financial literacy
and awareness is positive and significantly
surpasses the test value. In conclusion, the
one-sample test results provide compelling
evidence to support hypothesis H2,
showing that FinTech adoption
significantly enhances financial inclusion
in India. The highly significant mean
differences and narrow confidence intervals
consistently indicate the positive impact of
FinTech on various aspects of financial
inclusion among the unbanked and
underbanked populations. The findings
reinforce the notion that FinTech is a
transformative force in improving financial
access and services, ultimately leading to
greater financial inclusion and

empowerment m/Iydra;ag _perceived by the

contribution of FinTech lending pBlfo'nﬁfs;(;'_;., Jnsment a0d /

Wl

Doyansagar Ins e
o

Y F "ﬂ‘e
Eur. Chem. Bull, 2023, 12 (S3), 6815B#g43%- ™"

41

\\_/y” 6830

a




Role of Fintech to Accelerate India's Economy

surveyed experts and professors in
macroeconomics.

Findings

The findings of the study reveal significant
and positive perceptions among the
surveyed experts and professors in
macroeconomics regarding the role of
FinTech in India's economic growth and
financial inclusion. The results from the
Likert-based survey provide valuable
insights into how FinTech innovations have
contributed  to India's  economic
development and expanded financial access
to previously underserved populations.
Firstly, the study found that FinTech
innovations, such as digital payment
solutions and mobile banking, have played
a significant role in India's economic
growth. The respondents overwhelmingly
agreed that these FinTech solutions have
positively impacted the economy, with a
substantial percentage strongly agreeing
with this statement. Secondly, the adoption
of FinTech platforms has been perceived as
improving the efficiency and effectiveness
of financial transactions in India's economy.
The experts and professors acknowledged
the convenience and ease of using FinTech
platforms, which have revolutionized
consumer behavior and accelerated the
growth of the e-commerce industry.
Thirdly, the study highlighted that FinTech
has facilitated greater financial inclusion by
providing access to financial services to
previously underserved populations. This
finding indicates that FinTech has bridged
the gap between the unbanked and formal
financial  services, offering viable
alternatives  to  traditional  banking,
especially for small and medium-sized
enterprises  (SMEs).  Fourthly, the
integration of FinTech solutions with
traditional banking systems was found to
have a positive influence on India's overall
economic performance. The respondents
perceived that the collaboration between
FinTech and  traditional financial
institutions has contributed to the growth
and development of the economy.

Eur. Chem. Bull. 2023, 12 (83), 6815 — 6833
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Fifthly, the presence of FinTech startups
and initiatives was seen as fostering
entrepreneurship and innovation, thereby
contributing to economic development.
This finding suggests that the FinTech
sector has created opportunities for new
businesses and disruptive technologies,
which have positively influenced India's
economic landscape. Regarding the impact
on financial inclusion, the study's second
hypothesis was strongly supported. The
findings indicate that FinTech adoption
significantly enhances financial inclusion
in India. The surveyed experts and
professors believe that FinTech has played
a crucial role in expanding financial access,
promoting cashless transactions, offering
alternative  credit options, facilitating
remittances and cross-border transactions,
and contributing to increased financial
literacy and awareness among the
population. Overall, the study's findings
demonstrate the transformative role of
FinTech in driving India's economic growth
and fostering financial inclusion. The
positive perceptions of the surveyed experts
and professors in  macroeconomics
highlight the potential of FinTech to
continue  shaping India's economic
landscape positively in the future. These
findings underscore the importance of
further collaboration between FinTech
firms, the government, and traditional
financial institutions to sustain and
accelerate India's economic  growth
trajectory in the years to come.

3. Conclusion

In conclusion, this study has shed light on
the significant and transformative impact of
FinTech on India's economy and financial
inclusion. The findings from the expert
opinion survey have provided valuable
insights into how FinTech innovations,
such as digital L(dg_utions and
mobile bankin% a pivotal role
in driving IndibNre&obomic grawih: The
adoptiyAnsagd! IndfiuFed Manayitborary has,
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improved the efficiency of financial
transactions,  revolutionized  consumer
behavior, and accelerated the growth of the
e-commerce industry. Furthermore,
FinTech has facilitated greater financial
inclusion by providing access to financial
services for previously underserved
populations, including small and medium-
sized enterprises. The study has also
revealed that the integration of FinTech
with traditional banking systems has
positively influenced India's overall
economic performance. The presence of
FinTech startups and initiatives has fostered
entrepreneurship and innovation,
contributing to economic development and
job creation. These findings highlight the
crucial role FinTech plays as a catalyst for
economic growth, job creation, and
technology-driven innovation in India.
Additionally, the survey results strongly
support the hypothesis that FinTech
adoption significantly enhances financial
inclusion in India. The experts and
professors in macroeconomics
acknowledged that FinTech has played a
vital role in expanding financial access,
promoting cashless transactions, offering
alternative credit options, facilitating
remittances, and improving financial
literacy and awareness among the
population.  Overall, the  findings
underscore the importance of embracing
FinTech's potential in India's economic
development journey. By leveraging
FinTech's capabilities and addressing
potential challenges, policymakers,
financial institutions, and startups can
collectively drive financial inclusion,
economic growth, and innovation in the
country. However, it is crucial to maintain a
balanced regulatory framework that fosters
innovation while safeguarding consumers
and financial stability. As India continues to
embrace technological advancements and

and traditional financial institutions
remain  critical in L@ ﬁa
accelerating the country's economic growth .-

digital transformation, the collaboration L -586.
between FinTech firms, the govemmﬁ,& Luis, M. (2020).
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trajectory. By harnessing the power of
FinTech, India can continue to create a
more inclusive and robust financial
ecosystem that benefits all segments of
society and paves the way for a prosperous
future.
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Abstract

An active participation of women in self-help groups shows the positive impact on women empowerment which leads to
increase their standard of living, style of working etc. In rural India Self Help Group is good stage for a micro-finance.
Earlier, there are several researchers who conducted a study on different aspects related women empowerment and the
role of Self-Help group in economic development and it is revealed by reviews in the present paper. There are two main
objectives of this paper. The first objective is to study the Socio-economic profile of sample group members. The second
objective is to assess the impact of SHG on women empowerment after joining the Self-Help Group. With this purpose,
the primary data was collected from household in Thane District. The data is analyzed with the help of percentage
method. The major findings of the study are there is a positive impact of Self Help Groups on Women empowerment in
Palghar District.

Keywords: Self-Help Group. Microfinance, Rural Women and Women Empowerment
1. INTRODUCTION:

Self-help group is a group where 10 to 20 members voluntary come together and they start to keep aside fixed
sum of money for saving purpose. The members of this group are of homogeneous background that is
cconomically and socially. Generally SHG is formed by poor family members. Hence in the rural, semi urban
and urban areas the number of SHG is high. The group opens an account in a nearby bank. The members of
these groups keeps on depositing their money over a few months until there is enough balance in their account
so that they can take a loan from that money collected by the group. This helps to the members to become self-
employed.

According to PRADAN, “A self-help group is an informal association of 10 to 20 rural women, socio-
economically homogeneous, with a background of affinity, who meet regularly to transact the business of
Savings and Credit. It mobilizes the savings from individual members and extends credit from the funds so
mobilized, to the needy members for consumption and investment purposes. The primary purpose of the SHG
is to facilitate the members to save and extend to them credit, as necessary. These funds may be supplemented
by funds accessed from external institutions. The group may take up agenda other than savings and credit, for
fulfillment of common interests, without diluting its primary focus. The operational guidelines of the group
would be generated through participatory processes. For these purposes the group would maintain an
accounting and documentation system as suitable™ Particularly this study will be helpful to the rural poor
women for getting self-employed, equality, self-reliance and empowerment. It is a window for access to better
technology/skill up-gradation.

2. OBJECTIVES OF THE STUDY:

The present study pursues to inspect the impact of self-help group on the lives of women in Palghar District.

The main objectives of the study are given below:
1) To study the Socio-economic profile of SHG members. 1 or ~
2) To study the impact of Self-Help Group on Women Empowcn‘ncrgnyansagﬂf Institute of Management ang
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3. METHODOLOGY:

Palghar district covers eight talukas that is Jawhar, Dahanu, Talasari, Wada, Vasai, Mokhada and Vikramgad.
The primary data were collected directly from respondents by pre-designed interview schedule. Total 350 SHG
member samples has selected by adopting stratified random sampling method. And the stratas are 8 talukas. For
the data analysis, the tool of percentage has been applied.

4. REVIEW OF LITERATURE:

For gaining idea about the studies conducted on the research topic and to identify the research gap, review of
literature has been made.

NABARD — On the NABARD Website under the title * Micro Finance Institution in India” a detailed
information is given on the emergence of micro finance institutions in the context of prevailing legal and
regularity environment for micro finance operations. The text makes it clear that the public as well as private
institution in India offer the micro finance services. The classification of micro finance is formal & informal
institution is given, According to this classification IDFls , commercial banks, RRBs & co-operative banks are
formal. Micro-finance institutions which provides mFI services in addition to their general banking activities.
They are reffered as Micro-finance service provider. On the other hand informal MFIs undertake Micro-fi nance.
services as their main activity. The text also gives information about the requirement of mFIs about capital,
foreign investment, deposit mobilization, interest rate, collateral ete. This text focused on the fact that micro
finance alone is not sufficient for the empowerment of women. In conclusion, it can be said that the text has
focused on the reality that micro finance is not a new concept but it is being used widely in the past few decade.

Fernandez and Ramachandran (1994) “Self Help Group approach in Karnataka™ does not figure on the top of
tables published by financial institutions that show the number of self-help group formed in each State. This is
mainly because the tables capture data after 1991-92, When the SHG — Bank linkage Programme was launched
by NABARD Myrada, a non - Governmental organization engaged in rural development, promoted several co
—operative societies that were enabled to give loans to their members. This categorization has been summarized
and adapted from the writings of Stuart Rutherford of Safesave, Dhaka, Bangladesh. In Myrada, the groups are
called Self-help Affinity Groups (SAGs) to emphasize that membership is based on affinities that pre - date
group formation. Large scale group formation with the state as the main promoter tends to lose sight of the
affinity dimension.

N. Manimekalai and G. Rajeswari (2000) in their study "Empower of women through self-help groups",
studied the women self-help group designed by the non-Governmental organizations in the rural area of
Tiruchirappali District for the purpose of encouraging rural women through self-employment. '

Bokil (1999), has prepared a case study on “Women Empowerment through Self Help Group” conducted by
development support team, Pune. This study has been undertaken to bridge the gap between existing plentiful
literature on rural self-help groups and the available scanty literature on urban SHGs. In this case study, the
issue of women empowerment has been look through economic involvements. It tries to seek an answer to the
question, “Can economic strength give women social, political & psychological power in society?” The DST
conducted the survey of 28 groups in Pune. The case study displays positive suggestion that given an
opportunity and space women respond very satisfactory and have a desire to change their lives. The women
participated in the SHG programme in order to advance a habit of savings, access to easy credit, receive
information and knowledge & to raise the interaction with fellow community women.

Kumar et. al. (2015), “An Overview of Microfinance in India™ this paper targets at identifying the present
position and role of microfinance in the development of India. It was studied that SHG’s and MFI's are playing
a dynamic role in delivery of microfinance services which leads development of poor and low income people in
India. Though, slow development of graduation of\SHG members, poor quality of group functioning, dropout
of members from groups etc., have also becrq;@Q-dffferem study findings in various parts of the country,
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which need to be taken into account while designing the road map for the subsequent stage of the SHG
programme.

Kondal (2014), “Women Empowerment through Self Help Groups in Andhra Pradesh, India™ The foremost
discoveries in the study justify the greater role played by the SHGs in increasing empowerment of women, by
making them financially strong, as well as it helped them to save amount of money and invest it further
development. It is also found that the SHGs created confidence for social, economic self-reliance between the
members in two villages. It develops the awareness programs and schemes, loan policies etc. However there is
a positive impact of Self Help Groups on Women empowerment in Andhra Pradesh.

5. RESULTS & DISCUSSION:

Table 1. displays the distribution of age of sample respondents. There are total 350 sample respondents. From
the table it is found that 44.29% of the respondents are from the age group of 31 to 40 years. Whereas, 28.86%
samples are belongs from 21 to 30 age group. And 24.29% respondents come under the group of 41-50 years.
Only 2.57% samples are from 51 to 60 age group. The majority of women in SHG are found from the age
group of 31 - 40 years.

Table-1
Age of respondents
Age Frequency Percentage (%) .
21-30 101 28.86
31-40 155 44.29
41-50 85 24.29
51-60 9 2.57
Total 350 100 ;

(Source: Field Survey)

Table-2
Social Status of respondents
Social Status Frequency Percentage
ST 52 50 14.86 I4.2‘-J.
SC 48 13.71
VINT 40 11.43
OBC 179 51.14
Open 33 - 0.43
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Total 350 100

(Source: Field Survey)

Table 2. refers to the distribution of social status of sample respondents. From the table it is revealed that
51.14% of the respondents are drawn from OBC category followed by 14.29% are from ST, 13.71% are from
SC and 11.43% from VINT category. Whereas, from Open category there are only 9.43% sample respondents.
Accordingly, most of the respondents are drawn from socially downtrodden community.

Table-3

Marital Status of respondents

Marital Status Frequency Percentage
Married 275 78.57
Unmarried 10 2.86
Widow 15 4.29

_]-J-i-\«'orcee 50 14.29
Total 350 100

(Source: Field Survey)

Table 3, refers to the distribution of marital status of sample respondents. The table shows that 78.57% of
respondents are married. 4.29% respondents are widow. And 14.29% of total respondents are of Divorcee.
Whereas. only 2.86% respondents are unmarried. Therefore it clearly shows that there is a majority of married

respondents.

Table-4
Educational qualification of respondents
Education level Frequency Percentage

Iliterate 10 2.86
can read & write 50 14.29
Primary (I-VII) 69 19.71
Secondary (VIII-X) 160 45.71
Higher Secondary (X1-XII) 44 12.57 |
Graduate & above o ~ 17 4.86

\ ?“qtﬁ;mement and 350 100
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(Source: Field Survey)

Table 4, shows the distribution of sample respondents by their education. It is observed that 45.71% of
respondents are of secondary education. 12.57% with higher secondary education, 19.71% are of Primary
educated, 4.86% with Graduate & above educated. 14.29% respondents can read and write. And only 2.86%
respondents are illiterate. The majority respondents are from secondary education level.

Table-5

Communication skill of respondents

@

Cammamication Rils Frequency Percentage ]

i 210 77.14

Constant = -2;_8:
Total 350 100

@

(Source: Field Survey)

Table §, refers to the distribution of sample respondents by Communication skills. It is observed that 77.14% of
respondents are increased their communication skill with the others, they can communicate with their officers
whereas 22.86% of respondents are not increased their communication skill.

Table-6

Income of respondents

Income Before joining SHG After joining SHG
(in'Re:) Frequency Percentage Frequency -Per;cn:‘l;: 3
1- 5000 26 7.43 01 ____GTZ-;
5001-10000 273 78 147 _ 42
10001-15000 46 13.14 168 48
15001-20000 05 1.43 34 9.71
Total 350 100 350 100

(Source: Field Survey)

Table 6, shows the distribution of sample respondents by their monthly income. It is observed that before
joining in SHGs, 7.43% of respondents got less than Rs.5000 followed by 78% of respondents got between
Rs.5001 to Rs. 10000 whereas, 13.14% of respondents got between Rs. 10001 to Rs.15000 followed by 1.43%
of respondents got above Rs.15001 to Rs.20000. After joining in SHGs, only 0.29% of respondents are getting
monthly income less than Rs.5000 followed by 42% respondents gets between Rs.5001 to 10000, 48% of
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respondents are getting between Rs.10001 to Rs.15000. And 9.71% of respondents are getting between
Rs. 15001 to Rs.20000.

Hence from the table it clearly shows that the monthly income of most of the respondent’s has increased
because of joining self-help group.

6. FINDINGS OF THE STUDY:

The majority of rural women in Self-Help Group are found relatively from young group. The good thing is
found that there is very less percent respondents are illiterate from study area. Whereas, maximum of rural
women has done Secondary level education. Most of the respondents are from backward class. After joining
SHG maximum respondents has increased their communication skill. The important finding of the study is the
level of income of rural women has increased tremendously after joining Self-Help Group comparing to before
joining Self-Help Group. It shows that Self Help Group is effectively working in the study area.

7. CONCLUSION:

Self-Help Group is an important technique which is very useful for rural women to get a power for their self-
supportive activities. Self-Help Group is acting as a platform for providing a micro-finance to rural wonwn..
This programme clearly plays a central role for the lives of rural poor women. Self-Help Group key factor is to
increase the income and savings level, and also the standard of living of rural women. It is a ladder for women
empowerment. The impact of Self-Help Group not only on income generation but also on enrichment of rural
women'’s self-confidence and economic and social development.

The study exposes that there is a positive impact of SHG on women empowerment after joining SHG. From the
above. we can conclude that Self-Help Group plays a significant role for women empowerment which will lead
to increase their standard of living, quality of life of their members, self-reliance and decision making power.
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Summary— The COVID-19 pandemic has established not only a health emergency, but has generated an emergency in the control of
personal data of all those people who make use of technological means, which increased the activity of phishing which consists of the thefl of
personal data through the circulation of false information through the different social networks. in addition, the circulation with messages

| related to the cure of this disease only for the theft of data. This research develops a mobile application that detects malicious URLs found
| within the content of textmessages. The developed application performs an analysis of the URLs according to the database that is updated with
cach attack detected, performing a blocking of the content and notifies the user of the actions that canbetaken. with this the theft of the personal
data of the users is avoided. This application is very useful for all those people who use mobile equipment (mobile) and have no knowledge of
these types of attacks, since they are likely to perform the actions that the perpetrators foresee for the obtaining of their personal data. so this

Keywords— Attack, Kanban. phishing. Scrum. URL. data theft.

application provides a means of security against these types of phishing attacks.

I. INTRODUCTION

Peru, like other countries in the world, is immersed in the
COVID-19 pandemic, which has caused a health emergency not
only at the national level but also at the global level[1]. This led
to a change in the consumption of resources by people. the same
ones who stopped giving the same priority to food, clothing and
footwear, which were relegated by the increase in the
consumption of technological goods such as desktops, laptops,
tablets and mobile phones[2]. In this sense, it has been noticed
an increase in the data that are shared through these different
technological devices, however, there is no authentication
which guarantees that personal information is not lost on the
way to its destination|[3]. There are people who are engaged in
the illicit act of stealing valuable personal information by
sending text messages with fraudulent information, this activity
is called phishing[1].

It is not surprising that large companies such as Facebook
are concerned about the type of fraudulent information that is
transmitted through their services, since it takes as a point of

content that is shared, this would attack the privacy of users[3].
Another solution that arises is to be able to create a means in
this case an application through which you can analyze the
characteristics of websites with functions that verify the content
of the URL or DNS. [1] This comes to be a research topic
related to phishing activity[1].

In the midst of this COVID-19 pandemic phishing attacks
have increased by sending mass emails detected by
cybersecurity companies, these same have used the information
of supposed medical reports in which the cure to this disease
can be found which is totally false as reported by BBC News.
[4] This type of scam "bait" users with this type of information
which aims to collect private data through these false
circumstances[1]. Attackers establish a system through which
text messages containing phishing URLs are distributed. this
taking the name of several well-known companies. The user
enters this URL without knowing that this leads to the execution
of the T.Ll:tzﬂ 2jr personal information. which will be used in
illicit get ¢ attacker[5]. The dat_a that these attacks mostly

trust the prestige that this company has[3]. However, although  see longing to dr,_gg;rd 1bers and other data
this company tries to carry out actions such as checking the  thats @ mgq t&/m althoug this does not ensure
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that the illicit act is carried out since many of the pages of virtual
stores establish other means to ensure the legitimacy of their
transactions. this is mentioned by the newspaper El
Comercio[6].

What this research seeks is to create a mobile application
system that helps reduce the percentage of people who are
victims of this type of information theft. Since with this
information the people who use it carry out illicit actions such
as the use of credit card data which can be offered on social
networks such as Facebook|7],

In our research work we will address in detail what this type
of activity consists of through the description of the
methodology used by these fraudsters; the approach and
definition of the mobile application system that would be
responsible for the detection of these fraudulent messages: and

results that this would generate in the number of people who
are victims of such illegal acts.

II. METHODOLOGY

More than a methodology, SCRUM is a framework through
which projects and applications can be developed. These are
developed in Sprints which have a certain development time
and a specific set of tasks. This methodology is characterized by
constant communication with both the interested party (client)
and the development team through daily meetings where
progress and solution to possible errors are exposed [8].

A. beginning

As an initial phase, the main roles and the work teams that
the development of the project will have are delimited. In this
sense. se performs the identification of who will be the Scrum
Master and the Stakeholders; in the same way, the members of
the work teams are defined. The skills of each of the team
,~mbers will be taken into account to create an environment of
iuid communication both between the ditferent members and

between the work teams [9].

B. Planning and estimation

In thisphase, all the functionalities that the project will have
to create the user stories are taken into account, the same ones
that will be placed in the Backlog of the product. The latter
contains the user stories ordered according to the priority that
has been delimited by the team and work, likewise, this dictates
everything that the work team can do during the duration of the
realization of the project [8].

C. implementation

In this phase we proceed to implement each of the user
stories that are in the backlog list. it is possible to hold meetings
to discuss what are the difficulties encountered during the
development of the same [9].

LIRITCC | October 2022, Available @ hitp://www.ijritcc.org

D. hindsight

In this phase the respective review of the Sprint is carried
out by the team. in an activity that allows the inspection and
adaptation of the product the most important thing is the
conversation by the team to understand the situation and receive
feedback.

I1l. CASE STUDY

Cell phones do not have a filter specialized in identifying
the content of text messages that reach you. These when
receiving a new message comply with the functional cycle that
has been programmed, in this sense, they make the notification
to the user of new messages whether these are trusted or not.
Users after opening these messages have in their hands the
decision whether or not to open the URL with which these
messages have. Once opened they find very similar pages
(cloned) of the official pages of different entities. whether social
networks or banks, the same ones that request the filling out of
forms with personal data of the victims. This data is stored
somewhere where the attacker can later access it. The data that
is collected is used for the performance of illegal activities in
Figure | regarding the flow that follows a phishingattack.
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The application that will be developed is designed to serve
as an intermediary between the user's actions and the
functionality of the software of the cellular equipment. This can
be seen in Figure | regarding the work of the application,where
the flow of actions changes to prevent the user from entering
one of these pages and therefore seeks to prevent the theft of
personal information.

The team then proceeds to start with the phases of the
SCRUM framework for the development of this research
project.

A. beginning

Taking into account the skills of each of the members of the
development team, the roles were determined as shown in
Table | where the rolis and the descriptionof whois the make it
upare shown.

TABLE | ROLES OF SCRUM AND ITS MEMBERS

Roles description

System owner

Product Owner

t

|

| Scrum Master Project members
| = e

Team Project members

B. Planning and estimation

Through a meeting. the team defined which are the epics
that meet the requirements for the fulfillment of the functions
of the application. Once the epics are defined. we proceed to
make the user stories that would become the tasks to be
performed by the work team.

Then, through the use of estimation methods such as Planing
Poker and Analogous Estimation, the group members
provided a score based on their experience and knowledge in
the development of each of these stories. The result of this
estimate and the user stories are reflected in Table ] in relation
to the Backlog which contains the stories. their score and their
estimate.

As the last step of this phase is made the determination of
the number of sprints with which it was counted for the
development of the project in Table 11 where it is detailed with
the number of user stories its value and the sprint points that
each of them entails, in the first we see a score of 9 because
stories were made to provide a first deliverable, in the second
sprint it was determined to perform a greater number of tasks
that is why a score of 73 was obtained. and in the last part
knowing what our performance was, less demanding tasks were
performed but of equal importance.

LIRITCC | October 2022, Available (@ http://www.ijritcc.org

C. implementation

In this phase. the work team proceeded with the
development of each of the activities established in the Backlog.
this following the order of prioritization that was determined for
each of the tasks.

In this sense, we proceeded with the creation of the database
that the application used for the registration of fraudulent
numbers and URLs that are found during its execution on the
different devices on which it is installed.

TABLE Il THE BACKLOG OF THE APPLICATION, USER STORIES
AND ESTIMATION

User Story Q1| Q2| Q3| estimate

I as an administrator want the
system to be activated when | 13 | 13 | 13 13
VOU enter a new message.

I as an administrator want the
system to parse URLs not| 13 | 13 | I3 13
registered in the database.

| as an administrator want the
system to analyze the content | 13 | 13
of messages in search of URLs.

I as an administrator want the
system to verify the URL inthe | 8 | 8 | 8 8
database.

I as an administrator want the
system to record malicious | 8 | 8 8 8
URLs in the database.

| as an administrator want the
system to perform the blocking | 8 | 8 [ 8 8
of dangerous text messages.

I as an administrator want the
system to notify about the | 5 | 5 | 5 5
dangerous URL found.

1 as an administrator want the

system to store the phone

i I 5
numbers that send dangerous
messages.

b

| as an admwar%(am the
system to recor name of | 5 5 5 5
T
the sender dPthemies&age.
= =511

fetalat
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I as an administrator want the

system to notify about message | 3 3 3 3
blocking.
I as an administrator want an
interface where the user can 3 = 3 3
" 3
see all messages with a
malicious URL.
I as an administrator want an
interface, where the user can | S =
3 3 3 3

see all the
message.

details of the

| as an administrator want an
‘nerr'ace where the user can | 3
see notifications,

Ll
W
"

As an administrator, | want the
application to be able to show
me the weekly, monthly and
annual report of messages with
dangerous content,

4%
Id
(381
[ o8]

For the creation of this database was made use of the
relational database managerMySQL, because it is recognized
worldwide as one of the best in its branch, in addition to
executing queries in a faster way as well as its speed in reading
data [10].

TABLE [I1 SPRINT PLANNING

Sprint | User | Sprint
. No. Story vhine Points
H12 3
I HI11 3 g
e 3 points
HO3 13
HO2 13
HO1 13
. HO4 | 8 73
i HOS | 8 points
HO6 | 8
HO8 5
HO9 5
HO7 3
3 HIO | 3 o
H14 3 _i points :

Then, following the preset tasks proceeded with the
development of the main interface which interacts with the

LIRITCC | October 2022, Available @ http://www.ijritcc.org
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inbox of the text messages of the mobile (cellular) equipment,
provides the user options, the list of messages and messages
blocked so far, as shown in Fig. Il where the prototype of the

main interface is shown.
.' 3 ‘ by Madvages
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Fig, Il Main Application Interface

Pl i 3 e 8 e G

Fig. It Interface for notification of fraudulent messages

As part of the execution of our project a notification center was
implemented so that the user can have knowledge that they have
entered messages that are registered as fraudulent or that after
being analyzed they have a fraudulent URL for which it is
registered in the database and proceeds to its notification in Fig.
[l we are shown the notification interface of the application

Finally, 9 hpplicauon mm‘ ﬁ Wthc data
in the system Hatabase apr& u‘tBrﬁ;M?q % user of the options
7 pune-4110 48
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that the user can make with respect to the fraudulent messages
found. The system allows the user to view the messages without
the user being able to interact with the content of the same. The
options available to the userare: the first option is the message
blocking which allows the system to separate the messages
from the inbox to the application where they can only be viewed
but have no interaction with them: the second option is the
deletion of messages worth redundancy allows the user to delete
the messages from both the inbox and the application which
completely discards the interaction of this with the user's data.
Fig. 1V shows the message detail interface with the options of
locking utensils and message deletion.

& MOVISTAR

Ramave
To flloch

A 4 e st A O W 4 AT

w13 s e Remrtre b
b

Do you wan! 1o
block this

Do you want 1o lt*%
delete this
messoge?

Fig. 11 Detailed interface of system actions with fraudulent

IMESSALRES

IV. RESULTS AND DISCUSSIONS
In this section the results and discussions that have been
obtained through the development of this research work are
exposed. in this sense. in the section of the results a description
of the work carried out in each of the Sprints was made, and in

A. From the case study

In the project 3 Sprints have been developed which have
been made taking into account the skills of the development
team, hence. in the first Sprint you have 9 story points with
3Imodules: in the second Sprint you have 72 history points and
a total of 8 modules feel the Sprint with the highest number of
nodules; and in the third Sprint with a total of 10 Sprint points.
This distribution can be seen in Table II1 which details the path
that the project has followed for its correct development. The
following describes each of the Sprints that have been
performed.

I. For Sprint 1: In the present Sprint the prototypes
weredelivered with respect to the interface mordulo each
one of them with a user-friendly design, the same one tha
maintains a readable text format to avoid confusion at the
time of its reading both in the content of the messages and
in the notifications that will be made by the system. As can
be seen in Fig. V in the graph of bursts of the first Sprint,
for its development have taken 9 days on the X axis and on
the Y axis have been considered the 9 points of respective
history, which represent the expected time with the time
refo the development of thepresent Sprint.

SPRINT 1

Fig. 1l Development route for the First Sprint

2. For Sprint 2; In this Sprint the prototypes were delivered
of several of the modules such as URL. blocking,
notification, storage and message; because the development
tcam has been getting to know the skills that are available,
the decision was made to perform several of the main
functions for the operation of the system. This allowed the
svstem to be activated when receiving a message by
proceeding to perform the respective analysis of the content
giétration of the same in the storage system. As
seen in Fig. V1 in the burst graph of the second
(Q‘ 1s dc\'em?g}ﬁﬂ have taken 36 days on the X axis

ik
the section of the discussions the SCRUM and KAII?V[ Iﬁsagaf\ﬂﬁﬁﬂl%ﬁ’ﬁﬁérﬁa%&ﬂmve been considered the 73 points of
e

methodology was analyzed defining the similarities an
most notable differences that were found between both.

FIRITCC | October 2022, Available (a http:/www. ijritec.org
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respective history, which represent the expected time with
the real time of the development of this Sprint.

SPRINT 2

. Fig. IV Development route of the Second Sprint

3. For Sprint 3: In this Sprint the delivery of the latest
prototypes  was made with respecr 1o the reporting,
notification and storage module. in this Sprint the system
finishes analyzing the messages in search of the sender to
be registered in the database in order to be recognized in
future phishing attacks, in addition, as part of the project a
section was made in which the system can provide a report
of the record of the different attacks in a range of time such
as days or months. As can be seen in Fig. VII in the graph
of bursts of the third Sprint, for its development have taken
10 days on the X axis and on the Y axis have been
considered the 10 points of respective history, which
represent the expected time with the real time of the
development of this Sprint.

SPRINT 3
— 5T IMATLL —a- BLAL
B ——8
—
~——— . a
~—_ .
~-—_
e % -
"'5-::‘:__"
=

Fig. V Development route of the Second Sprint

B. Methodology

Among the most used project development methodologies
we  have Scrum Kanban,
characteristics. a in
development tcams with multiple functions in both design,
coding and etc.. but this type of methodology has the myth of

and each with its - respective

Scrum  is methodology  structured

LIRITCC | October 2022, Available @ hiip://www. ijritec.org
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being mostly efficient in the development of large applications
[I1]. In this sense, in our project we came (o correctly
implement this structure defining the functional requirements
which have been divided into the different Sprint. However,
here there is a bottleneck inconvenience when performing the
delimited tasks which can be observed in Table 111 in the second
Sprint with a total of 8 tasks to perform and 73 history points.
Also, the time that takes between the completion of tasks from
one Sprint to another could sometimes be used to finish some
additional tasks which would have served to conclude the
project earlier.

On the other hand, in the Kanban methodology the tasks are
placed on a board which can be physical or digital which is
something very convenient considering the pandemic situation

that is lived in front of COVID-19 [12]. For the development of

their tasks are performed one by one as they are completed. this
in order to avoid bottleneck problems by not having many tasks
to perform. in addition. you have a saving in development time
since the tasks are performed as soon as the previous one is
completed [11].

Table IV provides a comparison of some of the advantages
and disadvantages of these methodologies.

TABLE IV SCRUM AND KANBAN ADVANTAGES AND

DISADVANTAGES
ADVANTAGES DISADVANTAGES
SCRUM | eInvolve the customer. | Suitable for large
s Multifunctional projects.
equipment. « It does not detect
e [terative and bottlenecks.
incremental. ¢ The postponed tasks.
e Continuous meetings. | eIt requires specific
* Troubleshooting. knowledge about the
methodology.
KANBAN | e Avoid bottlenecks. o[t is not specific for

e Tasks performed one | software development.

after the other. oIl the deadlines
e Time saving. met. the production
* Easy to handle. schedule varies.
eFaced with a large
number of labels the
members  can be
confused.

V. CONCLUSIONS
In conclusion, with the implementation of the application
developed in this rescarch }'!r(}_]i. 0 itis avoided that the user
type of action & LR Ls attached within the
phlbh:ng Dx gees that reach his mobile

fsagar Inshﬁﬁe o\ Managemeni an
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pertinent actions according to the situation helping the user with
a notification of the operations that can be performed with the
phishing message which serves as a help to those who do not
know what actions to take against this type of data theftattacks.

The use of the Scrum methodology ensures a work structure
in which the development team can be guided for the
elaboration of the project, however, as shown in Table I11 there
is a bottleneck in the determination of the tasks necessary for
the second Sprint to be delivered overloading the work of the
development team so that the Kanban work method could be
implemented to avoid this type of situation.

With regard to phishing messages vou can implement a way
Lo analyze the messages that also arrive through social networks
such as Telegram, Whatsapp. Facebook. etc., this because the
user can receive attack through these networks allowing the
attacker to steal the data of users without any means to prevent
it.
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constructs or said in other words, the square root of
AVE should be larger than the correlations between
constructs.

Discriminant Analysis

Table 5:
Correlation
Construct Construct Correlation
Sguare
HUMAN_CAP <> ORG_DEV 0.499 0.249
ORG_DEV <> ECO_FAC 0.588 0.345
ECO_FAC <3 ECO_FAC 0.813 0.660
Interpretation:

Interpretation: Discriminant analysis result shows
that average variance extracted of two constructs
is more than R2 between two constructs for all
constructs.

Hypothesis Testing and results:

In this section an effort has been made to test the
hypotheses proposed under the study on which the
structural equation modeling has been carried out.
It is to be noted here that, the below mentioned
hypotheses have been tested using SPSS software
and applying Pearson’s Correlations Coefficient.
Students ‘t’ statistics has been carried out to test the
significance of the coefficient.

HO: There is no influence of the elements of
Human Capital and economic Factors

HI: There is influence of the elements of
Human Capital and economic Factors

The necessary calculations have been provided in
below table.

Correlations

HUMAN_ | ECO |HUMAN_| ORG

CAP FAC DEV DEV™

Pearson - ™ "
Correlation 1 439 813 785

HUMAN_CAP ?ég-ialled} 000 000 000
N 106 106 106 106

Pearson - . -
poarson. o | 499 1 | 588" | .846

ECO_FAC Biailed) 000 000 | .000
N 106 106 106 106

Journal of Management & Entrepreneurship, Special Issue (ISSN: 2229- -5348), April f

Pear: N . .

Cg?rg a"t'i i 813 588 1 .805
HUMAN_DEV | 8. .1eq) 000 | .000 .000

N 106 106 106 106

Pearson . - had

e S 846 805 1
ORG_DEV f;gia”ed) .000 .000 .000

N 106 106 106 106
Interpretation

Based on the values mentioned above correlation
between Human Capital and Economic Factor been
observed to be positive correlation of .813 with
sig. value 0.000. Thus the significance value is less
that 0.05 suggest acceptable relationship between
Human Capital and Economic Factor. strength of
correlation is significant. This observation will stand
constant in further hypotheses as well.

Ultimately, in case of hypotheses-H1, null hypotheses
has been rejected with conclusion of positive
correlation between Human Capital and Economic
Factors.

HO: There is no correlation between Human
Capital and Organizational Development

H2: There is correlation between Human
Capital and Organizational Development

‘Now in case of Human Capital and Organizational
development  (r=0.499,  Sig.=0.000) suggest
considerable correlation. Secondly in case of Human
Capital and Organizational Development (r=0.785,
Sig.=0.000) suggest considerable correlation.

Ultimately, in case of hypotheses-H2, null
hypotheses has been rejected with conclusion of
positive correlation between Human Capital and
Organizational Development.

8. Conclusion :

This research has showed expertise in identifying
factors that contribute to Human Capital, such as
Knowledge, Skills, Strength, Education, Training, and
Development, all of which play a significant part
in intellectual development. The study's findings
show a link between Human Capital and economic

-

Correlation is significant at the 0.01 level (2-tailed).
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Study the Influence of Human Capital on the Economic and
Organizational Development of Automobile Companies

Bhavsar Dhananjay”
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Definition of success differs from company to company, some companies think about profit is
success, some companies think quality production, some think about excellent services, right
location, good customer response, controlled cost, low-rate finance, and what not, but people
who generate innovative ideas and implement have been given less importance. Human capital
is simply a measure of work experience and skills in terms of economic importance. This includes
assets such as education, training, intelligence, skills and health, as well as employer focus on
honesty and punctuality as a major component in achieving success. Present study focuses on
human capital factors and its influence on the economic growth and organizational development.

Keywords: Human Capital, economic growth, organizational development.
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1. Introduction:

Success of any company depends on several factors
but usually in the corporate world success is always
measured in terms of profits earned. Profits of any
company depend on several factors like quality
products, excellent service, the right location, good
customers, access to capital, controlled costs, low-
rate financing, there are few more factors which
are less concentrated like people who generate
ideas, the labor of people who turn the ideas into
products, very less importance is given to the people
and that’s a problem. Human capital is simply a
measure of work experience and skills in terms of
economic significance. It includes assets such as
education, training, intelligence, skills, health, as
well as things that employers value such as honesty
and punctuality. It is a major component in achieving
success. More than 100 research papers have been
studied on different aspects of Human Capita. It is
more important that how individuals network and
work in teams to integrate their skills and knowledge
to generate outcomes. Factors include Economic
growth and organizational development, interest
rates, disposable income, unemployment rates, retail
price index (inflation), gross domestic product (GDP),
and exchange rates. More than 100 research papers
related to Human Resource Development and human
capital studied and researchers found that there is
an influence of human capital on economic growth
and organizational development of automobile
industries. The automobile industry is segmented
into three categories, manufacturing, service, and
engineering, not only is this study very constructive
for the automotive industry, it will create awareness
and need for human capital for all manufacturing
companies in India.

Current status of automobile industry in India.
e June 2021 total production of Passenger
Vehicles- was 16,93,632 units.
¢ Under Domestic Sales:

» Passenger Vehicles sales was 2.32 lakh
units.

» Three-wheeler sales was 9.4 thousand
units.

» Two-wheeler sales was 11 lakh units.

¢ India ranked world’s third largest automobile
Market.

e Currently manufacturing 26 million vehicles

¢ In month of Apr- March 2020, 4.7 million
vehicles are exported.

e Automobile industry is expected to reach
16.16 to 18.10 Trillion by 2026

e 7.1 %contributes in India GDP which is 22% of
the countries manufacturing GDP

e Channi emerges as world largest automobile
manufacturing center.

e 13.03 Million
automobile sector.

e 2022 it will grow to 15 million (1.5 cr)

employees engaged in

e Maharashtra has 21 Automobile
Manufacturing plant (22.58%)
¢ Pune is Maharashtra's most important
automobile centre,
2. Objectives
1. To study and identify the various

influencing factor of Human Capital using
factorial analysis

2. To Find the correlation between the
human capital of an automobile company
and economic growth.

3. Establishing relationship between human
capital management and organizational
development

4. To highlight the needs for human capital
development and it’s need in automobile
companies

3. Review of Literature

Elena Pelinescua,(2015) contributed in  her
research paper excellent facts that human capital
is most crucial factor for economic growth of any
organization. The labor productivity is ratio between
workforce and physical capital

Amin Fatahi, (2014), expresseq in his research paper
that people are the Iargestc in,an organization.
3 q 's balance sheet or
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income statement, but also profitability within an
organization is achieved through people.

Muhammad Mujtaba.(2018) contributed some of
the important fact that human capital plays very
important role for developing creative thinking and
problems solving of Automobile firms. As, these
creative people ultimately attends the requirements
customers and forecasts the next needs of
surrounding economy, is able to deliver sustainability
to the business, helping the business organization
to compete in the economy. He also expressed in
his research paper that automobile sector is one
of the big field that requires comprehensive study
including all heavy transport vehicle and spare
parts manufacturing units which contributes the
progressive role in the nation’s economy

Mohammad Pasban, (2016) explain in his research
paper that human capital is a vital element in
improvement of material-assets of an organization.
opines that for future oriented sustainability of the
economy policy makers must give due allocation
of financial resources for improvisation of India’s
human capital.

Dr. Sushma Shukla (2017) suggested some of the
important elements that variety of study areas,
the relationship between the human capital and
economic growth of urban and rural areas of India.

Mr. Jacob Mincer,(1981) recognizes the importance
of human capital which have contributed to india’s
economic growth. He also supports the two-way
link which entails human capital development and
economic growth, secondly human development
that could increase the national income and societal
development.

Jelena Lonska (2015) proposes the objectives of
Human Capital to be incorporation of investment
in people’s development and that results into the
economic development of community, territory and
nation at large.

Dr. OgohiDaniel,(2019) proposes in his research
paper that the training and development needs
of any organization falls under two categog
Organizational training and Development Ne€d$rar

Mana,gemg Lind !

4. Conceptual Model

Human Capital | Economic Factors
Knowledge | Interest rates
Skills Disposable mcome
Capacity 0 yrment fates
Ability Retul price index
Education Gross Domestic Product
Trainung and Exchange rates
Development
Organizational Developmest
o st Revenue Growth
the influence Heand Name
Captal Gain
Leadership,
Daversty,
Corporate design,
Coaching
efficiency
mprove business operations.

e Research Type: Descriptive research design is
used.

e The primary data of this study is collected
from management and crucial employees
of major Light Transport Vehicle automobile
firms based in Pune , 10 automobile
companies were identified based on different
types like manufacturing , service sector and
engineering , Population of this research work
was management and crucial employees, who
was working in well known automabile firms
of India and deals with light transport vehicles
segmented as two wheeler , three wheeler
and four wheeler. close ended questionnaire
was designed and refined after discussions
with domain experts to confirm the validity
of contents and context. questionnaire was
validated and finalized after reliability test.

e Sources of Data:

e Primary data: The well-structured
questionnaire was used to obtain primary
data. Employees of automobile firms
completed the questionnaire.

e Secondary data was gathered from research
papers, newspapers, magazines, and journals,
as well as company websites.

Data collection method: Data collection uses

structured questionnaires. Both closed and
Or open quesnons are used

ivi | Training Needs anf L
IR TRt Dnyansagar Ir‘“'“*:' Techniques: For  study-related
P Resea t}'ﬂjmﬁqueshons, a five-point Likert scale,
ale Wb
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dichotomous questions, and multiple-choice
guestions were utilised.

e Sampling Design

e Population: The primary data was collected
from automobile companies which were
distinguished like manufacturing and service
provider, in manufacturing two wheeler ,
three wheeler and four wheeler segmentation
was used.

e Sampling unit: skilled , unskilled , permanent
and non permanent employees

e Sampling plan for:-
» Population- 15000

» Sample size- 711
» Sampling Method- random sampling

0.7 it means that the questionnaire is reliable for
further data analysis .

Estimated Model

Five fit indices (CMIN / DF, PNFI, GFI, CFl, RMSEA)
have been used to assess the model fit of the
measurement model.

CFA RESULTS
5. Hypothesis of the study
Table-2
H1: There is significance association between ==
Human Capital and economic growth in Fit indices Observed st Result
L5 acceptable fit
automobile industry
. A . CMIN/DF
H2:Thereis positive influence of Human capital m::;um
on economic and organizational development | . B~ S aodlltn po—
of automobile company. iliaasd ohi=
H3 : There is a positive link between human | S3v2r€)
resource management ond organizational More than 0.9 for
gf’Oth. CFl (Comparative —_ good fit, between | , Good fi
fit index) i 0.910 0.8 for BRI
6. Simple statistical techniques like borderline fit
percentage, ratio, growth rate, | _ .
charts and for analyzing data t test, | fitindex S NS | caehy
correlation using SPSS are used. =
. . . . Marginally
7' AnaIVSIS and Interpretatlon (Parsimonious 0.282 More than 0.5 il
Normal fit)
REliabllitY Less than 0.08
. - . :ﬂMSEA{Rcm for adequate fit,
Reliability Statistics =an qu”a”" 0.953 between0.08 | Good fit
errer D_ : and less than 0.1
Table :1 oo for borderline fit
Cronbach's Alpha N of items
945 27 Interpretation:

Reliability test is performed on the data and
Cronbach’s Alpha value is .945 which is greater than

Nyans, 're
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The measurement model consisted of 11 items from
3 independent variables emerged after EFA. The
ﬁn;lﬁ;’nea rement model obtained has been close
t
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[CFI]=1.345 root meansquare error of approximation
[RMSEA] =.753, GFl =0.987, PNFI=0.282.

All the fit indices suggest a good fit between the
hypothetical model and the sample data. Except for
PNFI which has marginally missed the threshold,
since the measurement model is valid, we proceed
to assessment of structural modeling.

Reliability and Validity

Reliability is the ability of the scale to produce
consistent results. It is the extent to which items
of a construct gel well in defining the underlying
construct,

Validity is the ability of the scale to measure what it is
supposed to measure. It is the extent to which items
of a construct define the underlying construct.

Since the hypothetical model reflects/ highlights
linkages between latent constructs, construct
validity and reliability are used to measure the
internal consistency and trustworthiness of the
measurement scale.

Construct validity and reliability

Construct validity is the extent to which a set of
measured items actually reflect the theoretical
latent construct that they are designed to measure.
It includes (1) Convergent validity [(Factor loadings),
Average Variance extracted (AVE)]; (2) Discriminate
Validity.

Factor loading

The size of the factor loading is an important
indicator of convergent validity. Factor loadings that
are significant with loading values above 0.5 indicate
convergent validity.

Factor loading and Average Variance Extracted

chart
Table-3
Direction
Measured
. of causal Construct Factor loadings
Indicators
flow
Revenuegrowth <> ORG_DEV 0.764
Brandname <> ORG_DEV 0.830
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Capitalgain Ceun> ORG_DEV 0.741
Diversity <o ORG_DEV 0.886
Knowledge o> HUMAN_CAP 0.860
Skills ERS HUMAN_CAP 0.721
Capacity <> HUMAN_CAP 0,516
Education e HUMAN_CAP 0.860
Intrate Lo ECO_FAC 0.840
Disposalinc Cone ECO_FAC 0.860
GDP <> ECO_FAC 0.721
Interpretation:

All the of the constructs have factor loadings above
0.5 and are significant at 0.1% level of significance.
Hence construct validity is supported.

Average variance extracted (AVE)

Average Variance Extracted (AVE) is one of the most
important indicator of construct validity. As a rule
of thumb, AVE of 0.5 or higher suggests adequate
convergence. Average variance extracted for all
construct is above the threshold mark of 0.5. Hence
construct validity is supported.

Construct reliability

Cronbach’s Alpha is a very commonly used technique
of internal consistency. It is a measure of internal
consistency among items of a construct. Alpha score
above 0.7 indicates reliability. In the current case all
construct reliability score above 0.7. Hence reliability
is supported.

Table 4: Construct reliability

No. of Cronbach's .
Construct Average Variance
items Alpha
HUMAN_CAP 10 0.844 0.49
ORG_DEV 12 0.855 0.38
ECO_FAC 5 0.751 0.67
Interpretation:

Construct of model should be unrelated. Discriminant
validity assesses the extent to which a construct is
truly distinct from other constructs in the model.
High discriminant validity provide evidence that a
construct is unique and different from the rest and
have phenomenon that other measures do not.
Discrimipantl validity exits if average of Average
Vari cfed is greater than r? between two
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Abstract

Mutual funds are treated as a vehicle of investment, which is suitable for the all-age groups of
investors who want to take good return from their investment and are ready to bear risk. Equity
Mutual Funds are those where funds are invested in equity shares of various companies. This
research paper is an attempt to understand investor's perception towards Equity Mutual Fund
schemes during COVID-19 and to study and analyze various factors influencing investor's
perception. A survey was conducted via questionnaire and primary data was collected from 120
respondents from Pune city. It was found that there is an impact of COVID-19 situation on
investor's investment in Equity Mutual Fund schemes and it depends upon risk, fixed rate of
return, SIP mode, company's past track record, higher return, liquidity. tax saving option, sector

wise, and size of the equity mutual fund. This study also suggests what kind of steps are needed

Dir
during the outbreak of COVID-19 situation. D"}’ﬂﬂsagar ’nsﬁm-e
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